


In 2013, Hook Research sat down with men 
to talk about masculinity

And most men expected these changes to become more 
profound in future

We uncovered that men felt:

▪ They were under more social pressures than previous generations.

▪ There were less expectations to follow in their fathers’ footsteps.

▪ Spaces where they were allowed to be men were disappearing.

▪ They were unable to easily identify male role models in the media.

Four years ago, the final season of Breaking Bad showed us just how much a man can change when 

put under the right kinds of pressures. In that same year, UK men also started to feel a shift in the 

way they thought about their positions in society, their relationships with their families, and their 

own identities. To better understand what was going on, Hook sat down with men across the UK 

and talked to them about masculinity.



In 2017, men believe that crisis has happened

While many men look fondly on the characteristics that defined masculinity in their fathers’ generations, 

they also feel that recent developments have given the gender a bad rap. These include:

University 
Rape Culture

The American 
Alt-Right 

Movement

Increased 
awareness of 
pay disparity

As a result, 39% of men now 
think that ‘masculinity’ is a 

negative term.

At the same time, the men we spoke to felt that the traditional divides between masculine and feminine 

worlds were beginning to breakdown - socially, with an increasingly loud discussion occurring in the 

press around gender fluidity, and commercially, with an increasing number of traditionally feminine 

products being aimed at men.

This has left many men with a feeling of being caught in the middle:

MODERN MAN

Clumsy Femininity Traditional

Emasculated Strong

Out-of-Date Masculinity Suave



Men in their mid-twenties are feeling this 
particularly strongly
When we first conducted this research into UK participants in 2013, young men in their late 

teens and early twenties stood out for a number of reasons:

THEY’RE THE POST-CRASH GENERATION
GENDER UPHEAVAL IS SHAKING

THINGS UP

This is the first generation to enter the 

workplace after the 2008 crash and have felt 

the disrupted hierarchies it created.

This group embraces gender equality, but 

they recognise that the rise of fluid gender 

identities also challenges traditional 

masculinity.

THEY’RE MORE CONNECTED
THAN EVER

TRUST IS A VALUABLE
COMMODITY

While social media facilitates better 

connection with all parts of the world, it also 

opens up different narratives about gender 

as well. 

Fake News is everywhere – where do you 

find media role models if you don’t know 

who to trust?

Having emerged into adulthood amidst massive societal change – and with so many different 

forms of media at their finger tips – today’s young men offer a fascinating perspective on what 

it means to be a man in the modern age. 

We decided to revisit this demographic 3 years on to better 

understand their thoughts on masculinity and 

the media they love



THE MODERN MAN
& THE MEDIA IN 2017



Across all of the groups, there was consistent 

recognition that today’s men have more ways of 

expressing their gender identity than in previous 

generations.

Being the top dog and being 

respected – those are the most 

important things about being 

a man.

As a man, it’s now all about 

creating yourself and making 

your own brand – mainly on 

social media. It’s all about how 

you look!

I wouldn’t care if masculinity 

– at least the idea of it –

disappears. As a concept I think it’s 

quite old and aged, and I think it’s 

a term we shouldn’t use. 

I think that men can still be 

masculine, if they want to be. It’s 

about being a strong individual, 

physically and emotionally – just 

like men used to be.

In the past there was a way that men should be. 

Now it’s so broad, you can be whatever man you want 

to be… there are so many different types of masculinity.

It’s not really black or white is it? I don’t think 

there’s one solid type of masculinity, just different 

shades of grey.

I enjoy building things – my 

missus has no idea how to fix 

anything – and going to the pub 

with my mates. That’s what 

men do.

Today’s men recognise that modern masculinity is not a monolith

The Post-
Masculine Male

The New 
Traditionalist

The 
Brand Builder

The 
Power Seeker

The Middle 
Ground Man

*Want to learn more about these groups? Get in touch!

Modern young men accept a number of different approaches to gender and ‘being a man’:*

mailto:enquiries@hookresearch.co.uk


We asked men to identify key masculine role models in the media and the male traits they embodied. Some of their suggestions included:

Males in the public eye rarely represent the complexity of the 
modern man

Lad Everyman Gentleman Power Player

T R U M P

He seeks power and success 

beyond all else, speaking his mind 

regardless of others’ opinions.

O B A M A

He is a calm, authentic, and 

confident figure – considered by 

many to be a gentleman figure.

F A R A G E

A man with a relatable, salt-of-the-

earth personality who had massive 

political success with Brexit.

P U T I N

Characterised by extreme 

physicality and a complete lack of 

empathy.

He’s just a massive lad isn’t he? 

He always has to be bigger and 

better than everybody else.

I think he really used his Bloke-ish

attitude to connect with voters – Look 

at me, I’m like you with a pint!

He was POTUS – the most 

powerful man in the world… and 

an absolute G!

He really represents Russia: you 

really don’t know what they are doing, 

but you’re scared of what they can do.

Photo via Gage Skidmore/Flickr Photo via Gage Skidmore/Flickr

https://www.flickr.com/photos/gageskidmore/33140951725/sizes/k/
https://www.flickr.com/photos/gageskidmore/33140951725/sizes/k/


The men that stand out offer a more nuanced 
take on masculinity

The Hamilton Model
Lewis Hamilton is a well-respected figure who encapsulates the modern tension between 

traditional and contemporary masculinity:

To me, Lewis Hamilton feels like the perfect 

example of a modern-day man.

We’ve got a mate at work who’s just like this. He’s 

a massive lad, but he wears fake tan and is always 

worried about what his Insta pictures look like.

One man in particular did stand out repeatedly in the research…

Traditional Male Modern Man
Manly Career

What’s more manly than driving a multi-million 
pound F1 car at dangerously high speeds?

Success on the Track
Hamilton has broken records and won 

championships all over the world.

Glamorous Girlfriends
Hamilton always has an attractive woman on 

his arm.

Wealthy & Respected
As the 11th highest paid athlete in the world in 

2016, he is Britain’s richest sportsman under 30. 

Fashion Conscious
A regular on GQ’s best-dressed list and at Fashion 

Weeks around the globe.

Loves Social Media
His 3.8 million followers on Instagram are treated 

to almost daily glamour shots.

Roscoe & Coco
He’s extremely affectionate towards his pet 

Bulldogs, who he takes everywhere.

Emotionally Open
On or off the track, winning or losing, Hamilton lets 

his tears flow freely.



New media is better at providing a nuanced look at men’s lives

Aspects of traditional media (particularly magazines) appeal to the men we spoke to:

They’ve got a show called 

‘Loose Women’, right? They should 

create a show called ‘Loose Men’.

Yeah, sometimes I’ll flick through 

a Cosmopolitan to read the sex stuff 

at the back of the magazine.

They’ve got loads of great articles in 

[GQ] – lots of great suggestions about 

products I’d like.

However, men feel that new media (like YouTube and Podcasts) offers a more curated experience that better reflects their lives, and presents this 

content in a modern, digestible form. For these young men, this new media offers:

New Content Expectations… …In a Modern Format

Three Shots of Tequila is a great show for men’s 

perspectives on things like dating and going out – but I’ve 

just started listening to this one called the Receipts which 

gives a woman’s perspective on all of this as well.

I’ve started to listen to a few podcasts recently just for 

the chat. They really get me and my mates – their chat 

sounds just like ours. And they talk about so many of the 

things we do.

There are these videos I like to watch on YouTube –

just some guy building things in the jungle. He’s a proper 

man, he is.

I love flicking through mags at the dentist. But you 

can get all of the articles free online…

I just don’t have the time to sit down and read 

through a magazine or the paper.

By the time these articles come out, they may be way 

out of date – you can release a YouTube video, like, 

instantly. It always feels like I’ve got the latest information 

on something.

We were talking about Charlemagne the God 

appearing on a podcast I love, and so I sent them a link to 

the show on WhatsApp.

Exploring 
traditionally 

feminine topics

Engaging with 
conversations 

about the male 
experience

Looking for a 
guiding hand 

on being a man 
today

Want free (ad-
funded) content

Consume it on 
the go

Shareable

Up-to-date and 
on-demand



…but some traditional media is catching up
Love Island was a smash hit in summer 2017. The programme succeeded in two ways:

Men were making appointments 
to watch

It generated a massive discussion on 
social media

If Love Island was on, that was it – I had to be in. 

I definitely wasn’t missing that… My WhatsApp was 

always blowing up, trying to figure out where we were 

going to watch.

It was hilarious man, reading all of the reactions 

on Twitter. I couldn’t go on there until I’d watched 

though because I didn’t want any spoilers.

Love Island courtesy of ITV

Among the men we spoke to, they felt it cut through for a number of reasons:

It offered a refreshing look at 
sex and dating

The programme was full of 
beautiful people

Love Island was shown 
between football seasons

However, Love Island also tapped into a desire for ‘rawness’ that users want from their favourite content:

Love Island and Grime

Grime’s my thing. Every time I listen to it I think back to when you had to 

go on YouTube and find shitty videos of people flowing. It’s raw like that.

Both offer an authentic take on young men’s lives

[The contestants on Love Island] felt like real people. It doesn’t feel as 

constructed like other reality shows – my mates and me would fit right in. 

We could see ourselves on screen with them.

Content Talent Scheduling



Men are looking for more nuance from 
brands across the board
Men still look for gender markers in the packaging of their favourite ‘masculine’ products…

I’ve definitely bought into the dream sold to me by the branding. If you look at Degree’s advertising campaign it is 

a man playing football. You see that and relate to it as the man you want to be. London

DARK COLOURS NO FRILLS EFFICIENT PACKAGING LARGE SIZE

…and they are hyper-sensitive about how advertising contributes to their male image

But they are also starting to experiment with more traditionally feminine 
products (particularly around grooming and skincare)

I’m a bit of a metrosexual. I moisturise, do my hair. It’s not bad anymore to do this. I like looking after myself. 

But I’m always getting my mum to sneak into the women’s aisle and buy me things like cocoa butter… I can’t be seen 

in there! Manchester

£1 billion

Worth of the UK male grooming 

industry in 2015

31%
Increase in how much men 

spent on beauty treatments in 

2016 compared with 2015

20%
Amount of men who use hair 

styling products throughout the 

day

…and they don’t think this is reflected in mainstream male offerings.



[video]



So what does this mean for your brand?
As men begin to embrace many different types of masculinity, brands will need to re-think they way they engage with this demographic. 

H O O K  R E S E A R C H  C A N  H E L P

Our senior team has over 50 years combined board level experience 

working with top brands around the world. From exploring reactions to 

new cartoons in India, to launching multimedia brand extensions in the 

UK, and shedding a light on social fan-bases online, Hook’s unique 4D 

methodology ensures that we provide powerful, actionable insights on 

every project. 

Brand Empathy

At Hook, we understand brands. Across 

broadcast, print, and digital, we’ve performed 

sectorial reviews and run development 

workshops for brands in all of the major 

segments of the media industry. Our 

methodology enables us to clearly 

conceptualise the identity of the brand, 

understand how it compares with its 

competitors, and explore how it can 

successfully develop against targets

Bringing Audiences to Life

At Hook, our in-house team of 

videographers, designers, and editors use 

professional video, beautiful graphics, and 

bespoke presentations to bring your 

audiences to life, ensuring that marketing, 

commercial, and development teams have 

clear and authentic pictures of customers to 

guide decision-making.

New Content Development

Hook’s consumer-focused approach to 

new product development has 

consistently delivered insights that have 

helped teams around the world generate 

new products with the highest possibly 

quality. Working across digital, broadcast, 

and print, our research reveals the trends 

currently shaping each industry, tapping 

into audience networks in order to get to 

the heart of current market drivers.

Hook is a first-class agency. They have consistently delivered the goods: 

sure-footed moderation, attentive client servicing and – most importantly –

outputs that go well beyond basic reportage. What sets them apart is their 

ability to quickly contextualise findings within both a commercial and a 

cultural context. Jack Fryer, Director of Research and Planning, Universal Music UK
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Bon Marché Centre | 241-251 Ferndale Road | Brixton | London | SW9 8BJ

hookresearch.co.uk

twitter.com/hookresearch facebook.com/hookresearch linkedin.com/company/hook-research

A N Y  Q U E S T I O N S ?
If you have any questions about our previous work or the services we 

provide, please don’t hesitate to get in touch – we’d love to have a chat 

about how Hook can support your business in the future!
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