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INTRODUCTION 

This document is the elaboration of 
a research memory book for the Peru 
Design Net. A design proposal in order 
to solve a problem posed in a precise 
spatiotemporal context will be de!ned 
as a conclusion of this research.

Firstly, the context which is to extract a 
critical re"ection will be de!ned; in this 
case it is the peruvian scene, the way 
the peruvian community lives abroad, 
their behaviours and their needs, but 
also the way they are perceived by the 
local population.

Secondly, an issue will arise, focusing 
on the problem identi!ed and viewing 
possible ways to solve it.
Following this, a design proposal will 
be presented to follow the needs and 
the market opportunities.

The whole work process contains the 
totality of the work generated to date, 
to help de!ne the key elements for the 
implementation of the design project.
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THE PARADIGMS 
OF THE FUTURE

Trends are constantly evolving. They change 
at a slow pace, much slower than the industry 
wishes to think. The present and future 
transformation of trends is ruled by a higher 
dimension, which we de!ne as a “paradigm”. 
The 4 fundamental paradigms are:
Unique and Universal, Crucial and Sustaina-
ble, Trust and Sharing, Quick and Deep.

UNIQUE & UNIVERSAL
Local VS Global or Local + Global? We 
are beyond globalization, we are both 
local and global at the same time and 
it’s not contradictory. Every human 
being is unique, psychologically and 
biologically speaking.
We have to think local and act global. 
The value of local production will be 
recognized and transformed into global 
options. Distinctiveness of origins and 
processes will be made much clearer.

CRUCIAL & SUSTAINABLE
This paradigm goes beyond ideological 
eco-movements, ways of thinking that 
minimize the negative impacts. 
It’s about understanding crucial res-
sources. We are all connected, what’s 
better for me is better for you. We have

to be holistic about the processes.
The truth is based on beautiful and 
sustainable, a collective consciousness 
that is related to the environment and 
it’s being a priority. 

TRUST & SHARING
Sharing feelings and impressions is 
a constant in our society. We are a 
socially networked planet and we went 
from being loyal to being faithful. We 
share only if we trust (!nd tunning) and 
trust in one another is crucial, you make 
me feel like I want to feel. Happiness is 
achieved from even the most common 
experiences. 

QUICK & DEEP
Quality goes !rst: e"ective products 
and services is about !nding the best 
solution in the right moment. We went 
from “fast food” to “fast good”: ful!ll 
requests in less time and with better 
knowledge. 
We satify demands in ways that are 
precise and direct, assertive and above 
all, rapid. We build experiences to be 
repeated in entertainment and culture.
Fast but e"ective (like twitter).
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UNIQUE & UNIVERSAL 

Now that we understand which are the pa-
radigms that move trends, we can begin our 
research focusing on the Unique & Universal 
one, since it’s the one that suites best our 
theme. We want to talk about the peruvian 
culture into a global context and understand 
which are the concerns about this topic.   

THE PARADIGM
The paradigm we are working with is 
about de!ning boundaries with Local 
and Global. Local VS Global or Local + 
Global? We are beyond globalization, 
we are both local and global at the 
same time and it’s not contradictory. 
Every human being is unique, psycho-
logically and biologically.
We have to think local and act global. 
THe value of local production will be 
recognized and transformed into global 
options. Distinctiveness of origins and 
processes will be made much clearer.

SOME EXAMPLES
Here are some examples to illustrate 
the Unique & Universal paradigm.The 
!rst series of pictures are about a brand 
named Tulisan. It’s an initiative of a 

Jakarta-based illustrator named Melissa 
Sunjaya that brings Indonesian craft 
global with totes and related products.
The two last pictures are about 
Norlha. With traditional tibetan me-
thods and local resources, luxury texti-
les are made and a community is been 
supported for their expertise.

STEREOTYPES TOPIC
The aim of this research will be to 
overcome stereotypes because they 
are universal and they have unique 
origins. The goal will consist in !nding 
local sensibilities that match universal 
interests, explode the icons. 

What di"erenciates a stereotype from 
an icon? A stereotype is a simpli!ed 
and standardized conception or image 
invested with special meaning and held 
in common by members of a group. 
Weather an icon is an image, a sign or a 
representation that stands for its object 
by virtue of a resemblance or analogy 
to it. In this research in particular we 
will be talking about stereotypes and 
not icons. 
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COOLHUNTING

In this section we will be talking about the 
coolhunting method we used in order to 
achieve a visual and conceptual research on 
peruvian stereotypes.  

WHAT’S COOLHUNTING
Coolhunting is a valuable method to 
better understanding the socio-cultural 
reality, if integrated with other research 
activities and design thinking abilities. 
It’s a broad obsevation of local pheno-
mena that can become global trends 
by collecting information about how 
people dress, their cultural or consump-
tion preferences, new city venues, cool 
neighbourhoods, food, design, art and 
whatever might be interesting for the 
future. Resuming, coolhunting is:
- Local observation
- Discovering the city and its occasions
- Understanding styles and behaviours
- Spotting emerging creativity

THE 4P METHOD
In order to turn insights into projects, 
not only is the inspiration that often 
arises from observation important, 

but also speci!c projects development 
techniques. The 4P methodology can 
be a simple yet e"ective way of trig-
gering creative thinking, starting from 
focusin on:
- People
- Places
- Plans
- Projects

COOLHUNTING APPROACH
The approach we are going to follow 
within this methodology is, as we said 
before, explode peruvian stereotypes 
and look for processes that are more 
likely to lead to an innovative solution.
The !rst step was to identity those 
stereotypes which are:
- Food and beverage: Incakola, mate de 
  coca and ceviche.
- Objects: zampoña and tumi
- Clothes: chullo, poncho and alpaca
- Places: Machu picchu 

We are going to focus in the clohes and 
fashion objects: alpaca wool, tumi  and 
chullo y poncho. 



13                Coolhunting  /



14

EXPLORING STEREOTYPES
IN MILAN

The coolhunt will take place in northern 
neighbourhoods of Milan, where there is an 
important peruvian community.

CASE STUDY ONE
Patterned and woolen clothing
How are the traditional andean techni-
ques perceived internationally?
What are the ideas that people have of 
the ancient culture’s design?
How to revive ancestral geometric pat-
terns in today’s fashion scene?
These are some questions we are going 
to try to answer with the visual research 
around the city.

Page 15
In these images taken in Latinoameri-
cando Expo 2014, Castello Sforzesco, 
via Padova and centrale market, we 
can see handcrafted products sold in 

small temporary stores. The products
are all related to artisanal and tradi-
tional patterns more into the souvenir 
category. We can also see a peruvian 
performance in the street that needs to 
add the “costume” in order to be more 
credible. The andenean folklore expres-
sion suites well the peruvian archetype.

Page 16
Here we can see in corso Buenos Aires  
and via Torino some clothes markets 
and stores where we can !nd alpaca 
wool but also patterns everywhere. 
These are often associated with cheap 
value and can be related to di"erent 
cultures such as african, indian, etc. 
Geometric patterns, bright colors and 
comfort are common criterias to de!ne 
ethnic trend.
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Page 17
Olga Zaferson founded the Yauri cul-
tural association to conserve, revalue 
and develop di"erent artistic activities 
and ancestral handcrafts from Peru 
and apply it to the design and fashion 
scene. In 2011 she started doing works-
hops of ethnic design and tought some 
techniques such as the urdimbres one. 

Meche Correa is one of the peruvian 
fashion designers that brought into 
the international scene the traditional 
peruvian costums in#uences during the 
fashion week in Madrid.
In the last few years, magazines such 
as Saga Falabella in 2013 or Vogue 
Paris and Korea in 2013 and 2012, 
showed fashion collections inspired by 
andenean clothing. These are usually 
showing wool and bright colors, always 
inserted into the cusco context
forcing a little bit the cultural insertion 
and provoking ethnic high contrast. 

More recently, the famous peruvian fas-
hion photographer, Mario Testino came 
back to Peru to create his art founda-

tion and shoot a series of andenean 
costums portraits Alta Moda 2013.   

Page 18
Some of the most notorious brands 
such as Armani and Prada produce 
their products in Peru to use the wool 
and other high quality original ma-
terials. This builds their brand value 
and the process compromise. Also we 
can see some peruvian wearables on 
celebrities that makes it much more 
easy to become a trend to follow. Some 
hipe new brands also use the peruvian 
patterns to give value to their products, 
as Tribal Threadz that sell hats.

CASE STUDY CONCLUSIONS
Trends on saturated colors, crafty geo-
metric patterns and homespun textu-
red woolens make Andenean culture a 
fashion reference.
Patterns are trendy in general as they 
give an ethnic and exotic cool look in 
order to di"erenciate from others more 
easily. Andenean ressources like alpaca 
wool are a high quality reference in the 
fashion industry.

     Exploring stereotypes in Milan  /
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CASE STUDY TWO
High quality jewellery
What has survived and what has been 
forgotten of the ancient jewellery?
What techniques are used to innovate 
in this sector?
How does this case converge with the 
!rst one? These are some questions 
we are going to try to answer with the 
visual research of this second case.

Page 21
These photographs (Latinoamericando 
Expo, Via Padova and corso Buenos Ai-
res) are about the tumi iconic peruvian 
object, jewellery stores and spanish 
gold store and their aim is to show the 
gold relevance.

Page 22 and 23
Traditional jewellery pieces are done 
with huayruro seed , jade and semipre-
cious stones, silver and heavy struc-
tures in general. The last two pictures 
show some contemporary jewellery

design by Lorena Pestana that uses fa-
brics and patterns in her designs as well 
as bright colors. We can appreciate the 
in#uence, yet the design is much more 
light and subtil.

CASE STUDY CONCLUSIONS
Gold have been left aside for silver and 
colorful designs eventhough heavy 
structures are still fashionable. 
Varnish and vitrofusion have been im-
plemented to follow the bright colors 
and pattern trend.
Jewellery has becomed a derivative 
product of this growing trend.

GENERAL CONCLUSIONS
Stereotypes are present in the peruvian 
context in Milan in order to recognise 
and gather a community around it. 
Those stereotypes are there for peru-
vians to see but not to attract italians’ 
interest. They have been used in these 
last couple of years to bring the local 
bene!ts into the global scene.

      /  Exploring stereotypes in Milan
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OTHER CASE STUDY
Page 25
Food and beverage in international sto-
res and peruvian restaurants. Carrefour 
Maciachini section “I sapori di luoghi 
lontani, prodotto dal mondo”.

Page 26
Communication indoor and outdoor 
for restaurants, peruvian hollidays and 
special events, money transfers and 
concerts. The messages are written in 
spanish and the use of the #ag colors is 
very prominent. In general when com-
municationg international countries 
the aesthetics are really poor and it’s 
stereotyped-based. Via Padova.

      /  Exploring stereotypes in Milan
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GRAPHIC RESEARCH

In this section we will analyse which stereo-
types and recurrent elements are used into the 
contemporary design to identify or represent 
the peruvian culture.

Page 28
Maycas del Limarí (Argentina 2103)
Tulu Anta, pisco (Canada 2013)
Intiman, peruvian god (Peru 2013)
Poster (Switzerland 2014)

Page 29
Mic’s chilli (Ireland 2012)
Los patroncitos (Peru 2012)
Runamasi, typeface (Colombia 2013)

Page 30
Textile print (India 2013)
Inca tops, textile branding (Peru 2013)
Andes, graphics (Brazil 2014)

Page 31
Poster (Switzerland 2014)
The advanced culture pre-columbian 
Peru (Germany 2014)
Culturas, picture (Argentina 2014)
Peru catalog, sketchbook (Israel 2014)

Page 32
Jaguarundi, branding (Spain 2014)
Kusco, movie (USA 2000)
Hanan pacha, graphics (Peru 2013)
Culturas, picture (Argentina 2014)

CONCLUSIONS
The most recurent elements used to 
communicate a peruvian product are 
patterns, god icons, colors and fabrics. 
Also, the artisanal aspect is enhanced 
by materials and colors, goldish and 
geometric shapes.
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INSTITUT FRANÇAIS

CREATION
In 1949, after the signing of the Cultural 
Convention between Italy and France, 
a “Study Centre for Information” on 
French culture opened in Milan; it soon 
became the very famous French Cultu-
ral Centre in Milan.

FONCTIONS
- Great Library
- Cinema for projections in O.V.
- Exhibition space to promote French    
  productions on the Italian art scene
- Place of teaching and debate
- Point of reference for academics

MISSION
Spread the culture and the French 
language in Milan, in the service of 
French-Italian Friendship.

WHERE
Italy: Palermo, Roma, Milano, Florence, 
Napoli. Worldwide: Cultural diplomacy 
of France relies on a network of over 
900 French alliances (including 307 
under agreement by the Ministry
of Foreign A"airs).

MISSION (ON WEB)
The French Institute provides support 
for cultural action diplomatic strategies 
of France along the following lines:

- Promoting international artistic 
  exhange for young professionals 
- Share the French intellectual creation
- Disseminate !lm heritage and French 
  media materials
- Support the cultural development of     
  the Southern countries

- Encourage the dissemination and   
  learning of the French language
- Developing cultural dialogue by orga-  
  nizing “seasons”, “years” or “festivals“ in   
  France and abroad

- Promote international mobility of   
  creators, with residency programs
- Coordinate and promote actions with 
  French local authorities internationally
- Action for cultural diversity on a 
  European scale through European and   
  multilateral partnerships
- The training and career tracking the 
  cultural network agents worldwide
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INSTITUTO CERVANTES

ESTABLISHMENT AND PURPOSE
The Instituto Cervantes is the insti-
tution created by Spain in 1991 to 
promote, teach Spanish and spread the 
culture of Spain and Spanish-speaking 
countries around the world.

WHERE
The headquarters of the institution is 
located in Madrid and Alcalá de Hena-
res, the birthplace of the writer Miguel 
de Cervantes. The Instituto Cervantes is 
present on !ve continents with over 70 
general centers.

FONCTIONS
Our institution is also responsible for:
- Organize examinations for the Diplo- 
  ma of Spanish as a Foreign Language 

  (DELE) and to issue o$cial certi!cates
  and diplomas for participants in our    
  language courses
- Organize Spanish courses for students   
  and training for teachers
- Supporting Hispanics in their activities
- Activities of cultural di"usion, in colla-  
  boration with other Spanish and Latin   
  American agencies and entities of the 
  country you are in: exhibitions, confe-
  rences, book presentations, concerts,  
  !lm and many others
- Make available to the public his Li 
  brary “Jorge Guillén“ equipped with  
  the most advanced technology

The work of Cervantes Institute is run 
by academics, cultural and literary of 
Spanish and Latin American level.
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ISTITUTO SVIZZERO 

CREATION
The Swiss Institute in Rome (ISR) is a 
private foundation created by the Swiss 
Confederation in 1947 to promote 
the exchange of scienti!c and artistic 
between Switzerland and Italy.

MISSION
The ISR facilitate dialogue and exchan-
ge with cultural actors on the Italian 
territory and is an active network of 
several institutes and academies in 
Rome. Thanks to a varied program-
ming, the ISR attracts an ever more and 
better quali!ed. A mixture of Arts and 
Sciences distinctive element of the ISR 
has always been coexistence between 
people from di"erent academic and 
artistic disciplines. Consequently, 
programming develops more and more 
through a collaboration between the 
artistic and scienti!c sectors.

WHERE
Its main o$ce is located in Villa Maraini 
in Rome, donated to the Confedera-
tion in 1946 by the Countess of origin 
luganese Carolina Maraini-Sommaruga. 
Since its founding, the Swiss

Institute in Rome is a destination for 
scholars and artists from Switzerland, 
and since 2005 has become, along with 
its Milan headquarters, landmark of 
artistic and scienti!c activities of Swit-
zerland in Italy.

FONCTIONS
The artistic program of the ISR, in 
o$ces in Rome and Milan, pursues 
the main objective of promoting new 
productions of young Swiss artists and 
to represent Italy in the most interes-
ting models Swiss cultural organization, 
from the experiences of self-organiza-
tion of youth up to those more institu-
tional. Particular attention is given to 
devices oriented on transdisciplinary 
forms of experimentation.
The program is envisioned as a conti-
nuous narrative between sites, without 
neglecting to connect the most impor-
tant cultural events of the city’s action.
The Arts Sector also makes use of the 
collaboration and participation of 
members of the artists in residence, 
which in turn act in connection with 
both the territory and with the activi-
ties of the Institute.
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CIRCOLO FILOLOGICO 

CREATION
The Circle Filologico, founded in 1872 
is the oldest cultural association in the 
city and one of the !rst in Italy.

MISSION
The purpose is to promote and spread 
the culture and especially the study of 
foreign languages   and civilizations.

FONCTIONS
- Language Courses:
  Teachers, for most native speakers,   
  students start to the current use of the 
  idiom, with gradual assimilation of a   
  vocabulary and adequate structural.

- Cultural activities:
  The tradition of cultural independence     
  which has always characterized the   
  Milanese Philological Club, continues 
  to be the trend in which they join 
  the many sections within the circle.

- Cultural di"usion through initiatives  
  involving visual arts, Milanese culture, 
  national writers, authors, music, com-
  puter technology.

- Events:
  The Circle Filologico annually orga-
  nizes concerts, events, exhibitions,  
  conferences and presentations.
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MUSEO DIFFUSO TORINO

CREATION 
The Museum was opened in 2003 insi-
de a 18th century complex. The same 
building is also home to the National 
Film Archives of the Italian Resistance, 
the Piedmont Istitute for History of the 
Italian Resistance and Contemporary 
Society and the Primo Levi Internatio-
nal Study Center. The permanent dis-
play (Turin 1938-1948. From the Racial 
Laws to the Constitution) illustrates 
everyday life during the war, German 
occupation, the Italian Resistance and 
the return of democracy, through the 
images, the sounds and the voices of 
witnesses presented in multimedia.
 
MISSION
The concept of “museo di"uso” (wides-
pread museum), underscores the link 
with the local territory and the com-
mitment towards the promotion of the 
places of remembrance. 
A museum of ideas rather than

objects, a space in which research and 
communication might come together, 
establishing an active dialogue with 
present-day society.
The Museum is then an interpretation 
and documentation centre that is 
not limited to the war period but also 
extends to modern times, embracing 
themes such as human rights and free-
dom of expression.

FONCTIONS
Starting from Turin and the surroun-
ding area during the Second World War, 
the focus of the Museum extends to Eu-
rope, the 20th century and the contem-
porary age: temporary exhibitions are 
organized and hosted by the Museum, 
as well as conferences, !lm screenings, 
performances and educational activi-
ties. On the occasion of Remembrance 
Day, Liberation Day and other major 
national celebration days the Museum 
organizes special initiatives and events. 



47     Museo diffuso Torino  /



48

ECOMUSEUM

CREATION 
Introduced by the French museologist 
Hugues de Varine in 1971.

MISSION
Preserve a cultural heritage, identity 
of a place with local participation to 
enhance the welfare and the develope-
ment of local communities.
What they do more than who they are
Communities involved, conserve local 
distinctiveness. It’s a dynamic way in 
which communities preserve, interpret 
and manage their heritage for a more 
sustainable developement. 

MUSEO DIFFUSO
The relatively recent concept of museo 
di"uso was coined in Italy by an

architect, Fredi Drugman (Feurs 1927- 
Milan 2000: architect and town planner. 
His didactic activity and researches 
focused on museums as institutions: 
Drugman invented the idea of “museo 
di"uso”), to express the close rela-
tionship between a territory and the 
heritage conserved in its museums. In 
parallel with the virtual tour proposed 
by the Museum, the places in the city 
associated with remembrance of the 
Resistance, of Deportation and the War 
have in themselves become elements 
of a museum itinerary, with the ob-
jective of stimulating awareness and 
directing active, participated re#ection 
onto contemporary issues. History is all 
around us, it is written in all the places 
we cross every day.
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SOME RELEVANT INSIGHTS

FOREIGN POLICY OF PERU AND 
CULTURAL POLICY
Peru’s foreign policy promotes proper 
insertion of the country in the world 
and the external action closely linked 
with national development priorities. 
Peru promotes the strengthening of 
democracy; the protection and defen-
se of human rights; the !ght against 
poverty; democratic security; regional 
integration; developing competitive-
ness; promoting trade, investment and 
tourism and international cooperation.

The foreign policy pursued likewise 
strengthen the links between the 
State and Peruvian communities 
abroad and their feelings of belon-
ging to Peru; promotes the principle 
of non-discrimination to facilitate their 
integration; aims to improve the quality 
of consular services and enhance the 
participation and contribution of our 
communities in promoting the country. 
[...]

OBJECTIVES OF THE CULTURAL POLI-
TICS OF PERU ABROAD
The objectives of the Cultural Policy 
Abroad Peru are directly linked to

national development priorities that 
animate our external action.

In the !eld of culture seeking :
- Promote !gures and outstanding   
  works of Peruvian culture 
- Enrich the cultural process of Peru 
  through exchanges 
- Protect and promote the cultural 
  heritage of Peru, and to favor
  cultural relations with the countries 
- Increase the presence of Peru in aca-   
  demic circles outside
- Encourage the development of na-
  tional cultural industries in promoting 
  them abroad
- Promote the strengthening of the 
  cultural values   of the Andean peo-
  ples and Amazonian communities 

With regard to the Peruvian communi-
ties abroad :
- Rea$rm the feelings of identity and   
  belonging to Peru 
- Facilitate integration of our fellow 
  citizens through the promotion of
  cultural values   of Peru 
- Strengthen its action as promoters 
  of Peru abroad and engage in
  protecting our heritage. [...]
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POLICY AND PROGRAMS
For the development of its functions, 
the Undersecretariat for Foreign Cultu-
ral Policy has immediate support from 
the Executive O$ce of Cultural A"airs, 
which develops its work in six areas by 
speci!c directions: 
- Cultural and educational relations 
- Equity protection 
- Scienti!c promotion 
- Cultural promotion
- Educational Promotion 
- Communication

CULTURAL PROMOTION PROGRAM
Promotes the various expressions of 
Peruvian culture abroad, according 
to the objectives and priorities set 
out in the Annual Plan and evaluates 
the results of its activities.
Is in charge of the Department of 
Cultural Promotion, responsible in turn 
for !ve speci!c programs and a special 
project, and to promote abroad, in 
coordination with relevant institutions, 
technological inventions and scienti!c 
research in our country. Coordina-
tes with the Department of Tourism 
Promotion of the Foreign Ministry and 
relevant agencies appropriate 

activities. The speci!c programs pre-
sented are: Exhibitions & Visual arts, Ci-
nema & Audiovisuals, Books & Authors, 
Music & Performing arts, Gastronomy, 
Cultural centers and  Management 
criteria for cultural promotion.

CULTURAL CENTERS PROJECT
Picking up an old aspiration of the 
Foreign Ministry, this special project 
proposes the creation of centers of 
Peruvian culture abroad called “Inca 
Garcilaso de la Vega Cultural Cen-
ter“, to consolidate permanently 
the presence of our culture in cities 
of strategic importance. The project 
consists in a !rst step to open these 
centers, according to budget facilities 
or conditions that may be bene!cial 
for the country, in the cities of Quito, 
Santiago de Chile, La Paz, San Pablo 
and Rio de Janeiro, Mexico City Bogota, 
Buenos Aires and Madrid. Similarly, in 
Paris, London, Rome or Milan, Berlin, 
New York,  Beijing.

These centers should have exhibition 
halls, conference rooms, documenta-
tion center, meeting rooms and works-
hops, administrative o$ces, services 

            Cultural policy plan of Peru abroad  /
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and deposits to solve some of the 
expenses, to concession shop arts and 
crafts, a library and a restaurant. They 
may also be schools of native langua-
ges   (Quechua or Aymara) and quali!ed 
teaching of Spanish language as a sour-
ce of income for self-support centers. 

The centers will be led by renowned 
personalities of Peruvian culture and 
proven ability developer appointed by 
the Foreign Ministry at the proposal 
of the Secretariat for Foreign Cultural 
Policy and the recommendation of the 
Advisory Committee. The director of 
a center can also perform the duties 
of cultural attache in the respective 
mission. The centers will have a Board, 
headed by an honorary ambassador of 
Peru, and comprising the consul gene-
ral business and intellectual personali-
ties, policies and linked to our country, 
to provide support.

Besides promoting the statements 
contained in the Annual Plan of Acti-
vities, these centers have their own 
dynamics of cultural promotion, 
committing to local cultural actors, 
encourage our countrymen and seek 
mechanisms that contribute to its 
funding without distorting its purposes 
(may, for example, rent certain areas for 
receptions, workshops at low cost for 
teaching Peruvian dances, food, etc). 
Promote Latin American integration by 
facilitating the use of their facilities to 
countries in the region.

The project will support homes or 
institutions created at the initiative 
of Peruvian communities and friends 
of Peru, whose aims include promo-
ting culture. These institutions have 
their own name and be led by people 
who do not maintain any employment 
relationship with the project. [...]

      /   Cultural policy plan of Peru abroad
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OTHER NOTES

NATIONAL INSTITUTE OF CULTURE
The INC, Instituto Nacional de Cultura 
de Perú, is an institution that depends 
on the Ministry of Education.
It’s main roles are: investigate, register, 
defend, conserve, promote, give value, 
di"use cultural manifestations and the 
cultural heritage in order to contribute 
to the national development with the 
particiaption of the community, the pri-
vate sector and the international inte-
gration. Protect and declare the cultural 
heritage in three domains: archeology, 
history and artistic.

OTHER INSTITUTIONS
The other two main institutions that 
depend from the Ministry of Education, 
other that the INC are: The National 
Library which its main role is to protect 
and declare bibliographic cultural heri-
tage; and the General Archive of Nation 
which has to protect and declare the 
documental cultural heritage.



DESIGN PROPOSAL
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A CULTURAL NETWORK

Taking in account all the research 
elements of this book, we propose 
a design solution based on cultural 
di"usion and gathering the peruvian 
community abroad. Also, conserve and 
promote the peruvian cultural heritage 
by enhancing the collaboration within 
the communities as well as create a 
dialogue and friendship with the local 
culture and neighbours.

The main objective will be to create 
a network between the capital Lima 
and main European cities with a big 
peruvian community like Barcelona, 
Paris and Milan. The project is going to 
explore peruvian stereotypes in these 
European cities and explode them in 
order to create a visual identity easily 
recognisable but also modern, dynamic 
and di"erent.  

In conclusion, the purpose of this 
thesis is working from concepts such as 
culture heritage, community, building 
networks and di"use knowledge.
On this basis  we will connect cities 
and people to work together into this 
common and bicultural project.
The research has clari!ed the concepts 
on which this design project will work, 
plus has deepen knowledge about inte-
resting issues to develop as a Peruvian 
designer and European citizen.



Design process Book
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INTRODUCTION 

This document is the design process 
part as a result of the research memory 
book for the Peru Design Net. After 
suggesting a design proposal in the 
previous book, we are going to start 
by presenting the project concept into 
detail, the system and the storytelling 
that gives sense to the development of 
the design, as well as all the elements 
involved and touched by it.

After that we are going to deepen the 
research in our speci!c theme, focu-
sing it more on graphic elements. For 
example, we are going to start from the 
graphic and script codes at the time of 
the Inca empire to understand how this 
civilisation used to communicate, in 
order to inspire our work and re"ection.

Finally, we are going to present the ba-
sic elements that constitute our design 
proposal, from the detail to the more 
generic aspect of it, from the general 
visual codes to the logotype building.
This !nal part can be considered as an 
identity manual for the visual brand 
expression of Ayni.



PROJECT
CONCEPTUALIZATION
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BRIEFING

TARGET
Peruvian community abroad and local 
people interested in peruvian culture 
and the synergy that can result of this 
cultural friendship.

NECESSITIES
Enhance the feeling of belonging to a 
community and give responsibilities 
to the peruvians by engaging citizens 
abroad to promote and di!use their 
cultural heritage.
Also, create real cultural experiences in 
all domains and accessible to everyone  
by creating real interactions between 
people of di!erent cultures.

OPPORTUNITIES
Peruvian notoriety in the international 
scene within the gastronomic and 
fashion ambits and brand new Peru 
branding for exported products.
Returning to tangible and physical 
contact with other cultures.

ADDED VALUE
Authenticity, proximity, having fun, 
create human contact and exchange, 
experience and sharing.

RISKS
Newness of the concept and credibility 
for new users around the cities.
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BRAND CONCEPT

CONCEPT
New ways of local tourism and 
personalised travel experiences 
through di!used cultural activities 
around an European city.

PRINCIPAL BENEFIT
Complete and dynamic experiences, 
analise stereotypes and understand the 
peruvian culture and history.

POSITIONING
New di!used museum practices.

TONE
Sincere, real, transparent, collaborative, 
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PROJECT CONCEPT

OBJECTIVE
The aim of this project is to imagine 
new forms of tourism, a fresh 
and alternative approach to travel 
experiences and cultural performances 
by transforming them into an overall 
enriching cultural exchange and 
experience. 

WHAT & WHERE
Peruvian bicultural network o!ering 
experiences built by communities’ 
collaboration; spread in three big 
in"uential European cities: Milan, Paris 
and Barcelona, with it’s main network 
in Lima.  Each of these 4 cities suggests 
a di!used personalised experience 
depending on the personal interests 
of each citizen, with “routes” that can 
be followed freely in their cities. The 
common theme around these networks 
is History, lighten up with a sub-theme 
thread: Exploring stereotypes in 
order to understand di!erent points of 
view and make the theme more fun, 
dynamic and engaging for the user.

WHY
The peruvian culture is becoming 
more prominent within the inter-
national scene nowadays, mostly 
because of its so#sticated culinary 
background but also due to the textile 
ambit (handcrafts, alpaca wool and 
modern patterns), exotic music and 
ancient civilization historical legacy. 

For this reason it’s becoming important 
to gather the peruvian community 
abroad in order to help di!use a wider 
spectrum of their rich culture with a 
human approach to it; by building 
closer dialogue and values exchange 
with their local neighbours. 
Peruvian citizens abroad as an active 
factor of growth and promotion.

WHO
- Peruvians that are living in Europe and 
  want to be involved in the    
  preservation and di!usion of their 
  heritage by building a strong and 
  active community.
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- Europeans that are interested in the  
  peruvian culture and history and 
  would like to learn and be involved in 
  the fussion of these two cultures. 

MISSION
Di!use the peruvian culture and history 
as well as create a synergy between 
two cultures in three European 
in"uential cities by developping a 
dialogue and friendship between 
the peruvian community and the local 
community. Mixing the interests of 
our two targets around cultural and 
intellectual activities that will facilitate 
the comprenhension of a country 
and its people and understand those 
preconceived stereotypes.

FUNCTIONS & ACTIVITIES
The network picks a theme each 6 
months based on a particular historical 
period. There will be di!erent cultural 
activities according to that subject 
around the city eather in private or 
public spaces.

These activities are grouped into 8
di!erent categories which are:
- Transports & Airports
- Urban spaces
- Small shops
- Restaurants
- Theater & Cinema
- Gallery & Museum
- Private houses
- Digital experiences

The diversity of places will enrich the 
experience in a discreet and surprising 
way. The aim is to involve peruvian 
and local communities to share their 
materials, homes, shops and time 
to create a close contact, more human 
and real lifestyle experience.

This cultural experience is free and 
adressed to every interested citizen. 
It works with local parternships 
(restaurants, cinemas, museums, etc) to 
help the communities’ businesses grow, 
also broader institutions such as the 
Peruvian Ministry of Culture for funds.
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CUSTOMER JOURNEY

STEP 1
The customer sees an advertisement  in 
the street and downloads the App to 
know more about it. 

STEP 2 
He discovers the map of routes and the 
di!erent possible activities in the city 
and decides to answer to the «personal 
questions test» to see his particular 
route to follow.

STEP 3
Once there, he checks in the place by 
scanning a QR code in order to obtain 
points and rewards.

STEP 4
He enters the place, in this case a 
private house where a peruvian lady 
works and showcases her traditional 
techniques and skills. 

STEP 5
With the points he can obtain free 
products or services within the 
network. The more he’s active in the 
city, the more it gives him advantages.



GRAPHIC RESEARCH
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PRE-COLUMBIAN ART

In this !rst step of the research we analysed 
some graphic historical systems and general 
aesthetics to understand the pre-columbian 
culture in Peru. 

JOSE ALCINA’S BOOK
Page 15 to 17
In this next three pages we will see 
the author collection of pictures of the 
pre-columbian period in Peru. More 
speci!cally the culture Chavín situated 
in the north cost and north andenean 
territory between 1500 and 500 B.C.
Also the andenean classicism with the 
Mochica culture, north cost between 
200 and 800 A.D. And !nally the post-
classic period with the Chimú and Inca 
cultures. North cost between 1100 and 
1400 and in the all territory between 
1300 and 1500, respectively.

ARCHEOLOGICAL SITES
Page 18
In this page we can see pictures of the 
archeological places in the country 
such as the wall of the “huaca del 
dragón” in the ruins of Chan-Chan; “La 
puerta del sol” in Tiahuanaco and the 
Fortaleza de Sacsayhuaman. The work 
on the walls represent either human 
or animal !gures and are designed as 
patterns that repeat across the site.

SKETCHBOOK
Page 19
The sketches represent all the graphic 
elements found while the research of 
pre-columbian cultures in Peru. Mainly 
representations of gods and geometric 
repeated patterns, as well as animal 
!gures in many representation ways.
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INCA EMPIRE’S GRAPHIC 
COMMUNICATION SYSTEMS

This section is meant to understand the gra-
phic communication system that peruvians 
used in the Inca empire between 1300 and 
1500 A.D. It’s important to know that they 
didn’t have a writing system but they did 
communicate numbers in accounting and to 
adress themselves to the gods.

QUIPU
The quipu is a system of knots 
made with wool strings to keep the 
accounting of the goods in the empire. 
They used di!erent colors of strings 
and di!erent kinds of knots to express 
di!erent values.

TOCAPU
The tocapu is a textile design that uses 
squares to design di!erent symbols 
inside with di!erent colors. These 
were luxury clothing items that were 
reserved to the Incas and high society. 

Some theories say that they were used 
to communicate with gods, some other 
that they were phonetic graphics. 
Others say that they are heraldic signs. 
There are 294 known tocapus.

YUPANA
This is a tablette of stone carved to 
collect white beans. It was also used to 
count, like a calculator.

SOURCES
Most of this information has been 
published by P. Blas Valera in 1618 
in the “Exsul immertus Blas Valera 
populosuo” and the “Historia et 
rudimenta linguae piruanorum” from 
the Italian Antonio Cumis in 1600. 
These secret documents written by 
jesuits had the purpose to leave a 
legacy of the complexe culture erased 
by the conquistadores.
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GRAPHIC REFERENCES 
MOODBOARD

A variety of elements can constitute an 
“ethnic” or “exotic” look, in this section 
we analyse the elements that are 
adequate to transmit certains origins to 
a product or graphic communication. 
Some of these elements are: 
colors, geometric shapes, patterns, 
photographs, tone.

This material has been used as a 
basis of inspiration for the generic 
communicational system and not for 
the speci!c design yet.

At the end the graphic path was much 
more simpler and modern, more 
distant to the recurrent tools used to 
communicate an ethnic group. Mainly 
geometric shapes and colors were used 
as a basic system.
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COLOR PALETTE

The colors that constitute the color 
palette are inspired by traditional 
andenean costums from the region 
of Cuzco. We can see it in this picture 
of Mario Testino, a peruvian famous 
photographer. 

The main tonalities are reds and 
purples and then as secondary colors 
there are blue tonalities and green. 
All these colors are going to be used in 
the branding as a prominent element 
of distinction and identity. Mostly 
in the logotypes and the graphics 
element shapes. In some cases also as 
background colors. 
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C    40%
M   86%
Y    3%
K    0%

C   12%
M   91%
Y    51%
K    2%

C    27%
M   100%
Y    41%
K    25%

C    26%
M   99%
Y    87%
K    25%

C    3%
M   74%
Y    88%
K    0%

C    15%
M   15%
Y    88%
K    1%

C    99%
M   97%
Y    25%
K    13%

C    99%
M   77%
Y    8%
K    0%

C    84%
M   40%
Y    10%
K    1%

C    92%
M   44%
Y    91%
K    53%

C    84%
M   15%
Y    91%
K    2%

C    38%
M   34%
Y    79%
K    19%

            Color palette  /
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TYPOGRAPHY

ALEO
Aleo is the primary typography used 
mainly for the logotype taglines and 
for titles in the communication. 
It’s a font with character and solid 
bases. It’s a contemporary typeface 
designed as the slab serif companion to 
the Lato font by !ukasz Dziedzic. Aleo 
has semi-rounded details and a sleek 
structure, giving it a strong personality 
while still keeping readability high. 
The family comprises six styles:  three 
weights (light, regular and bold) with 
corresponding true italics.

FRUTIGER LT STANDARD
This font is the secondary typeface 
used for secondary titles and texts.
It was designed in 1968 by Adrian 
Frutiger as a signage system suited to 
the architecture of the new Charles 
de Gaulle Airport outside Paris. The 
design is a simple, clean, robust sans 
serif type that is highly legible. In 1976, 
Frutiger completed the family and 
despite its original intention as airport 
signage, Frutiger has a universal quality 
that makes it appropriate for many 
applications; a favorite typeface among 
advertising agencies, it is a equally 
successful in text and display work.



45              Typography  /
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NAMING & 
GENERIC LOGOTYPE

AYNI
The word “Ayni” is a quechua word for 
mutual aid between people within 
a community system or family in a 
working environment. Basic rule within 
an Ayllu: communities system for 
agricultural labor in the Inca empire.

BASIC ELEMENTS
The square version is composed 
of two elements: the name and the 
description. This version is used for the 
main communication as the generic 
logotype (posters, cards, business cards 
and banners).

The name “Ayni” is based on a square 
shape according to peruvian pre-
columbian Tocapu: unit of a graphic 
language from the Andes. The letters 
are drawn in a minimalistic way and 
with basic geometry. Then the kerning 
is !xed and adapted to the letters and

squares. We can see the proportions 
based on the x value which is the 
square lenght. This logotype is
designed in two di"erent thicknesses 
to adapt to smaller logotypes 
versions. This element is allways in the 
main color dark blue, except when 
communicating speci!c categories.

The description “Peruvian cultural 
network” is written in Aleo typeface 
and is always in the secondary olive 
color except when communicating 
speci!c categories. 

The horizontal version is composed 
of three elements: the name, the 
description and the city names. 
This version is used for the generic 
corporate communication inside the 
materials to specify the city. The main 
dark blue color will be used to highlight 
the correspondent city.
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x 1/4x 1/4x 3/8x



49

PER UVIAN 
CU LTURAL 
NETWORK

        Naming & generic logotype  /

Peruvian Cultural Network
Lima � Milan � Paris � Barcelona
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STRUCTURE 
As we have seen before, the square 
version of the logotype has square 
dimensions and the horizontal version 
has the height of the main logotype 
and the lenght of almost 3 times the 
!rst version. 

MINIMUM DIMENSIONS
In this part we explain what is 
the minimum size we can use 
the logotypes in milimiters. This 
corresponds to the real size in the 
printed material. 
In the !rst version, the variation made 
for the small sizes are: use of the thick 
version of the logotype and space 
between letters of the tagline wider 
(+50) and space between logotype and 
tagline bigger. In the second version no 
changes have been made.

RESPECTED AREA
The respected area is the space that has 
to keep free around the logotype not to 
disturb the proper reading. This size has 
the same proportions as the logotypes 
themselves in the two versions.

      /    Naming & generic logotype
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PER UVIAN 
CU LTURAL 
NETWORK

Peruvian Cultural Network
Lima � Milan � Paris � Barcelona

6x

4/5x

6x

7x

2x

10x
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Peruvian Cultural Network  
Lima �  Milan �  Paris �  Barcelona  

      /    Naming & generic logotype MINIMUM DIMENSIONS

PER UVIAN 
CU LTURAL 
NETWORK

minimum 85 mm

minimum 18 mm
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PER UVIAN 
CU LTURAL 
NETWORK

x

x

x

x

Peruvian Cultural Network  
Lima �  Milan �  Paris �  Barcelona  
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CONCEPT OF
CATEGORY LOGOTYPES

The logo system is inserted into a 
dynamic DNA brand. It consists of 
a toolkit supply with several main 
ingredients that provides a DNA 
set, o!ering the possibility to create 
distinctive results. It’s centered in 
graphic elements and its complexity 
increases mathematically.

FORMAL SYSTEM
Page 55 to 56
Formally, the system to create the 
symbols comes from the logotype basis 
and follows three steps:
 - By assembling the four letters of the   
  logotype into one square, we obtain a 
  linear shape.
- We take the negative spaces of those   
  and convert them into whole  
  triangular shapes.
- By assembling these shapes we obtain 
  a symbol that can take a wide variety 
  of di!erent forms.

CONCEPTUAL SYSTEM
Page 57 and 58
Conceptually, the same steps seen 
before work to explain the Ayni 
concept and the brand values:

- We unite and connect people
Ayni is the occasion to gather the 
peruvian community abroad and local 
communities, together in order to 
stimulate the human interactions and 
cultural dialogue.

- We gather and di!use culture
The peruvian community has the tools 
and materials to share experiences 
among the citizens.

- We explore and assemble visions
As a result of this exchange we hope to 
change perceptions and get people to 
understand better the culture and have 
a di!erent vision of stereotypes.
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SYMBOL DYNAMIC SYSTEM

The 8 symbols we are going to present in 
this section correspond to the 8 categories of 
activities di!used in the city (explained in the 
concept phase). These symbols are going to be 
a part of the categories sub-logotypes and are 
built according to the triangular shapes seen 
in the logotype concept.

REPRESENTATION
Page 66
To constitute the symbols we took in 
consideration the stereotypes analysed 
in the research phase, in order to create 
an abstract !gure that could associate 
with the subject of the category:
- The Bird of prey was one of the 3 
  animal divinities that where adored in 
  the Inca period
- Machu Picchu is the iconic peruvian 
  site, center of the Inca empire
- A folkloric dancer in the Ica region 
  with the traditional costums
- The Alpaca or the Lama are popular 
  icons of the andenean landscape, also 
  for the wool they produce
- The Ekeko is a little !gurine, god of 
  abundance, that peruvians or turists 
  by for luck
- In the andenean region most of the 
  population lives from labor on the 
  country and mountain !elds
- The Feline and the Snake were two of 

 

the other animal divinities adored by 
the Inca empire

CONSTRUCTION
Page 67
Based on these formal elements from 
the pictures, we’ve constructed a series 
of symbols with similitudes that can 
recall the subject of the category.

COLOR SYMBOLS
Page 68
The color palette is divided in main 
colors, secondary and tertiary colors. 
These are represented according the 
the respective scales. The main color is 
used on the logotype and the symbols 
contains an association of other colors 
from the main color palette seen in 
previous section. The secondary colors 
will be used in the tag line of the 
generic logotype which we will see 
later and the tertiary are just part of the 
symbol color. 

CATEGORY ASSOCIATION
Page 69
As we said before the 8 categories are 
linked with the 8 stereotypes. There 
is a meaning in the assembling of the 
shapes but also in the individual color 
palettes used.
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TRANSPORTS & AIRPORTS

SMALL SHOPS

THEATER & CINEMA

PRIVATE HOUSES

URBAN SPACES

RESTAURANTS

GALLERY & MUSEUM

DIGITAL EXPERIENCES

CATEGORY ASSOCIATION               Symbol dynamic system  /
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LOGOTYPES SET

BASIC ELEMENTS & STRUCTURE
Page 71
The basic elements are the symbols 
and the logotype Ayni below. Here are 
represented in grey the proportions 
that doesn’t change and in magenta 
and blue the maximum and minimum 
heights and width (respectively) of the 
symbols. 

BLACK & WHITE LOGOTYPES
Page 72 and 73
The versions black and white are not 
meant to be used often as the brand 
identity’s main strenght is the variety of 
colors and variations.
Nevetheless it also works as a shape 
association and patterns.

COLOR LOGOTYPES
Page 74
We can see that the colors of the 
logotypes are the main colors seen in 
the previous section. 

COLOR GENERIC LOGOTYPES
Page 75
The colors of the tagline change 
also according to the category. The 
main colors are for the name and the 
secondary colors for the tagline.

MINIMUM DIMENSIONS & 
RESPECTED AREA
Page 76
The minimum dimension for using 
these logotypes are 16 mm width. 
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6x + 6/4x

max. 6x + 6/4x

       min. 4x

max.
6x +
1/3x

min.
4x +
1/3x

2x

x

STRUCTURE                              Logotypes set  /
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PER UVIAN  
CU LTURAL 
NETWORK

PER UVIAN 
CU LTURAL 
NETWORK

PER UVIAN 
CU LTURAL 
NETWORK

PER UVIAN  
CU LTURAL 
NETWORK

PER UVIAN 
CU LTURAL 
NETWORK

PER UVIAN 
CU LTURAL 
NETWORK

PER UVIAN  
CU LTURAL 
NETWORK

PER UVIAN 
CU LTURAL 
NETWORK

COLOR GENERIC LOGOTYPES                              Logotypes set  /
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minimum 16 mm

MINIMUM  DIMENSIONS & RESPECTED AREA      /  Logotypes set

x

x
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GRAPHIC ELEMENTS

FLAT SHAPES
Page 78
These !at versions of the symbols are 
used strictly only for the logos. They 
are the symbols of the category logos 
and are not used as any other graphic 
element of the brand.

3D SHAPES
Page 79
On the other hand, these 3D version of 
the symbols are only used for graphic 
elements of the visual communication 
of the brand. They will not be used as 
symbols for any logotype. 
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