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GUARDIA SANFRAMONDI 2035
Document 7: Creative Quarter and Arts Strategy

A practical cultural-development strategy for studios, galleries, artist residencies, events, public art, 
difficult-access spaces, creative partnerships, and year-round life in the centro storico.

Version: June 2026 | Working civic planning document

Purpose Turn Guardia's existing creative energy into an organized, fundable, year-
round cultural regeneration program.

Use For Comune discussion, artist and gallery outreach, property activation, 
cultural partners, universities, funders, residents, and international 
homeowners.

Principle The Creative Quarter should not be decorative. It should solve vacant-space 
reuse, public activity, property confidence, cultural identity, tourism quality, 
and year-round economic life.

Planning note: This document is not a legal, zoning, heritage, procurement, building-code, safety, accessibility, 
tax, or grant-application opinion. Any cultural-space, studio, gallery, residency, public-art, event, lease, 
property-use, or funding decision should be reviewed by the Comune, technical office, property owners, legal 
counsel, heritage authorities where applicable, safety professionals, funding specialists, and qualified cultural 
operators before adoption or implementation.
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1. Executive Summary
Guardia Sanframondi already has a meaningful creative foundation: artists, writers, musicians, galleries, 
studios, international property owners, cultural memory, historic streets, wine and olive-oil identity, and a 
centro storico that can serve as a distinctive setting for cultural activity. The opportunity is to organize these 
assets into a visible Creative Quarter that supports the broader Guardia 2035 strategy rather than leaving the 
arts as scattered private activity.

The Creative Quarter should not be treated as a decorative add-on. It should be one of the practical engines of 
historic-center activation. Difficult-access spaces that may be unrealistic as full-time residences can become 
studios, workshops, small galleries, storage for cultural programming, writers rooms, rehearsal spaces, 
public-art locations, or seasonal residency spaces. This allows the one-euro house initiative and abandoned-
property strategy to be more flexible and credible.

The recommended approach is phased. Guardia should begin with mapping existing artists and spaces, 
organizing a public open-studios pilot, creating a bilingual cultural route, identifying a small number of 
usable spaces, and preparing a partner packet for universities, arts academies, Creative Europe networks, 
Erasmus+ adult-learning partners, Culture Moves Europe residency hosts, and private cultural sponsors. 
Larger ambitions - such as a formal residency program or creative village network - should grow from proof 
of concept, not from a premature announcement.

 Use the Creative Quarter to activate streets, vacant spaces, difficult-access buildings, and public identity.
 Start with existing artists, galleries, studios, homeowners, associations, and cultural residents rather than 

importing a program from outside.
 Create a clear annual calendar: open studios, wine/olive/arts week, workshops, student field weeks, small 

performances, exhibitions, and public art.
 Develop a property-use menu so not all abandoned buildings are marketed only as homes.
 Use Creative Europe, Erasmus+, Culture Moves Europe, regional cultural calls, sponsorships, ticketed 

events, memberships, and private operator models as the funding stack.
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2. Strategic Role of the Creative Quarter
The Creative Quarter should help Guardia answer a basic question: why should people visit, restore, work, 
study, invest, return, or spend time in the historic center beyond the novelty of one-euro houses? A visible 
creative district gives the town a story that is more durable than cheap real estate. It connects heritage, local 
identity, international residents, wine and olive-oil culture, and public life.

Strategic need Creative Quarter response Why it matters
Vacant or underused buildings Convert selected spaces into studios, workshops, 

galleries, storage, rehearsal rooms, and cultural-
use rooms.

Creates productive use even where full 
residential conversion is difficult.

Weak year-round activity Organize recurring events, workshops, open 
studios, and cultural weekends.

Makes the historic center active outside peak 
tourism moments.

Buyer confidence Show that the town has organized cultural life 
and practical reuse options.

Makes the one-euro/property program more 
credible.

International community Give foreign owners and creative residents a role 
as ambassadors, hosts, volunteers, donors, and 
participants.

Converts private ownership into civic value.

Youth and workforce retention Create training, event work, cultural enterprise, 
hospitality, restoration, and digital opportunities.

Connects arts to jobs, skills, and local 
participation.

Town identity Position Guardia as a historic wine, olive-oil, 
arts, and rural innovation village.

Avoids being reduced to another generic one-
euro house story.

3. Existing Creative Assets to Organize
The strategy should begin by recognizing what already exists. Guardia does not need to invent a creative 
identity from zero. It needs to map, coordinate, and support the people and spaces already contributing to 
that identity.

Asset category Examples to identify First organizing action
Artists and makers Painters, photographers, musicians, writers, 

playwrights, designers, craftspeople, restoration 
artisans.

Create a voluntary creative registry and public 
opt-in directory.

Spaces Galleries, studios, workshops, vacant rooms, 
owner-donated spaces, temporary display 
windows, event rooms.

Map spaces by access, condition, ownership, 
utility status, and possible use.

International owners Seasonal residents, foreign homeowners, 
creative retirees, remote professionals, cultural 
supporters.

Create an ambassador and host network.

Associations and venues Local cultural associations, wine/food groups, 
civic groups, churches/heritage spaces where 
appropriate.

Build a shared calendar and event-coordination 
table.

Agricultural identity Wine, olive oil, food culture, rural landscape, 
harvest/pruning cycles.

Connect cultural events to producer visits and 
seasonal agriculture.

Digital assets Photography, maps, social media, video, 
bilingual pages, websites, press lists.

Create a shared press kit and media library.

4. Space Strategy: Not Every Building Must Be a Residence
A critical recommendation of the larger master plan is that Guardia should not assume every abandoned or 
difficult-access property must become a conventional home. Some buildings may be too small, too steeply 
located, too complicated, or too costly to function well as full-time residences. Cultural reuse can give these 
spaces a credible intermediate or permanent purpose.

Space type Possible creative use Readiness requirements
Small ground-floor room Micro-gallery, display window, artist storage, 

pop-up shop, small workshop.
Owner consent, basic safety, electrical status, 
access note, simple operating rules.

Upper-floor room Studio, writers room, rehearsal room, seasonal 
workspace.

Stair safety, lighting, structural and occupancy 
review.

Difficult-access property Seasonal studio, storage, small exhibition route, 
documentation project.

Clear warning on access; limited public 
occupancy unless professionally approved.

Vacant storefront or visible room Rotating exhibitions, student display, town 
information point, artist-of-the-month.

Window/display safety, security, key 
management, utilities.



Guardia Sanframondi 2035 - Document 7: Creative Quarter and Arts Strategy - Working Draft - June 2026

Larger building cluster Residency house, training workshop, craft hub, 
cultural cooperative.

Technical survey, operating entity, budget, 
insurance, maintenance plan.

Public wall or route Murals, poetry plaques, photography route, 
heritage signs.

Comune and owner permissions, heritage review 
where needed, maintenance plan.

5. Creative Quarter Program Components
The Creative Quarter should be built from manageable components that can start small and become fundable 
project sheets. Each component should have an owner, a budget, a timeline, and a measurable output.

Component Function Seed budget / scale
Creative registry and space map Identifies artists, makers, galleries, studios, 

vacant spaces, and possible cultural-use 
properties.

Low-cost to 5,000 euro.

Open Studios pilot Public weekend showing existing artists, 
galleries, and potential creative-quarter routes.

5,000-15,000 euro.

Bilingual cultural route Maps studios, galleries, public art, heritage 
points, wine/food stops, and visitor access.

5,000-20,000 euro.

Residency pilot Hosts 2-6 artists/writers/researchers for short 
stays tied to public outputs.

20,000-75,000 euro pilot.

Public art and storytelling program Uses walls, windows, signs, audio, QR codes, 
photography, and local memory.

10,000-75,000 euro.

Creative enterprise support Helps local cultural businesses, galleries, 
workshops, and nonprofit operators access 
incentives.

Staff time plus partner clinic; larger funding 
through Invitalia/regional programs.

Wine, Olive Oil, Arts Week Signature event connecting studios, vineyards, 
olive oil, local food, music, lectures, and open 
houses.

5,000-25,000 euro pilot; scalable.

6. Artist Residency Program
A residency program can become a strong identity marker for Guardia, but it should begin modestly. The first 
goal is not to create a large institution. The first goal is to prove that Guardia can host creative people 
responsibly, provide workspace or housing, connect them to the community, and produce visible public 
outcomes.

Residency model Best use in Guardia Risks / controls
Short creative stay 1-3 week stays for writers, painters, 

photographers, musicians, researchers, or rural-
regeneration practitioners.

Requires clear housing, workspace, expectations, 
selection process, and local contact.

Thematic residency Wine/olive oil, rural villages, depopulation, 
migration, memory, craft, restoration, or climate 
adaptation.

Avoid vague artist tourism; require public 
output.

University-linked residency Faculty/student workshops or field weeks with 
exhibitions or presentations.

Needs partner agreement and supervision.

Owner-hosted residency Foreign or local homeowners host selected 
artists or writers.

Needs standards, liability review, and opt-in 
owner rules.

Exchange residency Partnership with another European creative 
village or cultural organization.

Start as partner, not lead applicant, until 
capacity exists.

A realistic first-year target is a micro-residency pilot: two to four invited participants, one public event, one 
exhibition or reading, one documented output, and a clear report showing costs, benefits, attendance, and 
lessons learned.

7. Galleries, Studios, Workshops, and Open Studios
The most visible early win is an organized open-studios and creative-route program. It should not wait for a 
fully built Creative Quarter. The town can start with a mapped route, participating artists, clear visitor access 
information, simple signage, bilingual descriptions, and a public calendar.

Action Output Why it matters
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Create opt-in artist/gallery list Public and internal directory of participants. Shows that Guardia already has creative 
capacity.

Map first creative route Route connecting easy-to-find studios, galleries, 
public spaces, and possible future nodes.

Turns scattered spaces into a district experience.

Prepare open-studios weekend Small event with opening hours, signs, maps, 
volunteers, and social media.

Creates proof of concept for funders and 
partners.

Add vacant-space windows Use empty rooms/windows for temporary 
displays where safe.

Activates streets without full renovation.

Document everything Photos, video, attendance, artist quotes, visitor 
feedback.

Creates material for grants, press, and partners.

Repeat quarterly or seasonally Make it predictable. Builds habit and year-round identity.

8. Events and Cultural Calendar
A Creative Quarter only works if people know when to come and what will be open. Guardia should create a 
simple annual cultural calendar that connects existing traditions with new small-scale events. The calendar 
should avoid overpromising and should begin with a few reliable dates.

Event type Description Timing logic
Open Studios Weekend Artists, galleries, workshops, and cultural spaces 

open on a mapped route.
Quarterly or twice per year at first.

Wine, Olive Oil, Arts Week Combines producers, tastings, exhibitions, music, 
talks, field visits, and remote-worker networking.

Tie to agricultural seasons or shoulder-season 
tourism.

Student Field Week Exhibition Shows work from university or academy 
partners.

After field-school or workshop periods.

Writers / Storytelling Night Readings, oral history, international resident 
stories, Guardia memory.

Low-cost monthly or seasonal event.

Public Art Day Small installations, clean-up, wall/window 
projects, route activation.

Coordinate with permissions and maintenance.

Restoration and Craft Demonstrations Masonry, plaster, tile, wood, wine/olive tools, 
traditional methods.

Connects arts to workforce and heritage 
preservation.

9. Public Art, Storytelling, and Place Identity
Public art should be careful, place-based, and maintainable. Guardia does not need random murals or 
imported slogans. It needs a visual and storytelling program rooted in local history, stone streets, wine, olive 
oil, rural life, migration, return, the international community, and the lived memory of the historic center.

 Use temporary and reversible projects first where heritage sensitivity is high.
 Prioritize photography, window displays, plaques, QR audio stories, poetry, small installations, and route 

markers before large permanent works.
 Create a simple permissions process for walls, windows, and public spaces.
 Avoid public art that creates maintenance burdens or visual clutter.
 Connect storytelling to residents, older Guardiesi, international homeowners, artists, producers, and 

restoration workers.
 Document projects in bilingual form for the website, press kit, and partner outreach.

10. University and Partner Connections
The Creative Quarter is a strong entry point for partnerships. Universities and cultural organizations are 
more likely to engage when Guardia can offer a clear field site, local hosts, public outputs, and a structured 
program rather than a vague invitation.

Partner type Possible program First ask
Accademia di Belle Arti di Napoli Public art, studio visits, exhibitions, design of 

cultural route, student field workshop.
Invite a small exploratory field visit and propose 
a pilot studio week.

Universita del Sannio Rural regeneration, cultural economy, tourism, 
local development, digital mapping.

Request student project studio or research 
collaboration.

Universita Federico II Architecture, urban planning, heritage reuse, 
mobility/space integration.

Connect creative-quarter mapping to reuse and 
access planning.
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Narnia Arts Academy / Narnia Festival Arts education and town-based cultural 
programming model.

Request advisory conversation or exchange.

Creative Europe partners Transnational cultural cooperation, rural arts, 
heritage, residencies.

Create Guardia Creative Village partner profile.

EPALE / Erasmus+ partners Adult learning, heritage skills, digital skills, 
cultural education.

Use restoration, craft, agriculture, and arts as 
learning themes.

Culture Moves Europe / residency networks Residency hosting and artist mobility. Prepare Guardia as a future host after pilot 
capacity is proven.

11. Governance, Staffing, and Operations
The Creative Quarter needs coordination but should not become overbureaucratic. The governance model 
from Document 4 should include a Creative Quarter and Arts Working Group reporting to the broader 
revitalization structure. The group should include local artists, gallery/studio representatives, residents, 
property owners, businesses, international homeowners, Comune representation, and youth/education voices 
where possible.

Role Core responsibility Notes
Creative Quarter Working Group Coordinate artists, spaces, calendar, partners, 

and public feedback.
Advisory and implementation support; not a 
substitute for legal/technical approvals.

Revitalization Coordinator Keeps project sheets, calendar, grant deadlines, 
partner contacts, and public updates organized.

Can begin part-time or contract-based.

Artist/space registry manager Maintains opt-in directory and space inventory. Could be volunteer-supported but needs data 
discipline.

Event lead Coordinates open studios, signage, volunteers, 
and documentation.

Can rotate by event.

Comune technical/legal review Reviews use of public space, safety, property, 
traffic, permits, and heritage constraints.

Essential before public events or building use.

Conservancy/foundation partner May eventually manage memberships, 
donations, sponsorships, and cultural 
programming.

Should grow after proof of concept.

12. Funding and Capital Stack
The Creative Quarter should use a blended capital stack. The Comune should not be expected to fund every 
cultural activity directly. Municipal seed funding should unlock events, partner materials, feasibility, and 
coordination; larger cultural programming should use regional, national, EU, private, and earned-income 
sources.

Funding lane Best use Applicant / operator
Bilancio Partecipato / municipal seed Open studios pilot, creative map, press kit, cultural 

route, first event documentation.
Residents, associations, Comune-linked project 
depending on local rules.

Creative Europe Transnational creative village network, cultural 
heritage, residency, rural arts cooperation.

Cultural consortium; Guardia should likely join as 
partner first.

Erasmus+ / EPALE Adult learning, restoration skills, craft workshops, 
cultural education, agriculture/arts exchange.

Association, school, training body, Comune or 
partner institution depending on call.

Culture Moves Europe / residency channels Artist mobility and residency hosting once capacity 
exists.

Eligible legal host or partner organization.

Cultura Cresce / cultural enterprise tools Gallery cooperative, residency operator, creative 
coworking, cultural enterprise.

Private or third-sector cultural entities.

Resto al Sud 2.0 / ON Nuove Imprese Creative businesses, cafés, workshops, hospitality, 
cultural services, tour operators.

Eligible entrepreneurs.

GAL / CSR Campania Rural tourism, wine/olive routes, smart village, 
cooperation, producer/culture links.

Comune, businesses, associations depending on call.

Sponsorships and memberships Adopt-a-studio route, public-art support, event 
sponsorship, friends group.

Conservancy, association, or event operator.

Earned income Tickets, workshops, merchandise, guided routes, 
space rentals, donations.

Event operator, association, cultural enterprise.



Guardia Sanframondi 2035 - Document 7: Creative Quarter and Arts Strategy - Working Draft - June 2026

13. Property, Safety, and Use Controls
Cultural reuse must be credible and safe. The program should avoid inviting the public into spaces without 
basic review. Every property or room used for events, studios, galleries, or residencies should have a 
minimum readiness check.

Control area Minimum requirement Why it matters
Owner consent Written permission and clear use period. Prevents disputes and confusion.
Access note Describe stairs, slope, distance from parking, 

loading limits, and mobility limitations.
Protects visitors and sets realistic expectations.

Safety review Basic structural, electrical, occupancy, fire, and 
route review by qualified parties where needed.

Avoids unsafe activation.

Insurance/liability Clarify operator responsibility, event coverage, 
and participant risk.

Needed before public use.

Heritage/public-space permission Comune and heritage review where applicable. Protects historic character and legal compliance.
Maintenance plan Cleaning, keys, utilities, signage, repairs, closing 

process.
Prevents temporary activation from becoming 
disorder.

Use category Studio, gallery, storage, event, residency, 
workshop, or private workspace.

Prevents ambiguous or inappropriate uses.

14. Communications and Marketing
The Creative Quarter should have a clear public identity but should not overbrand before the program exists. 
Communications should emphasize authenticity, existing artists, historic setting, wine and olive-oil culture, 
and the broader regeneration plan.

 Create a bilingual Creative Guardia page within the broader Guardia 2035 / MyGuardia communication 
system.

 Publish an opt-in artist and studio directory with accurate opening hours and contact rules.
 Use a simple map showing creative route, parking guidance, steep routes, and event locations.
 Create a press kit with photos, short descriptions, artist quotes, event calendar, and partner opportunities.
 Avoid claiming a fully functioning arts district before the first pilot events prove it.
 Use documentation from every event to strengthen future grant applications and partner outreach.

15. 12-Month Action Plan
Period Actions Deliverables
Months 1-2 Form Creative Quarter Working Group; identify 

coordinator; create opt-in artist/space forms; 
review existing galleries and studios.

Working group list, registry template, first space 
map.

Months 3-4 Map first creative route; identify 5-10 possible 
nodes; create access notes; prepare basic event 
safety checklist.

Draft route map, property/use notes, event 
checklist.

Months 5-6 Prepare open-studios pilot; recruit volunteers; 
create bilingual web page, signs, QR map, social 
media, press photos.

Pilot event package and public launch materials.

Months 7-8 Hold first Open Studios / Creative Guardia 
weekend; document attendance, costs, photos, 
feedback, problems.

Pilot report and photo/video archive.

Months 9-10 Use pilot results to approach universities, arts 
academies, Creative Europe/EPALE partners, and 
sponsors.

Partner packet and 3-5 outreach meetings.

Months 11-12 Design year-two program: residency pilot, 
Wine/Olive/Arts Week, public-art micro-projects, 
and funding applications.

Year-two project sheets, grant calendar, budget, 
sponsor targets.

16. Success Measures
The Creative Quarter should be measured by activity, participation, property activation, partner development, 
and economic usefulness - not by publicity alone.
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Measure Year-one target Why it matters
Artists and spaces mapped 25+ artists/creative residents or supporters; 10+ 

spaces/nodes reviewed.
Shows existing capacity.

Open-studios pilot At least one well-documented public weekend. Creates proof of concept.
Property activation 3-5 vacant or underused spaces used safely for 

cultural purposes.
Shows reuse beyond housing.

Partner outreach At least 5 university/cultural/funding contacts 
and 2 serious follow-ups.

Builds external pipeline.

Public participation Attendance counts, volunteer list, resident 
feedback, artist feedback.

Shows community support.

Funding readiness 3-5 project sheets with budgets and likely 
funding lanes.

Converts ideas into fundable proposals.

Digital visibility Bilingual page, map, press kit, photo archive, 
event documentation.

Supports grants, tourism, and buyer confidence.

17. Recommended Adoption Language
For Comune, association, or working-group discussion, the following language can be adapted:

Guardia Sanframondi should establish a Creative Quarter and Arts Strategy as a core element of the Guardia 
2035 historic-center revitalization program. The Creative Quarter should organize existing artists, galleries, 
studios, international residents, cultural associations, vacant spaces, public routes, and partner opportunities 
into a practical program that supports property activation, year-round life, tourism quality, education, and 
local economic development. The first implementation phase should include a creative registry, space map, 
open-studios pilot, bilingual cultural route, partner packet, and funding plan. All public use of properties and 
spaces should be subject to appropriate owner consent, safety review, permissions, accessibility information, 
maintenance planning, and legal/technical review before implementation.
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