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1955 Paper cutting machine

1956 Hobby bookbinding tools

1955 Hot stamping bronze types
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Turning the tables

There’s an apocryphal story that perfectly illustrates the com-
pany’s ability to turn things around, to snatch victory from 
the jaws of defeat. The company had bought some cute pen-
cil sharpeners it thought would sell well, in the shape of cars, 
trains and little animals. But the Ministry of Education decides 
that they are a distraction to the students, more decorative than 
functional, and so bans their sale. The company thus fi nds it-
self with tens of thousands of unsellable pencil sharpeners in 
stock. One day, Carlo, while driving to Lecco, notices a bill-
board advertising a chocolate factory, with a big Easter egg. He 
takes the next turnoff and locates the factory, where he asks 
to speak with the owner. He offer the man his pencil sharpen-
ers, to be used as surprise gadgets inside the eggs. The man 
thinks it over and agrees that it’s an original idea, something 
different from the usual trinkets one fi nds inside the eggs, and 
he accepts, but on one condition. The pencil sharpenerss must 
be sealed in individual packets, in accordance with the health 
department regulations. This was early on in the food process-
ing business, and there were no machines that did this, or if 
there were, the Crespi company didn’t have any. Nevertheless, 
Carlo assures the man that “we’ll take care of it”. Then he calls 
his friends, and has them call theirs, and in a few days, they 
package all the pencil sharpeners by hand. As he watches those 
young men work, willingly but clumsily, Carlo refl ects on the 
cost of manual labor as against the practicality of machines, 
and decides that the latter are more advantageous. This may 
seem like a foregone conclusion now, but in the nineteen fi fties 
it was anything but.

In this same period, while working during the day, Carlo com-



pleted the evening courses for his baccalaureat, which he was 
awarded on June 26, 1958, and four years later graduated from 
Bocconi Business School with a Masters in Economics and 
Business Administration. The young man was now ready to 
work on an equal footing with his parents, Ugo and Paola. The 
shift from stationery to hot stamping, which the company was 
putting into effect, had to be completed and optimized. Carlo, 
newly graduated and with ample horizons before him, was 
fully prepared to guide the company in this new adventure. 
1958 is not only the year in which he graduated, or the year in 
which the company made the change, it is above all the year in 
which Carlo married Gabriella Maffei, known as Gaby. It was 
the classic high school sweethearts story. In this sense Carlo 
was perfectly conventional, strictly “Piedmontese”. Gaby’s 
brother Alberto was Carlo’s best friend in high school, at the 
Verri Institute. Carlo and Alberto studied together, sometimes 
at one boy’s house, sometimes at the other’s, and Carlo and 
Gaby got to know each other. She was  bright, curious and pos-
itive, and exactly Carlo’s age. She wasn’t the kind of girl who 
goes unnoticed, and there was no lack of competition for Carlo, 
but he had never been worried about competition. After being 
engaged for four years, having fi nished their studies and so on, 
they married on the 29th of September.

Recently, someone remarked to Monticelli that on that same 
date, the current Prime Minister, Silvio Berlusconi, had cel-
ebrated his 23rd birthday. “I assure you I hadn’t the slightest 
idea, at the time”, he replied. 

Meanwhile, Carlo had also served in the military - as a jun-
ior offi cer, in Lecce, Rome and Milan. He recalls two important 
things from that period. “The fi rst”, he says, “was when my fa-
vorite cousin, Cesare Monticelli, who passed away prematurely 
some years ago and who had always been by my side, at work 
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and in my personal life, recited these lines he had composed at 
a farewell dinner organized when I was posted to Lecce: 

“ Dear cousin our country you’re off to serve,
toasted and hailed by all, as you see:
you’ll ride on a train that’s as fast as the wind,
but you’ve entrusted your car keys to me…”

The second thing was that my family viewed that period as 
a waste of time, but it gave me a chance to mature and to get 
a more realistic perception of the country. My companions in 
Lecce came from all over Italy. I understood some of the dif-
ferences between regional cultures, which proved useful to me 
later in life. In addition, I also made friends with two fellow 
soldiers from the Marche region, whom I later brought into the 
company.”

1957 Lecce - March, Army Offi cers School,  8th Company, 1st Platoon

Carlo Monticelli



1968 CrespiUno house organ

1969 Interbook Convention 
in Milan 1967 Rolacoder  turning box printer
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1956 - 5 Uses little machine

1959 Bookbinding tools

1959 Bookbinding tools

1959 Ring Binders
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1959 Ring Binding mechanisms advertisement

2000 Cesare Monticelli
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1958 Carlo Monticelli - Catholic University 
of Milan, degree in Economics and Business 
Administration

1977 INTERBOOK London 19  Nov. Carlo 
Monticelli

1962 Carlo Monticelli - Graduated from Bocconi Business School with a Masters in 
Economics and Business Administration



1989 Nov. 9 Berlin wall fall

1973  Spartaco Street - Designer Enzo Careccia - New Crespi brand image

1989 Nov. 9 Berlin wall fall - Carlo Monticelli
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Monticelli speaks

“Those weeks in London, ostensibly to learn English, were 
truly important on other levels as well. You could say it was 
the start of everything for me. What happened was that I 
found myself in a fantastic situation, extraordinarily stimu-
lating, making friends with people from all over the world, 
comparing cultures and customs in a context I could never 
have found at home. Truly a wonderland. I was infected by 
a sort of internationalist virus that I never got over, which 
stayed with me in my private life and at work. I’ve always 
travelled, attending trade shows all over the world looking 
for new ideas, trying to anticipate trends and market devel-
opments that had not yet impacted on Italy. I forged solid 
friendships with businessmen from every imaginable coun-
try, people who worked in all sorts of sectors, with whom I 
shared impressions, discussed opportunities and evaluated 
ideas and trends.  

Together with my cousin and best friend, Cesare Monticelli, 
I founded Interbook, an international association of suppli-
ers of bookbinding products, in order to exchange informa-
tion and improve the services rendered by each member. It 
wasn’t perfect, maybe a bit too grandiose in conception, but 
we were young, and it did help us to form a general view of 
the situation. No one was talking about globalization at the 
time, but that’s what it was all about, actually.” 

The key concepts were optimization, attention to supply 
in places other than the home market and curiosity. Mon-
ticelli: “Curiosity is very important. A company’s leader-
ship can only work well if it stays up to date. I started 
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to travel to the United States very early on. In the six-
ties, as we all know, there was an economic boom in Italy, 
but although things were certainly positive and dynamic, 
economically speaking, America was the future. It was a 
good fi ve or six years ahead, and in terms of both demand 
and product development, America could not be neglect-
ed: it was a source of inspiration.”

Monticelli gives an interesting interpretation of the Italian 
boom: “The boom economy was also a result of the shared 
culture of those years. We were called the “sons of WWII”, 
because that period had touched us all: we knew all about 
ration cards, we had lived through air raids and all the rest. 
There was a spirit of reconstruction, a will to act, to get in-
volved. Families mobilized their forces, at school and at 
work. In the sixties we were fi nally able to put the war behind 
us, to keep it at a decent distance, to turn yesterday’s fears 
into today’s courage. Young people had a great desire to ac-
complish something. And there were fewer distractions than 
there are today: to start with, there was only one television 
channel, and there was less superfl uous offer than today, by 
which I mean all those false, sad myths we perpetrate, which 
are sometimes harmful or even devastating. The small screen 
was seen as something useful and good. When people spoke 
of America as the land of plenty, they would say: just think, 
every family has a television set.”
Clearly, travel was a decisive element in the cultural devel-
opment of Carlo Monticelli, and automatically became so in 
the company culture as well. And the details of the trips he 
recounts refl ect this: 
“My trip to London was a very positive experience, so much 
so that I began traveling regularly: in the early seventies I 
went to China, to attend the Canton trade fair as a member 
of the mission organized by the Italian Association of Foreign 
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Trade, of which I am now vice president. We fl ew to Hong 
Kong and continued on to Canton by train. When we came 
to the border, the Chinese authorities checked our passports 
to verify whether they had been stamped by countries not 
friendly to mainland China, like Taiwan, for example. Those 
whose passports bore the stamp had to get off the train. Dur-
ing the journey, elegantly garbed Chinese women served 
us green tea. At the border there was a traditional Chinese 
banquet lunch. They still do that today. They are a very hos-
pitable people. Naturally, there was no lack of propaganda, 
which it was useless to contest. They gave us each a copy of 
Mao’s little red book and assured us that all of humanity’s 
problems would be solved by the Maoist form of Commu-
nism. I was not put off in the least: I’ve always kept an open 
mind, especially with respect to work. Call it realpolitik if 
you like. In any case, we visited the Canton Trade Fair and it 
was an important experience.” 
In retrospect, in the seventies, a knowledge of distant mar-
kets and cultures, like China, was very signifi cant. We all 
know how important that market is today. A dangerous and 
perhaps unbeatable antagonist for western markets. A devel-
opment that Carlo Monticelli had foreseen long before his 
contemporaries. Different cultures also means Russia. 
“During those same years, I went to Moscow with some 
American friends, where we organized a trade fair at 
Sokolniki Park, where we exhibited some bookbinding 
machines that made perforations and bound them with 
plastic spines; machines that are still in use today. My 
American friend had misgivings about the Russians, who 
wanted to set up their own factories to make the product 
themselves. He was afraid that their cost of production 
would be much lower and that they would then export to 
the West at unbeatable prices, so we didn’t close the deal. 
That may have been a mistake.”



Those trips to the U.S.S.R. were useful for more than just 
understanding the market. Carlo made friends and estab-
lished relationships, acquiring an understanding of how 
the regime operated: very useful on both the personal and 
the business level.
“In Moscow I had a good look at how Russians lived in those 
years. You couldn’t leave the hotel without your interpreter, 
who was probably in the KGB. Mine was Jurij Gasparin, a 
lively and intelligent young man who spoke perfect English 
although he’d never been outside of the Soviet Union. I had 
a number of discussions with him, explaining how we saw 
things in the West. He was very discreet, never expressing a 
judgment or an opinion, even in informal settings, over dinner, 
for example. When we were about to leave, I asked whether 
there was anything I could do for him, or if I could contact 
him directly if I were to come back for another trip. When I 
asked him for his address, he replied that I must be out of my 
mind: if he received a letter from Italy he would fi nd him-
self in serious trouble. If I really wanted to do him a favor, he 
said, I could give him my jeans. But it wasn’t simple: I had to 
hide the package and pass it to him in the elevator, with my 
heart in my throat. He tucked it inside his jacket and looked 
all about him as we stepped out of the elevator. I remember 
that I was unable to detach myself fully from my profession: I 
put some ball point pens and a t-shirt in the package as well. 
It was impossible to remain neutral about the country: clearly, 
something was not right. All these experiences were impor-
tant for me, personally and in business terms. 

In my subsequent travels throughout the world, I met many 
Jurijs and made many friends. In America, Germany, Swe-
den, Denmark: a sort of  networking. Perhaps one of them 
would tell me that he’d seen a certain product at a trade fair, 
and I’d look into it and buy some: you have to search out 
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new products, they don’t grow on trees. And you must show 
yourself to be a reliable business partner. I have encouraged 
everyone in the company to share this attitude, to look not 
just for the things we need today, but for those we might 
need tomorrow, and the day after. Because if you don’t look 
ahead, you’ll fi nd yourself falling behind.” 

1970 Hot stamping foils - Brighten Glo NY
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1978  - 19, Spartaco Street - 1st  IBM 3 Computer.

1978 - 19, Spartaco  Street - Administration offi ce
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1973 Canton China Carlo Monticelli

1973 Canton China 
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1973 Canton China
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The seventies

The identity, the philosophy and the fate of the Crespi com-
pany are by now an established fact. The company is solid 
and able to fend off any attacks from the competition, the war 
is a distant memory, and though the country is going through 
an intense period of political and social turmoil, the company 
takes the appropriate measures. It continues to do business 
unperturbed, through the political upheaval of the late six-
ties, the OPEC crisis of ‘73, the fall of the Berlin wall and the 
end of Communism in ‘89 and the rise of the new political 
parties that follow: none of it seems to touch the company. 

In the seventies, in the context of the continuously evolving 
strategies, we can focus in on a typical case: the market for 
the machines used to print the posters used by supermarkets. 
These consist of huge rollers: the printer composes the graph-
ics, using characters in wood and metal that the rollers press 
fi rmly onto the paper or other material used. Posters for mass 
distibution outlets do not bring in much money, because the 
market has not organized itself beyond announcing special 
bargains, very little compared to today. So the supplier must 
adjust to his clients’ needs, as always. The client buys the 
machine and receives the wooden characters and a frame to 
keep them aligned. The sheet to be printed is placed on top 
of the characters and the giant roller spreads the ink. Simple 
and cheap. But the problem must be understood and then re-
solved. The idea works, but the income is modest. Mostly, it 
serves to position Crespi - which becomes Cicrespi in 1979 - 
for the next step, its entry into the visual information sector, 
another of the many stages in its development.
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1972 Liscate - New building yard

1960 - 50th Anniversary of Carlo Crespi & Co. Leafl et
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1975 Leafl et announcing warehouses mooving to the new factory building in Liscate (front)

1975 Leafl et announcing warehouses mooving to the new factory building in Liscate (back)



1978 - 19, Spartaco Street showroom
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1979 May, 28 -  Liscate New headquar-
ters opening - Carlo Monticelli

1979 May, 28 -  Liscate New headquar-
ters opening - Ugo Monticelli
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1979 May, 28 -  Liscate New headquarters opening - Davide Baccella, Chiara and Carlo 
Monticelli

1979  Liscate - New Headquarters
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1978 Canada - Carlo Monticelli with friends

1978 Cicrespi System1975 Hot stamping press
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Human resources

That was the stage in which the idea of indoor signs came up, 
marking another step forward: not just paper anymore, but 
different materials, techniques and designs. The production 
stage naturally gives rise to marketing and distribution plans, 
with new accords guaranteeing further improvements and 
growth. At Cicrespi, the two stages always go together. Carlo 
Monticelli, though still a young man, now heads the compa-
ny. And it becomes obvious that the old headquarters will no 
longer suffi ce. In 1976, the company moves its warehouses to 
a new factory building in Liscate, sixteen kilometers east of 
Milan. There is no longer enough space in the city center for 
a company of its size. Though his father, Ugo, is still active in 
the fi rm, Carlo is the president and the future of the comapny 
is in his hands. The family behind the company keeps evolv-
ing, just like production and the market change and grow. 

As Carlo recalls:
“When we moved out to Liscate, my father used to come out 
here more as an observer than anything else. Shortly after 
the move he wrote me a letter, which I still have, in which he 
praised me, saying that it was thanks to my efforts that the 
company was growing, and he was proud of that. He was a 
very precise man, with a clear sense of duty; a former artil-
lery captain. He would come out here and read the paper, 
maybe talk with me a bit.  Occasionally, when one of our 
employees disagreed with a decision of mine, he would go 
to my father and try to enlist his support. However, there 
can only be one hand on the tiller, and that hand was mine, 
so one day I decided that the time had come to clear the air 
once and for all. I asked my father to stop acting as a go-



between: there was no problem with him speaking with the 
workers, of course, but it wasn’t opportune for him to take 
sides. As I said, my father was a traditionalist, but he was 
no fool: he understood the situation at once and acted ac-
cordingly. It didn’t take much of an effort: the company was 
moving forward with the wind in its sails.”

Leery of seeming an authoritarian boss who did not toler-
ate criticism, Carlo explains his vision of the “tillerman” 
and develops it into a general principle, in a discourse that 
could be called “human resources”.

He explains:  
“A company that intends to grow must have active, dynam-
ic components, who participate in the project without wait-
ing for the leader’s orders. Teamwork is crucial now: things 
have changed. Once it was strictly a case of one man com-
manding and controlling the entire show: I give the orders 
and you follow them. But over time this system became in-
adequate and obsolete, especially in today’s informed, mo-
tivated and free society. It’s far more productive to plot the 
course, and above all to motivate the crew, to convey a sense 
of enthusiasm and belonging, so that everyone feels that 
they are an integral part of the company’s success. This has 
always been our philosophy, even when we were based in 
Via Spartaco. We tried to enlist talented people who would 
grow within the company, who would be loyal and reliable 
but also capable of acting independently.” 

Carlo Monticelli continues:
I’ve always been in favor of associations. At the very start, 
we were members of the Association of Paper and Station-
ery Merchants, and when the core business changed, we 
moved to the Italian Association of Foreign Trade. I was on 
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the board of directors of the latter group, which is part of 
Confcommercio, and am still Vice-President. 

In the seventies, Confcommercio organized study trips to 
France, including visits to wholesale commercial centers that 
represented a very modern concept of business organiza-
tion. New ways of setting up factories and offi ce complexes, 
with a more rational layout of the logistical components. I 
recall a signifi cant innovation: shared computer-based serv-
ices. And also free, attractive company canteens. It’s called 
management of human resources. It’s the result of a desire 
to diversify, to keep the administration, services and logis-
tics under the samee umbrella, and at the same time to cre-
ate virtually independent, market-oriented divisions that 
furnish the impetus for growth. This leads to a productive 
in-house mobility: if one sector grows more than another, a 
balance is maintained by shifting resources from a fl at sector 
to the one that is in rapid development.”
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Product development

The “signs and images” brand marks an important mile-
stone in the company’s development, the start of distribu-
tion of systems for making signs: at fi rst directly and then 
through a new franchising scheme. The initiative is de-
signed to cover the entire nation through a network of affi li-
ates, to which Cicrespi provides technical and organization-
al support, information, training and fi nal supervision. The 
number of affi liates grows to about 20, with a sales network 
covering about 70% of the country. The strategy is that ap-
plied to niche markets, but it’s not an easy segment, requir-
ing highly competitive quality, and it becomes essential to 
diversify. What is needed is general services, professional 
competence and a divisionalized structure that acts as a sen-
sor of market trends. The sales and service teams become 
more specialized. The opening of affi liates in Rome and Bo-
logna, and then Padova, provide new incentives. Cicrespi 
stipulates a contract for the exclusive sale of products by 
Videojet, an American company, making a leap in terms of 
technology that coincides perfectly with a piece of legisla-
tion that is highly favorable to the company. The new law 
requires the coding (printing of expiration date and produc-
tion lot and number) on all food and beverages as well as 
pharmaceuticals. The timing is perfect for Cicrespi. Then, 
in the mid-nineties, the company begins a strategic alliance 
with Videojet. The agreement consolidates Cicrespi’s posi-
tion in the stamping sector, allowing it greater freedom of 
action. Another alliance is created with the Italian company 
Termostabile Packaging, a leader in the sector of automat-
ed industrial production lines and labeling. Subsequently, 
Cicrespi buys out the comapny and changes its name to the 



current one, Cicrespi Engineering srl. These acquisitions and 
alliances make it possible for Cicrespi Spa to provide A to Z 
services in the sector of industrial stamping and labeling. 
The company offers a full range of products, complemented 
by an equally full range of services: consulting and technical 
assistance during the planning and design stage, prototypes 
and sample testing, supply of equipment and accessories, 
start-up of production, training of employees and pre and 
post-sales assistance.  Another division is created with the 
acquisition and incorporation of NSC (Compagnia Nazion-
ale Sistemi), specializing in equipment and accessories for 
the handling of paper and currency. Paper cutters, binders 
and so on, as well as machines that count, sort and pack-
age coins and bills. Finally, even machines that verify the 
authenticity of paper currency.
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1st Visit to Videojet USA - (from left) Luciano Bertoi, Roberto Allario, Giovanni Ghi-
sletti e Chiara Monticelli
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NSC leafl et

CICRESPI Liscate map
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Architectural Signs sample case
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New blood

Meanwhile, some young professionals joined the company, 
providing new impetus. With time and dedication, they as-
sumed managerial positions. We work with a profi t center 
system, a sort of table with many legs, where each leg is man-
aged by a team leader, whose group is responsible for achiev-
ing - or going beyond - a pre-set target. We used to call them 
divisions, now they are business units. This structure ensures 
a long life for the company, which was founded to distrib-
ute benefi ts, but also to achieve results. It’s a bit like the giant 
candle they carry in the procession in Gubbio: everyone must 
shoulder their fair share of the weight, or the others suffer the 
consequences.”
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The women

“The women of the family have always worked. My grand-
mother Matilde was a co-founder: she and my grandfather 
started out as partenrs in 1910. They had very little money, 
so she ran the offi ce while he was out selling his wares. In 
fact, she delivered one of her children in the offi ce. She was 
alone and couldn’t even answer the telephone because of 
her labor pains. When my grandfather came home, he found 
her cradling the newborn infant in her arms. That was the 
harsh reality then, for them and for the country in general. A 
woman capable of delivering her baby alone is certainly up 
to the challenge of running a company. I was very fond of my 
grandmother, and naturally of my mother as well, who was 
also a woman with character. They taught me how to run the 
company in what you might call a feminine way. With a fi rm 
hand on the tiller but with an amicable attitude towards our 
collaborators, whom we prefer not to call employees, a reduc-
tive term. At this point I should really mention a person who 
played an important double role, professional and personal: 
Giuseppina Bacchio, whom everyone called Giò. As often 
happens, my fi rst marriage did not work out. My fi rst wife 
and I decided to separate, and reached a mutually satisfying 
and amicable accord. It was at that point that I met Giò, who 
became my second wife. 
Giò deserves an aside dedicated to herself in this story. She 
worked as an offi ce manager in a company and dedicated her 
spare time to her favorite hobby, painting. I was told that a 
Danish company had developed a system - very innovative 
at the time - of producing computerized graphics. I took Giò 
with me to visit the company. 
That was the start of her company, Digitronic, the fi rst com-
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pany in Italy to offer that type of product. After many years 
of successful activity, she decided to retire from work in order 
to dedicate herself full time to our family and her fi rst love, 
painting.”

Paola Monticelli Crespi

Matilde Crespi Pavesio

1987 Japan - Giò and Carlo Monticelli
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Today and tomorrow

“The past two years have been very trying. It’s no use pre-
tending, even if it’s true that we have always been innova-
tive, always invested in research and development, new lines 
of business, new ideas and the latest technology. These are 
hard times, in Italy and abroad. But I am optimistic about the 
future, because I believe we have a store of unexpressed po-
tential, especially in tems of our collaborators, of which there 
are now a large number. This will allow us to develop many 
projects, which will be valuable to us not just in the immedi-
ate future, but in the mid to long term as well. 

What will the market require the day after tomorrow? It’s 
hard to say, because what with Information Technology and 
globalization, and their positive and negative effects, we have 
to learn to think outside the box. I’ve had the great privilege 
of meeting Ole Kirk Christiansen, the founder of Lego, a lead-
er in the toy sector, who used to say that “you must never let 
success go to your head.” I too believe that you have to keep 
your feet on the ground when things go well and remember 
to ask yourself what the market will demand in and how you 
can best meet your customers’ future needs. 

Then there are the famous three steps: the innovator, like Bill 
Gates, who produces low-cost, high volume software, is the 
fi rst. His success gives rise to a host of competitors, who try to 
offer the same product for even less, often provoking a crisis 
that sends the sector into a tailspin. But those who focus only 
on low cost don’t pay attention to quality service, and at some 
point they fail. And that’s the second step. 



The third step is the mature market, where business clans, let 
us call them, who invest in research and development ensure 
their long-term success. In any case, it’s no longer feasible to 
draw exclusively from the family. No one should feel entitled 
just because he or she is a relative. 

It’s important not to overlook the others, and, if they show 
merit, reward collaborators from outside the family, using 
productivity bonuses, fl extime and other initiatives that con-
tribute to the formation of a winning team. 

My hope is that in the future, Cicrespi will become a more 
international company, more diversifi ed and still more orient-
ed towards new markets.I am the third generation, after my 
grandparents and my parents, and after me will come Renata 
and Carlo, the widower of my daughter Chiara, who are both 
managing directors; Renata for purchasing and logistics and 
Carlo for marketing. 

The fi fth generation will require people with specifi c skills 
and interests, not necessarily members of the family. 

Today, the company’s impetus comes from a multiplicity of 
sources, managers who hold various decision-making posi-
tions and who have been part of the business family for many 
years now. They too have assimilated the company culture 
of curiosity and become innovators: sometimes they surprise 
me with ideas I would never have come up with.”
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Carlo Tavecchia

2010 The Future

Renata Monticelli Bettetini
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Alessandra and Federica Tavecchia

Anna, Francesca and Pietro Bettetini
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The daughters

Carlo Monticelli and Gabriella Maffei, who passed away pre-
maturely in 1993 at the age of sixty, had two daughters: Re-
nata, born in 1960, and Chiara, in 1964. Both of them joined 
the family company, altough they had many other options. 
The eldest graduated from high school with a diploma in 
languages (English, French, German) and started out as as-
sistant to the Managing Director. Subsequentely she went to 
Vienna for several months, where she worked with a compa-
ny  supplier. Upon her return she became the assistant to the 
Director of logistics and stamping. Since 1995 she has been 
the Managing Director. Like her father, in 2006 Chiara gradu-
ated from the Università Cattolica with a degree in Econom-
ics while also working. She took graduate courses in England 
and joined the company in 1984, working in every division. 
Chiara’s untimely death in 2006, from a terminal illness, was 
a tragedy for her father and everyone else in the fi rm. 

Chiara Monticelli Renata Monticelli



1967 Carlo, Chiara, Gaby and Renata Monticelli
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Managers 
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CARLO TAVECCHIA: Managing director for business 
projects, Communication and Image and Marketing Opera-
tions

“I had a small company of my own, formed in 1989, which 
operated in the gift sector: leather accessories and desk sets of 
high quality. When my wife Chiara, daughter of Carlo Mon-
ticelli, tragically passed away prematurely, my father in law 
convinced me to join the company. I now work in research and 
development, searching out new opportunities and promis-
ing sectors. In particular, with respect to e-business, we have 
set up a web-unit, which initially focused on re-doing the 
web site. Of course, this was only the beginning. Now we are 
working on electronic document management, computerized 
archives and replacing all the company’s paper archives with 
digital documents.  
This new activity could be applied to many areas; law offi c-
es, the courts, everyone who needs to move beyond paper 
records. Given my background in design, I also add my input 
to the company’s catalogues, graphics, business cards and 
other aspects of company communication.” 
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Carlo Tavecchia
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ALFIO GIANATTI : Managing director for Cicrespi Indus-
try and Services, Document Security and Currency 

“I’ve been with the fi rm for thirty years now, so I feel that 
I am part of the company’s history. I can say that I’ve con-
tributed to the development of new technologies. Our tech-
nological evolution started with the introduction of ink 
jet printing, which involves electronics and printing, heat 
transfer and computerization. 
The next step was laser printing in various forms, then quality 
control using x-rays and metal detectors, weight and level veri-
fi cation. We then moved on to labeling with bar codes, two-di-
mensional data matrices, “intelligent” labeling, radio frequen-
cies and, most recently, electronic document management. If 
you were to ask me what my fi rst priority is, I would reply that 
people in my position must be able to maximize the skills and 
competencies of their collaborators and the resources that their 
company puts at their disposal. Success is based on creating 
a competitive mechanism that is different and better than the 
rest, on staying a step ahead of the competition. 
Therefore, simply put, “shaping the future” means that the oth-
ers are trying to catch up to you, not the other way around.”
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Alfi o Gianatti
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MICHELE BONELLO: Managing director in charge of 
Brand Implementation and Visual Communication

“In practice, this business unit plans and implements re-
branding and corporate identity activities, developing a co-
ordinated image for those clients who need to expand the 
visibility of their brand, their company, their bank, their 
fi nancial services and products. That means we work with 
designers who handle the creative aspect, after which some 
engineering is applied before we arrive at the fi nal product. 
We then go into production, with contents that must be mar-
keted as rapidly as possible. 
Not infrequently, we must develop an image for several com-
panies at the same time, and all by yesterday. 
Let’s say that a bank decides that “we want to change our 
name immediately, we want to do it in a positive way and 
in 500 locations”, and that they give us a time limit - say two 
months - within which we must provide them with all the 
material they need to present their new image to the market. 
So we begin the creative stage, working with the client’s de-
signer. For small to mid-sized companies, we often develop 
the creative concept ourselves. I handle the client search and 
do all the coordination. You have to be careful, because if you 
make what appears to be only a small mistake, it can lead to 
a series of other errors down the line. Our work team is quite 
young, with an average age of 34. Constantly adapting to the 
changing demands of an evolving market. Our clients are not 
just Italian anymore. For years now, we have managed to es-
tablish local networks and partnerships throughout Europe, 
and now we even have customers in the United States. From 
1987 to 1995 we posted the best sales results on the global mar-
ket, successfully distributing Modulex interior sign systems. 
In 1994 our president asked me whether this strategy could be 
applied to our other business units, and in 1995 we invented 
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a form of service franchising. From 2000 on we directed our 
efforts to the production and sale of advertising displays and 
totems, indoor and outdoor luminous panels and digital com-
munications. My background allows me to anticipate what 
the market will require tomorrow. It seems easy, when put 
this way, but in fact it isn’t at all.” 

Michele Bonello



RENATA MONTICELLI BETTETINI 
Managing director in charge of Purchasing and Logistics  

“I’ve been working in the family business for thirty years now 
and I am a partner in the company, part of the ownership and 
a member of the fourth generation of the Monticelli family 
in the fi rm. For about 15 years I have been in charge of pur-
chasing and logistics for all the business units in the group, 
regardless of the sectors they are active in. Basically, I handle 
the contacts with strategic foreign suppliers, through an of-
fi ce managed by my assistant. With respect to my relation-
ship to our president, my father, I can say that he has helped 
me grow over the years: his presence has been positive and 
stimulating in business terms and his guidance has been very 
valuable to me. It sounds like a cliché, but in point of fact rela-
tions between different generations, particularly fathers and 
their children, are rarely trouble-free and devoid of competi-
tion. Now that I have mastered almost every aspect of my job, 
I’ve developed an independent identity and my own ideas, 
so naturally we are not always of the same mind. Of course, 
while the president tends to steer others in the right direction, 
with me it’s more a question of precise orders. But in the end, 
the positive aspects predominate, and our disputes, if one can 
call them that, end up resolving themselves in a short time. 
Relations with our strategic partners have changed radically 
over the past 15 years. Previously, it was a family to family 
thing, whereas now we work with managers of multinational 
corporations, with situations that change at the speed of light 
and thus require constant attention. 
There’s a saying that the fourth generation - mine, that is - is 
the one that ruins the family business. I can assure you that 
won’t be the case with us, with thirty years of experience to 
back that promise. A man and four women are due to join us 
for the fi fth generation, and in our family, the women tend to 
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be stronger than the men. It’s been that way since the thirties, 
so I’m not at all worried by the prevalence of women. The 
young man is the eldest of the new group: he has just fi nished 
his university studies and I hope that he will decide to join the 
fi rm one day, perhaps after some experience in other compa-
nies, in order to add his contribution to Cicrespi.”

Renata Monticelli Bettetini
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PIER PAOLO VIGORELLI
Managing Director for Finance and Human Resources

“I have worked at Cicrespi since 1973. I am one of the man-
aging directors and I oversee the management of human re-
sources. Among the positions I have held, I would say that 
the most important is the control of management, because 
Cicrespi has a number of divisions, and it is thus essential to 
control the costs and income of each division and business 
unit. This structure has yielded excellent results for Cicrespi, 
keeping our fi nancial statements at consistently high levels.”   

Pier Paolo Vigorelli
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DAVIDE BACCELLA
Head of Purchasing, Logistics, Quality, Environmental Pro-
tection and Safety 

“I joined Cicrespi in 1972, right after getting my high school 
diploma. I started out as a salesman in the central and south-
ern part of the country and later became head of the com-
pany’s offi ces in Rome, where I worked until 1996, the year 
in which I was asked to move to Milan to take over the qual-
ity certifi cation project and organize safety in the workplace 
on the company’s premises. Cicrespi had coined an eloquent 
new term: turboquality, which translated not only into the im-
portance of quality in our relations with our customers, but 
also being lean and rapid in meeting their expectations.” 

Davide Baccella
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FRANCO  LATARTARA
Head of Credits, Crivacy and Legal Issues

“I’ve been with the company since 1980 and I oversee the man-
agement of credit and all the accounting procedures involved 
in the pre and post-sales relations with our clients, trying to 
simplify the administrative relationship as much as possible. 
Our company has always considered this aspect important, 
because handling the relationship with the client effi ciently 
from the start means not wasting his time or ours. 
For this reason, in 1988 we set up a fi nancial leasing service 
through our holding company, Monfi n, for our clients who 
wanted to extend their payments  over 24 months. An anec-
dote I’d like to mention: when I was 17, I used to go to a mar-
tial arts school in Milan, in via Spartaco. I was working and 
taking evening classes, and when I’d pass by n. 19 on my way 
to the gym, I’d glance at the insignia on a basement window 
that read Carlo Crespi & C. I wonder what they do, I used to 
ask myself. Well, I defi nitely satisfi ed my curiosity!”
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,

Franco Latartara
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ANTONIO VILLI’
Managing director in Charge of Operations

“My activities focus on Cicrespi Engineering. I was hired to 
oversee its evolution from what used to be the old Termosta-
bile company, which concerned itself with labeling systems, to 
a company that produces automated systems. Our task is to 
automate and/or accelerate production lines. Our challenge 
is to achieve artisan-quality results with industrial volumes 
and times. We therefore design special solutions and imple-
ment them, which boils down to having a sample and some 
fi gures: the product must be like the sample and the volume 
and cost fi gures must match the desired numbers. At that 
point, the client comes into play and we bat numbers back 
and forth until we reach agreement on a price that satisfi es us 
both. But we don’t pretend to be experts on everything. We’re 
each specialized in different sectors, like lasers, software in-
tegration or mechanical engineering. In the end, we combine 
our competencies and address the problem from every pos-
sible standpoint.” 



99

Antonio Villì
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Carlo: one last story; the fi rst deal

“When I used to go to school in via Morosini - I must have 
been seven or eight - one day my mother saw me playing with 
some one and two lira coins. I can still feel her eyes on me, 
with a strange look, different from all her other expresions. 
A little later, my father joined us, and he also had that look in 
his eyes. My mother asked, “Where did you get those coins?” 
“A classmate of mine gave them to me,” I replied. “And what 
did you give him in exchange?” “Two pencil holders.” They 
were springs that held your pencils upright on a base, so they 
wouldn’t fall off the table and get lost, and so no one else 
would take them: sometimes you still see them used today. 
Those two springs, which together couldn’t have been worth 
a single lira, since there were no pencils attached, were my 
fi rst sale. I’ll never forget the sound smack I received, nor the 
look in my parents’ eyes. It was an important lesson: I had 
been dishonest, and you won’t get anywhere that way. Natu-
rally, I had also discovered the pleasure of making a deal. In 
the many, many years since then, I have never forgotten my 
parents’ lesson. I truly believe that I have sold - or bought - 
both pencils and companies with the same attitude and the 
same modality.” 
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The Rotary Club

“I am a member of the Rotary Club, and I must say that if I 
had not joined the Rotary, my life would have been different. 
I’ve never seen it in business terms, but rather as a way of 
expanding my outlook beyond national borders. The Rotary 
is an association that helps the less fortunate, and its mem-
bership includes one million and two hundred thousand 
people throughout the world, excepting a few marginal na-
tions where freedom of association isn’t recognized. I was 
introduced to it in 1968 by an American friend, Ira Gottscho, 
with whom I got along famously.  After a failed attempt and 
an invitation from the Lions Club, I heard that a friend of 
mine was a co-founder of a new chapter of the Rotary, and I 
was fi nally admitted: it was 1975.  I began as secretary, then 
President of my chapter and fi nally District Governor. In the 
Rotary, it’s merit that counts, not rank. And the benefi ts are 
reciprocal: I’ve given a lot, but I’ve learned a lot, too. In 1999-
2000 I had the honor of being on the Rotary International 
Board of Directors - Evanston, Ill. USA. The other members 
were African, Australian, American, European, Indian, Japa-
nese, etc. Those who know me well, and my family fi rst and 
foremost, like to say that I’ve got Rotaritis, but that it’s not a 
terminal illness…
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1987  Venice - Amerigo Vespucci sailing ship - Carlo and Gio’ Monticelli

1999 Rome Apr. 14th - Pope John Paul II, James L. Lacy ROTARY International
President 1998 - and Carlo Monticelli
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1987 Amerigo Vespucci sailing ship -  welcome on board

1986 International Assembly - Italian Governators and wifes - Talents Night
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1999 - 2000 Rotary International Board of Directors - Evanston, Ill. USA

ROTARY International 1999 2000 Board of Directors
(1st row from left > sited)                                                                      
Julio Sorjus, Barcelona, Spain
Ron. D. Burton, Norman, Oklahoma, USA
Abraham Gordon, Bridgeport, Connecticut, USA
Carlo Ravizza, Milan, Italy  “99-00 President”
Frank  J. Devlyn, Mexico City, Mexico “00-01 President”
William B. Boyd, Auckland, New Zeeland                                                   
Noel Fryer, Crewe, Cheshire, England
(2nd row from left > standing)
Samuel L. Greene, Westlake Village, California, USA
Carlo Monticelli, Milan, Italy
Finn O. Johannessen, Charlottenlund, Norway
William G.B. Gant, Calgary, Canada
Mark Daniel Maloney, Decatur, Alabama, USA
Hippolito S. Ferreira, Belo Horizonte, Brazil 
(3rd row from left > standing)
Louis Piconi, Pittsburgh, Pennsylvania, USA
Bob Menconi, Davie, Florida, USA
Ryuichi Kotani, Kyoto, Japan
O. P. Vaish, New Delhi, India
Mario P. Grassi, Lugano, Switzerland
Iwao Shino, Tokyo, Japan
Ewin H. Futa, Honolulu, Hawaii, USA  “General Secretary”
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Rotary International Headquarters - Evanston, Ill USA

1987 April, Movie star Marcello Mastroianni with Governor Carlo Monticelli - Desenzano
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Final credits

If this were a fi lm instead of a book, this would be the 
point for the fi nal credits to scroll across the screen. But 
we can apply the same technique to writing: there is no 
good reason not to. 
The scenes that come to mind in a rapid sequence describ-
ing the Cicrespi story could be the following (in chrono-
logical order):

Carlo Crespi and his wife Matilde, in a sparsely decorated 
room at n. 2 via Spartaco, in Milan, decide to go into busi-
ness for themselves. 

The young couple,  modest, perhaps even too modest, are ac-
corded a loan of three thousand lira from Carlo’s rich brother.

Carlo leaves every morning with a suitcase full of goods.

Carlo cycles through the countryside near Tortona and 
sees the abandoned farmstead he will later buy.

Exodus and return, during and after the war, with old ox-
carts, cars and trucks, crossing the Ticino river on a pon-
toon bridge of lashed barges. 

At eighteen, Carlo Monticelli begins working in the fam-
ily business.

Carlo goes to England, learns the language and expands 
his horizons.
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Carlo’s fi rst business intuition: the market has changed, 
the company must react quickly: the shift from stationery 
to bookbinding.

The new, expanded factory building in Liscate.

Sequences of the company president on the streets of New 
York, Canton and Moscow.

Monticelli, in a situation reminiscent of Micheal Douglas 
in Wall Street, signs the deal with Videojet.

Carlo’s daughters, Renata and Chiara, join the company 
and become partners.

A sequence in the heart of the company: workers at their 
computers in the ample open offi ce space and at the ma-
chines in the immense factories.

The President speaks at a meeting of the Rotary Club. 

There are a host of fi lms to choose from, of every imagi-
nable type. The Italian ones already mentioned, the ones 
featuring trials and tribulations and hope for the future, 
the “bourgeouis” snapshots in the Visconti style, and nat-
urally, the Manhattan settings. And many more.  
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Family

In the hundred years of its existence, Cicrespi has grown and 
evolved, literally turning itself inside out. But its DNA has 
never changed, though its appearance certainly has. Its initial 
form, the family structure, has remained intact despite every-
thing. Of course, its look and its philosophy have evolved, but 
the family feeling has persisted. This doesn’t necessarily mean 
a fatherly boss with his hand on your shoulder, who benevo-
lently growls “if you need my help, boys, just ask: my door is 
always open.” It’s an attitude shared by everyone in the com-
pany, no matter their position, who see each other only oc-
casionally and who may have contact with the president only 
once or twice a year, but feel that they are part of something 
they care about and are loyal to, not just employees collecting 
a paycheck. That kind of family. At recent meetings, those co-
inciding with the so-called global economic crisis, every pos-
sible option has been taken into consideration. 
Every option but one: cutting back on personnel. 
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The company canteen

When I fi rst met the company president, Carlo Monticelli, at 
Cicrespi, I was with Tiziano Sossi, a fi lm director I was work-
ing with, who was to make a series of shorts about the compa-
ny. The factory stands out clearly from the highway: a complex 
of several buildings. At the reception desk we were welcomed 
by a large monitor displaying a personalized greeting. We met 
with the president in his offi ce, the walls adorned by diplomas 
and plaques. After hearing a fi rst round of stories, we were tak-
en to visit the various departments. Our fi rst impression  was 
one of cutting edge effi ciency and great productivity. At lunch-
time we were invited to eat in the company canteen, cafeteria 
style but of excellent quality. Everyone stood in line with their 
trays: the president, the guests and all the employees. When 
we had fi nished, we put everything back on the trays to place 
them on the conveyor to the kitchen. Monticelli put his tray on 
the belt and came back for mine, and then Sossi’s. Over coffee, I 
remarked that we could have done it ourselves, and Monticelli 
replied that guests almost always put the trays on the con-
veyor with the bottles upright, making them fall off in transit. 
Even in the smallest things, the president’s approach stayed in 
character: anticipate problems and take the necessary correc-
tive measures.
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CICRESPI Liscate

CICRESPI Liscate
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Timeline

1910
Carlo Crespi and his wife Matilde found Carlo Crespi & C. in 
Milan

1915-18
World War I. Carlo Crespi is called up and does his military serv-
ice in Tortona. He buys a farmstead there that will provide a ref-
uge for the family and the entire company during the next war.

1923
Carlo Crespi & C. moves to its new headquarters, a three-sto-
rey building at n. 19, via Spartaco. 

1933
Their daughter, Paola Crespi, marries Ugo Monticelli, who joins 
the family business. 

1940
Carlo Crespi, the founder, dies, but his dream haas become a 
reality, and the entire family continues to put their efforts into 
the fi rm, despite the air raids and the diffi culties created by the 
Second World War. 
Ugo Monticelli, a Captain in the Artillery, is sent to the front 
lines in Greece and Albania. 
Matilde and Paola Crespi move the company, with some of the 
workers and their families, to Tortona (Alessandria) and keep 
things going during those trying times. 

1944
Ugo Monticelli returns and, together with Paola, runs the 
company.
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1946
With the hostilities offi cially ended, the company returns to 
its headquarters at n. 19 via Spartaco, in Milan, which had 
fortunately not been hit by bombs.

1951 
Carlo Monticelli, son of Ugo and Paola, begins working as a 
salesman in the northwest Lombardy area.

1956 
Carlo suggests that the company abandon the stationery and 
school supplies sector and focus on more promising areas, such 
as the technical sectors of bookbinding and hot stamping.

1959
New workshop for the production of bronze characters for 
hot stamping (pantografo).

1970
Organizational diversifi cation based on the French wholesale 
distribution center model.

1972
Agreement for the distribution of Modulex (a Danish company 
in the Lego group) products  in Italy. 

1976
The warehouses are moved to a new site in Liscate, east 
of Milan.

1979 
Carlo Crespi & C. becomes Cicrespi and a new company 
headquarters is built in Liscate, next to the warehouse
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1980
Renata Monticelli, Carlo’s daughter, joins the company as an 
junior executive in the export division.

1982
Renata and Chiara Monticelli (Carlo Monticelli’s youngest 
daughter) become partners in the fi rm.

1984 
Chiara Monticelli begins working in the company as a sales-
person for the Modulex planning system.

1988 
Contract for the exclusive distribution of products by Videojet, 
an American company that is the world’s leading producer of 
industrial ink jet printers.

1990
The concept of Cicrespi TURBOQUALITY is introduced. a 
team whose objective is “turbocharged” quality. An adjacent 
complex of offi ces and warehouses is purchased in Liscate, 
in via Milano.

1993
Cicrespi acquires NSC Compagnia Nazionale Sistemi, a 
company that supplies equipment and systems for handling 
paper money and coins. 

1994
A new franchising system is introduced for the sale of interior 
signs. A new building, at n. 1 via Milano, is built for the signs 
division.
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1995
Chiara Monticelli Tavecchia is named Managing Director in 
charge of Marketing.

1997
Cicrespi acquires NSC and creates its fi rst web site, www.
cicrespi.com.

1998
Renata Monticelli Bettetini becomes Managing Director in 
charge of Purchasing and Chiara Monticelli Tavecchia is ap-
pointed Vice-President.

1999 
A strategic alliance agreement is signed with Videojet 
Technologies Inc., the world’s leading producer of technol-
ogies for product identifi cation, whose products Cicrespi 
has distributed i italy since 1988. Acquisition of the Italian 
company Termostabile Packaging, specialized in industrial 
labeling and automated production lines. 

2000 On April 5th, the company celebrates its 90th anniver-
sary with an event that brings together clients, suppliers, local 
offi cials, relatives and friends. 

2003
Launch of the Kaizen continuous improvement system.

2004
Termostabile Packaging changes its name to Cicrespi En-
gineering, the Termostabile brand is kept to identify its in-
dustrial labeling lines, which have a good reputation on the 
market. 
Cicrespi “Solutions and Value”:
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5 Business Units: 
[MI]  Industrial stamping,
[EI] Industrial labeling, 
[SFA] Special stamping and fi nishing, 
[SDD] Document and currency security, 
[ SI ] Signs and banners. 

2005
The Milan Chamber of Commerce awards Cicrespi a Di-
ploma and Gold Medal for 94 years of exemplary business 
activities.

2006
On February 23, Chiara Monticelli Tavecchia passes away 
after a serious illness.
May: Carlo Tavecchia (Chiara’s husband) accepts Carlo 
Monticelli and Renata Monticelli Bettetini’s offer to join the 
Cicrespi organization. 
Confi ndustria awards Cicrespi Engineering a Certifi cate of 
Excellence.
Cicrespi is offi cial supplier of the Winter Olympics – Turin.

2007
New graphic image and “Company Claim”: Cicrespi: WE 
SHAPE THE FUTURE. 
SDA Bocconi assigns the “Best Innovation Award 2007” to 
Cicrespi Engineering  for its outstanding focus on innovation.
Another building is constructed in a lot along Via Trieste, to 
house B.U. Brand Implementation. A new “Cicrespi Interna-
tionalization” program is launched.

2008
On October 1, 2008, the new building, known as “5”, is inau-
gurated. It is an eco-friendly “Green Building”, which emits no 
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greenhouse gases, draws energy from solar panels and uses 
groundwater  and heat exchangers. It is the fi rst building of its 
kind in the Eastern area of Milan.

2006 Certifi cate of excellence - Italian Association of Industry

2005 Golden certifi cate of the Milan Chamber of Commerce
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2008 Sodalitas Social Award to give value to human capital

2008 Best Innovation Award SDA Bocconi School of Management 

2006 Offi cial Supplier of Winter Olimpics Turin
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Pino Farinotti is author, specialist and profes-
sor. Collaborator of the main Italian newspa-
pers and televisions, has written outstanding 
books, stories and glossaries. Has signed 
bestsellers translated internationally getting 
signifi cant awards (Bancarella, San Vidal,  
Maria Cristina, and so on). The President of 
the Republic of Italy has nominated him “ 
Meritorious  of the Culture”, one of the hi-
ghest country’s acknowledgments. 
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CICRESPI AND ITS 
FIRST CENTURY

in step with the Country’s history

“… Cicrespi designs, produces, integrates and pro-
vides assistance for systems of identifi cation, trace-
ability and security of products and processes.
Its high degree of specialization, achieved in 
collaboration with its international partners, 
guarantees the best value solutions for its cu-
stomers’ specifi c needs, anticipating trends and 
exploiting the latest technology available on the 
market.
One of world’s outstanding companies, whose 
people have for over a century followed, extended 
and optimized the business acumen and commit-
ment of their leaders: fi rst the Crespi founders 
and then Monticelli, Bettetini and Tavecchia.
The president, Carlo Monticelli, heads the two 
generations currently at work in the company, 
including his daughter, Renata Monticelli Bet-
tetini, managing director, and Carlo Tavecchia, 
also a managing director and the husband of 
Chiara Monticelli, who was a director at Cicre-
spi for twenty years and passed away due to il-
lness in 2006.
In terms of its market, its philosophy, function 
and destiny, Cicrespi is more than an indepen-
dent company: is a microcosm moving through 
the history of Italy, adapting to its changing vi-
cissitudes. Its “international” vocation extends 
the concept to the entire planet. In fact, one can-
not fully understand the story of this company 
and of these families unless the context is exten-
ded far beyond our national boundaries… “ To 
arrive to all this, Cicrespi has gone through one 
century becoming part of it. For its drivers to 
correct, time by time to the changes, often sho-
cking that the country has gone through, has not 
been easy: the fi rst years of nineteen hundred, 
then the First world war, then the fascism, the 
second world war, the peace, the boom of the si-
xties and after that the great changes of the fol-
lowing years, fi nally technology and globaliza-
tion. This book tells in great deal the company 
and its people. To start with that 1910 coming to 
one century of life.
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tetini, managing director, and Carlo Tavecchia, 
also a managing director and the husband of 
Chiara Monticelli, who was a director at Cicre-
spi for twenty years and passed away due to il-
lness in 2006.
In terms of its market, its philosophy, function 
and destiny, Cicrespi is more than an indepen-
dent company: is a microcosm moving through 
the history of Italy, adapting to its changing vi-
cissitudes. Its “international” vocation extends 
the concept to the entire planet. In fact, one can-
not fully understand the story of this company 
and of these families unless the context is exten-
ded far beyond our national boundaries… “ To 
arrive to all this, Cicrespi has gone through one 
century becoming part of it. For its drivers to 
correct, time by time to the changes, often sho-
cking that the country has gone through, has not 
been easy: the fi rst years of nineteen hundred, 
then the First world war, then the fascism, the 
second world war, the peace, the boom of the si-
xties and after that the great changes of the fol-
lowing years, fi nally technology and globaliza-
tion. This book tells in great deal the company 
and its people. To start with that 1910 coming to 
one century of life.
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Pino Farinotti is author, specialist and profes-
sor. Collaborator of the main Italian newspa-
pers and televisions, has written outstanding 
books, stories and glossaries. Has signed 
bestsellers translated internationally getting 
signifi cant awards (Bancarella, San Vidal,  
Maria Cristina, and so on). The President of 
the Republic of Italy has nominated him “ 
Meritorious  of the Culture”, one of the hi-
ghest country’s acknowledgments. 
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tetini, managing director, and Carlo Tavecchia, 
also a managing director and the husband of 
Chiara Monticelli, who was a director at Cicre-
spi for twenty years and passed away due to il-
lness in 2006.
In terms of its market, its philosophy, function 
and destiny, Cicrespi is more than an indepen-
dent company: is a microcosm moving through 
the history of Italy, adapting to its changing vi-
cissitudes. Its “international” vocation extends 
the concept to the entire planet. In fact, one can-
not fully understand the story of this company 
and of these families unless the context is exten-
ded far beyond our national boundaries… “ To 
arrive to all this, Cicrespi has gone through one 
century becoming part of it. For its drivers to 
correct, time by time to the changes, often sho-
cking that the country has gone through, has not 
been easy: the fi rst years of nineteen hundred, 
then the First world war, then the fascism, the 
second world war, the peace, the boom of the si-
xties and after that the great changes of the fol-
lowing years, fi nally technology and globaliza-
tion. This book tells in great deal the company 
and its people. To start with that 1910 coming to 
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