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Au service de I'image

Radical, créatif et prophétique, Services Généraux redéfinit la création
visuelle telle que nous la connaissons. Fondé par Valentin et Antoine,
ce duo visionnaire maitrise la photographie, la réalisation, le CGl et I'lA.
Avec une équipe d'élite, ils intéegrent chaque étape de production en in-
terne, fusionnant I'intuition artistique d'Antoine avec larigueur technique
de Valentin pour repousser les frontiéres de I'esthétique contemporaine.

Services Généraux incarne une force de transformation esthétique
et technologique, toujours a I'avant-garde de I'innovation et de la créa-
tivité. Dans un monde ou I'image se multiplie a une vitesse vertigineuse,
la consommation visuelle dépasse souvent I'essence méme du produit.
Alors, face a cette surabondance d'images, quelles vérités visuelles
I‘estent encore é. explorer ? Interview : Dalla Menanteau Ba & Guillaume Le Goff
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Service Généraux

Serving the image.

Radical, creative, and prophetic, Services Généraux is revo-
lutionizing visual creation as we know it. Founded by Valentin
and Antoine, this dynamic duo brings unparalleled expertise
in photography, filmmaking, CGl, and Al. With a dedicated in-
house team, they seamlessly oversee every step of the produc-
tion process, blending Antoine's artistic intuition with Valen-
tin's technical precision to continually push the boundaries of
contemporary aesthetics.

Services Généraux embodies a force for aesthetic and tech-
nological transformation, always at the forefront of innovation
and creativity. In a world overwhelmed by the rapid proliferation of
images, visual consumption often surpasses the very essence of
the product itself. So, amidst this flood of visuals, what unexplored
truths can still be revealed ?

Services Généraux is a polymorphous entity, active in many diffe-
rent fields. How would you describe the studio in a few words ?

We are a duo — Valentin and Antoine. While we are photo-
graphers and directors, we also work extensively with CGl and
Al. At our core, we are Image creators. Then we created a stu-
dio around us, with a dozen or so talents (3D artists, Al, VFX,
DA, Editors, etc.), to help us realize our visions.

With this studio, we carry out all phases of image creation in-

house. Which, we hope, makes us "authors", "creators" rather
than "executors".

What are the main influences that drive the technical, creative, and
artistic direction of Services Généraux?

It’s the fusion of two distinct sensibilities : Antoine’s artistic
background in art and fashion, and Valentin’s technical expertise
in engineering and architecture. Our ideas can originate from
either side—be it an artistic intuition or a technical inspiration.

What does the creative process look like when you receive a new project?
v More often than not, the seed germinates in Antoine's brain.

A I'm a very visual thinker. | create image notebooks where
each picture is akin to a hieroglyph. Combined, they weave nar-
ratives that are greater than the sum of their individual parts.

Valentin then uses his talent and skills to help this seed germi-
nate with the rest of the team.

Today, we’re bombarded with images, especially in fashion. Mere
attention to project quality and reach is no longer sufficient. How
did you stand out in the early days?

It’s difficult to reflect on that now, but we’ve always aimed to
be bold and uncompromising in our decisions, sticking to them
until the end. This approach makes our work polarizing, but
we’re comfortable with that. When we first started in 2016,
a fashion editor told us something that stuck : “Don’t be so-
mething for everybody—be everything for somebody.”

Perfection's main customers are the fashion industry, the industry
that can afford to make things look grand. Why do you think image
is so important?
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It's a fascinating issue that has been driving us since our final
dissertation in 2016. Forgive the banality, but | want to pa-
raphrase Roland Barthes, who defines all this perfectly (albeit
in a very indigestible way) in Systéme de la mode. This is even
more striking today, after the social networking revolution.

To simplify and popularize (careful, it's cynical) : In the age
of infinite media reproducibility (see Walter Benjamin), the
image of an object has more impact than the object itself.
The image of a garment has more impact than the garment
itself. Indeed, luxury brands no longer sell fabric; they sell
an image—a narrative that consumers want to adopt and
identify with. What drives margins is not just the design
or craftsmanship but the quality of the visual storytelling
that surrounds it.

How do brands engage with your work to appeal to you?

Unfortunately, it’s rarely through the traditional channels like
magazines, billboards, or digital ads. Instead, we’re noticed
on Instagram, mood boards, or in various decks. It’s an almost
self-replicating loop in the creative sphere!

How do you sell ideas ?

It’s a misconception that we mostly sell ideas. In reality, ideas
make up about 20% of what we offer. The other 80% consists
of our creative and technical expertise (40%) and our unique
signature style (40%). Interestingly, clients often prefer a
weak concept with a strong signature rather than the reverse.
Just look at the dominance of certain artists or directors in
specific eras. When you prioritize hype over quality, you’re
merely accelerating your own decline. To quote Karl Lager-
feld : “Being in the wind is the fate of a dead leaf.”

How do you maintain your identity while working for a variety
of brands with dillerent aesthetics and concepts? How do you
prevent your brand image from being defined by your projects?

That’s a great question, and we believe it’s crucial. While we're
applied artists, we’re not what you’d call “Agnostic Stylists”—
we don’t adapt our style to every client or project. Instead,
we remain true to our own aesthetic by : refusing projects
that stray too far from our vision, not showcasing work that
doesn’t reflect our artistic ethos and constantly engaging in
personal and experimental projects.

Most of our Instagram feed, for instance, features personal
work. It’s these projects that resonate most with our customers.
When they call us, they don't often talk about our commercial
projects, but more often about our books or exhibitions.

Studios like yours have disrupted the traditional dominance of
large production companies. How do you see this shift?

We’'re part of a change that’s been in motion for over a decade.
Brands no longer feel obliged to go through agencies—they
either bring the work in-house or go directly to studios. The
dominance of agencies wasn’t built on a technological mo-
nopoly (it's been a while since image creation technologies
were opened up to the general public), but rather to folklore, a
well-established habit. The famous "Why do we do it this way ?
- Because that's the way we've always done it." by Amonbofis,
the fallen architect from Asterix and Cleopatra!

This mindset is slowly fading.

Your work blends scientific methodology with artistic exploration.
How do these two aspects come together?

Valentin has an insatiable curiosity for discovering new tech-
niques, some deeply rooted in scientific principles. | then
repurpose these methods to craft new aesthetics, some of
which are, admittedly, rooted in the world of science. | then try
to hijack these technologies,to extract new aesthetics.

We’ve explored tools like infrared sensors, thermal cameras,
Schlieren systems, gas detectors, airport x-ray machines, and
even VeinViewers, which are used in the medical field.
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Is there an element of ego in your work ? How do you reconcile your
personal values with the brands you collaborate with?

Of course there’s ego, but not in the way you might think.
Even if a brand doesn’t appear to align with our values, if it
approaches us with an interesting and relevant project, we
don't close the door out of prejudice. When we first started
out, we were more excited by the name of the customer than
the content of the project; that's changed a lot - it's the other
way round now.

On the other hand, we have arbitrarily defined a personal limit,
a sort of tacit list of customers who are not aligned with our
ethical and ecological convictions. And even when they ap-
proach us with great projects or great budgets, we don't go.

In the current landscape, in terms of originality and creativity,
which artists, creative entities or other personalities or collectives
inspire you and would you like to tell us about ?

A I'm not very original, | mention it in every interview, but I'm
an unabashed fan of llI-Studio. I've followed them since my stu-
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dies in 2011, and they remain relevant to this day—admittedly
sometimes too serious and elitist, but always inspiring.

More recently, I’'ve been drawn to directors like Mau Morgo,
Mowgly Lee, Torso Solutions, and Kouichi Toya. Also, keep an
eye on Come Lart, a former trainee of ours—he’s going to be
the next big thing. There's also a former trainee of ours, who's
going to be the next big thing, mark my words : Come Lart.

Are there any exclusive projects planned for the end of the year
that you're excited about?

We’re actively working on our first short film, telling the story
of a solitary man traversing breathtaking landscapes, punc-
tuated by rituals and discoveries. It’s a narrative of repetition
and subtle transformations — until one day, he decides to
break free. We aim to release it in 2025. And then, of course,
there’s our annual tradition : the end-of-year parties, co-or-
ganized with the wonderful Fetva. We can’t wait to see you at
the next one! @





