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Pier Paolo Pitacco has produced

the graphic design and photographic
layout of "L'Uomo Vogue™

since 1977 with overall reponsibility
for the artistic direction

of the Conde-Nast magazine.

He has been the art director

of “Elle Italia" since the March 1988
issue. In 1979 and 1980 he was also
the art director of Mc Cann-Erickson
talia. In 1980 and 1981 he was
involved with the original project

for the "Donna” publishing venture
and remained with the magazine

as advertising and special promotions
art director. He served as the first art
director of "Mondo Uomo" from 1981
to 1988. After developing the original
concept, he opened his own graphic
design consultancy in 1982. In 1985
he was involved with the design

of the architecture and interior design
magazine "Modo" and 1987 saw

him with the fashion magazine
"Sportswear International” in the
same capacity. A member of the
Italian Press Association since 1982,
he has worked with several Italian
news and media organisations
lincluding Italy’s most authoritative
daily, "Il Corriere Della Sera"]) in an
advisory position and as a publishing
consultant. He has received several
awards from the Art Director Club

of italian and his work has appeared
in book form and is featured in all
major design directories.

When the "Corriere Della Sera”
launched its women's interest weekly
insert "lo Donna™ in 1996,

Pier Paolo Pitacco was asked

to formulate the design concept

and remains as creative consultant.
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1+ editorial graphics

CO nte ntS 7 New ways of writing about fashion NeW Ways Of ertlng abOUt faShion

A new language of fashion has been born. It consists of putting
on paper that which gives words to images, which restores

a hither to unseen idea of product. Clothes and accessories
101 Company stories acquire consistency. And fashion becomes design.

81 Body and soul




LUomg Yogue - JunefJuly
1978 ph Brian Hamill
JunefJuly 1977 ph. Aldo Fallai
December/January 1978

ph. Snowdon
December/January 1979

ph. Bruce Weber

He calls himself a graphic designer by vocation.
This might seem a paradox as graphic design is in
fact considered more of a profession than an art; it
is hard to think of it as a precocious vocation.

Traditionally the profession has belonged to the do-
minion of the applied arts: not based on unpre-
dictable creative impulse so much as on training
and discipline. One thinks of graphic design more
as the rule of order than that of invention. Perhaps
this is because it is a discipline of support, a tool to
give words and images narrative and iconic value
and it is why one sees it as a method with which to
achieve the harmonious cohabitation of image and
text and to give logical order to representation.
Graphic design is certainly this but it is also a more
complex art. An art, because it is an artistic prac-
tice which possesses intuition and complex be-
cause it is a meeting place between art and design.
As design, it responds to specific inputs and has to
deal with problems in order to create products but
also at a theoretical level it is on the crest between
rational and intuitive thought; between logic and
interpretation. It must construct an interpretative
structure and at the same time set the form as
well as the tone of the discourse. To hear it de-
scribed as a vocation brings us back to this am-
bivalence and it is perhaps worth our while to tell
something of Pitacco’s human story in order to re-
store to his graphic design its emotional compo-
nent. He has a passion for collage which is reveal-
ing. The collage is a combinatory art, an exercise of
invention which starts with found materials and or-
ganises them creatively. The realisation of a col-
lage presupposes a creative vision revealed
through a controlling system which works through

assonance and contrast, It is no accident that the
great Dadaist artist Kurt Schwitters, whose col-
lages are some of the most important works in the
history of contemporary art, is one of the greatest
graphic designers of the twentieth century. But
Schwitters is not among Pitacco’s heroes. His
points of reference belong to a school which is
more pictorial and less conceptual even if he tends
to see himself as no-one’s son in particular. He
cites Cassandre, the French graphic designer who
for his time [he was active before and just after the
Second World War| had a highly developed, typical-
ly pictorial, vision; Andy Warhol, who Pitacco con-
siders a junction of the past and the modern and fi-
nally the lettering work of Newville Erody.

But his true master is Flavio Lucchini, with whom
he began his adventure in the world of publishing.
LLucchini, director of Vogue Italia and LUomo Vogue
in the late seventies and subsequently publisher of
Donna and Mondo uomo gave Pitacco the liberty
and the stimuli to invent a new way in which to de-
scribe men's fashion, He believes it essential that it
should be a continuous process of documentation
and from time ta lime, a detailed analysis of specif-
ic themes. For the rest, his approach is intuitive;
documentation is not a specific point of reference
but is rather a kind of sedimentation: the humus
that feeds his vision. “At first glance, he confesses,
‘1 already know how it musl be, | see the page as if
| had photographed it. The work that follows is of
adjustment, of putting things in place. It is here thal
technique comes into play which, above all in the
case ol editorial graphics, makes the page legible.
You must never forget that graphics is a career of
service”. Pitacco has wide experience in editorial

graphics: first Vogue uomo, Donna for which he has
produced press releases, advertising and merchan-
dising and Mondo uomo which was a revolution in
the field of monthly fashion magazines. These pro-
jects were followed by the graphic design of Modo, a
monthly magazine of avant-garde design, the ltalian
edition of the fashion and news monthly Elle and
You, a beauty magazine available by subscription.
Again for Rizzoli, in 1996, he designed lo Donna, the
Corriere della Sera women's magazine. If one talks
of magazines one must perforce deal with the sub-
ject of lettering: lettering is the thorn in the side of
every graphic designer,

“A book of typefaces can include as many as thou-
sands typefaces™ says Pitacco "and this is your
primer. You must understand it well, even if it only
rarely offers something new; the most popular
typefaces are slill those of the beginning of the
ninteenth century.” In sum, lettering constitutes
the grammar of every graphic designer, it is that
which permits the articulation and personalisation
of one’s own graphic language. For this reason, it
must be perfectly understood: each letter must be
seen as a design in its own right, an object of de-
sign, because inside every alphabet, each letter
has its own characteristics. It is not enough to opt
for a kind of alphabet; every letter, be it upper-
case or lower-case, must be examined separately.
It is here that the most methodical part of our pro-
fession can be seen, that which requires discipline
and a trained eye; thal in which intuition must
marry technigue.

Yet in lettering there are different schools of thought:
there are those who design new typefaces, such as
Meville Brody and those, like Pitacco, who use
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Donna - Neo Mode: an insert [46x60 cm]
folder in four and issue no, &7
September 1984 - ph. Avi Meroz



MOND

Mondo Uomo

Mondo Uomo is a case apart, a new concept for a
magazine, a revolutionary way in which to think of
fashion, For the first time, fashion is seen objec-
tively: outside of any context and free of any at-
mosphere which might have epochal or stylistic al-
lusions. Articles of clothing become objects to be
examined with the eye of a designer, rather than
that of a fashion expert. The photographs and still-
lifes elevate the constructive nature of the articles
and emphasise their details. There is no pleasure-
seeking, no aesthetic indulgence: clothes are of
value for their design, construction and materials;
seen by an unpitying eye that brings their weave
and weft to the light. Clothing is no longer mysteri-
ous and seductive but becomes design and is
treated as such.

His experience with Mondo Uomo has brought
Pitacco closer to design and encouraged ever mare
frequent excursions, particularly in packaging and
corporate identity, into the discipline of the project,
But even as he designs objects, Pitacco still consid-
ers himself a graphic designer for his propensity to
put "in good order” his materials and the letters of
the alphabet.

Mondo Uomo first appeared in 1981, having to dis-
tance itself from its competitors: in Italy, Uomao
Vogue and GQ in the United States.

The revolution really began in its approach to pho-
tography. Its photography has impact and is distin-
guished from other magazines by the way in which
it treats clothes as objects, entities independent of
the body, equipped with their own substantial au-
tonomy. Clothing itself becomes the subject: its
identity no longer depends on the body which it
clothes but on its own architecture and construc-
tional details which are accentuated by the all-see-
ing eye of the camera as it examines the button-
holes and seams, pleats and padding... In order to
give heightened impact ta the photography which is
always carried out specially for the magazine, a se-
ries of grids rather than a single grid was used, in
which “the photographs are placed as if they were
paintings on a wall". Photographs rarely reach the
edges of the page: they are usually “framed” with
borders and lines which reinforce them and give
them form. The minimal role assigned to the
graphic and typographic elements does not mean
that these are ignored; on the contrary, they are
used with great care in order to emphasise the
photography. Thanks to the careful use of Helvetica
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Mendo Uomo - May 1986 ph, Roberto Carra Mondo Uome - January 19856 ph. Fabrizio Ferri
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Mondo Uomo - September 1987 ph. Fabrizie Ferri
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Monde Uomo - September 1985 ph. Sergio Merli
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Mondo Uamo - March 1985 ph. Giovanni Gastel Mondo Uomo - January 1987 ph. Pier Paclo Pitacco
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Mondo Llomo

ph. Haobert

May 1985

Bold Condensed which with +30 tracking in the 9
and 12pt sizes lends itself well to a uniform treat-
ment, the photographic images acquire both a
graphic and jconographic value.

Empty of the body, the clothing acquires a fascina-
tion; that which Mario Perniola [Il sex appeal dell
inorganico, Einaudi, Turin 1994] calls "the sex ap
peal of the inorganic™ and which 15 of that guality
which may become objectified and externalised and
“in which everything is surface, hide and textile”,
Mondo Uomo succeeds in depriving fashion of its

sentimental and sexual components, giving back to
clothes their externality: they no longer have soul
but are once again layers of textile and seams and
comprehensively express their inarganic fascina-
tion. Pitacco's involvement with Mondo Uomo, a bi-
manthly magazine that had a circulation of 80.000,
ended in 1987 after having plucked all the strings
of "inorganic sex-appeal” but remains one of his
maost significant experiences in editorial graphics
and constitutes an important chapter in the history
of graphic design.
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Moida L Mas 1985 ok @ G | = v 2l Manda Uomo - May 1985 ph. Giovanni Gastel Maondo Uamo - January 198% ph, Giovanm Gastel
ondo Uoma - May =N tovann Gaste
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Mondo Usmo - October/November 1982 ph. Giovanni Gastel Mondo Uomo - May 1985 ph, Giovanm Gastel
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Mondo Uomao - January 1985 ph. Giovanni Gastel Mondo Usmo - May 1985 Manitla Uome - March 1985 ph. Giovanni Gastel
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Mando Uamo - March 1987 ph. Fabrizio Ferr
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Mondo Bomo - July 1985 ph. Reberto Carra
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POST-MODERMN

Mondo Uome - January 1987 ph. Giovanni Gastel Mondo Uomo - October/Movember 1982 ph. Gigvanni Gastel Mondo Uomo - Seplember 1987 ph. Tony Thorimbert
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he Italian edition of Elle, monthly magazing of
fashion and news, was born from the rib of that fa-
mous French weekly which, published in thirty
countries, took such a very French style to the four
corners of the earth. Here, the problem was to cre-
ale a new look withoul betraying the original and
above all, to blend the fashion pages with news to
give a sense of continuity and fluidity in order to
create a kind of interchangeability between the var

ous sections of the magazine.
The difficulty lay in the creation of a unitary image
for a monthly magazine which comprises various
departments such as fashion, information, news,
beauty and furnishings
The task of graphic design here was to individually
characterise the various sections and at the same
time create a unified image. The objective, in short,
was to create an "Elle Italia” style. A slyle ahle to
maintain a link, even if only a subtle one, with the
French original while remaining typically Italian.
The chosen design, evidenl in the pages of each
edition, has a distinctly narrative style.
Pitacco succeeds in the thankless task of amalga-
mating material from a wide variety of sources:
waork by leading photographers, stock phatagraphy
from companies; of news evenls, sometimes even
in black and white as well as studio photography
Each edition is like a story told in many chapters,
each on a different subject
This narrative style, aided by a successful fusion of
images and lettering has the flavour of a diary, of
real life. This is underlined by an unusual choice of
colour which is always warm and substantial, never
disturbing or shrill and chosen to emphasise the
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Etle - August 1987 Salf portrait Elle - August 1991 ph. Gilles Tapie

Elle - October 1993 ph. di Archivio [Parabola/Publifoto/Action Press/Rongalella Sygmal Elie - July 1991 ph, Gilles Tapie
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Elle - Movember 1989

In taxl warsa Fort Apadhe, nella

tarra delle miile ovventurs recontale
dal cinema omericana: alla dearea dl eld
cha rosta, malle riserve, del pallerossa
dal mastrl sognl dl bambinl
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Elle - April 1990 ph. Madir
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Elle - June 1992 ph. Visages/Grazia Meri + Pater Beard - Visions Grazia Ner Elle - May 1989 ph. Gilles Bensimon Elle - April 1995 |From the bock “The novel of Alida Valli®]
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serenity of the overall tone and the fluidity of the
graphic vision

It contributes to the creation of a sense of reality
even with frequent recourse to handwritten text;
such text never appears out of place but on the
contrary, creates pauses: breaks in the narrative
rhythm in order not to lose the thread of the story.
The great freedom in the page layout, which is
needed in order to synthesise these dishomoge-
nous elements, is assured by the use of a highly
unusual grid: "a grid without limits”, as Pitacco
says “which allows great freedom”.

Two columns, three columns with 2 margin for cap-
tions, four columns...full-page images; images
without backgrounds; the breath of large white

spaces and again the jagged rhythm of collages
which, gathered on a spread as if they had been
blown there by the wind, of bizarre and familiar im-
ages with likely and unlikely objects.

The pages of Elle are a kind of musical score in
which the rhythm varies: there is the adagio of the
fashion pages shot in the studio, the lento of those
shot on location, the moderato cantabile of the
news and finally the allegro of the collages of the
design pages which dance and arrange themselves
with studied grace on the page. It is really the way
in which this rhythm varies imperceptibly from
page to page to create a single harmonic melody
that makes Elle so easy to read, while remaining
complex, composed of “many magazines in one”,

1+ editorial graphics

From top to bottom:

Elle: April 1990 ph, Michael Wirt
December 1990 ph. Fabrizio Gianni
October 1971 ph. Gilles Bensimon
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Elle - September 1990 - left ph. Bruce Weber/right ph. Fréderic de Lafosse/ Sygma Grazia Meri  Elle - January 1993 ph. Archive photograph

n



(omi manid 8 1 Drpameaie dlla megusle vaihy
f‘::;:: T:m tira. e s s i Cerdsin di 332
- §
g 1 1. lu miglimis o maedi. Pat gl
& Marmas & ihal eapauilpaedal &l exgiincionn. i
Buipesi g
[
pefia Cinedie
Davinmi o podia
Big-Rag di
Bigtunid
{Casninal
Badta,
massshanns &
-
-

I fsin dmnitiess Favas s B2sithi sepl norma: Cothamas =
Tela-bonan. 27 sawd, & 1s fils ol Zowro nal Fils cos A
Bardormn. Fambes messigarn m b pis inghess dal
panca ikl den e golatioe, @ nais lndetil bs e villaggie
ol et o] ] Genlion. Lo e B FS ewrnd b
COSTUME

i [ Baan

A Ranc
Commery I valuls Scoasis @ o Dol s prosaims i,

Ha Tallm & g

) ™
‘{"" ET Sadass pral $A1, pelrbitc st e
- — ——

ivintn bn woeis el age sise
! - mahwin, (S
5 i g - Bl )
internad J d
il | ] i viitanns ola
maa g dere guwily dal fliem

Par vt Bospa latina i dhie e
Ban Baiige #i Pabper P finn,
[eartaling, T-shirt, spade
Peusba dalf ariginals g Bim]

Al

Hellu pugina

TR L]

eccanig. Tunda
Ineresans &
Fosmatn di
petine. dlberin
Farmetti [L 3
milionl 719 milal,
tand da Teint
Hypdialiiag o
Tusrinin

]
SnBAE BE

a
20

Ia gisnbe poging.
Abita in maghs

ch viscora @ bures

r

wan schisna suda,

| - Maulll'n  ooMlluEsn s mirlin

\
-'-; L B ES " — o BFas ST |}
\\§

AMN

\

KODAK 505

Mlssan fl 1
proilepesn SO0 milsi.

LRl

-~

A

19

13

i

Magali

Intappreta una cattiva da film g7 007. In realta .
E#S"Impuf_:l,'iayim.: e qui &” impegniata in u.'.*a'::uat*:ag!.ia
di pistole ad acqua scoppiata improveisamente

:\ & na nel bel mezzo del sepvizio fotggrafico 3
5 o :
N I g - - £ 2 "

yOAK 5053 TMY

I




1+ editorial graphics

7| C
| '\__}II'\,_ Fr i

[ P S n e

_—
et itn. 2 b e
| iy L
g

Elle - August 1992

ch 1994 ph. Hans Feurer

WA 4,
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no.2 1993 ph. Giovanni Gastel
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Saporita
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by Franco Curletto
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You - Anne | - noud June 1993
ph. Giovanni Gastal

You - Anno | - no 4 October 1993
ph. Christofer Griffith

You - Anne | - nod June 1993
ph. Gigvanni Gastel

of proportion and alternation that gives the right
sense of movement to otherwise “tranquil” graphics,
based on respect for image and text. The drawings
too make-up. "Everything must work together”, says
Pitacco, "to create the style of a magazine related to
beauty that always pursues the ideal of harmony.
The eye must be satisfied by a traditional image,
based on the careful admixture of photography,
drawing and lettering and by a well-chosen palette
of colours”,

But even before the layout of the page, Pitacco's
touch is evident in the choice of image. To achieve
the necessary sense of softness, which is heightened
during the printing of the magazine, photographers
are employed who use special techniques and all the
photography is done specially for the magazine. The
result of this are images which, while having the
softness of paint, are almost sculptural. Everything
contributes to create a clear impression even among
those who hurriedly leaf through the magazine.
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You - Anng | - no.& June 1993 ph, Gicvanni Gaste!
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You - Anno | - no& June 1993 ph. Giovanni Gastel
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You - Anna | - no1 April 1994 ph. Antonio Redaelli

You - Anno Il - no.1 -;l:-rnl 19%4 ph. Antonio Redaelli
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The design of “lo Donna”, the Corriere della Sera’s women's
magazine, is perhaps the most complex of the many projects
that Pitacco has attempted. This too has been handled with
that casualness which characterises his approach and makes
his waork both easy to read and a pleasure to look at.

“lo Donna” is a kind of sublimation of the collage, in that it
comprises many magazines rolled into one: there is the
glossy fashion magazine which uses full-page images, extra-
ardinary effects and atmospheric photography; next, we have
travel journalism, almost like that of National Geographic giv-
ing 2 flavour of far-off lands and the magic of foreign habits
and costumes; there are also sociological investigations with
photography which recalls the glory days of Life. Finally, there
is a service section which contains baoth information and
news, fragmented by small photographs and boxes and laid
out with a more syncopated rhythm,

All these various souls manage to live in the same container
and page after page stimulate the reader’s curiosity. The pas-
sage from one section to another remains Muid, notwithstand-
ing the fact that the distinguishing characteristics of the re-
spective sections are deliberately emphasised.

There is in the overall layout something of the familiar, an al-
most nostalgic vein, given the references to illustrious exam-
ples from the past. There is the concreteness of everyday life
and there is the dream; here we have both reality and the suf-
fuse magic of the unreal. This variety of rhythm is the device
by which the magazine is read, consulted and looked at, bear-
ing in mind that is enters our homes furtively, being enclosed
in a newspaper. It also allows it, week after week, to remain
fresh and rich not only in surprises, advice and information
but also in its suggestive imagery and highly original graphic
style. Poise is perhaps that guality which best describes the
character of this design. We should note that this balance re-
sults from imbalances and that it is the result, not of a requ-
lar but of an always varied movement, one which creates a
serrated game of counterpoint. There is none of the fashion
journalism to be found in the weekly magazines but each edi

tion has instead a single context in which the fashion is
placed, thus a single article for the whole magazine, devel-
oped over thirty pages and often linked to reports on current
affairs or reportage. |n this way are created the stories that
have nothing in commaon with traditional fashion photography.
lo Donna, like all Pitacco's work is highly natural without ba-
nality but neither is it conciously, obsessively original.

There are inventions but they are moulded into the context
and are never ostentatiously emphasised, they are never iso-
tated actors but always cooperatively participate in the whaole
o Donna knows how to stupefy and be confident at the same
tirme. It is a magazine which can be both friendly and practical
while still allowing us dream
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Corriere della Sera

It has newspaper’'s format and the rhythm of a weekly
magazine with articles which are concluded in a single
issue. A simple idea: pages are divided into four, creating
either four or two autonomous sections each equipped
with its own separate image. Since it is about fashion, the
black and white photography is animated by the play of
strong contrasts which give an almost three-dimensional
thickness to the images.

Page titles are assertive, to create a feeling of sensation
right from the first page. The counterpoint between
bolds, romans and italics has been chosen to make the
reading of the magazine that of reading a series of cap-
tions. It is the cohabition of the needs of a newspaper and
those of a fashion magazine, resolved in a manner both
agile and original.

Corriere della Sera - 3 October 1997
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Michele De Lucchi

The concept here concerns not only the page layout, the choice of
photography and typeface but also the format, paper and binding.
Even in an editorial project one starts with shape and dimension; in
the case of this brochure for Michele De Lucchi, the central concepl is
that of a brochure in the A3 format, similar to the folders used by ar-
chitects to carry drawings. The brochure consists of separate sheets,
each designed as a double page so that behind its metaphoric and
aesthetic function, the concept permits the progessive addition of new
projects. In addition, by folding the sheets, one can produce a booklet

in a more commercial format suitable for posting. The mest important mnlt-::mmn
graphic element here is a dotted line which borders the sheets, an al- ELEGANTA E IRONIA
lusion to the Memphis design group guided by Ettore Sottsass, formed
in 1981 with Michele De Lucchi as one of its founders. 1985
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The cover in card in twe colours
2Bx25 cn] with the title

on a separately - applied label
with 2 machine - stiched binding.
0n the inside, straw fibre paper
alternated with crépe paper

and Bodonian paper with applied
hand-made paper, gauze

and ribbon. 1994

Piedi

Bare feet, in the sun, in the wind and the rain, for
days at a time. The Indians travel great distances in
bare feet. In their slow, mystical migrations they
tread the brown powder of their land and their feet
bear the signs of having walked for so long. Skin
dries out and the soles become deformed.

Young, well-shaped feet that have so far to go and
bony, worn-out feet that have walked far. Jewelled
feet, the sacred feet of wise men that have walked
the world and should be venerated.

Feet burnt by the sun and dried by the wind; young
feet and feet that have walked far and seen much.
These stories are told by the photography in India
of Gionata Xerra. How to recreate the spirit of this
kind of walking? How to convey a sense of India, a
land where people walk in bare feet to those who
only ever wear shoes. How to tell the story of the
feet that tread the earth to those who no longer en-

1 - editorial graphics
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joy the voices of their feet, which are forever the
prisoners of their shoes. Pitacco thought of design-
ing a book which would give a tactile flavour of
India, handmade, like their papers; hand-decorat-
ed page by page through the patience of Indian
craftsmen. A naive and poetic book, printed on re-
cycled paper but rich in fascination and poetry.
Thus came about a limited edition, sponsored by a
specialist manufacturer of handmade shoes: the
Pino Giardini company. The key to understanding
the book, which leads one back to the sponsar, is
craftsmanship.

Each page of the book is a work on its own, an
artistic collage in which the most disparate ele-
ments are used to frame Xerra's poetic photogra-
phy: watercolour and paper doilies...

With this project, Pitacco returns to his original pas-
sion: collage, this time with recycled components,
and demonstrates an unexpected poetry and almost
feminine touch in his treatment of his materials.

1 - editorial graphics
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La terra senese e i suoi vini

Even the most classic promotional volume can be
transformed into a real book. Since the subject is
wine, that of Siena with its dense flavour and bou-
quet, leaves and bunches of grapes have become
the tiles of a multicoloured mosaic. Combining
them in a festival of colour and form, sometimes
faces [almost like Arcimboldo], sometimes bottles,

Pitacco has designed triumphal openings to its
chapters which give the book the cadence of a fan-
tastic journey to the kingdom of Bacchus.

It is not only a book on wines but also an imaginary
trip into the Sienese countryside, captured in its
most enchanting moments. Images of bottles and
the designs of their labels are combined with vi-

1 - editorial graphics

Li hanmo chiamati vin min Al wltermativi,

ni Wi origine, ma
& vini ga FLmLl peral
ore che sa cosa bere,

sions of peaceful hills and vineyards and because
any product acquires identity when its story is told
in so leisurely a fashion, there are pages dedicated
to the pressing of the grapes with the vats and bar-
rels and the damp cellars where the wines age. The
story of a simple Senese wine has become an fasci-
nating document of material culture.

1986. 22x2%cm - ph. Giovanni Gastel

m
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BY
EDDY KOHLI

Rizzoli

B

Cuba

Even if he spends most of his time in the studio,
Pitacco can still be still a traveller. He has an eye
well versed in grasping the spirit of places with the
sensibility to absorb the flavours and perfumes of
distant and strange worlds. Beyond the face he
reaches out to touch the soul. To create the book
‘Cuba’ by Eddy Kohli, published by Rizzoli in 1997,
Pitacco trusted himself to the care of these sensi-
tive qualities.

He has created a mental canvas and has chosen
the photographs in his search to tell a story. He has
created an itinerary throught places, nature faces
and bodies...to reveal the spirit of a country. There
is in this volume a double-page spread which func-
tions as a kind of metaphor of Pitacco's approach:
two large eyes, looking straight ahead which are
veiled by dense, dark eyelashes. They are his, those
which he has trained to look by looking at thou-
sands of images. Those which knew how to create a
contemporary anthropology of Cuba which speaks
without need of words.

1-editorial graphics
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Peter Beard
Beyond the End of the World
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Peter Beard

Peter Beard is a very special photographer. He
writes diaries by creating naturalistic collages.
Landscapes, animals and environments framed by
tree trunks, branches leaves and sea shells. He is a
baroque photographer who works by superimposi-
tion, accumulation and manipulation. He is a pho-
tographer who seeks to grasp each subtlety of
light, each moment in time, who misses no detail.
This book of his work "Peter Beard oltre la fine del
mondo’, published by Rizzoli in 1997 with 140 pages
of photographs. is the result of two creative per-
sonalities who both love collage. Pitacco went to
America and sojourned in Beard's studio, becoming
a participant in a way of life, an accomplice in a sto-
ry. With this spirit he has seen a thousand images
and has crdered them to weave the cloth of a life-
story, a story beyond the simply professional. He
has trusted sensibility rather than method so that
the diary would not lose its immediacy, that it
would have that intense and primitive flavour which
may be obtained only by ingredients of great rich-
ness. So that even those who only journey around
their own room may also feel the wanderlust.

fotografie, diari,
appunti & schizzi,
collages, orrori naturali,
ricordi mastodontici,
fantasmagorie & metamorfosi:
ultime voci
di Mal d’Africa

Rizzoli

1-editorial graphics
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Celentano

The book on Celentano, published by Rizzoli in 1999
is possibly Pitacco’s masterpiece. It is not a book in
the conventional sense but rather a sequence of
pictorial works. We see here all of Pitacco’s hall-
marks: the elaborate coloured backgrounds, the
stripes, the multicoloured dots, the line drawings,
the handwritten texts, the alternation of typefaces,
the giant titles and smaller texts, the collages of
cartoon-style photographs and full-page images,
the images both silhouetted and framed... And be-
fore all this a long journey into the archives in order
to recreate the constituents of the private and pub-
lic life of the moleggiato: a person out of the ordi-
nary, both fascinating and coarse.

It is a new way of making a book: without grid or
scheme, almost trusting the impromptu. Each page
is designed by itself. None is the same as the oth-
ers; each one is the subject of invention. The result
is a melting pot which well expresses this charac-
ter's effervescent nature; who continues to affect
the world of music and the theatre. In sinthesis, the
book is as much a chameleon as its protagonist,
able to describe the moods of a turbulent life and
document the thousand faces of an artist who re-
mains always faithful to his own identity. The thread
of this firework of graphic and pictorial invention
lies in the intense face of Adriano, a stave crowded
with notes.

[T

Rizzoli
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Body and soul

From product identification to the creation of a corporate
identity to render the brand persuasive, to the design of objects
in support of the company’s image.




82

Shop window signs
and label design. 1785-84

A product is a link in a chain of relationships. It is
never mute but tells a story which unfolds through
its form and colour, its elegance and use.
Communications in support of the product serve to
make this “story” comprehensibile and to facilitate
the relationship between object and user, revealing
interpretations to make it friendlier and more de-
sireable. The creation of a corporate identity can be
compared to the construction of a family tree in that
the product is placed in relation both to its manu-
facturer and to the other products in the collection,
hierarchically arranged inside a complex system
which is that of any corporate reality, A product ney-
er comes about by accident: it is always the result of
a strategy, the landing-stage for a voyage of re-
search which involves all of the company's exper-
tise. The product range is a kind of jigsaw puzzle
which, when complete, embodies the essence

of the corporate philosophy. The corporate
identity is thus a writing-down of the narra-

tion of this philosophy so that it can be

seen, chapter by chapter, through icons

and symbols. For Pitacco, any work in the

field of corporate identity is first of all an
exercise in understanding which begins
with the product. An exercise, almaost of

psychoanalysis, to reach the product’s soul:

that which is often hidden by misleading ap-
pearance. But this is not enough: one must
enter into a relationship with the company in
order to grasp its intentions and motivation.
Pitacco prefers to listen; he does not try to impose a
vision but rather to find the best way in which to
represent the client’s intentions. In a system which
is vulnerable to abuse, such a disposition as this is a
very rare guality, a quality which also explains his
inventiveness and crealivity not only as a graphic
but also as a product designer. There is no danger
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Label design for Azienda Agricola del Monastero
di San Yettore in Gambassi, 1993

ta calling him a product designer. Much of his work
in corporate identity has also passed into the design
of objects. These objects exist in support of the cor-
porate identity but are themselves equipped with
their own identity and aesthetics; they are densely
atmospheric, figuratively autonomous and well able
to emphasise the qualities of the brand.

He is thus a designer in all senses given that his ob-
jects respect function, as the Bauhaus has taught,
while having an almost decorative sense of taste,
able to rediscover such unusual finishes as the acid-
etched copper which was used in the promotional
flower vase for Italseta. In the pursuit of his career,
Pitacco has pushed himself further, becoming a tal-
ent scout and collaborating in the design of inventive
and poetic exhibition stands for his artist/craftsman
clients, far from the circuit of the "star-system”. The
road has thus many turnings but the point of depar-
ture is always the ability to synthesise. To create a
corporate identity means above all to identify an
icon; a new, pleasing, comprehensible and memo-
rable symbol which represents the company, its sin-
gularity, qualities and market. |t can even be a single
mark which, like a Japanese kanji tells a kind of mi-
cro-story. Pitacco seems to have found a way of syn-
thesising this pictorial quality given that his logos are
never hieroglyphic but are representational; figures,
sometimes brushstrokes which tell the corporate
tale as in the case of the ltalseta logo. Pictoriality
might be the underlying theme of his work because
one can also see it in his editorial projects; in the
choice of colours which are always warm and richly
atmospheric and because his graphic design is figu-
rative, far from the sophistications of conceptualism
and close to the authenticity of a story told in the first
person. His “corporate” work are the notes in a trav-
eller’s diary: that of his difficult and adventurous
journeys in corporate reality.

Clock designed for Fiorucci

Cover CD. 1993

2+ corporate identity

Company monagraph Textiles & Services. 1993
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Company monograph, 198%/90.

v
I[TALASETA

ltalseta

The central thread of all the work for Italseta, the
noted tie maker is the tie used both as graphic im-
age and object of design. A tie painted in two
brushstrokes becomes a logo, a logo which has im-
pact and can be used as a distinctive symbol for all
communication, even in advertising. The tradition
silk patterns found in tie making are reiterated and
used as a decorative motif for a company presenta-
tion. This however, is not all; the tie also becomes
sculpture. The ltalseta stand at Pitti uomo in
Florence resembles an unusual kind of art gallery
that features tie-sculptures inspired by the various
themes of the collection. They are decorated with
the addition of mosaics to make reference to Klimt;
at other times, almost like Calder’s mobiles, with
suspended pieces of multicoloured glass and illu-
minated by neon strips to allude to the inspiration
of pop art. In his work for Italseta, Pitacco widens
the territory of graphics to include design. Some of
his stand designs already belong more to design
than to pure graphics and these excursions into
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Corporate advertising. 1992/93

Logo Design. 1988
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The promotional vase in acid-etched
copper designed by Sandra Fabbri
1991

design do not stop at the mise-en-scéne but
also include the design of promotianal articles.
Such is the case with plates: using the tie motif
on the border, Pitacco has created a service
with the flavour of classic Ginori and these
plates have their own dignity: only at a second
look does one realise that the decoration has
been stolen from ties. The plates are thus not
only promaotional but also a considered work of
design in their own right. From design, art is
only a small step away. The contributions of
Sandro Fabbri, Antonio Fago, Fabio Titta and
Giorgio Vigna are in the truest sense works of
art. These artist-designers who operate in the
borderlands of art, fashion and design, prefer
unusual, often found, materials. The common
denominator of the promotional objects creat-
ed for Italseta is a certain archaeological quali-
ty given the choice of natural materials, cor-
roded metals and patinated colours - as if they
had been discovered rather than designed -
combined with a sense of memory, which is re-
current in much of Pitacco’s work but which
never decends to saccharine nostalgia. There
is therefore in this a return to the traditional
which is underlined by the choice of warm,
mellow and classic colours, the objective here
being to communicate not a sense of “retro”
but an immediate confidence in the brand.
Warking all possible variations on the tie,
Pitacco widens the company’s horizons: origi-
nally a totem of formal menswear, the tie has
become the ideal canvas for both graphic de-
sign and art.

Tie in cast metal and gla

Vigna for the 1992 lialseta si

Tie iy rmet, re and glass
03

far the 3
Italseta stand

& pictogramme created
for the campany monograph

Above:

Company monagraph, 1994-95

2+ corporate identity




Tig-sculpture, created with
recicled materials, by Antonio Fago
far the 1993 Italseta stand i
h. 170em

Tie in dried llowers, lor the 1952
ltalzeta stand, [180x70 cmi

Bg
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The fmal version of the logo, 1993

| Fallbrook

Packaging has two levels of meaning, an internal
and a more immediate external. Any package must
communicate the characteristics, qualities and vi-
tality of the product thal it contains. But not only
this. Packaging can also be thought of as a distinc-
tive part of a process regarding the life of the prod-
uct, from its birth to its death. |t must therefore,
beyond simply and persuasively illustrating the na-
ture of the product, supply information on the com-
pany that produced it, how it was manufactured
and how it should be used. Because of this, it is a
form of multi-layered communication which re-
quires detailed knowledge of the company and its
praducts and a form of creativity that is more of
Ahe designer than the graphic designer. We may
"define packaging as a kind of narrative structure in
that its informative value is greater than the mere-
ly communicative; in all its forms, packaging is
taking up newer and more sophisticated functions
with respect to its original role of indiscriminale
showman. Originally communication, it has be-
come a service,
But Pitacco's work for Casor does not only mean
the novel packaging of mens’ shirts. It means also
the creation of an identity for a brand by means of a
precise geographic reference, through the design
of packaging as well as that of the corporate iden-
jff tity and logo. Fallbrook, the name of this line of
products, makes reference to the language of the

Various proposals for logos which were
not accepted by the client

FALLNAEOK CONPORATION

The design of the wooden boxes. The logo,
printed on paper and then die-cut, is applied
ta the centre of the box, an elastic band
keeping the package closed

w '/

Swing licket and el
packaging for Underwear

F2

mining engineers of a certain area. Men who love
tradition and things that last. In order to empha-
sise the idea of clothing/object-of-desire which ac-
companies one throughout life, the shirts are pack-
aged in boxes made from lightweight unfinished
timber which are held closed by a simple claret-
coloured elastic band. The box makes the shirt
redolent of a time before that of "use-once-and-
throw-away” and is distinctive thanks to the use of
a centrally-placed logo. The logo, in that it is “icon-
ic”, must carry the aura of the company; more than
its own nature, it must speak of its possible sym-
bolic value, The Fallbrook logo, printed on recycled
paper has the naive flavour of a charcoal drawing,
a rough sketch which serves as a reminder of a
landscape: the mountain range of Fallbrook. The
basic idea was to establish through images a link
with an authentic and primitive nature in such a
way as to pass to the product those values of solid-
ity and essentiality that are suggested by the land-
scape. In order to emphasise the emotive link with
this place, that of the pioneers, each box contains a
lucky stone whose qualities are explained in an il-
lustrated leaflet. In other words, the Fallbrook shirt
wants to be something more than a simple shirt:
an assuring garment of antique flavour which
brings good fortune to those who wear it! This is
the “story” which Pitacco’s graphic design commu-
nicates with immediacy and simplicity.
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MName creation and logo design
for T-SHIRT. 1984

Free shirt

Logo and graphic design become product. This
is the case of Free shirt, a collection of tee-
shirts designed for Postal Market, an Italian
company specialising in mail order. The gar-
ment is here a means of communication, a
blank page on which to write a message in ac-
cordance with the client’'s requirements. The
message is the name: Freeshirt, a neologism
which alludes with immediacy either to the
tee-shirt itself or to an idea of liberty, the ideal
state in which to wear one. The text, in large
capital letters, camps out aggressively an a
stylised tee-shirt framed by a star. It is a
game, pregnant with symbolism and once
again an allusion to the nomadic, dreamy
world of youth, The full series of tee-shirts is a
variegated repertoire of illustrations: those
which occupy the whole front of the garment;
obssessive marks, almost like Escher; car-
toons inspired by "Metal Urlant”; line drawings
like two crossed-eyes and even a pair of base-
balls which describe the ideal brassiere. In the
panorama of Pitacco's work, this better than
the others is witness to his register and his
ability to “fluently speak many languages”,
passing from the cultured to youthful slang.

lor your
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Lego, textile labels

and pendant-swing lickels
for clothes, letterhead
and carrier bag. 1994

Linea Plus logo and shopping bag. 1994
Opposite: Magazine |44 pages], 1978

Angelo
Santagostino

Angelo Santagostino is a chain of shops which has
been in business since the beginning of the centu-
ry. To rethink the corporate identity meant in this
case giving a completely new character to the com-
pany while safeguarding the values of a long tradi-
tion. The objective was to join innovation and tradi-
tion by finding a powerful message which would
express these almost antithetical concepts. This
has been achieved through typography, which
Pitacco shows himself able to handle with great
dexterity.

This however is not just a question of professional-
ism. There is, and one can see il when Pitacco
talks, pausing to examine the values of point size
and the relationship between initial and title, a real
passion for this aspect of his work. To the sponta-
neous creative gesture, to that instinctive immedia-
cy which resolves the look of a page at first glance,
is added an archivist’s interest in type. It is the wish
to know all alphabets and have available the great-
est number of tools with which to creale infinite
modulations withoul need of invention. Here
Pitacco's familiarity with type is decisive.

For the logo, the choice fell on a typeface which re-
calls tradition, while the sense of innovation is
achieved by the logo itself and the choice of colour.
The logo is synthesised in a spiral which appears

painted with a brush such as is used by the
Japanese to paint kanji [the ideogrammes of their
alphabet]. It is a gesture both modern and tradi-
tional, in this way similar to Japanese scripts, that
warks well with the typeface, chosen to express a
sense of tradition. In order to characterise a more
moadern line, called Plus, a8 much more contempo-
rary typeface was used to emphasise the difference
in market; in addition, an aerodynamic shape was
chosen for the carrier bags in order to accentuate
the Plus line's dynamic character.

The company newsletter has a female character.
The articles are humanised by black and white
portraits of ‘real’ people: Polaroids are printed with
their borders to create a sense of reportage, used
to attenuate the usual glossy style of the fashion
magazine. To illustrate ‘real fashion for real peo-
ple’, a fashion that looks good on people who look
good’, Pitacco has chosen the style of a family pho-
to album: the parents, the friends, the places, the
house, the open air, the children, the school and
free time. Many moments lived in comfort and re-
finement. Since Santagostino seeks to communi-
cate a consolidated tradition of elegance we have
tinted architectural photography from the begin-
ning of the century: the perfect context for people
who recognise real values.

2 - corporate identity
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Company stories

Communication as story. Images integrated
with words to render companies visible, to make them exist.
Graphics giving voice to the client.




1987, Advertising page for Chiariva.

102

A product does not exist if it is not communicated
but communication is not a superstructure, a su-
perficial decoration. On the contrary, notwith-
standing the fact that it is often superimposed, it is
born with the product and is an integral part of it,
Every good product contains its own story, which it
tells to both explain itself and make itself more de-
sireable. To communicate properly presupposes
the ability to understand and interpret the prod-
uct’s story. To communicate is the same as to
translate; it is in the meaning of the word “transla-
tion” that the central core of communication may
be found. To translate means to make a text com-
prehensibile while safeguarding its meaning. Itis a
work not of homaologation, but an exhaustive at-
tempt to preserve the character of a text while
making it intelligible.

Each graphic designer has his own language, or
rather his own means to give it form. To communi-
cate a company means to translate into one's own
language that company's realities, making them
clearly intelligible but at the same time highlight-
ing their own peculiarities.

Once again the willingness to listen comes into
play. This work begins with a detailed task of docu-
mentation. The humus from which Pitacco’s cre-
ative vision blessoms, that which lets him antici-
pate a solution including the details, is his knowl-
edge of the client. To "give voice” to the client
through catalogues, brochures and advertising,
one must understand the client's own story. Like a
psychoanalyst, one must listen in order to discover
intent and ambition, to gather the secrets of the
conciousness, the hidden side of the personality, to
find that diversity which makes it unique.

This the first step. For each new project, one must
change register without losing one’s own identity
to create those responses tailored to the individual
personality.

In stories as these, there comes into play not only
images, their compaosition and rapport with lypog-
raphy but also the choice of paper, format and
front cover, Each element is like an instrument in

an orchestra: each with its own peculiarities but
which still contributes to the harmonious expres-
sion of the score.

Corporate communications is like a musical score;
each note is harmonised with the others so that
the music may be fluid, without discordant highs:
so that it may be natural. The principal quality of
Pitacco’s work in communications seems to me to
be one of naturalness, almost of inevitability: one
feels at once that the page could not be anything
other than that which it is; that no other layout
could better convey the character of the brand and
the product.This is the case with Missoni where
the accent is placed on interwoven patterns of
colour which become nearly abstract. On the other
hand, the promational brochure for T&S, a textile
manufacturer, plays with the grain of the paper
and the use of an unusual material for the front
cover to illustrate the tactile nature of the compa-
ny's products.

For Outrage, the image is more aggressive, in
sympathy with an imagined connection with the
world of sport. The choice of bright, shrill colours
alludes to a sense of competition and the typogra-
phy is declaimed as if it were the tape at the finish-
ing-line. For Punch, Pitacco has been able with few
images to illustrate the company’s ambivalence:
modernity, represented by the geometric perfec-
tion of a circle and imagination, underlined by a
patchwork of textiles enclosed by a circle which
refers to the company's orientation to avant-garde
design. The result of this is a conceptual style of
communication which expresses the company's
destabilising spirit which, while never one of fash-
ion, has certainly created a distinct style. In con-
trast with this, the catalogue for Barba's becomes
a metropolitan story.

Its pages resemble sequences from neo-realist
Italian cinema: duotones contrasted with a dense-
ly-atmospheric blue, like the Milanese cityscapes
in the films of Silvio Soldini, illuminated by the cut-
ting light of Luca Bigazzi's photography with sepia
images of interiors captured in moments of inti-

macy. In these works, Pitacco's orientation towards
the story rather than the symbol emergences yet
again: each page is a story, told by one who knows
it well. But what is a company if not the totality of
its products? No such narration can afford to ex-
clude the image, the quality and the characteris-
tics of a company’s production; it is in fact the
product itself which is the most immediate mes-
sage, being the best synthesis of the company's
personality.

When Pitacco designs packaging and logoes, he fo-
cuses on the product as a symbol. The product is
then dressed by its packaging and at the same
time reveals itself in the most sensitive and imme-
diate form to its user.

Packaging is a form of communication which in-
cludes touch, that empirical understanding creat-
ed by the grain of the materials and finishes. The
logo is a symbolic instrument; it must describe in a
few gestures the personality of the company and
its product. It is a form of writing analogous to that
of the ideagramme: @ symbol which expresses an
idea. His propensity for the detailed case history
allows Pitacco to create meaning in each packag-
ing project and it is this area of his work which
best illustrates his narrative, pictorial, almaost
sculptural approach. The design of a logo is one of
synthesis, of condensation.

The logo is an icon which must convey with imme-
diacy the aura of the company that it represents
but more than simply the nature of the company, it
must also speak of its own possible symbolic val-
ue. It must create a sense of distinction and at the
same time, respect and admiration. In this field
too, Pitacco finds the right intonation, the balance
between innovation and tradition.

In all his work, there is a mature vision, a knowl-
edge of how to find a harmonious, balanced rela-
tionship between image and symbol, between
words and pictures. Using the musical metaphor,
one may call him less a soloist than a conductor,
one who can achieve an unusual interpretation of a
score without altering its essential nature.

1983. Poster 50x70 cm ph, Toscani,
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19%5. Christmas cards
Cento per Centa studio .
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Cassoli

For Cassoli, a noted manufacturer of womenswear,
Pitacco chose a language able to both express the
stylistic evolution of the company and to work in
sympathy with the photography of the various col-
lections. For the winter 1990 collection, for exam-
ple, Pitacco put himself in tune with the pho-
tographs of Steven Maisel which featured the com-
posed beauty of Christy Turlington. The catalogue is
vaguely suggestive of the 19405, a feeling accentu-
ated by background colours which recall the lustre
of plastic, nonetheless modulated by a very 1990s
accent, while references to pop culture dissolve into
the vaguely post-modern look of the pages. The let-
tering used in the logo changes from season to
season: changes which reflect the continuing evo-
lution of the rhythms of the world of fashion and
the company's desire to stay on terms with this
see-saw of changing taste. The summer 1994 cata-
logue is romantically inspired, an inspiration un-
derlined by the paper heart that features on the
fronl cover. To create this sense of the diary of a
young girl, Pitacco returned to his primitive pas-
sion, collage, to create the protagonist of the front
cover. The romantic image of the heart torn from a
sheet of paper is accentuated by the graceful, high-
ly feminine calligraphy. The spirit of collage can al-
so be seen in the pieces of adhesive tape which are
deliberately placed in evidence.

For the spring-summer 19%4 collection he also de-
signed an invitation which summarised the themes
of the collection: a playing card, the Queen of
Hearts which was also used for the shop window
signs. Inside the catalogue are the photographs of
the show and to emphasise the theme of each out-
fit, they are linked to emblematic images which re-
inforce the central theme. For the 1995 catalogue
on the other hand, even from the front cover can be
seen a decidedly masculine emphasis.

The paper on which the cover is printed resembles
the cotton from which mens shirts are made, the
image is that of a shirt front, made in ink with a few
assured brushstrokes. The buttons, in contrast with
this gouache-style of drawing, are printed with a
realistic appearance. Pitacco uses collage again to
superimpose on the freely-drawn shirt a printed
tie, glued in place to yield a sense of mobility.
Inside the catalogue, photography alternates with
varying kinds of drawings to break up the monotony
of the catwalk show photographs which can often
be very similar to one another. The Cassoli cata-

3-company staries
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logues are proof yet again of Pitacco’s narrative
tendency; his work is not limited to a creative lay-
ing-out of the photography but seeks, through the
combination of drawing and photograph, to illus-
trate a narrative structure. We can see his wish to
interpret the collection by supplying references
which illustrate the basic themes. The catalogue is
thus more than a sequence of images, it i1s a kind
of social history of that seasen’s fashions which is
a valuable toal with which to best understand the
collection. But not only this: Pitacco's graphic de-
sign distances fashion from its frigid, almost ab-
stract aura to make il more natural and human so
that it becomes a true-life story
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Catalogue 1993-%4

A twentylour page [29x42 cm)

with stiched binding, for a collection
with a masculine feel. The cover

is in paper which resembles cotton
rnqun and has a mobile tie

which is only lightly glued
underneath the neckl, in another
material. The shirt 15 sketched in

ink while the shirt buttons themsebves
are printed. Inside, there are
drawings of varying kinds in order
te modulate and emphasise

the photography.

Shop-windows sign in three folding
panels, printed in five colours.
ph. Arnalde Castold:
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a certain colour palette and a special way of mixing
colours, of blending warp and weft together to cre-
ate interwoven melanges of coloured yarns. To
speak of the Missoni collection through brochures
and catalogues meant finding a way in which to ex-
alt this very special way of using colours and creat-
ing knitwear which could convey the fluidity, unex-
pected transparencies and consistency and strength
of the textiles themselves. The dominant themes
are thus material and colour, which Pitacco has de-
veloped reproducing on the front covers the magic
of the interwoven colours and the flavour of the
materials: the softness of the bouclé, the exuber-
ance of the silks, the roughness of the carded tex-
tiles and the gentle weight of the jacquards. He
sometimes emphasises lines, one of the dominant
molifs in the Missoni universe, while at other times,
multicoloured patchworks to emphasise Missoni's
specialisation in knitwear. On occasion, he has used
plaited textiles around a classical bust to illustrate
the way in which these knits swathe the body with
the naturalness of a cape. It is a game of sugges-
tion where Pitacco has best been able to express
his pictorial sense.

1



1991-1993. Catalogues for the Barba's
autumnfwinter and spring/summaer collections
ph. Vanni Burkhart
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Barbas

The owner of Barba's, a Japanese finance house,
wanted to underline the Italian nature of the collec-
tions, emphasising the added value that comes with
“made in Italy”. The catalogues are thus a series of
metropolitan stories which are set in Italian cities,
each sensitively photographed according to its own
character: Milan grey and misty; Venice, a magic
spell of water and colour... Season after season,
Pitacco conveys the full variety of Italy; some pages
resemble sequences drawn from the new ltalian
cinema. We see duotones contrasted with a domi-
nant blue and how Luca Bigazzi's photography has
achieved an almost dramatically dense atmosphere
with a vague halo of mystery similar to the scenes
in Soldini's "Aria serena dell'Ovest™.

Other pages, dominated by a suffuse tone of sepia,
recall the interiors of the great Italian houses while
others still, those dedicated to the summer collec-
tions, suggest Meditteranean colours: ochre, red,
sepia and sand and are seen in the context of
Portofino. Pitacco, like a modern Goethe has part-
nered the fashion of Barba's on a kind of idealised
journey, achieving with great sensitivity an very
ltalian sense of place, colour and material. It is that
spirit which has always enchanted travellers and it
is that which gives such potency to "made in Italy”.
This is how the catalogues appear, more as the
work of a film director than of a graphic designer,
of one sensitive to the genius loci, who tells his sto-
ry in scenes which need no words to be meaningful.

3+-company stories
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OUTRAGE Punch

In the world of mens’ fashion, Punch is synony

mous with research, creativity and oniginality. 11 s

point of reference for those who want to break fre:

of the restraints of the classic. From the imagina-

OUTRAGE
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. in their inclined

=L

multicoloured b
Pitacco may

J .II wers, the driving motlif is always
‘ P of the collage. A nearly surreal kind of collage, one

,A‘L_?\.’f: always velled by an iromc shad

simply a banal patchwork. shop-wint
“"N--.—-r-". feature a shirt skelched in red 1o whic
tons have been applied: a knowing juxtaposition
the real and the graphic. With this kind of
Pitacco has been

the company's ambivalen

ana an frant ¢

IXSVERXG jsaving oo
. tics: modernity, represented by the

U :
- try of the circle and imagination, underlined by a

combination of 'Z:il.".ill.:'li textiles enclosed n a cir-
cle which refers to the company's avant-garde ori

entation. The result 15 a form of

commumcation
which is at once both [I;;L."E:'.E-.'-E anad concepiluat,
which well expresses the company's destabilising
spirit: having never followed fashion, that which

has created its own unique, iImimitable style
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Swatch

Far Swatch, Pitacco benefits from his long experi-
ence in art directing fashion magazines and his fa-
miliarity with page layout.

The Saatchi&Saatchi agency asked for a design for
promotional literature and Pitacco has created a
series of mullicoloured collages, united the pho-
tographs of various models of watch with images to
emphasise their symbolic value, telling his stories
with the excited sense of movement of a cartoon
strip. There emerges from the page a strong sense
of evocation that is once again born from his sensi-
tive reading of the product.

At the start of each project there is always this de-
tailed job of decryption: the product is a distillation
of messages which are often hidden and which
must be made manifest. For each new project, one
must find a new language in which to do this, in or-
der to render the message meaningful. The work
for Swatch, to maintain this linguistic metaphor, is
a fine example of Pitacco's polyglot nature: one of
his greatest abilities is to continually change regis-
ter but never lose his own identity. 1990.
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Lk e R Postalmarket
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i.-‘:*i; PRI -]-i L TE For Postalmarket, Italy's market leader in mail or-
i der sales, Pitacco created a look for the new cata-
logue aimed at the youth market with reference to
a world of the young which is always lived against a
background of music. This explains the square for-
mat, similar to that of records and CDs. The logo,
jeans, is placed on a map: a allusion both to a no-
madic youthfulness and a metropolitan lifestyle.
These catalogues deliberately resemble magazines
and the products are laid out to capture the appeal
of those products which feature in these publica-
tions. Since the underlying theme here is the life of
the great metropoli as is seen in the pages of the
fashion magazines, the photography of each cata-
logue is shot in a variety of cities: Los Angeles,
Miami, London and Milan: a youthful and metropol-
itan mythology. The graphic design contributes to
this immediate sense of quality so that a simple
mail order catalogue has become a cult magazine
for the young tribes of the city.
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1985, Catalogue [30x30 cmi ph Tom Thermbert.
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Zegna

The company wanted a highly essential image for
the packaging of its mens’ underwear collection, in
line with its decidedly classic product. Essential,
but with an impact similar to that of a symbol, so
that it could be seen, even in shop windows with the
force of a road sign. While choasing a rigorously
geometric layout, one emphasised by the use of
black and white, Pitacco has not abandoned the fig-
urative; the packaging features stylised tee-shirts
and pyjama jackets. However, this realism blends
with a more geometric vision and one can almost
glimpse the abstract, even though it does not actu-
ally obscure the narrative aspects of the design

Once again and with great ease, Pitacco has found
the right language to express the personality of the
label with clarity and immediacy. In this case, the
narration takes place not in background images but
is condensed into an emblematic drawing simpli-
fied down to its essence: an ideogramme. An
ideogramme which speaks with clarity of a brand
which represents a classic, traditional quality. 1987,

ERMENEGILD 0

Best Company

It would be a shame to keep hidden a young prod

ict that in only a short time has created a definite
natoriety. Thus was born the idea of dressing the
packaging with the product itself, shown at actual
sizean a festival of colour: the product has become
hoth the box and a means of communicatian

The intuition that Pitacco brought 1o the creation of
this truly difterent form of packaging derives once
again from his ability to reach the heart of the prod

11 and make a detailled reading of the chient’s per

zonality. In this way, Best Company can assert itsel!
thanks lots product/signal; to communicate, it has
therefare no need of a new symbolic language. To
make s message clear, i1 15 enough to simply
show the product. And since Pitacco loves to speak
clearly, we can see the concepl of a box which, dil

ferent from the aothers, does not conceal bul rather
inveils the product even before it has been opened

bt packaging only reinforces the idea ol & product

which can speak for itself, a product from Best

Company. 19HA

ot Ui,




Falke

For Falke, the large German menswear manufac-
turer with sales throughout Germany, Pitacco de-
signed a very special carrier bag. The basic idea
was to represent the company with the painted face
of a man, placed in the centre of the bag in the guise
of a logo. Subsequently, to render the image more
incisive, he has simply used a large eye. This pictor-
ial treatment, making use of wide brushstrokes,
makes the eye motif unsettling and the effect is one
of a penetrating, almost searching stare. The eye's
out-of-scale spiral makes this image even more ef-
fective and its pictorial quality acquires a strong
iconic value. Falke is an almost emblematic case of
how a pictorial treatment can take up eminently
graphic values and of how the figurative can tran-
scend realism to embrace a almost conceptual
character. 1993. lllustration by Sandro Fabbri.
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120% lino

For 120% lino, Pitacco has created a
complete corporate identity which
ranges from the logo to include labels
and catalogues. His work also extend-
ed to the conception of the company’s
shop in Milan which has become a
most potent form of communication.
Since the company manufactures only
in linen, Pitacco has used for the com-
pany logo a hyperbolic "120% linen” in
order lo emphasis its specialisation.
This specialisation is also emphasised
through the choice of colour: white,
cream and sand, typical colours for a
natural fibre.

Pitacco’'s work is exemplified by an ex-
tended professionalism which crosses
the border of the discipline to venture,
in this case, along the road of concep-
tual design. Regarding his sensitive in-
terpretation of the company and its
product, Pitacco can be seen as partic-
ularly adept in his creation of a shop

1999, Shop interior
in collabaration with
the architect Egidio Tordera.

1995, Swing tickel in embroidered linen, which, more than being a s'rrnply func-
Left: _ tional container of the product, is itself
{700, CoRRr I0f SpriusumImar catalogue an effective tool for the communication
T o of the brand’s character. In this, we
T-shirt can see a creative intellect which can

deftly pass "from sign to design” while
keeping its narrative capacity intact.

19%9. Spring/summer catalogue
ph. Axel Hoed!

1999, Folder for spring/summer collection 2000,

1999, Autumin/ winter catalogue
ph. Axel Hoedt
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Wella

The logo, specialised in haircare. A brochure that
speaks of technology and research with images typ-
ical of a scientific laboratory with well-defined type
on homogeneous backgrounds.

It is a pamphlet, dedicated to the Kamuso System,
an ancient chinese massage technique 4000 years
old, of an oriental flavour with pictograms, decorat-
ed capitals, coloured backgrounds and decorative
typefaces. In one sense the language of science, in
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another that of botany, enriched by landscape back-
grounds and totemic images to restore an aura of
sacredness (o this ancient natural method of scalp
massage.

Almost a paradigm of a multilingual disposition, of
a versatility based on daily practice, of a consum-
mate technigue created by a willingness to go to
the origins of processes and study the creation of
new products.
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1999. Lifetex Linea exhibitor
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Cristina Morozzi

With a curiosity regarding the world
she has for many years been
interested in design.

From 1987 to 1995 she was editor
of the design magazine Modo,
documenting with perseverance
the new international creativity.
She has written books such as
"Anna Castelli Ferrieri”

(Bari: Laterza 1993),

"Andrea Branzi”

[Paris: Dis voir, 1997],

"Oggetti Risorti”

[Milan: Costa&Nolan, 1998]

and has curated exhibitions:

"I modi del design” (Triennale,
Milan, 1987], Ecoway [with Serena
Omodeo, Abitare il tempo, Verona,
1995]) and has contributed

to a number of both ltalian

and foreign magazines on design,
art, architecture and fashion.
Sensitive to new trends, she seeks

to put industry in contact with new
creative talents, in order to catalyse
‘improbable’ collaborations.

A stubborn, critical spirit, even when
writing about objects she always
seeks to promote social values.
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