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The BMW Art Generation Vol. IV opens a new dialogue on con-
temporary African art

BMW South Africa is deepening its commitment to arts and culture +++ Plat-
form for dialogue, learning and cultural exchange +++ This year's theme ex-
plores Indigenous Knowledge System +++ Exhibition expands into a unique

two-part experience

Johannesburg. BMW South Africa, in partnership with FNB Art Joburg, pre-
sents The BMW Art Generation Vol. IV. Taking place from 28 August to 6
September 2026, under the theme From Whose Waters Do We Drink?, this
year's programme opens a new dialogue on contemporary African art through
a layered two-part exhibition and a considered series of public engagements.

Through its focus on contemporary African art, The BMW Art Generation cre-
ates space for intergenerational learning, cultural exchange and meaningful
public engagement. Rooted in the educational vision of the BMW Collectors
Co., the initiative reflects BMW South Africa's commitment to culture through
knowledge-sharing, relationship-building and sustained patronage. Across
nine days, the programme unfolds through exhibitions, talks, performances,
guided walkabouts and educational encounters, each offering audiences
unique and inspiring opportunities to engage with the dynamic world of con-
temporary African art.

"At BMW, we believe art has the power to connect people, open new perspec-
tives and deepen our understanding of the world around us," says Taz Ram-
phisa, General Manager: Customer & Brand of BMW South Africa. "The BMW
Art Generation reflects our commitment to creativity, cultural exchange and
meaningful engagement with contemporary African art. By creating spaces
for discovery, reflection and exchange, we aim to support the ideas, voices
and practices that continue to shape the continent’s cultural landscape."

The BMW Art Generation forms part of BMW's broader commitment to cul-
ture, expressed through long-standing collaborations and initiatives that sup-
port artistic practice, creative innovation and the exchange of ideas. Through
platforms such as The BMW Art Generation and its partnership with FNB Art
Joburg, this commitment continues by creating meaningful points of connec-
tion with contemporary African art.
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Now in its fourth year, The BMW Art Generation shows how BMW South Af-
rica has grown its support for culture. It builds on years of talking, learning
and sharing ideas, and now offers a complete exhibition programme.

This continued development reflects a form of cultural patronage that sup-
ports artistic practice while creating new ways for audiences to encounter, en-
gage with and deepen their understanding of contemporary African art.

From Whose Waters Do We Drink? explores Indigenous Knowledge Systems
as living and evolving frameworks through which knowledge is inherited,
shared and renewed. Through the exhibition and its public programme, the
project considers how memory, community and artistic practice shape the
ways we understand the present and imagine the future.

The exhibition unfolds across two interconnected chapters. Opening at The
BMW Art Haus in Parktown North is the dedicated venue for The BMW Art
Generation. It transforms a domestic setting into a space of artistic explora-
tion, reflection and learning.

It then continues with a curated presentation within the MAX section at FNB
Art Joburg, extending the conversation into one of Africa’s leading contempo-
rary art fairs. Together, these two sites create a connected journey, moving
audiences from an intimate space of reflection into a broader public encounter
with contemporary African art.

The BMW Art Generation Vol. IV brings together artists whose practices en-
gage with questions about history, identity, memory and alternative futures.
The programme uses installation, photography, sculpture, performance, mov-
ing images and research-driven approaches to highlight contemporary African
art as an essential platform for critical thought and forward-looking creativity.

"The BMW Art Generation has always been about more than introducing peo-
ple to contemporary African art. It is about creating conditions for meaningful
engagement. Every encounter contributes to an ecosystem where knowledge
is shared across generations, and collecting begins with understanding. This
year's theme invites us to reflect not only on what we know, but where that
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knowledge comes from and how we ensure it continues to flow into the fu-
ture," says Mandla Sibeko, Director of FNB Art Joburg.

The BMW Art Generation Vol. IV takes place from 28 August to 6 September
2026, beginning at The BMW Art Haus one week ahead of the 19th edition of
FNB Art Joburg before continuing as a two-part exhibition with a major
presentation in the fair's MAX section. Further announcements, including par-
ticipating artists, public programming and visitor information, will be released
in the coming weeks.

ENDS

If you have any questions, please contact:

BMW Group South Africa Corporate Communications
Angela Konert

Head of Business Communications

Phone: +27 71 666 2472

E-Mail: Angela.Konert@bmw.co.za

Internet: https://www.press.bmwgroup.com/south-africa

BMW Group Cultural Engagement

State Opera for all Kochi-Muziris Biennale
Olafur Eliasson Max Hooper Schneider Frank Stella
BMW Art Club Art D'Egypte Esther Mahlangu
Les Rencontres d'Arles India Art Fair Julie Mehretu
BMW Open Work by Frieze LuYang
Bavarian State Opera BMW Young Artist Jazz Award
Ken Done Premio de Pintura Art Market Budapest
Leelee Chan BMW Photo Award Leipzig
Teatro alla Scala Jenny Holzer

Driven by Culture. Culture is knowledge, a sanctuary of beauty and depth, of meaning and
peace. An inspiring escape. Tranquil at best, even unsettling sometimes. As a corporate citizen,
the BMW Group takes social responsibility seriously, as part of which it has been involved in
hundreds of cultural initiatives worldwide for over half a century, in the fields of contemporary
art, music and film as well as in design. As a long-term partner, creative freedom is key — and as
essential for groundbreaking works as it is for major innovations within a business enterprise
like ours.

Further information: www.bmwgroup.com/culture and www.bmwagroup.com/overview
Instagram: @BMWGroupCulture

YouTube: https://www.youtube.com/@bmwgroupculture

#BMWGroupCulture
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The BMW Group

With its four brands, BMW, MINI, Rolls-Royce and BMW Motorrad, the BMW Group is the world's
leading premium manufacturer of automobiles and motorcycles and also provides premium finan-
cial services. The BMW Group production network comprises over 30 production sites worldwide;
the company has a global sales network in more than 140 countries.

In 2025, the BMW Group sold 2.46 million passenger vehicles and more than 202,500 motorcycles
worldwide. The profit before tax in the financial year 2025 was € 10.2 billion on revenues amount-
ing to € 133,5 billion. As of 31 December 2025, the BMW Group had a workforce of 154,540 em-
ployees.

The economic success of the BMW Group has always been based on long-term thinking and re-
sponsible action. Sustainability is a key element of the BMW Group’s corporate strategy and covers
all products - from the supply chain through production to the end of their useful life.

www.bmwgroup.com

LinkedIn: http://www.linkedin.com/company/bmw-group/
YouTube: https://www.youtube.com/bmwgroup
Instagram: https://www.instagram.com/bmwgroup
Facebook: https://www.facebook.com/bmwgroup
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