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Invest abroad in order to create 
job positions also in Italy 

By Saro Capozzoli (Founder of JESA Investment Ltd) and 
Dora M. Guzu 

The solution to the crisis we are living is to believe 

again in the future and to create a vision that 

enhances the Italian productive assets. It is well 

known that competing with economies of mass 

production is a lost battle given the Chinese pro-

ductions and the ones present in the developing 

countries.  

The crisis we are living has many causes, such as: 

the banking system who is unable to support the 

real economy,  the entrepreneurs who do not 

know how to manage a world which is changing 

and the political class, who despite the proclama-

tions and  the waste of public money, has im-

posed a irrational taxation.  

To get out of this abyss the Italian companies have 

to invest abroad and work harder. The investment 

opportunities are not just in the BRIC countries, 

but also in many others such as Burma, Peru, 

Chile, Saudi Arabia. Yet there are still people in 

Italy who criticize those who invest abroad, taking 

as an argument the possible negative effect on 

economic activity and employment. In this re-

spect, the European Commission has commis-

sioned a study to Copenhagen Economics School 

and the analysis of the data  has showed that the 

investments to non-EU countries do not have a 

clear negative impact on employment, on the 

contrary, if well managed, have a positive effect in 

the home country. This is because the negative 

consequences are balanced by the benefits resul-

ting from the acquisition of greater competitiveness 

and greater access to new markets. In addition, the 

study of European Restructuring Monitor shows 

that the negative effect of outsourcing in terms of 

loss of jobs is less than the reduction of the same 

due to internal restructuring undertaken by the 

companies who face a structural crisis. Moreover, 

this negative effect, if the outsourcing is done well, 

can be mitigated trough relocation and retraining 

activities.  

Furthermore the outsourcing produces a strong 

redistributive impact on the employment and on 

the structure of professional skills. The nature of 

this impact depends on the country in which the 

new branch is established: if the investment is 

made in a developed country, the skilled workforce 

is affected, while if the investment is made in a 

developing country, which has a comparative ad-

vantage in terms of labour cost,  the unskilled 

workers are affected. In this second case a growing 

inequality is produced between skilled and unskilled 

employees especially as regards the salaries. 

However, in many cases, it has a positive spill over 

effect on the companies belonging to the home 

country, due to the spread of better deci-

sion-making techniques and to a more attractive 

image of the country.  

The total Italian flow of foreign direct investments 

is very low compared to other European countries, 

regardless the geographical location of the cus-

tomers. In fact, if we have a look at the total stock 

of FDI in 2008, Italy was in sixth position after 

United Kingdom, France, Germany, Netherlands 

and Spain. In order to have a better under-

standing of the severity of the Italian situation we 

can compare it with the Holland’s one, which in 

2001 with a GDP of 447.731 billion Euros invested 

nearly 200 billion euro while Italy with a GDP of 

1,248,648,000 Euros invested less than $ 100 

billion. This is also partly due to the features of the 

Italian market, characterized by small medium 

size companies who prefer a more flexible model 

based on trade rather than on direct investment. 

But after reaching a certain stage of development 

in the foreign market, not having a direct pres-

ence could make the export process almost im-

possible. This is what is happening in China. If we 

have a look at the wine sector, countries such as 

France, Australia and Chile are directly present in 

the market through consortia and in this way they 

have all together almost 75% of the market 

share, while the Italian producers who have cho-
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chosen to operate mainly through agents, they 

barely reach 5% of the market, loosing annually 

market share. 

In conclusion Italy, due to the perpetual election 

campaign and to the internal conflicts of interest,  

has difficulties to look to the future in a construc-

tive manner, so the only solution to get out of the 

crisis is to replace the industrial, financial and 

political leaders. 

 

* * * ITALIAN VERSION * * * 

 

Un modo per uscire dalla crisi in cui l’Italia si trova 

è cercare di imparare a credere di nuovo nel fu-

turo e creare una visione a medio lungo termine 

capace di valorizzare il proprio patrimonio pro-

duttivo. Ormai è ben saputo che competere con 

economie con produzioni di massa e di base è una 

battaglia persa in partenza date le produzioni 

cinesi e quelle che si trovano nei paesi in via di 

sviluppo.  

La crisi ha molte cause, a partire da un sistema 

bancario impossibilitato a sostenere l’economia 

reale ma anche per colpa degli stessi imprenditori 

che non sanno più decidere e gestire un mondo 

che è cambiato ma anche ad una classe politica 

che, nonostante i proclami, e a fronte di sprechi 

nella pubblica amministrazione, ha imposto una 

pressione fiscale irrazionale.  

Per uscire da questo abisso le imprese italiane 

devono tornare a investire all’estero e a fare di più. 

Bisogna avere presente che le opportunità di in-

vestimento non ci sono solo nei BRIC, ma anche in 

tanti altri paesi come la Birmania, il Perù, il Cile, 

l’Arabia Saudita che rappresentano delle vere mi-

niere di opportunità pronte ad essere colte. Eppure 

ci sono ancora opinionisti in Italia che criticano chi 

investe all’estero portando come argomento il 

possibile effetto negativo sulle attività economiche 

e sull’occupazione. A tale riguardo la Commissione 

Europea ha commissionato uno studio al Copen-

hagen Economics e dall’analisi dei dati è emerso 

che gli investimenti verso paesi extra UE non 

hanno un chiaro impatto negativo sull’occupazione, 

anzi, se gestiti bene, hanno un effetto positivo in 

patria. Questo perché le conseguenze negative 

sarebbero bilanciate dai benefici derivanti 

dall’acquisizione di una maggiore competitività e 

da un più ampio accesso a nuovi mercati esteri. 

Inoltre dallo studio dell’European Restructuring 

Monitor si evince che l’effetto negativo di opera-

zioni di outsourcing in termini di perdita di posti di 

lavoro è minore rispetto alla riduzione degli stessi 

dovuta alle ristrutturazioni interne intraprese dalle 

società in caso di crisi strutturale. Oltre a ciò, 

quest’effetto negativo, se l’operazione di ou-

tsourcing è ben fatta, può essere mitigato tramite 

scelte di ricollocazione e di riqualificazione.  

 

In aggiunta l’outsourcing produce un forte im-

patto redistributivo sull’occupazione e sulla 

struttura delle competenze professionali. La na-

tura di questo impatto dipende dal paese in cui si 

costituisce la branch: se si investe in paesi svi-

luppati, la forza lavoro qualificata risente dalla 

competizione da parte della forza lavoro 

all’interno della branch, mentre se si investe in 

un paese in via di sviluppo, che presenta un 

vantaggio comparato in termini di costo del la-

voro i lavoratori non qualificati sono influenzati. 

In questo secondo caso si produce una crescente 

diseguaglianza tra forza lavoro qualificata e non 

qualificata soprattutto per quanto riguarda il sa-

lario. In molti casi si ha però anche un effetto 

positivo di spill over sulle imprese dello stesso 

Paese, dovuto alla diffusione di migliori tecniche 

decisionali e a un’immagine più attrattiva del 

proprio paese nei mercati stranieri.  

Oggigiorno si può notare che l’out flow totale 

degli investimenti diretti italiani all’estero, indi-

pendentemente dall’area geografica di destina-

zione è molto ridotto rispetto agli altri paese eu-

ropei. Infatti guardando lo stock complessivo 
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degli IED nel 2008 l’Italia si trovava al sesto posto 

dopo la Gran Bretagna, la Francia, la Germania, 

l’Olanda e la Spagna e per capire meglio la gravità 

della situazione italiana possiamo confrontarla con 

quella dell’Olanda, che nel 2001 avendo un PIL 

pari a 447.731 milioni di Euro ha investito quasi 

200 miliardi di euro mentre il nostro bel paese 

avendo un PIL di 1.248.648 milioni di Euro ha 

investito meno di 100 miliardi. Questo è in parte 

dovuto anche alle caratteristiche del mercato ita-

liano, imperniato di piccole medie imprese che 

preferiscono un modello snello basato più sul 

commercio  piuttosto che sull’investimento di-

retto. Però raggiunta una certa fase di sviluppo 

del mercato estero, il non essere presenti 

direttamente a presidiarlo, rende molto più 

complicato nel tempo, se non impossibile, 

esportare i propri prodotti.  E’ quello che sta ac-

cadendo in Cina. Basti vedere cosa accade con il 

settore dei vini dove paesi come la Francia, Au-

stralia e Cile sono presenti direttamente nel paese 

con strutture consortili dirette in Cina e coprono 

assieme più del 75% del mercato, mentre l’Italia, 

che continua prevalentemente a rivolgersi ad 

agenti e distributori cinesi, a malapena raggiunge 

il 5% del mercato, perdendo quota nonostante gli 

incrementi annuali che non riescono a colmare il 

gap con gli altri paesi.  

In conclusione un’Italia in perenne campagna e-

lettorale e lacerata da conflitti di interessi incro-

ciati, non potrà mai guardare al futuro in maniera 

costruttiva, quindi il ricambio naturale di tutta la 

nostra classe dirigente nell’industria, nella finanza, 

non solo della politica, sembra essere l’unica ri-

cetta per trovare una via d’uscita. 

In particolar modo hanno sorpreso le notevoli op-

portunità presenti in Arabi Saudita ed in Mongolia, 

Paesi percepiti come la periferia del mondo, ma 

che, al di fuori dell’Italia sono considerati al centro 

degli investimenti, della finanza e dell’industria 

internazionale. 

In questo momento questa è la dimostrazione che 

anche in un’aria periferica come Forlì, ci sia un reale 

interesse, che poteva essere anche maggiore se il 

tempo a disposizione fosse stato di più, da parte 

delle aziende locali, che hanno bisogno di ossigeno, 

di idee ed informazioni sulle opportunità presenti 

nel mondo. 

Anche Paesi come la Birmania, Indonesia, Perù, 

Colombia e Sud Africa presentano opportunità in-

teressanti, e non possiamo continuare a piangerci 

addosso e a non capire che è il momento per le 

aziende di interagire con l’estero, di avere manager 

capaci di colloquiare con le imprese straniere, di 

potersi consorziare nella filiera, di avere export 

office all’estero condivisi e di affrontare in ma-

niera strutturata non solo la produzione, ma an-

che fiere. 

La politica deve capire che le aziende sono stufe di 

chiacchiere e litigi, ed hanno bisogno di riferimenti 

e fatti concreti per sopravvivere. 

 

Made In: Not simply geographi-
cal origin, know-how is what 
really matters to be successful. 

By Amanda Sabbatini and Michele Corbanese 

The fast economic growth that invested China in 

the last 10 years completely transformed the 

country making it the second largest market for 

consumer goods. The continuous urbanization 

favored the creation of numerous megacities, that 

are now the main source of consumption. The 

rapid increase of salaries together with the fast 

internationalization of the country, has generated 

in Chinese consumers a desire for a western life 

style and western products. The quick evolution of 

the market and the constant raise of new needs 

created many business opportunities in different 

industries. One of the sector  that is currently 

showing a discrete number of compelling 

opportunities  is the food & beverage industry. 

Since 2007 the Chinese consumption of food 

almost doubled, and the search towards safety 

and quality pushed imports of food coming from 
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quality pushed imports of food coming from 

Europe and USA to increase by 3 times in the last 5 

years.1 

In this context, even though exports are consid-

ered to be one of the main strength of the Italian 

economy, data reports that Italy needs to increase 

its influence in the Asian market. Considering 

other European countries for instance, not only 

France’s volume of exports to China related to the 

food and beverage are 7x higher compared to 

Italy, but also Germany, that is supposed to be 

less competitive on food, exports in China food & 

beverage for a value that is 18% higher more than 

Italy. 

Italian companies approach the foreign market 

exploiting the power of the so called ‘Made in Italy’, 

that, especially with regard for food, has become a 

real icon, that distinguishes itself for quality, 

safety, and uniqueness. The ‘Made in Italy’ is 

mostly safeguarded through a localized production 

and domestic raw materials. However, in a country 

like China, transportation costs from Italy can 

have an impact on the final price that can be 

around 40%-60%, this makes Italian products 

very expensive compared to the local ones. For 

these reasons Italian products have being con-

tinuously threatened by the so called ‘Italian 

sounding’ products: the marketing of products 

(mainly food) using brands and labels that sound 

and look as Italian,  but that are not produced in 

Italy. So a lot of Non-Italian companies have pur-

sued marketing strategies based on the association 

between their products and Italy, trying to benefit 

from the images and the characteristics, that an 

Italian origin evocates in consumers around the 

world. Last year revenues from Italian sounding 

products accounted for a value around € 60 billion.2 

This happens because transportation costs and 

custom fees considerably affect the price especially 

for very large geographical distances, and also 

because of the difficulty to carry and properly 

conserve certain perishable goods during the 

transportation. This generates a gap that can be 

filled just by products locally produced. What dis-

tinguishes lots of Italian products is not always the 

characteristics of the territory and the special cli-

mate, but is the know-how and the processing. A lot 

of companies have already demonstrated that go-

ing to produce closer to the consumers not only 

represents a strong defense against Italian 

sounding products, but also a useful weapon to 

increase the sales of their premium products 

coming from Italy. Examples of the implementation 

of these strategies in China’s market can be found 

in the cold cut industry. 

F.lli Beretta entered the Chinese market estab-

lishing a jv with YURUN, the largest meat supplier in 

the Chinese mainland. The company already a 

leader in the sector, expects revenues to triple 

within 2015.3 The production substance is main-

tained by using Italian machinery and know-how, 

with employees trained to produce salami, pan-

cette, bresaola, mortadella, speck e prosciutto 

crudo4. 

Another successful company in the same industry 

is Grandi Salumifici Italiani, that has been ad-

dressing the Asian market with its Casa Modena 

branded product. The production is based on 

traditional Italian techniques and recipes, but 

using Chinese raw materials. The distribution is 

focused mostly on the finest Italian restaurants in 

China, along with luxury hotels and modern dis-

tribution supermarkets.5 

Chinese consumers have demonstrated the will-

ingness to pay a premium price for quality and 

safety, but a too high level of prices is not always 

justified. For most of the Agro-food products,  

price still represents the factor that mostly in-

fluences the purchasing behavior of the majority 

of consumers. This happens because most of 

Agro-food products are substantially mass market 

products. So, companies should have a more 

aggressive strategy to exploit the current poten-

tial of the Chinese market. If a company limits its 

presence in the market just selling imported 
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goods, it risks to lose market share in the long 

term and to be replaced by domestic companies, 

because of non competitive prices. For example, 

data shows that in the last 10 years the volume of 

imported Italian wine in USA is increasing, but the 

market share of the Italian companies is gradually 

decreasing because of the lower competitiveness 

with the local production.6 American companies 

have been exploiting the growing demand for 

wine, and started to domestically producing it, 

improving their standards and quality through the 

years, and offering at the same time lower prices 

than the imported one. 

In the context of a localized production, the com-

pany may modify the final product to best suit the 

different customer, maintaining the main features 

that characterize its brand, but with a more af-

fordable price. Entering the mass market sector is 

most of the time the main step to gain market 

share and to build a strong image. In addition, with 

a consolidated consumer base and a strong pres-

ence in the market, the company can develop a 

wide distribution network that can be exploited to 

place more efficiently also the goods produced in 

the home country. 

Nestlè, the world’s largest food-maker, has 

opened more than 30 factories in China, locally 

manufacturing almost 90% of the sold produc-

tion.7 The multinational has established a very 

strong presence in the Chinese market, now the 

second largest source of profit for the company. 

The expansion of Nestlè is based price competi-

tiveness, offering safe localized western products at 

comparatively low price, and making them avail-

able in any supermarket thanks to a  well devel-

oped distribution channel.8 Such logistic and dis-

tribution structure allows Nestlè to sale premium 

products next to the cheaper ones, offering a wide 

range of products and targeting  both the mass 

and the premium segment. 

The timing and the prompt understanding of the 

market are essential points for the success. In a far 

and fast evolving and competitive market like 

China, for a company going to produce locally can 

be the strategic key to sell also more goods pro-

duced in its home country. In some sectors, like the 

furniture and clothes, where Italy haD the capa-

bility and knowledge to be strong and profitable, a 

delay of many Italian brands in investing in pro-

duction facilities abroad, had determined a strong 

decrease in the global competitiveness of the Ital-

ian companies in those industries, leading to the 

crisis that the Italian furniture and textile sectors 

are facing in these years. 

References: 
1 Euromonitor 

2 Coldiretti 
3 la Repubblica.it 
4 www.berettafood.com 
5 www.grandisalumificiitaliani.it 
6 CIRVE 
7 www.nestle.com 
8 Bloomberg Businessweek, January 2013 

 
Tips to face China’s high em-
ployment turnover rate 

By Dora M. Guzu, Helen He and Michele Corbanese 

Having talented resources is probably one of the 

most critical success factor for all the companies 

in the world, but this aspect is even more im-

portant for companies which operate in the Chi-

nese market. The competition for talents in China 

is soaring. If in the past Western and not Chinese 

multinational companies were not competing on 

the same level with the Chinese entities, to attract 

talented human resources, nowadays more and 

more Chinese firms are considered very attractive 

places to work by the best graduates students. On 

the other hand China educational system is not 

able to produce sufficient qualified employees to 

respond to the market demand. A McKinsey study 

has estimated that in the next fifteen years, more 

than 75,000 managers who are able to work in a 



  

YOUR PARTNER IN FAST GROWING COUNTRIES  

CHINA - HONG KONG – SAUDI ARABIA – MONGOLIA - CHILE 

JESA Investment & Management Co.  Ltd. ,  House 4 ,  Lane 112,  FenYang Rd. ,  200031 Shangha i ,  Ch ina  
Te l  +86 21 64331555,  64335666,  64338787,  Fax   +86 21 62880072 Emai l :  in fo@jesa.com.cn,  Webs i te:  www. jesa.com.cn 

7 

global environment will be needed, while now the 

available number is just around 5,000 1. Fur-

thermore many talented Chinese students who 

had the opportunity to study abroad did not return 

in their home country. Thanks to this huge and 

growing demand for talents Chinese employees 

are in a privileged position and they can easily 

have the possibility to improve their salaries and 

their career. 

In order to have a better understanding of the 

tough employment situation we can give a look at 

the Chinese turnover rate over the time. In the 

1980s the turnover rate was very similar to the 

ones registered in US and  Japan, but since 2002 

it has been increasing consistently. In 2012 it 

reached the historical level of 31,3% 2. 

Given the characteristics of Chinese labour mar-

ket, employee retention has become a big concern 

for most of the companies operating in China 

(especially for the European and the American 

ones) and many are the initiatives that have been 

implemented by the employers to consistently 

reduce the turnover rate. For example a lot of 

companies are offering salaries that are higher 

than the average registered in the industry, ben-

efits, training and clear and challenging career 

paths. Even if these tools are all important it is 

hard to identify a valid and comprehensive solution 

to this issue and unfortunately looking at the con-

dition of the China’s labour market it will be almost 

impossible for every company not to be affected by 

turnover and replacement issues. 

Jesa believes that for a company it is better to focus 

on its organization making itself less dependent on 

single employees and more dependent on systems 

and procedures. To achieve this goal a company 

should become a learning organization, facilitating 

the professional growth and the development of all 

its people and continuously transforms itself to 

meet its strategic goals 3.  

A learning organization is a place where information 

and knowledge are shared among employees at 

different level and juniors are deeply trained and 

involved in the process so they are ready to replace 

senior employees when they quit. For this reason a 

good HR represents one of the most critical factors 

for all the companies that are starting their process 

to become a learning organization. 

An important resource that is part of a good 

learning organization and that it is used by con-

sulting firms, but often underestimated by a lot of 

companies operating in other industries is the 

outplacement. A good HR department should al-

ways be close to all company employees trying to 

understand their level of satisfaction, helping the 

ones that don’t feel comfortable in the organization 

and want to leave to find them a place in other 

companies. In this way talents will be attracted to 

join the company also because they are aware 

that if they don’t fit with the company they will be 

helped to find a suitable position in other com-

panies. Sometimes these employees are hired by 

the clients of the firm and in this way the two 

entities tighten their relationship. Other times 

they enter in companies that operate in com-

pletely different industries but in both cases the 

company is able to expand its network of rela-

tionship. 

Since career development and training are among 

the most cited determinants of job retention, a 

learning organization doesn’t only allow com-

panies to be less dependent on few key people but 

also help them to increase the level of satisfaction 

among their employees and therefore the level of 

talent retention. 

China is a fast growing economy and Chinese 

young professionals are aware of the plenty of 

opportunities that the market offers to them so 

they pretend to have a much faster career growth 

in comparison to their counterparts in developed 

countries. When the career growth opportunities 

do not meet their expectation, it influences  their 

job satisfaction negatively which is further em-

phasized by the numerous opportunities pre-
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sented on the market. Hence many companies 

notice every year, especially after the Chinese 

Spring Festival and after the Chinese New Year 

holidays, that a big number of their employees 

don’t turn back to work. In order to reduce as 

much as possible this phenomena the HR de-

partment has to invest many resources, organize 

sufficient training opportunities and career coun-

selling services in order to enhance the employees 

managerial capability both in the internal and 

external labour market. 

Another aspect that influences the employee re-

tention among Chinese workers is the fairness of 

one’s reward in comparison to others.  A per-

formance-based pay is a desired pay strategy 

appreciated by the new generation of Chinese 

managers.4 

The young Chinese managers are smart, highly 

ambitions, energetic and goal oriented. As they 

become more experienced in the market economy, 

they become targets for both multinational and 

local companies. China’s continuing development 

leads to a greater demand for such talents, but the 

demand is still not coupled with the capability of 

the Chinese educational system to produce skilled 

local people 4. 

Therefore the companies should both focus on 

retaining the talents and creating a flexible struc-

ture. We are aware that becoming a learning or-

ganization is a tough challenge and for this reason it 

is important for a company that is starting this to be 

advised and supported by a consulting firm that will 

assist it not just to hiring the best talents but also in 

building their organizational structure. 

References: 
1China’s Looming Talent Shortage: The emerging global 

labor market. Farrell, Diana, and Andrew J. Grant. 4, s.l. : 

McKinley Quarterly, 2005. 
2China, AmCham. White paper. [Online] 2012. 

http://web.resource.amchamchina.org/cmsfile/2012/04/

23/a819e00948c7796f7db25851c8807036.pdf. 
3Management and leadership in a strategically and 
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ADDRESS IN SHANGHAI  
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LEGAL NOTICE 
The content of this newsletter is composed 
and written by JESA, and thus it is not re-
producible and cannot be diffused indis-
criminately without JESA’s consent. The 
purpose of this newsletter is to keep our 
contacts informed about important changes 
occurring in China; any use of it that differs 
from the initial purpose must be authorized 
by JESA.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Good planets suitable for  

humans are hard to find.   

Please think of the environment 

before printing 


