
DENIM EXPERT PANEL

WEAR ASKS LEADING INTERNATIONAL DENIM BRANDS FOR THEIR VIEWS ON CHANGES TO THE MARKET OVER THE LAST FIVE YEARS AND WHAT THE FUTURE WILL BRING FOR DENIM.

ADRIANO GOLDSCHMIED

[bookmark: _GoBack]“IT IS TRUE THAT IN THE LAST FEW YEARS WE HAVE HAD MAJOR CHANGES, WHICH I FEEL ARE NOT ONLY ABOUT A TREND OR A FASHION IDEA THIS TIME.” 
“I think we face a complete change in lifestyle and the way to understand the jean. Normally, innovation in denim is about progressive evolutions but I think that this time it is a revolution. The need for a complete new level of comfort and the new attitude of consumers is bringing new revolutionary fabrics that are just keeping the color – indigo - out of denim.
The formula in some way is simple, try to understand the style life that is on the way to come and design the perfect jean for it. The desire at that point is naturally coming.”

JILL GUENZA
VP OF WOMEN’S DESIGN AT LEVI’S
 
“AS THE INTERNET BRINGS US AN ABUNDANCE OF CHOICE, PEOPLE ARE SEEKING BRANDS THAT HAVE STORIES BEHIND THEM.”  
“As the original denim brand with over 140 years of experience, we are an easy choice because we’ve managed to stay true to our principles throughout history.  Integrity means everything in a crowded market.  We also need to stay relevant and not rely solely on our history to cultivate appeal.  We recently sharpened our design principles, putting authenticity, simplicity and innovation at the heart of what we do, focusing on our most iconic products and elevating our fabrics. Our Eureka innovation lab – essentially an atelier for experimenting with product – has been a big part of this and enabled us to continue to differentiating ourselves as a brand and bring big ideas to market.”
 
LYNNE KOPLIN 
PRESIDENT OF J BRAND

“INNOVATION IN DENIM FABRIC HAS HAD THE LARGEST IMPACT ON OUR BUSINESS.” 
“We partner with the best fabric mills in the world to find cutting edge technology that makes our fabric the best it can be. Using unexpected fibers like Tencel and Cupro have really yielded our denim with an incredibly soft hand along with superior stretch and extension. We continue to work with mills to ensure we have the best stretch in the market. 
Women love their jeans but always want something new. This season it’s about fit. The Flare is the new jean every women will buy in the next 12 months.”  


HANS-BERND CARTSBURG
CPO, MUSTANG

“THE GENERAL AWARENESS OF THE NEED FOR SUSTAINABLE PRODUCTION AND FINISHING IN DENIM IS CONTINUOUSLY GROWING.” 
“For a wide range of our denims we use a new method, which requires less chemicals and water than conventional productions. We are also deepening the cooperation with our suppliers who follow innovative methods to recycle all used raw materials.
We are Europe's first denim brand. Now, after more than 80 years, we still concentrate on the same product: honest jeans. The return of focus on our core product, special attention to quality and proximity to our customers has proven to be our ultimate key to success.”

PETER KIM
CEO AND FOUNDER, HUDSON JEANS

“THE BEST TREND I’VE SEEN IS ONE WHERE BUSINESSES ARE BECOMING MORE AWARE, MORE PROGRESSIVE AND INVOLVING A STRONGER MORAL COMPASS IN EVERYTHING THAT THEY DO.” 
“We are pushing to make Hudson one of those companies. In fact I hope it is not a trend at all, but rather a positive cultural shift.
As always we want to push the boundaries of what is possible with design and fit, but those advances are usually small steps forward and not grandiose unveilings. Last year we began with baby steps, ending the photoshopping of our models. It’s those sorts of small changes that we hope will add up and make us a stronger and greater Hudson.”


CHLOE LONSDALE
FOUNDER AND CHIEF CREATIVE OFFICER, MIH

“IF YOU'RE TALKING ABOUT DENIM YOU CAN'T GET AWAY FROM BLUE JEANS.”  
“It’s not about the most flattering, leg lengthening skinny jeans but about the attitude that the jeans give you. This means that denims with low stretch or no stretch are back in a big way. 
The denim market is always changing, so it's important to make sure you know who you are otherwise you can find yourself chasing the market. We love blue jeans, we love vintage, but we also love great fitting jeans, so we make the best versions of cool vintage jeans you can find. This has given us a distinct identity in a market that has been driven by black skinny jeans.”

JASON DENHAM,
FOUNDER, DENHAM

“I’VE BEEN A DENIM DESIGNER FOR 20 YEARS AND I NEVER SAW SUCH A DRAMATIC TURN AS THE LAST 5 YEARS.” 
“We came out of the heritage trend with a lot of positives about the importance of quality and fabric. Denham was ahead of the curve to introduce more active performance denim. Today the trend for stretch indigo and black denim is bigger than ever. For SS 2016 among our many highlight stories are Yoga Denim, high performance active blended technical denim, and Eco Ice Denim – new sustainable technology using minus 78 degrees ice particles to create beautiful jeans and save water at the same time.
Constant research and development means lots of new ideas. The world is moving faster due to social media and easy access to everything. This means that trends live and die very quickly.” 

NISH SONEJI
MANAGING DIRECTOR, PEPE JEANS EUROPE BV & INTERNATIONAL

“THE GLOBAL RECESSION CHANGED THE DENIM MARKET SIGNIFICANTLY.” 
“We observed a greater degree of polarization in price points, which resulted in market product offers being either mediocre or spectacular. Perhaps counter intuitively we chose to focus even harder, stretch even further to maintain our price and premium position where we could achieve a pivotal offer in a polarized marketplace. As a result we achieved consistent and sustained growth over the last five years. The key we have found is to innovate and explore, mindful that our loyal customers deserve exceptional product at democratic prices.”

TONY TONNAER 
FOUNDER, KINGS OF INDIGO

“MAKE GREAT FITS IN DIFFERENT WASHES, SO THAT IT WILL BECOME CUSTOMERS’ FAVORITE PIECE, THEN THEY WILL COME BACK TO BUY THE SAME FIT IN A DIFFERENT WASH.”
“For SS 2016 women, we introduce a wider range of fits so there is more variety in the K.O.I offer. We keep innovating in our line Kings Of Laundy with a mix of washes, which hardly use any water. Further we have launched Red Light denim, made with 20% recycled jeans collected in Amsterdam and we will develop the next level of washes and fabrics with this concept.”

PALLE STENBERG
CEO, NUDIE JEANS

“CONSUMERS ARE MORE INTERESTED IN THE PRODUCTION OF THE BRAND: THE ‘BEHIND THE SCENE STORY’.” 
“Sticking to the core values and belief in the idea of Nudie Jeans Co is the major reason for us to stay ahead of the game. We also have the growing interest in sustainable products from retailers and consumers that adds to our credibility as we have worked with this for quite some time.
We have seen that the super stretches will still be on the shelves, but we also see a tendency where the fabrics have the same properties, but the look will get back to the classic rigid looks, which also opens up scope for new styles.”

BARBARA GROTTO
HEAD OF MARKETING AND COMMUNICATIONS, GAS

“WE CONSTANTLY WORK TO INNOVATE OUR OFFER.” 
“The artisanal room, an actual research and development centre at the GAS headquarters, is proof of this constant pursuit for innovation.  It's a meeting place where highly innovative products are developed, such the world’s first completely heat–welded denim, completely reversible jeans and Sumatra, the jegging that shapes and emphasizes the woman’s curves. 
[For SS 2016 at GAS] colored or printed heat welded tapes applied along the internal sides of the pant to make them visible when the pant is turned-up are a contemporary interpretation of selvedge. Jacquard patterns and micro to maxi prints made with different techniques and looks contaminate all the product categories of denim, from 5 pockets to jackets and shirts.”

SEAN GORMLEY
CREATIVE DIRECTOR, WRANGLER

“WE HAVE FOCUSED ON DELIVERING PERFORMANCE DENIM THAT MARRIES FASHION AND FUNCTION.” 
“Since AW 2013 we have introduced a range of innovative products that improve our consumers lives in denim. 
[For SS 2016] We are excited about the arrival of knit look woven fabrics, as well as truly knitted denim which has an impressive four way stretch. It’s still early days for this athletic trend in Europe and we believe it can be a big thing for the future.”


PAUL MARCIANO
CEO & CHIEF CREATIVE OFFICER, GUESS INC

“THE MARKETPLACE AND CONSUMER BEHAVIOUR IS CONSTANTLY EVOLVING.” 
“Despite these changes, we continue to remain focused only on elements that are within our control. GUESS stands apart from other brands because we maintain a healthy balance of continuity and innovation, which has been advantageous in the midst of a fluctuating market. When customers look for a brand, they look for consistency in quality, design and pricing. This is a key component of our business and a reason why we have been able to build strong customer base. Of course, we inject innovation and new trends into each collection, but we never lose sight of who we are and what our customers want.”

PAIGE ADAMS-GELLAR
FOUNDER, PAIGE

“WE CREATE THE BEST FITTING JEAN IN THE MARKET SO WE HAVE DEVELOPED A VERY LOYAL FAN BASE.”  
“We have stayed ahead of the game with our innovative fabrics and we continue to have the best fitting silhouettes from our Verdugo Ultra Skinny to our High Rise Bell Canyon Flare.”  

REMCO DE NIJS 
BRAND MANAGER, G-STAR RAW

“G-STAR RAW IS MORE ABOUT CREATING AN ENVIRONMENT WHERE THERE IS TOTAL DEMOCRACY AND NOT NECESSARILY TRENDS.”
“G-Star Raw is just a place where you are guaranteed to find that pair of jeans you’ve been looking for.
We are the innovative denim brand and we are focused on taking this to the next level with our RAW for the Oceans collection. Together with Bionic Yarn and co-designer Pharrell Williams, we have developed the world’s first denim from recycled ocean plastic. This advancement is an entirely new generation of denim that looks, feels and wears like traditional denim, while offering a solution to the pollution in our oceans.”

ERIN NEVINS 
VP OF DESIGN AND CREATIVE DIRECTOR, NYDJ

“ONE TREND THAT WE SHOULD ALL FOCUS ON IS WATER CONSERVATION!” 
“Southern California is the denim capital of the world and we are facing a huge water crisis. We are working closely with wash innovations to cut back on our water consumption so that we can create beautiful, quality denim that’s also sensitive to the environment.
This is a new era for denim! We are moving away from the skinny silhouettes and deconstructed details into a more tailored, and sophisticated realm of denim. Inseams and leg openings are evolving with wider and more relaxed legs, and we’re also loving the kick flare silhouette that offers just the right bit of attitude.”  


DONWAN HARRELL
FOUNDER AND CREATIVE DIRECTOR, PRPS

“WHITE AND GREY SLIM JEANS ARE THE NEW STAPLE JEANS WITHIN THE MEN'S WARDROBE.” 
“We create the desire to buy another pair of jeans by Setting ourselves apart from our counterparts. Being conscious of what our clients currently have from us in their closets and then making sure we offer something different. Also, staying abreast of the latest washing techniques and technological advancements. Being innovative and experimental with our wash development is of upmost importance to us.” 

MANUELA MARIOTTI
CREATIVE DIRECTOR, DONDUP

“THE NEXT BIG THING IN DENIM IS SIMPLY THINKING ABOUT IT IN A DIFFERENT WAY, REFRAMING IS THE KEY WORD.” 
“For the upcoming SS16 season we’re working on a new concept of denim. We’re pushing so hard on a specific color, which we won’t reveal yet. We’re also thinking about denim not only in a daily-informal way but also as “couture”.   
We create desire by simply keeping on creating something new, exciting and cool. Of course we know that you won’t buy a pair of jeans only because you need it but because that piece thrills you somehow. 

ROBIN CHRETIEN 
FOUNDER AND DESIGNER OF ROBIN'S JEANS

“THE NEXT BIG THING IN DENIM TRENDS WILL BE ABOUT THE TREATMENTS, EMBELLISHMENTS AND WASHES.”
“Gaining access to new customers and untapped markets offers an alluring opportunity to drive new sales growth. We do this by allowing our retailers to customize their buy with different washes and embellishments to suit the needs of their local consumers. 
SS2016 will offer a new incarnation of our Jogger silhouette in jersey, thanks to an overall incredibly positive feedback from our fans. “ 
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