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This contribution is the result of some reflexidasnched by a national sociological research
project (PRIN 2004) coordinated by the UniversityTeramo about “Innovations within the
development of local systems of the Third Italyi. particular, it refers to the role local
productions (above all food farming, wine, and raatt) have been reaching within cultural
local development processes. Within this researchegt, both theoretical and empirical
attention has been focused upon the configuratiotikely “Districts of Taste”, in the

province of Teramo (Abruzzo Region).

After a first exploratory stage of the research,clvhhas been conducted on the whole

territory of the province, three different “Distisc of Taste” have been picked out, each

aiming to satisfy some exploratory variables: theaaaround the town of Torano Nuovo, the

area around the town of Atri and the area of tledi&n Valley. Looking at them closely, we

can note that each one can be placed on a diffeasition, when compared to the others,

according to the following variables:

- geographical position= each district has been picked out in a differeetiasf the

province, in order to represent the whole territanyterms of both geographical and

economic specificity. Torano Nuovo is in the NoEast of the province and is set in



a hill territory, Atri is in the South and is gotgal Adriatic city, being right along the
Adriatic coast, whilst Sicilian Valley (in the SduWest) is a Typical mountainous
context.

- presence of tradition related to a particular dinseon of tasteEach one of the three
districts underlines a particular traditional fielth association to a different
declension of taste. In the case of Torano Nuovmoael centred on gastronomy
prevails; whilst in the case of Sicilian Valley.etllimensions of environment and
handicraft prevail. Finally, in the case of Atrethttention is focused on tourism in its

rural dimension.

Taste between material and immaterial dimensions

If we consider the contemporary social scenaridjeasg mostly represented by the complex
dynamics between local and global stances, thenalfraditional productions (both food-
farming and hand-crafted ones) gain an importadeddvalue, especially in terms of local
cultures and identities valorisation. In this comtén fact, their value has seemed to overtake
the mere materialistic essence and to achieve amaierial meaning, according to which
they can become more successful and more sougintthéin industrialised products, even
though they are often more expensive.

Just to give an example: eating a certain kindh&fese, drinking a certain kind of wine,
using a certain kind of ceramics tableware giveséhdaily gestures an extra-ordinary value
which finds its reason on a symbolic level. In othverds, these local productions are sought
after and consumed not only because they respoadnaterial need but mostly because they
can satisfy what we could call a “hunger of imagyndentity”. It means that while eating or
drinking we are consuming, at the same time, timgier sense of place. For these reasons,
the above products can be considered as cultwaligoted; for their consumers, they come
to represent the whole territory (its inhabitamisluded) in which they have been produced.
That is why, a right definition to describe thenulcbbe that of «cultural objects» (Lai 2006);
they are strongly differentiated goods and they gaiccess on markets just because of their
strong territorial identity. Their use gives thepopunity to reach a close contact with local
social reality and know-how; through their consuiomt users can also approach a whole
culture. They can visit the place where the proslae made, talk to their producers, ask

about the production processes, look at work presti



Therefore, within these valorisation dynamics, toacept of “taste” places itself on three
different levels; the first one being the most matestic one, whereas the other two show a
more symbolic aspect.

1) As just anticipated, on a first level, taste haddanore with its material essence and, in a
certain sense, we could refer to it as “flavoutiaTis the aspect that links the notion of taste
to the issue of quality. In other words, we eas flsod and drink this wine, simply because
they taste good. They have a different taste froemgoods we consume every day. Their
quality has to do with authenticity and it is syrel better one, when compared to mass
produced goods. Therefore, they convey what caralbed as “a promise for quality”.

2) This first level of taste is tightly related to teecond one, which instead has to do more
closely with the environmental issue. In front bétcomplex and various aspects risk has
been taking over in contemporary society, the reukwttention toward environmental
patrimony seems at times going together with tharcte for good food and drink, as
synonymous both of “healthy nutrition” and sus#édile productions, under both social and
ecological perspectives. At the same time, locadftarm, because of its close relation with
rural world, identifies thoroughly itself with ityhen related to our cultural representations.
Such an identification can be so strong, that sineeit gives the sensation to taste both the
“flavour of past times” and that of a “recoveredtura”. Gastronomy, slow food,
biodiversity, protected areas, local identities #&madlitions are all part of the same “prestige
team” which sets itself inside the globalisation #s own alternative complement.
Notwithstanding, they are all within the same fanof dynamics (Clemente 2006). This
relation between healthy food and environmentaitipslis well represented by Slow Food
Association, which is now asserting itself as abglanovement. Born as an antidote to fast
food and fast life, the movement matches its idegood quality gastronomy with the idea of
safeguarding biodiversity from homologation, evewler the perspective of taste. In order to
reach its aims, the Association proposes a moranbatl life style to be conducted in
harmony with nature.

3) On a third level, taste has to be taken mostly tin aesthetic dimension. That is,
typical/traditional products use can corresponcally to a consumer choice and to the
assertion of a particular life style. In other wgrdhese goods (especially because of their
cultural connotation) can encourage the affirmatadnboth development and consumer
models which present themselves in contrapositidth Wwomologating “mass culture”. To
such an extent, the recourse to typical productams to its imagery can give its users the

idea to regenerate from some “bad taste” modelmty produced. For this reason, it also



comes to characterise in a cultural way individc@hsumer styles. Choosing to consume a
typical product instead of an industrialised one eapress a “taste choice” which wants to
take distances from mass culture products, coresidas anonymous, tasteless (sometimes
kitsch), and meaningless in terms of intellectudériest. In fact, if modernity is more and
more often associated with the idea of artificyalithen a potential answer to this limit can
be found in the recourse to its opposite, thataslition, as synonymous of “good taste”,

simplicity, naturalness, genuineness (Dei 2002).

Local productions asterritorial trademarks

What has been said so far about the relation betwygecal goods and the territory in which
they are produced, leads to the possibility of mBring these specific productions as a sort

of territorial trademark.

If we consider the issue of what has been refesiedno homologated agriculture» (Belletti
2001), in most case, a place finds its own imageonty in its history nor in its architecture
or in its landscape but also (and particularly)he food-farming and craft goods it produces.
That happens in a special way in all those casewhith a product’'s name becomes
successful also in association with its originglgd. Some examples of this process can be
traced in the “districts of taste” we have ideetfi in our research, such as the
“Montepulciano delle Colline Teramane” (the only DG wine we have in our region)
which shows an association to the hills landscagar the city of Teramo; such as the
“ceramica castellana”, produced in the town of Ellissuch as the Panducale, which refers
to the Dukes of Atri.

The success of these typical products has littleddowith the production process and
conditions, but instead it is most related to tpec#fic and unique elements of a specific
territory; to its own climatic, historical, culturand organizational peculiarities. In other
words, the product results from being tightly arelgoto a locality from which it cannot be
separated, because it is from it that it drawsspecificity and its capacity of being

recognizable within global market.



Exactly in the same way as any other trademarkal lpcoducts carry out some of the
functions expressed from their logic :

A) First of all: local products work like a trademadr&cause they carry out a symbolic
power. In the same way a trademark recalls both rde and the imaginary
characteristics of the product it represents, allgroduct evokes symbolically a
whole territory, both in its material and immatédanension.

B) Secondly: local products work like a trademark lbsea in the same way a mark
represents a stable and recognizable long-lasting pf reference, which is able to
guarantee recognition the product it represenisicay production carries out the
possibility, for the locality in which it is shapetb be known outside its original

location.

Moreover, all these functions explicate accordm@ tlouble-sided process, just like all those
carried out from any other trademark, work (Goldén 1994). In fact, each trademark
performs its role both inside and outside the petidn process. When looked from the
inside, it carries out an aggregating task becaillsthe operators of that company identify
themselves to it. Instead, when looked from thesidet it works as a concentrate of
information which sums up the product and the cammantents into symbolic images. The
valorisation process concerning typical productiaimsks exactly in the same way, because
on the one hand (the inside) it encourages coaperafthin local community, whilst on the

other one (the outside) it promotes and developsktiowledge of the territory. Therefore

(ust like in the case of trademarks), typical prod’ main strength lies in their capability to

generate association: between a territory anceibple.

Through the identification and valorisation of @ital product which focuses on territorial
patrimony, local societies trace those elemente &bldefine «places statute» (Magnaghi
2000), to be meant as the result of environmestalial, cultural and economic components.

Thedistrict as a participatory way of territorial valorisation

One of the most needed conditions to trigger thisious mechanism of lasting “reputation”
(Belletti 2001), is represented by social wish aotlective initiatives. The hypothesis we
have followed during our research is that localdpidion can turn into successful cultural

development (meant as an occasion of social infevabnly when adequately supported by



endogenous strengths. And that happens only ithenmicro-level of local communities,
both producers and the other field professionals gasp the chances coming from the
macro-level of the demand. As a matter of factabee of post-modern stances, and because
of per-head income increase, macro-economical dysamead to important changes in
consumer models and, at the same time, to the siparof consumer variety, also
encouraging the development of no homologated faaning and craft productions.

A key role in the processes concerning the devesoprof such local consumer/production
systems is certainly played by socially constructegsources. The general idea is that a
district of taste can come to a successful readisabnly if interested social actors
(stakeholders) organize themselves in cooperat@nly if they follow an “interests
community” which gives establishes the rules fog thanagement and for the common
defence of local resources. In other words, whatlyranatters in no homologated food-
farming and handicraft field is to give typical gretion that value we usually ascribe to a
“common good” (Zamagni 200%)In fact, the behaviour of a single individual dafluence
the collective valorisation process whereas comigyubehaviour can modify the single

initiative.

When resulting from the consolidation of collectiaetion, typical products start to be
involved in an important mechanism, defined as wamon» (Belletti 2001). This
mechanism, while contributing to the attainmenprdduct notoriety and development, is at
the origin of the so called “value chain” (Ibidgecause turns cultural surplus value (that is
cultural connotation of the product) into an ecoione. This collective action has both a
material and immaterial nature. On a first stape {(inmaterial one) it contributes to turn the
product into part of the local identity patrimorwhile on a second one, it builds notoriety
process, also by labelling the product geograplyi¢diat is giving it the same name of its
origins place). At the end of this chain (whichaiso a new beginning) reputation becomes
part of the product itself and, due to that, it tcmutes to realizing economic valorisation.
Therefore, it is mostly thanks to the mechanismepiutation that users can match goods to

their specific origin locality.

1 A common good is a good that at the same timenigsldoth to the individual and to the communityis Ihot
dividable and it can only be shared among everytinean be reached, enhanced and fostered, onhelng

together and keeping close to each other.



Collective reputation is then reached when strategpices of both the individuals and the
enterprises involved are on the same level, thahen they are lined up, when they share the
same intents. Micro-dimension and no homologatet@ture support this lining up which
can be easier when there is a limited number aracnd a stronger mechanism of social

identity, based on the wish to safeguard the callitonnotation of the products.

It is then clear that the production and the mankedf a typical product imply the starting of
a complex process which can put in to action théigyaation of a whole local community.
Farmers, breeders and craftsmen are surely theimpsttant actors, but, in order to feed the
notoriety of the product also outside the micro elsion, all the other social actors need to
take part into the process. Professionals from roftedds will have to deal with the
confection of the products, with marketing, withstitutional promotion, with tourist
communication, with advertisement etc. In other dgorall social actors need to build a
network around the product, and this is our innieeatdea of district of taste. Thus, the
district is not to be meant as a mere economidealusut as a community of intents, where
relations between stakeholders and diversificatioproduction practises are the keys for

innovation and social change.

Typical products between tradition and innovation.

As we have already noted, the success of thesdfisggoduction is particularly linked to

cultural and territorial dimensions. An importameéraent which contributes to anchor these
typical goods to locality is represented by traxtitiThanks to the relation it has with the past,
and to tacit knowledge, it becomes a guaranteguality. In the contemporary global scene,
consumer choice in direction of traditionally cotew productive systems responds to a
quality choice, since it declares itself as a @Bttve means against quantity in series. At the
same time, recourse to traditions can come tofgatis a certain extent, the need social

group express to keep “distinctive” relations wather groups and individuals.

Notwithstanding, we have underlined that traditismo longer what it used to be. In post
modern contexts tradition can be safeguarded ond mon-traditional way (Giddens 1999).
That means that it retains some meaning only ibgens itself towards dialogue and

comparison with other traditions, rather than tréethfully its own inner ritual truth.



According to this meaning, tradition rather thaansting for unchanged process, becomes the
result of a “never stopping” re-interpretation aedonstruction activity which aims to link
the past to the present and which turns itself antway of organising the future. Therefore,
traditions are to be meant not only as a pastrpatry to be rediscovered and fostered, but
rather as a continuously changing process whiclolweg both economic resumption of
territories and social and cultural confirmatiortiedir identities.

This post-modern reading proposes different modethe way tradition can be represented.
In order to simplify the complex relation betweeadition and local productions, we could
sum up these representations into three differaegories.

1) Tradition as trac& in this typology, we include all those practises abjects of material
culture which are exposed to the risk of “deculfation”. These traditions have already lost
their practical function, although they keep beingise and fostered only to an emotional
purpose.

2) Revitalized tradition:in this typology,we include all those practises and objects of
material culture which are in use at the momerdradiaving a disappeared. These traditions
have gone through a new re-elaboration on the ledsispre-existing model which comes
from past times. Most gastronomic productions cambluded in this typology.

3) Invented tradition in this case we have adopted a category which ceased at the
beginning of 80s by two historians, Hobsbawm anddea In this typology we include all
those food and wine traditions (especially locaisha which started to spread during the last

century for leisure purposes.

Anyhow, besides all the different perspectives fnwhich one can read this phenomenon, it
is quite evident that all traditions (both in fotadtming and in handicraft) after a period of
decline have started to go through a complete vertion and re-functionalization: food

goes beyond its primary function (the feeding ca@) becomes an expression of life style.

At the same time handicrafts lose completely thgiity to become high design furniture.

2 The term «trace» is quoted from Arnaldo Bagnasteoasce di comunit{1999) but instead of using it with
concern to community as he does, | use it with eamdo tradition. This term — as the Author expdaincan
have different meanings. In the present meanioguitd recall the notion used by chemists, who ‘tedce” the
small amount that remains of a substance. In the sgay we can speak of “traces of tradition” witimcern to
those traditions which are going to disappear bezdhey have lost their function, but which ard it as
having a certain authority, in terms of culturgdnesentation.



Conclusions

The safeguard and valorisation of typical produgtslity is not only a means to redistribute
development resources and benefits into local conities but also an innovative answer to
the changes happened at a macro-level. They caeddeas a possible solution territories
and their inhabitants are expressing to confirm esbroduce their locality (Appadurai
1996) within a post-modern context. In doing s@ythesort to all forms of tradition which

are considered as an opportunity to make theirfsgigevisible in the global village.

Just because of that, we can no longer considdititna in a modern way, simply as a
heritage which comes intact from the past. Instéad,the other face of innovation. Then, it
should be seen as a knowledge container from wloichl communities get that cultural
capital they need to establish their own way toettgyment, to stimulate their social
creativity, to improve their sense of participatiand, last but not least, to enforce their

economic capital (even if in a more culturally susable way).

For all these reasons, traditional typical prodatti which have been valorised are to be
taken as the result of innovative solutions, evieelaborated on a pre existing model.
Therefore, they have to be set in the frame ofdlstsategies that are particularly appropriate

for the future even if they look at the past talftheir source of inspiration.
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