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Abstract

The idea of “Cultural Commons”, partly  borrowed from the “open” model of “Creative Commons”, 

derives from the will to create a collective economy of knowledge by creatively and strategically 

cultivating heritage and memory. Unlike the tangible and intangible goods formally ratified by 

supranational organisations such as UNESCO, one can imagine the construction of “horizontal” 

networks, possibly territorial or local, that take defining elements of their own collective memory 

and transform them into goods and services with the contemporary paradigm of efficiency and 

sufficiency1 in production and consumption models. Therefore, whatever the Cultural Commons' 

field of application, attention must be paid to the environment (materials, recycling, sustainable 

production techniques) and to culture as new values to be associated with the production of goods 

and services.

From this perspective, it is fundamental to identify marketing and management planning tools 

which are capable of integrating narrative and cultural elements with a new market logic. The 

ability  to formulate strategies which integrate the following into a network takes on vital 

importance:

 ↣ the communities that  replace the exclusive nature of traditional consumers at whom 

traditional marketing strategies are aimed. Such communities are to be linked emotionally and 

conceptually to the values that the brand represents.

 ↣ the producers, bearers of tradition, innovation and productive skills.

In light of the above, two elements in particular acquire significant value: social capital and 

intellectual capital. Cultural commons can become a key  element in order to encourage the 

combining and exchange of knowledge among producers and communities of consumers through 

the implementation of two strategies:

 ↣ A shift from marketing to “Societing” 
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 ↣ The development of meta-organisations, intended as systems of systems capable of 

increasing consonance between producers and the marketplace.

This paper will present an analysis of organic production and of products linked to the 

excellence of the territory of the Valle d’Aosta, as well as a case study relating to a project for 

the creation of a registered brand for the promotion and production of certain products linked to 

local traditions and identity.
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A.

Heritage Food Commons

Living Heritage

Cultural Commons can also reveal themselves in the production, communication and consumption 

of the principle and most formidable vehicle for the identities of populations, communities and 

individuals: food. New and ancient values associated with food can be cultivated through brand new 

methods of production and communication. From Farmers' Markets2 to Fair Trade3, from Terra 

Madre4 to products of certified excellence (with initials that in a short period of time have also 

become popular in Italy including PGI, DOC, DOCG and organic produce) and Km05, market 

situations associated with the culture of food can create a new synthesis of collective knowledge 

sharing and provide a stimulus for planning which can give rise to sustainable creative processes. 

The need for new analysis deriving from these experiences, which are not always compatible with 
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2 The idea of the Farmers' Market does not have a date of birth as such, but its development coincides with the new 
cultural paradigms of efficiency and sufficiency. Periodically, producers sell their goods directly to the consumer, with 

significant reductions in energy usage (often goods are produced not far from where they are sold and consumed) and 
distribution and marketing costs, as well as the cost for the final consumer. All this is accompanied by a level of quality 

which is on average superior to that of products (especially fruit and vegetables) sold through large-scale retailers. The 
Farmers' Markets also deliberately combine the principles of organic produce with the culinary and cultural identity of a 

territory or community. Originally an Anglo-Saxon phenomenon (the biggest is currently in Los Angeles), it has now 
spread throughout the world. In Italy, they normally coincide with the craft markets and fairs promoted by Coldiretti.

3  Fair Trade Italia is a consortium affiliated to the FLO (Fair Trade Labelling Organisations), which coordinates the 
guarantee marks for Fair Trade products throughout the world. Founded in 1994, it deals with ethical banking, 

international cooperation and solidarity as well as certification.

4  “Terra Madre” is a global network, based in Italy (it is an off-shoot of “Slow Food”) which provides support to 
producers (agriculture, livestock, fish) within a context of biological and cultural sustainability. The objective is to 

safeguard and develop the biodiversity and enjoyment of food. Its motto is “eating is an agricultural act,  and producing 
is a culinary act”.

5 The term indicates the tendency to produce and consume without the need for transportation which makes foodstuffs 
unsustainable from an environmental and financial point of view. 



each other, should be underlined. For example, Fair Trade promotes (often giving rise to 

contradictions in the places of production themselves) international trading and distribution of food 

(normally non-perishable items) produced by communities all over the world, cultivating the rule of 

fair remuneration for producers wherever they are (such an expense is knowingly  incurred by the 

final consumer). On the other hand, KM0 of the Farmers' Markets encourages the development of 

the short supply chain, discouraging intensive and extensive production (and does not necessarily 

favour “global” production, of which the Fair Trade network, for example, is part) in favour of that 

which promotes biodiversity, normally on a territorial or community level. A “glocal” synergy could 

overcome the limitations of these two food production and distribution visions and the obstacles 

involved in such practices, creating added value for both.

This is the network conceived by the Penelope Project™, which aims to encourage sustainable 

territorial growth as well as to communicate shared values and identity on a global level. 

The Land of the Commons

It is curious to note how the term “Commons”, which is commonly associated with the word 

“creativity” (the “Creative Commons”) and now to the open concept of “culture”, was born in the 

social, economic and political context of the late industrial revolution, in the romantic age, to 

indicate that  which that model had started to destroy: natural resources, namely  water, living 

organisms and, naturally, the earth. Food is born of the earth. A living legacy in continuous 

transformation, the foundation of the very idea of biodiversity. It is the first, essential product 

of the earth that has been connected to the mental and social evolution of man. 

Terra Nullius?

Vandana Shiva, an India environmentalist with links to “Terra Madre” (“Mother Earth”), speaks of 

“Terra Madre versus Terra Nullius” or “No Man's Land”, indicating the strong link between her 

project for sustainable cultivation and production, and natural and cultural “common goods”: “At 
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the origin of it all is the transformation of one's idea of nature: from Terra Madre to Terra Nullius. 

Empty lands and inert matter are the consequences of industrialisation and development as 

economic models. (...) When mankind considered the earth as a “mother”, rivers flowed clean, 

forests were profuse, the soil preserved its fertility and biodiversity flourished, (...) The 

transformation occurred because, with the spreading of the industrial paradigm, nature became an 

object and a tradable commodity”6.  

We are all producers

If food is a common good, then those who produce it  and those who consume it become integral 

parts of the same system. The example of Terra Madre is significant within this context, where the 

consumers themselves become "co-producers", in virtue of their awareness of their own decisions, 

or rather refusing to be the final link in the chain of so-called traditional and extensive agriculture 

and food production. The consumer thus becomes part of the process itself, supporting and 

modifying it. This allows the creation of articulate subsystems that innovatively involve the entire 

supply chain through changes in the paradigm of production.

Culinary folklore and creative food

So, if “between food and culture”, as sociologist Joseph Sassoon maintains, “there has always been 

a close mutual relationship”7, then producing and transforming food, as well as choosing, cooking 

and eating it, are social and cultural acts first and foremost, with culinary aspects coming second. 

In order to transmit dynamic values, like those inferred by the term “Cultural Commons”, and not 

merely static values linked to the culture of eating culture, such as culinary heritage or, even 

worse, folklore, one needs to consider two aspects linked to the production and consumption of 

food: biodiversity and  environmental sustainability. All this must naturally be combined with 

creativity, a fundamental impulse for true innovation on the part of those who cultivate, transform 

and produce goods and knowledge related to food. The consumer is also involved in such a process 
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7 from Il Sole 24 Ore, “La qualità del cibo rende l’uomo piè libero”, 26 novembre 2009



by means of his/her own creativity, as a choice made with awareness can be considered a creative 

act.

Questions of taste

Does food simply  imply a question relating to taste? The food industry has got us used to a 

paradigm. Indeed, there is little ambiguity about the objective of the food production process and 

we can go as far as to say that it is a foregone conclusion. What we want, as the marketing 

departments of the “Big Food” multinationals like to tell us, is to consume something nice at a cost 

(for the consumer, certainly not for the commons, constantly impoverished by the perversions of the 

market) which is equally nice. From this perspective, food is consumed (and produced) just like any 

other tangible good.

Living heritage

Food, a product of its territory, and culinary traditions are part of a tangible and intangible heritage 

which reveals the very identity of a community. Indeed, in a similar way to folk music, we can 

define culinary tradition as a language of popular culture, with its own codes, syntax and 

transgressions, intended as being open to meeting and mixing with the different and the new. Such 

an aptitude for innovation reveals the main difference between two concepts: Heritage, which 

implies the ethical duty to preserve a legacy (whether historical, cultural, demographic, ethnic, 

anthropological, tangible or intangible) and Commons, a word which encapsulates a sense of 

perspective and dynamism relating to the transmission and promotion, or rather the living and 

contemporary  dimension of the said legacy. It is no coincidence that food, together with music and 

naturally  language, is the main tool for preserving memory and therefore the identity of 

migrant communities all over the world and of all origins. This does not mean one should shut 

oneself within the protection of procedure and knowledge, a risk which can be defined “culinary 

folklorism”. On the contrary, it means trying to reclaim a memory and identity, reviving it through 

a constant dialectic of transmission and transgression of codes and knowledge.
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Food, nature and culture: a question of cultural biodiversity

Now let us come to the purveyance of food as a Cultural Commons, the main topic of this 

document. First and foremost, we must  define the relevance of the two concepts. Food is a 

complete synthesis of nature and culture. Produce is given to us by the earth and is interpreted 

and reviewed, in popular as well as creative (and even artistic) cultures, as cultural phenomena. The 

simple act of creating and passing on a technique for preserving a fruit  or vegetable implies in itself 

a form of know-how characterised by a strong cultural dimension. 

 2010 is the International Year of Biodiversity, a recent concept promoted in 1992 by  the 

UN Rio Convention, and which includes for the first time all living organisms, including vegetables 

that have been modified by man as well as those growing in the wild. Conservation, sustainable 

use and equal division of the benefits deriving from the use of resources are the three cornerstones 

of the protocol. If we attempt to connect the concept of Commons to that of biodiversity, and then 

both of them to another recent concept of the “cultural law”8  of peoples, communities and 

individuals, we can see how food forms an integral part in all of these concepts as a whole, acting as 

a tool for the transmission of biological and cultural heritage.

 

What is food?

So, what is food? In order to answer this question, we are forced to rethink our ideas on the sense 

and value of the produce the earth provides us with. With this word, man has always indicated that 

which is necessary for sustenance, and therefore life itself (like air and, again, the earth). However, 

food is also a fundamental means of passing on our own cultural identity. We can now add the idea 

of food as a vehicle for the promotion of biodiversity, intended as the wealth and complexity  of all 

living things.
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B. 

Planning, managing and communicating food

Economics, management and cultural commons: the need to pass on skills 

 

According to the outlined perspectives, it  is crucial to identify planning, management and marketing 

tools that can integrate productive skills and cultural identities with new market logic. 

In the previous paragraphs, two founding elements of cultural commons were highlighted: 

dynamism and continuous evolution of contemporary  culture. Although this document does not 

intend to define the specificities and differences that exist between creative and cultural commons, 

the two aforementioned characteristics also represent a crucial aspect in the area of creative 

commons. If we consider, for example, the possibility of creating work deriving from original 

content distributed through a CC licence, it  becomes clear that the honing and development of such 

content can only occur through the active participation of a network of several entities: the spread 

of Linux, its philosophy and the continuous improvement of its functions would not have been 

possible without the collaboration and concrete contribution of a  large number of people organised 

into networks or communities.

New capital for new consumers

It therefore becomes important to be able to define strategies that facilitate more articulate links 

with society, and more effective means of passing on knowledge, values and traditions in an 

innovative way. In the context of organic produce and high quality  products, the creation and 

development of communities9 becomes a critical success factor in order to integrate the following 

into a network:
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- communities that  replace the exclusive paradigm of the consumer at which marketing is 

traditionally  aimed. Such communities should be emotionally and conceptually linked to the values 

expressed by the market.

- producers, bearers of know-how and productive skills.

In other words, communities able to stimulate the sharing of recipes and production methods, 

carrying a greater knowledge of products and the values linked to them. Such a prospect can be 

traced back, for example, to two specific branches of marketing, tribal marketing and experiential 

marketing, topics dealt with by authors like Cova, Kozinets, Fabris and Schmitt.

In light of what has been said so far, two elements begin to acquire importance:

social capital, intended as the ability to create relationships and exchanges of skills between those 

involved in the production and distribution of traditional foodstuffs.

intellectual capital, which in this context represents a set of widespread skills and knowledge 

linked to specific territories; such skills have a traditional component, relating to history, and an 

evolutionary  component linked to innovation in culinary culture. The latter element is a prerequisite 

for keeping traditions alive that would otherwise turn into folklore.

Goshal10 illustrated the relationships between social and intellectual capital, emphasising how the 

former represents a necessary condition for the growth of the latter. The creation of intellectual 

capital occurs through two practices:

combination. In other words, the innovative synthesis of skills belonging to unrelated 

elements, or the combination, through new processes, of knowledge between elements that 

are already  linked. In the context of culinary culture, new interaction between producers, 

chefs, distributors and food designers could give rise to successful experiences by  reviving, 

by means of new recipes distributed with Cultural Commons licences, ancient traditions that 

would otherwise run the risk of becoming mere folklore or brands dedicated to business for 

its own sake.

an exchange of skills represents the combination, without contamination, of specific 

knowledge already possessed by those belonging to the same system or to different systems. 
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Societing and meta-organisations

Two conditions, from our point of view, can facilitate the development and diffusion of foodstuffs 

linked to the traditions and cultural identity of a territory:

a shift from marketing to Societing and to the principles underlying the redefinition of the role of 

enterprise in a social context of interaction.

meta-organisations, defined as systems of systems capable of increasing the consonance and 

competitiveness of an economic entity.

 A. Societing, a new way of promoting products by increasing their value as perceived by 

consumers.

Societing11 means shifting attention away from consumers and onto people, abandoning the idea 

that the consumer is a rational entity  whose behaviour is easy to predict. The focus is moved onto 

feelings, relationships and social rituals which characterise contemporary  society, a society 

distinguished by a growing number of sub-cultures. 

The internet is no longer a tool available for institutional communication only. Through the internet, 

communication has been created and reinterpreted by consumers, starting with messages put 

forward by organisations. Communication therefore becomes interaction, generating relationships 

between consumers and those linked to production and distribution activities that should be 

preserved and encouraged.

Communication with the market  is no longer a one-way  activity  that starts with businesses. To 

communicate means to deliver a message with a view to engaging in an open and constructive 

dialogue with consumers, or rather, with society as a whole. 
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To quote Morace: "It is no longer possible to analyse individuals by means of questionnaires, or 

quantitative approaches, and expect to create typologies of consumers with credible social, 

psychological and cultural profiles. The four Ps of classical marketing (product, price, place, 

promotion) have been converted into the four Ps of Societing: people, place, plans, project. Place, 

the only surviving P from marketing, ratifies the fundamental nature of places as filters of 

experience, of genius loci, as a producer and hub of attraction for experience and consumption. 

One needs to pick up on the trends emerging from new scenarios. And to do this, one needs to be in 

those places where the future will potentially develop”12.

Goods and services, in order to be competitive in the long term, must be linked to the social 

dynamics of the time, but  they must also succeed in creating a bond with people and with the sub-

cultures that distinguish them. In other words, businesses must integrate into society  through a 

greater comprehension of the environment in which they operate. To quote from a manifesto which 

is well known among marketing professionals:  markets are conversations13. 

  

B.  Meta-organisations as support for the sharing and promotion of cultural commons

Within a context characterised by a high level of fragmentation among small producers and the 

presence of widespread but unshared skills, forms of aggregation among entities assume structures 

and set-ups tending towards networks and systems (groups, franchising networks, cartels, joint 

ventures, clusters, supply chains, consortia). 

The term “meta-organisation” indicates a broad range of relationships between producers, 

distributors and stakeholders. The links between entities involved in a meta-organisation are 

distinguished by medium to long-term relationships that  can influence management and the level of 

confidence among its members. 

An enterprise's participation in a meta-organisational project can lead to critical success factors of 

an economic, financial, competitive and structural nature. 

Some of the most relevant are listed hereunder:
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Supporting the development of innovation processes with a view to the continuous improvement of 

products and services.

Guaranteeing the financial solidity of businesses involved in the meta-organisation.

Developing a more stable and wider network of relationships with stakeholders and other relevant 

entities.

Developing more effective barriers to entry.

Facilitating synergy in areas such as marketing and communication.

 A meta-organisation, in the area of food production for specific cultures, can provide support for 

and  develop certain assets of producing organisations, in particular14:

increase the level of knowledge relating to production systems;

increase the level of efficiency in commercial activities thanks to an increase in contractual power; 

increase the level of internal transferable skills, generated not in each individual enterprise but 

within the aggregation of the system as a whole;

increase the ability to spread values and cultures through relational communication channels. 

A brand as a synthesis of meanings, icons and cultural identities of a territory. 

As highlighted in the first part of this analysis, food can become a significant  element of the fabric 

and identity of a territory. The ability of food to be a transnational vehicle for the cultural values of 

a specific geographical area is a truth that is constantly gaining strength both in Italy and elsewhere. 

The managerial perspective and more specifically that of marketing identifies the creation and 

promotion of a brand as an essential requirement if one is to successfully communicate and 

disseminate a cultural product.

In the field of brand management, models have been defined for the management and 

implementation of organic strategies able to internalise values, the unique cultural characteristics of 

a territory and meanings strictly linked to specific products or services.
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With reference to the analytical context of this work, it is particularly appropriate to cite the Aaker 

and Joacgimsthaler model15. This approach is characterised by a close link between brand identity 

and product  identity. The values characterising brand identity reflect the said brand and they bond 

closely with the characteristics of the product. This model adapts well to the need to promote high-

quality products specific to a certain territory using a brand which is strongly distinguished by 

cultural and narrative elements.  

Fig. 1: Aaker and Joachimsthaler models. 
Ref: G. Fabris e L. Minestroni, Valore e valori della marca, Milano, 2004
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The Story of Penelope

In this context we can cite the birth of a brand for the protection, production and promotion of 

culinary excellence, with territorial connotations but also with a transnational dimension 

linked to communication. Penelope ™ aims to promote non-extensive production linked to a 

certain kind of know-how (to heritage which is not simply conservative and static, but on the 

contrary, innovative and dynamic), giving value through the use of little-known natural methods 

and ingredients. Value is also added through the communication, both visual and through design, of 

a brand expressing characteristic product values which can be understood even outside the territory 

in question (Valle d’Aosta).  Food, therefore, is a formidable tool for the protection and promotion 

of biodiversity, including cultural biodiversity.

Penelope ™ is a registered trademark whose main aim is to create a communication model 

(through the constitution of a brand) predominantly for culinary excellence within the territory of 

the Aosta Valley (Valle d’Aosta),  encompassing all related activities and services. Such a prospect 

can be integrated with that of Cultural Commons, to the extent that  the trademark becomes a tool 

and vehicle for the promotion of shared productive know-how, promoting new sustainable 

production methods and illustrating them through a universally recognisable image, which 

represents values and identities linked to the mountains and specifically to the Aosta Valley, 

acting as a stimulus to production itself in an innovative sense. What gives the project a 

“community” dimension is the idea of the integrated network (link producers to each other as well 

as to consumers) it intends to construct, positioning itself between a cultural enterprise and social 

and cultural planning. 

In a similar way to that which happens with Creative Commons, recipes, products and procedures 

can be reproduced (maintaining the obligation to cite sources and not to allow patenting by  third 
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parties). The promotion of the innovative use of organic produce within the territory16 is naturally 

(due to its intrinsic biological and cultural sustainability) present as a primary objective, at the 

foundation of the values that Penelope intends to encourage and promote.

Verbal and visual trademark

Penelope  (gr. Πηνελόπεια, -ας, poi Πηνελόπη), daughter of Icarius and of Periboea, wife of 

Odysseus  and cousin of Helen, is a female character recounted in the Odyssey, attributed to the 

Greek epic poet Homer. The character is linked to two precise expressions of symbolism. The first 

relates to her birth: abandoned at sea upon the orders of her own father, she was saved by a duck. 

Having found her again, her parents gave her the name Penelope, which literally translates to 

“duck”. The second and more famous representation depicts the character as she who weaves 

incessantly. The legends describes her as she weaves a shroud by day  for the father of her husband, 

Odysseus, and then unravels it  by night in order to avoid having to keep the promise she made to 

her suitors: to marry one of them once she had completed her task. Penelope, in the classical world, 

is still a symbol of faithfulness, beauty and guile. In a common sense, Penelope's cloth is a symbol 

of a project which us perennially unfinished. The idea of linking the project to Penelope's name 

derives from the desire to communicate the idea of a network to be constituted, a vocation 

towards continuous change, the concept of faithfulness to an identity and to a memory.

The visual (or graphic) trademark  portrays a stylised duck, which recalls the tatà, a toy  which is 

part of the Aosta Valley's folk tradition.
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Organic produce in the Aosta Valley

Organic produce in the Aosta Valley? Something for the rich: one only needs to make a simple 

comparison17: a kilo of oranges costs up to 99 cents, as opposed to more than 3 euros per kilo for 

organic oranges; a litre of organic cow's milk can cost up to 3 euros compared to a minimum of  

€1.29 for the conventional product; organic bread can cost  up to five times more than conventional 

bread. However, if one listens to the producers and sellers of organic foodstuffs, there is a new 

young clientèle which is beginning to bury a common perception of a sector which is still 

associated with the luxury market. In reality, organic foodstuffs (there are also organic textiles and 

organic cosmetics) have been enjoying significant growth throughout Europe for decades now, 

becoming part of the average consumer's daily shopping. In Italy, the increase over the last year in 

organic consumption has been more than 9% (source: Eurispes), 47% for children's foodstuffs, with 

a total turnover of nearly  two and a half billion euros. Moreover, one business in three, among those 

certified in Europe, is Italian (more than 50,000 operating in the sector, with Sicily  leading the way, 

and the Aosta Valley languishing in last place). 

The phenomenon is beginning to outgrow its niche, but not in the Aosta Valley, where those 

businesses registered at the Regional Department of Agriculture18 operating in the organic sector, 

according the latest figures dated January 5th 2010,  total only ninety (compared to eighty-five a 

year ago) out of three thousand six hundred producers (including French bean and pumpkin 

growing hobbyists), vineyards and farms present in the region. There are producers, “preparers” or 

“processors” (there are seven businesses that carry  out product transformation or processing, such 

as the cooperative that gathers the valley's apple producers under the name CoFruits), and traders, 

of whom there are three in the entire Aosta Valley, including the pioneer of organic produce and fair 

trade in the valley, the Lo Pan Ner cooperative, the new Namasté shop and “BioCentro”.
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On a curious note, over half of these businesses, fifty-two to be exact, are based in Val d’Ayas, 

between Brusson and Ayas. They  produce “fontina” cheese for a local cooperative. A niche market 

is also constituted by those producing products with strong territorial values, such as medicinal 

plants (three producers) and bee-keeping (two). At the moment, there is no qualitative data on the 

consumption of organic produce in the Aosta Valley. However, in a region with a strong tourist 

vocation19 and local identity, there are obvious opportunities provided by the creation of a 

trademark that promotes excellence as well as enabling its production, basing itself on shared 

and universal values of territorial identity, innovation, sustainability and know-how.

It is the story of Penelope.  
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Case study: The Story of Penelope

Mission

The project proposes the creation of a highly evocative brand dedicated to the promotion, 

development and distribution of a select number of products from the Aosta Valley.

The underlying objective is to identify  and distribute high-quality products that up to now have only 

been known within the region of the Aosta Valley. In other words, products linked to culture and 

skills deeply rooted in the local area.

The aforementioned products will have to be reinterpreted through a contemporary reappraisal of 

their aesthetic, experiential and communicational elements. Nevertheless, the quality and originality 

of their traditional craft production methods will have to be guaranteed.

Brand identity and brand design

The brand must be characterised by a clear and highly evocative identity. The values of reference 

for its connotation are as follows:

- Memory and tradition

- Creativity and innovation

- Exclusiveness and inclusiveness

The name we have identified is “Penelope”, nonetheless, the contribution of a designer will be 

invaluable in order to distinguish the brand's aesthetic elements and formal references. 

The style of the brand will influence the presentation of all the products as well as any potential 

showroom. For this reason, it will be vital to characterise them with evocative elements, bestowing 

them with a narrative element. The objective is to encourage the cultural growth of consumers and 

communities, generating a positive knock-on effect in terms of production, consumption, territorial 

knowledge and the sharing of values and identities.
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In order to achieve such objectives, it will be essential to implement strategies which are able to 

arouse curiosity, and to strike and influence potential consumers. 

For example, the packaging, which is a crucial tool in the communication and passing on of values, 

will have to:

1. be reusable

2. be predominantly organic

3. be distinctive in terms of identity 

4. be innovative and “ground-breaking”, able to impress the consumer

5. tell the story of Penelope

6. pass on knowledge

Such an operation will have to be created by a designer with extensive experience in food design20.

Legal Status

The legal status identified is that of a non-profit  cultural association which will acquire a VAT 

number in order to carry out instrumental commercial activities.

It is important to underline that the activities of Penelope will be restricted to promotion, 

development and distribution and will not include production, which remains in the hands of local 

producers.
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20  In this context,  Martì Guixè would seem to be an excellent choice: Born in 1964, he studied interior and industrial 
design in Barcelona and Milan.  In 1994, during his time in Berlin, he formulated a new way of thinking about product 

culture. In 1997, he began to exhibit his own work based on the search for new design systems, the introduction of 
design to the world of food and its presentation through artistic performance. Winner of prestigious awards including 

the Ciutat de Barcelona Price (1999) and the National Design Price of the Generalitat de Catalunya (2007), he has 
exhibited his work in some of the most important museums in the world, including the MoMA in New York, the 

MuDAC in Lausanne, the MACBA in Barcelona and the Centre Pompidou in Paris. He currently lives between 
Barcelona and Berlin, and he collaborates with companies of international renown, such as Authentics, Camper (for 

whom he has carried out the interior design of many shops, including the recent FoodBALL, a new concept of food 
shop), Galeria H2O, Cha-Cha, Chupa Chups, Desigual, Droog Design, Saporiti and Watx. He is currently head of style 

design for the Alessi showrooms.



In such a scenario, the adoption of a meta-organisational approach is of vital importance, allowing 

the entities present in the Aosta Valley  who are not used to interacting to become part of a system, 

or, more precisely, a network.

The association will allow for two levels of membership:

- founding members

- ordinary members

In such a way, it will be possible to ensure stability  of governance, limiting the addition of new 

businesses exclusively to the level of ordinary member. 

Target and selected products

The products distributed via the Penelope brand will be aimed at three categories of consumer:

BtoB: Restaurateurs (lower margins but guaranteed buyback)

BtoB: Specialist shops (average to high margins thanks to exclusive distribution)

BtoC: Private customers (high margins thanks to on-line purchasing without the need for 

intermediaries).

The products identified must represent the excellence available in the Aosta Valley, and primarily be 

products whose value remains relatively unknown outside the region. Therefore, products that  are 

already widely known and available to consumers are to be excluded. 

The products will have to be coherent with consumption trends linked to:

- a demand for product quality and non-industrial production.

- a demand for products with beneficial properties.

- a demand for products linked to tradition but which have been updated (retro-marketing).

The first set of products could include:

Foodstuffs

Organic honey made at high altitudes with balsamic pollen.

Wild genepy (above 2.000 metres, gathered with the permission of the State Forestry Department) 

with organic grain alcohol and honey.
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Cream of honey and lower valley hazelnuts (using alpine butter as a thickening fat).

Chavanne  alpine water bottled at source with SIGG bottles (co-marketing) made from reusable 

organic materials.

Spirits distilled from medicinal  herbs, attributing great importance to the properties of the herbs 

and to flavours which have been “lost” over time. For example, a mixture of wild medicinal herbs 

for infusion + an essential oils kit.

Non-foodstuff craft products

Textile products presenting previously lost functional features. Reworking of textures maintaining 

the quality and workmanship of the fabrics. 

Traditional wooden items aimed at children. 

The priority  is not to have a wide assortment, rather it is to have a restricted number of highly select 

products (20-25). Right from the early stages it will be crucial to identify  three products on which to 

focus the resources intended for communication. It would be preferable if the three products 

represented the areas mentioned so that the consumers could understand exactly  what is on offer  

upon their first contact with the brand.

Distribution and showroom 

Distribution will follow an incremental approach.

In the initial stage, the geographical areas in which the products can be distributed will be limited to 

two countries: Italy and France.

Distribution will be based on a light system characterised by minimal fixed costs. For this reason, a 

web portal will be created in order to manage the following types of customer orders:

- BtoB. Business to Business

- BtoC. Business to Consumer

Thanks to the possibility  of placing orders in real time, product storage costs can be kept to a 

minimum. 

In support of product distribution, it is proposed that they are delivered exclusively to medium to 

high-level traders (presence of Penelope corners in selected shops) and restaurateurs. In such a way, 
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it will be possible to guarantee a prestigious and exclusive image without losing control of the 

distribution process.

In order to increase visibility, it would be extremely beneficial to create a showroom in Paris. Such 

a space should only  be partially dedicated to sales, with the priority being to attract the attention of 

consumers through an experiential approach based on their direct, first-hand involvement.

Furthermore, the presence of Penelope corners is suggested in museum shops and cultural centres 

throughout the Aosta Valley region in order to promote the image and identity of the brand.

Reworking certain product elements through contemporary reinterpretation

The ability  to reinterpret foodstuffs is a trend undergoing continuous growth. In particular, it  allows 

the products themselves to be transformed into integral parts of the communication process. 

Nevertheless, it is essential to find the right balance between:

- elements of products linked to tradition 

- aesthetic and formal updating of products

To provide the products with a highly distinctive character, it is necessary to create connections 

with values and significance extrapolated from aspects of contemporary art and culture.

In such a way, it will be possible to unambiguously recognise the products, enabling clear and 

differentiated market positioning.
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