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Both men and women are not interes ted in technology-driven s tores . Image credit: Euclid Analytics

 
By DANNY PARISI

In the world of physical retail, men and women share many of the same interests and habits, but key differences
appear in terms of mobile engagement and convenience.

Women are much more likely to engage with a retailer through mobile devices, while men are much more likely to
engage with a human sales associate in a bricks-and-mortar store. This data comes from Euclid Analytics, which
took a look at the difference in shopping habits between men and women.

"Our study underscores that, despite technology's increasing role in physical stores, customers still enjoy
personalized human interactions while shopping," said Brent Franson, CEO of Euclid Analytics, San Francisco.

Men and women
Mobile is a key part of the retail experience. Studies have shown that customers are increasingly likely to use mobile
to research products, compare prices and consult with friends and their social networks while they are shopping.

Euclid's study revealed that 37 percent of women text or chat with friends about their purchases while they are
shopping compared to just 24 percent of men who do the same. This proclivity towards mobile use in store extends
to other uses, such as 41 percent of women looking up email promotions to use in store and 42 percent of women
who take pictures of products in store to remember for later.
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Men and women's biggest concerns. Image credit: Euclid Analytics

Men tend to do all these things much less frequently.

However, 73 percent of men will seek out an associate in store for help compared to 68 percent of women. Because
of this, inattentiveness or lack of help from sales associates is the biggest pet peeve for men.

Despite this divide on technology, both men and women overall prefer stores that mix technology and human-driven
assistance. Less than half of men and women were interested in an entirely technology-driven store such as
Amazon Go.

Mobile tools
The relationship between mobile and luxury retail is  only going to grow in importance over the next few years.
Retailers especially need to begin thinking about mobile as the holiday season inches closer.

During Facebook's "Holiday Preview" press brunch June 27, two executives shared holiday trends, research and
predictions, as well as new tools created by the social network to drive sales this upcoming holiday season.
Although consumers tend to only start shopping in October, 69 percent of marketers begin planning for the holiday
rush in August, taking a "never too early" approach to the gifting season (see story).

In the coming digitization of all areas of commerce, mobile will serve as the hub for experiences that branch out
into wearables, virtual assistants and more, according to a recent report from Forrester.

Men and women's mobile use. Image credit: Euclid Analytics

The report takes a deep-dive into what the retail marketplace will look like in the future with Google Home, Amazon
Alexa and Apple's newly announced Siri product becoming major parts of consumers' commerce journeys. What
Forrester found was that no matter what new devices come, mobile will continue to serve as an anchor point
between all parts of a consumer's digital life (see story).

Luxury retailers, by virtue of selling an expensive product, will get customers who need to be more confident about
their purchase decisions before they make them. Mobile can act as the decider between buying something and not.

The retailers that make the most of mobile and understand the way that different demographics of shoppers interact
with it will have the most success.

"Ultimately, retailers that thrive will use data to inform immersive, tailored experiences for their physical locations
harvesting a deeper understanding of all their customers; delivering tailored, cohesive experiences across both
digital and physical platforms with human interactions at the core," Mr. Franson said.
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