
TREND BRIEFING 

MAN ON A 
MISSION 

- Male Shoppers 

Preface 

Apparent ly, men no longer 
hate shopping. Now It's a n 
o u t d a t e d cliché, the modern 
m a n is emPracing the joys of 
retail - even taking on family-
related shopping missions that 
were previously the exclusive 
d o m a i n of their partners. 
In-Store Insights assesses the 
rise of the male spender a n d 
w h a t It means for Prands. 

Traditionally, It's been rare for discussions 
around ln-store e n g a g e m e n t to focus 

on the needs of male shoppers. After all, 
they have long b e e n associated with a 
'hat red ' of shopping - their needs within the 
retail environment being singularly limited 
to somewhere comfy to sit as they while 
a w a y the minutes a n d hours w a t c h i n g their 
partners try on endless outfits. A recent 
tab lo id survey suggested that 45 per c e n t 

of men avoid shopping at all costs, while 
one in four will e n d up go ing home without 
their partner, cit ing being "hungry " , "thirsty" 
a n d "wishing they were outside" as the main 
reasons. Put simply, real men d o n ' t shop. Or 
so some would have us believe. "Walmart 's 
classic Insight was that the most popular 
item b o u g h t with nappies was beer -
by husbands do ing the t o p - u p shop on 
the way home from work," says Mark 

Broughton-Foxall, strategy & planning partner 
at shopper agency, LIFE. 

Brands first woke up to the f a c t that there 
may be men w h o w a n t e d to spend money 
In the mid-nineties. There's b e e n an upward 
trend since then, though most m e n , a n d the 
market as a whole, are still c a t c h i n g up. But 
attitudes are chang ing a n d marketers are 
beginning to target a shift In m o o d . " M a l e 
shopping habits have c h a n g e d as a result 
of the combinat ion of two things: the 'new 
world order' of shopping, which has m a d e 
the act ion of shopping more accessible, 
convenient , relevant, Instant a n d personal 
- values that have always a p p e a l e d to the 
male psyche - a n d the evolved percept ion 
of a male's role In society," says Peter 
Martin, manag ing partner, UK h e a d of retail 
exper ience at marketing agency, Chell UK. 

In the past few years, both physical 
a n d online shops have massively u p p e d 
their g a m e . We are in an era where every 
shopper counts, a n d both retailers a n d 
brands have h a d to find new ways to 
squeeze growth out of shoppers. Male 
shoppers provide a clear opportunity to 
do just that. 

In the wor ld of high street fashion, 
menswear a n d grooming sales are booming. 
In June, market researchers Verdict 
a n n o u n c e d the UK menswear market was 
forecast to grow by a whopping 25.7 per 
cent in the five years to 2019, outperforming 
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all other clothing sectors. Enduring masculine 
anxieties around being perceived as 
va in , or silly, or car ing too m u c h , are also 
fad ing away. "You only have to look at the 
rise of the 'spomosexual ' reported In the 
mainstream media - style-, a p p e a r a n c e - a n d 
health-conscious male consumers spending 
more to look g o o d , " says Broughton-Foxall. 
For the uninitiated, the 'spornosexual' is the 
evolved version of the 'metrosexual', a term 
first co ined twenty years a g o to describe men 
who were magnif icently heterosexual In their 
day- to-day lives but took pride a n d care in 
their a p p e a r a n c e . 

In the past, products targeted a t male 
shoppers were often displayed bluntly: 
here it is, make your c h o i c e , a n d be gone. 
In short. It was v iewed, a n d presented, as 
more of a necessary mission - shopping 
wasn't supposed to be interesting, or fun, or 
particularly enjoyable. But some stereotypes 
still ring true. "While w o m e n col late a n d 
c o m p a r e , men would generally still rather 
have an authoritative edit - tools that help 
them to effortlessly find a n d buy rather 
than sifting through information, visual or 
otherwise," says Jim Thompson, manag ing 
director at strategic design consultancy, 
20.20. 

Indeed, research continues to show 
that men are ' b r a n d e d ' shoppers whereas 
w o m e n are 'occas ion ' shoppers. " M e n are 
creatures of habit: if you find a g o o d barber, 
you h a n g on to him for life. Men prefer to 
d o the research o n c e , do It thoroughly, a n d 
then stick with that decision for quite some 
t ime, " says Karl McKeever, manag ing director 
of retail consultancy. Visual Thinking. 

It's perhaps why male shoppers have 
been quick to a d o p t the c o n c e p t of 
shopping through curated online platforms 
such as Outfittery a n d Thread. These 
new subscription services offer a kind of 
pre-emptive retail based on a profile at 
the beginning of the membership. "It is 
zero-effort shopping, " says Thompson. 
Online has been great for m e n , because 
most e m b r a c e the t e c h element. More 
importantly. It provides w h a t men really 
w a n t from shopping: someone to help 
them d o It. In-store, It means having plenty 
of staff avai lable. Indeed, more men than 
w o m e n ask for assistance from store teams, 
accord ing to latest research - shattering the 
myth that men d o n ' t ask for directions (or at 
least they d o In-store). 

Research also shows that more men 
are taking an act ive role In their households 
w h e n it comes to grocery shopping. "We 
carry out our own programme of qualitative 
shopper research e a c h quarter to get under 
the skin of shoppers," says Broughton-Foxall 
"We're finding that the burden of grocery 
shopping is now one that Is shared by both 
family heads - if the man Isn't do ing the 
shopping, he definitely has a huge Influence 
on the Items a n d brands chosen." 
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In grocery, however, the question Is 
less a b o u t gender a n d more a b o u t the 
f ragmented nature of shopping for f o o d , " 
explains Broughton-Foxall. "Top-up shops In 
conven ience stores, particularly for "dinner 
ton ight ' missions, m e a n the 'cho re ' Is now 
split between couples - w h o c a n most easily 
p o p Into Salnsbury's Local tonight? The big 
grocers have reacted to this need-state 
by bringing meal solutions to front-of-store, 
with curated collections of compl imentary 
dishes so you c a n pull together a meal 
easily - regardless of whether you're male 
or female. " 

Despite this, the Influence of gender 
on how shoppers e n g a g e with the in¬
store environment c a n n o t be ignored. It 
plays a significant role in influencing not 
only w h a t w e buy, but also our mindset to 
shopping a n d how we e n g a g e with retail 
communicat ion. According to the findings of 
POPAI's Grocery Display Effectiveness Study, 
w o m e n are typically better at translating 
the Intended meaning of visual Imagery, 
a n d respond to more emotive design a n d 
messaging. Male a n d female shoppers also 
respond differently to size, shape a n d colour, 
a n d to visual Imagery In-store. Meanwhi le, 
male shoppers e n g a g e better with more 
funct ional , obvious communicat ion . They are 
also more susceptible to looking a t P-O-P In 
the first p lace than their female counterparts. 
"Responding to chang ing men's behaviours 
In-store is something we're actively involved 
with, " says James Beanland, senior client 
manager at P-O-P design agency, StormDFX. 
"It's no co inc idence that we're now receiving 
more briefs focused on educat ion a n d 
persuasion of the male shopper. Men are 
increasingly aware of what they're buying 
a n d why, but there is still plenty of room for 
improving e n g a g e m e n t - you'll be seeing 
more P-O-P specifically targeting male 
shoppers In the future," says Beanland 

But accord ing to Broughton-Foxall, the 
quest ion, especially within a supermarket 
context, Is d o retailers n e e d to?; "The 
grocery market has undergone a seismic 
shift since the e c o n o m i c downturn - the 
tradit ional models broken, discounters 
shattering the norms a n d the grocers slow to 
respond. The big grocery retailers have more 
fundamental challenges to f a c e Into: value 
percept ion, right range In the right stores, 
making customers feel va lued, a n d add ing 
value. This must take priority over whimsical 
tailoring for men - right for all, not right for 
a gender." 


