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The Berlin Times

Perfectly suited
Berlin designer Patrick Hellmann is preparing to take Manhattan 

German perfection, French 
charm, Moroccan tempera-
ment and American modernity 

– these are the characteristics Patrick 
Hellmann (64) uses to describe his own 
designs. But they are also an apt descrip-
tion of this Berlin designer himself. His 
father was a Berlin fashion merchant, his 
mother was Spanish and he was born 
in Casablanca in 1955. The language 
spoken at his father’s studio was Italian, 
and the family spoke French at home. 
When Hellmann was nine years old, his 
family moved to the United States, and 
in 1978 they moved to Berlin.

His mother still lives in Cincinnati, and 
Hellmann is planning to visit her there 
this month to celebrate her 90th birth-
day. “For me, it’s still like coming home,” 
he explains. Although he holds only a 
German passport, he does possess a cov-
eted US Green Card. And now, Hellmann 
is looking to establish even more connec-
tions with his former home, this time via 
business ties.

Having had a shop-within-a-shop at 
Barneys in Manhattan until the US finan-
cial crisis in 2008, Hellmann is eager to 
return to the city that never sleeps. “The 
city has an unbelievable positive energy,” 
he gushes, “you can feel it as soon as you 
get off the plane.” Hellmann also sees Los 
Angeles as a perfect potential location for 
one of his stores. Of course, he already 
knows “there’s nothing anywhere that 
doesn’t already exist in the US.” But he’s 
still convinced that his collection will be 
able to make a mark on the American 
fashion market. Indeed, in keeping with 
the credo of his company, he has “the 
power of a perfect suit.”

With the help of this motto, Hellmann 
made his way to the top of the fashion 

industry. He now owns and operates 
eleven stores from Berlin and London to 
Moscow, Dubai and Baku, each designed 
in his characteristic black, white and 
silver. With the exception of the two in 
Berlin, all of Hellmann’s stores are oper-
ated as part of a franchise. Russians even 
rank his luxury brand PHC label higher 
than Brioni and Tom Ford.

And now it’s time to add a store in 
the US. The perfect fit of a Hellmann 
suit makes every man look good: “New 
Yorkers are very fashionable, so they’ll 
appreciate that,” he argues. He himself 
rarely goes shopping on any of his regu-
lar trips to New York. “I always wear the 
same thing,” the designer admits – a black 
sweater (cotton in summer, cashmere in 
winter), dark blue jeans, ankle boots – 
and done. Hellmann is less interested 
in himself and much more interested in 
making his clients look their best. Stars 
like Rammstein lead singer Till Linde-
mann (56) and German national soccer 
player Jérôme Boateng (30) are big fans 
of his work.

Hellmann also recently translated his 
perfectionist sensibilities to the realm of 

interior design. In 2017, he bought Berlin’s 
legendary Schlosshotel in the Grunewald, 
which was built in 1914 and lies in a 
verdant and elegant part of the city. A 
number of hotel chains had already tried 
their luck with the hotel and failed, even 
though German fashion czar Karl Lager-
feld himself had given it a thorough restyl-
ing. It is entirely possible that Hellmann, a 
successful entrepreneur, assumed the risk 
for sentimental reasons. Indeed, when he 
first came to Berlin in 1978, Hellmann was 
invited shortly thereafter to a reception 
at the Schlosshotel in the Grunewald: “I 
immediately fell in love with this wonder-
ful place,” recalls the designer.

The Renaissance-style hotel was also 
where German actress Romy Schneider 
(1938–1982) got married – twice. And its 
famous Jugendstil bar was often the last 
stop of the night for beloved German 
comedian and enthusiastic drinker 
Harald Juhnke (1929–2005), who lived 
just around the corner. In 2006, Germa-
ny’s national team stayed at the five-star 
hotel during the Soccer World Cup.

Hellmann has now re-designed 22 of 
the 53 total rooms and suites (starting at 

€180/night). He even gave the bar a fresh 
new outfit: there’s herringbone from his 
suit collection on the chairs, and the cur-
tains feature pinstripes facing out and 
violet tie-silk facing in – his favorite color. 
“Each room tells a story taken from my 
own life,” says Hellmann, explaining the 
personal touch at his exclusive hotel. His 
international guests appreciate this indi-
viduality to such an extent that “some 
even want to spend every night in a dif-
ferent room,” says the hotelier, grinning.

There is only one room at the hotel 
that Hellmann will most certainly not 
be redesigning, and that is the personal 
suite of Karl Lagerfeld. The famed 
Chanel designer, who passed away in 
February, equipped the room with per-
sonal furniture and art objects. “We are 
very proud that Karl Lagerfeld set up 
this suite, and the most we will ever do 
is refresh it a bit,” insists Hellmann, who 
attaches great importance to maintain-
ing his hotel’s reputation for fashion. 
This coming summer, he also intends 
to reopen the 5-star hotel’s restaurant, 
Papillon, where upscale international 
cuisine will be served.

According to Hellmann, his hotel 
snuggled within the tranquil Grunewald 
forest is ideal for “guests who want a 
true sense of privacy.” The entrepreneur 
himself, who lives with his wife and five-
year-old son in Berlin-Mitte, has been 
designing the interiors of private homes 
for years, and also created the Lalique 
Suite (€16,000/night) for the five-star 
Hotel Prince de Galles in Paris. This 
means there’s only one thing this Berlin 
designer is still missing: “Of course, I 
would love to redesign a hotel in New 
York.”
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Patrick Hellmann (middle) with Alec Völkel aka Boss Burns (left) of  
The BossHoss and Till Lindemann (right) of Rammstein at a Schloßhotel party

“edgy,” as they say in the fashion world; it 
always embodies the city’s current zeitgeist as 
well. Recently, for example, the EUnify hoodie 
created by the artists collective known as Sou-
venir made a splash on the internet. The blue 
sweatshirt features the EU circle of stars with 
one star missing – a conscious challenge on 
behalf of the designers to get their fans to 
reflect on European identity. The hoodie was 
worn by hip Louis Vuitton designer Virgil 
Abloh as well as by Germany’s Minister of 
Justice Katarina Barley.

To this day, coolness continues to be the 
Berlin fashion scene’s greatest capital. And, 
in keeping with its nature, the biggest and 
most successful trends make do without 
institutionalized events. In fact, it’s possible 
that the creative drive and ability of Berlin-
ers to turn ideas into good business models 
is thwarted only by too the excesses of well-
meaning patronage. Those who rely too 
much on help from above can end up para-
lyzing themselves. And even Fashion Council 
Germany can’t afford to offer anything more 
than help with self-help.

While it’s true that many Berlin designers 
and labels still operate on a small scale, this 
isn’t necessarily a bad omen. On the contrary, 
the era of large major German fashion brands 
that helped shape the fate of the international 
fashion scene is long gone. These days, digita-
lization offers incredible growth opportuni-
ties that are better suited to small and agile 
startups rather than lumbering corporations. 

At the moment, Berlin is witnessing the 
emergence of a highly modern fashion middle 
class. The hipster attitude of many other proj-
ects should not distract us from this fact. 
Berlin design is making its way upwards. 
Taking a number of unexpected detours, 
it’s slowly but successfully staking its claim 
in the international fashion scene – with a 
work ethic resting on medium-sized company 
values and access to good Wi-Fi. And no wor-
ries, there are still more than enough parties, 
pop-up store openings, dinners and panel 
talks going on outside of the erstwhile Fash-
ion Week schedule – places and spaces where 
fashion professionals can continue to do their 
“networking.” There’s no need to fear that 
Berlin will run out of events any time soon.
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