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Itclllcm Amerlcan
of the Year 2025

Editorial
What's up with WTI #193

by Umberto Mucci

Dear friends.

As we do every October, we were
delighted to return to the East Coast
for the National Italian American

Foundation gala and for a series of

meetings in both Washington, D.C.
and New York. This year’s NIAF
gala was a tremendous success, with
attendees the

2,300 celebrating

Foundation’s soth anniversary. We

the Italians proudly joins the on-

going celebrations and extends hear-
tfelt thanks to NIAF for these first
50 years of friendship between Italy
and the United States. We were also
pleased to take part once again in
the Transatlantic Investment Com-
mittee meeting and in the reception
hosted by Italy’s new Ambassador to
Washington, D.C., Marco Peronaci,
to whom we introduced who we are
and what we do at We the Italians.
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Washington DC

In New York, it was a real pleasu-
re to record three episodes of the
[talian-language version of the
[talian American Podcast. Our
friends John Viola and Patrick
O'Boyle invited me and several
fellow journalists to share with
[talian-speaking listeners why
we are so enthusiastic about the
[talian American community,

and why people in Italy should [
be, too. We'll keep you posted on &« il
when these episodes will be avai- <
lable in both audio and video. In
the meantime, a warm greeting
and big hug to the team who Michele “Micky” Disabato and
joined me in this great project: Germana Valentini. We had a
Viviana Altieri, Davide Ippolito, blast, and it fele like we'd been

Italian American Podcast

'
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New York

doing this together all our lives! And
above all, Italians do it better!

The second survey conducted by We
the Tralians together with the Italia
America Reputation Lab delivered a
striking result: 90.4% of responden-
ts want Columbus Day to remain a
federal holiday in the United States.
You'll find all the details here. Than-

ks to everyone who took part: these

surveys will resume in 2026.

But there’s another initiative where

| T

we're asking for vour input. Once
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again this year, We the Italians is in-

viting you, our readers, to nomina-

We the § Itall
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two flags one heart
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te the Iralian American of the Year.
This tradition began in 2022, with
previous winners being Stanley Tuc-
ci (2022), Lady Gaga (2023), and Syl-
vester Stallone (2024). These three
outstanding Iralian Americans are
therefore not eligible for votes this
year. This time, you'll be able to cho-
ose from 1o nominees, selected from
suggestions made by our 60 Ambas-
sadors across the United States. You
may vote for more than one candi-

date if youd like. Please vote here.

90.4% of
respondents
believe Columbus
Day should
remain a federal

holiday, while 9.6%
said no.
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Among women, 86% answered yes and 14% said no.
Among men, 94.6% said yes and 5.4% said no.
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On November 18, 2015 - ten years
ago - three Iralians deeply in love
with the United States met in a no-
tary’s office in Rome to officially
establish a company and to formal-
ly launch a project that had begun
a few years carlier. Those three Ita-
lians were Umberto Mucci, Edoar-
do Colombo, and Nicola Paglietti,
and that company was, and still is,
We the Italians. Those who know me
know that I'm never fully satisfied,
and indeed I wish We the Italians
had accomplished even way more in
its first ten years. But [ am surroun-
ded by the affection and esteem of
many friends, readers, and followers
who continue to congratulate us -
praise that I share with the entire
We the Italians team, especially my
two partners Edoardo and Nicola
and with our General Manager Fa-
brizio Fasani. What I can promise is
that we will continue Working with
even more enthusiasm so that by
our twentieth anniversary, we will

5.2% NO
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have preserved that same esteem
and affection, hopefully more. And
I'm sure [ scill won't be completely
satisfied then, either. In the meanti-
me, happy birthday to us! Two flags,
One heart, Ten years.

Another important anniversary fe-
atured our Ambassador to Emigra-
tion, Delfina Licata, who presented
the 20th edition of the Rapporto Ita-

liani nel Mondo, produced as always

by the Migrantes Foundation under
her supervision. For twenty years,
the Rapporto [taliani nel Mondo
has documented Italian emigration
around the world with exceptional
expertise and thoroughness, and it
has become globally recognized as
an indispensable resource. Credit
goes to everyone involved in its crea-
tion, but allow me to emphasize that
without Delfina Licata, everything

' Fondazone
H A Migrantes
n

RAPPORTO ITALIANI
NEL MONDO | PE

SPECIALE
OLTRE LA FUGA;
TALENTI, CERVELLI

© BRACCIA? W o editrice

Q'?'\.\\Q

Two flags,
One heatrt,

Ten years

would be far more difficule and
far less effective. Kudos to my dear
friend, and happy anniversary to the
RIM as well! Here vou can find an

article describing the 2025 report.

As we do everv vear-end, we're wor-
king on the Yearbook featuring this
year’s interviews - which will also
make a wonderful Christmas gift for
anyone interested. But 2025 brings
an exciting new development. The
Yearbook with the 12 interviews
from 2025 won't be the only We the
Italians publication this year. We're
preparing a surprise that will beco-
me our second annual book from
now on... I don’t want to reveal too
much just yet, but let’s just say I'll
leave you with three key words: “Ita-
lian good news.” Stay tuned!

This month, our magazine is lau-

October 2025


https://wetheitalians.com/news/italys-evolving-mobility-a-nation-on-the-move-at-home-and-abroad
https://wetheitalians.com/news/italys-evolving-mobility-a-nation-on-the-move-at-home-and-abroad
https://wetheitalians.com/news/italys-evolving-mobility-a-nation-on-the-move-at-home-and-abroad
https://wetheitalians.com/news/italys-evolving-mobility-a-nation-on-the-move-at-home-and-abroad
https://wetheitalians.com/books

October 2025

nching two new columns, and
we're particularly proud of both.

The first, produced by our Edito-
rial Staff, will introduce our re-
aders each month to a different
[talian Industrial District. The
typical Italian industrial discrict
is a geographically identifiable
area where numerous companies
in a specific industrial sector are
concentrated, with a unique link
between the territory and its in-
dustrial output. Alchough pro-
duction structures vary from one
district to another, most compa-
nies operate in highly specialized
segments and handle a limited
number of tasks, often tied to a
specific stage of the production
process. This creates a specialized
division of labor among the busi-
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nesses involved, so that only a few
companies internalize more than
one phase of production.

aimentar|  Foed (nousees

arta Pager

Industrial Districts

The second column is curated by
Matteo Cerri and is titled My Life
in [taly. It will spotlight the stories
of ITtalian Americans who invest
in Italy and, in some cases, choo-
se to move there - buying and re-
storing properties, transforming
their lives, and reconnecting with
their roots. Matteo is an interna-
tional entrepreneur, investor, and
publisher with nearly 30 years of
experience connecting the Italian
diaspora, global mobility, and
the revitalization of small Italian
towns. He has published exten-
sively in both Italian and Engli-
sh and lectures on urban-rural
renewal and new territorial mo-

dels. Editor-in-Chief of Nomag,

ITS Journal, and Smart Working
Magazine, he also co-founded I'TS
[taly, delivering more than 140
regeneration projects in over 20
villages. Born in Milan, he has li-
ved between London, Europe, the
United States, and Italy’s small
towns.

My Life in Italy - Matteo Cerri

And it doesn’t stop here! That’s

why we ask vou to subscribe to
We the Italians.

[’s all for now. Please stay safe and
take care, and enjoy our magazine
and our contents on our website.
Stay safe and take care: the futu-
re’s so bright, we gotta wear trico-
lor shades! A big Italian hug from

Rome.
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[talian entertainment

We the Italians Editorial Scaff

In the late 1970s and early &os,

[talian  television audiences
were captivated by Portobello,
a variety program that broke
away from traditional formats
and became a nationwide ritual.

evening, millions

Every Friday g,

of families would gather around

their sets to watch Enzo Torto-
ra — the charismatic presenter
with a mix of warmth, elegance,
and understated irony — guide
viewers through a kaleidoscope
of human stories.

Unlike rigid quiz shows or

Portobello, from beloved tv show to judicial
tragedy and Bellocchio's miniseries
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scripted dramas, Portobello of-
fered unpredictability. The pro-
gram created a virtual markecpla-
ce where people could showcase
inventions, sell unusual objects,
or search for missing relatives. A
segment might feature a farmer
introducing a homemade con-
traption, followed by an emotio-
nal reunion appea] or a quirky
performance from an amacteur ar-

tist. The effect was both eclectic
and profoundly human — a win-
dow into the aspirations and ec-
centricities of ordinary Italians.

One of the show’s most recogni-
zable elements was the parrot ma-
scot, who sat on stage and would
sometimes interrupt with shrill
cries. If the bird repeated the cal-

ler’s chosen phrase, the deal was

PORTOBE

October 2025



sealed — if not, suspense hung in
the air. This playful touch, combi-
ned with Tortora’s natural ability
to improvise, created a relaxed
and welcoming atmosphere. It
made the audience feel like parti-
cipants in a national living room
rather than spectators of a poli-

shed studio product.

Beyond entertainment, Porto-
bello carried social weight. Let-
ters arrived from prisons, hospi-
tals, and distant provinces. For
many, it was a rare chance to be
seen and heard. Tortora became
a trusted figure who connected
people across social classes, re-
gions, and generations. His show

didn’c shy away from touching

real emotions, whether joy, hope,
or frustration. That authenticity
became its hallmark and helped it
draw staggering viewership num-
bers — sometimes more than 25
million people.

At its peak, Portobello wasn’t
just a program — it was a cultural
phenomenon. It blended variety,
commerce, and storytelling in
ways that anticipated today’s hy-
brid formats. More importantly,
it underscored the role of televi-
sion as a bridge between Italy’s
diverse realities — urban and ru-
ral, wealthy and working-class.

ThI’Ongl’l humor,

compassion,

16
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and a touch of spectacle, Tor-

tora and his team created so-
mething enduring: a shared
national memory that still re-
sonates decades later.

The extraordinary success of
Portobello made Enzo Tortora
one of the most recognizable
ﬁgurcs in Italy. But in 1983, his

career and personal life were
shattered when he was arre-
sted on charges of association
with the Camorra and drug
trafficking.  The accusations
stemmed from testimonies by
mafia informants — most no-
toriously Giovanni Pandico, a
prisoner with a grudge against
the presenter.

October 2025
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ORTOBELLG

UNA SERIE DI MARCO BELLOCCHIO

NUOVA SERIE | m
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From the start, the evidence was
fragile, often absurd. A knitted
lace doily sent to the program for
auction was interpreted as coded
communication. The name “Tor-
tora” was confused with that of
actual underworld figures. Yet
despite the flimsy foundation,
the case was pursued aggressi-
Vely, turning the beloved TV

host into a national scapegoat.

The arrest was highly publicized

— cameras rolled as Tortora was

handcuffed, an image that deeply
shocked the country. After years
of legal battles, he was eventual-
1y acquitted, but the ordeal left
lasting scars. Tortora returned
briefly to television, determined
to reclaim his dignity, but his
health declined, and he passed
away in 1988. His story endures
as one of Iraly’s most notorious
miscarriages of justice, raising
questions about media spectacle,
judicial responsibility, and the
ﬁragility of public trust.

P



Marco Bellocchio’s new mini-
series Portobello, set for global
release on HBO Max in 2026,
brings Tortora’s story back into
the spotlight. The six-episode
project combines meticulous hi-
storical reconstruction with the
director’s signature style — auste-
re, probing, and morally urgent.
The show interweaves two con-
trasting worlds: the vibrant stage
of Tortora’s television triumph
and the bleak institutions that
later consumed him. Fabrizio
Gifuni portrays Tortora with re-
straint and gravitas, capturing
both his charisma and his tor-
ment. Around him, a strong en-
semble gives depth to prosecu-
tors, informants, colleagues, and
family members.

Rather than sensationalizing,

Fabrizio Gifuni

Bellocchio emphasizes the me-
chanics of injustice. He shows
how a beloved entertainer could
be transformed into a criminal
figure through flawed testimony
and public hysteria. The transi-
tion from applause in the studio
to jeers in the courtroom un-
folds with quiet inevitability —
echoing a Greek tragedy staged

under television lights.

By revisiting the case, the series
not only honors Tortora’s me-
mory but also invites viewers
to reflect on the dangers of in-
stitutional abuse and the ease
with which reputations can be
destroyed. It's both a historical
drama and a timely meditation
on truth, power, and the compli-
city of media in shaping collecti-
ve judgment.

October 2025




[talian flavors

The safiron of the L'Aquila region

We the Italians Editorial Scaff

In the heart of Italy’s Abruzzo re-

gion, the province of L’Aquila is
home to one of the most prized
and unique spices in the world:
Zafferano dell'Aquila, or saffron.
This saffron is exclusively produ-
ced in the UAquila area, particu-

larly on the Navelli plateau and
surrounding valleys. Its exceptio-
nal quality has carned it the pre-
stigious Protected Designation of
Origin (DOP) status, guarante-
cing that only saffron grown and
processed in these specific areas

P



can carry the name.

The saffron comes from the red
stigmas of the Crocus sativus
flower, a delicate bloom that ap-
pears in autumn. Each flower con-
tains three vivid red stigmas, whi-
ch are carefully hand-harvested
before dawn, when the petals are
still closed. Harvesting saffron is
an extremely labor-intensive pro-
cess, with hundreds of thousands
of flowers needed to produce just
one kilogram of the spice. The

flowers are picked in mid-Octo-

ber and early November, and the

stigmas are separated, dried, and
packaged with great care to pre-
serve their color and aroma.

What sets this saffron apart is the
unique environment in which it is
cultivated. The Navelli placeau of-
fers a combination of factors that
are perfect for growing Crocus sa-
tivus: high altitude, limestone-ri-
ch soil, cool nights, and a special
microclimate. These conditions
allow the flowers to grow slowly
and develop a deep crimson hue,
intense flavor, and strong aroma.
The saffron from this region is

October 2025
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known for its high quality, offering
a distinct and rich flavor chat is hi-

ghly sought after by ChefS around
the world.

The production of saffron in the
LAquila region follows traditio-
nal methods that have been passed
down through generations. The
flowers are hand-picked each mor-
ning, and the stigmas are careful-
ly separated, dried, and packaged.
To preserve the delicate aroma
and flavor, the saffron threads are
usually soaked in warm liquid be-
fore being added to dishes. Just a

small amount is needed to infuse

dishes with flavor, often as little as
10 milligrams for a serving of four.
In the kitchen, Zafferano dell’A-
quila is prized for its unique abili-
ty to enhance both the flavor and
color of dishes. The spice imparts
a warm, slightly earthy taste with
floral undertones and a subtle swe-
ctness that can transform a simple
meal into something extraordi-
nary. It is most commonly used in
risottos, pasta dishes, and soups,
where it blends seamlessly to cre-
ate a golden hue. Saffron also pairs
wonderfully with seafood, poultry,
and even desserts, where its distin-
ctive flavor adds depth to sweet

p
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treats like cakes and custards. Just

a few threads are enough to bring
a richness and complexity to any
dish, making it a staple in gourmet
cooking,

The history of saffron in LAqui-
la dates back to the 13th century,
when it is believed to have been
introduced by a Dominican friar.
Since then, it has become a va-
luable commodity, prized for its
quality and versatility. Over the
centuries, saffron from this region
has been traded far and wide, gai-
ning a reputation for its deep fla-
vor and vibrant color.

Today, Zafferano dellAquila is

considered one of the finest saf-
frons in the world, often referred
to as the “Ferrari” of saffrons. Its
rarity and quality make it a highly
coveted ingredient among top
chefs, who use it to elevate dishes
such as risottos, sauces, and des-
serts. The demand for this saffron
is growing, yet its production re-
mains small, due to the meticulous
hand-harvesting process and the
limited growing area.

The cultivation of saffron also
plays an important role in the lo-
cal economy and community life
of the Abruzzo region. The harvest
season brings together local fami-
lies, who work together to pick the
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Beyond its culinary uses, saffron is
an important part of the cultural
identity of the region. The bright
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red threads stand out against the
backdrop of the autumnal land-
scape, adding a visual element to
the region’s natural beauty. Visi-
tors to the area can often find saf-
fron sold at local markets, often
in simple packaging that empha-
sizes the quality of the product.

Zafferano dell’Aquila is more than
just a spice: it represents the land,
the labor, and the heritage of the
Abruzzo region. From the fields
of the Navelli placeau to kicchens
around the world, this saffron
carries with it a rich history and
a deep connection to the people
who grow it. Each tiny thread of
saffron is a symbol of tradition,
craftsmanship, and the unique
environment of L’Aqui]a.
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[talian handcrafts

We the Italians Editorial Scaff

Spilimbergo, located in the pro-
vince of Pordenone in the Friuli
Venezia Giulia region, is reNOw-
ned as the “City of Mosaics” due
to its long—standing tradition in
the art of mosaic making.

Mosaicis an ancient yet ever-evol-
ving art form that enhances and
personalizes the spaces around us

with lasting colors, shapes, and
materials. Starting with a sketch,
photo, or image, the artist creates
a color palette for the materials
to be used in the mosaic - ranging
from stones, marbles, enamels,
and glass pastes to precious gold.
The pieces are carefully cut, ar-
ranged, and glued together by the
mosaicist, bringing the image to




life one tile at a time.

The roots of modern Friulian mo-
saic-making can be traced back to
the artistic renaissance of the 16th
century. Spilimbergo’s proximity
to Aquileia, an important center
of ancient Roman civilization,
and its position along the trade
routes to Venice, a hub for Byzan-
tine mosaic traditions, made it an
ideal location for the craft. The
surrounding area also offered an
abundance of local stones from
the Meduna, Cellina, Cosa, and
Tag]iamento Tivers, providing

free access to a wide variety of na-
tural stone colors - ranging from
aqua greens to soft pinks - that
were integral to creating some of
the finest Roman mosaics, such as
those found in the National Ar-
chacological Museum of Aquileia.
As the Venetian Republic gained
control over the region, the art of
mosaic-making spread, with skil-
led artisans from Friuli becoming
renowned worldwide. One key
figure in this development was
Gian Domenico Facchina from
Sequals (Pordenone), who revo-

lutionized mosaic production by

October 2025
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inventing the reverse mosaic tech-
nique. This method involved preas-
sembling the tiles on paper and then
gluing them to a flexible backing,
making it possible to complete mo-
saics in the workshop rather than
on-site, significantly reducing pro-
duction costs.

In addition to this, the technique of
Venetian terrazzo, also developed in
Friuli, became famous for its beauti-
ful and durable floors found in Ve-
netian palaces and villas. Renowned
architect Andrea Palladio praised

the resilience and beauty of terraz-

zo, further cementing the region’s
reputation for innovation in mosaic
art.

By the late 19th and early 20th cen-
turies, Friulian mosaicists began to
spread across Europe and the Ame-
ricas. Artists from Sequals and Spi-
limbergo started to look beyond lo-
cal borders, dreaming of cities like
Paris, Vienna, Prague, St. Petersburg,
and Detroit as attainable destina-
tions. This international expansion
saw the next generation of Friulian

28
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mosaic artists establish them-

selves in various global capitals.

After World War I, with the
region’s mosaic tradition fir-
mly established, there was a
growing need to preserve and
pass down the techniques and
knowledge accumulated over
centuries. In 1922, the Scuola
Mosaicisti del Friuli was foun-
ded in Sequals to offer formal
education in mosaic-making.
Today, it is considered the wor-
Id’s leading institution in the
field. The school houses an im-
pressive collection of over 8oo

works, making it 2 monumen-
tal artistic installacion in itself.
The school’s influence extends
globally, with works created by
its students and faculty appe-
aring in locations such as the
Library of Congress in Washin-
gton, D.C., and the subway sta-
tions at Ground Zero in New

York City.

The school’s reputation soared
in the mid-20th century, espe-
cially after being tasked with
creating extensive mosaics for
the Foro Mussolini in Rome
- over 6,000 square meters of
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flooring and wall mosaics. This
significant commission helped
establish the school’s interna-
tional fame. During the post-
war period, as transportation
was limited and recovery was
slow, hundreds of young artists
would travel to Spilimbergo on
bicycles, eagerly arriving with
hammers tucked behind their
backs, ready to learn and work.

Through the decades, the scho-
ol continued to thrive, maintai-
ning its prestigious reputation
with the help of skilled artisans,
students, and active local wor-
kshops connected to the insti-
tution. The mosaics created in

Spilimbergo can now be found
in public and private buildings
on all five continents, renow-
ned for their vibrancy and fine
craftsmanship.

The Scuola Mosaicisti del Friu-

li welcomes students from
around the world, offering a
three-year program that blends
tradition with innovation. The
curriculum covers a wide range
of subjects, including mosaic
techniques, terrazzo, drawing,
color theory, applied geome-
try, computer science, and the
history of mosaics, ensuring a
comprehensive and  versatile

education. Students work with
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traditional materials such as
marble, glass, and enamel but
are also encouraged to experi-
ment with modern materials
and techniques.

Through its rich history, Spi-
limbergo has solidified its pla-
ce as a global center for mosaic
art, continuing to inspire and
educate new generations of
artists while preserving its ti-
me-honored traditions.



Italian land and nature

The ancient pyramids of Zone, nature’s strange

On the eastern shore of Lake
[seo, in Lombardy, lies one of Eu-
rope’s most unusual natural won-
ders — the so-called pyramids of
Zone. At first glance they look
like giant stone mushrooms, with
enormous boulders balanced on
top of tall clay spires. The sight
inspires questions: who placed

We the Italians Editorial Scaff

those rocks there, and how have
they stayed put for so long? The
answer isn't giants or builders,
but glaciers, erosion, and time.

The reserve covers about 21 hecta-
res between 400 and 6oo meters

above sea level, in a small valley

known as the Bagnadore. Around



150,000 years ago, during the
Riss glaciation, this valley was
filled by a branch of the massive
Camuno glacier. As the ice ad-
vanced, it carved the landscape
and deposited a chaotic mix of
rocks, gravel, and sand. When
the ice eventually retreated, it
left behind a huge moraine — a
pile of glacial debris that clog-
ged the valley floor.

The raw material of the pyra-
mids is mostly a reddish sand-
stone called Verrucano Lom-
bardo, along with other rocks
carried by the ice. Over millen-
nia, rainwater and streams be-
gan croding the moraine. The

water cut deep channels, and

wherever a large boulder hap-
pened to rest on top of a clay
ridge, it acted like an umbrella.
Protected from the rain, the co-
lumn beneath the stone resisted
crosion while the surrounding
soil washed away. The result
was a tall, narrow tower capped
with a heavy block — a pyramid

of earth and stone.

These formations are constant-
ly changing. When a suppor-
ting column becomes too thin,
the boulder eventually tumbles
down, leaving the spire unpro-
tected. Without its stone shield,
the clay column quickly collap-
ses. Elsewhere, new columns
form under the protection of
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other rocks. It’s a slow burt re-

lentless cycle, creating a living
landscape  where  destruction
and creation happen side by
side. Some of the towers reach
nearly 100 feet in height, with
bases more than 25 feet wide,
their caps weighing many tons.
Colors add to the spectacle. The
clay pillars appear in shades of
gray and beige, the protective
boulders often show violet or
dark tones, and the surrounding
forest offers a lush green frame.
In autumn the foliage deepens
to red and gold, making the
pyramids look like monuments
in a surreal park. Visitors often
compare the scenery to a fan-
tasy film set — a place where
nature has done the work of a
sculptor.

Walking through the reserve fe-
cls like stepping back in time.
Each spire tells a story about
glaciers that once dominated
the valley, rivers that carved
channels, and the delicate ba-
lance between stone and soil.
The landscape is fragile — a sin-
gle storm can reshape entire
sections — but that fragility is
part of its fascination. Over de-
cades, scientists and hikers alike
have witnessed new pyramids
rising and old ones vanishing,
proof that the Earth is never
still.

Beyond their beauty, the pyra-

mids also illustrate broader
lessons about geology. The way

water, gravity, and chemistry
interact is visible here in real
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time. Rainwater, slightly acidic

because of carbon dioxide in
the atmosphere, slowly dissol-
ves clay and carries it downbhill.
Streams cut miniature canyons,
exposing layers of sediment.
Even the protective effect of the
boulders demonstrates a simple
principle: shade and cover can
make the difference between
preservation and collapse.

For visitors, the reserve is acces-
sible by trails that wind among
the columns, sometimes close
enough to touch their rough
surfaces.  Wooden platforms

and paths allow safe exploration

while protecting the terrain.
Hikes here combine physical
exercise with a sense of wonder
— each turn in the trail reveals
another tower, another impro-
bable balance of mass and void.
The silence of the valley, broken
only by wind and birdsong, ma-
kes the experience even more
striking.

The pyramids of Zone remind
us how landscapes can be both
fleeting and eternal. They exist
because of events that began
long before humans appeared
in the region — yet they are also
disappearing before our eyes,
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croded by every rainfall. In this
paradox lies their charm. They are
monuments of chance, testaments
to the patience of natural forces,
and warnings about impermanen-
ce.

Standing before them, it’s easy to
imagine myths about giants or an-
cient civilizations. But the truth
is even more powerful: no human

hand shaped these spires, only ice,

water, and time. That knowledge

doesn’t diminish the wonder — it
deepens it. The pyramids of Zone
show how nature itself can build
structures as striking as anything
in stone by architects, and they
continue to evolve with every
storm that sweeps across the valley.




Italian art

A digital collection of masterpieces
In high definition

We the Italians Editorial Scaff

Starting September 18, visitors,
scholars, and art enthusiasts can
explore the first complete digi-
tal catalog of the Cappella San-
severo in Naples. This initiative
makes the chapel the first mu-
seum in Italy to publish a ful-

ly scientific, open-access, and

continuously updateable digi-
tal archive of its collection. The
project was coordinated by Pro-
fessor Gianluca Forgione and
realized by a team of specialists
in southern Italian art from the
17th and 18ch centuries.
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The endeavor combines two core
clements — rigorous academic rese-
arch and advanced digital techno-
logy. The scholars examined newly

and

clarified several iong—standing at-

discovered archival sources

tributions. For instance, the monu-
ment dedicated to Paolo di Sangro
and the sculpture “Amor divino”
were reattributed to Michelangelo
Naccherino, rather than the pre-
viously credited Francesco Quei-
rolo. Drawing from documents in
the Diocesan Historical Archive
of Naples, the research also recon-
structed the chapel’s r7th-century
history and tracked the transfor-

mations introduced by Prince Rai-
mondo di Sangro during his years
at the Collegio Romano between

1720 and 1730.

On the technological front, the ca-
talog was created using Quire — an
open-source publishing platform
developed with support from the
Getty Research Institute — and
applied n Itaiy for the first time
through a partnership with Halta-
definizione s.r.l., part of the Panini
Culture Group. Haltadefinizione
carried out an extensive gigapixei
photographic campaign covering
every sculpture, painting, and fre-

——
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scoed surface, as well as immersive
360-degree imagery of the chapel’s
interiors. The outcome is a high—re—
solution digitai platforrn where vi-
sitors can explore each artwork in
extraordinary detail, zooming in to
appreciate textures and nuances in-
visible to the naked eye.

The online catalog currently fea-
tures 31 entries written as scholar-
ly essays — each modular, update-
able, and formatted like traditional
printed catalogues, yet enhanced
by dynamic navigation and inte-
ractive visuals. An integrated sy-
stem called Coosmo — developed
by Haltadefinizione — manages and
preserves both the ultra-high-reso-

lution images and the evolving text
records, ensuring full transparen-
cy and iong—terrn continuity. The
interface allows users to view ar-
tworks side by side with their in-
terpretive notes, merging academic
precision with an accessible digitai
experience.

Beyond its technological achieve-
ment, the project represents a mi-
lestone for accessibility and cul-
tural preservation. By publishing
its catalog online, the Cappella
Sansevero expands its mission far
beyond Naples — offering scholars,
educators, and art lovers worldwi-
de the chance to study its master-
pieces remotely. It also underscores
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the museum’s dedication to inno-
vation in culcural heritage, illustra-
ting how digital tools can deepen
engagement and open new paths
for research and education.

The catalog was formally intro-
duced during a special study day
hosted by the museum carlier this
year. The event included presenta-
tions by the museum’s president,
Maria Alessandra Masucci, and the
project coordinator, Gianluca For-
gione, along with leading art histo-
rians such as Andrea Bacchi (Uni-
versity of Bologna and Fondazione
Zeri), who discussed Antonio Cor-
radini’s work, and Riccardo Naldi

(University U'Orientale of Naples),

who unveiled an unpublished ter-
racotta model of the celebrated

“Cristo Velato,” recently found in a
private collection.

As the museum itself notes, the
need for such a catalog was long
overdue. Despite many publica-
tions devoted to the chapel, no
comprehensive scientific  catalog
existed to guide researchers or cura-
tors. The only prior reference con-
sisted of inventory sheets prepared
in the 1990s by the Central Insti-
tute for Cataloguing — a valuable
start but incomplete. Recognizing
this gap, the museum launched a
full-scale documentation project
in 2022 to serve both the scholarly
community and the general public,
ensuring permanent digital access
and a foundation for future conser-
vation.
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In this sense, the Cap-
pella Sansevero’s digi-
tal catalog stands as a
model for how heritage
institutions can merge
scholarship, technolo-
gy, and accessibility. Tt
transforms what was
once a static collection
into a living, evolving
archive — a space where
art, science, and inno-
vation meet. By invi-
ting users everywhere
tO navigate its master-
pieces in unpreceden—
ted depth and clarity,
the museum extends
the legacy of Prince
Raimondo di Sangro’s
genius into the digital
age, offering a new way
to experience one of
Naples’ most enigmatic
and intellectually fasci-
nating monuments.
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the perfect Italian primo for Thanksgiving

P

Italian cuisine

Amy Riolo

To me, the thought of fall holi-
days and cool weather always
conjures up images of roasting
chesenuts. Their ubiquitous scent
instantly transports me to the
streets of Rome, Torino, and
Crotone, where during the coo-
ler months fresh chestnuts are a

highly anticipated treat. In ho-

nor of the World Week of Tralian
Cuisine, which of'ﬁcially kicks
off the 3rd week of November
in the United States, Diabetes
Awareness Month, and Thank-
sgiving, I'm sharing a nutritious
and delicious soup recipe which
is perfect for a first course at a
wc]coming fall meal.
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Freshly roasted chestnuts are traditio-
nally used in this soup, but since that is
not an option for many, the jarred va-
riety can be substituted. You can puree
this soup and serve it that way as well,
perhaps with short pasta or rice added
in Step 3 and cooked until done before

serving.

[talian soups fall into four main cate-
gories—minestre, zuppe, creme, and
vellutate—and, in the Italian language,
the correct terms are used to refer to
cach type of soup. For example, while
Vellutata di castagne, or Cream of Che-
stnut, would be called a soup in Engli-
sh, it would only be called a vellutata in
[talian.

Recipe from Italian Rccipcs For Dum-

mies by Amy Riolo.

VELLUTATA DI CASTAGNE/CRE-
AM OF CHESTNUT SOUP

PREP TIME: 10 MIN
COOK TIME: 40 MIN
YIELD: 4 SERVINGS

Ingredients

* 2 tablespoons Amy Riolo Selections
or other good-quality extra virgin olive
oil

* 1 pound roasted or steamed jarred
chestnuts

* 1 small carrot, peeled and coarsely
chopped

* 1 stalk celery, coarsely chopped

* 1 small yellow onion, coarsely chop-
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Italian
Recipes

dummies

Understand the role of
culture in the Italian kitchen

Enjoy authentic, regional
Italian food for every meal

Master over
recipes—even for

ped

* 2 cloves garlic, peeled and sliced

* 4 cups Homemade Vegetable or Chi-
cken Stock (see Chapter 3) or low-so-
dium chicken or vegetable stock

* 1 dried bay leaf

* 1 teaspoon fresh rosemary, minced or
1/2 teaspoon dried thyme

* 18 teaspoon kosher salt

*f1/4 cup cream

* 1/4 teaspoon black pepper, freshly
ground

* 1/2 cup Parmigiano-Reggiano cheese,

grated

Directions

1. Heat oil in a 1arge saucepan over me-

Amy Riolo
Award-winning, best-selling
authar, chef, TV personality

150
holidays
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dium heat. Add chestnuts, car-
rot, celery, and onion, stirring
to mix well. Sauté until tender,
about 7 minutes. Stir in garlic.

2. Add the stock to the vege-
tables, increase heat to high,
and bring to a boil. Reduce heat
to medium-low and add bay
leaf, rosemary or thyme, salt,
and pepper. Simmer, covered,
for 20-30 minutes, or until ve-
getables are tender.

3. Purée the soup in a food pro-
cessor fitted with a metal bla-
de (carefully remove the core
of the lid, and cover it with a
kitchen towel, so that mixture
will not burst out). Process for
20 seconds and stir in cream.

4. Pour the purée into the bowls.
Sprinkle fresh black pepper and
Parmigiano-Reggiano  cheese,

and serve hot

Tip: Serve this creamy, cozy
soup in the fall. Tt is an excel-
lent first course and pairs well
with poultry and meat. I like to
serve it with turkey, and it ma-
kes an unexpected way to start

the Thanksgiving meal.

Pair this dish with a bottle of
Terrano del Carso or similar.
A lively ruby red wine that is
known for the exuberance of its
acid verve and for the fragrant
notes of blackberry, currant,

and raspberry.
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[talian territories

We the Italians Editorial Scaff

High in the northern Apennines,

where ridges rise like rolling wa-
. O O

ves of stone, lies a territory sha-

ped by both nature and imagina-

tion. This land, called Frignano,

spreads across the Modenese

mountains and has long stood

as a frontier between regions
and culcures. Its forests, villages,
and legends make it more than a
geographical area — it is a living
story where past and present in-

terctwine.
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The mountains dominate every
view. Monte Cimone, the tallest
peak of the northern Apennines,
watches over the valleys with its
broad shoulders. Its slopes shift
with the seasons — wildflowers
and buzzing bees in spring, herds
grazing in summer pastures, ﬁery
foliage in autumn, and glittering
snow in winter. From the sum-
mit, the panorama stretches nor-
th across Emilia-Romagna and
south into Tuscany, undersco-
ring the region’s role as a thre-
shold between worlds.

Frignano’s forests create wvast,

shaded cathedrals of beech,

oak, and fir. They shelter wol-

ves, deer, wild boar, and golden
cagles that soar above the rid-
ges. Among these woods, che-
stnut groves once sustained en-
tire communities. The chestnut
tree was known as “the bread of
the mountains” — its nuts dried,
ground into flour, and stored to
carry families through long win-
ters. Even today, the scent of roa-
sted chestnuts at village festivals
carries memories of survival and
solidarity.

Stone villages secem to grow out
of the slopes themselves. Houses
built from local rock cluster ti-
ghtly around piazzas, while bell

towers tise like beacons above
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tiled roofs. Romanesque churches

and medieval towers line ancient
roads once crossed by merchants
and pilgrims. These paths carri-
ed wool, salt, and spices, but also
ideas, faith, and music. Life was
never easy in these mountains, yet
hardship bred resilience, pride,

and strong community ties.

One of Frignano’s jewels is Lago
Santo, a giacial lake. Surrounded
by forests and peaks, the lake
mirrors the Changing sky, from
bright summer blue to moody au-
tumn grays. Families hike a]ong
its trails, angiers cast lines from
its shores, and in winter, snow
transforms the entire basin into

a quiet, frozen world. For centu-
ries, Lago Santo has inspired both
practical use — as a water source
and pasture landmark — and poe-
tic imagination, fue]ing local tales
of spirits and mysterious iights
flickering on its surface.

Not far from the lake lies Pievepe-
lago, a town that captures the es-
sence OfFrignano. [ts name recalls
the medieval parish church (pie—
ve) that once served as a religious
and civic center for scattered
mountain hamlets. Today, Pieve-
pelago welcomes visitors with al-
pine charm, offering access to ski
siopes in winter and mountain
trails in summer. Its streets reveal

48
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layers of history — old stone hou-
ses, shrines at crossroads, and me-
mories of the partisan resistance
that found refuge in these moun-
tains during World War II. The
town'’s role as a gateway between
Emilia-Romagna and  Tuscany
makes it a crossroads of dialects,
traditions, and hospitality.

The Regional Park of the Upper
Modenese Apennines safeguards
much of this landscape. Covering
ridges, valleys, and alpine mea-
dows, the park protects biodiver-
sity and offers countless opportu-
nities for outdoor adventure. In
summer, trails lead to panoramic
ridgelines where edelweiss and

gentians bloom. In winter, Monte
Cimone becomes a hub for skiing
and snowboarding, while snow-
shoes crunch softly along forest
paths. The park ensures that Fri-
gnano’s natural beauty remains
not just a backdrop but a living
environment where people and
nature coexist.

Yet Frignano is also a land of sto-
ries. For centuries, villagers explai-
ned the mysteries of life through
legends that blurred fact and fan-
tasy. Witches feature prominently
in these tales — sometimes feared
as bringers of storms and misfor-
tune, other times respected as he-

alers with knowledge of herbs and
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Lago Santo

remedies. Enchanted animals also
roam the folklore: wolves that va-
nish into mist, serpents guarding
sacred springs, or spectral lights
leading travelers astray. These sto-
ries gave meaning to natural for-
ces that felt uncontrollable, tran-
sforming fear into narrative and
shared memory.

Bandits and hidden treasures also
play their part. Tales abound of
gold buried beneath ruined towers
or caves concealing gateways to
other worlds. The landscape itself
became a stage for imagination
— lakes like Santo linked to spi-
rits, cliffs associated with heroic
deeds, and groves where people
swore they had seen gatherings of
otherworldly beings. The myths

remind us that Frignano’s identi-
ty is not only carved in stone and
wood burt also in the invisible re-

alm of belief.

History, too, left strong marks.
Castles perched on ridges guar-
ded valleys and trade routes, their
ruins still looming over forests.
Stone bridges arch over torrents,
silent witnesses to the passage of
armies, merchants, and pﬂgrims.
During the 20th century, these
mountains became a theater of
resistance during World War 1L
Partisan ﬁghters used their know-
ledge of ridges and valleys to op-
pose occupation, adding another
layer of courage and sacrifice to
the local memory.
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Montecuccolo Castle
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Today, visitors to Frignano disco-
ver both the tangible and the in-
tangible. They hike through alpine
forests, savor chestnut cakes and
mountain cheeses, and listen to
stories that keep alive the witches,
spirits, and heroes of the past. Fe-
stivals bring communities together
with music, food, and folklore, cre-
ating bridges between generations.
In the small towns of this beautiful
territory, elders recount winters
of hardship and nights of storytel-
ling by the fire, while children race
through alleys that echo with lau-
ghrer.

Frignano is not a museum frozen
in time — it is alive, adapting while

I .
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preserving its soul. Its mountains
remain steady, but the people give
them meaning, weaving history,
legend, and daily life into a sin-
gle fabric. To explore this land is
to experience both the grounding
force of stone and forest and the
soaring ﬂight of imagination.

This is Frignano’s gift: a place whe-
re the natural and the mythical,
the historic and the present, merge
seamlessly. From Monte Cimone
to Lago Santo to the high meadows
of the park, it invites us to see the
world not only with practical eyes
but also with wonder.



[talian sustainability

Italy’s circular revolution, from wasted food
to vegan leather made of cofiee

We the Italians Editorial Scaff

Every vyear globally, roughly
one-third of all food produced -
about 1.5 billion tons — ends up
in the trash racher than on pla-
tes. That loss occurs even while
673 million people struggle with
hunger, and 2.3 billion face food
insecurity. Wastefulness like this
isn’t just a moral crisis — it’s also
a climate disaster, responsible
for nearly 10 % of all greenhouse
gas emissions.

In Italy, there are encouraging
signs of change, but the chal-
lenge remains enormous. Ac-
cording to recent data from the
Waste Watcher
Observatory, Italian households

International

discard over 6.7 million tons of
food annually, emitting some
5.5 million tons of CO, in the
process. During August 2025
alone, average weekly waste per
person reached 555.8 grams — a
reduction from 683 grams in

P



August 2024. The goal is to reach
369.7 grams per week by 2030.

Geographically, ~ waste  varies
across the country: central Italy
emerges as the most restrained
region (490.6 grams/week), whi-
le northern areas average s515.2
grams and southern regions climb
to 628.6 grams. Interestingly,
households with children waste
17 % less food than those without,
and the biggest municipalities
outperform smaller towns. The
most commonly discarded items

include fresh fruit (22.9 g), vege-

tables (215 g), and bread (195 g).
Economic pressures might be
nudging behavior: with food in-
flation surging — especially for
produce, oil, and rice — many
consumers have become more
deliberate in their purchases. The
report notes that 45 % of Italians
now try to consume perishable
foods first, while 21 % increase
shopping frequency and 19 % lean
toward longer-shelf products.
Still, 14 % say they haven’t altered
their habits, and only 6 % deny
that heat stress has affected food
spoilage.
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Italy also sees shifts in consumer

values: 37 % emphasize “Made in
Italy” goods in the context of glo-
bal tensions, especially among
35—44-year-olds and seniors. One
in ten prioritize low cost regar-
dless of sustainability, while 5 %
say they've cut food spending for
€Conomic reasons — a proportion
that doubles among those under
25. Two-thirds of Italians claim
they've increased or maintained
a high level of attention to envi-
ronmental impact in their food
choices.

This battle against waste inter-
sects powerfully with innovation.
In northern Italy, a starc-up cal-
led Biosyness is manufacturing a
new kind of vegan leather using
discarded coffee residue. Its foun-

der, Alireza Mansouri, combined
his studies in biotechnology and
bioeconomics with a novel vision:
transform coffee byproducts into
durable, eco-friendly material.

Globally, coffee processing ge-
nerates about 40 million tons of
waste every year. Among these
byproducts is “silverskin,” a thin
film that detaches during roasting
and accounts for 1—2 % of the be-
an’s weight. Biosyness acquires
it from Italian roasters, grinds
it, and fuses it with bio-derived
thermoplastic polymers — no sol-
vents, plasticizers, or synthetic
dyes involved. The resulting ma-
terial is modular: formulas can
vary between 50/50 silverskin to
bio-TPU or skew higher toward
biomaterials (80-95 %).
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The company reports abrasion re-
sistance up to 120,000 Cycles, uv
stability, fire-retardant options,
and a light, natural coffee scent
(removable via trearment). Rolls
of this leather are now available
in multiple colors and up to 6 mm
thickness. Importantly, at end of
life the material can be recycled
within plastic waste streams.

Biosyness claims its process cuts
CO, emissions and water use by
at least 80 % compared to con-
ventional synthetic or natural le-
ather. In the vegan leather market
projected to surpass a billion dol-

lars by 2030, European furnishin-
gs and accessories could account
for $47 million — of which nor-
thern Italy might capture $12 mil-
lion. Already, the company works
with a dozen Italian industrial
partners and aims for scalability
across the country.

Together, the stories of food wa-
ste and circular materials illustra-
te a broader shift in Italy — toward
biocircular systems, responsible
consumption, and technological
creativity that turns discard into
value. The path is long, but the

pieces are coming togcthcr.
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Italian historical trademarks

Lucano 1894

Associazione Marchi Storici d’Italia

Founded in the heart of Basilica-
ta and now one of the founding
members of the Association of
Historic Italian Brands, Lucano
1894 has turned a local liqueur
into one of the leading names
in Italy’s spirits industry. Ama-

ro Lucano was born in Pisticci,
in the province of Matera, at the
end of the r9th century, thanks
to the intuition of a young man
named Pasquale Vena. Its success

was immediate — so much so that

it soon became the official sup-
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plier to the House of Savoy.

After a forced break during Wor-
1d War II, caused by a shortage of
raw materials, the company resu-
med its path of growth, evolving
from a small artisanal workshop
into a nationally recognized en-
terprise. It was also among the
pioneers of modern advertising,
investing in innovative campai-
gns and memorable slogans -
most notably the famous “Cosa
vuoi di pifl dalla vita? Un Luca-

7

no” (“What more could you want
from life? A Lucano”), which be-
came a registered trademark of

the brand icself.

Today, Lucano 1894 celebrates its
heritage through initiatives such

as the “Essenza Lucano” Museum,
where young artists and designers
reinterpret the company’s story in
a creative language that speaks to
new generations. While maintai-
ning a strong bond with its roots
and the Lucanian territory, the
company plays a key role in pro-
moting the image and values of
Made in Italy around the world.

Alongside tradition, innovation
has become a strategic driver
of growth — from refreshing the
brand identity to developing new
products and forming partner-
ships with other Italian excellen-
ce. Lucano 1894 has shown how
to look to the future without lo-
sing authenticity. The focus on

high—quahty raw materials, atten-
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tion to local communities, and
commitment to a more respon-
sible supply chain now form the
pillars of its entreprencurial vi-
sion.

The Vena family, now in its four-
th generation with Francesco, Le-
onardo, and Letizia Vena, leads
the company alongside experien-
ced managers and consultants,
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continuing its expansion in inter-
national markets. Today, Amaro
Lucano is sold in over 30 coun-
tries, serving as an ambassador of
I[talian culture around the world
— a historic brand that not only
preserves more than 130 years of
tradition, but continues to evol-
ve with a focus on sustainability,
innovation, and consumer well-

being.
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[talian sport

Federico Pasquali

There’s

cyclist’s life when the roar of

a moment in every

the peloton fades into a distant
echo. The wheels stop whir-
ring, the radios go silent, and
all that’s left is breath. Elia Vi-
viani has crossed that threshold
many times: on the final strecch

of a Giro dTralia stage, on the

gleaming wood of an Olympic
velodrome, or during the lonely
winter miles of training,.

Always there, in that suspen-
ded instant where time seems to
bend, Viviani has found himself.




Maybe that’s why, in the end,
they called him “the man who
beat time.”

Born in 1989 in Isola della Sca-
la, near Verona in Veneto, he
tried everything as a child: ten-
nis, skating, soccer. But it was
the bike, that hght and noisy
machine, that captured his he-
art. As a teenager, he switched
effortlessly between road and
track. While others chose one
path, he refused to.

To him, there was no border
between asphalt and wood,
between the wind that pushes
and the air that resists. The
two worlds blended together.
That duality, which would be-
come his signature, was a]ready

taking shape back then, amid

the flatlands of home and his

first national races. And when
cycling entered a new era with
the birth of the World Tour,
Viviani was ready for the glo—

bal stage.

In 2010, he signed his first
professional contract with Li-
quigas-Doimo. A polite, soft-
spoken young man off the bike,
he transformed the moment
he gripped the handlebars. In
his first stage races, he showed
startling speed. He wasn't yet
the champion he would beco-
me, but it was clear he had so-
mething rare - a nacural smo-
othness, a perfect balance of
power and control. In modern
Cycling, few have dared to live
two athletic lives at once. For
most cyclists, the track is a

v
.
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youthful memory, a brief detour.
For him, it was always another
home.

When he joined Team Sky in 2015,
he entered a scientific, almost mi-
1itary environment. Everything
was regulated, from schedules to
diet. But for Viviani, science never
replaced instinct. He was an ath-
lete who listened to his body, not
just his data. And when he lined
up in the Italian jersey at the 2016
Rio Olympics, he carried both
parts of himself: English discipli—
ne and Italian fire. On August 14,
2016, inside the Rio velodrome, he
rode the omnium of his life. That

race, a blend of endurance, tactics,
and explosiveness, was the perfect
expression of who he was.

By the end of the day, when the
scoreboard lit up and “Viviani”
stood above all the others, time
truly stopped. Italy saw an Olym-
pic track gold it hadn’t seen in de-
cades. Through tears and disbelief,
he realized that Victory was more
than a medal: it was proof that one
could live between two worlds wi-
thout betraying either.

After Rio, he turned his focus back
to the road. In 2018, he joined Qui-
ck-Step, the cathedral of sprinters.
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In that winning machine, Viviani
found his purest form. That year,
he became one of the fastest men
on the planet, taking four Giro
d'Tralia stages, three at the Vuel-
ta a Espana, the points classifica-
tion, and a string of prestigious
races. His sprinting style was ele-
gant - almost surgical - NO panic,
only timing. As the peloton split,
he found the right line and laun-
ched. In a few seconds, anticipa-
tion became certainty. In 2019, he
added a Tour de France stage and
a European Championship title
to his résumé.

After Quick-Step came Cofidis.

During the pandemic, Cycling

changed again, and so did he. He
returned to the track, winning
world medals and an Olympic
bronze in Tokyo. He was no lon-
ger racing just for himself, but
for the craft, for a profession that
must outlive results. Every time
he mounted his bike, his body
carried twenty years of memory:
his first races, triumphs, defeats,
and early morning starts. Perhaps
that’s what “beating time” truly
means.

When he rejoined Ineos in 2022,
he was a different man - not the
ambitious youngster from a de-

62
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cade earlier, but a mature athle-
te - one who could read a race,
knowing when to push with his
legs and when to rely on his mind.
He kept winning smaller road ra-
ces, but when he decided to focus
once more on the velodrome, the
circle began to close. The track
was no longer the place of youth,
but of remembrance.

Between 2021 and 2022, he beca-
me world champion in the eli-
mination race, a ruchless, fasci-
nating event where the last rider
cach lap is eliminated. It’s almost
a metaphor for sport itself, whe-
re endurance is as much mental

as physical. That world title at 33

symbolized an athlete refusing

to yield to the calendar: a way of
saying that time could still be be-
aten, at least for a few more laps.

And then came 2025. Viviani still
races, less frantically but with the
same grace. In the spring, he wins
a stage at the Tour of Turkey, as if
to prove his legs still have power.
When he lines up at the Track
World Championships a month
ago, no one knows it will be his
final race. Crossing the finish line
first, Claiming gold in the elimi-
nation race once again, he doesn’t
even raise his arms. He simply
smiles, as if that victory, more
than a triumph, were a farewell
to a world that owes so much to a
Champion named Elia Viviani.
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[talian good news

We the Italians Editorial Scaff

New data indicate that Italian
workers are feeling increasin-
gly satisfied with their jobs - a
positive trend that’s emerging
across nearly all regions, from
Lombardy to Sicily. The shift
reflects a broader cultural and
organizational change that’s re-
shaping the way Italians view

work, well-being, and personal
fulfillment.

Several factors are fueling this
rise in happiness. Flexible work
schedules have become more
common, helping employe-

es balance professional duties
with personal and family life.
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Remote and hybrid work — once
a temporary response to necessity
— is now a standard practice, par-
ticularly in central and northern
Italy. Employers are also giving
greater importance to mental he-
alth, creating wellness programs
and offering extra time off to pre-
vent burnout.

Management culture is evolving
too. Many companies are adop-
ting more collaborative appro-
aches where communication is
open and workers are encouraged
to contribute ideas. Employees
report feeling more appreciated
and involved — and when people
feel heard, motivation natural-
ly grows. Recognition, whether
through promotions, bonuses, or
even small acknowledgments, re-
mains one of the strongest drivers
of satisfaction.

While salaries have not risen dra-
matically, the overall quality of
employment packages has impro-
ved. Many firms now offer better
health coverage, childcare and
family support, education bene-
fits, and additional vacation time.
These perks are particularly va-
lued by workers secking stability
or trying to balance multiple re-
sponsibilities.

Interestingly, the biggest gains
in job satisfaction are being re-
ported in central and southern
Italy — especially in regions such
as Campania, Puglia, Sicily, and
Lazio. After years of economic
challenges, these areas are now
benefiting from new investments
in digital infrascructure, regional
development, and local entrepre-
neurship. Smaller towns and rural
arcas are also showing signs of re-

vival, as employers modernize and
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adopt people-centered policies

that make local jobs more appe-
aling.

Northern regions like Lombar-
dy, Emilia-Romagna, and Veneto
continue to lead in innovation
and workplace flexibility, but
they now face stronger competi-
tion from the South, where youn-
ger professionals are increasingly
choosing to stay rather than mi-
grate northward or abroad. This
rebalancing of opportunities  is
helping reduce regional dispari-
ties that have long defined Italy’s
labor market.

The sectors showing the sharpest
improvements include technolo-
gy, design, and professional servi-
ces — fields where autonomy, cre-
ativity, and digital tools enhance
daily work. However, manufactu-
ring, agriculture, and manual tra-
des still face challenges linked to
physical strain, safety, and limited
ﬂexibility.

Experts suggest that happier wor-
kers could translate into stronger
productivity, lower turnover, and
a more competitive labor market
overall. Companies that invest in
employee well-being are already
reporting higher engagement and
creativity — proof that satisfaction

pays off.

To maintain this momentum, le-
aders must continue to prioritize
flexible work models, transparent
communication, and fair treat-
ment. Regional governments can
play a vital role by supporting
training programes, modern infra-
structure, and policies that pro-
mote equal access to opportuni-
ties.

Across Italy — from Milan to
Naples, from Florence to Palermo
— the message is clear: when work
culture evolves toward balance
and respect, people thrive, and so
does the country.
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Interview with Marco Carbone

super Mario Turns 40. How an Italian American

Umberto Mucci

In September - forty years ago -
Nintendo released a video game
that changed the history of‘global
entertainment. [t was called Su-
per Mario Bros., and it featured

an [talian American plumber who

hlld already appeared in a pre—

vious game, Donkey Kong (1981).
That game was so successful that
in 1983 Nintendo launched Mario
Bros. But it was in 1985 that Ma-
rio - now Super Mario - became a
worldwide phenomenon.
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Donkey Kong 1981

To mark the fortieth anniversary
of this global success, We the Ita-
lians is pleased to host Professor
Marco Benoit Carbone, author of
one of the most complete and insi-
ghttul essays ever written on Super
Mario: Olive Face. [talian Voice:

Constructing Super Mario as an

[talian-American (1981-1996).

Professor Carbone, I'd like to start
by asking how your interest in the
character of Super Mario began.

My ﬁrSt memory Of thiS Character

goes back almost forty years, to an
elementary school party. I remem-
ber everyone’s eyes fixed on a gray
box, which I soon discovered was a
Nintendo console, and a single ob-
sessive chant: “Let’s play Super Ma-
rio.” Seeing characters that could
move freeiy on the TV screen was
fascinating. Then [ became curious
about the fact that the character
had an Italian name.

Several years later, I learned that
Nintendo games came from Japan.
So I began to wonder what the story

Mario Bros 1983

21983 Ninrtendo

CREDIT ©
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Super Mario Bros 1985

1 PLAYER GAME
2 PLAYER GAME

behind Super Mario was. I think
it was in those moments that a
certain vague curiosity began to
take shape. Many years after that,
it grew into a historical interest
in a pop icon that has reached the
popularity - and perhaps, in part,
the cultural signiﬁcance - of a
Donald Duck or a Mickey Mouse.

In your work, you describe the
three main stages in the writing of
the character Super Mario, from
his beginnings to his evolution...

[ simply outlined - without inten-
ding to be too schematic - a few
stages in the development of a
long-lived and now multifaceted
intellectual property.

In the early 1980s, Super Mario
Was a Very generic Mediterranean
character: an Italian American,
as that identity might have been

perceived from the perspective of
a Japanese creator who loved co-
mics and cinema - Shigeru Miya-
moto. This artist had been hired
by Nintendo, a company that
had originally produced playing
cards, some under license from
Walt Disney.
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Super Mario Bros Game and watch

SUPER MARIO BROS.

SUPECR

219853 ~-2020 NINTENDD

- 1 PLAYER GAME
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Miyamoto set out on a special
mission: to transform the com-
pany’s video games, based in
Kyoto, into experiences that
weren't just about skill and
challenge, but revolved around
stories, gags, and memorable
characters. He worked on se-
veral games that would prove

QOO0

revolutionary in terms of desi-
gn and character presentation:
Donkey Kong, Mario Bros., and
later Super Mario Bros., which
had an explosive commercial
impact.

At first, we control Jumpman.
He later takes the name Ma-
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rio - perhaps because Miyamoto
was looking for a character who
wasn't too Japanese or too stere-
otypical, someone recognizable
and funny both in Japan and in
the United States, a market Nin-
tendo was strongly targeting. As
for the Italian connection, maybe

Miyamoto had seen The Godfa-
ther by Francis Ford Coppola, or

perhaps he had been exposed to
the classic imagery of the Italian
immigrant working-class man
with suspenders and a flat cap - a
figure often seen in films and ani-
mated productions.
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There was probably also a broa-
der cultural context dating back
to the postwar years. If the goal
was to create a likable, slightly
quirky, and original character,
then an Italian one might work.
Japan viewed Italy as a particular
kind of “West”™: not the American
superpower or the former British
Empire, not the industrial rival
Germany or the proud France.
Perhaps Traly was different, as
some scholars like Toshio Miya-
ke have suggested - it was a fai-
led former ally of World War II,
and a country perceived as tied to
folklore, cuisine, art, traditions,
and family values, all seen as po-
sitive traits in Japan. In any case,
the vagueness of the Iralian refe-
rence made it intriguing.

Moreover, as [ mentioned, Ita-
lians were well known in Ameri-
can culture - the market in which
Nintendo had strong commercial
interests. When Super Mario arri-
ved in the United States, the cha-
racter became a success, perhaps
beyond Nintendo’s own expecta-
tions. Maybe this was because,
in that multiethnic, immigrant
nation, Italian Americans were
a very recognizable demographic
group, turning Mario into a pop
phenomenon. Everyone wanted
to license the character’s memo-
rable face for all kinds of mer-
chandise: pasta boxes, pins, sti-
ckers, telephones, detergents,
comic books, cartoons, and TV

shows - where his “ethnic” traits

were often exaggerated.

12
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Brooklyn

BROOKLYN NETS X SUPER MARID BROS

The Japanese creators took note
of this success. Toward the end
of the 1980s, they updated Super
Mario’s model sheet (a document
describing the character for pro-
duction and creative use), speci-
fying that he was Italian Ame-
rican - more precisely, a New
Yorker from Brooklyn.

That trait would continue to
define the character to this day,
although in later decades the
company chose to handle Mario’s
identity with great flexibility. In
some games, his only Italian fea-
ture is his name. Mario became

part of a vast, Disney-like uni-
verse of characters encompas-
sing hundreds of games and pro-
ducts. Super Mario is Nintendo’s
most successful brand, and the
character must remain well-de-
fined enough to be memorable,
yet vague enough to adapt from
one product to another - from a
classic platform game to a tennis
match.

Nonetheless, in many instances,
his Italian identity becomes more
pronounced: Mario rides a Ve-
spa, utters phrases like “mamma
mia” and “it’s-a-me, Mario” (with
that trademark schwa between
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vowels, straight from the Italen-
glish C]iché), and dreams of pla—
tes of spaghetti, pici, ravioli, and
lasagna.

Your research focuses particular-
ly on voice, dubbing, and accent.
Could you tell us more about this
topic?

Around the mid-1990s, new me-
dia and technologies were evol-
ving. Orchestral music, voice
acting, and recorded dialogue
started to become potential sel-
ling points because they made
characters feel more alive and dy-
namic. Nintendo began experi-
menting with giving Super Mario
a voice, and after a few trials in
niche products, decided to make
it official in Super Mario 64.

That voice was provided by actor
Charles Martinet, who - althou-
gh recently replaced - remains
the voice most audiences asso-
ciate with Mario. Martinet is a
seasoned performer, and when
it came time to experiment with
what kind of voice Mario should
have, he began with the idea of
an Italian accent. In shaping it,
he drew on a well-established re-
pertoire of national “types” (and
stereotypes) that actors and voi-
ce performers had long used for
cartoon characters - and not just

it’s-a-me, Mario

cartoons. Ever since the advent
of sound cinema, there have been
fascinating acting manuals filled
with stereotyped instructions on
how to reproduce the speech pat-
terns of various ethnicities and
nationalities.

Charles Martinet
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Super Mario 64

The result was a kind of hyperre-
al Ttalian - warm and humorous
- that playfully exaggerated traits
English speakers tend to associa-
te with Ttalians: the rolled 1, the
inserted vowel in it's-a-me, and a
certain musical rhythm.

What's the difference between this
and Wiseguy English, the cadence
used by many Italian American
film characters that shaped the
popular image of Sicilian-accented
[talian Americans in flat caps?

Before Martinet, there had been a
few attempts using deeper, more
adule male voices with accents
typical of New Jersey or nearby
areas. But Martinet struck a uni-
que balance by blending two ac-
cent types. The first is that of a se-
cond-generation Italian American
- the kind you hear in movies, espe-
cia]ly gangster films - which could

be described as an ethnically ac-

cented native English. The second

is a deliberately and playfully un-
grammatical inflection, like that of
a non-native speaker, delivered in
a bright, childlike register, as youd
expect from a joyful, cartoonish
character with a neotenic look.

The mix turned out to be a huge
success - and it became the stan-
dard for the Super Mario voice.

What is the relationship between
Super Mario and the stereotypes
and cliches that have always sur-
rounded Italian Americans?

When Super Mario made his way
to the United States, a flood of li-
censed produces followed. Some
of these were video games - and in
those cases, Nintendo maintained
relatively tight control over how
its characters were portrayed, ke-
eping them within the boundaries
of products designed to emphasi-
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ze cultural indeterminacy and a
whimsical, fairy-tale tone meant
to appeal to audiences all over
the world. In other cases, such as
the television series produced in
the U.S., the fact that they were
external productions led to more
localized cultural portrayals.

As a result, a few old stereotypes
resurfaced - though in a lighthe-
arted and harmless way. In the
TV series The Super Mario Bros.
Super Show (1989), a mix of ani-
mation and live action, Mario
and Luigi are portrayed as loud,
boisterous, working-class Tralians
obsessed with food - a familiar
trope in Anglophone popular cul-
ture. In some episodes of the same
series, there are “turf war” sce-

nes between cartoonish factions
where Mario and his friends wear
pinstripe suits, along with other
visual references that risk evoking
the image of the Italian American
gangster - a figure that has long
shaped portrayals of Iralians in
the U.S. (drawing criticism from
organizations like the Iralian An-
ti-Defamation League, but also
contributing to the enduring and
controversial glamour of New

Hollywood films).

In any case, a few traces of stere-
otyping even seeped into the loca-
lization of the games themselves.
The evil little mushrooms Mario
crushes in the original Japane-
se version were called kuribo; in

English, they became the “Goom-

Super Mario Brothers Super Show
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Goombas

bas,” derived from “goombah” or
“coombah.” This slang comes from
regional dialects spoken in Italian
American communities - compa-
. \ .
re, cumpari, cumpa. In the U.S., it
could mean both “friend” and, un-
fortunately, “neighborhood gang-

ster.”

In your essay, you introduce the
concepts of “oliveface” and “olive-
voice.” What do you mean by that?

They’re two terms [ use to discuss
how cultural industries - such as
film, media, and even video ga-
mes - have codified Mediterrane-
an characters through an ethnic
lens: that of the olive, or olive-to-
ned identity. The “olive face” is
that of the typical or stereotypical

Mediterranean character - darker
skin, prominent features, body
hair, passionate temperament,
and other cultural projections
and expectations. “Olive voice,”
by metaphorical extension, refers
to the way of speaking a second
language with the accent of a Me-
diterranean character.

When Mario was first given a
spoken voice, Nintendo hired so-
meone who neither spoke Italian
nor was of Italian descent. The
actor, therefore, performed the
voice from outside the culture. To
do so, he drew upon established
cues for how an “Italian” should
sound in a cartoon or similar
medium. These cues weren't just
informal conventions - they were
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also reflected in acting manuals
of the time, which offered preci-
se guidance on how to reproduce
“foreign” accents. This reflected
how Anglophone culture percei-
ved non-native languages as so-
mething minor, easily reduced to
a few recognizable traits.

Historically, such cliches provi-
ded actors and voice performers
with “economical” formulas: the
Mediterranean character should
this

should pronounce English with

have olive  complexion,
an Italian (or Greek) accent;
perhaps they love olive oil, pizza,
and pasta - just like our neighbor,
our friend who runs the Italian
restaurant, or like the Super Ma-

rio from the TV series.

The oliveface character, then,
displays recognizable traits be-
lieved to belong to their group -
positive or negative - which may
be internalized or rejected by
members of that group themsel-
ves. Stereotypes, in fact, pose a
potential “threat” to those being
represented (hence the term ste-
reotype threat): according to
such generalizations, all Tralians
should be dark-haired, should
speak in a certain way, should
have a certain personality, should
love pasta, should share the same
culture and history. But what if

that’s not true?

Cultural industries and media
have always been central to the-
se now widely debated processes
- from issues of wartime propa-
ganda to contemporary questions
of diversity in cinema. My for-
mulation draws on Black theory,
a field that critically examines
the power of cultural industries
to create symbolic realities with
significant political effects. For
centuries, Black and Indigenous
identities have suffered simplifi-
cations, caricatures, and degra-
ding practices such as blackface,
which reduced them to comic
stereotypes in stories where they
were objects of ridicule.

By talking about oliveface and
olivevoice, I didn’t intend to
draw an exact parallel between
that long history of abuse and
degradation and the Italian or
Mediterranean experience - the-
se are very different stories, even
though TItalian identities have
historically occupied a complex
place within the dominant Ame-
rican notion of “whiteness.” My
goal was simply to focus on the
representational  processes  that
show clear parallels: the commu-
nication of a stylized, simplified
identity.
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Bob Hoskins

Super Mario is an [talian Ame-
rican  plumber from  Brooklyn,
starring in games, movies, ads,
and TV shows. What impact has
he had on American and Iralian
American youth culture?

A remarkable impact - becau-
se, as | mentioned earlier, Super
Mario has become a pop icon ca-
pable of transcending the world
of video games alone.

In the United States, Italian
Americans are a recognizable
and well-loved group. During the
1980s - and especially the 1990s -
Italy itself was becoming global-
ly recognizable thanks to Made
in Iraly: fashion, food, automo-
tive design, art. People spoke of
an “Italy boom” in many parts of

the world, when everyone began
to celebrate Italian cuisine, pa-
sta, wine, and opera music. Being
[talian was, for a long time, hip
- and at times, even fashionable.

This definitely influenced the

character’s success. However,
as | mentioned, there’s been a
transformation in the way Su-
per Mario and other characters
express their “Italian-ness.” In
recent years - perhaps over the
past decade - the Japanese pa-
rent company has taken a much
more careful and strategic appro-
ach to managing its assets. Now,
the most diverse products show a
much greater visual and thematic
consistency than in the past. The
animated Super Mario we see in

theaters today is a very Coherent

%



%5

extension of the current video
game version - he has the same
face, lives in the same worlds, and
is essentially the same character.

In short, it's unlikely we'll ever see
another movie like the one star-
ring Bob Hoskins as the stocky
[talian plumber (Super Mario
Bros., 1993), which had little to
do with the cartoonish video ga-
mes of the time - or another TV
show featuring Mario and Luigi
as middle-aged, loud, and jokey
plumbers, like in the television
series of the 1980s.

Forty years after the release of Su-
per Mario Bros., why do you think
this character has enjoyed such
extraordinary success?

It’s certainly a combination of
factors - perhaps, taken together,
difficult to decode or even im-
possible to fully grasp - though
we can try to identify a few of
them.

Without a doubt, Super Mario is
synonymous with and a guaran-
tee of high-quality video games.
In some cases, these games have
represented true turning points
in the history of design. Thanks
to them, at certain moments in
time, the company itself became

synonymous with video games.
This success is transgenerational:
today’s products also sell the no-
stalgia of those who grew up with
them - people who now buy the
new versions for their own sons

and daughters.

Many of the games starring Su-
per Mario embody a philosophy
aimed at transporting players
into a carefree dimension. They
are almost always suitable for all
ages and reflect the company’s
historic ability to harmonize
the many capacities of the video
game medium - which is at once
science and art, combining the
thrill of control with immersion
in imagery, sound, and story. Su-
per Mario represents a universal
fantasy: running through mea-
dows, jumping across floating
platforms, soaring through the
air, swimming underwater. These
mediated activities perhaps re-
spond, on a psychological level,
to the energetic drive of childho-
od - to that happy oasis theorized
by Eugene Fink, who reflected on
the essential existential role of

play in human life.

Super Mario’s face - with its now
distinetly youthful, rounded fe-
atures - his gentle temperament,
and his positive characterization
have made him a versatile figure
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through WhOl’l’l players can fOTgCt

the constraints of daily life, of
the body, and of age. Mario is an
avatar that fulfills, in an almost
universal way, our Peter Pan syn-
drome.

Finaﬂy, perhaps part of his ap-
peal really does lie in his Ita-
lian-ness: many of the positive

stereotypes about Italy portray
us as lovable, cheerful, loyal, pas-
sionate, and lovers of beauty and
goodness - friendly and harmless.
So, Super Mario may appear not
only exotic yet familiar, but also
capable of evoking some of tho-
se long-standing, romantic, and
imprecise - yet deeply desirable -
ideas about Italy.
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[ralian design

La Spezia named
UNESCO creative city for design

Alberto Improda

Italy’s design industry has recent-
ly received a prestigious and im-
portant international honor. On
October 31, 2025, Audrey Azou-
lay, Director-General of UNE-
SCO, ofhcially proclaimed La
Spezia a UNESCO Creative City
for Design

The UNESCO Creative Cities
Network was established in 2004
to0 promote cooperation among
cities that recognize creativity
as a strategic element for sustai-
nable urban development.

Announcing the new designa-
tions, Azoulay stated: “UNESCO
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unesco

Member of

the Creative Cities Network

Creative Cities show that culcu-
re and creative industries can be
concrete drivers of development.
By welcoming 58 new cities, we
are strengthening a network whe-
re creativity supports local ini-
tiatives, attracts investment, and
fosters social cohesion.”

The designation is  permanent
and recognizes the city’s excellen-
ce in the field of nautical design
- Celebrating La Spezia’s creativity
and production n yacht and su-
peryacht design.

La Spezia (Liguria) iS now con-
firmed as a world capital of the
maritime industry, home to the

design and production hubs of
leading yacht and superyacht
brands, as well as a g]obal referen-
ce point for innovation, sustaina-
bihty, and maritime culture.

The city - known as the capital of
the Gulf of Poets - joins 49 other
global cities recognized by UNE-
SCO for design, including Dubai,
Shanghai, Berlin, Montréal, Ban-
gkok, Buenos Aires, and Valencia.
Mayor Pierluigi Peracchini
expressed his pride: “This extra-
ordinary recognition celebrates
the history, vision, and talent of
our community. We worked tire-
lessly on this project, and today

our efforts have been rewarded.
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For La Spezia, design is not just
a vocation - it’s a language that
tells the story of our culture and
our ability to blend tradition
with innovation. From the craft-
smanship of shipwrights to the
activities of the Naval Arsenal,
from furniture manufacturing to
interior and advanced nautical
design, our city has transformed
know-how into excellence, con-
tributing decisively to the global
prestige of Made in Italy. This re-
cognition marks both a historic
milestone and a new beginning:

it strengthens Italy’s position on
the international design scene
and confirms La Spezia as a true
laboratory of creativity and su-
stainability. We are national lea-
ders in the blue economy, and we
will continue to invest in this sec-
tor. The UNESCO Creative City
brand for design fills us with pri-
de - it’s a collective heritage that
belongs to all the people of La

Spezia.”

City Councilor for Heritage Ma-
nuela Gagliardi also expressed

La Spezia e Citta Creativa UNESCO
per il Design 2025

ia Citth della Spezia  Citta defla Spezia  Citta dh

a Cittd della Spezia  Citta della Spezia




great satisfaction: “This impor-
tant recognition places our city
among more than 400 UNESCO
cities worldwide. It’s a showca-
se that will allow us to highlight
our culture and our excellence in
design - always a cornerstone of
our community. We believed in
this project from the very begin-
ning, back in 2022, confident that

we had everything it takes to be

selected. Together with key sup-
porters, we built a proposal that
captured the unique elements of
La Spezias design culture - ele-
ments the UNESCO commission
truly recognized. We are thrilled

&
R

and proud of this achievement
and of the international visibility
our city is now gaining.”

According to Mario Gerini, Presi-
dent of Confindustria La Spezia,
this highly coveted recognition
“rewards our identity as a capi-
tal of innovation and creativity
applied to industry and confir-
ms the quality of our production
ecosystem.”

A decisive role in La Spezia's
successful bid was played by the
Miglio Blu (“Blue Mile”) - a short

stretch of coastline, just over one

LA SPEZIA ENTRA UFFICIALMENTE
NELLA RETE DELLE CITTA CREATIVE
DELLUNESCO = 7 7y

Sl
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nautical mile long, between Molo
Pagliari and Muggiano, where
some of the world’s most renow-
ned nautical companies are loca-

ted.

In this area, luxury yacht and me-
gayacht builders such as Sanlo-
renzo Yache, Riva, Ferretti Group,
Baglietto,  Fincantieri, Perini
Navi, Cantieri Navali La Spezia,
and Navale Michelini operate -
making it one of the world’s most
concentrated centers of nautical

GXCCHCHC€.

La Spezia also hosts the National
Hub for Underwater Technolo-
gies, which attracts designers and
professionals from across the glo-
be, fostering continuous scienti-
fic, cultural, and creative exchan-
ge.

A network of research centers,
university campuses, and cor-
porate R&D departments make
the city an extraordinary inter-
national laboratory for the Blue
Economy, with a strong speciali-
zation in sustainable nautical de-
sign.

Culturally, La Spezia is a vibrant
city filled with theaters, museu-
ms, and creative spaces, as well as
an educational hub of excellence:
it is the only city in Europe offe-
ring a complete academic path in
nautical design - from high school
diploma to master’s degree.

The city’s application dossier pla-
ced particular emphasis on su-
stainability, with several initia-
tives addressing social inclusion.
Among the proposed projects,
special attention was given to in-
clusion through the active invol-
vement of local non-profit orga-
nizations and social associations.

One of the most forward-looking
projects aims to attract young ta-
lent by inviting high school stu-
dents from other UNESCO Cre-
ative Cities to visit La Spezia and
discover its university course in
nautical design.

The hope is that this recognition
will not only mark a crowning
achievement but also serve as a
powerful starting point for La
Spezia’s continued growth and
for the global strengthening of
Italian design - both nautical and

beyond.

That vision is shared by Federi-
co Giorgilli of La Spezia, who
coordinated the preparation of
the UNESCO dossier in colla-
boration with city offices: “This
title will allow us to broaden our
horizons and open new paths of
collaboration, generating positive
outcomes for young people, stu-
dents, businesses, workers, and
local associations alike.”

%



e
’??Wi.s- oy

R |

[talian culture and history

Exploring the renaissance city of Urbino

We the Italians Editorial Scaff

Nestled atop a hill in Italy’s Mar-
che region, the city of Urbino
invites all who wander its win-
ding streets into a journey back
to the heart of the Renaissance.
The town’s urban fabric remains
remarkably intact—streets, wal-

Is and mOftOps still retain the

character the\/' gained during the
JC O
lsth Century cultural CXplOSiOH.

One of the city’s defining mo-
numents is the Palazzo Ducale
- a masterpiece of Renaissan-
ce architecture commissioned
by Duke Federico da Montefel-
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tro. From its elegant facades and
towers to the grand loggias and
refined courtyard, the palace em-
bodies the concept of a “city in the
shape of a palace” and stands as a
symbol of how art, power and pla-
ce merged in Urbino’s golden age.
The historic centre of Urbino was
recognised as a UNESCO World
Heritage site in 1998 in light of
its outstanding urban and archi-
tectural heritage—and especially
for its role in nurturing artists,
scholars and humanists who re-
shaped European culcure. Within
the city’s walls one sees the re-

sult: the Cathedral, monasteries,

oratories, stately homes and for-
tifications all forming a coherent
ensemble.

Moving through the narrow al-
leys, you'll spot stone paved ramps
and stepped walkways that link
the slopes of the hill. Houses lean
gently into each other; there are
small medieval towers, Renais-
sance palazzos, and peerless views
across the green undulating land-
scape of the Appennines. The vi-
sta from the city’s fortifications
gives a sweeping panorama of red
tile roofs and valley below - an

image that seems frozen in time.







Art remains central here. The

National Gallery housed in the
Palazzo Ducale holds works by
masters of the Renaissance era,
offering visitors glimpses of por-
traits, landscapes and sacred sce-
nes that once inspired the court
and city alike. Meanwhile the
birthplace of Raphael Sanzio lies
within the old town - a modest
home today turned museum, re-
minding us that this UNESCO
town was not only a political
seat but also a seedbed of art.

Urbino is also home to one of
Italy’s oldest universities, foun-
ded in 1506 but with origins
that trace back to the r2th cen-
tury. The University of Urbino
has long been a center of edu-

cation and scholarship, drawing
students from across Italy and
beyond. Its presence in the town
adds to the lively atmosphere,
where the streets and piazzas are
filled with young minds enga-
ging in intellectual pursuits. The
university has been instrumen-
tal in preserving and enhancing
Urbino’s culcural heritage, and
its historic buildings blend se-
amlessly with the town’s Renais-
sance architecture, making it an
integral part of the city’s charm.
Time in Urbino moves at a gra-
cious pace. Outside the art filled
interiors, caf¢s line tiny squares,
students from the local univer-
sity mingle with tourists, and
the rhythrn of daily life remains

unhurried. The preservation of

92
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the urban layout and historical
volume means that architecture,
street life and topography merge
seamlessly.

Ifyou plan to visit, allow yourself
to climb the slopes connecting
one quarter to another, pausing
at vantage points where you can
look back on the rooftops and
onward to the horizon. Consi-
der visiting the palace at a meal
break, then wander toward the
museum or the cathedral. In the
evening the town quiets, lights
come on, and the silhouette of

the Palazzo stands out against

twilight—serene, elegant and sli-
ghtly remote from the bustle of
modern travel.

In short, Urbino is more than a
city to tick off a list - it is a living
relic of the Renaissance, preser-
ved in stone and atmosphere. It
offers visitors the rare chance to
walk within a world shaped by
humanist ideals, architectural
ambition and artistic excellen-
ce—and to feel how that legacy
still lingers in narrow lanes, lofty
loggias and silent courtyards.




[talian healthcare

In recent years, ltaly has achie-
ved one of the most encoura-
ging public—health successes in
its modern history —a sharp
decline in deaths caused by
non-communicable  diseases

SUCh as cancer, heart diSGLlS€,

We the Italians Editorial Scaff

stroke and diabetes. Betwe-
en 2010 and 2019, the risk of
dying before age 80 from these
chronic illnesses fell l))%' about

2.5 pGIC€11t21g€ points {:Ol' WO-

men and 4.2 points for men.
Behind those numbers lies a




mix of social change, better

prevention and a stronger he-
alth-care system.

The improvement is not acci-
dental. Traly’s National Heal-
th Service has long emphasi-
zed prevention and access for
everyone, and in the past deca-
de those efforts have expanded.
Screening programs for breast,
cervical and colorectal cancer
have become more widespread
and effective, while campaigns
promoting healthier lifestyles
— less smoking, more exercise
and better diets — have gained
real traction. These measures,
combined with advances in

treatment and earlier diagno—

sis, have saved tens of thou-
sands of lives.

The fall in male mortality 18
particularly striking. Men in
[taly have historically shown
higher rates of smoking, al-
cohol use and high blood pres-
sure, but recent years have seen
steady improvements in habits
and treatment. Public educa-
tion, anti-tobacco laws, and the
Mediterranean diet’s lasting
influence have all contributed.
Cardiovascular deaths, once a
major threat to men in midd-
le age, have dropped thanks to
better control of hypertension,
cholesterol and diabetes, and
faster emergency response for

%
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heart attacks and strokes.

For women, the decline in mortality
reflects decades of investment in can-
cer prevention and a growing aware-
ness of gender-specific health risks.
Regular screening, improved gyneco-
logical care and broader health lite-
racy have played a crucial role. Wo-
men also tend to seek medical advice
earlier than men, which increases the
cffectiveness of ecarly detection and
management.

Equally important is the role of Italy’s
universal health-care system. Despi-
te financial pressures, it continues to
guarantee coverage for all citizens and
to deliver complex treatments at low
or no cost. Hospitals and regional he-
alth authorities have improved their
capacity to manage chronic condi-
tions, offering continuous follow-up
and integrating primary care with
specialist services. This long-term sup-
port helps patients live longer, heal-
thier lives even with chronic disease.

Italy’s population is among the oldest
in the world, and that demographic

October 2025

reality makes the progress even more
meaningful. Fewer premature deaths
mean that more people reach old age
in good health, but it also highlights
the need to prepare for new challen-
ges: managing multiple chronic condi-
tions, maintaining quality of life and
ensuring that prevention reaches the

clderly as effectively as the young.

While the country still faces lifesty-
le-related risks — obesity, sedentary
behavior and persistent regional ine-
qualities in health outcomes — the
trend is clear: Traly is moving in the
right direction. The data confirm that
public-healch  policies,  prevention
programs and equitable access to care

make a measurable difference.

In short, Italy’s decline in deaths from
non-communicable diseases is not just
a statistical victory but a cultural one.
It reflects a society that values preven-
tion, community health and solidari-
ty. The next step will be to keep stren-
gthening those values — so that living

longer also means living better.




[talian curiosities

The story of the Leaning Tower of Pisa,
a heautiful mistake

We the Italians Editorial Scaff

In August 1173, under the Tuscan
sun in the Piazza dei Miracoli, ma-
ster builder Bonanno Pisano began
what was meant to be the most ma-
gnificent bell tower of the Cathe-
dral of Santa Maria Assunta. Pisa,
then a powerful maritime republic,
wanted a monument that would

display its glory to the world. But
beneath the surface, the soil held

a hidden flaw — layers of sand and
clay so soft they could barely sup-
port the weight of marble.

By 1178, when the third level was
finished, the tower began its slow
lean toward the south. Workers
were stunned, unsure whether to
continue or tear it down. Soon
after, wars with Florence and Ge-

%



noa forced construction to stop.
The half-built tower stood silent
for nearly a century — and that
unexpected pause would prove ics
salvation. During those long de-
cades, the unstable ground settled
and the structure found a fragile
balance that kept it standing.

When work resumed, new archi-
tects tried to correct the tilt with
clever adjustments. Giovanni di
Simone and later Tommaso Pisa-
no designed the upper floors with
one side slightly caller than the
other, creating a gentle opposite
curve — the subtle “banana” sha-
pe that remains visible today to
anyone who looks closely. Slowly,
level after level, the tower rose

again.

At last, around 1350 — or perhaps
a bit later, in 1372 — the belfry was
completed. The tower reached
nearly 57 meters in height, crow-
ned by seven bells, each corre-
sponding to a note on the musical
scale. From the first ring, the Le-
aning Tower became more than a
bell tcower — it became a marvel of
survival and imperfection.

What began as a construction er-
ror has since turned into one of
the most recognized symbols in
the world. Tourists line up every
day, posing with outstretched
hands as if to hold it up, unawa-
re that ics tilt was never planned.
For centuries, architects and en-
gineers have fought to preserve it,
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adjusting its angle and strengthe-
ning its base. Once leaning at more
than five degrees, it now rests sa-
fely at about four — enough to keep
its charm, but no longer in danger.

The Leaning Tower of Pisa is a ma-
sterpiece born from misfortune. It
reminds us that beauty can emerge
from mistakes, and that what once
seemed a failure can become a triu-
mph of creativity and persisten-

ILkRRRRY] i

ce. The wars that interrupted its
construction, the flaws in its soil,
and the ingenuity of its builders all
combined to give it the shape that
defines it today.

Eight centuries later, the tower
still tiles gracefully against the sky
— proof that sometimes history’s
most lasting wonders begin when
everything goes wrong.
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[talian economy

The silent challenge of growth
and the new face of exports

Fabrizio Fasani

There are two Italys: one that
endures and one that struggles.
A country that keeps exporting
excellence - food, fashion, de-
sign, creativity - and a country
that, at the same time, can’t turn
that strength into steady growth.
It’s the double face of a complex

cconomy, built on talent, resi-
lience, and contradiction.

Today, as the global economy
slows and geopolitical tensions
multiply, Italy is living in a state
of suspension. Not in deep cri-
sis, but not in recovery ecither:
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growing little, investing little, and
yet still managing to surprise.

Stagnation that doesn’t stifle inge-

nuity

According to Istat and the IMF,
Italy’s GDP will rise by about 0.6%
in 2025 - a modest pace, especial-
ly compared to the United States,
where growth is expected to reach
around 2.1%, fueled by strong dome-
stic consumption and investments
in technology and infrastructure.

The gap is more than statistical; it
reflects two different development
models. America thrives on consu-
mer confidence and its ability to
attract capital, while Italy tends to
protect what it already has rather
than bet on what it could become.

Over the past two decades, Italian
productivity has risen by just 4%,
compared to a 25% increase in the

U.S. The difference is critical, since
productivity means the capacity to
create stable, well-paid jobs.

Yet behind the numbers lies another
story - that of a country that keeps
inventing, problem-solving, and re-
fusing to give up. Across industrial
districes, artisan workshops, and
startups, [taly continues to genera-
te value. It just does so quietly, wi-
thout the broad trust network ne-
eded to turn individual brilliance
into collective success.

Exports once again as a lifeline
Whenever the domestic market
slows, Italy turns outward. Once
again, exports are keeping the sy-
stem afloat, with a crade surplus
exceeding 50 billion euros in 2024.

The United States is Italy’s third-lar-
gest market, after Germany and
France, with trade between the two

p



nations surpassing $90 billion
last year. It’s a striking figure that
shows how strong the economic
bond across the Atlantic remains.

But the world has changed: ha-
ving a good product is no longer
enough. Buyers of Italian goods
- in the U.S. as well as in Asia -
now demand stories, values, and
authenticity. In this sense, Made
in Italy must make a cultural leap:
not just sell, but tell its identity.
Not just export goods, but export
trust - because in today’s global
markets, reputation is worth as
much as quality.

Energy and sustainability: the
new frontier of competitiveness

Then there’s the issue of costs.
[talian companies pay about 30%
more for electricity than the Eu-

ropean average - and nearly twi-
ce as much as in the U.S., where
domestic gas and energy sources
keep prices low. This structural
disadvantage weighs heavily on
[ralian manufacturing, especially
small and medium enterprises.

But it’s also generating a positive
side effect: a rush toward efficien-

Cy.

Today, more than one in three
[talian firms invests in renewable
energy or in technologies to redu-
ce waste. Sustainability is no lon-
ger just an ethical choice - it’s an
economic survival strategy.

In the United States, the green
transition is powered by massive
public programs such as the Infla-
tion Reduction Act. In Italy, the
process is slower, but the most

I= Iﬁivl
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forward-looking companies are

turning environmental chaﬂenges
into competitive advantages.

The culture of “fair play” as Italy’s

signature

One word sums up the challenge
ahead: fair play. It means respect
for rules, transparency, and re-

sponsibility.

In the United States, a company’s
reputation has become a key part
of its market value - just look at
how ESG criteria influence finan-
ce and consumer behavior. Iraly
is beginning to follow that same
path, but with a more human and
cultural touch: respect for work,

for quality, and for people.

In a world where competition is
ruthless, Traly’s true distinctive
value may be this very balance -

the ability to combine excellence
with integrity, beauty with ethics,
business with community.

Corporate fair play - consistency
between values and behavior -
could become the new frontier of
Made in Italy, a form of economic
soft power recognized around the
world.

A bridge across the Atlantic

This is where the [talian American
community comes in. Today more
than ever, the relationship betwe-
en Italy and the United States can
be a strategic key to breaking free
from stagnation and creating new
opportunities.

[talian Americans know Italy
- but they also understand the
rules and mindset of American
markets. They know that success

Sl
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is built on reliability, clarity, and

reputation.

They can be ideal partners for Ita-
lian small and medium enterpri-
ses secking to enter the U.S. mar-
ket without losing their identity.
They are natural bridges between
two worlds that, though different,
share deep values: work, family,
creativity, and personal dignity.

Thats what makes the bond
between Italy and the United Sta-
tes so special - two nations that,
in different ways, still believe in
the power to improve, to restart,
to reinvent themselves.

A future to write together

[taly stands at a crossroads. It can
remain stuck, lamenting stagna-
tion, or it can rediscover its spirit

of initiative and cooperation.

The United States - despite its

contradictions - shows that trust,
whether public, private, or per-
sonal, is the invisible engine of
growth. It’s what allows people to
take risks, to innovate, and to be-
lieve in the future.

That can happen in Italy too. But
it will take courage, vision, and a
renewed alliance among genera-
tions, businesses, and local com-
munities. [talian Americans, with
their long story of achievement,
can help lead the way - not just as
investors or partners, but as guar-
dians of a living memory built on
sacrifice, ingenuity, and pride.

Because the true strength of Italy
- now as always - isn’t found in the
numbers, but in the people who
still believe that creating value to-

gether is possible.
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My Life n Imly

A regeneration story that starts with people,
not property

Matteo Cerri

When Americans (and others)
arrive in Italy’s small Villages:
a new chapeer of Life, Com-
munity, and Regeneration. For
some, it's an adventure; for
others, it’s a return to their ro-
ots - a chance to let a new life
take shape for themselves and

for the places they choose to
call home.

There is an Italy you won't find
on glossy brochures - an Iraly
far from high—speed rail lines
and airport lounges, made of
quiet squares, shuttered ho-

p



5

mes, and bars that close by noon.
For decades, this Italy has lived in
a suspended state: cherished in me-
mory yet slowly fading in practice.

And yet, precisely in these fragile
territories, something unexpected

has been unfolding,

Over the last several years, a discre-
et but unmistakable trend has emer-
ged: Americans - and increasingly
Canadians, Northern Europeans,
Australians, and Latin Americans
- choosing to live in Italy’s small
towns and villages. Some arrive out
of curiosity, some out of restles-
sness, some because of ancestry, and
many because they want a different
tempo of life.

When it works, the transformation
is not real estate—driven.

It is social, human, relational.
And this is exactly why it matters.

“I came here for a house. I stayed be-
cause [ found a community.”

One of the clearest examples comes
from Latronico, Basilicata, where
PBS documented the story of Mark
Bradford, an American from Bo-
ston.

He originally came to buy an

inexpensive house - a simple, almost
transactional idea.

But then life intervened“l came
here for a house. 1 staved because

[ found a community.” Bradford’s

presence became a catalyst: other
Americans followed, and Latronico
began to regain residents, attention,
and civic activity.

The home was the vehicle. The com-
munity was the destination.

Irsina: the quiet SUCCesSS StOTy

Irsina, also in Basilicata, has been
described by The Guardian as one
of the most successful integration
stories in Italy’s internal areas.

Here, Americans have not “taken
» . .

over” anything; instead, they blen-

ded into a town that welcomed

them with curiosity and cautious

affection.

One resident summarised their phi-
losophy in a way that has since be-
come emblemaric: “I didn’t want to

change the town. I wanted to beco-

me part of it.” This is the real dif-
ference between sustainable regene-
ration and simplistic “foreign buyer
enthusiasm.”

Sambuca di Sicilia: beyond the €1-
home myth
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Sambuca became a global headli-
ne for its symbolic “c1 homes,”
but the real renaissance happened
thanks to the people who stayed
afterward - including several
American families who transfor-
med their move into a long—term
commitment.

CNN followed Michele and Brian
Cox, whose experience goes well
beyond a real estate purchase:

LLE]
ey

r didn'c simply buy a house.

They became part of Sambuca’s

cultural rebirth.” Once again, the
pattern is the same: a house as a
consequence, Not a cause.

Grottole: where newcomers con-
tribute, not just relocate

Groteole, in the province of Ma-
tera, hosted the “Wonder Grotto-
le” programme, initially suppor-
ted by Airbnb. Here, American
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volunteers worked on the com-
munity garden, the civic library,
public spaces, and artisan work-
shops.NPR captured the essence
of their experience: “It wasn't a
holidav. It was a civic experien-

ce.” Some later returned, and a
few eventually invested in local
properties - again, only after bu-
ilding meaningful relationships.

When it doesn’t work (and why)
Not every story has a happy en-
ding, and honesty is essential.

The most discussed cautionary
tale is Montieri, Tuscany, do-
cumented by Lauren Markham

(VOR and The Guardian).

Several Americans arrived full of
enthusiasm but found: limited
services, bureaucratic challen-
ges, social isolation, expectations

shaped by media, not by reality.

Some left within months.

Similar issues emerged in Sedini,
Ollolai, and other “TV-famous”
villages where the promotional
narrative created an illusion that
the territory could not sustain.

The lesson is universal: regenera-
tion collapses when property is
treated as the starting point in-
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stead of the final step.

Why property must be the desti-

nation, not the departure

Buying a house comes at the end
of a process, not the beginning.

Real regeneration happens when
people first: live in the town,
form relationships, understand
its thythms, meet the communi-
ty, test the seasons, understand
local services, imagine a future
there.

Only then does property make

SEense.

When the order is reversed -
when buyers are invited to “fall
in love” with an empty house be-
fore they understand the village
- disappointment is almost gua-
ranteed.

What ITS Italy does differently:
a relational model, not a tran-
sactional one

This is where I'TS Italy has carved
out a unique role. It doesn’t “sell
property.” It guides people throu-
gh a soft entrance, a gradual di-
scovery of the place.

Many Americans begin with
stays of several weeks or months,
living as temporary residents, te-

sting daily life before rnaking any

long-term decision.

When they decide to stay, ITS
Italy helps them choose the right
approach: long-term rentals be-
fore buying, staged renovations,
temporary housing during resto-
ration, community-based inte-
gration pathways and more.

It is regeneration built on rela-
tionships, not transactions.

And the benefits flow boch ways:
the villages gain new residents
and energy; newcomers gain me-
aning, community, and a diffe-
rent way of living.

Visas, residency, and the “hidden
half” of relocation
Many Americans arriving in
small Italian towns do not hold
[talian citizenship. For them, re-
sidency is not automatic - and
missteps can undermine the en-
tire project.

Italy offers several realistic pa-
thways:

— Elective Residence Visa (ERV)
for those with foreign income

— Investor Visa for Itaiy, gran-
ting resideney for investments in
startups, companies, Or govern-
ment bonds

— hybrid residency paths for re-

mote workers, depending on do-

%



SN
% m

cumentation and regional in-
terpretation

A structured approach is es-
sential - and often underesti-
mated.

A shared future shaped by
those who arrive and those
who stay

What emerges from all these
stories is something simple
and powerful: Iraly’s villages
do not need buyers. They need
citizens, people and their sto-
ries.

People who want to belong, to

contribute, to live slowly, in-
tentionally, socially.

And Americans - along with
many others from around the
world - are discovering that
these small towns offer so-
mething the modern world
often forgets to supply: time,
connection, continuity, and
the possibility of a life bu-
ilt around community rather
than consumption.

When those who arrive meet
those who stay, regeneration
becomes real. And in that me-
eting, both sides - people and

places - come back to life.

>

I
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[talian street food

We the Italians Editorial Scaff

Porchetta is an iconic dish of
[talian cuisine, especially be-
loved in Umbria. It’s a celebra-
tion of authentic flavors and
culinary traditions that have
been passed down through
generations. When served in
a sandwich, it combines the

t€11d€1"11€SS Of the IOLlStGd pOIk

with the crunch of the bread
— creating a meal that’s more
than just food — it’s a story of
place and tradition.

Originating in Norcia, a town
famous for cured meats, por-
chetta quickly spread across
Umbria and central Italy. This




street food is made by roasting
a whole pig, including the head,
which is then deboned, seasoned
with herbs and spices, and tied
with string. The result is a golden,
crispy exterior and tender, flavor-
ful meat on the inside.

The history of porchetta dates
back to the Etruscans, who are be-
lieved to be the first to roast pork
in this way. However, the tradi-
tion is most strongly associated
with Umbria. Historical records
suggest that Saint Francis and

Brother Leo were among the first

to roast a pig in the region.

In Umbria, porchetta is an in-
tegral part of the culinary land-
scape. It’s commonly served at
festivals, town celebrations, and
Here the Porchettia-
mo festival celebrates this iconic

markets.

dish. In recent years, food trucks
and mobile vendors have made
porchetta sandwiches even more
accessible, often offering creative
variations. Despite being a simple
dish, porchetta’s rich flavor re-
quires careful pairing with other
ingredients. The classic sandwi-
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ch is typically served on unsalted
bread — which is a hallmark of the
Perugia region. Vendors often ask
if youd like to include the crispy
skin (“coccia”) and sometimes the
stuffing made from the pig’s in-
ternal organs.

The production of porchetta fol-
lows a dedicated process. Pigs are
raised specifically for this dish,
seasoned with aromatic herbs,
particular]y wild fennel, and then
roasted for hours in a wood-fired
oven. This slow roasting creates
the signature crispy crust and
ensures the meat remains tender
and juicy.

The porchetta sandwich has beco-
me an iconic part of Italian street
food, enjoyed by locals and touri-
sts alike. Toppings like green sau-
ce, arugula, cheese, and sun-dri-
ed tomatoes are often added to
enhance the flavors. Every bite
delivers a burst of taste, making it
an irresistible treat. The tradition
of making porchetta is passed
down from generation to genera-
tion, requiring specific knowled-
ge and care in the preparation and
cooking.

To fully enjoy a porchetta sandwi-
ch, it should be served warm. The
heat softens the meat, enhancing
its flavor, while the crispy skin

Sl
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adds a satisfying crunch. While
the classic sandwich is delicious
on its own, many enjoy adding
local ingredients such as chicory,
artichokes, or smoked cheese.
Sun-dried tomatoes and green
sauce also pair beautifully with
porchetta, adding an extra layer
of flavor.

Porchetta sandwiches are a po-
pular snack ac fairs, festivals, and
events. The dish’'s growing inter-
national fame was even highli-
ghted by the New York Times,
which included it in a list of foods
everyone should try at least once.
This speaks to its widespread ap-
peal..




Iralian Citizenship Assistance

The Supreme Gourt Takes on the
“Minor Issue” and Tajani Decree

Italian Citizenship Assistance

The Italian Supreme Court has
been called upon to review the
so-called “minor issue” that has
been a cause of contention in ci-
tizenship by descent cases in re-
cent years, along with the Tajani
Decree that drastically altered
the requirements for Citizenship

by descent earlier this year. In
this article, we will explore what
these issues and regulations are
and how the supreme court could
affect them with its ru]ing.

The minor issue

%



When it comes to Italian citizen-
ship by descent, there are two ways
in which the transmission of citi-
zenship can be affected when the
[talian-born  parent naturalized
while the next-in-line was a minor.
In one case, the minor in question
was born in [taly. In these instances,
the Ttalian-born minor loses Italian
citizenship along with the parent

who naturalized as a foreign citizen.

However, cases in which the minor
was foreign-born are a different
matter. For many years, such chil-
dren were recognized as retaining
[talian citizenship, as they had been
born with the inherent right to Ita-
lian citizenship by descent, along
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with the citizenship of their birth
country (assuming the country ap-
plies jus soli principles, as the U.S.
does, or that citizenship was acqui-

red through the other parent).

In recent years, though, these lacter
circumstances have been challenged

bv some Italian courts and Italian

Consulates, with applications even
being rejected on the purported ba-
sis that the foreign-born minor lost
[talian citizenship when the Italian
parent naturalized. Due to confli-
cting rulings and consular decisions,
the Supreme Court (Corte Supre-
ma di Cassazione) will be making a
binding decision regarding “minor
issue” cases. Initially, this decision
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was set for January 2026, but recently,
it has been postponed, so it is unclear
at this time when the Supreme Court
will review the minor issue.

Citizenship by descent

The regulations around Italian citi-
zenship by descent have undergone a
radical transformation this past year
with the introduction of the Tajani
Decree in March 2025. Prior to this
decree, the requirements for Italian
citizenship eligibility were as follows:
Have an Italian-born ancestor alive
after March 17, 1861; The ancestor did
not naturalize as a foreign citizen un-
til after the birth of the next-in-line,
if at all; No ancestor since renounced
[talian citizenship.

There are a few complications to these
rules. For instance, if there is a woman

in the direct line, she must have had
the next-in-line child after January
1948, when Italy’s constitution went
into effect granting men and women
equal rights. That said, many appli-
cants have successfully petitioned
the courts for their right to Italian
citizenship even in cases when a wo-
man had the next-in-line before 1948.
Then there is the so-called “minor is-
sue” described above. A final impor-
tant date is 1992; this is when Italians
were allowed to hold dual citizenship.
In other words, after 1992, when an
[talian acquired a foreign citizenship,
he or she did not automatically lose
[talian citizenship.

The Tajani Decree

The Tajani Decree created further re-

strictions to Italian citizenship eligi-
bility. Following the issuance of De-

Sl
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cree-Law No. 36/2025 on March 28,
2025, persons could only apply for
[talian citizenship by descent in the
fol]owing cases: 1) Having an lta-
lian-born parent or grandparent.
2) If the parent or grandparent ac-
quired Italian citizenship later in
life, they must have lived in Italy
for at least two consecutive years
before the applicant’s birth. 3) If an
application was filed before March
28, 2025, or the applicant received
a notification of an appointment
before this date, then the applicant
can still apply under the old rules.

The Italian Supreme Court’s upco-
ming decision

The Italian Supreme Court is the
highest court in Italy, which appe-
als primarily coming from the Ap-
pellate Court. Once the Supreme
Court reaches a decision, no fur-

ther appeals can be made. Given
the weight of its rulings on the de-
cisions of lower courts, it is parti-
cularly significant that the Supre-
me Court will be weighing in on
the discussions of the “minor issue”
and Tajani Decree. As mentioned,
this decision was initially set for
January 2026 but has now been po-
stponed.

[talian Citizenship Assistance can
keep you up to date on the pro-
gress of the Supreme Court’s ru-
ling, along with other important
news regarding [talian citizenship
by descent. If you would like help
with your own application, or are
even unsure if you qualify for citi-
zenship, do not hesitate to contact
them at info@italiancitizenshi-
passistance.com. You can also visit
them online at www.italiancitizen-
shipassistance.com.
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Italy’s new space smart factory marks a
turning point for Europe’s satellite industry

[talian innovation

We the Italians Editorial Scaff

Europe is gearing up for a leap
forward in the space sector — and
Italy is at the center of it. With
a €roo million investment, the
country is building a state-of-
the-art Space Smart Factory near
Rome that will be capable of pro-
ducing up to 100 satellites a year
— about two per week. The project

represents one of the most ambi-
tious steps in Europe’s effort to
strengthen its role in the global
space industry.

The new facility is a partnership
between the Italian Space Agency
and Thales Alenia Space, a joint
venture supported by Leonardo
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and France’s Thales. Covering
an area of 21,000 square meters,
it is designed as more than a
traditional factory. Its flexible
and modular layout will allow
it to adapt quickly to the pro-
duction needs of various mis-
sions, making it a cornerstone
of Europe’s future in space.

The plant will integrate the
most advanced forms of auto-
mation, robotics, and cobotics
— systems where humans and
robots collaborate on complex
tasks. Production lines and cle-
anrooms will be reconfigurable
to assemble different types of
satellites, from Earth observa-
tion and communications uni-
ts to reusable space vehicles.

The design emphasizes digi-

tal innovation: engineers will
work with digital twin tech-
nology, augmented and virtual
reality tools, and high-preci-
sion simulations that improve
performance, reduce errors,
and streamline testing and as-
sembly. The goal is to cut costs,
boost efficiency, and make Eu-
rope’s satellite manufacturing
more agile.

The Space Smart Factory will
play a crucial role in several
high-profile ~ European pro-
grams, including the second
generation of Galileo naviga-
tion satellites, the Copernicus
missions for Earch observation
such as ROSE-L and CIMR,
and Italy’s new Sicral-3 defense
satellites. These projects requi-
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re rapid and coordinated pro-
duction, and the new site will
provide the infrastructure to
meet that demand.

Part of the funding comes from
the European Union’s recovery
plan launched after the pande-
mic — a reflection of Europe’s
strategy
to achieve technological au-

broader industrial
tonomy in key areas such as
acrospace and defense. By de-
veioping its own iarge—scale
production capacity, Europe
aims to reduce dependence on
external suppliers and stren-
gthcn its strategic sovereign-
ty in space technology. The
project also supports the na-
tional aerospace supply chain,
involving around 150 small
and medium-sized enterprises
ACTOSS Itaiy that will contribu-
te to components, materials,
and specialized services.

Discussions are aiready under
way between Leonardo, Thales,
and Airbus to build a wider
European alliance in satellite
manufacturing. Such an ini-
tiative could create a stronger
industrial network capab]e of
competing with 1argc commer-
cial players like SpaceX, while
maintaining a distinctly Euro-
pean identity in the new space
economy.

Beyond production, the com-
plexwill include the Space Joint
Lab, an innovation and trai-
ning hub supported by Italy’s
National Recovery and Resi-
lience Plan. The lab will con-
nect the Italian Space Agency
with major universities such
as Politecnico di Milano and
Sapienza University of Rome,
offering opportunities for re-
search, skill development, and
collaboration between acade-
mia and industry.

Sustainabiiity is a kcy element
of the project. The factory will
be LEED-certified, equipped
with solar panels, energy—cfﬁ—
cient systems, and rainwater
recovery infrastructure. These
features reflect a commitment
to reducing environmental im-
pact while advancing techno-
iogicai excellence. The facili-
ty will also create new, highiy
skilled jobs, hciping Itaiy re-
tain its brightest engineers and
scientists in a rapidiy growing

sector.
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[talian traditions

The alpine cow hatties of Valle (’Aosta

We the Italians Editorial Scaff

Every autumn, the Valle d’A-
osta transforms into a thea-
ter for one of its most iconic
traditions - a spectacle whe-
re strength and aristocratic

heritage meet in the form of

cow contests. The event cul-
minates in the final show-

down at the local arena, whe-
re some 150 to 160 cows from
across the region compete
for the revered title of Rei-
na des Reines, Queen of the
Queens. This year, 159 bovi-
nes entered into the contest,
cach representing the proud

B




tradition of alpine cattle rearing in
this mountainous region.

The format is straightforward yet
deeply rooted in local cuscom. The
cows, primarily of the Valdostana
Pezzata Nera and Pezzata Rossa bre-
eds - but also the Hérens breed from
the Swiss Valais - are naturally incli-
ned to establish dominance within a
herd. The contest simply gives them
avenue to do it in the open - without
injury, yet with all the drama of com-
petition. Early each contest day the
animals are weighed, and are sorted
into three weight classes: up to about
520 kg, 521-570 kg, and 571kg and

above. In autumn rounds, these limi-

ts may shift upward by 1o kg or more.
Once sorted, the animals are paired
at random and then fight one on one,
pushing with their horns until one
yields - either by backing down or
being forced off his or her feet. The
winner advances, elimination style,
until a champion emerges.

The event has its roots in alpine pe-
asant culture, where strong horned
cows would naturally fight to assert
dominance within the herd. Over
time, these informal displays of bovi-
ne strength transformed into organi-
zed contests, still preserving the key
clements of respect for the animals,
local identity, and community invol-
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vement. The modern regional contest

dates back more than six decades in
its current form, and today draws
thousands of spectators, breeders,
and tourists alike.

Preliminary rounds take place throu-
ghout the spring and summer across
different towns and valleys within
the region - places like Montjovet,
Verrayes, La Salle and others host
elimination events. Then in October
the grand finale happens at the are-
na in Croix Noire, near Aosta, where
the best cows of each class meet to
fight for the top prize. In recent ye-
ars the finale has also included other
categories - such as junior calves or
first time mothers - to widen parti-
cipation and showcase future stock.

For visitors the experience is uni-
quely Alpine. Arriving at the arena
you'll hear the lowing of cattle, see
the colored collars and headdresses
of the animals, sense the quict ten-
sion as two queens face off in the
ring, and feel the cheer of the crowd
when one pushes the other’s horns
aside. The result is not only a contest
of strength but a celebration of rural
tradition, mountain life and regional

pride.

If you plan to attend, arriving early
is wise - especially for finalsweekend
- since seating fills quickly and ricket
lines form. Dress for changing moun-
tain weather, even in October: sun,
wind, and sudden showers are all
possible. And whether you're an agri-

Sl
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culture enthusiast, folklorist,
or simply curious traveler, the
Batailles de Reines offer a vivid
glimpse into how Alpine com-
munities maintain 1iving tradi-
tions that honour both animal
husbandry and collective iden-
tity.

In sum, the Batailles de Rei-
nes are more than a novelty

flght among cows - theV arc a
C C o

window into the culture and
1andscape of the Valle d’Aosta,
showing how the region blends
nature, heritage and festivity n
a uniquely bovine spectacle.
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Italian wine

Ciro classico, Calahbria’s first DOCG wine

We the Italians Editorial Scaff

When you uncork a bottle of  region, the appellation steps
Ciro Classico DOCG, youre  boldly into a new era as the
tasting more than wine — first DOCG of its kind in
you're tasting a moment of these sun-baked lands. For
history and the triumph of centuries this land has yiel-

a region’s winemaking soul. ded wines under the broader

Nestled in the rolling hills  Ciro DOC designation, but
of southern Traly’s Calabria now a distinct class rises —
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refined, defined, and celebrated.

The vineyards cling to the lo-
nian-facing slopes of the com-
munes of Cirod and Cird Marina,
where winds from the sea meet
ancient soils of clay and limesto-
ne. Here the local grape variety
Gaglioppo reigns supreme — at
least 90 percent of the blend —
supported by small amounts of
Magliocco or Greco Nero that
bring subtle dark-fruit and spice
notes. The result is a wine with
rich personality — ruby red in
youth, garnet as it ages, offering
full body, dry structure, and a

lingering, harmonious finish.

The new designation comes with
strict rules — limits on yield, re-
quired aging periods, and mini-
mum alcohol levels — all designed
to capture the best of terroir and
tradition. Each bottle must age
for at least 36 months, including
six months in wood, before it
can bear the label. These measu-
res elevate what was already Ca-
labria’s flagship wine into a new
level of distinction.

On the palate, Ciro Classico
DOCG offers ripe cherry and
blackcurrant, hints of Mediterra-
nean herbs and warm spice, with
tannins that are firm yet balan-

ced. The wine pairs beautifully
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with the bold, rustic cuisine of
the region — roasted goat, spicy
sausage, rich pasta with peco-
rino, or grilled lamb. It’s a wine
that rewards patience, unfolding
slowly with air and conversation.

This milestone is more than an
official recognition — it’s a sta-
tement of identity. For decades
Calabria remained in the sha-
dow of Italy’s more famous nor-
thern wine regions, but this new
DOCG designation shines a li-
ght on its authenticity and skill.
It atfirms the dedication of local
growers who have worked tire-
lessly to transform a challenging
land into one of elegance and re-
silience.

The vines face intense summer
heat and salty breezes from the
[onian Sea, yet they yield grapes
of remarkable concentration.
Modern vintners, while faithful
to ancient methods, favor gentle
extraction and long aging to let
the character of Gaglioppo spe-
ak clearly. The result is a wine
that bridges past and present —
rustic in origin, sophisticated in
expression.

To pour a glass of Ciro Classi-
co DOCG is to celebrate Cala-
bria’s rebirth as a serious wine
region. It’s not a revolution but a
well-earned recognition of quali-
ty built over centuries. The label
honors the land’s heritage while
projecting it toward the future —
a symbol of pride, patience, and
passion distilled in red. So take
your time with it, let it breathe,
and savor the taste of a story that

began long before you opened
the bottle.
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Italian industcrial districs

The faucet and valve industry of the

We the Italians Editorial Scaff

The Cusio-Valsesia district,
located in the Novara pro-
vince of Piedmont, is a hid-
den gem of Italian manu-
facturing, specifically known
for its faucet and valve pro-
duction. This region, nestled

by Lake Orta and the Alpi-
ne hills, has a long history of
metalworking, which began
with the casting of bronze
bells and evolved into produ-
cing various brass items such
as household goods and cut-
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Lake Orta

lery. Over time, this tradition laid
the foundation for what would be-
come a thriving faucet industry.

The area’s proximity to valuable
fuel resources like peat and ligni-
te played a crucial role in the de-
velopment of industrial activities,
especially the processing of me-
tals. The industrialization of local
quarries in the late 19th century
furthered the region’s transforma-
tion, leading to the emergence of a
specialized faucet manufacturing
sector. By 1908, the first faucet
workshop opened, and as demand
for brass items declined, the focus
shifted toward producing faucets
and valves.

The growth of the industry was fur-
ther catalyzed by labor availability
after World War I, as granite ex-
traction declined. Small family-run
workshops, known as “buchi,” be-
came the backbone of the early fau-
cet industry. These artisans worked
out of cellars or small domestic
spaces, with women often assisting

in the molding process. Many wor-
kers used their personal savings to
fund their businesses, driven by a
passion to succeed. This grassroots
approach to manufacturing paved
the way for the district’s eventual
expansion.

By the mid-20th century, as pu-
blic health and hygiene standards
improved, the demand for faucets,
especially for bathrooms and ki-
tchens, surged. This shift in con-
sumer needs fueled the growth
of the industry, leading to the
establishment of three key faucet
production areas: the Lake Orta
region (focused on single-product
manufacturing), Brescia (speciali-
zing in non-ferrous metalworking),
and Milan (serving as the commer-
cial hub). These areas developed
strong synergies, combining qua-
lity craftsmanship from Novara,
mass production from Brescia, and
commercial expertise from Milan,
forming a highly competitive indu-
strial district.

Sl
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The district has grown to be one

of Italy’s most dynamic industrial
sectors. It is characterized by a mix
of small and medium-sized enter-
prises that prioritize innovation
and design, allowing them to com-
pete with larger manufacturers.
Over time, many entreprencu-
rs, after gaining experience, have
established their own businesses,
creating a tight-knit network of
interdependent  companies. This
collaboration has led to economies
of scale, enabling the district to
maintain competitiveness on a g10~
bal scale.

Several factors have driven the
district’s growth: a tradition of
brass and bronze processing, access
to abundant water and low-cost

energy, and legislative support for
public housing and infrastructu-

Additionally,

the construction of the Simplon

re  development.

Railway connected the region to
more industrialized areas, facilica-
ting access to cheaper energy and
broadening market reach.

The region’s success is also attribu-
ted to its strong workforce, whi-
ch has evolved over the years. To-
day, the district employs around
4,000 skilled workers, with many
of them gaining experience before
starting their own ventures. This
highly trained workforce, combi-
ned with an efficient local econo-
mic network, has helped the region
maintain a reputation for quality
and craftsmanship. Companies in
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the district are also recognized for
their commitment to environmen-
tal sustainability and customer ser-
vice.

Design has become a key strength
of the district, with many manu-
facturers focusing on creating ae-
sthetically pleasing and techno-
The

sector’s reputation for innovation

logically advanced faucets.

is reinforced by the continued de-
velopment of high-tech solutions
and the use of modern design in
their products. This has positio-
ned the Cusio-Valsesia region as a
global leader in the sanitary faucet
industry.

One of the highlights of the region

W i

is the “Museum of Faucets and
Their Techno]ogy” in San Mauri-
zio d’'Opaglio, which explores the
historical relationship between hu-
mans and water. The museum pro-
vides a unique perspective on the
evolution of hygiene and the te-
chnological innovations that have
shaped body care, from a luxury
practice to a mass phenomenon. It
also highlights the role that faucets
and valves have played in this tran-
sformation, reflecting the region’s
integral role in the development of
modern sanitation.

The museum aims to explore the
social history of water, focusing
on the innovations that allowed
people to master this essential re-
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source, shaping the evolution of

body care and leading to the rise

of the faucet and valve industry
in the Cusio region. Todayz the
district continues to be a hub of’
innovation, with a strong export
orientation and a focus on qua-
lity and dcsign, making it one
of Traly’s most successful and in-

fluential industrial regions.
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The proverb “Il diavolo fa le pentole ma non i coperchi” (The devil bu-
ilds the pots but not the lids) reminds us that you may hatch a scheme
or commit a wrongdoing — like the devil building a pot — but you'll
likely forget the lid that hides it. In other words, misdeeds and de-
ceit rarely stay concealed forever. Eventually, the cover slips, the truth
spills out, and what was hidden becomes visible. The saying serves as
a caution: avoid dishonesty and wrongdoing, because sooner or later,
someone spots the uncovered pot — and the one who made it will have
to face the consequences.




S\

s

N, ' We the ltalicans

o a two flags one heart

We the ltalians

two flags one heart

- ~——

We the Italians is 2a media company to promote Italy in the US and represent
the Italian Americans in Italy. We have a website, a video and audio podcast, a

newsletter, daily news, an Italian American websites archive and accounts in the

main social media. This is our magazine.

Editorial staff: Umberto Mucci, Associazione Marchi Storici d’Italia, Fabrizio Fasani,
Alberto Improda, Medical Tourism Italy, Federico Pasquali, Amy Riolo, Giovanni
Vagnone... and many more.
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https://www.facebook.com/WeTheItalians/
https://www.instagram.com/wetheitalians/
https://twitter.com/wetheitalians
https://www.linkedin.com/groups/8483117/
https://www.youtube.com/channel/UCsMaPIPU4I2GqtpO1CuEy5g
https://www.tiktok.com/@wetheitalians
https://open.spotify.com/show/21KWFPvbh3p4yhIaalpHo6
https://anchor.fm/wetheitalians
https://t.me/wetheitalians
https://www.paypal.com/donate/?hosted_button_id=EANLDTP7K32VJ

