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Company

just promotion of the fair, but a series of 

connected parallel actions designed to 

boost the MIDO brandname outside as 

well as inside the fair circuit, abroad as 

well as in Italy.”

Giovanni Vitaloni from 
Nico-design nomina-
ted Vice-President of 
Anfao: with a special 
proxy on MIDO
4 July 2013 – The appointment voted 

through yesterday at the Members’ 

Assembly of ANFAO (the association of 

Italian eyewear product manufacturers) 

is an important one with repercussions 

on the future of MIDO. Giovanni Vita-

loni was elected Vice-President with a 

special MIDO proxy, subject to the Cirillo 

Marcolin Presidency, which is confirmed 

for a 4-year term.

“Anfao’s programme for the next four 

years is the upshot of intense and 

pragmatic get-togethers between myself 

and the President, leading to a 4-hand 

workplan aiming to build up the Asso-

ciation and bolster MIDO. I am confident 

in particular that I can ‘make a dent’ on 

certain MIDO matters, including not 
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VANNI cocktail kit
A toast to summer! VANNI is flushed 

with colour and holiday fever in opticians’ 

windows across the globe. What bet-

ter invitation to our public than a set of 

cocktail glasses and stirrers with which 

to quench their thirst and chill their 

overheated minds ... and eyes? A fun 

display for the new eyewear collections 

and (when it’s done service) a posh line 

of glasses – drinking glasses.

VANNI goes arty
The fifth edition of the VANNI-promoted 

young art competition has kicked off 

with a novelty, or two. The new call has 

gone out to European artists, not just 

Italians, and embraces art expression 

connected with the visual arts and also 

creative design, as being a free manife-

station of an artist’s talent. The Autofo-

cus5 call is again being patronised by 

GAI – Association for the Young Italian 

Artists’ Circuit – and is open to artists 

and designers aged between 18 and 35 

coming from any European Union count-

ry. In past years the competition has 

reaped a splendid selection of projects 

and meted awards to Federica Gonnelli, 

Giulia Bonora, Francesco Fossati and 

Cosimo Veneziano. Enrolment on the 

VANNI website; entries on CD-ROM to 

be in by 9th August 2013. Spread the 

word.
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A special edition of 
VANNI Magazine in 
Comics
Hot from the press and available to 

distributors and opticians, the new spe-

cial edition of VANNI Magazine is out in 

hard copy. Armed simply with a trayful 

of VANNI eyewear novelties, we spent 

a day at the Turin International School 

of Comics, mingling with youngsters 

as they strove to express their artistic 

talent. Like some imaginary game, we 

crossed the portal of imagination and 

found upon the school walls characters 

from our own childhood memories: men, 

women, ‘human’ animals or superheroes 

who made the history of comics, first on 

paper, then on television or the cinema. 

An original day’s eyewear shooting in 

typically creative VANNI style.

“Eyewear, a virtue of 
necessity”
Out in the bookshops: “L’occhiale da 

necessità a virtù” (Eyewear, a virtue of 

necessity) by Benedetta Terenzi, recen-

tly released by Fabiano Publishers. The 

world has been raving about design in 

nearly everything, including toothbrushes 

and aeroplanes, so it’s odd there wasn’t 

a book on eyewear design. Well, now 

there is. And lo and behold, it mentions 

VANNI and DERAPAGE. www.fgeditore.it
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The new VANNI 
characters
VANNI’s big family has some new faces 

for the latest Pixel, Happy Days and 

Surf-ing collections. Graphics has beco-

me the signature of VANNI style, and this 

time it spawns some new flourishes of 

style and colour.

The new 
DERAPAGE images
The world of contemporary urban archi-

tecture continues to spur DERAPAGE to 

feats of clean aesthetic design. A series 

of fresh images in diptych form display 

the new MoleCube sun and prescrip-

tion models. Complexity counterpoints 

with simplicity; the detail emerges with 

exceptional force.
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INTERNATIONAL PRESS REVIEW

March 2013 - June 2013

To see the complete press review visit

www.nicodesign.it

ITALY
Very Elle

March 2013
page 9

VANNI - Blade

ITALY
Corriere della Sera - Sette  
Glasses & Fashion
June 2013
page 138
VANNI - Pixel

ITALY
La Stampa

March 2013
page 25

DERAPAGE - Molecube

MALAYSIA
Female
April 2013
page 146
VANNI - Solid



Editorial

EYEWEAR CULTURE 
Knowing about, distinguishing, choo-

sing advisedly: every human and oc-

cupational experience would seem to 

entail these fundamental and inalienable 

processes. Culture is the mechanism 

that makes us responsible and feeds 

our ability to make plans and projects. 

The Turin philosopher Norberto Bob-

bio (1909-2004) called for clarity and 

concreteness as the basic principles 

underlying every experience. He strove 

to advance the prior claim and auto-

nomy of culture over and above all other 

interests, be they economic or political. 

“Culture is intellectual equilibrium, criti-

cal reflection, a sense of discrimination, 

abhorrence of all over-simplification or 

Manicheism or piecemeal thinking.” This 

Bobbio quotation comes from a letter to 

Giulio Einaudi in 1968; it spells out the 

line we must take if we are to be actively 

present, aware and attentive. 

desire, evocation. In due proportion, 

both these spirits must be included in 

the product: hence in a pair of glasses 

which are the means of enhancing visual 

well-being  – a combination of lenses 

and a frame suited to normal seeing or 

sunny conditions. 

Glasses are a design object by defini-

tion, where a proper balance needs to 

be struck between beauty, function and 

manufacture. Understanding an ‘eyewe-

ar object’ should form part of our culture, 

enabling us to distinguish true worth 

from superficiality. The possibility of 

informed choice makes us free, indepen-

dent and purposive in our relations of 

proximity and contiguity; without it, we 

should be pawns to macro-economic 

interest which is increasingly alien to our 

real environment. 

To create a good pair of glasses is a 

complicated sequence of different spe-

cialist skills. Creativity aspiring to beauty 

must reckon with the claims of function 

This cultural and ethical tradition is alive 

and well in Turin culture: it translates into 

an approach to creative and entrepre-

neurial endeavour. Culture sets us free 

and independent. Knowledge enables 

us to construct our world, demarcate 

our sphere of autonomy, form relation-

ships leading to mutual cooperation, 

encounter difficulties in a positive frame 

of mind, view change in a purposive 

light. Modern anthropology sees cul-

ture as the main mechanism by which 

man adapts to the outside world, hence 

the survival factor. Cultivating the tools 

and means by which we act and fulfil 

ourselves in the world of relations is of 

the utmost importance. Every action we 

perform and every product we choose is 

imbued with material, and still more im-

material, values. The material values are 

to do with technology, using and pro-

cessing physical matter, how we work 

with it; the immaterial content pertains to 

the realm of sensation, imagery, symbol, 
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margins of speculation. In a healthy con-

sumer ecology there must be a balance 

among value relations: by all means let 

us indulge our dreams and play with our 

image, but let us do so in a framework of 

fair and mutual respect. 

We seek to fulfil our wishes and plot our 

own history, shunning stereotypes and 

the banal. Each of us claims a world 

of identity, an individual style of being 

– which the eyewear object is expec-

ted to interpret. Practicality meets with 

philosophy of life, and translates it: the 

right glasses cater to a person’s sensibi-

lity, their character, expectations, image 

to confront the world with – as well as 

solving a practical problem. At stake we 

have more than harmony of facial form or 

nuance of colour: we have human typolo-

gy, life-story, existential experience, sensi-

tivity of soul. Our glasses embody a story, 

a fairytale of which we are the hero. The 

technical aspects concern the rational 

information side, and stop there on the 

surface, quickly shed since not anchored 

in anything personal. When an eyewear 

product/service adopts the language of 

narrative, it tweaks the chords of fantasy, 

speaks to the listener’s inner self, and 

turns contingent necessity into a splendid 

opportunity to feel at home in oneself. Of 

course, our eyewear object must already 

contain the seeds of a personal narrative 

theme: its design, colour scheme, fit … If 

it caters for no more than passing consu-

mer fashion, it is an empty vessel, and the 

less said the better. 

Once upon a time in a close yet distant 

country there was a magic pair of specta-

cles, all shining colours and enchantment 

Luisa Redaelli – Architecture of Commu-

nication

“Every man has the possibility of distin” 

– geared to wearer comfort -  and optical 

precision. Eyewear design must reckon 

with manufacturing technology where 

human labour demands respect and the 

materials employed belong to an ecology 

of energy-saving and safeguarding of the 

environment. Glasses sit on the face in 

front of the eyes, becoming a person’s 

most prominent physiognomic feature 

with a pronounced psychological impact. 

An assortment of glasses on display ne-

eds to reflect these criteria: by its wealth 

of subtle yet appreciable detail it will cater 

for professional identity and economy of 

stock turnover. 

One increasingly important criterion in 

choosing, for example, is that there be 

an overt and recognizable ratio between 

price and quality. The gap between cost 

of creation/production and selling price 

must be clearly justifiable, eliminating 
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“Guishing himself from his fellows by an 

intrinsic law which is his own freedom, 

and hence of being valued in a way that 

corresponds with that distinction” 

Norberto Bobbio.

“ No-one in the world will ever persuade 

me to break the tie of sympathy which is 

the basis of ethical relationship”. 

Guido Calogero.

Luisa Redaelli - Biographical notes 

From architecture to optics and back. LR 

happened on the eyewear world in the 

mid-Nineties, prompted by a wish to stu-

dy the eyewear object as a form of design 

expression. Ceaselessly exploring a range 

of subjects (psychological technique, lin-

guistics, harmonic architecture, etc.), she 

has broadened her professional experien-

ce through direct contact with designers, 

manufacturers and international traders, 

as well as by dialoguing with the most 

advanced and discriminating opticians on 

the home front. Her business is communi-

cation, on which she gives seminars and 

lectures, writes in specialist reviews, and 

keeps in touch with the sensitive peak 

of the professional world. Upon this she 

structures her architecture of communica-

tions with its plans, its solids, its light and 

empty spaces.



longer, one could work better and avoid 

the present rush.

Vision Expo East 
A tour de force of fitness! From Milan to 

New York in the same week so as not to 

disappoint the Vision Expo East public – 

and something of an organisational and 

logistic exploit too, recommended only 

for those with nerves of steel! A’ propos 

of racing, the truncated marathon that 

left the Big Apple aghast just at that 

moment forced us to sidestep our way 

round the cordoned areas, laden with 

samples. There was a good turnout 

of North American opticians, and an 

encouraging reception for the new VANNI 

and DERAPAGE collections.

July 2013 - November 2013

5/7 July 2013

Odma - Brisbane - Australia 

26/29 September 2013

Silmo - Parigi - Francia

3/5 October 2013

International Vision Expo West - Las 

Vegas - USA

9/11 October 2013

Ioft - Tokyo - Japan

6/8 November 2013

Hong-Kong Optical Fair - Hong-Kong - 

Cina

Munich cool show
In deed and not just word: the year’s 

first fair is elbowing its way into the 

international circuit. The Yes! Pavilion idea 

is coming along well in terms of image 

and style. A promising start to the season 

for VANNI.

Fairs And Events

Milan is MIDO
This edition of MIDO decided to flaunt 

its strong points. The MIDO design lab 

stands confirmed beyond all shadow 

of doubt as the reference pavilion for 

creative eyewear: not just the quality on 

display, but the number of exhibitors and 

visitors. The excellent turnout benefited 

by the idea of laying on a train to simplify 

and encourage visits by Italian opticians. 

One of the many ideas for next year: that 

the large Lab pavilion should divide new 

entries from long-established brands, 

giving fresh novelty a boost and orienting 

the visitor better. VANNI and DERAPAGE 

kept this appointment with two brand-

new line-ups, greeted by a throng of 

intrigued visitors. If the fair lasted one day 



MIDO out of MIDO
Out of Mido was an opportunity to 

bring a special April edition of MIDO to 

downtown Milan at the Tortona venue 

where the thousand-and-one sideshows 

of the Furniture Salon were meanwhile 

going great guns. This exhibition of highly 

select eyewear brands was an exciting 

venture for those like us who take 

eyewear into the cosmopolitan design-

conscious world, which is so different 

from the tradefair routine. The challenge 

was to change gear and meet the end-

user face-to-face, company to customer. 

To be repeated, no doubt about it, 

perhaps at some slightly more scintillating 

location. 

Fairs And Events
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Open day at Nico-
design
Open house to all opticians at VANNI 

and DERAPAGE. The Open Day idea 

at Nico-design set out to familiarise 

current and potential customers with the 

company brands, show them round the 

rooms where eyewear gets designed, let 

them touch raw materials and meet their 

commercial office or admin telephone in-

terlocutors. There was a guest of honour: 

the historian Mazzucchelli who took us 

through the stages from cotton flower 

to noble acetate, the heart and soul of 

VANNI’s most exclusive collections. 

The day was enlivened by caricaturist 

Emiliano from the Comics School, and 

by a picnic on the lawn.
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VANNI at Cannes
Cinema Cinema, here you see a tra-

cking-shot of the best-dressed figures 

of Italian television and cinema produc-

tions.

VINICIO MARCHIONI
Italian Actor

DONATELLA FINOCCHIARO, CLAUDIA 
PANDOLFI, ED EMILIA VERGINELLI
Italian Actresses at Cannes Film Festival

VITTORIA PUCCINI
Italian Actress

LUCIANA LITTIZZETTO
Italian Actress

FRANCESCA CHILLEMI 
Italian Actress
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The exhibition gives the Chinese public 

an inside view of Italian creativity, and an 

insight into the connection between ma-

terials, technique and beauty which typi-

fies Italian wares in all fields: art, tech-

nology, design and ordinary consumer 

goods.  As a nationwide manufacturing 

leader using typical and traditional Italian 

materials, Nico-design was chosen by 

the Milan Triennale to take part with a 

display of materials and acetate frames.

Triennale materials 
and glasses …in 
Shanghai
Expo Group and the Milan Triennale – 

with backing from the Italian Consulate 

General in Shanghai and a contribution 

from ICE and the Environment Minist-

ry – have staged a new exhibition for 

2013–2015: “The Truth of Materials. Italy 

in China”. 

Design Your at
Altamura
A special new event organised by some 

select Italian opticians who have invited 

creative eyewear firms to display their 

latest brainchildren. The independent 

opticians of central and south Italy are 

putting heart and soul into offering 

something alternative to their more 

demanding clientele. The firms rallied to 

the call: a venture that Nico-design views 

with interest and encouragement.
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Italian opticians are 
for ever on the go
Window display on window display, Italy 

is going all out.

Ottica Tregnago, Nogara - Italy

Centro Ottico Lavermicocca , Bari - Italy Ottica Tatoni, Torino - Italy Optrafair, Birmingham - UK

Thanks to our splendid network we were 

present at ODMA, Australia, and Optra-

fair, Birmingham, UK.

Optostudio , Trieste - Italy ODMA, Australia


