
 

November 2012 

  1 
 

Trajection 8: Modern Masculinity 

 

A recent report from the World Economic Forum reveals that across the globe, 

gender inequality is slowly eroding, as long-term political and demographic trends 

drive the move towards equality.1 In some areas, increasing female empowerment 

has given rise to fears that men will become (or have already become) subject to the 

same social or cultural inferiority that women have traditionally suffered. This latest 

Trajection examines the values and attitudes of men around the world, and how 

modern masculinity is taking shape.  

The end of Men 

Driven by the publication of Hanna Rosin’s The End of Men, debate has grown in 2012 

on the increasingly powerful role of women in advanced economies.  Indeed, in 

many advanced markets, gender equality is very high – Western and Northern 

European Markets such as Sweden, Netherlands and Germany are rated by the UN 

Gender Inequality Index as having almost perfectly equal societies. However, other 

commentators have insisted that proclaiming the end of men is premature – in one 

instance, the argument is rebutted by the memorable maxim ‘the myth of matriarchy 

is one of patriarchy’s oldest inventions’.2 The data suggests that the end of men is 

some way off – in Australia, where Prime Minister Julia Gillard recently made global 

headlines as she railed against her opposition’s misogynist political tactics, the pay 

gap stands at 17%.3 In the UK, in the same week that the Church of England voted 

                                                           
1 World Economic Forum, Gender Gap Report, 2012 (p.37).  
2 http://www.guardian.co.uk/books/2012/oct/03/end-of-men-hanna-rosin-review 
3 http://www.eowa.gov.au/Information_Centres/Resource_Centre/Statistics/Gender_Pay_Gap_Fact_Sheet 

_May_2012.pdf 
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against the introduction of female bishops, it was revealed that it could take almost 

30 years for women to reach earnings parity with men.4 

Modern Masculinity 

However, amongst consumers, gender stereotypes are slowly breaking down, and 

although notable obstacles to equality remain – not least in terms of the gender pay 

gap – men in both advanced and emerging economies display very similar values 

and attitudes to women. In many cases, these run contrary to what might be 

expected if we consider the stereotypical view of masculinity. For example, in 

advanced markets, men are almost as likely to opt for ethical products as women 

(8% and 9% respectively); 54% of men like to hear the latest information about staying 

healthy and 26% like to hear the latest information about looking young. Men are just 

as attuned to the recessionary trends of value and thrift as women; 64% of both sexes 

use price comparison websites, and 61% of men agree they like to find bargains even 

when they don’t need to save the money (compared to 66% of women). 

Many of these trends are replicated amongst consumers in emerging markets. Here, 

68% of men like to hear the latest information about staying healthy, and 48% the 

latest information about staying young, and marginally more men than women use 

price comparison sites (68% vs 66%). These consumer values have been driven by a 

shift in perceived importance of work and leisure. The proportion of people in 

emerging markets who agree that work is ‘very’ important in their lives has declined, 

from 67% in 2006 to 61% in 2012. Contrastingly, the proportion of people who agree 

that leisure is ‘very’ important has risen over the same period – from 30% to 37% – and 

the proportion agreeing that friends are ‘very’ important also rose, from 40% to 48%. 

Both of these figures remain lower than the total for work, but the direction of travel is 

very different, indicating an important shift in male values around the work life 

balance. 

In advanced economies, the role of men at home is also changing. Time use data 

collected by Trajectory from a sample of UK consumers in 2011 shows that men spend 

an increasing amount of time on childcare, cooking and cleaning – and as time 

saving devices reduce the total amount of time spent on household chores, an 

increasing proportion of the total amount of cooking or cleaning.  

 

 

 

 

                                                           
4
 ONS Annual Survey of Hours and Earnings, November 2012. At the current rate of change, the pay gap 

would close in 2040. 



 

November 2012 

  3 
 

Chart 1: Proportion of total amount of time spent on various activities (Trajectory’s 

Geography of Time, 2011) 

 

Source: Trajectory’s Geography of Time, 2011 

These changes have been driven by a number of factors – reduced working hours 

and time saving devices (as well as attitudinal changes towards parenting) means 

parents have more time for childcare. The erosion of traditional gender roles at home 

and at work means that the onus for household chores is less likely to rest on women 

alone, causing significant shifts in the proportion of domestic duties undertaken by 

men. This shift was acknowledged by Trajectory in a recent report for Butlin’s, which 

describes the birth of 3D Dads – for whom domestication, dynamism and devotion 

are core values.5  The change from traditional gender roles is now so pronounced 

that depictions of women in these roles can be subject to derision and complaint – 

for example, see the recent furore in the UK over ASDA’s latest Christmas advert, 

which depicts a mother at the heart of almost every aspect of Christmas 

preparation.6 However, the increasing role of men around the house is often 

discussed in terms of the (supposedly detrimental) breakdown of the family as women 

occupy more prominent positions; thus framing the change in an ‘Anxiety Society’ 

narrative, rather than as a positive division of duties both at work and at home.   

Traditional Gender Views and the Self Preservation Society 

Modern male concerns around looking young and feeling healthy, ethical products 

and the importance of thrift and value (coupled with a rise in the proportion of time 

men spend on domestic duties and childcare) hints at a softer version of masculinity 

than may have previously existed. However, data measuring attitudes towards 

women and gender equality do not adhere to this narrative. 

                                                           
5
 The Butlin’s Future Report can be downloaded for free from the reports library at 

trajectoryglobalforesight.com 
6
 http://www.marketingweek.co.uk/news/asda-xmas-ad-sparks-sexist-complaints/4004647.article 
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In advanced economies, there has been a notable rise in the proportion of men who 

believe that men make better political leaders than women (from 29% in 2006 to 34% 

in 2012), or that, when jobs are scarce, men should have more right to one than 

women (from 19% to 25%). This is particularly relevant as these views had previously 

been in decline. Contrastingly, a (slowly) declining proportion of women agree with 

these statements – on political leaders, 17% of women agree (down from 19% in 2006) 

and on men having a greater right to a job, 11% agree (down from 15%). 

Traditional gender views are much more prominent in emerging economies – 52% of 

men in these markets believe men make better political leaders than women, and 

30% believe they have more right to a job than women. However, in emerging 

nations, these views are declining – from 58% and 43% respectively in 2006. Most 

significantly, the move away from traditional gender views amongst men in emerging 

economies has occurred in the past few years – this is not a long term trend, but a 

burgeoning one.  

Chart 2: Trends in traditional gender views amongst men,(advanced & emerging) 

 

Source: World Values Survey 1999-2006 and Trajectory Global Foresight, 2012 

The increase in traditional gender views amongst men in advanced economies is 

stark – one in four believe that they have more right to a job than women when times 

are hard. Rather than representing a reversal of a long term trend towards greater 

social equality, this recent change hints at a broader selfishness amongst consumers. 

This attitude is a key component of the Self-Preservation Society trend – in which 

prolonged economic pressures have caused many consumers to abandon their 

broader societal concerns as problems come closer to their own doorstep. It is 

important to note that the move away from liberal gender views has occurred as 

advanced economies have suffered prolonged economic downturn. As optimism 

and financial satisfaction continue to dwindle for consumers in advanced markets, 
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this selfishness will prevail – and consumers will continue to prioritise their own needs 

ahead of others.7  

Broader Social Liberalism 

The rise in traditional gender views amongst men in advanced markets has not 

caused a reverse in the trend towards greater social liberalism more widely – 

including on issues that often concern women. The proportion of men who consider 

any of prostitution, abortion or divorce to be ‘often or always’ acceptable have risen 

significantly since the turn of the century.  

Chart 3: Liberal social values amongst men in advanced economies  

 

Source: World Values Survey 1999-2006 and Trajectory Global Foresight, 2012 

Men in advanced markets are more likely to regard abortion and prostitution as 

justifiable than women (although not for divorce). This represents a widespread (and 

growing) social liberalism at the heart of modern male values in advanced markets. 

The rise in this aspect of social liberalism seems at odds with the corresponding rise in 

traditional views on male dominance in politics or employment. This data reinforces 

the suggestion that men in advanced markets are not stepping backwards into 

outdated values wholeheartedly, but merely displaying a proclivity to agree with 

statements that might benefit them financially. In some areas, the recent financial 

downturn has been labelled a ‘man-cession’ for its disproportionate effect on men8 – 

a climate which is surely fuelling the rise in traditional views and self-preservation.9 If 

                                                           
7 For more information on this burgeoning trend, please see Trajection 4: Self Preservation 

Society, which can be downloaded for free from the reports library at 

trajectoryglobalforesight.com 
8
 http://theweek.com/article/index/225437/the-man-cession-good-for-women-workers 

9
 Although, other sources have claimed women have been worse affected:  
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the label ‘mancession’ is a valid one, then men are suffering from a financial crisis 

that they helped to cause – whether the blame is laid at male-dominated political 

centres in Europe or North America, or at male dominated (and testosterone fuelled) 

financial institutions.10 Indeed, there is an argument that some of the risk taking 

behaviour evident in banks and other financial organisations in the run-up to the crisis 

could have been avoided if more women occupied more senior positions within 

these companies.11 The attitudes evident towards gender equality amongst men in 

advanced markets oppose a potential solution to the problem – and their economic 

pragmatism will delay further progress towards full equality for as long as consumers’ 

financial constraints continue in their current form.  

Optimism and financial satisfaction are more widespread amongst consumers in 

emerging markets – no surprise, given average rates of economic growth in these 

nations. Here, there has been no disconnect between greater social freedoms and 

the erosion of traditional views, and one is unlikely to materialise without the presence 

of an economic decline. In many emerging markets, barriers to gender equality are 

different to those in advanced markets – rather than a long history of industrialisation, 

in which gender determined what job you could do, the barriers are more likely to be 

cultural. 

Conclusion 

There seems little doubt that ‘the end of men’ is still some way off, if indeed it is on the 

horizon at all. The gender pay gap is not an isolated obstacle to equality, as it is 

driven by poor childcare help, career breaks for motherhood and the glass ceiling. 

Nevertheless, there has been notable progress towards equality around the world in 

recent decades. As women have slowly become more empowered, in both 

advanced and emerging markets, their roles have changed – they are less likely to 

work in traditional ‘female’ jobs, and less likely to carry out the vast majority of 

household chores or childcare. Masculinity has evolved alongside femininity – 

depictions of traditional male roles are just as redundant as depictions of traditional 

female roles. Men – across advanced and emerging markets – care more about 

health and wellbeing, and less about work, and are becoming more socially liberal as 

well. 

The dominance of the Self Preservation Society trend has obscured some of this 

progress towards equality in advanced markets – men are more likely than before the 

downturn to agree that they have more right to a job than women. But this selfishness 

will disappear as financial constraints abate, and male views on equality will return to 

the pre-downturn trend.  

Modern masculinity is ‘softer’ than previous incarnations, with men increasingly likely 

to be attuned to consumer trends such as thrift and value, as concerned about their 

                                                                                                                                                                      

http://www.guardian.co.uk/society/2012/jul/08/recession-hits-middle-aged-women-hardest 
10

 http://www.wired.co.uk/news/archive/2012-07/13/testosterone-financial-crisis 
11

 http://dealbook.nytimes.com/2012/09/11/seeking-critical-mass-of-gender-equality-in-the-boardroom/ 
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health, wellbeing and leisure time as women, and as increasingly central to the 

modern family. 

----------------------------------------------------------------------------------------------------------------- 

This Trajection is driven by data and thinking from Trajectory's Global Foresight service 

(TGF) which covers 20 countries. The service provides analysis on the trends driving 

consumer and citizen behaviour - what they are, why they are important and where 

they are heading. All of the content is supported by research amongst over 40,000 

people per annum.  

For more information about TGF or any associated research projects please get in 

touch:  

sarah@trajectorypartnership.com  

+44 (0)20 3567 5801 

#TrajectoryTweet  

www.trajectorypartnership.com 

 

 


