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Presenting: the "new classic wool trouser". Yes, we're in fashionland. And we're reinventing the 
wheel! Consider, however, the reasoning behind this initiative by Topman, Topshop's men's 
wear division. "It started as a very simple idea based on the need for contemporary designed 
classics for a young, fashion-savvy audience," says Topman's design director Gordon 
Richardson. He knows what he is talking about, having launched similar "white shirt" and 
"classic sunglasses" projects. "The designers' unfettered and swaggering approach rejuvenates 
the classics for a new audience," he says. 
 
"Men's wear tends to seem limited," explains New Yorker Tim Hamilton, one of the five 
designers picked to work on the Topman trouser project and the creator of a sportswear-
inspired style. "At the end of the day, it's the designer's versions of these garments that make 
this new." 
 
"Men's wear is all about limits and restrictions on what you can do," agrees Hamilton's 
colleague Patrik Ervell, whose black trousers are cut like jeans and tapered. "It's built around a 
set vocabulary, and then it's about changes in detailing and silhouette and colour." 
 
"The challenge," says Ann Sofie-Back, who contributed a pair of loose-fitting chinos to the 
Topman effort, "is not to take it too far." 
 
Put another way, men like the same old same old. But they really like the same old slightly 
different. After all, as Todd Lynn, another member of the trouser project, points out: "A classic 
trouser from the 1970s has a very different cut from the classics of today. Details and 
fabrications give classic garments a modern edge." 
 
According to Martin Raymond, trend and consumer insight director at think-tank The Future 
Laboratory, "Men are concerned about the mechanics of clothing as well as the aesthetics. 
They are very particular when it comes to detail, performance and finish." 
 
"I think much of it might stem from our days growing up in uniform; school, cubs, scouts, 
cadets, sports, the military," observes UK-based designer Aitor Throup, who also worked on 
Topman's project and was inspired by the generic trouser design of the M51 US military 
combat trouser. "The familiar feels comfortable to us. It's also hard to get wrong. Keep 
clothing simple and classic and you are unlikely ever to look foolish." 
 
This is a sentiment no longer confined to mass-marketers such as Zara, which recently 
overtook Gap as the world's biggest retailer (3,900 stores across 70 countries), basing its 
business on offering updated classics to a fashion-eager consumer. High-end brands - known 
for statement-making catwalk shows that have seen men in skirts, metallics and lace - are 
increasingly adopting the same attitude. 
 
Tom Ford, for example, formerly of Gucci and now head of his own men's wear label, will be 
dressing James Bond for his upcoming screen outing and says: "Style is most potent when it is 
least complicated." 
 
Similarly, when Belgian Kris Van Assche was named the new designer at Dior Homme last 
year, he announced that he did not want to present impenetrable concepts. "I wanted to 
reinterpret a classic wardrobe, and look at the heritage of Monsieur Dior," he said. For his 
recent collection, he took 1950s zoot suits from the archives and reworked them into modern 
pieces. The process was based on evolution, not revolution, and the result was customer-
friendly. 
 
Sir Paul Smith, who has created an empire worth £300m out of combining classical men's wear 
with quirky detailing such as coloured buttons and bright linings, sums up: "My clothes have 
elements of craftsmanship, classicism and tradition but always with a modern aspect." 
 



Philip Start, the founder of men's wear chain Woodhouse, says: "We tend to find that our 
customer wears items that have the trends smartly diffused into classics - garments that are 
made in classic fabrics but are cut in a contemporary fashion." 
 
And Todd Lynn adds: "Essentially this is what everyone is looking for: designers reinterpreting 
classics with modern ideals. These pieces are the foundation of every man's wardrobe. 
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