
ABOUT THE BOOK 

Title La Fiera di Milano – Lavoro e società nei manifesti storici 1920-1990, 

386 pages 

Project coordinated by the Communications and Public Relations Department of Fondazione Fiera Milano 

curated by  
Tiziana Ferrari 

Editor in chief 
Fabio Massimo Storer 

Editorial coordination and communications  
Monica Novelli - Ersinija Galin 

With the contribution of  
Elena Croci – Cultural Communication 

Iconographic research Captions  
Andrea Lovati 

Press Office  
Roberto De Giorgis 

Introductions  
Giampiero Cantoni - Salvatore Carrubba, Giulio Sapelli 

Text  
Luca Masia 

Publisher  
Silvana Editoriale 

Editorial Management  
Dario Cimorelli 

HISTORY IN BRIEF 

Origins. 

Fiera di Milano was established immediately after the war. A brave, almost heroic adventure, by a small 
group of people. Among these were Luigi Bizzozero, Marco Bolaffio, Paolo Beghelli, Ettore Carabelli, Pietro 
Siebanech, Alfredo Colombo, Amilcare Buschini, Gaetano Boggiali and Paolo Taroni: men who were able to  
raise their eyes above the post-war rubble and focus their efforts on a future based on a new working 
society. Their intent was to create a “showcase of work”,  a great exposition of the skills and know-how that 
make the story of a producer and consumer society, where individual experiences become collective ones 
and the statistics of industrial production meld with the excellence of fine craftsmanship. 

Although the new Fair was established in next to no time and driven by an exceptional will to produce, 
construct and reconstruct, its underlying principles were clear from the very start. Since its very inception it 



was a “private”, autonomous and independent entity, and the first session of the exhibition offered the 
broadest and most wide-ranging overview of work starting with products and ideas, and limiting the array 
of offerings to a “sample” only, avoiding “the scenography and sensationalism” that was typical of the 
universal Expositions. 

2 Autarchy. 

[In the early 30’s, after the major depression in 1929] Milan was a working, industrial and commercial city, 
but also the meeting point between the economy and culture, as shown by the ever closer and stronger 
relations between industry, publishing companies, and the art sector. 

In 1935, while  Fiera was attracting more than 2 million visitors and 5,000 exhibitors, Benito Mussolini sent 
the Italian troops to Ethiopia and thus began the expansionist policy of the regime. 

The politics of autarchy, which began with the advent of Fascism, became Italy’s key theme in the second 
half of the 1930’s: a moral imperative, much more than economic, that influenced every individual and 
collective decision. 

Instead of closing itself in a sort of “autarchic” isolation, Fiera di Milano opened out to the world of 
inventions and gave space to the country’s creative genius, entrepreneurial daring and imagination in 
design. It redefined its own nature, ceasing formally to be the place for free technical and commercial 
exchanges with foreign countries that it had initially set out to be after the First World War and became the 
showcase par excellence of national production. All this without losing sight of its networks of relations and 
heritage of experience acquired in more than 15 years of activity. 

3 The Renaissance. 

Alongside an industry that wanted to get back on its feet again, was a Fiera di Milano that wanted to get 
back into motion. A small committee was formed around Fabio Majnoni, secretary general of Fiera in the 
early 1920’s and an officer of the UFI. Just like the endeavor by Bolaffio and Bizzozero had been a bold act 
back in 1920, yet another very bold act was needed, by opening Milan to the world and towards an 
international future that remained very uncertain. 

The Trade Fair of 1947 celebrated the 50th anniversary of the radio and attracted more than 2 million 
visitors, and even more than 3 million the year after. An article published in the magazine “La Fiera di 
Milano” spoke of a triumph that far exceeded the commercial results and that was a testament to “the 
desire and possibility of the Italian people to conquer a worthy place among the nations in search of peace 
in work.” 

4 Major growth. 

During this renaissance, Fiera di Milano went back to being the premier location for commercial dealings 
and also for cultural exchanges: a great international showcase where ideas became products, where 
companies and nationals put themselves on display. 

On 12 April 1954, at a meeting with Italian President of the Republic Luigi Einaudi, Fiera CEO Luigi 
Gasparotto highlighted how visitor attendance figures had exceeded 4 million at the last sessions, with 
more than 12,000 exhibitors and an exhibition space of more than 200,000 square meters. 

While Carosello (translator’s note: a fixed ten- minute advertising slot screened every day from the late 1950s until the mid 
1970s) was the place where  products were advertised on TV, Fiera di Milano was the physical place where 
wonder and marvel merged with understanding and learning. The new frontiers of space, plastic materials,  



and alternative energies were given pride of place at the Trade Fair in the 1950’s through large-scale 
monographic exhibitions, international conferences, displays, workshops and themed workshops. 

Year on year, Fiera offered glimpses of this emerging landscape to the new Italian society. Such as the 
“Chemistry Days”, where the genius of Natta was expressed in ”Moplen”, a polymer that a company by the 
name of Snia was producing and exporting worldwide and that Gino Bramieri advertised on Carosello. 
Research became connected to production, communication to consumption, civilized society to the world 
of industry. Fiera di Milano was one of the great international “platforms” where these two worlds met and 
networked, in a broader context of competition but also of cooperation. 

After the major divisions brought about by the war, the countries in western Europe were in search of  
political and economic stability, and were working more actively towards cooperation. This general climate 
had a positive spin-off on the Trade Fair and led to the creation of a permanent structure devoted to 
international exchanges and relations. [CIS, Centro Internazionale degli Scambi was officially presented at 
the 1961 fair…] 

On 7 December 1959, the day that commemorates Saint Ambrose (Milan’s Patron Saint), [Ente Fiera]  
officially established MIFED, International Exhibition of Films, TV films, and Documentaries that was to 
enter into operation during the Trade Fair of the following year. Considering that world movie production 
was dominated by Hollywood and by the Cinecittà studio in Italy, for Fiera, MIFED was a concrete 
opportunity to make Milan the capital of the film market as far as the management of movie rights and film 
distribution were concerned. 

5 Specialist  exhibitions take a foothold. 

Over the 60’s the number of “specialist” exhibitions increased progressively, [focusing on] major themes 
such as those proposed by the “Salone del Mobile”  - Furniture Exhibition or the “Salone delle macchine per 
ufficio – Office Equipment Exhibition”: showcases that attracted thousands of exhibitors and hundreds of 
thousands of visitors, and it immediately seemed that they had come to stay, gradually becoming industry 
events and  independent from the Trade Fair. 

With great insight, Ente Fiera decided to pave the way for the growth of these “specialist” events by further 
reorganizing the layout of the exhibition complex. 

Times change and Fiera decided to change, gradually and progressively. Instead of halting the development 
of the specialist exhibitions and protect the Trade Fair, it encouraged their growth by playing an active role 
in the development of each exhibition as if it was a new little Fair. 

This ability of the Fiera di Milano “system” to adapt was simply a natural consequence of how production 
had developed in the Western world from the post-war years until then. Before, the space of a big Fiera 
had been sufficient to hold a world of ideas and commodities and to stop time for 2 weeks; now, the April  
appointment could only be a partial representation of production, that could be further investigated in a 
more specific and analytical way at the specialist showcases. 

In the mid 70’s, in the very midst of the economic crisis, the number of trade exhibitions totaled 57, with 
20,000 exhibitors, 6,000 of whom from other countries. 

At the end of the 70’s, the electronic revolution seemed to be a likely solution to all the ills of the decade. A 
new technological scenario was already appearing on the horizon, led by cybernetics, IT and 
microelectronics. 



Fiera di Milano welcomed the decade with a focus on environmental protection and the search for 
alternative sources of energy. Now that petroleum was fuelling the global industrial system again, the 
Trade Fair reaffirmed its role as trailblazer and in 1980 organized the international conference on 
“Alternative Energy and the Sun and Sea”. 

Again in 1980, work began on the new facade of the CISI building – developed specifically in team with Enel 
(Italian Energy Provider) – to collect solar energy and redistribute it to the various rooms in the building. A 
real prototype of a solar panel and officially inaugurated in 1981, at the 59th Trade Fair. 

[in the mid-eighties] Fiera, which has been used from the very start as a powerful vehicle of communication 
by an infinity of other brands, questioned itself about its own identity and began looking for a sign that 
would communicate it … [international competition and new mark] 

At the same time, Fiera became an important tool for promoting “Made in Italy” and played an institutional 
role as an international link among cultures and economies. 

6 The Big April Fair. 

The growing demand for specialization and the need to escape from the temptation to make the Trade Fair 
a purely exhibition event, along the lines of the first universal Expos, pushed the Fiera Management to 
redesign this event… 

The Great April Fair expressed the array of Italian offerings through five themed areas … 

[end]: …the extraordinary growth in specialized exhibitions and the lack of space in the city heralded the 
“end” of the trade fair and the construction of a new exhibition complex. 

The moment when “such a large facility for Milan will be too little for the rest of the world” is just around 
the corner and another new complex will need to be built from scratch outside the city limits … 

POSTERS IN BRIEF 

20’S/30’S 

Pictorial graphics, plastic figures. 

Recurring symbols: Mercury (the God of communication, speed, trade …), flags (international symbols), 
Milan (work, a meeting place for peoples and cultures …) 

Mazza 1926: 

The sky at sunrise in the background, the flag of Milan flying in the front and directly behind the flags of the 
nations. Italy, France, England, Germany, Spain: all visible yet overlapping, a mix of colors that seems to 
blend into one great international flag. 

Todeschini 1929: 

Mercury unites the flags, and therefore the people they represent. He is the “God of Fiera” shown from the 
back of his shoulders: a lean, athletic body, stretched like a bow, his muscles strained in an elegant effort. 

 



50’s 

Reconstruction and the beginning of the economic boom; consumer society and mass communication can 
be explored in the photographs that replace the traditional pictorial posters. Concreteness, truth, but most 
importantly modernity (the language of photographs, the use of color, movie models, the realistic 
representation of new lifestyles …) 

Whitmore 1951: 

A picture is the product of a fine, delicate equilibrium between static and dynamic elements, that can be 
perfectly focused or slightly blurred. This all helps to give a sense of movement, activity, interest. Nobody 
just happens to be there, everybody seems to be headed in a specific direction. This is the real Fiera di 
Milano: loads of momentum and many directions to follow. 

60’s/70’s 

Abstract graphics: the new designers (visual and industrial) appear in Italy with a new culture of corporate 
advertising that comes directly from leading-edge art, the experience of Bauhaus, the creative use of 
lettering, the study of the theory of color and a knowledge of the rules of visual perception. 

Studio CBC 1965: 

Inside a circle without a border are the words “Fiera di Milano”, repeated serially and without any spaces 
between the lines in the different languages of the world; or rather, the world of Fiera di Milano that brings 
together people, ideas and commodities from all the countries of the world. 

[…] the writing follows a specific serial order just like the lines of the code of a computer program … 

Studio CBC 1974: 

The poster by Studio CBC seems to document this influx of people to Fiera di Milano by graphically 
representing the chromatic scale concept, with sequences of squares on the page and the rhythmic 
variation of  colors. A pictorial exercise based on harmonies that come from the hand of an artist, but also 
from the mind of a chemist who analyzes the molecular composition of pigments; of the physicist, who 
studies the energy of electromagnetic vibrations produced by luminous bodies; of the psychologist who 
analyzes the effects of chromatic relations on the psyche and the spirit. 

80’s 

Specialist trade events, “Made in Italy”, design and fashion take hold: the image of an Italy that exports 
creative ideas, trends, and lifestyles. 

The art of advertising becomes a “science” of creativity and the image of Fiera is entrusted to advertising 
agencies. 

Saatchi and Saatchi 1989: 

At the center of the poster, the flag of the European Community with a number of microphones in black 
and white, on a white background. A graphic work, but a piece of advertising in terms of contents. A bright 
page, an announcement and also a statement, with five microphones in the front and the flag at the back; a 
page where Fiera di Milano sends out a message to the soon-to-be European Community, that will take 
concrete shape on 1 January 1993. 



 


