RIVETANDJEANS.COM

The blueprint for the denim industry
From mills to runways, Rivet has a pulse on the game-changing designers,
innovators and retailers influencing the future of the global denim market.
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CONTENT
Rivet readers are always kept informed on what’s now and what’s next in the
fast moving denim industry, from the raw materials transforming collections
through the bestsellers driving retail sales—and everything in between.
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ONLINE
The denim market is constantly reinventing itself for an ever-changing
global consumer with fresh designs, the latest innovations and new
practices—and rivetandjeans.com is the one-stop resource for daily
updates on what’s happening and what’s on the horizon.
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RIVET MAGAZINE
Rivet magazine covers the denim industry from inseams to finishes. Each edition puts a spotlight on the issues that are most
relevant to the market today from multiple angles including feauturized news pieces, styled shoots to in-depth conversations
with key players. Whether talking to the makers or the end consumer, Rivet offers unique access and perspective.

R E SSPOOUNRSCI IBNI GL I T Y

82

SOURCING

PEOPLE + PLANET

83

Intersectional environmentalism—what does it mean for
the denim industry?
w ords_____ KATE NI SHI MURA

D O N ’ T C A L L I T A

April & October
With global distribution and the shelf life of six months,
Rivet’s premier printed and digital product will focus on
the big picture topics on sustainability, sourcing, fashion,
technology and more that are moving the industry forward.

June
Selling Denim: This issue will examine the ins and outs
of selling denim in 2022 and beyond. Content will focus
on denim’s pivot to digital, the rise of social commerce,
how delivery delays are affecting retailers and tips to
avoid greenwashing.

— Ka y la M arc i, Edi ted
These individuals are “on the front lines of climate shocks,” Barenblat said, because the natural
resources in their communities have been pillaged
“to enrich Western brands.” What’s more, these
women are also dealing with rampant human
rights abuses—an issue that has come to light

l_____D E N I M FACTOR Y I N CAM B OD I A
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COME
BACK
RIVET NO.12 / JUNE 2021

Strong-willed and unflappable, New York’s fashion and retail sectors are
ready to navigate life after the coronavirus.
w ord s_____ ANGELA VELASQUEZ

RIVET NO.12 / JUNE 2021
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April: Wrangler’s 75th anniversary special section
October: Rivet 50 special section

N

ew York City is high on optimism, buzzing from the more
than 7.5-million-and-counting
Covid-19 vaccine doses administered across its federal and
state-run facilities. As of May
19, the nation’s cultural capital lifted most pandemic-related capacity restrictions that plunged offices, retailers, dining establishments, salons, gyms
and more into some version of dormancy over the
past 15 months. Broadway stars and their supporting casts have restarted rehearsals with hopes of
returning to full houses in mid-September, and the
New York City subway is back to chugging along
around the clock with 24-hour service. MTA New
York City Transit officials recorded 2,009,025 subway trips on April 8, the first time that ridership
has breached the two-million mark since the pandemic upended city life.
In other words: NYC is open for business.
It’s a stirring reversal from where the city was
one year ago: the early epicenter of America’s
Covid-19 crisis. Approximately 203,000 confirmed
cases were reported in NYC during the first three
months of the pandemic, during which images of
an eerily empty Times Square and Grand Central
Station devoid of travelers captivated the world. As
of the end of May last year, more than 940,000 residents had contracted the virus, resulting in approximately 33,000 deaths, NYC Health reported.
Despite the palpable excitement of regaining
some sense of normalcy, the weight of enduring such a trying and uncertain period lingers on
New Yorkers’ psyche. The city’s fashion and retail
sectors—and the people who power them—are
bound to emerge from the pandemic changed.
“During the lockdown all my vendors pivoted
in a week’s time and made masks, gowns, lasercut shields and even used 3D printers to make air
mask nozzles,” said Christine Rucci, president and
creative director of Godmother NYC Inc. and a
member of Made in NYC, an initiative of the Pratt
Center for Community Development that supports
thousands of local manufacturers and makers.
PPE demand that cropped up virtually overnight
ultimately helped save many factories from going
under, Rucci said, and underscored the city’s manufacturing capabilities at a time when both local
makers and brands desperately needed a lifeline.
Marred by factory shutdowns and canceled
orders, the pandemic pushed the global denim
supply chain into a state of turmoil, but Rucci said
the companies that tapped into a local network of
NYC makers were the ones that persevered. Rucci
developed small runs, prototypes and sales sam-

l_____ JAY Z AT TH E WOR LD TR AD E CE N TE R

“BRANDS ARE
S T IL L USING
SUS TA IN A B IL I T Y
AS A B OX-T ICK ING
E X ERCISE...,”

ples throughout the outbreak’s darkest days, serving clients like Belstaff and DiResta Make Wear by
utilizing the Jeanologia technology at New Jersey’s
nearby BPD Washhouse.
As the owner of Brooklyn Denim Co., the Williamsburg outpost for denim brands like Tellason
and First Standard Co. and its own eponymous
label, Frank Pizzurro saw firsthand how the Covid
crisis, along with growing climate-change concerns and a “general feeling of having to connect
more with life,” is changing the way people view
fashion. “Consuming has been a sport in the U.S.
for the past three decades, but people are waking
up to the fact that there is more to it than just owning things,” he said. “They will still consume but I
think wiser and with more thought and purpose.”
Despite the short-term economic pain that comes
with consumers buying less but better, the change
will be “a good thing” in the long run, Pizzurro said.
REALITY BITES
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Fashion, retail, entertainment and hospitality—
NYC’s heart and soul—number among the city’s
hardest-hit sectors. Despite retail rents cratering
to historic lows—as much as 25 percent off from
2019 levels, the Real Estate Board of New York
reported in January—the empty storefronts lining
Fifth Avenue, Lexington Avenue and Broadway
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Credits: Jay Z: Courtesy of Jamil GS/ Rolling Stones; Andy Warhol, Jackie Kennedy Onassis,
Calvin Klein: Fairchild Archives; Sarah Jessica Parker, Jennifer Lopez: The Mega Agency
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Digital Issues

tries in the world that’s predominantly powered
by women.” In some prominent sourcing locales,
more than 80 percent of workers are female.

l_____ AN DY WAR HOL

savvy, “brands are still using sustainability as a
box-ticking exercise, trying to offset their environmental footprint through a one-off organic collection or recycling initiative when it is a complex and
multi-faceted concept,” Marci added. For companies to become truly sustainable, “their efforts need
to also protect and give back to the poor communities of color who experience injustices from the
industry’s processes,” she said.
Issues persist throughout the supply chain—
from the beginning of a garment’s life cycle, where
workers are faced with poor working conditions,
inadequate compensation and wage theft, through
the end of a product’s life, when it’s discarded in
a landfill that is often adjacent to an underserved
Black or brown community, Marci said. “This
often-neglected demographic is most affected by
the fashion industry.”
“It really comes down to two things—climate
justice and gender justice,” ReMake founder and
CEO Ayesha Barenblat opined. “Without human
rights and without gender justice, there really
cannot be a sustainability movement,” she added.
“These two issues go hand in hand.”
According to ReMake’s data, there are 70 million workers in the global apparel and textile industry, and “it’s one of the only manufacturing indus-

CREDIT: REMAKE

S

temming from a desire to confront the damage its waste-making ways have waged on the environment, the fashion sector
has rolled out a multitude of
sustainable advancements in
recent seasons. Material innovations, traceability
technology and upcycling initiatives have all become common tactics for brands looking to curb
their ecological output.
But a global pandemic has laid bare the industry’s most toxic effects on the people at the heart of
its supply chain. The term “intersectional environmentalism” has been quietly gaining traction, bolstered by a growing understanding that garment
workers—most of whom are women—stand to
bear the brunt of the industry’s failures.
“Intersectional environmentalism in fashion
is advocating for both people and the planet over
profit, ensuring race and privilege fall under the
umbrella of sustainability,” said Kayla Marci, Edited
market analyst. “The movement identifies how
marginalized people of color are often left out of
the conversation, yet are the most vulnerable to
adverse environmental impacts such as pollution
and climate change.”
Despite the fact that shoppers are becoming

Print Issues

November
The Age Issue: This issue will look at the buying power
and style preferences and habits of Boomers, Gen X,
millennials and Gen Z. Topics will include interviews
with brands/retailers that have an expertise in tailoring
their collections, messages and shopping experiences to
each generation.

RIVET EDIT CALENDAR
January

May

October

FOCUS AREAS: 2021 forecast; Men’s collections

FOCUS AREAS: Designing for Gen Z values

FOCUS AREAS: Sustainability; Fabric innovations

IN SEASON LOOK BOOK

2022 RIVET 50

PUBLISH DATE: MAY 11

PUBLISH DATE: OCTOBER 4

February
FOCUS AREAS: Black History Month; Bluezone;

Project Las Vegas

RIVET MAGAZINE

June

PUBLISH DATE: OCTOBER 11

FOCUS AREAS: Retail innovations

March

RIVET MAGAZINE

November

FOCUS AREAS: Women’s History Month;

PUBLISH DATE: JUNE 14

FOCUS AREAS: Supply chain innovation

Women’s collections

RIVET MAGAZINE

July

PUBLISH DATE: NOVEMBER 15

FOCUS AREAS: MEN’S COLLECTIONS; VINTAGE AND RESALE

ROUNDTABLE: Chasing Net-Zero

RIVET MAGAZINE

August

December

PUBLISH DATE: APRIL 4

FOCUS AREAS: New brands; Project Las Vegas

FOCUS AREAS: Holiday shopping guides;

April
FOCUS AREAS: Sustainability; Fabric innovations

Year in Review
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September

IN SEASON LOOK BOOK

FOCUS AREAS: Women’s collections; Bluezone

PUBLISH DATE: DECEMBER 6

LA3C
About: LA3C is Los Angeles’s Premiere Culture and Creativity Festival. The multiday event will bring together creators, artists and LA’s emerging talent in new and
highly interactive formats and live experiences across entertainment, music, food,
art, fashion and sports.
Mission: LA3C is a celebration of Los Angeles’s rich culture and community. This
will be the first festival of its kind to fortify a city that combines diverse talent and
culture like no other, while engaging with organizations solving some of the city’s
most pressing challenges.
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WEBINAR CALENDAR
Nearshoring Boom: Myth or Reality?
FEBRUARY

This webinar, held in conjunction with Sourcing Journal, will take a comprehensive look
at whether the decades old promise on nearshoring is finally coming to fruition. The
latest import data to the US has shown an impressive spike from several countries south
of the U.S. This event will point out the hot spots and opportunities while also offering a
closer examination of the challenges and benefits, both legal and logistic, with sourcing
close to home.

Sustainability FAQ Webinar
JUNE

Selling sustainable denim requires a new set of skills and knowledge. In this webinar, a
group of experts will advise retailers on the sustainable qualities to look for while placing
orders, the questions to ask brands and tips on how to translate this information to their
sales staff and consumers.
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LOOKBOOK

F/W 22-23

In Season
MAY + DECEMBER

With shows on hold, the market has lost an essential element of community
and tactility. In Season is a visual guide to the next season’s of denim
fabrics that serves as a substitute showcase for buyers and brands. The look
book is a catalog of the latest denim fabrics and trims from businesses
both large and small as well as a trend guide for the coming season.

BOSSA

MATERIAL
SELECTION

TURKEY
bossa.com.tr

Key fibers: Hemp, soybean, Repreve, Naia, CiClo, Smartcel,
Refi ra, recycled polyester, recycled elastane, recycled cotton
On minimizing the mill’s impact on climate change: Blending
recycled cotton with virgin cotton is important, but it is not easy.
We made investments for producing high-quality recycled denims.
We are developing a zero-waste life cycle to close the loop.
Since 2019 we have used all our textile waste in our blends. We
have also adopted various procedures aimed at reducing our
en ironmental impact, including energy efficiency, water sa ing,
process engineering, colla oration, certification and ecological
dyeing.

REBIRTH
FUTURE HEALING
NOMADIC SOUL

On indigo: [We are working] toward zero water with Saveblue
and Saveblue+ concepts. Saveblue uses 85 percent less water
compared to conventional dyeing. Saveblue+ has the same
sa ings and oasts a
percent water sa ing in the finishing
process. All the alues of the sa ings were measured and reported
y u uro a ni ersity in Tur ey. Additionally, to reduce the
en ironmental impact of garment finishing, Bossa and Strom
collaborated to develop the ECO3 concept. This concept includes
sustainable washing technology by Strom and fabrics by Bossa
made specially for this technology. The fabrics for sustainable
washing technology are ozone- and laser-friendly.
On targeting Gen Z: Gen Z consumers are more conscious and
investigative in the purchases they make. They want transparency
and traceability is key to avoiding false statements. Bossa partners
with FibreTrace to provide trust, transparency and traceability
in the industry. e are also using life cycle assessments CA
to analyze the [inputs] associated with the entire life cycle of a
product or a service, usually from cradle to grave.

Denim with TransDRY® technology

8

IN SEASON

SPRING / SUMMER 2023
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Cotton Incorporated’s product
development team is introducing new
denim constructions to its FABRICAST™
library this year. These include several
options with sustainability in mind, such
as two 100-percent cotton indigo denims
with ombre plaid, achieved by laser
etching the full width of the fabric, and
with no additional finishes.
Cationic cotton, brought into the
spotlight earlier this year with Polo Ralph
Lauren’s Olympic apparel, is also featured
in a 100-percent cotton fabric in a gold
color. Cationic treated cotton yarn can
mimic interesting yarn-dyed looks in
cotton piece-dyed fabrics. Using cationic
yarns also allows for reduced inputs in
dyeing—no salt, less dyestuff and shorter
dye cycles.
FABRICAST™ also includes examples
of denim colored with EarthColors®
dye, which is made from cotton biomass.
By using agricultural waste as a circular
dyestuff, the environmental impact of the
pigments is reduced.
For consumers that like performance
features in their jeans, the FABRICAST™
library includes several options with
TransDRY® technology. This finish
enhances cotton’s moisture-wicking abilities
to help keep wearers comfortable and dry.
Cotton denim provides the comfort and
softness that consumers crave, mixed with
a constantly expanding array of sustainable
innovations that make jeans greener. While
the processes behind denim evolve, one
thing’s for certain: the pandemic-proof
wardrobe staple is here to stay.

IN
SEASON
DENIM & TRIMS
LOOK BOOK

TRIMS / 1

RIVET 50
Rivet’s Influential 50 is an index of the most creative and forward-thinking leaders
driving the global jeanswear industry. The Influential 50 represent the upward direction
the denim community strives for with each new collection, innovation and technology.
New in 2022: Rivet 50 The Event

RIVET 50
IN PRINT
THE MOST
INFLUENTIAL
PEOPLE IN THE
DENIM INDUSTRY

RIVET 50 serves as an index of the forwardthinking leaders driving change in the
global denim marketplace. This year, those
individuals were nominated and chosen by
the denim industry. More than 16,000 online
votes determined who made the list. From
sustainability gurus to designers with star power,
here's a look at who is influencing denim in 2021.

Executive

Designer

Agents of Change
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Mills

Supply Chain

RIVET 50
ONLINE

THANK YOU
RIVETANDJEANS.COM

