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Abstract

Cultural activities are increasingly regarded ascimus resources for the creation of sustainable
economic value in regional areas. Following anépttl qualitative approach, we investigate the
organization of cultural events in several mid-dizdian cities in order to show how complex
networks operate in this sector.

In this contribution we propose a relational motlelt takes into account the convergence of
different schools of thoughts in a multidisciplipananner, and whose aim is to understand the
role of cultural organizations in value creation latal contexts. In particular we describe
evidences coming from the analysis of six Italidies recently put on the map by successful
cultural initiatives: Brescia, Mantova, Modena, fRar Trento and Udine.

Our model identifies fundamental subjects in caltumretworks, putting in evidence key business
marketing factors, such as: activities, capabditiand relations. In particular, two basic
approaches to the management of relations areifiddnt hierarchical and a network one. Roles
of “focal organizations” that can operate as gsifte the systems (or sub-systems) and represent
access points for broader or global network dirarsare discussed.

1 Theoretical bases: the value of places in a relahal perspective

A recent wave of huge investments in cultural atities has highlighted their relevance in the
creation of economic value. Successful experieircplace marketing testify that management of
cultural activities has to do with the managememntetations with a plurality of economic and
institutional actors that play different roles insgining the local performances in a global
competition (among places and regions) for prodactind market resources (Scott 1998; Porter
2003), tourism and investments attraction (Kotlaidér Rein 1993), talents attraction and better
quality of life (Scott 2000; Florida 2002, 2005a,b)

Although much effort has been placed in trying tmerstand the nature of the relation between
economy and culture (Baumol and Bowen 1966; FraprRerehne 1991; Thorsby 2001), little
attention has been devoted to discover the reltidimensions of culture production. In our
opinion that dimension is critical to understantunaand effects of cultural activities, and irsthi
contribution we propose a relational model to beliad to the organization of cultural events.
Theoretical bases of the model stem from the cgerere of different schools of thoughts, that
we analyse in a multidisciplinary manner. In fdot, our purposes, recent acquisitions of three
basic literature streams are relevant; they unuethree distinct but complementary topics that
we can summarize as follows:



1. The evolution of Products, services and relatidRelationship Marketing and Service
Management literature introduce a useful conceptibmelations between actors involved in
products and services exchanges, that invokesfafahin transactions to exchange relations
(Baker 1999; Sheth Parvatiyar, 2000; Payne Chiiopallantyne 1991); new forms of relation
exchanges expand traditional service interacti@iglier and Langeard 1987; Normann 1984;
Normann Ramirez 1994; Rullani et al. 2006) inclgdirew forms of value co-production that
decline what Alvin Toffler intended with his fortate concept of "pro-sumer” (Toffler 1983).
Co-production initiatives may also intercept distited knowledge diffused in social capital and
communities of practice (Brown Duguid 2000; Praldamaswamy 2004; Wenger 1998).

2. The mechanisms of Cooperation and networkingusdtrial marketing literature review
shows a growing convergence on inter-firm alliareed a growing interest for complex network
structures and dynamics; this highlights the imgroece of the mechanisms of of cooperation
(Ford 1980, 1997), the importance of roles andtjwrs of the actors in the networks (Hakansson
Johansson 1992, 1993; Johansson Mattsson 1992)thandeed for a proper methodology in
relational analysis of organizations (Lomi 1997;wmet 1990; Borgatti Foster 2003). These
relatively new approaches have had great influemmedifferent spheres, including culture
(Danilov 1990; Scheff Kotler 1996; Bagdadli 200a\@&mini Soda 2001).

3. The impact of localization on competitivenessnparative advantage of nations (and
regions) (Porter 1990, 2003; Saxenian 1994) andnthe& economics of competition among
clusters (Porter 1998) and districts (Beccattir®@,92000) offer us a broad and comprehensive
panorama on the role of territories in creating austaining firms' value creation, emphasizing
localization importance in production and markeforgces access. More recently, contributions
in this area underscore the role of local contastgonnective fabrics, stressing economic value
of dense local interactions (Grandinetti and Taba2@03; Rullani 2000, Biggiero e Sammarra
2002). A recent spin-off of this literature streatescribes the economics of areas with high
concentration of artistic and cultural activitike cultural districts (Santagata 2006) and cualtur
cities (Lazzeretti 2003; Mossetto 1992; Scott 2000)

2 A relational model for cultural production of value in territorial contexts

In this work we address the mentioned research d¢kehy focalising our attention on the
description and comparison of several cases imm@ihanagement in medium-size Italian cities.
We use a theoretical model that takes into accalational value of cultural initiatives: in fact,
this appears to be a research field only partialgstigated, despite its importance in territorial
value creation.

Following a multiple case study approach (Yin 198Q03), we selected six cases of cultural
activities (exhibitions and events) held in medisize cities in ltaly, characterized by
innovativeness and success. In this first phasepatierre of cultural initiatives simply doesn't
represent a sample in a strictly statistical sengd, its overall statistical representativeness is
therefore limited. Our first objective is in faa talidate our theoretical model as a valuable
instrument for describing and comprehending thetieial value of cultural initiative in
territories. In accordance with the grounded thgmawspective (Glaser and Strauss 1967; Strauss
and Corbin 1990) we investigated the selectedatiitts by means of different explorative
methods: semi-structured interviews, behaviourakolmtion, primary and secondary documental
sources. Thus, we gathered a valuable repositoiryfafmation regarding relational strategies in
a new breed of successful cultural cities in Italy.

Basic elements of our theoretical model are: relevesources (the cultural heritage and related
cultural products), relevant subjects (actors mdkerand external to the territory) and relevant
relations (among actors and between actors andinges) implied by the cultural initiatives
considered (see fig. 1). Due to the limited spdtmvad by this paper we describe them very
briefly in the following rows, referring to the élian) references for an in-depth descriptio



2.1 Relevant resources

Fundamental resources for the local ACOs are, difsdll, artistic and cultural resources of the
territory. In our model they are represented byatstic and cultural patrimony (heritage), that
is goods with cultural value located in the temjtof reference; several cases in Italy testify how
it can have a great importance: rarity, presermasiatus, extension and accessibility can make
local assets unique, and be the basis on whicheudevelop the offer (Thorsby 2001).

On the basis of the patrimony the ACO can devdpuiltural products and services and create a
complex offering system (Normann and Ramirez 198¥)gnitive contents and a distinctive
sense-making capability are critical charactergstitmodern cultural products.

As you can see, relations between ACO, culturaimpany and cultural products are squared and
separated from the others: it's a production psotest could be object of a separate investigation
and widening.

Fig. 1 - ACOs and territorial marketing: a relasbip model
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2.2 Relevant actors and relations

The centre of the model is the Artistic and CultUaganization: this is a subjects (company,

institute, association, etc.) mainly dedicatedhte production, preservation and exploitation of

cultural patrimony.

The model highlights a number of differentiatecatieins that occur among the ACOs and other
different actors, some of which are of particuleor@mic importance:

- Local human and social capital (R1): The cogaitiature of ACOs' products (Bodo 2000) can
cause rich experiences and occasions for leartiirag,the consumer may benefit in different

areas of his life: typically on work competencesyBnport and Prusak 1998) and consumption



preferences (Grandinetti and Moretti 2004). Furtiame, we can figure out the possibility that
each consumer can convey the experiences alsohan people with whom he or she is in
contact, spreading further those positive effetiis eventuality suggests an indirect effect of
ACOs' activity on local producers of goods and eexw by the way of the part of cultural
products consumers that are indeed local humaninesa

- Local (R2) and external (R4) goods and servigeslyrcers and organisations: these relations
can involve actors belonging to tourism, educatiod training, manufacturing and services. As
regards tourists attraction - a well known parthef direct effects of place marketing fostered by
cultural events (Kotler Haider Rein 1993) - relaiccan possibly regard activities like conjoint
communication campaigns, products and services limgndor the construction of integrated
touristic systems. As far as the pedagogic effeconsidered, ACOs have several opportunities
of collaboration with educational institutions, rinosimple exchange of resources (spaces and
infrastructures), to collaboration in the desigd anoduction of courses regarding cultural topics.
Finally, ACOs may build relations with the induatrfabric of the territory (the most common
cases are sponsorship initiatives), and sometirtagsgppart in its innovation processes; on the
opposite, ACOs collaboration with specialised maotifring and service firms can lead to new
products and services that can enlarge or renewsuihdral offer.

- ACOs networks (R3): cooperation among ACOs mayme different forms (from bilateral to
complex forms) and can pursue two basic aims: aszeefficiency (e.g. via unification of
procedures or functions and bundling offers ofedight nodes) and increase efficacy (e.g. via
synergic use of complementary resources like bramdge and relations). Intensity and
importance of the relations can however dependoomesfeatures of subjects and their relations,
such as extension, duration, localisation of nodasjre and independence of the subjects.

- Public bodies (R5): this category of subjecthattnormally have strong relations with local
ACOs - can contribute to the overall action of lo8&Os in different ways, from a simple and
very frequent activity of funding to the cooperatim the design and even the production of
cultural initiatives: at least, when cultural ev@mtvolve urban areas, their role as location leside
is frequently fundamental. Furthermore, dependingh® type and relevance of the capabilities
they dispose, they can sometimes support ACOslatiors activation and in spurring the work
of both ACOs and other actors.

- Foundations and other "pure" financiers (R6):ding is a critical activity in order to provide
the necessary financial resources to maintain aptbie their cultural patrimony. Foundations
have recently taken a principal role in supportiajural activities, but sometimes their role goes
even further: since they can have strong relatwite both local and external political and
financial institutions, they can be precious alliegleveloping cultural projects and bridging the
local system to broader and differentiated cultnedivorks.

3 The model in action: six cases in cultural actity

In this section we present the cases of six mid-dalian cities that have recently become

prominent in Italian cultural touristic scene, tharto events related to the cultural sphere. For
each case we identify fundamental actors thatgypatie in the event organization and highlight

possible roles that the ACOs can play in a localtext and how that affects the relational

structure of the system.

3.1 "Brescia. Lo splendore dell'arte": the cultural product "key in hands".

Brescia is a city in Northern Italy with a stromglustrial tradition, renowned for its production of
pots, pans and cutlery and for its iron and stedlistry. Recently its name has become otherwise
famous thanks to "Brescia. Lo splendore dell'aretycle of paintings exhibition hosted in the
renewed Civic Museum that attracted an outstandimgber of visitors (top of the list in Italian



exhibitions in 2005 and 2006). Thexploit has quickly put Brescia on the European map of
cultural centres, obviously allowing it to achieseme marketing objectives very well. This
operation has in fact contributed to change thegugion of city identity (both internationally and
locally), resetting his prior heavy industrial inea@nd repositioning it in the international
competition among places.

No doubt the speed of this transformation procéiesia us to consider the case of “Brescia. Lo
splendore dell’'arte.” a successful case in placekatimg and city branding. But alongside these
brilliant qualities, the local cultural initiativeshow some pitfalls that come to the surface quite
clearly when we try to put relations in evideneceorder to apply our theoretical model.

In fact, when we analyse the relational dimensibthe event we find some important facts to
highlight, that can be seen also referring to #g@fa). Firstly let's identify key organisational
players in the model: the Mayor, Paolo Corsini, #mel president of Fondazione Cab (the most
important local bank foundation) are two of the mogortant subjects of local cultural scenario.
Corsini - who also holds the role of spokesmartterArts of the council - among public subjects
is the one that has supported most the so calldtlital renaissance” of Brescia. In this challenge
he can count on a valuable local partner: thisoisdazione Cab, the major local bank foundation,
that concentrated a vast financial effort on thepening of the town's principal museum (Santa
Giulia), that indeed hosts the mentioned exhibgiofhe project wouldn't have been possible
without the participation of Lineadombra, a privatenpany based in Treviso, specialised in arts
exhibition and focused on the impressionist moveni€alcagno Faccipieri Rocco 2004), that
our local administrator encountered in 2004, whenldft Treviso and the local Fondazione
Cassamarca with which he had a 4-years relatioh gyeldenly interrupted) organizing a
successful series of exhibitions on impressionism.

This operator really holds a critical role: its mess model is based on the offer of a global
service (it produces "key in hand" exhibition pagpés) and on intelligent protection of critical
resources that leads to heavy internalisation. i¥lational level that means that interactions with
local actors is reduced: for example, the mainll&€0O operating in the arts (the Civic Museum
Direction of the city) actually suffers a lack aftanomy that squeezes its role and compromises
its relational potential with other artistic orgaaiions. This evidently compromises its possibility
to exploit learning occasions and retain some vaa them.

In other terms the system (see again figure 2.ajvsha poorly grounded system, since the
virtuous relations that the R1-R6 model potentiatlyolves seem not to take place in this case:
quite all virtuous relations of the model are sitbstd by lateral relations that pass the ACO by.
This poses some questions regarding the sustdtgadfilthe strategy, as it is deeply dependent
on the presence of an external actor that intexeslall important production activities, leaving
locally only operative tasks. What if, for exampléyeadombra’s CEO, Marco Goldin, decides to
sell his services to another city? The consequeatesdivorce in the marriage Lineadombra—
Mayor would be awkward and unfortunate for the ,cthyat would see all direct and indirect
benefits now in existence (in tourism, commerce sman) disappear unless a new leading actor
substitutes for Goldin’s organisation.

3.2 Mantua and Festivaletteratura: local producersn the first line.

Mantua is a mid-size city in Northern Italy with strong agricultural tradition. Seat of the
Gonzaga dynasty, it has been a rich and importahiral city in the past (Virgilio was born on
its outskirts). It holds an important artistic paiony: famous painter Andrea Mantegna lived
here for almost all his life.

In 1996 a group of local booksellers decided toanrge an annual event, with the mission of
revitalizing and exploiting the city artistic andlwral heritage, that they felt “asleep” at thaei
They found inspiration in another internationaltotdl rendez-vousthe Literature Festival of
Hay on Wye in Wales. With the help of the managamoéithe mentioned festival, in 1997 they



designed their first edition of Festivaletterat(ifa), an annual 5-days event dedicated to books,
authors and editors. In 2006 they celebrated ttegith anniversary edition, that attracted in
Mantova approximately 50.000 people during the sdomeek of September. An offer of 259
events transformed the city’s old mansions, squameslic and private gardens, restaurants and
coffees in a beautiful stage.

The product formula favours a direct contact betwdéee audience and authors by the means of
specific spaces for interaction, questions & answmeetings and entertainment. A specific
section is also dedicated to young readers andfthaurite literature.

Since 1996, following the Anglo-Saxon example, ission of the FL Organising Committee is
organizing a fair where writers and readers coud@thin the piazzas and streets of the city, trying
to involve the social and cultural forces of theycthat's when a group (more than 300p.) of
committed citizens created the Filofestival Assticra(formerly called “Friends of the festival”),
aiming at contributing to the realization of th@ject, each in his own way by working in various
activities: administration, organizing, ticket ssl@n-site assistance at the events, interpreting,
guests guides, accommodation etc. Now it has becamvast community collecting 4.000
supporters all around Italy, showing to be a pouleggfomotional tool, an important operative
subject and a thrust for other cultural initiativ8$at testifies the importance of local (and
external) human capital in contributing to the coeuction of the event, since the Filofestival
association has a central role in recruiting sttgjeenthusiasts and keen on literature to help
organizing the festival as volunteers (almost 7@ @-shirts volunteers had operative tasks in
the 2006 edition).

From the relational point of view (as we can alee g picture 2.b) main actors of the model in
the case of Mantova are: the Organizing Committeat first envisaged, designed and still
coordinates Festivaletteratura in its organizatiamal marketing aspects. It is composed by nine
members, coming mainly from local culture-relatagas (two of them are also related to
municipal and provincial administrations) and hehd®y Luca Nicolini, owner of a local
bookshop (Libreria Nautilus), that has always bé&em propulsive centre of the system. Its
activity is coordinated by a head office made piedple.

Besides we can find the local public bodies (thenigipal, provincial and regional councils),
once unique sponsors of the venture and ownersoef lncations. FL has also developed a vast
fabric of relations with local and external commeni{producers of services and goods), unless
relations are mainly based on simple sponsorshipsacts (but some of them are more complex,
like those with world renowned llly and the enegignt Enel). Nonetheless, FL demonstrates to
have a distinctive competence in managing fundrgiBiom private companies, since the number
of relations the organizing committee can managsoifigh that almost every one of the 259
events has it specific sponsor. In effect, unliketfoeriod, nowadays FL finance relies almost
completely on private funding.

Last (but not least) category of relations we h@véake into consideration involves authors (in
total 268 in 2006 edition) and editors, whose coafpen is critical for the success of the formula.
From the cultural point of view we have also to tiwm some educational initiatives in
collaboration with local schools, an internationahtest for young writers (in collaboration with
The Guardian Hay Festival, Internationales Liteffastival Berlin and Bjgrnsonfestivalen), and
“Qui comincia la lettura” (the reading begins herigtended to create a vast community of
readers around one single book a year. FL onlygsep the title in an official occasion (at the
end of each edition) and let the book be a meammniodunters and cultural debate (also through
the festival website) during the period of two ntentHere the initiative is in the hands of every
person, association and institution that wants tompte the project in a spontaneous and
autonomous manner (at the moment there 75 sulppiicesl in, 30 of them are municipalities).



3.3 Udine and VicinoLontano: the role of local ingllectual capital

Udine is a window facing East. Its territory, siteth near the border with Austria and Slovenia,
offers a greatly differentiated ensemble of envinents. Its culture, characterized by the
presence of three languages (ltalian, German aaubfic), make of it one the most international
places of Italy.

In 2004 a group of independent intellectuals (ai@héls) coming from different cultural spheres
- but not strictly culturabttaché- faced the challenge of giving the city and igion a new
identity, creating a new cultural offer besides treditional renowned natural and industrial
products offer. Despite the initial cold welcome ibgtitutional subjects, they set up a private
non-profit cultural association named "Vicino Lombé (VL) ("Near and Far").

Their cultural project - subtitled "identities adifferences in the age of conflicts" - consisteain
series of thematic encounters and meetings diretdedhvestigating the relation between
occidental and oriental identities and culturegt-days mid-spring festival with a basic theme
declined in specific topics every year, aimingtadging possible cultural dialogue in the global
world with a multi-disciplinary approach.

From the beginning the VL management committee fmwad by the seven promoters and
supported by a scientific committee as well as /a@artners) started collaborative relations
with a series of cultural partners, with a diffaiated set of competences. Among them, certainly
the most important in the fist stages was the icelatith the family of a world famous Italian
reporter and writer: Tiziano Terzani. The collakioma with the family, and in particular the
support of Tiziano's wife Angela Staude Terzanil e fact to the idea of an international
literature prize for the best reportage or essayirlg with cross-cultural issues. The International
Tiziano Terzani Literary Prize is the “event withime event” holding a critical importance in
helping VL to get visibility in the crowded world oultural festivals in Italy. It takes place oreth
evening of Saturday during a gala evening atteriged host of distinguished guests from the
culture and entertainmemilieu. Connected to the main prize there's also a Termdre for
children, a competition dedicated to schools tlatgrises an award ceremony.

In addition to this, as we mentioned, the assamasitrengthens a series of important synergic
relations also with a series of local cultural fBclike the local University (that is entering the
association’s committee), the CSS-Teatro Stabile Irdiovazione FVG (a regional-scale
production theatre), the CEC-Centro Espressionie@atografiche (a local association that
promotesauteurfilms), the local publisher Forum Editrice, a libyathe regional branch of the
Societa Filosofica ltaliana (Italian Philosophicabciety), and a number of secondary and
primary schools, as well as bookstores and Artedial that host events and activities linked to
the Festival. Important is, obviously the relatwith local councils (at a municipal, provincial
and regional level): besides providing principatdtions for the festival they fundamentally
support it through a funding activity that is atsanstituted by private sponsorships provided by
banks, businesses and commercial firms.

In fact, besides the mentioned Prize, this netvadlbws VL to produce two programs, taking
place in the second week of may: the mainstrearnifidiLontano: identita e differenze al tempo
dei conflitti”, in which famous scholars, writeradaartists address from different perspectives the
main theme of the project in a series of debatesetimgs, conversations and readings
(accompanied by recitals, concerts, exhibitions find screenings) held in different historical
buildings and venues across the city. Here th&alitesource is a vast network of external links
that interests an array of authors and scholarin(2606 edition) who animate encounters.

A special mention has to be done for the secondramo, for its particular position at the
moment. Fuorirotta (“off the beaten track”) is thecasion in which well known travel writers,
reporters and artists contribute to a rich progranafitravel related events including exhibitions,
talks, seminars, film screenings (from professicenadl amateur film makers), concerts, public
readings and book presentations. Connected teeictmmittee has designed a special section



which aim is to provide travellers the opporturitymeet and share information and experiences,
as well as get in touch with advices and productssiged by some interesting niche tour-
operators. The particular position of this progiiardue to its success and the related overlapping
problems with the mainstream festival: this congththe association to separate them from this
year’s edition onwards, displacing Fuorirotta tdyeautumn.

Other collaborations led to further product extensi in particular that with the Departments of
Philosophical Science and Social History at theversity of Udine, in order to involve
University venues in the festival, and prepare ishinlg initiatives with Forum Edizioni. Another
important connection is with “aut aut”, one of iéad major philosophical journals, that will
dedicate special sections to Vicino Lontano contrdns.

A last important fact: in occasion of the 2006 iedit the town’s historical fish market (Mercato
del Pesce), reopened its doors after years of iddsuhost a series of important cultural events
on the Festival programme.

3.4 Modena and Festivalfilosofia: the activation ofocal cultural knowledge

The famous Fondazione Collegio San Carlo (FSC)nded in 1954, is the heart of the new
festival in philosophy initiated in 2001 in Moden@arpi and Sassuolo in the region Emilia-
Romagna. The initiative of the province councidighe beginning of the story of this successful
cultural event, that involves a series of local antdrnational subjects, companies, institutions.
Fondazione Collegio San Carlo is a non-profit ingibn with a public relevance (subject to the
control of the University Ministry), since it cagg out activities in the cultural and educational
sphere, with a particular focus on social, humad egligious disciplines. Its memorandum
indicates its objectives in the education of thatkip developed by the means of the University
College (founded in the seventeenth century) tlostsh students of Modena University; an
international scientific committee guarantees thality of its institutional policies: to promote
scientific research by means of the Internatiorc@o®l of High Studies; to preserve and exploit
the bibliographic, historical, artistic and archtigral patrimony by means of a library, an
historical archive and a publishing activity, besicconferences and congresses both of national
and international interest.

Its school of high studies, started in 1995, predua 3-years specialization course - officially
recognised as a doctoral degree - that give thierdg in superior studies in cultural sciences:
that enables the organisation to increase itsigeeand have contacts with a number of scholars,
professors and researchers in the cultural scettatoconstitute a valuable social and relational
capital. Thus, when in 1999, the province couratihiched the idea of a festival similar to the one
of Mantua to be held in Modena, the choice wasxfuodt the rich tradition of Fondazione San
Carlo in philosophy. They organised a promoting ootiee composed by all institutional
subjects involved in the project: four spokesmartlie Arts (one for each town council and one
for the province), and the presidents of the twonnfi@aundations involved: FSC of course and
Fondazione Cassa di Risparmio di Modena. The osgtional work is done by people coming
from the FSC, the three town councils (fundametdainanaging the logistic aspects), and the
province. Communication and web solutions involie® &xternal subjects.

From the beginning, the project was managed by W8I freedom, both in organizational and
scientific decisions and the objective was to wflen occidental culture and the challenges it
faces at present times. At an organisational lavegntral figure is Michelina Borsari (scientific
director of the foundation) that in collaboratioittwRemo Bodei (professor of philosophy at the
University of California Los Angeles), works on tbeganisational and scientific preparation of
the event. There is also a scientific supervisottie section "philosophical cookery".

Regarding the product, the format of the festigaténtred on treating fundamental philosophical
themes (like joy, beauty, etc. but not related e history of philosophy) in a fresh, multi-
disciplinary and non-academic way, with modern mdthand instruments of communication.



The typical format is the lectio magistralis of dmaur, avoiding as much as possible the jargon
and with a final part dedicate to the debate ameraction with the audience. Every speaker is
provided with a theme to develop in the lecturetgiring the annual theme of the festival. Some
choices about the space to give to publishers, $omiarketing and promotion differ
festivalfilosofia from the inspiring festival held Mantua.

On the organisational side, an important decis$oto iinvolve, as much as possible, local forces,
in order to create a local cultural district: inathsense the project managed to involve new
competences belonging to new cultural actors nbt ionModena but also in the cities of Carpi
and Sassuolo.

The entire system is coordinated by the FSC with asic principles: activate and delegate. The
ACO that here is represented by the FF organisomgnaittee, is hence intended as a laboratory
for ideas creation and a local activator that ndedal participation and co-production. A series
of relations led to important parts of the wholedarct: with art galleries for nocturne exhibitions
of arts (called "white night"), with restaurants fihilosophical cooking, with the company Buon
Ristoro for the books automatic distributor at thdway stations, with the local hospital for the
blood test, with the public market for the disttibn of meals called "razion sufficiente".

From the financial point of view the event is supged mainly by local public bodies; smaller
sponsorships are provided by local SME and logditirtions.

3.5 Reggio-Parma and the great financiers: the caébn for funding

Three ACOs, two towns, eight theatres involvedpmmon image. Associazione Reggio Parma
Festival (RPF) was born in 2001 thanks to a fundiynghe Italian Ministry for Arts and Culture.

It wanted to answer to the growing demand of caltaonsumption, coming from an increasingly
differentiated and exigent audience. It is a nekwaomposed of four former cultural
organisations that lead to four event sections:gRegmilia Danza (Dance), Villa Celimontana
Jazz (Jazz music), Festival Verdi (Opera), Teatrstizal Parma (Theatre). It is a perfect example
of how cooperation allows little ACOs the accessvést amount of public financing, unless
separated realities don't.

That's why two different cities, although geograplly near, have put their efforts together to
obtain a new organisation that put some differeatlities together. Traditional opera music,
avant-garde research in dance and theatre alohgladz Music.

Every year each section produces and co-producésmpances and shows in collaboration with
other national and international ACOs. RPF resuinesne three important paths in Italian
cultural life, each one with its own traditionshgoetences and relations.

The first is the "Festival Verdi" promoted by theltaral society "Giuseppe Verdi" and held in
the Teatro Regio (the same used indeed by Giuséemk) in Parma since 2001: although is the
part that has started and also made the fundinly pEzssible, it's also the more traditional anima
of the RPF. The second one is the Teatro Festigan®, traditionally hosted in the second
theatre of Parma, the Teatro Due (established d2)19 he festival is the organizer of congresses
and round tables regarding different topics, bengropulsive centre and a laboratory for the
continuous evolution of the foundation teatro dhet has a long tradition. The third component
of this articulated project is Reggio Emilia Danbayn in 1999 and become a valuable window
on international dance. Recently a fourth compoihast entered the project: Villa Celimontana
Jazz festival, based in Rome, that manage the (jmimasical section of the festival.

The impact of the alliance is by the way most Vesiin the marketing strategy implemented by
the RPF: the total funding of € 1,6 millions allatwe organisation to have a lot of resources
(€E500K) to dedicate to communication and marketamyd to attract a national and an
international audience. The main objective of thgqget is in fact to implement place marketing
strategies in order to exploit its national ane@iinational touristic attractiveness, by the medns o
its traditions and culture.



For the moment the real connection among the éiffefestivals is the creation of a common
image and the unification of marketing efforts, dnel unification of the three events in one with
the purpose of improving its institutional force,letter its overall appeal for cultural consumers
and touristic flows.

RPF's organisation indeed manages the activitiggarhoting, communicating and funding the
programs of the three anima of the festival. A canmesearch and interaction regarding cultural
contents is for the moment a difficult task, givbe differences in backgrounds, and given the
characteristics of typical audiences.

Partners of RPF are the councils of the two cdied the three Foundations of the local theatres:
Fondazione Teatro Due, Fondazione Teatri di Redgiulia e Fondazione Teatro Regio di
Parma. Relational network of the festival is maitdyristic: 102 travel agencies have been
selected, and in collaboration with postel a gesahpaign of direct mailing, and house organ
distribution (100.000 distributed in various waliglve been deployed.

3.6 Trento and Festivaleconomia: the exploitationfaeditorial networks

Trento Festivaleconomia (FE) (Festival of Econopnissone of the most recent big cultural
events introduced in Italy (first edition in 2008yotwithstanding its very young age, it has
already gained a great attention thanks to itsess¢30.000 people for the first edition). FE is a
valuable opportunity for the city’s value creati@s the official site cites it offers the posstilili

to visit Trento, with its renaissance buildings aisdbeautiful surroundings, in a territory rich in
arts, nature and typical productions.

In recent years in fact the city of Trento - aidgtha special autonomy granted by the Constitution
- has been able to transform itself into a modelexfelopment. Such a transformation is based on
the focalisation of the city on knowledge intensivasinesses, like high level education and
scientific research, especially focused in microetmics and artificial intelligence, besides
research in the domain of agriculture and bioldfg Complete mapping of grapevine genome is
the last discovery happened here). In recent daigsobbft has opened in Trento its second
research centre in Europe (the other one is in @dgd). Here you can also find the Fiat
research centre, nearby a hi-ranked University.

But here can also be found some reference poiriteeiftalian cultural scenario: besides the new
initiative of FE, the increasing interest in thiga s testified by the recent establishing of ohe
the biggest contemporary arts museum in ItalyMbet of Trento and Rovereto.

From a relational point of view, FE has a numbecrdfcal connections, that we underscore: it is
promoted by the local bodies, that are the prinemger of locations and important financiers (in
total €700.000 on a global budget of €3mIn). Amangm the role of the Province Council is
particularly important, also in the organizationativities of the event.

The political subjects participate to a promotimgnenittee in which we can also find the town
council and the University. The “team” is also madl@ scientific coordinator and an organizing
committee composed by Laterza Editore, based in Barreference point in history and
philosophy publishing in Italy) and Il sole 24 dsased in Milano (the publisher of the major
economic newspaper in ltaly, connected to Confittdysthe lead organization representing
major industries in Italy). Besides local bodiagiding is also provided by a major partner, that
is the newly merged bank-group Intesa-Sanpaolayedisas some main sponsors like Gioco del
Lotto and Vodafone.

Key players in the network happen to be three: &ips Laterza, Innocenzo Cipolletta (members
of the organizing committee) and Tito Boeri (Scignicoordinator). Giuseppe Laterza (Literary
Essays manager in Laterza publishing) is the onthefcreative inventors of the “Presidi del
libro” (books aids) that are diffusing in Italy giag from Bari, that involve local bodies,
associations and companies (more than 100 subjeadyroad cultural operation with the aim of
increasing books reading through the action ofdbeial capital. It is at the centre of several
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cultural events related to books and reading. Hktha idea of a new festival on economics that
could replicate the success of Mantua and Modeitiatines (seesuprgd; in the search for some
partners he contacted Innocenzo Cipolletta, atithe president of Il Sole 24 Ore publishing, that
candidates the city whose University he's the gesgi Trento.

From july 2005 the project is edited by Robertoedigrthat indicates professor Tito Boeri as a
valuable partner. In fact, the collaboration Boekiaterza (and his huge network of writers) is
crucial in the formation of the network of speakansl lecturers for the festival. In fact, Boeri -
now the scientific director of FE - can provideaage network of scholars in economics coming
from a dense fabric of relations he developed swhirk as professor and in his recent project
called La Voce (the voice) in which he gathers mber of young scholars in economics to build
an on-line economic newspaper. The success of ancimitiative (30.000 subscribers to the
mailing list) is a signal that times are readydopnomics to become a cultural event.

130 speakers (economists, philosophers, anthrogtdogistorians, managers and politicians), 50
meetings, as well as shows, labs, exhibitions, @0€edited journalists, 50.000 attendances
(approximately 20.000 people audience), 30 pemsdhe organization (a half coming from outer
places): the numbers of the first edition are \emgouraging and are a valuable indicator of the
value of the strategy implemented by the promoters.

At a local level the organization of the festivabolves the municipal and provincial councils, as
well as the local University. These subjects - #rat part of the promoting committee - lend the
necessary buildings and venues and involve a sefriesal actors: the libraries, the local section
of the Civil Protection, a local cooperative operagtin culture and few other local producers.

4 A brief comparison of the cases: hierarchic vs.atwork approaches

As we mentioned, localization and type of relatiamns main differentiation keys of subjects in
our model, whose first objective is to represenhwirecision variety and intensity of relations at
the local and external levels. In fact, the balagdetween local and global aspects of the system
is a critical point that affects actual and potaintralue of the event, at least affecting its
sustainability.

Strong and important relational contexts can eaestrategic influence on other subjects, both in
the local context (increasing visibility and comttzal power of local networks), and in a broader
sense, influencing the overall cohesion level aedting stable learning and innovation circuits.
Being part of extended networks has positive effemh international visibility and local
influence. In particular, ACOs belonging to widdwerks can have brokering roles between the
local cultural production and the international tatdl scene, contributing in forming new
knowledge by combining local and external knowledge

For the sake of brevity we show the applicationttsd model only to two out of six cases
described, that can be considered stereotyped fofraghat networks in culture can resemble:
other cases can be placed somewhere in betweéndhe

Figure 2 describes two very different approachethéoconstruction of territorial value through
cultural initiatives: we consider the "key in hahdsilture products provision in the case of
Brescia a case of Hierarchical system, due tobseace of reciprocity in the relations between
this external subject and the rest of the netwbrkhis case the model is also connoted by the
critical position of an outer independent subject.

The case of Mantua is a mature example of teraitoralue creation by the means of high
involvement of local social capital and local prodts, as well as a good use of linkages to
external nodes both in a national and an internaticontext. We can easily call it a network
approach, in which local and global componentscamabined in a productive and successful
way.
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Figure 2 Two stereotypal cases: a) The hierarcmuadlel of Brescia; b) The network
model of Mantua
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Obviously, each one has its own rationale and eaehcan be certainly defined as a successful
example of place marketing strategies. Neverthebbgsrelational analysis permits to identify
some critical elements that marketing communicdiigures don’t show.

In the case of Brescia, the structure of the mtatibetween actors doesn't fit the model: the local
ACO isn't the centre of the system, and it can'véhany of the positive roles we depicted,
loosing all its potential; relations are not opsed and the system, although greatly successful in
attracting an unprecedented flow of cultural tasris the city, has a sensible counter effect é th
vulnerability to changes in the political situatiand in the destiny of the marriage between local
powers and a fundamental external contractual @grthat doesn’t promote any of the positive
cognitive effects on the territory we detected atsb prevent any local ACOs to do the roles we
assigned to the focal organisation.

On the opposite, the case of Mantova shows a hagkerence with our model and demonstrates
how a place can reach an important marketing pmeace following a totally different approach.
Exploiting the first mover advantage it chose tastauct a locally rooted and shared mechanism,
that has been a benchmark for many. Although fguan't be strictly compared for the two
cases, at a cognitive level we underline that ffoeirgded nature of the slow growing literature
festival shows activation of local and broader tiefes with private and public institutions that
permit the city to appropriate the incremental eafienerated by the participation to local and
external networks.

The other examples we described in this paper, eaelwith its own peculiarities, may resemble
to one or the other kind of stereotypic model weniified: so at first glance we can consider the
cases of Modena and Udine very similar to Mantdyd, perhaps not so mature and perfected
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(here the importance of the age of the system reagritical). The case of ReggioParma shows a
very focalised approach that reaches very well splye of the possible potential advantages of
the network, lacking in cognitive connections betwedifferent sub-groups. Finally, Trento
shows a more deterministic approach and a min@l lgounding that share some similarities to
the archetype of hierarchy.

Some basic characteristics of the cases and ade$efiption of strengths and weaknesses of the
approaches to the network chosen in each caseesenped in table 1.

Table 1 Six cases in cultural networks: a comparis

Cases Features of the network | Local ACO's role Strgths and weaknesses

Brescia. Lo | Key in hands culture: pooyDirezione Civici Musei | S: local financial and political

splendore local grounding and is a simple executor; | support.

dell'arte external subject prominentFondazione Brescia W: strong dependence upon an
Musei is a financier. external firm, no local grounding

Mantua, Local producers activationCoordination and S: local grounding and involvement

Festivaletterat) in a new ACO with strong| management W: none

ura relation with social capital

Modena Local institutions Activator and cognitive | S: local grounding and involvement

Festivalfilosof
ia

activation and exploitation
of local pre-existent
knowledge

interface for local
producers and institutio

W: public funding
n

Udine Vicino | Local intellectual capital | Activator and S: social capital activation and local
Lontano activation and creation of| coordinator of local involvement

an ad-hoc ACO producers and W: public funding, Terzani's image

institutions

Trento and External activation in Scientific and organizingS: local institutions interest
festival accordance with local activities W: ACO substantially external to
economia public institutions the city
Reggio Parmg ACOs functional alliance | Administrative S: focalisation of the alliance,
Festival for accessing ministry of | organiser, fundraiser |importance

culture funding W: dependence on 1 source of

funding

Conclusions

At the beginning of this work we mentioned that eeeild analyse territories using a networking
perspective, considering them as relational spdcefact, they can be high potential creative
contexts, when — according with the most recemdse- they're theatre of dense and fruitful
relations. In this sense, it is the intensity andliy of the relations that indicates the (actarad
potential) value of the territory.

Using our theoretical model, derived from a mulSeiplinary approach and an extended
literature review, we analysed several culturalwogks in event organization in Italian mid-size
towns. The model has proved a good descriptivecilgpdeing able to represent complexity and
critical factors of value creation based on cultenents. In this respect, the role of ACOs has
emerged as a potentially critical element in sogtgi the exploitation of a place's value, since
they can play as:

a) Activators and catalysts of local resources.yTten create esternality effects by directly or
indirectly activating a series of local actors poly in the cultural value chain, but also in the
touristic, commercial and production areas; theay akso act as cognitive laboratories, hosting
artistic and cultural initiatives that foster inaiual and collective experiences and that can be
important sources of innovation.
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b) Providers of complex product-service systemdiutal organizations can adopt managerial
criteria and act as service providers; in partictieey can operate as educational and training
institutions, contributing in producing enrichingltural experiences for the local human capital.
¢) Cognitive interfaces. They can bridge betwearall@and global contexts, in order to sustain
and foster variety local identity through varietya network system open to different experiences
and cultures.

Our first empirical evidences render us the existenf two polar organization approach, that we
called hierarchical and network model, that appedre very different in exploiting the value of
places in cognitive and relational sense. Someschaee an intermediate position between the
two poles presenting solutions that cause spquifiats of strength and weakness.

In particular, value creation seems to differ ie two types depending on local activation and
grounding, suggesting an effect of "creation ofwweks by networks", or a kind of auto-
propulsive effect that is one of the most valuadlstainability factor in what we referred to as
the "network model".

Limits of the research and further developments

We see important spaces of improvement of the relseaound the following issues:

- a parameterisation of the model in order to appréhe amount of value creation generated in
different situations; according to our model, atéretinderstanding of the mechanisms of value
creation in places could be reached taking int@actvariety of subjects and relations, as well
as micro and macro position of different subjectithwparticular attention to leading
organizations;

- a longitudinal study of cultural networks, in erdto understand possible evolutions patterns
(and possible convergences) of the stereotypic mode individuated and unveil strategic
insights for policy makers;

- an extension of the empirical base in order tofiom its descriptive capacity.

On the methodological side, a better understanolif@AC importance in territory value creation
can benefit from a deeper study of organisatioeéivarking and its vast literature; an interesting
method to apply would be the Social Network Anayshat could allow us to better describe and
compare characteristics of the subjects that iotenad the type of relations that occur.
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