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Josh Sims reports onwhy the
high-endmen's shoe market
has a definite spring inits step

hen Tony Lutwyche. MD
of the '._utw)c.'v: Cr-‘-\_}\,
tought tledgling men's
shoe brand Lodger late
last year, some may have quened his
choice, After all, stereotype hes it that
itis women who are ready to spend
upwards of €500 on a pair of shoes, and
women who fuel a Earopean market
worth €69.3bn, with a 7.5% incraase
in sales expected over the next four
years But the bespoke-tailonng group
had seen an opportunity. According to
Latwyche, the scqquisition is simply a
forward-thinking reflection of a change
in Eu:.'int: patterns that is zcoinE more
men well-shod
"It has been difficult for men to find
a beautiful pair of shoes, but that’s
changing at last,” hesays. “Interest
is ricing with the increased regard for
provenance and craft that has worked
in L\ilming s favour too. In fact shoos
are winning more of a cult following
among men than muits now - there is a
readiness to treat them as works of art.”
Some crazy products certainly hint
at this: late last year, Italian men’s
brand Amedeo Testoru offered what are
thought to be the most expensive men’s
shoes ever, at 338,000 (€29,000) a pair
Batso too docs the scope of the market
Brands that have ostensibly targeted
women have launched men’s shoe lines,
Rae Jones, set to launch her first men's
line this autumn/wanter, explans: “The
saturated women's shoe market, and its
general lack of demand for styles that
reflect anything other than meinstream
trends, is leading designers o explore
mose aeative potental in men’s shoes,*
More telingly, the past three years
have seen not only a spike in sales for
the fow top-flight men’s specialst shoe
brands, but also seen the launch of new
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ones; Lodger has been joined by the likes of, foc
mnmplo, Mark L’L‘Nail_\' and Mr Hare, prm‘.ucing
contemporary versions of dassic styles.

*The martket is there now "
the designer behund Mr. Hare, “In part it 1s simply
a reflection of men loving 3D structural things
next to watches, shoes are affordable craft objects,

argues Mare Hare,

Blogs have helped raised interest enonnrously too
Butthere is also a generstion that has grown up
obsessed with sneakers that has now
grown up toco much for them
sartoral shit towards proper shoes.”
According to [talian men’s shoe

designer Paolo Scafora, the growth of
the wp-end men’s shoe market B alswo a

there'sa

procuct of more middle-ranking makers
of men's shoes switching production to
EEee————— )

"As mer1 get rmore
adventurous, older

777/
%//// brands have had
) to adapt or die”

China and seeing a diop in quality. Men

have always e (pudcd their feotwear,
stylistically as well as in terms of wear,
to last yeara and arc L’ad.ing up to
ensure this remains the case. “ Little-
known artisan men's shoemakers have
consequently gained a new credibility
and interest. ™ he says “They remain
niche, but a stronger niche ”

Certainly the likes of Scalora (along
with other Italian men’s shoomalang
greats Artiol, Gravat, Silvio Lattanz
and Santoni, ond French brand Berduti),
have remained comparatively in the
shadows — redther the subject of major
advertising campaigns (as lucrative
women's shoes are), nor, being craft
rather than fashion-oriented, having
the wow-factor that attracts press
sttention. As Lewis Cutillo, co -founder
of the Bonteni brand, notes: “Nobody
asks George Clooney whose shoes he's
wearing down the red carpet ™ But
while distribution for many brands is
growing — Bontoni, for example, is
available in 11 countnes, albeit from

now



Gockwice from loft:
Boatonis shoes ae
available in 1! countries;

Growp of bespolee talor s,
French brand Berlutlis
part of a swong Eurcpean
siche: and Mr, Mare
produce contarTponary
version of dassk styles

only one key retailer per country - even
the shadows play to their advantage.
“Agamn, it iits the way men shop for
shoes,” he says. “In part we're liked
because we're small and part of what is
more of an insiders’ market.”

But if the Italians have long
dominated the demand for distinction,
with stronger, longer Lines that update
classic styles, and with an unparnalleled
emphasis on colour (a product of
secretive ways with dyes, bleaches,
prgments and vils = and in Bontond’s
case, starting all shoes with a white
leather base and colouring each pair
individually), then that too is changing.

Iradetional Bnhsh men’s brands
have begun to supplement their classic
styles with more directional ones that
have provided a competitive edge
(“After all,” Cutillo notes, “you can get
a standard brogue wingtp anywhere.”)
Church’s has undergone this process
since Prada acquired it hive years ago.
More recently, the likes of Tackers has,
a scason later, run spedial styles it has

created in collaboration with menswear

designers and retailers Margaret
Howell, Present and Kust Geiger.
This spring, menswear designer Oliver
Spencer is launching a small chain of
UK stores dedicated to meon's shoes,
stocking his own extend ed shoe line but
with half of cach store dedicated to the
growing offer of men’s brands

“Men are becoming more
adventurous in shoes and the older
brands have had to adapt to that or
die,” says Tim Little, founder of his
OWT, PIONECTING SPONYINOUs men's
shoe brand and, since last summes,
new owner of Grenson, one of the 10

remaining men’s shoemakers in the
UK. He notes that 10 years ago, 8% of
Grenson’s shoes sales were black, while
new just 15% of them are

“More than that, the calture of dress
downin the workplacchas had 2
phencmenal effect on ths new men's
market,” he adds. *“With an office
uniform imposed there was 2 reluctance
toinvest in the fow interesting shoes
available when they would hardly
get worn, That encouraged a belief
in the industry that men just weren’t
interested in shoes. But that was wrong
and the recent brand revamps and new
launches are proving it”
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