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In her published edition of ‘Capital Decor’ Stephanie Kiwitt shows an extremely compressed 
pictorial space composed of interior views of supermarkets and shopping malls. These  
everyday handling centers of capital and goods rely on powerful visual stimuli in the 
presentation and promotion of the goods on offer: displays, banners and other publicity 
materials compete for attention in an extremely confined space. At the same time their half-
life is very short in this struggle for survival: a glance, and the expiry date is already past, the 
colors are faded, and the trashiness of the materials becomes apparent. A feeling of surfeit 
and emptiness sets in: The abundance of what is on offer is riddled with absence. We are 
channeled through these spaces more in the slipstream of an indeterminate movement than 
as a result of our own impulse. 

In spite of the discontinuity of different perspectives and distances, the photographs 
seamlessly placed alongside one another as a fanfold over 12 meters in length generate 
a visual assonance that is emphasized optically by the use of black and white, and the  
screening of the pictorial material. The surfeit of what is on offer, the market clamor of the 
goods, and the claustrophobic architecture are fused into a homogeneous, but nonetheless 
unsettling visual flow.

For the sound work with the same title produced in parallel with her photographic work 
‘Capital Decor’ Stephanie Kiwitt has separated the speech material present in the pictures 
from its visual context and treated it as independent material. Writing and speech, along 
with the use of colors, are indispensable in advertising displays and packaging design, if  
the product promoted is to catch the consumer’s attention as directly as possible.  
However, the communication of complex contents is dispensed with in the process; it is  
more a question of the unconscious rather than conscious recognition and implanting 
of snappy slogans and simple catchwords that go straight to the crux of the matter and 
penetrate into buyers’ consciousness without much semantic ballast, but by dint of  
aggressive omnipresence and repetition. The sometimes only fragmentarily absorbed  
publicity slogans, product descriptions and information on packaging are read out by a 
male speaker (voice: Christophe Piette), whose monotonous but powerful voice produces a 
monologue oscillating between concrete poetry and absurd cacophony.  


