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1 TODAY’S SNAP-SHOT 

1.1 Contemporary Scenarios of Globalisation

The scenarios we live in are characterised by globalization. Leaving aside pretence of explaining the several
meanings, often unclear and contrasting, of the word globalisation, what is important here is to underline the
relationship between global and local systems. 

Far from considering them as two entities in conflict with one another, they should rather be considered as
two different aspects of the same contemporary reality which humans are called to deal with.

On the one hand “global” can be considered as the ensemble of the different local systems and of their reciprocal
relationships, on the other hand the “local” contains in itself external elements coming from the global system. 

In conclusion we can say that the global dimension is an essential condition to the development of the local
community and conversely local realities contribute with their cultural richness to the global dimension thanks to
the socio-economic links which unite them.

That’s why it becomes so important to preserve and improve local distinctiveness in a society, which is moving
towards globalisation. Advanced technology in the field of communication, fast transportation and a major
availability of time, allow us to live similar experiences in different places. However, these aspects of globalisation
create a risk of impoverishing the peculiar culture of lands. Therefore, local authorities, associations and private
actors should use their skills in order to enhance the value of their country. 
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1.2 How Places Have Been Treated till now
Many different disciplines deal with territory: urban planning, placemarketing, cultural planning, architecture,
geography, anthropology, urban regeneration, and so on. As the world grows more and more complex and the
flow of data becomes more intense, the specific approach of the single disciplines has shown obvious limits in
dealing positively with territories. 

The major difficulty in dealing with territories is due to the cohabiting in one place of physical tangible aspects
(like environmental sites, geography architecture and urban structure) and intangible ones (like culture, particular
skills, sense of place, identity, sense of belonging and so on). Planning and managing places with a top-down
policy clashes against the complexity and fluidity which characterises nowadays territories.  

However, Placemarketing can be considered a good approach to a territory if we consider the entire world as
a global market and the single place as a product system2 or even as a firm in constant competition with others
in order to keep or enhance their position. 

In fact Philip Kotler3 (Kotler, P.; Asplund, C.; Rein, I.; Haider, D.; 1999: 125) defines placemarketing with the
following words: ‘placemarketing means designing a place to satisfy the needs of its target markets. It succeeds
when citizens and businesses are pleased with their communities, and the expectations of visitors and investors
are met’.

Nonetheless Cultural planning is an approach cultural based which aims to improve quality of life. It takes care
of and bases its strategy of action on a very enlarged concept of culture. ‘Our culture is everything that
contributes to the quality of our lives. Going to the football is a cultural activity. Sitting at home knitting is a
cultural activity. So is going to the pub, riding on a bus, watching the news tinkering in the garage and pruning
the roses.’ (Donovan, A.; 1993: 3)4. 

Cultural planning has an interdisciplinary approach to the project as pointed by  Grogan and Mercer: “Cultural
planning provides a holistic framework in which those working in different disciplines can grasp the ‘big picture’”.

2 ABOUT DESIGN AND CULTURAL DESIGN 

2.1 Cultural Design: a Possible Way of Thinking of and Acting an a Place
Starting from what has been stated in the previous paragraphs, design could be considered as a new and valid
perspective to sketch new strategies in order to enhance the place value of a locality intended as a product-
system. 
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Why is design worthy to be considered as a valid discipline in raising the value of a place?  
There are at least 6 reasons:

1 Design = project (vision)
2 Design = culture
3 Design = interpretation and communication (of the vision)
4 Design = interdisciplinary 
5 Design = creativity 
6 Design = bottom up strategy

Let’s try to make those equivalencies clear.

2.1.1 Design = Project
Since Industrial Design was born, it has always been considered as a subject related to material objects. In fact it
relates more to something less concrete than a simple material object: it is about the process that has permitted
that object to be produced, advertised, distributed and sold to the final client.

Under this point of view the material look of a design product is just one of its aspects, and not necessarily
the most important one. What design really adds to the object is the value given by the project of the process
which permitted to bring it to the final client winning the competitors and all the others frictions (economical,
cultural and practical) encountered along the process. 

As we can see Design is the project. It is an adding-value-project which can be applied to every product even
if it is a service or, in our case, a place. 

2.1.2 Design = Culture 
Design as a project must start from culture. Culture is the source of the project, the content which permits to pro-
ject (to throw forward) the outline of a vision. There can be no project living aside culture whether you accept its
importance or you reject it. In both cases, for a project to make sense, the designer must always deal with culture. 

The concept of culture is to be intended like this: ‘the integrated pattern of human knowledge, belief,
and behaviour. Culture, thus defined, consists of language, ideas, beliefs, customs, taboos, codes, institutions,
tools, techniques, works of art, rituals, ceremonies, and other related components. The development of culture
depends upon humans' capacity to learn and to transmit knowledge to succeeding generations’5. 

Local culture is where Design has to look for the core of the project. 

2.1.3 Design = Interpretation and Communication
Design’s role is not to create something out of nothing. It’s aim is to find new interpretations of reality in order
to propose new visions which could possibly turn into reality.   

But this wouldn’t be sufficient. Design has the capabilities and the instruments to communicate those visions
to all the actors which will be involved in these visions, in order to create consensus.

Mauri6 explains attitude of Design saying that all the quality of sensibility, creativity intuition, ability of
listening, sense of aesthetics appear all together in the single function of making the thought visible.
Communicating visions of what a place would become is an extremely worthy means of to involving city-actors
to collaborate in making them come true. 

2.1.4 Design = Interdisciplinary
Nowadays projects are characterised by a growing complexity. A design project can be considered as a multi-
layered process in which knowledge belonging to different fields converges to give a coherent vision of haw a
situation can change. 

The communication between those different expertises is essential for a successful outcome. Design has
always been a interdisciplinary field in that sense and this property can be a winning strategy towards creating
favourable synergies and partnerships between different city-stakeholders.  
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2.1.5 Design = Creativity 
Another aspect of design process is creativity. Creativity intended as freedom from prejudices, doubting the
obvious, following intuitions and verifying how they could be put into practice, keeping a wondering attitude
towards common events and having the ability to make hazardous mental short circuits.

Nevertheless, creativity is necessary but not sufficient to raise the power of attraction of a territory. As Franco
Bianchini said7 “Creativity is the necessary precondition for innovation, but innovation is what counts in
maximising the potential of a city”. 

2.1.6 Design = Bottom-up Strategy
In the design process decisions start from the clients’ needs and dreams. Clients are considered as the major
resource not only economically, but also as the best experts in terms of what they would like to have from a
product.

Design always pays attention to what context says, needs and feels. Only then Design goes through a process
of interpretation and elaboration of reality. As a following step Design comes up with a series of possible
intervention on reality. Finally one idea will be chosen to be developed. This idea and its realisation is the result
of an assiduous relationship with client and its environment.  

In this way Design is adopting a bottom-up strategy, never trying to impose but, on the contrary, suggesting
and attracting clients to what they would have liked, but they were not able to think of.

At the same time bottom-up strategy is also referred to a spreading-out virus-like attitude. A design strategy
often starts from a concept which finds its expression in a field of reality. If the concept works, it starts spreading
out infecting other fields and giving coherence to the original vision. 

These two aspects of design, applied to places, can enhance their attraction power. 

2.2 Further Considerations 
For the reasons shown in the six previous points we argue that Design can be considered as a valid instrument in
dealing with place empowerment under the name of Cultural Design. 

Nevertheless it must be clear that the role of Cultural Design in a territory is not alternative to other disciplines
related to places. In fact Cultural Design facilitates the encounter between all the disciplines and the actors
playing a role within the city. Furthermore Cultural Design - thanks to the capability to interpret reality, to create
visions and to hold the know-how to communicate those visions - helps to put projects into practise. 

Design does not pretend to generate the striking idea which will rise the destiny of a place. But it will make
the flow of creative thoughts easier in order to come up with valid concepts to be developed in practicable
projects. 

The following chapter contains an example in which some characterising elements of Cultural Design can be
recognised.
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3 CASE STUDY: FESTIVALETTERATURA – MANTOVA

3.1 A Quick Look at The Town of Mantova
3.1.1 Geography 

Mantova is a small town in northern Italy. It measures 63,97 km2 and has 53.000 inhabitants. It lies at 19 meters
above sea level on the south east corner of Lombardy, not very far from the regions of Veneto and Emilia
Romagna. That closeness gives the town a richness especially felt in the fields of gastronomy and vine types. 

Agriculture, cattle breeding, and related industries (sugar, forage, cereals,  butter, grapes, cheese and meat)
are at the base of the town's economy.  There are also other industries like petro-chemical, mechanical, ceramic,
paper, and furniture industry.

Almost the all Mantova’s province is flat. Three  rivers cut through it:  the Po’, the Mincio and the Secchia.
Mantova stands on the right side of the Mincio. The river embracing Mantova has always given the old town an
isolated character.

Mantova has always been cut out of the trade with the nearby cities of Bergamo, Brescia, Verona. It has always
been more oriented towards cultural tourism thanks to the richness of its history and the high quality of life which
characterises the town.

3.1.2 History 
Mantova, as many Italian towns,  boasts of one rich historical inheritance. It was founded by the Etruscans about
the VI century B.C. It was a roman colony (214) with the name of Mantua. It became the property of the Counts
of Canossa (X sec.)and it became Common in 1126. In 1272 the Common was transformed into lordship under
the control of the Bonacolsi family. In 1328 the Gonzaga family came to the throne. During Gian Francesco
Gonzaga's reign (XV century) Mantova became the centre of one of the most celebrated Italian courts.

In 1707 Mantova Became part of Austrian empire; it was then conquered twice by French army (1797 and
1801) and it returned under the Austrian Empire in 1815. During Risorgimento period it was centre of very active
carbonari groups. In 1866 Mantova was annexed to Italy.  

The Renaissance inheritance is what mostly characterises Mantova under the artistic and architectural point of
view. At that time it was a point of reference for artists of the likes of Giulio Romano, Andrea Mantegna, Rubens
and Fetti, Giovanni Baglione and Guido Reni, Guercino and Van Dyck. Those creative personalities left behind
masterpieces of  art and architecture which are still visible nowadays: the Castello S. Giorgio (XIV century), the
Palazzo Ducale (XIII-XVIII centuries; frescoed by Mantegna), the Dome rebuilt by Giulio Romano (1545), the
churches of S. Sebastiano (1460) e of S. Andrea (1472) built following the project by L. B. Alberti, the palazzo
della Ragione (XIII century.), the Broletto and the Palazzo del Tè, designed and decorated by Giulio Romano.
The court of Mantova become a fervid cultural and artistic meeting point where watchmakers, goldsmiths and
gunsmiths, craftsmen, popular musician, ingenious architects, researchers, and special guests from other courts
met enhancing the cultural and economical power of Mantova.

From a literary point of view Mantova is famous for being the birthplace of Virgilio8 and Sordello9.

3.2 Festivaletteratura.
3.2.1 First Steps: Around a Table 

In 1994 the Cultural Observatory of the Lombardy Region assigned Comedia the task of proposing something
culturally exciting in Lombardy. 
Charles Landry came to Italy for Comedia10 and started interviewing the cultural operators of different Lombardy’s
towns. In Mantova he got in contact with different people involved in Mantova’s cultural life. Among those
people he also met the sociologist Paolo Polettini and the bookseller Luca Nicolini who will be the promoter of
Festivaletteratura. 

After some days Charles succeeded in getting together many institutional actors, some men of culture and some
firms' representatives. Quite soon it became clear that nothing creative would have come out of those meetings. As
a matter of fact the discussion between people sitting around that table was held at a very bureaucratic level.
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As a consequence a small group of peole decided to meet out of that paralysing contest in order to think and
act in a constructive atmosphere. 

Three main ideas came out from these brainstorming meetings: 
a. to deal with the concept ‘Mantova and quality of life’ 
b. A project strictly linked to the historical and artistic richness of the city
c. A literature festival for Mantova. 

3.2.2 Hay on Wye: the Opportunity
In April 1996 Lombardy Region made a grant available to cultural researchers to visit interesting cultural
development events in the U.K. 

Nicolni and Polettini did not miss the chance to visit Hay-on-Wye's literature Festival. There they stayed for one
week to learn everything useful they could about the festival: they met Peter Florence, the person in charge of
the Hay literature festival, they talked with the members of the Hay-festival Association and they observed how
the back stage of the event worked.

Upon returning, the researchers shared their experience together with other six people interested in Mantova's
cultural development and they started developing the concept of a literature festival for Mantova. They did that
not just simply copying that particular British festival, but adjusting that idea to a completely different context. 

During these informal meetings the definition of the project became more and more well-defined. In the end
they came up with a very simple concept-design which can be described with the following words: Authors,
journalists  and poets called to talk directly to the people, surrounded by the unique and spectacular scenery
presented by the Gonzaguesque town. 

3.2.3 From Vision to Reality
At this point the project was ready to be shown to the citizens. The organisers announced a press conference to
inform the main city-users11. On July fourth 1996 they presented themselves to about 400 citizens in Piazza Leon
Battista Alberti. They were sitting on simple chairs over a wooden box trying to convey to the people what they
had been able to see on the vision they had. Among the present were also the mayor of the town, some local
firms’ owners and some cultural operators which responded enthusiastically to the proposal.  

The following year they raised the money (500.000.000 old liras12) necessary to give shape to the first edition
of Festivaletteratura. They met sponsors, they contacted a press agency and they reached agreements with the
Mantova town council. 

The first edition took place in September 1997 and was a success, also thanks to the presence of a testimonial
like Salmon Rushdie who, at that time, was under surveillance. The national press gave great prominence to the
initiative and this assured its credibility which lead to the festival being inserted in Mantova’s annual agenda.

3.2.4 Mantova Festivalettreatura: What It Is. 
Fetsivalettratura is a collection of diverse events which take place concurrently over five days in September each
year in Mantova. The common theme which links all the events is literature.    

Popular authors and journalists from all around the world are invited to talk about their works and the general
public have the chance to meet them end get to know them. Over these five days in September Mantova
becomes the most interesting literature place in Italy. 

Together with profound discussions about books and literature other kinds of event take place: show for
children, projection of slides, concerts soft and classical music, lunches with the authors and discussions about
contemporary themes. 

All these events take place in Renaissance squares, ancient gardens or old historical buildings which constitute
the natural but extraordinary setting.

3.2.5 How It Works
The frame of Festivaletteratura is structured as follows: 
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• There is an organising committee of eight13 volunteers persons which is the mind of the festival. Every
member of the team hold the same power. It is a flat structure with no hierarchy. It holds the decision
power; It keeps the contact with the outhors; it is involved with fundraising from the sponsors; it
decides the agenda of the festival; it makes decisions about the events.

• An organising secretary’s office composed of three paid people whose job is to organise the 500
vovolunteers. 

• The Filofestival Association which has 4000 associates. The leader of the association maintains the
contact between the Association and the Organising Committee 

• The sponsors which can be divided into two groups: duty sponsor and economic sponsor. The former offer
free their products or services and the seconds contributed to the festival with a certain amount of money.

• The press office which follow the event communication on the news papers.

This quite simple structure assures the necessary flexibility needed to overcome practical problems which can
emerge during the organising process. 

3.3 Is There any Cultural Design in Festivaletteratura? 
The case of Festivalettratura can be analysed under a Cultural Design point of view. 

Manzini wrote: ‘Conceiving the possible is the basis of every design activity’14 (Manzini 1986). This is what the
intellectuals of Festivalettratura must have done to conceive Festivaletteratura. They creatively thought about
many possible way to set Mantova in a better position. Then they focalised on a literature festival and they acted
to let the festival become reality.
The concept was very simple but, at the same time, very precise: ‘literature added to spectacular historical

contest’. The project was about ‘how’ to develop this concept. 
As a matter of fact the way the organisers went about it was quite similar to the way designer acts. They had

a vision of Mantova as the best place to perform literary activities and they acted in order to make it a reality. 
To do so they started from local culture represented by the Reinassance hineritance which is responsible of the

high quality of life of the town.
They interpreted the Mantova’s cultural environment coming up with the realisation of Festivaletteratura.

They were able to convey to the people what Mantova would look like during the Festival. Many different
actors were gathered at the beginning of the project. Subsequently the collaboration with the institutional
partnerships failed, but it was a necessary step to start the whole development. 

It was a creative process that brought Mantova to be the first city in Italy performing a literature festival. 
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3.4 Not Enough
If some design elements are visible in the process which gave birth to Festivaletteratura, it is also true that
Festivaletteratua can not be considered as completely successful Design Culture action. In fact Festivaletteratura
did not initiate that expected process of enhancement. 

Firstly nothing has really changed in Mantova due to the festival. Mantova festivaletteratura is popular, but the
town didn’t reach a higher position in the global market of places. As a consequence the benefits that Mantova
receives from the festival last only for 5 days per year. 

Secondly the town members who improve their business are only the commerciants and the hotel owners. 
Finally it can be said that that Festivaletteratura failed in triggering off a thick net of activity able to change

the positioning of Mantova.     
That’s why a Cultural Design action would be still needed. Festivaletteratura is a final product while it could

have been the spark which cranked the town engine. Mantova could have been the most important Italian town
for book-commerce for instance. But this didn’t happen. The typical bottom-up strategy referred to a spreading-
out virus-like attitude was not put into action.

4 CONCLUSIONS

Design, within the contemporary scenery of globalisation we are living, is attaching more and more importance
to detached products from an undistinguished ground. As Christopher Lorenz says: ‘The Design dimension is
becoming a very important factor of competitive differentiation, which has been exploited deeper and deeper for
all kinds of products’(Lorenz, 1987).
Furthermore place marketing teaches us that territories can be considered, in some ways, as product systems. It

can thus be said that Design is gaining power as an instrument to empower competitive differences between
places.

However, having passed from a product-based to a knowledge-based logic (Valdani; Ancarani, 2000), culture
seems to assume nowadays the same importance for a place that raw materials had some centuries ago. As a
matter of fact culture has become the field where competitive difference can be found and empowered.

Many project on cities and territories are cultural and Design based (see Festivalettratura of Mantova). 
For those reasons it seems that a new branch of Design strictly linked to the place and its culture, is not far

from being born. This new kind of design will be called Cultural Design. 

8
/ 
Still Rethinking Design



Bibliography
AA.VV., 
2001 Project on the city 2, Köln, Taschen. 

Ashworth, Gregory John; Voogd, Henk
1990Selling the city: marketing approaches in public sector urban planning, London ; New York :

Belhaven Press

Berg, Leo van den; Braun, Erik; Meer,  Jan van der. 
1997Metropolitan Oganising Capacity : Experiences with Organising Major Projects in Urban Cities Brookfield,

USA Ashgate, pp. 285

Berg, Leo van den; Braun, Erik; Meer, Jan van der. 
1998 National Urban Policies in the European Union : Responses to Urban Issues in the Fifteen Member States,

Aldershot, Ashgate, pp. XV, 464: ill.

Bianchini, Franco e Michael, Parkinson 
1993  Cultural Policy and urban regeneration, Manchester, Manchester University Press, pp. 224.

Bonardo comunicazione, (a cura di)
1999,  Valore cultura. Due anni di Premio Guggenheim-Impresa & Cultura, Milano, Il Sole 24 ore.

Canon, Barnett; Patrick, Geddes
1979 The ideal city, Leicester, Leicester university press

Caroli, Matteo, G. 
1999  Il marketing territoriale. Milano: Franco Angeli. 

Codeluppi, Vanni, 
Lo spettacolo della merce. I luoghi del consumo dai passge a Disney World, Edizione Bompiani, pp. 246.

Donovan, A., 
1993.  Creative councils, the South Australianarts and local government consultancy project,  Local

Government Association of South Austalia, Adelaide. 

Grogan, David; Mercer, Colin
1995 The Cultural Planning handbook. An essential Australian Guide, St. Leonards NSW 2065 Australia,

Allen & Unwin, pp. 168

Hall, Peter, Goeffrey Cities of Towmorrow: an Intellectual History of Urban 1996 Planning and Design in the
Twentieth Century, Blackwell, Oxford Cambridge, Mass. pp. XVI, 502: ill.

Hall, Peter Goeffrey
1996 The World Cities, London, Weidenfeld and Nicolson

Hall, Peter; Landry, Charles  
1997 Innovative and Sustainable Cities, Lussemburgo, pp. 112

Hannerz, Ulf, 

Still Rethinking Design
/ 
9



Exploring the city. Inquiries Towards an Urban Antropology, New York Columbia University Press (Esplorare la
città. Antropologia della vita urbana. tr. it. Antonella Meo, edizione Il Mulino, 1992)

Include  2001 The Cultural Manager as Key Agent for Local Development, Fundació interarts. 

Jacobs, jane
2000 Vita e morte delle grandi città: saggio sulle metropoli

Torino, Edizioni di Comunità.
Klein, Naomi,
<<No Logo>>  Naomi Klein (No Logo tr. it Equa Trading e Serena Borgo Baldini e Castoldi, 2001)

Kelly, Andrew,
Building legible cities, Bristol, Bristol Cultural Development Partnership.

Kotler, Philip; Asplund, Christer; Rein, Irving; Hider, Donald H.
Marketing Places-Europe, London, Financial Time-Prentice Hall.

Landry, C.; Bianchini, F.
1995  The Creative City, London, Demos, pp.66.

Lorenz, Christopher
The design dimension. The New Competitive Weapon for Business. Oxford, Basic Blackwell Ltd, UK (tr. It.
Dimensione design. L’arma vincente della competizione globale. Romano Gasperoni), Milano, Franco
Angeli.

Lynch, Kevin
1963 Site Planning, Cambridge, Mass. MIT press

Lynch, Kevin
1981 A Theory of Good City Form, London, MIT press, Cambridge, Mass.
Lynch, Kevin
1972 What Time is the Place?, London, MIT press,Cambridge, Mass.

Manzini, Ezio
1986 La materia dell’invenzione, 1986 Arcadia, Milano. 

Martinotti, Guido
1999 La dimensione metropolitana: sviluppo e governo della nuova città, Bologna, Il mulino, 358 p. ; 22
cm

Martinotti, Guido
Milano ore sette: come vivono i milanesi, Milano, Maggioli

O'Sullivan, Ellen L.
Marketing for parks, recreation, and leisure, State College:  Venture publishing, - xii, 271 p. ; 24 cm.

Pine, Joseph, B.; Gilmore, James, H. 
The experience economy. Work is Theatre and every business a stage, Boston Massachusset (USA),
harvard business school press (tr.it. Anila Scott-Monkouse, L’economia dell’esperienze, Etas libri, 2000.)

10
/ 
Still Rethinking Design



Paolini, Davide,
2000  I luoghi del gusto. Cibo e territorio come risorsa di marketing, Milano, Baldini & Castoldi, pp. 216

Rifkin, Jeremy
2000   The Age of Access, (tr. It. Paolo, Canton, L’era dell’accesso. La rivoluzione della new economy
Mondandori)

Sassen, Saskia;  Martinotti, Guido
1997   Global City;  Città globali: New York, Londra, Tokyo.

Van den Berg, L.; Meer van den J.;Otgaar A.H.J.
2000 The attractive city; catalyst for economic development and social revitalisatio; an international
comparative research into the experiences of Birmingham, Lisbon and Rotterdam.

Valdani, Enrico; Ancarani, Fabio
2000 Strategie di marketing del territorio. Generare valore per le imprese e i territori nell’economia
della conoscenza, Milano, Egea. Pp. 379
Valdani, Enrico; Guenzi, Paolo
Il marketing nei parchi tematici. Un modello di gestione per le imprese dell'enterteinment, Egea

Electronic material
Encyclopaedia Britannica CD 99 multimedia edition
http: // www.undo.net
http: // www.comedia.org.uk
http: // www.Mantova.com
http: // www.interarts.com

Interviewes
Interview with the sociologist Paolo Polettini  member of the Organiser committee of Festivaletteratura June
2002.

Interview with the architect Francesco Caprini  member of the Organiser committee of Festivaletteratura
October 2002 

Notes
1 The word Cultural Design intended in the way of a design dealing with the culture of a place is to be

attributed to Francesco Mauri Professor at the Politecnico of Milano, Faculty of Industrial Design. 
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5 definition taken by: Encyclopaedia Britannica CD 99 multimedia edition 
6 Mauri, F.; 1996.  Progettare Progettando strategia, Il design del Sistema Prodotto. Dunod, Milano
7 Charles landry and Franco Bianchini, The creative City, Demos, Comedia 1995.
8 Publius Vergilius Maro (virgil) was born at Andes, near Mantua, on October 15, 70 BC. His poems are still

studied at italian schools. 

9 singer and composer, who lived between the end of XII and the beginning of XIII century at the castle of Goito
(close to Mantova). He staied at  the court of Count San Bonifacio, before going to Provence where he resided
whith the count of Provence.
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how things work, why they don't and how they can work better. We ask questions and help others to come
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11 this term has been taken from Martinotti 
12 about 26.000,00 euro
13 every member of the committee has got a job beside being involved in Fetivaletteratura. Two of them are

booksellers, one is an editor, there is a sociologist, an architect , an accountant, a philosopher and the last
on work for the Province.     

14 Manzini, E., 1986 La materia dell’invenzione, 1986 Arcadia, Milano. 
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