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t present, the most promising 
new launch on the European de-
nim market is the approx. 50-pi-
ece collection by Jason Denham. 
Denham chose his �rst pair of 
scissors as the logo for his Den-
ham the Jeanmaker label, found-

ed in 2008. He used these scissors to cut his �rst 
piece of material while working for menswear 
designer Joe Casely-Hayford back in 1992. After 
several years at Pepe Jeans, he co-founded the 
creative agency Clinic+ and the denim label 
Blue Blood. As the collection is only available at 
50 selected shops in Europe, “small but select“ 
could be the motto of Denham the Jeanmaker. 
The styles can be purchased in Germany at re-
tailers such as Crämer in Nuremberg and 14 oz. 
in Berlin. Denham‘s experience, knowledge and 
passion for the blue denim fabric are re�ected 
in his jeans. The look is a mix of traditional �ts 
and a contemporary take on cuts. He sets great 
store in the smallest of details and consequently 
uses only the �nest ingredients. The fabrics 
come from Japanese denim specialist Hiro, and 
the jeans are washed and �nished in Italy. The 
trousers retail for 150 to 400 Euros. T-shirts are 
available for 60 Euros and shirts for 90 Euros. 
In the blog on his website, Denham provides a 
wealth of background information on the jeans 
production and the qualities of his ingredients.
Another jeans maker who pays at least as much 
attention to detail is Donwan Harrell, the founder 
and creative mind behind the brand PRPS. 
The letters PRPS are shorthand for the word 
“purpose“. And purpose is what he has in mind 
when he designs the pieces in his collection. 
Coming from a family of hunters and wood-
cutters, his passion for denim and its quality 

production may well have its origins in this 
background because the clothes that they wore 
had to be functional above all. As a result,it‘s 
hardly surprising that trousers and tops in the 
PRPS collection frequently feature details and 
inspiration from workwear, military uniforms or 
hunting clothes. 
Harrell pays particular attention to the ma-
nufacture of his denims which are primarily 
produced with environmentally and socially 
responsible cotton from Africa. The cotton is 
processed by traditional Japanese craftsmen. 
After years of persuasion, they only agreed to 
produce denim fabric for Harrell. This spring, 
the long-awaited women‘s collection was 
delivered for the �rst time. With prices ranging 
from around 300 to 550 Euros, PRPS denims are 

in a price segment that is not exactly cheap. 
Jeans, tops and leather jackets from the luxury 
jeans brand, founded in New York in 2003, are 
available at Jades in Düsseldorf, Theresa in Mu-
nich, Speakeasy in Hamburg and 14 oz. in Berlin. 
The brand is planning a slightly cheaper line 
as a commercial foundation for the collection. 
Munich agency McAlpine is responsible for 
sales in Germany. One denim label that has not 

yet been quite as successful in sales and POS 
presence is the Scandinavian label Denim De-
mon by brothers Anton and Oskar Olsson. They 
both live and work in Stockholm, but were born 
and bred in the northern Swedish region of 
Jämtland close to the Norwegian border. Their 
�rst collection in 2006 was comprised of �ve 
trouser styles for men and women, with some of 
the washes being inspired by the Olsson brot-
hers‘ old worn-out trousers. Retail prices range 
from 115 to 180 Euros. The Olssons also came up 
with a very authentic idea for their new washes, 
titled Ware Outs, which deserves special menti-
on.. With their love of nature and appreciation 
for the culture of the Sami, Europe‘s northern-
most primitive people, the brothers set off 
towards their native region with seven pairs of 

trousers in their luggage. The brothers asked 
their Sami friends to wear the trousers in every-
day life – when �shing, hunting elks or herding 
reindeer – for six months without washing 
them. Made partly from heavy Japanese 15.5 oz 
denim, the jeans later showed different signs 
of wear which provided the basis for the new 
washes. Each style bears the �rst name of the 
Sami who wore the trousers through the rugged 

A

Below: Jason Denham chose his �rst pair of scissors as the logo for his label.

On the right: The label Rising Sun shines with artful craft and the use of old 

machines for the production of its trousers.

“Denim makes everyone equal – 
whether they‘re rich or poor, famous 
or unknown, everyone shares the 
same love for the blue fabric.“
Mike Hodis, The Rising Sun


