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Introducing:	  The	  Urban	  Lumberjack	  
 

 
You would never catch him looking like he was trying too hard.  
He lives in the artsy district of the city, with his bike parked next to 

his beat-up truck. His nighttime haunts include the latest gastropubs or a 
grungy dive bar with local (not mainstream) craft brews.  He tries to work 
Hemingway quotes into every conversation and always orders Jack on the 
rocks when drinking with friends. His typical uniform includes a plaid, 
flannel button-down (to keep warm in that mountain air) with well-worn 
jeans and work boots, with some manner of facial hair, and possibly a man-
bun. He doesn’t follow anyone’s style in particular and he doesn’t look 
much at what other guys are wearing. He only wants to look like the clothes 
he wears imply he knows a thing or two about the outdoors. Women’s 
fashion magazines call him the “urban jumberjack.” 

The intriguing part about this style of dress is that it’s popping up 
around cities—very far from any kind of wilderness. What used to be 
associated with outdoorsmen and, say, lumberjacks (think plaid, lots of 
plaid) is now being sported by men that want to look like they didn’t put any 
effort in at all. Guys can spot “try-hard” from miles away, so what better 
way to look like you don’t care than dressing like the manliest of men, 
traditionally someone who doesn’t care so much about fashion? 

If asked, this guy would say he has no particular method to his 
wardrobe. His answers would be noncommittal and vague because there 
isn’t an exact reason as to why he likes what he has on. When asked what he 
likes to wear, Zach Werbalowsky, a 21-year-old printmaking major at the 
University of Georgia, says shirts, pants, underwear and socks, even though 
he is sporting a gray knit beanie, a soft Henley shirt (clearly vintage), slim 
dark blue jeans, striped navy-and-red socks, and a woven, red bracelet. Even 
his shoes aren’t ordinary: a mix of brown, leather brogue on top with dark 
blue laces, and the soles of a work boot on the bottom. When asked where he 
got them, he just shrugs and takes a sip of the roadie he brought in his bulky, 
dark-colored jacket—at 11 a.m. After much prodding, the most specific 
statement Werbalowsky says about his style is that, “it’s a lot of old shirts 
inherited from my dad and a combination of jeans that aren’t blue.” Perhaps 



there is no method to the way guys put their clothes together, no way to 
explain how they know when they like something, and what about it strikes 
their fancy. A real man wouldn’t dare admit he actually thought about 
fashion, right? A real man doesn’t follow fashion trends, right? 

Perhaps the joke is on these men because in the past three to four 
years, the menswear market is growing steadily faster than the women’s 
market. The NPD Group, a trend and sales tracking company, reports, “In 
the United States, men’s apparel sales outperformed womenswear last year,” 
according to Reuters.com. NPD’s numbers show that menswear grew 5 
percent in 2013 to $60.8 billion, while womenswear retail sales grew 4 
percent to $116.4 billion last year. According to Emily Blalock, a senior 
lecturer on textiles, merchandising, and interiors at the University of 
Georgia’s College of Family and Consumer Sciences, this trend has never 
before been seen. “In terms of total sales, females spend more than males—
we spend billions more—but overall sales for males increased,” she says, 
“which is a telltale sign that men are interested in fashion.” Think about it—
the old adage is that women should never take their boyfriends shopping 
with them because it is the equivalent of Chinese water torture to them. They 
groan and whine and grunt out evasive comments about how everything 
looks the same and they already have enough in their closet. However, 
statistics show men are spending more money on themselves, and they are 
spending it on clothes.  

Blalock explains that this increased interest in fashion from men is a 
megatrend, a trend that stays for around 10 years or longer based on sales 
over time. “This particular trend began about three or four years ago in terms 
of retail sales,” she says, “and because sales have increased, we are seeing 
all these high-end brands opening men’s-only boutiques.” J. Crew, Hermés, 
Ralph Lauren, even Burberry in London all have done this, just to name a 
few, and are producing what men seem to love best: flannel button-downs, 
trenches, heavy boots, watches, and a greater selection in denim. In a 
female-saturated world of fashion, designers are beginning to see the merit--
and profit—of catering to men. Designers who are traditionally 
womenswear, such as Uggs, Micheal Kors, and even La Perla, one of the 
leading lingerie brands in the world, have been putting out men’s lines. 
According to WGSN Group, another market intelligence company, Tod’s 
and Topshop opened menswear stores in Hong Kong, while London’s 
Mayfair had a whole new street of prime retail real estate, called Duke 
Street, open next to the shopping meccas of Oxford and Mount Streets. 
WGSN reports that the street “recently welcomed the first ever flagship for 
British tailoring label E. Tautz, and the second London store from heritage 



menswear brand, Private White V.C. [a line carried by J. Crew in the U.S.]. 
Other surrounding names include luxury tailoring brand Rake, Jigsaw’s 
Duke Street Emporium and footwear boutique Penelope Chilvers.” In 
August 2014, rock-inspired menswear designer John Varvatos debuted his 
first European flagship store on London’s Conduit Street. The rock-themed, 
three-story store featured “a basement carrying a selection of vinyl records 
and customized Fender guitars, with framed images of rock bands from the 
60s adorning the walls.” 

“Five years ago, you wouldn’t have seen this,” says Blalock, “Now 
men are interested and they have the money--with plenty of opportunities to 
spend it.” In the past any male interest in fashion was considered 
metrosexual, but Blalock claims the term no longer exists. “Now men who 
like fashion are just called men,” she says, “whereas ten years ago, men who 
liked fashion were considered metrosexual. So it is acceptable for men to 
like fashion.” Blalock attributes the increase in ads directed at a male 
audience and the growing acceptance of social media as reasons why men 
are becoming more interested in fashion. “Historically, advertisements 
haven’t really targeted men and now they are constantly seeing it,” Blalock 
says, “Once you see it enough, you begin to believe that you need it. Now 
the psychological affiliation with fashion is different: it used to be just for 
women and now it’s not.” With the introduction of social media, men now 
are constantly seeing the people they look up to on digital mediums, instead 
of waiting a month to see them in a magazine. This constant engagement 
allows men to follow the leading men in fashion every day and see what 
they are wearing. Then they search for a cheaper version in stores, including 
the options that menswear-specific stores now offer them. 

Lindsey Wesloski, a J.Crew employee who specializes in menswear, 
has noticed the increased participation in the men’s section of the store. 
Where she only used to be assigned around the women’s section, she was 
stationed in the men’s section exclusively for the recent Black Friday 
shopping. The majority of her customers range from high school to late 
thirties, and a button-down, collared shirt in any pattern is her bestseller, 
with cowl-neck sweaters to go over them as a close second.  “I’ve noticed 
that the older guys ask for help,” Wesloski says, “They are cautious in the 
fitting room. They will take two sizes in and deliberate.” She says that 
sometimes it can take twenty minutes to an hour for them to make a decision 
on the correct fit and what goes with their choices, and they really take her 
professional opinion into consideration. “It’s really funny how long they 
take sometimes, but they want to spend money on something they know they 
like and I think it has a lot to do with age,” she says.  



Although this “urban lumberjack” trend is taking off across a wide 
age range, with increased sales in men’s clothing and the popularity of the 
plaid flannel shirt, the way male shoppers determine their clothing purchases 
differs by age. According to Simmons National Consumer Study in the 2012 
spring season, male shoppers in the 18-24 age range appeared to value 
conformity in their clothing, answering positively to statements like “I like 
to keep up with the latest fashions” and “Fashion magazines help me 
determine what clothes to buy” and “I am uncomfortable wearing clothes 
different from others.” The older demographic, around ages 25-54, seemed 
to value a more unique style with a concentrated focus on certain brands 
they liked than the younger demographic. Males that are married with a 
college education and bring in an income higher than $50,000 appear to have 
the highest correlation with statements that agree on keeping up with fashion 
trends, the importance of looking fashionable, and having specific places in 
mind when they shop.  

Jeremy Jackson, a 26-year-old legal recruiter from Atlanta, Georgia, is 
one of these men who fall in this particular demographic. Jackson was an 
athlete in college, giving him a muscular build that didn’t allow room for the 
trendier pieces in men’s fashion at the time, such as skinny jeans. He 
gravitated more to the classic pieces he knew would fit his body type, 
modeled after actor Jon Hamm, who has a similar build. “The pieces I wear 
most are jeans and a button-up with a good flannel and a vest in the winter,” 
says Jackson. Jackson attributes his love of flannels to the fact that he thinks 
“it is a way to dress up sometimes that I’m comfortable in, without looking 
like a sham. I have a lot of T-shirts, don’t get me wrong, just dress it up a 
notch.” When asked what he thinks of when he hears the term “urban 
lumberjack,” he says, “I think of city boys trying to come off more casual 
than they actually are. You can tell the difference between a guy that has a 
certain style that is genuine. Maybe he is from a rural area, grew up on a 
farm, still hunts, does outdoorsy things compared to a city boy who finds 
that type of style fashionable ‘just because.’”  

Rance Nix, a former fashion student at the University of Georgia, falls 
into the younger demographic of ages 18-24. At 22-years-old, he is an avid 
subscriber to GQ magazine, and he uses the content as inspiration for the 
cheaper versions he buys in stores. “Junior year of high school was when I 
got my first subscription to GQ,” he says, “That’s when I think I really 
started to pay attention. That was definitely the first year I bought a pair of 
Levi’s 511 skinny jeans. I remember that moment vividly. I remember 
getting complemented on them at school too. That was a big step because 
before then I was all about jeans that didn’t hug my legs.” Those Levi’s have 



stuck with him. He says he wears his favorite pair as a wardrobe staple 
with his J. Crew desert boots and an H&M cardigan that has he has decided 
is the one piece of clothing he can’t live without.  Nix admits he loves to 
shop, but does most of it online so he can check his go-to stores and brands 
every so often to see what they have. “If I see something I like, I’ll cop it 
immediately or stalk the website until it goes on sale,” he says, “I’ve 
purchased some awesome items way out of season.”  

As far as fashionable girls go, they seem to like this shift in men’s 
style and hope that it sticks around, at least for awhile. Cosmopolitan 
magazine ran a story on the “lumbersexual” man and the story's tone was 
anything but negative. “Chances are if you're reading this right now,” says 
the last line in the article, “you already know you're dating a lumbersexual. 
And you know what? Good for you.” Caroline Ciez, a senior fashion 
merchandising major and marketing minor at the University of Georgia, 
says, “it’s very attractive.” However, she says, “When I think of urban 
lumberjack, I think of posers who shop at fast fashion companies, like Urban 
Outfitters, which is why I think this look has become so mainstream…it is 
no longer “hip.” Ciez believes that, according to the cyclical trends of 
fashion, this look will saturate the menswear market, and fashion forward 
men will turn to something else, leading the market into another direction. 
The elements of the fashion cycle are the introduction of a trend, the rise of a 
trend, the culmination, decline, and obsolescence—all based on sales. Since 
the increase in men’s sales shows that the trend is currently is in the rise 
phase, but will soon reach its peak point in the culmination phase, after a 
time. “The look is adapting more slowly here, but I’ve seen it moving faster 
in cities. We maybe even saw it starting to happen last year,” she says, 
“Internationally, they are already on to the next thing, at least in Europe and 
Asia, where they are very fashion forward. I’m not sure, but I think it will 
revert back to androgynous looks.”  

Blalock, who teaches trend forecasting in her classes, says she has 
seen designers unapologetically putting floral designs on menswear runways 
in New York, Paris, and Milan fashion weeks. Because of the “trickle-
down” theory of fashion—that designers start trends and eventually it 
trickles down into the public and street wear—she says “the everyday guy 
hasn’t accepted it, but the designers aren’t stopping,” citing Valentino as one 
of the leading designers of the "flower power" trend. “It’s been seen on the 
runways for about four seasons, so two years, but since men’s fashion trends 
move much slower than women’s, it might be some time before we see any 
regular guys wearing it around, “ she says. 
    So, guys, any takers on incorporating “flower power” into your wardrobe? 
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