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How do diBerent cultures and mentalities aBect the 
fashion industry?
Fashion embodies openness, multiculturalism and 
interbreeding.
It is and always has been a social mirror that reflects 
conveys core values beyond frontiers and stereotypes.
Why is it so important to go international level in 
the fashion industry?
Globalization is a general and irreversible trend. To 
understand and to acknowledge cultural diversity is the 
very first step to be internationally competitive.
You came into producing fashion shows from 
the restaurant industry. How did this transition 
happens then? How did you decide to open Villa 
Eugénie?
From the high-profile hotellerie, I learnt the importance of 
cultivating a strict discipline, precision and the attention 
to details to art directing parties at Brussels «The Mirano» 
, an iconic club at that time, with a stimulating collective 
of creative talents .The whole experience has been a rich 
& crucial training. My first step in the fashion industry was 
as a model for the Belgian designers Dries Van Noten 
and Walter Beirendonck, two of the legendary Antwerp 
Six, when they graduated from the Royal Academy of 
Fine Arts Antwerp. With Dries Van Noten, we developed 
a solid working partnership which still goes on. In 1991 
Dries Van Noten entrusted me with the organization of his 
first runway show at Paris Fashion Week, which was his 
first big production set up.
Following the successful debut, a range of Belgian 
designers started to approach me and to push me to quickly 
establish Villa Eugénie, my Brussels-based production 
agency.
Villa Eugénie has more than 1100 shows worldwide. 
Who did you enjoy working with the most? What 
shows or events are remembered the most?
In this industry where you need to constantly reinvent , to 
surprise and to innovate the main challenge is to maintain 
and nourish long lasting relationships or partnerships. I am 
grateful and proud to have built such loyalty with amazing 
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designers and houses like Dries Van Noten (since 30 years), 
Hermès (24 years), Karl Lagerfeld for Chanel and Virginie 
Viard (since 22 years), with the late and much missed Alber 
Elbaz/ Lanvin (16 years) and with Moncler (15 years). I also 
feel extremely important to support upcoming talents. To 
help the new generation to make their first steps out there/ 
launch . It is my way to give back what this industry has 
allowed me to become.
With 30 years of the existence of Villa Eugénie, I guess 
that the most memorable event is the very first one/
success I achieved and the one that I haven’t yet planned 
or even thought of. My driving force is to create emotional 
connection, to move people through shareable events or 
contents.
What do you say about the Antwerp Six? What is 
the phenomenon of such a concentration of talents 
in the same place and in the same time?
In the early 80s, The Royal Academy of Fine Arts Antwerp, 
from which the Antwerp Six graduated, strongly supported 
by the Belgian government became the incubator for 
fashion greatest avant-garde designers. Linda Loppa, 
the head of the Fashion department allowed and greatly 
supported all these young talents to reveal themselves and 
to introduce them to the fashion world.
How much did your friendship with Dries Van Noten 
and the Antwerp Six help you?
I remember it as a very dynamic, bubbling and free time 
period. It was a creative pool of multi disciplinary talents 
(fashion, music, visual arts) inspiring each other; an artistic 
laboratory fun, vibrant and innovative.
How can you describe your non-standard 
profession of producing fashion shows?
Passion and hard work! Passion and hard work! Passion 
and hard work! And Repeat! In this industry, whatever your 
position is, you only succeed if you are passionate and if 
you work your hardest.
What inspires you to create shows that amaze the 
whole world?
The creative process is a team work. Within the constant 
and open dialogue with the designers, the brands and my 
team. To be able to always dare, to challenge...we know 
no limits. You can’t achieve it on your own but you will as 
a team.
How has your work changed since the beginning of 
digitalization?
New technologies and communication channels open it up 
to a brand new reality and experiences. Endless creative 
possibility has appeared, and we are discovering and 
experiencing everyday new perspectives. It is a highly 
enthusiastic and inspiring time on that level. At Villa Eugénie 
the team and I have embraced it as a real chance and 
opportunity to oWer additional layers of services to our 
clients which allow a 360 approach between the physical 
and the digital worlds. We built a dedicated Digital and 
Film department of experts focused on creating imagery 
and who are already headed on the Web 3.0 since a while.
How has the pandemic aBected your work?
What an incredible test of life it has been for everyone 
on a personal level and what a great challenge for our 
companies as well. It has taught us to reconsider so 
many certainties and forced us to change, to adapt, to 
transform in a flash. Digital shows take over physical 
events during that time. There is no way back: Physical 

and Digital are complementary, they enrich and respond 
to each other.
How do you see the shows in the future? How 
are you going to surprise the audience who have 
already seen everything?
Physical, Digital and now web 3.0: open up endless 
possibilities. Physical and virtual worlds going hand in hand 
allow a fantastic/extraordinary creative playground. Meta & 
NFT: Moncler or Boss, for example. New technologies and 
innovation are part of fashion DNA. Fashion creates trends 
and new ways of expression. Web 3.0 is a new adventure 
which has only began.
The theme of our issue is sensuality. How do you 
interpret this word?
Sensuality stimulates all our senses and inspires our mind. 
This is a state of being. Sensuality allows a multidimensional 
connection.
How do feelings and emotions become part of the 
fashion industry?
Emotions are at the heart of creation. Villa Eugénie has 
nurtured emotional impact as its distinctive trademark, 
invoking powerful images and sensations to create 
outstanding theatrics. Fashion is a powerful non verbal 
means of expression: the unique vision of the designer 
and it also reveals the true or deep character of the person 
who wears it.
How do you make the audience feel? What 
techniques do you use to organize events?
We use every possible instrument to magnify visions 
through shows, events and imagery we create for the 
designers and houses we collaborate with. For each project 
we challenge each detail which could amplify emotional 
connection for the public in presence but also for the virtual 
audience. We always look for designing the most immersive 
and moving experience which will make it memorable.
What failures have occurred on the show? Was it that 
something failed?
I’ve learned more from my mistakes than from success. 
Failing is a significant element of the creative process. The 
fear of failure is a roadblock to creativity and a fuel that 
well used can move mountains.
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