
Bellerose is a Belgian prêt-a-porter brand in the accessible luxury segment, 
originally created by Patrick Van Heurck in 1989. 
  
Bellerose started out by distributing a range of men’s shirts and later on opened its first 
store in Knokke (by the Belgian coast) in 1991. 
  
More stores in several notable Belgian cities follow during the 90s, allowing the brand to 
grow on the Belgian market and in the rest of Europe thanks to their wholesale 
activities. 
  
A first women’s collection was released in 1998, followed by a kids’ line in 2002 and the 
opening of a first flagship store. As of 2008, the men’s and women’s collections take on a 
more mature, refined style, evolving from sportswear to casual and accessible luxury. 
  
New markets are explored, most notably France, quickly followed by the Netherlands & 
Spain. 
  
In 2018 Bellerose owns & operates 25 points of sale (11 in Belgium, 3 in the 
Netherlands, 8 in France, 3 in Spain) and has around 500 wholesale customers 
worldwide. 
  
Every season a range of selected brands can be found in-store as well as in Bellerose’s 
online shop. 
  
The conception of their collections, stores and even the apartments and houses of their 
designers originates from a large mix of eclectic influences. A vintage rosewood 
cupboard can be placed upon a rough concrete floor with no second thought. An Indian 
hairdressing salon with an improbable logo could very well become a print on t-shirts 
the following season. A classic American baseball logo can be stitched upon a Japanese 
worker shirt, and a military overcoat from before 1940 found in a thrift store can easily 
be adapted to become a unique key piece in their collection. 
From Tokyo all the way to Stockholm, while passing through Brooklyn, New York; 
Bellerose is always curious and always on the lookout, without limiting themselves to 
one particular style. They prefer mixing and matching over purism. As the saying goes: 
old, new, borrowed and blue. What ties everything together is authenticity, 
craftsmanship and the passion that comes with it.. 
  
  
Style 

  
Women & Kids 

Bellerose is known for a casual, versatile wardrobe allowing freedom and creativity. 
Their designers feed off a ton of different ideas that are gathered in everyday life : 
exhibitions, architecture, nature, street styles, concerts, performances... They all work in 
their own individual and intuitive manner, allowing them to integrate their own specific 
sensibilities and to construct their own little universe. For example, inspiration can be 
found in the colors of a flower bouquet that work well together, or an old lady on the 
metro that moves in a certain way... 



Once the moment is there the design team gets together to bounce ideas off each other. 
It is there and then that the connection between their universes has to be established. 
Bellerose doesn’t blindly follow trends, they have a tendency to work like a lone pair of 
electrons, and the complexity of Bellerose is finding the tie that binds all 4 collections. 
Somehow though, it’s always found. This red line that runs throughout all collections 
implicates fabrics, prints and colors alike. The theme of a collection often starts with 
something as small as a print or a picture or as big as an era or a movement – the colors 
are then determined in function of this theme. 
  
Men 

When it comes to the men’s collection one of our biggest and most important 
inspirations has always been (and will continue to be) workwear and military wear. The 
details inherent to classic workwear can be found all over Bellerose’s men’s garments. 
Whether it’s military uniforms, worker jackets or sailor sweaters, the specific style, 
touch and feel of these articles has been part of the brand’s heritage since day one. 
Building on this DNA, Bellerose aims to dress contemporary, forward thinking men that 
share our love for quality garments with a great attention for details. 
  
Retail 
The first Bellerose store was opened in 1990. Magnetically drawn there by a love for the 
sea and sailing, this store opened its doors right by the Belgian seaside, in Knokke to be 
precise. Originally it was somewhat of a multi-brand store with an exclusively wooden 
interior, inspired by the typical surfer shacks one can find on the American West Coast. 
Rather quickly more stores followed in Brussels, Ghent & Antwerp. The major one being 
a flagship store of over 600 m2 in the heart of Brussels (Place Stéphanie). The adventure 
had started but the Belgian market remains a rather small one, an expansion had to 
follow outside of the borders. So why not in Paris, right? It started off with a store in one 
of Bellerose’s favorite areas, the Marais, a warm and welcoming spot with a rock’n’roll 
touch and a familiar atmosphere. 
  
Later on stores in Saint Germain Des Près and the Bastille area would follow. Around the 
same time the first Amsterdam store saw the light of day, in a slightly rougher and barer 
setting, as well as a women’s only store with a touch of chic in a completely different 
part of the city. Goals for the coming years include opening stores in key European cities 
such as Berlin and London. 
  
Evolution 

Loosely inspired on the concept of traditional American drugstores, the first stores were 
created as vibrant, functional places where one could find nearly everything, starting 
with Bellerose’s collections while yet also offering off-road buggies, fire pits, letterboxes 
and a wide range of accessories (both fashion and gadgets). With the introduction and 
growth of the women’s and kids’ range, little by little these stores evolved into concepts 
with more room for architecture, decoration and fashion, always referencing the themes 
of the collections, with a strong accent on window displays & visual merchandising. 
Roughly said everything is presented as if it were a corner, be it Bellerose’s collections, 
their selection of other brands and different objects & accessories. 
  
Architecture 



The decors of their stores are directly linked to the personalities that make Bellerose the 
brand it is today. From a very feminine and delicate interior with vintage accessories 
and a romantic flair, to a robust wooden boudoir with a very masculine look and feel, or 
a more playful and relaxed kids department with vintage toys and cardboard teepees: 
there’s something for folks of all kinds and walks of life. 
A large chunk of the heart and soul of Bellerose stems from this imbroglio; Patrick and 
his son Derek take care of mostly everything to do with the architecture and decoration 
of their stores, helped by an in-house team of creative professionals. They strongly 
believe in true craftsmanship and manual trades such as carpentry, visual 
merchandising and window displays. It’s this total package that gives the confidence and 
know-how needed to open new boutiques and to update/uplift the existing ones 

  
Past & Present 

Every new store start from scratch. Bellerose adapts to the location and conserves 
crucial elements of the building’s former life, be it a wooden floor, the original walls or a 
glass roof - only to engraft the signature Bellerose interpretation afterwards. What these 
stores have in common is the use of concrete, wood & metal. Everything is 
interchangeable, sometimes shelves are wooden, and sometimes they’re metal. Rails can 
be installed on the floor or they can hang from the ceiling. There’s vintage furniture from 
all over Europe that is used as checkout counters, tables and display cabinets. They love 
the idea of stores that are truly unique and that play with opposites the way their 
collections do. This enables customers to discover new facets of the brand every time 
they visit. 
  
The selections made for Bellerose’s stores are also different every time, adapting to their 
locations and concepts. Some are more feminine, some have a wider range of Non-
Bellerose products while others have more accessories. 
A Bellerose boutique thus becomes a living and breathing entity with its own community 
and its own mode of functioning. It’s almost as if these stores are team members rather 
than just points of sale. 
  
  
Inside Bellerose 

At less than a 15 minute drive from Brussels, the headquarters are the epicenter of all 
things Bellerose. As most of what they do is done internally, a building was needed that 
reflected the way they see Bellerose and the brand’s image, while at the same time it had 
to be a functional place that could house all activities. From design teams to product 
developers, from customer service to the digital department or even logistics. 
Inside you’ll find desks per department, showrooms and several creative hubs where 
different teams try out future window displays, key looks and interior objects for 
(future) stores and corners, among many other things. 
The common denominator for all of this activity is the rather large kitchen which has a 
communal table, a place everyone stops by at some point during the day to simply eat, 
to get some coffee, to discuss various projects or to organize micro-meetings. 
Friendships and alliances are forged here. Per day, there must be an average of 4 
languages spoken.  This variety is one of Bellerose’s strong points. About 70 people work 
here, of which 1 in 3 isn’t Belgian. This brings a certain freshness to creative projects 
along with a constant will to challenge themselves with regards to what they do and 
where they want to go. Bellerose still functions the way a start-up does, every one 



manages their own time and schedule, in function of their specific tasks and goals. This 
style of management stimulates people to take responsibility and attain the goals they 
set. Projects for 2017: Yoga classes and a new kitchen adapted to new needs and eating 
habits! 
  
  
Anecdotes 

Bellerose simply loves details. There’s a true culture of details in the whole company, 
starting with the designers all the way to the opening of new stores. The same goes for 
digital publications, with crazy amounts of time spent on (re)working (on) newsletters 
or the installation of a new window theme. Bellerose is convinced that details alone 
make a huge difference and should never be neglected. 
  
Because whether you start working there or you simply walk through the doors of one 
of their stores to discover the brand: It’s too late to turn back, you’re already part of the 
extended family. And that is the way the brand’s been from the 


