
THE MARCH Dylan Jones muses on the

upward trajectory of

menswear in the UK and

the runaway success of

London Collections Men  

f anyone ever asks you just why Britain is so good at menswear, and so

good at producing menswear designers, then you only need to say this:

not only are the British good at tradition, we excel at rebellion too.

Britain, and especially London, is awash with great sartorial heritage,

both recent and historical. Not only do we have the greatest tailors in

the world in Savile Row ~ we did, lest we forget, invent the double breasted

suit ~ we are also responsible for every major youth cult since the end of

the Second World War: everyone from Edwardians, teds, mods, hippies,

skinheads, punks and New Romantics were born on the streets of London.

Menswear is something we are extraordinarily good at. It is an intrinsic part

of British heritage and history.

As well as this great heritage and diversity, these days, we also have 

some of the world’s most high-profile fashion designers in Paul Smith, 

Christopher Bailey and the Alexander McQueen brand. We have Alfred Dunhill, 

Church’s, DAKS, Edward Green, Gieves & Hawkes, Hackett, Henry Poole, 

Richard James, Mulberry, Oliver Sweeney, Thomas Pink and more. And while

some of these brands might be owned by foreign conglomerates, it is British

craftsmanship that keeps them at the very forefront of the industry.

The future of menswear is exponential. There is a feeling that womenswear

has almost reached a state of saturation, and that while the fashion industry

continues to spread around the globe, it is in menswear where the real

innovation is happening. And I have to admit to feeling the same way.

The men’s market has traditionally been a lot smaller than the women’s

market, but as the women’s business slows, so the men’s business expands,

getting bigger and bigger, season by season. This of course has been due to

one thing and one thing only: consumer demand. 
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Men these days expect great clothes at every price level, be that high street,

mid-market, designer, luxury or bespoke. They expect quality at any price

and, so far, the market appears to be delivering it. The current generation of

male consumers might be more sophisticated than previous generations and

they may now shop more like women but, because of that, they no longer

have any qualms about buying into the idea of ‘fashion’. 
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Dylan Jones OBE, is the editor of the UK edition of GQ magazine 
and chairman of London Collections Men

Men these days treat clothes almost as a

fait accompli. There is no stigma attached

to them, nothing secret. Just look at the

success of GQ. Twenty-five years ago, we

had to appeal to that select band of

aspirational men who wanted to look

good; not, as now, every man wants to

look good. 

This is one of the reasons why we

partnered with the British Fashion Council

to establish the BFC/GQ Menswear Fund.

With the launch of London Collections

Men in 2012, and the amazing design

talent in London, it seemed logical to 

start a fund for menswear designers

rather than womenswear designers. 

The British Fashion Council offers

talented new designer businesses in 

the UK the strongest and most robust

start-up support package in the world.

However, designers starting out in London

have often struggled to continue their

development abroad. 

The fund’s aim is to recognise a designer

business with outstanding design talent

and a strong growth strategy, and offer

them support to become British fashion

brands of the future. The selection

process is based on talent, the business-plan entrepreneurialism

and a creation of employment opportunities.

Sponsored by the luxury telecommunications brand Vertu, each year

we award £150,000 in cash and £50,000 in ancillary mentoring and

logistical support. The inaugural award was given to London-based

menswear designer Christopher Shannon, while 2015’s award was

given to Patrick Grant and his modern tailoring label, E. Tautz.

As for London Collections Men ~ which is

now in its eighth season ~ I think there are

three reasons for its success: timing,

location and enthusiasm. Firstly, and

generally speaking, the British menswear

designers of today are probably more

commercially minded than their

predecessors; and secondly, who

wouldn’t want to come and show their

collections in London? If London really is

the home of menswear, both in its

traditional and modern guises, it makes

sense to celebrate it here. And thirdly, 

if the British menswear industry hadn’t

have wanted a home-grown fashion week,

then they wouldn’t have supported one.

It is the heritage aspects of London

Collections Men that have played so well

with the international press and buyers, 

as it is not often they get the chance to 

visit Downing Street, St. James’s Palace,

Spencer House or some of the more

secretive corners of Savile Row. London is

a city blessed with heritage and

innovation in equal measure, and you

can pick pretty much any street in the

West End, and know that you are only

yards away from history. You could be

in St. James’s Palace, where you’d be in

the same place where Henry VIII’s

illegitimate son died. If you popped round the corner to Jermyn

Street, you’d see a statue of Beau Brummell, the Regency dandy

and arbiter of style who once spent a small fortune in the area. 

Menswear? Why, in London it’s embedded in the very fabric of

the city.

Thomas Pink

E.Tautz
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Crafted on the remote Scottish island of Islay

where smugglers once plied their illicit trade,

Ardbeg has never been a whisky to play by the

rules. Two centuries on from its pioneering

beginnings, this unorthodox single malt still

defies convention in every dram. 

Founded in 1815 by the MacDougal family,

direct descendants of the Lords of the Isles,

Ardbeg embodies the untamed spirit of these

clan chiefs who ruled their medieval kingdom

from Islay’s wild moors and rugged coastline.

But although the single malt quickly became

renowned for its unique balance of smoke

and sweetness, its journey through 200 years

of history was not always straightforward.  

In the 20th century, the Distillery went into

decline and was mothballed in the 1980s,

when it seemed the world’s smokiest, peatiest

Islay malt whisky might be lost forever. 

Ardbeg
W H I S K Y T H A T R E W R I T E S T H E R U L E B O O K

Ardbeg Distillery / Port Ellen, Islay,Argyll PA42 7EA / +44 (0)1496 302 244 / www.ardbeg.com 

Ardbeg defies convention 
in every dram

It is testament to Ardbeg’s irrepressible spirit that against the odds, the whisky 

has risen again to be revered as the Ultimate Islay Single malt. 

Of late, Ardbeg’s trajectory has been ever upwards. Chosen to take part in a 

ground-breaking space experiment exploring the effects of gravity on spirit, tiny vials 

of Ardbeg spirit were blasted into orbit in 2011, travelling at 17,227 miles per hour

aboard the International Space Station, thanks to NASA and space research company

NanoRacks. 

“Ardbeg has always done things differently ~ so it felt right that it should be the

first whisky to defy the confines of gravity,” explains Dr Bill Lumsden, Ardbeg’s

Director of Distilling, Whisky Creation and Whisky Stocks, who analysed the vials

following their return to Earth in 2015. “Ardbeg is acclaimed for its distinctive

smokiness, but maturation in space unlocked a completely different set of smoky

flavours which I have never before encountered. This discovery could revolutionise

future bottlings of Ardbeg.”

Even as Dr Bill’s thoughts turn heavenwards, life on Islay continues untroubled.

The waves crash on the rocks, mist swirls in from the sea, and the Distillery’s

craftsmen go about their work, as they have for generations. Today, every dram of

Ardbeg Ten Years Old evokes this essential Islay. Smoky malt fans can savour its

captivating mix of chocolate sweetness and cinnamon spice, deep peat notes and

long smoky finish, safe in the knowledge that their journey of discovery into the

Ultimate Islay Malt is just beginning…


