
ing anything about fashion—I don’t know if we know something 
today—but 27 years ago, when we started, we didn’t have an idea 
about fashion. We didn’t know that that even existed. We started 
by doing graphics in T-shirts, and then the product, well, people like 
it, you know. And we arrived at this place.

What is it about graphic design that makes it such a powerful 
match for fashion?
Matching for fashion. Well this is something that was not easy. 
When we started with the printed pieces, [they excited] people 
very quickly, but people were not driven to wear graphic for a long 
time. So, we tried to do some other pieces, like pants and jackets 
with graphics, and people [said], ‘Whoa, this is too much.’  But with 
T-shirts, yes, and [it developed] slowly. Now we do a complete 
collection where everything is graphical. And now people—some 
people, not everybody—start accepting.

What type of person do you see wearing your clothing?
For us, fashion is something you have to work with humor and 
irony, and we try to always apply irony and humor. I think the 
consumers that use our products are people that feel the same 
way.  For them, fashion has to be with humor and irony, and also 
people that have a young mentality.

Though there’s definitely something very classic about your 
style, but it’s reinterpreted.
We like always to start from a classical thing. And then we like to 
work with them and to transform in order to do something very 
contemporary.

Describe your sense of color.
We like to do the impossible weddings. One of the challenges is 
always to try to mix impossibles. Something that you say—this 
color with this color never will match—well, let’s try to match it. 

To find a balance?
Ya ya. We try always to find a way to mix one color with another 
color that seems impossible, or that nobody will like. And at the 
end you find a way.  Also we like to mix materials that at the 
beginning you say, this will never match.

A dichotomy.
It’s trying to mix impossibles.

For the Capricho project, how would you describe the interior 
design? Was this the first interior design project you’ve done? 
What feelings did you wish to evoke from resort guests?
I have been to architecture college myself, but [it] turned out it was 
not really my thing. However, it has a lot of influence on my life as a 
designer.  As per Capricho Resorts, I was very flattered to collaborate 
and bring our graphic artwork and color to a hotel environment.

We have applied many elements of our collections into decora-
tions elements for the hotel; it all will be seen in the restaurants, 
rooms and pool area. By this, we hope the Capricho Resort’s 
guests will be able to experience the touch of humor [with which] 
we treat our clothes.

More than 25 years ago, brothers Custo and David Dalmau took 
a round-the-world motorcycle trip that inspired a fashion empire. 
Since then, Custo Barcelona has grown from an innovative T-shirt 
line into a global fashion phenom sold in 35 countries, with complete 
men’s and women’s lines, plus accessories, handbags, footwear, swim-
wear, fragrance and more. They’ve created limited-edition pieces 
for Hummer, Motorola and Perrier. Now, they’ve set their sights on 
eco-friendly interior design, collaborating on the upcoming Capricho 
16-room hotel and restaurant, located on the upscale Playa Mujeres 
Resort on the Mexican Caribbean, with access to the world’s second 
largest coral reef, and scheduled to break ground this spring.

Capricho is just another example of how Custo Barcelona continues 
to redefine the fashion world, branching out into arenas previously 
untapped by fashion creatives. And throughout the brothers’ work, 
regardless of medium, four elements ring true: powerful colors, graph-
ics and materials, and an uncompromising spirit of independence.

clear editor Anna Carnick spoke with Custo Dalmau about his artis-
tic inspirations and the brothers’ upcoming project.

Your fashion reflects an overlap of creative disciplines—fashion 
design, graphic design and fine art. How do you think these dif-
ferent disciplines complement one another?
Art is an endless source of inspiration for me, as well as the cities I visit 
during my trips:  places, shapes, colors and people. All these elements, 
along with a very rich graphic artwork…are captured in our designs, 
[which] reflects our passion for each of them…The personality of 
our graphic is the fusion of different styles and different forms.

Who inspires you in the art world?
Well, our reference probably comes more from paintings; I like to 
visit, for example, Art Basel to see what’s going on. I like always 
to look for new, upcoming artists…going to museums, exhibitions. 
This is probably the reference that has most influence.

We don’t really follow fashion. We know the trends, but we never 
follow the trends. The trend for us is to reinvent our identity.

What is your work philosophy?
We need to enjoy what we do.

What is the greatest difference in your personal perception of 
fashion design now versus when you were starting out?
At that time, it used to be easier to work in fashion. The difference 
now is that it is more difficult to carry on a project. We have to 
adapt more and more to the needs of our customers on the five 
continents to be able to please them. 

How do you think your style has evolved over the years?
The concept is the same. When we started, we said, ‘Let’s do 
pieces with color, with graphics, and let’s try to mix different mate-
rials.’  And that concept is still the same, but [as] we get older, well, 
it’s as they say, everyday you have to learn something. I think our 
projects and every collection are more mature—not all, because 
we are trying to keep the [spirit] very young—but everything is 
much more sophisticated, more mature, more qualified.

Describe the strong graphic design element in your work.
It’s the way that we started this work. We started without know-
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with graphics, and people [said], ‘Whoa, this is too much.’  But with 
T-shirts, yes, and [it developed] slowly. Now we do a complete 
collection where everything is graphical. And now people—some 

What type of person do you see wearing your clothing?
For us, fashion is something you have to work with humor and 
irony, and we try to always apply irony and humor. I think the 
consumers that use our products are people that feel the same 
way.  For them, fashion has to be with humor and irony, and also 

Though there’s definitely something very classic about your 

We like always to start from a classical thing. And then we like to 
work with them and to transform in order to do something very 

We like to do the impossible weddings. One of the challenges is 
always to try to mix impossibles. Something that you say—this 
color with this color never will match—well, let’s try to match it. 

Ya ya. We try always to find a way to mix one color with another 
color that seems impossible, or that nobody will like. And at the 
end you find a way.  Also we like to mix materials that at the 

For the Capricho project, how would you describe the interior 
design? Was this the first interior design project you’ve done? 
What feelings did you wish to evoke from resort guests?
I have been to architecture college myself, but [it] turned out it was 
not really my thing. However, it has a lot of influence on my life as a 
designer.  As per Capricho Resorts, I was very flattered to collaborate 

“We know the trends, but we never follow the trends. 
The trend for us is to reinvent our identity.”

Custo Barcelona runway SS 09
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