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MMARKETARKET

This area of the  industrial 
sector is extremely important for 
the Italian commercial balance.

From an analysis made by a 
group of Istat researchers 
alongside the Federlegno 
Economic Studies Centre 
(an association which unites the 
main industries of the wood-
furnishings sector ) we can see 
the relevance for the Italian 
economy in the  Furniture Furniture 
IndustryIndustry which, in 1999 

contributed to over 30% of 
commercial development in 
Italy, bringing forth an additional 
6% of the value of industrial 
transformation.
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The Italian furniture production sector is made up of more than 37 thousand 
businesses who employ around 230 thousand people.
The average dimension, in terms of employees, is therefore modest (around 6 
employees per company) and is an expression of a fragmented productive 
structure of a mainly artisan nature. 
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Further testimony to the small dimension of Italian businesses can be 

given  by invoicing statistics;  In fact, only 26 Italian companies invoiced over 

50 million Euro in the home and office furnishings sector in 2001.

Furthermore, we point out that many high-level companies; 
Boffi, Cappellini, Gervasoni, Poltrona Frau, Driade, are not amongst the top
thirty companies, nor do they rank very high in the Invoicing scale even though 
they are all thought to be excellent examples of Italian design.
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Characterised by strong export inclination as by high internal consumption, the
Italian furniture market is highly divided in terms of style and distributive method.
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In the past 10 years, Italian furniture distribution has grown five times over, (1.700
retailers), and this has brought about different consequences, positive differences 
for consumers who can now find a wide range of offers for many types of
products.

Small Medium Large

Companies 11,755 3,167 423

Retail Stores 11,755 3,167 423

Surface M2 (company 
average)

243 1,081 3,044

Employees (company 
average)

2,00% 4,80% 12,10%

By size

Source: estimation 2002 Federmobile on database for studies on sector (Inland 
revenue)
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On the other hand, 5 thousand secondary sales points have disappeared, this, 
however, is not entirely negative: The remaining sales points are still many 
(17 thousand) and well above the number in France and Germany (under 10 
thousand in both cases)

 Small 
chains

Large 
chains

Stores affiliated to franchising 
chains

N.Companies 1,052 396 350

N.Retail Stores 3,156 1,783 350

Surface M 2** 746 2546 430

Employees ** 4,4 10,7 3,4
* Excluding Mercatone Uno, Mercatone Zeta, Ikea, Emmelunga, Semeraro, Bergamin, Ricci Casa 
which represent around 100-150 sales points; 

** company average

Source: estimation 2002 Federmobile on database for studies on sector (Inland revenue)

By Size
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The competition generated by large distribution has stimulated many retail stores 
towards strong repositionment and qualification on the local market, this is 
characterised by: 

-Major specialisation – retail stores with a large project capacity are moving 
towards the sale of furnishing systems (Kitchens are the main focus but 
wardrobes too) 

-Parternship with companies with openings in Franchising and one-brand stores,
there are interesting solutions for those who have a sufficiently large exhibition
space (500-800mq) and have aimed towards the sale of specific products (mainly 
paddings/Sofas)

-Corner strategies – proposal of products with strong innovation and design
related to trends.
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In addition to changes in the distributive sector 
we also have
a change in consumer behaviour
With a growth in “one stop” buys we discredit the belief that furniture aquisition is 
necessarily a long process.

The “one stop” buyers account for around 30% and the more specialised a retail 
store is, the more probability there is of a definite sale.



MMARKETARKET

Considering the factors that contribute to choice, especially for a clientele under 
40, the following points are influential:
-brand
-origins and family experience
-magazines
-web pages
-retailers advice contributes to their choice

Other important choice factors are:
-Price
-Trend
-Space requirements
-Innovative make up of the design
-Originality of the product.

If the asian household centres around the living area, and the British around the
sitting-room there is no doubt that the Italian home begins in the kitchen.
Kitchen furniture has won a few percentage points on the collective mix of 
family furniture purchases over the last decade.

It is padded furnishings that have seen the most growth.

1.1. DISTRIBUTIONDISTRIBUTION
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The Major Exporters
The Italian furniture system today still has the world record for aspects 
regarding project capacity and productivity.
Foreign sales account for almost 50% of entire invoicing for the furniture-
furnishing division. (23 thousand million euro) 

50%50%
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In the course of the year 2000, the worldwide exchange of furniture has 

reached a record figure of  54 thousand million Euro
Italy has proved to be the main worldwide furniture exporter,
followed by Germany, Canada, China and the United states.

 Average country quotas for worldwide totals 2001 

Italy
Germany
Canada
China
United States
Poland
France
Denmark
Belgium
Indonesia
Other

Source: elab. from ONU data, International Trade Yearbook, Eurostat

8,4
8,7

16,6

3,8
4,9
4,9

8,1

35,5
2,8
2,9
3,4
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In 2001, the top five exporters held a quota equal to almost 50% of
worldwide furniture exportation. In recent years, however, we have seen a
loss of competition between European countries.
Countries such as China, Canada and Indonesia, on the other hand,  
show a significant rise in their worldwide export quota.
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In some ways the information relating to China in the previous chart, which 
shows China as the fourth largest furniture exporter, could be 
questionable given the difficulties of tracing reliable data on the actual flow
of furniture movement.
This discrepancy makes the Chinese furniture export data unreliable.
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On the European level, export tends to be concentrated around two 
countries: ItalyItaly and GermanyGermany.

In particular Italian furniture covers 35% of furniture export and reaches 

56% in the padded furnishings padded furnishings division.
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Main destination export markets; percentage quotas on data concerning 
furniture in 2001.
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The top 5 furniture importers absorb 60% of worldwide imports:
In the top 5 we find:
USA; Germany; France; Japan; United Kingdom.

In Europe, a third of imports are destined for the German market whilst the

English and French markets absorb “only” 16% of each flux of furniture 
coming in.
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Made in Italy must challenge the competition presented by emerging markets, 
China in particular.

Italian furniture firms have been urged to invest new resources and energy on:

- DesignDesign – still seems to represent the best marketing answer for the best italian
production today. This explains, for some part, the commercial success of italian design
abroad. 

- ForeignForeign promotionpromotion – As the Italian furniture industry not only sells objects abroad but 
enjoys a strong “appreciation” for the italian way of life, promotion abroad has always 
been increasingly centred around “designed in italy” and “Italian way of life”
progressively abandoning the  “Made in Italy” concept.
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International scenario
_Fall of the stock market and slowing of the economy
_9/11
_War and Terrorism

All these factors have brought about consumer change:

In decline:
- stock investment
- air travel
- luxury items / social status
- clothing expenses

On the increase :

- property market
- health and well-
being      expenses 
- value of free time
- music and culture expenses

- +
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The The ““ homehome”” as a central moment is rediscoveredas a central moment is rediscovered

The fears of September the 11th have given place to a sense of
urgency and the need for space dedicated to free time, friends, 
personal health and well-being.

•The home becomes a new refuge, a place to entertain 
friends and relax;

• It is important to ensure the home reflects who you really 
are – or who you think you are.
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Homes get smaller; 
The relationship between house and object (furniture, lighting etc)
changes in relation to further development, not only functional, but

aesthetical - emotional

- there has been a great sales increase in well-being and psycho-
physical products;

- the home becomes a personal sanctuary, a place to relax 
and be free of stress;

- Interest in bathrooms has increased which, along with the kitchen,   
becomes the most important area of the home;

- large sofas with rugs and cushions...
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Styles and way of lifeStyles and way of life are becoming steadily more contaminated 
and, eventually, the world of furnishings, design and interior design are 
actually in growing osmosis amongst themselves and the boundaries 
are becoming less defined. 

It is as if to say that the external world has a particular influence on the 
culture of home living.
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The actors on the domestic stage are increasingly:

details,

colours,
and objects.
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Just like materialmaterial, aa cushioncushion, aa tableclothtablecloth, aa rugrug, aa toweltowel, 
aa sheetsheet.
Capable of completing furnishings, defining an atmosphere and provoking emotions. 
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Changes in Value SystemsChanges in Value Systems

Traditional attributes of luxury

OOppulentulent, , ExExclusivclusivee, , RRiichch, , ExtravagantExtravagant,, RigoRigorousrous.
Are abandoned in favour of a new concept of

quality
Increasingly applied to lifestyle not possessions

Emotional, 
Innovative, 
Versatile,
Rational, 
Simple.                       <<< these are some of the Values of the new trend     
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“ ... very pragmatic not ideological, a person who, through consumption relates talesof his identity, goes
in search of emotions rather than products,

Experiences rather than material wealth, he is animated by desire rather than need…”

La Repubblica - interview with GianPaolo Fabris

One does not buy to exhibit riches and power but 
to express what one really is

The era of the status symbol is over.
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As a consequence we have a change of target client which 
embraces a new band represented by:

•Students and professionals:  wide age bracket;

• Travels a lot or is more mobile due to work;

• has a good aesthetic sensibility ;

• is aware of social and environmental problems;

• appreciates contemporary design but is conscious of the relationship 
between quality-price.
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TodayToday,, this tendency has been elaborated by large companies whithinthis tendency has been elaborated by large companies whithin
the designthe design sector whosector who,, bothboth throughthrough their choicetheir choice ofof natural materialsnatural materials and and 
design, are indesign, are in harmony withharmony with thethe environmentenvironment andand have payed particular have payed particular 

attention to theseattention to these valuesvalues..

FlouFlou,, with their natural linen textile fibreswith their natural linen textile fibres;;

HormHorm,, with their usewith their use ofof wood treated with natural waxeswood treated with natural waxes::

GervasoniGervasoni,, with their designs inspired bywith their designs inspired by naturenature;;

G.T.Design,G.T.Design, with their rugswith their rugs inin natural fibres withnatural fibres with nono toxic colouringstoxic colourings..



1.1. QUALITY CONCEPT AND VALUE SCALESQUALITY CONCEPT AND VALUE SCALES

MMEGAEGA TTRENDREND
MORE THOUGHT MUST BE GIVEN, THEREFORE, TO AQUISITIONS MADE IN 
AN INCREASINGLY AWARE CONSUMERISTIC SOCIETYAWARE CONSUMERISTIC SOCIETY. 

ALL THAT IS  N A T U R A LN A T U R A L TAKES ON AN IMPORTANT ROLE.
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