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What predicts adoption 
of alternative menstrual 

products?

Reusable menstrual products have been commercially available for decades and have recently emerged as a niche category with the potential to become
mainstream (Gómez-Upegui, 2020; Oaklander, 2014). Yet, recent consumer surveys indicate that even the most popular reusable menstrual product, the cup
(Eveleth, 2020), is used by only 7% of respondents (Wroble, 2020). Thus, reusable menstrual products are another category where the attitude-behavior gap
(Park & Lin, 2018) is manifest. We explore consumer and product factors that facilitate or impede adoption of reusable products associated with this
stigmatized biological process (Johnston-Robledo & Chrisler, 2013).

Product features, including form and materials, influence consumer adoption of stigmatized products (Wilner & Huff, 2017). We focus on perceived
invasiveness of reusable menstrual products and expect that it may pose a barrier to adoption. Furthermore, since adoption is a function of consumers’
psychological processes and preferences (Im et al., 2003; Moreau et al., 2001), we also focus on the construal of the human body as “creaturely.” Specifically,
we expect to demonstrate that a strong creaturely body construal will also be a barrier to adoption because prior work demonstrates that thinking of the body
as creaturely is associated with an avoidance of touching one’s own body (Goldenberg et al., 2008). Finally, we examine race because menstrual product
marketing and the social experience of consumption has been racialized (Ding et al., 2020). We predict that White consumers may have more positive views of
these products than non-White consumers because prior work shows that more women of color than White women appear to internalize negative cultural
assumptions of menstruation (e.g., menstruation is dirty; Fahs, 2011).

Methodology
Participants: 120 female consumers (Mage = 30.95, SD = 10.75) from Prolific Academic (59 White, 36 Asian, 11 Black, 8 Mixed Race, 6 Other)
Measures: Perception of “alternative” vs. “non-traditional” menstrual products (open-ended), menstrual product categorization task, past use of menstrual 
products, perceived invasiveness (single-item), endorsement of creaturely body construal (four items; α = .85).

Goal 1
Role of Invasiveness

Goal 2
Racial Differences

Goal 3
Role of Creatureliness

Non-White (vs. White) participants were…

More likely to report negative attitudes toward inserting, 
wearing, and using alternative products

(r = .18, p =.047)

More likely to associate alternative products with 
positive price points (r =.26, p = .005)

Marginally more likely to have used the cup 
(r = .17, p = .057) 

Marginally less likely to have used a sponge 
(r = -.16, p = .076)

Marginally higher in creaturely endorsement 
(r = .41, p = .06)
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Perceived Invasiveness of 
Alternative Products

(+)

Perceptions of 
alternative products 
saving money in the 

long run
(r = .19, p = .034)

(+)

Familiarity with 
alternative products

(r = .18, p = .05)

(-)

Perceptions that 
alternative products 
should be normative

(r = -.32, p < .001)

Discussion
We find that consumers distinguish between traditional (i.e., tampons and pads) and alt. (i.e., menstrual cups and discs) products, and that alt. products span a 
continuum of more to less invasive. We observe several interesting correlations between consumer race, body construal, and product perceptions. Our 
subsequent work, which includes a field study, attempts to mitigate these barriers to increase consumers’ willingness to adopt alt. menstrual products.
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