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visual separators between attributes reduce such a difference. A second process-tracing study shows that visual separators reduce the extent 
to which consumers adapt their choice processes to the choice context but enhance decision efficiency (i.e., lead to faster decisions). A 
third study process-tracing study manipulates time pressure. Results show that, under time pressure, visual separators between attributes 
as well as between alternatives improve decision quality when product attributes are negatively correlated. Process tracing measures 
show that under time pressure, visual separators lead to more systematic information acquisition, faster processing of information, and 
consideration of more information. Under time pressure, this more systematic and comprehensive processing of information appears to 
compensate for reductions in decision quality due to by-attribute versus by-alternative information acquisition.

By examining how visual aspects of electronic environments affect preferences as well as decision processes and outcomes, this 
article provides a link between research on design and usability of information environments (Huizingh 2000; Nielsen 1993) and research 
on decision making (Bettman et al. 1993; Payne et al. 1988; Payne et al. 1993). More generally, this research adds to understanding about 
the links between perception and cognition (Fiske 1993; Johnson et al. 2003), with implications for decision making. From a managerial 
perspective, this research provides insights into how seemingly innocuous design changes may affect consumer decision making and 
those conditions in which visual separators are likely to be helpful or harmful to consumers.
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Retail, Beauty Services and Masculinity: When Brands Face Retailers’ Resistance to 
Changing Masculine Market

Nacima Ourahmoune, ESSEC Business School, France

Gender is an important issue in consumer research. Yet few studies have addressed the relationship between retail strategies and 
masculine consumption and values. Some scholars developed a framework to understand male consumption (Holt and Thompson, 2004, 
Schroder and Zwick, 2004, Elliott and Elliott, 2005, Rinallo 2007, Ourahmoune and Nyeck 2008). While sociocultural changes are 
taking place, traditional masculine and feminine values are evolving, leading to changing gender roles and having impact on the market 
place (Kimmel and Tissier-Desbordes, 1999). 

Men are becoming concerned with appearance and beauty, in the traditional feminine way, and sales of male cosmetics and fashion 
are increasing. Trendy words are used to describe this “new man” sensitive to appearance, body conscious: metrosexual, übersexual... 
(Tuncay 2006, Rinallo, 2007). 

Context
This paper intends to understand and describe how the new postmodern masculine values and codes shape retailing strategies and 

services. Despite the fact that hair beauty brands developed recently a range of professional products dedicated to men (Tigi, Wella, 
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Goldwell, Redken, L’Oreal Professionnel…), they face haircut salons managers’ reluctance to engage in transformations of their salons’ 
aesthetic codes and practices. The vast majority of them believe men are less profitable customers than women and neglect adaptation to 
changing beauty market for men. Moreover, hairdressers are the unique retail channel for professional hair products in France. They are the 
key contact with male consumers and brands rely on them. Then, it seems relevant to explore their rep about this new masculine segment.

Then, This research deciphers existing and emerging masculine codes in merchant beauty spaces. It also identifies lagging factors 
to the emergence of new beauty services for men expressed by salons managers. 

Methodology
A multi-method study is performed to get a “thick description” (Geertz 1982) of the phenomenon under study. We use structural 

semiotics (Floch 2005) to discover the meaning of very diverse hair salons narratives: 20 in Paris, 10 in London, 8 in Barcelona, 5 in Spanish 
Pays Basque, 7 in Athens. Salons are unique retail spaces for professional hair beauty brands (Redken, L’Oreal professional…). Also, 
19 semi-structured interviews with hair salon managers were performed in Paris to understand their representations of male consumers 
as well as lagging factors to a renewed offer for men. In addition, 2 managers from a worldwide beauty company were interviewed to 
better understand challenges they face on the Male Market. Finally, 200 men in Paris answered our questionnaire about their practices 
and expectations as regard hair salons. Men were from 15 up to 68 years old, with very diverse occupations and backgrounds.

Results
Hair salons are Gendered spaces: 18% go to only for men hair salons, 37% Unisex salons, 40% both in Unisex and only for men 

salons 5% never go to hair salons (home). Male who prefer Only for men salons emphasize male hairdressers expertise- A masculine 
“in between us” know how. Instrumental/ utilitarian values prevail in terms male consumers expectations: Hygiene (86%), next-door 
salon (82%) nice haircut (84%). However, nice atmosphere and beautiful design were important criteria for consumers under 39 years 
old (42%) as well as nice scalp massages (64%). These results express the rise of hedonic/ aesthetic values. Also, a vast majority of men 
would like more of insights and tips from their hairdresser. If most of them never buy male professional hair products and are not able 
to quote professional brands, 76% state they were never offered to buy them in a salon AND 81% say they would buy them if it were 
the case! Then, there is a gap between male consumers expectations and retailers’ rep and practices as observed in salons and through 
retailers’ discourse analysis. 

We refer in our semio-analysis to the 5 masculine archetypes (i.e “Traditional Man”, “Tough guy”, “Melancholic Man”, “Postmodern 
Man” and “Effeminate Man”) that were identified by previous research on brand communication and masculinity (Ourahmoune and 
Nyeck 2008). We use the same semiotic square (Floch 2005) to compare and analyze our international salons gender narratives. We then 
were abe to map salons rep of gender identity in terms multiple masculinities (Schroder and Zwick 2004). We discovered that most of 
the salons address “traditional men” and « tough guys » in their communications on POS (visuals, space organization, staff behavior, 
practices and offer). Very few emphasize other masculine values: new territories are then left empty. In Unisex salons, feminine values 
prevail and lead to social conformity: men do not often dare cross the barrier by asking “unexpected/illegitimate masculine services”. 
Some men in touch with new masculine beauty trends might find an offer that suits them better in traditional only for men salons (scalp 
massage, manicure…). However, those salons are not appealing to Melancholic and Postmodern customers who do not identify with 
the very traditional mise-en-scène. 

Yet, hair product brands are captive of their retailing channel. Professional hair products do sell only in a selective channel 
(salons).« We just launched our professional hair product dedicated to men, we believe it should really perform very well…but we do 
face a serious obstacle when it comes to our retailers… » (Hair professional manager, Leader international cosmetic brand, Paris). 
Then, the brand engaged in an expensive change process through events, learning sessions and communication with their retailers …

Implications
Existing literature on changing masculinity and consumer research is mainly consumer or brand discourse oriented; this paper 

proposes to address a lack by exploring services, retailing/ retailers’ point of view. 
This research identifies that retailers’ resistance consists in internalized traditional gender schemes connecting with “social fears” 

identified in the literature on male consumers (Kimmel and Tissier-Desbordes 2000, Rinallo 2007, Ourahmoune 2009). This resistance 
impacts the way beauty services providers address new male consumers beside an evidence of renewed expectations from a significant 
number of consumers in our sample.

In addition, our research suggests that business resistance to changing socio-cultural values is an insufficiently researched area.
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Extended Abstract
Imagine that you are working on your car, building a patio, or making a bookshelf. The process may require your physical involvement 

(changing a particular part of the engine, placing stones for the patio, cutting and staining the wood for the shelves) and/or intellectual 
involvement (determining the problem with the car, designing the patio or choosing the color of the shelves). How would these types 
of involvement affect your evaluation of the final product? Which factor will be the most important for you? Do you think intellectual 
involvement in the production process will have different results than physical involvement?

These questions are important if companies want to influence and optimize value derived from consumers’ involvement in the production 
process. Little is known about participation of consumers in the production process (i.e. what Toffler referred to as “prosumption”). 
Our goal is to investigate the factors that affect the value derived from prosumption behavior and the specific consequences of being 
involved in the production process. 

We draw on findings from person-object literature (Belk 1988; Richins 1994; Pierce, Kostova and Dirks 2003) to investigate 
prosumption. This stream of research indicates that investing the self into the target (creating, shaping or producing an object) results 
in the most powerful association between the self and the object since one invests labor, time and one’s self in this process. During 
the production or modification process, investment of self into the product can be through intellectual and/or physical involvement. 
Intellectual involvement entails intellectual stimulation, creativity and/or choice in the process. If one uses his/her intellectual labor 
during production of the product, then the product may represent the ideas the person has generated and become part of the extended 
self. Therefore, intellectual stimulation in the process may transfer part of the self to the focal product, and affect personal relevance 
and evaluation of the product.

Labor creates a sense of ownership. Marx (1867) indicated that a person is the owner of his labor and has rights over production 
that involves his labor. You may feel that a sweater you have knitted, or a car you have worked on, is special since it absorbed your labor 
and time. In some cases, people may value self-made products even more than expert-made ones (Norton and Ariely, 2007). Therefore, 
physical labor may contribute to the value derived from prosumption.

The first study examined the relationship between products and consumers in detail by looking at how intellectual investment 
during production shapes how consumers relate to products. We hypothesized that higher levels of intellectual investment will enhance 
product evaluation. Also, we proposed that identification with (hypothesized to be the cognitive dimension of person-object relationship) 
and attachment to the product (hypothesized to be the affective dimension) mediate the impact of intellectual investment on product 
evaluation. The study was a three-group between-subjects design where intellectual investment in the process was manipulated at three 
levels; high, low, none (control condition). In all conditions, participants were given a travel mug with a customizable blank insert. 
One could remove the insert, draw/write on it and place it back. In the low condition, participants were provided with 12 stickers from 
which they could choose one to stick onto the blank mug insert. In the high condition, participants were provided with colored pencils 
and an example sheet which included the same 12 figures from the low intellectual investment condition. They could use this to get 
ideas, or they could use other figures/shapes they wanted. In the control condition, participants were encouraged to examine the mug 
but couldn’t modify/change it. To equate the time spent with the product, in the control and the low intellectual investment conditions, 
participants worked on a filler task while the mug was in front of them. Then, all the participants answered identification, attachment, 


