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Abstract:
In Typical Dutch: Vademecum of the Dutch identity, a book that has seen its sixth edition since 1999, the only reference to fashion or dress is the headword “spijkerbroek”, which is the Dutch word for jeans (Vuijsje & Van der Lans 1999: 126). This is quite remarkable, not only because traditionally the Netherlands have never been a fashion country, but also because jeans are generally regarded as an icon of American culture, while at the same time being an icon of globalisation. 

Jeans are not only thought to express a specific Dutch attitude towards fashion, which can be described as an inclination for functionality, soberness and an aversion to ostentation, and as an expression of the believed anti-authoritarian and egalitarian character of the Dutch. In recent years Amsterdam has been dubbed denim capital by both the national and international press (i.e. Dartman 2011, Kops 2010, Veld 2009).

This paper explores the dynamics between the global and the local meaning(s) of jeans within a Dutch context in order to answer the question why jeans are seen as part of Dutch national identity? Issues that will be addressed are: How can an American or global piece of clothing be inscribed with local meanings? What are these Dutch meanings? And how are jeans or denim connected to Dutch culture in practice? 

Introduction
In Typical Dutch: Vademecum of the Dutch identity, a book that has seen its sixth edition since 1999, the only reference to fashion is the headword “spijkerbroek”, which is the Dutch word for jeans (Vuijsje & Van der Lans 1999: 126). A remarkable entry not only because traditionally the Netherlands have never been renowned for its dress culture, but also because jeans is generally regarded as an icon of American culture, and the spread of this item across the globe as a process of Americanisation (i.e. Miller 1990, Sullivan 2006, Miller & Woodward, 2007). Furthermore, jeans have probably become the most universally worn item of clothing in the world and thus are an icon of globalisation. 

So, how can an object that not only symbolizes America, but is also worn all around the globe, actually express a Dutch identity? This paper will explore the dynamics between the global and the local meaning(s) of jeans within a Dutch context in order to answer the question: why are jeans seen as part of Dutch national identity? Issues that will be addressed are: How can an American or global piece of clothing be inscribed with local meanings? What are these Dutch meanings? And how are jeans or denim connected to Dutch culture in practice?

This paper consists of two parts. First, I will look at the construction and reconstruction of meaning(s) revolving around ‘Americanness’ and whether it is possible for jeans to also express other national meaning(s). Second, I will zoom in on the Dutch context and will discuss some cases in which Dutch (fashion)identity is connected to jeans. 

In the pages that follow it will be argued that the Dutch explain the popularity of jeans in the Netherlands by the similarities in the meaning(s) of jeans and Dutch (fashion) identity. Or, in other words, the characteristics of jeans - i.e. functional, austere, informal, egalitarian, anti-authoritarian- are thought to harmonize with Dutch national traits. At the same time, aspects like a national design mentality and a Dutch attitude towards fashion and luxury have advanced the denim industry in the Netherlands in recent years. As a result Amsterdam is nowadays regarded – nationally and internationally - as a denim capital (i.e. Dartman 2011, Kops 2010, Veld 2009). Hence, this paper will also look at Dutch (fashion) identity ‘in the making’. 

Part I:

Can an American or global piece of clothing be inscribed with local meanings?
The spread of jeans around the globe is often explained as a process of Americanisation. This leaves the question whether something so vastly connected to a particular national identity can at the same time express another country’s national identity? To answer this question I will first give a short introduction of the ‘Americanness’ of denim and jeans. Then I will give an overview of the contemporary discussion on the relationship between national identity and jeans.

Jeans: an American icon

Titles such as Denim: an American legend (Finlayson 1990), Jeans: The stuff of American history (Van Damme 1995), Jeans: a cultural history of an American icon (Sullivan 2006) and Denim: An American story (Little 2007), illustrate how jeans are overall seen as something typically American, an object that is closely connected to American culture. Jeans are seen as ‘an American classic’ and even as part of American heritage (Little 1996:17). Until the 1930s, however, jeans have not always been the undisputed icon of American culture as they are today. Jeans were seen as a symbol of poverty and tough manual labour and its full iconic status was not established until the 1950s (Curtis Comstock 2011: 23). According to Fiske, the ‘Americanness’ of jeans is the result of the Cowboy Mythology that is connected to jeans: “As the opening of the western frontier was a unique and definitive moment in American history, so jeans were seen as a unique and definitive American garment, possibly America’s only contribution to the international fashion industry.”(1990: 4) David Little, however, argues that blue jeans also symbolise more abstract characteristics of Americans, namely “strong, unpretentious, unadorned, informal, comfortable, classless, hardworking, reliable and consistent, improving with time” (1996: 11). Likewise, Sullivan sees denim as the expression of ‘the national ethos (…) which, in the global era has infiltrated even the most far-flung cultures” (2006:8). Within the boundaries set for this paper it is not possible to give an overview of this symbolical development of blue jeans and more broadly denim, within an American context.  Therefore, I will take this as a given and focus on what happens to these meanings of Americanness when jeans are worn in other cultures. Since I mean to address the subject of national identity, which is all about the local meanings people ascribe to things. 
Americanisation of the world, mostly as a result of World War II, is generally seen as the reason for the original spread and popularity of denim around the world (Miller 1990: 103). As I explore the Dutch context in this paper I will focus on the meaning(s) of jeans in the Netherlands. Here American values, but also the American lifestyle and, of course jeans, found their way into Dutch culture along with the Marshall plan. While jeans had been known in Europe through movies and musicians, it took until the 1960s before they were imported on a large scale. Locally produced trousers that mimicked jeans were available, but it were genuine American jeans that were most sought after, although these were considerably more difficult to obtain (De Leeuw 2000: 73). Only when you knew people who travelled to the States – in the 1950s still rather exceptionally -, or had connections with sailors or one of the American military bases throughout Europe, you could buy an American pair of jeans (De Leeuw 2000: 109). As a result, and unlike the United States, in Europe jeans in the 1950s became a status symbol for youngsters. Finlayson even suggests that jeans did not have any of the traditional associations with labour and poverty in a European context, but instead were a symbol of a new and modern world (Finlayson 1990:21). Although the meaning is somewhat different, its Americanness was acknowledged.

Whether this is still the case has been subject of debate among experts during recent years. According to Sullivan (2006) “All blue jeans, whether they are rough as the sidewalk or burnished to a hand as fine as cashmere, share an “Americana” feel. They may be cut and sewn in Japan, Vietnam, or Hong Kong, using denim from mills in Mexico, India, Italy, or Turkey and synthetic indigo dye from Germany or Brazil. Yet wherever its origins, a pair of blue jeans embodies two centuries’ worth of the myths and ideals of American culture. Jeans are the surviving relic of the western frontier.” (p. 3). Fiske also claims that “Despite the easy exportability of the Western myth and its ready incorporability into the popular culture of other nations, it always retains its Americanness: it thus admits the forging of links between American values and the popular consciousness of other nationalities. Similarly, jeans have been taken into the popular culture of practically every country in the world, and, whatever their local meanings, they always bear traces of their Americanness.” (1990: 4). Thus, despite the global presence and production of jeans, Sullivan and Fiske claim that its Americanness is still maintained. 
However, Miller and Woodward sketch a contradictory situation: “It is also evident from ethnographies at different points in the world that jeans are no longer associated with Americanization, and some areas that are now adopting blue jeans have no idea denim was ever associated with the United States.” (Miller 2010: 420). They thus claim that nowadays the implication of Americanisation is no longer an intrinsic meaning of jeans (Miller and Woodward 2011:18).

This debate leads us to our main topic: jeans as an icon of a non-American identity, because if Americanness is no longer the main connotation of jeans, then what are the other connotations? And is it possible for jeans to express another national identity?

Jeans as an icon of a non-American identity?

In this context the Global Denim research project is interesting, led by Daniel Miller and Sophie Woodward, who wrote a Manifesto for a study of Denim in 2007 in which they encouraged academics around the globe to research denim. According to them “Americanisation is central to understanding the original global spread of denim, but there are many reasons for thinking that denim has now transcended its earlier history and has to be understood in relation to concepts of the global and the local, neither of which is particularly American.” Moreover, they state that ‘People are wearing jeans simultaneously for global and local reasons.” (Miller & Woodward 2007: 343 & 337). This distinction between different dimensions – the global and the local – makes a specific national narrative possible, as this tells about the local reasons for wearing denim. 
Miller and Woodward suggest the “rise of a particular variant of denim” within a certain region is the most convincing argument for a local relationship to denim (Miller & Woodward 2007: 339). While the Dutch have recently invented their very own version of jeans – the Gluejeans, but more about this later – I would like to argue that the ‘Dutchness’ of denim lies in the reconstruction of the original American myth, as well as in the role jeans play within Dutch culture. Or in other words, ‘Dutchness’ relates to the meaning that the Dutch ascribe to jeans and in the way jeans fit into Dutch concepts of design, fashion, and luxury. 

Fiske claims it is the ability of jeans to simultaneously have many and even conflicting meanings that makes jeans so immensely popular. While their popularity is generally explained by their functionality; they are comfortable, sturdy, (can be) inexpensive, and are easy to wash. According to Fiske, their functionality is “the precondition of their popularity, but does not explain it” (1990: 1). He states that their ability to cross most social worlds – gender, religion, nation, class, race, education – can only be accounted for by culture, or in other words, the meanings that people ascribe to jeans. The interesting thing about jeans is that they do not have one defined meaning; “they are a resource bank of potential meanings” (1990). At the other side of the spectrum, Finlayson states: “Denim is - almost literally- a blank canvas: it signifies nothing in itself. The context is everything” (Finlayson 1990:41).

Whether jeans signifies everything, or nothing in itself, both options endorse the fact that jeans can mean different things within different cultures, and thus opens up the possibility for a specific national meaning of jeans.

Part II: The Dutch way of doing denim

In the first part of this paper I have discussed how an object that was traditionally seen as typically American, can at the same time come to express a different national identity. In this section I will explore the ways in which jeans and denim are connected to Dutch national (fashion) identity.
Amsterdam Denim Capital
Probably the most explicit example of the inscription of jeans with Dutch cultural meaning is the denim line by the Dutch brand Scotch & Soda, called Amsterdams Blauw (Amsterdam Blue). The name derives from the shade of paint that was used in the Dutch Golden Century (1500-1750) to paint Delftware. Mixing indigo from China and Japan with an oil-based paint created this specific colour blue. Amsterdams Blauw thus connects denim blue with an icon of Dutch national heritage: Delft blue. However, they also see it as a characteristic part of contemporary Dutch culture: “Nowadays, this colour is still widely visible in the streets of Amsterdam on house number plates and street signs.” (Scotch & Soda, n.d.) While their website states that they draw inspiration from American and Japanese denim aesthetics, Amsterdam plays a pivotal role in their design process: “we are Dutch and we are in the denim capital of the world, Amsterdam. We’re consistently inspired by our great city, which allows us to be more free in our approach of things.” (Amsterdams Blauw n.d. & Codemagazine 2010).
Recently, the image of Amsterdam as an international centre of denim has become quite popular. It is actively promoted through happenings like dressing the famous I AM AMSTERDAM letters in denim by Blue Blood on occasion of the Amsterdam Fashion Week in 2009 (Blue Blood, 2009), and an Amsterdam Denim Award (Offschedule, n.d.). Another event that promoted Amsterdam as a denim capital was the Dutch Denim Diner at the Bread & Butter fair - the leading European fair in Denim - in Berlin in 2011. The website of DutchDFA, one of the organisers, states that the pop up restaurant was initiated by the Dutch fashion industry to inform their guests “on the reasons why the Dutch have become one of the leading denim brand builders in the world”. According to this website:
“The Dutch are not known for their luxury brands and never will be. But Amsterdam has the highest density of denim companies worldwide. Dutch fashion styling is often ‘sophisticated casual’ (…) A trade fair is a good place to show one’s products, but what better place to convey the experience that goes with the Dutch denim brands than a restaurant? ‘Sophisticated casual’ is not just a look, it is a feeling that we have airlifted out of the Amsterdam city centre into Berlin.” (DutchDFA, 2011).

A more permanent initiative that promotes the image of Amsterdam as a denim capital, is the House of Denim project, which aims to found a denim institute with a main focus on the development of craftsmanship and sustainability. While this initiative does not have the ambition to take over production, they do want to offer the facilities – the combination of a school, an archive, a laboratory, all embedded in and supported by the denim culture of (greater) Amsterdam - that enables experimentation and as a result innovation (Veenhoff 2011:  34-35).

Not only the Dutch portrait themselves as denim connoisseurs, the website WGSN writes in a 2009 trendrapport: “Amsterdam’s notoriously liberal, non-conformist casual spirit makes it one of today’s most exciting denim capitals” (Veld, 2009). While the writer of the report is a well-known Dutch fashion journalist and therefore objectivity could be affected, an interview by WGSN with denim guru Adriano Goldschmied also underscribes the important role Amsterdam plays in the denim scene. In a list of four of his “top denim-spotting” destinations it states: “The Netherlands - Amsterdam, in particular- and the northern European countries.” (McIlveen, 2003). And, finally, also Sportswear International refers to Amsterdam as “Denim City” (Dartmann 2011: 50-54).

But why should Amsterdam be regarded as a denim capital? As already mentioned, Amsterdam has the highest density of denim companies is the world. These are not only Dutch companies like G-Star, Blue Blood, Tripper, and Kyuchi, but also international brands like Pepe Jeans, Tommy Hilfiger Denim and even Levi’s. Outside the Amsterdam Metropolitain Area we also find denim companies. The originally Spanish jeans label Lois Jeans, for example, has an office in Eindhoven since 2011. Interestingly, the choice for the Netherlands seems to be founded on a special relationship with the Netherlands. In an interview Michael Blankenstein (director) says that it was a deliberate choice to design the newest collection in the Netherlands, because it is leading in denim. He also tells that the original big international success of Lois started in the Netherlands (Textilia, 2011).

While many international companies found offices in the Netherlands, because of tax and copyright regulations, I would like to argue that in the case of denim there also seem to be additional reasons. Where multinationals like LVHM only have an office space for an annual meeting to benefit from the Dutch tax regulations, foreign denim companies like Lois Jeans, Levi’s, Pepe Jeans and Tommy Hilfiger Denim actually locate their design teams in the Netherlands. The Netherlands – especially Amsterdam – is a favourite place to live for (denim) designers. According to denim professionals it is this reason that Levi’s relocated its design studio from Brussels to Amsterdam: to ensure their designers to stay with the company. Levi’s own explanation is that they need progressive surroundings for their design experiments (Kops 2010: 10-13, Dartman 2011:51, Veenhoff 2011: Interview). Of course, Amsterdam is known as a multicultural and open-minded place, where one can experiment with drugs and sex and be openly gay, but Amsterdam is also believed to have a unique relationship with denim. According to Bread & Butter CEO Karl-Heinz Müller “an extreme denim culture holds sway here”, which they find so inspiring that they have an Amsterdam office. Dieter de Cock, head designer of Cold Method, also describes the city as “jeans-centric”. (Dartmann 2011: 51) Jason Denham, a Brit who moved to Amsterdam in the 1990s along with his employer at the time Pepe Jeans, even goes a step further, in an interview from 2011 he states: “For me, at the time, leaving London represented an unfair and therefore temporary exile from my most important source of inspiration.”. His attitude towards Amsterdam changed however radically: “Immediately on arriving it dawned on me that this, finally, was the real denim capital of the world. Amsterdam is the personification of everything jeans represent. Unyielding, slightly rebellious, adventurous, firmly opinionated, never afraid to make a statement and always uniquely individual. From the very first day, I felt like I had come home. So I think it makes sense that many of the major modern denim brands are getting their start in Amsterdam or are moving here. This is the modern heart of the international denim industry.” (Kops 2010: 10-13). 
Amsterdam is thus regarded as a denim capital not only because of its high density of denim companies, but also because of a certain denim culture and liberal attitude. The question remains, however, how this denim culture could be explained? In my view there are two main characteristics of Dutch culture that could explain the supposed special relationship between Amsterdam – and more broadly the Netherlands - and denim. Firstly, the Netherlands has a very informal dress culture, where it is better to be underdressed than to be overdressed. As a result, most people wear jeans to their work and even to formal occasions such as the opera, weddings or funerals. Jeans have taken over the streets since the early 1970s, “when compared to Amsterdam other European countries were nearly denim-less” (Dartmann 2011:51). It is not surprising that in a society where casual dress is preferred over formal dress, denim has become an important element of the dress culture. 

The second characteristic of Dutch culture that could explain the denim culture of Amsterdam/the Netherlands concerns the similarities between the traits ascribed to jeans and Dutch national traits. As we have seen in the above, traits that are generally ascribed to denim - rebellious, classless, functional, and understated - are often seen as an expression of American national character (i.e. Little 1996:11, Sullivan 2006: 8) At the same time however, an anti-authoritarian, egalitarian character with a negative attitude towards ostentation and prevalence for functionality is seen in the Netherlands as ‘typically Dutch’, since long before jeans were known in the Netherlands. (Beller & Leerssen 2007: 144) Denim and the Dutch are thus ascribed the same ‘spirit’ and this could explain the experience of a denim culture, as “the traits of denim” come to the fore in character of Dutch society. 

Is the Dutch fashion mentality, really a Dutch denim mentality?

While the informal dress culture in combination with a ‘denim spirit’ are unquestionably very influential, it does not explain the sudden success of the Dutch denim industry during recent years. What has changed? Not an easy question to answer, as we are still in the middle of this development. However, I want to suggest that a possible explanation could be found in a new direction in denim, which is referred to as new luxury denim or tailored denim. This new type of denim fits in well with on the one side a specific Dutch design mentality and on the other side a specific Dutch fashion mentality, a combination that gave the Dutch the decisive advantage. 
A Dutch design mentality

A prevalent narrative in literature on Dutch design – graphic, product, fashion architecture – tells about a specific Dutch design mentality. This mentality is characterised by soberness, functionality and an analytical, conceptual and graphical way of working. The essence of Dutch fashion design has been described as making variations on clothing archetypes, mainly through experimenting with technique patterns and cut (Teunissen & Van Zijl 2000: 31-21, Lauwen 2003: 39) While jeans have not been discussed in relation to this mentality, I think that denim could be seen as an expression of this Dutch design mentality. This would explain the recent boom of Dutch denim and more specifically the focus on luxury denim. To explain that I will first discuss two Dutch jeans companies Gluejeans and G-Star. Subsequently, I will zoom out and elaborate on its roots in Dutch tradition, and explain why it is precisely ‘new luxury denim’, that fits into Dutch tradition almost seamlessly.
Gluejeans were first launched in 2008 by the Dutch design duo G+N. The main feature of these jeans is not in the first place the cut – a classic five pocket jeans – but the fact that the seams are not stitched but glued together. The highly contrasting colours of the glue bring about a graphical interplay of lines that emphasise the cut of the jeans. G+N have been operating under the name Fashion Fugitive since 1998 and finding alternative ways of dealing with fashion is the central concept behind all their work. Doing jeans differently meant they had to find the right glue and denim; one that does not absorb the glue. These jeans are made to measure by hand for 420 euro a pair. Gluejeans are a clear example of a variation on the archetypical jeans and therefore fits seamlessly into the Dutch design mentality: they are conceptual, graphical, sober and the result of what could be described as ‘thinking outside of the box, within the boundaries of an archetype’.

While Gluejeans are the only type of jeans that were undisputedly invented in the Netherlands, experimenting with the fit and cut of jeans could be regarded as a common feature of Dutch denim design. Taking into account that jeans and fashion trends are global phenomena, some Dutch denim professionals suggest that Dutch brands distinguish themselves through their fit design, or as it is also known in the denim scene: tailored denim. (Olde Monnikhof 2009: 68-72, Veenhoff 2011: Interview, Olde Monnikhof 2011, Interview)  

A mainstream example of a Dutch variation on the archetypical jeans is the Elwood jeans by G-Star. The cut of these jeans is inspired by motorcycle pants, as worn by racer Michael Hailwood.
 The distinctive way these leather trousers twist and turn around the knees of the racers are emulated in the cut of the jeans to create a similar look. Since its design in 1996 the Elwood has not only become a bestseller, but it also is seen as the start of a new generation of denim design (Olde Monnikhof 2009: 68-72). Where the cut of jeans remained unchanged for many years – under the adagio ‘the original’ -, for a new generation of designers it is all about innovation. Important to note here is that G-Star was also one of the first brands that did not use Americana to brand its product. Its slogan and brand philosophy ‘Just the product’ also applies to its advertising: just people in jeans. (Teunissen, 2006: 80)
Interesting in this context is that Levi’s send a design team to Amsterdam for a couple of months in the late 1990s to come up with a revolutionary model which would place the brand back in the spotlight. This resulted in the Twisted Engineered jeans (1999): jeans with an innovative cut, causing the seams to twist around the legs, something completely new to denim design (Veenhoff 2011: Interview). This example, in combination with the fact that most of the denim design teams of both Dutch and foreign brands although based in the Netherlands are very international, suggests that there really is something to the idea that Amsterdam’s denim culture influences denim designers. While Levi’s Europe retail marketing director John van Dorst characterised Dutch designers in 2006 as “Dutch designers have the ability to think out of the box and come up with original ideas. If you talk about environments in particular, they are far more capable of thinking in 3D than designers from other countries that I have worked with.”, these characteristics also seem to come to the fore in ‘non’ Dutch denim designs conceived in the Netherlands. Whether this is really the result of the Amsterdam denim culture or that already likeminded foreign designers simply are attracted to and thrive in this culture remains, however, a question. 

A Dutch fashion mentality

The above-described new direction in denim design is not only characterised by innovative cuts, but also by a type of understated luxury, which in the denim scene is often referred to as New Luxury. During the 1990s a new trend for authentic, selvedge denim came into vogue internationally. This was the original ring-spun denim, which had been replaced from the 1970s onwards, by open-end spinning: this technique is faster, cheaper and produces a textile with les imperfections. However, it is also less durable and wears less dramatically than ring-spun denim (Sullivan 2006:192-93). These jeans were three times the benchmark price in the Netherlands around the Millennium and therefore they were referred to as ‘New Luxury Denim’ (Veenhoff 2011: Interview). New Luxury, however, is not only a high quality product, but also a certain type of fashion attitude. This attitude is described by Lipovetsky (2007) as postmodern luxury, this is a luxury that combines the traditional desire to distinguish yourself socially through your appearance, with a narcissistic dimension: your self-image, your own intimate experience (2008: 28-41).
While this new attitude towards luxury became more important in recent years globally, I would like to argue that its popularity also has deeper roots in Dutch culture and therefore could explain the sudden florescence of Dutch denim. According to economic historian Jan de Vries, a new type of luxury developed in the 17th century in the Netherlands. This luxury was not based on a royal court, but on urban society and is characterised by an integrating rather than by a differentiating effect. The basic forms of expressing status and achieving comfort were remarkably similar between city and country, and between rich and poor. It was the cost and specific quality, rather than the types of objects and their general form that differed. (De Vries 1999) 

While the appearance was much the same, the (traditional) luxury was in the craftsmanship and the materials. In my view this is also the case with the new luxury jeans; while they have experimental cuts, washings and are made of the most expensive materials, they always stay ‘just’ jeans. New luxury jeans are not in the first place status symbols, as often only other jeans experts can distinguish them from mainstream jeans. 

Taking into account the age-old tradition of understated luxury in the Netherlands, it is not surprising that Dutch denim flourished in this direction of denim. Suddenly, Dutch companies like Blue Blood and Denham the Jeanmaker were the talk of the denim scene, with their explicit use of tailoring techniques, hand spun denim and luxury details like silver buttons. According to James Denham “in Amsterdam, denim has evolved into a high-culture product.” (Kops, 2010:13)

Conclusion

Returning to the questions posed at the beginning of this paper, it is now possible to state that jeans have indeed both a global and a local dimension. While the global meaning is mainly defined by its Americanness, its local meaning can express a different national identity.

Concerning Dutch fashion identity, we have seen that the ‘denim culture’ which holds sway in the Netherlands has multiple roots in Dutch national culture. First of all there is an informal dress culture and the characteristics of denim – anti-authoritarian, egalitarian, functional, austere – fit in seamlessly with the Dutch national traits.  Then there is also a design mentality, which focuses on making variations on archetypes and a fashion mentality, which not only prefers the functional and sober to ostentation, but also adheres to a certain type of understated luxury. 
However, it was not until a recent global change in the direction of denim - towards innovation and postmodern or new luxury - that the Dutch could capitalize on their (denim)culture and become global players in the denim arena. The similarities between the Dutch fashion culture and this new direction in denim - which both focus on experimenting with the archetype and understated luxury - gave the Dutch a head start and made a flourishing of Dutch denim possible. As a result, the explicit formulation of the role of denim in Dutch fashion identity is a recent phenomenon and the process described in this paper therefore is a clear example of the effects of the global on the local and can be regarded as national fashion identity ‘in the making’.
Literature:
Amsterdams Blauw (n.d.), About us, viewed 15 November 2011, <http://amsterdamsblauwabdc.blogspot.com/p/about-us.html>.

Beller, M. & J. Leerssen (2007), Imagology: The cultural construction and literary representation of national characters, Amsterdam: Rodopi. 
Blue Blood (2009), Blue Blood packs Amsterdam in Denim, viewed 16 November 2011, <http://bluebloodblog.wordpress.com/2009/07/17/blue-blood-packs-amsterdam-in-denim/>.
Codemagazine (2010), Amsterdams Blauw S/S 2011{at}BBB 2010, 12 July, viewed 15 November 2011, <http://www.youtube.com/watch?v=Q_wsmxxATAg>.
Curtis Comstock, S. (2011) ‘The Making of an American Icon: The Transformation of Blue Jeans during the Great Depression’, in Miller, D. and S. Woodward (eds.), Global Denim, Oxford: Berg.

Dartman, L. (2011),´Tulips, Cheese and pickled Herrings in Amsterdam?,Sportswear International, Issue 238 (July/August), pp. 50-54.

De Leeuw, K. (2000),Jong! Jongerencultuur en stijl in Nederland 1950-2000,Zwolle: Waanders.

De Vries, J. (1999), Luxury and Calvinism/Luxury and Capitalism: Supply and Demand for Luxury Goods in the Seventheenth-Century Dutch Republic. The Journal of the Walters Art Gallery, 57, pp. 73-85.

DutchDFA (2011), Dutch Denim Diner Berlin, viewed 16 November 2011, <http://www.dutchdfa.com/germany/dutch-denim-diner-berlin>.
Finlayson, I. (1990), Denim: an American legend, New York: Simon & Schuster Inc..

Fiske, J. (1989), ‘The Jeaning of America’ In: Understanding Popular Culture, London: Routledge, pp. 1-21.

Kops, H. (2010), ‘Love for Denim’, Proud magazine, pp.10-13.

Offschedule (n.d.), Dutch Denim Award, viewed 5 December 2011, 

<http://www.offschedule.nl/index.php?option=com_content&task=view&id=93&Itemid=26>

OldeMonnikhof, E. (2009), ‘Sew me’, CODE Magazine, vol. 5, no. 16, pp. 68-72.
OldeMonnikhof, E. (2011), Interview by author, 13 December 2011.
Lauwens, T. (2003), Dutch Design van de 20ste eeuw, Bussum: THOTH.

Little, D. (1996), Vintage Denim, Salt Lake City, UT : Gibbs Smith Publisher.

Little, D. (2007), Denim: An American Story, Atglen, PA: Schiffer Pub. Ltd.

Lipovetsky, G. (2007), Modern and postmodern Luxury, in J. Teunissen & Jan Brand (eds.) Fashion & Accessoiries (pp. 28-42).Arnhem: ArtEZ Press/Terra, pp. 28-41.

McIlveen, V. (2003), Interview: Adriano Goldschmied, Denim Specialist, 20 March, WGSN.

Miller, D. & S. Woodward (2007), ‘Manifesto for a study of denim’, Social Anthropology, vol. 15, no. 3, pp. 335-51.

Miller, D. (1990) ‘Persons and Blue Jeans – Beyond Fetishism’, Etnofoor, vol. 3, no. 1, pp. 97-113.

Miller, D. (2010) ‘Anthropology in Blue Jeans’, American Ethnologist, vol. 37, no.3, pp. 415-428.

Miller, D. & Sophie Woodward (2011), Global Denim, Oxford:Berg.

Scotch & Soda (n.d.), Let’s talk about Denim, viewed 15 September 2011,<http://www.scotch-soda.com/amsterdam-blauw/>.
Sullivan (2006) Jeans: a cultural history of an American icon, New York: Gotham Books.

Teunissen, J. & I. van Zijl (2000), Droog & Dutch Design, Utrecht: Centraal Museum.
Teunissen, J. (2006), Mode in Nederland, Arnhem: Terra Lannoo.
Textilia (2011), Lois Jeans maakt comeback, 5 July, viewed 17 November 2011, <http://www.textilia.nl/nieuws/jeans/nid8953-lois-jeans-maakt-comeback.html>.
Van Damme, R. (1995), Jeans: The stuff of American history, London: Puffin Books

Veenhoff, J. (2011), ‘De toekomst lonkt en is Bright Blue’, PS Magazine, vol. 1, no. 1, pp. 34-35. 
Veenhoff, J. (2011), Interview byauthor, 29 November 2011.

Veld, M. (2009), Amsterdam Denim Brands, 21 December, WGSN.
Vuijsje, H and  Jos van der Lans (1999), Typisch Nederlands: Vademecum van de Nederlandse identiteit, Amsterdam/Antwerp: Contact.
�This research has been made possible by a grant from the Netherlands Organisation for Scientific Research (NWO), within the project Dutch Fashion Identity in a Globalised World. The project is a collaboration between the Radboud University Nijmegen, the University of Amsterdam, the Saxion University of Applied Sciences and the ArtEZ Institute of the Arts. I wish to thank the Dutch Fashion Identity in a Globalised World research group for the stimulating discussions and especially fashion scholar José Teunissen for her careful reading of this paper and her encouragement and advice concerning my research.


� The head designer of G-Star head, Pierre Morrisset, is a Frenchman and as a result of his accent the H in Hailwood became a silent H, which led in turn to the name Elwood fort his particular model. 
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