Lena-Sophie Röper, Premium Buying Director, Zalando
 
Today’s customers value quality, heritage, authenticity and credibility – especially when it comes to denim. They love denim editorial stories about the history of a heritage denim brand, or revivals, or archive pieces and silhouettes of the 80’s and 90’s (Mom Jeans, Boot Cut, Flare, etc.). Furthermore, it is about comfort and fit, so any editorials that present a multi-faceted variety of looks speak to customers. 

Denim also often attracts in shoots with a certain sex appeal, like Calvin Klein Jeans’ campaign featuring Hailey and Justin Bieber.

Last but surely not least, sustainability is becoming an increasingly important part in purchase decisions. Denim is highly criticized as one of the worst environmental polluters due to its high water consumption and use of chemicals. Therefore, sustainably sourced denim and denim brands built on a CSR (Corporate Social Responsibility) model are stronger than ever. 

Daniel Grieder, CEO, Tommy Hilfiger Global and PvH Europe 
  
Mr. Tommy Hilfiger first got into fashion by selling bell-bottoms from the back of an old van when he was 16 years old. Today, denim remains a timeless staple that we are particularly known for with our consumers because we never stopped innovating in this category since day one. Denim is a wardrobe essential, but consumer feedback today is clear: they want to know where their clothes come from and the impact their fashion choices have on the environment. As the industry moves towards a system founded on more sustainable principles, we are committed to being a leader in this process by investing in innovations that reduce water, energy and chemical use in the denim production process.

Panos Sofianos, Bluezone Curator and denim expert, Munich Fabric Start 
 
In my opinion, denim provides the best starting point for storytelling because of its great heritage. No other material in the history of clothing has a more powerful story behind it: from the gold mines of the 18th century to the rebellious motorists of the 50’s; an icon of the Woodstock generation now championed by the fashionistas of today’s world. The fabric lends itself to new functions and styles fit for every decade – there are infinite stories to be told involving denim. Customers should discover denim through the glory of the past together with the high tech of the future. At the same time, sustainability will and must become a matter of course, and new angles must be developed to support this self-evident ecology while creating new stories. Bluezone revels in the heritage of denim and simultaneously embraces the brave new world of blue. New opportunities achieved by science and technology are showcased at Bluezone and as part of Keyhouse, our hub for innovation for new materials and developments. In the new decade, a denim brand should tell outstanding stories highlighting these new opportunities with a unique and playful approach – imagine denim that could be worn on Mars!
 
Tricia Carey, Director of Global Business Development – Denim, Lenzing
 
Our techno-driven, fast-paced world has accentuated storytelling because we now have numerous ways to conduct a dialogue. It could be photos on Instagram, videos on IGTV or YouTube, or even digital product descriptions. While hiding behind our phones and having less human connection, we still crave more experiences and knowledge. Storytelling in denim ranges from what my jeans are made of, to where they are made and who actually made them. Each denim brand carves their niche to connect with the customer, establishing greater value and purpose. Sustainability is a chapter to the story where understanding raw materials and environmental impacts is crucial. We have found brands telling some amazing stories about our TENCEL x REFIBRA Denim using cotton scraps. The realization that textiles can be recycled to make a new fabric engages the consumer in a lifestyle of environmental mindfulness.

Verena Paul-Benz, CEO, LOVJOI

To launch a successful sustainable denim company, one needs more than just a certificate on the label. The conscious customer wants to hear the whole story behind the product. To be informed about every detail empowers our target group to take action for themselves and the environment. Buying fashion nowadays is almost a political choice. But behind all sustainability aspects, you should make sure that style is just as important. Our contemporary fits, such as wide cropped and straight leg, are the new bestsellers.  

Andrew Olah, Founder, Kingpins and Transformers, and CEO, Olah Inc.

I think in the future, consumers need to have access to as much information as possible about products, the components of their products and the supply chain – i.e., who makes it? – and that would include all the companies involved in the product.

Sustainability starts with transparency, and that means showing everything that you have done and with whom (carbon footprint, water usage, etc.).

Last month our Kingpins Transformers summit series became the Transformers Foundation, a non-profit entity focused on actively addressing and facilitating change in key areas of the denim supply chain: social responsibility, sustainable cotton, responsible chemical management and consumer education. Through the Foundation, we wish to make transparency business-as-usual for the denim industry.

Jason Denham, Founder and CEO, Denham

I agree that ‘storytelling’ is vital when selling denim in this decade … and it always has been since 1850. The strongest denim brands have always had a story to tell. The original, authentic US Western brands told stories about patent details of strength and workwear functionality. The contemporary brands talk about fitness and purpose and the fashion brands tell stories about silhouette and style. I like to think that Denham offers a combination of these three important denim messages. The new norm in denim communication is ‘telling stories about sustainability’: this has always been our vision at Denham, we were born this way, so we don't gloss over new or fake stories. We continue to do what we have always done: make great ethical products with the best materials and techniques possible. Then we service the products and give them an after-care life. Then we recycle, upcycle and repurpose, doing our best to support a waste-less culture.

Joyce Wang, Founder/ Head Designer, Joyce Wang EcoFashion 

Try to recall what has won denim love over centuries: it’s functional, it lasts, it records stories, layer by layer. Denim is so much more than just fashion: it’s necessary, it’s a tool, it’s alive! It’s here to last, to be upcycled, to gain added value over time. 

Millions of denim swatches and damaged denim clothing go to waste. There should be design competitions every season where denim waste is collected and given the chance to live again, with designers doing one-off items and limited collections and selling and promoting them through auctions and shows. 

Stephanie Lawson, Brand Founder, Zodiac Active; designer, consultant and educator, Laws On Design
 
One of the challenges is how to communicate hybrid products, such as those at the intersection of denim and sportswear. I’m most looking forward to Nike’s adventures in denim and especially the relevant communications, since they filed patents in this area a few years back.
 
I find that currently in China, denim is overall still seen very cheaply. Any sort of premium product has to work hard to communicate the value. This is still an area ‘under construction’.
 
Internationally there are examples of modern craft re-energizing the denim stories (Faustine Steinmetz et al.). One of the most fascinating themes I see in craft denim of late is that of surrealist or ‘fantasy’ denim (this is what the Italians call it). At-home makers with a great eye for design create one-off pieces available by DM. Some are actual ‘gonzo denim couturiers’ (home alone and hyper creative with their paints, scissors, sanding machines and who knows what else?!)

[bookmark: _GoBack]El Solitario and Deus Ex Machina tell the ‘heritage’ story in new ways, glamorizing the American West anew by way of motorcycle Instagram-preneurs. In China and India, where motorcycle lifestyle is just taking off, it would be interesting to see if heritage denim can grow.
 
 

