
Bellissimo / Luca Ballarini
is a design studio working in branding, 
graphic design, events and publishing.
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ABOUT 
US
—

Bellissimo functions as a design studio.
In 20 years we have conceived and realised outstanding works 
across graphic design, magazine publishing, corporate identity, 
events, festivals, branding, copywriting, packaging, wayfinding. 
Today we are eager to take on new design challenges.

Torino, Italy



Bellissimo / Luca Ballarini
Bellissimo Srl
via Regaldi 7 int 12/A
10154 Torino
Italy

bellissimo1998.com
info@bellissimo.it 
T +39 011 2478137

Graphic design, campaigns, events — messages.
And more recently, also education, cultural programmes, urban tours, 
interior design, small scale architecture.

Bellissimo / Luca Ballarini is a skilled team of 15 designers, editors, 
architects and project managers prone to role blending. 

Since its start in 1998, it has operated in a wide range of industries: 
architecture, art, automotive, beauty, culture, design, education, 
energy, fashion, finance, food & beverage, home automation, 
infrastructure, music, politics, publishing, social innovation, 
software, sportswear, tourism, transportation, urban planning.

BELLISSIMO
— A DESIGN 
STUDIO

BELLISSIMO
— A DESIGN 
STUDIO

BRANDING

Strategic consultancy
Positioning
Creative Direction
Brand Values
Brand Curve™
Brand Constellation™
Stella Polare™
Brand architecture
Brand management
Advertising
Communication strategy
ATL & BTL campaigns
In-store communication

EVENTS

Concepts & formats
Product launches
Release parties
Talks and conferences
Curatorship
Art direction
Location scouting
Coordination & production
Setting
Photos & Videos
Direction
Public relations
Media relations

NAMING &
COPYWRITING

Verbal identity
Brand contents
Product naming
Copywriting
Copy strategy
Editing
Headlines & Claims
Corporate Payoffs
Product taglines

EDITORIAL &
PUBLISHING

Editorial project
Book design
Magazine design
Custom publishing
Creative direction
Art direction
Copywriting
Editing

GRAPHIC DESIGN

Logo design
Visual Identity
Corporate Identity
Creative Direction
Graphic design
Infographics
Illustration
Visuals
Packaging
Exhibit design
Environmental design 
Wayfinding

ONLINE & DIGITAL

Digital strategy
Digital marketing
Web design
App design
User experience
Interface design
Service design
Social media contents

THE CITY

Cities, places, and their future —
 a recurring theme, an infatuation, the 
soul of many of our projects.
We’re thinking of Turin, of course, always 
from an international perspective, and 
thrust by us into a new experimental 
dimension; we’re thinking of Milan too, 
our twin city, and really anywhere there’s 
a chance to materialise visions and tell 
stories. Our attention to urban topics is an 
aptitude that has never stopped growing 
throughout the years. It’s a cornerstone of 
our creative drive.



“Bellissimo — a great name 
for a group of cool intelligent
loving creative people.”

Ross Lovegrove

superlative “Why did you call yourselves Bellissimo?” 
we are often asked. 

Bellissimo means beautiful. 
That’s what we say when we see or read 
things we like a lot. It’s a word everyone 
understands all across the world — and it 
beckons with self-irony to our objective of 
superlative quality.

Introducing our design studio, you understand that we are 
Italian, that we are eager to work abroad, and that we pride 
ourselves on helping clients in creating beautiful things. 

Bellissimo is both our name and our mission. 
The high point is when we close the circle, when those who’ve 
put themselves in our hands look at the final result and utter — 
“I like it... Bellissimo!”

introducing 
Bellissimo 



Subtraction and division. 
The two math signs in the logo have 
an existential value, for Bellissimo.
Chosen at first as a tenet for our 
approach to graphic design, these two 
operations continue to embody the 
inventive thinking of our work.
A twofold lesson, subtle and unique, 
precisely because chosen by self-taught 
designers, as we began to work. 
By chance, almost. A trick. The theme 
of a sonata returning after countless 
variations.

Subtract and divide. Select, cut, 
reduce. Edit. Make it clear and 
sharp, in words and images. Not 
everyone likes to do that, but for us, 
it works. What remains at the end 
of these progressive reductions has 
the potential to move us, to evoke 
memories and emotions, while 
embodying a new image, the kind that 
stays in your long-term memory, and 
becomes timeless.
Bellissimo has always believed in 
the education of vision. So instead of 
abstract ideas, we are keen on creating 
synthetic shapes.

Oddly enough, these two existential 
symbols stand in stark contrast with 
what happens in our lives, where 
everything is added and multiplied, as 
we go forward.
Vision is the result of a synthesis, the 
same we require to form a discourse or 
make a judgment. We continue to 
learn from what we see, day after day. 
The evolutionary nature of our 
profession of designers implies a great 
responsibility, but it’s also a
stimulating pull towards what we want 
to see, a drive to make it real. 
That’s why the greatest 
accomplishments in our work come 
when visions are shared.

Bellissimo 
in figures

Est. 1998 

20years / 

150+clients 

400+ projects

398
square metres of our 
BELLISSIMO BLUE LOFT



enthusiastic

leader

To work well is to work with love.
This rule is at the core of what we do. 
First of all, we are hard workers. 
We know we must always prove to be 
good. And we know it costs a whole 
lot of effort. Then we must live life 
profoundly. We are positive, we smile, 
we inspire trust. We hold our lucidity 
dear, we need to be clear, concise, 
sincere. Growing up means being able 
to guide those who are confused, and 
keep going.

For 20 years now, we have constantly 
involved people in groundbreaking 
projects. We keep creating occasions 
to get together and change the status 
quo: a style magazine, a creative 
studio, a design community, some 
thrilling events in unforgettable 
places, a newspaper, an experiment of 
city-imaging, a weekend to discover the 
best architecture around you.
We are constantly outreaching to 
others: contributors, designers, 
makers, entrepreneurs, volunteers. 
Bellissimo / Luca Ballarini has always 
involved other people and made them 
believe in things we were creating.

Bellissimo is a learning organisation.
Here’s what we know about ourselves 
after twenty years of practice (and four 
hundreds projects completed).
Plus, five words defining our work.

trendsetting

inspiring

prolific

talented

congenial

Bellissimo is a rather small studio, but 
since 1998 has produced an incredible 
amount of work. We are fast and 
organised: every Monday morning we 
go through an average of fifty different 
projects, but still focus on our own 
development plan. We keep updated 
with work trips and study sessions, 
and dedicate the equivalent of one 
month a year to several not-for-profit 
side-projects. We’ve done a lot of 
different things and can’t wait to see 
what will happen in the next 20 years.

Young and talented — but also 
mature and trustworthy. Bellissimo 
made its debut with the idea of 
working on words and images alike 
to create evocative, contemporary, 
straightforward communication 
design. Today, a great team of 
designers carry on the same mission 
with an open vision of what a designer 
is supposed to be. We work as a team. 
We believe in role blending. We don’t 
believe in job titles and accounts. Our 
work connects us to today’s news, 
innovation, urban life, business, 
entertainment. Wherever great 
projects arise, we are happy to join.

We love where we work — our Bellissimo 
Blue Loft. We always welcome creative 
people in our bright and inspiring open 
space. We are happy to throw parties 
when it’s time to celebrate: we like 
to share balance sheets and insider 
information over original cocktail recipes 
and carefully selected music. We open 
our studio for workshops, book launches, 
talks, brainstormings, happenings, 
experiments. And for shootings 
commercials and movies, too.

entrepreneurial

original

networking



A timeline of the enterprises and projects we have founded, 
cofounded, or helped grow from 1997 to today.

When the original members split up in 2009, 
Ballarini focused on the same premises of 
when he started in 1998. In fact, over the 
years, Bellissimo/ Luca Ballarini has steadily 
grown across a wide range of sectors: branding, 
graphic design, packaging, events, publishing, 
copywriting, and is now expanding to interior 
design, architecture and urban planning.

Everything started almost by chance, when 
Luca Ballarini founded Label magazine at 
Turin’s Faculty of Architecture. It later became 
the first Italian style magazine, a bilingual 
quarterly with an international distribution. 
Label was dubbed as “Wallpaper and The Face 
rolled into one”, and published until 2007.

We were behind the scenes in the launch of 
Torino 2008 World Design Capital.
Luca Ballarini was in charge of the 
communication strategy from 2005 to 2007, 
and introduced the brand new title to design 
lovers, professionals and the media in London, 
New York, San Francisco and Berlin.

In late 2004, Ballarini made a call-to-action 
to hundreds of Turinese colleagues, igniting 
the creation of Turn, a large community of 
designers, architects and creatives. 
Ballarini was its chairman from its foundation 
until 2008. The association is still alive today.

Bellissimo, the communication design studio, 
came right after. A creative group projected 
over different fields, a place where research 
and practice entwined in a new design attitude, 
engaging a wide range of media — visual 
installations, environmental design, music, 
film and more.

2009

2008

2005

1998

1997

Involved in the making of the third strategic 
plan for the city of Turin, Luca Ballarini 
masterminded an alternative brand. 
Torinostratosferica is an ongoing experiment 
devoted to creating a vision for “Torino at its 
best”, halfway between strong planning and 
thought-provoking utopia.

We returned to our first love —editorial design 
and publishing— with the launch of ITALIC, 
a groundbreaking monthly newsmagazine 
on urban life, creative industries, innovation, 
and contemporary society. In its two years of 
life, the paper gained considerable praise and 
readership.

Never tired of new ventures, we have created 
a unique recipe for networking-travels. 
During our Urban Creative City-breaks we guide 
Italian designers and entrepreneurs through 
exclusive and inspiring encounters with 
influential studios and practices of Europe’s 
most dynamic cities. 

Most recently, Ballarini and other colleagues 
started Open House Torino. A format 
established in more than thirty cities around 
the world, Open House showcases outstanding 
architecture for all to experience, completely for 
free, on one weekend every year. 
The first Turinese edition was a huge success.
Bellissimo operates as creative partner.

Nexto is a cultural association of social 
innovators, culture-diffusers and progressive 
entrepreneurs eager to redesign Turin’s future. 
Ballarini is among its founders and designed 
the iconic forward-leaning logo.

Right after Milan-based urban consultant 
Giacomo Biraghi discovered ITALIC at the kiosk, 
he sent a compulsory message to Ballarini. 
Together they decided to turn Biraghi's original 
brand Secolo Urbano —also his moniker on 
Twitter— into a think tank focusing on the 
development of a contemporary urban agenda.

2017

2016

2016

2014

2013

2011



A Mazzy Star concert in Milan 
in November 1996 made Luca Ballarini 
bump into Mait, a weird underground 
magazine. Back in Turin, where he was 
studying Architecture, he started thinking 
about creating his own. 

The first issue of Label appeared in spring 
1997 and it was an immediate success. 
Its cutting-edge graphic design, mixed 
with a witty tone of voice, psychedelic 
choice of topics and photography, earned 
Label cult status and the allure of an 
avant-garde publication. 

In 2001 Label relaunched as the first 
Italian style magazine — a quarterly 
bilingual with international distribution. 
Luca Ballarini was creative & editorial 
director until its last issue in 2007. 
Label magazine proved to be a fantastic 
10-year experience for its editors as much 
as the community of contributors and 
readers — a journey full of imaginative 
thinking, visual experimentations, 
trendsetting and “contemporary culture 
hacking,” as it was defined by the media.

Back in 1997, the original graphic style of 
Label drew the attention of many people, 
and soon clients were knocking at the 
door. Ballarini was increasingly design-
savvy and enterprising, so in August 1998 
he decided to found his own creative 

from the very 
beginning until 
now.

studio, invited two friends to join him, 
and named it Bellissimo — the mission 
being to work both on words and images 
through evocative, contemporary design 
and insightful copywriting. 

At the beginning, Bellissimo’s style 
attracted the music industry and 
prominent art institutions, soon followed 
by trendy beverage and fashion brands.
After ten years, the original lineup of 
Bellissimo disbanded in 2009 and the 
three cofounders chose different paths. 
Ballarini remained in the peculiar loft 
where the firm had its headquarters 
since 2000 —the same where Label was 
produced— and later refurbished the 
interiors and painted the facade Hague 
Blue: the Bellissimo Blue Loft, as it is now 
known in Turin, was (re)born.

Bellissimo / Luca Ballarini carries on the 
same mission of its inception in 1998, 
with a sharper entrepreneurial aptitude 
and strong expertise on branding, graphic 
design, events and publishing.
 
Twenty years after his serendipitous 
start, Ballarini remains fully committed 
to shaping his studio across all fields of 
design, connecting bright minds with 
beautiful ideas, and sharing an open 
vision of what a designer is supposed to be 
with his team members. 

The quality of our work 
mirrors the care we put 
in what we do: Bellissimo 
creates excellent products. 
We listen to our clients to 
understand their needs, 
and yearn to establish 
long-lasting relationships.

ATTENTION

7

Bellissimo’s inclination has 
always been to correctly 
interpret the development 
of language and visual 
communication. Being 
present, beyond trends 
and clichés, is the quality 
people recognise in us. 
We understand how the 
world evolves and keep a 
contemporary pace.

PRESENTNESS

1

Those who choose Bellissimo 
rely on commitment, 
trust and vision. In 
twenty years we have 
built a reliable and sturdy 
business, with consistent 
high quality standards. 
We are collaborative and 
responsible, always focused 
on problem solving.

ORGANISATION

4

Our projects have an 
immediate value: the 
clearness of their message. 
To communicate in the 
most efficient way we choose 
formal clarity and direct 
language. Bellissimo always 
searches for the reduction of 
noise and the strengthening 
of signal.

CLARITY

2

We thrive on innovation, 
constantly seeking new 
challenges to broaden our 
skills. In our creative process 
and business strategy we 
make informed choices, 
looking at the future with 
initiative and enthusiasm.

COURAGE

5

Bellissimo’s nature is to be 
prolific. Blending skills is our 
speciality. We work in many 
different market sectors with 
projects that integrate more 
than one language. 
To us versatile means 
complete — the ability to 
express the specific values of 
each project.

VARIETY 

3

We think deep but act fast, 
with confidence in our 
instruments. We believe in 
the value of speed, in action 
and language. We try to 
be ahead of our times by 
trusting the “sheer courage of 
our perceptions”.

VELOCITY

6

Our 
brand 
values



Bellissimo 
today

After many logos and names, books, 
events, campaigns, exhibitions,
around the core of “ideas & design” 
there’s a solid, organised structure, 
capable of managing complex schedules 
and tasks. 
Bellissimo works with different languages, budgets, and media across many sectors: 
from food & beverage to fashion and technology, from interior design to retail, from 
manufacturing to publishing. We work successfully with established institutions and 
cultural organisations, family-run enterprises and innovative digital companies.

We observe the scenario, 
work it out in depth. 

Then we design. 
Every action aims at 

objectives set out in the 
analysis phase. 

Analysis 
skills

1.

Excellent graphics require 
excellent contents.

In addition to creating 
corporate identities, 

we write texts. 
And then we edit, edit, 
and edit some more.

Visual and 
verbal 

identity

2.

We tackle complex 
and diverse projects with 

method and organisation. 
We are fast, accurate, and 

punctual. 

Reliable
and 

dynamic 

3.

WHAT OUR CLIENTS LIKE ABOUT US

Who do we work for? 

Large groups, SMEs, startups; privately-owned or listed, tech or consumer 
good enterprises. Bellissimo dives every day into the contents and 
perspectives of business people. Getting to know entrepreneurs to 
understand companies.

MAJOR BRANDS

Large companies 
consistently turn to 
Bellissimo’s services.  
In corporate briefs our 
creativity meets well-
established processes, 
strengthening its 

commercial value. 
Our method reveals itself in 
the deep understanding of 
the brand’s positioning and 
objectives, to transform 
management indication into 
successful designs.

Clients: Absolut, Adidas, 
Bacardi, Bombay Sapphire, 
FCA (Fiat Chrysler 
Automobiles), Red Bull, 
Renzo Piano Building 
Workshop and other global 
brands. 

NEwco & INSTITUTIONS

Those setting out on a new 
business journey need the 
appropriate tools to build 
a strong and distinctive 
personality. Bellissimo has 
worked on several launches 
of products, apps, and 

services, granting them 
immediate credibility. 
We are highly skilled 
in creating effective 
communication strategy for 
tech companies, retailers, 
museums and festivals.

Clients: Abbonamento 
Musei, Buzzoole, Club To 
Club, MIT, Moneyfarm, 
Nextatlas, Salone del Libro 
di Torino, Yar, and many 
other firms and institutions. 

HISTORIC COMPANIES

Changing every single thing 
is rarely necessary. When a 
company can count on years 
of experience, it’s better to 
point to the direction of its 
identity by reinforcing its 
existing values, renewing its 

image, narrating its history. 
Through the years 
Bellissimo has helped 
historic brands relaunch 
their communication 
strategy, working through 
our branding method. 

Clients: Avio, FontanaArte, 
Gancia, Iveco, Lavazza, 
Mopar, Olivetti and many 
other iconic companies. 



We humble ourselves, we sharpen our 
wits, and we offer, at the very least, our 
moments of lucidity. 
Our concern is always ‘the place of value 
in a world of facts’, but there is no role 
waiting for us, there is merely the chance 
of making one out of the sheer courage 
of our perceptions.

— Norman Potter, What is a designer

2/5

BRANDING
—

To us, branding means giving life to a coherent identity.
We define the values of a brand to direct its communication.



A new brand, a product to launch, a company 
looking to reposition itself — the visual 
dimension is only one aspect of it all. 
As an alternative to branding intended as logo 
design, Bellissimo offers its clients distinction, 
consistency, and strategic perspective. 
It’s the added value of our method.

Our branding process follows 
specific steps. 
With the Brand Curve™, we 
display attributes strongly 
associated to a brand. 
On the Brand Constellation™, 
we map the particular set of key 
values that we believe best define a 
unique brand personality. 
Our Stella Polare™, a verbal 
synthesis of the strategic scope, 
proposes the new brand promise 
and horizon.

We developed our proprietary tools 
together with branding expert 
Giuliano Tedesco. Their goal 
is establishing all the essential 
elements that can give life to a 
remarkable verbal and visual 
identity.

Everything starts from you.
Our interviews with management 
are the basis of a shared 
communication project. Clients 
often consider our analytical 
reports a precious source of 
insights for their development.

client

Saet Group

After its international expansion, the 
Italian leader in induction heating 
machineries needed a consistent family 
feeling to unite all its subsidiaries. 
Bellissimo gave Saet a contemporary 
corporate identity and a clear brand 
architecture, that were unveiled during 
a special meeting in Barcelona, where 
Bellissimo handed out a smart “branding 
kit” to all company managers.

Induction heating solutions, 2012-2013

systems epic solar

services chtelectronics

emmedi

academy



client 

Ordine degli Architetti 
di Torino

Siamo architetti, pianificatori, paesaggisti 
e conservatori dell’area di Torino. 
Siamo la comunità di quanti creano bellezza 
nei luoghi che tutti viviamo.

L’Ordine è la forza a nostra disposizione. 
Diamo agli iscritti servizi efficaci, formazione 
e un riferimento costante. 
Siamo la casa-studio aperta alla loro 
partecipazione.

The “Ordine degli Architetti” of 
Turin and its Foundation, the city’s 
professional association of architects and 
its twin cultural organisation, entrusted 
Bellissimo with a double rebranding — a 
complex and heart-felt task. After several 
interviews and in-depth proposals for 
a sharper communication strategy, 
two new brands were born with bold, 
impactful personalities.

Professional association, 2014-2015

Con serietà lavoriamo alla crescita 
professionale dei diversi specialisti 
nell’interesse collettivo. Favoriamo l’evoluzione 
della professione, costruendoci fra gli ordini 
una levatura nazionale.

La nostra è la voce degli architetti. 
In pubblico affermiamo con orgoglio questo 
ruolo di responsabilità: siamo l’ordine di chi 
progetta la qualità di vita attorno a noi.

Our Stella Polare™ 
sets the vision and  
tone of voice.

La forza
di chi progetta
qualità

A striking logo 
design responds 
to an ambitious 
positioning.

The visual identity 
discloses its potential.

logotipo / negativo



An unusual partition 
transforms the word 
into a forward-
moving architecture.

client 

fondazione per 
l’architettura / Torino

The search for distinction by the twin 
institutions of Turin’s architecture led 
to two separate visual identities for one 
complementary communication. Within 
its new brand positioning, Bellissimo 
proposed a renaming: from the previous 
and less functional acronym FOAT 

(Fondazione Ordine Architetti Torino) to 
the more focused title “Fondazione per 
l’architettura / Torino”.
In its new image, the word “architettura” 
itself became a construction: a clear 
sign of originality, conveying the open, 
innovative nature of the organisation.

Cultural organisation, 2014-2015
Inspiring the need for 
more beauty is the 
mission we defined.

The visual identity 
unfolds through a rich 
brand book.

logotipo / negativo

Titolo. 
conse sequam rem 

Testo. Dollendis ut mos de non natur aut qui delecaborum quam 
nimusto riberes tionseq uiaspel igendia volupta volor ad moluptatur 
ad utes di tem il mod quost, sitet verrum nonsed maionseque sim 
quibus arcil id milita into quiasitem que net volupta tiorenit lamet ut 
quiae et et quosape rnatur

Testo. Dollendis ut mos de non natur aut qui delecaborum quam 
nimusto riberes tionseq uiaspel igendia volupta volor ad moluptatur 
ad utes di tem il mod quost, sitet verrum nonsed maionseque sim 
quibus arcil id milita into quiasitem que net volupta tiorenit lamet ut 
quiae et et quosape rnatur

Titolo.

applicazioni / manifesto / locandina / flyer

logotipo / composizioni con fotografie segno /

Pantone 
2925 C

CMYK 
 
C 85 
M 21 
Y 0 
K 0

RGB 
 
R 0 
G 152 
B 219

cromie / principali

Bianco PANTONE 
2707 C 20%

CMYK 
 
C 85 
M 21 
Y 0 
K 0

RGB 
 
R 0 
G 152 
B 219

CMYK 
 
C 0 
M 0 
Y 0 
K 0

RGB 
 
R 255 
G 255 
B 255

Nero

CMYK 
 
C 0 
M 0 
Y 0 
K 100

RGB 
 
R 0 
G 0 
B 0

PANTONE 
Warm Gray 7 C 

CMYK 
 
C 16 
M 23 
Y 23 
K 44

RGB 
 
R 152 
G 143 
B 134

stationery / overview

Titolo. 
conse sequam 
rem 
Sottotitolo. Facimin est 
liquamus. Oviduci t ipsusdae 
voluptatis inciis voloreped mo 
te susapiet haria que sim.

Diffondere 
il progetto,
ispirare bellezza



client 

Torino 2008 World Design Capital

In 2008, Turin became the first-ever 
World Design Capital™. The organising 
committee appointed Luca Ballarini as 
Communication Strategist, to sharpen 
its message and bring it to the global 

design community. The colour green and 
a bespoke typeface by Pietro Demacchi 
were chosen as the pervasive elements of 
a persuasive visual identity, developed by 
several graphic designers.

Event, 2005-2007

Smart copywriting: 
our added value in 
public presentation.

for the purest sound, our logo design 
proposed a singular personality — bold, 
yet minimal, distinctive and ready 
to disappear, just like Yar’s amazing 
speakers when great music is playing.

client 

YAR

Audio systems, 2015-2016

A revolutionary system with the 
highest ambition: the ultimate audio 
experience. Yar asked Bellissimo to 
convey its uniqueness through daring 
brand identity. Following an evocative 
positioning and the founders’ quest 

Our alien lettering 
reflects the 
otherworldly 
symmetry of Yar’s 
system.



client 

Mopar® (FIAT CHRYSLER AUTOMOBILES)

Becoming brand consultants for an 
international automotive company 
requires analytical abilities, global 
thinking, and commitment. Mopar, the 
aftersales brand of FCA, approached 
Bellissimo in 2014: after an in-depth 

study, our 300-page Communication 
Guidelines was distributed to European, 
Middle Eastern and African markets, 
featuring all the verbal and visual 
elements of a vast brand architecture.

Automotive, 2014-today

A fast-growing brand 
requires continuous 
fine-tuning to its 
strategy.

Official Logistics Partner

UNIQUENESS
We are Mopar and we are unique. 
Our distinctive identity is the result of an 
unparalleled heritage of strong values and 
everyday commitment to the future.1

AUTHENTICITY
Our team is skilled, committed, spontaneously 
enthusiast: in everything we do, we show our 
nature – and that’s why our voice always sounds 
honest and compelling.2

ORIGINALITY
We are an essential part of the Group who 
designs, develops and produces our clients’ 
vehicles. Our brand is the only one promising 
them high quality and the authenticity of products.3

PASSION
We love cars and we want to share our passion 
for driving. We’re eager to work so that 
everyone of our customers can have the best 
driving experience. 4

TRUST
Our competence and professionalism inspire 
trust in people. The human relationships 
we build are based on understanding, 
transparency and accountability.5

INNOVATION
Technology and performance are in our nature. 
Our products and services will always be 
cutting-edge, driving positive change in the 
industry.7

CARE
We are always close to our customers: we 
listen carefully to their desires and requests. 
We support drivers in an ever more accurate, 
attentive and empathetic way.6

6

CHAP 1: The Mopar Brand In The EMEACommunication Guidelines Positioning

Mopar fornisce ai clienti e al suo 
network i migliori prodotti e 
servizi della categoria per 
tutti i settori post-vendita dei 
Brand FCA: Vehicle Protection, 
Customer Care, Technical 
Service, Genuine Parts & 
Accessories. 

Mopar ascolta le esigenze e i 
desideri degli automobilisti, e 
offre loro il supporto migliore: 
una piattaforma completa e di 
alta qualità per manutenere, 
potenziare e personalizzare
i loro veicoli.

Mopar provides its customers 
and network with best-in-
class products and service 
in all FCA Brands after-sales 
areas: Vehicle Protection, 
Customer Care, Technical 
Service, Genuine Parts & 
Accessories.

Mopar listens to drivers’ 
demands and wishes, and 
gives them the best support: 
a comprehensive, top-
quality platform to maintain, 
enhance and customize their 
vehicles.

MOPAR È L’OFFICIAL SERVICE PARTNER PER TUTTI I BRAND DI FIAT CHRYSLER AUTOMOBILES. 
IL SOLO E UNICO “BRAND OF BRANDS”.

MOPAR IS THE OFFICIAL SERVICE PARTNER FOR 
ALL THE BRANDS OF FIAT CHRYSLER AUTOMOBILES.
THE ONE AND ONLY “BRAND OF BRANDS”
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Dal momento in cui ogni cliente 
FCA accende il proprio motore 
per la prima volta, Mopar è al 
suo fianco lungo l’intero viaggio 
sui modelli del Gruppo. 
Come dichiariamo nel nostro 
payoff, promettiamo di essere 
al loro servizio: di rispondere 

ai bisogni dei clienti e realizzare 
le loro ambizioni — per ogni 
loro desiderio legato alle 
performance, alla sicurezza o 
allo stile. Promettiamo di essere 
nel tempo un compagno di 
guida e un alleato presente.

From the moment any FCA 
customer switches their 
engine on for the first time, 
Mopar walks alongside them 
throughout their journey on the 
Group’s models.
As we state in our payoff, 
we promise to be at their 

service: to answer our 
customers’ needs and fulfill their 
ambitions — in all their desires 
regarding performance, safety 
or style. We promise to always 
be a driving companion and 
an attentive ally.

OUR EXPERTISE IS AT YOUR SERVICE
LA NOSTRA ESPERIENZA È AL TUO SERVIZIO

client 

AEDES SIIQ

The real estate company Aedes SIIQ 
involved Bellissimo in a project with 
a European dimension, asking our 
studio to develop the branding, naming, 
logo and visual identity of the Caselle 
Open Mall (COM). Presented at the 

2017 MAPIC in Cannes, COM is a new-
generation mall, an innovative concept 
for a structure of over 113,000 square 
metres, which offers anything in between 
commerce, entertainment, culture, 
and catering.

REAL ESTATE & RETAIL, 2017

Our distinctive and 
modern logo ensures 
versatility of use 
and embraces many 
different contexts 
(ADV by Canali&C.).



A new website, 
Annual Reports and 
presentations are part 
of the rebranding.

client 

GIOBERT

Starting from a workshop in Turin, 
Giobert now manufactures lock sets and 
components for cars and motorcycles 
internationally. The 60th anniversary was 
the occasion for a careful rebranding: 
interviews, values, and restyling for a 

Automotive, 2013-today

global standing. The new corporate 
identity gave its best in Precision Makers, 
a celebratory book designed and written 
by Bellissimo, where the company’s 
heritage was recovered to set future 
horizons.

Brand values, 
key propositions, 
and products are 
displayed in the 
company profile.

client 

Bertolaso

A renovated image for a stronger 
corporate strategy. Our work for 
Bertolaso, global leader in bottling 
technology, defined the brand’s 
personality and heightened its identity 
to the outstanding expertise of the 
group. An advertising campaign, a clear 
company profile, and a new website now 
fully express the positioning this historic 
family-run company has achieved.

Bottling solutions, 2015-today



client 

FontanaArte

Renowned Italian design firm 
FontanaArte asked Bellissimo to redefine 
its brand identity for its new lighting 
collection. Our project reinterpreted 
the brand’s rich legacy to envision a 
contemporary tale focused on today’s 
lifestyle and passion for living spaces. 
This led to the payoff Lights to live, 
which is still the claim of this Milanese 
company founded by Gio Ponti in 1932.

Fine illustrations and 
evocative copywriting 
make charming 
postcards.

The magazine for 
interior-enthusiasts 
realised for Milan’s 
Salone del Mobile.

Lighting design, 2013

Bellissimo’s first project for the beauty 
industry was for Gfl, European leader 
in hotel amenities, interested in 
approaching their end consumers with a 
new B-to-C communication.
The company was rebranded following 
our method: we defined Gfl’s brand 
values, the claim welcoming visitors on 
their website, and drew an elegant and 
essential logo.

client 

GFL

Selected by experts. 
Gfl develops the 
graphic design of its 
lines in-house.

Bellissimo also named 
the Hopal cosmetic 
house brand.

Personal care, 2015
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GRAPHIC 
DESIGN
—

Marking a difference in a field filled with images.
We develop original and captivating graphic languages.



Visionary, elegant, immediate, experimental: 
Bellissimo’s visual design aims for 
contemporary distinction, be it avant-garde,
B-to-B, or consumer good projects. 
The purpose is pushing the boundaries of 
visual process, pursuing new identities through 
effective communication.

Learning through design.
In visual communication, as any 
other field, learning is the only 
way to keep a productive attitude. 
Technologies change, project tools 
may vary, but research and passion 
don’t.
In the age of imagology, being able 
to improve our work by creating 
never-before-seen “images” is the 
imperative to overcome trends, 
avoid getting stuck on one style, 
and safeguarding the reason 
behind a project. We fuel this 
practice through an open dialogue 
among ourselves and with our 
clients. Influencers kit.

Each gadget 
represents a photo 
opportunity.

An invitation to 
self-expression and 
a celebration of 
chromatic freedom: 
pure Adidas style.

A shoe box can turn into a source of 
wonder. For the Italian launch of its new 
Superstar Supercolors, Adidas asked 
Bellissimo to imagine and produce 
a special pack dedicated to 250 style 
leaders and influencers. We designed a 
25-colour Rubik’s cube, with surprises 
to be shared on social media — proving 
how to think out of the box, inside a box.

client

ADIDAS

SPORTSWEAR, 2015



client

ABBONAMENTO MUSEI

CULTURAL ORGANIsATION, 2011-today

The new logo gives 
shape to a lively 
and modular visual 
identity.

Our studio has played a major role in 
the successful growth of this innovative 
offer for Italian museums: a year-long 
card that gives thousands of subscribers 
free access to sites and exhibitions in the 
region. Bellissimo first redesigned the 
logo and visual identity of Abbonamento 
Musei Torino Piemonte. Then came 
the expansion to Lombardy and Milan, 
during which we continued curating the 
advertising campaign.

Our restyling involves 
a magazine for 
cardholders.



Alongside our intense activity in Italian 
cities as “inspiration diffusers” (see 
Events), over the years we have run the 
communication plan for the renowned 
British gin. Our graphic design work 
included packaging, guides, books, gift 
packs, advertising campaigns — we 
infused visual charm and imaginative 
words in everything.

client

BOMBAY SAPPHIRE

BEVERAGE, 2005-2014

Tasteful packages are 
one of our strengths.

Our look & feel for Bourbon’s relaunch 
scored impressive rates in all the focus 
groups that Lavazza organised to test its 
new packaging. The effective, original, 
and simple visual identity of this product 

line revives a historic Italian coffee firm, 
drawing attention to retail shelves with 
contemporary style. Bourbon is one of 
the several projects we have realised for 
the greatest Italian coffee company.

client

BOURBON (LAVAZZA)

COFFEE INDUSTRY, 2016

B is for balance.  
Our graphics combine 
familiarity and 
exoticism.



2006

2007 2008

This is a long story. Since the first 
edition, Bellissimo has sided with Club 
To Club as the creative partner of the 
music festival. Through the years our 
iconic campaigns traced its path in 
moving from underground event to 

one of the main appointments in the 
global music scene. In Club To Club’s 
visual identities we found an ideal field 
to express surreal and experimental 
languages — those that best convey the 
“avant-pop” culture of the festival.

client

CLUB TO CLUB

MUSIC FESTIVAL, 2001-2016

a totemic hopscotch as a mystic invite to 
dance. We proposed dream-like travels 
to dreamers, enigmatic horses and 
twins, retro postcards and one futuristic 
manifesto.

In every new campaign, our approach 
to communication created imaginary 
worlds and stories. We founded a “State 
of Indepen/dance”, a nation with its 
currency and flag. We designed a set of 
tarot cards to celebrate superstition and 

2009

2010 2011 



2012

2014

2013

Club To Club has been the fourth 
dimension of Bellissimo’s graphic 
design for more than fifteen years. Our 
mission: engaging a demanding and 
constantly evolving audience. In 2016 

we collaborated in an international 
partnership with Ian Anderson of The 
Designers Republic, creating the hyper-
iconic #IAMC2C campaign.

2015

2016



Bellissimo has worked closely with 
esteemed Italian book publisher Codice 
Edizioni, designing many of its special 
volumes. For the art direction of La 
scienza dal giocattolaio (“Science at the 
toy store”), we recalled our childhood 
to imagine poetic visions and optical 
illusions. With the pages of a historical 
novel-essay dedicated to mermaids we 

client

CODICE EDIZIONI

PUBLISHING HOUSE, 2012-today

A book on games 
becomes a game itself.

created a rich tactile and visual travel 
through different kinds of precious 
papers. Bellissimo also curated the book 
written by Andrea Illy, chairman and Ceo 
of illycaffè, published in 2015. In each of 
these cases, editorial design was crucial to 
the reader’s experience.

Inventiveness and 
attention to details 
are the guiding thread 
in our editorial 
design.



The most popular souvenir of the 
greatest Italian event of the decade: 
how many of the 21 million participants 
visited the pavilions with the official 
passport of Expo Milano 2015 at hand? 
We carefully designed it like professional 
counterfeiters, reproducing the typical 
details of an official document. 
It was a huge success.

client

EXPO milano 2015

INTERNATIONAL EVENT, 2014-2015

Our graphic design 
and copywriting 
services for Expo 2015 
include set-ups, maps, 
and other gadgets.

Bellissimo won the design competition 
for the visual identity of Torino 2010 
European Youth Capital, the year-long 
programme of events for young people 
promoted by the European Union. 
Together with the claim “Y-our time”, a 
capital “Y” inscribed in a circle was the 
outstanding symbol of the initiative, 
spread around the city through posters, 
billboards, catalogues.

client

Torino 2010 European Youth Capital

CULTURAL EVENT, 2009-2010

Our iconic logo plays 
on the idea that 
youth should also be 
copyrighted.



For its tenth anniversary, the foundation 
established by world-renowned architect 
Renzo Piano published a report on its 
first decade of cultural programmes. 
Our essential graphic layout displayed 
the main content —the commitment in 

conveying Piano’s philosophy to next 
generations— in the foreground. With 
this project, Bellissimo has furthered the 
collaboration with the architect started 
with Periferie magazine (see Publishing).

client

FONDAZIONE RENZO PIANO

cultural organisation, 2014

//INDICE

Introduzione

Timeline

Formazione

Divulgazione

Conservazione

Premio Fondazione

Laboratorio sperimentale
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//CONSERVAZIONE

La consapevolezza dell’importanza 
dell’archivio è cresciuta gradualmente 
a partire dagli anni ’90, in principio 
legata alla necessità di reperire il materiale 
per le esposizioni. Con il tempo e grazie al 
confronto con altre realtà, quali il Centre 
Georges Pompidou e l’IFA - Institut 
Français d’Architecture, la Fondazione 
Renzo Piano ha iniziato a impostare, agli 
inizi degli anni 2000, un programma per la 
conservazione degli archivi.
La documentazione conservata racchiude 
la memoria dell’attività professionale 
di Renzo Piano e dei suoi collaboratori 
a partire dai primi progetti degli anni 
Sessanta. Infatti attraverso lo studio 
degli schizzi, dei disegni, dei modelli e 
dei documenti progettuali è possibile 
ripercorrere non solo la storia dei singoli 
progetti ma anche il metodo di lavoro del 
Renzo Piano Building Workshop.
Dal 2006 archivisti della Fondazione 
collaborano con i responsabili della 
documentazione del Renzo Piano 
Building Workshop per conservare e 
rendere consultabile questo patrimonio 
documentario.
Dopo il primo censimento dei materiali 
d’archivio, che ha evidenziato la grande 
mole di documentazione conservata, 
sono iniziate – e sono 

tuttora in corso – 
le attività d’inventariazione e 
catalogazione sui diversi fondi d’archivio e 
sui singoli progetti.
Il nucleo relativo ai progetti degli anni 
’60 è stato oggetto di uno specifico 
progetto di riordino e inventariazione cui 
è seguita la notifica di notevole interesse 
culturale da parte della Soprintendenza 
Archivistica per la Liguria.
La Fondazione prosegue il programma 
di conservazione e valorizzazione della 
documentazione, con la convinzione che 
la memoria e la conoscenza che questi 
archivi contengono siano mezzi essenziali 
per trasmettere l’esperienza della 
progettazione ai giovani.
Per questo motivo il patrimonio 
informativo che si sta costituendo 
è reso via via disponibile attraverso 
diversi strumenti e iniziative. Il sito della 
Fondazione, l’apertura alle richieste di 
informazioni degli studenti e l’accoglienza 
di ricercatori fanno sì che la conoscenza 
di questo archivio si possa diffondere ai 
giovani architetti e agli studiosi. Le mostre 
organizzate dalla Fondazione e dal Renzo 
Piano Building Workshop impiegano 
la documentazione per raccontare il 
complesso mestiere dell’architetto a tutti 
gli appassionati di architettura.

Una storia 
da condividere
La Fondazione 
cataloga, conserva 
e rende consultabile 
un patrimonio 
documentario 
dagli anni ’60 a oggi

Memoria viva
Il bisogno 
di un archivio 
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Nell’autunno del 1996 Renzo e Milly 
partecipano alla cerimonia di ricostruzione 
del Tempio di Ise in Giappone. Secondo 
la tradizione Shinto, ogni vent’anni 
questo tipo di tempio viene demolito 
e ricostruito identico su un terreno 
di fronte al sito precedente, con 
l’obiettivo di trasferire 
da una generazione all’altra le conoscenze 
tecniche costruttive e le capacità 
artigianali. Durante la ricostruzione 
si incontrano tre generazioni: quella 
che insegna perché ha compiuto 
60 anni, la generazione dai 40 ai 60 
anni che, avendo imparato, esegue la 
nuova costruzione 
a “regola d’arte” e i giovani di 20 anni 
che guardano e imparano.

È un’esperienza particolarmente 
significativa per Renzo, che a meno 
di un anno dal suo sessantesimo 
compleanno, 
e con qualche senso di colpa per non aver 
mai trovato il tempo di insegnare, comincia 

a riflettere su come trasmettere ai giovani 
la sua esperienza professionale.
Da qui l’idea di farlo attraverso una 
fondazione, iniziando ad accogliere 
studenti “a bottega”, per avvicinarli 
alla pratica del mestiere. 

La seconda ragione fondamentale che 
porta alla nascita della Fondazione 
Renzo Piano è la consapevolezza 
di quanto fossero diventate importanti 
la conservazione e la reperibilità 
dei documenti di progetto accumulati 
in quarant’anni di lavoro, sparsi nei vari 
depositi e garage tra Genova e Parigi. 
È intorno all’anno 2000 che, in occasione 
di due grandi mostre a Berlino e Parigi, 
si prende coscienza della necessità 
di formare un archivio ordinato e 
organizzato. Un luogo di memoria, in cui 
poter condividere la storia dei numerosi 
progetti e renderla accessibile a tutti i 
giovani architetti e agli appassionati 
di architettura.

Come nasce
l’idea di una 
Fondazione 

//INTRODUZIONE

Trasferire esperienza
Dalla visita in Giappone 
per il rituale della 
ricostruzione dei templi, 
la visione di un luogo dove 
insegnare il mestiere
ai più giovani

client

FONDAZIONE SANDRETTO RE REBAudengo

ART MUSEUM, 2002-2004

Our studio signed the first visual identity 
of the new contemporary art institution 
in town. We created a powerful 
symbol, inspired by Sandretto Re 
Rebaudengo’s ancient family crest: now 
a Wind Rose, marking its way through 
contemporary art. In addition to the first 
communication materials, we realised 
the original pencil-drawn wayfinding of 
the museum.

Star design. Creating 
awareness for a 
prestigious brand.



Bellissimo realised a new set of 
communication tools for Gancia, one of 
the Italian top brands in the sparkling 
wine industry. We wrote and designed 
a series of brochures aimed at on-trade 
and off-trade circuits. 

A varied commercial offer, conveying 
the high-level brand positioning of 
the first Italian “spumante”. History, 
advertising, and technical details unfold 
harmoniously throughout the pages.

client

GANCIA

BEVERAGE, 2014-today

Printing techniques 
give catalogues the 
final touch.

client

ICOOLHUNT

SOCIAL NETWORK, 2012

A zebra-striped elephant carrying its 
umbrella around the web was the 
eccentric and highly memorable mascot 
of iCoolHunt, a location-based social 
networking game that asked its users to 

become trend-spotting gurus. Bellissimo 
helped the company in creating its 
visual identity, striving for distinction 
in a world full of images. Our project 
included web and app design as well.



The Lombardy Region raised the bar 
and announced its ambition to become 
the first touristic destination in Italy. 
Explora, a public organisation, asked 
Bellissimo to curate a communication 
project aimed at tourism operators. 
We developed #inLombard1a. 
Multicoloured “number ones” appeared 
with their immediate message during a 
series of educational events.

client

explora (regione lombardia)

TOURISTIC PROMOTION, 2016-today

All for one. Many 
arrows converge 
towards a single goal.

Our special tourist 
passport for the 
attendees, in the wake 
of the one we designed 
for the Expo 2015.

You know you always
have to be on the edge.
Discovering trends
that matter most
to your customers
is fundamental
to your business.
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“Who knew baggy pants were a 

paradigmshift?”
—MARKETING MANAGER, LEVI’S

Levi’s missed the “Hip Hop” phenomenon, 
costing them $1 billion in sales in 1 year.

Who 

needs
trend 
forecasting?

We combine
human intuition
with big data.
We deliver
trend research

reimagined.
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What will
be 
cool
 

tomorrow?

Nextatlas:
providing

an
overview
map

of trends

Nextatlas is the
ultimate set of tools
for data-driven
decision making and
inspiration.

Using real-time dashboard views, 
Nextatlas allows brands to:

track trends, tags, network relations between 
emerging trends
see their location and epidemiology
browse through hundreds of inspiring 
visual examples

Brand managers
Product development teams
Fashion designers
Marketing teams
Retailers and manufacturers
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Collective Intelligence
Data Science & Smart Algorithms
Real-time trend tracking + Geolocation
Global and wide industry coverage
Clear and beautiful visualizations

UNEXPECTED
GARDENS

         Ranked 12

Unexpected gardens, quiet and 
unassuming, are sprouting from 
patches and beds, abandoned lots 
and school...

MATERIAL
MODULARITY

         Ranked 13

Things can be combined in new and 
unexpected higher-order objects - a 
metaphysically-conscious art of...

CITY AS CANVAS

         Ranked 6

The day-to-day metabolism of a city 
may be observed through its artifacts 
and now can be also documented...

What does 
the 
future
 

look like?

Nextatlas is an innovative service that 
offers precise trend-forecasting on 
lifestyle and fashion through social 
media data analysis. We created its 
company profile, working on cutting-
edge layouts and sharp copywriting to 
express the firm’s uniqueness. 
The result is a contemporary and 
distinctive brochure: a product that lives 
up to the positioning of this new brand.

client

NEXTATLAS

TREND FORECASTING, 2013-2014

The cover unveils 
its title by cutting a 
few words from the 
underlying sentence.



Our permanent collaboration with Italy’s 
leading coffee maker has led to products 
that hit shelves all around the world. 
Our first new project for Lavazza was 
a restyling of the A Modo Mio capsule 

and machine packaging. After a new 
colour palette proposal for its collection 
of flavours, our work focused on the 
optimisation of existing graphic design 
elements.

client

lavazzA

COFFEE INDUSTRY, 2016-today

client

OPEN house torino

CULTURAL EVENT, 2017-today

More than a hundred buildings opened 
their doors to 18,000 visitors during a 
single weekend: it was the first edition 
of Open House’s international format in 
Turin. As creative partner, Bellissimo was 
a driving force of the Open House Torino 

not-for-profit organisation, chaired by 
Luca Ballarini. 
From the logo to the billboards and 
maps, our studio designed the identity 
of the event that painted the whole city 
light blue.

open
house
 torino

la prima edizione torinese 
di un grande evento internazionale

10-11 giugno
2017

 
cento edifici 
aperti gratuitamente

 al pubblico

 
eccellenze storiche, 
case private, luoghi unici.
Un invito a scoprire la città.
scopri il programma su 

openhousetorino.it
 #openhousetorino

Open House Torino 
confirms our 
commitment to 
urban promotion and 
architecture.



Over the years we have been appointed 
by Pernod Ricard Italia for the packaging 
design of many special edition bottles. 
This was the case of Four Roses 2011, 
where we used the opening quote from 

The Great Gatsby to reposition the 
bourbon whiskey, and with Sandeman, in 
which we surrounded the iconic cloaked 
man with typical Portuguese azulejo 
graphic motives.

client

Pernod Ricard Italia

BEVERAGE, 2010-today

Embossing and UV 
varnishing enrich the 
packages.

Bellissimo curated advertising and 
editorial projects for Pernod Ricard 
as well. To promote Jameson, we art 
directed and designed a city guide to the 
up-and-coming districts of Milan. 

A Field Guide to Milanese 
Neighbourhoods

- compiled by -

Cutting edges. 
Collage techniques 
create imaginative 
visuals from everyday 
elements of the city.

The booklet blended the old-time 
charm of this Irish whiskey with the 
contemporary urban style of hand-
crafted maps and graphic solutions.



Our studio gave a complete makeover 
to the line of risottos by Pan, a brand 
of excellence in the Piedmontese food 
industry. A new product name, superb 
packaging, and a catalogue for the 
launch: our aim was to enhance the 

natural beauty of a genuine product. 
The V-shaped label found a balance 
between aesthetics and substance: a 
creative and clever solution, to show the 
many qualities of the company in the 
most transparent manner.

client

pan

FOOD, 2015-2016

Risottincasa 
combines the Italian 
words risotto and 
in casa, literally “at 
home”.

Another project with the team of Renzo 
Piano: Bellissimo realised the visual 
identity and exhibit design for Progetti 
d’acqua (“Water Projects”) in Genoa, the 
architect’s hometown. 

The exhibition recalls with clarity the 
vast and varied production of RPBW and 
its relationship with water. Our work 
included this simple, elegant catalogue.

client

renzo piano building workshop

ARCHITECTURE, 2016

A neat graphic design 
emphasises RPBW’s 
architecture.



Our ongoing work with the Italian export 
service agency consists in making a 
wide array of economic opportunities 
and data, aimed to managers and 
SMEs, accessible and attractive. For 
Sace we have designed publications, 

maps and advertisiments: every year 
our main output is the “Export Report”, 
a carefully put together collection of 
insightful business articles and charts, 
conveyed through clear infographics and 
contemporary visual design.

client

Sace

FINANCIAL SERVICES, 2015-today

Our cover design  
sets the tone for other 
Sace communication 
tools.

One of Piedmont’s premium brand, 
Tartuflanghe asked us to renew its 
flagship product line: the typical sweet 
truffles. Tradition, taste, and elegance 
were the principles of a complete 
restyling. First of all, we thought a new 
name — Trifulòt, “little truffles” in the 
local dialect. Then, our new, colourful 
striped packaging series allured 
customers all across the world.

client

tartuflanghe

FOOD, 2015-today

Packaging details. 
We study materials 
and techniques 
together with 
established printers.



L’arte ha la sua costellazione
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ZONARTE

COLLEZIONE

GAM – Galleria 
Civica d’Arte 
Moderna 
e Contemporanea

Castello di 
Rivoli
Museo d’Arte 
Contempo-
ranea

Cittadellarte
Fondazione  
Pistoletto

Fondazione 
Sandretto Re 
Rebaudengo

Meet Up

Fondazione 
Spinola Banna 
per l’Arte

Eco e Narciso

CESAC
Filatoio di Caraglio

Campo

Fondazione 
Merz

GIORNO 
PER GIORNO

EVENTI

Artissima

Paratissima 
Tag – Turin 
Art Gallery 

SOSTEGNO 
AL SISTEMA

RESÒ

CONTEMPORARY 
ART TORINO 
PIEMONTE

PAV – Parco 
Arte Vivente

One of Italy’s main art foundations 
asked Bellissimo to devise a campaign 
to express its prominent role in 
contemporary culture. The ad was 
featured on national newspapers and 

selected art publications. Fondazione 
per l’Arte CRT was transformed into 
a constellation: a map that clearly 
represents a composite system of 
collections, museums and projects.

client

FONDAZIONE PER L’ARTE CRT

ART institution, 2012-today

It was a “cyclamen” year in Turin. 
Our billboards for major contemporary 
art show tutttovero (with an extra t) 
brightened walls and avenues with their 
striking colour and distinctive 4-vertex 

star. It symbolises the four art museums 
involved in the project: an exhibition 
with the best from local collections — 
a novelty signalled with an audacious 
visual identity.

GAM

FONDAZIONE
MERZ

FONDAZIONE 
SANDRETTO 

RE REBAUDENGO

CASTELLO
DI RIVOLI

25 aprile /
      11 ottobre (FSRR / MERZ)

        8 novembre (GAM / RIVOLI)

#tutttovero

B
el
lis
si
m
o1
9
9
8

a cura di
Francesco
Bonami

client

tutttovero

ART exhibition, 2015
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EVENTS
—

Location, contents, music, performances. Our distinctive 
approach to event design creates unforgettable experiences.



We believe that a carefully planned event hits 
the mark more than any campaign. 
We conceive and curate original event formats 
for our clients, translating the value of a 
brand into tangible worlds: activities that are 
inspiring as much as they are social, ready to 
be shared, to spark, engage and maintain the 
public’s attention.

Quality matters.
Giving life to immersive events 
means taking care of every detail: 
location, reception, pathways, 
timings and presentation, the 
staff’s words and look, social 
media, guests and PR, the 
“evening’s menu”. 
Our deep knowledge, know-how, 
and an established network of 
professional creative contacts 
allow Bellissimo to offer complete 
direction, from onset concepts to 
final productions.

event

THE C2C EXPERIENCE BY ABSOLUT

MILAN-TURIN, 2013

Production expertise. 
Our studio can 
manage all phases of 
complex events.

Absolut chose Bellissimo to organise a 
Milan-Turin trip for 50 fans, in order to 
celebrate Club To Club music festival’s 
opening night. A stop at a welding 
warehouse, converted in a cocktail bar 
for the occasion, was the first of many 
surprises, which also included a DJ set 
on board. All-blue installations and a live 
video-dance performance were the best 
way to present the “Transform Today” 
campaign.



With our Symposium, 
Absolut vodka 
strengthens its 
positioning as a 
creative brand, as well 
as launching products 
and campaigns.

event

ABSOLUT SYMPOSIUM

This major Italian event established a 
powerful format: every November since 
2014 Bellissimo has transformed Club 
To Club festival’s headquarters, an entire 
four-star hotel, into an engaging creative 
hub. Robot bartenders, dream-like 
parties, and a fun-fair carousel amazed 
the international audience of C2C, while 
special gift packs welcomed artists, 
journalists, and influencers in their 
rooms. Guests and the public discovered 
an unparalleled experience of secret 
suites and tailor-made drinks.

TURIN, 2014-today

Clubbing
is my current
Facebook status

the NIGHT
IS NOT ENOUGH

Dream or reality?
We choose
a dreamlike reality

Social set-ups.
Bellissimo designs 
immersive experiences 
that foster content 
sharing.



event

ABSOLUT CAVEAU

The nights of Club To Club festival were 
the breeding ground for fulfilling a long-
time ambition: designing and building an 
architectural project. The Absolut Caveau 
was a unique cross between a club bar 
and a terraced stand, with sharp lines 

inspired by the brand’s latest limited 
edition bottle. Guests had the chance 
to enjoy concerts like never before, fully 
experiencing the visuals, the sound 
system and even the physical impact of 
the performances.

TURIN, 2016

Temporary 
architecture. 
Our first building is a 
9-meter high pavilion 
— a contemporary 
cabin in the dark.

event

BALLANTINE’S FINEST JAZZ EXPERIENCE

Bellissimo created two jazz nights to 
connect Ballantine’s brand to a young 
and refined new target. We took care of 
the smallest details, from matchboxes 
and coasters to a menu designed as 
an LP sleeve. Our goal was to create an 
enchanting atmosphere inspired by the 
golden age of jazz music, since “Miles was 
probably drinking Ballantine’s”.

ROME, MILAN, 2007-2008

Well-thought gadgets, 
perfect graphics and 
witty copywriting are 
always the core of our 
event design.



event

BOMBAY SAPPHIRE’S 
INSPIRATIONAL DESIGN HAPPENINGS

For seven years, Bellissimo has been the 
name behind the spread of iconic Bombay 
Sapphire gin (Bacardi group) within the 
Italian creative community. The main 
activity of our communication strategy 
was a series of memorable talks with 
world renowned designers and architects, 
to prove a strong, international brand 
positioning.

TURIN, MILAN, ROME, GENOA, VENICE, BOLOGNa, PADUA, NAPLES, 2005-2011

Extraordinary 
locations are a 
constant in our event 
design. The choice 
of evocative and 
less-known spaces 
—including a former 
prison and a climbing 
gym— led Bellissimo 
to win an Italian Best 
Event Award for Best 
Location in 2009.

Each Inspirational Design Happening 
engaged the public of young adults in a 
fusion of lights, music, performances, 
and words — all rigorously wrapped in a 
translucent blue. Fascinating set-ups and 
amazing locations, such as the swimming 
pool where a diving show welcomed 
design gurus, were the signature 
ingredients of our events.



Social network. 
The Inspirational 
Design Happenings 
invited key names of 
the global creative 
industry such as 
Massimo Vignelli, 
Stefan Sagmeister, 
Ross Lovegrove, David 
Carson, MVRDV, 
Amanda Levete, 
Martin Venezky, The 
Designers Republic, 
Droog, Tomato, 
KesselsKramer and 
more.

The first night in 
Venice presented 
a music & visual 
improvisation by 
Italian pianist 
Giovanni Guidi 
playing with Dutch 
calligraphy artist Job 
Wouters.

event

THE ULTIMATE GIN & TONIC 
EXPERIENCE

When Bombay Sapphire moved its focus 
to mixology, Bellissimo conceived a 
new format. The Ultimate Gin & Tonic 
Experience was inspired by the recipe 
of the drink: just like gin and tonic 
water combine in a superior taste, so 
the encounter between two creatives 
from different disciplines brings life to 
an unforgettable and unrepeatable live 
performance.

MILAN, VENICE, ROME, 2014



Graphic and 
copywriting skills 
meet an extensive 
knowledge in exhibit 
and interior design.

event

MONEYFARM INVESTMENT BOUTIQUE

Explaining a Fintech company through 
a temporary shop built from scratch is 
quite a challenge. Wooden installations 
and practical games became the 
framework for a remarkable “three-
dimensional branding” project, 
materialising the values and benefits 
of Moneyfarm’s independent financial 
consultancy. 

MILAN, 2016

Heads down on 
economics. Brochures 
and postcards make 
financial concepts 
accessible. 



Three live shows, 
three venues — all 
announced with 
very short notice. 
We managed social 
networks with the 
artist.

event

RED BULL FOLLOWERS

The first edition of Red Bull Followers 
took place in Turin: after a few days of 
mystery, with hints on social media, young 
fans started a three-stage street hunt for 
Italian hip-hop artist and producer Ensi. 
Bellissimo collaborated with Red Bull 
in conceiving the teaser campaign and 
managing the tricky dynamics between 
digital and physical worlds, venturing in 
Turin’s urban culture to give the event the 
coolest image.

TURIN, 2014

The woven wood 
statue of Zubr, 
literally “bison”, 
is the symbol of this 
outdoor event format 
by Bellissimo.

event

THE AUTHENTIC ZUBROWKA EXPERIENCE

Want to know more about the legendary 
Polish bison grass vodka? What better 
place than its original environment! 
The Authentic Zubrowka Experience 
welcomed people in the woods, to 
celebrate its naturally flavoured spirit 

in a spectacular village. Guests explored 
brooks, huts, trees and bridges, 
discovering Polish tavern recipes, 
a fire for grilling all together, and an 
exceptional bar with a grass counter.

TURIN, 2015
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PUBLISHING
—

Since the very beginning, a passion for editorial design. 
A talent that still powers a great part of our projects today.



We are not just graphic designers — we are 
editors. This is one of our talents. When 
appointed to editorial direction, we rely on 
a consolidated background of technical and 
editing skills, knowledge and past ventures 
that allow us to oversee the whole publishing 
process — including content writing. 
Having an in-house editorial unit has always 
distinguished Bellissimo from other firms.

It’s in our nature.
Some agencies design books and 
magazines, very few are publishers 
themselves. 
Bellissimo / Luca Ballarini started 
publishing an international 
magazine (Label) in the late ’90s; 
ITALIC, a monthly newspaper, 
followed. We are used to running 
editorial staff and following 
projects from inception to 
distribution, issue after issue. 
This unparalleled experience is a 
strong legacy for the whole team.

Our writing and 
design bring a 
European touch to the 
Alhazm mall.

client

ALHAZM

RETAIL, 2013

“A unique collection of world 
excellences”. The tagline we chose 
perfectly described Alhazm, a majestic 
complex of classical architecture in 
Doha, Qatar, conceived to become one of 
the country’s most exclusive luxury mall. 
Alongside the creation of a new visual 
identity, our studio realised the precious 
commercial brochure that presented 
Alhazm at the Mapic fair in Cannes.



client 

renzo piano

ARCHITECTURE magazine, 2014

Appointed Senator for life, architect 
Renzo Piano decided to devote his salary 
to a programme aimed at mending Italian 
cities’ less central neighbourhoods. 
The magazine Periferie showcased the 
projects realised by G124, a team of 
young architects supervised by Piano 
and three senior tutors, to trigger 

regeneration processes in specific areas 
of Turin, Rome, and Catania. 
Bellissimo was honoured to be in charge 
of the creative direction and graphic 
design of this publication. 
Featuring excellent contributors, it 
was distributed by national financial 
newspaper Il Sole 24 Ore.

Final editing is 
curated in-house, 
thanks to our vast 
editorial expertise.

City-lovers. 
Our dedication to 
Periferie follows our 
profound interest 
in urban life and 
architecture.



client 

AVIO

Italian aerospace company Avio 
celebrated its 100th birthday with a 
special book on its technologies and 
workplaces. Bellissimo curated the 
editorial and graphic design of an 
institutional publication that avoided 
nostalgia: 908-008 The history of the 
future. Flipping through its pages, 
industrial details and colours create a 
dialogue of mechanical poetry.

AEROSPACE ENGINEERING, 2008 

908
008,

The history of the future

Images and details. 
Our publication 
features professor 
and award-winning 
photographer Luigi 
Gariglio.

client

EXPOTTIMISTI

One year before Expo Milano 2015, 
Bellissimo and Secolo Urbano’s Giacomo 
Biraghi and Alvise De Sanctis conceived 
a practical guide to finally explain to the 
public what to expect from the Universal 
Exposition. An independent production, 
Expottimisti was released as an e-book 
by Wired. Plans, data, opportunities: 
the Expo culture was disseminated 
over 80 pages through sharp copy and 
infographics.

CULTURAL PROMOTION, 2014



client 

LABEL

Those who have ventured in magazine-
making know this well: it’s a project 
unlike any other. It’s like your first love, 
or a devoted imaginary friend. 
Bellissimo and Label have long journeyed 
on parallel tracks: their boundaries often 
blurred to collaborators, readers, clients, 
and advertisers. 
Founded by Luca Ballarini in 1997, Label 
was the first Italian style magazine. For 
10 years it was dedicated to fashioning 

STYLE MAGAZINE, 1997-2007

dreams and visions. 
Distributed in up to 21 countries, 
Label read into contemporary culture, 
anticipated trends, and discovered 
talents through avant-garde visuals, 
photography, and graphic design. 
Bellissimo curated the creative and 
editorial direction, from its experimental 
layouts to the surreal themed contents 
and shootings of each issue.



Editorial layout and infographics were 
selected with the same care.
The design, inspired by British quality 
newspapers, was a distinctive feature of 
the 32-page monthly’s identity.

client 

ITALIC

Bellissimo placed another editorial 
novelty on the Italian market. Founded 
and directed by Luca Ballarini, ITALIC 
carefully collected ideas and positive 
stories for a demanding readership. 

MONTHLY NEWSPAPER, 2011-2012

With its rigorous 
layout ITALIC 
remains an example 
of elegant simplicity 
in publishing.



client 

RAMAZZOTTI

When Ramazzotti decided to convey its 
new positioning with a newsletter, it 
chose Bellissimo to manage its editorial 
project through graphic design, photo 
editing and writing. Milan, lifestyle 
trends, mixology, and news describe the 
values of the first Italian amaro, and are 
the main contents of this brief bulletin 
written by our internal “newsroom”.

BEVERAGE, 2016-today

client 

TORINO STRATEGICA

Public association Torino Strategica 
contacted our studio during the 
development of the third strategic 
plan for the city. The outcome of our 
work were two books with ideas on 
the future of Turin, proposed by a task 
force of young experts and a group 
of stakeholders. Precise editing and 
copywriting, graphic design, and even 
cartoons, were the means to weigh into 
the city debate.

CITY PLANNING, 2012-2013



client 

TORINOSTRATOSFERICA

city branding, 2014-today

Over the last few years Luca Ballarini 
has involved more than sixty creatives 
and entrepreneurs in a workshop on the 
future of Turin. Our aim: “flying high 
and telling tall tales”, without limits 
and feasibility restraints, to build and 
promote a vision of Turin “at its best, 

at its most beautiful”. 
This city imaging experiment has 
produced actual proposals, utopian ideas 
and claims that are shared on the website 
torinostratosferica.it after a careful 
process of branding and editing.

client

MARIO CUCINELLA ARCHITECTS

In 2012 a dramatic earthquake hit the 
Emilia-Romagna region in Italy. 
Terrae motus traced the story of a 
solidarity project leading to five new 
buildings for local communities, designed 
by MCA studio with a team of young local 
architects. Bellissimo took special pride 
in curating the editorial project and art 
direction of the magazine, commissioning 
a thorough field report.

ARCHITECTURE, 2017

A fluo colour recurs 
through pages as a 
sign of reaction.



Selected list of clients and projects

Abbonamento Musei 
Absolut 
Adidas 
Aedes Siiq
Alhazm
Autostrada Torino-Savona
Avio
Bacardi
Ballantine’s
Bertolaso
Bombay Sapphire 
Bourbon
Buzzoole
Cels / Customer Engagement Loyalty Solutions
Ceresa
Chervò
Città di Torino
Club To Club Festival
Codice Edizioni
Compagnia di San Paolo
Conogelato
Drogheria Di Langa
Energia011
Experimenta Design, Lisbon 
Explora / InLombardia
Expo Milano 2015
Ferrino
FCA
Fondazione per l’architettura / Torino
Fondazione per l’arte CRT
Fondazione Sandretto Re Rebaudengo
Fondazione Renzo Piano 
FontanaArte
Four Roses 
Galliano
Gancia
Gfl
Giobert
Icoolhunt
Inpeco
Istituto Superiore Mario Boella
Italic
Iveco
Jameson
Kkienn
Label 
Lavazza
Le Gru 
Mario Cucinella Architects
Matera 2019 European Capital of Culture
MIT
Mobilcrab
Moneyfarm
Mopar
Nadurra
Nextatlas 
Olivetti
Open Arch Torino
Ordine Architetti Torino
Pan
Pilsner Urquell
Politecnico Di Torino
ProxToMe
Ramazzotti 
Red Bull
Regione Piemonte
Renzo Piano Building Workshop 
Russian Standard Vodka
Sace
Saet Group
Salone del Libro, Torino 
Sandeman
Scientific American
Simon Urmet
Tartuflanghe
Torino 2008 World Design Capital
Torino 2010 European Youth Capital
Torino Strategica 
Torinostratosferica
Telt / Tunnel Euralpin Lyon Turin
Urban Creative City-break
Unioncamere Piemonte
WeArena
Xplosiva
Yar
Zubrowka

When it comes to ambitious projects – ones where thorough 
design unfolds sheet after sheet – Bellissimo / Luca Ballarini 
entrusts its work to ArjoWiggins Creative Papers.

ArjoWiggins Creative Papers gives great ideas the best 
support. From bright surfaces to special textures for the 
most demanding techniques, its Paper Book covers every 
communication need with a distinctive touch.

In a digital era, ArjoWiggins Creative Papers still provides the 
irreplaceable charm and curiosity that only tangible beauty 
– flipping through pages, staring at shimmering colours – 
produces.

Discover the collection on
www.arjowigginscreativepapers.com

Curious Collection Skin Dark Blue 380g — cover and back cover
Curious Collection Touch Nude 300g — cover and back cover
Curious Collection Matter Andina Grey 135g — section 1/5

Inuit Ultra Smooth Brilliant White 160g — sections 2/5 and 3/5
Conqueror Wove Diamond White 120g — section 4/5
Sensation Matt Tactile Natural White 120g — section 5/5

Pleasing sight 
and touch.

This book uses: 
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“Bellissimo” means beautiful, and 
beautiful is what we say when we see 
or read things we like a lot.
Introducing our design studio, you 
understand that we are Italian, that 
we are eager to work abroad (the word 
is known all across the globe), and 
that we pride ourselves on helping 
clients in creating beautiful things. 
Bellissimo is both our name and 
our mission.  

This booklet showcases the best 
projects of the last 20 years. 
Today, we are ready to take on new 
design and urban challenges, meet 
brave managers and innovative 
entrepreneurs. 
We believe Bellissimo’s inventive 
thinking is a valuable companion to 
venture into uncharted industries.

Bellissimo / Luca Ballarini
Bellissimo Srl
via Regaldi 7 int 12/A
10154 Torino
Italy

bellissimo1998.com
info@bellissimo.it 
T +39 011 2478137


