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Background 

• The majority of birth control technologies have been directed towards women, creating an implicit association 
between femininity and the use of birth control (Campo-Engelstein, 2011).  

• Men’s lower willingness to use a male birth control is associated with a desire to avoid appearing feminine (Pe-
terson et. al, 2019).   

Research Question and Hypothesis 

• Research Question: Does the degree to which a male birth control is associated with masculinity in an adver-
tisement (ad) influence men’s willingness to, and interest in, using the depicted birth control?    

• Hypothesis: Men will express greater willingness and interest in using a male birth control when presented with 
a masculine ad, compared to when presented with a neutral ad.  

Methods 

• Pilot Study: Participants pre-rated 8 different advertisements (4 ‘masculine’ ads and 4 ‘control’ ads) on their 
masculinity and how realistic the ads appeared. The masculine ad chosen for this study scored the highest on 
masculinity, while the control ad chosen scored the most neutral on masculinity, and both ads were rated highly 
realistic.  

• Main Study:  

• N = 98 Undergraduate Students  
• Control condition, n = 49 
• Masculine condition, n = 49  

• Predominantly 18-22 years old, heterosexual (n=90), and Caucasian (n=78) 

• Participants viewed either ad, then indicated their willingness and interest in using the depicted birth control.  

• Participants also completed the Revised Sociosexual Orientation Inventory (SOI-R; Penke & Asendorpf, 2008), 
to measure their openness to having short-term, uncommitted sexual relationships.  

• Example item: How often do you have fantasies about having sex with 
someone you are not in a committed romantic relationship with? 
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Discussion 

• Participants who viewed the masculine and the neutral ad reported similar levels of willingness and interest in 
the advertised birth control. 

• Among the men who viewed the masculine ad, the more they desired short-term, uncommitted sexual rela-
tionships, the more willing they were to use the advertised birth control. 

• Overall, these findings suggest when men are motivated to pursue short-term, uncommitted sexual relation-
ships, a masculine advertisement could increase men’s willingness to use the depicted birth control. 

Limitations 

•  Data was collected from predominantly white men, so results may not generalize to a more representative 
population.   

Future Directions 

• Finishing data collection 
• Investigating actual behavioral outcomes 
• Exploring whether manipulating men’s short-term sexual desires would influence willingness to use a male 

birth control 
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• There was no significant difference in the willingness 
to use the advertised birth control between the two 
conditions (p = 0.96).

• Men who saw the masculine ad who also 
indicated a desire for short-term, uncommit-
ted sexual relationships indicated more will-
ingness to use the advertised birth control, 
even when controlling for perceived risk of 
pregnancy. 

• There was no significant difference in interest to use 
the advertised birth control between the two conditions 
(p = 0.48).
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