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The growth of income

Annual disposable income per capita distribution
(% of total population, grey income-adjusted, constant 2015 prices)
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Growth of consumption

Fonte: CeSIF; Ceic
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Contributo alla crescita del Pil: spese per consumi finali
Contributo alla crescita del Pil: investimenti lordi

Contributo alla crescita del Pil: esportazioni nette di beni e servizi
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Consumption impact on GDP

Fonte: CeSIF; Ceic
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The Projected Growth of € &8t
Consumption

Structure of nominal GDP
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Which Product/Service?

Fonte: CeSIF; Ceic
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hich products?
Which products:
Value and growth of retail sales of consumer goods
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The value of the brand

Which statement best describes your shopping experience?
% of respondents’

Food and Personal care? Shoes and Consumer
beverage® (facial moisturizer) apparel® electronics”
100% }
26 31 24 31 21 21 23
M ‘I only buy the
brand | prefer”
46 47
M “l consider a few 50 52
brands and decide which
brand to buy”
“I consider a few
brands but am open to
other brands if on sale”
“l always buy
the best deal”
2011 2015 2011 2015 2011 2015
] Including common products such as beer and chocolate.

2 . o .

= Figures do not sum to 100%, because of rounding.

2 . . .

2 Including sports clothes and shoes, leisure wear, and women'’s shoes.
: Including flat-panel televisions, laptops, and mobile handsets.

Source: McKinsey 2011 and 2015 China consumer surveys




Panel Discussion: o T
Which space for Italy in today
and 2020 market?

Stefano Mologni
Marco Pizzoli

Moderatore: Valtero Canepa




