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ABSTRACT

When we talk about shopping for garments, we mostly think of women first. Men also shop, 
need clothes, spend time and money in stores and dress in various fashion styles. That is why we 
decided to explore men’s attitudes and behavior in a garment shopping experience. Our main 
focus was men’s experience when buying fashionable garments.

The thesis is based on investigation within the area of consumer behavior and its focal point is on 
men, shopping and how do they feel when they shop. In the study we conducted various 
qualitative researches which are participant observation method along with a short interview and 
a focus group method that helped us to get deeper into men’s mind and their perception of 
shopping and fashion in general. We have also conducted library research in order to obtain more 
data and information about previous studies made in the same field. While collecting all the 
possible data for this study, we tried to keep a visible link between our empirical findings and the 
collected library data. 

Results of the study identified four key traits that greatly help in defining men shopping 
experience as rather enjoyable or not. These traits are time consumption, uncertainty aversion, 
prices of garments and companionship while shopping. Time consumption and uncertainty 
aversion have been indicated as central traits which, in a right balance, can characterize male 
shopping experience as more pleasurable. 

Our overall findings indicate that men are strongly represented in the global shopping arena and 
share their own characteristic shopping behaviour. Thus, men should not be neglected nor 
ignored as consumers of fashionable garments.

Keywords: consumer behavior, shopping, men, women, fashion, garments
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1. INTRODUCTION

„Excuse me, could you please help me? “ – asked a man in his late 50's stopping me on my way 
to a women's department in a big retail store. I looked around surprisingly because I was not sure 
was he really talking to me. „Maybe I look like a salesperson“, I thought to myself. „Probably 
after months and months of committed shopping here, I look like I know every corner of this 
place. “ He came closer, looked at me desperately and said: „I have to buy a present for my 
daughter’s birthday and I am totally lost. Can you help me please? “I was surprised. He needed 
someone's help so badly because he felt he could not do this on his own. I started to think about 
the ideas what to buy and started to ask some basic questions but his answers came out really 
confusingly:

„So tell me, Sir, how old is your daughter? “ 
„12. “
„How tall is she? “
„She is....uhm....your height. No...Uhmm...She is shorter than you. I think. Yes. “
„Ok...What do you want to buy for her? “
„Well, I don’t know. Maybe a dress. Girls like dresses at that age, right? She wears dresses. Yes. 
Uhmm...But maybe a shirt with a hood? This one! “
(He takes one of them with a victorious look on his face)
„Ok. This is nice. But it is too small. This is for children who are 8 -10 years old. “
„Aha. Ok. Oh yes. I knew that. “
(I smiled because I knew if it wasn't for me he would already be at the cashier place)
„ But what do you think about it? If you were 12, would you wear it? “
(I laughed for a second) „Yes, Sir. I think I would. It is a nice choice. “
„Great! But red color, right? Girls do not like blue color, right? Red is color for girls. “
„Sir, she can wear blue too. It is not forbidden. But, if you like red more then buy the red one. “
„Yes, yes. Red is good. Ok. That’s it. I just have to find a bigger size then. Great! Thank you so 
much for your help! “
(He proudly walked away with the shirt in his hand)

I stood surprised with a thought running in my head: “What made it so difficult for this dad to 
buy a present for his daughter?” Was it buying something for another person? Was it because it 
was a present for a girl? Was it because he felt overloaded with choices? Or he just needed 
someone’s approval to make sure he made a right choice? But then I thought, he asked me. Is it 
because he just needed a woman’s opinion? He could have gone and asked a man but he asked a 
woman. Do men nowadays feel unsecure when they shop and they need a woman’s help or they 
can do it by themselves? Is shopping really a hard task for men?

Vanda Jirasek
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2. BACKGROUND

In our time, physical appearance is getting more importance than ever and it is required for 
everyone to “look good” regardless of age, race, and gender. We are a part of a modern society 
which is being bombarded by advertisements, magazines and TV shows which advise us how, 
what and where to buy beauty products and fashion garments in order to become “beautiful”. 
Even though we are fighting not get caught up in the circle of “never-ending shopping”, still we 
are trying to keep ourselves in the best shape possible and make our appearance appealing to us 
and to other people. 

By accepting this widespread idea of caring about the way we look, we can state that this 
“looking good” initiative is becoming an imperative to men as it is has been to women. Being 
beautiful is no longer just a “woman job”. Men are also trying to make themselves as “beautiful”
they can be by going to gym and caring about their body and looks in general even though the 
trend that “men do not shop” is still popular and dominant. Shopping is still an activity dominant 
by women and men are still in the minority whereas we believe that some shift in this trend could 
be noticed if there is more focus dedicated to men and their needs.

2.1. Problem formulation

Shopping for garments has generally been considered as a “feminine” activity and that is why we 
believe that men do feel threatened with the idea of being regarded as “less men” than they really 
are if they choose to involve more in shopping activities. We believe that their sense of
masculinity is being questioned in their minds by engaging in shopping for fashion garments. 

“Fear of feminine” has been a stereotype which emerged in perceptions of men’s shopping 
behaviour (Otnes and McGrath, 2001). According to this idea by Otnes and McGrath (2001), we 
argue that this stereotype should be rejected and some changes should be implemented in order 
to give more “freedom” to men to shop. We also believe that men would like to participate in 
this particular market but marketers need to adjust the process of shopping more to their needs 
and wants. 

We are also considering gender differences which are relevant when talking about shopping. A 
great quote by Baker (2007) describes a different way of men and women approach to shopping: 

“Women are happy to meander through sprawling clothing and accessory collections or detour 
through the shoe department. They like to glide up glass escalators past a grand piano, or spray 
a perfume sample on themselves on their way to, maybe, making a purchase. For men, shopping 
is a mission.”
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Men and women are different and they do have their different ways regarding every aspect, 
however we argue that men have been neglected on the way of creating a pleasurable shopping 
experience. One interesting initiative was introduced by Bakewell and Mitchell (2006) who 
propose that it could be more convenient for men to organize retail lines by aesthetic and image 
type such as sporty, classic, casual etc. This idea could actually bring something fresh to men 
and maybe help them to more efficiently do their shopping and in the end, perhaps, perceive it as 
a joyful experience.

Therefore, we see a big gap in perception of shopping of garments between men and women and 
in our belief, by shifting the perception in mind of men and getting them more involved in this 
activity, the change in the market could become visible. 

2.2. Research questions

By investigating about men as consumers and their opinion towards shopping for fashionable 
garments, we came up with few questions that we will try to answer in our thesis:

1.) How do men perceive shopping? Is it an enjoyable experience or just a necessity that has 
to be done?

2.) How do men shop? What factors do they pay their attention to? Is it personnel, design of 
the store, brand?

3.) How much time and effort do they put into buying fashionable garments?
4.) In what way would they like to change the process to be more adjusted to them and their 

needs?
5.) What factors define men’s shopping experience?

These questions give the general idea of our interest and by doing a right type of research and 
through the theoretical framework; we believe we could find rough answers to these questions 
and try to give a better insight in how men perceive shopping for garments in general. 

We also want to highlight that we will not be able to give a full truth to these questions because 
of the limitations in our research method and limitations in the theoretical part as well.

In our opinion, this area is not explored much and it is quite interesting and fresh to investigate 
because when people talk about shopping, they mostly focus on women and their ideas and needs 
but men are still in the shadow of this market so questions that we mentioned are of great 
importance in understanding male consumers and their visions when it comes to shopping.
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2.3. Aim

Our objective is to investigate how men conceive the experience when shopping for garments 
and what is their attitude towards it. With the results of our research but also with the help of 
literature we will try to get the results about ways to improve the process of shopping for men
but also investigate about the factors that define male shopping experience. By discovering what 
they would like in a store, which factors influence their shopping experience or what specifically 
they dislike in a shopping process we could get much clearer facts on how to possibly make this 
experience more enjoyable for them. 

Reading the theoretical framework, the main idea that is generally widespread is that shopping 
for garments is mostly reserved for women and women are the ones who enjoy, like and are 
excited about the idea of shopping. It has also been culturally acceptable idea that women shop 
more than men but we believe it is also significant to investigate why that is so. Our aim is to try 
to get more insight in “men’s world of consuming” and try to find out from their perspective 
what would be negative and positive sides in garment shopping in their opinion. By exploring 
their ideas towards shopping, we will try to also identify the main traits that characterize male 
purchasing experience and in that way, contribute to the knowledge about male consumer and his 
way of shopping for clothes.

We perceive the question of shopping process from a male customer’s perspective as an 
important issue which could explain but also resolve some “taboos” about men and shopping. If 
men have been neglected in this area, in our belief, it is no wonder they do not feel comfortable 
and have developed a certain way of rejecting shopping as a “male activity” too. Thus, by doing 
a research and try to understand their point of view, we could reach some interesting facts that 
could be helpful to both marketers, when developing marketing strategies, scholars researching 
buyer behavior and both men and women who buy garments for men.
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2.4   Limitations

This study deals with specifically shopping activities when buying garments. Focus of the 
theoretical framework, as well as the methodology, is to get an insight into male shopping 
experience when shopping for clothing. Further shopping practices for other consumer goods are 
not included, thus the results of the study are based only on fashionable garments as the focus of 
the shopping practices in our research.

The results of our study provide up-to-date information about male consumers’ shopping 
behavior. However, as with any study, this research also has several limitations. 
The limitations of focus group discussion that we used as one of the data collection technique 
can be classified as group effects and generalizability effects. (Bryman and Bell, 2007)

Bryman and Bell (2007) found out that group effects could cause a problem because of a 
possible consequence of lack of opinions in a group. Some people can get too “loud” and share 
their opinion not caring about other participants and thus, other participants could be left in the 
“shadow” and not share their points of view.  We do not exclude the possibility of the similar 
case during our focus group discussion and acknowledge that some participants could exert an 
influence on the opinions of others; especially those lacking their own standpoints regarding 
some particular issues.

Findings from our focus group discussion may not represent the views of larger segments of the 
male population due to several reasons. First, the participants in our focus group discussion were 
not randomly selected. They were all students from five different countries representing five 
various cultures. These regional and cultural research limitations are particularly important 
where gender interactions and their influence on shopping might differ from country to country. 
Second, as already mentioned, participants were all students with age-range of 22-30 
representing the same generation. All in all, these two factors limit the generalizability of the 
results of focus group discussion to all male consumers. Hence, we are of a view that, the results 
obtained of this study might not apply to the shopping experience and behavior of male 
consumers representing different age group. Further studies are needed to provide consistent 
evidence for generalization of the findings.

Participant observation method used as another data collection technique was also subject to 
several limitations which are worth to mention. According to Bryman and Bell (2007), problem 
of generalization often occurs when a research is done within a method of participant observation 
or unstructured interviews. It has been argued that findings cannot be generalized to other 
settings but we are fully aware of the problem of generalization when it comes to method of 
observation.



6

We conducted our case-study in two retails stores in Visby (the only locality with city status on 
the island of Gotland, Sweden) which have men’s department and are located in the main street 
of the city. We acknowledge findings obtained by visiting two shops in Visby cannot simply be 
generalized and applied to all male consumers.

Another limitation during participant observation was about gaining an access to stores. We did 
not have many alternatives and choices of stores since there are not many shops in Visby 
probably because of remoteness of the city. Therefore, we could manage to get an access only to 
two stores. Coming to one of the stores on the research day we were obligated to take some 
questions we prepared out of questionnaire. The sales personnel explained it by the fact 
particular questions might indirectly affect the image of the store. Thus, we needed to make 
some adjustments in the last minute within questionnaire for our participants. We conceive that 
we could come up with more diversified and thorough results if were allowed to proceed with 
original questionnaire. Furthermore, we were not allowed to record participants by any means 
and that is why our observation method was limited to field notes and questionnaires.

Finally, language barrier could be another obstacle for the validity and accuracy of the study 
findings. Since all participants in the observation method who responded to our questionnaire
were Swedish-speaking males, we do not rule out that we could obtain more in-depth and 
extensive information in case questionnaire was in Swedish or we were fluent in Swedish 
language.  
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3. THEORETICAL FRAMEWORK

3.1. Man as a consumer

Men generally do not enjoy shopping (Dholakia, 1999). According to Robertson (2005), men see 
shopping as a necessity while women see it as an experience. Men and women do have different 
styles while shopping and this differentiation has been helpful for marketers to implement their 
strategies more successfully. Men while shopping in a retail context are mostly need-driven and 
are less likely to spend more time browsing for an item (Noble et al. 2006). Women take more 
time to make a decision while men tend to be more impulsive while making a decision and can 
make significant purchases very quickly with not much consideration (Robertson, 2005). But is 
this learned behaviour that we are accustomed to or it is a natural, biological way we are “made” 
to react? 

According to Studak and Workman (2004), women were socialized from young age to be 
interested in fashion, while men have been socialized not to show interest in fashion or shopping.  
Therefore, we could say that we have been learned to act the way we act. Women have been 
“programmed” to like fashion and go shop with a smile on their face, while men should not act 
this way because they are men. Men are playing a significant role in shopping activities such as 
shopping for household groceries, shopping still remains considered as gendered activity 
(Dholakia, 1999). Differentiation has been made through our gender type and that has been a
determining fact when involving in a shopping activity. Learned behaviour has been “teaching”
men and women that we should have different interests in order to be consider more a woman or 
a man. On the other hand, if a man is involving more than he should in a “female activity” his 
masculinity gets threatened.

Masculinity and femininity refer to degree to which person see himself as a masculine or 
feminine given what it means to society to be a woman or a man (Stets and Burke, 2000). 
Meaning along their feminine- masculine dimension is their gender identity and this is what 
guides their behaviour (Stets and Burke, 2000). Major socioeconomic changes have affected 
masculinity of men and one of them is progression of women independence (Holt and 
Thompson, 2004). As women got more conscious about their lifestyle, their rights and their 
beliefs, men found themselves in an equal position as women. 

Masculinity plays a major role when we talk about men and shopping for fashionable garments 
because when we define shopping as a “feminine activity”, men’s masculinity will get 
jeopardized by involving in shopping. There is a significant change in how we define a man 
today though. There seems to be an emergence of “New man” who is more concerned with 
individualism and self-expression and more involved in garment purchase for himself rather than 
depending on women buying them as a gift (Sondhi and Singhvi, 2006). New male consumer 
takes pride in his appearance, his personal style and appreciates high-ends brands (Shalfi, 2007).
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Therefore, concept of a male consumer has developed and reached a higher level in a concept of 
a “modern man”.

It started when emerging consumer culture invited middle-class men to transform their self-
display through goods into publicly acceptable masculine behavior in the late decades of the 
nineteenth century (Shannon, 2004). At that time, to make consumption more as a masculine 
activity, merchants and consumers try to make a distinction between men and women and thus 
portray women as compulsive shoppers with a great desire to shop which overwhelmed not only 
shop workers but also their husbands (Shannon, 2004). This made a general picture which 
portrayed women as bad consumers and men as good ones and thus men had to rise out from 
women irrational and deviant shopping practices to a logical, focused and masculine kind of 
consumption (Shannon, 2004). Therefore, the main idea of the marketers at that time was to 
masculinize gender-neutral goods and associate them with strong, robust male figures such as 
athletes and soldiers so these products become more appealing to male buyers (Shannon, 2004).

As it is obvious from this historical path of development of male consumer in retail context, even 
the advertisers tried to differentiate male from female practices of shopping. By labeling 
products as more feminine or more masculine, products automatically got their own “audience”. 
Men did not want to be portrayed as women in any sense so that is the moment when the 
masculinity factor comes to the surface and defines what is acceptable to buy and what is not. 

Department stores also played a big role in involving a male consumer in shopping practices. 
Since eighteenth century, by the emergence of department stores and making available and 
affordable variety of male-directed goods, men started to get more interested in consumption of 
menswear (Shannon, 2004). Although in that time the emergence was enough to satisfy the need 
for a consumer willing to shop for garments, nowadays the situation is much more different.

Study made by Torres et al. (2001), demonstrated three main store attributes  that male 
consumers find important while buying a clothing item and they are price, quality and selection 
of merchandise. Hence, we can observe that through the years the male shopping practice has 
been growing and has changed. Nowadays, there are many other attributes which consciously or 
unconsciously affect the final consumption decision of a male consumer as the male consumer 
has developed and has formed its own attitudes and ideas towards shopping.
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3.2. Gender differences in shopping practices

Age, education and occupation do not have such a significant impact on shopping practices as 
gender (Dholakia, 1999). Gender affects people’s shopping behaviours and motivations in a great 
way (Dholakia, 1999). Thus, in order to classify customers in retail context and distinguish their 
characteristics we ought to use one of determining variables and in this case, gender is the finest
variable to measure the differences. When gender becomes involved in garment purchase, 
following studies show that there are many differences between two sexes.

Men and women while searching for information, process information differently. Women 
favour more information that is verbally descriptive and elaborate while men are more likely to 
process information that is in graphical form such as charts, photographs and illustrations (Noble 
et al, 2006). When it comes to interaction, females are also more prone to social interaction
which means that they would likely involve more into conversation with personnel in a store 
(Noble et al, 2006). Females demand a closer, one-to-one relationship with service or chain in 
order to be fully satisfied with the service while men can have an anonymous relationship with a 
store and still feel happy about their experience (Melnyk et al. 2009). Women also show greater 
sense of loyalty to local retailers because they consider local merchants as an important part of 
community (Noble et al, 2006). In addition, women have been seen as more loyal than men and 
that is why they strive to maintain relationships in a social context but also in a service context 
(Melnyk et al. 2009). Melnyk et al. (2009) have also proved in their study that when talking 
about loyalty factor, women are more loyal to individuals, such as individual service providers, 
while men show higher level of loyalty when dealing with groups such as companies.

Women play important role when it comes to men and their shopping for clothes (Dholakia, 
1999). On the other hand, for women clothing, men do not play a significant role because women 
put focus on themselves and they perceive attribute “shopping as pleasure” as an important 
motive for shopping (Dholakia, 1999).

Study did by Dastidar and Datta (2009), showed that men have a greater tendency of risk-taking 
and innovativeness than women. This result can be observed as well in a study performed by 
Garbarino and Strahilevitz (2002), which suggests that women, when dealing in online purchase, 
perceive higher level of risk and to reduce the level, they are in need of site recommendation of a 
friend. To conclude, women do show a greater level of risk involved when they are dealing with 
uncertainty while men are more willing to involve in the activity that it not so familiar to them.

When it comes to consumer needs, men are more focused on their logical needs when making a 
purchase while women are more focused on their emotional needs (Robertson, 2005). This could 
be explained by the fact that men will try to find exactly what they want, they do not want to 
involve in unnecessary chit-chats with the personnel, they need a demonstration of product (if it 
is available) and they do not feel comfortable asking too much questions (Robertson, 2005). On 
the other hand, women emotional needs could be explained by the idea that women will be 
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concerned about if particular product fits their lifestyle and how the purchase of this item will 
affect other important people in their lives (Robertson, 2005).

In a study done by Dholakia (1999), women conceive shopping for personal clothing as an
individualized activity while men like to share this responsibility with their spouses. When it 
comes to shopping for groceries, the study claims that it is still a female activity and women hold 
primary responsibility for it. Study has indicated also that men experience pleasure when they 
are shopping with other people because they are willing to share the responsibility for cloth
shopping and it also gives them a chance to interact with others.

To conclude, men and women do have different shopping practices. Through these examples it 
has been proven that gender identity plays a major role when purchasing an item since having a 
perspective as a man or as a woman plays a key role when identifying with the desired product. 
Throughout different lifestyles and views, consumers search for a product that describes them 
best and in the process of search, they consider different factors. Men will unconsciously give 
importance to their masculinity while women will pay attention to their femininity. Purchased 
product and the process have to be consistent with their masculinity or femininity because gender 
identification has a big impact even in a shopping experience.

In the next sections, 4 countries will be presented throughout the line of gender differences in 
shopping practices. Four countries selected are chosen because of their geographical position 
and idea of finding similarities and dissimilarities between western and eastern countries in the 
world. Iran and India are presenters of eastern countries while Germany and United Kingdom 
present more western countries of the world.

3.2.1. India

India has been ranked as fifth most attractive emerging retail market in the world (Kuruvilla et 
al. 2009). In India, malls have been considered as the most interesting place to shop and it has 
become a part of new consumption culture in India (Kuruvilla et al. 2009). In order to understand 
consumer dynamics, Kuruvilla et al. (2009) performed a study that involved 2721 participants
and was based in seven large cities in India. Study they performed was conducted in order to 
define differences among male and female consumers in shopping malls because there was a 
common belief that gender identity affects the way of shopping.

The results from the study showed a different attitudes and ways of shopping among men and 
women in shopping malls in India. Interesting facts that have arisen from the study is that men in 
India are keener to go to the mall because they see it as a “safe” environment with good prices. 
Men are also more frequent visitors than women and they are the ones who spend more money in
shopping malls (Kuruvilla et al. 2009).
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However, women are to ones who will more often buy fashionable merchandise like apparel, 
jewellery, footwear and accessories and are more likely to enjoy window-shopping (Kuruvilla et 
al. 2009).  Attention-grabbing result from the study is that when it comes to spending time in a 
mall, men perceive themselves spending more time in it than women whereas they actually 
spend the same amount of time as women but their perception has been distorted. In addition to 
gender differences in India, study results made by Dastidar and Datta (2009), indicated that 
Indian men were more of risk-takers than Indian women which in the area of shopping means 
that male consumers adopt new and unknown brands more readily than females. Considering the 
time consumption of purchase, study of Sondhi and Singhvi (2006) indicated that Indian men 
spend from half an hour to one and a half hour for a purchase, while women spend from one and 
a half time or more in a garment purchase.

When it comes to gathering information before a garment purchase, women mostly rely on 
recommendation of their friends following by window-shopping whereas men rely mostly on 
their experience and then on window-shopping (Sondhi and Singhvi, 2006).  This indicates that 
men are more self-reliant than women because they find their own experiences more relevant 
than some others’ recommendation (Sondhi and Singhvi, 2006). 

Sondhi and Singhvi (2006) also measured consumer attitude towards shopping and the results 
showed that women conceive shopping as opportunity for socialization while men see it as a
habit and a necessity.

Study made by Kuruvilla et al. (2009) has shown that women in India are the ones who shop for 
fashionable items more and are more eager to window-shop which gives the idea that men do not 
go to shopping malls initially for buying fashionable garments because they have some other 
interests. We could conclude that gender differences in shopping practices are evident in India 
and when it comes to fashionable items, women again take the lead.

3.2.2. Germany

A study made by Mitchell and Walsh (2004) in Germany, was aimed to explore different 
decision-making styles among German men and women. Consumer decision-making style is a 
mental orientation that characterizes consumer’s approach to making choices (Sproles and 
Kendall, 1986). Mitchell and Walsh (2004) performed a study among 358 females and males and 
tried to investigate if he CSI (Consumer Styles Inventory), which is made of different decision-
making characteristics, applies to both genders and how.



12

Sproles and Kendall (1986) invented CSI method in 1985 and this method helps to measure eight 
characteristics of decision-making which are:

 Perfectionism or high-quality consciousness

 Brand consciousness

 Novelty-fashion consciousness

 Recreational, hedonistic shopping consciousness

 Price and “value for money” shopping consciousness

 Impulsiveness

 Confusion from overchoice

 Habitual, brand-loyal orientation toward consumption

These characteristics are the basis for this method and were identified by Sproles and Kendall in 
1985 (Sproles and Kendall, 1986).

As Sproles and Kendall (1986) highlight, this measurement system provides a foundation for 
testing consumer-making styles and it can be practically applied, however it does not mean that a 
person which has one characteristic more strongly represented than others (e.g. high brand 
consciousness characteristic) will act according to this particular trait in every purchasing 
decision he makes. In addition, consumer may have different consumer styles for different 
products and it does not mean that he will stick to one characteristic he showed before (Sproles 
and Kendall, 1986). Mitchell and Walsh (2004) based their study on this CSI measurement 
system which helped them demonstrate many different characteristics which apply to German 
men and women but it also pointed out much dissimilarity among decision-making processes 
while shopping. The study indicated that German men are more in favour of national brands, like 
to shop during the sales time, seek for the cheapest products and try to minimise their shopping 
time (Mitchell and Walsh, 2004).

German men find shopping as an unpleasant experience and that is why they choose to shop 
during the sale periods and by doing that, reduce number of shopping trips. They are less 
prepared to pay premium prices for the latest fashion although the research shows that they are 
fashion conscious. Besides, spending too much time on shopping is not in their interest and that 
is why they usually do not look for best alternative because they are satisfied with the first 
alternative that seems good enough. (Mitchell and Walsh, 2004)

Women, on the other hand, have higher expectations when it comes to product quality, are very 
much fashion conscious, are more of perfectionists and see shopping as a pleasurable experience.
Still, women often get confused with too many choices and become more overloaded with 
variety of items. This could be explained by the fact that women have more shopping experience
and spend more time shopping. The key fact indicated in the research is that men perceive 
shopping as chore while women see it as leisure time which could explain different attitudes 
towards shopping. (Mitchell and Walsh, 2004)
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From this research it is evident that men and women in Germany show a level of differentiation 
when shopping. The main concept is the idea of men seeing it as a chore while women as leisure 
which, in the end, gives a totally new perspective and attitudes for a woman or a man. These 
characteristics could be used as implications on how to adjust marketing strategies towards 
women and how to do it towards men. It seems from the study that men need an efficient 
shopping trip where they can purchase an item at a affordable price and spend little time and 
effort in searching for it while for women, the idea of searching for a perfect item could actually 
be enjoyable by itself but the overload of variety can confuse them.

3.3.3. Iran

In Iran, family is the most important “institution” where family roles are defined by gender 
whereas a man earns while women shop. However, the traditional roles have been changing and 
women are nowadays getting more educated and are striving to get more educated in society. 
Thus, women are more involved in public world while men are getting the role of being in 
charge of household activities and shopping. (Hanzaee and Aghasibeig, 2008)

Since Iran is young and attractive market and there was no empirical study about consumer 
behavior before, article by Hanzaee and Aghasibeig (2008) is the first one which investigates 
about the gender differences in shopping experience. Their study was conducted among 354 
female and 338 undergraduate students in Iran and was based on CSI method that was created by 
Sproles and Kendall in 1985 who we mentioned in previous section.

The results in Iran showed that both sexes are very much fashion conscious and are prepared to 
pay a higher price if they are certain that a product is a high quality item. Interesting fact among 
Iranian students is that they all enjoy shopping which can be quite surprising because for some 
countries men are more likely not enjoy shopping as much as women do.  For both genders, the 
study resulted that both sexes are often involved in careless purchases which lead to regret in 
post-purchase phase. (Hanzaee and Aghasibeig, 2008)

Men are only differentiated by one decision-making trait and that is brand indifference (Hanzaee 
and Aghasibeig, 2008). This result indicates that men in Iran do show interests for fashion but 
are not “fashion slaves” and brand is not the most important fact while shopping. In Iran, we can 
conclude that men and women are currently very much involved in shopping activities which can 
be the result of the emergence of the market. However, men do show differentiation and that is 
brand unconsciousness which can be also explained by the fact that Iran is still a young and 
attractive potential market which is still growing at present, however, there is still absence of 
many world-wide recognized brands.
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3.3.4. United Kingdom

Authors Bakewell and Mitchell (2006) conducted a study among 480 UK male and female 
consumers which indicated that men and women in UK do have different decision-making styles 
in garment shopping. Study has indicated that men are brand conscious and the authors indicate 
that the reason behind this could be that men by choosing a well-known brand are actually 
reducing search costs which can be very beneficial to more effectively complete item purchase 
process. Bakewell and Mitchell (2006) have also discovered that men are recreational shoppers 
which reject the idea that men dislike shopping. In addition, in UK men do like to visit different 
stores rather than just visiting one and choosing an item without considering alternatives
(Bakewell and Mitchell, 2006).

Men also do like to simplify shopping process so in order to do that, they choose to buy lower 
price products or visit same stores so they do not get overloaded with choices and that their 
decision can be as much simplified as it could be (Bakewell and Mitchell, 2006). Additionally, to 
have effective shopping, they do not like to spend too much time. In other words, men try to 
shorten the time spend in shopping and that is why by having a “known” store or searching a 
“right price” they spend less time and finish shopping in time they want to. According to 
Bakewell and Mitchell (2006), desire for a speed in shopping could be linked to shopping being 
perceived as a feminine activity. 

Shopping decision-making style in the case of British women is quite different. Bakewell and 
Mitchell (2003) have done a separate study about women who belong to Y generation1. They 
included 244 female respondents of Y generation. Women of Y generation have been mostly 
characterised as recreational quality shoppers who show brand loyalty trait as well as their 
attempt to put extra effort in getting high quality products (Bakewell and Mitchell, 2003). 
Second largest group among female respondents are women who are described as recreational 
discount seekers who are less brand-conscious and more focused on price as their main decision 
making trigger (Bakewell and Mitchell, 2003). To sum up, there is a still obvious differentiation 
between British men and women perception of shopping. Although, both genders do involve in 
garment purchase, men still like to simplify their way of purchase while women enjoy searching 
for an item and they do put efforts in getting the best item possible.

                                                          
1 “Born in the mid-1980's and later, Generation Y legal professionals are in their 20s and are just entering the 
workforce”(Kane, 2010)
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4. MEN AND THEIR ATTITUDE TOWARDS GARMENTS

Change, the only constant in fashion, has significantly affected all aspects of the apparel industry 
in recent years, and menswear, in particular. During the first half of this century, the average man 
wore dark suits with vests, white shirts, and ties in a selection of subdued colors, overcoat, and 
hat. As men’s lifestyles and work requirements changed, they began to demand greater variety in 
clothing items so they could express their individuality and be comfortable at the same time. As 
the millennium approaches, revolutionary changes have occurred in menswear as “casualization 
of the workplace” has dramatically altered the way men dress for the office. Men today are 
interested in building a fashionable, but comfortable wardrobe and are actively involved in the 
process of selection of apparel. (Torres at al. 2001)

Thus, in other words, the age-old emphasis on outward appearance and fashion and style is no 
longer the privilege of only the women. There is an obvious shift in attitude among the male 
population towards garments which could be an indication of trends to come where gender 
identity might need to make way for self identity. Yet the level of involvement and importance 
of garment purchase for the female population still merits a difference in approach when 
servicing the two genders. (Torres at al. 2001)

Customers, while carrying out garment purchase usually consider a number of different factors. 
The study made by Sondhi and Singhvi (2006) which was conducted separately for the men and 
women clearly demonstrates distinct differences in the key attributes considered in garment 
purchase. The study found out three important attributes consumers consider while making 
purchase decisions. First, the men value quality and rely on their own quality judgment through 
the touch and feel of the garment while the women rate the variety and availability of 
merchandise as the most important factor for garment purchase. 

The second most important attribute the women look for is information from other sources in 
terms of personal attention, recommendation and garment altered to their preference, however, 
for men it is the variety and availability of range. The third most important factor for women was 
found to be quality and touch and feel of the merchandise, while for men it was more related to 
convenience and garment alteration. For men there was a fourth factor also related to 
convenience in terms of time. (Sondhi and Singhvi, 2006)

Time indeed seems to be one of the most important factors male consumers consider during 
shopping. Men typically take less time than women to make a purchase decision. A male 
consumer will more probably ask himself a few basic questions, such as “Does this item meet 
my needs?”, “Will it solve my problem?”,  “Is it what I am looking for in features and price?” 
before making a step towards a purchase stage. Assuming these questions are answered, he will 



16

make the purchase. Men also tend to be more impulsive than women. Many men will make 
significant purchases very quickly or with seemingly little consideration. (Robertson, 2005)

4.1. Divorced vs. married men

Divorce is a “life-changing'” experience, and in addition to the emotional and lifestyle 
disruptions that divorce precipitates, it is also acknowledged that the end of a marriage has a 
harmful effect upon the economic capabilities of those concerned. This inevitably affects not 
only these individuals’ consumption capability, but also the manner in which they consume. 
(Moore et al. 2001)

A study made by Moore et al. (2001) aimed to explore the impact of divorce upon the fashion 
shopping behavior among British men. They conducted a research on the basis of 104 semi 
structured interviews with divorced men. The trigger for the research was the fact that the impact 
of divorce upon the nature and characteristics of consumption has received minimal research 
attention, although divorce is now a common feature of the life experience of an ever-increasing
number of people. 

Divorced men typically progress through four behavior stages, in relation to fashion buying. 
These four stages are 1) unconscious incompetence when men are not directly aware of their 
“shopping deficiency”, 2) conscience incompetence which is accompanied by the feeling of 
personal anxiety and social isolation as men recognize the need to acquire new clothes alongside 
the realization that they did not have the necessary knowledge or skills to acquire these products, 
3) conscience competence when men-with the help  of fashion catalogues and the experiences 
gained from accompanying others on fashion shopping trips-become more confident in their 
fashion shopping skills, 4) unconscious competence when men reach a stage where they can 
“buy clothes without thinking about it, because deep down they know it is alright”. At this point 
it is acknowledged that not all of the divorced men were found to have progressed through each 
of the four stages. Furthermore, the speed by which each stage was reached varied among 
relevant participants and it was not always the case that the progression through each stage was 
linear. (Moore et al. 2001)

In particular, the recognition of their four stages of purchase behavior served to identify the 
points when fashion retailers could intervene through the offer of relevant services in order to 
improve and enhance the fashion shopping experience of this vulnerable customer segment. A 
number of possible service interventions, if implemented, may reduce the feelings of risk and 
uncertainty that divorced men often encounter as part of the process of buying fashion items. 
(Moore et al. 2001)



17

The importance of relevant information provision was identified as crucial and is, in many 
respects, a simple, relatively low-cost initiative that fashion retailers can adopt as a means of 
securing the long-term customer loyalty of this group. (Moore et al. 2001)

On the other hand, married men show different pattern. Study made by Dholakia (1999), which 
was focused on married adults across USA, indicated that shopping for clothing among married 
men was mostly shared responsibility between men and their spouses. Interesting fact from this 
study is that 14 percent of men actually delegate this activity to their wives and they do not take 
any participation in it. This result shows how married men do rely on their spouses to give 
advices and be with them during shopping which makes them easier to make a choice.  

Married men across USA are participating more in shopping activities and they do have some 
slightly different motives when approaching it (Dholakia, 1999). Thus, we can conclude that 
married and divorced men do have different attitudes towards shopping. Married men have 
opportunity to hand over this activity to their wives or just involve in it with a help of a woman 
which in the end, could be an easier approach for married men to shop for clothing.

4.2. Men as online consumers

There have been many implications that gender has a lot of impact on online purchasing and by 
exploring this idea, Hernandez et al. (2008) have indicated that there are many behavioral 
differences between men and women when it comes to online shopping. Their study pointed out 
that females find “ease of use” a very important factor when they shop online while men do not 
have the same problem and are more eager to involve buy online process. Men also have a 
greater intention to actually purchase something online (Hernandez et al., 2008).

Garbarino and Strahilevitz (2002) deal with the same subject of study and indicate some other 
important factors that differentiate men and women in their shopping habits online. Main 
argument of their study is that women increase their willingness to buy something online if the 
site has been recommended by a friend. This proves that women do like to rely on someone 
else’s advice when it comes to online shopping. Garbarino and Strahilevitz (2002) explain this 
argument by another factor that is affecting women and their online shopping habits and that is 
risk-taking factor. They claim that women perceive high level of risk when involving in online 
purchasing. 

Results by Garbarino and Strahilevitz (2002) indicate that men do not see a high-level of risk in 
purchasing online and feel more comfortable while purchasing online. They also do not need 
advices and recommendations from friends because they can rely on themselves and their 
individual decision-making. 
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Dholakia et al. (2003) explain a little bit more about gender differences in online shopping. They 
claim that women are more unfavorable to technology-related problems and since women and 
men differ in terms of specializations, it is not surprising that men are greater purchasers of 
technical products while women are more of apparel purchasers. 

In a study made in Singapore, an interesting result came across and that is idea that women do 
not enjoy shopping online because they are more comfortable involving in a physical shopping 
experience in a traditional store (Hui and Wan, 2006). Women feel a lack of physical touch in 
internet shopping while men do not see an issue in this factor (Hui and Wan, 2006).

E-shopping is dominated by men (Dholakia et al. 2002). It could be explained by the fact that 
women are more responsible for routine household items which is a category which is still 
developing on Internet while men are more in charge for purchase of large ticket items such as 
computers and this category is largely represented on the Internet (Dholakia et al. 2002).

To conclude, the studies mentioned indicate that men do feel more pleasure while engaging in e-
shopping. They feel more confident, more willing to buy and most importantly, they feel 
pleasure while engaging in it. The idea of men enjoying e-shopping more than physical 
experience of shopping could be an interesting point for further research to find out what are the 
actual differences between these two experiences. In addition, it would be attention-grabbing to 
find out how physical act of shopping can become more similar to internet shopping and get a 
little bit closer to the point of excitement that men feel when they shop online.
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5. METHODOLOGY

In our research, we will mostly focus on qualitative methods since our aim to gather an in-depth 
understanding of human behavior and that is specifically men’s buying behavior. We will 
investigate the reasons that govern such behavior and try to get as much insight from men’s point 
of view. Using qualitative methods we will try to look into why and how of male decision-
making process when it comes to shopping. 

In the research, quantitative data collected through the questionnaires, will be verbally elaborated 
in order to make more visible and comprehensible connectivity with the qualitative data 
collected through the observation method and focus group. 

Empirical research will be conducted in two different methods within the qualitative research 
strategy. Qualitative research is an inductive view that will give us more theoretical framework 
which will emerge from our collected data (Bryman & Bell, 2007). Methods to be used in the 
research will be Participant observation and Focus groups. 

5.1. Participant observation

Participant observation is a qualitative method which is also referred to as ethnography (Bryman 
& Bell, 2007). Ethnography could be viewed as a simple process of joining a group, watching 
what goes on, making some notes and writing it all up (Bryman & Bell, 2007). As an 
ethnographer, we would involve in the research in a role as observer-as-participant which means 
that in the conducted research method we will observe people but also ask some questions 
(Bryman & Bell, 2007). We are going to apply this method by observing men while shopping 
and understanding how, what, when and why they shop. In doing so, the aim is to gain a closer 
insight into the male shoppers’ practices, motivations and emotions. By conducting method of
participant observation we can gain real facts without influencing the process of shopping or men 
behavior.

Our research will be conducted among 20 randomly selected men who will be observed while 
shopping for garments. These 20 men will be observed in a typical situation of a shopping 
practice where we, as researchers, will be putting focus on the time spend in a store, what men
pay attention to while they shop, if they go and try the chosen item and whether they go around 
the store or focus on one particular thing. After their shopping, we will ask participants questions 
about their experience and investigate what they wanted to buy, how much time they think they 
spent, if they like going shopping and to what extent they like the store in question.
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5.2. Focus group

Second chosen method is a focus group which is an interview with several people on a specific 
topic with a person who runs the focus group session who is called a moderator (Bryman & Bell, 
2007). This technique allows the researcher to develop an understanding about why people feel 
the way they do (Bryman & Bell, 2007). Focus group will help us to gain more knowledge about 
men’s point of view when it comes to purchasing garments. While running a focus group, men 
will be asked question about their experiences, beliefs and attitudes toward shopping but they 
will also be asked to say their opinions on some images that we will present to them. Images 
presented at the focus group session will be images of men dressed in different styles to explore
what participants opinion about these men is. We will also try to see from our participant’s
perspective where they would put themselves and how would they describe their own style. 
Furthermore, we will try to get some information from our respondents about their attitude 
towards design of the department stores and try to get more insight on how they would like it to 
be.

Our focus-group interview will be conducted in a group of 5 men aged 24 to 30. According to 
Bryman and Bell (2007), focus group size, ideally, would be between 3 to 10 people.  The 
number of participants also depends on the subject of the research and time limitations. In our 
case, five people are enough to make an enhanced overview of the subject and still have enough 
time to question each participant separately about each question.

5.3. Criteria in qualitative research

Some of the criteria that should be carefully considered while conducting a qualitative research 
are reliability and validity. Reliability refers to the level of consistency of the measure and by 
defining whether a measure is reliable; three factors need to be considered: stability, internal 
reliability and inter-observer consistency (Bryman and Bell, 2007). Reliability in observation 
method, which we will use in our research, is usually assessed by the extent to which two or 
more independent observers agree in their ratings of the same events or objects which are often 
measured by the percentage of scored units on which the observers agree (Judd et al. 1991). In 
addition, inter-observer factor in the reliability criteria while conducting observation method will 
be very much represented. Inter-observer consistency is highly important factor because it 
involves a great deal of subjective judgments (Bryman and Bell, 2007). In observation method, 
“validity refers to the extent to which recorded observations accurately reflect the construct they 
are intended to measure” (Judd et al. 1991). Two observers may agree upon their observations 
but the measurements must be relevant for the intended purpose (Judd et al. 1991).
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5.4. The critique of qualitative research

Qualitative research has often been criticized that it is too subjective because of researcher’s 
views upon the significance of results or because of the personal relationships with the 
respondents. It has been also criticized because of the difficulty of replicating the performed 
study. Furthermore, problem of generalization often occurs when a research is done within a 
method of participant observation or unstructured interviews. (Bryman and Bell, 2007)

To increase our study reliability and validity, we have chosen two methods within the qualitative 
research area in order to get as much accurate results for their study. Participant observation 
method is a non-influential method which will be more focused on the behavior and practice of 
shopping of our respondents. 

In the method of focus group which we will be using, researcher has less control than in 
individual interview and it could happen that someone from the group “takes over”. In addition, 
data received from the respondents could be difficult to analyze because huge collection of a data 
could be produced by the participants. Group effects could also present a problem because of a 
possible consequence of lack of opinions in a group. The last critique on a focus group could be 
the problem of discomfort in a group. If the theme is too intimate and private details should be 
revealed, then the focus group is not the best answer and individual interview should be 
performed. (Bryman and Bell, 2007)

Although, our theme of the study is very much linked with personal experience and attitudes, no 
intimate details are expected to be revealed. Thus, we believe that focus group is a great method 
in order to get the opinions of each participant and gain a full picture about each individual’s 
attitudes towards shopping. More of critique and restrictions in the chosen methods will be 
elaborated in the chapter “Limitations”.
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6. PARTICIPANT OBSERVATION METHOD

According to Creswell (1998), observing method can be divided in 7 steps:

1.) Select a site to be observed and obtain required permissions

In our case-study, we decided to choose two retails stores in Visby which have men’s department 
and are located in the main street of the town. By discussing with the salespersons in these 
stores, we decided that the best day to perform the research is Saturday.  According to the sale
personnel, Saturday is the busiest day of the week for retail stores.

We got access to both of stores although, coming to one of the stores on the research day, we 
were obligated not to ask some of the questions we prepared in order not to indirectly affect the 
image of the store itself. Thus, we needed to make some adjustments in the last minute within
questionnaire for our participants.

We were not allowed to record participants by any means either and that is why our observation 
method was limited to field notes and questionnaires. 

2.) At the site, identify who or what to observe, when, and for how long

Men participants who are visibly involved in the process of shopping were our target. We did not 
want to focus on men who did not even look or enter men’s department in the store. These men 
were mostly in the store because of their company (friend, girlfriend, wife, child…). 

Observing a male buyer was conducted from the moment a man walked into the men’s 
department until the moment he got out of it. We have focused on his reactions, focus, what 
items he looked, how much time did he spent at one part of the department, did he went to the 
wardrobe to try something on but also if he was in a company, did he talk with his companion/s, 
did he showed the items to companion/s and similar.

3.) Determine a role as an observer

As we already mentioned, we have chosen observer-as-participant role in which conducted 
research method while observing but also asking questions to our participants (Bryman and Bell, 
2007). We were more of outsiders in this procedure with a tendency to become insiders from 
time to time because of interviewing participants and being at the same scene as them.

4.) Designing an observational protocol as a method for recording notes in the field

During the observation, we took field notes about the participants which were mostly focused on 
their doings in the store. Yet we also did include our personal experiences, hunches and learnings 
about our participants (Creswell, 1998).
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5.) Record aspects such as portraits of the informant, the physical setting, particular events and 
your own reactions

By recording information during observation, we used descriptive and reflective notes (Creswell, 
1998). Descriptive notes are made by researcher recording a description of activities and drawing 
of the physical setting while reflective notes are notes about the process, reflections on activities 
and summary conclusions (Creswell, 1998).

Descriptive notes helped us to get a “visibility” of situation and the real happenings in the store 
while reflective notes were made by our personal ideas about the overall process and people 
involved in it.

6.) During the observation have someone introduce you if you are an outsider and start with 
limited objectives in first few sessions of observation

As we entered the store, first we talked to the personnel who gave us access to it and then just 
started to take few notes of the environment in which were positioned. Because of the fact that 
we were not complete outsiders in this process and the subject of the research was quite delicate, 
we took moments till we approached our participants and introduce ourselves and the subject of 
the research. 

7.) After observing, slowly withdraw from the site, thanking participants and informing them of 
the use of data

While introducing to respondents and inquiring them about participation in the study, we also 
have mentioned the purpose of our work and about the use of data. Upon the completion of the 
research, we have thanked the personnel for their help and possibility to access their store. 
Observation we have been using is called systematic observation which involves selection, 
recording an encoding a set of behavior (Judd et al.1991). Men’s shopping behavior was the 
target of our interest and thus we performed systematic observation and a short interview with
men who have been observed.



24

6.1. Interpretation of observation field notes

By observing 20 male participants, field notes helped us to focus on 7 different categories. These 
categories originated from the data collected at the point of research and are the basis for the
observation method.

Seven categories derived from the data are:

1.) TIME CONSUMPTION

2.) SHOPPING ALONE OR WITH COMPANY 

3.) INTERACTION WITH OTHERS (sales person, company, other people)

4.) NON-VERBAL INDICATORS OF THE PARTICIPANT

5.) NOTABLE NONOCCURENCIES - what does not happen (Patton, 1990)

6.) PHYSICAL CONTACT WITH THE ITEM (touching the item, taking it out from the 
shelf, carrying it around)

7.) PROCESS OF SEARCHING (stopping, walking, going to different parts of the store)

Seven categories developed from the data collected, will help us to get a clearer picture of the 
men’s shopping process. It will indicate about men practical way of shopping and how do they 
respond the environmental and situational factors in a store. Coding of the observation field 
notes into presented categories has been performed as in this table (whole text of the presented 
example of field notes is in Appendix 1.):

CATEGORIES FIELD NOTES RESULTS

TIME CONSUMPTION

(11:22) “Man and woman 
entering a setting……. 

(11:55)They are out of the 
store.”

33 min of shopping

SHOPPING ALONE OR 
WITH COMPANY

“Man and woman entering a 
setting…They enter men’s 
section…They are out…”

Participant is shopping in a 
company of a woman
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INTERACTION WITH 
OTHERS

“She picks trousers and shows 
them to the man and he seems 

to be very interested… they 
are stopping and picking 
together what to take… 

…They are talking to each 
other all the way…”

Participant is very much 
interacting with his 

company 
(in this case, a woman which 

is shopping with him)

NON-VERBAL 
INDICATORS OF THE 

PARTICIPANT

“Their movements are quite 
fast and they both go up and 

down the men’s section a lot… 
They are both smiling…”

Participant seems happy and 
comfortable in the store

NOTABLE 
NONOCCURENCIES

-

Coded as actions that were 
not performed by our 

participants while shopping. 
Not buying anything in the 

store, not going to wardrobe, 
not talking to sales personnel 
and not having the physical 
contact with the items were 

most interesting notable 
nonoccurencies which we 

noticed after collecting field 
notes.

PHYSICAL CONTACT 
WITH THE ITEM

“In the meanwhile, she is also 
looking at different hats and 

putting them on his head 
which he happily tries on and 
looks for the mirror… Man 

and a woman are heading to 
the wardrobe where he will try 
the chosen suits and T-shirts”

Participant has a very visible 
physical contact with the 

chosen items

PROCESS OF 
SEARCHING

“… they both go up and down 
the men’s section a lot. They 
are heading to the spot where 

are suits and more formal 
clothing…. Man and a woman 

are heading to the 
wardrobe…”

Participant is very active in 
search and walks around the 

whole men’s section of 
clothing

Table 1 Coding of observation field notes
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6.2. Observation method results

By investigating field notes collected at the research locations, time consumption was the first 
obvious and measurable factor that we evaluated. Out of 20 participants in the research, the 
shortest time a participant used for shopping was 4 minutes, while the longest shopping practice 
lasted 33 minutes. The average time spent in a store was 11 minutes and 45 seconds.

In a category of performing shopping alone or with a company, majority of the participants were 
with a company in a store. Numbers show that 18 men were in a company while only two men 
were alone. Interesting fact is that out of 14 men who declared themselves as married or in a 
relationship later in a short interview, 10 of them were there with their wives or girlfriends, 3 
were there with their children and just one men who stated himself as in a relationship, was there 
alone. Out of 6 single men, 3 of them were with friends, 2 of them with his family and just one 
was there alone.

Interaction can be a great part of the shopping experience; however, two men who came alone to 
the store did not interact with anyone in the store while for other 18 participants it is a different 
story. From 18 participants, no one asked sales personnel for help. Communication with 
personnel was established only for 6 men but merely because they were the ones who actually 
bought something in the store and thus their communication started at the cashier desk. 

Therefore, interaction was mainly created with their company which was strongly visible for the 
men who were there with their girlfriends or wives. These “connections” could have been easily 
observed since men were talking with their female company throughout the whole process of 
shopping.  Our descriptive notes indicate, however, that out of 18 participants who were there 
with a company, just six did not interact much with their company which we explain by the fact 
that when they enter the store have split with their company in order to search.

The results also show that out of 11 men who had some kind of physical contact with the items 
(touching the fabric, taking it out of the shelf etc.) only 5 men were actually showing the chosen 
piece to their company in order to get an opinion or advice. In 6 cases, observation notes point 
out that women were the ones who were picking the item and showing it to their male company.
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Notes that were based on our personal and more subjective thinking were the reflective notes and 
they are used for the category for non-verbal indicators. We mostly focused on our participants’ 
facial expressions and they way they “act” in the store. Based on the reflective and descriptive 
notes, we divided our participants into 3 categories:

1.) LOVE-TO-SHOP MAN

A man that seems happy while shopping. His facial expressions show joy on his face (smiling). 
He seems to be comfortable being in the store and it seems he knows where he is going. He is 

focused on the items in the store. He goes up and down the aisles in the store.

2.) SHE-MADE-ME-SHOP MAN

It is a man that is there because of his female company. This is a man that seems to be “forced to 
be there”. He does not enjoy shopping and he looks like he would rather be somewhere else. He 

does not look much at the items and in a way delegates this activity to a woman. He does not 
smile and he seems to be very quiet.

3.) CONFUSED SHOPPING MAN

This is a man that shows signs of confusion while shopping. His facial expressions and gestures 
indicate this behavior (going in one direction then stop and turn in other direction, turning his 

head around and looking for something, focused on the company and just follows others etc.). He 
is quite fast in his movements in the store and loses himself in many directions.

These categories are represented by our participants and by classifying them with the help of our 
descriptive and reflective notes, results show that 7 men belong to the category of Love-to-shop 
man, 6 to the category of She-made-me-shop man while 7 belong to the category Confused 
shopping man.

In the notable nonoccurrencies category, we can state that not buying was the most important 
category and it resulted that 14 men did not buy anything in the store. Interestingly, 16 of them 
did not go to the wardrobe and 9 of them did not touch any item or take something out of the 
shelf to see.
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When it comes to search process, 11 men walked around the whole store while 9 were just 
focused one spot in the store where they were mostly standing. Examining all the field notes 
collected, some of the observations were quite interesting to mention:

1. Participant (16 years old) is at the spot with his mother and sister

“…Participant is picking out items. Taking them into his hands and looking at them with great 
attention. He seems to be interested into T-shirts. He stops at a spot where most of the T-shirts
are. He stands there staring at the shirts and from time to time he touches one particular shirt 
and takes it out from the bunch. He also frequently looks up or around him. It seems he is 
waiting for his mom and sister to finish their shopping at the women department. He continues to 
do the same…touching the item...taking it out…putting it back…It has passed 9 minutes at the 
one single spot he’s been standing. It seems he has been doing the same thing because he is very 
interested in one particular shirt….He finally goes away.”

2. Participant (26 years old) at the spot with his girlfriend

“…She picks a hat. He puts it on. She picks another hat. He happily puts it on. He takes a shirt 
and she comments it. He is really active in search while his girlfriend is giving him advices and 
comments on everything he picks. He takes one shirt after his girlfriend approves it. Now she is 
going to the part with jackets on sale. She gives him a jacket to try it on and he tries it. He is 
looking at her waiting for her approval. She is not so happy so she continues to search for 
another one.  The search goes on for 10 minutes and he tries 4 jackets that she picked for him. 
He decides for the one jacket which his girlfriend likes the most. They go to the cashier with a 
jacket and a shirt.”
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6.3. Interview results

Interview was performed at the spot of observation and was completed after upon the termination 
of observation of a participant. Participants were inquired about their participation when 
according to authors ‘observation notes, their shopping practice in the store was reaching its end 
but they still did not pursuit to the exit of the store. Participants who were stopped close to the 
stairs which lead to exit and were asked to answer the questionnaire, mostly declined to 
contribute to the research. All the participants who were asked to involve in the interview were 
informed about previously conducted observation method and were asked about their approval to 
be included in the research. Every interview respondent was previously observed in order to get a 
full picture about one’s respondent’s behavior and later in the interview, his attitude about 
garments shopping in general. 

Some of the observed participants refused to answer the questionnaire and to be included in the 
research. To be more exact, six men rejected to be included in the research. Three men because 
they were on the way out of the store, two men because they simply did not want to be involved 
and one man rejected because he did not speak English that good. Thus, respondents who were 
observed but refused to answer the questionnaire were not included in the research.

All of the respondents are of Swedish nationality. Youngest respondent was 16 and the oldest 55 
years old. Average age of man observed and interviewed at the setting was 29 years old.
Dividing the age of participants into three categories, we observed and interviewed:

a) AGE 16 – 25 → 9 men

b) AGE 26 – 40 → 8 men

c) AGE 41 – 55 → 3 men

Out of 20 participants 6 of them declared to be single, 10 in a relationship while the last 4 
declared themselves as married. Respondents were asked 7 questions which required short 
answers in order not to take too much of time from the respondent. Questions were referred to 
the present situation of their shopping routine but also to their opinions about shopping and how 
do they describe their style.

Results in subsequent table were divided by participants’ relationship/marital status in order to 
try to examine is there a pattern among men who share the same relationship status. According to 
the theoretical part and the study made by Dholakia (1999), married men often share the 
responsibility of shopping with their wives and frequently even fully rely on their wife’s 
judgment and choice when it comes to clothing
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INTERVIEW RESULTS
Category of 
questions Questions Single men In a 

relationship Married men Total

Doings in the 
store

Buying 
something 1 3 1 5

Browsing 5 7 3 15

Satisfaction 
with the
choice of

clothing in the 
store

Satisfied 3 2 1 6

Not much 
satisfied 2 4 0 6

Not satisfied 3 1 1 5
I don’t know 0 1 2 3

Respondent’s 
style 

(respondent
described his 

own style)

Fancy 1 0 0 1
Casual 3 5 2 10
Sporty 1 0 1 2

Rock style 0 1 0 1
Trashy 0 1 0 1

Casual/Sporty 1 0 0 1
Casual/Fancy 1 0 0 1

Old man 0 1 0 1
Slacker 0 1 0 1

I don’t know 0 0 1 1
Would the 
division of 

styles in the 
store(casual, 
sporty, fancy) 
make it easier 

for you to 
choose and 

buy

Yes 4 6 2 12

Maybe 0 4 2 6

No 1 0 0 1

I don’t know 1 0 0 1

Do you prefer
going 

shopping
alone or with 

company

Alone 1 2 2 5

Company 5 6 2 13

Don’t have 
preference 0 2 0 2
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Category of 
questions

Questions Single men In a 
relationship

Married men Total

Do you use
salesperson
help in the 

store

Yes 0 2 1 3
Sometimes 1 1 1 3

Almost never 1 0 0 1
No 4 7 2 13

Do you like 
shopping

Yes 4 3 2 9
Sometimes 1 5 0 6

No 1 2 2 5
Table 2 Interview results

Observation method and interview showed that from 14 men who claimed that they are in 
relationship or married, 9 of them were there with their girlfriends or wives, 3 with their children 
and only one alone which gave us an interesting point in order to pursue our research.

While interviewing our participants, some interesting answers should be mentioned. Participants’ 
reasons for going shopping with a company were mostly because of the fun time they have and 
advice provided by the company. Some of the answers indicated the importance of going 
shopping with a girlfriend:

“Depends ... ()… I rather go alone but I often use my girlfriend for second opinion… ()..I show 
her the next what I have chosen day before so she can give me advice...”

“… I like going shopping with my girlfriend. We are spending time together this way…”

As soon as the question about liking shopping occurred, we could hear couple of quite interesting 
answers:

“..Boring…I don’t like picking stuff!”

“…boring when you go too often…”

“I don’t like it….I don’t know, I just want to 
get out!”

“I like it when I have money”

“I don’t like shopping as shopping…only if I 
find something nice…”

“Yes...Don’t judge me!”

“It’s not interesting…not shopping for 
clothes...”

“It takes a long time”

“I have to be in the right mood to shop”

“I kinda like it...I can’t decide easy…”
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6.4. Analysis of observation and interview results

In this chapter, observation method and interview results will be analyzed together with the help 
of theoretical framework we have already elaborated in the beginning of the thesis. Quantitative 
data from the interview results will be verbally elaborated in order to get a more holistic and 
understandable view of the results and their analysis.

Time consumption for a man’s shopping practice took on average 11 min and 45 seconds. Result 
of study by Sondhi and Singhvi (2006) which was made among Indian men showed that they 
spend half an hour to one and a half an hour shopping. Other results of studies made in Germany 
(Mitchell and Walsh, 2004) and UK (Bakewell and Mitchell, 2006) show that men do not want 
to spend too much time in the store and they try to minimise their time. Thus, we can say that 
results of our research made among Swedish men is more closer to the western countries like UK 
and Germany and 11 minutes seems to be a time in which men can complete their shopping 
experiences. Results of our interview also support this idea. When men were asked why they like 
or dislike shopping, some of the answers indicated that “it takes a long time” and “it gets boring 
when you go shopping too often”. Words “boring” and “not interesting” were used many times 
as an answer for not liking shopping. Therefore, we could claim that because of the fact that 
some men perceive shopping as boring and not interesting, time consumption is rather short.

When it comes to companionship in shopping, 18 men out of 20 were there with a company. 
According to Dholakia (1999), men like to shop in a company because they are willing to share 
the responsibility of buying clothes. It also gives them an opportunity to interact with others 
(Dholakia, 1999). Answering our questionnaire, 13 supported the idea of going shopping with a 
company while 5 of them were keener to the idea of going shopping alone. Thus, we could say 
that company for men plays a big role when going shopping. As they answered themselves, why 
do they go with a company to a store, many indicated that is because of the fun time they have 
with a company and also the advice the company provides them with. The fact that out of 14 
men who declared themselves as in a relationship or married, 10 of them were there with their 
girlfriends or wives plays an important factor in a shopping practice. Having a companionship in 
a shopping practice is important, according to our respondents, because of the fun time they have 
and also the advice the company provides them with. Although the majority of our respondents 
are in a relationship status, it seems they share the same characteristic as married men and that is 
sharing the responsibility of buying clothes for a man between a man himself and his female 
partner. As we mentioned few of the spontaneous answers of our participants and observation 
notes (field notes about a male participant and his girlfriend), we can claim that there is a 
significant importance of having a girlfriend or wife in the process of shopping. It seems women 
are helpful while shopping and are active participants which are providing men with advices and 
help with a search. 
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Interaction with a company is a key ingredient when involving in a shopping experience while in 
a male shopping practice, it seems that interaction happens only with a company but not with 
sales personnel too. None of the participants asked sales personnel for help. This situation is in 
order with some of the theory we have elaborated in previous sections. According to (Robertson, 
2005) men do not feel comfortable asking too much questions and are not eager to involve in 
unnecessary “chit-chats”. Interesting response by one male participant in a study made by Baker 
(2007) indicates that he does not actually need the sales personnel. He just needs them at the 
point went he goes to checkout. Thus, the situation we observed in store could be justified. In 
addition when we directly asked our participants about the need of personnel for a help in 
shopping, 13 answered that they do not actually need sales person’s help. Only three of them said 
yes but even they did not use sales person’s assist in shopping. Another authors explained this 
issue very well and they are Noble et al. (2006) who claimed that women are more prone to 
social interaction than men and hence women will involve more easily in a conversation with a 
personnel in a store. Situation observed has proved that men are more eager to search for 
something by themselves or delegate the search to their company rather than ask questions to the 
store personnel. Rapport with the personnel was established only in a moment of buying the item
which was an only moment when they paid attention to the personnel. 

However, our notes also show that 6 men did not interact much with their company due to the 
separation with them at the spot. Some of participants split up with their company to perform
shopping alone. Most of them were in a companionship of women which pursued to their 
department while men decided to go at men’s department. This could be explained by the claim 
of Dholakia (1999) who stated by the support of his study that women perceive shopping for 
personal clothing as an individualized activity while men like to share this activity with others. 
Therefore, splitting up with their female company could be explained by the idea that women 
like to have the experience for themselves and they do not like to involve men in it while the 
situation with men is vice versa.

Physical contact with the items was established for 11 men, which could signify that men during 
their shopping practice like to touch and feel the items. On the other hand, women have been 
considered as more prone to touch and feel of the merchandise (Sondhi and Singhvi, 2006). Our
results indicate that men too are keen to have the experience of feeling the item.

Only 5 men out of 11 who had the physical contact with the item, showed the item to their 
company. This could mean that they are not interested in other people’s opinion but, because of 
very active involvement of their company (especially female company), we could not support 
this idea. Furthermore, women were also very active participants in a shopping practice and our 
results indicate that 6 women were more active than men in choosing and picking the items thus 
in these cases, men were the ones who had to approve the choice. Therefore, we can claim that 
men need the physical contact with the garments but still can entrust the choice of picking to 
their female company.



34

Interestingly, 14 men did not buy anything in the store. This could be clarified by the idea that 
only five men answered that they came to the store with the intention to buy something while 15 
other men said that they are there only to browse. During observing men while shopping, on the 
other hand, we could identify 6 men who actually bought something which means that the 
number of men who bought something in the store was actually bigger than anticipated.

When it comes to trying on the clothing item, only 4 men actually went to the wardrobe and tried 
something on. It seems that men are not too prone to and try the item on. Observation method 
indicates also that one participant did not even try the chosen item which he bought. He just took 
the T-shirt and went straight to the cashier desk. We could conclude that men do not like to try 
on the items and idea of spending as less time possible in the store could be used in the 
explanation of the situation.

Eleven of our 20 participants walked around the whole store while nine of them were mostly 
focused at one spot. One of the nine participants who were concentrated at one spot, were 
described by our descriptive notes in earlier sections. He was at the one spot standing for nine 
minutes and was doing repeatable gestures and movements. His behavior could be explained by 
the idea of Baker (2007) who claims that women are the ones who go more up and down the 
aisles while men are more focused in their search and have a “target” spot in a store; yet in our 
research, most of the men were going up and down the aisle which means that they were more 
active than we anticipated. Thus, the claim of Baker could not be fully supported in this case.

In the categorization of men based on the observation notes, category Love-To-Shop Man was 
represented by 7 men. Category She-Made-Me Shop was represented by 6 men while the last 
category of Confused Shopping Man was represented by 7 men. Categories were created by the 
observation notes and in our belief, can explain more about the “types” of male shoppers we 
encountered at the setting. This categorization also indicates that the statement of Dholakia 
(1999) that men generally do not enjoy shopping could actually be rejected. Idea that men 
actually enjoy shopping could be also supported by the answers of our participants. 

Nine of them have responded that they enjoy shopping while 5 of them said they enjoy it 
sometimes “under right conditions”. Other six participants stated that they do not like shopping.
Some of repeated explanations for liking shopping experience only “under the right conditions” 
and not liking it at all are: “boring if you go too often”, “I like it when I have money”, “I don’t 
like shopping as shopping…only if I find something nice…”,” I have to be in the right mood to 
shop”,”…I can’t decide easy”, “it is not interesting”. Thus, we can conclude from our interview 
answers that these “conditions” which define liking or not liking the experience could be time 
consumption, money, boredom, choice in a store and right “mood” of our male shopper.
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The most interesting answer from one of our participants was “Yes! I love shopping!” followed 
by quick and loud: “But don’t judge me!”. The follow-up stroked us because it seemed that he 
was afraid that we would judge his preference to shopping and put him into some kind of 
category. From the answer, we could conclude that in his thinking, men actually are not 
supposed to like shopping. Participant was at the setting with his girlfriend; spend 33 minutes, 
bought jacket and a shirt and left with a smile on his face. He was afraid that this behavior could 
be “judged” in some sense and that this is not appropriate behavior for a man.

When it comes to satisfaction with men’s garments in the store, the answers were quite different. 
Six men answered they are satisfied, five were not satisfied, three were not sure are they satisfied 
or not and other six were not that satisfied. Some of the reasons which were repeated as reasons 
for dissatisfaction were:

“I usually like to go to other place” (participant at the setting with his wife)

“In Gotland there are not many shops so I’m left with this...” (participant at the setting with his 
girlfriend)

“Too narrow choice of clothing” (participant at the spot with his child)

These answers point out that some of our male participants were not so fond at the places we 
have visited. In addition, a limitation in a research which we already mentioned and our 
participants reflected on it too, is the city in which we conducted our research. Visby is a town 
with only 22,000 people and thus it does not have too many clothing stores and choices of 
garments. Therefore, limitations that our participants feel are justified. 

With our research we also wanted to question the idea of Bakewell and Mitchell (2006) who 
proposed that it could be more fitting for men to organize retail lines in a store by aesthetic and 
image type such as sporty, classic etc. which would help men to decide where to search and what 
to buy in a store. In our questionnaire, we proposed this question to our respondents and more 
than half of participants answered with a positive attitude towards the idea. Twelve of our 
participants answered would be happy with this division, six answered maybe, one did not know 
would it be better or worse and just one of our participants responded negative to our question. 
One participant that answered negative to the question claims that it would make no difference 
and that this idea is unnecessary. Therefore, our results show that men could be satisfied with the 
idea of division of garments by style and thus, the idea of Bakewell and Mitchell, in practice 
could be acceptable by male consumers.

We were also interested in participants’ perceptions of themselves and that is why we wanted
them to describe their style by themselves and with their own words. Answers showed that 
majority of them have an idea how would they describe their own style and that is why we could 
claim that men do have a perception their style. They actually can classify themselves towards 
the general ideas of styles among women and men. The answers pointed out that many of 
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respondents classified themselves as men with a “casual” style. Casual style is presented by 10 
men who claimed that they are followers of this style. Two men claimed they are belonging to 
the category of “sporty style” man, while others chose many different ideas and style in which 
they think they belong to. Just one participant could not define his style and had a hard time to 
describe it. 

The styles presented in our research are: fancy, rock style, trashy, casual/sporty, casual/fancy, old 
man and slacker. Most of these styles are usual describers of a person’s style, though “old man” 
and “slacker” were interesting ideas we would like to emphasize. Participant who described his 
style as an “old man” is a 29-year-old man who is in a relationship and was at the setting with his 
girlfriend. According to our field notes, he was the one of male participants who was active in a 
search but still needed an approval of his female company. Participant was dressed in black jeans 
and black jacket with a red cotton hat on his head. From our notes, his answer (which indicated 
from the participant to be more “ironic”) and our subjective perspective, it seems participant
described himself as a man with “old man” style because of the lack of interest in fashion 
generally and dependence on his girlfriend. 

Participant that described his style as “slacker” was seen at the setting with his girlfriend;
however he let her to search for his clothes while he was showing signs that he is not very 
interested in shopping. He was mostly following her with slow movements, eating a candy and 
waiting her to be done. When we approached him to ask questions, his answers were quite 
negative towards shopping and fashion. Thus, he described his style as a slacker which he 
described as a person who does not like the materialistic culture and thus is not interested in 
fashion or shopping. 

As we already mentioned, we divided the table with the questionnaire answers to the marital and 
relationship status of male respondents in order to try to find similarities among the groups. 
Based on our results, it seems there is no clear difference in attitudes or opinions in divided 
groups and it seems the only thing that differentiates married men and men in a relationship with 
single men, is the dependence on female partners in the shopping practice. The most interesting 
fact from the research is that out of 14 men who declared themselves as committed, 10 of them 
were at the spot with their wives or girlfriends. It appears that there is a visible dependence of 
committed men on their female partners while shopping for garments.
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7. FOCUS GROUP

We used focus group method as other data collection technique to generate more in-depth and 
elaborated information about men’s shopping behavior.  In focus group discussion the aim was 
to explore participants’ experiences, opinions, wishes and concerns about shopping process and 
cloths. In other words, we were more concerned with understanding attitudes rather than 
measuring them. We invited 5 men with age-range of 22-30 to participate in our focus group 
discussions. Are participants are international students from different countries, namely 
Armenia, Jordan, Mexico, Spain and Pakistan. All of participants are pursuing master degree and 
they all are single.

As a stimulus material we used basic outline of the questions and specific group exercise during 
the discussion. Question outline consisted of eight parts:

 Introduction (shopping preferences, attitudes, consistency in shopping)

 Price

 Quality perception

 Brands of clothing

 Store attributes

 Help while shopping

 What would you like? (participants own ideas)

 About you (participant’s perception of himself)

Questions were divided in these eight different parts in order to get a more in-depth knowledge 
regarding the vision of each participant about shopping for clothing. By doing so, we will also 
rely on the theoretical part while analyzing the results.

7.1. Focus group results and analysis

Participants of our focus group discussion were male students from five different countries 
namely Armenia, Pakistan, Jordan, Spain and Mexico. Participants will be coded like P (A), P 
(B), P(C), P (D) and P (E) respectively. We divided the discussion itself into several parts and we 
will follow the same order while analyzing the results of the focus group discussion. Before 
starting analysis of results from each section we will present questions and short answers to those 
questions in the form of quotes by our participants.
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Introduction
Participants P(A) P(B)  P(C) P(D) P(E)

Question 1 When do you start to think about shopping? When do you feel the need to go 
shopping?

Response “when I need 
something”

“when I  need 
cloth and when 
there are sales”

“when there 
is a big 
discount”

“when I 
need cloth”

“when 
everything 
is almost 
ruined”

Question 2 When did you last time shop?

Response “before snow” “during 
Christmas 
sales” 

“I guess 2-3 
months 
ago”

“1 month 
ago”

“ in 
December”

Table 3 Introduction questions about shopping to the focus group

In the Introduction part we asked general questions about shopping to break the ice between 
participants and prepare them for a long journey of discussion on male shopping behavior. It was 
very remarkable to hear participants’ opinions such as “everything should be totally ruined”, “if 
my trousers are ruined”, “if I do not have anything to wear” as answers to a question “when you 
start to think of going shopping”. All of the respondents agreed upon the idea that they generally 
think about garment shopping when they are in a real need of clothes. In addition, participants 
mentioned the discounts as an important factor which can induce them to start thinking of 
shopping. An opinion of participants showed that need was a basic driving factor which leads our 
male participants to think about shopping of garments.

These results are consistent with the arguments of some authors who have written numerous 
articles on male shopping behaviour in the context of gender differences in shopping practices. 
According to Robertson (2005), for instance, men are more focused on their logical needs when 
making a purchase while women are more focused on their emotional needs when it comes to 
consumer needs. The author also claims that men see shopping as a necessity while women see it 
as an experience. Noble et al. (2006) also state that men and women do have different styles 
while shopping; men while shopping in a retail context are mostly need-driven. 
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Price
Participants P(A) P(B)  P(C) P(D) P(E)

Question 1 If someone gave you 500 SEK and you saw a great jacket in store for 450 
SEK, would you buy it or not?

Response “I’d buy if I need” “I’d buy if I do 
not have any 
jacket”

“If I need 
I’d buy”

“It depends 
on the 
season”

“ Cloth 
wouldn’t be 
my first 
choice”

Question 2 You have to buy trousers because your last ones are totally ruined. What 
would be the highest price you would pay for them?

Response    “300 SEK”         “500 SEK” “1000 SEK”  “1000 
SEK”    

“300 SEK”

Question 3 Winter is coming and you need a warm jacket. You just got 500 SEK raise. 
You saw a perfect, warm jacket for 400 SEK but on the way to the retail 
store, you saw a laptop on sale for only 2000 SEK. Would you buy a jacket 
you really need or think about buying a new, incredibly cheap laptop?

Response “I do not know  ”         “It depends 
how much I 
need jacket”

“jacket, 
probably”  

“I wish I 
already had 
jacket”

“ jacket”

Question 4 Do you shop more when it is sales time?

Response “Not really” “Yes, I do”     “Yes, sure. I 
always 
check stores 
before”

“I shop 
when I 
need”

“ not really”

Table 4 Questions about price factor within the shopping process

In Price part of the focus group discussion participants debated the importance of one of the 
most significant store attributes – the price. The idea was to analyze and elaborate the degree of 
significance of the price participants attach to the concept of the “shopping”. By leaving the 
participants with the choices between “clothes” and “something else” we tried to figure out to 
what extend the participants are committed to shopping for garments.

Price was proved to be extremely important to them when shopping for clothing and apparel.  
Plus, we could also observe that participants were not likely to spend money on some clothes 
unless they needed them very much. “Clothes wouldn’t be my first choice if I had something to 
put on”, “I wouldn’t buy cloth in the first place”, “it depends how bad I need the clothes” are 
some of those quotes as participants answered how they would decide to spend particular amount 
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of money under given conditions. Participants agreed that they would love to buy something else 
other than clothes once they had some particular amount of money. The average highest price 
they agreed to pay for one pair of trousers was around SEK 600. Participant from Europe and 
Middle East mentioned relatively higher prices for the same trousers-around SEK 1000, which 
might be due to the better economic conditions of those regions. They claimed that they were 
highly price-sensitive and would prefer to purchase something more “valuable” in exchange for 
their money. 

After all, participants agreed that they would choose to buy clothes only in case if they “do not 
have anything to wear”. In other words, their decision to buy a cloth would be based solely on 
the need factor and depend on the extent to which they need particular cloth. Two of the 
participants claimed to shop exclusively during sales while the rest three seemed vey careless 
about discounts stating that they just go shopping when they need something regardless of 
whether there are some sales out in the stores or not. P (D) complained that he usually cannot 
find right sizes and colors during sales therefore refuses to go shopping when there are discounts 
in the stores. “If I need something I would go to a place where there are sales, but not the other 
way around”, “I would not go and shop just because things are on sale unless I need anything”
are some of quotes which stress out the significance male consumers attach to the need-based 
shopping behavior. It also becomes clear that since our participants do not tend to make special 
plans regarding shopping they are not motivated to check stores during sales to purchase 
something they might need in future. This result can be supported by the arguments of Robertson 
(2005) who claimed that women take more time to make a decision while men tend to be more 
impulsive while making a decision and can make significant purchases very quickly with not 
much consideration. 

Nevertheless, two of the participants mentioned that they usually go shopping exclusively during 
sales and plan their shopping beforehand; in a sense that they check the stores before, decide 
what they want to buy and make purchase when there is a discount in that particular store. In 
other words, these two participants make planned shopping trips; the result which is completely 
opposite to what we observed about other three participants. It is still worth to mention that the 
reason for shopping trips during sales, as participants stated, was to pay less money and purchase 
cloths for half-price rather than make special shopping plans for fun or pleasure shopping can 
generate. The results coincide with the findings of authors who claim that male consumers from 
various corners of the world show almost the same attitude towards the price of the apparel and 
garments; they do not tend to go for expensive cloth and garments.

Above mentioned results are in line with interesting facts revealed by Mitchell and Walsh (2004)
who claim that German men are less prepared to pay premium prices for the latest fashion 
although the research shows that they are fashion conscious. Besides, British Men also do like to 
simplify shopping process so they choose to buy lower price products or visit same stores so they 
do not get overloaded with choices (Bakewell and Mitchell, 2006).
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Quality
Participants P(A) P(B)  P(C) P(D) P(E)

Question 1 Do you relate the quality of the clothes to price or brand or you have your 
own judgment or idea of what is quality of clothes?

Response “Particular 
attributes of the 
cloth are 
important”

“Brand does 
count”

“Brands do 
not attract 
me”

“Maybe 
brand”

“Now I do 
not care 
about 
brands”

Table 5 Questions about quality factor within the shopping process

In Quality part we attempted to find out what quality means to our participants and how or if 
they relate quality of particular item to specific attributes. We tried to analyze a quality indicator 
from male participants’ perspective. We were particularly interested if men related quality of the 
clothes to the price or they had their own judgments and ideas about quality. 

P (A) mentioned the importance of clothing material as a quality indicator as described below:

“…Different things might indicate quality. For instance, if it is a shirt it must be 100 % cotton to 
be of high quality. If they are shoes then they must be made of natural leather  ...”

Only participant (B) emphasized the significance of the brand as a quality indicator. Yet he 
added that he does not always go for brands since brands are usually very expensive and not 
affordable.  P (E), on the other hand, believed that there was no significant relationship between 
brand and quality in a sense that all brands are made “in the same place”. Overall, participants 
did not seem to relate quality to one particular attribute, such as brand or the idea that high prices 
somewhat indicate higher quality of clothing. Rather they were more hesitant to call one single 
attribute to relate to as a quality indicator: “…Well, maybe brand shows quality but I really do 
not know…”, “…when there are high prices you check the brand, you check why it is so 
expensive; high prices do not show high quality I guess…” Just one of the participants 
mentioned “design” of the cloth as a basic quality indicator. The overall impression about this 
part of discussion was that our participants were not confident enough to relate quality to any 
attribute. They somewhat reached an agreement that “they have to see the product to judge its 
quality”. The results are completely consistent with the findings from study made by Sondhi and 
Singhvi (2006) which clearly demonstrates distinct differences between genders in the key 
attributes considered in garment purchase. The study found out three important attributes 
consumers consider while making purchase decisions. Quality was proved to be the first most 
important attribute; furthermore, study revealed that the men value quality and rely on their own 
quality judgment through the touch and feel of the garment while the women rate the variety and 
availability of merchandise as the most important factor for garment purchase.
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Brands
Participants P(A) P(B)  P(C) P(D) P(E)

Question 1 Do you go for brands while shopping?

Response “I have my favorite 
brands”

“I do, if I can 
afford”

“I’d go for 
the copy of 
the brand”

“Not 
really”

“I do not 
when I shop 
in my home 
country”

Question 2 Do you notice commercial of clothing brands and can you in some way relate 
to them?

Response “I can remember 
one”

“Nike’s 
commercial 
with football 
players”

“I do not 
remember 
any”

“Levi’s ads 
are cool”

“All ads are 
for women”

Table 6 Questions about brands and men’s attitudes towards them

Our aim in the section of Brands was to find out whether the male participants considered brand 
as an important attribute while purchasing garments. We were particularly interested if male 
participants perceive the brand as a personality of clothing. P (B) stated clearly that he goes 
mostly for local brands because of affordable prices and good quality and purchases global 
brands only during sales period. It is worth to remind that study made by Mitchell and Walsh
(2004) about German men found similar findings; German men are more in favour of national 
brands, like to shop during the sales time, seek for the cheapest products. A quote by one of the 
participants describes different attitudes male participants have towards the concept of the brand:

“...Brands do not attract me. If I find in the store something I like-if it is a brand-I start to search 
for its copy since it is going to cost me less. I feel so happy when I find some piece of clothing
which is similar to the brand but costs a way less than the original brand...” 

In other words, where two items resemble each other, but one of the products has no associated 
branding (such as a generic, store-branded product), participant would tend to select less 
expensive and not branded product. Therefore, the high-quality of the brand and the reputation of 
the brand owner are not prioritized. Another quote by P (D) looks quite interesting in terms of 
men’ attitude towards brand-consciousness and brand loyalty:

“... I do not really care about brands that much. I do not purchase some particular brands all the 
time. I have favourite brands, but it does not mean that I always go for those brands. For me, the 
most important thing is to go to a place where I can find everything I need, do all my shopping 
there, then get back home. If I like the cloth I will buy it, no matter if it is brand or not...”
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P (E) stated that he does not usually go for brands when he shops in his home-country due to the 
lack of high-quality brands. Furthermore, participant added that he used to buy brands a lot when 
he was younger:

  “…When I was a school-aged teenager I was a way more brand conscious. I remember... all of 
my classmates had Levi’s jeans, and I had to buy the same brand not to single out. I think it has 
to do with an age a lot...”

As we observed, none of participants claimed to have any strong ties between themselves and 
any brand name nor did they express to have any loyalty towards some particular brands. Even 
those who claimed to have favorite brands were ready to switch to another brand in case if new 
alternative brand is more appealing in terms of price and quality. Study results released by 
Dastidar and Datta (2009) pointed to the same attitude among Indian male consumers towards 
brands; Indian men are more of risk-takers than Indian women which in the area of shopping 
means that male consumers adopt new and unknown brands more readily than females.

During discussions we also tried to find out the degree of the brand awareness our male 
participants possess by asking them to recall any commercials of clothing brands. By doing so 
we aimed to measure their ability to recall and recognize the brand under different conditions 
and link to the brand name, logo and so on to certain associations in memory. Only two 
participants could remember and recognize brand commercials of cloth they actually purchased. 
One of our male participants recalled the brand commercial as below:

“…Levi’s ads are cool. They had a very successful campaign named ‘ingenerated’. I remember 
when I was young I used to watch this ad a lot. I wanted to look like models in the ad; I even 
wanted to buy one pair of those jeans. But I did not…” 

In this quote it is clear that participant had this ‘love of brand’ when he was very young, 
however, would not behave the same way at present time when he was more mature and rational, 
as he claimed. Therefore, we can claim that age has a big influence on males’ shopping practice, 
in a sense that males when they are young tend to be trendier and more fashion- conscious.  This 
is, however, at odds with the results of the study made by Dholakia (1999) who claimed that age, 
education and occupation do not have such a significant impact on shopping practices as gender.

Taking into account above mentioned ideas about participants’ attitudes towards brands, we can 
state that none of participants claimed to relate to any brand name when it came to identification 
with the brand name.
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Store
Participants P(A) P(B)  P(C) P(D) P(E)

Question 1 Is a location of a store important for you? Would you go 1 hour drive to get 
to one store in which you are certain to find what you look for?

Response “Yes, I’d go” “I’d definitely 
go”

“Yes, I 
would”

“If I find 
what I 
want, of 
course, I’d”

“I’d go 2-
hour drive”

Question 2 Is it hard for you to choose a piece of clothing in a store? Do you get overload 
or confused?

Response “I know what I 
want”

“Not it is not” “Sometimes 
it is”

“In malls 
it’s hard”

“I don’t get 
lost in 
stores”

Table 7 Questions about store attributes

In the part of Store attributes we tried to identify and understand the importance of some of the 
store attributes like convenience of store location and choice range of clothing within a store
from the perspective of our male respondents. It was extremely interesting to find out if the store 
location had a great influence on participants’ choices of stores. Furthermore, all of the 
participants clearly stated that they were ready to go 1 hour drive to a store where they were sure 
that they would find exactly what they needed.  One of our male participants stood out with his 
unique answer:

“…I’d go even two-hour drive to get to a store as long as I am sure I’d find what I want…”

In other words, our male participants did not seem to be bothered about making long-distance 
driving trips to stores where they would find precisely what they needed and wanted. In this 
sense, participants looked very relaxed and careless about time spent to reach the desired store. 
The interesting fact is that men are actually depicted as very time-conscious in comparison with 
women.  For instance, one of these studies was made by Noble et al. (2006) which indicated that 
men while shopping are mostly need-driven and are less likely to spend more time browsing for 
an item. Mitchell and Walsh (2004) were also of the similar view that men do not like spending 
too much time on shopping because it is not in their interest.

Therefore, it seems that men are willing to take a long drive and spend time to get to the desired 
store but are not willing to spend a lot of time in the store. Furthermore, we assume that this 
concept of time-consciousness need to be elaborated and discussed in more details. Male 
participants in our research claimed to be bothered about time only when they are uncertain 
about if they would be able to find what they needed or if they would be able to finish the 
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shopping by the time they planned. Thus, we can claim that ‘uncertainty aversion’ is one of the 
main key traits of male characteristics while shopping for clothing and apparel.  

Additionally, we attempted to identify how our male participants feel about large choices in the 
stores and how do they deal with them. These are some of the interesting quotes by our 
participants: 

“…Actually I go to the shop when I need something. So when I enter the store I already know 
what I am looking for. When I see a piece of clothing in the store, I do not need much time to 
decide if I like it or not… I mean I do not need much time to see if I find particular cloth suitable 
or not…”

“… I never get lost in the store. I know what I am looking for, and I go directly to the section 
where I am going to find what I need. So I do not feel overloaded or confused at all…”

P (D) mentioned that he sometimes feels confused in the malls, not because of the wide range of 
choice, but because of the huge number of stores in it:

“… These malls are sometimes so big that it feels like you can spend the rest of your life there. It 
is possible that you might get confused at the first sight. But once you get into, you find your way 
easily…”

According to above sited quotes we can assume that male consumers do not really feel 
overloaded or confused by the wide range of choices available since they know what exactly 
they need and simply follow their need.

Help while shopping

Participants P(A) P(B)  P(C) P(D) P(E)

Question 1 Do you go shopping alone or with a company?

Response “with one of my 
closest friends”

“With one 
friend”

“with one or 
two friends”

“I like a 
company”

“it is nice to 
have second 
opinion”

Question 2 Who would you trust more when giving you advice about clothes-
salesperson, girlfriend, male friend, mom or yourself?

Response “mother or friend” “male friend”     “male friend 
or myself ”

“usually 
myself”

“I value my 
own opinion 
better” 
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Question 3 Do you use salesperson help while shopping for clothes?

Response “Usually, I don’t”   “Not really” “I hate 
when they 
follow me”      

“I don’t’ 
like when 
they come 
to me”          

“I don’t like 
to be 
pushed”

Question 4 Do you talk to sales personnel while shopping?

Response “Yes, I do, but not 
about products”

“I don’t talk to 
them”

“I do if the 
saleswoman 
is pretty ”

“Yes, I do, 
especially 
when I’m 
with 
friends”

“No, I do 
not”

Table 8 Questions about assistance while shopping

In Help While Shopping section we were particularly interested if our male participants needed 
or ever used any kind of assistance while shopping for garments. In the research conducted, all of 
the participants agreed that they prefer to go shopping with one or two friends. None of them 
expressed the desire to shop alone since, according to them, it was quite boring and dull. 
Participants also stated that they preferred a company to take advantage of accompanying 
friend’s opinions and advice on particular clothing choices.  In other words, all male participants 
wanted to have a small company while shopping for garments for both fun and advice.  

Participants also stated and agreed that they preferred to have limited number of accompanying 
friends while shopping. One of participants explained this view as quoted below:

“…I like to go shopping with a company. It is really boring to shop alone. However, I prefer to 
shop with one or maximum two friends, no more. I do not like group shopping when everybody is 
looking for clothes for himself. It becomes a mess and nobody helps me with the choice, 
everybody becomes busy with himself…”

As we can explain this quote, the reason why participants refused to go shopping with a big 
company is that they want attention, advice and real assistance from an accompanying friend 
which is not possible in group shopping where everybody is busy with himself. Three out of five 
male participants stated that they would rely on themselves while making a choice of garment, 
while the rest two participants were prone to trust their male friends and themselves. No 
participant was willing to trust a girlfriend to follow advice on garment choice.  Participants 
indicated some reasons why they do not rely on girlfriend’s advice and assistance. One of the 
arguments was that girlfriends always try to dress their boyfriends the way they like themselves. 
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The quote by P(C) sounded quite interesting in this regard: 

“… Girls always want us to look like those models and mannequins. They try to dress us like 
those guys in the catalogues and fashion TV. But we want to be ourselves; we do not want to be a 
copy of someone else…” 

As we observed, male participants were more prone to follow the advice of their best male 
friends rather than girlfriends while shopping for garments. However, they all agreed that the 
final decision is made by them, so at the end they turn out to trust themselves more than anyone 
else. Participants all agreed upon the fact that they usually do not use salesperson’s help while 
shopping for garments. They all were of view that salesperson’s intervention in any case makes 
them feel obliged to purchase anything. Participants also stated that they do feel comfortable 
when they are pushed or “watched” by the salesperson and dislike “may I help you” question
while shopping. One of the participants described the situation as quoted below:

“...well I really can’t stand when salespersons follow me in the store. I prefer to approach them 
myself when I need to ask something about specific clothing. For example, if I need some size or 
colour I go to them and ask .I feel better this way...”

Three participants declared that they never talk to sales personal while shopping for garments. 
They claimed that they were neither eager nor willing to make any small talks or any type of 
conversations with sales personal. The reason for why participants avoided talking to 
salespersons was, as they suggested, the desire to be left alone and not to be bothered by any 
sales person. 

The study made by Robertson (2005) gave some reasons why men were reluctant to talk to sales 
person. The author explained it by the fact that men try to find exactly what they want and they 
do not want to involve in unnecessary chit-chats with the personnel. The study made by Melnyk 
et al. (2009) also revealed similar results regarding males’ attitudes towards an interaction with 
sales personnel; males avoid a closer, one-to-one relationship with service or chain in order to be 
fully satisfied with the service, moreover, men can have an anonymous relationship with a store 
and still feel happy about their experience. Only two male participants stated that they used to 
talk to saleswomen in the store but only in case saleswomen were beautiful and pretty.



48

Would like
Participants P(A) P(B)  P(C) P(D) P(E)

Question 1 How would you feel if the store had model girls as sales person? Would it 
make you enjoy shopping?

Response “I’ll go there just 
to see the girls”

“I don’t care”     “It doesn’t 
matter at 
all”     

“I’ll go there 
once to look 
at girls”

“It’d be the 
same for 
me”

Question 2 How would you feel if the store had big screen TV’s with sport channels? 
Would it make you enjoy shopping?

Response “It’ll make no 
difference”

No, I don’t 
think it’d make 
a big 
difference”

“It doesn’t 
matter at 
all”

“It’d better 
be in women 
store”

“I do not 
know”

Question 3 How would you feel if the store had video games which you can play inside of 
a store? Would it make you enjoy shopping?

Response “I’ll go and play 
sometimes”

“No, I’d never 
play games in 
a store”

“It’d be 
better when 
you shop 
with 
children”

“Not for our 
age I guess”       

“I don’t like 
this idea”

Question 4 How would you feel if clothes are divided by styles in store-in one part casual 
clothes, in the other part sport, in the other one fancy?

Response “I’d be easier” “It is as fine as 
it is”

“It’s already 
divided”

“Yes, it’d be 
a way easier”

“It’s already 
OK for me”

Question 5 What would make you enjoy shopping (more)?

Response “Maybe free food” “more money 
and sales”

“Free 
internet”

“convenience 
of parking”

“Big 
parking lot”

Table 9 Questions about participants ideas of improvement of shopping process

In the Would like part we were curious if the presence of some particular store attributes might 
change the overall shopping experience of males for better.  It was quite interesting to see how 
male participants would react if the stores had model girls as salespeople and if this factor would 
make male participants enjoy shopping more or would change the situation for worse. Three 
participants stated that they would be impartial to the presence of model girls as sales people in 
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the stores, while the rest two mentioned that they would go to that store once or twice merely to 
see the model girls but not to shop. 

The last two participants, however, added that visiting a store once or twice just to see model 
girls would not be able to change their whole shopping experience for better. In other words, 
participants were of view that model girls as sales people in the shops would not be able to make 
male participants to enjoy shopping or shop more.

When it came to big screen TV’s with sport channels inside the stores, four of our participants 
stated that this factor would not change anything for better and the situation would remain the 
same as before for them although one of the participants suggested that it would be better to 
place this big screen TV’s in women stores rather than in men’ sections:

“…men get really bored and tired while accompanying their wives, girlfriends etc. during 
shopping. I personally do get exhausted while keeping company to my female friends since they 
spend HUGE amount of time there, therefore, I guess big screen TV’s can reduce boredom of 
men and lessen this ‘punishment’ while their female friends enjoy browsing and trying things 
on”

When asked about possible video games inside the shops, only one participant, P (A) agreed to 
prefer shops with video games in them. As for the rest of four male participants, they did not 
seem to like the idea of having video games inside the stores. They gave several reasons for not 
finding this idea appropriate. One of participants, for instance, was of view that video games are 
for children and not suitable for their age. P(C) mentioned that video games can be better off 
when people shop with their children, in a sense that children can be busy with games while their 
parents shop for clothes. Overall, video games were said to have no positive influence on 
shopping experience of male participants.

Only two participants out of five agreed that it would be more convenient to make garment 
choices if the stores had more accurate and apparent division of clothes by styles. They were of 
view that they would feel more comfortable and confident about their choices in case there was a 
division of clothes by styles in stores. This idea was questioned by the initiative of Bakewell and 
Mitchell (2006) who proposed that it could be more convenient for men to organize retail lines 
by aesthetic and image type such as sporty, classic, casual etc. Thus, this idea could be a fine, 
new ingredient which could possibly make shopping experience for men more enjoyable.

The rest three participants, on the other hand, did not feel any necessity for further division of 
cloths by styles since they claimed that stores had already divided everything. They stated that 
they were quiet comfortable with the current division by styles, therefore were not interested in 
any changes regarding elaborating the style division.

Furthermore, participants proposed new ideas and valuable suggestions in order to make the 
shopping process more enjoyable and convenient for them. All of the participants agreed on the 
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importance of parking lots. They suggested that stores should provide more space for parking or 
build parking lots in a more convenient way in order to make male consumers feel more 
comfortable and distressed. 

They also added that convenience of parking lots is one of the most significant factors they 
consider while choosing which store to visit. This result is in line with the study outcomes 
released by Baker (2007) who proposed that men ranked “difficulty in finding parking close to 
the store’s entrance” as the number one problem while shopping for clothes.

P(C) mentioned that he would appreciate if particular store had free internet for customers. He 
was of view that free internet inside the store could turn shopping experience into more 
enjoyable and fun activity.  Another participant brought up the possibility of the service of free 
food in the stores stating that while shopping, people can get very tired and hungry and 
therefore, free food service right on the spot would be a very favorable and appreciative attitude 
towards male consumers.

In the last About you part, we aimed to explore and challenge our male participants’ perception 
about the men’s dressing style. In order to  accomplish this aim, we provided our male 
participants with pictures of different men dressed in various styles and asked them to describe 
the style of each man in every picture, say which style they like most and determine which of the 
pictures might be the most related to their own style. By doing so, we tried to analyze and 
understand our male participants’ viewpoints and acumen about physical appearance. We also 
tried to measure the degree of their awareness of their own styles which, in our belief, will be a 
valuable hint to gain an insight into “men’s world of shopping”. 

All of the participants could manage to describe the pictures according to the dressing style of 
the men in the pictures. They could easily identify different styles by referring to them as 
“classic”, “metro sexual”, “formal”, “snobbish” and so on. All of the participants agreed that 
physical appearance is extremely important. They all admitted that the first impression they get 
from other people very much depends on how they are dressed. One of the participants described 
the significance of good-looking appearance as quoted below:

“...We tend to feel different attitudes towards ourselves depending on what we wear. If I am
dressed up good I can feel that people have better attitude towards me; that is something very 
obvious and I can see  how people’ manners, attitudes, approaches , etc. change depending upon 
how you are dressed and what you wear. Good appearance also evokes self-confidence…”

As we observed, men are fully aware of the importance of physical appearance and seem to 
attach great significance to the role that appearance plays as a weapon of influence. Although the 
participants sounded ambitious and acknowledged the importance of physical appearance, they 
did not give a positive response to the idea of actually going for shopping. Only one participant 
said he liked shopping for the sake of fun considering shopping as “something out of routine”. 
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As for the rest of four participants, they all believed shopping to be boring and annoying, 
therefore did not like shopping in general. One of the participants stated that he would shop 
online with great pleasure without spending too much time in the shops if only he had standard 
sizes. The idea about online shopping was proved to be supported by other participants. The 
quote by one of male participants sounded as below:

“…I do not like shopping in general. It is too boring. I gotta check different stores to find the 
best price offer and it is really annoying-Just wasting time and getting tired for no reason. But 
online shopping sounds like a great idea in this sense. We can find what we need for the best 
price by sitting home and surfing the net…”

The study made in Singapore by Hui and Wan (2006) revealed interesting facts about opposite 
attitudes towards e-shopping among men and women. Study indicates women do not enjoy 
shopping online because they are more comfortable involving in a physical shopping experience 
in a traditional store. Thus, this study confirms the idea that men do feel more pleasure while 
engaging in e-shopping. They feel more confident, more willing to buy and most importantly, 
they feel pleasure while engaging in it. Women feel a lack of physical touch in internet shopping 
while men do not see an issue in this factor. Likewise, results by Garbarino and Strahilevitz
(2002) indicate that men do not see a high-level of risk in purchasing online and feel more 
comfortable involving in this type of shopping practice. They also do not need advices and 
recommendations from friends because they can rely on themselves and their individual 
decision-making while women have a need to acquire a recommendation of a shopping web site 
because in that way they feel more secure of their shopping experience.
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8. DISCUSSION 

After a deep insight on the subject of men’s shopping practice with the help of theory of various 
respected authors and conducted researches, some interesting ideas could be developed.

With whom he shops?

When men get involved into shopping for garments, they mostly enjoy it more with a 
companionship during the experience. Company should be a rather small number of people 
which revolves around 2-3 people at the most. Observation method has proven that most men go 
shopping in a company of one person and that is preferably their girlfriend or wife if they are 
involved in some kind of relationships. Otherwise, men gladly go shopping with one of their 
friends because larger number of people makes the shopping experience more stressful for them. 
Having company while shopping also provides men a little more security in their fashion choices 
because men expect from their company to supply them with advices about choices they make. 
Furthermore, men feel more comfortable to shop with a company because of the fun time they 
experience in their search for garments.

When does he go shopping?

Men go shopping when they are in a real need for clothes. In our research, need has been 
repeated as a basic driving factor which leads men to think about shopping of garments. 
Robertson (2005) also mentions the factor of “need” when it comes to shopping. She claims that 
men are more focused on their logical needs when making a purchase while women are more 
focused on their emotional needs. Thus, men only in a scarcity of clothing will feel the actual 
need to go shopping.

Does he care about prices or brands when shopping?

When men start to shop, price plays an important role in their shopping practice. Our research 
indicated that men are not likely to spend a lot of money on clothing unless they feel a real need 
for it. In that case, they could pay a higher price than usual. Our results are in correlation with the 
results of Mitchell and Walsh (2004) who claim that men are less prepared to pay premium 
prices for the latest fashion although they can be at the same time very fashion conscious. Some 
people also correlate high prices with brands and are very much in favour of high-class brands
whereas our participants pointed out that they are not in favour of these types of brands. 
Participants in our research showed correlation with Iranian men and the study made by Hanzaee 
and Aghasibeig (2008) who claimed that men in Iran show a strong trait of brand-indifference. In 
other words, Iranian men are interested in fashion but do not consider brands as the most 
important factor while shopping.



53

What is quality for him?

When men think of quality of clothing, they mostly rely on their own judgment. Men do not 
relate quality to one particular attribute, such as brand nor do they believe that higher prices 
indicate higher quality. The results are completely consistent with the findings from study made 
by Sondhi and Singhvi (2006) who revealed that men value quality and rely on their own quality 
judgment through the touch and feel of the garment. As we observed in our research, touch and 
feel of the garments plays an essential role in shopping process. More than half of men in our 
research while shopping tend to have a physical contact with the items and that includes touching 
the chosen garment, taking it out of shelf or carrying it around the store while still searching for 
other items.

Does he communicate with sales personnel?

When it comes to sales personnel in the store, they do not play an important role for male 
consumers. Men usually do not seek assistance or help from the sales personnel in the store. As 
Melnyk et al. (2009) also revealed, men tend to avoid one-to-one relationship with service 
personnel and thus this statement could be justified also by our research results. Majority of our 
respondents are reluctant to ask sales personnel for help during the shopping practice because 
they believe that they can manage it on their own and without any intervention of the store 
employees. 

Robertson (2005) explained this situation with the fact that men do not feel comfortable asking 
many questions and are not willing to involve in unnecessary “chit-chats”. On the other hand, 
when men are in a need for an advice they will mostly rely on their male friends advices rather 
than their girlfriends opinions, according to our participants in a focus group. Nevertheless, in 
the end, final decision will be made solely by them. Sondhi and Singhvi (2006) also support this 
idea with the claim that men are more self-reliant than women because they find their own 
experience more relevant than some others recommendation or advice.

Does he care about time while shopping?

Time spent in the store, in a male consumer’s case, is rather short. Participant observation results 
revealed that the average figure was 11 min and 45 sec while other respected authors also claim 
that men do not spend much time in the store shopping. Mitchell and Walsh (2004) claim that for 
men, spending time in shopping is not in their interest. Male consumers, indeed, do not spend 
much time shopping but they will go for a long distance drive to a shop in which they are certain 
they will find a perfect clothing item for them. Thus, time-consciousness concept does not 
always apply in a male consumer’s case. Male participants claimed to be more bothered about 
time only when there is an uncertainty factor involved and that is if they would be able to find 
what they need. Therefore, we can claim that ‘uncertainty aversion’ is one of the key traits of 
male characteristics while shopping for clothing and apparel.  
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When we questioned our participants about the in-store shopping experience, an interesting idea 
about online-shopping came up. One of the participants stated that he would shop online with 
great pleasure if only he had standard size of clothing. His main argument was the shorter time-
consumption. The idea about online shopping was immediately supported by all other 
participants in a focus group. Dholakia et al. (2002) claim that e-shopping is dominated by men. 
Results by Garbarino and Strahilevitz (2002) indicate as well that men feel more comfortable
when purchasing online. Thus, in our belief, online-shopping could be a future leading source for 
male garment shopping practice because men are actually more prone to the virtual process of 
shopping than to the physical presence in the store. Men are more in favor of e-shopping because 
it allows them to spend shorter time on shopping and time factor is one of the major triggers for 
men and their shopping experience.

Does he care about fashion styles?

Men are very much aware of the fashion styles and are also capable of describing their own, and 
other men, fashion styles. Men can easily identify different styles by referring to them as 
“classic”, “metro sexual”, “formal”, “snobbish” and so on. Men also find physical appearance 
extremely important and admit that first impression of a person is very important. On the other 
hand, although they all acknowledge the importance of physical appearance, some men still do 
not have a positive response to the idea of actually going shopping.

Does he like going shopping with his girlfriend or wife?

The only factor that differentiates the groups is that men, who are in a relationship or married, go 
shopping with their partners rather than going with their male friends and show higher level of 
dependence on their female partners. As Dholakia (1999) explains, women play important role 
when it comes to men and their shopping for clothes. As we have observed, women are very 
active participants in male shopping practice because they are strongly present in all aspects of 
male shopping experience. Women help in search, give advices but also, in some cases,
participate in the men shopping process more than men themselves. Dholakia (1999) also claims 
that men actually like to share the responsibility of shopping with their spouses which, in our 
research case, can be fully justified. 

Does he like shopping?

When it comes to men’s perception of shopping, it is very hard to conclude if they enjoy it or not 
because of limitations in the conducted research. Almost half of Swedish men who were 
involved in the research claimed that they enjoyed it while most of the focus group participants 
were not in favor of shopping and perceived it as boring and not interesting experience. This fact 
could indicate that cultural differences play role in defining the attitude of men towards 
shopping. Group of men who claimed that they do not enjoy shopping have pointed out same
reason for not enjoying it. This factor is issue of boredom. As they explain it, boredom is closely 
connected with the time consumption and thus, for them shopping is not enjoyable experience. 
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What would he like in shopping?

Finally, we wanted to find out what would men like to experience in order to improve the 
process of shopping. Interestingly, men seem to find great importance of parking lots in a 
shopping experience. Men claim that parking lots can make them feel more comfortable and 
distressed when they engage in shopping. This result is also in line with the study outcomes 
released by Baker (2007) who proposed that men ranked “difficulty in finding parking close to 
the store’s entrance” as the number one problem while shopping for clothes. The other factor that 
would make men more interested in involving in shopping experience would be free internet in 
stores. This factor would possibly make them spend more time in store but more on the level of 
helping them to get occupied with something interesting while waiting for their partners or 
similar. Ideas like big screen TV’s with sport channels or video games inside the shops or even 
model girls as sales personnel were not of their interest when improving the shopping 
experience.

Are there some clear differences in opinions or behavior among men segments?

We have also tried to segment men into some kind of similar characteristics by which we could 
more easily identify and observe similarities and dissimilarities among different groups of men.  
Segmenting men by their relationship status, however, resulted that the only obvious difference 
among the groups is the dependence of committed men on their female partners while shopping. 
None of the answers indicated that single men have more different attitudes towards shopping 
than committed men (or vice versa). Nevertheless, we also did not find any dissimilarity among 
different ages of men. This could indicate that men’s age or relationship status does not define 
their views or attitudes towards shopping while cultural differences could play a major role when 
defining men and their relationship to shopping and fashion in general. Thus, this could be a 
great starting point for further researches in this field of male consumer behavior.
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9. CONCLUSION

By presenting a wide discussion about the overall results and analysis, we came to the point to 
conclude with final and key traits we have discovered in our study about men and shopping for 
garments.

In our research, we have identified four key factors that form male shopping practice and by
relying on the combination presented below, men define their shopping experience as rather 
enjoyable or not. These factors are:

- TIME CONSUMPTION
- UNCERTAINTY AVERSION

- PRICES OF GARMENTS
- COMPANIONSHIP WHILE SHOPPING

Having in mind all the results given by our respondents and previous presented key traits; men’s
ideal shopping experience could be described. Ideal shopping experience for an average man
would be rather short, he would find exactly what he is looking for without putting too much 
effort, prices of clothing would be rather low and he would be in companionship of one person 
who he enjoys to be with. In this idealistic experience a man would also enjoy that he does not 
have to communicate with personnel in the store and while shopping, be relaxed knowing that 
his car is safely parked in an assured parking space near the store.

Two of these key traits are very closely connected and in a sense, define each other. These traits 
are time consumption and uncertainty aversion. Men do not wish to spend a lot of time in the 
store because that means there is an uncertainty factor involved which defines their shopping 
experience rather unpleasant. To be more clear, when men find themselves in a situation where
they have to search a lot for desired garment and at the same time, spend some amount of time in 
doing that, they start to dislike shopping. On the other hand, if they are completely certain they 
will find the item they want (uncertainty factor is low); they could find this type of experience 
more enjoyable and even put the time factor aside.

To conclude, we would like to highlight the time consumption and uncertainty aversion as 
central traits which in a right balance can characterize male shopping experience as more 
pleasurable. If the time consumption is rather short and uncertainty aversion rather low, male 
garment shopping experience could be perceived as more efficient and more enjoyable.

In the conducted study, we came to the overall conclusion that men do have their own ideas and 
attitudes towards shopping for garments. Men also possess their own type of shopping behaviour 
which has been identified to be clearly different from women’s type. Our study has indicated that 
men are very much present in the global shopping arena and as very active participants, should 
not be neglected or ignored.
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Appendix 1. Observation method field notes

(one sample)

(11:22)Man and woman entering a setting. They both look like they are in their early twenties. 
Both are dressed in many layers which seem to be their unique style. They first enter men’s 
section where the girl is more active than the man. She picks trousers and shows them to the man 
and he seems to be very interested. She is stopping at the spot with trousers and it seems she is 
searching maybe for a right size. When she found the same trousers but obviously the different 
size, she gives the trousers to the man who goes directly to the cashier. 

Now girl decides to go around more in the men’s section while the man I buying the chosen item. 
Few minutes after the man is returning from the cashier and girl is still in the active search. 
They are heading to the spot where are suits and more formal clothing where they are stopping 
and picking together what to take. In the meanwhile, she is also looking at different hats and 
putting them on his head which he happily tries on and looks for the mirror. 

In the next moment, the man takes in his hand some of the suits that the girl has chosen for him 
but also on the way, he is choosing some colorful T-shirts. It appears that they both have a lot of 
time and that they are anxious to buy something. Woman is very active in the pursuit of right 
clothing for the man and he seems to enjoy it. They are both smiling a lot and talking to each 
other all the way. Their movements are quite fast and they both go up and down the men’s 
section a lot.

Man and a woman are heading to the wardrobe where he will try the chosen suits and T-shirts. 
(11:51) They go out from the wardrobe. He took 11 minutes to try on the items and decide. He is 
going out with only a suit in his hand and is heading with the woman directly to the cashier desk.

(11:55)They are out of the store.
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Appendix 2. Short Interview Questionnaire 

1. Are you buying something special or just browsing?

1 a. (If the answer is “browsing”) Are you usually browsing?

1 b. (If the answer is “buying something”) What are you buying?

2. Are you satisfied with the choice of the items (clothes) in this store?

2 a. (If the answer is “no”) Why?

3. How would you describe your style (casual, sporty, fancy…)?

4.  Would it be easier for you to make a choice if the store had different style sections?
(casual, sporty, fancy)

5. Do you prefer to go shopping alone or with a company?

5a. (If the answer is “with a company”) Do you go shopping with a company just to keep you a 
company or for some other reasons?

6. Do you use salesperson’s help while shopping?

7. Do you like shopping?

8a. (If the answer is “no”) Why?

Age:

Marital Status:

Nationality: 
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Appendix 3. Focus Group Questions

INTRODUCTION

1.) When do u start to think about shopping? (when do you feel u need to go shopping)

2.) When did you last time shop for clothes?

3.) How do u feel while u shop for clothes?

PRICE 

1.) If someone gave you 500 kr and you saw a great jacket in store for 450 kr, would you buy it 
or not? Why?

2.) You have to buy trousers because your last ones are totally ruined. What would be the highest 
price you would pay for them? Why?

3.) Winter is coming and you need a warm jacket. You just got 500kr of raise. You saw the 
perfect, warm jacket for 400 kr but on the way to the retail store, you saw a laptop on sale for 
only 2000 kr. Would you buy the jacket you really need or think about buying a new, incredibly 
cheap laptop? Why?

4.) Do you shop more when its sales time? Why?

QUALITY

1.) Do you relate the quality of the clothes to price or brand or you have your own judgement or 
idea of what is quality of clothes? Elaborate.

BRANDS

1.) When you are in shopping for clothes, do you go for brands? Why?

2.) Do you have a favorite brand and why is it your favorite?

3.) Do you notice commercial of clothes brands and can you, in some way,  relate to them? 
(example) Some girls feel strong liking to the women on the commercial and they want to have 
their look or the dress similar. Do you remember one commerical?

STORE

1.) Is location of a store important for you? Would you go 1 hour drive to get to the one store in 
which you are certain you are going to find something for you easily?

2.) Is it hard for you to choose a piece of clothing in a store? Do you get overloaded or confused?
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HELP WHILE SHOPPING

1.) Do you go shopping alone or with a company?Why?

2.)Who would u trust more when giving you advice about clothes - salesperson, girlfriend, male 
friend, mom or yourself? Why?

3.) Do you use salesperson help while shopping for clothes? Why?

4.) Do you like talking to sales personnel while shopping? Why?

WOULD LIKE

(Showing pictures of the stores)

What do you think about each store? Would you enter, does it look appealing?

1.) How would you feel if the store has: (would you like it/not like it/why)

a.) Model girls as sales personnel

b) Big screen TV with sport channels

c) Videogames which you can play inside of a store

d) Clothes is divided by styles in a store- in one part casual clothing, on the other sporty, on the 
other fancy?

2.) What would make you enjoy shopping (more)?Why?

ABOUT YOU

(Showing pictures of men differently dressed)

1.) Describe the style of each if you can.

2.) What style do you like the most? Why?

3.) Which of these pictures would be closest to your style? Why?

4.) Do you think apperance is important? Why?

5.) Do you like shopping for clothes? Why?


