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Choosing the name “Base Camp” to describe the pre-opening programme 2004 of 
the Musée d’Art Moderne Grand-Duc Jean on show at the Banque de Luxembourg in 
Kirchberg was no accident. The main aim was to allow the museum team to try out – 
with a live audience – most of the missions of a 21st century museum. The function 
of the exhibition seemed obvious, namely that of a visual collection in the 
“mezzanine” area.  
 
As for the educational role, it took place logically via workshops and meet-the-artist 
sessions. In the end it appeared that the areas we found difficult but which we had to 
explore were what are collectively known as “services”: the shop, the café, the 
mediathèque… So the idea was to set up a simulation of our shop at Base Camp and 
in this way ask questions about its direction. In fact what roles should a museum play 
today in the distribution, the consumption of products, whether these be intellectual 
or merely foodstuffs? How could we combine our mission to inform, to awake 
creativity, with our work as critic, when they were outside the remit of the more 
conventional, higher museum roles (exhibiting, collecting, ...)? 
 
Generally, the running of the museum shop and café is delegated to retail and 
catering professionals even if occasionally the museum allows itself in the selection 
of goods or books (mainly exhibition catalogues). However, it happens that from a 
creative, conceptual or even aesthetic point of view, we are very often let down, 
sometimes badly. Thus these “services” – quite rightly considered vital – remain 
peripheral to a general artistic programme because they are not apriori part and are 
accessory to our job. Luckily, since the 60’s the MoMA has shown with its “Design 
Store” its ability to take on the role of promoting creativity through a museum shop 
that showed the way to other hopefuls. We will be following that lead by asking the 
creator Maurizio Galante to design a range of products for the Mudam shop when it 
opens in 2006. 
 
:mentalKLİNİK, a collective made up of Yasemin Baydar and Birol Demir, discovered 
two years ago in Istanbul thanks to Vasıf Kortun (Director of Platform Garanti and the 
next commissioner, together with Charles Esche, of the 9th Istanbul Biennial) has, for 
the reasons given, awakened my curiosity. 
  
Wanting to draw the concept of shop and thus of production on the one hand, and 
sales on the other is certainly not new (“Biba” in the 60s, 70s in London, “Colette” in 
Paris, “Galleria Carla Sozzani” in Milan). However, inviting a group of artists to work 
on conceiving, making, following, conditioning and marketing a whole range of 
products built around a theme seemed to me very stimulating. The really quite playful 
side of such a project can then be seen by everyone as reflected both in the range of 
goods available that say something about our everyday lives and in the attractive 
seiling price. 
 



Every year for the last four years, :mentalKLİNİK alongside its job as 
communications advisor, has defined a precise thematic by surrounding itself with a 
group of philosophers, researchers, musicians, artisans, and graphic artists. All 
together they develop various original creations on this theme that are then shown to 
the public and backed up by specific scenography to make an exhibition. Over the 
last three years the ideas tackled have been Sleep, Game, Copy. For the first time 
outside Turkey :mentalKLİNİK presents in 2004 the idea of Self. Obviously the theme 
of identity – first of all one’s own identity with regard to others – is a first natural 
cultural step; Socrates said “know thyself and thou shalt know the universe and the 
Gods”. 
   
Thus this “expo vente” is suggesting to the public a different approach to art – even 
that they should acquire it – and so naturally widen their grasp of contemporary 
creation. Because art is enjoyment, collecting, and above all, a way of life. 
 
 


