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Ecco I'iRalia vincente

che punta sulla qualita
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MACCHINE PER IMBALLAGGIO ALLE

PIASTRELLE IN CERAMICA, DAl

CONDUTTORI ELETTRICI AGLI YACHT

DA DIPORTO

La maggior parte
rroviene dai setto-
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italy’s Economic Success Depends on Quality

competitive edge, that Italians aren't innovative,
that we're on the verge of losing our economic
rating. And yet, according to our export data, the situ-
ation is actually much more encouraging than that. In
fact, if we shed our preconceived notions, and in-
stead take an honest look at our country, we see that

Too often we hear it said that Italy has lost its

i dell'X1 S

Nelle immagini, alcuni

This the result of the LTALLA. - Geography
of the New Made in Italy’ report, put
together by the Symbola Foundation,
Unioncamere, and the Edison Foundation;
from packaging machinery to ceramic tiles,
from eledrical conductors to leisure yachts

io Estivo di Symbola.

frequenze del mercato globale. Senza, peraltro,
perdere il presidio di quei settori per noi piu
abitualy, per 1 quali manteniamo il pit alto sur-
plus in Europa con i Paesi extra-UE: il lusso ed

lesign. Insomma, la capacita, tutta italiana,

re bellezza, ¢ ancora uno dei nostri beni

piu ambiti e apprezzati

LE “MEDAGLIE"” ITALIANE. I'iu nel detta
glio, il nostro Paese vanta 235 prodotti
“medaglia d’oro” a livello mondiale per sal-
do commerciale. Nell'insieme queste 235

anno \__‘_
lollari. Nella top ten troviamo, nel-
ature con suola
hine e apparecchi per

vadagnare all’lItalia 63

in cuoio natu-

, Mag

rale (2,7 mi
. piastrelle di cera-

imballaggio {
mica verniciate o smaltate (2,5 miliardi), bor-

5 miliard

se in pelle e cuoio (2,1 miliardi), occhiali da
sole (1,2 miliardi), pasta (1,8 miliardi), cuoic a

pieno fiore conciato (1,8 miliardi), barche ¢

Italy is not just good food and nice clothes, but is also
innovative, creative, versatile, responsive, and com-
petitive. In a word, a champion.

ITALY MUST BE ITALY. The ‘LTA.LLA. - Geogra-
phy of the New Made in Italy’ report has ‘the num-
bers’ to back it up; a report put together by the
Symbola Foundation, Unioncamere, and the Edison
Foundation and presented in Treia (MC) on occasion
of the 11th Symbola Summer Seminar. Without try-
ing to cover up the problems in our domestic market,
this report, as Ermete Realacci, President of the
Symbola Foundation, explained, shows that “there
still exists an Italy which continues to behave like italy,
and this is why it manages to hold its global position.
This is the Italy which relies on quality, on skills which
are rooted to the territory and which are maintained
through social connection and concern for human
capital; the ltaly which is on the frontier of environ-
mental quality; which knows how to give value to its
beauty, taking advantage of the great, and growing,
demand for taly which is present in every comner of
the world. To describe this Italy is the goal of this
report”

Ferrucdio Dardanello, President of Unionc €,
echoed those sentiments, saying, “the LTALIA Re-
port gathers the strongest aspects of the ltalian de-
velopmental model, made up of widespread busi-
ness ownership, districts, industries, networks, and
teritory. It's a unique characteristic which makes our
country highly competitive. Italy is one of only five
countries (along with China, Germany, Japan, and
Korea) to have a structural surplus abroad in non-
food related products. This is what we must continue
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iliardi), conduttori

iliardi) e parti di macchine pe
‘ttare ¢ altre macchine ¢ apparecchi

m mancano anche prima-

nel saldo
botton:.

I nostri prodotti che si classificano al secon-
do posto nel .

sono invece 39 e fruttano 74 miliardi di do

ti piu sfiziosi e curiosi, come quelli

commerciale delle giostre o de

mondo per saldo commercial

ri-Tra questi, ha

yparticolare rilev

e gli 5 portano al Paese un botti-

no di 4,7 mil
(compresi .]LIL‘:}! senza tracce di ].‘1(‘.'1‘.1‘%‘1. 1
mobili in le

ri agricoli,

di euro, rubinetti e valvole

no, le parti di turbine a gas, tratto-

rbotti-

cchine per rie

ire eod etichettare, navi da crociera, lavor in

inio, caffé torrefatto, lampadari, mobili
ine¢, pomodori lavorati, lastre e

fogli in polimeri di etilene, granito lucidato ¢

10 PEr Cu

lavorato
Le “medaglie di bronzo” dell’export italia-
no sono invece 321 ¢ valgono un saldo com-

miliardi. E

merciale complessivo di 4 nche

a estrema varieta:

dalle parti e accessori per trattori e autoveicol,

N questo caso, tros

agli oggetti da gioieller
naggi e ruote di frizione per macchine, prodot
ti di materie plastiche, di

passando per in

ni ¢ poltrone, parti
di macchine a appan
differenziali per autoveicoli, costruzioni in

meccanici, ponti con

CC

ghisa, ferro e acciaio, maglioni
E poi ci sono altri 492 prodotti in cui I'Ttalia si
rta o quinta per saldo com-

merciale mondiale e che hanno aggiunto alla
nostra bilancia commerciale altri 38,4 miliardi

LT YL L

]

to invest in, starting with the younger generation,
born ‘within’ a sustainable development model,
which consumes less, values the land, and uses
green technology. They are the first and foremost ve-
hicle for the innovation of business and society”
ALMOST 1,000 PRODUCTS ON THE GLOBAL
PODIUM. 'I' for Industry, T for Tourism, ‘A for Agni-
culture and food, 'L for Local support of businesses,
for Innovation, technology, and environment, and ‘A
for Arts and culture. Our Italy is this and much moare.
In fact, if we use our commergial trade balance as
the standard for comparison, then ltaly is one of only
five of the G-20 countries (along with China, Ger-
many, Japan, and Korea) to have a structural surplus
abroad in non-food related products. 946 of our
products are in the top three places worldwide in
terms of foreign trade balance. This means that, if we
compare the global market to the Olympics, Italy

16 ettalia

di dollari. Da notare che la maggior parte dei

prodotti italiani che competono nel mondo
nasce da produzion altamente specializzate ¢
concentrate in distretti industriali. E il caso del-
le calzature, delle pelli, delle piastrelle, 0 anco-
» giostre e delle impre:

se della packaging

vallev bolognese-emiliana.

NON SOLO PASTA. Il nostro agroalimentare
e senza dubbio un comparto in cui la vocazio-
ne alla qualita é evidentissima. Non a caso il
nostro Paese ha una capacita di creare valore
i24

aggunto part a quas
doppio di qu
Francia, Germa

1) euro per ettaro: il

to medi
2 ¢ Spagna, addirittura il tri-
plo se confrontato con la Gran Bretagna. Non
egistrati tra DOF, IGP
¢ STG, 521 tra vini a denominazione di i
ne controllata e garantita 0 a indicazione geo-

ente registrato

acaso, con 252 prodo

radizionali

grafica tipica e 4.671 specialita

regi
registrati e siamo il primo Paese dell’'UE per
numero di operatori biologici (oltre 48mila).
Quanto alle esportazioni
mondo per valore esportato, ma in 13 produ-

nali, vantiamo il primato di prodotti

stamo undicesimi al

zioni delle 70 monitorate abbiamo la leader-
ship globale. Dal solo export di pasta, nel

2011, abbiamo ricavato 1,3 miliardi di euro.

LOCALISMO E SUSSIDIARIETA: IL TERZO
SETTORE. Nella produzione ed erogazione
di servizi, il nostro Paese non raggiungereb-
be mai I'attuale grado di welfare se non
potesse contare sul contributo della variega-
ta galassia del terzo settore, che contribuisce

eamns almost one thousand medals, behind only Chi-
na, Germany, and the United States. In fact, in 2012,
we were in second place in Europe, after Germany, in
terms of manufactured assets with non-EU countries.
Plus, most of this surplus doesn’t come from the tra-
ditional sectors (textiles, footwear, furniture), but
from mechanics and methods of transportation. This
is proof that ltaly is able to successfully innovate and
“tune itself” to new frequencies in the global market,
without falling behind in thase sectors with which we
are more at home and in which we have the highest
surplus in Europe with non-EU countries: luxury and
design. The Htalian ability to create beauty is still one
of our most admired and valued assets.

ITALIAN ‘MEDALS. More specifically, our country
boasts 235 ‘gold medal’ products worldwide in terms
of sales volume. All together these 235 products eam
€ 63 billion for Italy. The top ten, in order, are:
footwear with leather soles (€ 2.7 billion), machinery
and packaging equipment (€ 2.5 billion), painted or
enameled ceramic tile (€ 2.5 billion), leather purses
(€ 2.1 billion), sunglasses (£ 1.9 billion), pasta (€ 1.8
billion), full grain leather (< 1.8 billion), leisure boats
and yachts (€ 1.6 billion), electrical conductors
(= 1.4 billion), and parts for packaging machinery
and other machinery and equipment (1.4 billion).
But there are records in more whimsical and peculiar
categories as well, such as the sales volume of

( UNIONCAMERE ¢

& ks

1 Macwrss

carousels and buttons. On the other hand, we have
390 “silver medal’ products worldwide in terms of
sales volume, which earn $74 billion. Of these the
most important are wine and sparkling wine, which
earn our country a total of € 4.7 billion; faucets and
valves (induding those without lead); wooden furmni-
ture; gas turbine parts; tractors; machinery used for
filling, bottling, and labeling; cruise ships; aluminum
products; roasted coffee; lamps; wooden kitchen fur-
niture; canned tomato products; sheets of ethylene
polymers; and polished granite.

With a total sales volume of € 45 billion, are the 321
‘bronze medal’ products. Here too there is great va-
riety: from parts and accessories for tractors and mo-
tor vehidles, all the way to jewelry, and induding gears
and dutch discs for cars; plastic products; sofas and
arm chairs; machinery parts and mechanical equip-
ment; solid rear axles with differential for motor vehi-
des; cast iron, iron, and steel products; metal furni-
ture; and sweaters.

Lastly, there are another 492 products for which
Italy comes in fourth or fifth in terms of worldwide
sales volume and which add an additional $38.4 bil-
lion to our trade balance.

It is important to note that most of these products
come from highly specialized industrial sectors; such
as footwear, leather goods, tiles, carousels, and the
companies from Bologna's 'packaging valley’

N4 Symbola

{7

Ritaglioco stampa

ad uso esclusivo

del destinatario,

non riproducibile.

www.ecostampa.it

060982

EDISON 30/FONDAZIONE e/o COOP.



| Data 06-2013
Mtalia® Pagne  14/21
( lt (l l l(l Foglio 579

direttamente al 4,3%
lente a 67 miliardi di euro. Una ricchezza che
andrebbe affiancata anche con il risparmio ¢
il benessere sociale derivante dalle ore di

del nostro Pil. equiva-

lavoro messe gratuitamente a disposizione
da oltre 4 milioni di volontari

LITALIA “VERDE". Il 23,6" delle imprese ita-
hane negli ultimi tre anni ha scommesso sulla
qualita ambientale e sulla green economy.
Perché investire in tecnologie e prodotti “ver-
di” non vuol dire "solo” diventare pil soste-
nibili e contribuire a costruire un tuturo
migliore. Significa anche fare innovazione: il
37,9% delle aziende che fa investimenti greer,
introduce infatt innovazioni di prodotto o di
servizio, contro il 18,3% delle imprese che non
investono nell’ambiente. E significa export: il
37.4% delle imprese green vanta presenze sui

ST e

mercati esteni, contro il 22, 2% delle altre

120 PIU IMPORTANTI PRIMI POST!
DELLUITALIA PER SALDO
COMMERCIALE CON LESTERO

(dati in mifioni di dollan)

~

o Calzature o cuto naturale
2655

o Macching ed apparecchi per

mmpacchetiare o imbaliare
le merci

o Tubi e profilat di acriai
mpssidabil
1272

o Elicotter: di peso infenore
a 2 tonnellate

2.509 1.182
LITALIA VINCENTE DELLA CULTURA. 'mﬂﬁa M sop g
Mentre il Paese, nel 2012, perde lo 0,3% delle mesﬁmenﬁmaeram:ca rimr‘e )
imprese, quelle del sistema produttivo culto- 2475 I 17
rale {tra industrie culturali propriamente det- 3 " _
te, industrie creative - attivita produttive ad * Tuhlepramaa. holl L
alto valore creative, ma ulteriori rispetto alla acceaio, di sezione crcolare
creazione culturale in quanto tale — patrimonio
storico artistico, performing arts e arti visive)
crescone del 3,3%, arrivando ad essere quasi
460 mila, il 7,5% del totale delle attivita econo-
miche nazionali. Creano, direttamente, 75,5
miliardi di euro di valore aggiunto, E ne atti-
vano nel resto dell’economia altri 133, In tutto
fa 214,2 miliardi: il 15,3" circa del totale @
NOT JUST PASTA. Our food and wine sectar is,  cial contribution which are a result of the hours of
without a doubt, one of the sectors in which our at-  work carmed out at no cost by over 4 million volun-
tention to quality is most evident. It's no coincidence  teers.
that our country is able to create an added value of *GREEN’ ITALY. in the past three years 23.6% of Ital-  Borse in pefe
almost € 2,000 per hectare: double that of France,  ian business have invested in environmental quality 2.183
Germany, and Spain and triple that of Great Britain.  and green economy. Because investing in ‘green’ o Occhiali da sole
And it's no coincidence that, with 252 DOP, IGP, and  technology and products doesn't mean ‘merely’ be- 1.919 o Pomodon. preparti o
STG registered products, 521 IGT or controlled and  coming more sustainable and helping to build 2 bet- Prcta alinentart ¥
guaranteed designation of origin wines, and 4,671  ter future for our planet and our children, but also ¢ o
regional traditional specialties, we boast the most  means contributing to innovation. In fact, 37.9% of 1408 101t
registered products and are the EU country with the  businesses which make green investments also in- My »: Peaipt pex Spich
highest number of organic operators (over 48,000).  troduce product and service innovations, as opposed L2 S 1L.00Y
Regarding exports, we are in eleventh place in the  to 18.3% of businesses which do not invest in the @ Cuoie pell, preparati dopo
world in terms of total value exported, butin 13 of  environment. And it means exporting: 37.4% of 3 fa concia
the 70 sectors monitored we are the world leaders.  green businesses boast a presence in foreign mar- 978
In 2011, our pasta exports alone eamed a total of  kets, as opposed to 22.2% of the others. )
€ 1.3 biflion. ITALY A CHAMPION OF CULTURE. While the v
LOCAL SUPPORT OF BUSINESSES: THE PU-  country lost 0.3% of its businesses in 2012, those in
BLIC SECTOR. In the production and supply of serv-  the cultural sector (including self-proclaimed cultural
ices, our country would never reach its current level  industries, creative industries ~ businesses with a
of economic weffare if not for the contribution of the  high creative value, but even more so with respect to « Barche e panfill da diporto
public sector, which directly contributes 4.3% to our  the creation of cufture as such -, historical and artis- oida sport b,
GNP, equal to € 67 billion. This is a figure which must  tic heritage, performing and visual arts) grew by 1.616 ’ .
also be considered alongside the savings and the so-  5.3%, arriving at nearly 460,000, 7.5% of our coun- @ Conduttor eletici a Mele fresche
try's total economic activity. They employ nearly 1.477 962
1.4 million people, 5.7% of the total work force. They @ Parti di macchine per o Parti i lmirato per metali
directly create € 75.5 million in added value, and impacchettare 918
they spark an additional < 133 million in the rest of . .
the economy. In all, culture eamns € 214.2 billion, ap- 1A ® Otk yobis e,
proximately 15.35% of the total. ﬁfmwm
eltalia 17
o o
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BEL PAESE

PRESENTATO LO STUDIO

“10 SONO CULTURA", ELABORATO
DA FONDAZIONE SYMBOLA E
UNIONCAMERE CON IL SOSTEGNO
DELI'ASSESSORATO ALLA CULTURA
DELLA REGIONE MARCHE

I Claudio Gagliardi
erae o Lnioncar e

acultura salvera l'ltalia. Unaffermazione
forte, che non vuole essere un com-

mento da letterati snob, né frutte di un

passato, bensi,

1stocratico sguardo al
semplicemente, una mera constatazione che
emerge dal Rapporto 2013 “lo sono cultura —
L'ltalia della qualita e della bellezza sfidala
crisi”, elaborato da Fondazione Symbola e
Unioncamere con la collaborazione e il soste-
gno dell’Assessorato alla Cultura della
Regione Marche.

CLAUDIO COSA S| INTENDE PER
GAGLIARDI CULTURA? Il cuore della
ricerca sta nel non limita-
re il campo d'osservazio-
ne ai settor! tradizionali
della cultura e dei beni
storico-artistici, ma nel-

I"andare a guardare guan-
to contano cultura e crea-
tivita nel complesso delle
attivita economiche ita-
liane. Veng
viduati quattro macro-settori: industrie cul-
turali propriamente dette (
media, videogiochi e software, musica, libri e

rono cosi indi-

Im, video, mass-

ttura,

stampa), industrie creative (archi
comunicazione ¢ branding, artigianato, desi-
gn e produzione di stile), patrimonio storico-
artistico architettonico {musei, biblioteche
archivi, siti archeologici ¢ monumenti stori-
ci}, e performing art e arti visive (rappresen-
timento, t.:‘T'I\t'r;ﬂl e

tazioni artistiche, diver
fiere). Al corpo centrale della ricerca, é stata
inoltre affiancata un’indagine su tutta la filie-
ra delle industrie culturali italiane, ovvero
quei settori che non svolgono di per se atti-
vita culturali, ma che sono altresi attivati dal-
la cultura. Parliamo di attivita formative,
produzioni agricole tipiche, attivita del com-

mercio al dettaglio collegate alle produzioni
dell'industria culturale, turismo, trasporti
attivita edilizie, attivita quali la ricerca e
sviluppo sperimentale nel campo delle scien-
ze sociali e uma

istiche

Il rapporto € quindi un viaggio tra cultura,
creativita, tradizione, innovazione, ¢
ingegno e saper fare, che va dall'ecodesign

alle sartorie tradizionali di Ginosa di Puglia,
dalla Brianza del mobile all’occhialeria di
Belluno; dall'Emilia dei motori alle ceramiche
di Deruta, dall’arredo casa del Friuli Venezia
Giulia al cashmere dell'Umbnrnia; dall’ Abruzzo
dell’alta sartoria e della pasta alle calzature
marchigiane fino a Napoli, dove si concentra-
no le migliori sartorie di capospalla del mon-

18 aitalia

L'Italia della qualita e

della bellezza sfida la crisi

o

1O SONO CULTURA

exra sfida la crisi

Litalia della qu

do; dalla Toscana del vino e del marmo di
Carrara, del tessile di Prato e della nautica di
Lucca, alla nascente filiera dell’animazione
fortemente votata all’export.

UNO DEI MOTORI PRIMARI DELLA
NOSTRA CRESCITA. I risultati raccolti par-
lano chiaro: € questa cultura - “fatta” dai
designer come dai piccoli artigiani, dai crea-
tivi come dalle industrie, dagli stilisti come
dai contadini - a far girare la parte pil inno-
vativa, dinamica e reattiva del nostro sistema
produttive. Losintetizzano bene il Presidente
di Unioncamere, Ferruccio Dardanello, ed il
Presidente della Fondazione Symbola,

alith e della belil

RAPPORTO 2013
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Ermete Realacci, nella Premess llo Studio

“Le imprese del sistema produttivoe culturale

sono, nel 2012, quasi 460 mila, il 7,5" del tota-
vazionali. In cre-

tre punti percen-

le delle attivita economiche

scita del 3,3% sul 2011, ¢irc

tuali in pit rispetto a quanto rilevat
italiano. A que-

amo 75,5 miliardi di euro di

o per l'in-

tero tessuto imprenditorial
ste imprese dobbi

valore aggiunto (il 5,4% del totale; che diven-
tano 8.8 miliardi, 5,8, se includiamo pub-

blica amministrazione e non profit). In queste

imprese lavora il 5,7% del totale degli occu-

pati del Paese, quasi 1,5 milioni di

+0,5"% in un anno, mentre 'economia }w:'dt--

persone:

va lo 0.3%. L'export del sister

triplicato nel
corso di vent’anm, ha superato nel 2012 1 39

miliardi di euro. E il saldo commerciale regi-

italian Quality and
Beauty Stand Up to
the Economic Crisis

The ‘I Am Culture’ study, compiled by the
Symbola Foundation and Unioncamere
with the support of the Coundilor for
Cultural Heritage and Activities of the
Marche Region, is presented

not intended to be a snobby remark or a nostal-
gic look at the past. It is simply the assertion of
the 2013 report I Am Culture - Italian Quality and
Beauty Stand up to the Economic Crisis,” compiled
by the Symbola Foundation and Unionc with
the collaboration and support of the Coundilor for Cul-
tural Heritage and Activities of the Marche Region.
WHAT DO WE MEAN BY CULTURE? Fundamental
to the research was that the field of study not be lim-
ited to merely the traditional cultural sectors and to
historical-artistic artifacts, but that it examine how
much culture and creatmty influence ltalian econom-
ic activities as a whole. Ultimately four macro-sectors
were identified: cultural industries (film, video, mass-
media, video games and software, music, books and
publishing), creative industries (architecture, com-
munications and branding, artisan crafts, design and
fashion production), historical-artistic architectural
patnimony (museums, libraries, archives, archaeclog-
ical sites, and historical monuments), and the per-
forming and visual arts (performances and exhibits,
entertainment, conferences and trade shows).
In addition to this central focus, the study also in-

C ulture 1s what will save Htaly. This statement is

record da

stra un attivo di

e la crisi

quandao esiste |'eu imper-

versa, mentre un pezzo consistente dell’eco-

1 nazion arretra, 1l valore

nomie

le ratica ¢

1o prodotto dalla cultura tiene, guada-

agg

gna terreno’

LESEMPIO DELLE MARCHE. Non ¢ ¢

territori

un caso che tra i che piu con
SCONO a questo successo, st trovanoe quelli che

hanno anche una ftorte vocazione manifattu-

riera, come, appunto, le Marche. “La collabo-

razione della Regione Marche con Symbola e

Unioncamere alla realizzazione 1esto
rapporto, fa parte di una strategia di svilup-
poabase culturale”, ha commentato |’ Assessore
regionale alla Cultura, Pietro Marcolini

“Anche quest’anno la nostra si conferma una

gioni con la mighiore performance cul-
rale: dalle industrie di questo comparto
a, infatt, oltre il 6%

della nostra economia. Si tratta di un dato che

del valore aggiunto

corrobora 'investimento dell’istituzione
regionale che punta a fare della cultura un

vettore trasversale alle diverse Pn.:th'!'l:_’ set-

toriali”. Emblematico in questo senso ¢ il pro-
getto del Distretto Culturale Evoluto delle
Marche - il cui primo avviso pubblico, chiu-

cluded an investigation of the entire ltalian cultural
industries sector, or rather those industries which do
not directly take part in cultural activities, but which
are nonetheless sustained by culture. For instance
training, farming of traditional products, retail con-
nected to cultural industries, tourism, transportation,
construction, research, and experimental develop-
ment in the humanistic and social sciences.

The report is, therefore, a journey between culture,
creativity, tradition, innovation, genius, talent, and
know-how which spans everything from eco-design
to the traditional tailors of Ginosa in Apulia; from the
fumiture of Brianza to the eyewear of Belluno; from
the automotive industry of Emilia to the ceramics of
Deruta; from the home design of Friuli Venezia Giulia
to the cashmere of Umbria; from the haute couture
and pasta of Abruzzo to the footwear of the Marche
all the way to Naples, where the most talented tailors
of outerwear are concentrated; from the wine of Tus-
cany and the marble of Carrara, the textiles of Prato,
and the nautical industry of Lucca, to the growing an-
imation industry heavily geared towards export.
ONE OF THE DRIVING FORCES IN ODUR
GROWTH. The results speak clearly: it is this culture
- made up of designers as well as artisans, art as well
as industry, stylists as well as farmers — which guides
the most innovative, dynamic and emotional part of
our national economic system. Ferruccio Dardanel-
lo, President of Unionc , and Ermete Realac-
ci, President of the Symbola Foundation, sum it up
well in the forward to the study: "In 2012 almost
460,000 businesses were a part of our cultural pro-
ductive systemn, 7.5% of our country’s total. This is a
3.3% increase from 2011, approximately three per-
centage points more with respect to that of the entire
Italian entrepreneurial fabric. These businesses are
respansible for € 75.5 billion in added value (5.4% of
the total; which becomes < 80.8 billion, 5.8%, if we

strato la pre

progetti d'interesse
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sunto che il
cultu ]

mazior

nonio culturale, le attivita

il e di for-
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eativa, e che i }\r.u‘]m[: el

servizi ideati a loro valta possono rappresen-

tare uno dei g li vantaggi competitivi
an dei settori produttivy tradizionali del
territorio L ]

take into consideration public administration and
non-profits) and employ 5.7% of ltaly’s total work-
force, aimost 1.5 million people (+0.5% in one year,
while the economy as a whole lost 0.3%). The indus-
try’s exports, which have tripled over the course of
the past twenty years, surpassed < 39 billion in 2012,
with a positive trade balance of € 22.7 billion, a
record high since the institution of the Euro. While the
economic crisis rages on and a substantial portion of
the national economy struggles and wanes, the
added value produced by our culture holds its
ground and advances.

THE MARCHE EXAMPLE. It's no coincidence
therefore, that among those regions which most con-
tribute to this success are those known for their man-
ufactunng, for example the Marche. “The Marche Re-
gion's collaboration with Symbola and Unioncamere
in the realization of this study is part of a develop-
mental strategy based on culture,” commented
Pietro Marcolini, Regional Councilor for Cultural
Heritage and Activities. “This year too our cultural
industry is one of the strongest in the country. In fact,
the businesses from this sector are responsible for
over 6% of our economy’s added value, second only
to Lazio. This data justifies the regional institutional
investment which aims to make culture a unifying
force of various sectoral policies” In this sense the
Marche's Advanced Cultural District project - for
which proposals were being accepted until June
21st, saw the presentation of 20 projects relevant to
the region. In fact, the project is based on the as

sumption that cultural heritage, cultural activities, and
cultural and training institutions, are centers for cul-
ture-based innovation capable of stimulating cultural
and creative entrepreneurship, and that the products
and services conceived represent one of our main
competitive advantages, even when it comes to tra-
ditional manutacturing sectors
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Discovering
the Marche

Culture, art, sea and uncontaminated
landscapes

urprising and wonderful in its diversity, this re-
S gion of Central Italy, with its winding yet sym-

metrical form, shows off its multi-faceted
beauty through diffs and caves that overlook unfor-
gettable beaches, hills that are steeped in history,
and rich traditions and cultures, all set against a
backdrop of mountains - that are, by the way, well-
equipped for ski lovers.

The Marches protects its natural environment
through its National and Regional nature reserves,
the oases of the WWF reserves. Don't miss the
Frasassi Caves, a must-see for tourists from all over
Europe. Of great interest to speleologists due to
their karst (or dissolved limestone layers), this un-
derground landscape is truly awe-inspiring — espe-
cially considering that parts of it have been lived in
practically since time began. Manor houses or old
sharecroppers’ farms, now used as agritourisms, tell
of a way of life no longer seen.

WHAT TO SEE. Ascoli Piceno is a monumental city
with 2 Medieval historic center, including Piazza de/
Popolo — with its arched porticoes — and the impos-

ing bulk of the Palazzo dei Capitani del Popolo, fea-
turing a crenellated tower. Visit the various work-
shops of local craftsmen, like those of violin makers,
which attest to the skill and creatity of Ascoli's in-
habitants. Ancona, an ancient port hub known as
the ‘Gateway to the East,’ is home to valuable mon-
uments and an inviting beach. The Cathedral of San
Ciriaco rises on the site of an andent Greek acropo-
lis and is considered as one of the most interesting
Medieval churches in the Marches.

The region - comprising the historic center of
Urbino - is also a UNESCO World Heritage Site. Its
Palazzo Ducale is an enthralling architectural and
artistic example from the Italian Renaissance.

Another town to visit is Gradara, with its fortress, a
magnificent example of medieval military architec-
ture. According to legend, the fortress is where
Paolo and Francesca kissed, as written in Canto V of
Dante's Inferno. For religious tourism, the Sanctuary
of Maria in Loreto is an important stop, as it is con-
sidered one of the major pilgrimage destinations in
Catholicism.

If you love classical music, Pesaro hosts two
weeks of complete immersion into the music of
Gioacchino Rossini (a native of Pesaro) every Au-
gust. The Rossini Opera Festival has become an un-
missable appointment for classical music lovers
from all over the world, set in a stunning town
where there is more on offer than just cuiture.

I'YA LAt

1l portole ufficiole del turismo itoliano

THE CONERO RIVIERA. Tens of beaches sur-
rounded by rocks and luxuriant vegetation that can
only be reached by boat or on paths, and numerous
aties full of history and tradition: this is the Conero
Riviera. A surprising green and occasionally wild na-
ture, unforgettable crystal-clear sea and many
beaches - some easier to access than others — char-
acterize the Riviera. Among these is Due Sorelle
beach (which can only be reached by boat), named
this way due to two large stacks, and Mezzavalle
beach. There is also the charming Velo beach, with a
vela or sail-shaped rock. Finally, it's impossible not to
be attracted by the charming gravel and stone
beaches of Portonovo, which are all surrounded by
the Mediterranean scrub. There are many holiday
resorts along the Conero Riviera, starting with
Sirolo, a typical medieval village perched above the
sea and the only area in the Marches enriched with
archaeological excavations. Another leg is Numana.
In addition to its marvellous beaches, it also has a lot
to offer in terms of culture such as the Antiquarium
Statale museumn with its collection of treasures of
the Picene Queen and of other necropolises, or the
new sanctuary that houses the miraculous wooden
crucifix which, according to legend, was made by
those who removed the body of Christ from the
Cross. Be sure to tour Recanati, the birthplace of po-
et Giacomo Leopardi, where many places recall of
him: Palazzo Leopardi and the annexed library,
the Hill of Infinity and the ruins of the ancient
Sant’Agostino Tower, which was an inspiration for
‘The Lonely Sparrow: This marvellous little town
whose old town centre is surrounded by city walls
dating back to the 1200, is also home to master-
pieces by Lorenzo Lotto, which can be admired at
Villa Colloredo Mels and in the church of San
Domenico. Then there is also the hinterland, which
is full of plant and animal species and is protected by
the Conero Park. The heart of this environmental
oasis (5,800 hectares of protected area) is Mount
Conero (527 m}, whose characteristic profile can be
seen from afar.
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