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“Men are a broad consumer base that are increasingly
being recognized by marketers. The emerging male

consumption patterns can be attributed to both shifting
societal norms as well as shifting demographics.”

- Fiona O’Donnell, Category Manager –
Multicultural, Lifestyles, Travel and Leisure

This report looks at the following areas:

• Say no to old school, “macho” marketing, yes to an emotional connection
• Ads will find men online
• Young men need guidance as they become more domestic

In 2014 there are about 119 million men aged 18+ in the US, and while the US population is aging with
the greatest growth occurring among those 55+, nearly one third of men are in the key age range of
18-34. These younger men play a significant role in household purchasing decisions for products in the
vast majority of industries. Today’s Millennial man is more diverse, more engaged in traditionally
female roles, and more pressured to excel at both work and at home. Brands must be sensitive to
these new male challenges to make the right connection.

Readers of this report will learn about specific attitudes and behaviors of men that will help marketers
target ads to a male audience. Both traditional (TV) and nontraditional (online, social media) spaces
are covered.

This report builds on the analysis presented in Mintel’s Marketing to Hispanic Men – US, December
2012, Online and Mobile Shopping – US, June 2013, and Men's Personal Care – US, October 2013 and
includes some analysis presented in Mintel’s Marketing to Sports Fans – US, July 2014.
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Figure 22: Campbell’s Chunky, “Richard Sherman and Mama” video announcement, 2014
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Men spend nine hours a week online at home
Figure 29: Time spent online at home in the last seven days, by gender, November 2012-December 2013

Middle-aged men productive online
Figure 30: Male online activities and websites visited in the last 30 days, by age, November 2012-December 2013

More affluent men more active online
Figure 31: Male online activities and websites visited in the last 30 days, by household income, November 2012-December 2013

YouTube most popular site among males
Figure 32: Male websites visited in the last 30 days, by age, November 2012-December 2013

Key points

Traditional TV advertising still has widest reach
Figure 33: Male reactions to advertising and social networks, by age, April 2014

More affluent men have more conversations regarding TV ads
Figure 34: Male reactions to advertising and social networks, by household income, April 2014

Key points

Half of men say they are solely responsible for grocery shopping
Figure 35: Male perceptions of family life and responsibility for chores, April 2014

Young men need guidance regarding family life and chores
Figure 36: Male perceptions of family life and sole responsibility for chores, by age, April 2014

Middle-income men are DIY candidates
Figure 37: Male perceptions of family life and sole responsibility for chores, by household income, April 2014

Parenting responsibilities more often shared between spouses

Men Online

Men and Advertising

Family Life, Chores, and Children
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Figure 38: Male perceptions of family life and responsibility for children, April 2014

Younger dads far more hands-on in parenting
Figure 39: Male perceptions of family life and sole responsibility for children, by age, April 2014

Less affluent men pitching in at home
Figure 40: Male perceptions of family life and sole responsibility for children, by household income, April 2014

Key points

Work/life is less balanced for men than it is for women
Figure 41: Attitudes toward work/life balance, by gender, April 2014

Work/life balance worst among 35-44 year-old men
Figure 42: Male attitudes toward work/life balance, by age, April 2014

More affluent men successfully using technology to help balance work/life
Figure 43: Male attitudes toward work/life balance, by household income, April 2014

Men who shoulder more responsibilities at home feel the least balanced
Figure 44: Male attitudes toward work/life balance, by count of family life and chores, April 2014

Key points

Niche market of men comfortable buying personal care products
Figure 45: Male attitudes toward appearance and personal care, by age, April 2014

Opportunity to market nontraditional products to affluent men
Figure 46: Male attitudes toward appearance and personal care, by household income, April 2014

Men twice as likely as women to use all-purpose or dandruff shampoo
Figure 47: Kinds of shampoo used, by gender, November 2012-December 2013

Head & Shoulders most popular brand
Figure 48: Brands of shampoo used in the last seven days, by gender, November 2012-December 2013

Younger men more likely to use facial cleansing products
Figure 49: Male use of facial cleansing/medicated products/toners, by age, November 2012-December 2013

Moisturizers used by nearly half of 35-54 year-old men
Figure 50: Male use of moisturizers/creams/lotions, by age, November 2012-December 2013

Older, more affluent men seeking professional personal care services
Figure 51: Male use of professional personal care services, by age and by household income, November 2012-December 2013

Key points

Men spending time at home and with families
Figure 52: Male entertainment and non-work activities, by age, April 2014

More affluent men spend more time with family
Figure 53: Male entertainment and non-work activities, by household income, April 2014

Men out with the boys can be reached via sporting events

Attitudes Toward Work/Life Balance

Attitudes Toward Personal Care and Appearance

Entertainment and Non-work Activities
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Figure 54: Male entertainment and non-work activities, by engagement with professional sports, April 2014

Music choices a critical component of marketing to men
Figure 55: Male past 12 month leisure activities, by age, November 2012-December 2013

Key points

NFL most popular league among men
Figure 56: Sports interest, by gender, November 2012-December 2013

Watching sports at home can still be social experience
Figure 57: Male sports fans level of engagement with professional sports, by age, April 2014

Less affluent men more likely to wear sports apparel
Figure 58: Male sports fans level of engagement with professional sports, by household income, April 2014

Men checking websites during sporting events
Figure 59: Male sports fans level of engagement with professional sports, by reactions to advertising and social networks, April 2014

Key points

Overview

Hispanics react positively to social media
Figure 60: Male reactions to advertising and social networks, by race/Hispanic origin, April 2014

Opportunity to help Hispanic men take charge of finances
Figure 61: Male perceptions of family life and sole responsibility for chores, by race/Hispanic origin, April 2014

Hispanics less comfortable with purchase and use of personal care products
Figure 62: Male attitudes toward appearance and personal care, by race/Hispanic origin, April 2014

Hispanics watching sports online
Figure 63: Male sports fans level of engagement with professional sports, by race/Hispanic origin, April 2014

Key points

Dads more engaged with both TV and online advertising
Figure 64: Male reactions to advertising and social networks, by presence of children in household, April 2014

Dads seek better work/life balance
Figure 65: Male attitudes toward work/life balance, by presence of children in household, April 2014

Dads making time to get out with friends
Figure 66: Male entertainment and non-work activities, by presence of children in household, April 2014

Dads more engaged all around with professional sports
Figure 67: Male sports fans level of engagement with professional sports, by presence of children in household, April 2014

Reactions to advertising and social networks
Figure 68: Male reactions to advertising and social networks, by count of family life and chores, April 2014

Family life, chores, and children

Men and Sports

Race and Hispanic Origin

Custom Segment – Dads

Appendix – Other Useful Consumer Tables
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Figure 69: Male perceptions of family life and sole responsibility for chores, by count of family life and chores, April 2014

Figure 70: Male perceptions of family life and sole responsibility for chores, by presence of children in household, April 2014

Figure 71: Male perceptions of family life and shared responsibility for children, by age, April 2014

Figure 72: Male perceptions of family life and shared responsibility for children, by household income, April 2014

Attitudes toward work/life balance
Figure 73: Male attitudes toward work/life balance, by marital status, April 2014

Figure 74: Male attitudes toward work/life balance, by race/Hispanic origin, April 2014

Attitudes toward personal care and appearance
Figure 75: Attitudes toward appearance and personal care, by gender, April 2014

Figure 76: Male attitudes toward appearance and personal care, by presence of children in household, April 2014

Figure 77: Male attitudes toward appearance and personal care, by count of family life and chores, April 2014

Figure 78: Male attitudes toward appearance and personal care, by reactions to advertising and social networks, April 2014

Entertainment and non-work activities
Figure 79: Entertainment and non-work activities, by gender, April 2014

Figure 80: Male entertainment and non-work activities, by count of family life and chores, April 2014

Figure 81: Male entertainment and non-work activities, by engagement with professional sports, April 2014

Men and sports
Figure 82: Male sports fans engagement level with professional sports, April 2014

Figure 83: Sports fans level of engagement with professional sports, by gender, April 2014

Appendix – Trade Associations
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