DENIM ROUND TABLE

G U G L I E L M O O L E A R O (09)
DIRECTOR , DENIM PREMIÈRE VISION
Despite the macro analysis showing a continuous growth in the denim market,
the contingent situation is difficult for most of the actors. The market is more
fluid than ever and the needs of the customers are evolving faster than in the
past. On the other hand, denim clearly has an incredible appeal, considering
its presence in almost all the [fashion] collections, the growing amount of new
denim brands and the fact that is considered a pioneer element in the sustainable textile improvement.
The big challenge is to transfer to the new generations of denim lovers all the
values behind the “denim” brand. We need to focus on the PRODUCT and re-build
knowledge around it. Collaboration within the value chain is paramount, along
with a comprehensive and transparent vision. This is one of the key targets of
Denim Première Vision too: we focus on responsible fashion collaborations and
on share of knowledge.
Actions:
connect and collaborate to analyze, define and share best practices in order
to improve the quality along all the value chain.
increase the standard of true responsibility in all the segments of the value
chain.

Boyish Jeans

J O R D A N N O D A R S E (10)

F R A N C O C ATA N I A (11)

FOU NDE R A ND C R E ATIV E DIR EC TOR , BOY ISH JE A NS

C E O , G I A D A S . P. A .

I believe denim is having a re-birth actually […] I think the biggest change that

Giada has always adopted a certified, eco-sustainable policy for the realization of

needs to happen should be within brands. Manufacturers have had the technology

its products, from denim dyeing, which occurs with natural indigo color, to washes

for a more sustainable supply chain for a long time, but brands are too focused

that employ reduced quantities of pumice stone and water, which is later recycled.

on reducing their costs for a higher profit margin. That is a ridiculously backwards

In addition to this, Giada has developed the ‘Ice Finishing’ system a few years ago:

way of thinking.

an eco-friendly washing process carried out with the use of ice. […] The Bronte

If brands look at their impact and deliver a clear message of true transparency

recycled through water purifiers. All this allows our jeans to have a lower business

all the way to the firms that produce the fiber that goes into their fabrics, they

impact. With Hand Picked we also try to develop intelligent sample sets, avoiding

will see that their consumers care more about their products and put a higher

warehouse overloads with goods to be disposed of.

plant is our success story. All energy is self-produced, and 60% of total water is

value on them. After all, 60% of jeans’ impact comes from the fabric, 30% from
laundry and CMT, and 10% from trimmings. So, the most impact one can make
is through fabrics.
Just make sure you certify and audit your supply chain with professionals. There
is a lot of lying going on. For instance, only 0.5% of the world’s cotton is actually

A G O S T I N O P O L E T T O (12)

truly organic. Oh, and stop using recycled plastic in everyday garments that get

MANAGER, PIT TI IMMAGINE

washed extensively. Micro-fiber shedding is a huge problem. These micro-plastics
are ending up inside our stomachs and there are already eight billion tons of them

Younger consumers are crucial in leading the most prominent changes in the field

in the oceans. So if you're a brand, stop trying to take shortcuts by putting abnor-

[of denim]. Among the drivers of the evolution I see fashion collaborations which

mal amounts of recycled polyester or nylon into your garments. Even if you take

are becoming a strategic tool to target new consumers. Another strong current

ocean plastic and make it into recycled fiber, that’s not a solution. The plastic is

is related to high-tech customization options: features that could expand the

still ending up back in the ocean, but this time it’s more damaging!

possibilities for consumers and the range of occasions to be dressed in denim. We
have denim-focused projects for the next editions of Pitti Uomo in the pipeline:
we all love denim – it is one of the most versatile and fashionable fabrics.

188

We Ar 4/ 2019

DENIM ROUND TABLE

01

02

03

04

05

06

07

26

DE NIM
UNIVE RSE

25

08

09

Denim is one of fashion’s key markets, even though it has faced
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multiple struggles in recent years. For this special issue, WeAr has
asked some of the world’s key denim specialists, including both
10

young and established brands, fabric manufacturers, specialist
retailers and trade show executives, what the industry could do in
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order to return denim to its former glory. Some answers were so
detailed and fascinating that we have created a special page on
our website to reflect the richness of ideas proposed by our inter-

11

viewees. What you see below are often just snippets; to get the full
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discussion, scan the QR code on this page, which will take you to
the dedicated webpage.
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