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Abstract 

The Silencing of Homosexual Latinos in Mainstream Media and 

Culture: A Phenomenological Introspective Approach Examining the 

Effects of this Absence 

Anthony Jeremy Perez, MA 

The University of Texas at Austin, 2013 

Supervisor:  Kevin Thomas 

There has been much work looking at the effects of targeting the GLBT 

population from a marketing perspective but it has not included an intersected approach 

including race specifically Latino homosexuals. This research seeks to examine if 

advertiser’s “dream market” is more racially focused than on sexual orientation. This 

piece utilizes a phenomenological introspective method to determine the effects of there 

appearing to be an absence of gay Latinos in mainstream media and culture. This 

research found that there is an overall silencing effect of gay Latinos influenced by media 

representation. This silencing effect may cause four internal side effects: Double Identity, 

Masculinity, Need to be loved, and Depression. A Latino gay man may feel a double 

identity in which he is at odds with what is represented in media which may cause an 

overemphasis on appearing masculine. This struggle with masculinity and identity may 

also heighten the basic human need to be loved and find a sense of belonging in society. 

This search for identity influenced by media representation can also lead to a greater 

likelihood of mental impairments such as depression. Advertisers need to reevaluate their 
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strategies in obtaining this growing GLBT and Latino markets to have a more complete 

diverse picture of this audience.  
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INTRODUCTION 

Chapter 1:  Market Overview: 

The buying power of the gay and lesbian market has been estimated to be $835.3 

billion (Gay Market Overview, 2010). Although this group is still a relatively small 

percent of the overall population, it is a valuable segment for marketers. For example, it 

is reported that gays and lesbians make up between four and eight percent of the total 

population which is 11 to 23 million people. This minority group even potentially 

exceeds the Asian American population of 4.2 percent (Hooten, 2009). This group also 

has the highest buying power per capita of any minority group in the United States 

(Oakenfull & Greenlee,2005). Targeting minority groups in regards to a person’s 

ethnicity or gender is not new in the marketing field; however, a recent growing trend has 

developed in the last ten years to use sexual orientation as a means to target individuals 

(Rockwood,2009).  

The Latino population is also a growing segment for marketers. For example, one 

in six Americans identifies themselves as Hispanic, making it the “fastest growing ethnic 

segment in the country” (Koyen, 2012). According to the 2010 U.S. Census there are 

over 50 million Hispanics in the country. The Hispanic buying power is expected to reach 

over one trillion by 2015. In 2010, advertisers and marketers spent over 4.3 billion per 

year targeting Hispanics. A common dilemma that this segment along with the GLBT 

market has in common is that advertisers are having a hard time reaching them.  
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 The gay and lesbian market has become more popular and appealing to 

advertisers. This market is called the “dream market” for its financial potential, but also 

for its difficulty to reach and obtain. A Simmons Gay Market survey found that gay 

consumers have higher disposable incomes and education than other segments of the 

population and have more brand loyalty when reached in gay media (Poux, 1998).  The 

absence of children in many gay and lesbian households consequently results in more 

discretionary income and disposable time. Therefore, leisure products, travel industries, 

and entertainment companies are very interested in this group.  

However, many brands don’t associate the idea of “luxury” with many Hispanics 

(Koyen, 2012). There is a perception that they aren’t tech savvy nor have the financial 

means to buy these type of products. However, Adweek recently published that upscale 

Hispanics are actually on the rise more than doubling their numbers to three million in 

the U.S. Their buying power is expected to reach $680 billion in buying power alone by 

2015 (Koyen, 2012). However, many brands are not recognizing this and are in the 

“denial stage” according to the Association of Hispanic Advertising agencies. The 

problem that advertisers are having is they are thinking let’s obtain the Hispanic 

marketing by just showing a spot in Spanish (Koyen, 2012) or putting an ad in a gay 

publication to reach the GLBT market (Poux, 19998).  

For example, advertising in gay and lesbian targeted publications has surpassed 

advertising in mainstream publications (“2006 Gay Press Report”).  It has been estimated 

that brands spent $223 million on advertising in GLBT publications in 2006 (“2006 Gay 

Press Report,” 2007). The question on whether or not that has been effective is still up for 
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debate. Many gay and lesbians are not reading these niche publications but instead read 

more mainstream magazines (Poux, 1998).  In fact, 90 percent of gay men and 82 percent 

of lesbians aren’t reading publications such as Out and The Advocate but instead read 

Newsweek, Time, and People (Oakenfull & Greenlee, 2004; Tharp, 2001).  It also 

doesn’t stop with print media. Millions have been spent annually on online LGBT media 

and on sponsorships in the LGBT community (Wilke, 2007). The issue is the same for 

both markets for advertisers. Advertisers are trying to generalize a large segment and 

make them homogenous not realizing there are huge differences within each of these 

groups compromising a diverse segment.  
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Chapter 2:  Company Profiles: 

Many companies have been looking into profiting from this niche market. A 

recent example is Amazon marketing their Kindle in a national television commercial 

targeting gay men in 2013. Mike and Ike, a 72-year old candy brand, began an 

advertising campaign marketing that they are splitting up (Badash, 2012). Mike and Ike’s 

manufacturer, Just Born, Inc., announced the “couple” was splitting up for “creative 

differences,” and some critics have assumed the pair were lovers and not business 

partners. Actually, Just Born told The Morning Call, “These guys are best friends, candy-

making partners,” he said. “Others have chosen to see it another way, and that’s fine.” 

This campaign is primarily targeted on Facebook while packaging and billboards are 

planned as well. The marketing manager behind this campaign, Donald Houston, said 

Facebook is an ideal outlet for reaching the candy maker’s target audience: teenagers. 

This recent campaign has doubled their existing Facebook followers (Badash, 2012). In 

another example, Ford has developed campaigns to market their Jaguar to gay consumers 

(Heneman, 2006).  In 2009, Macy’s officially decided to take on gay pride as a national 

campaign (Rockwood, 2009). American Airlines has a Rainbow Team which is the first 

dedicated Lesbian/Gay/Bi-sexual/Transgender (LGBT) sales staff to target the $65 billion 

American gay and lesbian travel market (Rockwood, 2009). The revenue from this 

department doubled in 2009. Also, Anheuser-Bush caters to the gay demographic in both 

their marketing campaigns and employee programs (Heneman, 2006). Miller Lite is the 

official marketed drink for lesbians (Oakenfull, 2004). IKEA has also been known to use 

gay imagery in their print advertisements. Financial service companies have also taken 
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note of this market. For example, Wells Fargo began placing gay and lesbian imagery in 

their advertisements in gay magazines such as Out in 2010. There has also been an 

emerging trend to use gay imagery in mainstream commercials. 

In 2010, McDonalds decided to target this niche market with an implicit 

homosexual commercial shown exclusively in France. The commercial featured a young 

boy talking to someone on the phone in a romantic manner which was eventually 

revealed to be another young boy. In addition, the boy was eating with his father who was 

oblivious to the relationship. McDonalds targeted gay consumers in an implicit way 

while at the same time keeping the family atmosphere. Progressive car insurance also 

used implicit gay male imagery in a 2010 television advertisement by incorporating a gay 

male couple in which one is wearing a shirt depicting a rainbow symbol. 

Marketing using homosexual imagery can be controversial because it can be 

potentially offensive to the heterosexual consumer.  Both Ford and IKEA have received 

large amounts of hate mail for featuring gay and lesbian imagery in their advertisements.  

When IKEA featured a gay male couple buying a dining room table, it led to a huge 

influx of conservative critics claiming the demise of “family values” in the face of gay 

interior decorating (Walters, 2001). Disney has even received a negative backlash for 

their “Gay Day” in the park. Only recently, has a majority found homosexuality to be 

‘morally acceptable’ for the first time. A 2010 poll depicted in the Houston Chronicle 

found that 52 percent of Americans accept gay or lesbian relations. This implies that 

there is a very slight majority who view gay or lesbian relations as acceptable. 
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LITERATURE OVERVIEW 

Chapter 1:  Masculinity vs. Femininity: 

There has been a struggle within the gay community of what it means to be a gay 

man. It goes beyond the act of sexual intercourse or attraction but also in personality 

features as well. Masculinity “is the product of historical shifts in the grounds, on which 

men rooted their sense of themselves as men” (Kimmel, 2005). There has been a 

perception that the majority of gay men are feminine and exhibit effeminate 

characteristics such as being fashionable, trendy, loud, and over the top. This has not 

been well received among many gay men (Clarkson, 2005). In fact within the gay 

community, being an effeminate gay man puts you at the bottom of the totem pole as far 

as attraction and representation. Gay men that identify as masculine are not pleased to see 

their representation in mainstream media as a flamboyant character (Clarkson, 2005). 

Their perceptions of gay men align with a heteronormative approach. Heteronormativity 

is a term to describe lifestyle norms that hold that people fall into distinct and 

complementary genders (man and woman) with natural roles in life. In other words, a 

“heteronormative” view is one that involves alignment of biological sex, sexuality, 

gender identity, and gender roles (Jenkins & Lovaas, 2006). 

Clarkson (2005) researched this struggle by looking at the effects of the Bravo 

television show Queer Eye for the Straight Guy within the gay community including the 

resentment upon masculine gay men in the blog StraightActing.com. Results found that 

these straight acting gays encompassed femiphobia as a way to deal with their own 

internalized homophobia. 
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Saucier and Caron (2008) reinforced this emphasis on an idealistic masculine man 

within the gay community. He found that the majority of advertising content in 

mainstream media were portraying “young, shirtless, hairless, muscular, low-body-fat, 

Caucasian men” (Saucier and Caron, 2008). Mainstream media was reinforcing this 

expectation of what it means to be an attractive gay man. He also noted similar findings 

to Clarkson in that there was a common perception of gay men having an expensive 

lifestyle and focus on looks.  

The result of being an effeminate gay man may generate more negative backlash 

than a masculine gay man. Glick (2007) argued that “gay men may elicit negative affect 

for violating two types of gender norms, those of sexuality (preferring same-sex partners) 

and of personality (being effeminate)”.  His research supported this claim by targeting 

straight college male students. These straight male college students received feedback 

that they had either a masculine or feminine personality. This categorization was random 

and was used simply to gauge reactions. Men that were categorized as feminine generated 

negative reactions to feminine gay men rather than masculine gays. These men were also 

shown images of stereotypical depictions of feminine gay men.  The results found that 

being perceived as feminine instilled a more negative reaction toward feminine gay men. 

Sanchez (2012) took this a step further and sought to discover the importance of 

masculinity upon gay man specifically. She found that most gay men valued masculinity 

not only for themselves but also desired it in a sexual partner as well. Gay men want their 

perception of their behavior to be perceived more masculine than it actually is. It is also 

interesting to note how this translates to an online sexual dating environment. She 
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discovered that most gay men exaggerate their masculinity by focusing on being 

“straight-acting” in their promoted interest in sports, beers over cocktails, and a 

stereotypical notion of what it means to be masculine. Gay men reported that masculinity 

depends on a person’s behavior rather than their appearance as well.  

All of these studies focused on the importance of masculinity from a gay man’s 

perspective but failed to address how this impacts a gay man of color, specifically gay 

Latino men. 
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Chapter 2:  Effect of Latino Machismo Background on Self Identity: 

There has been much research that has pointed out that being a gay man of color, 

specifically a Latino gay man, makes it even harder to live a lifestyle of a gay man. There 

is an increased expectation to be masculine due to machismo family expectations. There 

is also a fear of letting down your family, ridiculing their name. Merighi and Grimes 

(2000) examined the experience of coming out to your family from a minority’s 

perspective. They found that gay men of color all share similar experiences coming out 

and that they endured additional problems coming out.  For example, it was reported that 

many youth after coming out distant themselves away from their homes to not conflict 

the pride of their families. Many African American and Mexican American men in this 

study described the “importance of preserving and upholding strong family relations” as a 

universal factor in the coming out process. They also noted a sense of “sexual silence” 

among Mexican American gay youth in that they engage in sexual activities but don’t 

discuss them with anyone.  

Guarnero (2007) took this a step further by specifically examining the family 

influences upon Latino gay men.  He reinforced Merighi’s and Grimes’s claim in that the 

common element among many of the Hispanic gay men interviewed in his study was the 

sense of silence. Even after disclosing sexual identity, it was never discussed again with 

families. He also noted feelings of rejection in that not being accepted as a homosexual 

man contributed to being unsure of who “I am as a Latino gay man.”  Latinos yearn to 

conform naturally as a trait of assimilation showcasing an ability to simply take on the 

environment they are in. Many Latinos avoid conflict by assimilating into the 
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environment they are in (Guarnero, 2007). Conformity and conflict resolution are two 

elements in Latino interpersonal relationships (Guernero, 2007). Family tradition, pride, 

and behaving a certain way are also found in many Latino families. However it should be 

noted that the more education individuals receive the more likely they are to move away 

from family and their customs (Guarnero, 2007). Many Latinos perceive gay men to 

behave in a feminine manner which goes against what it means to be a man in most 

traditional Hispanic families. This creates an atmosphere and sense of fear and self-hatred 

among many Latino gay youth. Sexual position plays a role into this as well. Latino 

homosexuals feel they are still masculine men they were meant to be as long as they are 

the dominant partner in their engagements with other gay men. These men sometimes 

relocate and assimilate into gay white communities because it is more accepting and there 

isn’t a sense of shame or silence (Guernero, 2007). 

Guernero (2007) also points out that to avoid conflict many Latino gay men prefer 

to live a double life, a life in the gay world and one in the traditional Hispanic family 

background. This conflict between the two worlds contributes to the mental distress 

experienced by Latino gay men. This juggling can lead to anger and depression. 

Sandfort (2007) and Ryan (2009) added to these claims of masculinity and 

femininity among Latino gay men looking at the mental health implications as well. It 

was reported that there are higher levels of depression and panic attacks for gay men 

compared to heterosexual men. Many minorities feel these levels of mental stress of 

trying to uphold certain expectations. Being a gay minority, especially a Latino gay man, 

makes it even more difficult and more likely for mental problems. Sandfort (2007) also 
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argued that the more feminine a gay man is the more likely they are to experience these 

mental complications given that they are less likely to hide their sexuality and are more at 

odds of their gender expectations. Some of these mental complications can manifest 

themselves into eating disorders, low self-esteem, loneliness, and body dissatisfaction.    

Reisen (2010) also points that the risk of HIV/AIDS contraction is a lot higher for 

Latino gay men. Latino men have been portrayed as highly sexual, “needing to penetrate 

during sex, to ejaculate once they are aroused, and to demonstrate virility with female sex 

partners” (Reisen, 2010). Carrillo and Fontdevila  (2010) adds to this sexual emphasis on 

Latino gay men stating that the average age range for same-sex sexual initiation is 13 

years old for males. He also goes on to claim that many first time sexual encounters for 

Mexican gay men are with family members. Many Latino gay men who enter the gay 

world become effeminate and lose their masculinity that they were brought up with.  

Barbosa (2010) supported these mental health implications for Latino gay men 

infusing religion into the mix. He found that traditional elements of Catholicism such as 

machismo and family values are prominent in the Latino culture. These elements can 

create serious conflicts in regarding identity development and attitudes towards 

homosexuality. An interesting claim is that the deep roots of machismo are passed on by 

the female mother figure more so than the father regarding the core values of being a 

Latino man. 

The importance of masculinity and difficulty of many Latino gay men to adopt a 

mainstream perception of what it means to be a gay man is apparent in this academic 

literature. There are different paths that laid out for Latino gay men, one that is 
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masculine, or physically fit model, one that is affluent and trendy, and one that is 

assimilated versus one that is maintaining traditional Latino customs. Trying to balance 

these different conflicts can be difficult and important for any advertiser hoping to 

understand and successfully market to this segment. 
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Chapter 3:  Advertising Practices to GLBT Market: 

Much of the academic literature looks at the attitudes of heterosexual men and 

women toward gays and lesbians in general. There is also a growing trend that addresses 

the effect of gay and lesbian content in mainstream advertising upon both the homosexual 

population and heterosexual consumers. An early piece of literature was Bhat, Leigh, and 

Wardlow (1998) looking at how heterosexuals reacted to the depiction of homosexual 

couples in mainstream advertisements. They found that the couples’ emotional responses, 

attitude toward the ad and brand depended on their preexisting general attitude toward 

homosexuality. As expected, they discovered that homosexuals have a more favorable 

attitude toward gay imagery than heterosexuals. The authors researched two products, 

jeans and shampoo, and looked at the differences in reactions to advertisements featuring 

gay couples and advertisements featuring heterosexual couples. The limitation with this 

article is the homosexual imagery exclusively depicts gay male couples and leaves no 

room to analyze the effect of the gender depicted in a homosexual content advertisement. 

The other limitation of this article is the advertisements used were not real. 

  Grier and Brumbaugh (1999) added to the Bhat et al. (1998) study by exploring 

the implications created by advertisements that target black and white individuals and 

others that target the gay and lesbian culture. They looked at the effects upon the intended 

target group and unintended group as well. This study also solely featured gay males in 

the advertisements geared toward homosexuals. It was discovered that the reaction of the 

advertisement is influenced by societal views of the targeted group. Grier and 
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Brumbaugh (1999) illustrated that a person’s reaction to a minority group is influenced 

by societies’ perception of the group. 

Oakenfull and Greenlee (2004) provided the advertising industry with a better 

comprehension of how heterosexual consumers’ attitudes toward gays and lesbians play a 

role in their attitude toward advertising featuring both gay and lesbian content. The key 

factor in this research is the inclusion of how the gender depicted in homosexual imagery 

can alter the reaction of heterosexual attitudes.  This study also examined the effect of 

variations in intimacy between same sex couples. Interestingly, the results were that 

lesbian imagery had a more positive reaction than gay male imagery in advertisements. 

Also, the level of intimacy had an inverse relationship to the reaction of the 

advertisement. Basically, this study found that the more intimacy depicted in male 

homosexual imagery in advertisements, the less favorable reaction upon heterosexual 

consumers.  

Oakenfull and Greenlee (2005) added to their previous research by looking at the 

possible effect of implicit versus explicit gay and lesbian imagery. They also sought to 

look at the differences in the sexual orientation and gender of respondents. The goal was 

to find a way to target the minority homosexual group without alienating the majority 

heterosexual consumers. They found that implicit imagery had the same effect at 

reaching the gay and lesbian population as using the explicit imagery. Using implicit 

imagery was shown to be an effective way of reaching homosexuals without offending 

the rest of the population. It was also recommended that a more positive reaction could be 

generated using lesbian imagery rather than gay male imagery.  
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Oakenfull, Greenlee, and McCarthy (2008) added to their earlier research by 

looking at how to target a minority (gays and lesbians) without alienating the majority 

(heterosexuals) when advertising in mainstream media to a specific group. They wanted 

to analyze the effect of the type of homosexual imagery used in the advertisement as well 

as the gender and sexual orientation of consumer. They found that advertisers using 

homosexual subculture or homosexual symbols will have a positive reaction among 

homosexuals without creating a negative backlash among heterosexuals. Therefore, this 

implies a win-win situation for advertisers trying to receive a positive reaction from both 

homosexuals and heterosexuals.  

Oakenfull (2012) later researched whether gender identity congruity between an 

individual and product brand will yield positive responses in terms of consumer behavior. 

This basically means male consumers will be masculine and thus prefer a masculine 

brand or product, while female consumers will seek congruity between their feminine 

self-concept and their preferred brands and products. This can be complicated by gender 

in that a male may not perceive himself as masculine and therefore not desire masculine 

products. Gender identity illustrates this fact.  This refers to a person’s sense of 

identification with either the male or female sex, in appearance, behavior, and other 

aspects of a person’s life (Encyclopedia of Children’s Health, 2012.) It can also be taken 

a step further in that masculine identified gay men may not always desire masculine 

products. She found that the stronger one identifies with sexuality the more likely they 

are to use a brand that conflicts with their biological sex. Basically, strongly identified 

gay males (lesbians) are more likely to use a feminine (masculine) 
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brand than are weakly identified gay males (lesbians). 

Hooten, Nueva, and Hammonds (2009) took a different approach than previous 

researchers by looking at how gay/lesbian imagery can influence purchase intentions for 

particular products. Results indicated a negative response on brand perception and 

purchase intention when using homosexual imagery in advertisements. One limitation 

with this study is they only looked at responses from heterosexuals and not homosexuals.  

Angelini and Bradley’s (2010)  research was unique in their contribution in that 

they found that gay and lesbian print advertisements generated greater recall than 

heterosexual oriented ads. This is useful for brands looking to stand out from the clutter 

of ad space especially in a print environment. 

Sunny Tsai’s work (2011) sought to determine the effects of the recent gay 

advertising content in media on gay and lesbians. She looked at how mainstream 

television commercials in the United States represent the GLBT population and how 

these identified consumers evaluate those portrayals. This research was very different 

than earlier research since it looked at perspectives of bisexuality and transgenderism.  

The main focus of this piece was to look at how gay and lesbian consumers understand 

explicitly gay-themed mainstream commercials in relation to their disadvantaged social 

status and their direct experience of struggle and discrimination (Tsai, 2011). Tsai found 

that the shared middle-class aspiration emerged as a unifying factor over all other factors 

in their attitudes toward gay advertising and gay marketing in general. Another 

interesting note was the recommendations for marketers to not use highly sexualized 
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male bodies as methods of using the GLBT market, specifically white male bodies. She 

also supported previous claims of the gay market being a men’s only club. 

 Perez and Caudill (2011) also conducted research analyzing how gay and lesbian 

imagery can impact a person’s individual perception of the brand, opinion, of the ad, and 

attractiveness of the ad. They used six matching advertisements: one mainstream 

followed by a gay/lesbian oriented advertisement for the same brand. The brands and 

advertisements used were Bud Light, Tylenol, and Wells Fargo. They found that gay 

implicit imagery were more effective at reaching both markets than using explicit 

imagery. They also found that gay and lesbian imagery can change a person’s perception 

of the brand both in a positive and negative manner depending of the visuals and message 

given. Finally, they found that heterosexual women favored gay and lesbian 

advertisements that not only featured homosexual content but rather with a social 

message/theme that promoted domestic partnership benefits as well. In this research, they 

noticed something that Baxter picked up on.  

Susan Baxter (2010) found something really interesting in determining how 

diverse all these gay advertisements are and how it relates to the standard method of 

advertising to a minority. She found that gay advertising wasn’t diverse. The majority of 

it is targeting white gay men. Advertisers are still utilizing the strategy of going after the 

white man first followed by the white woman, followed by minorities when going after a 

market. This leads to my current research which addresses the holes in previous research.  

There is a gap in the previous research in that there is literature lacking discussing 

not only advertising to a gay market but a Latino racially segmented gay man. All of this 
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prior research fails to link the important connections between racial background, gender 

identity preferences, and advertising strategies to a GLBT market. Many consumers are 

not simply gay customers, gay Latinos, or feminine identified men. They are a mixture 

between all the facets of their life. An advertiser wishing to target or understand their 

market must do so through a holistic approach. They must include what it means to be a 

Hispanic man with a strong family, income environment that involves both low and upper 

class, machismo background as well as feminine daily activities, encompassing all the 

different attributes of being a gay Latin complex consumer. Reaching someone in one 

path isn’t good enough; it must be done by thoroughly understanding where they come 

from in every aspect of their life. Narrative experiences of gay men of color were also 

noted as lacking in academic literature. This study is seeking to combine race, class, 

gender identity, and sexuality from a consumption introspective approach. 
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METHODOLOGY 

Given my prior interests and academic background in homosexual advertising, it 

led to my interest in how media has influenced an erasure effect upon gay Latino men 

through an introspective approach.  Phenomenological research would be the best method 

to approach this research interest . Phenomenology is the study of structures of 

consciousness as experienced from the first-person point of view (Smith, 2003). It applies 

to this research topic by providing a vehicle for myself to theoretically examine my lived 

experiences as gay Latino man and it’s relation to media culture.  The discipline of 

phenomenology examines the experiences we have in our lives (Smith, 2003). It basically 

is the study of “phenomena”: appearances of things, or “things as they appear in our 

experience, or the ways we experience things, thus the meanings things have in our 

experience” (Smith, 2003). Phenomenology studies are the ideal discipline to fully 

examine your lived experiences and provide implications behind its perceived meaning. 

The Phenomenological approach was extremely useful in allowing me to go deeper to 

understand why certain things were occurring. As a gay Latino man myself, I am the key 

sample as well.  This approach lended itself to really look back at my life through a 

scholarly analytical approach in examining my lived experiences and correlating that to 

the absence of gay Latino images in media. 

The problem of marketing to the GLBT market has been increasingly apparent 

given the recent surge of brands going after this perceived dream market. However, the 

issues of how ethnicity complicated the matter had yet to be examined. As a gay man 

myself, I believe that ethnicity and race need to be included in this conversation and have 
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a strong theoretical support behind it. This was evidence throughout many of my lived 

experiences and my surroundings with both low income and middle class individuals. I 

also saw that many advertising methods to GLBT audience featured white men. This led 

to my research questions: 

1) Are marketers targeting of a perceived “Dream Market” more racially 

focused than on a sexual orientation? 

2) What are the implications for a minority segment that is not as 

represented in media depictions? 

3) Is there a silencing effect of gay Latinos in media culture and how is 

that executed? 

4) What is the internal reaction of a Latino gay man that has experienced 

this struggle from a marketing perspective? 

When determining which method would be the best suited to answer these 

research questions, it was concluded that it needed to be a way to not only answer the 

“what” and “how” but the “why” as well.  I needed to really analyze my past and my 

present state of mind. Introspection provided a way to do this process. Introspection can 

be defined as a “means of learning about one's own currently ongoing, or perhaps very 

recently past, mental states or processes” (Schwitzgebel, 2010). The introspective method 

was the best way to not only answer these questions but also delve into the culmination of 

how race, gender, class, and sexuality intermixed with each other and how that 

manifested itself related to media consumption.  This method also made it clear that 

intersectionality needed to be included as well. The concept of intersectionality is the 
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importance of having a multidimensional analysis of various power structures at play 

(Intersectionality, 2010). It is defined as the study of intersections between different 

disenfranchised groups specifically, the study of the interactions of multiple systems of 

oppression or discrimination (Intersectionality, 2010). Categories to consider in this 

concept are gender, class, ethnicity, age, and sexual orientation. This required an in-depth 

analysis into a person’s life to really understand their point of view from all of these 

categories. It was also the ideal concept to have a full picture of the different factors at 

play in this study. I am in the key sample and therefore could provide relevant data for 

this study.  

The first step in my process was to really examine my life as gay Latino man 

through an introspective approach. For about two months, I wrote journal entries 

detailing lived experiences that I had that day or experiences that had happened to me 

years before utilizing introspection that related to my research topic.  It was a very 

cathartic unique experience for myself to look back at my life and experiences that I 

would have every day from an academic point of view. I would stay awake until 4am 

writing about an important experience in my life in a phenomenological approach about 

an encounter that triggered varying perceptions and effects on myself. I made sure to do 

the majority of my narrative journal entries at my childhood home. I knew that the 

environment would spark memory of things that I may have forgotten years ago and 

provide a place for intersectionality to really come together.  I finished this process with 

many personal details on experiences ranging from my childhood experiences 

discovering I was gay, traumatic life moments, struggles I encountered as a Latino, 
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struggles I encountered as a gay man, and also my lived experiences reacting internally to 

media’s portrayal or lack thereof of people like myself. 

The second step in my process was to research work that had been done in this 

field. I knew I was not only interested in advertising approaches to gay men but also how 

that experience translates to specifically Latino men.  I quickly realized that masculinity 

and gender expectations were a huge concern for this community as well. I decided I 

would look into the research from three areas, the self-identity struggle as a gay Latino 

man, masculinity expectation, and also work regarding advertising strategies to reach the 

gay market as a whole.  

The third step in my process was to code my data (lived experiences) to 

categorize similar journal entries.  I sought to discover certain trends and themes 

throughout my entries. I found that the idea of being “silenced” was present throughout 

the majority of data whether it was the silence within my family, sexual experiences, or 

the absence of images that I could relate with in media or advertising.  I finally analyzed 

my lived experiences from an introspective approach from an objective point of view to 

see what was causing this silencing occurrence and how that related to lived experience 

within a theoretical framework.  

Although there has been scholarly work looking at practices to advertise to the 

GLBT market they have never referenced how ethnicity specifically being from a 

Hispanic background complicates the matter. They have not realized that the GLBT 

market is as diverse as any other segment of the population. Gender norms and cultural 

background are key in understanding this marketing to provide a holistic view of this 



 31 

sought after “dream market”.  My introspective approach is unique in comparison to 

previous scholarly work providing the framework to look at all sides of this intersected 

matter. It provides the best way to fully comprehend this market and the internal 

reactions that may not be evident in media culture. 
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ANALYSIS 

Chapter 1:  Introduction: 

The main theme that is found throughout my research is this idea of “silence”. 

Much of the introspective pieces in this research all have the common thread of being 

silenced. It seems as if the media has silenced me. It has been theorized that certain 

segmented groups especially homosexuals need to be included and represented in media 

to feel empowered. But, what if there is no representation? What happens if the 

representation out there is incomplete? Latino gay men may have a greater likelihood of 

being silenced by the mass media. There is no ideal or portrayal of someone like me out 

there that is marketed to me. Advertisers have appeared to have forgotten people these 

individuals (Koyen, 2012).  The majority of luxury brands or similar brands out there do 

not target the Latino Market (Koyen, 2012). For example, Koyen notes that “luxury brand 

advertisers have actually been decreasing their Hispanic spend” (Koyen, 2012).   

This is surprising given that upscale Hispanic holds have doubled their income in 

recent years generating a buying power of 680 billion (Koyen 2012). There is this 

perception that Latinos aren’t tech savvy and don’t have as much disposable income 

compared to other groups (Koyen, 2012).  It’s interesting to note that it’s the complete 

opposite perception of the GLBT or so called dream market. Many brands, especially 

leisure industries such as fashion and travel, have targeted this market in recent years 

because they think many gay and lesbians have more disposable income and are more 

mobile. However, this isn’t true for every gay man especially me.  
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As a homosexual Latino gay man, I don’t fit into these media depictions and 

therefore don’t know my place in a consumer culture leaving me to feel lost. My identity 

is forgotten and silenced. It’s appears as if either someone identifies as being Latino or 

homosexual, not both. My identity is silenced because the societal norms and images 

advertised contradict each other. There’s isn’t a clear representation of what it means to 

be a Hispanic man and a gay man at the same time. Am I supposed to be marketed with 

low income traditional family values messages or trendy high income over the top 

products or services. It is ironic that the Hispanic households and GLBT segment both 

have high disposable incomes and buying powers yet advertisers don’t put them together 

ever. I cannot simply be marketed to or analyzed simply by sexuality or ethnicity. Both 

need to be included to have a complete holistic representation. This is why 

intersectionality is needed and what drew me to researching this untapped area.  

Here’s an example, as I analyze my narratives, I see four key ways that this 

silencing has come up. It has been shown in my masculinity struggle corresponding with 

media images, my need to be loved, my experience living a double life, and in my 

depression in my search for identity.  I am first going to look at how this silencing in 

media has led to my struggle with masculinity. 
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Chapter 2:  Masculinity: 

The cultivation theory developed by George Gerbner and Larry Gross (Cohen and 

Weimann, 2000 ) is useful in linking how the silencing of gay Latino men is caused by 

the media’s depictions of what it means to masculine versus feminine. These idealistic 

standards create these unrealistic expectations for people especially gay Latino men. This 

theory states that exposure to television over time “cultivates “ a viewer’s perception of 

reality. Basically what they continue to see on television is what they perceive to be 

reality or how life really is. They found that the stories communicated through television 

are shown through news, drama, and advertising. The implications of this theory can be 

very influential in that the images or ideals seen on a fictional framework in television 

can dictate how individuals feel about not only themselves but also others around them.  

This can translate into perceptions of what it means to be a man, a woman, masculine 

traits, or even attitudes toward racially segmented groups that individuals may not 

interact with on a daily basis.  An example of this theory’s implications is shown in the 

narrative experience below: 

I remember playing with both boy toys and girl dolls growing up as a child. I 

remember it being worrisome for my parents.  I wanted desperately to have an easy bake 

oven or a karaoke machine but my parents would never allow their son to have such an 

item.  I didn’t think anything was wrong with the toys or dolls I liked to play with. It 

wasn’t as if they were the only type I did play with. I had power rangers and those types 

as well. But, I always had to play with the red or green ranger and never the pink or 

yellow rangers. Anytime I wanted to play with something that wasn’t supposed to be for 
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boys it would be an issue. This lasted for so many years of my life from a very young 

child onto an early teen. My parents always wanted to push things on me that they 

thought I should like. I would always hide my dolls or barbless. I didn’t know what was 

meant for boys or girls, but my parents, peers, and media made me realize very early on. 

 My main fixation wasn’t with necessarily playing with girl toys or boy toys it was 

creating stories and having theatrical complicated imaginary story lines. I remember 

having scary stories involving greed, blackmail, and sex. These stories would sometimes 

be romantic, dramatic, suspenseful, and even have sequels. All the dolls were characters 

for me.  I was so obsessed with this fantasy of creating these worlds and fantasies of 

themes and ideas I couldn’t experience in real life. I would sometimes spend hours upon 

hours coming up with these stories and reenacting them as a child. These complicated 

stories were ones that I would think of at an early age of even 7 years old. I didn’t have 

too many friends. I do remember being strangely drawn to both the male and female 

doll’s bodies. I was attracted to their sexuality.  I wanted to know what it meant to be a 

white thin blonde girl or what it meant to a white masculine fit surfer guy with nice abs. 

Sex seemed like a foreign language that everyone was speaking around me, and I was the 

lost foreigner. I was desperate to know everything and anything about sex and how it 

impacted the world around me. 

Even as a child, I could notice the importance and ranking of race. I was 

supposed to play with toys that were white. All of my action figures or even dolls were 

white. This is what commercials told me were beautiful, therefore I thought this is what 

beautiful is. This is what a good looking guy or girl is supposed to look like. Guys are 
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supposed to have muscles and short hair while girls are supposed to be thin and have 

long straight hair. My parents would make fun of me if I played with anything that was 

colored as African American or any derivative of that. I didn’t care though to be honest 

because I knew what I wanted in these fantasy worlds. I wanted to explore. I wanted to 

explore people’s race, their stereotypes,, their roles, and everything that it connected 

with.  

Based on my lived experience and my higher level of knowledge in this area, this 

narrative relates to what the cultivation theory states. The theory states that individuals 

are influenced by what they see on television in that it affects their perception of reality 

(Cohen and Weimann, 2000 ). This relates to the narrative above in that there are many 

mass media images of what it means to be masculine and therefore what types of toys and 

products those boys should use so they can become men. This can create confused 

emotions for the child not being aware of these societal standards as evidence in the data 

above. This can also be conflicting for parents as well. They may be worried that their 

child will become a certain way based on images and advertising depicted on television. 

Therefore, it may cause them to have unnecessary concerns in their head over their 

child’s sexuality. There seems to be this fear of femininity. It is called femiphobia.  It is 

basically the fear of being perceived as feminine for the implications that it has. Some 

people may perceive based on the cultivation theory of what they are cultivated by that 

being feminine makes someone less of a man and goes against societal norms and roles 

of masculinity and femininity. This is shown in the previous narrative with the parent’s 

concern over their young boy playing with both boy and girl toys. The absence of any 
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accurate or relatable depiction of someone like oneself on television can cause feelings of 

curiosity. Advertising may cultivate this disconnection among gender in products. There 

is a curiosity of the world around, the images and roles of people that aren’t like you, and 

the absence of anything similar to how you look and feel inside. This curiosity was 

shown and illustrated in the lived experience mentioned above by playing with products 

that were meant for different people whether it be because of race or gender. I was 

interested in issues that weren’t discussed to me and how race, gender, and sexuality 

complicated it.  Race perceptions and depictions can also be supported by the cultivation 

theory as shown in the lived experience. If advertising and mass media images portray 

predominately white figures and ideals for both young boys and girls then it could be 

argued that any other races would subsequently be ranked below white given’s its share 

on media. Individuals may be cultivated to the idea of being white is above all other races 

because the majority of products are seemingly advertised to white people. This share and 

perception of race was shown in the narrative in the description of what is beautiful for 

both boys and girls.   

This lived experience can also be tied back to the overall theme of being silenced 

by mass media images.  There seems to be no room for someone like me in media 

images. I was not exposed to gay Latin men that act like me on television or in 

advertising materials. Advertising images of men and even toys for young boys depict the 

idealized man as a strong masculine white man. If someone isn’t a masculine white man 

then they are left out. There seems to be an absence in the content television depicts in 

advertising. There isn’t any indication or media representation of what exactly a gay 
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Latino man is supposed to look like. There is this idealistic type of man that is shown to 

us whether it be as the Ken doll or Barbie….both being white fit individuals that fit and 

develop standards and lines for young boys and girls to grow up with. Based on these 

representations, girls may feel pressure to look like these images of Barbie or similar 

images and boys may feel pressure to look and act like Ken as well.  

It seems like there are limited models and representation for minorities to relate 

to. Just recently Mattel developed a Mexican Barbie complete with a large pink dress and 

pet Chihuahua causing a lot of stir and backlash (Ho, 2013). It’s either we try and look 

like something we will never be or limit and settle with being the stereotypical media 

representation of what we are supposed to be. This can be further complicated when an 

individual is a member of multiple groups. For instance, should a young boy model 

himself after the Ken doll trying to have that perfect body and loom like someone he will 

never be or embrace femininity that media images portray for gay men yet goes against 

his upbringing. There doesn’t seem to be an intersection of these various points of 

identity in media depictions and therefore can cause a child to be confused when his mom 

takes his pink toy away from him. 

There has been recent academic research that has supported my lived experience 

and theoretical framework for this absence of Latino gay men in media and the struggle 

with masculinity ideals. For example, Jason Saucier (2008) found that images of gay men 

in many advertisements showcase “high community expectations, emphasis on body 

parts, and a standard of beauty that men and women cannot live up to”.  He also noted 

that these advertisements have impacted gay men’s self-image of themselves.  This 
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correlates to the lived experience of what  I perceived to be a beautiful ideal man and 

expectations that can never be reached.  Saucier (2008) also noted that there seems to be 

a “hyper masculine persona occurring for gay men attributed by their lower societal 

standing and the notion that they are not real men because of their sexual orientation.” 

This persona of a masculine appearance is created to dispel stereotypes of being a 

feminine gay man.  This point relates to my narrative in that there is a struggle to be a 

masculine and to act like how a man is supposed to be.  This struggle to be masculine and 

to reference showcasing any feminine characteristics being negative exemplifies gay man 

internal body image and perception from others (Saucier, 2008). This relates to my lived 

experience of my parents wanting me to play with boy toys and not girl toys in that it 

wasn’t the sexual orientation they feared as much as the gender role associations attached 

with it. This need to be perceived as masculine correlates with the absence of gay Latin 

men in media in that there isn’t a relatable gay symbol for many gay men. It could be 

possible for some gay men to not relate with feminine stereotypical gay characters. 

Therefore, trying to conflict this image with a overcompensated masculine portrayal has 

been the option for some gay men (Saucier, 2008). The shortcoming comes for feminine 

gay Latino men in that they possibly cannot identify with the masculine white fit ideal 

nor the feminine gay stereotypes because it clashes with their ethnicity. This is expressed 

by feminine gay Latino men not identifying with the Abercrombie muscular man 

advertised constantly or the feminine white token gay guy on Dancing with the Stars. The 

femininity goes against the cultural norm of growing up masculine with a “machismo” 

ideal pushed down the throat for many years.   Machismo is a “socially constructed, 
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learned, and reinforced set of behaviors comprising the content of male gender roles in 

Latino society (Estrada, 2011). It is the “socially approved way of being a Latino man” 

(Estrada, 2011).  This struggle with one’s gender expectation can be shown with these 

masculine gay Latino men or for the majority of men that aren’t either masculine or 

feminine share characteristics of both. There is the cultivation of what it means to be a 

gay man (acting feminine) and what it means to be a Latin man (acting masculine or 

“machismo”) and there simply doesn’t appear to be a clear path present that combines 

both. There is a conflict of gender and sexuality occurring.  A man is perceived to act 

masculine while a female is supposed to act feminine. A straight man is perceived to act 

masculine while a gay man is believed to be feminine. Therefore, being gay 

automatically categorizes you as feminine.  

  The showcasing of many shaved white fit models as gay representation doesn’t 

seem to help the body image and masculine expectations for many gay men either. I as a 

Latino gay man will never look like any of the gay men that are advertised. I am not 

muscular with a 6 pack, hairless, will always appear to be youthful, am white, or have 

high disposable income (Saucier, 2008). However, the cultivation theory along with 

Saucier’s research showcases that there is this expectation to look a certain way as a gay 

men and many gay men are having difficulty trying to fit this limited mold. 

Glick (2007) also supports my lived experience in that he points out in his study 

that there is a greater fear of gender breaking norms than different sexual preferences.  

Basically, people are more apprehensive of feminine gay men than masculine gay men. 

This supports my previous claim that masculinity is valued not only within gay 
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communities but in mainstream as well. Although images are portraying gay men as 

feminine, some people still feel uncomfortable not because they are gay but because they 

aren’t acting like men. This relates to my narrative of playing with girl and boy toys and 

the cultivation theory. We are cultivated to believe how men and women should act and 

many gay images seem to communicate an image of gay men that conflicts this. This also 

corresponds to my overall theme in that there is an absence of gay Latino men who 

struggle with masculine and feminine expectations and mass media ideals of how we 

should act as well.  

It is also interesting to note that there are many gay men that aren’t pleased with 

these representations of feminine gay men. For example, Lance Bass was quoted saying 

“I want people to take from this [interview] that being gay is a norm. That the stereotypes 

are out the window...I’ve met so many people like me that it’s really encouraged me. I 

kind of call them the SAGs—the straight-acting gays. We’re just normal, typical guys. I 

love to watch football and drink beer” (Sanchez, 2012).  This quote caused a lot of 

controversy in the gay community since it seemed to belittle feminine gay men yet it also 

supports my point there is this hierarchy of gay masculinity and that this may be 

cultivated by mass media images of how a man is supposed to act like (“ watch football 

and drink beer”).  There is an absence of an image of a man that includes all aspects of 

his life, his ethnicity, sexual orientation, and because of this absence there seems to be 

this heteronormative appeal for many gay men. Another quote that supports the overall 

internal conflict for gay men regarding masculinity is said by Harvey Fierstein, a well-

known gay celebrity and actor stating that “What do you need to do to prove how much 
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self-loathing there is [among gay men]? Just pick up any newspaper that has personal ads 

in it and look at how many say, “No Fats. . .No Femmes. . .Straight-Acting Seeking 

Same. . .In the Closet. . .Do Not Believe in the Gay Lifestyle.” Do you ever see an ad for 

a heterosexual saying, “Please Don’t Act Straight?” (Sanchez, 2010).  These two quotes 

sum up the internal conflict of many gay men trying to uphold standards of what it means 

to be a gay man possibly cultivated advertising content creating high standards of 

masculinity even from the early age of advertising masculine and feminine toys as a 

child. 
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Chapter 3:  Double Identity: 

The Double consciousness theory is useful in linking how the silencing of gay 

Latino men caused by the media’s portrayal of what it means to be a Latino versus what 

it means to be a gay man leads itself into a sense of a double internal conflicting identity. 

There are certain stereotypes and cultural norms of being a minority that have been 

exasperated in some advertising content. These images not only have the potential to 

cultivate society’s perception but also influence internally a sense of double 

consciousness upon the minority. 

This theory states that minorities “view themselves as individually and a group 

through the eyes of society” (Wickert, 2007). These individuals are always looking at 

themselves through the eyes of others that look in “amused contempt and pity”. 

Basically, this theory claims that minorities feel a sense of a double identity in that they 

are having two thoughts and identities that conflict with each other, one being to 

assimilate into mainstream and the other being a minority. This theory was developed by 

W. E. B. Du Bois while attempting to understand African American psychology. He 

found that “these two views are in conflict with one another, as the American view, in 

general, has despised and dehumanized African Americans. Their struggle, says Du Bois, 

is that they want to be both "Negro and... American, without being cursed and spit upon 

by his fellows, without having the doors of opportunity closed roughly in his face” 

(Wickert, 2007). The implications of this theory can be very influential in that it raises 

the question; can minorities assimilate into American mainstream society without losing 

his cultural roots? There are certain expectations in society possibly caused by media 
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images of how someone that is black is supposed to behave and this also holds true for 

both Latinos and homosexuals as well. There are stereotypes that some people may 

believe if they don’t interact with a group of people that are different than them. This can 

translate into perceptions of what it means to be a Latino, a gay man, being a “coconut”- 

a Hispanic that seemly acts white, or being called an “Oreo”-an African American that is 

perceived to act white.  An example of this theory’s implications is shown in the 

following narrative experience:  

“I remember being 15 being obsessed with college. I had been dreaming of the 

day when I could escapee my low income Hispanic neighborhood in fifth ward Houston, 

TX.  I loved every movie with a young star leaving home and moving away to find 

themselves whether it was the film “Anywhere but Here”, “Showgirls”, “Crazy 

Beautiful”, or shows like Friends and Sex and The City. I remember thinking I was going 

to grow up and move to New York.  New York was the place to go and be yourself. That is 

what media and advertising showed me about New York, it seemed like OZ and I was in 

Kansas. I loved my family very much, but I never felt like I belonged there. I felt like I 

didn’t fit in with the area, with my friends, with family, with traditional Mexican customs, 

or anything really. I wanted something different. I fell in love with the idea of going 

somewhere else. I had a list of all the schools I was interested in. Ironically, they were all 

still in Texas, I didn’t want to be that far away from home still. I was a little scared of 

traveling and knew that when I turned 18 I would be on my own financially. I narrowed 

my choices down to all private catholic universities. I remember I visited a private 

catholic university in the middle of a nice part of Houston. Even though I grew up in the 
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city, my parents weren’t used to certain areas. I was raised in the ghetto and that’s what 

they felt comfortable with. I remember visiting campus and my Mom told me in front of a 

friend of mine “We don’t belong here”. Even though that was almost 10 years ago, I still 

remember that moment. I was so shocked and saddened by this statement. I wasn’t angry 

with her just upset. I felt like she didn’t see me in a top education environment nor did 

she want me too. I didn’t know that she was just considering how she was going to pay 

for this. I made sure though after that conversation to spend my nights and weekends to 

earn a scholarship. I earned scholarships from every college I applied to. Still, I will 

always remember my mom telling me I wasn’t meant to be nor belong in a top 

environment or a “white” place. My mom still thinks we should shop at Fiesta. She is 

always worried about me forgetting where I came from and my roots. Maybe sometimes I 

do honestly. I get called a “coconut” by so many people including whites and Hispanics 

since I don’t speak Spanish and I like doing so called “white” activities such as shopping 

at Whole Foods. I halve felt that I’m different from everyone as an outsider and struggle 

with who I am. I never want to forget where I came from because it makes me so strong, 

and appreciative for things that so many people don’t get where I come from. I am a 

graduate student. I have my own apartment. I’m not working at a fast food or service 

industry. That erases about 75% of Hispanics I know and 100% of people in the 

neighborhood I grew up in.  I have always felt so attached to my family and have felt 

guilty leaving them behind even to come to Austin. They are complacent staying home or 

complacent where they are at.  I wasn’t.  I’ve surpassed my dreams as a poor Mexican 

boy. I love my mom. I feel bad she works at Wal-Mart making less money than I do. I 
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know she was just and is always looking out for me. She was just scared I was dreaming 

too big. Ironically, now she never wants me to leave those aspirations. I think still she 

doesn’t understand what I do such as ‘advertising” or “social media” or what even 

Whole foods is. I am very grateful, but there is a struggle everyday. 

Based on my lived experience and my higher level of knowledge in this area, this 

narrative relates to what the double consciousness theory argues. The theory states that 

minorities feel a sense of a double identity trying to maintain their cultural background 

while branching out to mainstream society (Wickert, 2007). This relates to the narrative 

above in that there is a struggle with my aspirations to accomplish things that are valued 

in mainstream while battling my internal doubts influenced by my mother’s comments in 

my position in the world. There are many customs and roles that media and people have 

in their heads of how a Latino is supposed to act like. I remember seeing on television the 

other day a statement that all maids are Mexican as well as friend of mine telling me how 

sorry he was that I was a “Mexican” and not another Hispanic ethnicity. The media and 

advertising messages have appeared to penetrate in our heads of what a Latino is 

supposed to act like, want, and actually achieve compared to white or mainstream 

society.  This is shown in my mother’s comment that “We don’t belong here”.  This 

statement telling me that I didn’t belong in a nice university with majority white students 

showed her own internalized custom of where she thought she belonged and 

consequently where she thought her son might be suited for as well. This experience and 

its lasting effects on me showcase how minorities such as my mother view themselves as 

individually and as group through others.  She was making a claim that others don’t have 
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the perception that Hispanics belong in a top education environment therefore that 

influenced her opinion of her minority group including myself. My reaction to this lived 

experience also supports the theory of being a Mexican American without having the 

“doors of opportunity closed roughly” (Wickert, 2007).  I wanted to maintain my 

Mexican roots but I didn’t want that to stand in the way of my dreams and goals for 

myself. 

This double identity/consciousness is also shown in the desire to escape and 

feelings of being an outsider in the narrative above.  The instance in the lived experience 

that describes the desire to get away to be yourself and it being influenced by media’s 

images of white people traveling to New York to find themselves relates to the double 

consciousness. There is an internal struggle to be like someone else (mainstream) given 

not feeling like you belong with others that look like you (minority). This describes the 

lived experience of feeling conflicted and lost finding his identity in between Mexican-

American background while wanting things for himself that go beyond his environment. 

This also relates to double consciousness theory to be both minority and American 

without “being cursed and spit upon by his fellows”. The narrative showcases this 

negative backlash upon the minority group of forgetting where you came from and being 

a called a coconut for shopping at Wholefoods instead of at Fiesta for example. This 

exemplifies that minorities sometimes walk a tightrope of trying to please everyone and 

seeing themselves through the eyes of everyone else. 

This lived experience can also be tied back to the overall theme of being silenced 

by mass media images.  There are different media images that are targeted to me that 
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seem to conflict with each other. I am a Mexican.  Therefore, it appears that I am 

advertised and cultivated to believe that I am less than the majority or white man given 

the products/brands advertised to myself. I have yet to see personally a Porsche, luxury 

vacation, designer clothing, or anything from this category advertised to myself as a 

Mexican.  However, I am also a gay man. Given the images in mass media and 

advertising I am cultivated to believe that I have a high disposable income, am mobile, 

love to travel, fashionable, and tidy. However, I do not fit this mold since this stereotype 

does give an accurate portrayal of the population as a whole. I know plenty of 

unfashionable poor gay men personally. However, my membership in both of these 

minority groups seems to cross each other out. It leaves me with a lost identity. I am 

forced to have a double consciousness and live almost two separate lives with two 

separate conflicting expectations in life as shown through advertising and media. This 

seemingly absence of myself in media causes me to feel silenced and forgotten.  

There has been recent academic research that has supported my lived experience 

and theoretical framework for this absence leading to a double identity.  For example, 

Guernero (2007) found that gay Latin men many times desire to travel away from their 

homes and environment they grew up in. He noted feelings of having to live a double life 

and that it was easier for them to escape to be themselves somewhere else. He also noted 

that the more education one receives the more likely that Latino is likely to move away 

from home.  This relates to the narrative in that my desire to have an education correlated 

with my dreams of leaving home. It was the only way I know how to or heard of people 

leaving homes. It also showcases the double identity of wanting to assimilate while 
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maintaining family ties.  This also ties back to my overall argument that there is an 

absence of people like myself in media that’s leads to a double identity. If someone 

doesn’t feel like they belong in their environment they will go somewhere to feel more 

comfortable.  I didn’t know how to leave home and images on television cultivated me to 

believe that education was my key to finding myself.  

Guarnero (2007) noted that there are many feelings of conformity, group 

harmony, and conflict resolution among Latinos. He also argued that there is a sense of 

trying to take on another person’s point of view to please others.  He claimed that there is 

a phenomenon of “passing” or passing to act white to conform. This directly correlates to 

my lived experience of trying to conform to be what others want from me. This also 

relates to my mother’s experience of wanting me to conform to the norm of being a 

traditional Mexican and having those limited goals. My sense of non-conformity caused 

conflict and is what led to internal self-confusion.  It also supports my overall argument 

that there is an absence in media that takes all of these factors into consideration. 

Advertisers may know Hispanics value tradition and custom and therefore target 

products/brands that they are familiar with. This may cause some Latinos that they may 

not belong in high income luxury environments such as mother’s statements to me 

growing up.  

Baxter (2010) also supports my lived experience finding that the majority of gay 

advertising isn’t diverse. If the majority of gay advertising has the perception of being a 

high disposable income group than if the advertising isn’t diverse it can be assumed that 

it isn’t a GLBT target market but rather a white gay market.  This relates to my lived 



 50 

experience in that I couldn’t identify as a gay Mexican with the advertising targeted 

toward myself which is why I was drawn to advertising messages targeted toward white 

individuals and why I may have been perceived as a “coconut”.  This also connects with 

my overall argument that the silencing of gay Latinos in media may cause an internal 

double identity. Baxter claimed that gay advertising isn’t diverse that marketers first go 

after a white male market. Taking this argument into consideration, the lack of diverse 

gay advertising may cause feelings of being lost and a disconnection to who someone 

truly is. It also may cause someone to have a double consciousness of their identity 

compared to what others perceived identify is. 

 Another example is Tsai (2011) who found that gays are empowered by seeing 

themselves on television commercials and that they aspire to have this middle class 

mentality or to assimilate to be like everyone else. This relates to my narrative above in 

that I had this need to assimilate to be like middle class white individuals growing up. 

This is shown in my need to escape my low income neighborhood and obtain 

scholarships to a top university. This ideal was shown to me in advertising and also in the 

films mentioned above.  I wanted to have this lifestyle yet I didn’t see it depicted for 

Latinos. This need to assimilate is what caused friction between me and my mother and 

my other family members in my environment. My need to assimilate to middle class 

created a sense of turning my back on my low class environment.  It also relates to my 

overall argument that this absence of gay Latinos with two different marketing images 

creates a double identity. I am a gay man. Yet, I assimilate to be like straight or 

masculine men. That is what appears to be valued. It is what is shown to me in media. I 

am a Mexican. I assimilate to be like a white man. That is what is also seemingly valued 
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and what is portrayed to me in the majority of advertising messages. Whatever the 

minority is, I aspire to be like the majority because that is what society appears to me is 

the norm and what is perceived to bring happiness or conformity.  Sunny (2011) claimed 

that gays have a middle class aspiration to conform and be recognized like everyone else.  

If the advertising images showcase for the most part white gay middle class men than that 

is what many gay young boys may hope to aspire to. Yet, that creates a double internal 

conflict.  I am not a gay white man so therefore cannot relate with those messages. I am 

left with two separate identities, Mexican and homosexual.  This absence of advertising 

images that are relatable creates this double identity that conflict with each other. This 

was shown in my narrative experience with my mother and feelings of not belonging in 

both segments. 
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Chapter 4:  Need to be Loved: 

The social group theory is useful in linking how as a result of the absence of 

Latino gay men in media there is an absence in this forgotten segment to not only identify 

with causes a basic human need to be loved. Every person has a basic human need to look 

for others like themselves. We want to feel like we belong somewhere with someone.  

There is a need to be alone in this world.  These basic human needs are exasperated by 

life as a gay man.  

This theory states that “A social group consists of two or more individuals with 

similar identities who interact with one another. Social identity is key to the formation of 

groups in that how people think in relation to their participation in these groups affects 

behaviors and operations of both established and future social systems. Social Interaction 

is the most important characteristic. “ (Torre, 2009).   Basically this theory states that two 

people  who share similar interests seek out each other to form a group to develop a sense 

of belonging.  This theory was developed by British author Walter Bagehot and Muzafer 

Sherif, founder of social psychology. For instance, according to Bagehot, "Man can only 

make progress in cooperative groups. This is perhaps something best seen online. Social 

networks reinforce group identities by giving members of those groups unique 

opportunities to commune in central locations without ever leaving their immediate 

physical areas. This type of collaboration solidifies group identity” (Torre, 2009). This 

social group theory has also been supported by the recent development of online 

communities. The implications of this theory can be very significant in that gay men have 

this basic human need and it heightened by their sexuality. They may seek out others like 
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themselves to understand themselves and to also have sense of belong with a group. This 

can be even further true for Latino gay men who may feel the need to hide their sexual 

orientation due to their cultural upbringing and therefore may find it harder to 

communicate with other men like themselves. An example of this theory’s implications is 

shown in the narrative experiences below. They describe this search for belonging and 

need to be loved within a group from a child’s perspective up to his adulthood. 

When I think about Grindr, a site used to meet other gay men predominately for 

casual sex, I think back to the time when I first logged on to adam4adam or back in the 

old school AOL chat room days when I had to wait for a dial tone and pray that no one 

would call the house just so I could communicate with other gay men. As a child, I would 

yearn for the days of interacting with other gay men in any form just to feel not alone in 

this world.  I remember the first gay man I saw on television was a gay character on 

Dawson’s Creek. I was so affected by his coming out. He was masculine, attractive, tan, 

and cried so much in his coming out story. I would sit in my room so scared of my Mom 

coming in and seeing her 7-year-old son watch this adult show about sex and 

homosexuality. I would even change the channel every 5 minutes just so she wouldn’t 

notice me watching it in case she came in. I couldn’t even really follow the story lines 

because I was changing the channel so much out of fear. This inspired me to find other 

gay men in chatrooms. I just wanted to meet another gay guy. I wanted to meet someone 

like me. Times have not changed, although at times Grindr and other sites like it I use for 

sexual pleasure but for the most part I use it for the same intention as I did using gay 

chat rooms when I was 13 years old, companionship.  
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I would wake up in the mornings so excited to log on to the computer, wait for a 

dial tone, find a chat room, and wait for my parents to leave the house, so I could 

communicate with other gay men. I didn’t have to imagine it like what I saw in bad gay 

films late at night or on talk shows, but I would actually be able to talk with and 

communicate with other gay men. I was curious and lonely and the Internet became my 

fixation and drug.  Now, as a more advanced user, I have left the AOL days behind me to 

log on to sites like Adam4adam and Grindr.  When I first logged on to adam4adam at 18 

years old, it was for the same purpose. The only difference at this point was that I had 

held many interactions with gay men, had held gay relationships, and engaged in sexual 

activity with men.  I also had a car at this time as well. I met many gay men using 

Adam4adam and still do to this day. Some of these men were people I engaged with one-

night stands, dating, and even long term relationships spanning years. I log on to these 

sites every day. It has become as natural as checking my Facebook or other social media 

accounts. It seems like the intention of sex grows stronger and stronger or of easier 

access. Gay men can download an app on their iPhone, and find the proximity of all gay 

men within feet of their location. Sex has become so easy to obtain. Meeting gay men has 

become even easier.  

I log on not because I am horny but because I am lonely or bored. I am looking 

for someone to fill my time. I am looking for someone to grab my intention. These sites 

have made meeting other men so specific and categorized. There are sites if you want to 

meet older “bear” type men such as “growler”.  Within all of these sites, you can filter 
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the men that pop up based on age, location, ethnicity, sexual preferences, and anything 

else that is of importance when meeting a man.  

I remember I used to think I was addicted to sex. I always wanted it. There were 

times when I would hook up with 3 different guys at 3 different times of the day. I didn’t 

care. I didn’t value my body or myself. I act like this is so long ago when it was actually 

just a few months. I wouldn’t say now that I am a sex addict nor enjoy sex much more 

than the average person. In fact, there are many times when I’m not even sexually 

aroused while with a partner. The thing is sex for me is a way of feeling control. I have 

recently stopped using these substitutions because as much as I try they never fill me up 

or satisfy me.  

I even used to go to sex shops when I was younger. I didn’t go to have sex 

ironically. I went to be feeling wanted and desired. I wanted to watch the interactions of 

men going up to others in dark hidden back corners. I wanted to see them have sex. I was 

drawn to men going upstairs to rooms that were meant for singles to watch porn by 

themselves. Many men would attend this 24-hour porn shop. It was a porn shop on the 

floor level and had rooms for viewing porn upstairs. Many men would hook up with 

others in these rooms. I am glad to say that I never really hooked up with anyone being 

there. I did watch others and tried to have sexual encounters but it felt too wrong and I 

knew I didn’t feel comfortable doing that. Yet, I went anyways not to hook up with others 

but just to be feeling wanted. I remember feeling like a slab of new meat at these shops. 

They were filled with much older men by at least 10-15 years older than me. I wasn’t 

even old enough really to drink at this point in my life. I remember feeling so nervous as I 
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would drive up to the shop. I would notice other older men even look at me from outside 

as I would walk in. It made me feel uncomfortable even then. As I would pretend to 

browse the DVDs, I would feel these intense eyes upon me from many men. It was one of 

the most stimulating, scary, nerve wracking experiences I have had in my life.  

This led to my encounters at bathhouses and spas as well. I would come into these 

with the same intention. The only difference is this place was a gym so I would workout 

and then there would be these private rooms and other areas where men would be naked. 

I never felt comfortable being without my towel. I remember feeling so excited and drawn 

to all the men’s interactions and their eyes upon me. I never hooked up with anyone 

there. I knew I wouldn’t feel comfortable.  

I always thought though growing up that as a man it was ok to have many sexual 

partners or to date around. That is what society taught me as a child, what I saw in my 

father’s actions, my brothers, and everyone around me. The guy was always 

congratulated with getting a new girl every week. The girl was looked down upon. As a 

gay man, I feel like I’m in between. Sometimes I feel proud and flattered to have so many 

guys drawn to me while at others I feel embarrassed and like a whore almost. These 

emotions were present even in high school. 

I remember being a freshman in high school being so intimated by a certain 

teacher. I wanted to join the soccer team and he was the coach. He had this reputation of 

being well known, popular, and very tough. He was the kind of teacher where students 

would just hang out in his classroom to be there, the kind where students flocked to be in 
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one of his classes, and also a coach that you never wanted to have mad at you. He had an 

intense temper that intimated a young freshman like myself at the time. 

I didn’t make the cut for the soccer team. Little did I know, he would be an 

influential guy in my life. During my sophomore year, I finally had him as a teacher. We 

were student/teacher and maintained that. I wouldn’t even say I was one of his favorite 

students at the time. He was a guy’s guy. He was the head coach of the soccer team and 

assistant coach for the football team. Anyone that knows high school football in Texas 

knows that it is a huge deal. I began to have trouble with the class and being in a college 

prep Catholic high school with high income students didn’t help. He worked with me to 

make sure I could keep up my grades. From that moment on, I appreciated him, and 

idealized him. I began to have a tiny crush; similar to a young boy thinking a celebrity is 

hot.  I didn’t give him too much for thought until I had him again my senior year. During 

my senior year, I began to talk to him after class. I remember I would go to his study hall 

for help on my homework when it was just him and me. It was something that I looked 

forward to every morning. We begin to talk about non-academic topics and I told him I 

was gay and finally got it out of him that he was as well. I was shocked; this was the first 

masculine gay man I had met. He was not only someone I wanted to be growing up but 

someone I fantasized about. 

 We would talk about everything and I remember he told me that maybe we could 

date after I graduate but not as a student.  We even began to share each other’s cell 

phone numbers and would text each other frequently daily. During January, after I just 

turned 18, I ran into him at a gay club in Houston. I was so taken back seeing him 
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outside of a school setting. We began to flirt with each other and all of a sudden he kissed 

me. We kissed for what seemed like eternity. Afterward, he looked at me like “dammit, 

what did I just do”. After that, we began to talk even more so, We would text each other 

at night, IM on AOL in the evenings, and of course during study break as well. Finally, 

one day while he was house sitting another student’s house in a luxurious area of town, 

he invited me over. This was the first time I spent the night with him and just hung out as 

non-student and teacher. I was so nervous and can remember everything about that day 

and night down to every feeling I had. We later made the jump to having sexual 

intercourse with each other. That semester was so insane for me, because not only was I 

seeing my teacher, but also I had a class with him every day. Every class we had to 

pretend to be strictly student and teacher that it got to the point that he wouldn’t even 

answer my raised hand in class thinking it would come out. I even got jealous of his 

attention on others. No one knew. Not any of my friends or family. I knew it was wrong 

but I was infatuated and wanted to protect him. During one of my runs with my Cross 

Country coach, I told her about my relationship with the teacher. She didn’t approve but 

I never thought she would tell anyone. We were very close with each other. She ended up 

telling the principal of the school. I had never been more afraid. I was attending one of 

the best schools in Houston. I was also a young Mexican boy in a midst of predominately 

white boys and girls. I was also lower class. I was significantly lower class than any of 

my other peers. It was the type of institution that a student teacher relationship would not 

only be frowned upon but unfathomable.  
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I got called into her office and she spoke to me. In the four years of attending high 

school, the principal had never spoken to me until that point. No one had ever been in her 

office. She was also a sister, meaning a nun. I was freaking out and so nervous and 

thought this will ruin me forever, all my 18 years of hard work are down the drain. My 

life is ruined. His life is ruined. This school is ruined. Everything is done. She was 

straight with me and asked me frank “Are you and …… having a inappropriate 

relationship? I thought to myself…I have two options: A) tell the truth and my life will 

change forever or B) Lie, and my life will stay the same.  So that’s what I did, I lied. I 

said I had made it up to my cross-country coach and that I just wanted to seem cool, that 

she had misunderstood me, and I made it all up. She didn’t believe me. I could tell in her 

eyes. But, everything stayed the same. The only person that didn’t want the truth to come 

out more anyone was the principal. News coverage, parents’ outburst, letters, it would 

damage the reputation of the school. She knew what was best for her school, and she did 

just that. With no student making a claim, there was no case.   

My trend of dating teachers started even before my senior year with my 

economics teacher, it started when I was 16 with my choir teacher.  It started off 

innocently buying him a Starbucks gift card for Christmas. I had been in the choir for two 

years and we had become friends. I was always late to choir practice and he always let 

me come in late without any penalties. After I gave him the card, he wanted to take me 

out to dinner to thank me for the card. I remember thinking it was a little odd but I found 

it thrilling. I was definitely not attracted to him but I needed a role model. I wanted a 

grown man to talk to and to discuss my personal problems. He was just that. We went 
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and discussed our lives and had fun. He later text me again asking to hang out and we 

went to blockbuster and rented movies together and hung out. While on the couch he 

came on to me. I was surprised but loved the thrill of messing with my teacher.  Things 

got even more intense when during choir practice; we would continue our inappropriate 

relationship. I remember he asked me to stay after to help him clean up and he pulled me 

into the closet and undressed me. The relationship continued until he realized my crush 

on my economics teacher was becoming something more serious. I think he resented that 

and felt a little bit used that I was messing with him yet started to develop feelings for 

another teacher. The main reason why I felt different with him is because I knew he had 

been with several students before me and after me. My economics teacher had as well but 

it was after graduation. Both relationships were inappropriate but they are different 

lessons learned in my life.  

Based on my lived experience and my higher level of knowledge in this area, 

these narrative experiences relates to what the social group theory claims. The theory 

states that individuals seek out others like themselves for a sense of belonging (Torre, 

2009).  This relates to the narrative above in that even as child there was a need to seek 

others like myself through the internet.  Sex wasn’t what was sought after but 

companionship. It appeared that I was looking to belong with a group of people. I 

yearned to not feel alone. This was shown not only in my childhood but also in the lived 

experiences of sex shop encounters and my relationship with my teachers. There was a 

need to be with someone not for any sexual gain but to belong to a group of people and 

feel secure. My fascination with gay characters on television, interacting with gay men 
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online, and in person, are all appear to be manifestations of my human need to socially 

interact with a similar group of people. The Internet as stated above in the theory can be a 

source for segmented individuals to seek out others to interact with to fulfill the sense of 

belonging. This was shown in my obsession with the chat-rooms as a child and my need 

to communicate with another gay man.  

The media at times portrays gay men as sexually active and showcases these 

situations to illustrate how gay men socially interact with each other to possibly fulfill the 

sense of belonging defined by the social group theory.  However as depicted in my lived 

experience, this does not work.  These expressions of how gay men are supposed to 

interact with each other sexually does not seem to provide any sense of fulfillment and 

might heighten the absence inside of them. This occurrence was shown in my search to 

interact with other gay men in sex shops and spas but feeling even more lost afterward.  

My lived experience of my relationship with my teachers also can be tied to the 

social group theory.  As supported by this theory, individuals are drawn to people like 

themselves. People have this innate need to socially belong with a group (Torre, 2009). 

During that time in my life I did not have a clear sense of belonging with anyone. 

Therefore, I was drawn to these teachers that I Idolized.  I had never met many masculine 

older gay men. I was drawn to the idea of belonging to this group.  I needed this figure to 

look up to, to feel wanted, and feel like I had a place even if it was inappropriate. 

These lived experiences can also be tied back to the overall theme of there being 

an absence of Latino gay men represented in media. For example, since there wasn’t any 

clear representation for me to identify with, I sought non-traditional methods to 



 62 

accomplish a sense of belonging. I talked to older men as a 13 year old online on AOL, I 

visited sex shops late at night, I also had a relationship with my teacher for a year, all 

because I needed to feel loved.  I didn’t have a clear idea of who I will be in the future 

nor a way to find others like myself. Sex shops and internet chat-rooms were my only 

refuge. An older man that was my teacher that showed a sudden interest in me made me 

feel wanted and like I had a place. I didn’t have a large source of masculine, or Latino, or 

normal way of meeting other gay men. Images on television showed me that gay men 

interact online and that is how they find a sense of belonging. I didn’t have a clear role 

model to look up to nor a clear image distributed to me in mass media. There was an 

absence in media culture that I could not find. There wasn’t any social group I could 

belong to nor any image in media I could really identify with growing up other than 

Dawson’s Creek.  This lack of image representation similar to myself caused me to 

search out others like myself. It exasperated my human need to need be loved and even 

further heightened it as a Latino gay man as well.  There is no clear pathway shown to me 

in media of how to socially conform or find the sense of belonging. This absence in 

media adds to this need of belonging and loved from someone similar to yourself. 
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Chapter 5:  Depression: 

The social identity theory is useful in supporting how this silencing of gay Latin 

men in media can cause someone growing up to be depressed. They would feel lost and 

not have any role models to live up to. This theory was developed by Henri  Tajfel and 

John Turner and is “designed to explain how it is that people develop a sense of 

membership and belonging in particular groups” (Smith, 2013). Basically, people usually 

seek out group membership or others like themselves to help build their self-esteem. It 

also implies that people have to believe that they are in the right group, which 

consequently leads itself to the need for a positive separation from other groups (Smith, 

2013).  This theory supports my data in that there was many instances of searching for 

other men or depictions of people like me in media but could not find any. The 

respondent couldn’t identify or belong to any particular group. This theory could also link 

why self-esteem and identity were so conflicted. How could someone have a clear 

understanding of their identity if they didn’t have any group to compare themselves to?  

A case could be made that this absence could have led to feeling of depression and 

loneliness. 

Here’s a narrative that demonstrates how this social identity theory is played out 

in real life. “When I was 11 years old or so I remember my mother sent me to see a 

therapist for the first time. I saw a therapist for a least a year. It seems like a blur to me 

at times. It was also around the same time that my parents had split and my dad had left. 

I remember being nervous yet excited to see a therapist actually. I wanted to talk to 

someone desperately, tell them my deepest secrets, fears, desires, just to make sense with 
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what I was feeling and what was going through my life at the time. I was having all of 

these homosexual urges but didn’t know what they meant. I knew what a gay man was 

and had seen various representations on talk shows like Ricky Lake but the men never 

seemed or looked like me. I didn’t feel that I was like other boys like me nor like or 

wanted to be like gay man in media. I remember at times I would cry in that chair so 

much. It would feel so liberating and free to let go…. to let go of everything I had built up 

inside. At this time in my life, I really didn’t have anyone to talk to, not my parents, my 

family, friends, anyone. I thought something might be wrong with me, I didn’t understand 

my sexuality, my parent’s split, and that eventually led to my depression. I would feel so 

depressed every day and felt so different than every other kid around me. I was having all 

of these strange thoughts inside my head about who I was, why I was different, and why I 

couldn’t be like every other kid and simply be childish without a care in the world. I 

would sometimes just sit in the grass in playtime during recess looking up at the sky 

thinking. I felt like I was an alien in another planet desperate to go home but not even 

knowing what home is. It has been a blessing and a curse. Blessing as a student, curse as 

a child. I would worry so much. I was always confused and feeling lost. I just didn’t feel 

like I belonged anywhere. I remember my Mom was even worried I was suicidal. I 

wasn’t. I didn’t want to end my life. I just didn’t know how I was supposed to live it. 

I will always appreciate that therapist though.  He was the first person I could 

really let go with and cry inconsolably with. I could let my guard down with him. I 

remember he was a handsome Hispanic older man in his late thirties to early forties. I 

remember crushing on him and even fantasizing sexually about him.  
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Based on my lived experience and my higher level of knowledge in this area, this 

narrative relates to what the social identity theory states. The theory states that 

individuals seek out others like themselves to build their self-esteem and to understand 

their identity in society (Smith, 2013).  When someone cannot find anyone to identify 

with to understand who they are and the role they are meant to be in, it can cause 

depression (Smith, 2013) .This experience is shown in the narrative above.  This absence 

of any role model or media depiction of someone like me caused me to feel very isolated 

and alone. This social identity theory explains the importance of membership and 

belonging and as shown in the narrative, I felt like I had no group to belong to. I didn’t 

even know what group to belong to. The social identity theory points out that people seek 

out others like themselves but there wasn’t anyone that I could see that was like me. This 

is what caused my deep depression growing up as a child. 

This experience can possibly be tied to the media erasure effect and the 

consequential silencing. For example, there not being any accurate or relatable depictions 

for a young child to identify with in media can understandably lead him to feel confused, 

unhappy, and conflicted to the point to see a therapist to understand these emotions and 

identification issues. This lack of empowerment in media can make a young child 

weakened since he has nothing to look forward to or an attainable lifestyle norm to 

achieve. A young Latino gay child would typically feel more conflicted emotions than 

any other child and even some other boys trying to cope with their homosexual desires.  

For instance, it is recently reported by Dr. George Krucik that minorities are more likely 

to suffer from depression than majority or Anglo Americans (Farris, 2012). This type of 
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individual would have a machismo Mexican background, homosexual desires yet the 

need to hide them to appease his Latin environment, and would feel conflicted because 

there wouldn’t be any media image that he could identify or relate with. He would not 

know where he belonged and where he fit in.  

There has been recent academic research that has supported my lived experience 

and theoretical framework for this silencing effect leading to depression.  For example, 

Guarnero (2007) found that gay Latin men experience a “sense of silence, homophobia, 

and discrimination found in the multiple worlds they inhabited”.  He also noted that their 

experiences of rejection created internal conflict for many of the participants.  This 

correlates to my lived experience of my years of conflicting emotions as a young gay 

Latin child to understand who I am and who I am supposed to be like. It also supports my 

overall argument that there is a silencing effect upon gay Latin men that can possibly be 

induced by an erased effect from media.  Guernero (2007) also noted that “the 

incongruence between the realities the gay Latin men experienced inside their minds and 

the external world did not allow them to experience their gay identity in a positive 

fashion. Not being accepted as a homosexual man contributed to being unsure of who 

they were as a Latino gay man”.  This finding relates to my personal lived experience as a 

child.  There isn’t an alignment of what it means to be a gay man and what it means to be 

a Latin man. This conflict causes us to have trouble identifying with who we are and 

instills a possible negative self-perception.  There aren’t any positive role models for us.  

We are silenced twice because we are Latin and because we are gay. We are a double 

minority. 
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Sandfort (2007) also supports my lived experience finding in his sample of gay 

Latin men that 80 percent experienced depression or feelings of sadness. He also noted 

that almost 20 percent reported attempts or thoughts to take their own life.  Ryan (2009) 

supported this claim by arguing that there are higher rates of depression and suicide 

feelings within gay Latin men. All of these studies align with lived experience as an 11 

year old feeling depressed and lost. It explains as why even today as a 24 year old gay 

Latin man I sometimes feel unhappy and uncertain with who I am.  This silencing effect 

from media causing gay Latin men to not know who they are lends itself to higher rates 

of depression, suicide attempts, and feelings of unhappiness.  

This absence of positive role models for gay Latin men in media may be causing 

many of these men growing up to be lost, not empowered, and simply silenced. This 

disconnection might be why these men can’t and myself included cannot relate to the 

“fabulous dream market” perception of gay men. We are not all necessarily high 

disposable income individuals and are not the Latin men that our culture expects from us 

as well. So what is our life journey? What kind of life are we supposed to live? The same 

benchmarks in life laid out to us from media and marketing representations conflicts with 

us. There isn’t any example of the life we are supposed to live that combines both the 

Latin background with the homosexual orientation.   It’s almost as if they cross each 

other off leaving us with nothing. This absence is why I felt lost as a young child. It is 

possibly a factor of why I was depressed to the point of needing professional help. I was 

desperate to understand myself because nothing in the media was helping me identity 

with who I am and which group do I belong with. This internal conflict can be why many 



 68 

Latin gay youth take their own lives or lead unhappy lives. They don’t know who they 

are, what they are supposed to be like when they grow up, or what kind of life to live. 
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LIMITATIONS 

The limitations of this research project are that there are many other factors to 

consider for this gay Latino market other than media representation. Family background 

and formation can be very relevant for this market. A father’s role and perception can 

have an influence on a young child’s understanding of masculinity as well his identity of 

self. The same could be argued for the mother’s role as well.  I did not include 

introspective narrative experiences of family members for scope of the research project. 

However, a family’s background, values, and Mexican fundamentalism as well as 

assimilation should be considered in future research. HIV outbreak among minorities and 

discrimination should also be topic to be addressed in understanding a “double minority” 

such as gay Latinos as well. Mass media cannot be fully blamed or associated with this 

absence effect. Another limitation is that this piece only looked at one person’s 

introspective point of view in a phenomenological method. It would be interesting to see 

a number of individuals’ narrative experiences to analyze the similarities and differences. 
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CONCLUSION 

This research project answered my earlier questions in that advertisers are in fact 

targeting a racially segmented dream market not simply based on sexual orientation. The 

“dream market” isn’t all gay men but rather white gay men as it appears in the narrative 

lived experiences.  Advertisers have failed to see the diversity within the Latino and gay 

market and how they intertwine and complement each other. The implications for 

minority segments not represented in media culture are that they don’t have a clear voice 

or model to relate to. A gay Latino man because he is silenced partially by the media 

images and advertising  is that he will struggle with perceptions of masculinity that will 

lead to a double life exasperating a need to be loved increasing the likelihood for 

depression.  As shown in the introspective narrative and theoretical analysis, not having a 

clear media representation to identify with can cause deep mental identity issues for the 

individual or group. The silencing effect of gay Latinos is executed in the perception of 

how a gay man should act against how a Latino man should behave.  Since there is no 

apparent clear represented combination of these two backgrounds, an absence is created 

in society leaving many of these men to feel lost. There’s something very wrong in this 

end result of being a void or absence of gay Latinos.  The internal reaction for a gay 

Latino man is showcased in this phenomenological approach at understanding lived 

experiences to understand his past, present, and how it might impact the future. This 

introspective method considering intersectionality was necessary and useful in 

thoroughly understanding how this silenced of gay Latinos is represented both from an 

internal and external perspective. This information can be useful for marketers that are 
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having difficulty in reaching both the Hispanic and GLBT market. They need to 

recognize that these groups are not homogenous within themselves. The medium of the 

ad being shown in Spanish or in a gay publication cannot be the answer. They must 

consider the culture, lifestyle, background, and gender expectations of these two groups.  

Advertisers need to recognize that gay Latinos can potentially be a profitable market 

given the buying power of Latinos and GLBT market. We need to broaden our discussion 

of what the qualities and characteristics of this “dream” market are to be more inclusive 

of race, ethnicity, and gender norms to have a more complete picture. 
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