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Economy of Beauty is that peculiar sector of the Italian 
economy that generates wealth through a virtuous 
translation of our country's deepest identity and 
traditions into business

Beauty is a distinctive productive factor that stems from 
care and excellence across Italian manufacturing 
sectors, uniting in a common denominator the 
production of custom-made machines with the 
making of a design object or a dress
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The keywords of Beauty
as productive factor
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HISTORICAL, ARTISTIC, 
NATURAL HERITAGE

DESIGN-DRIVEN COMPANIES

PURPOSE-DRIVEN COMPANIES

attracts visitors from all over the world thanks to 
the cultural, artistic and naturalistic richness…

focused on the issues of social responsibility, 
inclusion, environmental protection and closeness 
to territory and people: their products and services 
are characterized by an idea of a more inclusive 
Beauty that cares about different contexts in 
which people live and work

express the exclusive and differentiating meaning 
of Beauty in both its aesthetic and functional sides
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Segments of
Economy of Beauty

Industries
GDP value

(as % of tot)

Cultural and naturalistic tourism Tourism and ancillary service provision companies (e.g., hospitality) 23%

Design-driven enterprises
# 339.000

Mechanics and other Manufacturing 30%

Agribusiness & Eno-gastronomy 8%

Automotive 5%

Fashion 5%

Home System & Design 2%

Cosmetics 1%

Watchmaking and Jewelry 1%

Artistic handicraft 1%

Purpose-driven enterprises
# 47.000

Cross-cutting across all market segments 24%



 Cultural and 
naturalistic 
tourism
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Economy of Beauty

Other activities

In 2023, 74% of all Italian GDP growth 
was produced by tourism business and 
activities of the Economy of Beauty

2023 GDP

2022 GDP

2021 GDP
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Manufacturing entrepreneurs told us about 
the work of the Masters of Art that...
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Incidence % of revenues

National average 
data



71%

41% 39%
30%
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39%

42%

55%

37%

To 
manufacturing
companies, 
technology is 
for traditional 
"know-how"

To craft 
companies, 
the main 
areas of 
development 
are
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of manufacturing companies 
consider the "know-how" of 

the Masters of Art to be 
crucial for market positioning

of manufacturing companies 
believe that craft skills enable 

them to respond quickly to new 
market trends and needs, with 

continuous renewal
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OPPORTUNITIES TO RECONCILE THE SIZE OF ECONOMIC GROWTH
WITH QUALITY OF GROWTH

MARKET

…activating…
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MANUFACTURE 
ARTISAN 

KNOW-HOW

• Creativity
• Personalization
• Cultural identity
• Refitting/upcycling

BEAUTY FROM THE TRANSFER OF SKILLS

• Access to markets
• Financial stability
• Connection with different activities (e.g., technology)
• Managerial skills
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Demand for products characterized by 
Made in Italy Beauty, linked to cultural 
identity and quality in execution

Offering products characterized by 
Made in Italy Beauty 
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The specificities of Made in Italy

• connection to the local area: virtually 
all Italian municipalities (99%) are 
home to artisan companies

• capacity for social integration: craft 
comapanies already absorb 80% of the 
foreign workforce in Italy
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Both internal 
and external

External

Internal
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• Strong (above 80% in both domestic and 
international markets) association 
between "luxury" and 
craftsmanship/customization in 
production

• International spokesperson for the 
imagery linking artisan "know-how" and the 
luxury industry is China, with almost all 
(96%) of consumers identifying a deep 
connection between these two worlds
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Italy

Foreign



• More than 60% of consumers, regardless of their 
country of origin, would buy Made in Italy products rich 
in "know-how" or with a high level of customization

• The higher the average propensity to purchase Made in 
Italy manufacturing, the lower the variability by product 
type
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Drivers that increase willingness to spend more

High quality

Attention to details

High quality

Attention to details

Sophisticated design

Italy Foreign

Italy

Foreign



Soft Power 

A positive influence, 
capable of engaging
people and generating 
a sense of belonging, 
inviting one to follow 
and abide by a value 
system to the point of 
almost perceiving it as 
one's own
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Rich heritage

Influential in arts and entertainment

An appealing lifestyle

Food the world loves

A great place to visit

Products & brands the world loves

Acts to protect the environment

Soft Power metrics distinctive for Italy



General warning.

THIS PUBLICATION

HAS BEEN PREPARED BY BANCA IFIS

The information contained herein has been obtained 

from sources deemed by Banca Ifis to be reliable, but it is not 
necessarily complete and its accuracy cannot be guaranteed.

This publication is provided for information and illustration 
purposes only and therefore does not, in any way, constitute tax or 
investment advice.
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