
TRANSATLANTIC TRANSFERS 
THE ITALIAN PRESENCE IN POSTWAR AMERICA

Inter-university academic network

Ø  4 Participants: Università degli studi di Scienze Gastronomiche 
(Pollenzo), Università degli Studi Roma Tre, Politecnico di Milano, 
Università del Piemonte Orientale.

Methodology

Ø  interdisciplinary and interculturalist research methods.

Ø  from a national/international to a transnational/global framing of the 
history of relations between Italy and the U.S.

Work-phases

Goals

Ø  Shift the research agenda from charting the cultural Americanization of 
Italy to retrieving context-specific instances of the Italianization of style 
in the U.S.

Ø  Trace the emergence, manifestations, and meanings of an Italian style - 
distinctly “Italian” and “modern” - that originated in Italy and became 
internationally known in the 1950s and 1960s.

Website: https://transatlantictransfers.polimi.it/it/ 

Focus

Ø  Consumer Culture.

Ø  Italian cultural and commercial exports to urban America: architecture, 
art, cinema, design and fashion, styles, and food.

Archives and Sources

Ø  Magazines, publications, guides, commercials, advertisements, etc.

Ø   Statistics, Reports, Budgets.

Ø  Chambers of Commerce, ICE.

Approach 

Ø  Transnational framework.

Ø  Circulatory point of view.

Goals

Ø  Identifying Made in Italy’s defining features: traditional craftsmanship, 
style and good taste, authenticity, variety, sustainability, etc.

Ø  Mapping the diffusion of Italian products and designs: 
•  Actors: producers, firms, distributors, importers, advertisers, 

cultural mediators (Italian-Americans), etc.
•  Products: brands, companies, items, sectors.
•  Infrastructures: offices, media, events and promotional activities, 

exhibitions, festivals, etc.

Ø  Assessing the reception and  impact of Italian style on postwar 
American society: scope and contexts of consumption (where? Who?)

UNISG Research Unit

“We Americans are very Italian-minded these days. In New York, for example, there are more Italian restaurants than American. Names  like Simonetta and Fontana 
create a stir among fashionable American women. Our men wear Italian hats, belts, ties and sportswear. Those low, racy Italian sports cars collect crowds on our streets. 
And an appearance anywhere by one of Italy’s glamorous screen stars stops traffic for miles. We like Italian wines, and in the best of American homes they are likely to be 

served on tables of Italian marble.”
“To Italy With Love,” in Trade With Italy , February 1960

Prin Project

A study on Made in Italy: the “Italianization” of the US, 1949-1972

Outcomes

•  Conferences
•  Book Series

•  Web Atlas
•  Final Exhibition

Impactful Achievements
•  Provide a historically-framed model and vocabulary of value 

production for the use of educators, policymakers, the civil 
society, Italian and US cultural institutions, and the general 
public.

•  Fill the existing historiographical gaps in the scholarship on Italy-
America relations and improve our common understanding of 
Italy’s potential value globally. 

Giulia Crisanti, Ph.D
Contact: g.crisanti@unisg.it 

Mapping
(selection of sources 

and case studies)

Knitting
(setting connections, 

sharing results)

Sharing
(presentation of 

results)

Argument: The History Of A Transatlantic Formation Of Taste. 
•  Made in Italy: source of added value. 

Ø in-progress cultural construction and economic resource. 
Ø Actual impact on US consumer society.

•  Made in Italy: public discourse on Italianness originating within a broader transatlantic space of circulatory networks.
Ø shaped by its reception and articulation in the US.
Ø Intermingling of Italianizing and Americanizing dynamics.

Academic and Public Dissemination
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