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Italians imbue their work, in the broadest sense, with their deepest identity.
This "hidden curriculum” is the spark of the Economy of Beauty

‘ ‘ Economy OfBeauty is that peculiar sector of the Italian T :

economy that generates wealth through a virtuous The keywords of Beauty
translation of our country's deepest identity and : as productive factor
traditions into business *1 :
. landscape tradition
Beauty is a chiistinc;/i‘ive productivli chtor thatfstetm§ from )| entil y UI‘]_Z)OSQ art
care and excellence across Italian manufacturing SOCla t :
5 culture Nature :

sectors, uniting in a common denominator the _ :
production Ofcustom_made machines with the e e e e R e R R R R A MR R EEEE :
making of a design object or a dress

Economy of Beauty is an entrepreneurial culture platform of Banca Ifis' Social

I<aleidos Impact Lab

9
Bancalfis “(' A program that brings together all initiatives that put people at the center
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The business network is alive, it is changing over time

HISTORICAL, ARTISTIC, @@ attracts visitors from all over the world thanks to
NATURAL HERITAGE the cultural, artistic and naturalistic richness...

B DESIGN-DRIVEN COMPANIES ‘ express the exclusive and differentiating meaning
. of Beauty in both its aesthetic and functional sides

B PURPOSE-DRIVEN COMPANIES ‘ 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
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Is it then possible to measure this Beauty, which turns out to be such a broad and many-sided
concept? The answer was surprising: 386.000 companies and a huge variety of activities

Segments of : GDP value
Industries o
Economy of Beauty (as % of tot)
Cultural and naturalistic tourism Tourism and ancillary service provision companies (e.g., hospitality) 23%
Mechanics and other Manufacturing 30%
Agribusiness & Eno-gastronomy 8%
Automotive 5%
Design-driven enterprises Fashion 3%
#339.000 Home System & Design 2%
Cosmetics 1%
Watchmaking and Jewelry 1%
Artistic handicraft 1%
PO AT Cross-cutting across all market segments 24%

#47.000
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A record-breaking 2023! GDP produced by the Beauty Economy increased by 19% from 2022

505 bn € Beauty's growth drivers

< Fashion

< Automotive

<& Cosmetics

< Agribusiness & Enogelzisiigelalelag)

< Cultural and
naturalistic
tourism

+19%
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In 2023, Beauty’s sector reached 29.2% of Italy's total GDP, increasing its share from 26.1%
in 2022

2023 GDP

In 2023, 74% of all Italian GDP growth

2022 GDP was produced by tourism business and
activities of the Economy of Beauty

2021 GDP
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If the Economy of Beauty is a booster of domestic
production, it is worth investigating where the
excellence of Italian manufacturing, our Made in
Italy, originates from

‘ ¢ 1. We interviewed entrepreneurs and managers in
manufacturing

2. We deepened the work of Masters of Art, capable of
producing even very complex objects

3. we inquired Masters of Art about their ability to operate
within large production contexts

4. We asked Italian and international consumers what is
the value of Made in Italy related to Beauty

0
«% Bancalfis
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Artisanal “know-how" is fundamental to the Italian manufacturing fabric and Made in Italy

production

Manufacturing entrepreneurs told us about
the work of the Masters of Art that...

D 4

Is the contribution to
turnover of artisanal “know-
how," amounting to 88 bn€

In almost 9 out of 10 cases,
it is not replaceable by
machinery

Is a value
spread
across all
territories

National average
data

Ok

Incidence % of revenues
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To manufacturing companies, the added value of craftsmanship and customization plays a
significant role in production: it is not just showmanship or execution of luxury products, but in
most cases Masters of Art are asked to put to use their valuable ability to "shape" ideas through

the creation of prototypes

Handcraft value-added activities - % manufacturing companies

71%

Dialogue on the prototype  Customization of serial Production of limited series  Refitting and upcycling
before production launch products with end-of-line
adaptations
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There is a double-wire link with technology: 81% of manufacturing entrepreneurs believe that
new machinery and new technologies can further amplify the value of traditional "know-how"

To Fund tal, . . . .
manufacturing e Tl Objectives of introducing
companies, ’ new technologies:
technology is . .
for traditional ———— 42°%  increased production
"know-how" increases the value o spee d
increased safety in the
workplace
To craft New machiner 1 1
Rt i 55% 1mprovement in supply
the main ’ chain management
areas of Collaborations : 3
development mﬁvﬁg%;fcliﬁ?fng reduction .1n costs and
are enterprises and consumptlon
supply chains




THE SOFT POWER OF BEAUTY

@,
<« Bancalfis

Artisanal “know-how" is a distinctive factor of competitiveness in domestic and international
markets. A real productive factor that helps Made in Italy stand out in the global offer for its
identity characteristics and high quality

(44

Sharing, hybridizing,
innovating: the Masters of
Art are figures capable of
giving uniqueness to the
product, integrating
interpretation in a
contemporary key with
the attribution of value in
the name of tradition,
innovation and
sustainability

- 30

of manufacturing companies
consider the "know-how" of
the Masters of Art to be
crucial for market positioning

I

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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Craftsmanship of the Masters of Art and manufacturing: a hybridization that gives ground to the
distinctive model of the Italian economy

INCLUSION AND SOCIAL COHESION

Offering products characterized by

Made in Italy Beauty

..activating...

* Creativity

- Personalization

* Cultural identity

* Refitting/upcycling

Access to markets
Financial stability

Connection with different activities (e.g., technology)
Managerial skills

»
>

Demand for products characterized by
Made in Italy Beauty, linked to cultural
identity and quality in execution

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

SSAN3AILILIdNOD TVNOILVNYILNI
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Looking closely, two important specificities of Made in Italy emerge that also make it an
instrument of social inclusion and cohesion

G\e specificities of Made in Italy
« connection to the local area: virtually
all Italian municipalities (99%) are O
home to artisan companies

- capacity for social integration: craft e
comapanies already absorb 80% of the by craft companies
foreign workforce in Italy / (y

Italian municipalities with at
least one craft companies
related to manufacturing
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Manufacturing companies are turning to the internalization of skills previously sourced
externally to keep the artisanal "know-how" alive

52%

Both internal
and external

Provenance of

resources with
craft skills

% companies

29% External

Tools for internalizing artisan "know-how"

81

On-the-job training with
the experienced
craftsman

%

Supports external
expertise

129%

In-house theoretical
training
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Global Soft Power Index Top 20

Brand Finance

Beauty is good both for the product and for the country. A "
The combination of tourist destinations, high-quality goods and 788 7 -
technological innovation gives value to Italian Soft Power Q. 2-

71.8

3
7.2

Soft Power metrics distinctive for Italy

Rich heritage -

Influential in arts and entertainment

Soft Power

An appealing lifestyle

A positive influence,
capable of engaging
people and generating
a sense of belonging, A great place to visit
inviting one to follow
and abide by a value
system to the point of
almost perceiving it as

one's own Acts to protect the environment

Food the world loves
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Products & brands the world loves
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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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Giuseppe Pastorelli

Ministro Plenipotenziario, Vicedirettore Generale
e Direttore Centrale per la promogzione integrata
e 'Innovazione della Direzione Generale,
per la Promozione del Sistema Paese,
Ministrero degli Affari Esteri
e della Cooperazione Internazionale MAECI
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