


François Girbaud, Co-Founder and Owner, Marithé + François Girbaud 

I’ve lost count of the stories I’ve told over the years, but they’re often reformulated and pronounced by the fashion gurus of the moment. In a world where ‘everyone is beautiful and everyone is nice’, there is ‘traceability’ for counterfeiters and ‘transparency’ that allows international patents to be shared with the giants of the chemical industry.
 
At the risk of repeating what I’ve already said, we only have to look at what happened on Easter Island. Dugout canoes were made to go fishing, until one day there were no more trees, and the inhabitants of the island could no longer feed themselves. We cannot continue to plunder natural resources for end consumption without considering the destruction we are wreaking on our ecosystem. In our eternal youth, we want it all, and we want it now. 

It’s important to tell stories. The work we do today on jeans is nothing more than the sequel to the (more or less) real stories of the journey of miners, cinema and music. We have to find a way to face and survive the reactions of our planet Earth. After all the floods, movements of tectonic plates, displacement and disappearance of continents, there is only one garment that can help us survive the aftermath – solid, practical, comfortable and organic: jeans. 
  
Fabio Adami Dalla Val, Show Manager, Denim Première Vision
 
The ever-changing situation in the world and the confluence of people from different places and cultures increase the sense of uncertainty, on the one hand, and opportunities, on the other. This liquid, uncertain reality is the ideal cradle for new dreams, and fashion is one of the elements in which we translate our dreams.

Denim needs to respond to this need for dreams. And yet, it seems that today it is just a small extra route for communicating identity as other items (shoes, accessories, etc.) have become more relevant as vehicles of symbolic meaning. For many years, denim had been a symbol, but today, in mature markets, it’s a cheap commodity without a real identity.

I think that the customer needs to see the passion behind the product, the importance and the influences in sportswear and casual wear – and to dream again.

New technologies allowing us to customize the products, as well as ensure sustainable and transparent production, are elements that can’t substitute the importance of the fashion side and the DNA of denim.
This is why, at Denim Première Vision, we make an effort to emphasize the fashion side of denim and collaborate with our partners to create unique and innovative items.

Han Ates, Founder, Blackhorse Lane Ateliers
When we started Blackhorse Lane Ateliers, our conviction was to tell our history and our professional heritage through jeans. We are very fortunate to be based in London, a place with garment-making heritage that spans centuries. However, producing in London – one of the world’s most expensive cities – we were aware that we couldn't easily compete with the prices of garments manufactured in other countries. The only way to do it was through quality and design, and so we have put all our knowledge as tailors into the jeans. What that meant was a simple, clean, smart finish. But this was not enough; we also had to develop a set of beliefs and values: quality, community and connectivity. 
QUALITY: We believe that we are making the best jeans in the world through our tailoring knowledge. With that we also give a lifetime repair guarantee.
COMMUNITY: We have an open-door policy where the public can drop in anytime they want. We also regularly host workshops/masterclasses and through those we teach others how to make jeans. We do collaborations with other makers and, as a result, London designers can now proudly produce made-in-London jeans.
CONNECTIVITY: When you combine quality and community, you create connectivity which, in turn, creates accountability.

Maurizio Donadi, Founder, Atelier and Repairs

Storytelling is often confused with brainwashing, an indispensable element of any aggressive marketing strategy. The building of ‘fake stories’ is normal practice nowadays. The objective is always the same: sell more, consume more, discard more.
 
Last decade was all about global domination, inexplicable commercial strategies and very often inferior products being marketed as a premium or as luxury. 

Brands need to speak to citizens with honesty, transparency and commitment to a better environment (for both people and planet). Product and fabrics must be designed and manufactured intelligently with circularity and functionality in mind. In the case of denim, overproduction is (in my opinion) an extraordinary issue. 

Denim brands must share information about their practices with total transparency: this is indispensable for their survival. 

Mark Ix, Director of US Marketing, Advance Denim 

All denim brands need to have a story to tell about their brand. The story is a vital way for consumers to understand the merits of the brand and the brand’s values. Traditionally, denim brands have focused on stories that revolve around fit, design or heritage, and I think today that paradigm still holds true. 

The difference today is that in order to keep the consumer’s attention, there has to be a sustainable aspect to the story. Consumers are aware that sustainable and socially responsible manufacturing is important. They want brands that are fashionable in the traditional sense but also eco-friendly. The best way to reach the consumer is through marketing and stories that that explain both the brand’s fashion aesthetic and its environmental responsibility. Right now, I feel that this need for sustainability will clean up the tired old ways of producing denim and usher in a clean, responsible manufacturing future. 

However, as companies push for sustainability as a gateway for manufacturers to gain access to brands, it will soon become ubiquitous – and then consumers will see it as a given and not an exception. And when this happens, the stories will return to classic fashion narratives.

Andrea Samber, Director, Consumer Marketing – Brand Partnerships at Cotton Incorporated

Shopping for and wearing denim made from natural cotton is a simple entry point to helping close the loop on cotton sustainability. Since authentic denim is made from cotton, a natural fiber, it can be recycled and used to create something new. At the forefront of this process is Cotton Incorporated’s ‘Blue Jeans Go Green’ program.  

With the recycled denim, we work with Bonded Logic, Inc. to create ‘UltraTouch Denim Insulation’, a natural cotton fiber insulation. Within our community, we inspire hope and passion by giving back a portion of the recycled product. By sharing what we know about cotton fiber and fabrics, and empowering others to recycle them, we are helping consumers understand the importance of checking fiber labels and the impact that this may have on the environment.

The natural quality of cotton allows the denim to be broken down to its original cotton state. When it’s recycled, cotton can be transformed in creative ways that contribute towards a greener world. We hope that through the denim recycling program, together we can feel good for acting responsibly to protect our planet and divert textile waste from landfills.
Most of us have such a personal relationship with our denim, our jeans especially. Our program gives people the opportunity to feel good about parting with their jeans at the end of the jeans’ life. By recycling them through the program, customers know their jeans will live on as something new – starting a new story.  

Paul Marciano, Chief Creative Officer, Guess

I believe that for the customer to engage with a brand today there are two key pillars: heritage and innovation, two opposites with equal importance. 

At GUESS, we are proud of our heritage. We have a long history of denim behind us that makes us true experts in the market when it comes to raw material, fit and style. We started back in the early 80s with the clear mission to revolutionize the world of denim. To this day, denim remains at the root of our brand and the starting point of every collection. 

With expertise comes innovation. Every season we introduce new technologies in order to offer the best denim on the market. But the biggest innovation and one that I’m personally most proud of is the progress that Guess is making in the sustainability area. Sustainability, to us, is the catalyst for creativity, helping us to rethink the way we design our products with incredible technical fabrications and fits. This topic must be number one for our generation and it is our mission to offer high-quality products designed with the environment and our communities in mind.

Anit van Eynde, Vice President Brand Marketing, Levi Strauss & Co. Europe

At LS&Co., we bring our values to life through a ‘profits through principles’ approach to operating our business. This means never choosing easy over right and working ethically at all times. It is something we do in our business, by ensuring the people who make our clothes are treated fairly, sourcing materials responsibly and investing in innovative ways to make products more sustainably. And it’s something we do beyond our business, by reinvesting in our communities and giving our people the ability to make an impact in their communities.
 
This year, we will be launching our most sustainable collection yet, featuring our homegrown ‘WELLTHREAD’ technology which uses cottonized hemp to significantly reduce the quantity of water used in the dyeing process, while we continue with our longstanding commitment to supporting LGBTQIA+ communities through a network of global and regional charity partners, enabled by the time and hard work of Levi’s employees.
Putting our values to the forefront is not only the right thing to do, it allows us to live up to our heritage and face the future. It’s this approach that enables us to connect with the consumer on an authentic level by offering the most innovative products and collaborating with some of the world’s most progressive brands at the center of culture, such as Google, Disney and Netflix.
 
Danique Gunning, Co-Owner, Mud Jeans 

Consumers are dealing with a lack of trust. Fast fashion brands are using the word ‘sustainability’ as a marketing tool, which leads to the term losing its meaning and credibility. We offer total transparency and just completed a Life Cycle Assessment for all of our products, giving us the exact impact of every pair of jeans. But the key in selling denim is to make it personal. So even if we have the numbers right, we need people to experience that it feels extra good to wear something sustainable. We are now launching our #ISAVEDIT campaign, where influencers can share what it feels like to wear jeans that score highest on the sustainable ladder. We can tell that it feels better to be wearing jeans that align with someone’s life goals, but it is even better if they share that amongst their followers. 

In every decision we make, circularity is at the core. For example, we are now conducting research to produce the first jeans made from 100% recycled denim. Before that we did crazy things, like driving to the recycling factory in Valencia with 3,000 returned MUD Jeans to film the recycling process. Last year we visited our factory in Tunisia with our entire team, explored Tunisia, did a photo shoot and showed our stay there in stories on our Instagram. To us, this is personal and honest storytelling, displaying total transparency. 

Daniel Cizmek, Owner, Dc4 Japanese Denim Store

Storytelling is one of the most important aspects of Japanese denim. Every brand has a story, and it’s really all about how each one works with the indigo and the vintage shuttle looms to create unique color, weave and fade characteristics.

Fullcount from Osaka has always been about recreating the perfect American denim from the 1930s. Pure Blue Japan from Okayama is all about a rough, slubby handle and exploiting the purest natural indigo hand dyes. Samurai Jeans is about amazing detailing, like silver threading, a unique visual story on every leather patch, and high-contrast fades that loyal customers obsess about. Oni Denim is about amazing texture and a mysterious aura around its eighty-year-old reclusive master-weaver Oishi-San and his signature ‘Secret Denim’. His weaving is characterized by the way he manipulates the old TOYODA G3 shuttle looms to create the look of handwoven jeans.

Japanese denim has become the Holy Grail of denim. It began with an homage to the great American brands. Nowadays, ironically, there are American brands that strive to match Japanese denim craftsmanship.

Adriano Goldschmied, President, House of Gold
[bookmark: _GoBack]Consumers today are bombarded with information; selecting an item is a process that for sure involves the product but starts from the evaluation of the brand, what it stands for and whether its main values align with those of the customer. In addition, consumers need to have more transparency regarding fibers, dyeing, how and where the denim is manufactured and washed. Basically, you need to tell the story not only about the fit or the wash but about all the components of the jeans and the way they were put together.

I feel that the market, the way we design, and how we distribute is changing dramatically and very quickly. Sustainability is already becoming somewhat of an obsolete word that at the end does not mean so much if it is not connected to what we are going to do for the future. Designing for a circular economy – that for sure is the future of the industry – is the new challenge that brings very different inspirations and methods. We need to design jeans that last longer and appeal to multiple consumers. We will get disconnected from the traditional fashion trends and hopefully will not have an obligation to design something new every six months. 

Marco Lanowy, Managing Director, Alberto

It’s all about the best/perfect fit! You can have the best washing or the most genius, authentic or flexible collection, but still – fit rules!




