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CHAPTER I 

INTRODUCTION 

Currently, purchasing patterns of menswear are 

undergoing changes. A decade ago a majority of men's 

clothing was purchased by women. Today changing lifestyles 

and societal changes are influencing this purchasing 

pattern and men are assuming a greater responsibility in 

purchasing their attire. 

Men's clothing has undergone more than a decade of 

revolution. Through the years, men have developed an 

attitude about their appearance, a personal sense of style. 

Today, men buy clothes to reflect who they are, or who they 

want to be (9). Much of this interest may be due to the 

change in men's fashions. No longer are men expected to 

wear the basic solid-color suits with white shirts and dull 

ties. Now a much wider selection is available, and is 

acceptable in the business world. 

Also, much of the change in men's attitudes may have 

evolved from having first-hand experience in selecting their 

clothing. In the past, women did much of the shopping. 

Department stores even catered to the female in their 

menswea r departments (7), but times have changed. Since 

1 
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more women are engaged in work outside the home, little 

time is available for activities other than the necessary 

household chores. 

At the turn of the century, only 20.0 percent of all 

women were employed in work outside the home. In 1975 the 

proportion of women in the work force more than doubled to 

4 6 . 0 percent ( 4 ) . In fact, the rate of participation in 

the labor force increased more rapidly for married women 

with a husband living at horne than for single women. In 

1950 only one-fourth of the married women were in the work 

force. By 1975, the number had grown to 44.0 percent (18). 

Apparently , at present not only are the single men required 

to do their own shopping, but many married men are forced to 

s h op for themselves as well. Evidence has indicated that a 

25.0 percent drop in the time spent on household activities 

occurs when a woman becomes employed outside the horne. 

These women have little time available for the act of 

s h o pping (18). Results of a recent survey revealed that 

wo r ki ng wives already delegate the major food shopping 

du ties to other persons (21). Therefore, one would assume 

t h a t clothes shopping also would have been entrusted to 

o t her ind i v i dual famil y members. 

A surve y of the literature revealed little reported 

r esea r ch rel a t ive to the changes that are occurring in the 
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sales strategy of men's specialty stores. Therefore, 

results of a study of this nature would obtain useful 

information that would be beneficial to the menswear 

retailers in establishing promotional strategies and in 

directing sales strategy to their target clientele; to 

educators in training prospective retail personnel; and to 

the consumer in becoming knowledgeable of the individual 

interests and services offered by menswear retailers. 

Purpose 

The purpose of this study was to investigate the 

redirection of the sales strategy practiced by men's 

specialty stores from women to men. 

Assumptions 

The following assumptions were made for this 

investigation: 

1. In the past, men's specialty stores have 

appealed more to women than to men. 

2. Men's specialty stores are changing their 

sales strategy from women to men. 

Hypot heses 

The f ollowing hypotheses were formulated for this 

study : 
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1. Sales strategy of men's specialty stores has 

changed significantly since 1970. 

2. Sales strategy of men's specialty stores is 

directed toward a specific customer. 

3. Men's shopping preferences have changed 

significantly since 1970. 

Review of Related Literature 

Men's specialty stores provide special services to 

their customers, which is one of the primary reasons for 

the stores' continued success. Plaster (10) found that the 

specialty store was important to a large percentage of 

shoppers who prize the deep assortments, no congestion, and 

the personal identification the store provides. Unlike 

d epartment stores, specialty stores do not stock huge 

volumes of merchandise or effect massive customer flow. 

These smaller stores, due to their size, focus mainly on 

clothing and the extra services they can provide for their 

c u stomers. Presently, there are more than 21,400 men's 

s pecialty stores across the United States (9 ) . 

Gordon, as quoted in Men's Wear (22), stated that the 

c ommon consensus was t hat men are uncomfortable and insecure 

abo u t s hoppi n g . Men have a keen interest in apparel but 

are , by natu r e , averse to s h o pp ing (13). Results of a 

study c onducted by t he Menswe a r Retailers of America (15) 
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revealed that the men's clothing merchants surveyed stated 

that 40.0 percent of the total menswear sales are made to 

women, 40.0 percent are made to men accompanied by women, 

which leaves only 20.0 percent of all menswear sales being 

made exclusively by male hands. Many men feel that shopping 

for clothes is too time-consuming, although women seem to 

enjoy shopping (25). Joseph Klein (26) owner of the 

Gentry Shop in Potomac, Maryland, attributes approximately 

one-fourth of his clothing business to women. A national 

survey for the marketing research section of E. I. Dupont 

de Nemours and Company was conducted by w. R. Simmons 

Research Associates (28) in which 1,456 persons, both 

husbands and wives, in one hundred localities were 

interviewed regarding consumer attitudes. Results revealed 

t hat a majority of the men ranked the influence of wives on 

their clothing selection first over that of salesmen, 

friends, and the news media, and were appreciative of their 

wives' advice. 

Doug P ickering (9), President of Outfitter's, believed 

t h a t his store a ttracted female customers because it was in 

a mall and, t herefore, was privy to more female traffic. 

"Some women wh o come into the store are scouting for their 

hu s ba nds. Th is saves time for the executive. Most men do 

n o t like to sho p . When the y force themselves to come in, 

they buy eve r yth i ng the y need." 
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Women's greatest influence has been exerted in the 

area of men's furnishings and accessories, and to a lesser 

extent in major clothing purchases (29). In an article in 

Men's Wear (26), Philip Erb, divisional merchandise manager 

for men's clothing and furnishings at Carson Pirie Scott 

said: "Whether the man shops with or without her (his 

wife), he is buying more on his own. Women's influence 

could be sliding a bit." Crabtree (6) suggested that with 

more women working and the structure of the American family 

changing, it is possible that more men will become more 

involved in shopping for their own apparel. The number of 

men shopping on their own is increasing. They respond to 

their wives or girlfriends, but they are confident to 

choose clothes on their own (9). 

The upper echelon of men's specialty stores caters 

specifically to men because many executives of such stores 

feel that most men who shop specialty stores know what they 

want and shop by themselves (9). Charles Burgin (9), 

President of Culwell and Son, stated, "Our customer has 

always shopped for himself. He's used to making decisions. 

He doesn't have the time, but he wants to pick out his own 

clothes. Executives know what they want and need, and buy 

for themselves." 
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Dash, Schiffman, and Berenson (8) conducted a study 

concerning the risk-and-personality-related dimensions of 

store choice in which 424 customers, specialty store and 

department store shoppers, were questioned. Findings 

indicated that specialty store shoppers were significantly 

more self-confident (both generalized and product-specific), 

perceived less risk, and considered the product area to be 

of greater importance than those who shopped for similar 

items in a department store. Men's specialty stores appeal 

largely to the "business" or "executive" type man and 

clothing, in general, is of greater importance to men in 

blue collar jobs. 

Malerich (20) found that men in different occupational 

gr oups had different value systems and expressed these 

values through their dress. Malerich stated, "Appearance 

of persons in positions of authority seemed to be of great 

importance to their success. Adoption of dress for a 

particular position or profession may be influenced by one's 

values, but dress may also be influenced by the individual's 

pe rsonality and his feelings of security in the position." 

Reference was mad e to a study by Blair who concluded that 

the degree of security in one's position could influence 

the amount the person could deviate from the norms. The 
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man who is more secure in the job can deviate more from the 

norm. Thus, in times of economic distress, elegance and 

good taste return to office dress. 

The clothing a man wears projects an image to others, 

hopefully the image he wishes to project. The type of 

clothing worn by most men is usually influenced by their 

lifestyle. Clothes are the outward expression of the inner 

condition (17). In Bacharach's (3) book, Right Dress, 

Leterman states, "What a man wears announces what he is. 

If you want people to think you are a businessman, dress 

like one . The simplest rule I know for dress is this: 

Dress so as to create in the minds of the people you meet 

the image of you that you want them to carry in their minds." 

Men who dress neatly and are well groomed and orderly in 

appearance tell others something of themselves. At the same 

time the y feel more self-confident about themselves. The two 

fa ctors are ver y important in becoming successful. 

vleitz ( 5 ) . , a men's fashion designer, states: " 

f ashi on is t he instrument through which people belong to 

wha t t he y t h ink is the group that is their idyllic group." 

There are man y businessmen striving to dress the part 

of t h e s uccessful executive so there should be a set of 

r ule s t o follow. J o hn T. Molloy expressed his idea of 

t hese rules in p ri n t but few others have done so (12). The 
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subject of fashion has been considered women's business by 

many men who have neglected to learn about fashion 

themselves (23). Adams (1), who studied the factors 

involved in the purchase of suits by 61 men students and 

members of the Rotary Club in Mankato, Minnesota, concluded 

that, "Only a few men can depend on their innate talent to 

guide them in choosing clothing that is correct and in 

good taste. In most cases, the ability to be well dressed 

is acquired through study and application. Men, in 

general, have not .studied in their area." For the men to 

whom Adam's results apply, aiding the man in the selection 

of the proper wardrobe is one of the chief services offered 

and performed by the leading men's specialty stores·. The 

discovery of these services by men may decrease the role 

women play in the selection of men's clothing. 

Part of the sales strategy of men's specialty stores is 

providing the extra services desired by the customer. The 

men's specialty stores, knowing the current trends in 

fashion and how to apply them to their customer's lifestyle 

and wardrobe, are able to provide a much needed service. 

Currently, the classics of men's clothing are the 

heigh t of fashion. In times of economic uncertainty and 

stress people return to safe values regarding dress (19). 

Being able to wea r the same suit year after year without its 
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becoming dated is a safe value. As the classics make up the 

businessman's wardrobe, many of the current looks are ideal 

for the executive. Wilkes Bashford (14), a merchant whom 

many call the most important men's fashion specialist in the 

country, said, "Without a doubt, there is a definite trend 

toward a more conservative approach. Men want to know if a 

certain shirt or suit is still going to be in style next 

year. They don't want to invest in a suit and then find out 

they can't wear it for several seasons. 11 Trendiness is not 

always best-suited for fashion. During the current times of 

inflation, customers need to be able to buy, invest, and 

keep (30). Presently, fashion designers, manufacturers and 

retailers have all centered on the American look called 

Ivy League or Preppy. There are many different versions of 

the "preppy" look on the market but many of them are 

"traditionally" safe purchases. 

In centering on the same basic and traditional look, 

designers and retailers have created one economic certainty, 

in otherwise turbulent times (2). Men are given the 

guarantee that whatever is purchased today will not be out 

of date tomorrow. In terms of styling, Ivy League never 

changes. The suit jacket is natural-shouldered or 

soft-shouldered (meaning there is no padding) and roomy 

through the waist and hips. The trousers are straight 
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legged; they are never · tapered. The fabric is traditionally 

made of all natural fibers but for ease of wear and cost 

some man-made fibers may be found in lower-line goods. 

A change has transpired with the return of the 

traditional clothing. The rules for color choice are not 

as stern as in the past. Despite what "dress for success" 

types say, no colors are really wrong for business wear if 

they look good and they make a man feel comfortable and 

confident. Rather than rigid rules, what a businessman 

needs is a confident attitude toward his professional 

abilities that translates to his clothing. A correct sense 

of style, rather than the conventional color, is of more 

importance. 

Men's specialty stores are able to keep their share of 

the market by offering special services that no other type 

of store offers. Pat O'Hara (9) partner with Gerardo at 

Gerardo's, stated, "Although Gerardo's customers seek style 

and quality, probably uppermost is service." With the 

s maller clientele of men's specialty stores, the salespeople 

are able to know many of their customers personally. Many 

of the stores maintain a file on their regular customers, 

which aid s the salespeople relative to past purchases and a 

knowledge of their customer's wardrobes. This enables 

sa les poeple to suggest purchases that will keep customers' 
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wardrobes up to date. These special services are factors 

that keep men as customers. 

There are other methods in which men's specialty stores 

are keeping a share of the market. One is opening a 

department for ladies in the men's store. The probable 

forerunner of this method was Brooks Brothers, which began 

selling to women in the early 1930's, when women started 

entering the work force (11). According to Stanley R. 

Jaffe (11), senior Vice-president, and General Merchandise 

Manager, women originally came to shop for their husbands, 

boyfriends or brothers and wanted comparable quality 

merchandise in women's sizes. 

Now; most of the merchandise in the ladies' 

department of men's specialty stores is made by menswear 

manufacturers. An increasing number of retailers believe 

that only menswear manufacturers can produce the high 

quality merchandise preferred by the executive woman (16). 

For many men's specialty stores the ladies department is 

used to attract women to the store and then, hopefully, 

bring the man into the store. Another viewpoint can be 

taken for having a ladies' department in a men's specialty 

s tore. "There must be a certain consistency between what 

men and women wear," stated John Jones (14), Vice-president 

o f Chicago's Ultimo. "Having the women's store on the same 
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premise as the men's makes the men more aware of the 

changes in fashion." 

Some men's specialty stores are adding lines 

containing their own store label. This enables the store 

to offer high quality merchandise at a lower price. This 

in turn keeps the customer happy and satisfied. 

Definition of Terms Used 

A definition of terms pertinent to this study are 

as follows" 

Men's specialty store. A retail store marketing a 

specific group of men's apparel products (24). 

Sales strategy. A careful plan practiced by men's 

specialty stores to attract their target customers (21). 



CHAPTER II 

PROCEDURE 

This investigation was designed to obtain information 

relative to changes in sales strategy of men's specialty 

stores. Customers' preferences and shopping patterns also 

were examined. 

Sample 

The sample consisted of 45 owners or general managers 

of men's specialty stores located in a metropolitan area in 

southwestern United States. The classified section of 

telephone directories was used to ascertain men's specialty 

stores in the area. The owners or general managers of these 

stores were contacted by telephone and cooperation was 

requested. 

Interviews 

The data were collected through personal interviews 

fol lowing a bas ic questionnaire format. The interview 

e licited responses relative to the degree and manner in 

wh ich the sales strategies of men's specialty stores are 

changing. 

14 
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The information obtained through the interview 

pertained to sales strategy, customers, and shopping 

preferences. A copy of the questionnaire appears in the 

Appendix. During the course of the interviews the 

participants were asked the questions and their responses 

were recorded by the interviewer. Each question offered 

from one to three possible response choices. 

Statistical Treatment of Data 

Frequency and percentage distributions were utilized 

for descriptive purposes. The data were subjected to 

single sample chi-square distributions to determine the 

significant changes that are occurring in the sales 

strategy of men's specialty stores. 

Results of all statistical analyses were interpreted 

with the 0.05 level of probability considered as 

representative of significant results. 



CHAPTER III 

PRESENTATION AND DISCUSSION OF RESULTS 

Personal interviews, following a basic questionnaire 

format, were conducted with the owners or general managers 

of men's specialty stores to ascertain the changes in 

sales strategy. 

Sales Strategy 

Sales Strategy Towards Women 

The sales strategy towards women was divided. Table 1 

presents the percentage distribution of sales strategy 

change toward women since 1970. 

TABLE 1.--Percentage Distribution of Stores by 
Sales Strategy Change Toward Women 

Since 1970. 

Participants 
Response 

Yes 

No 

Number Percent 

22 48.9 

23 51.1 

Total 45 100 

Chi-square = 0.022, not significant 
at the 0.05 level of probability 

16 
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As may be noted 48.9 percent of the respondents 

believed that the sales strategy of their establishment had 

changed toward women since 1970 while 51.1 percent felt that 

their strategy had not changed toward women. Different 

reasons for their views were given by the respondents which 

included the idea that as more men are doing their own 

shopping now, the stores are focusing more upon the men. 

Another reason given was that as economic conditions falter, 

stores are trying to broaden their target market for more 

sales, thus increasing their appeal to women now as well as 

to men. Chi-square distribution results did not show a 

significant difference between managers' beliefs that sales 

strategies have changed toward women since 1970. 

Sales Strategy Toward Specific 
Customer Types 

Respondents were requested to state whether or not the 

stores directed their sales strategy toward a specific 

customer t ype. The percentage distribution of sales 

s tr a tegy toward a specific customer type is shown in Table 2. 

A majorit y of the participants, 64.4 percent, stated 

t hat their store's sales strategy was directed toward a 

specific customer type, and 35.6 percent responded 

negatively to this practice. There was not a significant 

dif ference at the 0.05 percent level of probability between 
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TABLE 2.--Percentage Distribution of Stores by 
Sales Strategy as Directed Toward a 

Specific Customer Type 

Participants 
Response 

Yes 

No 

Number Percent 

29 64.4 

16 35.6 

Total 45 100 

Chi-square = 3.756, not significant at 
the 0.05 level of probability 

the respondents relative to their store's sales strategy 

being directed toward a specific customer type. This was 

denoted by results of a chi-square distribution. 

The respondents indicated whether their sales strategy 

was directed primarily to men or women. Table 3 shows the 

percentage distribution of these responses. 

An overwhelming majority of the respondents, 94.1 

percent, stated that their sales strategy was directed 

toward men. More specifically, most of these store managers 

i ndicated that the businessman, young or old, striving to 

l o ok successful, was their major customer. The type of 

s t o re patronized by this customer exerted an influence on 

the c ustomer's dress whether strictly traditional or more 
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TABLE 3.--Percentage Distribution by Stores to 
Whom Sales Strategy Is Directed 

Participants 

Response 

Number Percent 

Men 32 94.1 

Women 2 5.9 

Total 34 100 

Chi-square = 26.471, significant at the 
0.05 level of probability 

European in style. Those who responded that their store had 

no set type of customer in mind stated that they were trying 

to sell to anyone, in an effort to increase sales. 

A computed chi-square distribution result of 26.471 

showed that a difference at the 0.05 level of probability 

ex isted relative to the sex (men or women) to whom sales 

strategy was directed. 

Pe rsons to Wh om Sales Strategy Has Been 
and Is Presently Directed 

Presently, sales strategy is directed toward both men 

and women. Table 4 shows the percentage distribution to 

wh om sales strategy is presently directed and has been 

di rected in the past. 
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TABLE 4.--Percentage Distribution by Stores to Whom Sales 
Strategy Has Been and Is Presently Directed 

a b 
Response Past Present 

Number Percent Number Present 

Men 19 42.2 12 26.7 

Women 7 15.6 0 0.0 

Both 19 42.2 33 73.3 

Total 45 100 45 100 

aChi-square = 9.800, significant at the 0.05 level of 
probability 

bChi-square = 6.400, significant at the 0.05 level of 
probability 

In the past an equal percentage, 42.2 percent, of 

me n's specialty stores directed their sales strategy to men 

o r to both men and women, while very few, 15.6 percent, 

directed their sales strategy specifically to women alone. 

Presently, most of the men's specialty stores, 73.3 percent, 

are directing their sales strategy to both men and women 

wi th the remainder, 26.7 percent, directing their sales 

strategy specifically to men. None of the stores at present 

a re directing their sales strategy specifically toward 

women. Reas ons offered for this action by the respondents 

we re: 1) t ha t women do not shop in men's specialty stores 
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as they once did, 2) more men are shopping with the women 

or even shopping alone. When a woman does shop, she does 

not make large clothing purchases as men do. Thus, the 

men's specialty stores are directing their sales strategy 

either toward a man accompanied by a woman or to men alone. 

Most of the men's specialty stores that in the past directed 

their sales strategy toward men only or to both men and 

women are still doing so. Chi-square results showed that 

there was a significant difference between the number of 

stores that directed their sales strategy specifically to 

men, women, and a combination of men and women, both in the 

past and the present. 

In order to examine further the changes in sales 

strategy that have occurred since 1970 the data were 

subjected to a crosstabulation analysis and the results are 

presented in Table 5. 

Of the stores that are presently directing their sales 

strategy to men, 83,3 percent of these stores directed their 

sales strategy to men in the past; none of the stores 

directed their sales strategy to women in the past and 

16.7 percent directed their sales strategy to both men and 

women in the past. Presently, none of the men's specialty 

stores are directing their sales strategy toward women. Of 

the stores present ly directing their sales strategy toward 
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both men and women, 51.5 percent of these did so in the past, 

27.3 percent directed their sales strategy toward men in the 

past and 21.2 percent directed their sales strategy toward 

women in the past. 

Purchases 

Past and Present 

Respondents were requested to state who purchased more 

at their store in the past and the present, men or women. 

The percentage distribution of past and present purchases 

made at men's specialty stores is presented in Table 6. 

TABLE 6.--Percentage Distribution of Stores by Past and 
Present Purchases Made at Men's Specialty 

Stores 

a b 
Purchaser Present Past 

Number Percent Number Percent 

Men 38 84.4 34 74.6 

Women 7 15.6 11 24.4 

Total 45 100.0 45 100.0 

aChi-square = 21.356, significant at the 0.05 level of 
probabilit y 

bChi-squa re = 11.756, significant at the 0.05 level of 
proba b ility 
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Approximately 85.0 percent of the managers of men's 

specialty stores indicated that men presently purchase more 

at their store than do women. Whereas, in the past only 

75.6 percent of the participants indicated that men purchased 

more than women. The number of stores where women purchased 

more than men has decreased since 1970 by 8.8 percent. The 

respondents explained this by stating that women are not 

shopping for men as much now as in the past and when they do 

they usually make only small purchases. There was a 

significant difference between the number of stores where 

men purchased more than did women at the present time, and 

also there was a significant difference regarding the 

number of stores where men purchased more than women in the 

past. However, the difference was not as great in the past 

a s it is at the present time. 

The t ype of customers, whether they be men or women and 

t h e purchases made by these customers influence the sales 

str a tegy of men's specialty stores. Observation of the 

c ustomers, whether men or women, who purchase more, reflect 

c ha nges i n sales strategy . Table 7 presents the results of 

a crossta bu l ation analysis of such changes. 

Of t he stores where a majority of men presently 

pu r cha se, 89.5 percent of t hese stores were patronized by a 

majori ty o f men in t he pa st, while the other 10.5 percent 
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TABLE 7.--Crosstabulation Analysis of Past and Present 
Purchases Made at Men's Specialty Stores 

Past 

Purchasers Men Women Total 
I 

Number Percent Number I Percent Number Percent 

~ 
c Men 34 89.5 4 10.5 38 100.0 ~ 
w 
~ 
~ Women 0 0 7 100.0 7 100.0 
~ 

of these stores were patronized on a whole by women in the 

past . In all of the men's specialty stores where a majority 

of women are presently purchasing, the women purchased 

there in the past. 

Shopping Preferences 

Shopping Preferences of Past 
and Present Customers 

The type o f clothing preferred both in the past and 

p resent by customers of the men's specialty stores was 

ascertained . The percentage distribution of customer's 

shopping preferences are presented in Table 8. 

The customers' shopping p references of 31.1 percent of 

the stores in the past was for traditional business wear as 

compared to 37.8 percent of t h e stores at the present time. 

The custome rs' shopping preferenc es for the least percentage 

o f stores for past and present was for casual wear . 
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TABLE B.--Percentage Distribution of Stores Past and Present 
by Shopping Preferences of Customers 

Shopping Present a Pastb 
Preferences 

Number Percent Number Percent 

Traditional 
Business 17 37.8 14 31.1 

Casual 5 11.1 7 15.6 

Both 23 51.1 24 53.3 

Total 45 100.0 45 100.0 

aChi-square =11.200, significant at the 0.05 level of 
probability 

bChi-square = 9.733, significant at the 0.05 level of 
probability 

However , the customer preferences of the largest percentage 

of stores, 53.3 percent in the past and 51.1 percent 

presently, was for a combination of both traditional business 

wear and casual wear. The customer's shopping preference for 

traditional business wear was the only category that showed 

an increase in the number of stores patronized by this group. 

This may indicate that men are again preferring traditional 

business apparel. Chi-square results for both the past and 

present were significant at the 0.05 level of probability 

revealing that significant differences occurred between the 
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number of stores whose customers' shopping preferences were 

for traditional business wear, casual wear, or a combination 

of both traditional business and casual wear. 

Shopping preferences of customers exert an influence 

on the sales strategy and the type of merchandise 

assortments of men's specialty stores. Observation of past 

and present customer shopping preferences reflect changes in 

sales strategies. Results of a crosstabulation analysis 

s h ow such changes and appear in Table 9. 

Of the men's specialty stores where the customers' 

s hopping preferences are presently traditional business 

apparel, 58.8 percent of the customers of these stores 

p referred traditional business apparel in the past, 5.9 

percent of the customers of these stores preferred casual 

apparel 1n the past, and 35.3 percent of the customers of 

the se stores preferred both traditional business and casual 

apparel. Presently, of the stores where the shopping 

p references of the customers were for casual wear, 60.0 

pe r cent of these stores' customers preferred casual apparel 

in the pa st, 40.0 percent of these stores' customers 

p referred traditional business apparel in the past, and none 

of these customers p referred both traditional business 

appa r e l a nd casual apparel. A combination of traditional 

b us ine s s apparel and casual wear is preferred more now than 
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in the past. Of the men's specialty stores where the 

customers' shopping preferences are presently traditional 

business apparel, 58.8 percent of the customers of these 

stores preferred traditional business apparel in the past, 

5.9 percent of the customers of these stores preferred casual 

apparel in the past, and 35.3 percent of the customers of 

these stores preferred both traditional business and casual 

apparel. Presently, of the stores where the shopping 

p references of the customers were casual wear 60.0 percent 

of these stores' customers preferred casual apparel in the 

pa st, 40.0 percent of these stores' customers preferred 

traditional business apparel in the past, and one of these 

customers preferred both traditional business apparel and 

casual apparel. A combination of traditional business 

appa rel and casual wear is preferred more now than in the 

past . Of the men's specialty stores where the customer's 

shopping preferences are presently for both traditional 

business apparel and casual wear, 78.3 percent of the 

custome rs p r efer red a combination of both in the past, 

13 . 0 percen t of the customers preferred casual wear and 

8 . 7 percent of the customers preferred traditional business 

wear. The foremost reason given by the participants 

regarding the continued high percentage of customers' 

p references for traditional business apparel and a 



30 

combination of traditional business apparel and casual 

apparel, was that traditional business wear is classic in 

style. Classics are styles of clothing that always remain in 

fashion and are thus "safe" purchases because they can be 

worn for many seasons. In these times of economic 

uncertainty, men are making safer purchases. 

Factors that Influence Shopping Preferences 
of Present Customers 

Generally the shopping preferences of customers of 

men's specialty stores are influenced more by their personal 

p references than by tradition. Table 10 presents the 

percentage distribution of stores by factors that influence 

the shopping preferences of men's specialty store customers. 

TABLE 10.--Percentage Distribution of Stores by Factors that 
Influence Present Customers' Shopping Preferences 

In fluential Stores 

Fac tors Number Percent 

Tr a dition 11 24.4 

Personal 
Prefer ence 34 75.6 

Total 45 100.0 

Chi-squa re = 11.756, significant at the 0.05 level of 
probability 
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Examination of Table 10 shows that 75.5 percent of the 

managers of men's specialty stores believed that present 

customers' personal preferences influenced their shopping 

p references more than did tradition. The managers stated that 

t heir customers are well informed concerning fashion and with 

g uidance from the salespeople feel capable of making a 

c orrect decision by purchasing what they personally prefer. 

The 24.4 percent of the stores whose customers' preferences 

were influenced by tradition were on the whole very 

t raditional men's specialty stores. That is, all merchandise 

as sortments consist of traditional items, thus being able to 

sa tisf y customers' preferences. A significant difference 

betwe e n stores whose customers' preferences were influenced 

by e ithe r personal p references or tradition was evidenced by 

a c h i-square va lue of 11.756. 



CHAPTER IV 

SUMMARY AND RECOMMENDATIONS 

Summary 

The purpose of this research was to investigate the 

c hanges in sales strategy of men's specialty stores. 

Responses were obtained from 45 owners or general managers 

of men's specialty stores located in a metropolitan area in 

southwe stern United States. Personal interviews were 

conducted with the owners or general managers of the men's 

specialty stores in order to obtain data pertinent to the 

ob jectives of this study. A basic questionnaire format was 

u tilized in personal interviews. 

Frequency and percentage distributions were utilized 

for descriptive purposes. The data were subjected to a 

si ngle sample chi-square distribution to determine 

significant differences between stores relative to changes 

t hat are occurring in the sales strategy of men's specialty 

stores. 

Th e frequency and percentage distributions revealed 

tha t sign i f icant changes had occurred in the sales strategy 

of men 's s pecialty stores since 1970. If the men's 

specialty stores directed their sales strategy towards a 

32 
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specific customer type, that customer was more often a man 

than a woman. Presently, none of the stores appear to 

direct their sales strategy toward women whereas in the past 

some practiced this policy. A majority of the store managers 

indicated that men made more purchases at their stores than 

did women, but presently the percentage showed a small 

increase over the past. The past and present shopping 

preferences of the customers of approximately one-third of 

t h e men's specialty stores investigated were for traditional 

bu siness wear more than for casual wear. Customers of a 

ma jority of the stores preferred a combination of traditional 

bu siness and casual wear. Also, the shopping preferences of 

th e present customers of the cooperating stores were 

inf luenced more by personal preferences than by tradition. 

On the whole, more stores are being patronized by men 

shoppers than by women shoppers. The men's specialty stores 

have realized this change and are changing their sales 

pol i cies to coincide. The shopping preferences of customers 

of a ma jority o f t he stores were influenced more by personal 

pre f erences t han by trad i tion. 

Recommendations 

Based on the results of th i s investigation the 

fol l ow i ng recommendations a re suggested: 
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1. Conduct a similar study utilizing the customers 

of men's specialty stores as respondents and evaluate their 

preferences. 

2. A study that compares men's specialty stores' 

concepts of their customers' preferences with the personal 

pr eferences of the customers. 

3. Further study investigating the clothing attitudes 

and opinions of men and developing procedures for informing 

me n about assistance available to them. 
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QUESTIONNAIRE FORMAT 

1. Has your sales strategy towards women changed since 1970? 

yes __ _ 

no ---
2 . Do you direct your sales strategy toward a specific 

customer type? 

yes __ _ 

no ---
3 . If the answer to the above question is yes, then to 

whom does your store direct its sales strategy? 

men ---
women ---

4 . Who purchases more at your store at present? 

men ---
women __ _ 

5 . Who purchased more at your store in the past? 

men ---
women ---

6 . To wh om do you presently di r ect your sales strategy? 

men ---
women ---

both ---
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7. To whom did you direct your sales strategy before 1970? 

men ---
women ---

both ---
8 . Have the shopping preferences of your customers in the 

past been: 

traditional business 

casual 

both 

9 . Are the shopping preferences of your present customers 

for: 

traditional business 

casual 

both 

10 . Are the shopping preferences of your present customers 

influenced by: 

tradition 

personal preference 

ll . Additional comments: 
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