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Executive Summary 
 
 
 

GHCM has arrived at ten primary personas: six personas purchasing men’s fashion and four for 
women’s fashion.   
 
Personas were arrived at by interviewing business stakeholders who interacted frequently with 
users and had a wealth of knowledge regarding user’s behavioral patterns. These personas were 
modified after numerous question and answer sessions with customers and augmented with 
periodic follow-up surveys. The names were arrived at organically, through a natural consensus. 
 
The interviews were held in stores and at events. Interviewers were sometimes enticed by parties 
or shows (Wine and cheese parties, meet-the-designers, trunk shows, first-in-season shows) or in 
return for a discount on purchases. 
 
The purpose of the questions was two-fold – to determine GHCM’s customer base and to 
ascertain how these personas thought of themselves, fashion, what influenced their purchases 
and their shopping habits – both online as well as in brick-and-mortar locations.   Questions 
centered upon designers, fashion trends, exercise and life-style, entertainment (parties, clubs, 
etc…) and romance but were designed to provoke answers pertaining to online shopping habits 
and interests. 
 
Over 50% of sales go to “Emanuel” and “Eric”, with a significant minority going to “Lou” (30%). 
“Oscar” (15%) and “Lisa” (20%) this is an interesting change of events combined equal Straight 
Guy. “Bobbi”, while a minor percentage of sales (5%) what this means is still not understood are 
still quite important as their social network includes many “Emanuels”, “Erics”, and “Lous”. Both 
“Bobbi”and her social network are among the most loyal customers. 
 
Information has been removed throughout this document. Most redactions have to do with 
brands, styles, and income but some persona descriptions have also been removed. 
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Quick Introduction: Men  
 

1. “Emanuel” 
        Gay Man  

Race: N/A 
Age: Mid-20s to late 30s 

 Comfortable as a trendsetter. Wants to be recognized as a trendsetter.  

 Brand whore. 

 Interested in looking good on a daily basis. 

 Interested in fashion news.  

 Wants to know that non-brands are up-and-coming and that he is staying ahead of the curve. 

 If it is a no-name wants to know that the purchase has been tastefully inspired by the brand 
name and isn’t a cheap knock-off. 

 
2. “Oscar” 

Older Man  
Race: N/A 
Sexual Preference: Not important 
Age: 50+ 

 Tasteful dresser, but concerned that the fashion is not “too young.” Wants to be stylish 
without trying to look young.  

 Quality over brand. 

 Looking good on a daily basis. 
 

3. “Lou” 
Musician/Artist 

Race: N/A 
Sexual Preference: Not important 

 Age: mid 20s to mid 40s 

 Straight man who doesn’t normally wear fashion forward clothing but whose stage alter-ego 
must be the coolest man around. An up-to-date rat pack. 

 
4. “Eric” 

Straight Man 
Race: N/A 
Age: Mid 20s – late 30s 

 Wants to look good on a daily basis 

 Interested in club/going-out attire 
 

5. “Bobbi” 
Gay Woman 

Race: N/A  
Age: mid 20s – late 30s 

 Dresses in men’s clothing 

 Not a trend setter. Not fashion-forward. Wears established men’s fashion. Avoids any men’s 
fashion that may be considered “metro-sexual” or gay. 
 

6. “Lisa” 
Straight Woman Buying for Significant Other  

Race: N/A 
Age: late 20s to mid 40s 

 She dresses well and wants her man to take care of his appearance as well. 

 Interested in edgier fashion but meets push-back from fashion-phobic other. 

 Careful, deliberate shopper when significant other isn’t present. Much more adventurous 
when accompanied.  

 Clothing is for going-out (parties, dinners but not necessarily clubs). 



USER PERSONAS 

   

GHCM, INC. CONFIDENTIAL AND PROPRIETARY COPYRIGHT 2002-2012 

Page 4 of 8  

 
 

1. “Emanuel”       
Gay Man  
 
Emanuel is openly gay, and a trendsetter as far as clothing and fashion is concerned. It is 
important that he is recognized by others as being a trendsetter and being abreast of everything 
fashion related.  He is a college graduate, earning 70K + and ranks fashion purchases as a 
necessity.  His major expenses are college loans, rent, travel and shopping.  He is a brand-whore 
but interested in up-and-coming designers. He loves to have been able to say “I purchased an ‘X’ 
last season before anyone had heard of him.”  Story-lines are critically important to this shopper. 
“Bogosse means …” “One Like No Other …” Loves spending free time in the stores trying on, 
experiencing, and discussing the new fashions. 
 
He is influenced by fashion magazines and stylish celebrities. Purchases may or may not be 
influenced by celebrity shots but nonetheless is interested in *knowing* who wears a particular 
designer.  
 
On-line experience:  Is interested in fashion news and is interested in fashion photos and 
celebrity stories. Yet, for all his interest in designers, story-lines, etc… his on line shopping 
revolves around price and the ability to return items at whim.  He is a serial returner. Returning 
about 50% of all items ordered. He does not want store credit with a return, although accepts it 
willingly enough in a purchase made in a store setting.  
 
Additional points:  Emanuels make a “good salary”. In this scenario it applies to anyone who is 
able to purchase multiple items per season. Lower income Emanuels will have a roommate to cut 
costs but maintain fashion and nightlife budget. Items desired and purchased have great overlap 
across income levels. The key difference is that lower income “Emanuels” are more inclined to 
buttress their wardrobes with up-and-coming designers and tastefully rendered no-names. 
Higher-income Emanuels are less included to purchase no-name labels. Marketing department 
flags by purchase amounts/per season, designer, and size. 
 
An Emanuel who purchases or learns about a designer before he becomes big will become a 
dedicated shopper and a valuable lead for new sales. 
 
 
Brands: REDACTED 
 

 
Fits: REDACTED 

 
 
Favorite stylish screen characters (TV and Movie): REDACTED 
 
 
Fashion Websites: REDACTED 
 
 
Favorite Shopping Websites: Zappos, REDACTED 
 
 
Research: Emanuel was created via interviews with stakeholders and flesh-out with 27 
interviews during the fall of 2004.  Further interviews were held each Fall, Winter and Spring 
season thereafter with further research confirming the persona. Additional interviews were held to 
update looks.  
 
Updates:  In the 7 years following the on-line aspect of the persona has not changed. 
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2. “Oscar” 

Older Man   
 

“Oscar” is a college-educated professional, earning 90K+; is 50+ usually maintains himself in 
good shape.  He may be gay or straight. “Oscar” is interested in being stylish at work (though 
usually constrained by occupation), at home and when he goes out. He is not a trendsetter, nor 
considers it important to be thought so – but it is crucially important that he well put-together at all 
times. 
 
His purchases are often not often more than two per season, but each significant in dollar 
amount.  A primary concern is that the fashion is not “too young”. He wants to be stylish but not 
fall into the trap that he is trying to look young.  As such, celebrity shots of older men wearing new 
styles are extremely persuasive, especially older men whose bodies are no longer gym-perfect. 
Purchases are more selective and less impulsive than his younger counterpart. 
 
On-line experience:  “Oscar” is less interested in fashion news but very interested in seeing age-
related photos showing that “yes, I can wear this and not look silly.” Prefers to buy in a physical 
store than on-line. Price is important but service and convenience, primarily in hassle-free returns 
are most important.  
 
Oscar Is far less likely than his younger counterpart to make on-line purchases of unknown 
designers - even with the ability to return a purchase, no-question-asked. 
 
Brands: REDACTED 
 

 
Fits: REDACTED 

 
 
Favorite stylish screen characters (TV and Movie): REDACTED 
 
 
Fashion Websites: REDACTED 
 
 
Favorite Shopping Websites: REDACTED 
 
 
Research: Older Man was created via customer interviews during the fall of 2004.  Further 
interviews were held each Fall, Winter and Spring season thereafter with further research 
confirming the persona. Additional interviews were held to update looks.  
 
Updates:  In the last 7 years the on-line aspect of the persona has changed significantly in his 
willingness to make on-line fashion purchases. However, it should be noted that these purchases 
are limited to known designers with known fits and is less extensive than in store purchases. 
 
 

  



USER PERSONAS 

   

GHCM, INC. CONFIDENTIAL AND PROPRIETARY COPYRIGHT 2002-2012 

Page 6 of 8  

 
3.          “Lou” 

Musician 
 
“Lou” is a straight man ranging in age from mid-twenties to mid-forties. He is college educated 
with a modest income. (50-90K)  He doesn’t particularly care about fashion in his daily life. Of all 
the personas “Lou” is the only one who is not among the best-dressed men wherever he goes. 
However he demands a particular look when on stage. The stage look ranges from an up-to-date 
rat pack to the one “perfect” accessory that will make him stand-out.  
 
Big name designers don’t hold any sway. Smaller, hipper designers are more exciting. “Lou” is a 
very loyal customer.  
 
On-line experience:  “Lou” is not an on-line shopper. Purchases are almost always last minute 
and must be felt and experienced before purchase. 
 
Brands: REDACTED 
 

 
Fits: REDACTED 

 
 
Favorite stylish screen characters (TV and Movie): REDACTED 
 
 
Fashion Websites: REDACTED 
 
 
Favorite Shopping Websites: REDACTED 
 
 
Research:  “Lou” was created via consumer interviews during the fall of 2004.  Further interviews 
were held each Fall, Winter and Spring season thereafter with further research confirming the 
persona. Additional interviews were held to update looks.  
 
Updates:  In the 7 years following the on-line aspect of the persona has not changed much. As a 
loyal shopper “Lou” will purchase known brands but, for the majority of major purchases desires 
an in-store experience. 
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Personality Charts  (Only a select few are shown) 

 

How important are name brand designers? (See Appendix A: Brands) 

VERY IMPORTANT MODERATELY IMPORTANT NOT IMPORTANT 

 
Gay Man (Emanuel) 
Straight Man (Eric) 
 
 

 
Older Man (Oscar)  
Wife (Lisa) 

 
Musician (Lou) 
Gay Woman (Bobbi) 

 

How important are up-and-coming designers? 

VERY IMPORTANT MODERATELY IMPORTANT NOT IMPORTANT 

 
Gay Man (Emanuel) 
Straight Man (Eric) 
 
 

 
Older Man (Oscar)  
Wife (Lisa) 

 
Musician (Lou) 
Gay Woman (Bobbi) 

 

How important is price (in the store)? 

VERY IMPORTANT MODERATELY IMPORTANT NOT IMPORTANT 

 
Gay Woman (Bobbi) 
 
 

 
Older Man (Oscar) 
Musician (Lou) 
Wife (Lisa) 
 

 
Gay Man (Emanuel) 
Straight Man (Eric) 
 

 

How important is price on-line.  (would change store for $20.00)? 

VERY IMPORTANT MODERATELY IMPORTANT NOT IMPORTANT 

 
Gay Man (Emanuel) 
Straight Man (Eric) 
Musician (Lou) 
Wife (Lisa) 
Gay Woman (Bobbi) 
 

 
Older Man (Oscar) 
 

 
 

 

 

Will purchase unknown designers without having first seen and touched the product? 
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YES MAYBE NO 

 
 

 
Wife (Lisa) 
Gay Woman (Bobbi) 
 

 
Gay Man (Emanuel) 
Straight Man (Eric) 
Musician (Lou) 
Older Man (Oscar) 
 

 

Will purchase a new season’s line from a known and trusted designer without first examining it? 

YES MAYBE NO 

 
Gay Man (Emanuel) 
Straight Man (Eric) 
Older Man (Oscar) 
Wife (Lisa) 
 

 
Musician (Lou) 
 

 
Gay Woman (Bobbi) 

 

How often have you returned or exchanged on-line purchases? 

FREQUENTLY 
(part of every order) 

SOMETIMES NOT FREQUENTLY 
(less than one in five purchases) 

 
Gay Man (Emanuel) 
 

 
Straight Man (Eric) 
Musician (Lou) 
Wife (Lisa) 
 

 
Older Man (Oscar)  
Gay Woman (Bobbi) * 
*(doesn’t purchase on-line) 

 

 

How important is it to you to be able to quickly and easily return purchases? 

VERY IMPORTANT MODERATELY IMPORTANT NOT IMPORTANT 

 
Gay Man (Emanuel) 
Straight Man (Eric) 
Musician (Lou) 
Older Man (Oscar) 
Wife (Lisa) 
Gay Woman (Bobbi) 
 

 
 

 
 

 


