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This paper illustrates the main findings of a multi-country study carried 
out by Market Dynamics International between May and September 1999 
on behalf of RAI International, the content provider for the international 
market (via cable and satellite) of RAI - Radio Televisione Italiana. 

The paper explores the issue of what ‘cultural identity’ means in today’s 
global world; what superficial and deeper changes cultural ‘identities’ 
undergo (the original, the current, the local) when transplanted elsewhere 
(or inherited or adopted); how the ‘original identity’ gets integrated into 
and combines with other cultural ‘identities’ (within the same person, or a 
cultural community, and in different countries); and which identity 
features are the strongest and the weakest. It illustrates the benefits of 
using a rather unconventional, although rigorous, methodological 
approach to culture-specific multi-country research, from both the 
client’s and the researcher’s points of view.  

ITALY’S IMAGE AND POTENTIAL 

What cultural identity means  
in today’s global world 

Clara Origlia 
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RAI INTERNATIONAL 

RAI International was born in 1995 to develop the presence of the public 
service in the radio-television distribution sector, and to meet the information 
and service needs as expressed by Italian communities abroad. 

Target Audience 

The target audience is over 60 million Italians (by citizenship, origin, culture, 
and non-Italians with personal or professional links with Italy) around the 
world. 

Mission 

The main, most markedly institutional objective, is to spread and promote as 
effectively and widely as possible the knowledge of the Italian language and 
culture, while at the same time offering users several ways to interact. 

The second, more commercial objective: to portray the RAI brand at its best, 
acting in support of the competitiveness of the Italian product within the 
complex and challenging international radio-television market. 

RAI International intends to achieve these objectives through a rich and varied 
offer of programs, thanks to the great variety of RAI products, but also geared 
to maintaining a strong identity as a public service channel, immediately 
recognisable among the hundreds of other channels available. 

Program Offer 

Its main mission is to promote the knowledge of Italian language and history 
around the world, and to effectively portray Italy in its entrepreneurial, cultural 
and social connotations:  

 extensive coverage is given to especially important events, such as the 
Venice Film Festival, the Italian First Division Soccer Championship, the 
Giro d’Italia cycling race, the Sanremo Song Festival; 

 quality selection of Raiuno, Raidue and Raitre productions; 

 over ten editions of newsbulletins from the three domestic channels every 
day – in general, the news broadcasts include long sections of all the 
programs that draw a broad and varied picture of Italian reality; 

 direct production of around 10% of all programs broadcast –  

 news programs dedicated to updates directed to Italians abroad;  

 programs that place special emphasis on topics such as legislation and 
initiatives concerning migration, voting, citizenship; 
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 reports on regional folklore, on the life led by Italians abroad, the 
customs of the communities present on the national territory, along 
editorial guidelines aimed at offering the most extensive and 
comprehensive portrait of the Italian historical and social texture; 

 further focusing on cultural exchange between Italy and foreign 
countries, with special emphasis on the nations where the presence of 
Italian communities is strongest; 

 production of local news programs, in which national news is 
integrated with news and issues about Italian communities abroad. 

In addition, based on the agreement reached in 1962 between the Italian State 
and RAI, RAI International also broadcasts short-wave radio programs in 26 
languages. 

In 1999, direct production totalled 700 hours of television and 1,380 hours of 
radio, focused on cultural issues, and on the promotion of the Italian language, 
and of ‘Sistema Italia’, with special emphasis on institutions and to provide an 
effective link between the State and its nationals abroad. 

Through its radio and TV programs, RAI International guarantees accurate 
coverage of the topics listed in the agreement with the Prime Minister’s Office. 

The RAI International program offer, therefore, is geared to showing the faces, 
telling the news stories and illustrating the projects and the changes that are 
taking place in Italy, through radio and TV coverage committed to quality and 
cultural issues. 

In 1999, extensive graphic restructuring of the magazine Qui RAI began, and 
led to the identification of a new, very practical “folder” type support, 
exclusively geared to the communication of radio frequencies, that could be 
more effectively sent and distributed. 

This year RAI International has consolidated its presence through two satellite 
channels, in every continent with the exception of Europe, where the domestic 
channels are re-broadcast.  

In particular: 

 North and South America: important agreements for the distribution of the 
signal have been reached; 

 Africa: distribution has been extended to over 40 countries, where the 
signal is received via satellite; 

 Australia and New Zealand: in addition to cable, the signal is now 
distributed also via satellite; 
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 Asia: new agreements have been reached with local television networks 
for the re-broadcasting of the signal, already significantly present in 
regions such as India and South East Asia. 

As for the Internet, RAI International, interpreting its institutional mandate of 
promoting the Italian language and culture, has undertaken a coherent series of 
initiatives of which ITALICA is the cutting edge. Italica is an Internet-based 
virtual campus of Italian language and culture, aimed at promoting global 
cultural exchanges and stimulating Italian centuries-long culture to progress in 
the present and project itself in the future, avoiding the trap of being reduced 
to a meaningless icon. 

The Italica site features a number of “windows” designed to fully illustrate all 
the social and cultural events that are typical of a great civilisation: Italian 
language and culture courses, as well as courses centred on history of art, 
philosophy, music and design, archaeology, restoration, cinema and theatre. 
Furthermore on-line broadcasting of the best RAI radio programs, viewing and 
listening on demand of operas and symphonies, films, plays, as well as live 
coverage of events of great cultural significance. There will also be room for 
debates among leading personalities on the Italian cultural scene, and 
newsgroups and mailing lists devoted to Italian society.  

The site’s main feature is the Italica Library, which includes texts and audio-
visual material built up with the assistance of both national and international 
institutions, and of CI-BIT which digitised for online uses all the volumes that 
form the Italian cultural tradition, from 1200 to the present. 

All this is done to enhance, with the accent on a contemporary quality 
message, RAI International’s mission as a public service, in a world that is 
increasingly characterised by global communication. 

THE QUALITATIVE RESEARCH 

Timing: the project was carried out between June and September 1999. 

Mission: to understand Italy’s image and potential abroad, and the role RAI 
International can play in expressing it. 

Research scope: nine countries in four continents, selected among those in 
which RAI International is currently broadcast either free to air or as pay TV 
via cable or satellite: Canada, United States, Argentina, Brazil, Venezuela, 
Israel, South Africa, Japan and Australia. 
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The objectives:  

 to understand the needs of a broad TV audience target (current and 
potential) for RAI International in terms of: 

 contents, 

 TV products and formats, 

 Style of communication, 

 type and degree of “Italian-ness” expected; 

 to understand the role RAI International can play in extremely varied and 
diversified cultural contexts, taking into account on the one hand the role 
RAI has always played as a public service, and on the other the company’s 
need to compete with other broadcasters on the commercial level; 

 to optimise or help re-focus RAI International’s mission, and if necessary 
re-design RAI International’s program offer.  

THE RESEARCH APPROACH 

The research approach was based on 42 extended face-to-face interviews with 
opinion leaders and individuals recognised as prominent within the Italian 
communities in the selected countries.  

RAI provided us with a short list of names to choose from in each country. 
ICE – Istituto Italiano per il Commercio Estero – added to RAI’s list, and 
through their local offices in each country helped us make the sample more 
relevant and truer to the local situation. ICE also provided extremely valid 
organisational support, and a valuable introduction to the local Italian 
communities in many of the visited Countries. 

We drew our own list, using different criteria to select the interviewees in each 
country, and how to rapidly acquire a first hand, vibrant appreciation of the 
characteristics of the local Italian community in each country. We were 
probably less interested in the prominent local opinion leaders than in the man 
in the street, and the informal opinion leaders within the Italian community. 

An inspiring, challenging, extremely involving multi-country qualitative 
research indeed, which required:  

 stretching the very concept of ‘research’ by mixing all possible qualitative 
research tools and skills in a sensible, markedly flexible way; 

 in some cases disregarding the lists of recommended names, if they proved 
to be unsuitable or prone to giving us a false, incomplete or too intellectual 
view of ‘Italians abroad’. We were strongly aware of the fact that by 
interviewing only the recommended individuals we might not have gained 
a true appreciation of what “Italian-ness” is, on the whole, and of what 
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being of Italian origin or having an Italian identity means to Italians living 
abroad.  

In some cases we took the risk of investing more time and resources to get off 
the beaten track and not limit ourselves to the ‘terms of reference ’ we were 
given. In other cases, we decided to act in absolute freedom within the frame, 
confident that, for research purposes, we were absolutely right in not following 
the brief to the letter. On top of that, we were convinced that qualitative 
researchers sometimes know better than clients! 

We then: 

 carefully chose, from our team of truly multi-cultural researchers, who 
would go to which country, and why (being native, bilingual, familiar with 
the country’s way of life and culture, were the most obvious criteria). The 
most important criterion, though, was that the researcher should be 
strongly, ‘intimately motivated’ – for whatever reasons – to understand, 
feel, be fully receptive towards a specific country and towards the rather 
complex question of what cultural identity is; 

 decided to adapt the research approach in each of the nine countries right 
on the spot (very little preparation was done in Italy before leaving). We 
deliberately put ourselves into a culture-adaptation mode, emphasised by 
the compressed time frame in which we were working. 

THE COMPETITIVE CONTEXT 

RAI International, like any other international network, operates within an 
extremely competitive context: 

 on a daily basis, the need ‘to be present’, and to report local news, and 
current affairs, can be better satisfied by local broadcasters (although not 
always of good quality) 

 in general, the offer of other ‘international’ channels can better satisfy the 
needs of a target with a markedly ‘international’ mentality, favourable to a 
multi-cultural approach . 

The immediateness, agility and modernity of the new media and technologies 
makes the comparison even more difficult. 

The expectations of the majority of Italian residents abroad (independently 
from the reasons that made them leave their country of origin), as well as of 
those who identify themselves with Italy, or feel they have cultural or other 
affinities with the country, are undoubtedly high. The attitude is therefore 
more critical and demanding. 
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A broadcaster runs the risk of being considered unsatisfactory by viewers from 
the point of view of quality, or not up to standard for the role that potential and 
current users want to assign it, for the simple fact that it is perceived as failing 
to:  

 enhance their self-image as representatives of that culture; 

 express the cultural potential of their country of origin (even more so if the 
person maintains direct links with the country of origin, and has an 
updated and possibly psychologically more vivid and intense perception, 
for the very fact of living abroad, of changes in terms of culture and 
values). 

THE IMPACT OF NEW TECHNOLOGIES 

Internet and e-mail have drastically revolutionised communication needs and 
habits:  

 communication styles;  

 information ‘layout’ style;  

 the space-time reference frame: virtual space, everything in real time; 

 the user’s relationship with the medium : autonomy and freedom of 
fruition, accessibility of contents, speed, flexibility, interactivity as a 
value, enriched by elements of playfulness and creativity;  

 the very concepts of information and entertainment;  

 the expectation of added values capable of enhancing the ‘service’, speed, 
up-datedness, availability, ease of access and use;  

 the meaning of identity, belonging, proximity (geographical, cultural, 
professional, socio-economic, sentimental …). 

The values of universality and globality today force everyone to reassess the 
very meaning of ‘identity and cultural belonging’, also in an individual sense, 
and at a deeper psychological level. 

The value of autonomy is becoming decisive in the relationship with culture, 
information and the media (and also with the language itself, also as a tool).  

The very perception of the language and its role in fuelling the sense of 
identity and cultural belonging, is changing in an important way. We therefore 
believe that the strategies regarding the language used in the program offer 
should be revised. 

Surely the single-language / single-culture approach runs the risk of not 
‘communicating’ any more, or not communicating effectively with specific 
targets (youths, for instance, three or four generations removed from the first 
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migrants), who on the other hand seem to express the need to explore, 
acknowledge and reconnect to their culture of origin. This tendency is 
widespread, and often seems not to be the result of family influences. 

RAI INTERNATIONAL AND ITALY’S IMAGE 

We need to bear all this in mind in order to correctly evaluate criticism 
expressed by part of the respondents, and to understand the expectations of a 
great number of Italian residents abroad. 

The risk for RAI International is to convey a limiting, stereotyped, caricatural, 
no-longer current, and, most importantly, scarcely flattering image of Italy: 

 as a third world country; 

 provincial Italy, small-minded Italy; 

 poor Italy; 

 the south of Italy; 

 the spaghetti, pizza and mandolin stereotype;  

 Italy as it was for the first generation of emigrants. 

And this is obvious not only to the most cosmopolitan and refined bracket of 
the population interviewed. But also to those who, for many years, have 
actively kept alive their ties with their country of origin, maintaining their 
relations with relatives and friends, nurturing a cultural identity and a sense of 
belonging. 

Little does it matter whether this is done in an emotionally nostalgic, 
professional or utilitarian mode. 

THE PERCEPTION AND IMAGE OF RAI INTERNATIONAL 

The perception that the majority of the current and potential public has of RAI 
International is that of 

 an export product; 

 provincial in spirit, taste, content and realisation; 

 for a B class audience (not us!); 

 for first generation emigrants (less and less of them around!); 

 of absolutely no interest or appeal (almost embarrassingly so) for those 
who, although not Italian, show interest, or may show more interest, in 
Italy. 

The exceptions are, as was entirely predictable: 
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 emigrants with feelings of true nostalgia, who have preserved or recreated 
in their country of residence (sometimes as a caricature) the culture of 
their country of origin as it was when they left. But they are a minority, 
destined to shrink in time and eventually disappear. Today’s reality is 
different. 

The research findings indicate that RAI International objectively risks 

 not reflecting, in terms of contents, style and spirit, Italy as it is today; 

 not reflecting the real perception or the idealised image that Italian 
residents abroad have of themselves, as successful individuals, well-
integrated in their country of residence, open to change, lively, inquisitive 
and in many cases authentically cosmopolitan; 

 failing to interest, involve, communicate with the younger, non Italian 
speaking audience (third or fourth generation).  

CULTURAL IDENTITY:  

VARIABLES AT PLAY AND INTERPRETATIVE KEYS 

The results were univocal and very coherent throughout all nine countries. 
However, it is interesting to underline the importance of a number of factors 
affecting the relationship an individual may have with his/her country of origin 
and cultural identity, stemming from personal backgrounds.  

The expectations towards RAI International, as well as the perception of the 
role it could or should take on, vary according to: 

 age, social and cultural level; 

 first, second or third generation emigrants; 

 the motivations that induced relocation in another country;  

 the hardships of the beginnings;  

 nature, frequency of contacts with Italy; 

 duration/frequency/regularity of stays in Italy; 

 level of integration within the local social context and culture 
(sought/desired/rejected; favoured, hindered by the context …) . 

And, surely extremely important, permeability/non-permeability of ‘host’ 
culture, affinity with, or distance from, the culture of origin.  

ITALIAN IDENTITY AND OTHER IDENTITIES 

The question of the modes, mechanisms, or strategies of integration of one’s 
identity with the others, or of the assimilation of cultural components of the 
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‘host’ culture (or the safeguarding of one’s own, kept as unaltered as possible), 
was the key to understand backgrounds, attitudes and expectations towards 
RAI International, with reference to both contents and style. 

Graft, adoption, integration, juxtaposition, coexistence with other cultures 
or ... ambivalence towards or rejection of the Italian identity?  

The profiles listed below were identified in each of the countries visited, but 
were more specific or more evident in some countries than others. 

 The nostalgic emigrants: Italians forever 

 defensive preservation or recreation of the micro-culture of origin 
(region, village) 

 emphasis on folkloristic traits  

 dialect + local language 

 Italian origin, but different identity (a variant: Italians by chance) 

 tendency towards the integration of the two cultures 

 respect of one’s cultural roots, curiosity at times  

 but desire to identify with the country of residence  

 Back to the roots 

 up to a certain time a given fact, but with limited involvment 
involving something clicks… 

 the decision is taken to find out more  

 roots are explored, the decision to learn the language is made… 

 A strong personal identity, irrespective of the birthplace 

 double cultural identity  

 priority assigned to strong personal identity  

 need for statement, acknowledgement, reconnection with the cultural 
and collective identity  

 a choice of faith, a political choice 

 Italian by origin, cosmopolitan by vocation 

 distancing from country of origin  

 origin is not disowned, but is not always something to be proud of 

 need to go beyond, to identify with a wider picture 

 sets temporary roots, but does not feel bound  

 does not fear change, actually seeks it  
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COUNTRY PROFILES: DIFFERENCES AND SIMILARITIES  

The brief profile of Italian residents in each of the nine countries, with 
references to the social and cultural contexts in which they live, and to specific 
issues regarding identity and belonging, does not pretend to be exhaustive – 
nor could it be. Neither can it portray the variety of different facets that exist 
within each single community. We only want to identify specific traits, 
analogies and differences in the level and type of cultural integration achieved.  

United States: Double cultural identity: Italian born,  

U.S. residents 

To begin with, it must be said that Italians are attracted by nature to anything 
that is foreign, and that the United States is the epitome of the ‘foreign 
country’. The States are the most important example of a multiracial, 
multicultural society. Italian residents in the United States especially criticise 
Italy’s provincialism, and find it very embarrassing. 

Compared to Italy, they appreciate America’s freedom, open-mindedness, 
drive to change, dynamism, and above all, efficient services. They complain 
that today things in the States are “not what they used to be”, but the country 
remains on a level that Italy will never reach, as the latter is “hopeless” from 
this point of view. 

Italian residents in the United States include brilliant entrepreneurs, as well as 
examples of both prestigious and caricatural ‘Italian-ness’. They consider 
themselves more American than Italian (although some may deny this). Well 
integrated in the social, cultural and productive life of the country, they remain 
‘Italians’ at home. They have a tendency to claim “we have everything here, 
but I miss Italy because of …”. Beliefs: the cultural superiority of Italy, but 
also its limitations. Proud of the quality of Italian taste and style. However, 
they can also turn into the most ferocious critics of Italy: the typical defects of 
the Italians, things done “the Italian way”, the lack of services, bureaucracy, 
inefficiency… 

The ties with Italy are kept alive both actively and passively (friends, relatives, 
friends of friends). They maintain economic and professional interests in Italy. 
Contacts are frequent and on a regular basis. 

Canada: Italian ‘origins’ and double cultural identity 

The first wave of immigrants (turn of the century): Canadian, very well 
integrated. The second wave (1940 - 1970): hard workers, strong savers.  

The descendants: ‘hard working Canadians’, well-integrated in the country’s 
social and political life, enthusiastic promoters of Italian culture  
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Today, Italians in Canada attract interest and respect, ‘made in Italy’ is 
synonymous with quality, and trendiness. The Italian and the Canadian 
identities are well-integrated, Italians in Canada are proud of both. Being less 
critical (less snobbish?) of Italy then their US counterparts, they suffer more 
from the lack of acknowledgement by Italy of their Italian-ness. They actually 
mention this as an example of provincialism on the part of the Italians’. 

The ties with Italy are kept alive through frequent contacts, through family 
economic and professional interests, and trips. A more nostalgic attitude is 
present, as always, in presence of the cultural ‘uprooting’ suffered by those 
who were forced to emigrate out of need (the first and, partly, the second wave 
of immigrants). A more critical and demanding attitude if one claims to have a 
double cultural identity.  

Argentina: Dual citizenship, double identity  

The first Latin American nation to establish active trade contacts with Europe: 
Buenos Aires is the ‘most European of the South American capitals’. The 
sense of ‘Argentinidad’ is still something to aim to.  

Strong wave of immigration in the 1950s. Fifty per cent of the population is of 
Italian origin. Italians in Argentina have dual citizenship and twin cultural 
identity. Italians by birth: certainly among the most nostalgic in all Latin 
America. Second generation Italians, brought up in a totally Italian context: 
Italy is the mirage, the place to ‘return to’. 

The younger Italians and the professionals are promoters of a more modern, 
more international image of Italy. The ties with the country of origin are kept 
alive with trips (Italy remains a destination of choice), daily updates via 
Internet, business relations. 

Italy is experienced as a driving force behind the economy: Italian products, or 
products of Italian origin, are sought after and bought. However, this attitude is 
becoming more critical: changes in the perception of Italy, the search for its 
true image, the need to go beyond the clichés. Transition from a nostalgic view 
of Italy to the definition of a strong industrial power.  

Brazil: Italian origin and double identity  

First wave of immigration at the end of the nineteenth century: a difficult start, 
only a few were able to emerge. After the Second World War: wave of low-
education immigrants. There is no single ‘Brazilian’ cultural identity, but 
rather a mix of identities, cultural models and lifestyles.  
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Italians adapted very easily to certain aspects of the context, or to a 
Latin/Mediterranean style in relationships, and often say ‘in common with the 
Brazilians we have the love of sunshine, good company, life on the beach’. 

‘Italian-ness’ was strongly boosted by the possibility of obtaining dual 
nationality: 15,000,000 ‘new Italians’. The country’s population was originally 
made up of mulattos, descendants of Europeans and Africans. In Brazil a 
variety of origins and cultures, in some cases very different, coexist and mix 
peacefully. The difficult social context, however, has stimulated to search for 
external models. 

Italy represents one of the cultural models to emulate, although it is not the 
strongest: it is in any case easier for Brazilians to relate to the Latin nature of 
the Italian product and to Italy as a whole.  

Venezuela: Italian identity 

Venezuela has been a destination for emigrants throughout its history: the 
country is populated by mulattos, Africans, Indios, and the descendants of 
Europeans. It is a tropical country: large urban centres developed in forest-free 
areas 

Contrary to other Latin American countries, Venezuela is open minded in 
economics and in accepting foreign influences: a constant search for foreign 
models and information. The dependence on foreign investments, especially 
from the United States, strengthens the role assigned to foreign countries. The 
United States are the model to emulate, the place to visit, the economic partner 
with which to keep up relationships. Europe: a cultural/intellectual model … 
for a minority. Given the lack of a true Venezuelan identity, the twin identity 
phenomenon is less frequent. 

The Italian community is especially active and hard-working. Italians are 
present in both industry and trade. Those who relocated to Venezuela for 
professional reasons, however, try to live in a more international context. They 
make up a rather demanding audience in terms of information needs. As to the 
ties with Italy, there is a clear cut difference between first generation, nostalgic 
immigrants, and cosmopolitan Italians. 

For the ‘active’, more cosmopolitan Italians, Italy is one of the important 
business reference points.  

South Africa: Italian Identity 

The South African society is a multicultural one: Italian identity, but South 
Africans by choice or for business reasons. Attitudes – more nostalgic, or more 
critical and demanding – vary depending on age and degree of internationality. 
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The cultural superiority of Italy is defended, and for this reason its limitations 
and examples of backwardness are all the more harshly criticised. 

As is the case in other countries, Italian residents in South Africa are 
promoters of the Italian image and culture: quality, taste, style. They are also 
very critical with regards to “things done the Italian way”, “small town 
mentality …”. The ties with Italy are kept alive regularly, some times daily: 
contacts with relatives, friends, and business exchanges. Trips are quite 
frequent and regular. 

Given the alarming crime rate, people tend not to go out in the evening: TV is 
therefore a very important element of daily life. The Internet plays a very 
important role in terms of information on, and communication with, the 
country of origin.  

Israel: strong inner identity, regardless of the place of birth  

Double cultural identity: Italian Jews, residing in Israel for reasons of 
belonging, faith, political-religious choice. Priority is assigned to a deeper 
inner identity: a phenomenon that markedly and exclusively distinguishes 
Israel among all the countries visited. ‘We are all foreigners here’: it is normal 
to have a triple cultural identity. Italians by birth (parents often natives of other 
countries), Israelis by choice, cosmopolitanism as a natural fact. 

The stronger the awareness of an own identity and the value it is given, the 
stronger the need of establishment, acknowledgement, reconnection with the 
strong identity of one’s people, and the harsher the criticism, the inflexibility 
in judging the means by which this identity and its contents are conveyed. 

A simultaneously ancient and young country, open to world influences, yet 
with a strong American imprint, and rapidly evolving, Israel thrives on 
challenge and on competitiveness. A super-cabled, technologically very 
advanced country, projected towards the future. 

Italian residents in Israel represent an educated, informed, critical, very 
demanding audience. Markedly intolerant with regards to whatever strikes as 
provincial, lacking objectives and strategic vision, drive and imagination, or 
dignity.  

The ties with Italy are lively and current, by no means nostalgic: in fact, this 
latter component more frequently played a key role in the ‘return’ to Israel. 
Regular contacts are maintained with relatives and friends, homes are owned 
in Italy, economic and professional interests fostered. Trips are frequent, 
regular, also thanks to geographical proximity.  
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Japan: Italians in Japan 

Not a true example of immigration: Japan itself is just a temporary base within 
a career path. Therefore, we are dealing with an élite. Strong sense of own 
identity and cultural belonging.  

Excellent integration on a professional life basis, but extremely low integration 
with the Japanese on a private and personal level: language problems, different 
customs, different standard of living (the standard of living of an Italian would 
be financially inaccessible for a Japanese, and the discrepancy is therefore 
socially embarrassing). 

The role of Italian women in Japan differs from that held in other countries: 
they are wives, mothers, their husband’s PR assistants, active in the 
community, often working as teachers (Italian language, cooking, Italian 
lifestyle). 

The ties with Italy are kept alive through a lively network of contacts within 
the local Italian community: this compensates for the distance from the 
country of origin, and the human and cultural distance from the Japanese. 

The tendency is to reproduce/maintain the Italian standard of living and life 
style. Contacts with family and friends, trips: quite regular. 

Australia: Italians in Australia: Australians by choice or condition  

A situation similar to the one in Israel, in some respects. The exact opposite in 
others. Australia is an ancient land, with a young, imported culture, that has 
never sought integration with local, Aboriginal cultural traditions, actually 
seen as something to deny and to attempt to eradicate. We are dealing with a 
culture that is still searching for an own identity. The main psychological 
issue, however, experienced in a very varied and subjective manner, is often 
the ‘uprooted-rooted’ contradiction. 

Australia has always been an ‘alternative’, a land of opportunity that does not 
impose on the immigrant an ethical coherence with personal, social, cultural, 
professional backgrounds. It is therefore an ‘alternative’ also in this sense. A 
country in which there is room for any initiative – and room there certainly is.  

The geographical position, the size of the territory, the low density of the 
population, make being on-line a vital fact, and as well as conferring a special 
meaning to being in contact with the rest of the world, they also open up 
fascinating scenarios regarding identity and belonging. 

Italians by birth: only the first generation of immigrants. ‘Italians on the 
mother’s or father’s side’, but Australians for upbringing and education: 
second and third generation. 
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As always, the attitude towards Italy is all the more nostalgic in presence of 
the cultural ‘uprooting’ suffered by those who were forced to emigrate out of 
need. Or somehow following dramatic events (a painful experience, the 
severance of a relationship, the desire to flee as far away as possible). 

In this case the experience may have left lasting scars: the separation from the 
social and sentimental context may have deeper implications than the 
uprooting from the cultural context. The role played by the geographical 
distance is very prominent. Thus the tendency revealed by first generation 
immigrants to reproduce an Italian microcosm based on the family, village, 
region of origin. 

The Italian who resides in Australia by choice is markedly less nostalgic (the 
cultural uprooting is temporary, yet could become permanent due to the 
objectively higher quality of life).  

The feeling of having been uprooted (rather than homesickness) is however 
present, even though not always openly admitted, and not expressed solely in 
relation to Italy, but rather to Europe as a whole, and in any case to whatever 
belongs to the other hemisphere (in ‘Italy down under’ it’s the ‘down under’ 
that weighs most heavily on the scales). 

The feeling of uprooting diminishes with the passing of time, and the trips to 
Italy, in some cases, tend to become less frequent: ‘I don’t have much in 
common with my family of origin any more’. And strongly diminishes as the 
feeling of belonging to the new country grows and immigrants take on their 
‘own’ Australian identity: the desire to feel ‘rooted’ is stronger, and pride for 
what of what has been achieved sets in.  

EXPECTATIONS AND OPPORTUNITIES 

 The best of the three RAI networks:  

 integrated with local productions, broadcast in turn by RAI in Italy; 

 further enriched with products of great quality and scope (co-produced 
or produced by RAI International for RAI). 

 Italy Live  

 ideally, the same TV I would watch if I were in Italy 

 in any case, programs that preserve a sense of authenticity, and of live 
television: “not a different product” 

 the same program schedules, adjusted for the time zones  

 true live coverage, time zone differences notwithstanding, for special, 
unique, strongly involving events 

 Contemporary, real and current-day Italy 
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 the one experienced by those with ties or contacts with in Italy  

 the one experienced during trips home  

 unique, unmistakable 

 often contradictory, and therefore interesting  

 evolving 

 Italy as an advanced country  

 Italy in Europe and the world  

 Italy as a country Italians are proud of… 

RAI INTERNATIONAL’S ROLE AND POTENTIAL  

The concept that Italian residents abroad have of the ‘institutional’ role of RAI 
International (and of the very meaning of the word ‘institutional’) may differ 
from the company’s, and stems from the choices it makes in terms of contents 
and ‘style’.  

The role of RAI International is to provide a:  

 Lively and stimulating link 

 with Italy 

 with Italians 

 for Italians, wherever they reside 

 Reference point  

 culturally relevant, in an extremely wide sense  

 from a sentimental and symbolic point of view 

 and also from a more business minded point of view  

 Service 

 information 

 culture 

 current issues  

 promotion of the country’s image, its actual capacities and potential in 
all economic and cultural sectors  

 Reason of pride 

 values of representation and prestige  

 values of expressiveness  

 values of distinctiveness 

 enhancement of the ‘universe Italy’, in all its facets  

 promotion of whatever expresses Italian specificity or talent  
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 Synthesis of quality and style 

 Intrinsic quality and exterior quality  

 unique and unmistakable style  

 A ‘product’ for Italians, but also for anyone who has a personal or 
professional interest in Italy  

 not in a provincial, but rather ‘global-market’ oriented way 

 for an increasingly cosmopolitan audience 

 for an increasingly educated and demanding audience  

THE RESEARCH OUTPUT 

The research output was the result of  

 The combination of different qualitative approaches aimed at  

 ensuring consistency throughout the research process 

 maintaining a rigorous yet creative approach to analysis 

 respecting the variety of local nuances 

 providing the Client with actionable, easy to understand, and easy to 
communicate results 

 Analysing not only the content, but the process and the context: we 
adopted an integrated interpretative framework to include findings not 
only from in-depth interviews, but also from observation, casual and 
unstructured social encounters, chance encounters with Italians or 
‘involved foreigners’, opportunities taken on the spot, and various other 
events. Therefore, not only interviews, but groups, telephone 
conversations, dinners… 

 Analysing ‘Italy’ from a strategic marketing and communication angle  

 Country Imagery 

 Core values 

 Product image 

 Brand image  

 As ‘made in’  

 As a ‘container’ or a ‘package’ with its own style, character, expressive 
and functional values 

 As a content  

 As a context 

 As the message as well as the medium  

 As a style of communication 
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 As a positioning strategy 

 Its Potential at all levels 

FOOD FOR THOUGHT 

We feel we addressed most of RAI International’s needs and demands. The 
most interesting aspect for us, however, were all the questions that remained 
unanswered, and the issues we definitely would like to explore ad hoc one day, 
and more in depth. We would like to conclude by challenging some of your 
current beliefs with some inspiring but also provocative thoughts. 

IDENTITY OR IDENTITIES?  

 What does ‘identity’ become when transplanted elsewhere … or is 
inherited, or adopted (as in the case with partners of a different nationality 
and cultural background, a more and more frequent event)? 

 How do things differ when one is single, or his/her own family has also 
moved?  

 How do they differ again when there are children, and the need for 
‘integration’ takes on very special significance?  

 What role does language play in either maintaining one’s identity and 
cultural roots, or feeling integrated with the local culture? (How about 
children? what if the partner does not speak the local language?) 

 What role do ‘professional’ or ‘corporate’ identities play in either 
facilitating or preventing full integration?  

 What changes, both superficial and deeper, do cultural ‘identities’ undergo 
(the original, the current, the local)? 

 How does the ‘original identity’ combine and with other cultural 
‘identities’ (within the same person, a cultural community, and in different 
countries), and which individual strategies are used? 

WHAT DOES ‘CULTURAL IDENTITY’ MEAN IN  

TODAY’S GLOBAL WORLD? 

 Do people adopt a system of multi-layered identities, multi-functional 
identities (or even temporary identities, as in the case of corporate 
executives who are frequently relocated)? Or do they tend to adopt a 
global, international, trans-national identity? 

 What role do nostalgia or homesickness play in preserving one’s cultural 
identity, under which circumstances, for how long? Does this need to be 
encouraged? Why? What for? For whose sake? 
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 Is the ‘real thing back home’ the best thing to offer non-residents  (and is 
there such a thing as the  ‘real thing’ anyway?) What if the real thing is 
perceived as less meaningful and less vibrant than expected, or too remote, 
or just an icon? 

 How should the ‘institutional role’ of a broadcaster be interpreted, which 
fine-tuning and cultural adaptations are needed to address an international 
audience?  

 Should the programs (contents, style, formats…) be designed mainly for 
an audience of non residents, or should they appeal to an international 
audience as well?  

 What about youths, and those whose language is not that of the country of 
origin (or no longer is)? 

 In what ways can ‘cultural identity’ be promoted today, for those living 
abroad, and in a global world?  

HOW CAN THE MISSION OF AN INTERNATIONAL TV 

BROADCASTER BE DEFINED? 

 What meaning does ‘institutional’ take on today, what are the 
implications, in what directions will the ‘institutional’ need to evolve? 

 Is ‘institutional’ still all that different from ‘commercial’? ‘Culture’ has 
evolved so much and so fast over the years, and so has the meaning of 
public service: how much should the ‘institutional’ promote or re-state the 
Country’s ‘past’?  

 Must the role of international broadcasters be different if their mission is 
more an institutional than a commercial one? 

 Should either (or both) be redesigned when targeting an international 
audience? 

 How should the target audience be segmented, what new criteria should be 
adopted today? 

 How much does ‘cultural identity’ need to be viewed through ‘domestic 
lenses’ (one’s own, or the country’s), rather than with a more international 
eye?  

 Will we be promoting nostalgia or cultural integration? 
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