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Abstract. The aim of the research was to explore Generations Z’s perceptions 
of masculinity in advertising and determine which type of masculinity and which 
masculinity characteristics consumers favor in a masculine character or the 
advertising message centered around masculinity. The author conducted three 
focus groups with a demographic: Latvian Generation Z. Qualitative content 
analysis of the focus group interview transcripts was conducted using Nvivo 11 
qualitative data analysis software. The research concluded that Latvia’s 
Generation Z preferred modern masculinity depictions in advertising over 
traditional ones, and advertisers should not depict masculinity with stereotypes 
but rather emphasize diversity, self-acceptance, and emotionality and depict 
masculinity as an important topic. 
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INTRODUCTION 

Over the past two decades, researchers have begun to analyze the significant 
effect masculinity has on advertising. Research suggests that masculinity is now 
branded (Scheibling & Lafrance, 2019), and visions of masculinity are offered for 
consumption. There is a term for this phenomenon called branded masculinity, a 
term defined by Susan M. Alexander (Alexander, 2003). Branded masculinity is 
rooted in consumer capitalism, wherein corporate profit can be enhanced by 
generating insecurity about men’s bodies and consumer choices and then offering 
a solution through a particular corporate brand. Alexander argues that masculinity 
is constructed as a product available for consumption if one merely chooses the 
appropriate brand names. Masculinity is now considered to be one of the most 
prominently used social resources within advertising (Zayer et al., 2020). 
Masculinity in advertising helps the company connect with its audience and 
convince them that the product being advertised is a key element to achieving such 
a version of masculinity as portrayed. The problem is that consumer perception of 
masculinity is changing, which means that advertisers do not know how to speak to 
consumers’ changing perceptions (Scheibling & Lafrance, 2019; Zayer et al., 
2020). The research suggests that when brands understand the audience’s 
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preferences, they can communicate more effectively and depict essential and 
sensitive topics in their advertising, such as masculinity, in a more favorable way 
(De Meulenaer et al., 2019). It is important because brands do not want to receive 
negative backlash but rather want their message to resonate with the audience. In 
other words, marketing communication will sync with what consumers think and 
appreciate. Furthermore, appropriate and contemporary depiction of masculinity in 
advertising also presents an opportunity since men now consume products that until 
recently were deemed as wrong to them because they were considered too feminine. 
This trend is particularly visible in the grooming product industry and younger 
generations, where men are spending much more money on these products and 
services than ever before, largely because of the increase in promotion in mass 
media.  Therefore, emphasis on masculinity in advertising can impact purchasing 
intentions, thus indicating the vital relevance of this topic. This study is focused on 
masculinity in advertising and the changing consumer perceptions in answering 
these research questions: 

− What are the types of masculinity used in advertising, and what are their 
characteristics? 

− Which type of masculinity gets more approval from the consumers 
(Latvia’s Generation Z)? 

− How should and how should not masculinity be depicted in advertising 
according to consumers (Latvia’s Generation Z)? 

1. LITERATURE REVIEW 

The author chose the literature overview method from the literature review 
methods, which included identifying the topic for review, conducting a literature 
search, reading the research that was found, and taking notes. Finally, the process 
included organizing the notes and creating the literature review itself, incorporating 
it into the research. The author used the Scopus database to search for relevant latest 
research (2018 and 2019, the period when the study was started) with the keyword 
“Masculinity” in the article title, abstract, or as a keyword of the article. In the 
subject area checking social sciences and business management, the database 
provided 1100 articles. By going through the search results, the author chose articles 
that extensively focused on masculinity, defining masculinity, and concentrating on 
various types of masculinity. There were 81 articles that were selected at first based 
on the criteria. Later, there were several more articles added by analyzing other 
sources. These articles helped the author first understand and then analyze 
traditional, hybrid, and modern masculinity and various other important elements 
for this research.  

Moreover, to analyze masculinity in the context of branding and advertising, 
there was a new literature review conducted. For that, the author also used the 
Scopus database and put keywords as “Masculinity” and “Advertising” and selected 
years of 2018, 2019, and 2020. In the subject area, the author checked social 
sciences and business management. The database provided 72 articles, out of which 
58 were selected as relevant. Later on, more articles from the year 2021 were added 
by reading relevant theories and other sources. These articles helped the author 
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understand the types of masculinity that researchers distinguish, essential concepts, 
and influencing factors of consumer perception of masculinity. 

1.1. Types of Masculinity and their Signifying Characteristics in the 
Scientific Literature 

When masculinity is involved in interdisciplinary research, for instance, in 
research about branding, advertising and psychology, the researchers mainly 
distinguish between two types of masculinity, such as traditional and modern 
masculinity (Table 1).  

Table 1. Types of Masculinity and their Characteristics (Author’s original work) 

Types of masculinity Characteristics Authors 

Traditional masculinity 
(including Hegemonic 
masculinity, and Toxic 
masculinity) 

Competitiveness, having physical 
strength, virility, machoism, striving 
to be a hero, having financial success, 
emotionally strong, independent, 
rejecting displays of femininity or 
fear, ambition and self-reliance, being 
a breadwinner, athletic, decisive and 
taking risk, sense of entitlement, 
dominant, patriotic, powerful, 
wealthy, having privilege, aggressive, 
brave. 

(Franz-Balsen, 2014), (Walters & 
Valenzuela, 2019), (Birch et al., 
2017), (Smith, 2012), 
(Månsdotter et al., 2009), 
(Kimmel, 1996), (Jaffe & Berger, 
1990), (Zayer et al., 2020), 
(Rogers, 2019), (Connell, 2014), 
(Montemurro & Riehman-
Murphy, 2019), (Pollack & Todd, 
2017), (Ging, 2013), (Oswald, 
2007) 

Hybrid masculinity 
(including Flexible 
masculinity and 
Complicit masculinity) 

Having privilege, being strategic, 
sensitive, caring, open minded, 
emphatic, with an interest 
maintaining male dominance, having 
less rigid view of gender norms, 
being able to adapt, emotional 
availability. 

(Montemurro & Riehman-
Murphy, 2019), (Connell, 2014), 
(Ging, 2019), (Eisen & 
Yamashita, 2019), (Scheibling & 
Lafrance, 2019), (Gee, 2014), 
(Zayer et al., 2020), (Hirschman, 
2003) 

Modern masculinity 
(including Inclusive 
masculinity and New 
masculinity) 

Having sense of equality, rejecting 
gender conformity, having feminine 
characteristics, emasculating, 
metrosexuality, choice based rhetoric, 
forward-thinking, progressive, having 
an interest in culture, emotionally 
expressive, sensitive and 
compassionate, narcissistic, 
immature, open minded, having an 
interest in fashion, being brave 
enough to be whoever the man wants 
to be. 

(Rogers, 2019), (Coad, 2008), 
(Salzman et al., 2005), 
(Lalancette & Cormack, 2018), 
(Cheng, 1999), (Kimmel, 2006), 
(Branchik et al., 2012), (Kimmel, 
1996), (Oswald, 2007), (Coad, 
2008), (Ging, 2019), (Ging, 2013) 
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These two types are common for distinguishing how a man is portrayed in the 
advertisement, but also beyond advertising, research on society and psychology 
mainly focuses on these two types of masculinity. However, there are also a few 
scholars who talked about hybrid masculinity, whereby male identities are 
constructed through a combination of elements drawn from different and 
contrasting cultural doctrines (Scheibling & Lafrance, 2019). The author of this 
research has classified the three main types of masculinity (and other types that they 
include) and, through an extensive literature review process, assigned the 
characteristics that can be found in the scientific literature describing these types of 
masculinity. It is important to understand each of these masculinity types so that 
they can be accurately identified in advertisements for further research. 

Since hybrid masculinity is between traditional and modern and has common 
characteristics with both types, there is some overlap between hybrid masculinity 
and traditional on the one hand and modern on the other (Fig. 1). 

 

 
 

Fig. 1. Types of masculinity and their key characteristics, behaviors and rhetoric 
(Source: the author’s original work). 

 
In the scientific literature, there is a discussion of how traditional, hybrid and 

modern masculinity are portrayed in advertising and how consumers perceive these 
types. For starters, the results of these efforts have a wide range of success of 
approval; for instance, Orth and Holancova (2003) have found that consumers tend 
to approve of more stereotypical role illustrations in advertising, which translates 
into a more positive ad and brand attitudes (De Meulenaer et al., 2019). Similarly, 
Putrevu (2004) concluded that men and women were likely to respond more 
positively to communication that was in tune with traditional gender stereotypes. In 
addition, several other researchers concur, saying that, for instance, 
competitiveness, a muscular physique, and other symbols of traditional masculinity 
can be effective in advertising to get positive attitudes from consumers (Brownbill 
et al., 2018). On the other hand, other studies have come up with opposite 
conclusions, namely that gender stereotyping results in negative ad and brand 
attitudes (Bellizzi & Milner, 1991; Jaffe & Berger, 1994). This can be explained by 
the fact that counter-stereotypical appeals are more surprising and could therefore 
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provoke more positive feelings (Orth & Holancova, 2003). In addition, researchers 
have found that effective advertising nowadays should promote a paradigm shift 
when it comes to gender roles (Magaraggia & Cherubini, 2017). Furthermore, it is 
noted that the use of stereotypes has come under increased scrutiny due to the fact 
that gender roles in society are changing; thus, marketers are in danger of alienating 
people by using traditional gender stereotypes (Hupfer, 2002; De Meulenaer et al., 
2019). Therefore, new and nuanced research on consumer perceptions of traditional 
versus modern masculinity depictions in advertising is relevant and necessary. 

2.  METHODOLOGY 

In order to get a deeper insight into consumer preferences when it comes to 
masculinity in advertising, the author conducted three focus groups with a young 
demographic: Latvian Generation Z. Focus groups are formally organized, 
structured groups of individuals brought together to discuss a topic or series of 
topics (Marczyk et al., 2005). The reason for choosing a focus group as a method is 
because, in contrast to other unilateral methods of obtaining qualitative data, focus 
groups allow for interactions between the researcher and the participants and among 
the participants themselves (ibid). Conducting a focus group is also one of the key 
research methods that advertising agencies use to see consumer opinions and 
attitudes toward their advertising campaign before it is released to the public. The 
purpose of conducting the focus groups was to find answers to two of the research 
questions: 

− Which type of masculinity gets more approval from the consumers 
(Latvia’s Generation Z)? 

− How should and how should not masculinity be depicted in advertising 
according to consumers (Latvia’s Generation Z)? 

 
There were three focus groups conducted: one entirely male, one entirely 

women and one mixed. Therefore, the composition of the focus group participants 
in total were 50:50 in terms of gender. The demographic group that was selected 
for the focus groups was Generation Z, who are born after 2000. However, many 
analysts include also people born after 1995 in this group (Kotler & Armstrong, 
2018, 99). This group is interesting to analyze for this particular research because 
younger audiences in Latvia have influence from their conservative parents, who 
were grown up during Soviet Union times, but they also have influence from 
modern-day American and Western Europe pop culture (movies, music, TV 
shows), which depicts different values and gender norms, therefore proposing a 
challenge for the advertisers. The younger audience is also interesting for the reason 
that many scholars now suggest that the millennial generation has promoted a 
culture that is much more inclusive and cohesive (McCormack, 2011; Thurnell-
Reid, 2012; Robinson et al., 2019). Therefore, it is important to see whether this 
claim by several scholars is accurate. In other words, determining whether younger 
generations in Latvia overwhelmingly select the advertisements depicting modern 
masculinity where inclusiveness, equality, and rejecting gender stereotypes are the 
key elements of this masculinity type became one of the goals. 
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The length of the focus groups varied from 58 minutes to one hour and 15 
minutes. The focus groups were conducted in September of 2022 and were held at 
the Faculty of Engineering Economics and Management of Riga Technical 
University. Each focus group contained eight participants who signed up for the 
focus group voluntarily. It was important for the focus group participants to sign up 
voluntarily so that they were more motivated to express their views. The 
participants were students of either Riga Technical University or Latvian Academy 
of Culture in the age group of 19 to 24. 

As with any focus group, there were some participants who were more active 
in expressing their opinions and attitudes as consumers and other participants that 
were more reserved and shyer about speaking. In some instances, the author 
encouraged the shy participants to express their views by asking them directly. Due 
to this reason, during the coding process, the author did not take the number of 
suggestions and opinions expressed by sheer quantity but considered who was 
giving these opinions. This is because for the active speakers to refrain from 
dominating the results, but rather the results being created through the variety of 
opinions of all focus group participants. If the focus group participant already 
mentioned the same idea about masculinity in advertising before, then it was not 
counted. It was done because participants who were most active expressed the same 
opinion multiple times, but it would not accurately reflect the opinion of the entire 
focus group. 

The focus group consisted of three vital parts (Table 2), which were 
introductory or open questions, transition or exploration questions, and a ranking 
exercise. The study used cosmetics and hygiene product brands to have consistency 
and also due to the reason that these brands depict masculinity most frequently and 
as the central theme in their advertising. 

Table 2. Structure and the Reason for Focus Group Interview Questions (Author’s 
original work) 

Types of 
questions 

 

Methodological reason for these type 
of questions 

Application of these questions for the 
study 

1st part: 
Introductory 
questions (Open 
questions) 

Introductory questions introduce the 
topic of discussion and get people to 
start thinking about their connection 
with the topic. The introductory 
questions are designed to be easy to 
answer (Krueger, 2015, 116). 

Introductory questions were asked to 
get the respondents to open up for a 
discussion and feel comfortable. The 
questions were also asked to get the 
raw opinions and first impressions 
when respondents thought of the topic 
of masculinity in advertising. 
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Types of 
questions 

 

Methodological reason for these type 
of questions 

Application of these questions for the 
study 

2nd part: 
Transition 
questions 
(Exploration 
questions) 

Transition questions move the 
conversation to the key questions that 
drive the study. (Krueger, 2015, 117). 
The questions are open-ended with the 
goal of getting respondents to provide 
lengthy responses in great detail 
(Marczyk et al., 2005) 

Transition questions included questions 
that were more specific about the topic 
and about four advertisements shown 
and discussed among the respondents. 

3rd part: 
Ranking 
exercise 

The ranking is a question-response 
format used when a researcher is 
interested in establishing some type of 
priority among a set of objects (Khan, 
2006) 

Respondents ranked the four 
advertisements on how much they liked 
them by giving them points. 

 
Qualitative content analysis of the focus group interview transcripts was 

conducted using Nvivo 11 qualitative data analysis software to help with the 
process of organizing, analyzing, and finding relevant insights in the text using 
coding method. The codes were given in the text concerning how masculinity 
should be depicted in masculinity (68 codes), and how it should not (76 codes). The 
author chose to have a mixed content analysis of conventional and direct content 
analysis. That means that some codes were defined before the analysis of the data 
based on the theoretical framework, and some codes were defined during the 
analysis of data making it a partially open and partially preconceived coding. The 
preconceived codes were related to the theory about masculinity-related concepts, 
and open codes revealed themselves concerning how advertisers should depict 
masculinity in advertising and how they should not. Some of the codes that were 
too similar were combined with others into larger categories. 

3.  RESULTS 

Respondents were actively engaged in the discussions, indicating their interest 
in the topic and something that they had thought about and discussed earlier, 
therefore showing relevance of masculinity in advertising. Throughout the three 
focus groups, the author intended to find out how advertisers and brand strategists 
should not portray men in advertising, meaning what would be the ineffective ways 
of communicating with consumers when depicting masculinity. The author asked 
various questions to the focus group participants that were aimed at answering this 
vital question. After the coding process and analyzing the data, it became clear that 
focus group participants considered using stereotypes as the absolute worst thing 
that advertisers could do when depicting masculinity in their marketing 
communication (Fig. 2).  
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Fig. 2. Worst ways to depict masculinity in advertising according to focus group 
participants (Source: the author’s original work). 

A close second to the use of stereotypes was exaggerated masculinity which 
obviously is closely linked to stereotypes, but since focus group participants use 
different terminology to express themselves, these suggestions were counted 
separately. Other popular answers were using muscular bodies to portray men and 
gender conformity, which, from the theoretical part of this research, was already 
established as a concept where media or marketers, or society is trying to achieve 
that men conform to a single standard. In the case of masculinity, that would be one 
ideal type of man. Some of the answers that did not exceed the threshold were 
depicting men in unrealistic way, only perfect looking men and showing men as 
typical businessmen. 

One of the fiercest debates when it comes to advertisers’ tactics of depicting 
masculinity in advertising was the use of traditional masculine stereotypes. There 
were some participants like Edgars and Ivo who looked favorably to traditional 
masculinity and stereotypes in advertising because they thought that it was a 
motivation for men to grow and develop themselves. However, more often, the view 
of the respondents was very negative of this advertisers’ tactic of deploying old-
fashioned stereotypes when depicting men. 

Varis: “I try to skip advertisements with stereotypes. These ads do not have any 
value in my eyes.” 

Other focus group participants concur. This quote was made after watching the 
Barbasol “Shave like a man” ad. 

Izabela: “In my view, this advertisement shows toxic masculinity, where the 
man has to go to a war to prove his masculinity and being emotional or achieving 
results through a debate is not considered masculine.”  

The focus group participants were mainly positive about the Old Spice 
advertisement even though it is full of masculine stereotypes, but some participants 
see it as an intentional way to make fun of traditional masculinity and other 
advertisements that use stereotypes in a serious way. 
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Anna: “I think Old Spice ads work better than the serious masculine ones 
because it ironizes the other serious brands.”  

It shows that consumers might look upon stereotypes favorably as long as they 
are clearly presented as jokes in humorous content; otherwise, consumers seem to 
be against them. 

Another key insight that revealed itself in the focus groups and one that was 
surprising to the author was the fact that some participants did not like when the ad 
did not include the product at all. Some respondents considered Gillette and Axe 
advertisements as confusing and something that they would not consider an ad. 
However, other respondents disagreed with them. 

Līva: “I would like to disagree with the idea that the ad has to show the product. 
Nowadays, advertising plays on emotions, and each ad creates an aura and shows 
you who you can be. I think it is much more effective to tell the story through 
emotions instead of promoting the product.”  

Another focus group participant in a separate focus group agrees, saying that 
the advertisement has to show the human side more than the product. That 
corresponds to some of the scholars quoted in the literature review part that agrees 
with this premise of emotions and the human side over the product in advertising. 
Furthermore, depicting masculinity seems to get a lot of emotions which is proved 
in both the focus group interviews and literature review analysis. 

The most important question to find answers to was, “How should masculinity 
be depicted in advertising to get consumer approval.”  

The most popular answers that the respondents provided were that masculinity 
and the issues related to it are important in society, and the advertisement focusing 
on it is a positive aspect and one that the consumers approve (Fig. 3).  

 

Fig. 3. Best ways to depict masculinity in advertising according to focus group 
participants (Source: the author’s original work). 

A close second in popularity among the focus group participants was diversity, 
in other words, showing men in diverse ways as women in advertising for over a 
decade now (opinion expressed in the men’s focus group). Other popular answers 
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were self-acceptance, emotionality, and inclusivity as important elements to use 
when depicting men in advertising. Some of the answers that did not exceed the 
threshold to be included in the graph were authenticity, being well-dressed, 
focusing on mental health, and making fun of toxic masculinity as ways of how 
masculinity should be depicted in advertising. 

The reason that respondents provided for their most popular answers 
concerning the importance of the topic of masculinity in advertising was gender 
conformity going on in society, particularly concerning men. Focus group 
participants thought that men were instructed and even pressured to act a certain 
way to be masculine in order to be accepted by their peers. 

Rihards K (spoken about Axe’s “Is it ok for guys…” advertisement): “I think 
that a good advertisement is about an important topic in society. They ask if it is ok 
that men are not stereotypically masculine. They bring up issues that men are too 
scared to talk about openly.”  

Even participants like Edgars and Ivo, who approve of traditional masculinity 
in advertising, agreed that there is a crisis in masculinity, although their view was 
that men are being overly criticized for both being too traditional and being called 
toxic and also for being emotional, which in their view is also not valid criticism 
and puts unnecessary pressure on men to always be stoic. 

Some of the participants, particularly men, opened up about personal issues, 
especially Rihards J. He shared how he was raised and the issues that it caused him, 
and how important he thought Axe’ “Is it ok for guys” advertisement was. 

Rihards J: “I think it is good to take away the stigma of men showing their 
emotions. I was taught that men should never do that because it is a sign of 
weakness. I was raised that way. And then you ask yourself later, is it ok to be the 
way I am?”  

Many participants agreed that Gillette’s and Axe’s advertisements (two of the 
four that were shown in all three focus groups) were a good example of how 
masculinity in advertising should be depicted. Their arguments mainly were 
centered around the idea that these ads take the pressure off men to always be the 
same and always be stereotypical men. Even women agreed that taking pressure off 
men is an important thing because when men are insecure and pressured, it 
negatively affects women. This opinion is echoed by social scientists and 
corresponds to the findings from the literature review about the harm of 
emphasizing traditional masculinity in advertising.  

Focus group interviews were also an important research method to get clarity 
about some of the advertisements that received wildly inconsistent results between 
qualitative content analysis of YouTube comments and the A/B test results 
(previous research conducted in 2023 and 2022). The already mentioned Gillette 
and Axe advertisements received positive feedback, where respondents saw 
advertisers focusing on good values such as responsibility, self-acceptance, 
diversity, and inclusivity. 

Dāvis (spoken about Gillette’s “We believe: the best man can be” 
advertisement): “I really like this ad, it calls for responsibility from men to do what 
is right, like defending others against bullies. It helps get the message also to the 
kids.”  
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Gillette’s advertisement got overwhelmingly positive reviews, and it was also 
one of the ads that respondents selected as the one they would be most likely to 
share on their social media profiles, which according to researchers, is very 
important for an advertisement to get awareness and achieve advertising 
effectiveness. 

Izabela: “I have shared the Gillette advertisement on my social media profiles 
because I think it sheds light on important problems about masculinity that society 
needs to move on from. I would also consider sharing the Axe ad because it is about 
a similar topic as Gillette one.”  

Gillette’s ad in question, which was one of the subject ads in the mixed method 
analysis (previous research), received very negative consumer feedback, as proven 
by the discourse analysis, qualitative content analysis (4 % ad appreciation 
comments and an astounding disapproval rate of 65 % of the comments), sentiment 
analysis (78 % negativity), and statistical analysis (Likeability ratio of only 0.54). 
However, in the A/B test results, Gillette’s advertisement was convincingly selected 
as the favorite one over their own traditional masculinity ad (63 % of men and 82 % 
of women). Therefore, it was difficult to assess the particular Gillette ad’s consumer 
perception and determine how effective it was. This next positive consumer 
feedback in the focus groups does provide a deeper perspective of why there could 
be so much negativity directed at Gillette in the YouTube comments. 

Izabella: “Maybe the ad triggered some men who teach their kids to be 
aggressive and to fight and who use the phrase “boys will be boys” (as it is used in 
the ad); thus, they see that the ad is a direct attack on them and how they were raised 
and how they raise their children.”  

The famous Old Spice advertisement was another interesting case for the author 
to use as a subject for discussion in the focus groups. The Old Spice ad had the 
opposite situation from Gillette (previous research), namely that the YouTube 
comments were very positive (56 % positivity in sentiment analysis and likeability 
ratio of 42.6) but struggled to get a positive result in the A/B test results (61 % of 
men and 32 % of women chose it over the modern masculinity ad). Here the focus 
group participants, while appreciating the humor to some extent and saying that it 
piques their interest in trying the product, mainly criticized the ad as one that does 
not add value and is pressuring men into conforming to one smell that men would 
have and degrading women. Therefore, creativity and humor proved to be not such 
an important factor after all. However, the gender conformity, specifically about 
the one standardized smell that all men must have seem to irritate the focus group 
participants. 

Beāte: “This ad makes you wonder about that one smell that men have to smell 
like. I think it is illogical that all men have to smell the same way.”  

The second criticism of the Old Spice advertisement was that it is insulting to 
women, suggesting that all women want the same material things, which are old-
fashioned ways to view women’s needs. However, some admitted that they had not 
thought about it before, only now when the issue was raised by one of the focus 
group participants. 

Unlike Old Spice and Gillette, Axe’s “Is it ok for guys” did not have a vast 
disparity between mixed method analysis (for example, the likeability ratio was 
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only 13.52) and the A/B test results (men chose this ad at 71 % while women chose 
it 84 %); nevertheless, the disparity was significant enough to be included in the 
focus group testing. The overall findings indicate that consumers overwhelmingly 
favor this ad; some of them put it higher than Gillette because it does not judge 
anyone but is simply asking questions if it is ok not to be stereotypically masculine. 

Ingmārs: “This ad shows masculinity in a modern way, it shows diversity. I 
think it is the right way to portray masculinity.”  

Others say that Axe advertisement is one that takes the pressure off men and 
advocates for self-acceptance from men, which turned out to be an important 
element for an effective masculinity advertisement to get consumer approval. 

Rihards K: “This type of advertising does not tell the men how to be or how 
they cannot be. It shows that you can be who you are. I like this advertisement 
because it allows men to express emotions, cry and be more feminine or to have 
more feminine characteristics.”  

The worst feedback in the focus groups was towards the Barbasol ad, which 
had a very positive discourse and full of praise from the consumers in the YouTube 
comment section and a likeability ratio of 133 (previous research). However, the 
respondents thought that the ad was making fun of the soldiers of World War II and 
the main character displaying traits of toxic masculinity.  

Finally, since there were significant differences between men’s and women’s 
answers in the A/B test results (previous research), the author wanted to find out 
whether ranking the advertisements that were subjects for discussion would also 
yield similar results showing significant differences between men’s and women’s 
opinions. At the end of the focus group interview, the respondents ranked the 
advertisements that they had seen in the focus group. They were instructed to give 
the one that they preferred the most 40 points, 30 points for their second preference, 
20 for their third, and 10 points for their fourth preference. 

Table 3. Rankings of the Most Preferred Advertisements among Focus Group 
Participants (Author’s original work) 

Advertisement Men’s focus group 
(average points) 

Women’s focus 
group (average 

points) 

Mixed focus group 
(average points) 

Gillette’s “We believe: The 
best men can be” 36.25 27.5 32.5 

Old Spice’s “The man your 
man could smell like” 22.5 26.25 22.5 

Barbasol’s “Shave like a 
man” 12.5 12.5 13.75 

Axe’s “Is it ok for guys” 28.75 33.75 31.25 

 
The results show a rather similar pattern in the answers among the three focus 

groups. For instance, the fact that in all three focus groups, the most preferred and 
liked advertisement was either Gillette’s ad or Axe’s ad. In all three focus groups, 
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Old Spice’s ad was the third preferred one, and Barbasol was by far the most 
disliked one, even though it had the highest Likeability rating among all of them in 
the statistical analysis based on the YouTube data. There are, however, a few 
differences that stand out more from the results. For instance, while men ranked 
Gillette’s ad as the most preferred one, women chose Axe’s. The difference between 
the average points between men’s focus group and women’s is 24 % when it comes 
to choosing Gillette’s ad and 15 % when it comes to Axe’s ad. Interestingly, the 
mixed focus group results were right in the middle of men’s and women’s focus 
group results (Gillette and Axe’s ad preferences), showing consistency in how men 
and women think about these advertisements. 

4. DISCUSSION 

Prior studies have noted the importance of masculinity in advertising to capture 
consumer attention (Scheibling et al., 2019; De Meulenaer et al., 2019; Zayer et al., 
2020). With this research, the author intended to get a deeper insight into consumer 
preferences with regard to masculinity in advertising, particularly with the Latvian 
Generation Z demographic. There are many individual differences (e.g., attitudes, 
personality, values, motivations) that affect consumers in the decision-making 
process (Lee et al., 2020). One of them is consumer perception of masculinity and 
advertisers’ depiction of it. The study was limited to advertising as a form of 
marketing communication and also limited to the consumer perceptions of 
traditional and modern masculinity in advertising. The limitations of the study also 
included the research methods that were focused on qualitative methods, such as 
conducting a thorough literature review and focus group interviews to understand 
consumer preferences on the matter of masculinity in the context of advertising. 

The author noticed that the focus group participants had an easier time telling 
how masculinity should not be depicted in advertising than how it should. The 
students were taking longer time to think and had more difficulty expressing 
themselves and what they meant when answering these questions and also 
providing their opinions in different related questions aimed at understanding 
consumer preferences. Perhaps it indicates that consumers do not always know 
what they want but are surer about what they do not want. 

There were some focus group participants who expressed that traditional 
masculinity could inspire men to reach their potential and become the ideal man – 
physically strong, muscular, competent, and powerful, which might suggest that 
focusing on traditional masculinity could be beneficial for brand strategists and 
advertisers, as suggested by several previous studies (Orth & Holancova, 2003; 
Putrevu, 2004; Brownbill et al., 2018). 

On the other hand, the vast majority of focus group participants rejected 
traditional masculinity and argued for the more sensitive, inclusive depiction of 
men in advertising. In other words, the respondents expressed their approval of 
advertisers and brand strategists using modern masculinity in advertising to portray 
men. These results corroborate the findings of a great deal of the previous studies 
(Magaraggia & Cherubini, 2017; De Meulenaer et al., 2019; Zayer et al., 2020). 
The answers were focused on quite serious factors that advertisers should consider 
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when portraying men, such as inclusivity, diversity, a crisis in masculinity, the 
relevance of the topic in society, and so on. 

Regarding the theoretical implications of this study, the author was able to 
classify the three masculinity types and related concepts to them as well as key 
characteristics that define these types of masculinity due to an extensive literature 
review process. There was some overlap between hybrid masculinity and traditional 
on the one hand and modern on the other. However, the differences between 
traditional and modern are stark both in scientific literature.  

Managerial implications of this study include a better understanding for 
advertisers about what type of masculine character to focus on and whether 
advertisers’ offered version of masculinity is in alignment with consumer (Latvian 
Generation Z) preferences as well as which masculine characteristics consumers 
perceive more favorably, thus helping brand strategists and advertisers to create a 
more meaningful, effective and resonating male brand persona or to choose a male 
brand ambassador. Further research will include conducting interviews with 
advertising industry experts. 

CONCLUSIONS 

This study aimed at understanding the current consumer perceptions of 
masculinity in advertising and how advertisers should depict masculinity in order 
to get consumer approval. The study concluded that researchers mainly 
distinguished three major types of masculinity: traditional, hybrid, and modern. 
Traditional masculinity is associated with competitiveness, physical strength, 
striving to be a hero, having financial success, emotional stoicism, rejecting 
displays of femininity, ambition, self-reliance, being a breadwinner, dominance, 
and aggression. Hybrid masculinity shows displays of both types of masculinity, 
and modern masculinity is associated with a sense of equality, being emotionally 
expressive, rejecting gender conformity, being sensitive, having feminine 
characteristics, metrosexuality, progressive thinking, having an interest in culture, 
immaturity, having an interest in fashion, and being brave enough to be whomever 
the man wants to be. 

The author concludes that masculinity in advertising is an issue that evokes 
emotions in consumers, especially men, and it makes people think and talk about 
the advertisement. It also shows that the issue of masculinity and rejecting gender 
stereotypes are important for society and that advertisers, as suggested by the 
stakeholder theory, have a social responsibility to talk about what is important for 
their stakeholders, especially society. Furthermore, it demonstrates that it could be 
beneficial for the brand itself to show that they care about issues concerning society 
since consumers approve of such advertising, known as social marketing, where 
companies create added value with their marketing, not just focus on selling their 
product. The focus group participants called the regular cliché attempts of selling 
products “an old-fashioned way to do advertising.” Finally, the author concludes 
from focus group interviews that Latvia’s Generation Z prefers modern masculinity 
depictions in advertising over traditional ones, and advertisers should not depict 
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masculinity with stereotypes but rather emphasize diversity, self-acceptance, and 
emotionality and depict masculinity as an important topic. 

The results obtained could be of particular importance for advertisers and brand 
strategists who are looking for ways to communicate with consumers about 
controversial topics such as masculinity. The results can help advertisers understand 
how consumers perceive masculinity in advertising and how advertisers should 
depict masculinity in order to get consumer approval. 

REFERENCES 

Alexander, S. M. (2003). Stylish hard bodies: Branded masculinity in men's health magazine. 
Sociological Perspectives, 46(4), 535–554. https://doi.org/10.1525/sop.2003.46.4.535  

Bellizzi, J. A., & Milner, L. (1991). Gender positioning of a traditionally male-dominant product. 
Journal of Advertising Research, 31, 72–80. 

Birch, P., Baldry, E., & Hartley, V. H. (2017). Procuring sexual services: Evidencing masculinity 
diversity and difference through sex work research. Sexuality and Culture, 21(4), 1106–1119. 
https://doi.org/10.1007/s12119-017-9439-5  

Branchik, B. J., & Chowdhury, T. J. (2012). Self-oriented masculinity: Advertisements and the 
changing culture of the male market. Journal of Macromarketing, 33(2), 160–171. 
https://doi.org/10.1177/0276146712463823  

Brownbill, A. L., Miller, C. L., & Braunack-Mayer, A. J. (2018). The marketing of sugar-sweetened 
beverages to young people on Facebook. Australian and New Zealand Journal of Public Health, 
42(4), 354–360. https://doi.org/10.1111/1753-6405.12801  

Cheng, C. (1999). Marginalized masculinities and hegemonic masculinity: An introduction. Journal 
of Men's Studies, 7(3), 295–331. https://doi.org/10.3149/jms.0703.295  

Coad, D. (2008). The metrosexual: Gender, sexuality, and sport. The State University of New York 
Press. 

Connell, R. (2014). The study of masculinities. Qualitative Research Journal, 14(1), 5–15. 
https://doi.org/10.1108/QRJ-03-2014-0006  

De Meulenaer, S., Dens, N., De Pelsmacker, P., & Eisend, M. (2019). How consumers' values 
influence responses to male and female gender role stereotyping in advertising. International 
Journal of Advertising, 37(6), 893–891. https://doi.org/10.1080/02650487.2017.1354657  

Eisen, D., & Yamashita, L. (2019). Borrowing from femininity: The caring man, hybrid 
masculinities, and maintaining male dominance. Men and Masculinities, 22(5), 801–820. 
https://doi.org/10.1177/1097184X17728552  

Franz-Balsen, A. (2014). Gender and (un)sustainability – Can communication solve a conflict of 
norms? Sustainability, 6(4), 1973–1991. https://doi.org/10.3390/su6041973  

Gee, S. (2014). Bending the codes of masculinity: David Beckham and flexible masculinity in the 
new millennium. Sport in Society, 17(7), 917–936.  
https://doi.org/10.1080/17430437.2013.806034  

Ging, D. (2013). Men and masculinities in Irish cinema. Palgrave Macmillan. 
https://doi.org/10.1057/9781137291936  

Ging, D. (2019). Alphas, betas, and incels: Theorizing the masculinities of the manosphere. Men 
and Masculinities, 22(4), 638–657. https://doi.org/10.1177/1097184X17706401  

Hirschman, E. (2003). Men, dogs, guns, and cars – The semiotics of rugged individualism. Journal 
of Advertising, 32(1), 9–22. https://doi.org/10.1080/00913367.2003.10601001  

Hupfer, M. (2002). Communicating with the agentic woman and the communal man: Are stereotypic 
advertising appeals still relevant? Academy of Marketing Science Review, 3, 1–15. 

Jaffe, L.J., & Berger, P. D. (1994). The effect of modern female sex role portrayals on advertising 
effectiveness. Journal of Advertising Research, 34(4), 32–42. 

Jaffe, L.J. (1990). The effect of positioning on the purchase probability of financial services among 
women with varying sex-role identities. In M. E. Goldberg, G. Gorn, & R. W. Pollay (Eds.), NA 
– Advances in consumer research, 17, (pp. 874– 881). Association for Consumer Research. 



Economics and Business 

 __________________________________________________________________________ 2023 / 37 
 

150 

Khan, M. (2006). Consumer behaviour and advertising management. New Delhi: New Age 
International Publishers. 

Kimmel, M. (1996). Manhood in America: A cultural history. The Free Press. 
Kimmel, M. (2006). Manhood in America: A cultural history (2nd ed.). New York: Oxford 

University Press. 
Kotler, P., & Armstrong, G. (2018). Principles of marketing (17th ed.). London: Pearson. 
Krueger, R.A. (2015). Focus groups: A practical guide for applied research (5th edition). Thousand 

Oaks: Sage Publications. 
Lalancette, M., & Cormack, P. (2018). Justin Trudeau and the play of celebrity in the 2015 Canadian 

federal election campaign. Celebrity Studies, 11(2), 157–170. 
https://doi.org/10.1080/19392397.2018.1497519  

Magaraggia, S., & Cherubini, D. (2017). Beyond bruised faces and invisible men? Changes in social 
advertising on male violence against women in Italy. Feminist Media Studies, 17(3), 440–456. 
https://doi.org/10.1080/14680777.2016.1234500  

Månsdotter, A., Lundin, A., Falkstedt, D., & Hemmingsson, T. (2009). The association between 
masculinity rank and mortality patterns: a prospective study based on the Swedish 1969 conscript 
cohort. Journal of Epidemiology and Community Health, 63(5), 408–413.  
https://doi.org/10.1136/jech.2008.082628  

Marczyk, G., DeMatteo, D., & Festinger, D. (2005). Essentials of research design and methodology. 
Hoboken: John Wiley & Sons.  

McCormack, M. (2011). Hierarchy without hegemony: Locating boys in an inclusive school setting. 
Sociological Perspectives, 54(1), 83–101. https://doi.org/10.1525/sop.2011.54.1.83  

Montemurro, B., & Riehman-Murphy, C. (2019). Ready and waiting: Heterosexual men's decision-
making narratives in initiation of sexual intimacy. Men and Masculinities, 22(5), 872–892. 
https://doi.org/10.1177/1097184X17753040  

Orth, U. R., & Holancova, D. (2003). Consumer response to sex role portrayals in advertisements: 
Effects of incongruity and prejudices on emotions and attitudes. Journal of Advertising, 32(4), 
77–89. https://doi.org/10.1080/00913367.2003.10639144  

Oswald, L. (2007). Psychoanalysis and advertising: Positioning the consumer in advertising 
discourse. The University of Illinois.  

Pollack, B., & Todd, J. (2017). Before Charles Atlas: Earle Liederman, the 1920s king of mail-order 
muscle. Journal of Sport History, 44(3), 399–420.  
https://doi.org/10.5406/jsporthistory.44.3.0399  

Putrevu, S. (2004). Communicating with the sexes: Male and female responses to print 
advertisements. Journal of Advertising, 33, 51–62.  
https://doi.org/10.1080/00913367.2004.10639168  

Robinson, S., White, A., & Anderson, E. (2019). Privileging the bromance: A critical appraisal of 
romantic and bromantic relationships. Men and Masculinities, 22(5), 850–871. 
https://doi.org/10.1177/1097184X17730386  

Rogers, N. (2019). Holding court: The social regulation of masculinity in university pickup 
basketball. Journal of Contemporary Ethnography, 48(6), 731–749. 
https://doi.org/10.1177/0891241619827369  

Lee, S.H., & WorkmanJ. (2020). How do face consciousness and public self-consciousness affect 
consumer decision-making? Journal of Open Innovation: Technology, Market, and Complexity, 
6(4), Article 144. https://doi.org/10.3390/joitmc6040144  

Salzman, M., Matathia, I., & O'Reilly, A. (2005). The future of men. Palgrave Macmillan.  
Scheibling, C., & Lafrance, M. (2019). Man up but stay smooth: Hybrid masculinities in advertising 

for men's grooming products. Journal of Men's Studies, 27(2), 222–239. 
https://doi.org/10.1177/1060826519841473  

Smith, J. (2012). The thrill makers: Celebrity, masculinity, and stunt performance. Los Angeles: 
University of California Press LTD.  

Thurnell-Read, T. (2012). What happens on tour: The premarital stag tour, homosocial bonding, and 
male friendship. Men and Masculinities, 15(3), 249–270. 
https://doi.org/10.1177/1097184X12448465  



Economics and Business 

 __________________________________________________________________________ 2023 / 37 
 

151 

Walters, A.S., & Valenzuela, I. (2019). To me what's important is to give respect. There is no respect 
in cheating. Masculinity and Monogamy in Latino Men. Sexuality and Culture, 23, 1025–1053. 
https://doi.org/10.1007/s12119-019-09615-5  

Zayer, L. T., McGrath, M. A., & Castro-González, P. (2020). Men and masculinities in a changing 
world: (de)legitimizing gender ideals in advertising. European Journal of Marketing, 54(1), 
238–260. https://doi.org/10.1108/EJM-07-2018-0502  

AUTHOR’S SHORT BIOGRAPHY 

Toms Kreicbergs, Mg.oec., is a Lecturer, Researcher, and 4th year PhD 
student at Riga Technical University (Kalnciema Str. 6, Riga, Latvia). He 
delivers study courses such as marketing, brand management, consumer 
behaviour and social responsibility, and business ethics. Formally, Toms 
Kreicbergs was working in the field of marketing as a Marketing Strategist at 
the advertising agency Nord DDB and advertising agency Mooz. He also 
worked as a Marketing Manager at international companies such as Standout 
Wed and Syd Dymanics back in Denmark. Prior to joining Riga Technical 
University, Toms Kreicbergs obtained his education (two Bachelor degrees 
earned in 2014 and 2017 and one Master degree earned in 2019) at the 
University of Southern Denmark.  

E-mail: toms.kreicbergs@rtu.lv  
ORCID iD: https://orcid.org/0000-0002-3001-2198  

 


	Introduction
	1. LITERATURE REVIEW
	1.1. Types of Masculinity and their Signifying Characteristics in the Scientific Literature

	2.  Methodology
	3.  Results
	4. Discussion
	Conclusions
	References
	Author’s short biography

