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You have previously defined BLESS as a lifestyle, rather 
than a concept. What is BLESS? BLESS is a visionary substitute 
to make the near future worth living for. She is an outspoken female  

– more woman than girl. She’s not a chosen beauty, but doesn’t go 
unnoticed. Without a definite age she could be between her mid 
twenties and forties. BLESS hangs around with a special style of 
man. She has no nationality and thinks that sport is quite nice. She’s 
always attracted by temptations and her loves change. She lives 
right now and her surroundings are changed by her presence. She 
tends to be future-oriented. BLESS is found in magazines and can be 
contacted personally by phone. Everything except sex is available by 
request. BLESS is interactive – those that dare can take part in the 
permanent renewal of the BLESS world. BLESS allows you to 
recognise needs at an early state. BLESS works against mass 
individuality and its hidden dangers i.e. fashion overkill. BLESS is a 
project that presents ideal and artistic values by products for the 
public.

You consider your designs not so much commodities, as 
much as ‘solutions for the everyday’. What exactly do you 
mean by this? If a problem occurs, we like to find a pragmatic 
solution for it. Fore example, if we need a new bag, because all the 
other bags we have don’t fulfill our needs (more volume, better 
balance on a bicycle, lighter, etc.) then we try to create this ideal bag.

Your work ranges from furniture to clothing to prints; is 
there an overriding ‘BLESS’ aesthetic that is carried 
throughout your various works? BLESS is aimed to be style-free 
and we like to provide very cheap and small products as well as very 
high priced and valuable items, but you can say that there are still a 
few optical roots that re-occur every once in a while. handcrafting is 
certainly something we feel close to, so it’s applied to a variety of 
products, such as hand-knitted shoes or a Fat Knit hammock for 
instance.

Where do you source your inspiration? Personal needs.

You’ve collaborated with some of the most influential 
avant-garde designers (Martin Margiela) and globally 
renowned brands (Nike, Adidas, Wrangler, Longchamp) 
since 1997 and continue to do so, why do you collaborate? 
Teaming-up with partners that have a specific know-how or who can 
do things we can’t do always makes sense. Ideally you achieve a 
win–win situation where both sides profit maximally.

has there been a particularly memorable collaboration so 
far? They were all memorable in their own way and it’s exciting to 
see how other structures work. of course we are always the most 
excited about the current collaborations which include shoes we’re 
developing with Camper as well as glasses we’re working on with 
Linda Farrow.
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You number each of your designs, why? The 
numbers are easier to keep in mind than long titles or 
seasons.

You have a singular method of distributing 
lookbooks by collaborating with magazines 
that have included Purple and MonoKultur.  
Can you explain the process and how it came 
about? The whole idea came from reflecting on the 
fact that normally you have two choices: either you 
stay small and never compromise and you only have a 
very small, limited spread and specific audience, or 
you can go big, dilute your ideas, and make them more 
commercial and universally understandable. You 
might lose a bit or – in the worst case – all of your 
spirit and heart, but then, on the other hand, you have 
the chance to exert influence over a wider public. 
With the lookbook collaborations we found a third 
and interesting method. We stay small and true to 
ourselves in a very similar way to independent 
magazines. In merging our budget together with that 
of the magazine, our lookbook (published in the 
magazine) is suddenly available in libraries and in 
shops where the collaborating magazine is available. 
We also distribute the magazine for free through our 
channels and via our wholesale clients. So, both sides 
double their audiences and we introduce new maga-
zines to our clients. Above all, we like that most of the 
magazines we collaborate with are not necessarily 
fashion-related, which emphasizes again that we don’t 
necessarily see a collection as limited to clothing, but 

always in a wider sense, hoping to display the work of 
the last six months, whatever this might be – object, 
clothing, food, furniture, etc.

Do you oppose the traditional method of 
exhibiting collections? We think that fashion is 
generally not presentable in museums or exhibitions. 
Fashion is only fashion if it is alive, worn in everyday 
life, here and now. You can’t freeze the moment. If a 
garment is on a dummy or a doll it immediately 
becomes a costume.

What has attracted you to use wax figures and 
your own acquaintances, rather than profes-
sional models to exhibit your designs? We used 
the wax figures as some sort of a trompe l’oeil for 
ordinary people of older age groups and it worked 
particularly well in the Colette window, as they 
wouldn’t really represent the usual customer there. In 
an absurd way, this unexpectedly attracted more 
attention than any other fancy, loud event might have. 

In 2011, you operated a practice of ‘shop-
sitting’, inviting French artist, Cyril Duval, into 
the newly re-located BLESS Shop Berlin to live 
in, and look after, the space. Who is your 
current ‘shop-sitter’? how do you choose your 
‘shop-sitters’? It’s interesting that you call it shop-
sitting, we call it BLESShome. We wanted to try a new, 
more private way of showing our products within the 
context of the home and everyday life, rather than in a 

glossy boutique. At present, Mira Schröder, a very 
special person that we like a lot, inhabits the Berlin 
shop. She is the perfect host, people feel warm and 
welcome. They spontaneously join Mira for a meal, 
they enjoy a glass of wine on the balcony or they relax 
for an hour in the hammock. You can live the BLESS 
spirit there. We are also about to start a whole new 
series of BLESS homes, whereby friends and even 
clients temporarily open their private spaces that 
include a pre-selected range of BLESS items of their 
choice. Currently, we have many participants in the 
BLESS homes project, with people willing to show 
why and how they love to live with BLESS.

Berlin is a burgeoning fashion capital; tell us 
about the relationship between BLESS and 
Berlin. What attracted you to Berlin? Does it, 
as a city, offer something that Paris cannot? 
originally, it was Ines’ boyfriend. Paris is beautiful, 
bourgeois, and very conservative. Berlin is poor and 
sexy, and has certain flexibility, an availability of space. 
Berlin offers opportunities that Paris never could. 

What do you envision for the future of BLESS? 
Keep enjoying the present.

FAShIoN IS oNLY FAShIoN IF IT IS ALIVE, WoRN 
IN EVERYDAY LIFE, hERE AND NoW. YoU CAN’T 
FREEzE ThE MoMENT. IF A gARMENT IS oN A 
DUMMY oR A DoLL IT IMMEDIATELY BECoMES  

A CoSTUME.


