Consumer Perspective
Motivation, Involvement, and Values
Satisfying Hedonic Needs

It can be argued that metrosexual products are valued as means to an end, the end being attracting the female sex.  Because this is an experiential need that involves emotional responses and fantasies, this is classified as a hedonic need.  This need is especially motivating since sex is a basic biological need.  And even higher on the level of needs in the Maslow hierarchy are social needs, in which people feel the need for love.  Based on expectancy theory, it can be inferred that the behavior of purchasing metrosexual products is pulled by expectations of achieving the positive consequence of attracting a woman.  However, the specific way that the needs of sex and love are satisfied is what separates different types of men and their involvement.  One man may not want a woman who does not accept him as he is, while another is willing to go to great lengths to groom himself in order to attract what he thinks is the “right kind of woman.”  The latter, metrosexual man, has probably acquired psychogenic needs for status, power, and affiliation.  He is concerned about showing a high class woman that he too can be sophisticated.      
Negative Reinforcement

The needs of sex and love carry a high level of involvement, thus confirming that metrosexual marketing has the ability to influence men since there is a risk of not participating in the trend – the risk of not being attractive to women.  Consumers are motivated to avoid this negative outcome, and will thus follow purchase behavior that will reduce the chance of rejection.  In the case of metrosexual men, this may mean waxing their back or purchasing body sprays in order to avoid rejection by the “right kind of woman.”  As Michael Kantor aptly states, “If you want to sell something to a man, you have to demonstrate how it will help him get sex with women, not how it will help him become like women.”  Similarly, Adam Guthrie noted that his fraternity brothers used moisturizing body wash and made salon appointments for facials “because we like what all guys do — hooking up with lots of girls.”  The use of metrosexual health and beauty products is giving men the self-confidence and the means they believe they need to attract women.  

Women’s Influence on Values
The values of being good-looking, sensitive, and cultured are not things that are innate in men.  Marketing to them alone is not the sole influence on metrosexual behavior, it is also affecting women.  Through the process of enculturation, men learn about the beliefs and behaviors endorsed by the women in our society.  Women have also been shaped to believe that they can expect certain things from a man, thus perpetuating the idea that a man must be well groomed to attract a woman.  For example, in the magazine Cosmopolitan, which is read by more than 8.2 million women across the world, there is a “Man Manual” section.  This section includes topics such as what his touch tells you, what his hairstyle tells you, and what his scent tells you.  This demonstrates how women’s magazines are encouraging women to read deeper into the styles and grooming habits of men and teaching them to value a well-groomed man.  In turn, men are striving to achieve these ideals that women have formed.  
