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Luxury Food: New paradigms and tra-
jectories of the food industry 
 
By Saro Capozzoli, Enrico Borsari - Jesa 
 
The acquisition of Pasticceria Marchesi by 
Prada, the one of Bionatura by Renzo Rosso, 
the will of Brunello Cucinelli to produce olive 
oil in the hills of Solomeo and the simulta-
neous development of the wine’s brands "Ca' 
del Bosco", "Il Borro" and "Castiglion del 
Bosco" by managers working in the finest 
haute couture clearly witness a renewed in-
terest in the requalification of the Italian ag-
ricultural and food sector. 
 
The wave of transformation and development 
of the aforementioned industry, with par-
ticular focus on high quality products, is not 
as recent as one may think. What we really 
would like to underline is the opportunity 
hidden behind this transformation. This 
transition will probably lead to a brand new 
level of food exclusivity, an exclusivity that 
can be compared only to the one of the finest 
fashion companies. 
 
Given the steady decline in the quality of 
natural resources, the ability and possibility 

to produce superior products has dramatically 
reduced. At the same time, the tendency we 
are facing of different levels of supply and 
demand is a clear sign of a partial transfor-
mation of the agricultural sector in an elite 
food world. 
 
The intuition of big brands and fashion com-
panies of catching this transition is supposed 
to have clear implications on both their profits 
and economies of scope. Thanks to changes in 
target consumers and the emergence of new 
international markets as the best recipients 
for products with high margins, the idea of big 
fashion companies taking advantage of their 
names and global presence to sell to the same 
clients a new category of exclusive products is 
commercially successful. This, together with 
the exploitation of their already existing dis-
tribution channels, may lead to huge financial 
benefits. 
 
The two sectors do not share just the cluster of 
consumers towards which they are directed. 
We can also clearly see an association driven 
by their common semblance of exclusivity and 
charm. These peculiar characteristics, added 
to a tendency to evolve and grow from small 
independent family businesses, make the 

association between food and fashion less of 
a paradox. 
 
The recent acquisitions clearly show that 
these brands internationalization is a process 
that cannot be undertaken by the firms’ in-
volved alone. Small and medium food en-
terprises with international ambitions do 
have to attract funds and investors. Fur-
thermore, in order not to fail in their intent, a 
renewal of their business concept and plan is 
both necessary and mandatory. What will 
really determine the success or failure of 
their operation is the implementation of an 
appropriate brand repositioning strategy. 
 
A practical example of a successful renewal 
strategy is Eataly. The brand founded by 
Oscar Farinetti has been the first one able to 
rethink the positioning of products that are 
usually directed towards local markets. The 
sale and consumption of quality products and 
the renewal of historical brands like “Luri-
sia”(typical bottler of mineral waters, orange 
juices and bitters) are the main drivers of its 
success. These little but crucial brand 
changes, a different positioning and a brand 
new idea of food shop that becomes a luxu-
rious mall are the key of Farinetti’s winning 
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strategy.  
 
Going through these modifications and 
catching the right trends does not come for 
free. Concessions are usually given to in-
vestors and participants in the project, thus 
the opportunity to have a global presence is 
subordinated to the necessity of giving 
benefits to the partner in question. 
Nevertheless, giving these concessions 
shouldn’t frighten a firm with high ambitions. 
The collaboration does not lead to the im-
poverishment and deterioration of the brand, 
a stalemate of the management or the con-
cession of know-how to a group of strangers. 
Every effort made by each of the associate in 
a partnership has to create values for both 
the participants. 
 
We will keep on supporting the idea of in-
ternationalization not seen as the suppres-
sion of working places but as an opportunity 
of expansion. Furthermore, addressing ag-
ricultural products toward a new target of 
consumers with high margins may clearly 
benefit Italian farmers allowing them to re-
ceive the compensation they deserve. 
 
Benefits deriving from an enhanced Interna-

tional exposure do not positively affect just 
the agricultural sector but also the Italian 
image as a whole. A consequence of such a 
revaluation of the country and its historical 
contexts may also lead to an increase in the 
Italian tourism. 
B&B, agritourisms together with traditional 
Italian food and locations, already appreciated 
by the public in general, will definitely undergo 
a process of renewed interest.  
 
 
 
The Balkan mirage and emerging mar-
kets: how to avoid past mistakes 
 
By Saro Capozzoli, Enrico Borsari - Jesa 
 
Since the ' 90swe have witnessed the transfer 
to the east of a good slice of Italian entre-
preneurs. Moreover the past 20 years have 
seen the rose of economic practices like the 
one of outsourcing and dislocation. The reason 
of such trends can be found in the research of 
alternatives to a country, the “bel paese”, 
strangled by a heavy taxation and a burden-
some fiscal policy. The new “promised lands” 
of Italian entrepreneurs in such a changing 
scenario were many, first of all Romania. 

It has to be noticed that of the 28,000 
companies relocating abroad while at the 
same time not going too far from the 
mainland, few had the chance to see their 
efforts rewarded with a sustainable and long 
lasting advantage over their competitors. 
 
While the causes of failure were occasionally 
rooted in unexpected and unseen events, the 
large majority of them have to be attributed 
to the all-Italian tendency to prefer low cost 
policies. The lack of a proper evaluation of 
the true advantages coming from operations 
in markets beyond the European one has led 
to an unprofitable reallocation of businesses 
having as only aims the reduction of costs 
and avoidance of the burdensome Italian 
fiscal policy.  
 
Today, 20 years later, we seem to be ready 
to repeat these same errors. 
 
Moved by the desire to produce abroad 
pursuing a pure cost strategy while travelling 
a few thousand miles away from the home-
land, the new Romanian myth has been 
transferred to countries like Serbia, Albania 
and Tunisia. 
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Anyone wishing to expand their target mar-
kets and productivity should understand that 
a cost strategy directed to the most common 
and well-known markets are no longer sus-
tainable. The first step to take in this sense is 
to face new markets ready to interact and 
welcome the offering of the products in 
question, not just the factory and production 
in itself.  
 
Terms such outsourcing have lost any kind of 
meaning in the current environment. Who 
moves the production capacity in an efficient 
way does so in order to dislocate, pursuing 
the market. Who has moved from Romania to 
China and is currently pursuing a low cost 
strategy shifting the production capacity in 

Indochina looses the opportunities of relevant 
markets as the Asian one. 
We have always firmly supported the reloca-
tion rather than the delocalization, as we truly 
believe Italian companies should aim at ex-
pansion into new markets and that interna-
tionalization does not necessarily mean give 
up their presence in Italy. 
 
It is easy to conclude that it does not make 
sense to expand in markets that do not exist 
from a business point of view. In the specific 
case an investment in the Balkan is not 
recommended due to small population and low 
purchasing power (valued in terms of GDP per 
Capita).  
 
The market perspectives in countries like 
Serbia, Albania and Romania have nothing to 
do with the one of countries like China with 
high demographics. 
 
Markets like the ones in South East Asia have 
many advantages beside their trends and 
prospects of expansion. These, in opposition 
to the stagnation of the European one (+0.06% 
annual growth in 2013), clearly show inter-
esting growth opportunities and lively markets 
dynamics. 

 

 
 
From a demographic perspective these 
countries are now going through a constant 
economic development. Their sustained GDP 
annual growth and the on-going distribution 
of wealth among the population are a good 
proxy of the individuals increase in spending 
power and the sales opportunities and future 
profits which these may lead.  
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Europe and the alternative low-cost Balkan 
countries cannot lead to growth patterns 
comparable to the Asiatic one. 
 
The importance of the Asian markets is re-
inforced by global statistics:  today, the 
15,85 % of the World GDP is made by 
China, India and Indonesia. New oppor-
tunities, new consumption habits and new 
needs are emerging from these populations 
since the rise in their purchasing power. 
People who want to expand their production 
in these new profitable markets should not 
overlook that. Further analyses are only 
confirming that Italian entrepreneurs have 
largely underestimated the benefits that they 
could reach by meeting the requests of the 
emerging markets. 
 
Taking some of our neighbour countries as an 
example, the past decade has seen France 
and Germany investing much more in China 
when compared to Italy.  

 
 
The fact that France and Germany are con-
sistently investing at rates that in some years 
are more than five times the number of Italian 
investments in China, demonstrates our lack 
of initiative. Less than 2% of Italian stocks 
investments abroad are addressed to the 
Chinese market.  Not only the Italian FDI 
towards China is poor, but also exports of our 
products seem to miss the opportunities of-
fered by the Chinese market. 
 

In 2013 Italian exports registered a 9 % de-
crease over the same figure of 2012. Exports 
to China were only 9 billion euro, which 
represent about 0.8% of the Chinese total 
imports. This result can be interpreted in dif-
ferent ways. One of them is surely the erro-

neous perception our local entrepreneurs 
have of the centrality of the Italian market in 
making new strategies. 
 

A way to solve this problem would certainly 
be the transition from a production having as 
only aim the reduction of costs to one in 
which conscious production is undertaken.  
This does not automatically lead to a forced 
expansion outside Europe. Expansion in 
Europe would be possible only after careful 
evaluation of all the cost associated to pro-
ducing and selling not just labor cost.  
 
In this context, much more profitable and 
tangible opportunities can be found in Fin-
land rather than Serbia and Albania. 
 
Unjustly underestimated for the costs that its 
workforce requires, since is highly trained 
and educated; the potentiality of the country 
are often belittled. Thanks to a privileged 
position, that makes it closer to the Chinese 
market more than any other European nation 
(8 hours from Beijing) and that easily allows 
to look at the Russian market, Finland seems 
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to be a strategic point to maintain roots in 
Europe and approach the global market.  
 
With tax concessions at 20%, absence of 
bureaucracy, ease access to credit, the lowest 
corruption index in Europe and a country’s 
risk effectively absent, Finland offers to its 
citizens and investors a more than attractive 
framework. 
In addition to this we should not underesti-
mated this country’s location not only in 
terms of proximity to the Russian border but 
also in the Scandinavian context that, 
counting over 20 million inhabitants, has a 
strong receptivity to Italian products. It is 
therefore not difficult to see how the com-
mercial hub and Finnish technology is natu-
rally more adequate for investments and 
prospects than the neighbors Balkans. 
 
The theme of Scandinavian countries will be 
developed next month, supported by statis-
tics, data and additional information. 
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Scott Sun (Supervisor) 
Saro Capozzoli 
Maria Teresa Spezzano 
Enrico Borsari 
 
For inquires and suggestions regarding this 
newsletter or for any other concerns, please 
contact us anytime at:  
 
enrico@jesa.com.cn 
 
Our Newsletters:  
http://www.jesa.com.cn/jesa/Index.p
hp/Publication/news.html 
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ADDRESS IN SHANGHAI 

LANE  112  FENYANG  ROAD  –  HOUSE 

4 
200031  SHANGHAI  -  CHINA 
Tel  +86 21 64331555   
Fax +86 21 62880072  
 
Offices also in: 
Saudi Arabia, Mongolia, Chile  
LEGAL NOTICE 
The content of this newsletter is com-
posed and written by JESA, and thus it is 
not reproducible and cannot be diffused 
indiscriminately without JESA’s consent. 
The purpose of this newsletter is to 
keep our contacts informed about im-
portant changes occurring in China; any 
use of it that differs from the initial 
purpose must be authorized by JESA.   
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