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STUDY 1: RESULTS

•  Men showed greater willingness to buy when the fleece jacket was gender congruent 
(M = 3.86, SE = 0.13) than gender incongruent (M = 2.68, SE = 0.13), p < 0.001.  

•  Men showed greater willingness to buy when the fleece was gender congruent & good 
fit (M = 3.31, SE = 0.17) than when it was gender incongruent & perfect fit (M = 2.67, 
SE = 0.18), p < 0.06. 

STUDY 2: RESULTS 
•  Across three studies, we consistently found that there exists an 

asymmetry whereby men care much more to avoid gender 
incongruence, even though both men and women may prefer gender 
congruency. 

•  Men’s reluctance to make gender incongruent choices was so much in 
Studies 1 and 2 that they forwent higher quality choices (e.g. better 
fitting clothes), whereas women did not disregard quality. 

Field Studies
•  How does framing jobs as gendered affect the career choices of 

students in health care settings? 
 

Theoretical contribution
•  How does the asymmetry whereby men show greater reluctance in 

making gender incongruent choices inform the literature on gender 
inequality? 

•  What are the psychological mechanisms of men’s disproportionately 
greater reluctance to engage in gender incongruent choices? How 
can we make stereotypically feminine options more appealing to 
men? 

 

INTRODUCTION

METHODOLOGY

CONCLUSION

FUTURE DIRECTIONS

We’ve begun to raise daughters more like sons…but few have the courage to raise our sons      
more like our daughters.    – Gloria Steinem  

•  Past research in gender inequality has predominantly focused on women’s experiences to 
understand processes in play (e.g. stereotypes, backlash, glass ceiling).  

•  More recently, social psychologists have begun to identify cultural and psychological barriers 
that discourage men from acting in ways that may be perceived as feminine. However, little 
research has examined how men and women may differ in their reactions to gender 
incongruent choices. 

•  One potential reason why gender inequality has perpetuated despite decades of research may 
be because we have primarily sought to bring more women into male-dominated fields but not 
vise versa. 

RESEARCH QUESTIONS
•  Are men more reluctant to make gender incongruent choices than women? 
•  How does men’s greater reluctance to make gender incongruent choices (vs. women) impact 

gender inequality? 

HYPOTHESIS & IMPACT
•  Based on literature on precarious manhood, we expect that men (vs. women) are significantly 

more reluctant to make gender incongruent choices. 
•  We propose that an asymmetry whereby men are more reluctant to make gender incongruent 

choices (vs. women) may be an unexplored mechanism through which gender inequality is 
perpetuated. 

STUDY 1 (N = 404 self-identified males in the U.S; MTurk) 
1.  Design: 2 (Gendered label: Men vs. Women) X 2 (Fit quality: Perfect vs. Good) between-

subjects design 
2.  Procedure: Measure willingness to buy (7-point Likert scale) a fleece jacket in a hypothetical 

shopping scenario 

 STUDY 2 (N = 1266 U.S participants – 575 Female, 631 Male; MTurk)
1.  Design: 2 (Gendered label: Men vs. Women) X 2 (Fit quality: Perfect vs. Good) X 2 

(Participant’s gender: Female vs. Male) between-subjects design 
2.  Procedure: Measure willingness to wear pants (7-point Likert scale) in a hypothetical gift 

scenario 

 STUDY 3 (N = 435 college students – 192 Female, 243 Male; Behavioral Lab)
1.  Design: 2 (Gendered survey feedback: Masculine vs. Feminine) X 2 (Participant’s gender: 

Female vs. Male) between-subjects design 
2.  Procedure: Hypothetical career survey à Bogus survey feedback à Hypothetical job offer 

that is consistent with the survey feedback 
3.  Measures: Job appeal, Comfort of sharing the survey results, Interests in more information 

(7-point Likert scale) 

STUDY 3: RESULTS

Contact: ys2595@bu.edu
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Gendered label: F (1, 1225) = 116.01, p < 0.001,     = 0.08 
Fit quality: F (1, 1225) = 10.07, p <  0.001,       = 0.01 
Gender: F (1, 1225) = 147.44, p < 0.001,     = 0.11     
Labeled Gender X Gender:  F (1, 1225) = 326.82, p < 0.001,     = 0.21 
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Gendered label: F (1, 403) = 43.99, p < 0.001,      = 0.1 
Fit quality: F (1, 403) = 10.19, p <  0.002,       = 0.03    
Interaction:  F (1, 403) = 9.79, p < 0.002,     = 0.02 η2
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Gendered survey feedback:  
F (1, 434) = 8.16, p < 0.005,     = 0.02 
Gender: F (1, 434) = 23.03, p < 0.001,      = 0.06    
Interaction: F (1, 434) = 52.91, p < 0.001,     = 0.11 η2

η2
η2

•  Replication of Study 1 for male participants. 
•  Although female participants also preferred gender congruent to gender incongruent 

pants (diff = 0.76), they did much less so than male participants (diff = 2.54). 
•  Male participants were significantly less willing to wear gender incongruent pants (M = 

3.54, SE = 0.12) than did female participants (M = 5.51, SE = 0.10), p < 0.001.

p < 0.06 

•  Conceptual replication of Studies 1 and 2: Male participants found the 
job significantly more appealing when it was described as masculine (M 
= 4.89, SE = 0.12) than feminine (M = 3.29, SE = 0.14), p < 0.001, 
whereas female participants did not show a significant difference, p > 
0.99. 

p < 0.001 n.s

p < 0.001 n.s


