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Alcantara S.p.A., an Italian success
Made in Italy Made in Italy
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ade in Italy is more 
than just a label 
indicating the ge-

ographic origin of a product, 
it’s a promise. “Made in Ita-
ly” promises thoughtful de-
sign and superior quality and 
embodies a tradition of com-
bining innovation and moder-
nity with age-old traditions of 
handmade excellence. Faced 
with crisis induced belt-
tightening, many consumers 
may be tempted to choose 
products that do not offer this 
promise of authenticity and 
quality. For this reason, it is 
critical in the current climate 
that Italian industry is kept 
viable in order to keep the 
promise alive and to boost the 
sectors on which the nation’s 
economy depends. 

To this end, the Region of 
Lombardy with Roberto For-
migoni at its head has pledged 
its support to the fashion and 
textiles industries, investing 
€13 million in the sector. In 
this vein, on the occasion of 
the opening of Milano Unica, 
a high-profi le pan-European 
textiles and accessories expo-
sition held in Milan, he said: 
“The Lombardy Regional 
Government believes that 
supporting the fashion indus-
try in its entirety represents 
one of the most effective ways 
of getting out of the crisis.” 

He continued: “We have 
chosen to focus on revitaliz-

ing sectors in which Italy is 
recognized globally for ex-
cellence and quality. This is 
certainly the case with Italian 
fashion: a sector we can rely 
on to be globally competitive 
in the future.” 

“These announcements have 
been well-received, which 
confi rms that we have fol-
lowed all the signposts from 
the public. Our priority is to 
reduce the gap between public 
administration and economic 
players. We are fully aware of 
the excellence Lombardy has 
achieved and we can’t allow 
the crisis that the whole world 
is facing to destroy the gains 
made by the Italian fashion 
sector, which is among the 

strongest in the G-8.
”One company in this 

world-class industry that con-
tinues to gain ground despite 
the crisis is Alcantara S.p.A.: 
an Italian success story. Al-
cantara® is a highly versatile 
covering material invented by 
Miyoshi Okamoto in Japan in 
the early 1970s when he was 
working at Toray Industries. 
In 1972 Toray and ENI, an 
Italian chemical company, 
joined forces and founded 
Alcantara S.p.A., which for 
nearly 40 years has kept the 
production of Alcantara® a 
closely guarded secret and has 
owned the exclusive patent 
to produce this unique mate-
rial. On the original basis of 
a Japanese breakthrough, Al-
cantara S.p.A. built up a story 
of innovation and success in 
the spirit and values of the 
“Made in Italy” label, accord-
ing to CEO Andrea Boragno. 

The 450,000-sq.-meter fac-
tory where Alcantara® is 
produced is in Umbria, in 
the heart of the Italian penin-
sula. According to the CEO, 
the factory’s position in Nera 
Montoro in the ancient region 
of Umbria links the produc-
tion of this space-age product 
to the handmade values of 
the Renaissance workshops 
that fl ourished in Italy and 
made Italian artisanship fa-
mous throughout the world. 
His feeling is that this Ital-
ian heritage of high-quality 
workmanship, custom de-
sign and creativity is a major 
contributor to the company’s 
success. Alcantara S.p.A. 
is by no means stuck in the 
Renaissance, nor confi ned to 
the sleepy hills of Umbria; on 
the contrary, the company’s 
commercial and management 
headquarters and show room 
are in Milan, Italy’s most for-
ward-thinking and fi nancially 
oriented city. Having its head-
quarters in Italy’s commercial 
and design capital guarantees 
maximum exposure to the 
company’s key markets. 

Alcantara S.p.A. maintains 
a presence at the many trade 
fairs held in Milan, from the 
world-famous annual furni-
ture and interior design show 
to the city’s famous fashion 
week as well as automotive 
shows. The multi-sector pres-
ence of Alcantara® as a ma-
terial of choice is testament 
to the great versatility of the 
product. 

Alcantara® is an extraordi-
nary material produced by a 
complex and yet unrivalled 
technological process. This 
results in a material that is 
soft and fl exible but also in-

credibly strong and resilient. 
It is breathable, washable, 
stain-proof, supple and infi -
nitely customizable through 
solutions that combine tech-
nology and style. Given all 
these features and the fact that 
Alcantara® is a one of a kind 
material, far away from any 
imitation, the continued suc-
cess of the company seems 
assured. This hasn’t, however, 
meant that Alcantara S.p.A. is 
resting on its laurels; in fact 
the opposite is true. The com-
pany is forever innovating 
and expanding its capabili-
ties, ensuring that clients are 
offered the widest possible 
range of options. 

 CEO Andrea Boragno high-
lights that innovation is at the 
heart of the company’s ethos: 
“We believe in developing the 
company’s ability to provide 
highly innovative solutions, 
able to satisfy, if not antici-
pate, the needs of even our 
most demanding clients.” 

The basic color range con-
tains 200 colors to choose 
from, but given just a week’s 
notice, Alcantara S.p.A. can 
produce material in any color 
imaginable to suit client spec-
ifi cations. To date, the com-
pany has produced Alcantara® 
material in 3,000 different 
shades, 1,000 of which were 
produced in the last 10 years 
alone. In addition to many 
different colors the company 
also produces a range of ef-
fects using a number of dif-
ferent techniques, including 
embossing, laser cutting, fi n-
ishing, printing, perforation, 
lamination, electro and ther-
mo welding and electroform-
ing. Alcantara® is available in 
four different thicknesses.  

Apart from its unique prop-
erties and superior quality, a 
key factor in the brand’s con-
tinuing success is the capabil-
ity to perform a high level of 
customization, what Boragno 
calls “tailoring,” alluding to 
the fi ne Italian tradition of 
making garments to fi t. So 
dedicated is the company to 
keeping up with the times 
and providing up-to-date so-
lutions to customer needs that 
it has a specifi c department 
focused on research and de-
velopment activity. 

The Applications Develop-
ment Center divided into the 
Behavioral Tests Lab and the 
Applied Technology Lab, 
works to discover new uses for 
the material. A devoted team 
of scientists and researchers 
are forever pushing the lim-
its of the material; building 
on past gains and working to 
fi nd high-tech solutions to the 
specifi c demands of clients. 

It was here that the many dif-
ferent varieties of the material 
were developed: for instance, 
a stretchable version of the 
material for the garment in-
dustry, a type with high “light 
fastness” (a critical require-
ment in some applications), 
and a type specially designed 
to adhere perfectly to round-
ed surfaces. On the aesthet-
ics side, too, Alcantara S.p.A. 
is constantly innovating and 
has a style department whose 
team of designers are actively 
engaged with trends in the 
market and with design lead-
ers in every fi eld to create 
new looks, textures, patterns 
and color schemes to suit 
even the most avant-garde 

tastes. These two dedicated 
departments are on the front-
line in maintaining a product 
that is, according to its CEO, 
“a noble among products, 
complex and technologically 
advanced, which, unlike any 
other material, allows for in-
fi nite interpretations.” 

Alcantara S.p.A.’s commit-
ment to innovation has been 
duly noted within Italy and 
the contributions of the com-
pany to Italian industry have 
not gone unmentioned. Con-

fi ndustria, the Italian employ-
ers’ federation, whose mem-
bers represents the cream of 
the crop of Italy’s industrial 
system, awarded Alcantara 
S.p.A. with a special prize 
for excellence in innovation, 
issued by the president of the 
Italian Republic. For Andrea 
Boragno, innovation remains 
a core value of the company 
and stems from the constant, 
daily challenge of adapting 
the product to meet custom-
er’s specifi c needs. Of the 
Confi ndustria prize he had the 
following to say: “The Prize 
for Excellence in Innovation 
we were awarded makes us 
particularly 
proud be-
cause it rec-
ognizes the 
c o m p a ny ’s 
commitment 
to technological, research and 
environmental advances.” 

Alcantara S.p.A.’s focus on 
the future comprises more 
than just innovative design 
using the most modern tech-
niques but also a commitment 
to the future of the planet. 
This is highlighted by the 
CEO, who explains the com-
pany’s environmental ethos: 
“We know that we have to 
take care of the environment 
and society by making sus-
tainability a central value in 
our company.”

 For this reason, he goes on 
to note, Alcantara S.p.A. radi-
cally reduced its carbon emis-
sions by 49 percent in a single 
year. It has achieved this by 
only using renewable energy 
sources and compensating 
for any others by supporting 
projects connected to renewa-
ble sources patronized by the 
United Nations. This has re-
sulted in a 100 percent carbon 
neutral production process. 

Boragno proudly adds that 
Alcantara S.p.A. is Italy’s 
fi rst industrial company to 
gain this distinction. The zero 
emissions company policy 
far exceeds the expectations 
of the offi cial regulations set 
by the government and rep-
resents the company’s own 
commitment to a greener fu-
ture. Alcantara S.p.A.’s staff 
also reaps the benefi ts of this 
ethos of sound corporate so-
cial responsibility by work-
ing in safe, clean and pleasant 
conditions with all the best 
working benefi ts.   

Boragno takes the ut-
most pride in his company’s 
unique product and points to 
some of the factors that make 
it so appealing to designers in 
different fi elds. In particular, 
he notes its beauty, sensori-
ality, extreme functionality 
and infi nite variety in terms 
of applications. It is for these 
reasons, he says, that “the ex-
cellence of creative people, 
who design the everyday we 
inhabit, objects, furniture, 
cars, clothes, understood the 
versatility of the material 
and its potential to shape our 
lifestyle from the very begin-
ning.” 

The CEO noted the critical 
contributions made by Giulio 
Cappellini, an icon in the 
world of international design 
and Alcantara S.p.A.’s art 
director. He has had a mas-
sive impact on the company 
by helping it keep abreast of 
what the ever-changing de-
sign world wants from a ma-
terial. The main requirements 
remain versatility, a unique 
feel, exclusive texture and 
rich colors, all of which are 
embodied by Alcantara®. The 
applications for Alcantara® 
seem limitless. Four sectors 
already make extensive use 
of the product: the automo-
tive sector, the luxury yacht 
and maritime sector, interior 
design and fashion. 

One of the main applications 
of Alcantara® is in the auto-
motive industry. Alcantara®’s 
unique versatility and resil-
ience make it an ideal materi-
al for use in such an industry 
where a combination of el-

egance, prac-
ticality and 
comfort is 
the minimum 
requirement. 
The mate-

rial is light and stain-resist-
ant and can easily withstand 
wear and tear. Alcantara® is 
used throughout the interior 
of cars as upholstery for the 
seating and dashboard and to 
cover the headliner and steer-
ing wheel. It is particularly 
suited to this application as 
it affords excellent grip and 
is breathable. The moder-
nity and design value of Al-
cantara® is confi rmed by the 
many concept cars that incor-
porate Alcantara® into their 
designs. 

Alcantara® is also often seen 
gracing the interiors of the 
most modern and beautiful 
homes and businesses. For-
ward-thinking designers were 
quick to embrace the materi-
al’s myriad applications in the 
fi eld of interior design. Its in-
fi nite customizability is what 
makes it so attractive in this 
creative and dynamic fi eld. It 
can be made to suit any style 
or mood and can fi nd a place 
in rooms ranging from the 
outlandish and super-modern 
to the classic and traditional. 
Many of its colors are inspired 
by the warm, rich tones of na-
ture and are suited to a cozy 
nest. Others are futuristic, 
metallic and innovative and 
fi nd a place in the homes of 
the avant-garde. Apart from 
its aesthetic appeal, it is also 
immensely practical; a fea-
ture that is greatly appreci-
ated in today’s household 
and allows a homeowner to 
enjoy a material that is invit-
ing, warm and rich while still 

being stain-resistant and ma-
chine washable. 

Alcantara S.p.A. plays an 
active part in promoting the 
fi eld of design. It encour-
ages innovation and creativ-
ity through the Alcantara® 
Design Museum, a design 
show held during Milan De-
sign Week, which spotlights 
innovative uses of the prod-
uct. It is an exhibition that is 
increasingly international and 
showcases designers from a 
range of backgrounds, both 
cultural and artistic. The expo 
attracts the biggest names in 
European design from Italy, 
Switzerland, Holland, France, 
Sweden and Germany to 
challenge what is possible 
with Alcantara®. The focus is 
on Alcantara® as an infi nitely 
versatile product for embel-
lishing surfaces and render-
ing everyday objects beauti-
ful, what the CEO calls “the 
Extraordinary Every Day.”        

Alcantara S.p.A. also has a 
presence at Roma Art Week, 
a weeklong event dedicated 
to art and design held annual-
ly in Rome. The event attracts 
artists, dealers, collectors and 
aesthetically aware members 
of the public from Rome and 
around the world. This year 
the company showcased the 
Alcantara® Lounge: an entire 
room made out of the ma-
terial. On the walls, which 
were clad in Alcantara® Blue 
(a brand-new color custom 
designed for the event), hung 
two “paintings” made out of 
various colors and textures 
of Alcantara®. In the mid-
dle of the room stood two 
two-toned couches designed 
by Giulio Cappellini and a 
beautiful pearl gray uphol-
stered bench. In one corner in 
a large Serralunga vase was a 
delicate lotus crafted entirely 
out of Alcantara®, from its 
soft leaves to its lifelike pet-
als, by the designer Matteo 
Thun. 

In the world of luxury yacht-
ing Alcantara® has found fa-

vor as a material for uphol-
stering the cabins of these 
magnifi cent vessels. Nowhere 
is the material’s combination 
of toughness and beauty more 
valuable than in the corrosive, 
salty air to which the yachts 
are exposed. Alcantara® al-
lows boat designers to create 
elegant interiors safe from de-
terioration caused by sunlight 
and sea air.

Alcantara S.p.A. is also put 
to the test keeping up with 
the fi ckle and ever-changing 
world of high fashion. Its de-
signers rise to the challenge, 
however, and the company 
always maintains a presence 
at the Milan and Paris fashion 
weeks: the gala events of the 
glamour industry. 

The material’s ultra-soft 
texture, breathability and 
richness mean that in the 
world of fashion Alcantara® 
is a winning design. It is ideal 
for classic and haute-couture 
garments, many of whose ex-
travagant designs could only 
be rendered in a material as 
variable and fl exible as Al-
cantara®. 

Alcantara® opens the door 
to new design possibilities in 
the realm of fashion and al-
lows genuine innovation and 
creativity without the limits 
of other traditional materials. 

Alcantara® supports the cre-
ative endeavor of haute-cou-
ture designers by sponsoring 
the “Who is on Next?” design 
competition. It is a competi-
tion for emerging talent in the 
industry, organized in collab-
oration with Vogue Italia and 
Altaroma. Alcantara S.p.A. 
makes the material freely 
available to fi nalists to give 
form to their most creative 
fantasies. 

Alcantara S.p.A. sponsored 
the winners of the sixth edi-
tion of the competition, al-
lowing them to showcase 

their creations at the Milano 
Unica and Premiere Vision 
trade fairs, ensuring maxi-
mum exposure for these bud-
ding talents. 

When questioned about 
coming developments of the 
brand, Boragno was confi -
dent but not complacent. He 
said that Alcantara S.p.A. 
would continue to consoli-
date its position in its main 
established markets, which 
are Italy, France and Germa-
ny, as well as asserting itself 
in the United States and Asia. 
He also emphasized the need 
to increase brand awareness 
in growing economies, par-
ticularly China, which, he 
added, will become the big-
gest market for luxury goods 
within a few years. He also 
spoke of the company’s need 
to broaden its horizons in 
terms of applications for the 
product into different sec-
tors, particularly in the realm 
of consumer electronics. He 
sees Alcantara® being used 
to embellish, protect and en-
hance mobile phones, lap-
tops, tablets and other tech 
devices in the future. 

“Technology will be in-
creasingly interconnected 
with design and fashion. I’m 
convinced that Alcantara®, 
which is already synonymous 
with design and fashion, has 
the potential to play a much 
greater role in this fi eld,” he 
says. 

His dreams for the compa-
ny’s future?

“To see Alcantara® as a glo-
bally recognizable trademark, 
to diffuse the Alcantara® life-
style from Shanghai to L.A, 
from Melbourne to New 
Delhi and to see Alcantara® 
in homes, cars, accessories, 
in any aspect of people’s 
lives where it might make life 
more beautiful. Extraordinary 
Every Day.” 

The excellence of  quality

The Andrea Pininfarina Prize
Alcantara S.p.A. received the Special Prize from the president 
of Italy for excellence in innovation on the occasion of the 
fi rst edition of the Andrea Pininfarina Prize, last February.
Chairman of Confi ndustria Emma Marcegaglia personally 
handed the award to Andrea Boragno, chairman and CEO of 
Alcantara S.p.A., who commented that it represents “a major 
recognition of the company’s commitment on various fronts, 
from technology to research to sustainability, in its search for 
excellence.”
Andrea Boragno continued, with obvious pride and pleasure 
at having won the prize: “We believe that today real Italian 
products can no longer just be marked by creativity, innova-
tion and design, but also quality of life and thus respect for 
the environment. This conviction is translated into a practical 
commitment that has made us the fi rst in Italy to receive Car-
bon Neutral certifi cation for our entire production process. 
The president of Italy’s prize strengthens our determination 
to strive for excellence, our desire to distinguish ourselves 
and our commitment to seek out state-of-the-art solutions.”

talian industry has a long 
and proud tradition of 
producing high-quality 

manufactured and handmade 
products. 

In the sectors of fashion, 
interior design, furniture and 
food products, Italy’s contri-
bution stands out consider-
ably. This global dominance 
of the luxury market begins 
at the grassroots level. Farm-
ers and food producers work 
to the highest standards using 
traditional preparation method 
but in strictly hygienic, mod-
ern conditions, creating food 

products unrivalled globally 
for their taste and health ben-
efi ts. Italian food has become 
world famous for its superior 
quality thanks to the efforts of 
these producers and authentic 
Italian produce graces the ta-
bles of food lovers all over the 
world. 

In other fi eld for which Italy 
is famed, such as leather work, 
jewelry and carpentry, thou-
sands of small and medium-
size family industries work 
tirelessly across the country 
to produce articles that are 
justly famed for their superb 
attention to detail, long-last-
ing quality and elegance. It is 
from this heritage of artisan-
ship that many of Italy’s com-
mercial success stories have 
drawn their inspiration and 
know-how. Many of the big-
gest fashion houses, which to-
day represent the cutting edge 

of glamour and global trends, 
had humble but proud begin-
nings as family-run work-
shops. The strength of Italy’s 
industry is based on a con-
sumer culture that is not afraid 
of innovation and avant-garde 
thinking, provided that qual-
ity, innate elegance and sound 
design are privileged. Build-
ing on the twin foundations 
of top-quality artisanship and 
openness to new ideas, Italy 
has become a hub for con-
temporary design and a center 
for the production of many 
of the world’s most respected 
brands. 

The “Made in Italy” label 
remains synonymous with 
glamour, quality and design 
excellence and is set to tackle 
a changing future by promot-
ing these qualities in emerg-
ing luxury markets across the 
world. Mario Boselli, who 
has just been re-elected as the 
president of the Chamber of 
Italian Fashion, is confi dent 
that the “Made in Italy” label 
is resilient enough to weather 
the storm and emerge from the 
crisis intact. He adds that the 
strength of the Italian fashion 
system is the network of small 
to medium-size enterprises 
that have been, in his opin-
ion, “decisive in the growth 
of the ‘Made in Italy’ brand.” 
He says that “the creativity of 
Italian stylists and designers, 
the fl exibility of the system 
will bring about innovative so-
lutions to hasten the end of the 
crisis.” Part of this comeback 
will depend on penetrating 
new emerging markets where 
rapid structural GDP (gross 
domestic product) growth 
translates into a burgeoning 
market of people able to ap-
preciate and consume luxury 
fashion goods, of which Italy 
is a world leader.

Italy’s future success will 
rely on a creative mix of tradi-
tion and innovation. Trussardi 
is a high luxury brand that has 

been in operation for just un-
der 100 years. The company 
will celebrate its centenary 
(1911-2011) next year, mak-
ing it a heritage company for 
Italy and one of great value 
and prestige from a sector and 
national perspective. Trussardi 
began producing high-quality 
gloves in 1911. Gloves have 
been the company’s core busi-
ness for 60 years and remain 
so today. The brand has also 
branched out and now offers 
a complete Trussardi lifestyle 
embodied in its stylish bou-
tique near the La Scala Opera 
House in Milan, where guests 
can enjoy haute-cuisine in sur-
roundings inspired by haute-
couture. The brand branched 
into clothing and other luxury 
areas but has always main-
tained the core guiding prin-
ciples of quality artisanship 
on which it was founded 100 
years ago. Beatrice Trussardi, 
the CEO of this company, 
spoke of Trussardi’s presence 
in the Japanese market. 

“The Japanese market is 
characterized by an appre-

ciation for innovation coupled 
with tradition” she says. This 
makes Japan an ideal market 
for Trussardi, which embodies 
these key values of the “Made 
in Italy” ideal. Japan has in-
deed proved fertile ground for 
the brand: Trussardi has been 
operating in the country for 
40 years and yearly revenues 
for Trussardi sales amount to 

about €42 million a year. Bea-
trice Trussardi is determined 
to emphasize and consolidate 
this historical link between her 
family business and the ap-
preciative Japan market with 
plans to open a fl agship store 
in Tokyo in the near future.

Porada is a furniture compa-
ny that embodies the essence 
of Italian design. Its pieces 
are immediately recognizable 
for their particular design lan-
guage, which seamlessly and 
elegantly merges the classic 
and the contemporary. The 
company in its present form 
was founded in 1968 by Luigi 
Allievi, who had ambitious 
plans to extend the company, 
which had been making chairs 
since 1948. He set Porada on 
a new course by collaborating 
with architects and designers 
to produce winning designs for 
all kinds of furniture. These in-
clude young design talent that 
Porada is keen to foster and 
exploit according to Bruno Al-
lievi, the current CEO. For this 
reason the company maintains 
strong ties with the Politec-
nico of Milan where many of 
Italy’s budding design talents 
hone their skills. Porada crea-
tions have always made use 
of high-quality hardwood as 
their main design element. 
In recent years the company 
has also begun to incorporate 
steel, glass and plastics into 
its designs, creating beautiful 
and functional furniture con-
cepts. The company is fi rmly 
rooted in Italian artisanship 
but many of its designs em-
brace internationalism or are 
inspired by intercultural ex-
change. The fruit of this glo-
balized approach is furniture 
with universal appeal. The 
furniture is particularly popu-
lar in Japan where, according 
to Allievi, 8 to 9 percent of the 
company’s furniture is sold 
and Porada’s cherry wood 
creations are particularly pop-
ular. When asked what makes 
Porada special, Bruno Al-
lievi pointed out a number of 
the company’s strengths. He 
noted that the company makes 
sure to keep a high profi le at 
many international trade fairs 
including those held annually 
in Cologne, Paris, Belgium, 
Valencia as well as Milan’s 
key furniture design event, the 
annual Salone del Mobile. He 
also added that the company 
is very competitive in terms 
of its furniture delivery serv-
ice. Allievi went on to explain 
the company’s future plans, 
which include plans to ex-
plore untapped markets in Af-
rica (Ghana, Tunisia, Egypt, 
Algeria and South Africa) and 
markets in the new Europe 
and Russia. 

Another family run success 
story is Minotti. The company 
has been producing furniture 
since it was founded by Al-
berto Minotti in the 1950s. In 
the 1960s the leadership of the 

company passed to the found-
er’s two sons, Renato and 
Roberto. Inheriting an already 
very successful enterprise, 
these brothers would turn the 
company into a household 
name. Since 1997 the archi-
tect Rodolfo Dordoni has been 
coordinating the company’s 
collections and helping to lift 
the brand to new heights. Ac-
cording to the Minotti broth-
ers, “Made in Italy” means 
the fusion of tradition and 
technology, which at Minotti 
S.p.A refers to a blended pro-
duction process making use of 
state-of-the-art mechanization 
to enhance craftsmanship and 
traditional hand-work impart-
ing a feeling of industrial ac-
curacy and emotion.

Minotti combines extremely 
careful choice of materials, 
impeccable details and con-
vincing design concepts to 
create truly inspiring pieces 
of furniture that propel the 
reputation of Italian design 
to even greater levels. The 
Minotti brothers confi rm that 
their company too, like so 
many other Italian companies, 
is forever pursuing the goal of 
adapting its output to current 
trends and customer expecta-
tions. For this reason, the com-
pany is well-integrated in the 
Milan furniture design scene 
and continuously works to of-
fer refi ned customers the ele-
gance, luxury and design gen-
ius they are looking for when 
decorating their homes. The 
Minotti Brothers commented 
on the brand’s presence in Ja-
pan, saying that the company 
has a special relationship with 
this country. Minotti’s tradi-
tion of quality design and 
precision craftsmanship rings 
true with Japan’s aesthetically 
enlightened consumers. It has 
had a fl agship showroom in 
Tokyo for 10 years. 

B&B is another important 
Italian interior design and 
furniture company. B&B has 
been present on the Japanese 
market from the earliest days 
of the company’s history in 
the 1960s. The compatibility 
of Italian design models with 
Japanese tastes is illustrated 
by B&B’s success in that 
market. “For B&B, ‘Made in 
Italy’ is the real thing,” says 
CEO Giorgio Busnelli. “In 
fact, 98 percent of our produc-
tion process still takes place in 
Italy.” 

www.minotti.com

107-0062 
5-4-19

PHONE: +81 3 5778 0232
INFO@MINOTTI.JP
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“I’m immensely proud that 
the fertile and productive 
region of Veneto has added 
seven new wines to its al-
ready impressive list. Again 
and again the region shows 
its dedication to agricultural 
excellence and fl ying high 
the banner of Made in Italy.”   

So said Giancarlo Galan the 
Italian Minister of Agricul-
ture, Food and Forestry. His 
passion for the subject of Ital-
ian food production is obvi-
ous. The “list” he is referring 
to is a list of agricultural and 
food products labelled DOC. 
This label guarantees that 
these products are produced 
in a specifi c locality and by 
specifi c traditional methods. 
It is a guarantee of quality, 
taste and uniqueness and is 
the key to safeguarding the 
future of these excellent re-
gional specialities. This is not 
out of mere nostalgia for old-
fashioned fl avors and time-
honored methods. On the 
contrary, strict controls on the 
quality of food products are 
an essential part of the Italian 
economy because food, wine 
and agricultural products form 
the second largest domestic 
sector of the economy and 
count among the most impor-
tant national export industries. 

The protection of regional 
brands and local producers is 
critically important. Galan in-
sists that any new listings be 
published in national newspa-
pers. This refl ects his commit-
ment to the DOC system as a 
way of protecting producers, 
the economy as a whole, a 
cherished national heritage 

and discerning consumers, 
locally and abroad, who value 
high-quality Italian produce. 

With some 45,000 farms 
and 1.1 million hectares of 
cultivated land, Italy, despite 
its small size, is the fi fth most 
important country in terms 
of agriculture after Australia, 
China, Argentina and the 
United States. The fact that 
Italy, who is dwarfed by these 
countries, is able to compete 
internationally is an illustra-
tion of the importance that 
the sector has in the nation’s 
economy. The food industry 
contributes about 15 percent 
of the country’s GDP. How-
ever, Italy is not a country of 
massive food conglomerates 
that fl ood the market with 
homogenous products; on the 
contrary, 93.8 percent of Ital-
ian food companies employ 
less than 10 people. This gives 
some indication of the mas-

sive variety of quality prod-
ucts that the country produc-
es: products that are gaining 
recognition and appreciation 
in markets all over the world. 

One major new market for 
Italian products is Japan, 
where the demand for au-
thentic Italian food products 
has soared in recent years. It 
seems younger generations of 
Japanese are eager to explore 
foreign regional cuisines, just 
as in Italy Japanese food has 
been growing in popularity in 

with the opening of countless 
sushi bars. Unfortunately, an 
indirect consequence of this 
cultural exchange and mutu-
ally benefi cial trade is the bur-
geoning of cheap imitations of 
Italian products bearing false 
labels on supermarket shelves 
in Japan. Thankfully, Buoni-
talia, an important food qual-
ity monitoring board charged 
with safeguarding the “Made 
in Italy” brand in terms of 
food products, has embarked 
on a campaign to raise aware-
ness among Japanese con-
sumers, helping them dis-
cern genuine products from 

imitations. This is part of the 
general battle against “Ital-
ian-style” products that have 
nothing to do with authentic 
“Made in Italy” products. 

Italian wine is also gain-
ing currency in Japan thanks 
to a reform to licensing laws 
in 2006, which has allowed 
for the opening of direct sale 
shops where informed cus-
tomers can purchase high-
quality Italian wines. After 
a slow start sale fi gures have 
risen and become steady with 
wines from Piedmont, Tus-
cany and Veneto being the 
most popular. Italy’s distinc-
tive sparkling wines are also 
gaining ground in the Japa-
nese market. Walter Brunello, 
the President of Buonitalia, 
confi rms that Japan is a very 
important market for Italian 
wines as the country’s sec-
ond largest supplier of wine. 

A product that is completely 

absent from the traditional 
Japanese diet is cheese. The 
endless variety and prolif-
eration of high-quality and 
regionally distinct cheeses is 
certainly one of Europe’s and 
Italy’s greatest cultural treas-
ures. It is a culinary heritage 
that the discerning Japanese 
consumer will have no prob-
lem appreciating. The king of 
Italian cheese is undoubtedly 
Parmigiano Reggiano. Au-
thentic Parmigiano Reggiano 
is a DOC product, meaning 
that authentic Parmigiano 
Reggiano can only be pro-
duced in a specifi c area where 
it has been produced for over 
900 years. The provinces of 
Parma and Reggio Emilia 
(from where the cheese takes 
its name) are classic Parmi-
giano Reggiano country as 
well as specifi c areas near 
Modena, Mantua and Bolo-
gna. Parmigiano Reggiano 
has been produced in this 
area for 40 generations but 
this strict regionalism is not a 
matter of mere nostalgia; even 
if the cheese were produced 
following the exact same 
processes anywhere else, a 
different product not deserv-
ing of the name Parmigiano 
Reggiano would inevitably be 
produced. This is because of 
the specifi c climatic and top-
ographical conditions of the 
area that lend the cheese its 
unique and subtle character-
istics. It is produced from the 
milk of local free-range cows, 
known for the richness of 
their milk and matured for 24 
months, longer than any other 
cheese, without the use of 

any artifi cial preservatives or 
additives. This hard, full-fl a-
vored cheese with its unmis-
takable grainy texture is usu-
ally grated over pasta, risotto 
or soup dishes and lends them 
a wonderful richness and en-
hanced dimension of subtlety. 
Connoisseurs also recognize 
that the Parmigiano Reggiano 
is equally at home as a table-
cheese to be appreciated for 
its multiple layers of fl avor 
and its lovely texture. In its 
home region, where no meal 
is complete without a dose 
of Parmigiano Reggiano, it 
is often served with pears. 
One of Italy’s most famous 
products, and deservingly so, 
despite thousands of products 
attempting to imitate it, real 
Parmigiano Reggiano con-
tinues to maintain a devoted 
following in Italy and to gain 
new fans among informed 
food lovers all over the world.

Italy’s gourmet treasures

Giancarlo Galan 
Italian Minister
of Agriculture
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Andrea Boragno
Chairman and CEO
Alcantara S.p.A.

Alcantara® material

Parmigiano Reggiano is one of the oldest and richest cheeses known in the world.
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Trade Balance 2009
(from: www.ijbg.ice.it)
Export: ¥54.182 billion  
Import: ¥51.378 billion 

For more information (websites)
www.cameramoda.it
www.trussardi.it
www.bebitalia.it
www.porada.it
www.minotti.it
www.trueitalianfood.it
www.aiol.it 
www.parmigianoreggiano.it

Creativity 
is the hallmark 

of “Made in Italy”
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Alcantara S.p.A., an Italian success
Made in Italy Made in Italy
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ade in Italy is more 
than just a label 
indicating the ge-

ographic origin of a product, 
it’s a promise. “Made in Ita-
ly” promises thoughtful de-
sign and superior quality and 
embodies a tradition of com-
bining innovation and moder-
nity with age-old traditions of 
handmade excellence. Faced 
with crisis induced belt-
tightening, many consumers 
may be tempted to choose 
products that do not offer this 
promise of authenticity and 
quality. For this reason, it is 
critical in the current climate 
that Italian industry is kept 
viable in order to keep the 
promise alive and to boost the 
sectors on which the nation’s 
economy depends. 

To this end, the Region of 
Lombardy with Roberto For-
migoni at its head has pledged 
its support to the fashion and 
textiles industries, investing 
€13 million in the sector. In 
this vein, on the occasion of 
the opening of Milano Unica, 
a high-profi le pan-European 
textiles and accessories expo-
sition held in Milan, he said: 
“The Lombardy Regional 
Government believes that 
supporting the fashion indus-
try in its entirety represents 
one of the most effective ways 
of getting out of the crisis.” 

He continued: “We have 
chosen to focus on revitaliz-

ing sectors in which Italy is 
recognized globally for ex-
cellence and quality. This is 
certainly the case with Italian 
fashion: a sector we can rely 
on to be globally competitive 
in the future.” 

“These announcements have 
been well-received, which 
confi rms that we have fol-
lowed all the signposts from 
the public. Our priority is to 
reduce the gap between public 
administration and economic 
players. We are fully aware of 
the excellence Lombardy has 
achieved and we can’t allow 
the crisis that the whole world 
is facing to destroy the gains 
made by the Italian fashion 
sector, which is among the 

strongest in the G-8.
”One company in this 

world-class industry that con-
tinues to gain ground despite 
the crisis is Alcantara S.p.A.: 
an Italian success story. Al-
cantara® is a highly versatile 
covering material invented by 
Miyoshi Okamoto in Japan in 
the early 1970s when he was 
working at Toray Industries. 
In 1972 Toray and ENI, an 
Italian chemical company, 
joined forces and founded 
Alcantara S.p.A., which for 
nearly 40 years has kept the 
production of Alcantara® a 
closely guarded secret and has 
owned the exclusive patent 
to produce this unique mate-
rial. On the original basis of 
a Japanese breakthrough, Al-
cantara S.p.A. built up a story 
of innovation and success in 
the spirit and values of the 
“Made in Italy” label, accord-
ing to CEO Andrea Boragno. 

The 450,000-sq.-meter fac-
tory where Alcantara® is 
produced is in Umbria, in 
the heart of the Italian penin-
sula. According to the CEO, 
the factory’s position in Nera 
Montoro in the ancient region 
of Umbria links the produc-
tion of this space-age product 
to the handmade values of 
the Renaissance workshops 
that fl ourished in Italy and 
made Italian artisanship fa-
mous throughout the world. 
His feeling is that this Ital-
ian heritage of high-quality 
workmanship, custom de-
sign and creativity is a major 
contributor to the company’s 
success. Alcantara S.p.A. 
is by no means stuck in the 
Renaissance, nor confi ned to 
the sleepy hills of Umbria; on 
the contrary, the company’s 
commercial and management 
headquarters and show room 
are in Milan, Italy’s most for-
ward-thinking and fi nancially 
oriented city. Having its head-
quarters in Italy’s commercial 
and design capital guarantees 
maximum exposure to the 
company’s key markets. 

Alcantara S.p.A. maintains 
a presence at the many trade 
fairs held in Milan, from the 
world-famous annual furni-
ture and interior design show 
to the city’s famous fashion 
week as well as automotive 
shows. The multi-sector pres-
ence of Alcantara® as a ma-
terial of choice is testament 
to the great versatility of the 
product. 

Alcantara® is an extraordi-
nary material produced by a 
complex and yet unrivalled 
technological process. This 
results in a material that is 
soft and fl exible but also in-

credibly strong and resilient. 
It is breathable, washable, 
stain-proof, supple and infi -
nitely customizable through 
solutions that combine tech-
nology and style. Given all 
these features and the fact that 
Alcantara® is a one of a kind 
material, far away from any 
imitation, the continued suc-
cess of the company seems 
assured. This hasn’t, however, 
meant that Alcantara S.p.A. is 
resting on its laurels; in fact 
the opposite is true. The com-
pany is forever innovating 
and expanding its capabili-
ties, ensuring that clients are 
offered the widest possible 
range of options. 

 CEO Andrea Boragno high-
lights that innovation is at the 
heart of the company’s ethos: 
“We believe in developing the 
company’s ability to provide 
highly innovative solutions, 
able to satisfy, if not antici-
pate, the needs of even our 
most demanding clients.” 

The basic color range con-
tains 200 colors to choose 
from, but given just a week’s 
notice, Alcantara S.p.A. can 
produce material in any color 
imaginable to suit client spec-
ifi cations. To date, the com-
pany has produced Alcantara® 
material in 3,000 different 
shades, 1,000 of which were 
produced in the last 10 years 
alone. In addition to many 
different colors the company 
also produces a range of ef-
fects using a number of dif-
ferent techniques, including 
embossing, laser cutting, fi n-
ishing, printing, perforation, 
lamination, electro and ther-
mo welding and electroform-
ing. Alcantara® is available in 
four different thicknesses.  

Apart from its unique prop-
erties and superior quality, a 
key factor in the brand’s con-
tinuing success is the capabil-
ity to perform a high level of 
customization, what Boragno 
calls “tailoring,” alluding to 
the fi ne Italian tradition of 
making garments to fi t. So 
dedicated is the company to 
keeping up with the times 
and providing up-to-date so-
lutions to customer needs that 
it has a specifi c department 
focused on research and de-
velopment activity. 

The Applications Develop-
ment Center divided into the 
Behavioral Tests Lab and the 
Applied Technology Lab, 
works to discover new uses for 
the material. A devoted team 
of scientists and researchers 
are forever pushing the lim-
its of the material; building 
on past gains and working to 
fi nd high-tech solutions to the 
specifi c demands of clients. 

It was here that the many dif-
ferent varieties of the material 
were developed: for instance, 
a stretchable version of the 
material for the garment in-
dustry, a type with high “light 
fastness” (a critical require-
ment in some applications), 
and a type specially designed 
to adhere perfectly to round-
ed surfaces. On the aesthet-
ics side, too, Alcantara S.p.A. 
is constantly innovating and 
has a style department whose 
team of designers are actively 
engaged with trends in the 
market and with design lead-
ers in every fi eld to create 
new looks, textures, patterns 
and color schemes to suit 
even the most avant-garde 

tastes. These two dedicated 
departments are on the front-
line in maintaining a product 
that is, according to its CEO, 
“a noble among products, 
complex and technologically 
advanced, which, unlike any 
other material, allows for in-
fi nite interpretations.” 

Alcantara S.p.A.’s commit-
ment to innovation has been 
duly noted within Italy and 
the contributions of the com-
pany to Italian industry have 
not gone unmentioned. Con-

fi ndustria, the Italian employ-
ers’ federation, whose mem-
bers represents the cream of 
the crop of Italy’s industrial 
system, awarded Alcantara 
S.p.A. with a special prize 
for excellence in innovation, 
issued by the president of the 
Italian Republic. For Andrea 
Boragno, innovation remains 
a core value of the company 
and stems from the constant, 
daily challenge of adapting 
the product to meet custom-
er’s specifi c needs. Of the 
Confi ndustria prize he had the 
following to say: “The Prize 
for Excellence in Innovation 
we were awarded makes us 
particularly 
proud be-
cause it rec-
ognizes the 
c o m p a ny ’s 
commitment 
to technological, research and 
environmental advances.” 

Alcantara S.p.A.’s focus on 
the future comprises more 
than just innovative design 
using the most modern tech-
niques but also a commitment 
to the future of the planet. 
This is highlighted by the 
CEO, who explains the com-
pany’s environmental ethos: 
“We know that we have to 
take care of the environment 
and society by making sus-
tainability a central value in 
our company.”

 For this reason, he goes on 
to note, Alcantara S.p.A. radi-
cally reduced its carbon emis-
sions by 49 percent in a single 
year. It has achieved this by 
only using renewable energy 
sources and compensating 
for any others by supporting 
projects connected to renewa-
ble sources patronized by the 
United Nations. This has re-
sulted in a 100 percent carbon 
neutral production process. 

Boragno proudly adds that 
Alcantara S.p.A. is Italy’s 
fi rst industrial company to 
gain this distinction. The zero 
emissions company policy 
far exceeds the expectations 
of the offi cial regulations set 
by the government and rep-
resents the company’s own 
commitment to a greener fu-
ture. Alcantara S.p.A.’s staff 
also reaps the benefi ts of this 
ethos of sound corporate so-
cial responsibility by work-
ing in safe, clean and pleasant 
conditions with all the best 
working benefi ts.   

Boragno takes the ut-
most pride in his company’s 
unique product and points to 
some of the factors that make 
it so appealing to designers in 
different fi elds. In particular, 
he notes its beauty, sensori-
ality, extreme functionality 
and infi nite variety in terms 
of applications. It is for these 
reasons, he says, that “the ex-
cellence of creative people, 
who design the everyday we 
inhabit, objects, furniture, 
cars, clothes, understood the 
versatility of the material 
and its potential to shape our 
lifestyle from the very begin-
ning.” 

The CEO noted the critical 
contributions made by Giulio 
Cappellini, an icon in the 
world of international design 
and Alcantara S.p.A.’s art 
director. He has had a mas-
sive impact on the company 
by helping it keep abreast of 
what the ever-changing de-
sign world wants from a ma-
terial. The main requirements 
remain versatility, a unique 
feel, exclusive texture and 
rich colors, all of which are 
embodied by Alcantara®. The 
applications for Alcantara® 
seem limitless. Four sectors 
already make extensive use 
of the product: the automo-
tive sector, the luxury yacht 
and maritime sector, interior 
design and fashion. 

One of the main applications 
of Alcantara® is in the auto-
motive industry. Alcantara®’s 
unique versatility and resil-
ience make it an ideal materi-
al for use in such an industry 
where a combination of el-

egance, prac-
ticality and 
comfort is 
the minimum 
requirement. 
The mate-

rial is light and stain-resist-
ant and can easily withstand 
wear and tear. Alcantara® is 
used throughout the interior 
of cars as upholstery for the 
seating and dashboard and to 
cover the headliner and steer-
ing wheel. It is particularly 
suited to this application as 
it affords excellent grip and 
is breathable. The moder-
nity and design value of Al-
cantara® is confi rmed by the 
many concept cars that incor-
porate Alcantara® into their 
designs. 

Alcantara® is also often seen 
gracing the interiors of the 
most modern and beautiful 
homes and businesses. For-
ward-thinking designers were 
quick to embrace the materi-
al’s myriad applications in the 
fi eld of interior design. Its in-
fi nite customizability is what 
makes it so attractive in this 
creative and dynamic fi eld. It 
can be made to suit any style 
or mood and can fi nd a place 
in rooms ranging from the 
outlandish and super-modern 
to the classic and traditional. 
Many of its colors are inspired 
by the warm, rich tones of na-
ture and are suited to a cozy 
nest. Others are futuristic, 
metallic and innovative and 
fi nd a place in the homes of 
the avant-garde. Apart from 
its aesthetic appeal, it is also 
immensely practical; a fea-
ture that is greatly appreci-
ated in today’s household 
and allows a homeowner to 
enjoy a material that is invit-
ing, warm and rich while still 

being stain-resistant and ma-
chine washable. 

Alcantara S.p.A. plays an 
active part in promoting the 
fi eld of design. It encour-
ages innovation and creativ-
ity through the Alcantara® 
Design Museum, a design 
show held during Milan De-
sign Week, which spotlights 
innovative uses of the prod-
uct. It is an exhibition that is 
increasingly international and 
showcases designers from a 
range of backgrounds, both 
cultural and artistic. The expo 
attracts the biggest names in 
European design from Italy, 
Switzerland, Holland, France, 
Sweden and Germany to 
challenge what is possible 
with Alcantara®. The focus is 
on Alcantara® as an infi nitely 
versatile product for embel-
lishing surfaces and render-
ing everyday objects beauti-
ful, what the CEO calls “the 
Extraordinary Every Day.”        

Alcantara S.p.A. also has a 
presence at Roma Art Week, 
a weeklong event dedicated 
to art and design held annual-
ly in Rome. The event attracts 
artists, dealers, collectors and 
aesthetically aware members 
of the public from Rome and 
around the world. This year 
the company showcased the 
Alcantara® Lounge: an entire 
room made out of the ma-
terial. On the walls, which 
were clad in Alcantara® Blue 
(a brand-new color custom 
designed for the event), hung 
two “paintings” made out of 
various colors and textures 
of Alcantara®. In the mid-
dle of the room stood two 
two-toned couches designed 
by Giulio Cappellini and a 
beautiful pearl gray uphol-
stered bench. In one corner in 
a large Serralunga vase was a 
delicate lotus crafted entirely 
out of Alcantara®, from its 
soft leaves to its lifelike pet-
als, by the designer Matteo 
Thun. 

In the world of luxury yacht-
ing Alcantara® has found fa-

vor as a material for uphol-
stering the cabins of these 
magnifi cent vessels. Nowhere 
is the material’s combination 
of toughness and beauty more 
valuable than in the corrosive, 
salty air to which the yachts 
are exposed. Alcantara® al-
lows boat designers to create 
elegant interiors safe from de-
terioration caused by sunlight 
and sea air.

Alcantara S.p.A. is also put 
to the test keeping up with 
the fi ckle and ever-changing 
world of high fashion. Its de-
signers rise to the challenge, 
however, and the company 
always maintains a presence 
at the Milan and Paris fashion 
weeks: the gala events of the 
glamour industry. 

The material’s ultra-soft 
texture, breathability and 
richness mean that in the 
world of fashion Alcantara® 
is a winning design. It is ideal 
for classic and haute-couture 
garments, many of whose ex-
travagant designs could only 
be rendered in a material as 
variable and fl exible as Al-
cantara®. 

Alcantara® opens the door 
to new design possibilities in 
the realm of fashion and al-
lows genuine innovation and 
creativity without the limits 
of other traditional materials. 

Alcantara® supports the cre-
ative endeavor of haute-cou-
ture designers by sponsoring 
the “Who is on Next?” design 
competition. It is a competi-
tion for emerging talent in the 
industry, organized in collab-
oration with Vogue Italia and 
Altaroma. Alcantara S.p.A. 
makes the material freely 
available to fi nalists to give 
form to their most creative 
fantasies. 

Alcantara S.p.A. sponsored 
the winners of the sixth edi-
tion of the competition, al-
lowing them to showcase 

their creations at the Milano 
Unica and Premiere Vision 
trade fairs, ensuring maxi-
mum exposure for these bud-
ding talents. 

When questioned about 
coming developments of the 
brand, Boragno was confi -
dent but not complacent. He 
said that Alcantara S.p.A. 
would continue to consoli-
date its position in its main 
established markets, which 
are Italy, France and Germa-
ny, as well as asserting itself 
in the United States and Asia. 
He also emphasized the need 
to increase brand awareness 
in growing economies, par-
ticularly China, which, he 
added, will become the big-
gest market for luxury goods 
within a few years. He also 
spoke of the company’s need 
to broaden its horizons in 
terms of applications for the 
product into different sec-
tors, particularly in the realm 
of consumer electronics. He 
sees Alcantara® being used 
to embellish, protect and en-
hance mobile phones, lap-
tops, tablets and other tech 
devices in the future. 

“Technology will be in-
creasingly interconnected 
with design and fashion. I’m 
convinced that Alcantara®, 
which is already synonymous 
with design and fashion, has 
the potential to play a much 
greater role in this fi eld,” he 
says. 

His dreams for the compa-
ny’s future?

“To see Alcantara® as a glo-
bally recognizable trademark, 
to diffuse the Alcantara® life-
style from Shanghai to L.A, 
from Melbourne to New 
Delhi and to see Alcantara® 
in homes, cars, accessories, 
in any aspect of people’s 
lives where it might make life 
more beautiful. Extraordinary 
Every Day.” 

The excellence of  quality

The Andrea Pininfarina Prize
Alcantara S.p.A. received the Special Prize from the president 
of Italy for excellence in innovation on the occasion of the 
fi rst edition of the Andrea Pininfarina Prize, last February.
Chairman of Confi ndustria Emma Marcegaglia personally 
handed the award to Andrea Boragno, chairman and CEO of 
Alcantara S.p.A., who commented that it represents “a major 
recognition of the company’s commitment on various fronts, 
from technology to research to sustainability, in its search for 
excellence.”
Andrea Boragno continued, with obvious pride and pleasure 
at having won the prize: “We believe that today real Italian 
products can no longer just be marked by creativity, innova-
tion and design, but also quality of life and thus respect for 
the environment. This conviction is translated into a practical 
commitment that has made us the fi rst in Italy to receive Car-
bon Neutral certifi cation for our entire production process. 
The president of Italy’s prize strengthens our determination 
to strive for excellence, our desire to distinguish ourselves 
and our commitment to seek out state-of-the-art solutions.”

talian industry has a long 
and proud tradition of 
producing high-quality 

manufactured and handmade 
products. 

In the sectors of fashion, 
interior design, furniture and 
food products, Italy’s contri-
bution stands out consider-
ably. This global dominance 
of the luxury market begins 
at the grassroots level. Farm-
ers and food producers work 
to the highest standards using 
traditional preparation method 
but in strictly hygienic, mod-
ern conditions, creating food 

products unrivalled globally 
for their taste and health ben-
efi ts. Italian food has become 
world famous for its superior 
quality thanks to the efforts of 
these producers and authentic 
Italian produce graces the ta-
bles of food lovers all over the 
world. 

In other fi eld for which Italy 
is famed, such as leather work, 
jewelry and carpentry, thou-
sands of small and medium-
size family industries work 
tirelessly across the country 
to produce articles that are 
justly famed for their superb 
attention to detail, long-last-
ing quality and elegance. It is 
from this heritage of artisan-
ship that many of Italy’s com-
mercial success stories have 
drawn their inspiration and 
know-how. Many of the big-
gest fashion houses, which to-
day represent the cutting edge 

of glamour and global trends, 
had humble but proud begin-
nings as family-run work-
shops. The strength of Italy’s 
industry is based on a con-
sumer culture that is not afraid 
of innovation and avant-garde 
thinking, provided that qual-
ity, innate elegance and sound 
design are privileged. Build-
ing on the twin foundations 
of top-quality artisanship and 
openness to new ideas, Italy 
has become a hub for con-
temporary design and a center 
for the production of many 
of the world’s most respected 
brands. 

The “Made in Italy” label 
remains synonymous with 
glamour, quality and design 
excellence and is set to tackle 
a changing future by promot-
ing these qualities in emerg-
ing luxury markets across the 
world. Mario Boselli, who 
has just been re-elected as the 
president of the Chamber of 
Italian Fashion, is confi dent 
that the “Made in Italy” label 
is resilient enough to weather 
the storm and emerge from the 
crisis intact. He adds that the 
strength of the Italian fashion 
system is the network of small 
to medium-size enterprises 
that have been, in his opin-
ion, “decisive in the growth 
of the ‘Made in Italy’ brand.” 
He says that “the creativity of 
Italian stylists and designers, 
the fl exibility of the system 
will bring about innovative so-
lutions to hasten the end of the 
crisis.” Part of this comeback 
will depend on penetrating 
new emerging markets where 
rapid structural GDP (gross 
domestic product) growth 
translates into a burgeoning 
market of people able to ap-
preciate and consume luxury 
fashion goods, of which Italy 
is a world leader.

Italy’s future success will 
rely on a creative mix of tradi-
tion and innovation. Trussardi 
is a high luxury brand that has 

been in operation for just un-
der 100 years. The company 
will celebrate its centenary 
(1911-2011) next year, mak-
ing it a heritage company for 
Italy and one of great value 
and prestige from a sector and 
national perspective. Trussardi 
began producing high-quality 
gloves in 1911. Gloves have 
been the company’s core busi-
ness for 60 years and remain 
so today. The brand has also 
branched out and now offers 
a complete Trussardi lifestyle 
embodied in its stylish bou-
tique near the La Scala Opera 
House in Milan, where guests 
can enjoy haute-cuisine in sur-
roundings inspired by haute-
couture. The brand branched 
into clothing and other luxury 
areas but has always main-
tained the core guiding prin-
ciples of quality artisanship 
on which it was founded 100 
years ago. Beatrice Trussardi, 
the CEO of this company, 
spoke of Trussardi’s presence 
in the Japanese market. 

“The Japanese market is 
characterized by an appre-

ciation for innovation coupled 
with tradition” she says. This 
makes Japan an ideal market 
for Trussardi, which embodies 
these key values of the “Made 
in Italy” ideal. Japan has in-
deed proved fertile ground for 
the brand: Trussardi has been 
operating in the country for 
40 years and yearly revenues 
for Trussardi sales amount to 

about €42 million a year. Bea-
trice Trussardi is determined 
to emphasize and consolidate 
this historical link between her 
family business and the ap-
preciative Japan market with 
plans to open a fl agship store 
in Tokyo in the near future.

Porada is a furniture compa-
ny that embodies the essence 
of Italian design. Its pieces 
are immediately recognizable 
for their particular design lan-
guage, which seamlessly and 
elegantly merges the classic 
and the contemporary. The 
company in its present form 
was founded in 1968 by Luigi 
Allievi, who had ambitious 
plans to extend the company, 
which had been making chairs 
since 1948. He set Porada on 
a new course by collaborating 
with architects and designers 
to produce winning designs for 
all kinds of furniture. These in-
clude young design talent that 
Porada is keen to foster and 
exploit according to Bruno Al-
lievi, the current CEO. For this 
reason the company maintains 
strong ties with the Politec-
nico of Milan where many of 
Italy’s budding design talents 
hone their skills. Porada crea-
tions have always made use 
of high-quality hardwood as 
their main design element. 
In recent years the company 
has also begun to incorporate 
steel, glass and plastics into 
its designs, creating beautiful 
and functional furniture con-
cepts. The company is fi rmly 
rooted in Italian artisanship 
but many of its designs em-
brace internationalism or are 
inspired by intercultural ex-
change. The fruit of this glo-
balized approach is furniture 
with universal appeal. The 
furniture is particularly popu-
lar in Japan where, according 
to Allievi, 8 to 9 percent of the 
company’s furniture is sold 
and Porada’s cherry wood 
creations are particularly pop-
ular. When asked what makes 
Porada special, Bruno Al-
lievi pointed out a number of 
the company’s strengths. He 
noted that the company makes 
sure to keep a high profi le at 
many international trade fairs 
including those held annually 
in Cologne, Paris, Belgium, 
Valencia as well as Milan’s 
key furniture design event, the 
annual Salone del Mobile. He 
also added that the company 
is very competitive in terms 
of its furniture delivery serv-
ice. Allievi went on to explain 
the company’s future plans, 
which include plans to ex-
plore untapped markets in Af-
rica (Ghana, Tunisia, Egypt, 
Algeria and South Africa) and 
markets in the new Europe 
and Russia. 

Another family run success 
story is Minotti. The company 
has been producing furniture 
since it was founded by Al-
berto Minotti in the 1950s. In 
the 1960s the leadership of the 

company passed to the found-
er’s two sons, Renato and 
Roberto. Inheriting an already 
very successful enterprise, 
these brothers would turn the 
company into a household 
name. Since 1997 the archi-
tect Rodolfo Dordoni has been 
coordinating the company’s 
collections and helping to lift 
the brand to new heights. Ac-
cording to the Minotti broth-
ers, “Made in Italy” means 
the fusion of tradition and 
technology, which at Minotti 
S.p.A refers to a blended pro-
duction process making use of 
state-of-the-art mechanization 
to enhance craftsmanship and 
traditional hand-work impart-
ing a feeling of industrial ac-
curacy and emotion.

Minotti combines extremely 
careful choice of materials, 
impeccable details and con-
vincing design concepts to 
create truly inspiring pieces 
of furniture that propel the 
reputation of Italian design 
to even greater levels. The 
Minotti brothers confi rm that 
their company too, like so 
many other Italian companies, 
is forever pursuing the goal of 
adapting its output to current 
trends and customer expecta-
tions. For this reason, the com-
pany is well-integrated in the 
Milan furniture design scene 
and continuously works to of-
fer refi ned customers the ele-
gance, luxury and design gen-
ius they are looking for when 
decorating their homes. The 
Minotti Brothers commented 
on the brand’s presence in Ja-
pan, saying that the company 
has a special relationship with 
this country. Minotti’s tradi-
tion of quality design and 
precision craftsmanship rings 
true with Japan’s aesthetically 
enlightened consumers. It has 
had a fl agship showroom in 
Tokyo for 10 years. 

B&B is another important 
Italian interior design and 
furniture company. B&B has 
been present on the Japanese 
market from the earliest days 
of the company’s history in 
the 1960s. The compatibility 
of Italian design models with 
Japanese tastes is illustrated 
by B&B’s success in that 
market. “For B&B, ‘Made in 
Italy’ is the real thing,” says 
CEO Giorgio Busnelli. “In 
fact, 98 percent of our produc-
tion process still takes place in 
Italy.” 

www.minotti.com

107-0062 
5-4-19

PHONE: +81 3 5778 0232
INFO@MINOTTI.JP
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“I’m immensely proud that 
the fertile and productive 
region of Veneto has added 
seven new wines to its al-
ready impressive list. Again 
and again the region shows 
its dedication to agricultural 
excellence and fl ying high 
the banner of Made in Italy.”   

So said Giancarlo Galan the 
Italian Minister of Agricul-
ture, Food and Forestry. His 
passion for the subject of Ital-
ian food production is obvi-
ous. The “list” he is referring 
to is a list of agricultural and 
food products labelled DOC. 
This label guarantees that 
these products are produced 
in a specifi c locality and by 
specifi c traditional methods. 
It is a guarantee of quality, 
taste and uniqueness and is 
the key to safeguarding the 
future of these excellent re-
gional specialities. This is not 
out of mere nostalgia for old-
fashioned fl avors and time-
honored methods. On the 
contrary, strict controls on the 
quality of food products are 
an essential part of the Italian 
economy because food, wine 
and agricultural products form 
the second largest domestic 
sector of the economy and 
count among the most impor-
tant national export industries. 

The protection of regional 
brands and local producers is 
critically important. Galan in-
sists that any new listings be 
published in national newspa-
pers. This refl ects his commit-
ment to the DOC system as a 
way of protecting producers, 
the economy as a whole, a 
cherished national heritage 

and discerning consumers, 
locally and abroad, who value 
high-quality Italian produce. 

With some 45,000 farms 
and 1.1 million hectares of 
cultivated land, Italy, despite 
its small size, is the fi fth most 
important country in terms 
of agriculture after Australia, 
China, Argentina and the 
United States. The fact that 
Italy, who is dwarfed by these 
countries, is able to compete 
internationally is an illustra-
tion of the importance that 
the sector has in the nation’s 
economy. The food industry 
contributes about 15 percent 
of the country’s GDP. How-
ever, Italy is not a country of 
massive food conglomerates 
that fl ood the market with 
homogenous products; on the 
contrary, 93.8 percent of Ital-
ian food companies employ 
less than 10 people. This gives 
some indication of the mas-

sive variety of quality prod-
ucts that the country produc-
es: products that are gaining 
recognition and appreciation 
in markets all over the world. 

One major new market for 
Italian products is Japan, 
where the demand for au-
thentic Italian food products 
has soared in recent years. It 
seems younger generations of 
Japanese are eager to explore 
foreign regional cuisines, just 
as in Italy Japanese food has 
been growing in popularity in 

with the opening of countless 
sushi bars. Unfortunately, an 
indirect consequence of this 
cultural exchange and mutu-
ally benefi cial trade is the bur-
geoning of cheap imitations of 
Italian products bearing false 
labels on supermarket shelves 
in Japan. Thankfully, Buoni-
talia, an important food qual-
ity monitoring board charged 
with safeguarding the “Made 
in Italy” brand in terms of 
food products, has embarked 
on a campaign to raise aware-
ness among Japanese con-
sumers, helping them dis-
cern genuine products from 

imitations. This is part of the 
general battle against “Ital-
ian-style” products that have 
nothing to do with authentic 
“Made in Italy” products. 

Italian wine is also gain-
ing currency in Japan thanks 
to a reform to licensing laws 
in 2006, which has allowed 
for the opening of direct sale 
shops where informed cus-
tomers can purchase high-
quality Italian wines. After 
a slow start sale fi gures have 
risen and become steady with 
wines from Piedmont, Tus-
cany and Veneto being the 
most popular. Italy’s distinc-
tive sparkling wines are also 
gaining ground in the Japa-
nese market. Walter Brunello, 
the President of Buonitalia, 
confi rms that Japan is a very 
important market for Italian 
wines as the country’s sec-
ond largest supplier of wine. 

A product that is completely 

absent from the traditional 
Japanese diet is cheese. The 
endless variety and prolif-
eration of high-quality and 
regionally distinct cheeses is 
certainly one of Europe’s and 
Italy’s greatest cultural treas-
ures. It is a culinary heritage 
that the discerning Japanese 
consumer will have no prob-
lem appreciating. The king of 
Italian cheese is undoubtedly 
Parmigiano Reggiano. Au-
thentic Parmigiano Reggiano 
is a DOC product, meaning 
that authentic Parmigiano 
Reggiano can only be pro-
duced in a specifi c area where 
it has been produced for over 
900 years. The provinces of 
Parma and Reggio Emilia 
(from where the cheese takes 
its name) are classic Parmi-
giano Reggiano country as 
well as specifi c areas near 
Modena, Mantua and Bolo-
gna. Parmigiano Reggiano 
has been produced in this 
area for 40 generations but 
this strict regionalism is not a 
matter of mere nostalgia; even 
if the cheese were produced 
following the exact same 
processes anywhere else, a 
different product not deserv-
ing of the name Parmigiano 
Reggiano would inevitably be 
produced. This is because of 
the specifi c climatic and top-
ographical conditions of the 
area that lend the cheese its 
unique and subtle character-
istics. It is produced from the 
milk of local free-range cows, 
known for the richness of 
their milk and matured for 24 
months, longer than any other 
cheese, without the use of 

any artifi cial preservatives or 
additives. This hard, full-fl a-
vored cheese with its unmis-
takable grainy texture is usu-
ally grated over pasta, risotto 
or soup dishes and lends them 
a wonderful richness and en-
hanced dimension of subtlety. 
Connoisseurs also recognize 
that the Parmigiano Reggiano 
is equally at home as a table-
cheese to be appreciated for 
its multiple layers of fl avor 
and its lovely texture. In its 
home region, where no meal 
is complete without a dose 
of Parmigiano Reggiano, it 
is often served with pears. 
One of Italy’s most famous 
products, and deservingly so, 
despite thousands of products 
attempting to imitate it, real 
Parmigiano Reggiano con-
tinues to maintain a devoted 
following in Italy and to gain 
new fans among informed 
food lovers all over the world.

Italy’s gourmet treasures

Giancarlo Galan 
Italian Minister
of Agriculture
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Infi nity by Porada: table with metal frame and glass top fi xed on a chromed metal ring
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Andrea Boragno
Chairman and CEO
Alcantara S.p.A.

Alcantara® material

Parmigiano Reggiano is one of the oldest and richest cheeses known in the world.
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Trade Balance 2009
(from: www.ijbg.ice.it)
Export: ¥54.182 billion  
Import: ¥51.378 billion 

For more information (websites)
www.cameramoda.it
www.trussardi.it
www.bebitalia.it
www.porada.it
www.minotti.it
www.trueitalianfood.it
www.aiol.it 
www.parmigianoreggiano.it

Creativity 
is the hallmark 

of “Made in Italy”


