
Stone Island, From Hooligans to High End Fashion.

Stone Island was once seen as a 
brand worn by hooligans and 
troublemakers, but it has trans-
formed into one of the most 

worn brands worldwide, both by the 
global streetwear scene and even its 
traditional clientele. An undeniable at-
titude shift towards the brand, Stone 
Island along with its brother labels has 
become titans in the fashion industry.
 
Originating from Ravarino. In the Bolo-
gna region of Italy, Stone Island was the 
brainchild of creator Massimo Osti. Born 
in 1944, Osti grew up fascinated with 
clothing and began studying military, 
work and sports-wear.  Through his 
studies and experimenting with differ-
ent materials and designs, Massimo first 
created CP Company, and then Stone 
Island and MA Strum, all of which offer 
their own distinct style that is recogniz-
able by followers of the brand today.
 
Ostis first clothing label, CP (Chester 
Perry) Company was created in 1975 
with Stone Island being created in 
1982 as a secondary division for Mas-
simos then unorthodox methods of 
dyeing and cutting fabrics in different 
ways.  CP company have produced 
40,000 individual pieces of clothing, 
with ‘function and use’ always at the 
forefront of the mind when design-
ing. Stone Island is now known for the 
same attitudes towards its products, 
and Stone Island has now surpassed CP 
Company as one of the most popular 
brands on the planet because of Ostis 
experimentation with different dyes, 
fabrics and heat-reflective material.
 
So why has Stone Island become so 
popular? After receiving exposure be-
cause of Ostis success with CP Com-
pany, Known as the “Paninaro” look, 
Stone Island was adopted by Italian 
football fans in the 80’s because of 
the excessive desire to create clothing 
that was functional, stylish and inno-
vative.  English football fans travelling 
to Italy to watch football matches as 
part of the European cup then took in-
spiration from the clothing, and took 
it home to the terraces with them.
 

And so then grew a special relationship 
with the brand, just like Dr Martens be-
came a staple part of an outfit for punks, 
Stone Island became synonymous with 
British football culture. Fast forward to 
2017, and rapper Drake is seen with 
Carlo Rivetti, the current director of the 
brand, wearing a Stone Island knitted 
jumper to an awards ceremony. This 
trend of world famous musicians wear-
ing the brand illustrates its growing 
popularity, and certainly contributed 
to this growth.  Of course Stone Island 
is not limited to just one celebrity, but 
once Drake was seen in it, and was 
even gifted a custom $100 thousand 
dollar Stone Island chain, A$AP Rocky is 
seen in one too, and then Travis Scott, 
and so a trend began. American high-
end fashion and streetwear, (which are 
both very similar these days) began to 
realise that Stone Island had the po-
tential to become something more 
than what the world over though it 
was, something worn by hooligans.
 
Speaking to Ollie Chapman, a Stone 
Island collector and owner of archive 
store “ Vintage Terrace Clothing.” He 
said, “The brand has change rapidly 
over the last few years, for the better? 
Who knows? Stone Island took mas-
sive step to become more commercial 
by investing in such artists as Drake to 

endorse the brand and doing collab-
orations with the likes of Supreme.”
 
“Perceptions of the brand have defi-
nitely changed over the last few years. 
The stigma behind wearing a stone 
island has almost disappeared. A few 
years ago in certain places you would 
of been targeted/labelled as ‘Game’ for 
a brawl if you was wearing the brand. I 
don’t personally ‘Collect’ Stone Island.”
 
It seems to be that there has always 
been a one-way street type of relation-
ship between American and British 
fashion, with British high-end fashion 
especially taking its inspiration from 
America. Brands such as Louis Vuit-
ton, Gucci and Off-White are now 
seen in cities all over both countries.
 
But it is important to understand now 
that America has taken inspiration in 
one of the most iconic fashion brands 
in Britain, whether a person likes Stone 
Island or not is irrelevant, it is undeni-
ably associated with football culture. 
Though this may not be seen as a posi-
tive thing, it is important to understand 
that Stone Island has come from being 
worn by ordinary people who wanted 
to attend football matches in anything 
but their team colours, so to avoid at-
tention from police whilst still wearing 

“Perceptions of the brand have definitely changed 
over the last few years. The stigma behind wearing a 

stone island has almost disappeared.”

The Massimo Osti Archive, 
Bolonga, Italy. 



clothes they were proud to wear, to 
the inner city streets of Britain’s biggest 
cities and being worn by grime artists.
 
 
Familiar with the brand for a num-
ber of years, Ollie explains how the 
brand has changed over the years, 
saying, “Once upon a time Stone Is-
land was only worn by Italians and 
Working class English hooligans. Not 
very often did you see the compass 
badge on a day-to-day basis. Now 
when you walk down the high street 
it’s as popular as any other brand.” 

“I own a fair few garments but try not to 
tie myself to one brand. Some of my fa-
vourite personal jackets are from Pluri-
mus, C.P. Company and MA. Strum.”
 
Talking about how he started up Vin-
tage Terrace Clothing, Ollie explains 
that he started off a relatively small 
scale, before moving onto open-
ing up his own store in Scunthorpe.
 
“We started out with a box of 2nd hand 
Lacoste shirts I bought off eBay. After 
seeing there was a massive market for 
vintage clothing we set up a Facebook 
group and started selling other brands 
such as Stone Island. A year later we 
set up our website and again was as-
tonished by the response. We recent-
ly opened a shop in our local town, 
which is getting more visitors every 
week. We’re currently building a new 
and better website which holds 5x as 
many products as our current one.”
  
“Perceptions of the brand have defi-
nitely changed, and i can only see 
the brand growing from here.”

The Massimo Osti Archive, 
Bolonga, Italy. 
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Massimo Osti, Italy, 
1983.
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Massimo Osti Archive.



An Interview With Ollie Kirk: 
Photographer & Curator.

F
or many, photography is never 

much more than a hobby or a 

creative outlet. But occasionally 

some individuals tend to fall into 

a hobby and end up getting much more 

out of it than they ever imagined. Ollie Kirk 

began taking photos as a hobby when 

he was at Groby Community College in 

Leicestershire, and it has blossomed into 

so much more for him, allowing him to 

work at festivals in Croatia, and work with 

up and coming DJ’s and producers.

 

Ollie Kirk, 21, from Leicester describes 

himself as a “Photographer/ Shadow Axis 

founder/owner.” Ollie originally didn’t 

know what to do with himself, nor where 

his future would lie when he came to pick 

his A-level subjects when he was 16, and 

as most do, he opted for the subjects that 

interested him, even in the slightest.

 

“So I got into photography at 16, - In a 

weird way, didn’t really know what to do 

with myself, around the time choosing 

a-levels. Wanted to do graphic design, 

didn’t really know what else to do. Was 

advised to accompany that with pho-

tography at A-level.”

 

Ollie explains that he was always quite 

laid back during school, and that he was 

“A bit of a mess about kid”. With his fi-

nal deadline for his A-level photography 

course looming, Ollie explains that he 

didn’t feel like he had learnt anything use-

ful, and because of this hadn’t done any 

of his final coursework. Luckily, he was 

just about to go away on holiday with his 

family to Valencia in Spain, and was able 

to capture the photographs he needed 

and ended up getting a B grade.

“I took my dads camera and went around 

Valencia on my own, which was the first 

time I was ever in a big city on my own, 

it was scary but at the same time really 

cool.”

 

Allowing his creativity to grow, Ollie 

began working at Wellgosh in Leices-

ter, an independent contemporary and 

high-end fashion store that has recently 

just celebrated its 27th year anniversary.  

“Being with like-minded creative 

people at the store really helped. It 

was basically me being really lazy 

and having to do the work outside 

of college, but it ended up falling 

into place. “

 

 

That summer, Ollie began to devel-

op his personal style of photogra-

phy through what he describes 

as his own laziness. Describing his 

style of photography, he said “My 

style comes from taking photos at 

parties I guess, and everything’s 

abit messy and in your face, and I 

try to focus on the natural expres-

sions, in the moment is the best 

way to describe it I guess. Like the 

Goldie photo, just being out and 

drunk and capturing it all in the 

moment. “

 

And so through meeting like-mind-

ed creative people, both through his job 

and his hobby, Ollie soon ended up get-

ting work at festivals abroad. Driving 36 

hours to Outlook Festival in Croatia dur-

ing September 7th – September 11th in 

2016, it was at this festival that Ollie took 

one of his personal favourites, the pho-

to of legendary British musician & pro-

ducer Goldie.  “I get asked to go and do 

festival work, and they employ big fancy 

photographers who use really expensive 

photos to take really professional press 

photos, but I get to go behind the scenes 

and party with the artists and take photos 

of them.”

One of the benefits of this was that in 

2016 they paid for his festival tickets, 

which allowed him access to backstage 

areas, meaning Ollie only had to pay 

for his travel and accommodation. And 

in 2017, Outlook Festival sent him five 

tickets for himself and four of his friends.  

With the summer of 2018 looming, Ollie 

has a couple of projects planned along-

side his other creative project, Shadow 

Axis -  “This year I’m going to dimensions 

and outlook again, we’re all really looking 

forward to it. “

 

Shadow Axis is a project that Ollie found-

ed with his friend & graphic designer 

Greg Hardy, with the aim of allowing cre-

ative people to have another platform to 

publish their work, often in a zines curat-

ed by himself and Greg.

 

“It started in the Orange Tree beer gar-

den, after first getting into taking photos, 

I had loads of photos sat around not be-

ing used and I wanted to put them out 

somewhere that wasn’t just Tumblr or In-

stagram. Greg and me got talking about 

the idea of it, and ended up doing it. It es-

pecially works so well because my style of 

photography and his style of graphic de-

sign compliment each other so perfectly.”

 

Ollie & Shadow Axis  work with people 

such as Grade 10, the record label. Creat-

ing zines, prints and posters.

 

“After the first few issues, we slowly start-

ed to develop and follow themes, such as 

the Leicester City FC title winning season 

issue, appropriately titled “Blu”.

Ollie Kirk. (Below)



And from then we just carried on doing it and they slow-

ly started to follow a theme, such as Leicester winning 

the league and the people of the city. We’re working on 

our sixth now, and want other creatives to work with and 

showcase different styles.”

 

For his personal work and more artistic photography, Ollie 

considers Daido Moriyama to be one of his biggest inspira-

tions, “It’s very dark and striking photos of Japanese scenery 

and people, his photos come out very harsh and in black 

and white. “

 

For his film and portrait work, Ollie takes inspiration from 

Diana Buraka. A tattoo artist from Paris.  “Although I don’t 

take lots of inspiration from her, I feel like she works with a 

similar setup to me and makes it look great.”

 

The first photographer that Ollie was inspired by was Lewis 

Baltz, an American visual artist and phot  ographer. “He was 

a big inspiration, and the first photographer I ever got into 

when I first started.”

 

 When it comes to fashion brands, Ollie expresses himself 

in a simplistic way and wears brands that often reflect his 

ethos.

 

“One of my favourite brands at the minute is Cav empt, it’s a 

great brand alongside BAPE and BBC, and the Cyber-punk 

designs, consumerist graphics are things that I really enjoy. 

“

 

“Other brands I really like at the minute are WoodWood 

and Our Legacy. What you see is what you get, it’s plain 

and it’s simple, but the quality is amazing. The stores are 

incredible, the ethos work. When I went to the Our Lega-

cy store in Copenhagen it was like everything I wanted my 

stuff to be like.”

“One Of my favOurite brands at the minute is 
Cav empt, it’s a great brand alOngside bape and 

bbC, and the Cyber-punk designs, COnsumerist 
graphiCs are things that i really enjOy.“

The Lake District, by Ollie Kirk.

The Lake District, by Ollie Kirk.

Goldie, Outlook Festival 
2016. By Ollie Kirk.


