MILLENNIAL MEN & MODERN MANHOOD:

The Pressure
To Be It All
PRESENTED BY HIL L HOL L IDAY AND ORIGIN

TA B L E O F C O N T E N T S

2

0 1 / / I NTRO D U CTI O N

3

0 2 / / E XE CU TI V E
SU MMA RY

01 // INTRODUCTION

Spoiler Alert:
The playbook for modern
manhood doesn’t exist.
Then again, that’s probably a good thing. In an era when we’re
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experiencing wholesale shifts in traditional gender roles, reducing
masculinity to the Xs and Os of a sports playbook starts to feel
like a relic from the past.
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Simply put, our collective understanding of masculinity and manhood
can no longer be distilled into a static and absolute portrait — some
2D video-store cutout of Rambo. Instead, we’ve moved to a more nuanced,
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fluid, and in some ways, more challenging and responsive articulation
of what it means to be a man in 2018 — thanks largely to broader
conversations and changes shaping our society.
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With a desire to inquire upon the current state of men today, we conducted
a national quantitative study with roughly 1,800 men in the United
States, spanning generations, races, and familial structures. Our study
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focused primarily on men, but we also compiled an additional sample
of women for comparison. And while we didn’t create a new playbook in
the process, we did discover a particular male cohort undergoing a
profound shift, right before our eyes.
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02 // EXECUTIVE SUMMARY

Anyone who’s refreshed their
Twitter feed or followed the news
over the past year knows that we’re
in the midst of a sea change in
gender dynamics in modern America.
From the empowerment of (and
fallout from) the #MeToo movement,
to redoubled efforts across industries
to increase diversity and close the
gender pay gap, there are massive

Millennial Men: Born between 1981
and 1994, currently aged 24–37
It makes sense. In their lifetime, Millennials have seen the alpha-male
role model evolve from the swaggering one-liners of Arnold
Schwarzenegger to the vulnerability of Harry Styles. As a culture,
we began to rethink our masculine definitions. The strong, stoic type
went from being a “man” to a “repressed man.” The generally
unquestioned gender roles Millennials grew up with — men as providers
and women as caregivers — have begun to crack and devolve,
just as this generation has entered full adulthood.

changes occurring that have only

In short, the roadmap for Millennial men is changing at the most critical

accelerated since Boomer parents

intersection of their lives, and they appear to be vacillating between

dominated the workforce.

the entrenched values of their youth and new, progressive ideals.

In all transparency, we set out to
examine how men in general were
feeling about these changes and
evolving gender roles, both at home

Understandably, this can lead to some confusion, inconsistency, and in
some cases, even frustration. It doesn’t help that most of these men
aren’t openly talking about this fundamental tension, although our hope
is that this report can help encourage further dialogue.

and in the workplace. But as we

In this study, we explored the lives of Millennial men through their

began to analyze the data, Millennial

perspectives on modern masculinity and how it manifests both at work

men consistently showed up as

and at home. We also looked at how their attitudes and beliefs on

outliers. We had to ask ourselves:

these topics compared to those of men of other generations, and cross-

What is going on with them?

referenced with the viewpoints of our female respondents, too.

Our conclusion? Millennial men are

And though we’re just scratching the surface with this topic, our study

in a critical moment of flux between

led to four standout insights with regard to this cohort:

competing definitions of manhood.

1. Millennial men are navigating multiple, and conflicting, articulations
of masculinity
2. The workplace gender gap is closing, and Millennial men are unsure
about where that leaves them
3. More so than previous generations, Millennial dads want to
be more present at home, but worry more about the professional
consequences
4. Millennial dads believe they are the primary caregivers in their homes
(but so too do Millennial moms)
We also identified opportunities for brands to better engage with
Millennial men in light of these findings. As always, we invite you to
explore the findings, insights, and emerging opportunities for brands
in the following pages.
For more information about the report or to discuss how the data can
impact your marketing strategy, please contact us.
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Our study is based
on a detailed
quantitative survey
fielded from
qualified respondents
among men and
women across the
United States.

03 // METHODOLOGY

We compiled data to specifically identify attitudes and opinions on
masculinity today, practices and responsibilities at work and in the home,
and what it’s like to be a man today, looking at both the reality as stated
by men and the perception of that reality held by women. We also
examined the #MeToo movement and the impact it has had on how
men behave and how they perceive their own behavior.
The study is based on the views of 2,200 diverse, qualified respondents
across the United States, 18 years of age and older, and included
1,758 men and 413 women. Respondents varied in age, sex, relationship
status, and in whether or not they had children.
We welcome you to republish and share these findings in your own work.
Please credit all uses of statistics and graphics to Hill Holliday/Origin,
Millennial Men & Modern Manhood: The Pressure to Be It All, 2018. If you’re
sharing or reposting on the Web, please consider including a link to the
canonical version of the report at http://thinking.hhcc.com/millennialmen.

MILLENNIAL MEN AND MODERN MANHOOD: THE PRESSURE TO BE IT ALL

HILL HOLLIDAY // ORIGIN // 04

04 // MILLENNIAL MASCULINIT Y

Emotional
honesty with
a side of
barbecue.

MI L L E NNIA L ME N
They believe in emotional maturity over strength and chivalry, are far
more comfortable talking about their emotions than previous
generations, and even claim to excel at braiding their daughters’ hair (54%
versus 29% of previous male generations).

A L SO MI L L E NNIA L ME N
They believe that cooking on the grill and playing sports are the activities
that make them feel most like a man, and that “protecting the family” is
the number-one job of a “good man.”
While it seems that we’re talking about two different groups here, these
conflicting responses nicely capture the bifurcated, and competing,
expectations being placed on Millennial men.

MILLENNIAL MEN AND MODERN MANHOOD: THE PRESSURE TO BE IT ALL

HILL HOLLIDAY // ORIGIN // 05

THE NE W MASCU L INIT Y
On the one hand, Millennial men played
little part in creating the definition of
masculinity that was handed down to
them, and appear unafraid to adopt new

58%

58%
OF
MI L L E NNIA L
ME N

37%
26%

say they feel “very
comfortable” talking
about their emotions.

modes. A 2016 YouGov study found that

MILLENNIAL

GEN X

BOOMER

29%

SILENT

younger American men were far less
likely than prior generations to identify
as “completely masculine,” and some
of our findings support this notion.
This sentiment suggests that the dated

94%

expectation requiring men to suppress
all emotion beyond courage or
toughness is no longer a prerequisite to

OF
MI L L E NNIA L
ME N

agree that men need
more opportunities where
they can feel safe talking
about their emotions.

be “a man.” Yet, they still feel that men
need more opportunities where they
can feel safe talking about their
emotions, signaling that some stigmas
remain. However comfortable they are,
there is some anxiety about the possible
sting of disapproval when they do
show their emotions. That need for a
safe place to express their feelings is
almost universal (94%).

Q: Activities historically reserved for women that make men today
“feel more like a man”

Interestingly, there were encouraging

PERCENTAGE OF MALE RESPONDENTS WHO REPORTED THAT
THE ACTIVITY MADE THEM “FEEL MORE LIKE A MAN”

signs across generations that the tenets
of what makes “a good man” are
shifting slightly. We heard “honesty”

83%

as the number-one answer across

81%

generations, followed by “respect for

77%

77.6%

women” and “emotional maturity.”

76%

The fact that “respect for women” took

75%

74%

73%

precedence over “emotional maturity”
may signal how culture as a whole
is playing a role in redrawing what
we consider to be the characteristics
of an upstanding man.
Also worth noting, men across
generations have no qualms about
participating in household activities
historically reserved for women. In fact,
most say that the following activities
make them “feel more like a man.”

Shopping for
Groceries

Preparing
a Meal

Washing
the Dishes

Feeding
a Baby

Doing
Laundry

Cleaning Changing Combing a
the House a Diaper Child's Hair

Source: Hill Holliday/Origin, Millennial Man Study, 2018
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ONE F O O T IN T HE PAS T
But on the other hand, as some
activities associated with masculinity
are changing, not all seem to follow

Q: Activities historically reserved for men that make men today
“feel more like a man”
% OF MALE AND FEMALE RESPONDENTS WHO REPORTED WHICH ACTIVITIES WERE MORE “MANLY”

92%
92%

92%
90%

92%
93%

92%
89%

suit. The four activities selected most
by men and women across generations
as those either making a man “feel
more like a man” or causing women
to view men as “more masculine” were

COOKING ON
THE GRILL

PLAYING
SPORTS

FIXING AN
APPLIANCE

ALL MEN

ALL WOMEN

PAYING
BILLS

cooking on the grill, sports, fixing
appliances, and paying bills.
Similarly, as hinted at earlier, both men

75%
72%

and women of all ages are still
holding on to certain facets of what
has traditionally been viewed as
“masculine.” In our study, men and

65%
62%

47%
52%

Q: The most
important job of
a good man

women defined “good men” as

PROTECTING
HIS FAMILY

those who protect and provide for
their family financially.

PROVIDING
FINANCIALLY

RAISING HAPPY
CHILDREN

Source: Hill Holliday/Origin, Millennial Man Study, 2018

This pressure to provide financially
has interesting ripple effects within

This finding also echoes a 2017 study conducted by the Pew Research

the workplace, and sets the stage for

Center illustrating the different pressure points Americans perceive

another area of fascinating tension

for men and women. According to the study, men are still seen as facing

within the responses and actions of

a lot of pressure to support their family financially and be successful in

Millennial men.

their job or career.
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05 // WORK LIFE

Here’s to an
equal playing
field (in theory).
Across industries and categories,
businesses are increasingly
responding to the cultural
groundswell supporting greater
female leadership representation,
pay equality, and improving overall

CAUG H T I N A B R OA D E R C HA N G E
For example, while only about a third of Gen X, Boomers, and the
Silent Generation feel like they are losing opportunities to equal rights
or non-discrimination policies, this number jumps to nearly half
among Millennial men.
Millennial men are also reporting some frustration with the changes
to the traditional roles of men. Compared to older generations, where
the majority responded that they are not at all frustrated with the changes,
61% of Millennial men express some degree of frustration. Mixed
among many “not sure” or “don’t know” responses, some Millennial
men described their frustration as stemming from feeling displaced,
marginalized, or constrained by confusion or outdated models.
Consider some of the following responses:

diversity. And while Millennial men
are largely embracing and adapting
to these calls for change, some
are showing signs of ambivalence
and even fear around #MeToo and

Men have essentially been told that their
roles are outmoded and no longer necessary,
and yet have been given little opportunity
to develop new models compatible with the
accelerating equality of females.

Men are portrayed too negatively.

I do not know what to do…

shifts occurring in the workplace.
There’s a palpable feeling of helplessness here, which starts to explain the
surprising finding that 57% of Millennial men feel that men need their own
movement in light of #MeToo. 25% of these respondents say this is so they
can help women to progress towards equal rights, and another 18% say a
movement is necessary to help boys become good men in an increasingly
challenging world. But over half — a combined 57.3% — say men need a
movement to either retain equality with women or even protect their
advantage. So this signals that many Millennial men are nervous about their
place in the world, even as there is broad support for equality and progress.

Q: Why do men need their own movement? Select one.
% OF MILLENNIAL MALE RESPONDENTS
So men can help women continue
their progress towards equal rights

24.4%

So men can maintain
equality with women

24.4%

So men can retain their
dominant place in society

19.3%

So men can help boys become
men in a world where being a good
man gets harder and harder
So men can avoid falling too
far behind women

18.3%
13.6%
Source: Hill Holliday/Origin, Millennial Man Study, 2018
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THE #ME TOO E FFE CT
With regard to the #MeToo movement,
we found that it has disproportionately

Q: The #MeToo movement has made me _.
% OF MILLENNIAL MALE RESPONDENTS
More conscious about showing young men and
boys how to be more respectful to women

impacted Millennial men versus prior

More careful about things I
do and say in the workplace

generations. Roughly 7 in 10 of all men
surveyed are at least somewhat familiar
with the movement. Looking specifically
at men from the Boomer and Silent
generations, 50%–60% of these men say
it has had no effect on their behavior,
despite the movement’s significance
and meaning well beyond the active
workplace. But 90% of Millennial
men responded that it has informed

40%
37%

More cautious about friendships
with women at work

32%

More conscious about being chivalrous
(holding doors, paying for meals, etc.)

29%

Take proactive measures at work, like always
leaving office doors open

25%

Rethink the things I say to my male friends

23%

Afraid to be alone with younger
women I work with
Has had no effect on my behavior

their behavior.
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17%
9.9%
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SIG NS OF CHA NG E
And lest we paint a picture of an entire generation of men defensively
on their heels, it is worth calling out that most Millennial men overall

51%

OF
MI L L E NNIA L
ME N

would be happy if there are just
as many female breadwinners as
male breadwinners in 10 years

do appear to be supportive of current progress in the workplace and in
performing household tasks and continuing to close the gender gap.
The numbers to the left demonstrate significant support, but it is also
important to keep in mind the nearly 50% of men who report being not
quite as happy with this turn of events — particularly when it comes to
breadwinning versus splitting household chores. And although there
was little disappointment expressed explicitly at the equalizing of these
duties, a notable portion reported that they would be “somewhat happy,”
which we interpret as a potential sign of some mixed feelings and

58%

even apprehension about their future.
OF
MI L L E NNIA L
ME N

stated that they would be
happy if men and women have
equal parenting and household
responsibilities in 10 years

Men are more firm when it comes to potential scenarios of men falling
behind women. But again, where other generations demonstrate some
resistance to instances of men falling behind women, Millennial men
show higher levels of acceptance.

While most Millennial men are hesitant
about falling behind women,

60%

NEARLY
OF
MI L L E NNIA L
ME N

40%

stated they would be happy if most
professional leadership positions

would be happy if men and
women share household
shopping responsibilities
equally in the next 10 years

ARE HELD BY WOMEN
in the next 10 years
(compared to 26% of all men surveyed)

Could it be that Millennial men would prefer more options for themselves,
other than to be the primary financial provider? Consider that nearly

31%

55% of Millennial men stated that they feel a romantic partner would find
OF
MI L L E NNIA L
ME N

say they will be happy if men
have fallen far behind women
in all professional settings
in the next 10 years

them more attractive if they expressed a desire to be a stay-at-home
parent instead of the breadwinner.
As discussed, at least some of the ambivalence and hedged responses
from the Millennial men surveyed are no doubt reflections of the macro
changes and shifts in the workplace. But what happens when we shift
our focus to the final frontier of modern manhood — their home life?

Source: Hill Holliday/Origin,
Millennial Man Study, 2018
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87%

06 // HOME LIFE

The martyr of
the household?

78%
60%
40%

Q: How much do you agree or
disagree with the following
statement: “I have more
parenting responsibilities
than my father had.”

According to the aforementioned

PERCENTAGE OF MEN WHO AGREE

2017 Pew study, nearly 75% of mothers

AND STRONGLY AGREE:

with children under the age of 18
are in the U.S. labor force. So it’s not
surprising that there’s a more
equitable sharing of duties among

MILLENNIAL MEN

GEN X MEN

BOOMER MEN

SILENT MEN

men and women on the homefront
88%

than in previous generations.
Indeed, in our study, each generation

Q: How much do you agree or

of men reports having more parenting

disagree with the following
statement: “I spend more
time with my child(ren) than
my father spent with me.”

responsibilities than their fathers, and
spending more time with their children.
What’s more surprising is the way in

PERCENTAGE OF MEN WHO AGREE

which Millennial men are interpreting

AND STRONGLY AGREE:

83%
76%
77%

this increased role in the household —
both with regard to their status as
caregiver and perceived implications
for their career.
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CAREG IVER DYS M O RP H IA
No doubt, men feel more involved as caregivers today than they have
ever been. But as the lines continue to blur around who does what in the
home and at work, there appears to be some confusion, or misattribution,
around who’s doing what. An equal percent of Millennial men and women
claim they are the primary caregivers in their household, a figure that’s
vastly different than previous generations for both sexes — not to mention
a figure that doesn’t add up in reality. So what’s going on here?

75%

OF
MI L L E NNIA L
ME N & W O ME N

79%

OF
MI L L E NNIA L
DA D S

consider themselves the
primary caregiver

Q: How would you describe your parenting role? (I am the primary caregiver;
My spouse/partner is the primary caregiver; My spouse/partner and I share
caregiving responsibilities equally)
% OF MALE RESPONDENTS ACROSS GENERATIONS:
75%

70% 72%

% OF FEMALE RESPONDENTS ACROSS GENERATIONS:
75%
55% 54% 52%

47%

44%
36%
20% 20%

17%
8.3%

Primary

10% 8%

32%

17%

Spouse Primary
MILLENNIAL

48%

10%

AND

15%

14%
2% 0%

Equal

Primary
GEN X

Spouse Primary

BOOMER

said that they will do the
bulk of back-to-school shopping

Equal

SILENT

Source: Hill Holliday/Origin, Millennial Man Study, 2018

85%

OF
MI L L E NNIA L
MO MS

86%

OF
MI L L E NNIA L
DA D S

said that they will do the
bulk of back-to-school shopping
When we start to drill down into the specifics of who does what, things
remain a bit murky. We asked parents who was more likely to handle
certain activities, as well as who was better at each. Regardless of these
assertions, Millennial moms say that they are more likely to handle the
bulk of home- and school-related activities. As the below responses
suggest, they are more likely to be preparing lunches and snacks, shopping
for birthday gifts, and seem to be the ones taking the time out to care for
children when they are sick and need to go to the doctor.

Q: How likely are you to perform the following school-related tasks?
PERCENTAGE OF MALE AND FEMALE RESPONDENTS WHO RESPONDED “VERY LIKELY” AND “SOMEWHAT LIKELY”

94%

Attend a parent-teacher conference

93%

Know your child's teacher's name
Chaperone a field trip

98%

84%
85%
87%

Prepare school lunches/snacks
Help with homework
Volunteer for fundraisers

97%

82%

86%

Source: Hill Holliday/Origin, Millennial Man Study, 2018

95%
96%
96%
MEN
WOMEN

said that they “very often”
or “often” participate in
out-of-school activities with
their children, such as
coaching or practicing at home

AND

65%

OF
MI L L E NNIA L
MO MS

said that they “very often”
or “often” participate in
out-of-school activities with
their children, such as
coaching or practicing at home
Source: Hill Holliday/Origin,
Millennial Man Study, 2018
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So while Millennial men are handling

Q: How likely are you to perform the following family-related tasks?

many of the home and school duties

PERCENTAGE OF MALE AND FEMALE RESPONDENTS WHO
RESPONDED “VERY LIKELY” AND “SOMEWHAT LIKELY”

at least half of the time, there’s a
fundamental disconnect between
these responses and their majority

MALE
FEMALE

96%

claim that they are the primary
caregiver for the family. One
possibility is that Millennial men are

97%

92%

93%
91%

99%

98%

97%

99%
96%

94%

93%

93%

96%
93%

91%

benchmarking their level of parental
involvement with that of the previous
generation, and by comparison, it
feels as though they are doing a
lion’s share of the work. Or perhaps
this speaks to an overall ambition to
be there for their kids as much as
possible, with their zealous assertion

Shop for
a Birthday
Party Gift

Schedule
a Doctor’s
Appointment

of being the primary caregiver an

Attend a
Child’s
Doctor
Visits

Take Care
Fill Out Make Decisions Actively
Plan a
of Children
School/
on OTC
Involved
Family
When
Sports/Camp Medication in Children’s Vacation
They’re Sick
Forms
for Children Prescription
Medications

Source: Hill Holliday/Origin, Millennial Man Study, 2018

aspirational claim.
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L EA N I N AT HO ME , STE P B ACK AT W O RK ?
Another point of tension among Millennial dads is the perceived impact
their roles as caregivers will have on their careers. Many believe it is
easier for mothers at work to take time out to care for their children.
As more men lean in at home, it’s worth acknowledging that they may
feel overwhelmed trying to play this role while bearing the responsibility
of being the primary financial provider. With that in mind, it comes as less
of a surprise that roughly 1 in 5 Millennial men are nostalgic for the days

60%

OF
MI L L E NNIA L
DA D S

feel that their role as a
caregiver has impacted their
professional career

when men didn’t have to do much work in the home.
What about stay-at-home dads? Although data on this segment is limited
and inconsistent due to definitions (often unemployment is conflated
for the stay-at-home caregiver), a study from Pew showed that 21%
of “stay-at-home” fathers did so because they were actively caring for
home and family, as opposed to because they were unemployed.
This is nearly five times higher than the number of stay-at-home fathers
surveyed in 1989 (5%). So, while the number of men choosing to stay
at home as a caregiver is slowly climbing, it is worth noting that the
figures here were not disproportionately swayed by stay-at-home
dad respondents, either. In fact, within our Millennial male cohort of
respondents, only 3% self-identified as stay-at-home dads.

71%

OF
MI L L E NNIA L
DA D S

feel it is easier for mothers
at work to ask for time to
take care of their kids, than
it is for fathers

0 7 / / N E W I M P E R AT I V E S F O R B R A N D S

Regardless of category, brands should be cognizant of the shifting roles
of Millennial men and the nuanced, often competing, mindsets that are
guiding them on a daily basis. Clearly, this is not a one-size-fits-all
demographic, but it certainly can be a lucrative one: We’ve estimated that
the annual purchasing power of Millennial men is upwards of $1.1 trillion.
And considering that the majority of respondents indicate that they will
be more involved in shopping for things such as household supplies
(71%) and groceries (81%) than last year — and that they’re doing the bulk

54%

OF
MI L L E NNIA L
DA D S

20%

OF
MI L L E NNIA L
DA D S

are happy that fathers
today spend so much time
taking care of their children

of back-to-school shopping this year (79%) — there’s never been a more
pivotal time to reach them.
So, how to approach the Millennial man in flux?

are nostalgic for the days
when men didn’t have to do
much work in the home

Source: Hill Holliday/Origin,
Millennial Man Study, 2018
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ON MAS CU L INIT Y

AT HOME

As we’ve discussed, Millennial men are

The portrayal of women as the exclusive house managers is starting to

battling a personal tug-of-war between

clash with reality. And it certainly runs counter to the hopes of women to

living up to traditional masculine

have men be more involved in domestic tasks, as well as Millennial men’s

norms and trying to embrace the new

self-reported pride in taking on these tasks.

expectations of the modern,
empathetic male.

With 75% of Millennial men claiming primary caregiver responsibilities
(more than 3x the number of Boomers), the gender balance has begun

Successful brands will find ways to

to shift. There have been calls to portray domestic tasks as gender

help men reconcile this conflict and

neutral, even to avoid using gendered pronouns. And that route certainly

defuse this tension. Brands should

has some promise. But gender neutrality in home retail may not be

foster a narrative that accounts for

enough to invite Millennial men into the home-management role or to

the responsibilities of men to be

become evangelists in product categories that have historically been

equal parts provider and caregiver.

dominated by women.

This not only has implications for
representations of men in media, but
also bleeds into product development.
Millennial men need help balancing
a broader range of responsibilities
than their parents’ and grandparents’
generations were expected to navigate.
Conversely, brands may choose to
run directly at this conflict without
providing a neat and tidy resolution
— which may not always be obvious or

Brands have an opportunity to help men (and women) continue to
redefine masculinity in ways that include household tasks as manly
expressions of responsibility. Brands could have fun with this, and there’s
ample room to poke fun at everyone involved. Whatever approach
brands take, the most important thing here is empathy. These are
still somewhat unfamiliar and uncomfortable spaces for many men,
and they may need some support getting there. Historically, brands have
veered towards showing dads within the home or even the parenting
environment as hopeless, bumbling, or clueless. This is unfair and
judgmental — not to mention outdated.

apparent to begin with. By at least
recognizing the tension, and curating

HAV I NG T O “B E I T A L L ”

brand messaging to the needs that
surround it, brands can better elicit a

Millennial men report that their most important responsibilities are to

sense of identity and recognition from

protect and provide for their family. With the growing role of men as

their Millennial male audience.

caregivers, it comes as no surprise that 60% of Millennial dads feel that
their role as a caregiver has impacted their professional career. To ease
this tension, successful brands will capitalize on and facilitate ways for
men to stay connected to work while at home and work smarter, not
harder. Life hacks — shortcuts to do everyday tasks smarter and faster —
and creating efficiencies will be key for the Millennial man to satisfy his
increased responsibilities while still feeling like he’s fulfilling his
ingrained role of protecting and providing.
Above all, brands should recognize the emotional strain of these
conflicting expectations — to be both strong protectors and emotionally
open. Aggression and vulnerability are hard things to toggle between.
That doesn’t mean it can’t or shouldn’t be done. But men need to be told
it’s okay when they can’t effortlessly slide into every role at a moment’s
notice, and brands can help deliver that message — even just by
recognizing some of the contradictions.
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At the end of
the day, it’s not
exclusively a
men’s issue, or
a women’s issue,
but rather a
human issue.

W HO NEEDS A P LAYB OOK ANYWAY ?
We began this report with a nod to some assumptions on traditional male
stereotypes via the prospect of a cut-and-dry playbook that could help men
of all generations navigate modern society. The truth is, as Millennial men
continue to define their roles within this shifting landscape, the first thing
they should realize is that it’s not possible to be both the Marlboro
Man and the ultimate stay-at-home dad in equal measure.
And if they’re searching for precedents for striking a winning balance
between two competing worlds, the real playbook can be found in the
collective experiences of the women in their lives. For the past 6-plus
decades, women’s pursuit of professional and societal equality instilled a
similar pressure to “have it all” under very different circumstances. And these
efforts by women to break the glass ceiling and advocate for themselves set
forth many of the changes that men are experiencing today. Interestingly,
women also have a stake in helping men strike that balance, where they are
comfortable in a nurturing role, but also confident in more traditional
protective or providing roles. At the end of the day, it’s not exclusively a
men’s issue, or a women’s issue, but rather a human issue — a working
partnership and give-and-take — that not only individuals, but organizations,
corporations, and institutions should strive to understand and remedy.
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