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Countering stereotypes about the buying behavior of men and women, new research finds that men today shop more
frequently than women.

Per a study by First Insight, about one in five men shop six or more times at luxury department stores per month,
compared to only 5 percent of women. As men shop more, luxury retailers need to find ways to reach out to these
consumers in a crowded field.
"Based on our research, the male consumer is connected, informed and is shopping frequently," said Jim Shea,
chief commercial officer of First Insight. "T hey have more choices than they did 10 years ago so there is more
competition for their attention.
"Retailers should be focusing on product differentiation in order to convert these male shoppers," he said.
First Insight’s “T he Arrival of the New Male Power Shopper” report is based on surveys of 1,000 consumers
conducted in 2017 and 2018.
Frequent shoppers
Per the First Insight study, men are shopping more both online and in-store.
In 2017, almost half of men said they had never made a purchase via mobile device. T his year, that figure has
dropped to just 18 percent, putting them more on par with women when it comes to mobile commerce.
Additionally, men on average now make 41 percent of their purchases online, compared to 38 percent in 2017.
Sixty percent of men say their purchase frequency on Amazon has grown in the past year. Additionally, 53 percent
say they shop at Amazon at least six times a month, whereas only 45 percent of women say the same.
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Men are also slightly more apt to use Amazon as their first point of reference for product searches, with 69 percent
of men turning to the retailer compared to 63 percent of women.
Across all retail categories First Insight studied, men are more apt to shop frequently than women are.
Compared to other categories, luxury stores such as Saks Fifth Avenue, Neiman Marcus, Gucci and Prada have one
of the greatest splits between male and female shopping frequency. While 19 percent of men shop with these stores
at least six times a month, only 5 percent of women say the same.
New specialty stores also see men purchasing at a far greater frequency than women. Brands such as Allbirds,
Outdoor Voices and Warby Parker see 20 percent of men shopping six or more times a month, whereas 5 percent of
women report the same shopping patterns.
While there is less of a gap in purchase behavior for categories including mass department stores, traditional
specialty stores and off-price retailers, men still out shop women.
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"It used to be that for men, there were fewer options and less newness, which meant men had less of a reason to
shop," Mr. Shea said. "Also it used to be that the woman would shop for the man.
"All of this has changed in the last five to seven years," he said. "T here is more variety, more excitement in men's
categories and more of a reason to shop more often.
"T here is also a trend toward more casual clothing, which is driving sales in men's products."
For retailers looking to reach men, one channel that is more prevalent among male shoppers is smart speakers.
Compared to the 36 percent of women who currently own a smart speaker, 48 percent of men have the devices.
Among owners of smart speakers, men are also about 25 percentage points more apt to use them to research prices
than women are.
Menswear investment
With a market size of $570 billion and annual revenues of $333.4 billion, the menswear category is expected to grow
at a constant rate of 2-3 percent a year, according to a report by Fashionbi.
As size and revenues for the market have increased, so has consumer spending, with menswear seeing an 18
percent jump in purchases over the last five years. While far from a new market segment, menswear has seen a type

of resurgence as men of all demographics have begun to embrace style and trends (see story).
Retailers are heeding menswear's rise, with efforts catering to male consumers.
For instance, department store chain Nordstrom embraced the growth of the menswear market with a launch of its
first ever men’s only flagship.
On April 12, the retailer opened its doors to the new menswear store in New York. T he location marks the first ever
standalone men’s store in Nordstrom’s arsenal, at a time where menswear is flourishing (see story).
British department store chain Selfridges is looking to attract both male and female shoppers with a menswear
space devoted to high-end streetwear, leaning in to luxury fashion's increasingly gender neutral, casual aesthetic.
Dubbed the "Designer Street Room," the retail concept has found a home in the menswear department and was
developed with brand mixing and cross-category shopping in mind, including luxury labels such as Gucci and
Versace. Selfridges' opening reflects consumers' high-low shopping patterns, as they curate wardrobes that blend a
bevy of brands (see story).
"[Luxury retailers can reach male consumers] by creating experiences men value," Mr. Shea said. "Luxury is
aspirational. It’s less about the logo or the badge and more about the experience."
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