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Boom in 
menswear 
has more 
executives 
suiting up

When Bob Baumann 
got into the 
menswear 
business  

25 years ago, he had  
no physical store or client base.  
He was visiting office buildings  
in downtown Dallas to peddle  
sets of three ties for $50.

These days, Baumann no longer 
goes door-to-door to make a sale. 
In 1999, he opened his own shop, 
Edward Baumann Clothiers, which 
now serves more than 500 active 
customers.

While the business strategy has 
changed, some of the customers 
have stayed the same. Eddie 
Caldwell, a wealth management 
advisor for Northwestern Mutual, 
met Baumann in 1991 while he was 
still selling ties. Today, he visits 
Baumann twice a year for custom 
suits. It’s the quality of Baumann’s 
clothes that keeps him coming 
back, he says.

“It’s a personal touch of a guy 
who has taken the time to get to 
know me and what I don’t and do 
like,” said Caldwell. “It’s very rare 
that he shows me something that 
I don’t say, ‘It’s perfect.’ I can tell 
him I’m looking for a casual jacket 
to wear out with jeans and boots, 
and he’ll know this will work and 
that won’t.” 

Baumann long has been ahead 
of the game in the menswear 
industry. His custom clothing 
business has tapped into a global 
industry that last year racked up 
hundreds of billion of dollars.

A rise in sales
In 2014, U.S. menswear sales grew by 
4.5 percent, according to research firm 
Euromonitor, while women’s cloth-
ing sales only grew by 3.7 percent. That 
growth is only expected to continue.  

Greater spending on menswear has in 
turn fueled sales of bespoke clothing, the 
luxury of having garments handmade for 
an individual’s’ specific measurements – 
a treatment that has long been reserved 
for the rich and famous.

“With 16 percent of men stating they 
utilize custom tailoring for their ward-
robe at least some of the time, that num-
ber will only continue to increase as more 
stores pop up showcasing the capability 

BY KORRI KEZAR  
kkezar@bizjournals.com 

In Dallas and around  
the world, men 
are spending more 
on clothing, and 
that translates to 
more high-income 
executives in search 
of a custom high-end 
clothing experience.

and the benefits,” added Marshal Cohen, 
chief industry analyst with research firm 
The NPD Group.

Affordability
The ability to look different from the 
crowd at a relatively afforadable cost is 
attracting Dallas customers to the cus-
tom clothing market.

Celebrities such as Texas Rangers 
shortstop Elvis Andrus  make up a part of 
the customer base at D. Jones Clothiers, 
which was founded in Dallas in 2008. It 
has since expanded to Fort Worth, Hous-
ton and Oklahoma City. 

But more prevalent are high-income 
executives looking for more clothing vari-
ety than they can find in big-box retail 
stores. D. Jones’ typical customer is a busi-
nessman between 30 and 50 years old.

“As celebrities have embraced style, 
custom clothing has become more popu-
lar,” said D. Jones founder and CEO Drew 
Jones. “But I’m seeing a rise in custom 
clothing not just on the higher end, but 
among young professionals wanting the 
best they can buy.”

While customers can spend $40,000 
on a suit “if you want to go crazy,” says D. 
Jones’ director and clothier Rusty Long, 
the shop’s suits start at $1,595 each. 

D. Jones’ most popular price range is 
$2,000 to $4,000, more affordable for 
non-celebrities.

At Edward Baumann, customers can 
not only pick out that special outfit, but 
also customize the details, from fabric to 
cut and style. A customer can choose to 
monogram his initials on his shirt cuffs, 
select the type of buttons sewn on his 
blazer’s cuffs and even pick out the color 
thread used on his custom-made slacks 
for no extra charge. 

The price of a Baumann suit goes up 
depending on the quality of the fabric a 
client chooses and whether they want 
a partially or fully bespoke suit. Bau-



DECEMBER 25, 2015 5

COVER STORY

Age
The average 
men’s custom 
clothing 
customer is 
between 30 and 
50 years old.

Bespoke 
clothing shops 
do occasionally 
cater to 
younger clients 
looking for 
suits for school 
activities, 
weddings or 
internships. 

Some shops also 
work with older 
customers. 
Bob Baumann, 
owner of Edward 
Baumann 
Clothiers, has 
one customer 
in his 70s who 
only wears his 
custom suits.

Job
Most custom 
clothing 
buyers are in 
management 
or higher-
level positions 
within larger 
companies and 
in the prime of 
their careers. 

Those jobs may 
include, but 
are not limited 
to, wealth 
managers and 
other financial 
professionals 
and lawyers, 
as well as vice 
presidents 
and presidents 
and CEOs of 
corporations.

Income
With most 
custom suits 
costing upwards 
of $1,500, 
customers need 
a strong income 

co-founder and 
CEO Veeral 
Rathod says 
his typical 
customer makes 
$200,000 to 
$500,000.

Bob Baumann (left), owner of Edward Baumann 
Clothiers measures company COO David Wells 
for a custom suit.  He opened the Addison store in 
1999, and now serves more than 500 customers.

WHO IS BUYING 
CUSTOM SUITS?

mann’s garments can be between 20 per-
cent and 100 percent hand made.

“Men in custom-made clothes look 
different, they feel different, they carry 
themselves different,” said Baumann, 
who has “Big City Bob” sewn on the 
inside of his jackets and blazers.

Though all of Baumann’s clothes 
are sewn in the U.S. and Canada, other 
clothiers have been able to lower their 
prices by having their suits made over-
seas. While the fabric for custom cloth-
ier J. Hilburn’s suits comes from Italy, the 
garments are actually sewn in Malaysia.

“I think it’s an industry that can con-
tinue to grow at double digits as far as the 

eye can see,” said Howard Davidowitz, 
chairman Davidowitz & Associates Inc., a 
national retail consulting and investment 
banking firm headquartered in New York.

“These suits can be made in Bangkok, 
made by hand beautifully and the turn 
around time is just a few weeks,” he added.

It started with a tie
Where Baumann’s garments are made is 

just one way, the shop differentiates itself 
from its competitors. Though he’s been in 
the business for more than 25 years, Bau-

CONTINUED ON PAGE 6

In 2014,  
U.S.  
menswear 
sales grew 
by 4.5%, 
according 
to research 
firm  
Euromonitor
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TOP: Before any measurements are taken, sales consultants at Edward Baumann Clothiers spend some 
time (sometimes over a drink at the bar) getting to know the client’s personality and tastes. BOTTOM: From 
left, Preston Steele, company COO David Wells and Bob Baumann go over fabrics and options that they 
would show customers later during a typical appointment.

mann didn’t start out in custom clothing.  
At age 26, he was driving 18-wheelers to 
earn a living. When his mother died unex-
pectedly, to help him cope with his grief, 
a friend of Baumann suggested he attend 
a Zig Ziglar seminar.

Ziglar, an American author, sales-
man and speaker, moved to Dallas in 
1968 while serving as vice president 
and training director for the Automotive 
Performance Co. In 1977, he founded the 
Zig Ziglar Corp. and toured the U.S. as a 
motivational speaker until his death in 
Plano in 2012.

At the seminar, Baumann recalls 
Ziglar telling the crowd that they could 
do anything they wanted to, and Bau-
mann left the event motivated to turn his 
life around. He remembers begging for, 
and getting, a job with Zig Ziglar Corp.

In 1989, while he was with Ziglar’s 
company, Baumann decided to treat him-
self to a new suit. He perused Neiman Mar-
cus’ men’s clothing – the very place that 
Baumann’s mother bought him his first 
suit, an Armani, at 18 years old and that 
kindled his lifelong passion for clothing.

As Baumann was looking that day, he 
found a tie. It was grey, had a beautiful 
pattern, was silk, and cost $100. And he 
had to have it.

Curious about why the tie was so 
expensive, Baumann called the manu-
facturer to find the base cost of the ties 
and, posing as a buyer, bought 72 more 
at that price. Within hours, he sold all 
the ties to friends and colleagues.

It was the founding of Around Your 
Neck, Baumann’s first business, which he 
started with $5,000 of his own savings.

“I decided to go for it,” he said. “It had 
been stuck in the back of my head that 
I had always wanted to be my own boss, 
and since I’ve always loved clothes.”

Around Your Neck didn’t have a phys-
ical footprint. Baumann visited offices in 
downtown Dallas with 50 or more work-
ers and sold his ties directly to local exec-
utives. In 1991, the year the company was 
founded, the Dallas Times Herald reported 
Baumann had sold more ties locally than 
Macy’s and Neiman Marcus combined. 

“He showed up in our conference room 
covered in ties and sold three for $50,” 
Caldwell, one of his first clients, recalls. 

By 1999, he wanted to branch out into 
high-end clothing. Using profits from his 
successful necktie business, he bought  
his first building. Six years ago, the shop 
moved to its current location in Addison.

Baumann has made his store as invit-
ing for men as possible. When clients 
come in, they are offered a drink and 
snack from an in-store bar. They can 
relax on leather sofas in front of three 
big-screen TVs.

Though the company still sells neck-
ties from upscale brands such as Robert 
Talbott and Dion, that’s where the simi-

Menswear  
is becoming  
a booming  
global business

larities to Around Your Neck end. Instead 
of going to offices to sell his wares, he 
sees customers by appointment only. 

And Edward Baumann is no one-man 
show. The shop has 12 workers, including 
sales staff and an in-house tailor.

Baumann has expanded his offerings 
to include bespoke suits, tuxedos, pants, 
shirts, hand-tailored jeans, and cus-
tom-made dress shoes and cowboy boots. 
He also sells accessories such as belts, 
pocket squares, cufflinks and flip flops.

Over the years, the business has been 
fueled purely by word of mouth, and 
Baumann has no plans to ramp up mar-
keting. Referrals from customers such 
as Caldwell have brought in the shop’s 
over 500 active customers, including 
big names such as Imagine Communi-
cations CEO Charlie Vogt and celebrity 
chef Dean Fearing.

“We do not advertise, we’re not in 
a strip center,” Baumann said. “I don’t 
want walk-in traffic. When a customer 
brings in a referral, it’s because they love 
the way we do business. That’s the way 
I’d rather do things.”

Ordering a custom suit from Bau-
mann takes around four to five weeks 

from initial consultation to final fitting. 
Shirts can take as little as three weeks. 

When Baumann started his business 
two and a half decades ago, he had few 
competitors. Today, as bespoke clothing 
has become more popular nationwide, 
dozens of shops, such as Stanley Kor-
shak, Q Clothier and SuitSupply, have 

popped up across North Texas.
But that’s not deterring Baumann.
“The industry is growing, and that’s 

exciting because it means you’re onto 
something,” he said. “My father used to 
say, if people are copying you, it means 
you’re onto something great. I’ve never 
had a bad year in this business.” 

HOW A CUSTOM SUIT IS MADE
 R A client makes an appointment
 R At the appointment, a sales 
consultant spends 35 to 40 
minutes getting to know the client’s 
personality, career and hobbies

 R The consultant advises on fabrics 
and makes suggestions that may 
broaden the client’s wardrobe

 R The consultant and tailor look at 
the client’s height, weight and 
age to figure out the appropriate 
fabrics, fit, cut and style

 R Measurements are taken  
 R A pattern is made for the coat, 
pant, vest or other garment 
ordered (up to 40 patterned 

pieces will be made based on the 
measurements)

 R Garment canvasses and linings are 
cut.

 R The assembly team begins sewing 
individual patterned cut pieces 
together

 R Once a garment is complete, the 
client comes in for a fitting and 
tries on each piece to make sure 
the garments lie properly

 R The tailor may mark the pieces to 
make adjustments  

 R The client returns for a final fitting
 R Measurements are recorded for the 
next garment made
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