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Summary

The growing importance of heritage in historic Italian enterprises is not
just based on longevity but also in looking at themselves as historic and
cultural bodies. This issue of Economia della cultura – which already dedi-
cated No. 4/2008 and No. 3/2011 to this process – analyses a new
phase characterized by a large growth of investiments in the historical memory,
as shown by increase in membership of Museimpresa, the Italian association
of company museums and archives. The vision at this stage can be summari-
zed by the expression «industrial humanism», because of the focus on the
person, on social responsibility and cultural engagement. In the current
management of many historic enterprises, humanism meets technical-scientific
culture, becoming a key element in their strategy, and factories themselves (not
just archives or museums) are offered as stages of a new Italian educational
and training Gran Tour, relevant even at regional level for industrial tourism
and territorial marketing. The global digital culture scenario, dominated by
content, produces a broad stakeholder community and a growing demand for
authenticity, transparency, and consistency in terms of values and behaviour.
In this way, the uniqueness of a company’s memory (and products), becomes
the narrative that a company creates for physical and digital world markets,
giving life to new business, marketing and communication models.
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In the 1970s, with the development of company history, in Italy, too,
supported by research methods typical of social history, the most well-esta-
blished Italian enterprises began to see themselves as players not just in eco-
nomic history, but also in history and culture in the broadest sense of the
term. We can, of course, go back much further in time and find examples
of company museums and archives, isolated cases, expressions of strong in-
dividuality and a rare sense of being a part of history, perceived as such by
society. However, longevity is not enough to motivate the choice of investing
in one’s own memory; a company needs to see a reflection of itself in society
and know that it has made its mark. A game of mirrors, which, like all
relationships, changes both business and society, with the realisations that
they have mutual interests. It was this rise in awareness that led to greater
investment in the organization and narration of memory, projected onto a
strategic communication that went well beyond the national confines. It was
a movement that was linked internationally to the development of corporate
heritage in the United States and in Europe, and with the now «classic»
studies (Urde, Greyser and Balmer, 2006) which defined its salient features.
The strategic objective of these processes was the enhancement of brand value
founded on a company’s unrepeatable personality, past and present, internal
and external, in its relationship with the nation and its sales area.

Economia della Cultura dedicated two issues (no. 4/2008 and no. 3/
2011) to the theme of corporate memory, illustrating the transition from a
company’s economic dimension to the recognition of the same as a social insti-
tution (Paoloni, 2008), and an awareness of it as a cultural entity. In No.
4/2008, corporate memory was seen as an integral part of a country’s histo-
rical heritage (not something that is entirely taken for granted in the fabric
of cultural heritage). No. 3/2011 analysed the dynamic relationship between
historical research and valorisation in historic company archives as «history of
the present» (Castronovo, 2011) through audio-visual sources and the web.

In 2011, the Museimpresa Manifesto of Intent declared that «... it was
impossible for a company to continue to be a mere economic partner of other
people’s projects, perceiving culture as something other than itself ...». The
seven years since 2011 have, in fact, witnessed a paradigm shift, with other
experiences and other protagonists to consider.

To measure the extent of this change, we need only consider that Museim-
presa (www.museimpresa.com), the association founded in Milan by Confin-
dustria and Assolombarda, which in 2001 had eleven members, has grown to
eighty-two members, with a record 14 new members joining in 2018 (Goniz-
zi), or the recognition of the Olivetti factory in Ivrea as a UNESCO heritage
site. In 2011, on the occasion of the 150th anniversary of the Unification of
Italy, the Italian Chambers of Commerce set up a National Register of Hi-
storic Enterprises, which include today 1.235 companies.

This issue of Economia della Cultura aims to describe and interpret the
ideas and trends expressed by this growth, in articles that highlight these
developments and the way they are seen. The first part, «Values and guiding
ideas», attempts to provide a setting for these processes, looking at the ideal
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compasses and concrete references employed by the companies in their inte-
raction with global and digital scenarios, putting into practice new business,
communication, and marketing models. What emerges is a vision of the
company, of its relationship with society and people, which can effectively
been capsulated in the expression «industrial humanism», precisely because
of the focus given to the centrality of the person. The key points are: the
relationship between the physical community and the relational community
(Fulco), the increase in numbers of stakeholders being the direct effect of the
horizontality of digital culture; the inescapable requirement of authenticity,
transparency and consistency of values and behaviour in a global and con-
nected scenario (Fulco, Paolino); the need to measure the value of corporate
collections and heritage (Paolino), and a consequent demand for capacity
building to fill the gap in skills (especially in small and medium-sized en-
terprises) as regards the process of valorising company history.

The second part «The company is culture» looks at some case studies,
representative of the contemporary facet of historic enterprises: Milanese
polytechnic culture, the beautiful factory, and new communication, merging
in to industrial humanism, in which technical-scientific culture and huma-
nistic culture finally meet (Calabrò). The concrete materialization of this is
social responsibility as a core value for «companies that wish to gain
ground» (Di Vincenzo and D'Alessandro), and, again, the visible transition
from landscape to brandscape, the brand landscape that interprets heritage
and transposes it into the architectural creations of Lavazza (Trinchero e
Buso). Finally, Molteni (in line with other experiences) expresses the organic
correspondence between its museum and its new business model, underlining
its cross-cutting support of the value of memory, from corporate governance
to its employees working in different locations (Molteni and Hefti).

In the third part, «Industrial tourism and territorial marketing», a
number of innovative ideas and successful industrial tourism and territorial
marketing proposals are examined, in which the industrial heritage narra-
tive slots harmoniously into the landscape of Italian excellence (Appiani,
Carlorosi at al., Esposito). In Marche region, the Recanatese model of an
advanced cultural district is open to the potential of industrial tourism, re-
plicable in other areas (Carlorosi at al.) and, again, the Italian journey
between design museums and archives (another model that can be replicated
in other sectors) is envisaged as a Grand Educational Tour even for an in-
ternational and young body of users (Appiani, 2019).

The section Documentazione completes the issue, with the role played by
fashion archives in answering the education, training and updating demand
coming specially from small and medium-sized enterprises (D’Angelo); the cru-
cial role of governance in cultural investments at Vitra Design Museum
(Kries); the cultural dimension of fashion Heritage in the Balenciaga Foun-
dation (Uria Zubizarreta) and, finally, in the book Heritage Marketing,
reviewed by Martino.

In this flow of contributions, some recurring themes highlight convictions that
are gaining strength in the entrepreneurial fabric: the growing role of both
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corporate social responsibility and the value and uniqueness of collections, as new
and significant indicators of social impact in internal and external company
accreditation processes (Paolino). It spotlights the multiplication of interlocutors
and languages which now confront companies, a factor that goes beyond self-re-
ferentiality, or entrepreneurial vision. In this dominant outward projection, the
valorisation and sharing of company history confers substance to the originality
of the cultural model proposed (Paolino, Kries). The recognition of corporate
heritage as part of the cultural heritage of the community then becomes a value
that goes beyond the horizon of brand life (Uria Zubizarreta).

Given that the Belief-Driven Buying survey (Edelman, 2018) showed
that at international level the percentage of purchases motivated by trust/
credibility rose from 51% in 2017 to 64% in 2018, a trend found in all
age groups, companies are clearly having to tread a fine line between the
internal dimension and the now all-pervasive external dimension. In this
scenario, historic companies use culturally based innovation as a relational
device to link the different expressions of the company: communication,
human resources, public relations and internal branding, and these inner
expressions with the external scenario (Fulco). Gone, therefore, is the classic
triangulation between the entrepreneur, the historian and the archivist,
which in the past directed the archiving and valorisation processes of historic
companies: a triangulation which, in fact, was of central importance in pre-
vious issues of Economia della Cultura. New job profiles and capacity bu-
ilding for traditional professions, both in cultural areas and in marketing
and communication sectors, are needed to interpret the cross-cutting nature
of the knowledge implicit in the polytechnic culture of the Italian company,
required to involve new audiences engaged in the narration of contents. To
bring into play the past as a precious asset of the present, the consolidated
professions specialising in cultural heritage need to be flanked by or incor-
porate the skills of the digital marketing specialist, digital and social media
manager, video maker, web editor, and digital content specialist. 

To complete the picture, we need to dwell on the central role played by
content in the digital and circular society (Bonomi et al., 2017), as the real
revolution underlying the changes described and that largely explains them,
even though social actors may not always be fully aware of this. We are in
midst of the digital era, which produces a fluidity and circularity of content
that goes far beyond the technological dimension, a pervasive influence on
society and social relations in an increasingly intersectional landscape. This
is why entities and objects traditionally immersed in completely separate
existences are finding they are interconnected and at the centre of a relatio-
nal universe that is much broader than the confines of marketing or com-
mercial networks. This new network is dominated by the concepts of perti-
nence and relevance of the contents that regulate mutual links, in accordan-
ce with protocols and categories other than traditional classifications (Cra-
sta, 2013). There has been a substantial shift in value from the material to
the intangible features of a product, based on factors such as image, tradi-
tion, history, beauty and feelings. Historic companies, engaged in this new
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economy and in severe global competition, have interpreted the change by
betting on the special mark of their history as an identity card to present
themselves to a plurality of stakeholders. Before other areas, they have had
to accept (some more, some less) the idea that content is a strategic and
cross-cutting resource, translating this idea as a different way of being pre-
sent in the market, of participating in tourism, and of planning territorial
marketing (Calabrò, Di Vincenzo and D'Alessandro, Appiani …).

In all activities, different roles, structures and languages meet (and sometimes
clash), in the public as well as in the private sector, in industry and in content
institutions. From this meeting of commercial and cultural dimensions, hybrid
models emerge and innovative consumer experiences, inspired by participation
and the attractiveness of Heritage (Fulco). The current changes’ involving and
cross-linked peculiarities come out from the XI Associazione Civita Report
(2019) Millennial and Culture in the Digital Era where, in particular, Simo-
netta Pattuglia’s article is focused on the decidedly content and value oriented
type of storytelling expected by web generations, and increasingly by millennials,
born in the 1990s, and the noughties generation, born in this century.

There are lights and shadows, as always, in the processes of change. From
an economic point of view, it is difficult, despite the need for answers, to
quantify how much companies have invested in heritage. In addition to the
usual confidentiality surrounding data, another factor contributing to this
is the fact that budgets within companies are distributed differently from the
first phase of corporate memory, in which «the specialists of the past» strug-
gled to get even quite low budgets in their endeavours to convince entrepre-
neurs and management, and even the families whose history was identified
totally with the company (Crasta, 2008). Today, investment is very high,
internal, strategic, motivated by a vision, and returns come in terms of re-
cognition, positioning, glamour, and conquest of brand communities.

Another problem area regarding the opening of the global scenario is that
the values of transparency, consistency and centrality of the person in the
company vision, are certainly there, but not easy to align with the needs of
profit and existing production and management models. Moreover, the inte-
ractions of different sensitivities may lead to a risk highlighted by Economia
della Cultura in issue No. 3/2011. The process of turning conservation into
valorisation risks dissipating memories, skills and associations under the effect
of a big tag: presenting company history like an advertising postcard (Paoloni
e Severino, 2011). Fast and superficial transitions between different worlds,
which relate neither to economic analysis nor to the real cultural dimension,
in which assimilation and interpretation are lengthy processes. We are under
the effect of archive mania, which aggregates and conserves, but at the same
time inspires volatile stories, which confound any attempts at cataloguing
(Fulco, 2019). It is a question of not betraying the objects of memory and
their meanings for the sake of production concreteness, by fielding a cultural
planning capacity (and some companies have succeeded) that combines archi-
ving, exhibition, storytelling and dissemination. Only this greater awareness
can make investments and visions really impact company organization, cre-
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ating not only storytelling but also knowledge.
The Richard Sennet Homo Faber Trilogy – consisting of The Craft-

man (2008), Together: The Rituals, Pleasures, and Politics of Coopera-
tion (2012) and Building and Dwelling: Ethics for the City (2018) –
offers us a possible progression: from the artisan tradition of doing things
well, to doing things together by breaking away from self-referentiality, and,
finally, to building and dwelling: «living among the many in a world that
is not just a reflection of themselves».
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