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“Half of all men admit that they are largely apathetic
towards advertising, reflecting how many find themselves
unable to identify with the men they see in ad campaigns.

There is now an opportunity for brands to change this,
with brands using advertising to more fully identify with
the average man, and using regular-shaped models in their
campaigns.”

— Jack Duckett, Consumer Lifestyles Analyst

This report looks at the following areas:

= Representing the average man REPORT NOW
< Highlighting the role of men in the home
= Engaging with the older man
VISIT:
Over the last few years the representation of men in marketing campaigns has become out of step with store.m | nte| .Ccom

reality, leading to half of all men agreeing that they are largely apathetic towards advertising. Men find
it hard to identify with the Adonis-like men who now pervade the advertising landscape, whilst the
portrayal of men as incompetent in the home has fast become an outdated stereotype as men accrue CALL
more and more domestic responsibilities. EMEA
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This report will go into more detail about men’s lifestyle priorities and how these differ by age, as well
as examining the factors they consider when buying products. It will also explore men’s attitudes
towards advertising and their views on a number of major advertising themes. Brazil
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 7: Men’s media usage habits, December 2014

Bolstering the in-store experience
Figure 8: Sources of information for new products, by selected categories, December 2014
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Bigorexia and the Dad Bod

Men’s mental health awareness on the rise
Figure 9: International Men’s Day campaign 2015
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Figure 17: Considerations when shopping for beauty and personal care products, by gender, October 2015

Figure 18: Screenshot of Netflix Moustache search on Twitter, November 2015

Attributes of a Good Advert

Men demand informative advertising
Figure 19: Attributes of a good advert, October 2015
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Promoting a healthy lifestyle

Diversity important to young men
Figure 20: Banana Republic, ‘True Outfitters’ campaign, Spring 2014

Men’s Attitudes towards Advertising

Half of all men do not pay much attention to adverts
Figure 21: Men’s attitudes towards marketing and advertising, October 2015

Including older men in advertising
Figure 22: Photographer Don McCullin by Alfred Dunhill, as part of The Voice campaign, August 2012

The rise of ‘Hunkvertising’
Figure 23: Selected men’s attitudes towards marketing and advertising, by age, October 2015

Figure 24: Dressmann’s #JustTheWayYouAre campaign, August 2015

Highlighting men’s role in the home

Perceptions of Common Advertising Themes

Adverts featuring female models deemed sexist
Figure 25: Men’s perceptions of common advertising themes, October 2015

Figure 26: Attitudes towards advertising themes, October 2015

Men socialising and lad culture
Father/child relationships take an emotional turn

Figure 27: Colman’s advert, February 2014

Adverts featuring sports and cars
Figure 28: Example of MasterCard Surprises campaign, February 2015

Appendix — Data Sources, Abbreviations and Supporting Information

Data sources
Abbreviations

Correspondence analysis
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