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de I’exposition Phil van Duynen
organisée par la Maison de I'Image
chez Seed Factory.

Vernissage le 17 octobre 2024.

Deze catalogus is uitgegeven

ter gelegenheid van de tentoonstelling
Phil van Duynen, een organisatie

van het Huis van het Beeld in

de Seed Factory.

Vernissage 17 oktober 2024,
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on the ocaasion of the hilwn\’
Duynen

exhibition organized by the

Maison de I'Image at Seed Factory.
Opening on 17 October 2024.
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CATALOGUS VAN DE TENTOONSTELLING

CATALOGUE OF THE EXHIBITION




MICHEL MICHIELS

En 2002 j'avais invité Phil pour une grande exposition
qu’il avait scénographié a la perfection. Plus de
deux décennies ont passé, le temps est venu d’une
indispensable rétrospective que la Maison de I'Image
pouvait permettre puisqu’elle prétend montrer toutes
les facettes de I'artiste y compris la pub.

Dans une ceuvre déja immense et cependant
homogéne, mon coup de cceur va a une récente
galerie de mutants. Par la magie du digital qui est
pour Phil une seconde nature, il réinvente la typologie
humaine, il crée une humanité étrange en grand
format, fantasque et inquiétante mais ineffable.
Elle nous saute au visage par I'impact de I'épure et
la précision chirurgicale de la mise en ceuvre. Une
ceuvre en méme temps redoutable, et drolatique.
Des images toujours intenses, surprenantes et
troublantes et pourtant jamais excessives. On ne
peut étre qu’hypnotisé par ces humanoides sublimés,
d’une actualité confondante si éloignés de nous
sans étre vraiment déraisonnables. Techniquement,
Phil assemble des personnages fragmentés dont les
éléments composites proviennent, par le filtre du
digital, de sources diverses recréant un mutant
silencieux. Notre léger malaise devant ces portraits
insolites est tempéré par la compassion que |‘on
ressent chez leur créateur. Et finalement n’est-ce pas
ce qu'il cherche? Plus récemment Phil est revenu a
la peinture par goiit de I'ceuvre unique et la vitesse
de I'acrylique.

Mais Phil est aussi un immense directeur de création.
D’abord destiné a une carriere de pianiste et de
compositeur — doué — Phil assouvit son obsession
de I'image en devenant le « créatif » que I’on connait.

A la fin du 20e siecle, une catégorie de directeurs
de création comme Peter Knapp, Art Spiegelman ou
Jean-Paul Goude ont bouleversé notre paysage visuel.
Phil est de cette trempe. Il bouleverse les codes de
Iimage et marque de son empreinte les agences qui
le veulent pour vendre son talent. A I'époque ot la
pub est une activité honorable, il fait le bonheur de
ces agences, mais il pense aussi a faire le sien en
créant épisodiquement ses propres structures comme
Prophil, X génération ou Ad-opt, ol il peut hisser
la créativité a la base du modele (Ad-opt est élue
Agence Design de I’année en 2013). C’est le temps
des grands créateurs qui prennent le lead dans le
monde des agences, toutes en perte de repéres. Parmi
les marques qu’il aura la charge de sublimer il y a
Perrier, Swatch, Pias, Tom&Co, Fnac, Boghossian,
Exit, Martin’s, Veuve Clicquot LVMH, NRJ radio...

Michel Michiels
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In 2002 nodigde ik Phil uit voor een grote tentoon-
stelling die hij tot in de puntjes had uitgewerkt. Meer
dan twee decennia zijn voorbhij gegaan en de tijd is
gekomen voor een essentiéle retrospectieve, die het
Huis van het Beeld zich kon veroorloven, omdat

het alle facetten van de kunstenaar wil laten zien,
inclusief de publiciteit.

In zijn oeuvre dat al immens en toch homogeen is,
hebben wij een recente galerij van mutanten als
favoriet: Door de magie van het digitale, die een
tweede natuur is voor Phil, vindt hij de menselijke
typologie opnieuw uit: een vreemde mensheid op
groot formaat, grillig en verontrustend maar niet
te bevatten. Het verrast ons door de impact van
zijn puurheid en de chirurgische precisie van zijn
uitvoering. Een werk dat zowel formidabel als
grappig is. De beelden zijn altijd intens, verrassend
en verontrustend, en toch nooit overdreven zijn. Men
kan niet anders dan gebiologeerd zijn door deze
subliem moderne mensachtigen, die zo ver van ons
afstaan zonder echt onredelijk te zijn. Technisch
gezien assembleert Phil gefragmenteerde personages
waarvan de samengestelde elementen, door het
gebruik van digitale hulpmiddelen, uit verschillende
bronnen komen om een stille mutant te creéren. Ons
lichte onbehagen over deze ongewone portretten
wordt getemperd door het medeleven dat we voelen
voor hun schepper. En is dat uiteindelijk niet waar hij
op uit is? Meer recentelijk is Phil teruggekeerd naar
het schilderen omwille van het unieke ervan, en de
snelheid van acrylverf.

Maar Phil is ook een immens creatieve directeur.
Aanvankelijk was hij voorbestemd voor een

carriére als pianist en componist, gaf hij toe aan
zijn obsessie met beelden door de ‘creatief’ te
worden die wij kennen. De afgelopen eeuw heeft
een categorie creatieve directeurs zoals Peter
Knapp, Art Spiegelman en Jean-Paul Goude ons
visuele landschap gerevolutioneerd. Phil is een van
hen. Hij zet de codes van het beeld op hun kop en
drukt zijn stempel op de bureaus die hem willen,
om zijn talent te verkopen. In een tijd waarin
reclame een eervolle activiteit was, maakte hij deze
agentschappen gelukkig, maar hij wou ook zijn eigen
structuren creéren zoals Prophil, X generation of Ad-
opt waar hij creativiteit tot de basis van het model
kon verheffen (Ad-opt werd in 2013 uitgeroepen tot
Design Agency of the Year). Het was een tijd waarin
grote ontwerpers het voortouw namen in de wereld
van de agentschappen, die allemaal het spoor hijster
waren. Onder de merken die hij zal sublimeren zijn
Perrier, Swatch, Pias, Tom&Co, Fnac, Boghossian,
Exit, Martin’s, Veuve Clicquot LVMH, NRJ radio...

Michel Michiels



PHIL VAN DUYNEN

RETROSPECTIVE

PART I VISUAL ARTS
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Une rétrospective, ce n’est pas toujours 1 BITS & SPECIES 10
bon signe. Mais un coup d’ceil dans le (COMPOSITE PHOTOGRAPHY)
rétro, ca ne peut pas faire de tort, et ca B&S PORTRAITS 12
n‘empéche pas de regarder vers I’avant. B&S FALL 22
En plus, ca peut sauver la vie ! Et
o . B&S ICONS 24
quand j'ai regardé s’étaler sur la route
les instantanés qui ont marqué mon B&S HUMANIMAL 30
parcours, j'ai vu une quantité indigeste B&S SKIN SHEDDINGS 36
de mélange commercial et artistique, pictural et numérique. Ceci dit, B&S BODY PARTS 42
pour moi il n’y a que peu de différence entre disciplines. Les objectifs
different mais le processus est identique. Apreés tout, c’est le méme ceil et
la méme main. Ou le méme cerveau dérangé. Au centre il y a I'humain, 2 BACK TO PAINTING 48
o R . . . . (ACRYLIC ON CANVAS)
omniprésent, en quéte de survie. Une espéce complexe du régne animal
approchant doucement son seuil d’incompétence. Il y a 50 ans, I'art et FACE TO FACES 50
la science nous faisaient avancer, 25 ans plus tard I'informatique nous FACE TO BODY 60
a libérés, puis le net nous a réveillés, les réseaux nous ont conditionnés, BLACK MIRROR 72
et aujourd’hui I'ILA. a le pouvoir de nous asservir totalement, et sans
R , , ) FLOWER POWER 78
doute définitivement. La bonne nouvelle, c’est qu’on trouvera toujours
une solution, méme mauvaise. Elle est pas belle, la vie ? LIFE MARKERS 20
GREYHOUNDS 100
Een retrospectieve tentoonstelling is zelden een goed teken. Maar een DRAWINGS 102
terugblik af en toe kan geen kwaad, en het belet ons niet ook vooruit
te kijken. Bovendien kan het levens redden! Toen ik naar de snapshots
keek die mijn parcours getekend hebben, zag ik een ontembare 3 DIGITAL IMPRINT 106
. . . - (DIGITAL DRAWING / PAINTING)
hoeveelheid commerciéle en artistieke, picturale en digitale werken.
Ook al is er voor mij weinig verschil tussen disciplines, het doel is RD (RECREATIVE DEADLINES) 108
anders, maar het proces identiek. Tenslotte kijkt hetzelfde oog en MAR (MINIMAL ABSTRACT REALISM) 120
beweegt dezelfde hand. Of hetzelfde, gestoorde brein.Centraal staat SSD (SINGLE STROKE DRAWINGS) 130
de mens, alom tegenwoordig, op zoek naar overleving. Een complexe
) S ar oueriening. =en cor IED 134
soort uit het dierenrijk die langzaam zijn incompetentiedrempel
nadert. Vijftig jaar geleden dreven kunst en wetenschap ons vooruit,
25 jaar later bevrijdde de computer ons, toen maakte het internet ons 4 ROAD BOOK 140
wakket, de sociale netwerken hebben ons geconditioneerd, en vandaag (TRAVEL PHOTOGRAPHY)
heeft A.I. de kracht om ons volledig en waarschijnlijk permanent te WEST, SO FAR 142
onderwerpen. Het goede nieuws is dat we altijd een oplossing zullen MARRAKECH 146
vinden, ook al is het dan een slechte. Is het leven niet mooi?
CUBA & CHINA 148
WORLDWIDE OPEN 150

PART II ADVERTISING 164

07




VISUAL ARTS -

AT,

)
RS

CLOSE-UP FROM FEAR+HATE (P.86-87)




N

COMPOSITE PHOTOGRAPHJQ Q

'

HAIR (CLOSE-UP) FROM ROOTING TYPE (P. 15)




BITS&aSPECIES PORTRAITS

2014-2016 series

THE 'BITS & SPECIES' SERIES IS A STUDY EXPLORING CURRENT HUMAN
TYPOLOGIES, SYMBOLICALLY SHOWN THROUGH COMPOSITE PORTRAITS,
AS PIECES OF THE HUMAN SPECIES PUZZLE. EACH ONE IS ALSO MADE
OUT OF BITS AND PIECES COMING FROM DIFFERENT SOURCES, LIKE A MIX
OF SAMPLES THAT TURNS INTO SINGULAR PERSONALITIES. THE WAX-
LIKE-FREEZED-EXPRESSIONS DELIVER AN EMOTIONAL STORY OF HUMAN
PAIN AND FAILINGS NOWADAYS, UNDER A FAINT BUT ALMOST TOUCHABLE
FILTER OF DISTANCE. EACH PIECE OF WORK COMES WITH A SKETCH BOOK
REVEALING A FEW KEYS AND REFERENCES ATTENDING THE SUBJECT.
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INNOCENT TYPE

ABUSING TYPE DIGITAL TYPE

PAINFUL TYPE













365 FALL

2015 series

PEOPLE FALLING APART SOMEWHERE BETWEEN PHOTOGRAPHY AND PAINTING.




365 IGONS

2016 series

THE 'ICONS' SERIES, SECOND PART OF ‘BITS & SPECIES’, SEEMS CLEANER AT
FIRST SIGHT. THE SUBJECTS TEND TO LOOK LIKE ICONS THAT REFLECT THEIR
SOCIO-CULTURAL CONTEXTS. BUT THEIR MEANING IS OFTEN HIDDEN INTO
DETAILS OR INSIDE TEXTURES. EACH PIECE COMES ALSO WITH ITS CLUES
SKETCH BOOK

FLOWERSHOT THE CHILDISH RIGHT TO BE ARMED MONALISA SKIN DETAIL
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HUMANIMAL

2018 series

THE HUMANIMAL SERIES EXTENDS THE PREVIOUS ONES BY FOCUSSING
ON THE SIMILARITIES BETWEEN HUMAN AND ANIMAL SPECIES. THE
COLDNESS OF THE PROCESSING AND THE LACK OF EXPRESSION ARE
MERELY COMPENSATED BY THE GLEAM OF

HUMANITY IN THEIR EYES, REMINDING US

TO CARE ABOUT THE WOUNDED ANIMAL

HIDDEN SOMEWHERE IN EACH OF US
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RAMHEAD

HORSEHEAD
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BaS SKIN SHEDDINGS

2019 series

4TH PART OF THE B&S PROJECT, IS ABOUT SKIN. THE SKIN IS THE BODY’S
LARGEST ORGAN AND REPRESENTS THE POINT OF CONTACT BETWEEN
THE WORLD AND ONE’S PERSONAL PERCEPTIONS OF IT. IT’S THE LAYER
THAT HOLDS ALL OF OUR INNER PARTS TOGETHER, AND ALSO THE ONE
THAT SHOWS THEIR IMBALANCE. BUT IT SEEMS THAT EVOLUTION DIDN'T
GROW IT THOUGH ENOUGH TO KEEP US FEELING SAFE FROM THE OUTSIDE
WORLD WITHOUT ADDING AT LEAST A SECOND ONE. THE OUTERMOST
LAYER IS STILL THE ONE TELLING WHO YOU ARE, INSIDE YOURSELF.

36
RENDERED SHELL TALE COATING > ALIEN FACELIFT >>




2
PRIMARY MIX REGRESSIVE WRAP REJUVENATING MAKEOVER PRIMARY MIX GOLDEN LAYER BLACK LABEL




40 41
REBIRTH BY THE NEEDLE COSPLAY NUNNS SKIN SPLIT ZEBRA TATTO0O




B&S BODY PARTS

2020 series

THE 5TH PART IS ABOUT THE BODY. HOW STRANGE, ATTRACTIVE,
BEAUTYFUL, A BODY PART IS ALWAYS REMINDING US SOMETHING, OR
MAKE US DREAM OF SOMETHING ELSE. EVOCATIVE OR PROVOCATIVE,
FUNCTIONAL OR DYSFUNCTIONAL, A BODY SHAPE IS PROVING THAT
APPEARENCE CAN BE AS POWERFUL AS THE MIND, REVEALING A PART
OF SOMEONE’S INTIMACY.

TRIBUTE TO MAN RAY
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ACRYLIC ON CANVAS

48

The reason I went back to painting wasn’t a need for gesture, sensation or texture. It’s the unicity

of the artwork. Quite appreciable. And it’s what makes the difference with my digital work, on
which I’m still working parallelly. Actually it’s the only true difference. My process remains
the same: when I see something, and the image sticks in my head, I draw a quick sketch on a
piece of paper, then I store it. If it shows up again later and I'm still interested, I look for the
meaning in it (there must be one), I open a file and start to
work. I first gather what I need, models, parts, inspiration
too. I never hesitate to steal, as prescribed by Picasso Our

Savior. When I’'m stuffed by my loot, 1 roughly re-build
the image on screen. Question of balance. Rather because I
like visualizing things before I launch them. Then all what
remains to do is to reproduce it, digitally or currently on

canvas. Of course things can change while reproducing.
Nothing is perfect. Luckilly. And obviously, a paintbrush or
amagic mouse, if controlled by a same hand and eye, makes

quite little difference. My aspiration remains the same too.
Human-centric. What the device is made of, what makes it
move, what it tells, where it goes, how far. Dissection and

hypothesis. When I started the project a dozen years ago

I called it ‘Bits & Species -studies from human typologies’

. I realize that I'm still in it. Thankfully the subject is

broad. It’s often a face that catches my eye. I see it fragile,
unstable, ephemeral, uncomplete. Sometimes I try to make the supposed missing part stand
out. The body and the shell also fascinate me. Complex mechanism, messy piping, perfectible
coachwork lines. I guess the paintings are not always that pleasant to watch, but, to quote
Picasso again: the good taste is the ennemy of creativity. But what intrigues me the most in
the theme is the mind. Elusive if not partly. Contradictory, absurd, a puzzle difficult for me
to solve. No big deal, I still have some time left. When I started painting again, at first I
spent a lot of time on one subject. I mixed a maximum of techniques to overcome the lack of
technique. T went into the details. I love details (*God is in the details’ - Mies Van der Rohe).
Unfortunately I’'m not much of a patient guy. What interests me is the result. It has to come
quickly. Things dragging on are no healthy sign. Today it’s better. Much faster. I’'m skipping
steps, I save on techniques and details. And I stop earlier. Sometimes it’s over when it’s not.
As long as it makes sense. As a result, I produce more. And my space shrinks. So I need to
sell more. Here is where I call for your help (yes, I’'m still in advertising too). Mostly to make
room. Eventually to dream bigger.

Phil van Duyne GALERIE NARDONEY,

26 RUE KERAMIS

7100 LA LOUVIE Rt
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Study for ‘Troubled memories’ | 2019

acrylic on canvas / 80 x 80 cm

Study for ‘Troubled memories’ | 2020

acrylic on canvas / 120 x 80 cm

back side of canvas

< Self bondage / 2019

Acrylic, ink and pencils on canvas 240 x 120 cm

Troubled memories / 2020

Acrylic on canvas /240 x 120 cm



Blind call /

White shedding ( 2020) acrylic onc

x 100 cm
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Black thaughts (2020) acrylic on canvas

100 x 100 cm

Face to faces

A face catches my eye. It happens. All the
time. It’s inhabited. Or abandoned, is anyone
there? Anyway there’s something in it that
reminds me something else. A shape. A piece
of personality, stretched by the light. A fleeting
image but too late it’s in my head. Was maybe
already there. One day I will paint it. Why
not on someone else’s face I’ve got on hand.
Let’s buy some time. It is precious, even when
it’s worthless. Finally I won’t paint it, Ill
substract it. Quickly made. Or I put another
stuff instead. Cheeting is part of the job. I’'m
not bad here. It could make sense. So that
I can explain it later. Sometimes there’s a
result, not always right, nor nice, I know,
but the nice is the enemy of the good. It’s not
always good neither, but as long as it’s what I
saw. Or thought I saw. Or thought. Or not.




Guantanamera ( 2020 )

acrylic on canvas / 200 x 100 cm

...Guajira Guantanamera".

We know that song, better since
a nine eleven. More broadly the
nonsense with which man can
treat his fellow man. Punishment,
imprisonment, humiliation.
Orange, yes, but the stick, not the
carrot. It’s amazing how men can

think backwards.

Fire walks with me ( 2020)

acrylic on canvas/ 100 x 100 cm

Bloody Mary - will you bloody mary me ? (2023 )

acrylic on canvas /100 x 100 cm




Burnout (2022 ) acrylic on canvas / 100 x 100 cm
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Joker (2022) acrylic oncanvas / 100 x 100 cm

Life, a joke. Today the joker is the most sinister character in the script. He
was never there to make people laugh. But to caricature our most pathetic
sides. Entertainment is an american word, like the few buffoons who
governed the United States disunited by the egocentrism of a dominant
half, invented to sweeten the most bitter pill. Panem et circences. The

world finally changes little.

Timeproof (2020)

Acrylic on canvas/ 100 x 100 cm

Brainwashing feed ( 2023 )

acrylic on canvas / 100 x 100 cm



Thought control (2023 ) acrylic on canvas

100 x 100 cm
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< Social chathot ( 2023 )

acrylic and pencils on canvas

100 x 100 cm

L \
i -t ! J J ]
' :/_ A : [
LA
£

Luring past (2020)

Acrylic on canvas /240 x 120 cm

Breaking news ( 2021)

acrylic on canvas 200 x 100 cm



Face to body

I like the body. And the shell. And the shell on the shell. But is there still a body inside ?

) 60 61 )
Relief (frenglish tittle) / 2021 / acrylic and pencils on canvas / 240 x 120 cm Barely legal and a whippet / 2021 Acrylic on canvas 200 x 100 cm



Hey men !

The mind fascinates me
even more than the body
or its shell, especially in
its contradictions.
- Can the soul survive
the body?
- May the mind seek the
answer

itself? Quizz:
a. Would it have to
gather knowledge
to find the reasons
of its existence and
to combine results
endlessly to prove it,
even if it means creating
its artificial replica to
answer it in its place
(and then submitt it)?
b. Or can it invent
the answer itself, so
that’s it. A kind of
self-proclaimed truth,
coming from above,
to be unconditionally
accepted in the text,
and that’s it too. Which
would be based on
fear of the unknown to
avoid being annihilated
by some unwanted
progress, and on a
promise to become
eternal, using a moral
framework built on

. - rges:
quilt, deciding what's Charges

good or evil. Able to protection of pedophile

. - network and child abuse.
submit a majority, even

. ) Defence: ecclesiastic
if it means to commit

immunities
one of the hugest

. Sentence: The jury turns
genocides ever. And Jury

. 5 a blind eye. Faith makes
survives anyway?

The answer to both tolerant. M. Dutroux

. . | should have taken holy
questions is yes! Can

orders.

you believe it?
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Cc on canvas

Innocent guilt ( 20
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< Quiet lamh ( 2022)

acrylic and pencils on canvas /240 x 120 cm

The lamb, finally quiet, mystical, or if one prefers, dead.
On the blackboard, a temporary and approximate update of the planet.

At the end, the balance sheet differential is assumed to be zero.

temmi ) o

Empty cases

ic and pencils on can J 120 cm




Plastic beauty (Barbie remixed)

2022/ acrylic and pencils on canvas / 240 x 120 cm

The ideal body. Defined at all times with the intention of surviving them, the
standards of beauty are however dependent on their geographical origin and
are irrevocably, and sometimes radically, transformed at each turn of morals
of our civilization. On a sinusoidal curve that continually brings them down to
a few details to the same exaggerations, even if the reasons mentioned claim to
be different. Backlash or yoyo? Today, globalization and the advent of plastic
surgery tend to standardize them more globally, if not more permanently. The
trend is towards gender-neutral and cultural diversity (understand uniformity
by mixing). Which is quite understandable because of our exponentially
increasing longevity already presaging eternal life, supporting scientific and
technological advances. Procreation, therefore useless, will finish to smooth
the expression of the perfect body, without disturbing protuberances, obsolete

organs, artifices of seduction gone. Plastic beauty.

Space tours

2022 / acrylic & pencils on canvas /

240 x 120 cm

‘Don’t look up’ parodied more accurately
than others the american stupidity. The
Musks, Trumps, Fox news and other
entertaining clowns never stop to make
us laugh, bringing it to unexplored
peaks. The interesting idea of new
touristic destinations light-years away
or miles under the sea finds its followers
in the financial elite. Good riddance.
And thank you for the too rare moments

of hilarity.
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On her knees |/ 2021 /acrylic on canvas/ 100 x 100 cm

Blue sock / 2023 /acrylic on ca 100 x 100 cm

The piano keys / 2021 acry ) / 100 x 100 cm




Blade runner | 2022 /acrylic on canvas / 100 x 100 cm




BLACK MIRROR

Painting series referring to the Netflix series, the one that tries to make us aware of the excesses of
new techs by anticipating (quite realistically) the consequences. Since smartphones appeared, the
number of apps made to grant your wishes has become countless. The cloud swallows any available
info, true or fake ( basically not meant to have opinions ) and spits it back out as an aseptic moktail,
as far as you don’t identify the flavours: hate, fear of others, personal success, rules of conduct,...
The black screen that hypnotizes us and smoothes our reflection through social media has made us
bow for a long time and gradually erases our privacy until transparency. How to resist the temptation
of a speech that extols the virtues of a global dictatorship? Let’s bow to the flattering image of our
virtual world, the one that recognizes us, loves us, notes us and pushes us towards a lower common
denominator. Universal clone. A.1. in the driver’s seat. Zero tolerance is not that far away. Why raise
your head if it’s to see a world we think (and this, oddly, at all times) at the threshold of a major shift,
generally catastrophic, while we can keep our eyes down on the one, always at hand, shaped in our

image, that analyzes our every desire to anticipate them? Well, maybe I paint it too black, because
who tells us that our world is really the real one? Matrix tried to help, but there’s no answer. It's all

about perception.

Black mirror /2022 / acrylic on canvas / 100 x 100 cm




Black mirror #2 & #3 (next page) / 2023 / acrylic on can

Mute (Black mirror #4) | 2023
/ 100 x 100 cm




Black mirror #7 | 2022 conc / 100 cm

Black mirror #5 & 62022 / acrylic on canvas / x 100 cm
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Flower power /2023 / acrylic on canvas / 100 x 100 cm
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Speaking flower powered by Al generator |/ video 120" 81 Flower power #5 |/ 2023/ acrylic oncanvas / 120 x 240 cm




Flower power #2, #3, #4 | 2023

/ acrylic on

canvas

/

100 x 100 cm
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Fear + Hate | 2024 / acrylic on canvas / 140 x 140 cm






LIFE MARKERS

Objects. Stuff that make the difference between us and our
roommates, the other animal species. They are useless since
it doesn’t prevent molluscs or bacteria to evolve too. Most
of them are actually ephemeral but a few ones, imagined
by some genius become cult.These ones are the markers
of our lives, of our evolution, of their time.They are quite
rarely painted, despite their obvious plastic interest. Maybe
it doesn’t help. However I painted some of mines. Those
who changed my life in a significant way. To keep a record.
And share it. Not sure at all that they will survive their
original, people are still so conservative out there. They are
not still lifes, because objects are as alive as we are. One day y
they are born, then degrade and finally decay. At their own
rythm. They’re in no hurry.

Porn (Polaroid) / 2021 / acrylic on canvas / 100x100 cm

@z
-

Coke (no comment) / 2021 / acrylic on canvas / 100x100 cm Tell /2022 / acrylic and pencils on canvas / 100x100 cm

Art ? (red roof #2) / 2023 / acrylic and pencil on canvas /100x100 cm 90 91



K7 (Anagram recording) / 2021 / acrylic and pencils on canvas / 100 x 100 cm

256 kB (floppy disk) / 2023 / acrylic and pencils on canvas / 100 x 100 cm

Nok nok /2023 / acrylic and pencils on canvas / 100x100 cm

92 93
Hell (Apple Macintosh 128k) / 2021 / acrylic and pencils on canvas / 100 x 100 cm



Uchi mata ( 4 studies ) 2024 acrylic on canvas 50 x 50 cm

94 95



TRIBUTES

Tribute to Francis (4 studies ) 2022 / acrylic on canvas / 50 x 50 cm

Friends / 2023 / acryliconcanvas / 120 x 80 cm Wanted to be wanted |/ 2023 / acrylic on canvas / 70x70 cm

96 97



Tribute to Hockney’s night hawks / 2024 / acrylic on canvas / 70 x 70 cm Super humanimal / 2024 / acrylic on canvas / 70 x 70 cm

98 929



GREYHOUND

I‘ve always drawn greyhounds. They are fabulous engines, designed to win, with a perfect
line for speed, a really good work of nature. Unfortunately they’re not allowed to get out
of the track. The reward is too attractive. We’re all greyhounds, chasing lures all our lives.
Sometimes there’s one who can catch the lure and sees the trickery. No big deal, he‘d get a
brand new one, next generation, making him even run faster. Look at them. Look at you.




DRAWINGS
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WATERCOLOR)

MARKERS

PRELIMINARY SKETCHES FOR DIGITAL OR PAINTING WORKS (PENCILS







RECREATIVE
DEADLINES

2018 series

The series talks about the human kind inclination to self-destruction,
where diplomacy gives in to terrorism, where disasters became
entertainment, where consumer needs to destroy its places of worship
to survive, where people who can’t pull their own load choose for a
weightless way to escape the ordinary. failing people become falling
people. a world where spectacular always prevail above thinking,the
aesthetics of destruction, the paradoxal cycle of building and collapsing,
life and devastation, a recreative vision of death thru freezed images of

sublimated endings.
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Print on aluminium (chromalux ) 100 x 100 cm
Details print on paper 30 x 30 cm

Huge print on fabrics 300 x 300 cm







Print on fabrics

300 x 300 cm
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MINIMAL ABSTRACT REALISM

2018 series




MAR ( MINIMAL ABSTRACT REALISM ) THE VERY LITTLE WE NEED TO RECOGNIZE A FACE

The first part of the MAR project, a tribute to Andy Warhol, is dedicated to famous people become icons of their time.
the series plays on our visual ability to recognize a real|st|c representation from an apparently abstract artwork. The
singularity of a face doesn’t need more than a few features to become identifiable. light is what creates shapes, and
shapes make you able to a subject. The light also creates colors, adding clues to our perception. the point of MAR is
to use the least possible of both things, resulting in a quite abstract picture unless when seen from a specific distance,
which gives back the illusion of realism. The next series use the same process applied to art masterpieces, historical
pictures, cult movie scenes, nudes and animals.
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STROKE
DRAWINGS

The single stroke drawings of Picasso always fascinated me.
A simple line does the work. Minimal, quick and stunning.
All' what T like. But as for MAR series, my focus remained
the face recognition. I started making portraits for friends,
gifts to bring on while invited. It took only a few minutes
to find a photo on Google or Facebook, then to drop it on
photoshop, and draw over on a layer with a magic mouse.
My mandatory was to not stop the line until finished, so in
one single continuous line. It took me time to know exactly
where to start and which way to follow to get the entire
image without having to double a line. Once in control,
I made it a recurrent game and went to make it on any
random image I found, or, not to mention, with famous
people. Later I made video animations of it for Instagram,
where you can see the precise traject of the line building the
subject. So satisfying.
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JAMES BROWN

RAINER MARIA RILKE

JACQUES DERRIDA



The wire scuptures of Calder fascinate me too. And so I believed
that if [ can draw it in on line, I could do the same in 3D with a wire.
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SINGLE STROKE PICASSO AND HIS DOG 30 BELGIAN ARTISTS PORTRAITS IN ONE CONTINUOUS (TIME)LINE OF WIRE FOR IXELLES MUSEUM ( UNCHOOSEN PROJECT)




G 0 I N G 3 D Greyhound attempts at sculpture




OTHER TRIDIMENSIONAL TRIALS

When you add a third dimension to your artwork, you’ll automatically call for an additional sense: the touch. Which gives the blinds
the advantage they deserve. A sculpture can’t be touched, it has to. I like to touch. Without, as for music, life would be an error
(Nietsche). The museum exhibiting Rodin not allowing people to touch wouldn’t have understood nothing of Rodin (want names?).
Three-dimensional arts require, besides talent of course, a lot of work, time and technique. Basically, everything T don’t have.
Shouldn’t stop me from trying. Every problem has a solution, even if it’s a bad one (Fail, fail again, fail better - Beckett). My few
trials are objects, but here again the form is human, at least mammal. The meaning is questionable and the level of finish, T would

say, prototypes. I’ll deal with it later.
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Feetus blues / 2021 / fiberglass, blue paint & epoxy / 160 x 50 x 50 cm
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Migrant / 2021

fiberglass, paint & plastic soldiers /

140 x

50 x 50 cm
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WEST, S0 FAR

Road trip across south west US in 2006 / fotomuseum Antwerpen solo show in 2008 / paper print on aluminium 120x80cm

The West of the United States is known for its vast landscapes. Its soil has been broken up by interstellar axe cuts. Its mega-
cities, built on seismic epicenters, attract a wide variety of people and its immense plains swallow thousands of lonely souls. If
you look carefully between the endless lines of the asphalt, you can see the decline of an economic empire and the degeneration
of the mind of which the Bush administration seems to have been the deadly virus. And paradoxes reign supreme. “Jesusland”
of Colorado and Utah, with its evangelists and other ultra-conservative puritans, is adjacent to the “Dollar Planet” of Vegas or
Hollywood, whose sequin-clad cowboys have permanently lost all interest in the last Navajos who are confined in their reserve.
The Latinos manage to mix their culture whit that of one of the largest gay communities. But the breathtaking backgrouds serve
as a backdrop to countless of old-fashioned or unexpected scenes,at times funny and often pathetic...so american
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EXHIBITIONS

Gallery  solo show
Museum solo show

Museum solo show PART II ADVERTISING 164
Museum solo show
Art fair
Museum solo show 1 EARLY YEARS 167
Art fair 2 AD SAGAS 171
Gallery  solo show
Art fair PIAS 172
Museum collective show EXIT 182
Art fair
Gallery  collective show BOGHOSSIAN 192
Museum collective show BRUSSELS 206
Museum collective show
Museum collective show 3 OGILVY YEARS 216
Gallery  solo show 4 ADOPT YEARS 230
Museum collective show

ADVERTISING 231

Art fair MIA

Gallery  solo show BRAND IDENTITY 259
Art fair KIAF'

Gallery  collective show

Gallery  collective show / PRESS PORTRAITS 275
Art fair MIA

Gallery  collective show

Museum solo show S.F. PARTICIPATIONS 279
Gallery  solo show®

Art fair  KIAF’

Art fair PVD BIO 280

MUSIC GRAPHICS 269
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Gallery  sola show SEED FACTORY 282
Gallery  solo show

Museum collective show - PASS
Art fair

Gallery  solo show

Gallery  collective show

Gallery  solo show
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Gallery  solo show

Museum Liége galeries exhibition /

Museum collective show
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Phil van Duynen is represented by GALERIE NARDONE 163
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— 40 YEARS 0f —
ADVERTISING

WORKS

EARLY YEARS

OVERVIEW FROM THE PREVIOUS EXHIBITION

(PHILEXPO /2002 /SEED FACTORY )




1985 - 2000

(LA CAMBRE ) AS AN ILLUSTRATOR (ILLUSTRE), GRAPHIC DESIGNER (COMMUNIQUE),

ART DIRECTOR (PROPHIL, JWT, RSCG, EXPANSION), CREATIVE DIRECTOR (X-GENERATION)

European Commission / Fiat / Memeorial Van Damme / théatre 140 / BIFF / Tom&co

Bellewaerde park / Cactus / banque Degroof / Ernst&young / Creoscitex / Swatch / Perrier /...)
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ADVERTISING SAGAS

THE LONG TERM COLLABORATIONS : A FRIENDSHIP STORY
PIAS | EXIT | BOGHOSSIAN | BRUSSELS
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Gates, owner of PIAS, became a friend
before we started collaborating. The
first campaign positioned the brand
as a rebel in the music industry : ‘indie
or dle/ (\nd|e VS maJOI’S) The BtOB ARE YOU LOOKING FOR A MA|O2 CONTACT?
campaigns made the brand quickly
stand out at the Midem and made Pias
appear as a serious competitor. The next
ones focused on its difference in the market, and later on the
brand’s core: ‘music first’ (music vs money). A few years later
PIAS opened local offices all around the world and became
one of the biggest independant music company worldwide. The
campaigns totalized a large number of local and international
creative awards , some of them have even been judged as new
standard setters.

1995 INDIE OR DIE 1997 IT SOUNDS DIFFERENT

Pias started in a garage and was
growing fast. The brand’s image had to
be built from scratch. Hopefully, Kenny

1995>2001 at X-Generation (cw T.Deswaef)
2002>2006 at Ogilvy

2007>2011 at Ad-opt

2000>2007 photo C.Gilbert

1998 15 YEARS PIAS BOOK & CD

[P1AS]

1996 THE MAJOR DIFFERENCE

THE MDA BIFFIRERCE
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Music FIRST.MEITE]]
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[PIAS]

1P1as)

WARNING: EXPOSURE MAY  WARNING: EXPOSURE MAY
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2002 VIUSIC FIRST 2003 FAITH IN MUSIC (20 Y PIAS) S

2004 MUSIC FIRST

[PiAs]

REeoun company

176

[P1AS]
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2011 PIAS ENTERTAINMENT (UNPUBLISHED)

2007 PIAS ENTERTAINMENT CORPORATE FILMS

300 armand Tisfed Back with Hesdrest and
[t

™

#1400 Cuntm Devigrved Back

o

Iri1As] EN
SHOWS ITS BRAN

(TR FRARLE R EXpEs

.'_
[EaOaN L EASTH AR S (LA RL UTE

+ BIE SWTITLEE

2008 PIASNITES LAUNCH

starring

- SUGARP.

& @"
Y ekl

20K {11

il | L] s
SRENTIVTY

= Laprieace f
iren fishe
\__ =

L
~ -
':k-———'-

. HIAL. € o
WE WOULD DO ANYTHING TO KEEP YOU ENTERTAINED m

== -ZVQ{)‘( fome

o pwldoor)

DIAS; o ndtune-friendly way of cntortaitment |




collaboration with  Didier
Bossuyt, owner of the brand,
i on the right foot. A friendly
As a middle range brand
for men, women & children, Exit
distributed through various
but the
name remained quite unknown by
the public. Awareness had to be
o] ed. The first campaigns broke
the indifference, but the target had to be sharpened. The
brand ch d for its largest customer group:
tionning followed on the me track:
that all men to step out of any situation or con
Nith the help of some provocating women-centric ads,
the brand came to stand out. A few years later, time had
come to make the next step. If really cared about
women caus it had to prove it. In 2011, we launched a
huge digital campaign ‘Walking Freedom.com’ where the
brand promised a financial support to feminine causes.
men had to make a step to claim their own one, to let
know about which one they cared the most, updating a
large screening of the feminine situation. The campaign
quickly crossed the borders and was relayed by Publicis
group in France.

2000-2001 at X-generation
2002-2006 at Ogilvy
2007-2012 at Ad-opt
photographer C.Gilbert

2001-2003 THEY’LL FIND THE WAY 0UT
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2005 MOSAIC

2007 MOSAIC 2/ WEBSITE 2006 STEP OUT (+ NEXT PAG




DUT OF CONFUSION exit
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2009 SUCCESSFUL EXIT
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BOGHOSSIAN

Boghossian is an early ad-opter
of the agency. and Ralph, the
multitask-dreamer of the family,
became a close friend. Bogh-
art, their haute joaillerie brand
was based in Genéve and ran by
his uncle Albert, while his father
Jean was busy renovating the Villa
Empain in Brussels to install their
foundation which purpose was to make eastern and western
cultures meet, and to help people and education in Armenia.
But the demand was to create the identity, the positionning
and the communication for Bogh-art, name that turned later
back to Boghossian, what seemed obvious from the start. The
communication approach was quite unusual in this industry.
Even a bit disturbing. But the goal was first to get noticed
on the market, which is international but adressed to a very
few people, mostly in the Emirates, Asia, USA, Russia and in
Europe : Genéve & London, where the Boghossian’s opened
2 flagship stores, while the headquarter office moved to
Brussels, next to the foundation. At Baselworld, the Bogh-

art experience surprised visitors as well as competitors. And
in Brussels, Boghossian Foundation is now an integral part
of the cultural agenda.

2006 > 2020 at Ad-opt
(page 196>200 : photo C.Gilbert)

2006-2007 PRECIOUS PIECES OF YOU

precious pieces of you
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BOGHART

precious pieces of you



2008-2009




2012 -2013

BOGHART

NOE W

BOGHART




2010 -2015 DESIGN /CASES & DISPLAYS 2010 -2015 DESIGN / BASELWORLD FAIR

i

2015 DESIGN / HOTEL CONRAD STORE (J.PENNEMAN)

2015 DESIGN / FLAGSHIP STORE

BLACK FRAME
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2010 > 2023 :

be welcome
be.brussels «fs

ART & CU 110N

CF\Pl TAL OF SURREJ\USM 2 ART NOUVEAU HIGH SPEED CAPITAL OF 500 MILLION EUROPEANS

MWVISITBRUSSELS BE

iy —————
L VS Y S
|||..|."

EN ifaossiis 6 £ vererusseLs IINNINIEID 4 visTerusses I INEEN
& g N & FIP

TR enMic STRFS & GASTRONOMY AT POOMIC STRIFS & GASTRONOMY

2010-2016 VISITBRUSSELS) |[BRAND IDEN V] ICATION | POSTERS/ PR IGITAL/ BROCHURES |AD-OPT




2008-2013 PLAISIRS D’HIVER/ WINERPRET (BRUSSELS MAJOR EVENTS) POLAR BEAR | TV /RADIO /POSTERS / WEB AD-OPT
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2015-2017 BRUSSELS CITY ‘ISHUP ON SUNDAYS | WEB/ SOME/ PRINT & POSTERS/ RADIO/ STIB/ EVENTS/ AMBIENT | AD-OPT 2016 ‘BRUSSELS CITY |[SHOPPING DISTRICTS | BRUSSELS DISTRICTS IDENTITIES & SIGNAGE/ BRAND CHART/ WEB |AD-OPT

P
mamTuITERS

BRUSSELS
SHOPPING
DISTRICTS

DORENAVANT, LES BOUTIQUES DU CENTRE-VILLE DUVRENT POUR VOUS LE DIMANCHE !
VANAF NU ZUN DE WINKELS VAN HET STADSCENTRUM OPEN VOOR U OP ZONDAG !
BRUSSELS CITY CENTER SHOPS NOW OPEN FOR YOU DN SUNDAYS |

ON SlINI] YS  ONSUNDAYS l]N SUNDAYS

2013 BRUSSELS CITY | SHOPPING BRUSSELS | poSTERS & PRESS | AD-OPT

CEST AU CCEUR 1£ BOUTIQUES PARADOXALEMENT,
f ATILLE LES PLUS CHOUX CEST DANSLE CENTRE
il DE BRUXELLES QUON TROWELES
i POUSSENT AU BOUTUESLES

SURTOUT DANS
SESBOUTIQUES. e

*/DE BXL NE BAT QUE POUR vous,

CENTRE-VILLE. o

EXCENTRIOUES. @

) DE BXL NE BAT QUE POUR VOUS 210




2008 BRUXELLES-LES-BAINS (BXL MAJOR EVENTS) | BRUSSELS’ BEACH (SUMMER EVENT) | TV / RADIO/ POSTER/ WEB | AD-OPT 2019 ‘ FOIRE DU MIDI/ ZUIDFOOR (B E) BACK IN TOWN |PRINT & POSTERS/ WEB |AD-OPT 2020 ‘ GOING SOUTH (COVID)

)
BXL

JF STAD BRUSSEL EN _Sc/weppes STELLEN VOOR = - Ca— Py
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BEST

13/07-18/08

(PHOTO M.ZUNIND




2020-2022 |BXL CITY | OPTION B |STRATEGY, IDENTITY & 10 MULTIMEDIA CAMPAIGNS | AD-OPT
(STRAT: B.VANGHELUWE/ SO-ME: WE SHARE/ PR: NAKAMI/ WEB: U.V./ A-V: AFTERHOURS)

OPTION A @ b i OPTION A : WEEN-END EXTREME GLISSE A COURCHEVEL OPTION A EN MER NOIRE

VOTRE CEN"I'RE-VILLE'VSAIBS LEHREF EZ CQMME T’ |
- - I W ! e i

OPTION A : CENTRAL PARK | NEW YORK
OPTiON B : JARDINS SECRETS |BRUXEI_LES 2

Ontdek de gekste plekjes om
deze zomer van uw favoriete
cocktails te genieten :
www.optieB.brussels

OPTION A:PORTOBELLO ] LONDON

OPTION B SECOND LIFE ‘BRUXELLES/

OPTIONB

orTiON BRUKELLES AU CEUR DE VOTRE OPTION A
vos cHOIE LA WiLLE VYOS PASSIONS EN VERSION BRUXELLOISE
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- ! 1B " 1 2002-2006
2004 | RE-DESIGN OF THE BUIDING SIGNAGE | | I “LA POSTE | PRIOR STAMP

PRIOR. QUAND IL N'Y A& PAS DE TEMPS A PERDRE o a PRIOR. QUAND IL N'Y A PAS DE TEMPS A PERDRE o= a PRIOR. QUAND IL N'Y A& PAS DE TEMPS A PERORE wwom a

0GILVY | ALWAYS ON AMERICAN EXPRESS \ LAUNCH OF THE BLUE CARD \ MOREO’FERRAL

WANNA KNOW WHAT “ALL-WAYS ON AGENCY' MEANS?

STYLE HAS A COLOUR FROM AMERICAN EXPRESS

2002-2004 AS CREATIVE DIRECTOR (/AD)

GET MORE OF YOUR BRAND'S TALENT

2004-2007 AS GROUP EXECUTIVE CD (/AD)

campaignforrealbeauty.com Dove
* WITH 0GILVY CREATIVE TEAMS campaignforrealbsaity.com @ | Dovie




2002-2006  * FANTA * VINS.LU (LUXEMBOURG) | + E.MARSCHALK 2002-2006 | FNAC | GO WIRELESS /*FNAC FORWARD / *MP3 GENERATION | WEB/ TV/ PRINT & POSTERS

* FNAC MASTERCARD | + P. SCHIEBOLD (PHOTO ERWIN OLAF)

wanna go wireless ?

FANTA INTL. FILMS ‘ LIGHT SIDE / STRAW

’ GO WIRELESS (FILMS)

SPRITE VIRAL FILMS| TEETH /ICE CUBES

L.

LEO | ROBBERY/ BIRTH Tv30”

ok

s

MP3 GENERATION @




2005 | FORD RANGER XLT

CAR LIGHTS

NEW RANGER XLT.

NEW RANGER XLT

2002-2007 \ FORD | * VARIOUS CAMPAIGNS \ TV, WEB, PRINT & POSTERS

SalanMiracios bo @

o= & ﬁ po._ B %

- - -

€ 11.990

FORD | GT40

The mow powertul 16v disss in its clas:

s FarastonnsoTrtansim X

FamilyCars




2004 | PROXIMUS | PURPLE | PRINT CAMPAIGNS & FILMS | (PHOTO FUYTTENHOVE / FILM G.BAUWENS) PROXIMUS | *VARIOUS CAMPAIGNS| TV/ POSTERS/ PRINT & DIGITAL / WEB ‘ 0GILVY TEAMS

THE BEST QUALITY OF SOUND

1 t

PURPLE FILMS WIM MERTENS LIVE SOUND WINTER COVERAGE PROXIMUS FILMS TOO FAST INTERNET TIME FLIES CLOSE FRIENDS SWITCH OFF (CINEMA)

THIS WINTER'S BEST COVERAGE

(

222 223 =




2007 | GAR ( ROAD SAFETY ) | SPEED LIMIT | cw K. DEMARE (PHOTO C. GILBERT)

=== =E=3

GROUPEMENT POUR LACTION ROUTIERE GROUFPEMENT POUR L'ACTION ROUTIERE

apartirde

2005 | “WINDOSE | PERFORMANCE | AD P SCHIEBOLD

=5

GROUPEMENT POUR L'ACTION ROUTIERE 224




2003 CNAPD | WAR IN IRAK | (PHOTO C BERT) 2005 ‘ *IFJ ‘THE RIGHT TO KNOW | AD P. SCHIEBOLD 2006 ‘ SPEHAR ‘LANDSCAPE DESIGNER

'E THE RIGHT TO KNDY

-

TR T

2006 | *RAYGUN | SEE WHAT YOU HEAR \ AD P. SCHIEBOLD 2007 | *“MOTORSPORT \ THINK ABOUT US \ C.HEINEN/ S.AUDINO

next exhibition: 95
Baghdad spring 2003%%

SAY NO TO CIVILIAN CASUALTIES,
> SAY NO TO WAR,

> WWW.CNAPD.BE

WE SEE WHAT YOU HEAR. RAY@UMN
soune sTuD

2006 ‘ *GOV.BE ‘INSVESTIN BELGIUM | AD C. HEINEN

FOR THOSE WHO LOVE SPEED moTo- pan'rg@
DEALING B BPCHTRCARE QNLY




2005 | *JANSPORT (EASTPACK) | LIFE SUPPORT SYSTEM C.HEINEN/ A.PITZ 2004 |YSA |FREE CONDOMS 2006 | *BAYGON | BASELINE | +C.HEINEN

dF e 2P IRE Fhid Chhada

2004 *ETERNIT (ROOF TILES) ‘ ANTI-GRIP | + PTREGUNA 2006 | *NIQUITIN | DAVID & GOLIATH | CW V.HERMANS

JANSPORE LiFe SUPPORT SYSTEM

- < &Fn

EXCERT ¥IRUS BAVID

228 229 NiQuitin




2007-2009 |VEUVE CLICQUOT (LVMH) |V.C. HOUSE/ LA GRAND DAME | PRINT / DIGITAL & EDITION | AD-OPT (PHOTO R.MAHAUX)

AD-OPT YEARS

~

ad-optimizers

RUNNING ONE MORE MILE FOR IDEAS
Without a striking execution, even the gratest ideas

would go unnoticed and have no chance to make the job.

adopt
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2007-2008 DEGREEF (JEWELRY) | MAGAZINES | AD-OPT (PHOTO C.GILBERT) 2008 | CREATIVE CLUB BELGIUM | COMME A CANNES | PRINT/ POSTERS/ AMBIENT | AD-OPT (CW & PHOTO PHOLLANDER)

2009 | CREATIVE CLUB BELGIUM | COMME A CANNES2 / THE GOLD RUSH | AD-OPT mEmEﬂMﬂmﬂﬂFﬂﬂ.ﬂmM PH“”HI.YPHENSENTS

OF COMME lﬂﬂl
mmmuufmp‘ i

GOLD oo
b,ZkM




2007-2008 MIXX AWARDS THE BEST OF INTERNET ADVERTISING | WEB/ PRINT & POSTERS/ TROPHY DESIGN | AD-OPT 2007-2008 LA LIGUE DES OPTIMISTES | HALF FULL/J.C., JUSTINE & BEN/ BELGIUM ? | WEB/ PRESS/ POSTERS | AD-OPT

BELGIGUE, ROYAUME DE

L'OPTIMISME

JUSTINE HENIN / 13 ANS

THE VERY EESTOFINTERNETCOMMUNICATIUN:' .

BENOIT POELVOORDE / 9 ANS
[TILCX.

E - = =
~1 HEGISTER NERE
1 T0 DISCOVER
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2007-2009 | BEORIGINAL (WOMEN SHOES) | SHOES DESIGN LEGS | FEMININE PRESS & CATALOGS | AD-OPT (PHOTO RMAHAUX)

SHOES DESIGN LEGS




2008  BIOCORNER (ECO-LE VE) | PROTECTING COLORS | PRI

protége les couleurs
1} % .

protégé Jes cauleurs

. o

p

LIESISTIVE
1

EiCE




2008-2009 | NRJ (RADIO) | ENERGY (BY REMOVING A STICKER, YAWNING TURNS TO SINGING ) NRJ TRAM/ WITHOUT NRJ/ WARNING | WEB/ RADIO/ POSTERS/ PRESS/ TRAMS) | AD-OPT (CW C.HANSENNE, PHOTO C.GILBERT)

—

AN TN

el NS A =T

L ¥ ] ¥

Vous fonctionnez maintenant sur votre réserve
d'énergie.

[ Veuillez brancher votre ordinateur sur la source d'NR)
Ia plus proche. Si vous ne le faites pas. votre ordinateur

s¢ mertra en veille dans quelques minutes.
r OK 3
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® 99 99 99 9a

The finest of England,

brewed in Belgium, "“

The finest of England,

brewed in Belgium. {&

UNITED KINGDOMS OF BEER A&TINQS

PALE ALE
.
The Finest of England,
brewed in Belgium:|§
o MARTIN'S
242 243 dir==

2008-2010 MARTIN’S PALE ALE (GORDON'S) | UNITED KINGDOMS OF BEER | PRINT / POSTERS/ WEB/ ACTIVATION | AD-OPT



2010-2012 BIVOLINO (ONLINE SHIRT DESIGNER) | BE THE DESIGNER | WEB/ PRINT & DIGITAL | AD-OPT (PHOTO C.GILBERT)

» BE THE DESIGNER

.come i
| % Givelng Sis

% bivolino-com

DESIGN YOUR OWN CUSTOM TAILORED SHIRT ONLINE

2014 |COLLECTIF THEATRES | CULTURE’S BUDGET CUTS |NEWSPAPERS |AD-OPT (+C. HANSENNE )

blentcl dans la moitié des salles ®

BS SCIT1I - pI‘ﬁ‘C leuses

UNE M CENE DE LA COMMUNAUTE FRANGAISE DE BELOIGUE

RIDICULESF

Cotact? dles ubdires che ket s ikt G G Bruinedes

Le budget de la culture nest plus index quatre ans. En chiffres, ga signifie que celui dos artistes sora divisé

Culture

Ayl Pacnin, chorpnagie Ui hemere
uLa transe, c'est douloureux,
héraique, sublime et curatifs

]

2016 BELFIUS WEALTH MANAGEMENT | DIGITAL IMAGES FOR LEO BURNETT




2014 |[FNRS (FUNDAMENTAL RESEARCH) | WITHOUT IT, HUMANITY WOULD STEP BACK | TV/ WEB/ PRESS | AD-OPT (A- ONDEAU) 2014 |LA QUINZAINE NUMERIQUE (DIGITAL ARTS FAIR) |[BRAND IDENTITY & UNICATION | AD-OPT

DE

DEVENEZ DOMATEUR FONDAMENTAL

THE HEARTIBAUISE FOR CHILDREN

CHARITY GALA 2016

| &= \ \

screening the future

out of the box 8_‘}
18.10.2016 ' RS SALLEL! cube

—— A e e e

501 screening the future




2015 ‘SNEAKERS / BY FONDATION MARINUS | EXHIBITION WORKS | POSTERS/ SOME/ WEB ‘AD-OPT




1997-1998 | ARSLANIAN FRERES(ROUGH DIAMONDS & CUTTING WORKS)MAGAZINES | X-GENERATION (PHOTO E. CHERPION) 2017 | ARSLANIAN FRERESIDENTITY UPDATE & WEBSITE | AD-OPT

2016 LORIA

250




2018-2022 | AMNESTY INTL. | CANDLE / WRITE/ SENIORS/ CLIMATE/ WEAPONS | AD-OPT POUR BONJOUR (CD MARINE VINCENT)

ON DIT QUE NOS FRITES ILN'Y A PAS QUE NOS BIERES

LES TUHT'UNNMHES " SONT UNE VRAIE TUERIE. QUI FONT FUREUR

PREFERENT AGIR e

DANS L'OMBRE.

u :
THE MORE YOU WRITE YATILUN AGE POUR
THE MORE YOU FREE PEOPLE RENONCER A SES DROITS ? %

(UAND LA TERRE S'INONDE.
('EST UHUMANITE OUI SE NOIE.

ARMONS-NOUS DE BOUGIES POUR LES METTRE EN LUMIERE AMN ESTY é

INTERNATIONAL




2017 | NEWS WORKS (NEWSPAPERS ASSOC.)

EYE CATCHERS |PRESS | COMPOSITE PHOTOGRAPHY FOR SHAKE AGENCY

(A e

We aim to find
sustainable solutions
that will move us
closer to a world free

MARILYN

i) HCV elimination M program
aas
L

Pleine page. Plein synchro.
Une pleine page parfaitement synchronisée avec l'actu 7
‘Absclument, parce que |a pleine page top top a toutes les raisons
d'étre figre et de le faire savoir. Celle-ci par exemple sera regardée NEws
par un Belge sur dewx. Et puis surtout, elle a la courtoisie
de vous laisser le temps de 'apprécier les yeux dans les yeux
et a votre rythme. Lain du vacarme publicitaire ambiant.

254 255




2021 ‘BOTDX/ ALLERGAN AESTHETICS (ABBVIE) |TAGLINE & COMMUNICATION | AD-OPT FOR MARILYN 2021-2023 ‘ KM10 E-BIKE STORE / MOUSTACHE BIKES |[BRAND IDENTITY & COMMUNICATION |AD-OPT

NEED FOR AN E-BIKE ?

| NEEDFORANE-BIKE?

o

)

e i
—

Beauty is ephemeral no more. [Moustache  eBIKESTORE

i fOreveryou

eomeany

+~ foreveryou

eBIKESTORE g




2021-2023 | TALINA HIBISCUS DRINKS | BRAND IDENTITY/ POSITIONNING/ COMMUNUICATION | AD-OPT (STRAT PMARETTE)

BRAND IDENTITY 1994>2023 ‘ VARIOUS BRANDS LOGOS & SIGNS

A o

BOGHOSSIAN

“:nllnu.-

FOUNDATION

Talina

HiIBISCUS

=

g
H
=
—
o
%
(&]

MAROLLES I

= W
Sticesce

e »

GO ION

Tﬂl'a o x R EO

SALZBURG
CHAMBER
SOLOISTS

i
L

@ &
=
®
. H

@ Tl bis e
(.‘1!'{'.9' el

Eien
Eg
FODR

o

O

B 7/
s 22 B

ALL THE BENEFITS OF
THE HIBISCUS FLOWER IN

:
|

FAIR B RESPECTFUL DRINKS

adopt

E
B




1995 TOM&CO (PET FOOD & ACCESSORIES / RETAIL) 2008 | ULTIME ATOME (HORECA)

&
o )W

LIDENTITY MODOD

T
jir
| H

2007 | THE EGG (HOUSE OF COMMUNICATION)




2013

POINT CULTURE (FWB / FORMERLY BELGIAN MEDIATHEQUES)

262

2015 |FAST & FIT (MOBALPA / KITCHEN FITTERS)

FEOFISSIONALISME

rricision

parininmen
of

ORGAMISATION

RFFICACITE

FAST® &F

T




2015 | THE BEST FOR YOU (REAL ESTATE) 2017 REBIRTH BY THE NEEDLE/ BARBARA V ( 'BACK TO LIFE’ FASHION DESIGN )

BESTAYOU

REAL ESTATE EXPERT IN FRANCE FOR BELGIANS

*\ ¢ *&m

iml Ll I

oN TEP

264 265




2015 CESAR FRANCK (INTL. PIANO COMPETITION)

BRAND IDENTITY & DESIGN GUIDELINES

266

2016 SCS (SALZBURG CHAMBER SOLOIST) 2018 | IMF PARIS (INTL. MUSIC FESTIVAL)

—a

—a

— -
]‘ ‘\
| LTS
Jem,
SALZBURG INTERNATIONAL
CHAMBER MUSIC FESTIVAL
SOLOISTS PARIS 10-14juLy 2018

2017 | LYON (PIANO WEEKS)

267




2019

ASL (PRIVATE JETS COMPANY & AIRPORT)

ASLGROUP

Mﬁsﬁz
Vi

ASLSUB

GROUP

MUSIC GRAPHICS 1988-2010 | VARIOUS RECORD SLEEVES

1988-1990

B.J. SCOTT
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2000 > 2008 | JEFF BODART | GA NE ME SUFFIT PLUS / BEST OF JEFF / REVIENS GAMIN | ALBUM & SINGLES 2004 > 2015 | JUNIOR JACK | TRUST IT/ E-SAMBA | ALBUMS & SINGLES

FFBODART]

i e surriT PLOs i

esambajuniorjack




2009 | HELENE SEGARA | MON PAYS C’EST LA TERRE | ALBUM & SINGLES
PRESS PURTRAITS 2009 -2014  GETTY IMAGES (PHOTOGRAPHER R.MAHAUX)

CHRISTINA AGUILERA /IVANA & IVANKA TRUMP

YAMINA BENGUIGUI

EMILIE DEQUENNE / MARIE GILLAIN



VARIOUS POSTERS, BOOK COVERS & OTHER TYPOGRAPHIC WORKS 1994.2024

REFAIRELE MONDS?
1 ) i\

BACK TO PAIN
TING

TATTOO & ART
CONVENTION

—

OMMEGANG!

i J
i & Iw ]
ST - : QUITTHINK
@ 5 ” |

ART, THE EARTH’S HEART BORN 19 FRITL)




SEED FACTURY 2003-2023 | SOME PARTICIPATIONS TO SEED FACTORY’S EXHIBITIONS

EVERMEULEN




PHIL VAN DUYNEN

Born in France in 1962, Phil van Duynen lives in Brussels and loves art in all its forms. Having completed music academic studies at 15,
he firstly seemed destinated for a career as a pianist but he finally turned to visual arts. Having graduated summa com laude from ENSAV
(La Cambre) in 1985 with a travel book brought back from Brazil, he quickly became successful as an illustrator and graphic designer
in Brussels and Paris where he was called in the top 100 european creatives. He founded his first creative hot shop ‘Prophi’l in 1986. But
in 1989 he naturally shifted to advertising. There he sharpened his passion for image through his work as an art director in several international
agencies before to jump as creative director in his own full-service agency : X-generation. A retrospective of his advertising work took place at
‘Seed Factory’ (Brussels) in 2002. The same year he was hired as creative director at ‘Ogilvy’ (WPP group) and two years later he became head
of creative for the group Ogilvy Belgium, allowing him to travel trough Europe, Middel East, US and Asia, or South Africa to direct Ogilvy’s
clients commercial films. A lot of times awarded nationally and internationally, and honoured as specialistof the year in 6 different disciplines,
he was judge for several international juries. He was also for many years Vice president of the ‘Creative Club of Belgium’ and president of the
the belgian house of communication he founded: ‘The Egg’. In 2006 he planned a road trip in the south-west of America and the pictures he
brought back ended in the PhotoMuseum Antwerp for a first solo show as an artist. The next year he quitted Ogilvy to create a new advertising
structure ‘Ad-opt’, rewarded as Design agency of the year in 2013. Then he felt the need to dedicate more time to personal projects, resulting
in a first series of composite photography : the ‘Bits & Species’ project / studies from human typologies in 2013. Since then represented by
Galerie Nardone, followed a second series in 2015, and a third called ‘Humanimal’ in 2017. Two different series ‘Recreative deadlines’ and
‘M.A.R.” were dedicated to specific exhibitions in 2018. ‘Skin Sheddings’, a fourth part of *B&S was shown in 2019, while he decided to switch
‘back to painting’ (acrylic on canvas), parallelly to digital projects. His work was shown in galleries and art fairs in Brussels, Antwerp, Liége,

Lille, Paris, Amsterdam, Rome, Milan,Turin, Venice, Budapest, Seoul, .and in museums (Coudenberg, Cinquantenaire,Vanderborgt, La Boverie

and the Modern Art Museums of Rome and of Seoul. While dedicating part of his time to art, he still runs Ad-opt, his communication agency.
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Ours / Colophon

Editeur responsable:
Verantwoordelijk uitgever:
La Maison de I'Image /
Huis van het Beeld

Avenue des Volontaires 19
Vrijwilligerslaan 19

1160 Brussels, Belgium
www.seedfactory.be

Press relation:

Edouard Cambier
edouard.cambier@seedfactory.be
322743 47 20
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SEED
FACTORY B

Thanks to the companies in the Seed Factory

180°éditions
Aba
Ad Vinci

Albert & Co Belgique

Antidote

AiVidens

Avvisi

Beebonds

Beeone

Be Object

Board Room

Bouck

Brain Impact

Build Up

C MGMT

Compuphone

Convergence Point

C-Tina

Datasafer

de I"Escaille
Pascaline

Des vies a Sauver

Digital Managers
Club

Discoverent

DMC Account

Educa

Education Pour La
Paix

Euro Tasc Consulting

Flyx
FusionImages
GISS-Group
Give Actions
GMP Immo
Go Concept
Good Morning
Gyac

Hipay Me

Image Plus

Indigene Architectes

Jahsolutions

JVL M&C

Kaspard

Kode Publishing &
Services

Laruchequiditoui

Legal Business
Solutions

LVLP-Levelapp

Man Natura

Many Design

Mbange & A.
Quantes

Meet My Job

Neos Interim
Management

Net Factory

Neuroventis

Nuketech

Persoons Caroline

Produweb

Rigoni di Asiago
Benelux

Rk Wholesale Ltd

Rolu

Seed Factory

Seety

Solidesco

Sundry

Suykens Thierry

Team First

Tip-Top

Winnie’s Picks

Wikipreneurs

XRintelligence

XR4europe

Youmeal

o Tici

photo Pierre Moreau
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Beci)
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Les expositions de la La Maison de I'lmage depuis son ouverture en 2000
De tentoonstellingen van het Huis van het Beeld sinds de opening in 2000

Between Bezezina & Taiga
Eric Brasseur Phtotographer

wle 20/9-30/12/2001 &

Phil van Duynen
Ad - Ded - Works from

¥ 07/05-31/08/2002 EX

Welcome Warsaw

Children's Book 1

¥ 8/Mm-3/122004 A

André Piroux
ot op e Samaden van de gafache el
Chucanneass e mleietime grighaue

=4 15/10-30/12/2003 &

Humanitarian Campaigns
Sappi Awards

‘w19

b L1/3- 0142003008

Lucas Racasse
Serial lllustrator

¥ oin-3/i2/2004 M

f’" L'—.'-‘ .
Tillieu

Children’s Book 2

¥ 16/1-30/12/2006 ¥N

-

Manu Geerinck ||
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Picto 1958-2008

A 17/10-31/12/2008 3.

-

o 11/10-31/12/2012 +.

[ I T

A 30743172009 &

Autobiographisme

e ?Jyhi.rr pte

A5t (""U‘E‘ ,t_j}".".f

Gilles Fiszman

ol 26/9-10/10/2014 3






