ABSTRACT
M.A. Stefanie Marlene Wenger

Postdigital Display. Exhibition situations simulate consumer spaces

My research project originates in the observation that displays of contemporary art recreate interiors, that are
familiar to us such as fair booths, concept stores, cafés and hotel lobbies. These spatial settings are used to
present and sell a certain product, brand or service and are therefore designed specifically to serve this aim. In
my research, | will analyse why post-digital art production after web 2.0 and the commercialization of the
internet has developed an affirmative relationship to economic structures of branding and visual merchandising.
The display of these artworks by artists such as Cory Arcangel, Debora Delmar, Simon Denny, DIS, Timur Si-Qin
and Christopher Kulendran Thomas is characterized by a corporate identity of the interior by the use of Logos,
Slogans and stock photography that emulate a specific marketing rhetoric. Architectural elements that are used
in fair construction are utilized for the set up and present lifestyle trends and products of the fashion, fitness and
health industry are adopted and incorporated. In arthistorical discourse, these artworks have been critiqued for
their closeness to commercialized, neoliberal marketing strategies and were accused of shallowness and denial
of predesessors of such practices in art history. | will argue, that a profound analysis of these artworks will unfold
the potential explicitly inherent in the mimetic form of the display that negotiates the future conditions of life in

digital societies.

Based on these observations, the project aims to undertake a comparative, phenomenological and receptional
aestetic analysis of the examples with the aim to develop a typology of contemporary display practices. Latest
reseach on the topic of the interior in contemporary art will build a fundamental basis for my own analysis.
Moreover, | will apply the concept of anagrammatic space (Peter Schneemann) to these contemporary displays
to align them with artists that focused on the creation of familiar interiors since the 1980ies such as Gillaume
Bijel, EImgreen & Dragset and Gregor Schneider. To investigate the apparent use of concepts from advertising,
theories such as the third place (Ray Oldenburg) from marketing and the extended self (Russel Belk) and
affordance (J.J. Gibson) from consumer- and perceptual psychology will be applied to an analysis of these
displays. The philosophical concept of the aesthetic economy (Gernot B6hme) and the sociological theory of
societal singularity (Andreas Reckwitz) will locate my research in the broader context of global hypercapitalism

of the 21t century.

The project represents the first scholarly analysis of contemporary displays in the post-digital context of the 215t

century and thus hopes to contribute to an understanding of recent phenomena of contemporary art that have

rarely been the subject of art historical analysis.
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