
Giovanni Giacchi
“Gross Domestic Product  has always
considered as a criterion of welfare, but
it is not true”. Word and music by Jo-
seph Stiglitz, Nobel Price, in the past
chancellor of Bill Clinton. He is not
alone to think this; in fact 25 interna-
tional learned economists, supported by
the president Sarkozy, are ready to
show their revolution to the world eco-
nomic organisation: you have to put the
environment, the voluntary service, sa-
ving and health, in the complicated cal-
culation. This expresses our happyness
(it seems always smaller).

In short, if you increase your profits, it
does not mean a better life; as Robert
Kennedy said many years ago: “the
Gross Domestic Product does not cal-
culate anything, except what attaches
great importance”.
In Bhutan, the king has lounched the
“Gross Domestic Happyness“ among
people, calculated on mental welfare
and on the quantity of spare time. The
great mondial recession has undoubte-
dly modified our general condition of li-
ving and of our rate of satisfaction.
Europe is old, not only for its age. Living
has to be looked over again, in order to

give a new life to Europe. Eighty years
ago life was different; things have chan-
ged. Happyness is recognizable by eve-
rybody. According to Enrico Mattei, the
Eni Foundation, which has created the
index of the ability to support, called
Feem, the economic welfare has to look
carefully to the future generations. Uni-
ted States have very high per capita re-
venues and a very good social policy,
but they have not a very deep respect
for the environment; they are at the
fourteenth position in the place-list, one
more than Italy. In this place-list there
is not China. 

Sweden, Finland and Canada live in bet-
ter conditions, and this element does
not surprise anybody. 
But there is an other fact that astoni-
shes people: eight of the ten countries
having a very high level in the ability to
support are European. So it is not true
that the global crisis is only in Europe.
On the contrary, according parameters
and inspite of uncertainties, Europe
could be happy. We do not know if Eu-
rope would be able to reach happyness,
adopting new instruments: only cas-
sandras and horoscopes can warrant it
to us. 
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TEN QUESTIONS 
TO ASK EXPERTS, 
IF THEY GIVE 
YOU AN ANSWER

- What really is our development model in the
years to come?

- When will the era of State safety end?

- Will we ever go back to the starting point,
should we forget about welfare? 

- Do we have to play a very important role in
the world economic scenario? 

- Will the election of the new European Presi-
dent and  of the High Commissary give sub-
stance to a common European Policy? 

- Will national rights prevail on communitarian
rights in Europe? 

- If exports does not really kick off, where can
we get money from?

- Why is not public expense really cut?

- How can public debt really be paid back?

- What do financial control organisms really do? 

International Facts
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Editorial
ARE ENGLISH 

PEOPLE POOR?
This is a  provocative question, unlike its es-
sence. Even though recession in England has
been the same of the other countries, Londo-
n's accounts do not balance. The wrong ten-
dence to give for many decades a great
importance to finance has played a crucial
role; up to now enterprises, real property, con-
sumption have in part financed the Crown
estate. Taxes on the enterprises and value-
added tax have generated revenues which re-
spectively have gone down by 26% and 17%,
according to year's data of  last October. So
we could almost say that only finance has
been considered in England so far. In order to
live the same condition of growth of the de-
cade before the crisis, certainly we have to
wait about twenty years. Great Britain will
not increase its revenues in the years to come,
because of  a fiscal policy which has been al-
most ineffective; to solve this kind of problem
Great Britain will be obliged to a painful re-
organization, cutting public expenditure and
increasing taxes. Certainly this is not what the
patriotic English journalists have dreamt
when they invented the acronym Pigs (Portu-
gal, Italy, Greece, Spain), that is those coun-
tries considered weaker, european useless
clutter. It has been used the acronym Pigs to
mention these countries, but do not forget the
real meaning of pigs in English. Now accor-
ding to economic data Ireland is in the place
of Italy, which has convinced the observers,
adopting an adequate policy of savings, even
as far as private context is concerned. In the
near future Great Britain could be included in
the Pigs’ list. 
Two years ago Great Britain had a very high
public debt, even more than Spain, which is
going through a very difficult period. In order
to calculate public debt in England, three ele-
ments are studied very carefully: family, en-
terprises and public sector. According to Pierre
Cailleteau, who is a Moody's economist, this
year Spain is going to be the poorest country,
if debit balance and unemployment are cal-
culated together. Apart from Irish and Iceland,
England will achieve the rate of 20%, if defi-
cit and unemployment are strictly considered. 
Great Britain has to reorganize its admini-
stration and its public debt urgently; every
body knows it, but for English politicians, who
are not occupied with the solving of the coun-
try's problems, at least up to now. 

Many commentators contemplate the treaty of Lisbone very “attenua-
ted” if compared to the original idea. But this fact doesen’t exclude that
Europe has improved to became more and more effective about world
decisions. European Parliament is going to have more important powers.
The member countries will not have the right of veto, in 40 matters; this
will simplify the procedures and it will make the cohesion valid. You need
the absolute unanimity only in some cases, such as foreign politics, public
treasury and security. Besides, national Parliaments have brought up be-

cause their will is to vote “for every changements that allows an increase
in Union’s competences”. The national Parliaments’purpose is to watch
over the respect of the principle of mutual and in the european legislation;
they’ll have a function of control and trend towards their own gouver-
nment and they will be advised about laws’formulation- and they will
have a re-examination of proposals thanks to the early warning institute-
. Then the national Parliaments will have the possibility to stop some pro-
posals about matters on transnational implications. Meanwhile Europe
pays for the crisis- in 2011 one Ue citizen on ten will be unemployed and
above all young people- and the decisive doubts of the past. Carlo Aze-
glio Ciampi, one of the italian Republic president, writes on the Messan-
ger an article: “it happened that widening’s value has prevaled against
european unity. The result: the main european sovereignty, solemnly pre-
served in Rome’s treaty, has been scratched, day by day, by east coun-
tries’ vetoes. Europe has payed an enormous cost: the watering of  the
unitarian deal in favour of a mixed formule of european  and national so-
vereignty. The change has been from the Bundesstaat, federal State, to the
Staatenbund, that is to say to a federation of States”. The difference is
clear. Greece test will be conclusive.     

THE NEW
THROW 

OF EUROPE

News
ITALIAN 

SOUNDING
In spite of 4500 typical trade names and 500
trade names of wines, the controlled and pro-
tected origins, and the several international
contentious jurisdictions won, every year Italy
has to waste energies, money and time to
preserve its agroalimentary products and its
food industry. Our Minister, Luca Zaia, one of
the most careful defenders of our made in
Italy, states always and everywhere that the
Parmesan is not our Parmesan Cheese. Any-
way this is not sufficient and so Mr. Sergio
Marini, president of the association of produ-
cers, which pays a loss of fifty billion euros,
has  wrote to the commissary of the European
Union, asking for immediate interventions.
This kind of matter is not simple and it needs
a very rapid solution. There is the egyptian
pasta with the labelling “Italian“, the cam-
bozola, instead of gorgonzola; the palenta
wants to substitute the typical polenta. There
is the Bologna sausage, produced using the
meat of turkeys. And what about the chinese
pecorino, the american mozzarella, called Sor-
rento, the Chianti produced in California, the
swedish fontina, the american provolone. The
imitation of our parmesan cheese, the par-
mesan, has been condemned by the Court of
Justice of the European Union. The swindlers
have continued to produce this kind of
cheese, which now is not called parmesan,
but parmezan. There are also parmesano, re-
gianito and parmesao, which are just local
imitations. Regulations are very important in
every direction; anyway, if these imitations
are sold in the main chain-stores of the di-
stribution, it means that there is not a real
control. So we have to talk about a swindle
for consumers. People have to know that, for
instance, also a vowel or an italian flag can
be used to deceive consumers. The economic
loss for producers is considerable; those who
produce imitations have not to respect the di-
sciplinary regulations of the European Union,
and so their costs of production are very low.
An other factor has to be considered: the in-
gredients used in this kind of production are
not protected and there are not competitive
prices. Anyway the honest activity of produ-
cing these masterpieces in the alimentary
field has to be respected and protected.



Moscow and Beijing have known each
other well for a long time (they have just
celebrated 60 years of diplomatic rela-
tions), but never like now they have
been so close. For its export, China
needs Russia’s vast market, and Russia
needs a good customer for its energy. In
the past these two countries had not
agreed on gas price, too expensive for
Beijing if it were the same price given to
Europe, and on who should have paid

infrastructure. But the agreement does
exist now, and the Russians will supply
the Chinese with seventy billion metres
cubed of gas a year, and two new gas
pipelines, one from Siberia and one from
Sakhalin, that should deliver their nei-
ghbours this huge quantity of energy.  
Beijing is happy with this agreement,
first of all because to this agreement it
will depend less on sea transport, that is
under American control and their likes.,

but also because it will diversify its sup-
plies and it has an excellent trade rela-
tionship with a huge and neighbouring
country. Moscow, on the other hand, is
interested in keeping an excellent rela-
tionship with its neighbour, might it just
be for economic reasons, but also to
have a strong bond with Beijing, that
the newborn G2 could put at stake
(China and the US together to make
worldwide decisions, but it is not as sim-

ple also for an American centrality that
has to be analysed in the future). A great
move from Moscow,  as well as preven-
tive. The China-Russia exchange has also
expanding toward telecommunication
and fast train sectors, as well as refinery
and nuclear power. It is the era of a new
friendship, that puts Beijing more under
the limelight and allows Moscow not to
see its destiny somewhat linked to Eu-
rope, whose future is very uncertain.

RUSSIA AND CHINA’S  SURPASS

Luis Regalado Rojas
In China exports are a subject which
now is considered with caution; first, ex-
ports were very strong, now they are de-
creasing, but this does not mean that
China will stop its growth. If you consi-
derer a fairly long period, perspectives
are very good, also for those public in-
vestments, that is the costs for infra-
structures, 600 billion Dollars, made in
one year. Anyway the Country is still pa-
ying the consequences of these inve-
stments. Two or three years will be
necessary to go beyond the dependence
of exports and to take that of the home
market and home consumptions, which
nowadays are very greatly desidered.
Some economists  have considered an
excess of credit, stating that there will
be a very difficult period, inspite of a
growth of 8.9% in the third trimester of
last year. James Chanos has even men-
tioned a Dubai raised to the maximum
power, certainly improperly. According to
these economists the fault is of the in-

dustrial and manufacturing sector, which
maybe produce more of what is neces-
sary effectively, without selling and con-
sidering some data, which are too
positive and which are not real. Anyway
the Central Bank of Peking has recently
raised the rates and this is the evidence
that it wants to control the credit, which
has to be incited and which has not to
be forgotten. A very high level of hurba-
nization should increase consumptions.
According to expectations, in twenty
years China will surpass Japan, but also
United States. In the meanwhile, in
2009, China has sold more cars than the
rest of the world; in particular two mil-
lion cars more than United States, where
many strategies have been adopted, as
the introduction of capital and the offer
of incentives of three billion dollars. Ford
industry has bought the other mainstay
in the production of vehicles, Volvo, and
this element is very important. 
The yuan will become more and more
important this year and certainly inve-

stors will express a favorauble opinion
about this. On the other end Peking sta-
tes that it is not possible to appreciate
the yuan and at the same time to adopt
protectionist measures against China by
the European Union. Chinese Gouver-
nment is seriously considering the fact
that United States have a public deficit,
which could mean inflation and could
lead to a further devaluation of the dol-
lar. In the early future the dollar could
pay 7% of the gross national product in
interests. Probably China cannot obtain
anything in those investments made
with United States in good times. So
China has thought to adopt some coun-
termoves. China is creating a new cur-
rency, the gulfo, with the countries
belonging to the Persian Gulf; this new
currency would have to substitute the
dollar in the international contracts, as
far as oil is concerned. A monetary coun-
cil in Riad will be made and certainly it
will  be supported by Qatar, Arabia, Ku-
wait, Bahrain. Besides Japan, China,

South Korea and Hong Kong have begun
to organize the financial relationships in
the area, making an investment of ei-
ghty billion dollars. They need the ba-
lancing of deficits in the balance of
payments and an emergency fund
against crisis. Obviously United States
have always tried to avoid the creation
of this strategy, but the Asiatic Monetary
Fund is real. According to Mr. Carlo Jean,
the creation of one currency, valid for the
whole area, able to stand the repercus-
sions of the dollar, is very difficult. Fifty
years have been necessary to introduce
in Europe the euro. In Europe there was
a predominant currency, the deutsche
mark, while in Asia there are two ruling
currencies, the chinese yuan and the ja-
panese yuan. Besides the creation of one
currency for the whole area is difficult,
also because all countries are afraid of
China and they do not trust Japan. So up
to now the adoption of a currency which
could substitute the dollar is very far
away.  

4 International Facts
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American people are discouraged to-
wards future, and they blame the
Number One, the President. Perhaps
he has some guilties, but he is not re-
sponsable for the original sin; his na-
tion is completaly unsatisfied. It
happens because of the loss of job,
and so people are deeply dishear-
thned by the date of the national
debt. Moreover, there is the problem
caused by budgets that last along (
as the Prix Nobel of Economy, Krug-
man, has written).
Just now the popularity of Obama is
in free falling; and it does not need
to explain that the highest interests
we will pay in the future to the fo-
reign countries have been a solid rea-
lity of the previous administrations.
American people want guilties and
since they cannot accuse banks, -
more and more powerful in spite of
the former cheats-, they inculpate the
man, who, provided with a magic
wand, had to solve all the american
problems. Some people do not for-
give the president, the fact that he
has given an absolute importance to
the sanitary reform, without a real
priority. But Obama, what has he
done during this year?
Some weaks ago, he said: “ If ban-
kers will is fighting, I’m ready.”. Ac-
cording to him Politics should
regulate the inequalities. Politics
should also give to the country a
more balanced and a more reasona-
ble future, in the centre of the system,
but it collides with a reasoned repu-
blican opposition which does not
help, with a short spending time. The
history tells that revolutions need
time. And while U.S citizens must
bear cuts in schools, in old and poor
people assistence, new taxes also on
sugared drinks, on gardenings works,
on games of golf, to be quite clear.
Obama is trying to change this sy-
stem, the same one that elected him
( Goldman Sachs has been the se-
cond financing capitalist of the pre-
sidential compain). The President
asks that banks must be different
from the speculative funds; it is ne-
cessary to come back  to the Glass
Steagall Act that separated the com-

mercial credit from the finance. It is
also necessary to tax great banks in
order to recovere public money used
before to save people. And while
Obama engages himself to the Mo-
ther of all battles, people, also his
people, understand only that the
table is more and more empty.
Obama has defined China a strategic
partner- China has been the first fi-
nancing capitalists of the public debt
and so it has been right to intesify the
relations, also about energy, ambient
and climate- but this fact has irrita-
ted Asean Countries that are afraid of
China. With the asiatic Country, the
President has subscribed a storic do-
cument that relates: “ China And Usa
share an encreasing responsability,
shared in many essential subjects
about global stability and prosperity.
These two Nations have to stren-
gthen later on the co-ordination and
the collaboration; they have also
worked together to face the defian-
ces, to promote world peace, the se-
curity and the economic welfare”.
This is a strategic choise- where the
results have been visible to the Sum-
mit of Climate in Copenhagen-just
when Hillary Clinton promised a
“protection” to the Asean Countries.
And as far as Europe is concerned,
the situation has not been better. The
visit to Berlin seemed to open new
agreements, but it was, above all,
marketing. 
Relationships with our continent are
the contacts that United States have
with each members.
Obama’s mistakes represent a Presi-
dent that must to stop leaks of the
crisis, against his will. Meanwhile he
tries to support his strategic solu-
tions. These manners make him ho-
nour but he is exposed to risk.In this
last decade, if Wall Street has lost, on
an average, the 0.5 per cent discount,
as during the two world wars, Obama
cannot be guilty.But the President
knew, since the beginning, that his
power, in such a nation, is limitated
and it changes with the humour of
the elector. Spanish people would say
“suerte” and we think that it is
enough for a very courageous man. 

OBAMA: 
HIS POPULARITY 

IS FALLING
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Let' s put happiness to one side and the King of Bhu-
tan, the one that substituted the GNP with happiness
national product , calculated through well being and
how much free time one has. We will get there, some
day. For now, we use old tools like the GNP per inha-
bitant, life expectancy, literacy levels and education,
tools that the United Nations had for the following re-
sults on this research: Norway, Australia, Iceland, and
Canada live a better life than the rest of us. No doubt
about it, considering that the Scandinavian country is
the first on the list for income distribution. Countries
that are “ahead” of us, and we should also include
Switzerland, and Germany, our next door neighbours,
also where education is concerned; it doubles or tri-

ples Italy ( where high school and degrees are con-
cerned ), the Mediterranean’s country true Achilles
heel, that spends half the amount compared to Nor-
way and has the lowest index in all of the developed
countries. In the United Nation’s chart, Spain, France,
Ireland, Denmark and Austria overtake Italy, stuck to
the 18th position.  
And the immigration issue that seems to damage the
Bel Paese so much? In the latest fifty years Spain has
increased by 32 times the presence of foreigners on
its land, 27 for Portugal, 19 for France, and 22 for
Greece, whilst Italy has only doubled it. Through these
facts,  it is clear that it has nothing to do at all with
well being. 

Editorial

THE RISING PEOPLE, 
EUROPE AND THE DAYS 

OF FEAR
Not even economists, in their casual forecasts would have ever guessed
how badly us Europeans would have ended. It has to be said: not only
because in their liberal development our economies have left us in short
term with no money or hope, but also and most of all for us, all having
become dependent on a State that is clearly seen.
"You Westerners are the real communists now” - claimed an Eastern

neo capitalist on the Sole 24 Ore – “citizens of countries where gover-
nments give money to companies that use that money to purchase their
goods. This will soon lead to count for an unsustainable debt”. It is all
true; we, yes, just we, we have expected for a century to guarantee the
world a liberal market, holding those values like courage, flexibility, di-
sregard of strict rules; now we are forced to be breast fed by Mother
State, that gives and does not, that supports and then does not.  
"No businessman” – says our new capitalist – “would dream of priva-
tising profits and advertise loss or worse enrich to his own detriment ”.
Our friend clearly states a contradiction that belongs to us : the State is
our nanny, but let's free that individual behaviour, let it be legal or ille-
gal. Chaos.  It will not be economic support measures (that often repay
debts ), or the fact to give companies ten age pocket money amounts,
that will give us the direction to head to. To put us back on our feet, as
Europeans,  we have to be aware in our development, in our tradition,
in what we have been and  in what we are going to be.  “'Europa will
adapt ": Guido Mantega,  the Brazilian Minister of Finance believes
that, saing these words.. Nowadays the Bric team (Brazil, Russia, India
and China) represents 40 % of the world’s economy, and     15 % of the
GNP. We have already been overtaken. The sums of these developing
countries are positive, with 5-6% increase in 2010, but most of all have
started being complementary. For example, Brazil has increased by 60
%  its import-export wit China and they are fighting  together for quo-
tas in the Monetary Fund. The G-7 has become the G-20. Domestic mar-
kets keep on expanding at world record rhythms. 
The Bric team are starting to loan money to safe those economies that
are in difficulty, and not getting any back. Brazil has a strong industrial
and agricultural system, it has found strong oil reserves and it is going
to organize both the Football World Championship in 2014 and the
Olympic Games in 2016. For those dates we are as Europeans; risking
the extinction, unless we do not stop filling ourselves with ideologies,
like old communist regimes. In our Year Zero Europe, we need facts and
not proclamations; never mind what side we are on. We are fed up with
it, like the ideology of having terrorists hiding in our back garden, or
imminent UFO’s landing ( that coincides with the end of the world; they
should find an agreement as far as this matter is concerned ). Now, what
we need is clarity in sums and  behaviour, adopted by the ex poor po-
pulation, now world powers. The world has changed but some people
do not know. Do update them.

QUALITY OF
LIFE, 

NORWAY 
ON THE TOP

One year since the launch of the “Erasmus
for Young Entrepreneurs” mobility pro-
gramme, over 1800 future and experienced
entrepreneurs from all EU countries and dif-
ferent sectors have applied to participate.
Out of the 1800 applications, more than
1300 have been approved and 60 stays
abroad have already been completed.  If the
current trend continues, 500 stays will be
completed by June 2010.
Italy and Spain together account for nearly
half of all applications (46%), while the Uni-
ted Kingdom is the most requested destina-
tion.  The most active sectors are
promotion/media (16%), information te-
chnologies (10%) and education (9%).  Typi-
cally, the stays last 2-3 months.
Luca Poli, a young Italian physician speciali-
sing in plastic surgery, greatly enjoyed his
stay in Spain, shadowing the work of Host
Entrepreneur Francine Huaman and acqui-
ring the skills and know-how needed to re-
produce Francine’s success in Italy.  Ms
Huaman was also satisfied with the expe-
rience, and said: “I was delighted to receive
Luca in my wellness centre.  The experience
went so well that I will act as a Host Entre-
preneur again in the future.”  A picture of
Luca and Francine is attached.
Commenting on these results, Joanna Drake,
Director for the Promotion of the Competiti-
veness of SMEs, DG Enterprise and Industry,
at the European Commission, said: “We are
confident that as a result of Erasmus for
Young Entrepreneurs new enterprises are
being created, and that the programme will
push the boundaries of SMEs' operations:
they will be more international, more crea-
tive, more dynamic and more innovative.”
Ben Butters, Director of European Affairs at
EUROCHAMBRES – acting as Support Office
for the programme – added: “The feedback
from the pioneering entrepreneurs involved
in the first exchanges confirms the benefits

to both the New and the Host Entrepreneurs.
Participating clearly provides both parties
with a great opportunity for future collabo-
ration and a fresh perspective on their exi-
sting activities or future venture.”
About Erasmus for Young Entrepre-
neurs
The programme enables New Entrepreneurs
– someone who is firmly planning to set up
his/her own business or has already started a
business within the last three years – to be-
come familiar with the management of a
small or medium-sized enterprise by staying
with and learning from an experienced Host
Entrepreneur in another Member State.  The
Host Entrepreneur on the other hand can be-
nefit from the dynamism and innovativeness
of a new colleague as well as to open up po-
tential opportunities in a new market.

Programme extended until June 2011
Given the success of the first phase of the
programme, Erasmus for Young Entrepre-
neurs has been extended until June 2011.
Thus, New and Host Entrepreneurs wishing
to apply for the programme can still  do so
and organise their stay until this date via
their nearest Intermediary Organisation.  The
full list of Intermediary Organisations –
which now also includes the Czech Republic,
Denmark, Latvia, The Netherlands and Slove-
nia – as well as other practical information
on the programme, are available on
www.erasmus-entrepreneurs.eu.

For further information:
Erasmus for Young Entrepreneurs 
Support Office
c/o EUROCHAMBRES
Avenue des Arts, 19 A/D • B-1000 Brussels,
Belgium
Tel: +32 2 282 08 73 • Fax: +32 2 280 01 91
support@erasmus-entrepreneurs.eu
www.erasmus-entrepreneurs.eu

FIRST ANNIVERSARY 
OF “ERASMUS FOR YOUNG

ENTREPRENEURS”: 
1800 ENTREPRENEURS 
ALREADY INVOLVED



Les escales italiennes ont souffert,
pendant l’année passée, une diminu-
tion du 3 pour cent des passegers et
du 6 pour cent des vols. Dans l’en-
semble, c’est un signe negatif. 
Comme la commission des Transports
de la Chambre a signalé, les vrais pro-
blemes sont les escales trop nom-
breuses et trop petites et, pour
terminer, il y a aussi un manque d’in-
frastructures. La compagnie de pavil-
lon italien Alitalia a déjà obtenu des
résultas presque bons, avec la pre-
mière position, grâce au nombre de
vols (plus de 112 mille); de cette
façon elle a dépassé de beaucoup
Ryanair, malgré les proclamations
aguerries de la compagnie irlandaise.

Alitalia a la perspective d’augmenter,
à 2 ciffres, en 2010, le nombre des
passegers transportés et les quotas
de marché. Tout cela est possible
même grâce à la stratégie de déve-
loppement pour ce qui concerne
Milan Malpensa et les liaisons qui
partent et qui arrivent à l’aéroport de
Rome Fiumicino (dans le moment où
Lufthansa a réduit les vols). Le prési-
dent de la compagnie Robert Cola-
ninno explique que “si on établit une
compairaison à l’égard des modèls
d’efficience des coûts, on comprend
qu’on a surpassé les autres compa-
gnies. C’est une donnée comptable.
Et dans le moment où nous avons at-
teint ce que nous voulions, pendant

une seule année, en donnant des ser-
vice et des qualités concurrentiales,
mon idée, celle des actionnaires et de
l’administrateur délégué est que,
pour ce qui concerne le point de vue
opérationnel, le principal objectif a
été atteint”. Dans une intervieu à la
République, l’AD Rocco Sabelli
ajoute: “Comment pouvons nous me-
surer cet profit remarquable? Il y a un
critère international reconnu, et c’est
le coût” place-kilomètre de vol; “le
nôtre est de 7centième, les grands
vecteurs sont à peu près 11-12, les
prix à bon marché entre 4,5 et 6.
Enfin, aujourd’hui nous faisons voler
les avions à un prix compétitif à
l’égard des autres compagnies”. 

COMME UNE FOIS 
OU NON? 

ON SE REMIT À VOLER

Alitalia France
Alitalia a fêté le 13 janvier son premier anniversaire.
Un an après, l’efficacité du projet de relance se con-
firme.  
Aujourd'hui c’est une  nouvelle Compagnie Aérienne
privée  qui exprime les valeurs et l'expérience italienne
du transport aérien.
Principaux résultats du projet de relance en 2009:
Nombre de  passagers transportés en 2009 environ  22
millions. Ces résultats pour  la première année du Plan
de Relance d'Alitalia permettent de confirmer l'objec-
tif de retour à l’équilibre  dans les 3 ans. 
Renouvellement de la flotte: avec l’arrivé de 9 nouve-
aux Airbus A320 et le remplacement des sièges  a com-
mencé sur environ 50 avions. Aujourd’hui Alitalia
possède une flotte de 150 aéronefs.
Ouverture de nouvelles liaisons: au départ de Turin vers
Amsterdam, Berlin, Istanbul et Moscou. 
Ligne Rome-Milan-Rome: une des principales routes
business en Europe, profite d‘une flotte dernière géné-
ration, d’accès préférentiel aux services de contrôle de
sécurité, d’un nouveau service à bord, d’offres tarifai-
res pour  les entreprises et les professionnels et du nou-
veau service d’enregistrement sur téléphone portable.
Le projet Alitalia nomé « Made in Italy»: a pour objec-
tif de faire de la Compagnie un asset stratégique pour
les produits haut de gamme italiens tel que la mode, le
design, l'agroalimentaire et autres. Le service à bord
de la business class Magnifica a été renouvelé ; sont
servis en alternance des repas  typiques de la cuisine
régionale italienne composés par des chefs italiens
et de vins italiens sélectionnés par l'Association Ita-
lienne des Sommeliers.
Salons VIP “Freccia Alata” : de l’aéroport de Rome Fiu-
micino ont été complètement rénovés. 
2010 sera une année riche en nouveautés: le plan de
renouvellement de la flotte se poursuivra  avec l’arrivée
de  2 nouveaux Airbus A330  longs courriers qui lan-
ceront la nouvelle classe Premium Economy ainsi que
la classe Magnifica qui sera totalement redessinée . 
En outre, Alitalia ouvrira deux nouvelles liaisons inter-
continentales, Rome-Los Angeles, et   Milan/Malpensa-
Miami, et deux nouvelles liaisons internationales au
départ de Rome vers Vienne et Malaga.
Le soutien des agences a été  essentiel dans ce projet
de relance et le sera encore plus dans les prochains
mois. Alitalia s’engage à améliorer et donner à ses
clients l’image d’une Compagnie Aérienne respectée
et appréciée dans le monde entier.
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News
TOUT LE MONDE 

À L’HÔTEL 
GALACTIQUE

L’Hôtel Galactique est le premier hôtel dans
l’espace, et son nom est presque prévu; tous les hô-
tels, qui sont sur la terre et qui ont la nécessité
d’être nommés, ont une gym, Jacuzzi et presque
toutes les chambres sont confortables.
En vérité, l’Hôtel Galactique a quelle chose de dif-
férent. En effet, il a une longueur de 450 kilomètres
et il coûte une chiffre inimaginable, c’est à dire 3
millions pour 4 nuits, dans l’orbit qui gravite au-
tour de la terre. Les premiers clients n’ont pas à se
plaindre. Ils sont presque 40 Américains, Chinois,
Russes et des millionnaires arabes. Puisque ils
n’ont pas décidé sur quoi faire pendant leur vie, ils
sont d’accord d’accepter cette offre de la partie du
proprietaire de ce petit hôtel de la Compagnie
Espagnole. Ainsi les clients passent un week-end
dans des chambres dessinées par l’architecte espa-
gnol Xavier Claramunt.
Le catalogue de l’ Hôtel Galactique assurre une vue
(de la terre) unique par son beauté. Et nous ne pou-
vons pas démontrer autrement. La chose à faire est
de demander au millionnaire Dennis Tito, qu’ il y a
7 ans, a payé seulement 20 millions euro, de pas-
ser une semain à bord de la station Internationale
Espace. Nous ne savons pas s’il était seul ou avec
des amis.

LA REVOLUTION DANS 
LES HÔTELS 

EST ORGANIQUE: 
ILS VEULENT 
DIRE VERT  

Plastique, acier, verre et caoutchouc: grâce à ces
“matériels” la révolution commence à faire partie
de plusieurs hôtels dans le monde. Ce n'est pas une
mode transitoire, mais c’est la totale conscience de
pouvoir gagner d’énergie et de créer le confort et
un bon fonctionnement aux clients.
Ce qu’on connait par “économie vert/organi-
que”est même ce ci. Dans quelques hôtels à New
York, il se passe qu’on restructure des bâtiments
fascinants ,ou en hôtels Mexicains comme l’ Hôtel
Basico en Playa du Carmen,où des lits de soleil
sont en réalité de vieilles structures externes de
viex camions. Et des piscines ont pris la place de

viex aquariums. Dans le service civile on employe
des materiels écologiques et on économiserait ju-
squ’à 850 millions euro. Le renseignement que
nous intéresse on peut le trouver dans la banque
de données à Matrec, creée par Marco Cappellini,
qui rappelle ce genre de dessin.

UNE NOUVELLE
VAGUE: 

LES HOTELS 
URBAINS

Les hôtels urbains sont placés au centre des capi-
tales d’Europe, parce que, de cette façon, les hom-
mes d’affaires peuvent voyager dans ces liex
confortablement. Ensuit, ce genre d’hôtels permet
aux habitants des villes de se rencontrer pour plai-
sir ou pour affaires.Ces hôtels s’appellent “Hôtels
Urbains”, exactement pour remarquer le lieu où ils
sont placés.Par exemple l’ Hôtel Boscolo Exedra sur
le Cours Matteotti à Milan est de luxe et à cinq
étoiles; il est placée dans la ville la plus à la mode
d’Italie. Milan se prépare à l'Expo en 2015. Il y a
trois restaurants, une champagnerie, centcinquante
chambres à partir de 800 jusq’à 7000 euro pour
une nuit, une place de 600 mètres. L’Hôtel Boscolo
Exedra est un hôtel de luxe à cinq étoiles, et il re-
présente la nouvelle vague des hôtels de qualité. A
la fin de 2011 Boscolo ouvrira un autre de ses Hô-
tels Urbains: il aura 300 chambres et un centre
pour les congrès dans la zone de la Foire de Milan.     

LE TOURISME 
ORGANIQUE EST LE

VAINQUEUR
L’industrie du tourisme italien est en train de pro-
poser des idées nouvelles. Par exemple il y a des
maisons de campagne pour les vacances, dixhuit
mille jusqu’à ce moment. Le secret de leur success,
s’explique grâce aux modestes coûts qui font plai-
sir à un gran nombre d’Italiens.
Ceux qui désirent être en contact direct avec la na-
ture, ceux qui voulent manger des aliments orga-
niques en favorisant leur santé. Ces touristes
préférent avoir une vacance alternative, sans bruits
et sans frénésie. Ces maisons de campagne pour
les vacances ne sont pas considérées “pauvres”,
au contraire ces hôtels ont un niveau de contruc-
tion élevé et ils sont des services remarcables et
aussi un luxe inattendu. Enfin il faut remarquer que
cette competition entre les maisons de campagne
pour les vacances et les hotels est loyale. 

ALITAL
DE

Vito Galluzzi
La nouvelle compagnie Alitalia, née dans le mois de janvier, grâce
à la fusion d’Alitalia avec AirOne, a graduellement repris la con-
fience des clients grâce à la constante amélioration du niveau de
service, de la poncualité et du confort à bord. Parmi les nouveaux
services, avec le patronage des Politiques agricoles, en collabo-
ration avec Buonitalia, Alitalia organisera, dans le monde entier,
les excellences agroalimentaires italiennes, avec des Aliments et
du Vin rigoureusement doc à bord. Chaque mois, une cuisine ré-
gionale que les clients pourront mieux connaître.
Au cours de l’année, les nouveax avions Airbus A320 sont entré
en flotte; on a crée de nouveaux services pour les clients de
Romee t Milan; le terminal de Fiumicino a été inauguré et il est
entièrement dédié à l’Alitalia et à ses partenaires, Skyteam Air
France-KLM. De plus on a complètement renouvelé les trois sal-
les d’attente “Flèche ailée” de Fiumicino, avec un nouveau pro-
ject et de nouveaux services pour les clients qui volent souvent.
Le partenaire stratégique, grâce auquel Air France-KLM est entré
dans l’actionnariat Alitalia avec une quote du 25 pour cent, ga-
rantit un network global, structuré autour d’une combinaison uni-
que, le noeud de l’Europe du Nord à celle du Sud, avec une
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grande offre d’oraires et de tarifs combinables.
Pendant les mois d’été, on y aura de nouvelles rates comme Ma-
laga, Vienne et Los Angeles. Les nouvelles liaisons opérées du
Smart Carrier Air One seront mises en service et, au cours de l’an-
née, dix A320 et deux avions Airbus 330 entreront en flotte. Ils
représent la nouvelle flotte admirable de long de grande enver-
gure du group Alitalia. Dans les nouveaux avions 330, il y aura la
classe Magnifique. Elle sera caractérisée de nouveaux fauteuils
Full Falt, de vrais lits; pour cette raison Alitalia sera à la première
place dans l’industrie, grâce à un produit qui ressemble plus à une
Première classe plutôt qu’à une simple Business classe.  
Ensuite la classe Premium Economy sera intoduite sur les 330
avions; il s’agit d’une nouvelle classe de voyage intérmediaire
entre l’ Economy et la Business. Elle est née pour celui qui, même
s’il a acheté un billet à bon marché, il ne veut pas renoncer à la
discretion d’une cabine réservée et au confort en plus. Les nou-
veaux avions seront utilisés dans le mois de Juillet pour les liai-
sons entre Milan et Tokio, New York et Miami.
Mais le marché du tourisme est à la baisse; quelles sont les stra-
tégies pour accaparer la confiance du client pour le faire partir?”
Le marché du tourisme suit la marche de l’économie, mais l’Italie

reste la destination la plus appréciée de voyageurs étrangés.
Comme Cristiano Castelli, GM Alitala Belge, soutient. On a déve-
loppé des produits tarifaires pour satisfer toutes les nécessités de
celui qui voyage pour vacance et même pour des raisons de tra-
vail. Par exemple, si on veut accaparer la confience d’un client,
on à été envoyé sur le marché italien des produits destinés à ré-
compencer avec plus de reduction celui qui voyage souvent: le
Carnet (lancé sur la route Rome-Milan et étendu à toutes les au-
tres routes italiennes). Le Carnet est composé de cinq billet A/R
avec des réductions jusq’au 42 pour cent sur le tarif total. Même
dans le marché du Belge, nous allons publiciser un produit sem-
blable, dédié à celui qui voyage souvent en Italie, pour travail ou
pour rentrer chez lui, avec deux typologies différentes de reduc-
tion et d’accès”. Mais quelle typologie d’année nous allons af-
fronter même si le cours de l’économie n’est pas encore en
reprise?- Castelli ajoute- “Pour la compagnie Alitalia le 2010 sera
le moment où elle consolidera et dépassera les résultats obtenus
en 2009, surtot grâce à la croissante confiance dans la nouvelle
entreprise, à la fiabilité et au service au client qui est toujours
dans nos pensées. Le 2009, pour l’ Alitalia a été l’ans de la re-
naissance, le 2010 sera l’ans du développement”.
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LIA EST PARTIE 
E NOUVEAU

TROIS VOLS 
PAR JOUR 

DE BRUXELLES
Alitalie rélie actuellement Bruxelles
à Romee t à Milan avec trois vols par
jour. Les vols de/pour Rome, sont réa-
lisés grâce à des avions Airbus A321,
que, comme ceux nouveaux A320 et
A319, sont en train de représenter de
nouveau avec les nouveaux fauteuils
en cuir Recaro. La nouvelle configu-
ration augmentera soit le confort à
bord, soit la capacité d’ensemble des
avions. Grâce au vecteur de Fiumi-
cino, il est possible de rejoindre Bru-
xelles par des vols optimales, vers
touttes les deux diréctions, 23 desti-
nactions italiennes du Network Ali-
talia, et même de nombreuses
destinations internationales et inter-
continantales, en Europe, Afrique,
Moyen-Orient, Amérique du Nord et
du Sud et le Japon.
Les vols pour Milan sont opérés par
les avions A319 et Embraer 170. Ali-
talia est le seul vecteur à rélier l’aé-
roport de la ville de Milan Linate
avec trois vols par jour de la semaine
de travail. Du lundi au vendredi.



It’s an innovating system, set up in Vi-
cenza, able to get together all the key
words and it allows to be in pole posi-
tion in the web. It’s an indispensable di-
scovery for the visibility of the firms.We
are going to interview Samuele Carac-
cioli, the promoter of this firm. He tells
us how all this was born by chance.
More and more firms use “new” te-
chnologies. Is it a change of menta-
lity or a demand?
Using advanced software is, first of all,
useful. Once the investiments were
made during the Exibitions and displa-
cements, now the results are possible
even “from home”. Thanks to our inno-
vating system and to the short times and
costs absolutely accessible, the contrac-
tor can promote and make excellent his
image in the web and so on.
Which is the novelty of your product
Pole Position?
The system “makes use” of all possible
key words (even those ones that the cu-
stomer has accidentally fingered during
the research) and it always brings them
up-to-date. More combinations, more

possibities. This fact allows to be more
“positioned” if compared to the others
that don’t use the system..
The boast is that it is a product com-
pletely Made in Italy.
Yes, and in this field we are the winners
on our American teachers; I say this with
pride.
It is an italian excellency, a third gene-
ration software. It bases itself on an in-
novative algorism that “combines “ the
key words in a dynamic and automatic
way.
Which are the applications for a firm
that makes use of your product?
Pole Position allows to be at the first pla-
ces in Google: the logical consequence
is that it increases the admittance and
the possibilities to make business. Then
there is the application Access Order
Manager, created also to menage the re-
quests and the relations with the custo-
mers. In this way it is able to satisfy in
few seconds the necessary documenta-
tion for the forwardings ,and it is also
able to execute the orders and the au-
tomatic invoising. We think that it is an

ideal system for the management of
shops on line and for those firms that
want to quicken and make automatic
the administrative and menagement ac-
tivities.
What is the Access Promotion?
It is an instrument of integrated com-
munication that allows to make straight
marketing campains trough the creation
of newsletter, emails and fax-marketing.
The firm can send the advertising mes-
sage to a target of thousands of inter-
national firms of every kind, thanks to
the data base of reference.
Are the softwares easy to set up?
Systems are set up by the Access Group
Staff and they are abreast
and streaming trough a menagement in-
terface. This is possible thanks to the
connection to a website from every com-
puter. It is a software easy to use and it
is supported by a consolidated testing
team.
Are you going to address to foreing
trade?
Of course, this service is very demanded
abroad. The language is not a problem;
on the contrary, it is an opportunity. The
technical innovation that we propose
has just been understood by many in-
ternational firms.
It has been verified that Access Pole
Position doubles the web accesses
to the firms in a short time.
Which are the practical advantages
for people who use E-commerce?
Of course the number of customers is
much more considerable; in some cases
the visits are quadruplicated and the
pages read are doubled. Another advan-
tage is due to the use of the applications
that are automatic and above all they
plan all the processes; so they save  the
resources of the staff.
And what about the tourism?
Our product is ideal not only to send

new promotions and offers with many
possibilities of success, but it is also ideal
because people look for you more often,
thanks to the mixture of key words. And,
in the tourism, this is foundamental, be-
cause there is an important offer.
Who is the customer that can profit
by the use of Access Pole Position?
There are some important collaborations
with communication and graphic agen-
cies. Thanks to our contribution they can
conceive their work in a different way,
because they concentrate themselves on
the graphic aspect and on design.
Would you like to tell us the story of
your firm?
Access was born in 2001. It operates in
the outline of the electronic,in the field
of overseeing and security. Then, 3 years
later, the Access Group Srl has been
founded. The following years,the system
confirmed its position of leader both in
Italy and abroad, in the distribution of
electronic material.
But there is a nice story that explains the
passages till to the inventions of today.
Everything started during a night in april
2008. While I was arranging a fault on
the web, I thought to create a different
kind of positions able to get fresh infor-
mations also from the parameters used
by the customers, that entered into the
website.
The following morning, my collaborators
told me that it would have been ”im-
possible, that an enormous power of cal-
culation or a computer not yet in trade
are necessary”. 
We have worked on this project for 6
months, to prove Access Pole Position
Beta! In march 2009 we have prepared
the site that till today represents oursel-
ves: accessbrand.com, with 3 Suite Ac-
cess Web at least. They are right for the
firm that wants to operate in the world
of internet.

IN POLE POSITION IN GOOGLE?
TODAY IT’S POSSIBLE

Innovation10
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The year 2011 will mark the opening of
the new Berlin Brandenburg Internatio-
nal Airport (BBI), which will then be the
most advanced airport in Europe. BBI’s
easy distance from central Berlin, the ex-
cellent connections it has to major re-
gional and international transport
arteries and its enviable location in the
centre of Europe are its trademark fea-
tures.  BBI is destined to become the
new hub for Central and Eastern Europe.
Attractive commercial locations in the
environs of the new airport provide
companies with the ideal conditions for
generating competitive advantages. The
outstanding combination of fast con-
nections to destinations all over the
world and the proximity to Berlin, the
political nerve centre of Germany, are
valuable assets for companies seeking

precisely those advantages. 
With its many scientific and research in-
stitutions, the Berlin region also boasts
the highest research-density in Germany.
Close ties with industry generate syner-
gies that guarantee technological deve-
lopment over the long-term and the
continual supply of excellently trained
and educated skilled workers.  The Ber-
lin region is home to concentrations of
companies representing a range of te-
chnology sectors.  For example, the re-
gion is Europe’s top centre for the
healthcare industry and clean technolo-
gies. 
When a company is interested in reloca-
ting or opening a new branch office or
factory, what it wants is one-stop con-
sulting.  That is precisely what the Air-
port Region Berlin Brandenburg team

provides.
The team, whose office is located con-
veniently near the future Berlin Bran-
denburg International Airport, advises
companies in their search for the right
location and on subsidies/support, fi-
nancing and personnel-related issues.
Clients can count on its skilled staff to
put their expert knowledge of the eco-
nomic and business environment around
Berlin’s new international airport at their
disposal. 
Airport Region Berlin Brandenburg
brings information and people together,
initiating contacts between relevant par-
ties and finding the right people for
clients to talk to. The team, which unites
the two economic development agen-
cies of the Länder of Brandenburg and
Berlin (ZukunftsAgentur Brandenburg

and Berlin Partner) draws up concrete
offers corresponding to the criteria pro-
vided by the interested company. This is
not limited to advice about econo-
mic/business opportunities, but includes
information about the diverse opportu-
nities available for employees and their
families with respect to housing, leisure
and recreation as well. Hardly any other
region offers such a confluence of effi-
ciency in business operations and quali-
tatively attractive standard of living.
Meet with the consultants and then
judge for yourself.
Airport Region Berlin Brandenburg
Mittelstraße 7
12529 Schönefeld
Tel: +49 (0)30 63 499 399 – 0
E-mail: contact@airport-region.de
Internet: www.airport-region.de

AIRPORT REGION BERLIN
BRANDENBURG 

Services for companies looking 
for locations at Berlin’s new airport 

Berlin-Brandenburg:
connected to the world
Welcome to the middle of the expanded
EU, at the crossing of several major trans-
European routes. BerlinBrandenburg, the
German Capital Region, connects the gro-
wing markets of Central and Eastern Eu-
rope with the economic centers of
Western Europe. The outstanding combi-
nation of fast connections to destinations
all over the world and the proximity to
Berlin, the political nerve center of Ger-
many, are unique assets for companies
seeking an advantageous location in Eu-
rope.

Berlin-Brandenburg Airport:
Europe’s new air traffic hub
The year 2011 marks the opening of Ger-
many‘s new Berlin-Brandenburg Airport,

which is set to become the most modern
airport in Europe. Its proximity to central
Berlin, its excellent connections to major
regional and international transport rou-
tes and its enviable location in the center
of Europe are its trademark features. This
airport is destined to become Europe’s
most modern air traffic hub for Central
and Eastern Europe.
The new airport will connect the Berlin-
Brandenburg region with the world‘s
major cities and offers ideal travel condi-
tions for companies, business travelers
and tourists.
A special freeway interchange, a high-
speed train station beneath the new ter-
minal and short paths to connecting
flights ensure time-saving and convenient
arrivals and departures for all passengers.
The terminal’s “Airport City” includes
communication facilities as well as offices
and hotels with direct access to the boar-
ding gates.
The airport’s capacity will be more than
forty five million passengers per year. Two
parallel runways 3,600 and 4,000 meters
in length can accommodate the Airbus
A380 and the Boeing Dreamliner.

Your business
advantages
With its many scientific and R&D facilities,
the BerlinBrandenburg region also boasts
the highest research density in Germany.
Close ties with industry generate syner-
gies that guarantee long-term technolo-
gical development and a steady supply of
excellently trained and educated emplo-
yees. The Berlin-Brandenburg region is
home to concentrations of companies re-
presenting a wide range of technology
sectors. For example, the region is Euro-
pe’s top center for the healthcare industry
and clean technologies.
• Berlin-Brandenburg Airport is Europe’s new

central hub
• Excellent connections to Western and Eastern

European markets
• Located adjacent to the German capital
• A skilled and motivated workforce is available
• Flexible working hours
• Germany’s highest concentration of R&D faci-

lities
• Affordable offices and production premises
• Outstanding cost / benefit ratio
• Europe’s best business incentives
• Excellent quality of life

Tailored
investor services
The Airport Region team, whose office is
conveniently located near the future Ber-
lin-Brandenburg Airport, advises compa-
nies in their search for the right location,
and provides consulting on incentives, fi-
nancing and recruiting.
You can count on its skilled staff to put
their expert knowledge of the economic
and business environment around Berlin’s
new international airport at your dispo-
sal.
Hardly any other region offers such a con-
fluence of efficiency in business opera-
tions and an attractive standard of
living.Meet with the experts and see for
yourself.
Contact us for more information:
Airport RegionBerlin Brandenburg
Mittelstrasse 7
12529 Schönefeld Germany
T +49 (0)30 63 499 399 - 0
F +49 (0)30 63 499 399 - 14
contact@airport-region.de
www.airport-region.de A cooperation of
ZukunftsAgentur Brandenburg GmbH and
Berlin Partner GmbH

Business locations
with their own runway
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The Marches, rich of beautiful landsca-
pes, are also a region which form strong
and noble characters, that are reflected
in a healthy, strong working culture. It is
not a chance that there is a firm every
nine inhabitants, and that the main eco-
nomic culture is that of making and
creating.. All the macro economic acti-
vities are well represented in the eco-
nomy of Marches that is formed, above
all, by small and medium firms that are
very productive and very specialized,
placed in all their territory, but concen-
trated along the coast-line and in the
valleys. There are several industrial areas
in the Marches and the most important
are: the shoe factories, in many councils
in the provinces of Macerata and Fermo,
the leather goods and the arm-chairs in
Tolentino, the furnitures and the me-
chanics in the area of Pesaro, the me-
chanics of stamps and the
wine-producing factories in Jesi,  the na-
vigation in Fano and Ancona, the elec-
trical household appliances and the
paper  in  Fabriano and, in conclusion,
tourism; more and more important
thanks to the several seasides and arti-
stic resorts, organizing more and more
important events, that attract a lot of
tourists, both from Italy and Europe. The
present economic situation really tests
their capacity. Some numbers prove it.
According to the items of the Union of
Chambers elaborated by the Services
Company of the South of Marches, in
the second quarter of this year, 62 arti-
san firms have made a declaration of in-
solvency only in the province of
Macerata. 33 failures have been  regi-
stered, more than the same period in
2008. And in all the Marches 350 arti-
san firms disappeared in a year, with the
loss of more than 1000 jobs, of the
52000 living firms, that have about 150
thousand workers, and produce 19% of
the regional added value. No field of the
manufacturing area has been able to
avoid the crisis; in the Marches  these
firms provide 46% of the gross inner
product. For every area there are less
firms: buildings 128, mechanics 111, clo-
thing industries 89, furnitures 85, foot-
wear industry 65 and trade 34.… The
tendency on the fall strikes more stron-
gly the little and medium enterprises,
which feel the effects of the reduction,
both in home consumptions and in ex-
ports; the difficulty to obtain credit from
banks plays a very important role.  97%

of the Italian businesses,
about five million, is of lit-
tle and medium dimension,
and almost 95% has less
than 9 employees. They
produce respectively
73,8% of the value added
of the total quantity of the
manufacturing industries,
and 83% of the value
added of the firms belon-
ging to private activities:
almost 90% of the richness
of the country. They are the
chief support of italian
economy and, even if they
work and produce softly,
and even if advertising
does not deal in their busi-
nesses and trades, they are
really a mine of new ideas,
workrooms for creative-
ness and design; they ex-
periment and study new
ways of output and sale,
braving all crisis. According
to them, crisis means in-
centives to make them
turn difficulties in success.
They perfectly know that
crisis are defeated, if there
is an union and a creation
of new strategies of inno-
vation and development. A
lot of businesses are al-
ready trying to experiment
new channel, through inte-
gration of competence and
capacities. Businesses pro-
duce in networks and par-
tnerships, also through
acquisitions and new mo-
dels of organizing develop-
ment, which up today have
not been very used by all
those who acted indivi-
dually. They are able to
bear great adaptations,
which often big companies
can not stand for. Flexibi-
lity is very strong in all
those who become united,
joining together: they per-
fectly know competitors,
costs, trades and technolo-
gies. They leave for Europe,
China, Russia and America,
where they become part of
the local reality: in fact sel-
ling a product and making

A MODEL OF E
THE MARCHE

NEWS

ELECTRONICS 
AT THE TOP OF

WORLD LEADER  
BRANDS

Do we get surprised if the top ten con-
sumer durable companies are dealing
with electronics? The Oscars of this
field, the Global Powers that arise from
a Deloitte  research, put the South Ko-
rean company Samsung at the first
place with 106 billion dollars revenue,
second came Hewlett – Packard, bronze
medal went to Nestlè, with its penetra-
tion in the food market; four out of the
six brands that have the honour of
being part of this chart , although in
background positions, there is Barilla,
who has the 123rd place; a jump to the
66th place, with Ferrero, Parmalat and
Cremonini. The other two are  new en-
tries, Indesit and Pirelli, that sails to the
86th place, it wins over 22 places  and
has the best performance for increasing
revenue, 34,4 % more. Out of 250
brands that fill the world’s elite, 90 are
North American and 71 are European,
13 are French, 12 British, 11 German
and 6 are Italian. A great performance,
all considering; a performance of great
respect for a country where  there are
the rules of “ Small is beautiful”.

NEW LUXURY 
STRATEGIES

Pantarei, everything changes, although as
Heracles in his philosophical credo had
not foreseen the turmoil and air pockets,
that have given fashion headaches in the
past few years. If the concept of quality
and luxury tear designers apart, what is
really sure is that the global crisis has ex-
pected a change in route. For example,
who would have ever expected  luxury to
fall for the franchising world?  Neverthe-
less, this market that has a turnover of
200 billion euro a year, has to turn to dee-
ply changed tastes, satisfy personal plea-
sure more than just being a status symbol,
look more into functionality, and renew
the product . Experts say  we will not be
going back to what it was like, not earlier
than five years. And on this turnover cri-
sis, solutions might have a name like
econo sustainability, online sales, the re-
turn of multi brand stores ( department
stores ); one brand stores have high costs,
distribution costs not worth it.
According to some, the real danger is that
all these changes could undermine that
cultural heritage of the field, such as Zara,
and H&M, that have globalised  a fact that
has always been of elite. Middle class has
been hit the most, also by concatenated
factors, such as the tourism debacle ( a
quarter of fashion shopping is done by fo-

reigners that are obviously not travelling
as much). The recipe, we could say is in its
new values. Less opposing fashion and
more realistic fashion. More creative, pure,
but always functional. And careful with
sums, they don’t always sum up, unless
you have been organised.  

EXPORT 
REVOLUTION 

Luminaries claim that our (economic) he-
alth is better than other countries, for in-
stance Great Britain and Spain that badly
react to cures. A third semester of mode-
rate growth makes Italians happy, al-
though, as it regards forecasts,  we still
prefer horoscopes.
Facts, data do exist, they are clear, saying
that we are not as much in debt as others,
and have hang in there on domestic de-
mand.; the sick has to recover on its own,
if and when he will feel better, instead of
putting him back on his feet,  thanks to
strong medication and cures. We’ve been
good, as the Ocse also witnesses, and we
should by now seriously take care of  mo-
ving the debate,  from the claw of the pu-
blic debt to fiscal stimuli.
We have an export issue, more than a
worry of our times, real genetic change is
what we are facing. Export peaks that we
have gone through in the past  ( like those
in 2005 and 2007 where we grew almost
by 20 per cent, as per an average of the
G7 nations ), surely will not happen again.
Demand has changed, but most of all has
decreased,  and the good old days might
just be a memory, even in ten years time.
But if the person who purchases us is sick,
it would be self harming, just to wait that
these customer countries came out from
their stupor. We would have a drop in the
American markets, with no doubt as well
as European markets that would penalise
us. But as of now, we have the opportu-
nity to increase business with the new
world, the one made up of Brazil, and
South America, China and India. We are
terribly behind in these areas, and we
have left important positions to competi-
tors like Germany. There are some coun-
tries where we have worked extremely
well, reaching relevant exchange, such as
Russia, where we are fighting against Ger-
mans to be their main trading partners. A
great job has been done and it will lead
us, for example, to build the South Stream
pipeline, together in amazing timing. In
synergy, together. But other countries,
which have been quoted on export, can
regain the lost surplus with this damned
global crisis;  in that aspect we are behind.
We need wise industrial policies. Re plan-
ning, but it should be functional. Other-
wise we would have warehouses full of
supplies, that are useless to the needs of
the recipients, but most of all small to me-
dium sized Italian companies, that are ri-
sking a lot, also to disappear. Aggregation
is not enough. We are focusing on our
(new) creativity, and hopefully politics will
give us a hand.



13Regions

EUROPEAN REGION: 
S AND THE AFTER-CRISIS 

technical assistance is no more enough
to go on; they need to create a very
strong tie with the local reality, where
they want to compete. Even defending
the registered trade-mark “ Made in Italy
“ means to protect above all those firms
which are of little and medium dimen-
sion, in the challenges of market all over
the world. Anyway, if there is not the
growth in foreign market, the transpa-
rence, the correct  information and the
ability of marking out do not suffice, al-
though sanctions for false information of
the registered trade-mark are rough. The
fact of being and desiring to be leaders
all over the world means to rule in many
contexts: of development of those di-
stricts, which, making up a whole, are
getting bigger and bigger; of great suc-
cess on the international market; of
scientific research and of technological,
world-wide innovation. As far as indu-
strial context is concerned, the Marches
need to rise and to be uplifted in the
world. Internationalization in these cases
is absolutely necessary. When you are at
the top, you have to compete and to
make a comparison, at a very high level;
services have to be shared out among
the businesses in the region, among a te-
chnological and formative culture, being
up to a very high standard; besides infra-
structures have to work with the enter-
prises, adopting also methods of minor
importance, which can be useful too, and
so on... The Marches can still grow in se-
veral sectors, linked to that economic de-
velopment which shows the way to
undertake. You can think about the deve-
lopment of those services concerning the
support for manufacturing enterprises, as
business consultants, informatic and en-
gineering services, marketing and market
researches. All those elements, for exam-
ple, would be able to increase the manu-
facturing output, in which the Marches
have a very strong tradition, also adop-
ting strategies of radical industrial chan-
ges. According to Aida data ( local public
administration ), all the innovative servi-
ces of 1400 enterprises represent only
1,55% of the total amount billed by all
the businesses of the Marches ( 67,2 bil-
lion ),  that is to say little more 1 billion.
The innovative services represent just
5,46% of the total amount of the limited
companies. An other subject which needs
priority is the study of infrastructural net-
works, including private and public
means of transport: they have to be effi-

cient and fast, and they have to respect
the environment and the territory, of
course. Trade goods, context where these
goods are produced, transports: all these
elements have to get better and better.
When there is development, there is also
a strong activity in organizing trading
ports, airports and collective services.
Also the typical products of the Marches
have to be more exploited and to make
more valuable. Exhibitions and feasts do
not suffice for an international dimen-
sion. All the services offered ,  concerning
the above-mentioned products, have to
be ameliorated in quality, because qua-
lity in life is getting very important and
valued, and because quality plays a cru-
cial role in defeating competing firms. Ty-
pical products are effectively getting
more and more important in agriculture,
in agroindustry and in agro-food industry;
in our society this success has to be ma-
naged: this means that it has not to be
suffered. Tourists, guests, chance travel-
lers appreciate the culture of the Mar-
ches, that is to say the relationship with
the environment, the parks, the agricul-
ture of quality, the good wine and food,
the cultural tourism and the art one.
Conditions and requirements in order to
make a structuring organization.The con-
tracting class of the Marches knows that
the right utilisation of the local wealth
can support the process of modernizing
and developing the co-operation with the
foreign market. In order to make this, this
contracting class has also to be rightly re-
presented in a society which continuou-
sly changes.The little enterprises have to
become also industrial partners of bigger
enterprises, and not suppliers to  elimi-
nate at the earliest opportunity. On the
other hand the industrial sector of ter-
tiary still works, but only in part, in the
so-called developing countries. The en-
terprises, which are considered big, are
not big just thanks to the supports of tax-
payers when there are some problems,
but they often are big thanks to the col-
laboration of the little enterprises, which
work in their same structure. So a co-or-
dination is necessary, in order to continue
this collaboration and, at the same time,
to allow the respect of each role. Policy
has the duty to stimulate and co-ordinate
outside work, while the enterprises have
to run the risk of investments in a con-
text of rules and of regulative stability. All
the laws of this Government, also those
recently passed, favour, support and

boost development, exchanges, efforts
and actions of the enterprises. Just think
about the measures of the funds which
have the purpose to safeguard the enter-
prises, and just consider also the fact that
the contracts of area and the accords of
program have been adopted. Our Gover-
nment also wants to make other laws
pass: these laws are reason for increasing
the spur of profits and for decreasing the
quantity of tax regulations. Besides these
laws contribute to the fact that the en-
terprises of little and medium  dimension
begin to operate also in an international
context; moreover these laws make more
important research and innovation ( ef-
fective and concrete instruments of real
development ). The Marches  have to get
this purpose real and to reach this goal,
always respecting all the peculiarities
which  characterize their territory.  The
economic system has to be able to reco-
gnize merits, and, at the same time, it has
to be free from that protectionism, which
could become detrimental; the economic
system has to create also a policy, which
can generate the social conditions of
growth and development for every citi-
zen. The so-called “ parasitical élites”, as
Brunetta says, unfortunately have always
played an important role in our society;
there are some people belonging to the
managerial stuff,  not only of big enter-
prises, but also of universities, burocracy
and industries of shows and performan-
ces, who live protected and assisted in
every way. When these people under-
stand and perceive that they could   lose
their privileges, they begin to attack who
wants reforms in order to modernize and
to develop  the real social mobility. Mo-
reover these people want to keep their
privileges and all the advantages gene-
rated by this same condition; they do not
want to go on, but they want to come
back to the past. Their interventions con-
cerning the ethical aspect of society and
the creation of development,    following
just these ethics, are only pretexts; the
mass-media which share this kind of
ideas, often belonging to the above-men-
tioned élites, point out these interven-
tions, but the real “ethics “ are those
adopted and carried out by little and me-
dium enterprises, which continue to ope-
rate, silently  suffering, because of the
crisis provoked by other people. These lit-
tle and medium enterprises create the ri-
chness of the country and they should be
more considered.               



After the ending of patrons’ time ,
they who patch up the accounts, all
the museums in the world compete in
exploiting themselves.
Museums want to became a business,
and so they make more and more
profit, thanks to guided visits to the
bookshops, to the restaurants and
coffee-houses, to merchandising and
box-offices.
If they are big ( only if they have at
least 150 thousand visitors every
year), they can try to give their con-
cessions to some private societies,
able to bear interest in the business; if
they are little they must integrate
themselves in “networks”, with struc-
tures that attract more, otherwise
they will be excluded from future
market. 
In Italy auction competition for the
management of the “ services of mu-
seums ” have  not been very compe-
titive until today (  it was enough to
lift up the little bar of the royalties to
pay to the State and the game was
over ), but fortunately most of the
concessions are matured and you can
plan the future. A research made by
Roland Berger about the aspects of
the increasing importance of the mu-
seums, asked by our Cultural Estate,
says that every year in the sector of
services an amount of money, which
comprises from 40 to 50 millions, can
be produced. In Italy the museums

which work in this right way are 32. 
But you could also cash as the Musée
D'Orsay does. People charging for the
ninth museum in the world, thanks to
proceeds and visitors, have sent in
tournée more than two hundred ma-
sterpieces; these are masterpieces of
impressionists and post- impressio-
nists, and of artists like Gauguin, Cé-
zanne, Van Gogh, in Madrid, Usa,
Tokio and Australia, in order to pro-
vide money for the repairs. Museums
can be “exported” also thanks to
operations as that adopted by the
Louvre, which wants to open a
“branch” in Abu Dhabi. 
These transactions concern advanced
marketing and they help to earn
money and to create interest. This is
the contrary of what has happened in
Italy until today, the most beautiful
Country in the world, but unable to
keep open the Museum in Reggio Ca-
labria, where, by the way, there are
also the Bronzes of  Riace.
In the special classification of the
more profitable and visited museums
there are   the  Louvre at the first
place ( 8,3 million visitors and 46 mil-
lions invoiced ); the Centre Pompidou
at the second place ( 5.5 and 22 );
the Tate Modern in London ( 5.2 and
56); the British Museum ( 4,8 and 20
); the Metropolitan Museum in New
York ( 4,5 and 123 );  the National
Gallery in Washington ( 4,4 and 8 ),

and then the Vatican Museums, The
National Gallery in London, the
above-mentioned Musée D'Orsay and
the Prado. Italian museums have the
twenty-first, twenty-sixth and the
thirty-first place, with the Uffizi Gal-
lery in Florence (1,6 million visitors
and 18 millions invoiced), Doge's  Pa-
lace  in Venice (1,4 and 15 ), Academy
Gallery in Florence( 1,2 and 11). The
troubles of Italian museums are also
caused by their dimension and they
need to  earn, because of the total
competition and because of the de-
vasted public accounts.
They are small, often the exhibitions
have not a permanent exposition at
side, and the means of transport do
not suffice, in order to encourage the
tourists who want to arrive at the
exhibition place. There is a lack of air-
ports and hotels of high quality. So
one can understand why the most vi-
sited exhibitions are in New York and
in Tokio ( the “ Treasures of  the
Shoso-in” at Nara in Japan, has tota-
led 18 thousand   visitors a day), Paris
and Madrid, but not in Italy, where
the top has been reached by the exhi-
bition about Correggio in Parma, with
4 thousand tickets every day and 433
thousands in total.. Not much, but not
enough. This is the age of a change,
and if one says more professionalism,
one must also support, once more,
the need of competing.
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ART

(ONCE AGAIN) 
FORBIDDEN

The Tate Modern has caused us da-
mage, stopping us for censorship
reasons, to admire Richard Prince’s
work that portraits ( an underage )
Brooke Shields? No way. The first
reason being that we can live wi-
thout it ( it seems to us that our pri-
vate life has not changed in the
least ), and also because we have
already seen everything on the in-
ternet ( the web does not worry
about a curators pruderie ). 
They will of course say that it is cor-
rect censoring, and that the forbid-
den Jeff Koons, who is forbidden to
the underage, has given new moral
dignity to the “Pop Life: Art In A
Material World” collection. Such
things have to be left out.It seems,
that no one  has looked for what is
incongruous in other fields: for in-
stance that obscene behaviour
seen everywhere, on TV, on the
streets, saloon style fights on
media living rooms and what not.
What is it really that we are not al-
lowed to see? 
The pleasure of  the vector, that
leads each person’s feelings, is by
now overflowing in respect of clas-
sic standards of good taste. 
We would find it difficult to trace
back to the origin of that fracture,
that rip with the Gods that told us,
a long time ago; what Beauty was
and how it should have been
shown, although it should be exac-
tly this what we should have di-
scussed, and we might find out
that what is really obscene is found
in contemporary art supported by
marketing and blown out of pro-
portion by off the market selling
rates. Why can not we get rid of
that?  Those works of art, that are
blatantly imposed by a few art dea-
lers and are not worth anything at
all?
Nowadays the concept of what is
real and the truth are not often
used ( in that im- moral current ),
therefore censorship can cancel
each other out, and it is not very
useful. Thing is we went from put-
ting a gag on Michelangelo and
Bacon, and imposed it on Koons. 
When will we be able to go back to
Beauty? The Tate is not helping us,
with these strange strategies of
market. We might get support from
this global economic crisis, that has
cut shares and sent some artists
home ( rich by now ), blessing fo-
rever this terribly confused era. 

The new Maxxi in Rome - particular 
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The economic crack worked as a
levelling out of the rich art mar-
ket. The first semester of 2009
cleared the conviction that
works of art were partially tou-
ched by the financial tsunami.:
Sotheby’s had a 65% fall in
sales, with two billions less than
the previous year, Italian house
holds had a 30% debacle and
that general decrease touched
prices from 10-15%. 
A disaster that has somewhat
had its positive effects, in the
first place increase in sales and
the hope that in a time evalua-
tions have been drugged, the
quality-price rapport ought to
be once again balanced. That is,
those unjustifiable amounts that
until a short time ago were
given for Hirst (whose Shark
was bought for 12 million dol-
lars), Warhol and Botero should
now be more realistic.  Or so it
seems that there are no more
Art freaks who would have
gone over any limit, in order to
have a status symbol. For the
sake of owning.  
Speculators also seem to have
lived through their Golden Age
and must crouch in the shade
waiting for better times which
are those where Modern and
contemporary Art will be back,
if it will, and take over the “old”
ones. 
Antique Art has been rediscove-
red for a generally return to hi-
story and tradition, where
contemporaries have stolen
from and give little back. What
there had been before them, as
far as Beauty, still gives people
emotions, even Sotheby’s and
Christie’s customers.
Furthermore, expert’s and mu-
seum’s trend is that of a return
to land. That is where Art really
began, far from aseptic rooms in
a finance company or an auc-
tion house where, throughout
all these years,  mercenary af-
fairs have been consumed.
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RETURN TO TRADITION?




