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Behind the Campaign: Old Navy Goes After Men in New Ad Push

Retailer Targets 'Mike,' a No-Nonsense Shopper You Can't Reach With TV

June 08, 2011
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Videos for Old Navy's new push parody the 'Supar Tool' and 'Corporado' (watch the spots below)

Old Navy is looking to enlist a few good men.

The retailer is launching its first campaign specifically targeting men this Thursday. It has appealed to guys in the past through its broad family-focused advertising, said Amy Curtis-McIntyre, senior-VP marketing. But now Old Navy is intent on speaking directly to "Mike," it's 25- to 35-year-old target.

"We've made a lot of changes to our assortment, and we really want to ignite a conversation with that male target," Ms. Curtis-McIntyre said. "It's a big piece of business, and it's time to speak directly to Mike and not just through his girlfriend, wife or sister." Ms. Curtis-McIntyre said the men's product has gone through significant changes in recent seasons, with the addition of new denim washes and styles, as well as the addition of more tailored shirts and pants.

Old Navy's new campaign pokes fun at men's fashion with "Supar Tool" and "Corporado." Videos parody the "Supar Tool," an overly metrosexual man and "Corporado," a corporate cowboy type not unlike the character Dwight on NBC's "The Office." The videos will be distributed on YouTube and Facebook, while print ads will run in publications including Maxim. Mobile elements will include a game, style-finder, video gallery, store locator and coupons. A third video shilling "Jack Ash" leisurewear hasn't been completed but could launch this fall.

Ms. Curtis-McIntyre said the decision was made to focus on videos that would run online or via mobile devices rather than on TV, because men aren't in the right mindset when they're watching TV. "It's difficult to reach men for an item of clothing through TV, it's not particularly effective for us," she said. When a guy's watching really targeted male TV like sports, they're not in a mind frame to look at polo shirts or jeans."

The new campaign is the biggest effort to date from Camp & King, the agency founded by veteran creative Roger Camp and Jamie King, former co-president of Euro RSCG. AKQA also worked on the campaign. CP&B remains Old Navy's lead agency.

The timing for a men's apparel push is right. According to NPD, the men's apparel market was up 3.3% in 2010, ahead of the overall apparel category, which was up 1.9%. And for the three months ending in February, the men's apparel category was up 12% compared to the same period a year ago.

"This is a very healthy growth rate and a clear sign men are looking to rebuild their wardrobes," said Marshal Cohen, chief industry analyst at NPD Group, in a recent report about the men's market. "Not only are men getting their basics back in order, but it looks as though men are starting to spend outside of basics and join in the overall consumer trends that are focused on getting healthier and buying more comfortable lifestyle products."

Mr. Cohen added, "Keep in mind that the menswear market was the first to show signs of decline as the recession began and was one of the last to return, but now it's coming on strong, primarily due to a high level of pent-up demand."

When it comes to clothing, it's often assumed that men rely on the women in their lives to shop for them, making women the key target for marketers. But Ms. Curtis-McIntyre said Old Navy's qualitative research shows that men are shopping for themselves and when they do, they tend to purchase in bulk, making them valuable customers.

"There's a no-BS mentality to the way men shop. They know what they want, what they like and when they find something that fits well and serves a purpose, they won't shop around," Ms. Curtis-McIntyre said. "We've found that if men like a particular cut or style of a shirt or pant, they're more likely to buy multiples."

Old Navy: Supar Tool
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Someone forgot to show off the product.
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Toyota's ads rarely show the actual product yet their ads are one of the best remembered and the cars one the most sold.
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OK, funny ads — but I have no idea what kind of clothes or "look" they are peddling. This doesn't get me into their stores and it doesn't get me to their website. I had to watch the spot three times before I noticed dresslikeaguy.com. It may win awards, but probably won't win new customers.
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Just went to dresslikeaguy.com. It redirects to a FB page for Old Navy and the Guy Gallery with no content on the page. Maybe it appears if you "like" the page. I didn't bother. Clothing is a tough market in which to engage the interest of adult men. This is too much work with no reward. 

If Old Navy has reworked the line ... show it to me. Show it in an accessible, real-guy manner. Pique my interest. Make me want to check out more either online or in the store.
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I like low-brow humor as much as the next guy (Superbad, etc.) This is cheap and depressing, Old Navy.
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I like it. I went and checked out the website immediately. I just constantly get fed the ads for $500 shirts and $700 jeans that only about 0.5% of our population can afford. I like what they're saying.

And I didn't have to "like" the FB page to see the clothes.
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FB page was not displaying anything at 8 a.m. CDT. It is working now. It still looks like a bunch of rumpled khakis, T-shirts, shorts, hoodies and flip-flops to me. I didn't see anything that would pass for work attire. Casual Friday apparel only if you work at a car wash.

