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Floyd wants to give modern traveling its mojo back. But not with 
a black suitcase. Bern Georgi and two of his kids have set out to 
bring an ode to the flashy Venice Bohemia design language, and 
the skateboard culture of the 1970s to the luggage market.

FLOYD
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Bernd Georgi and Horst Kern grew up in a small 
village in the countryside outside of Munich, Ger-
many. They were the only two boys who were seen 
skateboarding around town. The skateboard culture 
of the 1970s they admired was a world away. They 

shared a childhood dream of moving to California, 
where young people were customizing and experi-
menting and most importantly: skateboarding. Like 
so many conversations with childhood friends, they 
didn’t follow through on that particular dream. 

They grew up, they went away to study and they 
worked in different cities and on different conti-
nents; they lost contact for almost twenty years. 
Eventually they met again by chance, only to find 
out that both of them had built a career in the same 
industry: textiles. They combined the knowhow they 
had gained producing accessories like baseball caps 
and bags for the likes of Diesel, Hugo Boss, and 
Marc O’Polo, and they founded a company together 
that grew to include high caliber clientele - most-
ly brands from the automotive industry, such as 
Mercedes, Audi, Bentley, and Lamborghini.

Bernd is a charismatic businessman who is full of en-
ergy and driven by passion. Younger at heart than a 
lot of 30-year-olds these days, he openly talks about 
the common ground between him and his business 
partner, Horst. They sound like laid-back skaters 
when they agree on the importance of one particu-

And when it came to the industrial 
design part, it was clear that I  
wanted [the suitcases] to live up  
to my 70s dreams of American  
Cadillac design, in all its glory  
and with all the colors.
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We talk for 10 minutes about different forms of axis 
only and how hard it was to construct an axis that 
would work with the skateboard wheels. „And when 
it came to the industrial design part, it was clear 
that I wanted to live up to my 70s dreams of US-Ca-
dillac-Design. In all its glory and with all the colors.“ 
Bernd says. „When you really dig deep into what you 
like, you often realize that the things you like the 
most design-wise, are the things you were dreaming 
about when you were a child!“ 

Choosing the name „FLOYD“ ended up in some 
pressure from Pink Floyd’s lawyers but eventually 
they were able to settle the case. Bernd talks about 
it with a big smile in his face, the same smile he has, 
when he continues to talk about FLOYD’S design 
philosophy „I never wanted to produce a black suit-
case. That is too simple and boring.“

A hobby became a professional decision to give it 
a go. And since Bernd is not even on facebook (his 
words) he knew he had to bring on young blood. Al-
though he always wanted his kids to work something 
else, he ended up employing his daughter and son 
to help him brand the idea and make it visible. So 
the three of them run the brand. Without no inves-
tors for the get go and no intention to change any-
thing about it. „I don’ need anybody to tell me what 
to do and I honor my freedom a lot. We have the 
connections into the production market and that is 
our big advantage, that we know people. Also, the 
experience of over 25 years helps a lot.“

When we talk more about freedom Bernd gets even 
more energetic than he naturally seams to be „We nev-
er had to earn money with it (Floyd) - so it was okay to 
be a hobby in the beginning. We earn money with our 
other company and that is a blessing. We do what we 
think is fun and act based on our gut feeling. We don’t 
want to bend, twist or buckle over. Ever.“

After one year, Bernd honestly admits, they are writ-
ing black numbers. This charismatic business man 
feels like he is driven by passion. Younger at hart 
than a lot of 30-year-olds these days, he freely talks 
about the common ground amongst him and his 
business partner Horst, never be greedy. You can tell 
that he has lived by it, building up two companies. „I 
never set out to have money to multiply that money 
into more money. I am lucky that we have made and 
still make a good living out of what we are offering 
to the accessory industry, but I always invested into 
things that are fun and into myself. I always wanted to 
make things that are fun. I never wanted to be rich.“

It is hard to explain where Bernds easy-going men-
tality comes from, though this definitely strikes you 
the most talking to him. He also knows it to be one 
of his success drivers that are hard to learn. „People 
are too much invested in wanting to please others 
and have forgotten to be intuitive and follow their 
guts. At the same time without discipline you can’t 
achieve anything. I decide to go swimming everyday 
and maybe that is not seen as cool. But I think it is 
cool and for me it is freedom because I decided to 
do so. And if you decide to show up everyday I think 
that is cool.“

I never wanted to produce 
a black suitcase. That is too 
simple and boring. 

I always wanted 
to make things 
that are fun.  
I never wanted 
to be rich. 
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