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The market is a challenge, a game 
to play everyday with always-new 

strategies. A winning team should 
be up with the competition. We are 
here to play together with you, to 
challenge the market and beat it 
two-nil. We do normally with the 
clear child’s unconsciousness, the 
disciplined methodology of simple 
thought because only the complex 
thought generates winning projects. 
Looking at what surrounds us with 
true eyes, not to be fooled by what 
we can take for granted. This is 
our lateral thinking, our trump 
card. The pages that you’re about 

to read contain just few things. 
They’re not a report, arranged by 
date or by category. They are not 
excerpts of our work. They’re not 
a make up, a cosmetic operation. 
They mean to be not a window of 
projects but the motivations and 
the reasons that have led us to 
certain conclusions. Understanding 
how a project starts and develops, 
what its explicit contents and 
hidden contents are means to give 
creativity its proper value. Who 
will browse our brochure should be 
able to catch the functionality, not 
the beauty, considering the path we 

have followed. It’s a bad sign when a 
project gets labeled as “it’s beautiful” 
rather than “It works!”. Our work is 
not poetry, abstractionism, rhetoric 
and an end in itself. It’s concreteness 
and immediacy in order to achieve an 
effective result. Sometimes clients 
are astonished at our proposals. 
On the same way we have worked 
with companies inclined to change 
their skin just because they accept 
revolutionary ideas up to convert 
the production. Because the have 
trusted our competence and us. 
Ball on the centre spot: the match 
starts.



It’s a matter of style!
metae  has its origins in the association of three 

professionals, three persons with different and 
complementary stores of experience. In common we have 
a preference for concreteness: our head is in the clouds 
of creativity but our feet down to earth. We are persons 
of few words since we like to speak with the facts: we call 
a spade a spade since clarity is essential for an effective 
and forceful communication. We don’t claim to be the 
best but we know we are different.

maria Pia Morelli is sweetness and smile, energy 
and determination. She has been a successful  

businesswoman, but she’s also a writer and inquiry 
mind of Italian industrial culture. Her energy boosts 
and pushes Metae towards successful goals.

mauro Forlani is the director that stays behind the 
scenes and directs the game firmly and precisely. Like 

a modern alchemist, he mixes creativity and competence 
to give birth even to the most fanciful projects.

Gian Barco is the 361°, the surplus value, the one 
who destroys the game rules. He’s able to see the 

essential invisible to the eyes. He is the fantasy that 
goes beyond tradition and conventions. He faces the 
work as a challenge to play on the client’s side: because 
in this game synergy always wins.

We show our face because we’re not afraid to lose it.    
We show our face but our heart too. 

you can’t drIve 
a car lookInG back, 
but you can watch 

a movIe that beGIns 
wIth the epIloGue: 

an unusual poInt 
of vIew that GIves 
lIGht and meanInG 
to what follows. 

It Is necessary 
to know where 
we start from 

In order to know 
where we are GoInG; 

It Is necessary 
to have a startInG 

poInt In order 
to fInd

 a destInatIon. 

!
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faIr 
dealers
p  laying with someone else’s 

money is easy: there is 
nothing to lose, just to earn, 
whatever may happen. We do 
believe that the client’s money 
is our money too and we don’t 
spend a euro if not motivated. 
We want to put an end to the 
myth of the advertising agent 
as a foolish genius. We would 
rather be coherent with the 
client’s goals. Just a proper 
communication leads to 
positive growth. This is why 
it is necessary to get into the 
product’s core, to understand 
the inner mechanisms to 
embrace it without distorting 
the personality that stays 
behind. Listening and deeply 
understanding your needs is 
our categorical imperative: 
we build the project together; 
we don’t lose sight the original 
subject and its winning 
features. There are good ideas 
and right ideas: the difference 
lies in the coherence with your 
needs and intentions. We 
can’t just think in the abstract 
since it is a work that aims to 
concreteness: a design object 
is not just beautiful, but also 
functional, a message can’t 
just be well written, it has to 
be effective. 

proper 
value 

to 
creatIvIty
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sell! Sell! Sell! That’s the 
categorical imperative 

of the current market. 
First of all investments are 
necessary to become well 
known and identified in the 
crowd of competition in order 
to be successful: a product 
that sells itself doesn’t exist. 
An investment requires a 
starting budget that will 
bear fruits if thoughtful 
and well targeted. We don’t 

propose to take a shot in the 
dark: our target is the client’s 
target, that is introducing 
a good idea and conveying 
the right value. We plan ad 
hoc strategies according to 
company’s personality: there 
is no magic spell suitable 
for everybody. We bring our 
ideas in the real world and 
we give them substance 
and solidity, a tailor made 
dress for the client. Among 

infinite solutions we choose 
the winning combination, 
like a clean and precise 
“watercolor stroke” that 
draws the perfect sign. Our 
experience and sale data 
confirm that we give the 
right answers.



At school we have been 
taught that “off topic” 

is wrong: to us it’s an ace 
up our sleeve, the spark 
discovering the unexpected 
in everyday life. It’s a 
different point of view that 
turns upside down the 
perspective. The explorer 
doesn’t follow traced paths: 
he creates always-new 
ones. Who leaves the old 
path for the new one is a 
pioneer. It’s easy to describe 
what you see; it’s harder 
to describe what is still 
hidden. We are able to see 
beyond thought not being 
visionary, like a modern 
Michelangelo who used to 
carve the stone to free the 
forms that were already 
inside the stone. Our day 
life is made by speed, 
multimedia incentives that 
induce us to flick through 
the channels, in order to 
find out the idea impressed 
in a freeze-frame or a slow 
motion. Often we find the 
idea in unusual places: this 
is our strength, we are able 
to overcome conventions, 
outside traced paths, 
though following the brief. 

Who invents jokes? Who 
starts a fashion? When 

does a featureless event 
characterize jeweler’s shops 
for a whole decade? In our 
disposable age we have 
created a long-lasting case. 
Once jewels were placed 
into the jewel box, but now 
they are already inside it. 
It is a precious, elegant and 
durable casket that attracts 
other jewels and highlights 
the original brand. 

We have stolen jewels 
from models and we 

have placed them on flowers. 
We have changed the usual 
context to enhance the 
message and make it more 
effective. A pair of earrings is 
not less beautiful if dangling 
from a calla lily’s lobe and a 
solitaire is not less precious 
on a rose stalk.  

Our job leads us to work 
together with strict and 

uncompromising sectors 
bound by traditions. In this 
case the winning intuition 
is the idea that goes 
beyond, against the tide, 
the subtle provocation that 
becomes reality. In football 
fields we have changed the 
“black man” into the “white 
man”. We have been the 
playmakers of the match. 

Ceci n’est pas un ballon.
It is made by leather. 

It is colored. It is made by 
pieces sewn up together.                   
What’s this?
Perverting the nature of 
an object doesn’t imply its 
cancellation. Changing the 
order of the addends does 
not change the sum. We have 
created an accessory to show 
and to show itself. We have 
broken the balls and we have 
invented something new.

OFF TOPIC



G i v e 
us protection, 

shiftless creative. Nor 
have I seen a mightier man-

at-arms on this earth than the 
one standing here: unless I am 
mistaken, he is truly noble. This 
is no mere hanger-on in a 

hero’s armour. He shows 
the virtue of our 

creativity.

Fare 
you well, my 

lord, and believe this of 
me: there can be no kernel 

in this light nut; the soul of this 
man is his clothes. He wears a 
mantle, that reaches to the earth. 
Spread therefore thy mantle 

over the battle, to show the 
enemy what he ignore 

the fate.

Thy 
bright dress  

above, adorned within; 
the lining showed, with 

costly trimming of red 
arabesque. He casts his eyes 
on the knight and rides fiercely 
up and down, dressed in red, 
fair flowing locks, enfolded his 

shoulder. He rides straight 
to high dais, fearless 

of mischief.

After 
many trials, at 

the end, he was destined 
to conquer the treasure 

chest. Thy treasure, thy seal.

Sir, time will make your 
fortune.

Lucifer’s 
angel with a 

sword carried high, 
That was both precious 

object and token of honour. 
Wherever in the world he 
were, it seemed as if he 
might be a prince without 

peer in the field where 
fell men fight.

you can 
judGe a 
book by 
Its cover.
 
where do we start to create 

a communication? Where 
do we want to get?  We would 
rather give an example that 
could be contradicted by 
other examples. The lands of 
creativity are tight, mistrustful, 
prejudiced. The motorcyclist 
strikes freely across the streets 
and seems to have a suspicious 
and traditionalistic attitude to 
communication paradoxically. 
Thus we have started from the 
motorcycle mania to create a 
new communication. We have 
analyzed his movements and 
we have drawn a conclusion: 
you become a motorcyclist when 
you get dressed not when you 
get on the motorbike. In this 
case you can judge a book by its 
cover. We shift the time axis, 
from contemporary sophisticated 
motors to the time when the 
motorcycle was a horse. Middle 
Ages, knights, mythology...  an 
infinite box that allows us to 
respect the brief and underline 
the product, arousing emotions.
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Trust can’t be an imperative: 
it starts with conditional and 
becomes present and future 
indicative. Some clients of 
ours trust us blindly.

We ask our clients to 
be brave, to take up the 
challenge by our side, to play 
together for success, to trust a 
winning team. Trying before 
you buy is good, but to keep 
buying is better. 

Trust is the correspondence 
between expectation and 
result, being aware that the 
ship will get to the harbor 
because a good captain is 
at the helm. Relying upon 
professionals who will invest 
capital. Let an expert and 
persuasive speaker talk.

Everyone has his job and his 
competences that make you a 
stylist rather than a jeweller 
or a butcher. Communication 
is our job: trust us.

TRUST US



 Unique
 Atypical
 Genuine 

Change the usual point of view. Cross the mirror and looks at what surrounds you with our eyes.

We don’t believe in photocopiers: every work is different because every client is unique.
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Biotek Telwin

Spostare sempre un po’ più avanti gli obiettivi,
pretendere in ogni occasione qualcosa in più.
Con razionalità e logica, consci delle nostre capacità,   
l’obiettivo primario è servire al massimo il cliente, 
curandone la soddisfazione come una piantina di 
cui aver  pazientemente cura.

All’alba di un nuovo anno per noi è normale vedere 
che il punto da dove sorge il sole è un po’ più alto 
rispetto all’orizzonte visibile. 
Siamo fatti così.

web: www.pulitalia.it
e-mail: info@pulitalia.it

Ogni giorno che nasce ha la sua linea dell’orizzonte.
Per ogni giorno che nasce noi tracciamo la nostra. 

Nel 2009 sposteremo un orizzonte anche per Voi.
Buon 2009.

Pulitalia

Roberto Magi Argenti Nuovegioie Safilo

Selle Italia Northwave

experIences
every experience is a story on its own. They are all exclusive; 

none of them refers to the others. We create just tailor-
made dresses and this window is just a keyhole to peek into 
and to imagine how collaboration could develop. Team play.



our 
drawers
In the drawer you put your socks. 

You can hold your dreams too. 
The drawer of memories reminds 
you who you are. In the drawer of 
wonders you can find everything. 
In the secret drawer you can hide 
precious things. They all hold 
something you don’t need now, 
though they will get useful, sooner 
or later. They take care. They tidy 
up. They smell good. They tell the 
world about who has filled them. 
Our drawers contain all the things 
we could do for you, ideas, projects 
and innovations. We think that an 
agency selling creativity should 
always have drawers full of ideas. 
Maybe they wouldn’t be considered, 
ruthless brainstorming would 
reject them, demanding clients 
maybe would appreciate them, 
although they won’t use them: 
that’s not important. Having the 
winning idea on the tip of our pen 
is important, the pen we dip into 
the ink of creativity. The drawers 
are the right place to rummage. 
They are waiting for you to open 
them. 

Metæ srl 

Via Dell’Industria, 71
36100 Vicenza - Italy
Tel. +39 (0)444 340898
Fax +39 (0)444 340904
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