REPORT ON PROJECT
 
PROJECT NAME: Crisis of male roles in Lithuania/ Survey on value systems and behaviour models.
 
INITIATOR AND OWNER: Vilnius Centre for Men's Crises (VCMC – it is the first of it’s kind in Eastern Europe, based on a Norwegian model – a non-profit organization of volunteers, professional social workers and therapists which primarily aims to decrease male suicide rate and male domestic violence by means of preventive work, established October 2001).
 
PIMARY GRANT-GIVER AND CO-OWNER: Open Society Fund Lithuania.
 
SECONDARY GRANT-GIVERS: UNDP, Nordic Council of Ministers in Lithuania. 
 
 
INITIATIVE
Two main aims of the project were 1) to conduct an initial research on the degree of crisis of male social roles in Lithuanian society and 2) to attract public attention to the problems of inadequacy of popular concept of those roles in the context of vast social and economical change.
 
Both goals are successfully achieved.
 
 
MOTIVATION
The basic facts pointing to possible inadequacy of male roles are one of the highest in the world male suicide rate and mounting evidence of male violence in families or partnerships. These circumstances clearly show the tension between present socio-economical possibilities and roles, which Lithuanian males are projecting on themselves.
 
Thus, this research was aiming to initiate a clarification of the details (the extent and the content) of present role-crisis, rather than to validate the very fact of crisis, which, we believe, is clearly noticeable. The main questions we raised were: which male role models are dominating in present-day Lithuania? How Lithuanian males value themselves as enactors of those roles? What sort of masculinity is best valued in this country? 
 
Furthermore, we were interested in what practical social and political conclusions can be drawn from this research. All this would create a positive and supportive background for the activities of VCMC, which basically are social work with and psychotherapy sessions for adult males experiencing social and psychological problems in partnerships, families or on their own. 
Such background is almost nonexistent in Lithuania: psychological and social well being of men is rarely discussed despite the apparent abovementioned facts. Thus we held that the survey, which would began a public debate of male predicament, would be essential for long term functioning of our and other institutions providing Lithuanian's men with needed social and therapeutic services. This would also identify the range and causes of the problems that VCMC and other similar institutions try to prevent.
 
For that purpose, we contracted a company well known on Lithuanian sociometric research-market -- "SIC Market Research" to conduct an initial survey and primary interpretation of it's data. For additional qualitative interpretation of the data we invited a social scientist working in the field of gender studies dr. Arturas Tereskinas of Vytautas Magnus University in Kaunas, whose interests, unusually for Lithuanian academic establishment, are in men studies.
 
 
METHOD OF RESEARCH
The Project thus conceived was to be processed in two stages. In stage one "SIC Market Research" would conduct a sociometric survey of male values, esp. hierarchy of patterns of behaviour and present us with the statistical data and their primary explanation. In stage two our experts -- the abovementioned social scientists -- would elaborate on these results and present us with more publicly readable interpretation of the survey.
 
The Survey was conducted by "SIC Market Research" in February 11-26, 2002 by using an internationally acclaimed method of sociometry called RISC. This method serves for mapping out value-attitudes of groups of various range. This method originated in France in 1980 and is available for commercial use up until now. "SIC Market research" are partners of the French sociometric company, which is providing this method. 
 
Technically, the sample of survey was formed using multistage random sampling. Sample size (the number of persons interviewed) was 1000 respondents. Survey was performed using face-to-face interviews at respondents' homes. The rate of statistical error was 3.1 %. According to the "SIC Market Research", the data can be generalized on all the permanent inhabitants of Lithuania aged 15-74 for purposes of forming statements, which could start a more serious public debate of the issue.
 
All other relevant technical details and parameters of the RISC method are presented here in appendix #1, which is also a sample general national RISC survey report of the year 2000.
 
The RISC survey can have a number of questionnaires, customized to the informational needs of particular client of "SIC Market Research". These separate modules are to disclose the value-attitudes of interviewees regarding specific areas of objects or practices, not the general sets of values. The VCMC thus requested a special questionnaire dealing with attitudes towards various male roles. 
 
The questions were initially prepared by dr. Arturas Tereskinas and integrated into national RISC survey by specialists of "SIC Market Research".
 
 
RESULTS OF RESEARCH
In short, three main generalizations drawn from primary analysis of the survey data revealed possible sources of male role-inadequacy:
 
1) "BEING MALE" EQUALS "EARNING MONEY” AND “REPAIR AND FIX"
Most strikingly, the survey showed that a significant majority of both female and male respondents placed a huge value on a male's ability to provide financially for his partner/family. This is a clear indication of role-crisis because of rough inadequacy with economic abilities of both genders: roughly half (more so in rural areas) of middle and esp. lower class households are actually more dependant on income of working women -- not men. 
 
Also, both sexes stressed the male ability to "fix and repair things at home" as important (67%).
 
Next to this, the inside-gender values are to some degree contrary among sexes: 62% of females stressed search for meaning and spiritual growth as their primary value, while 58% of men were putting on top of their value-sets the money as means for achieving goals, security and success, while clearly degrading the value of abovementioned meaningfulness and spirituality to the bottom of their value-scale. 
 
On the second place on value-scale 58% of females were stressing the need for being together with someone -- the "quality time", while 51% of males were preferring search for intensive emotions and experiences.
 
Women also stressed their expectations, that their male partners should earn and provide financial means for living. The sole difference is a greater importance, which women tend to grant for male skills of "understanding" and "being sensitive", while men themselves tend to ignore these.
 
2) "BEING MALE" EQUALS "SATISFY A WHOMAN SEXUALLY"
Clearly, majority of surveyed men stressed their skill to "satisfy a woman sexually" as an essential next to ability to earn money. Men also were tending to reject the openly homosexual relationships or homosexual identification altogether. Heterosexual women were showing a much greater tolerance towards homosexuality.
 
3) MALES DENY PARTNERSHIP AND PERSONAL PROBLEMS 
Another important trend was that males tended to ignore problems of their partnership or marriage, denying the problems, when women were more unsatisfied with the quality of relationships with their partner/spouse.
 
Furthermore, the majority of Lithuania's men (up to 77%) are believing they fit the image of a "normal male" with abovementioned stress on financial independence and ability to provide for family/partnership, while putting the need for spiritual inquiry, emotional well being and skills for active communication with partner at the bottom at their values-scale.
 
Besides, in a contradictory manner men showed a greater dissatisfaction with their jobs, salaries and stressful communication at work, than women and expressed a greater need to "be with family", which also serves as a clear indication of inadequacy of the dominant role-model.
 
 
CONCLUSION
According to final interpretations, there's no crisis in conceivability of roles: there are quite perceptible role models for male behaviour. The main problem is, as it was supposed, the inadequacy of perceived roles, which, given the economical trends in EU, can only deepen, if those behaviour patterns are not discussed and changed.
 
The dominant (most valued) male role is, according to dr. Tereskinas: persistent seeker of financial independence and social status, main provider for the family, defender of partner from physical violence, participator in cultivation of children, strictly heterosexual without any apparent traits of femininity (not giving up, not passive, not dependant).
 
This kind of masculinity tends to ignore problems of body – both in aesthetic and in health terms, as well as emotional life in general. Here not the intimacy with partner is stressed as most valuable, but skills to satisfy her (homosexual partnerships are overwhelmingly denied among surveyed males). 
Toleration for unconventional behaviour, active communication, listening skills, skills to understand and express one self’s emotions are valued here least. This image also is perceived as most "normal" and "fitting", while this also means, that it is not only "dominant", but oppressive too because of clear inadequacy in chances to realize it as perceived for all those 77% of males who subscribe to it. The issue of apparent homophobia as a negative means for constructing this quasi-traditional role model is only a good illustration for this.
 
Dr. Arturas Tereskinas sees a clear need for Lithuanian social work institutions and groups as well as for national politicians to adopt a politics of active public debates on limitations of prevailing male gender roles. This would constantly push national legislation towards higher standards of equity and gender-diversification.
 
Most notably, this debate would also encourage the broader public to actively inquire into existing role models and construct more positive, economically and socially viable, more diverse gender-roles.
 
PUBLICITY EFFECTS
The results and conclusions of the survey were presented at a press conference at a national legislation institution -- Seimas -- as well as at Open Society Fund Lithuania' conference room. National media, legislators, academicians and social workers took significant interest in these presentations with the immediate effect of establishing a men's studies program for post-graduate students at Vilnius University, broad interviews with the head of VCMC and dr. Tereskinas on two main radio stations and on national television, articles on survey in leading newspapers. Thus we gathered all publicity we needed for this issue as well as for activities of VCMC.
 
