
The global culture of tomorrow is born in cities around the world today 

and it’s a certain group of city-dwellers who are writing that future. 

Young, ambitious and “switched on,” this group of urbanites is 

drawn to the chaos and complexity of the city like moths to a flame. 

We call them the Metropolitans.

In order to understand where the world at large is heading, we 

must get to know who the Metropolitans are: what they want, what 

they believe in, even what’s in their closets. To know these city-

dwellers is to have a look into the future — because they are the 

ones who shape it. If we do so, we’ll soon find out that the outlook 

is not as apocalyptic as every other blockbuster movie that comes 

to the theaters these days.

Metropolitans anticipate a promising future. They see themselves 

earning more money. They hope to have a steady career for many 

years to come. They aspire to have a vacation house one day. They 

believe in playing fair at work and creating a rich personal life. 

Balance is key to a Metropolitan’s life. 

In the enclosed report, we carefully studied the habits, beliefs and 

attitudes of these city citizens. We examine how our findings fit 

within the context of current events and viral phenomena in order 

to provide insight into what tomorrow’s world with look like. Join 

us in exploring the world of the Metropolitan. 

#MetRep3



“If you accomplish something in New York, 
the world pays attention,” Julie Reiner, world-
renowned cocktail specialist and owner of 
the Clover Club in Brooklyn, New York, re-
cently said. And she’s right. The world’s big-
gest cities are birthplaces of the culture that 
entire countries and continents consume. 

What today is a popular breakfast pastry at 
a local bakery in Greenwich Village will be 
tomorrow’s international Cronut Craze. What 
starts as a little ditty about a rich part of town 
in Seoul, South Korea, soon becomes the 
world’s most-watched music video on You-
Tube — PSY’s “Gangnam Style.”

The innovation in urban centers reverberates 
far beyond the city limits. 

That’s not to knock the fine accomplishments 
of rural dwellers, of course. After all, where 
would we be if the Wright Brothers didn’t 
have the massive expanse of land with which 
to try out the very first airplanes? No one 
wants to know what would’ve happened if 
they tested their prototypes in Central Park. 

But cities, let’s face it, are sexier. They are 
churning with a wild energy that propels so-
ciety forward. Among those who dwell there 
are a particularly fascinating class. Young, 
ambitious, “switched on” and optimistic 
about the future, a group of urbanites are 
drawn to the chaos and complexity of the 

city like moths to a flame. We call them the 
Metropolitans.

The Metropolitans live in the city because 
they want a chance to grab the brass ring. 
They want to remain on the cutting edge. 
These people want to experience something 
new every day. If an experience is foreign 
and unfamiliar, they welcome it. 

World-class educational institutions and 
museums in city centers also draw the Met-
ropolitans, whose unquenchable thirst for 
intellectual arousal drives them to seek out 
the best of what the world has to offer. 

Powerful international corporations hire the 
Metropolitans to see the way forward when a 
change of regime is so desperately needed — 
as it was during the global financial crisis of 
2008. Some of the most powerful tech start-
ups in the world are run entirely by Metro-
politans. A study based on U.S. census data 
in 2012 reveals that in start-up firms found-
ed within the past five years, 45 percent of 
workers are under 35, while 30 percent are 
over 45. 

With one stroke of luck, a young urbanite 
could be responsible for the next cultural 
craze that takes the world by storm. One of 
them could invent the next product that 
saves the lives of many or the next social 
media platform that becomes integral to our 

daily lives. 

How does this happen? In an age when the 
web can quickly turn anything into a global 
phenomenon, it remains important that 
Metropolitans have a close geographical 
proximity to the major media outlets that 
spread news and information throughout 
each country. When journalists need to find 
their trendsetters, they never have to look 
far. Sometimes they are only as distant as the 
next cubicle. 

In order to understand where the world at 
large is heading, we must get to know who 
the Metropolitans are: what they want, what 
they believe in, even what’s in their closets. 
To get to know these city dwellers is to have 
a look into the future, because they are the 
ones who shape it. If we do so, we’ll soon find 
out that the outlook is not as apocalyptic as 
every other blockbuster movie that comes to 
the theaters these days. 

Metropolitans anticipate a promising future. 
They see themselves earning more money. 
They hope to have a steady career for many 
years to come. They aspire to have a vaca-
tion house one day. They believe in playing 
fair at work and creating a rich personal life. 
Balance is key to a Metropolitan’s life. With 
some luck, perhaps they will guide the world 
at large closer toward their easygoing, adven-
turous ways. 

See the future 
through the eyes 
of a Metropolitan
Young, hip city dwellers around the world are creating today the world we’ll all be 
living in tomorrow. To know them is to know where global culture is heading next.
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Spying on the 
new normal

Per Mikael Jensen
CEO & President, Metro International

You don’t have to be James Bond to know that the best way to learn about your target is to spy on them. 
 
It used to be that if you wanted to tell a friend that an acquaintance has become a major love interest, you would write them a 
letter. It might be days or even weeks before they’d get the news. Time went on, and soon you could phone them and give them 
the news direct from the horse’s mouth (providing they were home to take the call!) 
 
Now? You take to Twitter and not only your friend, but in fact, the whole Internet knows – instantly. Add to that artistic photos of the 
new couple posted to Facebook and Instagram, and Bond has got himself a complete dossier with just a few clicks of the mouse.
 
So gone are the days of intercepting correspondence, tapping phones or lurking around corners. All the data you need about 
habits, movements, attitudes, preferences, changing tastes and proclivities are communicated through what people share with 
the world online. 
 
For the third instalment of the Metropolitan Report, we pushed the boundaries of traditional survey and analysis, and extracted 
the clearest picture of the modern urbanite to date. In addition to conducting 5,000 interviews, for the first time Metro, 
together with Whispr Group, “listened in” on 325 million conversations online and in social media. And the results are specific, 
enlightening and provocative. 
 
For example – the work habits of the future? We know that 64 percent of all employees would institute “working from home” if they 
were the boss – BUT when they are in the office, they prefer to work with colleagues of the opposite sex. And HR managers beware 
– most Metropolitans are happy with their salaries at the moment, but they expect to be earning much more in the near future.  
 
Today’s Metropolitans are also increasingly skeptical of traditional morality – they are not discouraged by the concept of a 
religious hell. (YOLO, anyone?) But they are also not without a strong awareness of human connectivity: More than half of 
Metropolitans want to take their love “offline” in order to communicate better face-to-face.  

Every year, Metro embarks on this vast research project – the Metropolitan Report – in order to gain better understanding of a 
demographic that’s valuable to most businesses, social movements, political causes, major metropolises and local communities. 
The data and analysis contained here provide insight on an aloof and fluid psychographic – the modern, urbanite Metropolitan. This 
global group is more and more focused on literal and digital urbanity, and professional and social progression. Their daily behavior, 
natural curiosity, competitive desire to be “in the know” – and their willingness to share – make them the truest trendsetters. 

Metropolitans are the “new normal” – and we know more about them than ever before. Enjoy!
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About the Metropolitan Report #3
The Metropolitan Report is a global research project that aims 
to understand the similarities in mindset and lifestyle of 
Metropolitans: People aged 18–39 years, working or studying 
in cities all over the world. The data collection, from 28 
countries: Australia, Brazil, Canada, Chile, China, Colombia, 
Czech Republic, Denmark, Finland, France, Germany, 
Guatemala, Hong Kong, Hungary, India, Italy, Kenya, Mexico, 
the Netherlands, Peru, Portugal, Puerto Rico, Russia, South 
Korea, Spain, Sweden, the United Kingdom and the United 
States was handled by Whispr Group. The fieldwork was done 
between June and August 2013, and more than 325 million 
conversations were monitored online and in social media. 
Furthermore, interviews with another 5,000 people were 
conducted by Toluna, in five cities: Hong Kong, London, 
Moscow, New York and Sao Paulo.

About Whispr Group
Whispr Group is a data-driven digital agency based in New 
York and Stockholm, working with a global network of local 
market analysts to support and optimize the digital presence 
of international clients. Whispr mines online and social 
data and analyzes it to provide insights tailored to decision 
makers within marketing, PR and product development. 
These unbiased insights are used to develop strategies and 
activities online. They call this “Insights to Action”™. For 
the purpose of this report, Whispr collected 325 million 
conversations from Metropolitans worldwide, expressing 
opinions about predetermined subjects, giving us an 
unbiased view of what they really feel and think. For more 
information, visit www.whisprgroup.com.
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Walter White (played by Bryan Cranston) 
knew how to spend his money in “Breaking 
Bad.” A Metropolitan looks forward to having 
this kind of cash influx later in life. (AMc)

The Metropolitan wallet 10 12

MONEY

The salary divide

9



The  
Metropolitan wallet
Urbanites are all about the hustle. Always looking to make more 
money but not saving it for retirement is the norm for movers  
and shakers in the city. On the bright side, they pay their debts. 

thinkstock



retire comfortably, if USD $3 million is the the 
amount needed to accomplish that. A gen-
der divide also emerges here, as 40 percent 
of Metropolitan men think they’ll be able to 
reach that goal, and only 27 percent of women 
believe the same thing.

But Metropolitans understand the rules of 
personal finance. More than half believe it is 
unacceptable to carry a credit card balance 
from one month to the next. Moscow Metro-
politans feel strongly about it, with 74 percent 
believing that debts must be paid immediate-
ly. At the other end of the spectrum, only 28 
percent of Sao Paolo Metropolitans believe it 
is necessary to pay debts promptly. ◼

For all the contradictions be-
tween what most Metropolitan 
employees value (experience) 
and what they think their 
employers value (education), 
Hong Kong Metropolitans 

draw quite a contrast to their city-dwelling 
counterparts. Seventy-nine percent said that 
those who have monetary wealth also hold the 
most power in the workplace. It makes sense 
then that when asked what their professional 
goals were, 47 percent of Hong Kong Metro-
politans said they hoped to become rich. For-
ty-eight percent of them hoped to travel the 
world as a result of their success.

Like most rational humans, Metropolitans val-
ue money, but they aren’t mean-spirited Eben-
ezer Scrooges, leaving the Bob Cratchits of the 
world out in the cold with their respective 
Tiny Tims. If Metropolitans had all the money 
they needed, they’d be more than happy to 
loan a friend a cool €1,000.

However, like the rest of the world, Metropoli-
tans aren’t much for saving their shekels. A 
2013 study by HSBC found that one in eight 
workers will never be able to retire. 

HSBC’s head of wealth management, Simon 
Williams, accounted for the findings in an in-
terview with CNNMoney:

“Generating an adequate income in retire-
ment remains a major challenge for most peo-
ple, given the financial conditions created by 
the global economic downturn,” he said. 

On average, people expect to retire for 18 
years but have only saved enough for 10 years, 
the study found.

Financial planners may take issue with the 
fact that Metropolitans say they only spend 
three percent of their monthly salary on re-
tirement savings. If that seems shocking, at 
least there is comfort in the fact that Metro-
politans are aware of their lack of planning. 
Only 32 percent believe they will be able to 

the Metropolitan wallet ▶

In which countries do people 
talk the most about their 
salaries, money and raises on 
social media? The results found 
that the United States had the 
most, followed by Canada, 
Sweden, then Mexico.

UNITED STATES:
@Nas Soul before Salary
@Bruno_Sardine I’m always 
afraid to check my bank 
statements because I know I 
usually have a lot less money 
than I think I do
@SobZobP I don’t want a job 
with a too high salary since I’ll 
end up buying more and soon 
need to move again due to 
lack of space.

CANADA: 
@alyssaj69 i cant pay for a 
stick of gum without anxiety 
how am i supposed to handle 
COLLEGE
@tiffanyroselew First pay 
check #wellspent

SWEDEN: 
@azizhaikal My source of this 
so called depression is this 
stupid NS and the peanuts 
worth of salary ive to put up 
with every mth.
@SwedishPanda89 Taking 200 
bucks from my own wallet. 
Worked full time in aug and had 
a nice salary this month. Sunday 
Million or a new pair of jeans?

MEXICO:
@JuanSinMiedos #Mexican 
#SRE hasn’t give a salary raise 
in over 10 years to its 1200+ 
lowest pay employees in the 
US many at poverty levels 
#MéxicoGlobal

FOR ThE LOvE 
OF MONEy

47% 
of Metropolitans 

hope to have a steady 
career with few ups 

and downs.

Job security

Those surveyed who said 
they were somewhat or 
completely happy with 
their salary.

Those surveyed who said 
they are not happy with 
their salary but expect to 
earn more.

The salary divide

58%

56%

70%

70%27%

69%

30%

21%

20%

19%

NEW YOrk

SAO PAOlO

hONg kONg

MOSCOW

lONDON

ArE YOU hAPPY WITh YOUr PAYChECk?

If USD $3 MIllION WAS 
ThE AMOUNT NEEDED TO 
rETIrE COMfOrTABlY:

Saving for 
retirement

40%
 of men worldwide 

feel that they will be 
able to do so

29%
 of women worldwide 
feel that they will be 

able to do so
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Don (Jon Hamm) and Megan Draper (Jessica 
Pare) on “Mad Men” were work colleagues 
before romance happened. (AMc)

Working for the man
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Working  
for the man
Metropolitans love a good rebel, but they’d 
rather keep their jobs, thank you very much thinkstock



Last fall, 25 year-old Marina 
Shifrin had had enough of her 
job. As an overworked em-
ployee at the Taiwanese com-
pany Next Media Animation, 
she made her declaration of 

defiance via YouTube. In text laid over foot-
age of her dancing in the company’s office to 
Kanye West’s song “Gone,” she explains:

“It’s 4:30 a.m. and I am at work. For almost 
two years I’ve sacrificed my relationships, 
time and energy for this job, in which bosses 
only cared about the quantity and views of the 
videos they made. So I figured, I’d make one 
video of my own to focus on the content in-
stead of worrying about the views. Oh, and to 
let my boss know, I quit!”

Within just three days, Shifrin’s video had 
four million views. Scores of articles were 
written about the video. American actress, 
rapper and talk show host Queen Latifah even 
offered Shifrin a job on her show. 

These sorts of messages of rebellion (another 
example: Steven Slater’s infamous exit from 
a flight attendant job at Jet Blue) get shared 
on Facebook and Reddit. They are tweeted 
and retweeted over and over again by those 
of us sitting at our desks at our jobs (and we 

should know: one in four Metropolitans admit 
to spending at least an hour a day at work surf-
ing the web for personal use). 

Modern-day folk heroes like Shifrin strike a 
nerve with the working public. They act out 
the fantasies many can only daydream about, 
because in reality, Metropolitans want stabil-
ity in their lives. Forty-seven percent of Met-
ropolitans say that they hope to have a steady 
career with a few ups and downs. Only 10 per-
cent have hopes of getting famous — perhaps 
these are the viral videographers of the future. 

Shifrin’s video also tapped into a Metropolitan’s 
sense of workplace justice. Eighty-five percent 
say they respond better to positive reinforce-
ment than nastygrams about their work. Seven-
ty-nine percent said they’d never lie about their 
qualifications to get a job. 

The angst a Metropolitan may occasionally 
feel about their work doesn’t translate to bad 
behavior in the office. An overwhelming 91 
percent said they would rather play up their 
own accomplishments when applying for a 
promotion, rather than trashing  a co-worker 
who is also vying for the job. Almost half are 
unhappy with the salary they are currently 
making, but 64 percent believe they’ll be 
making more in the future. ◼

Working for the man ▶

The three biggest names in the tech industry 
have at least one thing in common: Micro-
soft founder Bill Gates, the late founder of 
Apple Steve Jobs and founder of Facebook 
Mark Zuckerberg did not complete an under-
graduate degree. Gates and Zuckerberg both 
dropped out of Harvard. Jobs only attended 
Reed College for one semester — hanging out 
only to attend calligraphy classes. 

Jobs did value his time in those classes. In his 
Stanford commencement address in 2005 he 
said, “If I had never dropped in on that single 
course in college, the Mac would never have 
multiple typefaces or proportionally spaced 
fonts. And since Windows just copied the Mac, 
it’s likely that no personal computer would 
have them.”

Considering that Jobs, Gates and Zuckerberg 
are vaunted to the point of being considered 
the Thomas Edisons of the modern era, their 
lack of formal qualifications underscores how 
much Metropolitans value practical experi-
ence over education. 

Sixty-four percent of Metropolitans worldwide 
are more interested in getting on-the-job train-
ing as opposed to focusing on education. Seven-
ty-one percent of Metropolitans have more re-
spect for a colleague with skills gained through 
time on the job as opposed to a colleague who 
holds an impressive-looking degree. 

Even though the Metropolitans value colleagues 
who have a wealth of practical skills, they believe 
that those with a higher level of education get the 
most respect in the workplace. Sixty-five percent 
of Moscow participants said that education grants 
power in the workplace — a strange juxtaposition 
with the 84 percent of Moscow Metropolitans 
who value practical experience over education. 
Moscow Metropolitans may be frustrated by this 
discordance between traits they value and traits 
that are rewarded in the workplace. ◼

Power 
moves

Marina Shifrin had a creative way of taking a 
stand against her bosses - and with a YouTube 
video, she let the world witness her rebellion. 
(youtube)

Living at Home

IT’S Ok fOr STUDENTS TO 
lIvE WITh ThEIr PArENTS 
WhIlE IN SChOOl

75%
New  

Yorkers agree 

64%
Hong Kong 

residents agree

82%
Londoners 

agree
45%

Sao Paolo 
residents 

agree

74%
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New  
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agree 
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Dream Jobs
TOP 5 IN ThE U.S.

1. TV Production/
Presenter/
Personality

2. Criminal 
Investigator/FBI/
CIA

3. Fashion Stylist/
Makeup Artist/
Fashion Brands

4. Traveling 
Writer/
Photographer

5. Product 
Designer/Inventor
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“To become the ab-
solute best place to 
work, communica-
tion and collabora-
tion will be impor-
tant, so we need 

to be working side-by-side,” a February 2013 
memo from Yahoo! CEO Marissa Mayer read. 

“That is why it is critical that we are all pre-
sent in our offices,” it continued. “Some of the 
best decisions and insights come from hall-
way and cafeteria discussions, meeting new 
people, and impromptu team meetings. Speed 
and quality are often sacrificed when we work 
from home. We need to be one Yahoo!, and 
that starts with physically being together.”

The internal announcement created a back-
lash in the media, with opponents to the tel-
ecommuting ban particularly incensed by the 
fact that Mayer herself was a new mom who 
had only taken two weeks off for maternity. 

Jennifer Owens, editorial director of Working 
Mother Media, registered her disappointment 
with a reporter for the New York Daily News.

“It’s a step in the wrong direction, and I think 
it gives fuel to any other manager that says, 
‘Well, look — she’s doing it,’” she said. 

Others argued that a ban on telecommuting 
wasn’t just bad for families — it’s bad for the 
environment. 

“Telecommuting allows us to reduce carbon 
emissions and energy use without forcing 
people to live in dense communities, which 

most Americans, particularly in their adult 
years, clearly do not prefer. Greens, planners 
and many pundits seem anxious to force peo-
ple to live in crowded housing close to buses 
and trains, yet rarely mention that it’s infi-
nitely more eco-friendly to not commute at 
all,” wrote Joel Kotkin, a contributor to Forbes 
Magazine.

The issue of telecommuting has become par-
ticularly significant to Metropolitans, who 
roundly fall in favor of the practice that allows 
employees to work remotely. More than half 
said they would prefer to work from home and 
64 percent said they would allow their own 
employees to telecommute, should they be in 
the position to make such decisions.

But there is a contradiction here, as 55 percent 
of Metropolitans also say that they prefer to work 
on teams — coworkers they would be isolated 
from should they work from home. Data sug-
gests that informal interactions between team-
mates are productive, and most useful when 
they happen in person as opposed to online. 

“Digital communication tends to be very good 
for planned interactions, like formal meet-
ings. But a lot of the value of working with 
people comes from all those interactions that 
you didn’t plan,” Ben Waber, CEO of Sociomet-
ric Solutions, told the New Yorker in an inter-
view in March 2013.

Additional studies devoted to exploring the 
benefits of telecommuting have run the gamut 
in their findings. 

A June 2012 study by the Bureau of Labor 
Statistics in the United States found that “the 
ability of employees to work at home may ac-
tually allow employers to raise expectations 
for work availability during evenings and 
weekends and foster longer workdays and 
workweeks.”

A Stanford study on a Chinese travel agency, 
CTrip, in February 2013 found that “home 

91% 
would prefer to play up their 
skills and accomplishments 

when vying for a promotion, 
rather than trashing a 

colleague who is also being 
considered for the position.

79% 
say they would 

never lie about their 
education,  
experience  
and skills

Work ethics

The fate of the 
virtual office
Metropolitans prefer telecommuting, but is that where the modern workplace is 
headed? As some companies publicly reject the practice, its future is undecided.

workers reported improved work satisfaction 
and experienced less turnover, but their pro-
motion rate conditional on performance fell.”

Face time prevails when it comes to profession-
al advancement. A June 2012 study by MIT’s 
Sloan School of Management proves as much. 

“Employees who work remotely may end up 
getting lower performance evaluations, small-
er raises and fewer promotions than their col-
leagues in the office  — even if they work just 

as hard and just as long,” write the report;s 
authors Kimber Elsbach and Daniel Cable. 

“The difference is what the authors call pas-
sive face time. By that they are not referring to 
active interactions with coworkers or clients, 
but merely to being seen in the workplace.”

No matter where the working world comes 
down on telecommuting, Melissa Mayer is 
somewhat regretful of the hubbub that her 
policy created. When giving a keynote address 

in April 2013, Mayer addressed the contro-
versy.

“It’s not what’s right for Yahoo! right now,” she 
said. “It was wrongly perceived as an industry 
narrative.”

“People are more productive when they’re 
alone,” she stressed, “but they’re more collab-
orative and innovative when they’re together. 
Some of the best ideas come from pulling two 
different ideas together.” ◼

Working from home affords Metropolitans 
the freedom to let it all hang out while 
working towards their company’s goals. 
(thinkstock)

Office space
of responders 
said they 
prefer to 
work with  
a team

said they 
would 

prefer to 
work from 

home

said they would 
allow their own 

employees 
to work from 

home

55% 55% 64%
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You see it all the time in 
Hollywood: two hot, young 
actors co-star in a film or 
TV show and shortly after 
the rumors swirl that the 
two are getting cozy on set. 

Sure, sometimes it’s all an elaborate plan for 
some lurid publicity — Kristen Stewart and 
Robert Pattinson of the “Twilight” franchise 
perhaps? But plenty of genuine marriages 
have been born out of such circumstances.

Love blooms when two people who chose the 
same line of work are in close proximity day 
in and day out. That’s what happened with the 
co-stars of HBO’s supernatural drama “True 
Blood,” Anna Paquin and Stephen Moyer.

“I’m not sure why people are shocked when 
actors end up with each other,” Paquin told 
Redbook Magazine in a 2012 interview. 
Speaking with Red Magazine, she elaborated:

“We spend all our time together. A lot of peo-
ple say, ‘Oh, I could never work with my sig-
nificant other,’ but I love getting to go to work 
with the person I want to spend all my time 
with.”

A lot of Metropolitans are hoping to attain 
what Paquin and Moyer have. Twenty-four 
percent of Metropolitans say they hope to 
find love in the workplace. And it’s easy to 
see that heterosexual workers are seeking it 
out, as the results show that 60 percent of 
responders prefer to work with those of the 
opposite sex. 

In the Twitterverse, meeting a spouse through 

the workplace is often discussed. Digital 
research agency Whispr found that 21,977 
Tweeters talked about dating a co-worker 
over a three-month period, with a lot of con-
versation revolving round meeting a husband 
or wife through work. 

Women are quicker to boast about it online 
than men. Of those Americans who men-

tioned dating a colleague on social media, 
69 percent were female and 31 percent were 
male. In the United Kingdom, of those who 
discussed dating a coworker on Twitter, 52 
percent were female and 48 percent were 
male.
 
The drive to meet someone at the office could 
be, in part, a reaction to the ubiquity of on-
line dating. Even though many cultures have 
come to accept sites like Match.com as a new 
norm in modern society, the Metropolitans 
still find it a bit undesirable. Fifty-three per-
cent believe that having online relationships 
makes it more difficult to communicate with 
people in person.

John DeVore, a columnist for dating website 
the Frisky, summarized a generation’s fatigue 
with online dating culture:

“Perhaps online dating sites accurately reflect 
a generation of singles so entitled to instant 
happiness and acceptance, we flock to digital 
artifices that both feed and coddle our egos. 

“Virtual environments where we can indis-
criminately reject dishonest projections of 
identity, while simultaneously being insulat-
ed from the very rejection we dole out. A play-
land of false romantic promises and deferred 
risk. A huge solipsistic waste of time.”

The young men and women of the aspiration-
al urban class would rather see themselves 
as a Don or Megan Draper from “Mad Men” 
or a Mulder or Scully from “X-Files” than as 
someone who has to seek out love on the In-
ternet. ◼

Love between 
the cubicles
Metropolitans don’t mind racking up some overtime in the pursuit of romance. 
Devotion to the job can translate to devotion of another, more enjoyable kind.

60% 
of responders say that 
they would prefer to 
work with people of 

the opposite sex.

24% 
of Metropolitans 

hope to find love in 
the workplace.

Working it

Anna Paquin and Steven Moyer play on-
again, off-again supernatural lovers in the TV 
show “True Blood.” It was in filming the show 
that they fell in love, got married and had 
twins together. (hbo)
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Famous friends: Anne Hathaway and 
Valentino Garavani pose together on the red 
carpet as the perfect representation of the 
alchemy of style and celebrity. (Getty iMAGes)
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The 
luxe 
life
Truth: What you wear says 
something about who you are

thinkstock



On Jay-Z’s 2013 album “Mag-
na Carta Holy Grail,” the 
rapper and mogul didn’t just 
reference high-end fashion 
brands here and there. He 
dedicated one song specifi-

cally to the man who makes the suits he loves. 

“I am completely flattered,” said fashion designer 
Tom Ford, of the song “Tom Ford,” in an interview 
with Billboard Magazine. “I mean, come on, who 
would not want a Jay-Z song named after them?” 

Rappers Drake and T.I. too, dedicated some lyrics 
to the designers they love in the song “Fancy”:

“Independent with the demeanor of an R&B 
singer/ Naked ring finger (check)/ M3 beamer 
(check)/ Champagne range/ Triple white Jag/ 
Closet full of brand new clothes and hand 
bags/ Alexander McQueen, Prada, Gucci, 
Chanel/ D&G, BCBG, Versace, Louis and BeBe.” 

Artists like these are bringing the awareness of 
high-end brands to the public at large. An ap-
petite for the best of the best has grown among 
citizens of every class in First World countries 
across the globe. Whenever celebrities are spot-
ted carrying a new Birkin bag or driving a Bent-
ley, shout-outs in the media keep the names of 
luxury brands in the ears of consumers.

Sites like Bag, Borrow or Steal and Rent the 
Runway even allow consumer to “borrow” a 
luxury item for a reasonable price and return 
it after they’ve had the chance to show it off 
to their friends, acquaintances and frenemies. 
Rent the Runway now has 3 million members, 
and a valuation that Bloomberg estimates is at 
USD $200 million.
    
While some luxury brands have resisted the 
mass market, hoping to stick by their high-
end customers, others, like Coach and Michael 
Kors, have decided to give the public at large 

what they want, and it’s helping their business. 

A study by Forbes Magazine found that the 
world’s most popular luxury brands are Ralph 
Lauren, Prada, Burberry, Tiffany & Co., Cartier, 
Hermes, Gucci and Louis Vuitton. Investment 
firm Bain Capital estimates that the entire 
luxury market was USD $273 billion in 2012 
and could reach USD $290 billion by 2015.  An 
analysis by Investors Business Daily reveals 

that in the United States, luxury brands — 
particularly that of Michael Kors — have seen 
gains in their profits every year since the first 
quarter of 2010, while discount stores that 
stock household items all priced at under five 
dollars have rapidly declined over the same 
amount of time. 

Kors’ price range — around USD $190 to USD 
$395 — represents a new kind of “accessible” 
luxury, the analysis states. 

“There hasn’t been anyone who has really cor-
nered the market in that price range, which still 
has a high degree of fashion credibility,” Citi Re-
search analyst Oliver Chen is quoted as saying. 

Metropolitans know why this is important. 
Fifty-one percent of them say that what you 
own reflects who you are and 62 percent feel 
strongly attached to their possessions. 

But these urban dwellers aren’t running out to 
buy a Tom Ford suit just because Jay-Z suggest-
ed it. Forty-nine percent said they’d buy an item 
even if it wasn’t thought to be popular (Crocs, 
perhaps?). And, even if an item was expensive, 
if they really wanted it, 39 percent of Metropoli-
tans would buy it. 

However, some can’t deny the allure of a high-
end label. One in four Metropolitans admit 
that if they had a luxury item, they’d want to 
show it off. When it comes to their fancy tech 
products, Twitter users love to take to social 
media to brag about them. Over the course of 
three months, 222,874,258 tweets were writ-
ten about fabulous iPads, iPhones, flatscreen 
TVs and gaming consoles. 

A third of Metropolitans have said that the 
most expensive impulse item they’d pur-
chased in the six prior months had been per-
sonal or home electronics. 

It’s not just about labels for the Metropolitans. 
They dream big. They want things that will 
provide them with massive gains in their over-
all lifestyle, like a summer home or a car. They 
expect that those are the biggest purchases they 
are likely to make. 

These Metropolitans have their heads on 
straight. Should they win the lottery, they 
expect that they’ll behave reasonably. Half 
say they wouldn’t buy things they don’t need 
should they come into big money — but a 
naughty 29 percent say they’d go nuts with 
the cash. That percentage claim that they’d 
spend the money on furs and designer clothes 
and accessories. ◼

Gotta have that swag ▶

51% 
believe that what  
you own reflects  

who you are

Who you are

Last year, tabloids all over the world were 
rocked by the announcement that Australian 
billionaire Rupert Murdoch was divorcing his 
third wife, Wendi Deng Murdoch. Speculation 
abounded about the divorce settlement Deng 
could receive — most envisioning her with a 
fortune that would put the Queen of England 
to shame. 

As it turned out, the reality was much less ex-
citing — a prenuptial agreement meant that 
she could not take the massive chunk of Mur-

doch’s earnings. Still, the news item reminded 
the general public about the role money can 
play in relationships. As ugly as it may seem, 
money shapes the life of a couple. 

No one knows this better than Metropolitan divor-
cees. Forty-six percent of divorced people world-
wide believe that besides love, money is the most 
important factor in a relationship. By contrast, 35 
percent of currently married people believe this 
to be true and only 29 percent of those who are 
casually dating grasp that reality. ◼

‘We  
want   

prenup’

Investment pieces
WhAT’S ThE MOST 
EXPENSIvE PUrChASE YOU 
ArE lIkElY TO MAkE?
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Haute for  
the masses

There seems to be a contradiction within 
the craze for luxury brands among main-
stream shoppers. Michael Kors and Coach 
are making products that everyday people 
can afford, yet the idea of a luxury brand 
is that it is exclusive and inaccessible to 
the general public.

I think it’s how you want to interpret the 
word luxury. I think true luxury is exclusive. 
The idea of something that’s handmade, 
something that takes a huge investment of 
time, is luxurious ... I think the word luxury 
today has expanded to include superbrands 
that have products that are well-made but 
not typically luxuriously made. They are 
also highly priced. They’re priced because 
of a certain legacy of the [design] house. 
They’re priced because, frankly, there’s a lot 
of marketing and investment that goes into 
upholding the nature of a collection.

A luxury brand is a house like Hermes that 
is making bags by hand. That’s luxury. To 
get a bag that’s the same amount of money 
that’s made by machine is not luxury. That’s 
just a beautifully made, expensive bag. It 
just depends on the way it’s marketed. If it’s 
marketed as a luxury product, the way it’s 
advertised to the consumer. It may come from 
an old French or Italian house but really, what 
is luxurious about it if you can find it in every 
other airport in the world? That is not luxury.

What happens to the original customers 
of those high-end houses that go mass 
market?

I love Michael Kors. They are handsome 

clothes. There’s a Michael Kors customer who 
wants the runway collection and he offers 
that to them. Then he has other divisions for 
people who don’t have as much money to 
spend but [the products] are still made in the 
spirit of the house. It’s not as luxurious but 
it comes under the Michael Kors umbrella, 
if you will. And then there’s accessories and 
perfumes that are again made in the spirit 
of the house but I wouldn’t necessarily say 
that they’re luxury items. They’re designed to 
create a larger brand awareness and really to 
gain an initial customer. The customer who 
cannot buy that $4,500 cashmere suit every 
season may decide to buy the Michael Kors 
perfume for $100. Even if she can afford to 
buy the cashmere suit, she may not choose 
to buy it every season but may choose to buy 
something that feels like Michael Kors, has 
the energy of Michael Kors but is from his MK 
line. I don’t think MK is luxurious but it does 
fall under the umbrella of a fashion company 
that’s aspirational in its messaging and in its 
products.

So the customers who buy the runway 
collections don’t feel the brand is dimin-
ished by the general public’s awareness 
of it?

Well, I’m sure there are some people who feel 
that it is diminished but I think most custom-
ers don’t know, don’t care. What they’re 
buying into is what they appreciate. If they’re 
buying into the high end of any aspirational 
brand and the quality diminishes of that 
brand, I think they would walk away but if 
the quality and everything else about that 
brand is consistent, I don’t think it makes a 

As luxury brands go for mass-market appeal, the concept of high-end is constantly 
up for redefinition. One fashion insider explains what it means today.

It’s never been easier for the average 
consumer to own a product made by 
a world-famous luxury brand. As a 
result, the perception of exclusivity that 
once defined these brands is changing. 
How does the increasing accessibility 
of luxury products alter the habits of a 
high-end shopper? 

One man had our answer. Roger Joseph 
is a luxury goods and brand consultant, 
specializing in business development 
and international distribution and 
marketing.  Clients, present and past, in-
clude Chrissie Morris, House Of Lavande 
and Sophie Theallet. Joseph decoded 
the rules of luxe for the Metropolitan. 

difference that there are other offerings.

What do you make of the trend of high-
end designers collaborating with mass-
market retailers like H&M and Topshop?

I think the challenge is to make it seem fresh. 
It all depends on who is collaborating with 
whom. I think it it’s usually beneficial to both 
parties. For the H&Ms of the world, it gives 
them a freshness. It gives them a bridge to 

the designer market. For the designer, I think 
it’s usually a cash infusion — let’s not deny 
that. But I think it gives them an opportunity 
to reach a wider audience. Do I think that that 
label becomes lessened because of the H&M 
or the Topshop collection? It becomes more 
democratic. We live in a democracy and we’re 
happy to say that. I don’t know if becoming 
more democratic is necessarily a bad thing.

Internationally, Rolexes are a big deal on 
Twitter. Does that surprise you?

Absolutely! But Rolex is almost the coming-
of-age of watches. I thought it would be TAG 
Heur but Rolex is still that iconic watch, great 
design, great functionality. If someone gave 
me a Rolex tomorrow, I’d be very happy. If we 
can believe all that’s in the financial papers, 
when the economy goes south, consumers 
who are out to spend money support brands 
that they recognize. In the watch sphere, 
Rolex is a highly recognizable name. If a cus-
tomer is going to spend upwards of $2,000 
on a watch, Rolex is one of those names that 
would come up as a reasonable investment.

Rolexes seem like a status symbol from 
the ’80s.

I agree with you but if you look at the 
runways during fashion week, there has 
been a humming of ’80s references. So, it 
makes sense as a zeitgeist moment. President 
Obama is often mentioned in the same breath 
as Ronald Reagan, the archetypal American 
president of the ‘80s. It seems to me that 
that’s the decade we’re recycling. ◼

“True luxury 
is exclusive... 
The word 
luxury today 
has expanded 
to include 
superbrands 
that have 
products that 
are well-made 
but not typically 
luxuriously 
made.”

Envy
If YOUr frIEND hAD 
SOMEThINg YOU WISh 
YOU hAD, WhAT IS ThAT 
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All over the world, young, hip city dwellers 
are signing up for intense sporting events like 
Tough Mudder, which can help them to show 
off their physical agility at the event and on 
social media. (Getty iMAGes)
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Keeping pace  
( just because they have to)
Metropolitans don’t enjoy exercise, but they do it anyway.

thinkstock



Most Metropolitans are a bit cranky about their 
workout, which conflicts with a fascinating 
trend that’s on the rise. The increasing popular-
ity of obstacle-course events have been entic-

ing city-dwellers all over the world to partici-
pate in some wholesome, masochistic fun. 

For USD $85 to USD $200, run through mud 
fields, some of which are adorned with live 
wires delivering 10,000 volts of electricity, 
climb through razor wire, dive into a tank of 
frozen water referred to as an “Arctic Enema” 
and crawl through a series of pipes that lead 
into a cold moat of yet more mud. Sound thrill-
ing? Then let us direct you to Tough Mudder, an 
extreme obstacle-course company that’s taking 
the world by storm.

Founded in 2010 by a Harvard Business 
School graduate, the company has since made 
astounding profits — an estimated USD $70 
million in 2012 from 1.4 million participants. 
The company holds Tough Mudder events all 

over Europe, Australia, North America, South 
Africa and Asia. 

Since its inception, Tough Mudder has gained 
a fair share of competitors, making the obsta-
cle-course industry a $250 million business. 
Corporations like Goldman-Sachs sponsor em-
ployee teams as a way of boosting morale. 

In a New York Magazine article describing 
the success of the company, Jessica Krose 
theorizes about its appeal. “Maybe it was to be 
expected that a generation raised on ‘Jackass’ 
and reality TV would want their recreational 
entertainment to feel like a ‘Survivor’ compe-
tition,” she writes, adding that the brag-factor 
figures in, too. A quick search on Instagram 
pulls up 200,000 photos from competitions 
around the world. ◼

The 
other 

side of 
the coin

The World Health Organization 
has paid particular attention 
to the health of urban dwell-
ers since the founding of 
their Healthy Cities Project in 
1986. The organization con-

tends that by 2050, 70 percent of the world’s 
population will live in urban environments. 

The WHO notes that more than one billion 
people – one third of urban dwellers – live in 
slum areas that are often overcrowded, with 
life-threatening conditions. The organiza-
tion’s findings state that there is a 28-year dif-
ference in the life expectancy of people living 
in different neighborhoods within Glasgow in 
the United Kingdom.

Health risks come with living in an urban 
environment. Conditions fueled by tobacco 
use, unhealthy diets, physical inactivity, and 
the harmful use of alcohol, as well as injuries, 
road accidents, violence and crime, come with 
the territory.

Because they are an educated class, the Metro-
politans know they need to take care of them-
selves. They know exercise is important and 
they should do it. Begrudgingly, most of them 
do, but their lack of enthusiasm is obvious. 

Sixty percent of Metropolitans say they exer-
cise at least once a week, with a third stating 
that they exercise three times a week. But 
would they do it for fun? That’s a big, resound-
ing “No!” Seventy-four percent have never run 
a marathon. Fifty-one percent have never par-
ticipated in a sporting event or competition. 

Exercise isn’t a social thing for these urban 
dwellers. Most Metropolitans don’t like work-
ing out with other people. Only 26 percent 
prefer to work out in a group and nearly half 
of exercising Metropolitans rely on YouTube 
for instructional exercise videos.

Do they want to spend money on their physi-
cal upkeep? Again, no — as if the YouTube vid-
eos didn’t tip us off to that already! Sixty-one 
percent say they don’t like to spend much on 
equipment and the gym. 

Metropolitans may not love to exercise, but 
they’re definitely vocal about doing it — par-
ticularly on Mondays and Tuesdays on Twit-
ter, according to data collected by Whispr (see 
sidebar). It turns out that they talk about it 
on Mondays and actually go to the gym the 
following day. About 30 million tweets have 
been written about exercising at the gym over 

a three-month period. 

Letting the world know that they exercise — 
and that they look good while doing it — is a 
major motivator for Metropolitans. How else 
would a high-end yoga outfitter like Lulu-
lemon become a USD $2.9 billion business? 

Trendy stationary bike gym SoulCycle has lo-
cations on the east and west coasts of the U.S. 
Celebrities like Bradley Cooper and Nicole 
Kidman have been spotted in their classes. It 
comes as no surprise that the gym’s USD $34 
classes are outshined by their t-shirts, bags, 
bandanas and water bottles, which have be-
come a currency of “cool.” In a company pro-
file, the Wall Street Journal reports: “SoulCy-
cle’s merchandise line has expanded to more 
than 70 items, including USD $44 tank tops 
and USD $72 sweatpants.”

If it wasn’t already obvious, Metropolitans 
work out merely because they have to — and 
not purely for health reasons. They want to 
look good. These city folk have been body-con-
scious from a tender age, with a third claiming 
that they first became aware of how much they 
were eating when they were teenagers. 

And ladies, it’s time to confess — the Metropol-
itan women did. Fifty-five percent admitted 
that they hold on to a pair of tight jeans that 
don’t fit them anymore. (About 30 percent of 
men admitted to the same thing.) 

That phenomenon isn’t limited to urban-
dwelling women. A 2006 study conducted 
by ladies’ clothing retailer Talbots found that 
a third of the women they surveyed admit-
ted to holding on to clothes that don’t fit. An 
overwhelming 85 percent were accustomed to 
purchasing items based on what the size said 
on the label as opposed to how well the clothes 
actually fit. Perhaps this is why vanity sizing 
was invented. ◼

The U.S., Brazil, Canada, the U.K. 
and Mexico have the highest 
amount of Tweeters discussing 
their trips to the gym.

U.S.
@TurytheCutiee Cardio will be 
my bestfriend this whole week
@AlliNicole_TIU Shoulders 
Abs and Cardio. Sportin that @
Iron_Couture gym gear!   
#fitness #fitnessfreak
@InPhamousDNr Just Got 
Out Of The Gym Today 
Feeling Good. My cardio, my 
strength,and endurance is 
coming back B-)

CANADA
@akj360 Time to go exercise 
and get sexy :D
@jessicataylors Great vulcan 
workout, 5km’s of sprints, 90 
bench push ups, 200 walking 
lunges!! #sweatonceaday

Uk
@Islahyett @sixthsensejw @
kaka3076 Was a hard workout, 
especially after 2 1/2 weeks 
off! Gutted I missed your attack 
class last week Jer! #gottaloveit
@jessicacapshaw holiday 
schmoliday...just finished a 
sweat filled hard-as-anything-
I’ve-ever-done workout @
TracyAnderson             while 
the babes napped. yahoo!

MEXICO
@Mazebrod That perfect 
feeling after a hard workout

BrAZIl
@romerogq There are only 2 
times to workout, when you 
feel like it and when you don’t! 
Great night at judo, exhausted..

NO pAIN,  
NO GAIN

People mostly 
talk about 
working out on 
Mondays, but 
they tend to 
actually do it  
on tuesdays.

Defining the abs
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General disappointment 
with people who feel 

they need to “look good” 
whilst working out — or as 
one girl put it, look like a 

#meltingclown
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Lindsay Lohan has become the poster child 
for “too much too soon” in regards to lip 
injections and other not so subtle facial 
enhancements. (Getty iMAGes)

Beauty at any cost

The culture of  
human “disposability”
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Beauty  
at any cost
Metropolitans may condemn the idea of 
getting work done, but what they’re saying 
on social media tells a different story

thinkstock



In 2011, 15 million people around 
the world had plastic surgery. The 
International Society of Aesthetic 
Plastic Surgeons conducted a study 
released in 2013 about the habits of 
plastic surgery consumers around 

the world. South Korea had the highest num-
bers of procedures, with 20 percent of women 
aged 19 to 49 in the capital city of Seoul ad-
mitting to having a procedure done, according 
to the U.K.’s Daily Mail.

The study explained that one of the most pop-
ular procedures for South Koreans is a double 
eyelid surgery, which reduces skin on the up-
per eyelid in order to make the eye look bigger 
and more “Western.” 

While plastic surgery is illegal in North Korea, 
the New York Times reports that the proce-
dure is often performed there for the equiva-
lent of two or three dollars. That amount isn’t 
small to a North Korean, but it is quite afford-
able to them. A defector from the country, 
Mina Yoon, recounted on NKnews.org that 
routine school inspections would take place 
in order to find young women who had the 
procedure done. 

“Without advance notice, inspectors, who 
were often teachers that we had not met be-
fore, would suddenly come into the classroom 
to look for students who had double-eyelids,” 
she writes. 

“This inspection was ordered by school au-
thorities with the purpose of finding students 
who had double-eyelid surgery done. Well, I 
think, across the ages and in all countries, it 
is universal human instinct to be more beauti-
ful,” she said.

Yoon’s right. We want to be the best-looking 
versions of ourselves that we can be. But Met-
ropolitans won’t cop to wanting surgery. While 
a third would consider having non-invasive 
surgery, 81 percent say they’d never do Botox 
and 70 percent say they wouldn’t dream of 
having plastic surgery. Only four percent ad-
mitted to having plastic surgery.

Given that Metropolitans don’t consider 
these sorts of procedures to be worthwhile, 
they feel varying degrees of acceptance for 
other people having it done. Out of any pro-
cedure a man could have done to alter his ap-
pearance, women find hair transplantation 
the most acceptable. We all know what a bad 
rap a toupee gets these days! Women know 
that men feel more powerful when they have 

hair. That’s why we let Elton John and John 
Travolta off the hook for whatever creation 
they happen to be wearing atop their heads 
on a given week. 

Many men surveyed said that women, beauti-
ful flowers that they are, do not need to have 
any procedures done. But if women are going 
to have plastic surgery, Metropolitan men are 
most comfortable with it being breast aug-
mentation. 

As a matter of fact, 45 percent of Sao Paolo 
men say they are in favor of it. The study by 
the International Society of Aesthetic Plastic 
Surgeons reported that as a whole, Brazil per-
formed the most male breast reductions, but-
tocks implants and “vaginal rejuvenations.” 
The U.S. has the highest number of breast 
implants, followed by Brazil, Mexico, Italy and 
China.

Even if Metropolitans haven’t had any pro-
cedures done, they’re quite vocal about what 
they don’t like about their bodies. In the 
United States, women and men mention their 
dislike of their derriere on social media more 
than any other body part. The Portuguese, 
Chileans and Germans can’t stand their legs. 
Puerto Ricans, Brazilians and Mexicans tweet 

about why they don’t like their noses.

There is a shocking contrast between the dis-
missiveness of Metropolitans in regards to get-
ting plastic surgery themselves and how much 
they love to discuss it on social media. In most 
markets, Botox had the highest number of 
conversations of Twitter — 395,597 — over a 
three-month period. Second most-discussed 
was liposuction, with 254,409 Twitter conver-
sations on the topic, which correlates with the 
number of people publically stating that their 
least favorite body part is either their thighs 
or stomach. 

More people in the U.S. are talking about get-
ting plastic surgery only when they begin to 
lose their looks rather than those who say 
they would get it immediately, if only they had 
more money.

All that social media chatter may have some 
real-life consequences. A recent poll of the 
Amercian Academy of Facial Plastic and Re-
constuctive Surgery found that 31 percent 
of doctors polled said patients cited social 
media as a reason for electing to get plastic 
surgery.

“Now everything is a social event,” said Dr. 
Corey Maas, a plastic surgeon and associate 
clinical professor at University of Califor-
nia, San Francisco, in an interview with NBC 
News. “There are people snapping shots, post-
ing them on Facebook, they’re putting them 
on  Instagram, they are everywhere … I’d say 
at least half of our patients have some impact 
[linked] to social media.”

Though Metropolitans notice all sorts of im-
perfections in themselves, they don’t spot 
any in the people around them. Seventy-one 
percent in our survey said that none of their 
friends or family needed anything done to im-
prove their appearance. 

Metropolitans feel that plastic surgery is a 
superfluous expense. They overwhelmingly 
believe that the only kind of plastic surgery 
that should be covered by a public health-care 
provider are procedures for reconstruction af-
ter an accident. 

No matter what one’s opinion on the issue is, 
the reality remains that plastic surgery pro-
cedures are on the rise. Since we know that 
Metropolitans aren’t enthusiastic about fit-
ness, there must be a relationship between 
the two issues — but the Metropolitans will 
never tell. ◼

beauty at any cost ▶

The U.S., Brazil, the U.K., 
Germany, Canada and the 
Netherlands discuss plastic 
surgery on Twitter more than 
any other countries.

U.S.
@tr00dude1 I’d much rather 
look “not sexy” than get lip 
injections and implants all 
over my body.... why do guys 
encourage that? #sick
@Aphroditeafter5 Spoiler alert, 
Botox is not going to make you 
look 20 when you’re 50

CANADA
@perfectlashton ive decided that 
im going to get a nose job. but 
im broke so ill have to break it
@crazilylovely I want 
liposuction and a pomeranian 
for my birthday.

Uk
@BBWMelody I’ve got nothing 
against having a bit of work 
done, but when you see loads 
of them in one go, it’s a bit of a 
shock. A blur of Botox.
@BOOMChrISSYY Don’t see a 
problem with people getting 
plastic surgery & Botox!

NEThErlANDS
@grxcehxlxnx I will get a bum, 
boob and nose job in 3 years

gErMANY
@QueeeeenY I think I’ll always 
stay young at heart, but I’ll 
probably be one of those 
botox bitches sooner or later.
@WonderCloud Unbelievable 
how many women in 
hollywood get a nose job! 
I didn’t even recognize @
ladygaga at the vma’s! So 
much to loving yourself!

GOING UNDER 
ThE KNIFE

29% 
think someone 

in their group of 
friends/family needs 

plastic surgery

70% 
 of people say they 

would never consider 
plastic surgery

Nip and tuck

Operation: surgery

52%
of Metropolitan 

women believe it’s 
OK for men to have 
hair-transplantation 

procedures

10%
of Metropolitan 
women think it’s 

OK for men to 
get Botox

37%
say men should never 

have procedures 
to improve their 

appearance
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kind of plastic surgery. Men were most 
accepting of women getting breast en-
hancements. What do you make of these 
results?

It seems to me that the increasing num-
ber of men undertaking this speaks to the 
economic, the socio-economic imperatives 
that I was trying to describe earlier. The vast 
numbers of patients and consumers of cos-
metic surgical culture are women but what’s 
interesting is the rising number of men. Not 
all of these men are simply vain or narcis-
sistic. Many of those that I interviewed have 
undergone procedures precisely to obtain a 
career edge.

I think a lot of mainstream media presents 

cosmetic surgery in the aftermath of celebrity 
culture as being about people wanting to 
be dramatically different and to look like a 
celebrity and to stand out from the crowd.

What I was being told didn’t fit this descrip-
tion at all. In fact, it was often more about 
undertaking a procedure which was about a 
kind of age rewind — making a sort of slight, 
deceptive alteration that didn’t stand out. 
It was almost, in a sense, to try to make the 
employee go unnoticed.

It seems to me that a lot of the public debate 
about cosmetic surgery doesn’t always ap-
preciate that. It’s simply about, say, breast 
enhancements or this sort of thing in which 
you’re trying to make a really dramatic differ-

ence to your appearance.

So it’s the smaller procedures that are 
becoming the most popular.

It gets even more interesting if you think 
about the fact that the large bulk of the prod-
ucts and services that are sold by the cosmetic 
surgical industry are themselves disposable. 
It means that if people are being prompted 
by fear of disposability, they’re buying into, 
obviously, something that’s a highly dispos-
able and plastic kind of product and service 
which, of course, is really in the interest of big 
business and consumer capitalism, because it 
means that you need to keep buying more of 
the stuff. There’s no end to it. ◼

People seem eager to sound off on the 
issue of plastic surgery but prefer not 
to confess to what they themselves have 
had done. What do you make of this 
dichotomy?

That contradiction, it seems to me, goes 
actually right to the very heart of reinvention 
culture. I believe there are very deep both 
economic and social reasons as to why those 
kind of contradictions are coming to the fore 
in the early days of the 21st century.

What’s behind it?

One conventional explanation for the 
cultural obsession with cosmetic surgery 
and the plastic culture, the makeover 
industry, lays much of the blame at the door 
of celebrity culture. One argument is that 
because cosmetic surgery, as a practice, as a 
technology, this is no longer something that, 
because of its high price tag, is only for the 
cultural elite, for those in Los Angeles and 
Hollywood or corporate executives. What we 
see today with new technologies is a kind of 
leveling out of this... A kind of trickle-down 
argument.

I’m not saying it’s not an uninteresting 
explanation but it seems to me it’s a rather 
crude one. I don’t think that, for instance, 
everyone wants to live life in the image of 
Posh and Becks. I think celebrity culture has 
its influences, but its influences are fairly 
uneven. 

What explanation rings truer to you? 

It seems to me that the overriding anxiety 
in women and men’s lives today in 2013 
is the anxiety of disposability. Women and 
men fear being dropped. They fear being 
dumped. The way people are often discard-
ed within organizational life today is that 
they receive an email from the line manager 
who wasn’t the line manager they had previ-
ously, telling them that their job’s come to 
an end and to clear their desk and be gone 
by lunchtime.

That’s at the professional level. At the person-
al level, the global economy has unleashed a 
similar set of changes. Changes that run all 
the way across from marriage is “’til death 
us do part,” to the world we live in today of 
“relationships until further notice.”

Now, what’s all this got to do with cosmetic 
surgery? This fear of disposability, this fear 
of being discarded and displaced and gotten 
rid of, it seems to me, is an anxiety that 
grows very deep in the psyche. It’s not just 
a social and cultural phenomenon. It’s one 
with very deep economic roots. It seems 
to me that cosmetic surgical culture offers 
women and men today an opportunity to be 
able to demonstrate to others — above all, 
to the company and the corporation — that 
one’s a player in the global economy accord-
ing the new dictates of flexibility, adaptabil-
ity, and plasticity.

In our survey, women were the most 
accepting of men having hair-transplant 
procedures as opposed to any other 

The culture of  
human “disposability”
Author of  “Reinvention” Anthony Elliott explains why small plastic surgery procedures are 
becoming a norm as people try to get ahead at work and at home

When we hear the words “plastic 
surgery,” we may envision examples of a 
drastically altered face: Michael Jack-
son, Donatella Versace or Joan Rivers.
But most of the cosmetic enhancements 
happening in the world today are not so 
extreme. Anthony Elliott is the head of 
the Hawke Research Institute, a profes-
sor of Sociology at University of South 
Australia and the author of a new book 
on the topic, “Reinvention” (Routledge). 
Elliott has been investigating modern 
attitudes regarding plastic surgery. 
What he found was shockingly meta: 
Plastic surgery is on the rise in part due 
to globalization and technology.

 

“Cosmetic surgical 
culture offers 
an opportunity 
to demonstrate 
... that one’s a 
player in the 
global economy 
according to new 
dictates.” 

“It was often 
more about 
undertaking a 
procedure which 
was about a kind 
of age rewind, 
wanting an 
alteration that 
didn’t stand out.”
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Last year Carey Mulligan and Leonardo 
DiCaprio lit up the silver screen in “The Great 
Gatsby.” Are a Metropolitan’s notions about 
romance as complicated as the relationship 
between Daisy Buchannan and Jay Gatsby? 
Read on to find out. (WARneR bRos. PictuRes)

Decoding dating and love

Retro rules
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Love and relationships have 
been difficult to navigate 
through every age in history, 
but in the modern day, with 
online dating playing such a 
large role in how people meet 

— about 40 million people date online world-
wide — those complex issues can be boiled 
down to a science. 

Take the case of Amy Webb: as a single digital 
strategist and the CEO of WebbMedia Group, 
Webb grew increasingly frustrated by the ter-
rible dates she went on with people she met 
online. An idea struck her: create a second dat-
ing profile in which she would pose as a man. 
Applying her aptitude for digital strategy, she 
soon discerned patterns and algorithms. Webb 
did everything from profile-photo analysis to 
studying the timing of women’s messages. 
The results shocked her.

She found keywords that would consistently 
bring up some women over and over again for her 
male profile. Soon it was clear that in her profile, 
she should never mention cats but that speaking 
up about her love of chess and “Les Misérables” 
would interest men. In the end, Webb found that 
she needed to design a profile targeted at exactly 
the kind of man she wanted to met. 

“I believe that I was successful at finding the 
perfect person for me because I made an ex-
tremely granular and specific list, noting eve-
rything from acceptable attitudes toward work 
and sports to what type of jazz he should like,” 
Webb wrote in an Op-Ed for Time Magazine. 

“In all, I had 72 attributes ... I assigned each 

of those attributes varying point scores that re-
flected how important each was to me … A pos-
sible suitor had to reach a minimum threshold 
of 700 points for us to chat online or on the 
phone, and more points were required for us to 
meet in person. Suddenly, out of a possible dat-
ing pool of several thousand men, there were 
only two or three realistic possibilities.”

Webb’s approach was a success. She soon 
found her soon-to-be husband and penned a 
book that details her long journey to couple-
dom — “Data, A Love Story” — in 2013. She 
offered advice to legions of online daters who 
were beginning to feel a bit hopeless. 

“Whether we’re dating in the real world or online, 
we’re relying too much now on hope and hap-
penstance. And these days, algorithms too,” she 

wrote in her book. “We don’t allow ourselves to 
think about what we really want in a partner, and 
then we don’t sell ourselves in order to get it.”

Webb’s experience may serve as a powerful 
inspiration to Metropolitans, who generally be-
lieve that having online relationships makes it 
harder to interact in person. A third believe that 
it’s perfectly fine to have an online relationship, 
but most believe it’s not possible to fall in love 
with someone you’ve never met in person. Per-
haps they have seen the MTV show “Catfish,” in 
which teens travel far distances to confront on-
line partners who have refused to meet face to 
face. Most of the time, the evasive partner has 
been lying about some aspect of themselves. 
A quarter of Metropolitans secretly pity those 
who say they met their partner online. 

Metropolitans want to try to keep it real as 
much as possible. They prefer to call their 
partner rather than text them. Single smart-
phone users surveyed in a study sponsored by 
ChristianMingle.com and JDate agree. While 
they admit that they text because it’s conveni-
ent, 58 percent of respondents said that tex-
ting made dating more ambiguous (as in, they 
would be asked to spend time with their love 
interest, without it being clear if it was a date.)

Texting is often a source of stress when it 
comes to dating. According to the aforemen-
tioned JDate and ChristianMingle-sponsored 
survey, 46 percent of singles get upset with 
someone they are dating over their response 
time to a text. Thirty-five percent of these tex-
ters expect a response within an hour, with 
another third expecting to hear back within 
one to three hours of sending a text. ◼

Decoding 
dating and love
Metropolitans are wary of online dating, but one expert learned how to game 
the system in order to make data and algorithms help her find her one true love

There is a city-centric dating phenomenon that 
stretches back before even the era of “Sex and 
the City.” Its name is FOMO — the fear of missing 
out. A 2011 article in the New York Times enti-
tled “Feel Like a Wallflower? Maybe It’s Your Fa-
cebook Wall” detailed how the constant stream 
of information from acquaintances about what 
they’re reading, eating or seeing can give the 
modern urbanite a crushing anxiety about what 
they are currently doing.

Caterina Fake, co-founder of Flickr, the photo-
sharing service, and of Hunch, a recommen-
dation engine, told the New York Times, “So-
cial software is both the creator and the cure 
of FOMO,” adding, “It’s cyclical.” 

That FOMO anxiety runs rampant in a city 
where the streets are packed with singletons. 
Going on a date isn’t just about the person 
you’re meeting, it’s about the person you 
could be meeting instead. Is this person the 
best possible match for me? Is there someone 
better out there for me? Someone who makes 
more money? Someone more powerful? 

An article in the Wall Street Journal entitled “The 
Young and The Restless: Why Infidelity Is Rising 
Among 20-Somethings” investigates why so 
many young people are looking to trade up. 

“Diane Sollee, who used to be a marriage coun-
selor and now runs Smart Marriages (a coalition 
of marriage educators), believes that infidelity 
in most instances is simply a matter of opportu-
nity, and people have more opportunities these 
days,” author Naomi Schaefer Riley explains. 

Thankfully, Metropolitans are not constantly 
looking to trade up. Only about a fifth of those 
surveyed are on that kind of hunt. Nineteen 
percent admitted that they would date someone 
for the money and prestige they could get out 
of that potential partner. Only 15 percent would 
go as far as marrying someone for the same 
reasons. For the Metropolitan, it’s all about love 
and being true to their core values. ◼

The 
wonder 

of FOMO

An air of exclusivity is all it takes 
to attract those who have a fear 
of missing out. (thinkstock)
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Retro 
rules
Metropolitans may be reading “50 Shades ...” 
in their spare time, but they live  
sexually conservative lives in reality

thinkstock



International hotel chain Travelodge 
does an annual survey of the books 
that are left in their hotel rooms 
each year. The findings of their 2013 
survey reveal some telling details 
about the modern reader. The top 

three books left behind in hotel rooms were, 
at No. 3, Jennifer Probst’s erotic fiction novel 
“The Marriage Bargain,” at No. 2 Sylvia Day’s 
erotic fiction novel “Bared to You” and at No. 
1, the perennial favorite for S&M reading, the 
final book of the “50 Shades of Grey” trilogy, 
E.L. James’ “50 Shades Freed.” 

From these findings, we might presume a few 
things. One: People don’t like to save their erotic 
fiction for their home libraries. Two: The best time 
to read sexy lit may be when you’re not at home. 
And three:  E.L. James’ trilogy has rekindled the 
modern appetite for erotic fiction and kink. 

The increased fascination in sadomasochistic 
sexuality has even caused problems for Scottish 
firefighters, who complained that they were 
called 65 times in 2013 to couples who had 
handcuffed themselves in the pursuit of some 
kinky fun. Overall, 800 calls were made to Scot-
tish authorities for assistance in being freed by 
restraints the victims had put themselves in. 

A fire and rescue authority spoke to the 
Scottish Express about the estimated GBP 
200,000 cost of these housecalls.

“People trapped in handcuffs is not the best use of 
our time,” he said. “People should think whether 
they can extricate themselves — or if they should 
get into that situation in the first place.”

Member of the Scottish Parliament Alex John-
stone urged adventurous Scots to be a bit 
more careful with their cuffs and whips. 

“It’s important people bear in mind the con-
sequences. It’s crucial firefighters get the 
counselling they’ll almost certainly need after 
some of these call-outs,” he said. 

But don’t let any of this fool you when it comes 
to Metropolitans. Though more than half of 
them admit to being turned on by sexy images 
and a quarter get randy after reading sexy prose, 
their behaviors are much less adventurous. 

Sixty percent have never had a sex chat, al-
most half had never had sex anywhere other 
than a bed and more than half are totally un-
interested in having a threesome. When asked 
what the most embarrassing thing was that 
they ever masturbated to, Metropolitans sus-

piciously “do not remember” across the board. 
It should come as no surprise that 72 percent 
of Metropolitans believe people are ashamed 
to admit they watch porn. The majority of 
women surveyed (81 percent) said that they 
don’t even own a vibrator. 

But don’t pity the Metropolitan. Most of them 
get laid on the regular — at least once a week. 
Three out of four think one should be between 
15 and 20 years old when they first have sex, 
while one out of 20 thinks you do not even 

need to be 14 years old to be ready to get it on. 

On social media, Metropolitans are open 
about sex. Seventy-three percent of those 
who mentioned watching porn on Twitter 
said that they looked it up because they were 
bored. Of the 21,336 tweets that mentioned 
a sex position over a three-month period, 
doggy style was mentioned the most. Of the 
people talking about booty calls on social 
media, 65 percent were female.

There seems to be a strict moral code when it 
comes to paying for sex. Though prostitution 
is legal in most of Europe and South America, 
about half of Metropolitans across Sao Paulo, 
New York, London, Moscow and Hong Kong say 
they’d be upset if they found out that their part-
ner had previously paid for sex. New Yorkers 
are the most disapproving of prostitution, with 
61 percent saying they think it’s morally wrong. 

But be warned: almost half of Metropolitans 
have never been tested for STDs! So confident 
are they in their conservative ideals regarding 
sex, maybe testing seems unnecessary. There’s 
an even split between those who say they al-
ways use condoms and those who never do. 
That reflects a disconnect, because nine out of 
10 said they would find it problematic if they 
contracted an STD, and more than half would 
consider contracting AIDs as a death sentence. 

While attitudes continue to shift regarding sex 
and love, one researcher of biological anthro-
pology at Rutgers University, Dr. Helen Fisher, 
puts forth a fascinating idea about the ways in 
which we mirror where humanity has been. 

Fisher’s 2010 article “The New Monogamy: 
Forward to the Past” in The Futurist reveals 
that what modern observers may consider 
breaks from tradition are actually vestiges of 
an ancient past. She writes:

“Anthropologists have many clues to life 
among our forebears; the dead do speak. A 
million years ago, children were most likely 
experimenting with sex and love by age six. 
Teens lived together, in relationships known 
as ‘trial marriages.’ Men and women chose 
their partners for themselves. Many were 
unfaithful — a propensity common in all 42 
extant cultures I have examined. When our 
forebears found themselves in an unhappy 
partnership, these ancients walked out. A 
million years ago, anthropologists suspect, 
most men and women had two or three long-
term partners across their lifetimes. All these 
primordial habits are returning.” ◼

Retro rules ▶

46% 
divorced people

70% 
married people

34% 
single people

Love or money?
BESIDES lOvE, MONEY IS ThE 

MOST IMPOrTANT fACTOr 
IN A rElATIONShIP. ThE 

fOllOWINg AgrEE:

Getting lucky

hOW OfTEN DO YOU hAvE SEX?

2 out of 10
have been caught  

in the act

1 of 5 
have tried a 
threesome

3 out of 10 
believe more than 5 
partners is too many

Of ThOSE SUrvEYED ...

12% daily 35% weekly 8% monthly 12% virgin

15% prefer not to answer 6% it’s been so long 12% no response
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Metropolitans find it necessary to lie once  in 
a while. (thinkstock)

The urban ethos
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Right, wrong and the in-between

Altruistic ambition
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The  
urban ethos
Their souls are not damned and neither are yours

thinkstock



The last person most of us 
would expect to draw ire 
from conservatives around 
the world would be the Pope, 
but in 2013, Jorge Mario Ber-
goglio a.k.a. Pope Francis is 

making brains melt around the world. 

Whether he’s posing for selfies or pitch-
ing a revised perspective on celibacy in the 
priesthood, the global leader of the Catholic 
church may have more in common with your 
average Metropolitan than those who came 
before him. 

“We have to find a new balance,” Pope Fran-
cis was recently quoted as saying. “Otherwise 
even the moral edifice of the church is likely 
to fall like a house of cards, losing the fresh-
ness and fragrance of the Gospel.”

Whatever you think the Catholic Bible smells 
like, it’s clear that a new perspective could 
modernize this enormous religious organiza-
tion. As the definition of modernity, Metropol-
itans have long embraced this more expansive 
attitude. They think of themselves as good 
people in general. 

Across Moscow, Hong Kong, London, Sao Pao-
lo and New York, Metropolitans answered de-
finitively in our survey that they did not think 
they would end up in hell, if there was such a 
thing as hell in the first place. Londoners and 
New Yorkers think hell doesn’t exist, while 
most Sao Paolo residents do think it exists, but 
they don’t plan to spend their afterlife there. 

While they don’t expect to be judged by a 
higher being in the afterlife, Metropolitans 
get high-minded when it comes to a few of 
the hot-button issues. Would a Metropolitan 
side with People for the Ethical Treatment of 
Animals when it comes to that organization’s 
many campaigns involving naked women 
dressing in nothing but body paint to protest 
against animal testing?

The answer is, most likely. Fifty-seven percent 
could never identify with someone who per-
forms animal testing. A generous 46 percent 
would rather be a janitor at Google then presi-
dent of an animal testing company. It makes 
sense. Aside from the serious considerations, 
who wouldn’t want to work somewhere with 
such great cafeterias and video games on the 
premises?

Metropolitans may find themselves attract-
ed to a workplace like Google because the 
company has been so vocal about its ethical 
standards. Their famous, and infamous, credo 
“don’t be evil” is well-remembered — perhaps 
mostly due to the fact that it is mocked when-
ever the company revises its privacy policies. 
But for Metropolitans, the original sentiment 
and its good intention is what is remembered 
most. 

Associating themselves with ethical compa-
nies is part and parcel of the Metropolitan’s 
goal of doing good in the world. Thirty-nine 
percent of them claim that their career goal 
is to do something to contribute to the world 
at large. The sentiment is most passionately 

the urban ethos ▶

Fifty-seven percent of the 
93,937 mentions of drug 
legalization made in the U.S. 
over the last 90 days have 
come from men.

frOM ThE U.S.
@bawsemade I hope they 
legalize marijuana Thursday
@ErickisEpic I’m wearing a 
weed tie & a legalize pot pin & 
I bought 2 big bags of Doritos 
& a Calypso
@buntuspec Legalize pot and 
watch this generation crumble
@TheBlackvoice yes I support 
the legalization of marijuana.
@masterchucky Donor will 
match funds, up to $100,000 
to help legalize #marijuana in 
Texas. #mmj #mmot #cannabis 
#Texas

ThE WAR  
ON DRUGS

felt in London and New York — with half of re-
spondents hoping to make a difference. Only 
about 30 percent feel the same way in Hong 
Kong, Sao Paolo and Moscow. 

What is the Metropolitan Googling? Noth-
ing bad, so they claim (73 percent do cop to 
watching porn online, however.)

Cruelty is the ultimate turnoff for a Metro-
politan. Seventy one percent said they would 
not watch an execution on live video feed. 
Of all the videos that surfaced at the time of 
Iraqi leader Saddam Hussein’s execution in 
2006, one two-minute clip has been viewed 
over 13 million times — presumably some of 
these viewers fall into the 29 percent of those 
who admit they would watch it. 

It’s all about peace, love and harmony for 
Metropolitans who, not surprisingly, are all 
for liberal drug laws. City centers are home 
to hundreds of demonstrations advocating 
for the legalization of marijuana every year — 
and you can bet that Metropolitans are among 
those waving hemp flags and salty snacks in 
the air. This past summer saw protests for the 
legalization of pot in Sao Paolo and Montevi-
deo, Uruguay. 

On April 20, 2013, Londoners piled into the 
city’s Hyde Park to spark up a joint in an ef-
fort to inspire lawmakers to legalize the drug. 
One organizer wrote at the time, “‘This event 
is going to be the largest public cannabis rally 
and smoke-up in the UK.” A participant wrote 
on Facebook: ‘Basically... if I don’t see you in 
Hyde Park today you’re not a real stoner!’

Online, most chatter about the legalization 
of marijuana comes from the United States, 
where it is still largely a criminal offense. 
Whispr data concludes that 93,937 of the 
117,543 conversations about drug liberaliza-
tion come from the United States. Not sur-
prisingly, those who are the most emphatic 
about the benefits of legalization are those 
between the ages of 25 and 34.

Live and let live is the way to go for this horde 
of urban dwellers. They wouldn’t even steal 
money if they knew they weren’t going to get 
caught. Across the board, men and women, 
students and professionals all vehemently say 
they’d never transgress in such a way. ◼ 

Pope Francis poses for a group selfie among 
members of the younger generations hat 
he hopes to attract to the Catholic Church. 
(L’osseRvAtoRe RoMAno)

WOUlD YOUr frIENDS BE hOrrIfIED If YOU gOT AN ABOrTION?

43%
of New York 

women

76%
of Hong Kong 

women

43%
of London 

women58%
of Moscow 

women
85%
of Sao Paolo 

women
YES

Abortion

59



it was OK with you that that was tested on 
animals first before it was brought to market. 

What’s one of the most difficult moral 
quandaries a reader has presented to you?

It often comes down to reveal or not reveal. 
For example, I had one from a woman who 
had cheated on her husband. She got preg-
nant. She was certain it was by her lover. He 
said, “I’ll do whatever you want.” She said, 
“Disappear.” He did. They had the child, the 
light of their life, including the husband’s and 
she was tormented because she didn’t tell at 

the time, “I’m pregnant by the other guy.” 

On this one, I’ve gone back and forth on my 
answer. I’ve got a lot of criticism and I totally 
understand the critics … There are people 
who this has happened to and they’ve never 
told and it hasn’t come out. As I say, I usually 
say, “Tell,” but I’ve rethought and rethought 
that answer and I think my critics might be 
right, because sometimes truth telling comes 
at a high cost. I almost always tell those peo-
ple, “That’s the punishment, your guilt.” ◼

Do you find that the people seeking your 
advice already know what they should do 
but are looking to be let off the hook? 

I would never say everyone always has the 
best of intentions. Many people do not have 
good intentions and one of the problems 
is that generally as you go through life 
you don’t want to be on constant alert that 
someone is a creep or criminal or whatever, 
so all of us tend to give the benefit of the 
doubt. And almost always that pays off and 
it’s usually a good strategy. But you also need 
to have an antenna when something is not 
right, because a percentage of the popula-
tion are, you might say, ... If you want to say 
sociopaths, psychopaths, people who have 
different personality disorders, antisocial 
disorders. My inbox is just filled with people 
who get tangled up romantically with or are 
children of or work for people who don’t have 
anyone’s best interest at heart. That’s very 
difficult.

How often do you find that people lose 
their sense of right and wrong when emo-
tions are involved?

People who get involved with people who 
have personality disorders ... First of all, at 
the end of that you have to look at, “Why did I 
do that? Why was I attracted to that?” Second 
of all, the thing about people who don’t have 
your best interest at heart is that they’re 
generally not walking around with an axe try-
ing to chop your head off. You don’t stay with 
the abuser who comes home and breaks your 
nose every night. It’s, “Then it’s nice. Then 
we made up and he got me flowers.”

People are taking those moments of seem-
ing normalcy and saying, “There’s a normal 
person there. We’ve got to get past this bad 
stuff,” and “If he or she could just be normal 
more of the time.”

I’ve said to women who’ve written me, 
“There’s no nice guy wrapped up in an 
abuser. You can’t just take that off and find a 
nice guy. The nice guy and the abuser are the 
same guy so you’ve got to accept that.” 

We asked our readers if they would inter-
vene if they happened upon an assault in 
progress. The largest percentage said they 
would run away but call the authorities. 
What would you say is the right thing to 
do?

The door opens and you see this. Let’s say 
I’m a Navy Seal – I might have a different 
reaction from a five-foot-two woman with no 
weapons. I’m in the 45 percent. I run and call 
the authorities. There’s not a big advantage 
in being No. 2 victim. It doesn’t save the first 
person. You’re dead and that just seems like a 
poor decision. 

Readers also said they would rather be 
a janitor at Google than the president of 
a company that does testing on animals. 
What do you make of that statement?

But you certainly would be willing to be vac-
cinated and be protected from a disease, and 
that vaccine wasn’t available to you without 
animal testing. If your mother has breast 
cancer and her life’s saved from Tamoxifen, 

Right, wrong and  
the inbetween 
Emily Yoffe doles out tough decisions for anxious readers looking for help 
on their moral quandaries. She explains how she navigates murky territory.

While most of us only have our own 
choices to consider, advice column-
ist Emily Yoffe is weighing wrong and 
right for complete strangers. Under 
the pseudonym “Dear Prudence,” Yoffe 
has beenwriting the advice column for 
the Washington Post-owned web mag-
azine Slate since 2006. Slate readers 
are savvy and intellectual. But what 
they struggle with are issues as heavy 
as infidelity and as light as “How do 
I stop a guest at a dinner party from 
taking so many pictures?”

The Metropolitan Report asked Ms. Yoffe 
about the challenges of being the moral 
compass for a general public — and why 
it isn’t always best to tell the truth.

“Sometimes truth-
telling comes 
at a high cost. I 
almost always tell 
[cheaters] ‘That’s 
the punishment, 
your guilt.’”

Lies, lies, lies

hOW MANY lIES DO YOU TEll IN A DAY?

say none say one 
lie a day

say three 
a day

so many, I 
can’t count

45% 35% 14% 6%
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Last fall, during the tragic siege 
on a mall in Nairobi, Kenya, a 
hero was in the midst of ter-
rified shoppers. An anony-
mous Irishman was said to 
have been one of four men 

who came together to save the lives of inno-
cent people trapped in the mall. Sources told 
Irish newspaper The Independent that the 
man, who was an ex-soldier, had just exited 
the mall when the attack began and ran back 
inside to see what was wrong. 

With an English ex-soldier and two other uni-
dentified men, the Irishman ran into the car 
park where about 200 shoppers were cowered 
in fear. Armed with rifles, the men escorted 
the group out of the car park and went back to 
find 100 more people whom they guided out. 
They exchanged gunfire with the assailants 
and freed still more hiding citizens who had 
been shuttered in a restaurant in the mall. 

“This man then spent three hours using his 
paramedical training to help the injured, in-
cluding people who had been shot or hit by 
hand-grenade shrapnel, and then turned res-
taurant tables into temporary stretchers to 
shuttle them to safety,” a friend of the Irish-
man told the Independent.

“His skills saved the lives of many. Eyewit-
ness accounts say he did an extraordinary 
job,” the friend said. This person stated that 
the man did not want any attention from the 
media and firmly asserted his wish to remain 
anonymous. 

Would a Metropolitan armed with that sort of 

training be willing to behave in the same way? 
They would like to think so. 

Metropolitans think of themselves as altruis-
tic. An overwhelming 79 percent of them say 
they would risk their lives to save their Face-
book friends in a fire — 10 percent wouldn’t, 
only because they don’t have Facebook. And 
then there were the brutally honest eight per-
cent, who said they would not save anyone 
they are friends with on Facebook. Here’s 
hoping you don’t get stuck with those eight 
percent while encountering a “Backdraft” 
situation.

But how do we treat each other in less dire cir-
cumstances? What about the little hurts and 
slights that can happen in the virtual world, 
where ideas of right and wrong are blurry and 
“do unto others” gets lost in the news feed?

The idea of what a Facebook “friendship” re-
ally means varies individual by individual. A 
2011 study was done to understand the com-
plexities of relationships on social media — 
“Friend Me or You’ll Strain Us: Understanding 
Negative Events that Occur Over Social Net-
working Sites” by Robert S. Tokunaga at the 
University of Arizona.

“The confusion surrounding the definition of 
friends on social networking sites [SNSs] com-
plicates matters in the friend negotiation and 
ranking processes,” Tokunaga writes. 

“Because the equivocal term ‘friend’ is used 
on SNSs, there are assumptions carried with 
the label, which may escape some users. In-
dividuals diverge in how they interpret the 

meaning of friends on SNSs; some use it to 
mean mere contacts, others only use friends 
to refer to people they have met offline, and 
there are those who apply the term to only 
close friends.”

Metropolitans like to keep it real when it 
comes to their friendships. Fifty-three percent 
of them won’t hold on to a socially beneficial 
friendship if they don’t sincerely enjoy the 
person in question and 68 percent said they 
would not unfriend someone on Facebook if 
the person was not able to help the subject 
achieve their goals. 

Metropolitans want to do the right thing, but 
they know they aren’t perfect and they’re 
willing to admit as much. Thirty-five per-
cent cop to telling at least one lie at day. But 
are all lies completely immoral? There is an 
evolving concept of the “compassionate lie” 
— which some argue is perfectly acceptable 
if it is told in the service of accomplishing a 
larger goal.

Tim C. Mazur, from the Markula Center for Ap-
plied Ethics at Santa Clara University, writes, 
“There is some debate whether a lie told in 
pursuit of another virtue (e.g. compassion: the 
brother’s lie to his sister’s drunken husband 
is motivated by compassion for her physical 
safety) is right or wrong … In essence, virtue 
ethics finds lying immoral when it is a step 
away, not toward, the process of becoming the 
best persons we can be.”

If a lie will help in the overall betterment of 
the world around them, a Metropolitan will 
tell it. ◼ 

Altruistic 
ambition
Would a Metropolitan save the life of another? They would like to think so. Without 
putting themselves in harm’s way, city-dwellers are happy to help their fellow humans.

Survivors of the siege on a Kenyan mall 
recover in the aftermath of the attack. 
(Getty iMAGes)

Getting involved
If AN ElEvATOr DOOr OPENS ON A QUIET 
flOOr AND A MAN WAS BEINg kIllED BY 
ANOThEr MAN, YOU WOUlD:

Run away 
and never 
look back. 

It’s not your 
problem

Jump in and stop the 
attacker, even though 
you could be killed

28%

Scream and scream for 
help, even though no one 
appears to be around

22%
Run away and call the 
authorities, even though 
you might be too late

45%

5%
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Afterword
It’s often said that clichés exist for a reason: they’re just true. But as we’ve seen from the 2013 Metropolitan 
Report, a well-educated, aspirational city-dweller can often escape stereotypes. The modern Metropolitan 
can be energetic, ethical and hard-working at the same time that he or she may also be a bit of a cynic, a 
teller of white lies and a person who is always looking for an excuse to avoid going to the gym. 

The modern Metropolitan is flawed but hopeful, ambitious but clear-eyed. A Metropolitan’s inner thoughts 
and feelings about issues like plastic surgery and drug laws may play out one way on social media, while 
something entirely different is happening in one’s heart. 

These contradictions make for an exciting demographic of city-dwellers that shirk whatever mold in which 
we try to place them. They are as complex as the world around them and as compelling as the future they 
see for themselves. From this report, we may begin to read the tea leaves in order to decipher a city’s destiny 
and that of the world at large. 
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