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“Shopping as a research topic may at first glance seem of marginal
significance, but it is in fact a major cultural phenomenon in contemporary
postmodern society, which increasingly structures the everyday practices of urban
people” (Falk 1997:2). The shopping mall with its lure of commodity fetishism has
begun to substitute both the family and the church as one of the most sacred
institutions of late modernity. It is through commodities that one constructs a
narrative or self-identity. According to Gardner, clothes and consumer products are
the new raw materials with which to construct new images and identities (1989:56).
Men, women and children are beginning to spend more time in shopping malls than
they do in church, although there is no statistical evidence as such for this in Ireland
one indication of this trend comes from consumer television programmes. A
consumer programme on BBC 2 called ‘Big Ideas’ explained how the mall acts as a
Temple to consumption and its labels/styles have an almost religious meaning
(June’99). Consumption has replaced production, just as the mall has replaced the
church. Consumption has an element of iconography, it is a form of expression,
signalling information about your personality and social status. You are what you
consume. Human sensuality and desire is more than ever manipulated and controlled
by the forces of capitalism such as the lure of the commodity. The commodity is the
new coloniser of the social world, the new mode of domination - resistance isfutile .
The characteristics of postmodernism such as fragmentation, disintegration, the
collapse of boundaries and the fusion of elite and mass culture create uncertainty,
doubt and confusion, all of which induce consumers into the lure of commodities.
This in turn creates a notion of self-identity grounded on falsity, illusion and

momentary pleasure.



This Thesis is essentially a postmodern analysis of consumerism and
shopping which will be divided into three key areas of analysis:
*Are consumerism and shopping a gendered or homogeneous phenomenon?
*Does consumerism act as the new stimulant/religion of late modernity, in its role as
an agent in the reflexive construction of self-identity - is consumption the foundation
from which to build an identity and express yourselfto others?
*|s the commodity the new postmodern God? Is the label/sign the new coloniser of

the lifeworld - is it all surface spectacle void of all meaning?

Chapter 2 will examine the gender issue in the shopping experience - is it a
gendered or homogeneous experience? The department store allowed for the
emancipation and liberation of women into the public sphere in a secure and socially
acceptable manner. Traditionally the mall was a gendered space, regarded as a
feminine experience, | want to however examine the postmodern experience to
reveal how the mall and consumerism has become a somewhat degendered,
homogeneous, leisure activity (although the experience still differs between men and
women). Shopping is still one of the most contested experiences between the sexes,
women finding it one of the most pleasurable and self-gratifying way to spend a
Saturday afternoon, while men finding it one of the most painful and demanding
activities. Why do women get so much satisfaction from shopping and spend so
much time doing it while men seem only to shop when a need is established,
spending as little time as possible? | will try to make clear the social and

psychological motives behind the shopping adventure. Campbell (1997) suggests that



shopping in a modern Western society is a thoroughly gendered activity (1997:166).
Men are the traditional instrumental shoppers and women the expressive shoppers, |
want to establish the importance of the shopping gaze for consumers- the voyeuristic
expedition. | want to examine the pain/pleasure, need/want aspect of shopping
between the sexes, paying some attention to the issue of masculinity and femininity
with fashion as a particular case study. To examine the issue of masculinity and
shopping | will refer to the works of Frank Mort (1998) and Tim Edwards (1992),
along with some popular magazine and journal articles. One other important issue
which sociologists often disregard are the economic and social skills associated with
shopping, particularly for working class women, as it is they who consume for the
household. For them shopping around is not a pleasure but a financial necessity,
although this receives little recognition. To further examine this point I will refer to
the work of Hansen (1986) and Mica Nava (1997). With the rise in the level of
disposable income the sociology of shopping and consumerism holds a very

interesting gender perspective.

With the rise in the level of disposable income more people view shopping as
a leisure activity - but gender still remains the single dividing variable. Colin
Campbell’s study of males and females between 25-45 carried out in 1992 resulted in
some interesting data on the issue of gender and the shopping experience. For
example, women expressed a preference for all types of shopping while men
favoured product-specific or functional shopping. Campbell examines the
pain/pleasure, need/want aspect of gender difference. Shopping is a traditionally

feminine activity, so a man’s involvement could act to threaten his masculinity. The



above points will be linked into the methodological research to get a deeper insight
into the consumer society. The life-document in the form of a diary will be used, four
females and three males (all single, with disposable income between the ages of 20-
25) have been asked to record daily all consumer outings and experiences with the
help of a guideline showing what is required (Please find example guideline in
Appendix). A follow up interview will then be carried out in order to investigate
fully what has been recorded and to allow further probing. The key thesis | want to
establish is the notion of a consumer society centred on identity construction via
lifestyle consumption, you are what you consume, which brings me on to the next
chapter.

Chapter 3 will examine consumerism as the religion of late-modernity, in it’s
role as an agent in the reflexive construction of self-identity. According to Beck, the
change to modernity increased the process of individualisation, cutting people off
from traditional ties, beliefs and social relations thus increasing secularisation and
urbanisation ... the individual is freed of constraints and obligations but has little
support and security (1995:46). The process of reflexivity and individualisation leads
to lifestyle choice which is constructed and re-invented through shopping and
commodities. Commodities as the new source of existential meaning have replaced
God. Ritzer refers to shopping malls as the new cathedral of consumption, we make
pilgrimages in order to practice our consumer religion (1999:2). Traditionally one
went to Church to fulfil one’s needs and to construct a sense of identity, in late-
modernity the mall is the new place of worship where we consume a disposable
identity. Labels and signs have become the new Gods, it is they alone that give

meaning and fulfilment. We consume because we feel the need, but that need is a



stimulant created by capitalist forces of advertising and marketing. According to
Shields, consumer society fosters panic and envy and commodity purchase is the
only alleviation but commodified gratification’s can only momentarily mask the
terrors of emptiness and fragmentation associated with postmodernism (1992:68).
Essentially when one buys an outfit it gives instant pleasure and excitement but it
will last only while it is new, after a while it will loose it’s glamour to become yet
another disposable, unnecessary item. According to Shields, shopping is not merely
the acquisition of things, it is the buying of an identity - consumption reflects
decisions about self, taste, and images of the body and social distinctions (1992:195).
Shopping has great symbolic meaning as one is engaged in a series of endless
reflexive questions resulting in self-formation: who am 1? What do | wear? Where do
I shop? What commodities do | consume? According to Falk, shopping cannot be
reduced to the instrumental act of buying as it involves a merging of the imaginary,
experimental and reflexive dimensions (1997:41). So to speak a series of selves or
identities are available in shops where one browses, consumes and displays the
symbolic goods. The above points will be raised in the methodological research by
analysing the diaries of shoppers as mentioned previously, in the follow up interview
I will probe the respondents with regard to the construction of self-identity via
consumption and the communicable value of labels. Some of the respondents may
not be conscious of this so probing and questioning will bring out social and

psychological experience of shopping.

The core theory or sociological framework involved in this thesis is that of

postmodernism, which will be examined in Chapter 4. According to Jameson, some



of the main constitutive features of postmodernity include, a new depthlessness and a
new culture of image centred around commodification. Depth is replaced by surface
and alienation by fragmentation (1991:6). Shopping can be seen as a postmodern
activity as it centres on the acquisition of identity through commodities of
superficiality and fusion of high and low art. As according to Guy Debord, the image
has become the final form of commodity reification (1994). Commodity society is
characterised by a growth in quantity but a loss in quality, the image or spectacle
becomes the new coloniser and resistance isfutile. One need only look at superstars
as examples of postmodern consumers, as they need to constantly reinvent
themselves as the spectacle is involved in a continual process of replacement.
Madonna has to continually reinvent herself in order to maintain her position as the
Queen of Pop, since the “‘80’s she has managed to set fashion trends. The wedding of
Posh Spice and David Beckham could be seen as the ultimate pre-millennial
spectacle. The wedding involved the hire of expert knowledge from designers,
florists to PR consultants, it was the ultimate spectacle, a superficial wedding sold on
the mass market in OK magazine. One must however ask if the high turnover in
commodity lifespan is mere capitalist exploitation or manipulation of insecurities and
doubt associated with postmodernism. According to Featherstone, postmodernism
centres on the collapse of the hierarchical distinction between elite and mass culture,
favouring eclecticism and the decline of originality in favour of repetition (1991:7).
One must ask why there is the need to consume such a vast amount of commodities?
Does our society lack stability and coherence, or is the freedom of capitalism a mere
illusion? Jameson follows Baudrillard in his depiction of consumer society as

saturated with signs and images, we now search for individuality and distinctions via



lifestyle cultivation and commodity fetishism. | will give a broader examination of
the consumer sovereignty versus the consumer manipulation thesis and examine the

creation of lifestyle and individual identity via consumption.

Chapter 5 will centre on methodology and research results. The methodology
used in this thesis is that of life-document or diaries, | gave three males between 20-
25 a diary to keep of their shopping habits/experiences for four weeks and four
females between 20-25 the same. | gave each respondent a guideline of points as to
the information required, purchase was not a prerequisite - it was the social and
personal experiences.(Please find example of guideline in appendix). On receiving
the diaries after the four week period | conducted follow up interviews using the
information which | had had the opportunity to analysis from the diaries. The follow
up interview will allow for further rummaging into the motives, experiences and

image/identity construction process of the consumer.

Chapter 6 will involve a discussion of the research with other sociological sources,

combining the data with a theoretical framework of postmodernism.

Chapter 7 will allow for a final discussion of the findings of the thesis, a bringing

together of all the information gathered to explain the postmodern consumer society.

Chapter 8, the bibliography will include all references, books and articles used.



Chapter 2

Shopping as a Gendered

Phenomenon.



“In the contemporary world the signifying and celebrating edifice of
consumer culture has become the shopping mall which exists in pseudo-democratic
twilight zone between reality and a commercially produced fantasy world of
commodified goods and images that gratify transformed desire and provide packaged
self-images to a distinctive form of subjectivity” (Shields 1992:40). Shopping has
become the leisure activity of the late 20th century as society has moved from mass

production to mass consumption.

According to Janet Wolf, the literature of modernity ignores the private
sphere, the only public arena being the emergence of the department store (1985:44).
The department store can be seen as the first space where women were socially
acceptable as it was a safe and non-political environment. The question Nava asks is,
how can we make sense of the failure to acknowledge women’s participation in the
making of urban consumer culture (1997:59). The 19th century was a time of rigid
sexual boundaries and limitations but the emergence of the philanthropic movement
among middle class women allowed for the first time women’s participation in
public life and urban areas. Nava argues, a picture began to emerge in which middle
class women were much closer to the dangers and the excitement of city life than the
notion of separate spheres would lead us to believe (1997:61). The philanthropic
movement allowed these women to become urban flaneurs with the right to look and
gaze at city and public life, thus giving them the right to enter into the new consumer
culture. The mall and the department store soon became a monument to the

emancipation and liberation of women, a monument to modernity.



The shopping mall and the department store gathered an important social and
personal experience, a space where women’s groups could hold meetings allowing
for independence and social interaction. According to Nava, as institutions the stores
made a major contribution to the 20th century consolidation of women as consumers
and to consumption and consumer expertise as activities that were as gendered as
production (1997:66). The mall or department store became a legitimate escape route
from the routine of domesticity, a women’s involvement in the selection and
purchase of household items, family clothing and personal luxuries became the only
public expression of individualism open to her at that time. The emergence of the
flaneuse was the beginning of female emancipation, the first step in the ladder to

equality both inside and outside the home.

Why are women so easily lured into the mall and the purchase of
commodities? With the rise in the level of disposable income in the post-war era and
the boom of the 1960’s, the level of consumption began to rise to an all time high.
With the lack of female participation in the labour force, once married women
became the main consumers. But even today when the workforce is almost evenly
represented by both sexes, it is generally estimated that 70% of purchasing decisions
are made by women. According to Shields, the department store wants to present
itself as an entire world, self-sufficient and abundant, a consumer’s paradise and an
Adamless Eden (1992:29). The mall becomes a micro-community, with attractive
facilities such as créches, baby changing rooms, restaurants, cinemas etc, it has
something for everyone but especially for women. The mall becomes a cosmos for

social interaction, mothers go with their daughters, sisters with sisters, girlfriends
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with girlfriends - it becomes an excursion of female bonding and identification.
Women often work best as a group the exchange of information and experiences is at
the centre of the female shopping practice. Many women relate to shopping as an
excursion, much time will be spent dressing up for the experience. It is interesting to

note how little women dress to do the shopping while most dress up to go shopping.

Shopping can be understood as an experience with its own skills, motives and
morals. Tauber was the first to ask, ‘Why does the consumer shop’ in order to
understand the sociological and psychological motivation of shopping. The social
motives included, social experiences outside the home, communication with others,
peer group attraction, status and pleasure of bargaining. The psychological or
personal motives included, diversion, self-gratification, learning new trends, physical
activity and sensory stimulation (Journal of Marketing). The above motivations go
some way to explaining the female shopping experience, although it will differ
slightly with age and marital status. Most single, working women with large amount
of disposable income are employed in what Featherstone called, the emotional
fulfilment in narcissistically pleasing oneself (1991:24), meaning consumption for
pleasure or desire not for need or function. This lead’s us to Campbell (1997). His
data suggested women expressed a positive view to shopping, viewing it as a leisure
activity. Women are most often expressive shoppers in that consumption acts as an
means of self-gratifying of desire and fantasy. Perhaps this could explain why the
range of lingerie for example is so vast but most is non-functional or wearable.
Women consume over-priced, uncomfortable restricting items of underwear in an

effort to fulfil an emotional desire that they saw on a Hollywood movie, realising
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only later that romance is not included! Women are often impulsive and irrational
shoppers, vulnerable to and manipulated by the techniques of advertising and

marketing.

J.Hansen explores the relation of the marketing of cosmetics and fashion to
the oppression of women and the ways in which these companies try to manipulate
women’s insecurities and fears to sell commodities and rake in massive profits
(1986:3). The cosmetic industry alone is worth billions each year, but their role as
oppressor’s is often over-looked. Women on average spend between £20-50 a month
on cosmetics and between £50-200 a month on clothes. Fashion has been taken away
from the individual and put into the hands of large-scale fashion companies.
According to Hansen, women do not indulge in cosmetics, it is a social compulsion
to use them (1986:57). Have women become victims of manipulation and insecurity?
The rise in women’s disposable income has lead to liberation in the mall, but is this
perhaps a mere illusion created by capitalism to encourage individualism and
difference through consumption. According to Hansen, women have become victims
of insecurity complexes under the capitalist rat race of commodity fetishism (1986:
56). Women often feel very intimidated in clothes shops as the shop assistants with
their perfect hair, make-up and clothes can make the shopper feel self-conscious and
insecure. The dressing room experience can be one of great frustration and
intimidation if the room is communal, many will purchase the item without trying it
on if there are no single cubicles. In Treasa Brogan’s article “The Féminisation of the
Male Shopping Domain” one female respondent replied, ‘I never feel intimidated in

a man’s shop as much as | do in a woman’s shop’, another replied, ‘I find that men’s
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shops are women friendly and the sales assistant comes over straight away - if you
go into a woman’s shop you could be waiting twenty minutes before being

approached’ (1998).

Women are expressive shoppers, they can wander into a mall without a
specific item or purchase in mind. Women act as tourists in a mall of scenery,
deriving pleasure from the act of gazing upon surfaces of identities shelved and
packaged in stores. According to Shields, being a shopper is usually assumed to be
synonymous with being a purchaser - but shopping does not always involve
purchase, it can be seen as a process or a social practice of exploration and
sightseeing akin to tourism, known as the shopping gaze (1992:102). This act of
looking/gazing is associated with voyeurism. Gardner argues that, women are usually
the object of the gaze but shopping is one area of life where it is permissible for
women to look, to gaze, to fantasise - shopping for young women is an idle aesthetic
experience or daydream (1989:57). Although it may be an Adamless Eden, great
temptation and exotic desires are available in abundance to be looked at and
consumed. Consumption does not necessarily constitute purchase, it is the experience
or voyeuristic journey which is of importance. According to a recent article in the
Irish Independent for women shopping is like talking, it doesn’t need a
point or a definite outcome - women find shopping relaxing and rejuvenating
whether or not they but anything, this behaviour would drive most men mad after
twenty minutes. Women enjoy testing the range of commodities available as it suits
their emotions and needing for information. According to “Fashion Weekly” a retail

magazine, shopping for clothing is about the perception of need, the desire for self-
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gratification and a human to make oneself current (Feb 1998:35). For women
shopping does not require instrumental research or reasoning, it does however
involve pampering, self-adornment and self-pleasing. Dr. Lewis, a shopping
psychologist recently carried out a survey of over 1000 shoppers in both the UK and
Ireland. He reported that there were three types of female shoppers. Mavens are
specialist shoppers, they clip the coupons and watch the advertisements. Magpies do
a lot of shopping therapy, they use it as a comfort or pick me up often buying things
they never use. Magicians are people who transform people’s lives by giving them
the right gifts . Modern retailers are beginning to understand that the

store not just the clothes must be stylish in order to indulge the consumer’s senses.

But of course not all women can involve themselves in this self-gratifying
process of pleasure and desire, for working class women operating on a tight budget
is a skill not a leisure activity. According to Daniel Miller, for decades the media has
sneered at the inconsequential nature of women by detailing their involvement with
and concern with shopping (1997:32). Working class mothers are often the unit that
holds household economy together due to thrift, bargaining and accountability.
Working class women with children to support and cloth will shop around for value
and choice, not because it is a pleasure but because it is a financial necessity. They
will shop in Dunnes instead of Marks and Spencers, because for them shopping is not
a self-gratifying process - it is a spend thrift experience. Miller (1997) explains that
the highest sense of anxiety is most often associated with the mundane shopping of
household and grocery items. This consumer study centres on commodities the

principle on being fashion and clothing, but one must note that pleasure is not always
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associated with shopping, sometimes the dominant emotion can be that of depression
and anxiety. Tim Edwards makes the point that for some shopping is a pleasurable
experience but for others it remains the epitome of misery and exploitation
(1997:95). Working class women must manipulate the system that acts to manipulate
them by shopping around for the best value, thus being rational and prepared
shoppers, a prepared shopping list is a vital tool against the seductive presentation
and packaging of many items. The mall has however acted to democratise shopping
as everyone’s money is the same, all are welcome and purchase is not a requirement
for the experience. The people who shop or browse most often tend to be
unemployed, low-income workers or housewives, those with spare time as opposed

to spare money.

“In 1883 Lady Paget remarked that the reason why fashion changes so
quickly now is because they at once spread through every stratum of society,
becoming deteriorated and common” (Corrigan 1997:161). This is a reference to the
opposition of high/elite and low/mass fashion. The catwalk designs of DKNY,
Gucci, Armani etc. soon filter down market to be copied by high street stores like
Oasis, Warehouse, Morgan, Topshop, River Island etc. then filter down again to
mass clothing or budget stores like Dunnes Stores and Penneys. Fashion’s ever
changing face is a result of class competition at the level of appearance thus
explaining Simmel’s ‘Trickle-Down’ theory, the elite design of Gucci will cost £500
in Brown Thomas, the design will then filter down to Oasis at £60 and finally down

to the mass/ low design of Penneys at £30. One of the fundamental characteristics of



postmodernism is the fusion of high and low culture, the diffusion of elite and mass -

the destruction of barriers.

One final point in relation to women and shopping malls is that of urban
planning. One must also examine the expansion in the number of cars in the
development of suburbanisation and out of town shopping centres, this is particularly
interesting in reference to the development of Blanchardstown and Liffey Valley
shopping centres. Blanchardstown is a quite homogeneous shopping centre with a
large array of shops (including high and low cost) and a large amount of car parking
spaces, but more importantly it has a good public transportation system. Liffey
Valley steers towards a more middle-class centre due to it’s lack of public
transportation, and it’s high cost shops, for example very few working class people
shop in Marks and Spencers - it clearly targets the more affluent middle class
lifestyle shopper. The slogan of the Liffey Valley Centre is ‘where the M50 meets
the N4’, clearly this is of little benefit to those that rely upon public transport as very
few buses actually go into the centre, unlike the Blanchardstown centre where all the
buses that go from the surrounding area into town pass through the centre. According
to a report into large out of town shopping centres by Prof. Frank Convey based in
UCD, 40% of urban households in Ireland do not own a car, those without a car risk
becoming economically and culturally isolated if stranded without shops and related
services. There is the additional danger of the emergence of segregated shopping
facilities, with upmarket malls for affluent areas and retail warehouses for the less
affluent (Musgrove Report 1999). Wendy Saunderson’s article (1997) argues that

most of those who produce the urban landscape, the architects, planners etc. are male
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and most of those who consume it are women, mothers and family shoppers. Liffey
Valley could be seen as an example of a spatial constraint experienced by working
class urban women. Accessibility and public transport are often not considered into
the plans for out of town centres, but smaller local centres like Finglas, Ballymun,
Ballyfermot and Clondalkin often hire small buses deliberately to bring the shoppers

into the centres from the surrounding locale.

Another important part of the shopping experience is the male experience and
the relationship between masculinity, consumerism and fashion. According to Lurie,
not only have men been reluctant to wear clothes that exude sexuality but they have
also been loath to indulge in other behaviour associated with sexual display including
shopping (1994:192). Clothes and shopping are seen to exert feminine characteristics
so if a man was to show a fondness of these activities he runs risk of damaging his
masculinity and being viewed as a homosexual, an outsider. Edwards speaks of the
marginalisation of men’s fashion, fashionably dressed men are seen as homosexuals
(1997:2). A recent documentary on BBC 2 entitled “Ready to Wear”, traced the
development of men’s fashion. The traditional uniform of dress for men was the suit,
which left little room for individuality and self-expression. It wasn’t until the late
1950’s that new colours and styles were introduced due to the Italian influence and
the growth of a new generation of magazines for young men. The growth of men’s
fashion was in part due to the development of youth subcultures such as Mods,
Rockers, Punks and Hippies. Young men could now openly take an interest in their
appearance and self-identity. The 1970’s and 80’s was driven by the development of

individualism, according to Frank Mort it was the renaissance of fashion in a post-
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recession era (1996:161). But it wasn’t until the late 80’s and early 90’s that a New
Man began to emerge from behind the rigid boundaries of sexual stereotypes. Mort
points out that for the first time men were forced to look self-consciously at
themselves and their identity, men now had the freedom and confidence to
experiment with fashion (1996:121). Just as with women the expert knowledge in the
form of the style magazine was the principle tool in creating this New Man.
Magazines mainly from the UK such as I-D, Arena, GQ, Esquire etc. spoke to the
style conscious 17-25 year old male functioning as style manuals and texts about
masculinity. The Irish market has always been saturated by UK based magazines, it
wasn’t until recently with the launch of Himself and Patrick that the young, style
conscious Irish male had the opportunity to seek assistance from an Irish expert
system. According to Mort, the young male white-collar worker wanted a mildly
individualised fashion statement, balanced against an ethos of collective cultural
conformity - they began to affirm their individuality through differentiation from the

group rather than via traditional patterns of status emulation (1996:96).

Tim Edwards (1997) moves from the New Man to the development of a style
conscious, narcissistic masculinity in the shape ofthe New Lad (1997:84). This New
Lad is quite confident and style conscious, one who breaks all the sexual stereotypes
and boundaries of fashion. One only has to look at the many Boy Bands to see this
New Lad, the shirts and trousers have got tighter, the muscles bigger, highlights have
gone in the hair - over all the look has become more attention seeking and self-
absorbed. But the average male still will receive some amount of mocking and

stigmatism when found to be involved in a self-gratifying and self-adornment



process. Women used to be the main rebels in the fashion industry, crying out for
liberation and freedom - but it is now men who are breaking the boundaries and
liberating themselves. For example, last summer David Beckham stepped out in
France with Posh Spice wearing a sarong, the tabloids tried to ridicule him as a
‘poof, the ironic thing is that this summer male sarongs are on sale in one of the
leading men’s shops, TopMan. So by breaking the sexual stereotypes Beckam
actually set a trend, the question is how far will it succeed, it is hard to imagine
young Irish men wearing a sarong on a night out in Temple Bar! According to Nava,
there is a blurring of the conventional distinctions in advertising to men and women:
shopping and self-adornment have become less gendered and less specifically female
activities (1992:166). The fashion industry has become more degendered or
homogeneous, the line between gay/straight, male/female is blurred. Women’s
fashion is developing masculine traits such as combat trousers and boxer shorts,
while men’s fashion is becoming more feminine with the arrival of men’s skin care
products and more body conscious clothing. This would all seem to tie into the core
theory of this thesis - postmodernism, the fusion of elite and mass culture and the

eclecticism of styles ‘I shop therefore | am’.

If men are now more involved in the construction of self-identity through
consumerism and fashion - why are they still instrumental, stressed out shoppers?
One reason for stress and anxiety could be the lack of variety in men’s fashion and
the limited amount of men’s fashion outlets. There is little difference between how
most men dress, most wear either sports wear, jeans, combats, shirts, trainers, boots

purchased from either high street or designer stores, for example TopMan, Envy,
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River Island or BT2. Even for night time or clubbing outfits, there is little difference
- they all seem to look the same with little display of individualism. Unlike the
female body, the male body is not quite an object of gaze (unless he is wearing a pair
of ripped Levi’s and drinking a can of Diet Coke or unless he is a Chippendale!)
Perhaps men are less vulnerable to and manipulated by the forces of advertising and

marketing which lure the consumer into commodity fetishism.

Campbell (1997) offers an insight into the behaviour of men and women
when in the shopping mall. Men favoured product-specific, functional shopping
meaning that when a need arose such as an electrical, domestic or personal item they
would plan a visit to a previously established store, purchase the item and then set
home. This is a very basic hunt and gather scenario, get the good and bring it home
with as little delay as possible. According to Campbell, men seem to be old-
fashioned consumers as they centre on satisfaction of needs while women are
modern, sophisticated consumers as they centre on the gratification of needs and

desires (1997:175).

According to a survey by shopping psychologist Dr. David Lewis involving
over 1000 shoppers in the UK and Ireland commissioned by Clery’s prior to the
opening of their new store in Blanchardstown, found that shopping can cause the
same levels of stress for men as a fighter pilot going into combat. Congested shops
and crowded malls cause high blood pressure, so Clery’s incorporated wider aisles
and air conditioning into their new store to facilitate male shoppers accompanying

their female partners. According to the report there are three types of male shoppers:
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(when | refer to this report throughout the thesis | am basing my information on an
article in the Evening Herald of the 6/5/99)

1.Dodos are men who believe women were born to shop and should do all the
shopping

2.Dirvishes are under 30, they race in and run out, grabbing what they need and don’t
spend any longer in the shop than they have to

3.Dungbettles are sad men who trail around after their women folk looking
miserable, never really taking part in the shopping experience. (Evening Herald 99)
Irish men on average make very bad shoppers, they hate the weekly chore of grocery
and household shopping and they limit time spent in malls to a minimum. According
to a review in the Evening Herald (6/07/°99) of a book by Paco Underhill (1999),
most women go shopping with a list but less than a quarter of men do so - women
are not as susceptible as men to suggestions that they try something more expensive
and women will ask for assistance while men will not. One of the most typical
arguments between young couples under 25 is how to spend a Saturday afternoon.
Most young women enjoy a day spent shopping with lunch in between, while men
enjoy the coach potato activity of the Premiership on Sky Sports with a few beers in
between. A War can often break out between the sexes on a shopping trip, the men
follow the women from shop to shop, while she tries on dress after dress demanding
his opinion, although it will not be what she wants to hear or if it is she will not
believe him. For men more than half an hour of this type of non-purchase driven
shopping can cause stress and fuel tempers. According to Nava, if shopping is

perceived by men as a feminine activity then it is hardly surprising that they
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approach it in a different spirit than women, attempting to limit their involvement as

much as possible (1997:190).

This is not to say that men don’t enjoy pampering and fashion, it is the
shopping experience that causes the stress, that is why so many men leave it up to
their partners to purchase their clothes. Treasa Brogan in her article “The
Féminisation of the Male Shopping Domain”(1998) tested the vital statistic which
claims that the female customer is an essential element in the success of menswear
retailing. Kevin Melia, menswear buyer with Arnotts revealed that 70% of all small
menswear articles under £70 are bought by women. Women accompany 50% of men
buying suits and 40%of men are colour blind. Younger women have a big influence
on what men wear, they ask more questions and dress their partner in the new styles
and shapes. Men’s outlets, such as Louis Copeland actively plan strategies to attract
the female consumer, he argues that women tend to push men, who are conservative
by nature with regard to styles, colours and fashion. According to Philip Kirwan
from Brownes of Naas, a lot of men in the 35-50 age group depend on their wives.
The women are more adventurous, while the men are slower to change. He argues
that there are two types of shoppers, one who wants style and the other just wants
something to wear. Many men panic and just want to go, they almost have a phobia
about shopping. According to an article in the Irish Independent a man’s
clothing reflects the male brain set, very predictable and conservative, so not
surprisingly most well dressed men have their clothes bought for them by female
partners. The Evening Herald (July6th’99) review of “ The science of Shopping”

(1999) explained while women linger, men pay and flee, men move at a much faster
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pace and only 72% ofthem look at the price tag as it is considered a sign of virility -
men are often so anxious to get out of the shop that they will say yes to anything.
Could this then explain why Irish men will drop before they shop!

Shopping is becoming a homogeneous experience, a shared activity between
men and women. According to Mort, shopping at Next was seen as a shared
experience, twinned stores would bring in partners of women responding to market
research which pointed to women’s continuing influence over the shopping habits
and taste patterns of their male partners (1996:126). Many high street stores are now
homogeneous or unisex, such as TopShop, River Island, Principles and even Irish
stores like Motion Picture, Simon Hart etc. As according to Shields, the sexual
organisation characteristic of the modernist department store has been disorganised,
rejected by a postmodern retail institution in which sexual boundaries are more
diffuse and sexual meanings more ambiguous (1992:188). Is ‘Girl Power’ changing
men into objects to be gazed upon, is the ‘90’s women demanding that her partner
live up to her ‘Diet Coke Man’ expectations. The 90’s is an exciting but risky time
for men as according to Mort, something is happening to young men, they are now
being sold images which rupture traditional icons of masculinity, they are getting

pleasures previously branded taboo or feminine (1996:194).

This chapter has raised some interesting points about the gender difference in
the shopping experience. According to Featherstone, the urban flaneur or stroller
celebrates the artificiality, randomness and superficiality of the diffusion to codes
found in fashion and cities (1991:24). Both the male and female consumer strives to

express an individual identity and a stylistic self-consciousness through
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commodities. Both sexe