
The intervention “Slogans”, by the 
firm PSJM, brings to Barjola Mu-
seum’s Trinity Chapel the play of 
unyielding tensions between con-
temporary culture and informational 
capitalism. For a start, to organize a 
bombardment of light missiles that 
carry commercial slogans inside this 
former religious space, a magnificent 
example of Gijón 17th-century ba-
roque, is to play to the full the infer-
nal, uncertain and perhaps impossible 
game of new political art, which this 
team of artists, with a growing pres-
ence on the European scene, have 
been playing for some time now. 

Presented by PSJM as a kind of invi-
tation to reflect on the “current system 
of values and its means of dissemina-
tion”, as regards “whether anything 
has changed or, to the contrary, we 
continue to maintain the same forms 
of ideological imposition with more 
sophisticated procedures”, as usually 
occurs with high-flying strategies, it 
is stamped with a multiplicity of an-
swers like a hieroglyph in its own en-

actment, in the artistic installation and 
its interrogative distillation. 

Just read in depth, no longer herme-
neutically, but visually. Just take your 
time with these sweet missiles that 
first suggest without restraint, whisper 
next, then kiss, subsequently openly 
seducing and finally willing to shake 
like crazy if necessary among the folds 
of the former sacred space so as to 
duly round off a conscientiously per-
formed mental fellatio, one performed 
with pleasure: “Impossible is nothing”, 
“Because you’re worth it”, “The best a 
man can get”, “Connecting people”, 
“Solutions for a small planet”, “Sci-
ence for a better life”, “We give you 
what you need”... Just gaze calmly and 
slowly at the twelve-headed (nuclear) 
hydra suspended, while at the same 
time anchored and imprisoned, in the 
sidereal space of the Trinity Chapel to 
understand, once more… the mortal 
command to enjoy. 

At odds with the former discipli-
nary society of the modern period, in 
which the domination of bodies was a 
basically explicit operation, regulated 
around the unceasing unfolding of the 

logic of prohibition, a much more en-
igmatic type of domineering relation-
ship has arisen, which this first global 
crisis is sure to consolidate. Post-
disciplinary society, that which corre-
sponds to the era of the non-existent 
ideal, of the obliteration of limits, that 

Enjoy, enjoy, godammit
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in which significations continually 
change meaning in a frenetic, head-
less form of nomadism that ends up 
dislocating symbolic order itself, the 
era of (so-called) post-politics and of 
multiculturalism justly describes the 
power of the contrary operation: it 
commands one to enjoy; in short, it 
commands one to replenish the exis-
tential lack –that structural hole that is 
impossible to fill– at one fell swoop, 
and over and above any prohibition. 

Not in vain, it is, besides, a propi-
tious scenario from which emerges 
the promise of direct access to pleas-
ure via the consumer object; access to 
pleasure that goes beyond and above 
subjective experience. A call to close 
up what is incomplete in life in favour 
of the shine of the gadget –just like 
any other epiphany before it– makes 
the promise fatal. The insuperable 
existential lack is what provokes de-
sire, which thus emerges as the search 
that constructs the subject beyond its 
pleasure drive. Without it, the shaft of 
light of the gadget turns into the opac-
ity of waste in a flash, leaving desire 
on the side of the dark gods: whence 
so many new symptoms of pain. 

“Slogans” is, on the other hand, an-
other turn of the screw in the artistic 
strategy of the tandem organized by 
Pablo San José and Cynthia Viera 
around which, even with relative, 
fruitful antecedents (from Warhol to 
Jeff Koons), they unceasingly show 

the powerful accomplishment of an-
ticipated certainties: the search for 
knowledge of the order of that which 
is sensitive (which is, at the end of 
the day, art, and hence confines that 
which cannot be stated) from the start-
ing point of taking full responsibility 
for the dense, complex and almost in-
scrutable link between culture and the 
market in the glorified form in which 
it is found in Late Capitalism. 

PSJM does no more than give an ac-
count of the unyielding tensions that, 
in themselves, actually constitute 
contemporary culture (in its dual ma-
trix of possibility and impossibility 
as a space that is not even autono-
mous, but rather merely specific). 
And which, as is obvious, leads to 
visual materialization. This is a work 
that consists as successive twists 
of meaning based on the intention-
ally paradoxical use of the elements 
of marketing (logos, brands, the use 
of event hostesses with provocative 
phrases at openings...) and a critical 
re-reading of the art movement itself 
in historical terms. It does so with 
the idea of contesting its operation of 
producing images for this formidable 
cultural market (which nowadays acts 
as mere trafficking of symbols) of this 
day and age. 

These pieces are not chosen at ran-
dom, but are personalised in this case; 
the slogans of internationally recog-
nised commercial firms embodied so 

as to provide them with a new mean-
ing in the midst of the visual quag-
mire of the digital era. That on the one 
hand. While on the other, form itself. 
Slogans-cum-countenance via a re-
reading of minimalism –Donald Judd, 
Dan Flavin– from the perspective of 
bespoke consumerism using the ‘pop-
face’ stamp of techno-military ico-
nography: Minimalmissile... 

In its most concrete dimension, “Slo-
gans” constitutes –within the work of 
PSJM– a good continuation of the se-
ries “Grand Brands”. But, at the same 
time, it has to be understood both on 
a par with and as part of a register 
from which the recent works “Ameri-
can Colors”, “Corporative Armies” or 
“Citizen Identity” have emerged. On 
that occasion, the artists converted a 
selection of sacred cows of philoso-
phy, architecture or the most provoca-
tive art (Duchamp, Koolhaas, Žižek, 
Herzog... an endless intellectual im-
agery) into logotypes, formatted as 
brands, to distribute them as a kind of 
frieze not for artistic spaces, but rath-
er for offices; namely, the administra-
tive premises of a cultural space (La 
Regenta Art Centre, in Las Palmas, 
Gran Canaria). In this way, they high-
lighted the status as a brand of that 
which did not even presume to be so. 
Now, with “Slogans”, PSJM formats 
brands as artistic objects, bestow-
ing these brands with their definitive 
status as such… the artisticity which 
patents them.
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