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STORYTELLING THROUGH DENIM

[bookmark: _GoBack]In WeAr 60, with the help of denim experts around the world, we identified challenges currently facing the denim industry. In the present issue, we discuss potential solutions. One of the topics that our interviewees kept mentioning last year was the importance of storytelling. This time we thus asked denim experts: ‘What sort of stories does the customer need to hear in the new decade in order to engage with a denim brand?’ The answers were rich and diverse; what you see on the following pages is often just a snippet – please scan the QR code on this page to read the full answers on our website.

Here are the five key takeaways:

Transparency

Every pair of jeans needs to be traceable: the customer will need to know where the fibers and the fabric come from, and where the garment is designed, manufactured and finished. Blockchain and similar technologies make it possible. Communicate through social media, videos, and digital product descriptions. Brands and retailers need to use the information manufacturers and fabric creators supply. There is a world of marketing material available. Circularity will be core. 

Design thinking

Short of creating a three-legged jean, do not limit your creativity with denim. However, do not underestimate the appeal of the timeless five-pocket classic either. Fit will always be key – keep working on it; it is a story in and of itself. The next thing to think about is functionality.  

Localization

The same pair of jeans will have drastically different meanings in Japan, China, the US and Germany. Do not be tempted to tell the same story to customers in different markets: adapt it to the local attitudes. Cultural sensitivity is more important than ever.

Authenticity

Diversity in denim is a reflection of a diverse society. Denim needs to become a symbol for the open-minded outlook Generations X, Y and Z are embracing. It needs to invoke dreams in the mind of the end consumer. Denim stories can be told through a brand’s heritage but also the right celebrity partnerships.

Connectivity

Open your ateliers for end consumers – off- and online: that way, your stories can become dialogues.


YUJI HONZAWA, FOUNDER, RED CARD

For Europeans and Americans, denim is part of their everyday existence; other than on special occasions, in the West you can pretty much live your life in jeans. This is not the same in Japan where you won’t wear jeans to work, and denim is relegated to the status of ‘holiday wear’. Education about denim is necessary here: from elementary school, children need to learn about jeans. A reform of corporate dress code is needed, too, so that jeans become permissible office clothing. But the industry should intervene as well. Sales and communications around denim need to be reviewed. 

There is this idea nowadays that it is important to increase the size of SKUs and propose jeans that fit various body types. But originally, jeans were workwear, and the sizing was meant to be rough; and I think this approach is more sustainable. The heightened focus on the need for multiple options within ‘3F – Fit, Fabric, Finish’ – is out of date and contradicts the very idea of jeans: I believe we should focus on the classic five-pocket jeans made of 100% cotton. In the next decade, I hope to keep revisiting and reflecting on the roots and origins of jeans.


VINCENT QIN, CHIEF MARKETING OFFICER, ENVOY TEXTILES LIMITED
 
The transparency of the supply chain, consumers’ rising concerns as well as the popularity of social media drive suppliers to search for new communication strategies, and storytelling plays a critical role therein. To prevail or to be left behind, it depends on your story.
 
Let me give you an example. Last June, at a seminar at Denim Première Vision Milan, I heard the story of a brand, CLOSED, about sustainability. The title of the story was ‘A Better Blue’. Since then, I never miss a chance to visit CLOSED’s stores when travelling to Europe.
 
 
		ELENA FALESCHINI, GLOBAL FIELD MARKETING MANAGER, ISKO





For storytelling to be effective, it needs to be relatable to consumers as well as reflect a brand’s core values. It is also fundamental to anticipate consumers’ needs in order to meet the ever-changing expectations of society. This is done through investments made in innovation and, again, responsible practices. For example, heritage in denim is still one of the main trends, while comfort is a must-have to come to terms with today’s fast pace. In the end, what matters is what you stand up for, how much you believe in it, how well you say it and how the world can recognize itself in your message.



