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the “woman in red.” We noticed with a multitude of the historical ads that the admiring female 

was usually dressed in red and had blonde hair. We also wanted the image to be in an upscale 

social setting. In both the historical and the contemporary image, the following themes are 

consistent: they feature a social setting, a blonde, admiring woman with a one-directional open-

admiration female gaze, a brunette woman directly engaged with the PR, drinking of alcohol, 

and well-dressed (dress-casual style) subjects.  

 
FIGURE N 

 

    Figure 13. Playboy Magazine. October 1973. 
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FIGURE O      FIGURE P 

 
 Figure 14.      Figure 15. 

Focus Groups (Phase III) 

The third phase of my project involved gathering data via focus groups. Using the 

contemporary image and text, focus groups explored the extent to which these 1960s masculine 

descriptors still resonated with young men today. Conducting focus groups is a research 

technique that collects data through group interaction on a topic determined by the researcher. It 

locates the interaction in a group discussion as the source of data and acknowledges the 

researcher’s active role in creating the group discussion for data collection (Morgan, 1996:130). 

Morgan (1996) outlined several criteria for conducting focus groups. For example, sociological 

research relying on this method usually involves 4 to 6 focus groups, each consisting of about 6 

to 10 participants in each focus group. An overview of the focus group guide is provided in 

Appendix B.  

The playboy project team conducted six male focus groups in reserved locations on 

campus (for easy access and familiarity among participants). The target sample consisted of 

white, heterosexual males, between 18 and 40 although other sexual orientation, and race groups 

were allowed for possible subsequent comparisons (Morgan, 1996).  Each focus group was led 
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by a male to improve the accuracy of the responses. Social research suggests that facilitator 

gender may impacts focus group responses. Specifically, Kimmel refers to the homosocial aspect 

of masculinity in many of his works, noting key differences in how men act and behave to 

impress other men, particularly when discussing relationships with women. A list of the focus 

groups questions is provided in Appendix C.  

Participants were recruited through invitation, email requests and flyers distributed 

among Introductory General Sociology courses. By using the introductory courses as a 

recruitment method, the goal was to get a representative sample of males in regard to school 

major. Because of the large size of the introductory courses, this gave us a sufficient recruitment 

pool. The original goal was to obtain 24-40 males in total for the focus groups. In total, we 

successfully recruited 48. There is a multitude of previous research that has used this same 

recruitment method with undergraduates such Giaccardi et al. (2016). A copy of the recruitment 

flyer is located in Appendix D. Upon arrival, participants were assigned a random number-

identifier and randomly sorted into groups; they also completed a brief demographic profile that 

included their race, age, and sexual orientation. The information presented here draws from 6 

focus group. Groups varied in size from 6-10 men, and averaged approximately 60-80 minutes.  

Data Analysis  

 A total of 48 men participated in the focus groups. Ages ranged from 18 to 27, with a 

mean age of 20.06. The majority of the participants were white and self-identified as 

heterosexual. 75% of the participants were white, while 25% were nonwhite [ Among nonwhite 

participants, 14.6%self-identified as Black, 6.25 %Hispanic/Latino, 4.17% Asian]. With regard 

to sexual orientation, about 90% self-identified as heterosexual. Focus group facilitators started 

with introductions, having each participant go around the circle and say aloud (for help with the 


