
PROVIDED BY UNTUCKIT

An UNTUCKit store.

From the Phoenix Business Journal: 
https://www.bizjournals.com/phoenix/news/2018/03/08/why-online-retailers-are-finding-success-
in.html

Why online retailers are finding success in traditional malls
  SUBSCRIBER CONTENT:
Mar 8, 2018, 12:00am MST

Retailer UNTUCKit started in 2011 based on the idea that men don’t
want to tuck in their shirts. Since then, the company has gained a
following and started branching out from the internet into the real
world.

UNTUCKit was one of two retail companies that started online that the
Macerich Co. (NYSE: MAC) announced Wednesday would be opening
brick-and-mortar stores at Scottsdale Fashion Square.

UNTUCKit has 25 retail locations across the country and the company
plans to open at least 25 more in 2018. The company, like many online
retailers, is finding success in the physical world while traditional retailers are struggling and closing stores,
especially in malls.

“The marketplace is changing and a lot of established retailers are struggling. But we have found the timing
for us to go into brick and mortar stores appropriate,” said Brent Paulsen, UNTUCKit’s managing director
and head of retail. “We have a very healthy online business and the connection to the customer in a good or
great mall with a great physical retail location is a positive thing.”

Paulsen said there are potential customers for UNTUCKit’s clothes, but for whatever reason they don’t feel
comfortable ordering a shirt online without first trying it on or seeing it in person. And, he said, so far the
company’s online business has increased as it has opened more physical stores.

“We’ve found success in all of the markets we’ve opened, it has strengthened both our online business and
our brick-and-mortar presence,” Paulsen said. “That is why we are bullish on the future.”

UNTUCKit isn’t the only one bullish on its success, Macerich chairman and CEO Art Coppola said his Santa
Monica-based real estate investment trust is making a push to bring other digitally native brands into
Macerich-owned malls.

“The digitally native, vertically integrated brands are going to be a big source of growth, not this year, but as
you look at it, it’s going to grow year by year by year,” Coppola said during the company’s earnings
conference call in February.

Despite continued growth of online and mobile sales, 94 percent of total retail sales still occur at brick-and-
mortar stores, according to a study by online marketing company Pixlee. Nearly half of U.S. shoppers still
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prefer to make purchases in-store rather than online, which is one of the reasons why companies such as
Tuft and Needle, Everlane, Casper, Harry’s and Warby Parker are growing their physical footprints.

Coppola said these companies are vertically integrated, so they understand their entire supply chain. He
also likes these companies because they are selling their own brand, not “other people’s stuff.” And that is
just one of the reasons they make good tenants.

“They all want to have stores. Having stores is not an appendage, it is the core to their strategy,” Coppola
said. “At the end of the day, the offline stores are a much lower cost of acquisition of new customers for the
digitally native brands and have a much higher long-term value per customer and a much higher conversion
rate.”

But having companies like UNTUCKit and Morphe, which also just announced a location at Scottsdale
Fashion Square, come into your mall can be difficult because these brands don’t always have much
experience with physical locations.

“This is where their expertise doesn’t exist, and this is where we have to help them as landlords,” Coppola
said. “We’re helping them in terms of sometimes actually walking them through the process of finding
contractors, getting the stores built, getting things entitled.”

Another thing Macerich is doing is setting up creative, flexible leases for these companies. Coppola said
Macerich has set up short-term leases, for a year or so, with some digitally native companies and once the
location proves successful to both the company and to Macerich, he said they’ll work out a more
conventional lease.

While Macerich said it can’t talk about the specifics of any lease, Paulsen said UNTUCKit worked with
Macerich in 2017 to open its store in Portland and is planning on opening stores at a handfuld of Macerich
properties in 2018. 

“This is new to them, it’s new to us,” Coppola said, “and we’re helping them to bridge the gap.”

One of the reasons some legacy retailers are closing stores is because they lack the right types of focus in
both online and offline sales.

In that same conference call, Macerich’s COO Robert Perlmutter said he’d like to see some of the money
these retailers got from the recent tax cuts be put back into their physical stores.

“We do believe that the brick-and-mortar store needs more attention from these (legacy) retailers. It’s a very
profitable means,” Perlmutter said. “As evidenced with many of the digital brands, it is part of their growth
trajectory to have these physical stores. So we don’t see it as an either/or. We see them being
complementary.” 

One way UNTUCKit is trying to increase its sales in its physical stores is by using the same techniques it
uses online: collecting data.

UNTUCKit has been collecting data on where it has been shipping to its customers for years, so it knows
what markets it can find success and what products people in certain areas want. Having those data points
lets the company stay focused on its goals, Paulsen said.

The company also started using radio-frequency identification (RFID) technology at one of its stores in New
York to track how merchandise moves around the store.



“With the online business, we have a lots of different information points to help us understand what
customers respond to. In the physical store locations we have a little less data,” Paulsen said. “So the RFID
technology is a way to determine what is actual happens in a physical store.”

RFID uses radio waves to read information stored on tags attached to products around the store. It is most
commonly used for inventory decisions and control. UNTUCKit is just piloting the program in its one New
York store for now.

“Ultimately, we are learning some things, validating things we thought were taking place,” Paulsen said. “We
are really interested in gathering that type of information that we can then use across our enterprise,
especially in the brick and mortar stores.”
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