DENIM: A HISTORY

Emily Norval / Klaus Vogel

Giorgio Armani once said, “Jeans represent democracy in fashion.”  It’s hard to argue with that – denim, more so than any other fabric, is a universal symbol. We live our lives in denim, no matter who we are.

‘Serge de Nîmes’ – the material from which many believe the Anglicization of the word ‘denim’ comes from – was manufactured as far back as the 18th century, but it was Levi Strauss during the 1850s who put jeans on the map, producing workwear in San Francisco. Several developments later, including the addition of copper rivets for pocket fastenings, in 1917 The US army adopted Lee Jeans’ overalls into its official work clothing during World War One. During the stock market crash of 1929, denim clothing gained widespread popularity in America for its affordability, meanwhile cowboys immortalised in Westerns popularised denim on the big screen. 

During World War Two, American G.Is brought jeans over to Europe and Asia and in 1948 Albert Sefranek started producing German jeans under the label Mustang, which remains one of the most important European brands to this day. Meanwhile by 1957 K.K. Tsunemi (today known as Edwin) was importing and selling jeans on the Japanese market.

As denim became associated with rebellious stars like Elvis Presley and Marlon Brando, so its popularity grew among teenagers. Iconic bell-bottoms came with the hippy movement of the 1960s and by 1971 blue jeans were shown on the cover of Vogue. Designer brands like Calvin Klein quickly got in on the act. Meanwhile, with American products difficult to import, brands such as Pepe emerged in 1973, manufacturing themselves in Europe. 

In 1985, the Italian “Jeans Genius” Renzo Rosso bought all the rights to the Diesel and began experimenting with different washing techniques. In 1996 the Diesel flagship opened in New York and Rosso became the first European with the courage to sell designer jeans in the US for more than $100, paving the way for premium jeans today.

Although the 1990s saw an oversaturated denim market, causing jeans to fall out of favour with youths unprepared to wear the same pants as their parents, the 2000s saw a major denim revival. L.A. based labels created a new hype with premium denim. 7 For All Mankind became the forerunner of many great LA-based brands, with the best fit combined with new fabric washes and treatments. Prices soared to new highs and a pair of jeans was finally accepted as a luxurious piece of clothing

[bookmark: _GoBack]Nowadays, European designers have taken the helm to deliver a new desire for denim. Brands like Denham are gaining much attention for craftsmanship and other brands are following, as you will see and learn in this issue. Denim will never disappear. It moves in 20 year waves, where it moves between mega-hip and then less desirable, but even in the downsides demand is high due to the creativity of the global industry, so the cycles of up and down get shorter. Denim will remain the most profitable piece of clothing for the industry, with the global market for Denim Jeans forecast to reach US$64.1 billion by 2020, according to research firm Companiesandmarkets.com. From Primark to Prps it will continue to serve us from basic needs to high-end fashion, proving that it still retains at its core the democracy that Armani spoke of. 
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