
TODAY'S MALE SHOPPER IS SAVVY 
AND SPENDING MORE THAN EVER. 
HERE'S WHAT RETAILERS ARE 
DOING ABOUT IT. BY ROBERT NIEMINEN 

hile we laugh at the t r u i s m revealed 
i n t h e m e m e at r i g h t (some o f w h i c h s t i l l ho lds t r u e ) , 
today's male shopper is quite d i f ferent f r o m his predeces­
sors. M e n are do ing m u c h more shopp ing these days, b o t h 
in-store a n d onl ine , a n d retailers are t a k i n g notice a n d 
adapt ing t h e i r strategies t o embrace the new renaissance 
m a n o f reta i l . 

Men's r e t a i l sales have leapt 4 . 1 % to $101.8 b i l l i o n i n the 
past t w o years, surpassing g r o w t h i n women's sales, w h i c h 
grew j u s t 2 .8% to $ 1 5 0 . 1 b i l l i o n , accord ing t o a recent 
L.A. Times art ic le . The art ic le predic ted t h a t by 2017, mens -
wear w i l l c l imb 8.3% to $110.3 b i l l i o n . To grow t h e i r share 
o f th i s m a r k e t , brands f r o m Prada to Guess have opened 
boutiques for m e n , whi l e N o r d s t r o m recently purchased 
onl ine men's s ty l ing service T r u n k Club. 

On l ine , menswear has outpaced every category f r o m alco­
h o l to auto parts i n the past five years, w i t h a n a n n u a l sales 
g r o w t h o f 17 .4%, w i t h s imi lar project ions expected t h r o u g h 
2020, according to research firm IBISWor ld . W h i l e 5 7 % o f 
onl ine purchases were made by w o m e n i n 2013, 2 2 % o f m e n 
made purchases o n the i r smartphones last year compared to 
1 8 % of w o m e n , according to a recent Business Insider study. 

To b o r r o w f r o m the o ld V i r g i n i a Slims slogan, "You've 
come a l ong way, man. " 
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An amusing meme that 
made the rounds a few 
years ago explains a 
fundamental difference 
between how men and 
women shop. The di­
agram illustrates the 
typical route men and 
women make on a trip 
to the mall to buy a pair 
of pants from The Gap. 

mission: 
GO TO GAP, BUY A PAIR OF PANTS 

FEMALE MALE 
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FEMALE 
Time: 3 hours 

26 minutes 
Cost: $876 

MALE 
Time: 6 minutes 

Cost: $33 
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Left to right: Rather than overtly masculine 
design changes, subtle references such as 
antlers over the fitting room door mark this 
department as distinctly male in a Lord & Taylor 
in Albany, N.Y. Schwitzke's updated design for 
the menswear department of Ludwig Beck in 
Munich, Germany, defies stereotypes with a light 
neutral palette. GUESS opened its first shop just 
for men at Miami International Mall in 2013— 
an oversized light box calls attention to the small 
storefront across from an existing GUESS, while 
metalwork by idX brings a masculine feel. 

A SHIFT IN SHOPPING HABITS 
W h i l e m e n m a y n o t spend as m u c h t i m e shopp ing as t h e i r 
female counterparts , they are def in i te ly v e n t u r i n g o u t i n t o 
re ta i l stores more f requent ly and, surpr is ingly , w i t h o u t a 
female companion. 

" W a l k any m a l l or shopp ing d i s t r i c t a n d y o u can see more 
m e n o u t o n t h e i r o w n n o t j u s t shopping , b u t more i m p o r ­

tant ly , shopp ing f or themselves," says Carm M c C o r m i c k , 
director o f design a n d store p l a n n i n g f or Canada's Best 
Store Fixtures i n Woodbridge , O n t a r i o . 

Joan Insel , associate p r i n c i p a l at Call ison i n Seattle, agrees 
and says men's purchas ing pat terns are changing noticeably. 
"We n o w have more access to data about men's shopp ing hab­
its . Technology gives m e n greater c o n t r o l over the shopping 
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'Technology gives 
men greater control 
over the shopping 
experience as well as 
privacy and access 
to information. They 
like shopping online 
that way." 

experience as w e l l as pr ivacy a n d access t o i n f o r m a t i o n . They 
l ike shopp ing onl ine t h a t way." 

On l ine shopping seems to be we l l - ta i l o red to men's shop­
p i n g preferences, w h i c h helps to explain the robust g r o w t h 
i n onl ine menswear sales a n d mobi le purchasing trends. 

" W h a t retailers are rea l iz ing is t h a t w o m e n shop, whereas 
m e n buy," says Insel . "So w o m e n are more interested i n j u s t 

w a n d e r i n g around , discovery, a n d th ings l ike t h a t . But m e n 
need a l i t t l e b i t more confidence. They're n o t recreational 
shoppers l ike w o m e n are." 

As a result , m a n y retailers are cater ing to th i s s t ra ight ­
f o r w a r d approach t o men's b u y i n g habits t h a t they've become 
comfortable w i t h on l ine , according to J i Rook K i m , f ounder 
o f N e w York-based design f i r m Unspace. " M e n , w h e n t h e y 



Tt's all about getting like-minded 
people and like-minded brands 
into one lounge area." 

shop onl ine they j u s t type w h a t they w a n t , they get the 
direct answer, a n d they make a purchase r i g h t away. I f they 
can have a pr ivate in terac t i on , pr ivate shopping w i t h o u t hav­
i n g t o wander f r o m shop to shop, [retailers] m i g h t actually 
make guys enjoy the experience," he adds. 

Others don ' t t h i n k m e n need any more convinc ing , h o w ­
ever. Some believe m e n are already enjoy ing the shopp ing 
experience i n ways a k i n to female shoppers. 

" M e n do shop more for themselves now, a n d they are 
shopping more l ike w o m e n l ike to shop w i t h t h e i r f r iends 
as a social act iv ity , " says Charles Sparks, pres ident a n d CEO 
of Charles Sparks + Co. i n Westchester, 111. He suggests t h a t 
m e n are even shopp ing f or pleasure a n d as a creative out le t 
the same way w o m e n do. 

" M e n are basically j u s t f a l l ing i n l ine . They're n o t as a fra id 
to do t h a t as t h e y may have been i n years past," he says. 

TAILORED SPACES 
As a result o f the steady increase i n men's sales, retailers 
i n c l u d i n g J. Crew, Ugg, and Saks F i f t h Avenue are n o t on ly 
r e t h i n k i n g men's departments , b u t also are b u i l d i n g com­
pletely separate spaces to accommodate a new breed o f shop­
per, according t o a recent Business Insider art ic le . "Retailers 
are p u t t i n g a l o t o f t h o u g h t i n t o the layouts of these spaces 
t o o — t h i n k : places to s i t , darker colors, gadgets, a n d reading 
m a t e r i a l l y i n g around," the artic le notes. 

I n o ther words , b r i c k - a n d - m o r t a r shops are evolv ing i n t o 
a k i n d of h y b r i d between a m a n cave a n d a social club where 
m a n can also buy t h e i r favori te i tems. To t h a t end, i n t e r ­
n a t i o n a l cigar b r a n d D u n h i l l opened up a sty l i sh gentlemen's 
tobacco lounge i n L o n d o n where customers can purchase a 
pr ivate h u m i d o r , enjoy a casual cup o f coffee, host business 
meet ings , a t t e n d catered events, a n d o f course, l earn about 
the f ine a r t o f s m o k i n g stogies, according to Insel . Similarly, 
she p o i n t s o u t t h a t Lexus in t roduced a series of branded 
Intersect Lounges a r o u n d the w o r l d ( i n Tokyo, New York, 
and Duba i to date), w h i c h b l end the best parts o f a h o t e l 
lounge, a r t space, cafe, a n d r e t a i l shop w i t h a car dealership. 

" I t ' s a l l about g e t t i n g l i k e - m i n d e d people a n d l i k e - m i n d e d 
brands i n t o one lounge area," Insel says. 

To do t h a t , retailers are d o i n g more t h a n just sel l ing 
p r o d u c t s — t h e y are p r o m o t i n g lifestyles a n d b u i l d i n g social 
communi t i es b o t h onl ine a n d t h r o u g h in-store and out-o f -
store events to p r o m o t e the b r a n d , according to McCormick . 

oriented shopping, UnSPACE designed this first My.Suit 
store, on NYC's Madison Avenue, based on its website 
customer experience. Today, five offline stores complement 
the brand's online presence. 
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"As a society we have genderized dark woods and metals 
as being masculine. We see it in many store formats take 
shape in classic sleek to industrial punk looks with the 
addition of raw woods." 
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" W h a t is d i f ferent is t h e y are sel l ing the dream, sell ing the 
l i festyle, a n d t h e y can do t h a t by being able to offer n o t only 
the clothes b u t also the accessories t o f i n i s h the look. M e n s -
wear brands i n par t i cu lar are leveraging the ongo ing t r e n d o f 
affordable luxury , b r i n g i n g the custom ta i lored l ook and feel 
to ready to wear." 

Creat ing a un ique shopp ing experience ta i lored to m e n 
can be a challenge, however, especially for d e p a r t m e n t stores 
such as Macy's t h a t b r i n g m u l t i p l e brands under one roof . B u t 
that 's exactly w h a t Macy's set out to do (and accomplished) i n 
a four-year, storewide renovat i on of i ts iconic Hera ld Square 
locat ion i n M a n h a t t a n . I n the m o s t extensive r enovat i on a n d 
real location of space i n the h i s t o r y o f i ts Hera ld Square store, 
Macy's a n d i n t e r i o r design a n d p l a n n i n g f i r m Charles Sparks 
+ Co. t o t a l l y expanded a n d revamped the men's d e p a r t m e n t , 

p i ck ing up a n add i t i ona l 53,000 sq. f t . o f sales area a n d a t o t a l 
o f 180,000 sq. f t . o f men's merchandis ing across seven f loors. 

Charles Sparks + Co. systematical ly removed walls t h a t 
h i d escalators, exposed ceilings, staged wor lds o f related 
merchandise, a n d added a n u r b a n feel w i t h design, mater ia ls , 
a n d new l i g h t i n g . The change n o t on ly makes the store more 
understandable a n d accessible, b u t re-energizes the Macy's 
experience f or i t s male cl ientele. 

"We have real igned a n d re-layered i t by f l oo r a n d made 
b e t t e r c o n n e c t i v i t y a n d logic between merchandise a n d the 
f l o w f o r w a y f i n d i n g a n d so f o r t h because men's is se l l ing o n 
seven f loors," Sparks says o f the extensive r e n o v a t i o n . " I t 
was a l l about a p p l y i n g best pract ice pr inc ip les o f c lar i ty , o f 
c i r cu la t i on , o f h a v i n g t h e proper w i d t h o f aisle, a n d open ing 
u p the space." 



Left: Like Macy's, Saks Fifth Avenue is getting just as creative in visual mer­
chandising for men as it does for women. Right: Nordstrom's recent purchase 
of the online Trunk Club illustrates the retailer focus on the male shopper. 

"The environment has to 
support the DNA of the brand 
vs. following any specific trend.' 

AESTHETICS DEBATE 
W h i l e the masculine aesthetic i n re ta i l env i ronments has 
typical ly been expressed i n colors, mater ia ls , a n d finishes 
t h a t are darker or metal l i c i n nature , reduc ing the equat ion to 
such s imple t e r m s is n o t on ly ineffective, i t 's also stereotypical . 
Dark woods a n d metal l i c f inishes may be used effectively i n the 
design o f spaces t h a t appeal t o m e n . But w h a t shou ld dr ive the 
design process is ensur ing t h a t the space accurately represents 
the b r a n d as a whole . 

"As a society we have genderized dark woods a n d metals as 
being masculine," says McCormick . "We see i t i n m a n y store 
f o rmats take shape i n classic sleek t o i n d u s t r i a l p u n k looks 
w i t h the a d d i t i o n of r a w woods." 

W h i l e M c C o r m i c k notes t h a t such design elements can offer 
a safe approach and n e u t r a l backdrop for menswear, Sparks 
cautions t h a t retailers shou ld avoid be ing cliché a n d us ing 
materials i n such a broad context . "The e n v i r o n m e n t has t o 
suppor t the D N A of the b r a n d vs. f o l l o w i n g any specific t rend , " 
he says. 

McCormick echoes t h a t sent iment , saying, "The store envi­
r o n m e n t takes its f o r m f r o m the brand. I f the menswear b rand 
is k n o w n for its v ibrant p r i n t s and is n o t shy of color or pattern , 
t h e n dark woods and dark metals may n o t necessarily do the 
brand or c lothing justice. W i t h this new surge i n m e n shopping, 
m e n are more aware o f style, t rend , and color. They n o w expect 
designers to be more careful i n what materials and looks they 
choose to make the stores appealing to them." 

S t i l l , some aesthetic choices obviously w o n ' t resonate w i t h 
brands or the m e n w h o are l oya l to t h e m . P a i n t i n g a m o t o r -
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cycle s h o w r o o m p i n k , f o r example, is c o u n t e r i n t u i t i v e , 
according to K i m . " I t ' s a ve ry s imple idea, b u t we de f in i t e ly 
w a n t to make a bo lder s t a t e m e n t a n d give t h e phys ica l 
[ e n v i r o n m e n t ] m o r e w e i g h t , t e x t u r e , a n d s o m e t h i n g y o u 
w o n ' t see i n t h e d i g i t a l w o r l d i n t e r m s o f scale a n d p a t t e r n . " 
Sparks says there's no magic panacea f or creating e n v i r o n ­
m e n t s t h a t appeal t o m e n , or any o t h e r consumer segment 
for t h a t m a t t e r . W h a t is needed, rather , is a n approach t h a t 
is executed " w i t h great de ta i l a n d a u t h e n t i c i t y , because a l o t 
o f people are exper ienc ing a l o t o f d i f f e rent spaces now, a n d 
t h e y have a l l these d i f f e rent channels a n d ways to access 
goods, so y o u have to f o l l o w t h r o u g h cons is tent ly w i t h 
w h a t y o u r b r a n d value real ly is." 

THE PROMISE OF A GOOD EXPERIENCE 
U l t i m a t e l y , retai lers w i l l be effective i n reaching a more 
sophist i cated male demographic u s i n g the same pr inc ip les 
t h a t w o r k w i t h any customer, says Sparks. "Regardless o f 
age or gender or l o c a t i o n or even economic s t ra ta , retai lers 
are seeking b e t t e r ways t o connect t h r o u g h a l l f o r m s o f 
t o u c h p o i n t s — w h e t h e r it 's d i g i t a l m e d i a or the phys ica l 
store, mob i l e devices, a n d e v e r y t h i n g else. The phys ica l 

store has t o make sure it 's f o l l o w i n g t h r o u g h o n i ts p r o m i s e 
o f a good experience." 

A c c o r d i n g t o M c C o r m i c k , t h a t can be accompl i shed i n 
t h r e e ways: by o f f e r i n g e x t e n d e d services, p a y i n g a t t e n t i o n 
t o deta i l s , a n d p r o v i d i n g exc lus iv i ty . W h i l e i t m i g h t seem 
c o u n t e r i n t u i t i v e t o d r o p o f f a customer 's purchases at t h e i r 
h o m e or place o f business , M c C o r m i c k says t h i s approach 
"can d r i v e m o r e b r a n d l o y a l t y a n d create the desire t o 
come back w h e n t h e y are ready t o spend." 

W h e n i t comes to details, " e v e r y t h i n g f r o m the physical 
e n v i r o n m e n t o f the store t o the c l o th ing a n d accessories 
itself , a n d the staf f s u p p o r t i n g i t — w h e n i t a l l is cohesive— 
w i l l r u n l ike a wel l -o i led machine a n d create the c o m f o r t f o r 
your customer t o get the assistance he needs to complete his 
shop," she says. 

McCormick notes t h a t everyone—male or female—loves to 
be p a r t o f someth ing exclusive. I n v i t i n g customers to become 
par t o f a group can help create a positive, meaning fu l expe­
rience. "Of fer ing your customers insider sneak peeks to new 
collections, al l access to in-store events, etc., can go a long way 
t o w a r d encouraging the share o f wal let t h a t customer spends 
on c lo th ing goes to your store vs. another." i» 


