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UP TO HAIR

2015 is drawing to a close. This has 
been an incredibly exciting and 
eventful year for us, as it was the 
company’s 50th anniversary. We 
have drawn up a company history 
specifically for this occasion. This 
shows us how far along the path 
we’ve actually come from the 
company’s beginnings up to today 
and what we’ve gone through 
together with you along the way. 
In this newsletter, we want to give 
you a little insight into our history, 
complete with the development of 
the company and our brands. One 
thing we are sure of: We could not 
have sustained our success of the 
past 50 years without the support of 
so many people. And so, we would 
like to thank all of you in particular.

We would also like to introduce 
you to the brilliant new addition 
to our successful Poly-Line 
collection – the recently-
launched Poly-Line-350 hair 
piece made from human hair.

Additionally, we’d like 
to let you know that 
a German version 
of the popular 
Medical Brochure has 
recently been issued 
in small format, and 
you can order it from 
us at any time in your 
own language also.

We hope you enjoy 
reading this newsletter.

Kind regards,  
Alexander Dening
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A journey in time through  
50 years of alternative hair
The DENING HAIR COMPANY was originally founded in 1965 under the 

name “Zarm & Dening” as a private company in Hamburg. Together,  

Karsten Dening and Diether Zarm set up the company that is still successfully 

selling alternative hair throughout Europe. 

The family-run company 

specialises in importing and 

wholesaling wigs, toupees 

and hair pieces to specialist retailers. 

The company’s own brands 

BELLE MADAME and 

MANAGER TOP stand 

for the highest 

standard of quality. 

To this day, the 

company has been 

following its own long 

and diverse path, a feat 

unmatched by most other 

German companies in this 

industry.

The Idea 
Behind every successful company 

foundation lies an idea. Indeed, the 

business idea itself was inspired by 

the two founders Karsten 

Dening and Diether 

Zarm‘s trip abroad 

to Spain in 1964/65. 

The two students 

spent two years in 

Barcelona, where 

they began to export 

unprocessed hair pro-

ducts to America. Upon 

returning to Hamburg, they 

continued 

this approach and started to trade 

wigs, hair pieces and extensions.

The first products 
They started out trading smaller 

hair pieces, which the company 

sold under the brand 

BELLE MADAME. These 

were manufactured in 

Japan and ordered by 

a Japanese national 

living in Germany. 

This  purchasing 

model, however, was 

only applied in the early 

days and soon proved to 

be too costly. As such, the 

company began to look 

for alternative import 

channels, which they 

initially found in Hong 

Kong in their second 

trading year and later in 

Korea. 

to be continued on page 2…
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For many years now, the company 

has been working mainly with 

Chinese and South Korean suppliers, 

who produce the wigs in various 

Asian countries.

The Boom Years 
Development was racing towards 

a key moment in the history of the 

wig and hair piece industry at that 

time, kicked off by the US president’s 

wife Jackie Kennedy. Wigs were a 

major fashion statement in 1969/70 

in Germany, and every woman 

had at least one. This first industry 

boom catapulted the demand for 

wigs and hair pieces practically 

overnight, making them a must-have 

accessory. Until this point, it was only 

the rich who could afford to buy 

hand-worked wigs. The availability 

of machine-made wigs meant that 

they became affordable for almost 

everyone, and so mass production 

began. 

When the first wigs were produced, 

the hair-wefts were simply sewn 

onto a solid cap as a base. It was 

only later that so-called Cap Less 

Wigs were produced, whereby the 

hair was sewn in rows of wefts and 

the wigs were significantly lighter. 

…Continuation from page 1
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Suddenly there were also a 

great many suppliers wanting 

to profit from the huge 

boost in demand. Zarm 

& Dening also expanded 

considerably. They had 

then more than 40 

employees who worked 

tirelessly to keep up with 

incoming orders. 

Time for consolidation 
Sadly, the boom only lasted 

a few years and after the high 

point of 1972 the market collapsed, 

taking with it most of the retailers 

and companies. Only a handful of 

companies survived this crash and 

have been able to establish a firm 

position for themselves in the hair 

trade business – including Zarm & 

Dening, who benefited from having 

switched their focus to medical wigs 

early on.

In 1973 the company’s own brand 

BELLE MADAME was registered. 

This brand, standing for quality 

and innovation, is now an official 

brand that encompasses all ladies‘ 

hair products. After the turn down 

of 1973, the company was forced to 

reduce their workforce to just four 

employees.

Shortly afterwards the time for 

consolidation started. The Wigs, 

while no longer fashionable, were 

still necessary. The very successful 

“Nina” model initialise the company’s 

upward trend and has kept the 

business going strong ever since, 

alongside its many popular 

successors.

In 1976, the 
very successful 

“Nina” model 
initialised the 

company’s 
upward trend 
and has kept 
the business 
going strong 

ever since.

In 1979, just three years later, 

the company marked a further 

trendsetting development. The 

MANAGER TOP brand, designed 

exclusively for men, was launched, 

featuring a constantly expanding 

range of high-quality toupees and 

wigs for men.

International Markets 
From the very start, the company 

focussed on starting not only into 

the German market but international 

markets, too. Business relationships 

with e.g. the Netherlands, Sweden 

and Denmark were in place virtually 

from the beginning.

The company now has close 

business relationships with all 

European countries and is selling 

to 1,200 specialist retailers.

Strokes of fate lead to  
new beginning
In 1996, the company faced a 

new challenge. Diether Zarm died 

suddenly and unexpectedly of a 

heart attack, leaving Karsten Dening 

30 year’s anniversary 1995:  
From the very start Diether Zarm and 

Karsten Dening focussed on developing 
business not only in the German market  

but in international markets, too.

Trendsetting introduction: In 1979 the 
MANAGER TOP brand was launched.

In 1976, the very successful model “Nina” 
initialised an unstoppable updward trend.
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to continue with the business 

alone. His son Alexander 

postponed his studies in 

business economics for six 

months to assist his father 

run the company. He then 

returned to graduate from 

university and finally joined 

the company in 1998. 

The turn of the millennium 

approached, and 2000 was a 

sad and emotional year. Karsten 

Dening passed away in April 2000 

after a short but serious illness, which 

came as a heavy blow for his wife 

Bibbi and son Alexander. Yet they 

continued to look to the future of the 

company. In doing so, they bought 

out the Zarm‘s company share and 

made a fresh start for the business. 

They changed the company’s 

name to “Dening Hair Company” 

and Alexander Dening took 

over as managing director, 

following in his father’s 

footsteps and 

preparing the company to succeed 

in the new millennium.

Rapid development 
A further breakthrough came in 

2007. New models brought back 

the youthfulness of the collection 

and the introduction of Root-Colours 

added a fashionable element. The 

trend has since spread over the 

entire product line and there are 

now very few models that don’t 

incorporate Root-Colours. 

THE CHRONICLE 50 YEARS DENING HAIR COMPANY
ORDER YOUR PERSONAL COPY! PHONE: +49 (0)40 450 17 20
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In 1970, Zarm & Dening invested in an exclusive 
photoshoot with the popular and renowned 

photographer oft he time, Günter Wolfson, who 
added a touch of glamour to the wigs and whose 

photos caused a sensation in the industry.



5 mm²

1,5 mm²

POLY-LINE-100
 SIZE 19 x 16 cm
 HAIR LENGTH 30 cm
 NET SIZE 6 mm²

POLY-LINE-200
 SIZE 16 x 14 cm
 HAIR LENGTH 30 cm
 NET SIZE 6 mm²

POLY-LINE-350
INDIAN-CHINESE-MIX-HAIR

 SIZE 19 x 16 cm
 HAIR LENGTH 30 cm
 NET SIZE 1,5 / 5 mm²
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Expansion of the successful 
Poly-Line collection
A new hair piece – the Poly-Line-350 has been added to the successful 

Poly-Line collection.

The successful, tried and tested 

hair pieces Poly-Line-100 

and Poly-Line-200 are manu-

factured with monofi lament at the 

top-of-the-head area, which gives 

the appearance of the hair having 

grown naturally – a unique property 

of monofi lament. 

The Poly-Line-350 essentially diff ers 

from the Poly-Line-100 and Poly-

Line-200 hair pieces in that the top-

of-the-head area is made of a close 

mesh rather than monofi lament, 

and so again it fi ts perfectly to the 

curve of the head. The close mesh 

also ensures that the hair is optimally 

distributed.

The very robust, but at the same 

time extremely fi ne quality of the 

Poly-Line-350 hair (including the 

blonde hair) means that it does not 

become matted, even in demanding 

conditions. 

All Poly-Line models are perfectly 

suitable for being fi xed with clips 

each day as well as for permanent 

fixing techniques such as hair-

weaving, MicroPoint, or the sleeve 

technique. 

The 
close mesh 
of the 
Poly-Line-350 
fi ts perfectly 
to the curve 
of the head 
and also 
ensures that 
the hair is 
optimally 
distributed.

Today’s popular and well-established 

SUPERFRONT range was launched 

in 2010 with the “Emilia Super-

Front” model. The revolutionary 

technology behind this product 

means that hair can be worn pulled 

back from the face as the ultra-light 

material practically merges with 

the skin and is thus invisible. The 

SUPERFRONT option is now off ered 

for almost 60 percent of all models, 

and is hugely popular. The innovative 

technology marks a milestone 

in the development of wigs and 

hair pieces. 

Looking back at the company’s 

history, there has been a major 

development not just for the 

company but for its products, 

too. Over the past 50 years, 

the wig industry has advanced 

from “hair on thick caps” to light-

weight monofilament models. 

The traditional PU-Front wig has 

been replaced by the fringeless 

SUPERFRONT models. Hair colours 

used in wigs have become more 

natural through the application of 

streaks and hair colouring, making 

it harder to tell the difference 

between a wig and a person’s 

natural hair. The BELLE MADAME 

HAIR COLLECTION alone comprises 

around 100 models and 20 hair 

pieces made from synthetic hair. 

The BELLE MADAME NATURAL HAIR 

LINE features 12 Ready-to-Wear 

models and more than 30 other 

wigs and hair pieces made from 

human hair. The MANAGER TOP 

collection includes a further 30 

models exclusively for men. And in 

terms of further advancement, this 

is far from the end of the road for 

product development. 

The next 50 years promise 
to be just as exciting, 
innovative and unpredictable 
as the last 50!  

POLY-LINE-200
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Essentially it is less of a “new” 

logo, but rather a “modified” 

version of the logo that has 

already become a fixed element 

on a large amount of the product 

packaging and sales documents 

over recent years. Therefore, it went 

through a very delicate redesign and 

we have achieved evolution rather 

than revolution.   

Whereas the logo has often changed 

drastically during the last 50 years, 

not least when the company’s name 

changed in the year 2000, this new 

change preserves recognizability. 

Thanks to this cautious revision and 

further development, the original 

character of the logo has been 

retained, and even strengthened. 

In this process, Dening Hair Company 

becomes Dening Hair. Even this step 

is less of a change and more an 

adaptation of the name under which 

the company has been known since 

time immemorial in the alternative 

hair business.  

Following this motto, the 

order processing team 

at Dening Hair has been 

strengthened by Anja Gomez, 

who has been with us since 15th 

March, 2015. 

The workplace brings the daily 

challenge of coping with a diverse 

range of order processing tasks 

and providing optimum customer 

care – even during hectic times. 

As skilled businesswoman and 

foreign language correspondent, 

Anja Gomez brings into play 

her steady nerves and focused 

approach to her work, in order to 

ensure a smooth and professional 

process. Personal contact and 

advice for customers is paramount 

in this respect. Each dialogue is 

individual and every customer 

request is taken into account. There 

should even be time for a couple 

of personal words. 

Anja was particularly pleased 

to have met many customers 

personally in the course of the 

anniversary celebrations in 

October. “At Dening Hair, I feel 

that I’ve been well received, and 

the work and working atmosphere 

are excellent.” 

Anja Gomez can be reached  

by phone from Monday to Friday 

between 9 am and 5 pm.

D E N I N G  H A I R  I N  P E R S O N

The customer is King

Anja Gomez

B E L L E  M A D A M E  H E A D W E A R  

Warmth for the  
cold time of the year

Launched only in April of this 

year, the BELLE MADAME 

(style 940) knitted hat is 

developing into a bestseller. It’s 

the perfect companion for the 

cold time of year and offers the  

M E D I C A L  B R O C H U R E

Small format,  
big impact 
It has now arrived – the fourth revised version of 

the Medical Brochure in the highly demanded  

small format.

dark grey

08 09 10

light grey dark beige

C O R P O R A T E  D E S I G N

Dening Hair has  
a new logo

For five years now, the  

MEDICAL BROCHURE has been 

a fixed component of the 

DENING HAIR range of advertising 

materials that is developed on an 

ongoing basis for the specialist  

retail partners.

Whether in the salon or carefully 

targeted via doctors and hospitals, 

the DENING HAIR specialist retail 

partners can use the MEDICAL 

BROCHURE to inform their potential 

customers about the medical 

background of a chemotherapy and 

to point them to appropriate hair 

replacement explaining the quality 

characteristics of a wig. 

This brochure also provides an 

important and knowledgeable aid 

with regard to care, accessories and 

the costs of hair replacement. 

Additionally, the MEDICAL BRO

CHURE is provided with an empty 

address field on the back so that it 

can easily be individualised with a 

sticker or a stamp.

The new version is initially published 

in German but can also be supplied in 

any other language. Specialist retail 

partners can order the brochure at 

any time from Dening Hair. 

WIGS · PERRUQUES

Information and 
help on the subject 

of hair loss

Hair loss caused by chemotherapy – 
what can be done?

Medical Brochure, 20 pages  
Format 14.8 x 14.8 cm

ST YLE 940-10
dark beige

ST YLE 940-08
dark grey

highest level of wearing comfort, 

thanks to its soft cotton knit. This 

pretty hat is available in three 

attractive colours that are ideal 

for combining with your winter 

wardrobe.  
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DENING HAIR GmbH 
Beim Schlump 16 
20144 Hamburg 
Germany

Phone: +49 (0)40 - 45 01 72 - 0 
Fax:  +49 (0)40 - 45 01 72 - 20

Email: information@dening.de 
Internet: www.dening.de
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