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Abstract 
The affordable luxury segment is a significant portion of four of the most important made in Italy sectors: 
clothing, footwear, furniture, food. It represents the share of production made with high quality materials 
and design, net of the highest quality segments. We estimate the Italian affordable luxury turnover in €57.3 
billion in 2008, around 31% of the total turnover in the four sectors. This share rose significantly since 2000 as 
a part of a general industrial upgrading that the Italian system is carrying out to improve the quality of 
goods in order to be able to face new international competitive pressures and catch the export opportunities 
in new markets.  
The affordable luxury segment is the most exposed to the drop in demand due to the current global 
recession for two reasons. First, a significant part of the four sectors’ Italian production is exported: between 
30% and 40% of the four sectors’ total turnover comes from abroad, compared with 28% for the total Italian 
manufacturing sector. Second, affordable luxury consumption mostly regards medium-high income families 
in advanced countries which are now suffering the most. Although already relevant in 2008, losses are 
expected to increase. At risk is a significant part of Italian production: we estimate that this segment 
accounts for around 1% of Italian GDP.  
A novelty of the paper is the definition of an aggregate for Italian affordable luxury good exports out of Istat 
trade data. We do so by selecting HS4 items according to a series of statistical criteria, to obtain a proxy of 
affordable luxury exports for each of the four sectors.  
In the recent years Italy witnessed a significant increase of affordable luxury exports towards emerging 
countries and prospects for next years mostly point in the direction of markets where income and 
consumption growth will be higher. Emerging economies are the most promising markets for affordable 
luxury thanks to the growing share of the medium-high income classes.  
The paper evaluates these prospects for a given set of countries. We estimate for Russia and for other CIS 
countries an equation for each of the four components of the Italian exports of affordable luxury goods. 
Explanatory variables include a measure of cost competitiveness and a series of indicators for the client 
country such as GDP per-capita, population, GDP growth, income distribution. The estimated equations 
provide the basis for simulation exercises we perform in order to assess if any individual CIS country could 
in the next years become a significant market for Italian affordable luxury goods as Russia currently is. We 
are awake the crisis hit also in this area but confident that in the next few years those countries will fully 
absorb the damage of the turmoil starting to come back on their growth path. It will be useful at that time to 
have references of where and if Italian exporters could gain new market shares.  
 
Keywords: Trade Forecasting and Simulation; Product Quality; Industry Studies. 
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1. Introduction 
1a - Affordable luxury, essential for made in Italy, hit by the drop in world demand 
The market segment of affordable luxury goods is 
a significant portion of four key Made in Italy 
sectors: clothing, footwear, furniture, food. It’s 
also the most exposed part to the demand drop 
brought by the ongoing international crisis. In 
2008 the losses have been already significant. They 
risk to deepen in the current year.  

The affordable luxury in the four sectors is the 
portion of production made with high quality 
materials, job and design, net of the highest luxury 
segment (which accounts for around 10% in each 
sector). The Italian affordable luxury turnover is 
estimated for textiles and clothing in 20.8 billions, 
with a share around 40% of the total (52.1 billions), 
for footwear in 2.3 billions, equal to 31.6% of the 
total (7.4 billions), for furniture in 9 billions, equal to 39.4% of the total (22.9 billions) and for food 
products in 25 billions, 21% of the total (2008 data; Table 1). In 2008 only in the last part of the year 
it was hit by the deepening of the international crisis. The total turnover realized in the affordable 
luxury segment by Italian firms is estimated in 57.3 billions. A turnover equal on average to 31.3% 
of the total in the four sectors (see Confindustria, 2008). The Italian production of the four sectors is 
largely exported: the turnover obtained abroad accounts for 40% of total in footwear (76.6% for 
larger firms) and to 30.3% in the clothing sector (50.2%). For the total Italian manufacturing 
accounts for 28.1%. 

Affordable luxury is particularly exposed to the drop in demand caused by the financial crisis. The 
buyers of affordable luxury goods belong mostly to medium-high income families in the advanced 
countries. In the first nine months of 2008 we already witnessed a 2.5 billions loss in turnover for 
the aggregate of three sectors (clothing, furniture, footwear). Large part of this drop is in the 
affordable luxury segment. The contraction with respect to the same period of 2007 has been equal 
to 2.7% in the clothing sector, 1.6% for footwear and 4.1% for furniture. Bad results considering 
also that they include price developments. In 2007 on the contrary all three sectors were growing 
rapidly. The deterioration was very strong and it is directly related with the deepening of the 
financial and then real crisis. For the whole of Italian manufacturing sector turnover was still 

The photograph of Italian affordable luxury
(Milions of euro; 2008)

Turnover %
Clothing
  Affordable luxury 20,842 40.0
  Total 52,106 100.0
Footwear
  Affordable luxury 2,334 31.6
  Total 7,387 100.0
Furniture
  Affordable luxury 9,046 39.4
  Total 22,937 100.0
Food
  Affordable luxury 25,036 21.0
  Total 119,000 100.0

  Affordable luxury in the 4 sectors 57,258 31.3
Source: CSC calculations on ISTAT, SMI, ANCI, 
Federlegno-Arredo, Federalimentare data.
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growing in 2008, even if slowing down markedly (+2.8%, +5.8% in 2007). In a second step the crisis 
hit also the emerging economies, the more promising markets for affordable luxury thanks to the 
growing share of medium-high income classes.  

At risk is a relevant portion of 
Italian production. Crossing the 
weight of the Affordable luxury 
in the four sectors with their 
relevance in the Italian economy, 
we estimate that this market 
segment accounts for about 1.3% 
of GDP. The Made in Italy sectors 
which include the affordable 
luxury represent in fact a 
significant share of the Italian economy (Table 2). Their total value added in 2007 was 22.7% of 
manufacturing and 4.2% of GDP. These shares dropped in the current decade: in 2000 these sectors 
represented 26% of Italian manufacturing value added and 5.5% of GDP. Still, these shares are 
much higher than in Germany (11.1% of manufacturing and 2.6% of GDP) and in France (21.3% 
and 2.5%). This shows the much bigger concentration of Italian industry in these sectors and the 
relevance of their developments for the economic growth in the country. 

The share of the same three sectors in terms of value added is higher than that in terms of 
production. This confirms that the three sectors (including the non luxury segment) are on average 
more skewed towards high quality segments than the aggregate of the other manufacturing 
sectors. 

In 2009, world recession hits deeply also the affordable luxury market segment. More than it does 
on the average of manufactured consumer goods. The reduction of wealth, the receipts of medium-
high income families and the extension of the crisis to the emerging economies risk, if the fall 
witnessed at the beginning of 2009 does not mitigate, to cause this year a loss of more than 5 
billions in the turnover of Italian firms operating in this important consumption segment. 

Already last year the strong slowing down of the world economy caused a drop of slightly less 
than 1 billion in the sales of affordable luxury goods in the clothing, footwear and furniture 
sectors. 

In the first three months of 2009 the outlook has rapidly deteriorated. The turnover felt by 4.5% in 
the food sector on the same period of 2008, by 13% in the clothing sector, by 16.8% in footwear and 
other leather products and by 18.7% 
in furniture (Table 3). The drop in 
turnover for total manufacturing has 
been higher: -22.6%. But the one in 
consumption goods was smaller, 
equal to 8.5%. Those losses were 
incurred in large part on foreign 
markets. This penalizes the affordable 
luxury segment, which is to a great 
extent exported. Food products limited the drop in turnover abroad to 1.3% in the first three 
months of 2009 on the same period of 2008, but the clothing sector lost 14.8%, footwear 13.1% and 

Made in Italy hit by the drop in world trade
(% var., first 3 months of 2009 on first 3 months of 2008,
current prices)

Turnover 
Total

Turnover 
Abroad

Furniture -18.7 -29.0
Leather products -16.8 -13.1
Clothing -13.0 -14.8
Food -4.5 -1.3
Source: CSC calculations on Istat data.

The importance of the "Affordable luxury" sectors in Europe
(Value added; % shares on total economy)

Germany Spain France UK Italy
Food 1.8 2.2 1.9 2.1 1.7
Clothing 0.4 0.6 0.3 0.3 1.4
Leather products 0.0 0.2 0.1 0.0 0.5
Furniture* 0.4 0.5 0.3 0.4 0.6
4 sectors 2.6 3.5 2.5 2.8 4.2
Manufacturing 23.2 15.8 11.9 13.6 18.4
4 sectors on manufacturing 11.1 22.2 21.3 20.7 22.7
Spain and UK 2005; Germany 2006; Italy 2007; France 2008.
* Includes musical instruments.
Source: calculations based on Eurostat, BEA data.
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furniture 29%. These reductions in turnover abroad are smaller, with the exception of furniture, 
with respect to the corresponding loss of total manufacturing (-25.1%). According to CSC 
estimates, if the drop in turnover observed at the beginning of the year is not followed by a 
recovery in the remaining part of 2009, the Italian affordable luxury segment will lose about 5.5 
billions in turnover (equal to a 9.6% drop). 

For the affordable luxury in the footwear sector, the jump of leather prices (+6.2% in a year in June 
2009) adds to an already difficult outlook. Also parts of the furnishing sector will have to cope 
with some raw material prices which keep increasing (marble, ceramic). The clothing sector, on the 
contrary, is helped by a reduction of raw material prices, with the exception of silk. As a whole, the 
new CSC index of raw material prices (see Rapacciuolo, 2009) measures a reduction of 6.4% of the 
prices of raw materials for Italian affordable luxury (-2.8% for the “house” inputs, -0.4% for the 
“person” inputs). If a rise in raw material prices is passed through final prices it risks to depress 
even further an already falling demand in the advanced countries. The sharp drop both in 
turnover and in production shows that in these cases the obliged decision has been to cut again 
industrial margins, already under pressure from years. In general, the prospects for raw material 
prices are now upwards again, thanks to the forthcoming world recovery. 

 

 

1.b Restructuring of Italian industrial system and the current crisis 

 

The production of affordable luxury goods in Italy has become more important in the last two 
decades. During this period, the Italian firms started and are still carrying out a complex 
restructuring to face the competition coming from low price productions made by emerging 
countries. 

It is a global process that was encouraged by significant changing on the world competitive 
context due to the entrance of new competitors (above all India and China) on international 
markets and to the fast transmission of innovative technologies. It tended to boost firm efficiency 
and helped to spur innovation by facilitating further diffusion of technology, production and 
managerial and marketing expertise. 

This condition raised difficulties for enterprises and determined the expulsion from the market of 
the weakest firms, not anymore able to compete in the new context. In the meantime, it kept in life 
the more efficient ones, able to change their internal organization, to adjust their strategies to the 
new situation. 

In this global context also the Italian industrial system had to rethink its models of production and 
to reform its strategies in order to maintain its positioning on the international markets. It induced 
the introduction of process and product innovations, a more intense use of skilled labor, cross-
border delocalization, mergers and acquisitions and international strategic alliances. In addition, 
there was a repositioning of exports towards more dynamic countries and, generally, there was an 
increasing openness to global market, the internal demand being stagnant.  

Facing mounting competitive pressures and reallocating on higher levels both of quality and price, 
the Italian firms were able to intercept the demand of a growing number of consumers. We 
estimate that in the next two decades the number of persons with high income will raise of about 
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500 millions, of which the 80% will be located in the emerging countries (see section 1.d). The 
maintenance of the Italian model is strictly linked to the capabilities of catching these new 
opportunities coming from the new demand flows. 

The trade statistics show that the share of export directed far from Europe is increasing: more than 
40% of Italian export is directed to extra-EU markets (Germany and France export outside EU 
about 35%, Spain 31%). The emerging markets cover about 20% of our export. In the last ten years 
the share of total export directed to BRIC, South Mediterranean and Middle East reached almost 
50%. 

In order to maintain the market share Italian production moved towards higher value added 
goods, without modifying its specialization model, based on traditional sectors (the so called Made 
in Italy). 

Evidences of the increase in the quality of goods come from comparing the average unit values of 
exported goods and the corresponding producer prices on the foreign market. Between 2002 and 
2008 the increase of producer export prices in Italy was of about 7%. This increase has been 
considerably lower than the one registered by the average unit values of export, particularly in the 
last two years (+19%). This gap implies that there has been a repositioning of Italian export toward 
higher value added goods, hence a qualitative improvement (Rodà M. and Bancolini D.  2008). 

According to these statistics, the shifting toward better products was more intense among the 
traditional Italian sectors and, in particular, in the leather-shoes and textile-apparel ones.  

The current crisis is making more difficult the ongoing process of restructuring of Italian industrial 
system. The strong collapse of global demand and the increasing strengthen of credit standards, 
induced the Italian firms to concentrate on the short term needs, postponing the decisions 
regarding the reorganization and the long term strategies. Today the most pressing questions for 
the firms regard the speed and strength of the recovery and possible permanent effects on the 
system of production.  

The impact of the global recession in Italy was heavy. In 2008 Italy’s GDP recorded a fall of 1.0%, 
with a sharp reversal of the expansion – albeit moderate – of the previous two-year period (+2.0% 
in 2006 and +1.6% in 2007). Very significant was the reduction of Italian export (-3.7% in real terms 
in 2008) that in the previous years gave a strong contribution to the GDP growth. The export of 
some made in Italy sectors in 2008 was rather negative: -10.1% for clothing, -5.2 for leather, -4.9% 
for non metal mineral and -4.5% for furniture. A significant decrease was recorded by the vehicles 
(-6.1%)  

The Italian share of world exports declined from 3.6% in 2007 to 3.4% in 2008 (at current prices). 

The fall in economic output in 2008 (-3.3%) interested all major sectors, with the exception of 
agriculture. Most sectors, however, reported a massive vertical drop between the end of 2008 and 
the beginning of 2009.They were impacted by a shock which was both extremely acute and 
concentrated within a short period of time. This was the case in wood, oil refining, chemicals, 
plastics, metals, machinery, and transport vehicles. In general these sectors, after a sharp fall, 
recorded a substantial stabilization in export levels. The food and pharmaceutical industries have 
also held steady in terms of exports. Traditional products – textiles and clothing, leather and 
footwear, furniture and wood products – were particularly hit as was the mechanical engineering 
industry, affected by the fall in demand for capital goods (see below). 
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1.c The relevance of Italian export detailed by sector  
 
The Italian economy relies particularly on foreign demand: the share of export on GDP is about 
29%. Machinery and equipment have the highest share on total exports (19.3%, table 4), followed 
by basic metals and fabricated 
metal products (12.3%), textile-
apparel-leather sector (11.1%) 
and transport equipment 
(10.8%).  

Looking deeper at the 
manufacturing sectors, the 
food-drink stands out in its 
relatively stable growth rate in 
real terms in 2007-2008. In 
nominal terms there was an 
increase, due also to the rise of 
agricultural raw material 
prices. In this field, where 
world trade in 2008 exceeded 
740 billions of dollar, Italy 
maintains a share of 4% of 
world export.    

Among the traditional Made in 
Italy sectors (textile-apparel, 
shoes-leather goods, furniture, 
jewelry and metal products for 
the home) China is getting 
stronger as the first world 
exporter, with shares ranging 
from a fifth to a third of the 
market, reaching peaks of 
almost 50% in travel articles. In 
the most recent years the 
increase in market share in 
China is slowing down, and 
for the first time, there is a 
slight reduction in the clothing sector.  

However, it is interesting to note the falling share of the countries known as ʺfour dragonsʺ of East 
Asia (Hong Kong, Taiwan, South Korea, Singapore), only partly compensated by the emergence of 
new competitors with lower labor costs as Vietnam (shoes), Brazil and India (leather). In this 
context, Italy tends to remain the second exporter in the world, albeit far from China, with shares 
of around 7% in textiles and clothing and 14% in the leather footwear: these shares are the result of 
the composition of products bounded to the medium-high classes on the different markets, as 
already suggested.  

Sectors  Values 
 Share of total 

export 
Perc. Var. 

(2008/2007)

Agricolture 5,213         1.4                    4.4
Mining and quarrying 1,704         0.5                    29.8
Manufacturing 347,531     95.0                  -0.2
Food, beverages and tobacco 20,613       5.6                    7.6
Textiles, wearing apparel leather and 
related products 40,544       11.1                  -4.2
- Textiles 10,071      2.8                   -10.1
- Wearing apparel 16,907      4.6                   0.7
- Leather and related products 13,567      3.7                   -5.2
Wood and of products of wood and cork, 
paper and printing 7,062         1.9                    -3.8
- Wood and of products of wood 1,542        0.4 -8.6
- Paper and paper products 5,520        1.5 -2.4
Coke and refined petroleum products 15,202       4.2                    15.7
Chemicals and chemical products 22,024       6.0                    -1.4
Basic pharmaceutical products and 
pharmaceutical preparations 11,927       3.3                    -0.5
Rubber and plastic products, other non-
metallic mineral products 22,224       6.1                    -4.5
- Rubber and plastic products 12,615      3.4                   -4.3
- Other  non metallic mineral products 9,609        2.6                   -4.9
Basic metals and metal products, except 
machinery and equipment 44,894       12.3                  1.0
Computer, electronic and optical 
products 1,147         3.0                    -10.1
Electrical equipment 21,643       5.9                    -0.6
Machinery and equipment n.e.c. 70,553       19.3                  2.6
Motor vehicles, trailers and semi-trailers 39,379       10.8                  -1.5
- Motor vehicles 14,700      4.0                   -6.1
Other manufacturing 20,318       5.6                    -5.2
- Forniture 9,163        2.5                   -4.5
Electricity, gas, steam and air 
conditioning supply 343            0.1                    202.9
Other products n.e.c. 9,904         2.7                    12.2
Total 365,806     100.0                0.3
Source: ISTAT

(2008, millions of euro, share of total and percentage changing with respect to the previous year)
Italian external trade detailed by sectors
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The furniture sector in China’s market share is rapidly increasing, to the detriment of Italy and 
especially the United States and Canada, while in the sector are strengthening slightly Germany 
and Poland and is growing faster Vietnam.   

In the jewelry field, Italy and Belgium in 2008 lost together 12 percentage points in favor of the 
United States, China and Hong Kong. China follows closely now Italy as the eighth exporter with a 
share of around 5 %.    

In the sector of metal products, that includes various intermediate goods (such as shutters, tanks, 
screws, bolts etc..), but also in the whole sector producing household items (cutlery, knives, 
cookware), Italy maintains the third position with more than 8% of world exports, while the 
progress of China, now leading exporter also in this area, the, subtracts units to the United States, 
Japan, Taiwan, France and United Kingdom.   

Also in the traditional sector of marbles and tiles, very much linked to the cycle of construction 
and therefore today, particularly penalized by the global recession, Italy is facing the strong 
competition of Chinese export. Italy remains the worldʹs leading exporter of tiles, but with a 
market share felt from almost 50% to less than 35% in a decade, followed by Spain, which in the 
same period recorded much more limited losses. China in ten years has grown from a zero share to 
almost 18%. In the marble-stone sector, China overtook Italy in 2005 and today is approaching a 
third of world exports, while Italy has almost halved its share to 18%.  

Within intermediate goods, metallurgical and chemical, now also affected in particular by the 
housing recession, Italy holds its relatively stable positions.  

In the steel industry, the share of world exports are shifting in favor of China, since 2007 in first 
position, and to the detriment of the European and Japanese industry. Italy remains in tenth place, 
although in the export of tubes is third behind China and Germany.  

In the chemical and pharmaceutical sectors, Italy is in the eleventh position, at a long distance from  
the first exporters (U.S., Germany, France). Italy is more specialized in rubber and plastic products, 
sectors in which there is a growing importance of China, which has become the second largest 
exporter after Germany. 

As for automotive and transport sectors, which together account for roughly 40% of world exports, 
Italy maintains strong positions in the machine-building, in many mechanical components 
(engines, electrical, automotive components) and in electrical equipment. In machine-building 
(machines and mechanical equipment), while falling from the fourth to the fifth place (with China 
that during the last years earned 7 points subtracting especially to the United States, Japan, United 
Kingdom), Italy maintains a strong specialization in many areas of specialized machineries (such 
as metallurgical machinery, textile, agricultural, for woodworking, packaging, leather, etc..). In this 
field, Germany remains the leading exporter. 

In the electromechanical sector, Italy remains in a respectful position, while it is still marginal in all 
areas related to electronic data processing (office machines) and telecommunications. In these 
areas there is a very strong progress of China and Hong Kong (more than 22 percentage points 
over the decade) compared with losses of U.S., Japan, United Kingdom. 

Finally, in the field of transport equipment, one of the most affected sectors by the downturn in 
global demand, the progress of China is strong exclusively in the small compartment of 
motorcycles, where in a few years it has become the first exporter in the world (+16 percentage 
points) by subtracting large market shares to Japan (-14%) and Taiwan (-5%). In the ships and 
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boats sector, South Korea earned 13 percentage points of share since 1999, while, in the same 
period, Japan lost about 9 points. China has gained 9 points of market share, reaching the third 
place as exporter after Japan and Korea, followed at distance from Italy and Germany. Italy is in 
the fourth position in the motorcycle sector, in fifth position in the automotive components, in 
sixth position in the aircraft, where France lost about 8 percentage points in favor of Germany, 
Canada, Spain, Brazil. 

 
 
1.d Affordable Luxury and new wealth in new markets 

On one hand Italian affordable luxury exports will be damaged by the international crisis, 
especially in the US and UK markets. In those countries lots of medium-high income people lost 
their jobs and can not afford anymore to buy as much high quality Italian goods as before. This 
will at least be true in the short term. 

On the other hand, people in emerging markets are gaining purchasing power as wealth in those 
countries has improved and will be strongly improving in the next years. 

According to a recent analysis (Marianera, 2009), in 2030 there will be around 400 millions of 
individuals in emerging markets with a per capita GDP higher than 30,000 US dollars (at 2005 
prices). More than the population in the US (305 millions) or in the Eurozone (328 millions).  

It is important for our business sector, especially for the firms producing Italian affordable luxury 
goods, to reach this new international demand which will be wide in 2030 and is starting to grow 
at a very fast pace now. 

 

 2. Literature review  
 
The qualitative differentiation of goods has an important role in international trade. Subsequently 
it is essential to find appropriate tools for quantifying the significance of this phenomenon. In the 
economic literature, the concept of quality not only refers to specific properties to natural products, 
such as the materials or the type of technology they contain. Hallak and Schott (2005) suggest that 
the quality of goods includes all those tangible and intangible features that influence the economic 
assessment of the consumer. 
Many of the methodologies for measuring the quality of goods, are supported by the basic 
principle that the degree of quality of specific goods can be caught by their price. This approach is 
rather partial, even if it represents an easy application in empirical studies. The reason is that it is 
an indirect measurement of quality based on the effects on prices, which in turn are influenced by 
many other factors. At the same time this approach allows to avoid a direct estimate of tangible 
and intangible features of goods by using proxies, such as investment in research and 
development, raw material costs or investments in communications made by the enterprises 
producing a specific good,  that are not easy to find and sometimes unreliable.   
Anyway, the relationship between quality and price is confirmed both by theoretical models and 
empirical tests. Stiglitz (1987) shows that also in condition of imperfect information there is a 
strong relationship between quality and prices in the long run. 
However, in empirical studies on international trade researchers are used to utilize the exports 
unit average values as a proxy of prices. This involves additional complexity given the ambiguity 
of unit average values that, as supposed before, are not exact indicators of price, but derive from 
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the ratio between values and quantities of exported goods. They, therefore, are determined both by 
the prices charged by the exporting firms, and the mix of goods exported in a specific sector 
during a given period. 
As we have seen in paragraph 1.a, the unit values of Italian exports have grown, in all sectors, at a 
rate which is greater than the one of production prices. This phenomenon is true for the principal 
areas of specialization (Textiles and clothing, Leather and footwear, and Furniture) (ICE, 2007) and 
it can be interpreted as a qualitative upgrading of Italian exports. As previously asserted, firms 
reacted to international competition repositioning their supply to foreign markets towards higher 
quality products and staggered price market segments (Lanza and Quintieri, 2007; Quintieri, 
2007a; Quintieri, 2007b; Foresti, Guelpa and Trenti, 2007; Lamieri and Lanza, 2006; Lanza and 
Stanca, 2006; De Nardis and Pensa, 2004; Amighini and Chiarlone, 2003).  
This restructuring has been proved empirically for most of the Made in Italy sectors (Armenise et al, 
2007; Borin and Quintieri, 2007; Colacurcio, 2007; Marianera, 2007; Mosca and Oddo, 2007; Olearo, 
2007, Rodà and Bancolini, 2008) and it was realized without changing the Italian specialization 
model, still focused on sectors with a high intensity of unskilled labor (Bugamelli, 2001), a 
characteristic that, according to recent studies, is considered one of the reasons that caused the 
unsatisfactory performance of Italian export volumes in the last decade (Bugamelli 2007).  
 
 
3. What do we mean by export of “affordable luxury” 

We consider “affordable luxury” just the final consumer goods. 

In order to build our cluster of analysis, we use the international classification Harmonized System 
at the level of 4 digit (HS4) 

We focus our analysis on Italian exports in 4 sectors: 

1. Food and beverages (HS items from 1 to 23); 

2. Footwear (HS item 64); 

3. Manufactures of wood and furniture (HS items 44 and 94); 

4. Clothing and wearing apparel (HS items 42, 43, 61, 62, 63). 

We select 87 4-digit codes of the HS4 out of 286 codes: 23 codes (out of 198) for food and beverages, 
5 codes (out of 6) for footwear, 9 codes (out of 27) for furniture, 50 codes (out of 55) for clothing 
and wearing apparel. 

The codes have been selected following different criteria in order to build the best proxy of the 
affordable luxury in the 4 sectors. 

1. First, with the support of the Confindustria Sector Associations (Federalimentare, 
ANCI, Federlegno – Arredo, SMI – ATI) we excluded the 4 digit codes related to low 
and very high quality goods. Since the HS4 classification does not consider the value of 
the goods but classifies them on a physical basis, not a lot of codes have been 
eliminated in this way with the exception of the food and beverages sector. 

2. After this selection, for each of the remaining codes in the 4 sectors, we studied the 
Average Unit Value (AUV) of the exports and its variability and the importance of the 4 
digit code on the sector in terms of export share. This is done in order to evaluate the 
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degree of homogeneity of the unit value of the products in the 4 digit group and the 
importance of each code in terms of export share on the sector HS2. In particular:  

a. The Average Unit Value (a proxy of the unit price of exports; derives from the value 
of export divided by its volume) in the years 2006-08 of the HS4 has to be higher of 
the AUV in the years 2006-08 of the correspondent HS2; 

b. The average share over the years 2006-08 of each HS4 on the correspondent HS2 has 
to be significant (>0.5% min.) 

c. The average share over the years 2006-08 of each HS4 on total Italian exports in the 
same years has to be significant (>0.005% min.) 

d. The coefficient of variation of the AUV of the correspondent CN8 (Combined 
Nomenclature) of each HS4 for the year 2007: when it is higher than 100% the 
variability of the AUV of the HS4 is considered too high to be included in the 
analysis. Because this means that under the same code there are goods exported at 
very different prices. We made 4 exceptions in the case of codes considered very 
important for our analysis and with high shares on the correspondent HS2 and total 
exports.  

e. Quartile deviation among the CN8 of each HS4: to be considered when we had 
doubts on the coefficient of variation because it was too high. 

f. Standard deviation: to be considered together with the 2 above. 

Last, we evaluate the Average AUV of each HS4 exported by country and area (EU-25, Extra EU-
25) of destination to see if the quality/price of the goods exported vary also depending on the 
country of destination. We did not see it a lot. 

At the end of this process our cluster of Affordable Luxury includes the HS4 codes in Table A1. 

 
4. Country selection 
 
We choose to focus on CIS countries for a precise reason. It is a group of countries with a recent 
common history and quite strong similarities in many fields of economy and society. A group 
which includes Russia, one of the most important emerging economies and already one of the 
most important export markets for Italy, also in the affordable luxury segment. This offers the 
natural possibility to ask if and when the other CIS countries could reach Russia as a market for 
Italian goods, thus offering expansion possibility to Italian exports.  
We also obtain, on statistical basis, a list of countries offering the best prospects of expansion to 
Italian exports, offering support to our choice. We build a ranking of 175 countries, using 4 
statistical criteria. First 2 criteria regard GDP: level of GDP in 2008 in PPP terms, growth rate of 
GDP forecasted for 2014 (as a proxy of potential growth). Other 2 criteria are relative to export: 
share of the country X on Italian exports on average in the period 2007-2008, growth rate of Italian 
export in the country X on average in the period 2006-2008. 
We calculate the ranking, from 1 to 175, for each country for each of the 4 criteria and then sum up 
the 4 rankings for any country. For example: China ranks 14th according to the share in export, 94th 
according to export growth, 2nd  for level of GDP, 2nd for GDP forecasted growth; the total score is 
equal to 112. This score poses China in the second position after India (with a score of 86). On the 
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basis of these criteria the countries which rank first in the resulting classification are those offering 
better prospects to Italian exports  (see Table A2 in the appendix). 
Among the ex Soviet Union countries (CIS), 3 countries are in the first 10 positions of the ranking. 
And 4 among the first 20. Russia ranks in the 4th  position, Ukraine at the 6th  place, Kazakhstan at 
the 10th place. Belarus follows at the 19th place. Georgia ranks much below, at the 64th position, 
Uzbekistan in the 38th place. This strongly justifies the focus on CIS countries in the present work. 
Showing strong prospects of expansion of Italian affordable luxury exports in particular in Ukraine 
and Kazakhstan.  
The country ranking also guides us in restricting the analysis to 5 CIS countries: Russia, Ukraine, 
Kazakhstan, Belarus and Georgia; we rule out Uzbekistan due to data availability problems.  
 
 
5. Performance of the exports of Italian affordable luxury goods 

Exports of Italian affordable luxury goods accounts in 2008 for 13.4% of total Italian exports to 
extra-EU countries. In 2000 this share was equal to 16.1% and in 1995 to 16.3% (Figure 1). The 
importance of affordable luxury in intra EU exports had a similar path and is now a bit higher: 
14.4% in 2008, 1 percentage point more than for extra-EU.  
In our countries of interest, Russia and other CIS countries, the ratio of affordable luxury goods on 
total exports had different developments in the last decade, related to the various gains in these 

countries in terms of purchasing power and wealth of the population. 

In Russia and Ukraine, where in the last 10 years the economy have been growing at a fast pace 
and the disposable income as well, the share of affordable luxury goods on total Italian exports 
remained mainly stable. Passing, respectively, from 32.5% in 1995 to 31.7% in 2005 and to 32.7% in 
2008; and from 28.8% in 1995 to 27.6% in 2005 and to 30.5% in 2008. Much higher shares than for 
the average of extra-EU countries. In the other CIS countries they are smaller: Kazakhstan 22,6%, 
Georgia 16,6%, Belarus 11,8%. 

The importance of affordable luxury goods in Italian exports
(% shares on total exports towards each client country)  
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6.  Equation estimates for the five CIS countries  
 
6.a Preliminary statistical analysis  
Before estimating the equations, we check for a basic series of desirable statistical properties in the 
data, which are useful in further selecting the explanatory variables to use. We look for stationarity 
in any variables. For high correlation between each explanatory variables and exports. And for 
strong causality from each regressor to exports.  
Augmented Dickey Fuller tests for unit root show the absence of stationarity in many cases. In 
particular, exports and GDP per capita have a unit root in all 5 countries (Table 5). GDP growth also 
has a unit root in Russia and Kazakhstan. First differencing suffices for eliminating the unit root 
both in exports and GDP per capita. On the contrary, Cpi inflation is stationary in all countries (so 
is Wpi inflation, with the exception of Georgia). Other variables display a mixed path: our measure 
of income distribution is stationary in Kazakhstan and Ukraine, population is stationary in 
Kazakhstan, Russia and Georgia. 
Correlation matrix helps us selecting the right variables. For Russia, the correlation between levels 
of exports and GDP and GDP per capita is very high (above 0.9 for all three series; Table 6). This 
depends on the common unit root present in GDP and export data. Correlation with population is 
also high, but has a negative sign. Correlation is lower but still high for distribution (-0.61) and for 
prices (-0.41). On log differenced data correlation is much lower (Table 7). For Russia, export still 
has a significant link with (1 year lagged) GDP (0.46) and GDP per capita (0.47). These two 
variables are perfectly correlated with each other (0.99): PPP and population developments only 
determine an almost constant difference in the growth rates. 
Granger causality tests describe a good scenario. For the variables in levels, in the case of Russia 
(Table 8), there is evidence of one way causality from population, GDP and GDP per capita to 
exports. The two measures of income distribution show the same results: for both variables there is 
no causality to and from exports of affordable luxury goods. The same for wholesale and 
consumer prices. For the variables in log differences, in the case of Russia (Table 9), we still find 
strong evidence of one way causality from GDP and GDP per capita to exports, while the evidence 
for population becomes weak. There is also one way causality from wholesale prices to exports, 
while we find no relation between income distribution and exports. For the other CIS countries, 
results do not vary substantially with respect to those we get for Russia.  
 
Unit root ADF test
(Russia, 1995-2008)

Prob ADF stat 5% 10% Exog Lag DW
EXP_AFF 0.81 -1.40 -3.79 -3.34 Const, Trend 1 fixed 1.61
COST 0.00 -5.62 -3.10 -2.69 Const 0 fixed 2.10
CPI 0.01 -3.83 -3.12 -2.70 Const 2 fixed 2.01
DISTR 0.03 -4.04 -3.79 -3.34 Const, Trend 1 fixed 1.87
GINI 0.48 -2.15 -3.79 -3.34 Const, Trend 0 (AIC) 1.95
GDPPC 0.88 -1.16 -3.79 -3.34 Const, Trend 1 (Fixed) 2.10
GDP 0.31 -2.53 -3.79 -3.34 Const, Trend 1 (Fixed) 2.21
POP 0.21 -2.82 -3.79 -3.34 Const, Trend 0 (AIC) 2.19  
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Correlation matrix
(Russia, levels, 1995-2008)

EXP_AFF COST CPI DISTR GINI GDPPC GDP POP
EXP_AFF 1.00 -0.41 -0.49 -0.62 -0.43 0.96 0.95 -0.91
COST -0.41 1.00 0.97 0.79 0.69 -0.37 -0.35 0.46
CPI -0.49 0.97 1.00 0.79 0.65 -0.45 -0.44 0.54
DISTR -0.62 0.79 0.79 1.00 0.90 -0.59 -0.58 0.67
GINI -0.43 0.69 0.65 0.90 1.00 -0.48 -0.48 0.61
GDPPC 0.96 -0.37 -0.45 -0.59 -0.48 1.00 1.00 -0.98
GDP 0.95 -0.35 -0.44 -0.58 -0.48 1.00 1.00 -0.98
POP -0.91 0.46 0.54 0.67 0.61 -0.98 -0.98 1.00  
 
Correlation matrix
(Russia, delta log, 1995-2008)

EXP_AFF COST CPI DISTR GINI GDPPC(-1) GDP(-1) POP
EXP_AFF 1.00 -0.72 -0.77 -0.65 -0.23 0.47 0.46 -0.21
COST -0.72 1.00 0.66 0.80 0.59 -0.03 -0.01 0.00
CPI -0.77 0.66 1.00 0.50 0.01 0.11 0.11 0.05
DISTR -0.65 0.80 0.50 1.00 0.84 -0.18 -0.18 -0.06
GINI -0.23 0.59 0.01 0.84 1.00 -0.12 -0.13 -0.11
GDPPC(-1) 0.47 -0.03 0.11 -0.18 -0.12 1.00 0.99 -0.55
GDP(-1) 0.46 -0.01 0.11 -0.18 -0.13 0.99 1.00 -0.55
POP -0.21 0.00 0.05 -0.06 -0.11 -0.55 -0.55 1.00  
 
Granger Causality Tests
(Sample: 1995 2008; Lags: 2; Russia, levels)
Null Hypothesis: Obs F-Statistic Probability
COST does not Cause EXP_AFF 14 3.31 0.08
EXP_AFF does not Cause COST 6.02 0.02
CPI does not Cause EXP_AFF 14 2.88 0.11
EXP_AFF does not Cause CPI 1.17 0.35
DISTR does not Cause EXP_AFF 14 1.80 0.22
EXP_AFF does not Cause DISTR 1.28 0.32
GINI does not Cause EXP_AFF 14 1.89 0.21
EXP_AFF does not Cause GINI 1.25 0.33
GDPPC does not Cause EXP_AFF 14 13.08 0.00
EXP_AFF does not Cause GDPPC 3.03 0.10
GDP does not Cause EXP_AFF 14 11.97 0.00
EXP_AFF does not Cause GDP 3.40 0.08
POP does not Cause EXP_AFF 14 5.20 0.03
EXP_AFF does not Cause POP 0.31 0.74   
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Granger Causality Tests
(Sample: 1995 2008; Lags: 3; Russia, DLOG)
Null Hypothesis: Obs F-Statistic Probability
COST does not Cause EXP_AFF 10 61.31 0.00
EXP_AFF does not Cause COST 2.42 0.24
CPI does not Cause EXP_AFF 10 6.91 0.07
EXP_AFF does not Cause CPI 2.53 0.23
DISTR does not Cause EXP_AFF 10 0.99 0.50
EXP_AFF does not Cause DISTR 1.65 0.35
GINI does not Cause EXP_AFF 10 37.44 0.01
EXP_AFF does not Cause GINI 16.72 0.02
GDPPC does not Cause EXP_AFF 10 49.44 0.00
EXP_AFF does not Cause GDPPC 0.37 0.78
GROWTH does not Cause EXP_AFF 10 37.38 0.01
EXP_AFF does not Cause GROWTH 0.63 0.64
POP does not Cause EXP_AFF 10 5.63 0.09
EXP_AFF does not Cause POP 4.75 0.12  
 
 
 
6.b Equation estimates 
We estimate an export equation for the 5 countries (Russia and the other four CIS countries: 
Ukraine, Kazakhstan, Belarus, Georgia) for each of the 4 sectors. That is an equation for each of the 
four components of the Italian exports of affordable luxury goods. We use annual data ranging 
from 1995 to 2008, for a total of 14 observations, a small but sufficient number. We also estimate for 
each country an equation for the affordable luxury aggregate, for a total of 25 equations.  
The list of explanatory variables includes a measure of cost competitiveness (relative producer or 
consumer prices variation) and a series of indicators for the client country: GDP per-capita 
measured in PPP terms, population, GDP growth, income distribution (measured by the income 
share held by the highest 10% of population or the Gini index)1. The idea is that the buying of 
affordable luxury goods is positively related with the evolution of economy and society2. We 
include some dummy variables in most equations (max 2 in an equation). Only one equation (food 
to Ukraine) does not include dummies. 
The absence of the desirable property of stationarity in most variables for most countries, notably 
exports and GDP per capita (for all 5 countries) forces us to estimate relations in (log) first 
differences to eliminate the unit root. 
We choose to estimate the equations separately, by Ols, not going into simultaneous estimation 
since it would not add much to parameter estimation and efficiency. The expansion of exports of 
the same product in different markets are likely to be largely independent from each other. 
We follow a general to specific estimation technique, starting from the most comprehensive 
specification and dropping one by one non significant regressors, trying to get to the higher degree 
of explained variability. Estimation results are showed in the appendix (Table A3). The single 
equation results are quite precise for most destination markets and sectors. R-squared indexes are 
pretty high: the explained variability of exports is of more than 90% in some cases.  
Anyway, these estimates present a series of problems. First, not all explanatory variables are 
significant for all countries and sectors. GDP per capita has an high fit in most equations, it is the 

                                                 
1 We also tried some additional (country specific and sector invariant) social variables for the client country, which 
resulted not significant: measures of education, health, female participation. 
2 We leave for future research the introduction of sector specific (and country invariant) regressors, which could help 
explain particular sector dynamics. For example, number of architects, designers, house building. 
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main explanatory variable in almost all cases. Conversely, population has generally a very poor fit, 
it does not enter most equations. 
Second, the sign on GDP growth is often negative (not the expected sign), with the exception of 
food. The inverse relationship can be interpreted as arising from the fact that growth in the 
destination markets leads to substitution of imports from Italy. But from a purely statistical point 
of view, it arises from the high correlation GDP growth has with GDP per capita expressed in (log) 
first differences, as noted in the preliminary analysis. In the case of food, in fact, GDP per capita is 
not significant and the sign on GDP growth turns out to be positive. 
Third, there appears to be also an inverse relationship of exports with producer prices in the 
destination markets. Using relative price developments (variation in the destination market minus 
variation in Italy) does not change the sign of the relation, but reduces the fit. As for growth, this is 
not the expected sign: one thinks that when prices grow in the destination market, the country 
imports more high quality (and high price) goods from Italy. Prices are significant only in Ukraine, 
Georgia and Belarus.  
Forth, income distribution (defined as the income share of the highest 10%) is a significant 
explicative variable only in Russia and Ukraine, for almost all sectors. Measuring distribution by 
the Gini index does not alter the main results, and slightly reduces the fit of the regressions. 
Given these problems with the general estimates, to realize simulation exercises we estimate a 
“restricted” set of equations relative to the aggregate affordable luxury exports for the five CIS 
countries. The restriction is that each equation contains two common (country specific) explicative 
variables: GDP per capita and prices (either wholesale producer or consumer prices). In each 
equation we also include some dummy variables (max 2) to account for specific anomalous data 
points in the export time series.  
The portion of variability explained is satisfactory, it goes from 93% for Russia to 55% for 
Kazakhstan. Both sets of parameters always display positive sign, which is the expected sign of the 
relation (table 10). 
The estimated parameters on GDP per capita are very close to each other, always higher than one 
and smaller than two. Since both GDP, prices and export are expressed in growth rates, this means 
that for a 1% higher growth rate in GDP per capita of a country in a year there will be a 1-2% 
higher growth rate in Italian export to that country in the same year. The coefficient for Russia 
(1.12) is much smaller than that for Ukraine (1.85) and for Kazakhstan (1.80). The smaller 
parameter is for Belarus (1.04). These values indicate that an higher growth of per capita income 
offers to Italian affordable luxury exports the best prospects in Ukraine and Kazakhstan. And the 
worst prospects (but still 
strong ones) in Belarus.    
The estimated parameters 
on prices are similarly close 
to each other, all above 0 
and below 1. That is, smaller 
than the coefficient on GDP 
per capita. The highest 
parameter is for Georgia 
(0.99). Ukraine, Kazakhstan and Russia are all around 0.5. A 1% higher growth in prices in Russia 
(a relative increase in Italian competitiveness) increases by 0.5% the growth of Italian affordable 
luxury exports to Russia.   
 
 

Estimates for the exports of Italian affordable luxury goods
(Total affordable luxury; estimated parameters; 1995-2008)

Gdp per capita Prices R-squared
Russia 1,12 0,55 0,93
Ukraine 1,85 0,48 0,75
Kazakhstan 1,80 0,63 0,55
Belarus 1,04 0,01 0,62
Georgia 1,42 0,99 0,77



 
 
 

16

 
7. Simulation exercises  
The estimated equations with common regressors for the aggregate affordable luxury exports 
enable us to perform forecasts and simulations on the other CIS countries in comparison with 
Russia in terms of market dimensions for Italian exports.  
The equations can first of all be used for forecasting individual country export developments in the 
next years. These requires hypotheses on the future path for the relevant explanatory variables in 
each country. Ukraine and Kazakhstan, the biggest two, are better positioned, given the high 
coefficients on GDP per capita and an exposition to domestic price increases similar to that in 
Russia. In the case of exports towards Russia, for a 1% growth per year in both GDP per capita and 
prices, our estimation results imply an export growth by 1.7% a year. In the case of Ukraine the 
same hypotheses lead to a 2.3% export growth. For Kazakhstan they imply a 2.4% export growth 
per year. The smaller rate is for Belarus (1.1%). This is evidence that Ukraine and Kazakhstan are 
better prospective markets in next years 
for Italian affordable luxury exports.    
The estimated equations also provide 
the basis for simulation exercises we 
perform in order to asses if and when 
any individual CIS country could in the 
next years become a significant market 
for Italian affordable luxury goods as 
Russia currently is. We evaluate 
individually the prospects of any CIS 
country.  
There are two linked questions we are 
interested in. On the levels: can a 
country reach export to Russia 2008 
level given the estimated parameters 
and the current levels of GDP and 
export? In 2008 exports to Ukraine are equal to 21% of the level in Russia (figure 2). The other 
countries are far behind: Kazakhstan is at 4%, Belarus 2%, Georgia 1%. On timing: if the answer to 
the first question is yes, how many years it will take? This requires assumptions on the path with 
which all explanatory variables in a country reach the levels sufficient to get Russia export levels. 
Results are showed in table 11.   
First, we pick up for GPD per capita the value it takes in Russia in 2008 and calculate if the 
corresponding 
simulated 
affordable 
luxury export 
level 
approaches that 
in Russia. We 
add the 
hypothesis of 
stable prices in 
all countries (i.e. 
zero growth 

Simulation results
(Total affordable luxury)

years to 
reach 

Russia Gdp 
per capita

years to reach 
export to Russia 
level (at historical 

Gdp per capita 
growth)

2008
reaching 

Russia Gdp 
per capita

years years in 10 years in 2030

Ukraine 0,21 0,67 7,8 11,2 11,7 5,2
Kazakhstan 0,04 0,08 3,0 23,3 29,2 12,4
Belarus 0,02 0,02 2,4 37,8 50,5 20,4
Georgia 0,01 0,03 12,8 49,5 58,0 23,1

% on export to Russia  
Gdp per capita growth to 
reach export to Russia 
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rate) to focus our attention on the relationship between GDP per capita and exports. We thus 
simulate if any CIS country would reach export to Russia 2008 level when reaching Russia GDP 
per capita 2008 level. The results show that no country would succeed exactly. Ukraine will get 
closer: 67% of Russia export level, with a 117% GDP growth and a 216% export growth. The other 
will remain far behind: Kazakhstan would get 8%, Belarus 2%, Georgia 3%. Thus, answer to 
question 1 is that Ukraine is the only country which can reach Russia in the next years. Kazakhstan 
is more distant from the goal. Belarus and Georgia are still very far.  
Answer to question 2 come from a set of simulations. First, to reach the Russia GDP per capita 
level Ukraine will take 7.8 years. Kazakhstan will take less (3 years) but as we just saw this would 
not be enough to close the distance in export terms. Second, Ukraine will take 11.2 years to get the 
current Russia export level if GDP per capita runs at the historical rate of growth. Kazakhstan will 
take a lot more: 23.3 years. Belarus and Georgia will take too much: 37.8 and 49.5 years 
respectively.  
We also simulate which growth rate of income is needed to reach Russia as a market for Italian 
affordable luxury in 2030: for Ukraine it’s almost half the historical rate (5.2%), which means the 
target will almost surely be reached. For Kazakhstan it’s almost the historical rate (12.4%), a 
feasible even if difficult and long path. For Belarus and Georgia this would require a too strong 
acceleration (20.4% and 23.1% respectively). Reaching the goal in shorter time horizons looks 
impossible for these last two countries. Feasible for Ukraine. Very difficult for Kazakhstan: a 10 
years convergence horizon would require a 29.2% growth rate per year, too high.  
As a whole, the results indicate that all the four CIS countries could reach current export to Russia 
levels some years after 2030. That is in more than 20 years, but probably less than 30 years.   
 
8.  Concluding remarks 
 
This paper brings a series of novelties. First, it formalizes the definition of Italian affordable luxury 
exports, defining it on precise statistical basis and calculating the corresponding time series. 
Second, it defines a ranking of the most promising international export markets for this Italian 
segment of production and export, leading to the identification of the CIS group of countries as the 
best area. 
Third, it gets useful regression results on the variables than can explain the recent developments in 
Italian affordable luxury exports towards the most important CIS countries. 
Forth, it uses the estimated equation to asses the prospects of the individual CIS countries as 
markets for Italian affordable luxury exports. Obtaining a ranking of CIS countries (Ukraine, 
Kazakhstan, Belarus, Georgia) in terms of the number of years they will need to reach current 
levels of export to Russia.  
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Appendix 
Table A1 

LIST OF HS4 CODES INCLUDED IN THE “AFFORDABLE LUXURY” 
1. 0406 cheese and curd 
2. 0901 coffee, whether or not roasted or decaffeinated; coffee husks and skins; coffee substitutes containing coffee in 

any proportion 
3. 1509 olive oil and its fractions obtained from the fruit of the olive tree solely by mechanical or other physical means 

under conditions that do not lead to deterioration of the oil, whether or not refined, but not chemically modified 
4. 1601 sausages and similar products, of meat, offal or blood; food preparations based on these products 
5. 1604 prepared or preserved fish; caviar and caviar substitutes prepared from fish eggs 
6. 1605 crustaceans, molluscs and other aquatic invertebrates, prepared or preserved 
7. 1806 chocolate and other food preparations containing cocoa 
8. 1905 bread, pastry, cakes, biscuits and other bakersʹʹ wares, whether or not containing cocoa; communion wafers, 

empty cachets of a kind suitable for pharmaceutical use, sealing wafers, rice paper and similar products 
9. 2001 vegetables, fruit, nuts and other edible parts of plants, prepared or preserved by vinegar or acetic acid 
10. 2003 mushrooms and truffles, prepared or preserved otherwise than by vinegar or acetic acid 
11. 2004 vegetables prepared or preserved otherwise than by vinegar or acetic acid, frozen (excl. Preserved by sugar, 

and tomatoes, mushrooms and truffles) 
12. 2005 other vegetables prepared or preserved otherwise than by vinegar or acetic acid, not frozen (excl. Preserved by 

sugar, and tomatoes, mushrooms and truffles) 
13. 2006 vegetables, fruit, nuts, fruit-peel and other edible parts of plants, preserved by sugar ʹdrained, glacú or 

crystallisedʹ 
14. 2007 jams, fruit jellies, marmalades, fruit or nut purée and fruit or nut pastes, obtained by cooking, whether or not 

containing added sugar or other sweetening matter 
15. 2008 fruits, nuts and other edible parts of plants, prepared or preserved, whether or not containing added sugar or 

other sweetening matter or spirit (excl. Prepared or preserved with vinegar, preserved with sugar but not laid in 
syrup, and jams, fruit je 

16. 2009 fruit juices, incl. Grape must, and vegetable juices, unfermented, not containing added spirit, whether or not 
containing added sugar or other sweetening matter 

17. 2103 sauce and preparations therefor; mixed condiments and mixed seasonings; mustard flour and meal, whether or 
not prepared, and mustard 

18. 2104 soups and broths and preparations therefor; food preparations consisting of finely homogenised mixtures of 
two or more basic ingredients such as meat, fish, vegetables or fruit, put up for retail sale as infant food or for 
dietetic purposes, in conta 

19. 2105 ice cream and other edible ice, whether or not containing cocoa 
20. 2106 food preparations, n.e.s. 
21. 2204 wine of fresh grapes, incl. Fortified wines; grape must, partly fermented and of an actual alcoholic strength of > 

0,5% vol or grape must with added alcohol of an actual alcoholic strength of > 0,5% vol 
22. 2208 undenatured ethyl alcohol of an alcoholic strength of < 80%; spirits, liqueurs and other spirituous beverages 

(excl. Compound alcoholic preparations of a kind used for the manufacture of beverages) 
23. 2209 vinegar, fermented vinegar and substitutes for vinegar obtained from acetic acid 
24. 4202 trunks, suitcases, vanity cases, executive-cases, briefcases, school satchels, spectacle cases, binocular cases, 

camera cases, musical instrument cases, gun cases, holsters and similar containers; travelling-bags, insulated food or 
beverage bags, toi 

25. 4203 articles of apparel and clothing accessories, of leather or composition leather (excl. Footware and headgear and 
parts thereof, and goods of chapter 95, e.g. shin guards, fencing masks) 

26. 4205 articles of leather or composition leather (excl. Saddlery and harness bags; cases and similar containers; apparel 
and clothing accessories; articles for technical uses; whips, riding-crops and similar of heading 6602; furniture; 
lighting appliances; 

27. 4303 articles of apparel, clothing accessories and other furskin articles (excl. Gloves made of leather and furskin, 
footware and headgear and parts thereof, and goods of chapter 95, e.g., toys, games and sports equipment) 

28. 4304 artificial fur and articles thereof (excl. Gloves made of leather and artificial fur, footwear and headgear and 
parts thereof, and goods of chapter 95, e.g. toys, games and sports equipment) 

29. 4411 fibreboard of wood or other ligneous materials, whether or not agglomerated with resins or other organic 
bonding agents (excl. Particle board, whether or not bonded with one or more sheets of fibreboard; laminated wood 
with a layer of plywood; compos 
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30. 4412 plywood, veneered panel and similar laminated wood (excl. Sheets of compressed wood, hollow-core 
composite panels, parquet panels or sheets, inlaid wood and sheets identifiable as furniture components) 

31. 4414 wooden frames for paintings, photographs, mirrors or similar objects 
32. 4418 buildersʹʹ joinery and carpentry, of wood, incl. Cellular wood panels, assembled parquet panels, shingles and 

shakes, of wood (excl. Plywood panelling, blocks, strips and friezes for parquet flooring, not assembled, and pre-
fabricated buildings) 

33. 6101 menʹʹs or boysʹʹ overcoats, car coats, capes, cloaks, anoraks, incl. Ski jackets, windcheaters, wind-jackets and 
similar articles, knitted or crocheted (excl. Suits, ensembles, jackets, blazers, bib and brace overalls and trousers) 

34. 6102 womenʹʹs or girlsʹʹ overcoats, car coats, capes, cloaks, anoraks, incl. Ski jackets, windcheaters, wind-jackets and 
similar articles, knitted or crocheted (excl. Suits, ensembles, jackets, blazers, dresses, skirts, divided skirts, trousers, 
bib and b 

35. 6103 menʹʹs or boysʹʹ suits, ensembles, jackets, blazers, trousers, bib and brace overalls, breeches and shorts (excl. 
Wind-jackets and similar articles, separate waistcoats, tracksuits, ski suits and swimwear) 

36. 6104 womenʹʹs or girlsʹʹ suits, ensembles, jackets, blazers, dresses, skirts, divided skirts, trousers, bib and brace 
overalls, breeches and shorts, knitted or crocheted (excl. Wind-jackets and similar articles, slips, petticoats and 
panties, tracksuits,  

37. 6105 menʹʹs or boysʹʹ shirts, knitted or crocheted (excl. Nightshirts, t-shirts, singlets and other vests) 
38. 6106 womenʹʹs or girlsʹʹ blouses, shirts and shirt-blouses, knitted or crocheted (excl. T-shirts and vests) 
39. 6107 menʹʹs or boysʹʹ underpants, briefs, nightshirts, pyjamas, bathrobes, dressing gowns and similar articles, knitted 

or crocheted (excl. Vests and singlets) 
40. 6108 womenʹʹs or girlsʹʹ slips, petticoats, briefs, panties, nightdresses, pyjamas, négligés, bathrobes, dressing gowns, 

housecoats and similar articles, knitted or crocheted (excl. T-shirts, vests, brassieres, girdles, corsets and similar 
articles) 

41. 6109 t-shirts, singlets and other vests, knitted or crocheted 
42. 6110 jerseys, pullovers, cardigans, waistcoats and similar articles, knitted or crocheted (excl. Wadded waistcoats) 
43. 6111 babiesʹʹ garments and clothing accessories, knitted or crocheted (excl. Hats) 
44. 6112 track-suits, ski-suits and swimwear, knitted or crocheted 
45. 6113 garments, knitted or crocheted, rubberised or impregnated, coated or covered with plastics or other materials 

(excl. Babiesʹ garments and clothing accessories) 
46. 6114 special garments for professional, sporting or other purposes, n.e.s., knitted or crocheted 
47. 6115 pantyhose, tights, stockings, socks and other hosiery, incl. Stockings for varicose veins and footwear without 

applied soles, knitted or crocheted (excl. For babies) 
48. 6116 gloves, mittens and mitts, knitted or crocheted (excl. For babies) 
49. 6117 made-up clothing accessories, knitted or crocheted; knitted or crocheted parts of garments or of clothing 

accessories, n.e.s. 
50. 6201 menʹʹs or boysʹʹ overcoats, car coats, capes, cloaks, anoraks, incl. Ski jackets, windcheaters, wind-jackets and 

similar articles (excl. Knitted or crocheted, suits, ensembles, jackets, blazers and trousers) 
51. 6202 womenʹʹs or girlsʹʹ overcoats, car coats, capes, cloaks, anoraks, incl. Ski jackets, windcheaters, wind-jackets and 

similar articles (excl. Knitted or crocheted, suits, ensembles, jackets, blazers and trousers) 
52. 6203 menʹʹs or boysʹʹ suits, ensembles, jackets, blazers, trousers, bib and brace overalls, breeches and shorts (excl. 

Knitted or crocheted, wind-jackets and similar articles, separate waistcoats, tracksuits, ski suits and swimwear) 
53. 6204 womenʹʹs or girlsʹʹ suits, ensembles, jackets, blazers, dresses, skirts, divided skirts, trousers, bib and brace 

overalls, breeches and shorts (excl. Knitted or crocheted, wind-jackets and similar articles, slips, petticoats and 
panties, tracksuits,  

54. 6205 menʹʹs or boysʹʹ shirts (excl. Knitted or crocheted, nightshirts, singlets and other vests) 
55. 6206 womenʹʹs or girlsʹʹ blouses, shirts and shirt-blouses (excl. Knitted or crocheted and vests) 
56. 6207 menʹʹs or boysʹʹ singlets and other vests, underpants, briefs, nightshirts, pyjamas, bathrobes, dressing gowns 

and similar articles (excl. Knitted or crocheted) 
57. 6208 womenʹʹs or girlsʹʹ singlets and other vests, slips, petticoats, briefs, panties, nightdresses, pyjamas, négligés, 

bathrobes, dressing gowns, housecoats and similar articles (excl. Knitted or crocheted, brassières, girdles, corsets 
and similar articl 

58. 6209 babiesʹʹ garments and clothing accessories of textile materials (excl. Knitted or crocheted and hats) 
59. 6210 garments made up of felt or nonwovens, whether or not impregnated, coated, covered or laminated; garments 

of textile fabrics, rubberised or impregnated, coated, covered or laminated with plastics or other substances (excl. 
Knitted or crocheted, and b 

60. 6211 tracksuits, ski suits, swimwear and other garments, n.e.s. (excl. Knitted or crocheted) 
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61. 6212 brassieres, girdles, corsets, braces, suspenders, garters and similar articles and parts thereof, of all types of 
textile materials, whether or not elasticated, incl. Knitted or crocheted (excl. Belts and corselets made entirely of 
rubber) 

62. 6213 handkerchiefs, of which no side exceeds 60 cm (excl. Knitted or crocheted) 
63. 6214 shawls, scarves, mufflers, mantillas, veils and similar articles (excl. Knitted or crocheted) 
64. 6215 ties, bow ties and cravats of textile materials (excl. Knitted or crocheted) 
65. 6216 gloves, mittens and mitts, of all types of textile materials (excl. Knitted or crocheted and for babies) 
66. 6217 made-up clothing accessories and parts of garments or clothing accessories, of all types of textile materials, 

n.e.s. (excl. Knitted or crocheted) 
67. 6301 blankets and travelling rugs of all types of textile materials (excl. Table covers, bedspreads and articles of 

bedding and similar furnishing of heading 9404) 
68. 6302 bedlinen, table linen, toilet linen and kitchen linen of all types of textile materials (excl. Floorcloths, polishing 

cloths, dishcloths and dusters) 
69. 6303 curtains, incl. Drapes, and interior blinds; curtain or bed valances of all types of textile materials (excl. Awnings 

and sunblinds) 
70. 6304 articles for interior furnishing, of all types of textile materials (excl. Blankets and travelling rugs, bedlinen, table 

linen, toilet linen, kitchen linen, curtains, incl. Drapes, interior blinds, curtain or bed valances, lampshades and 
articles of  

71. 6305 sacks and bags, of a kind used for the packing of goods, of all types of textile materials 
72. 6306 tarpaulins, awnings and sunblinds; tents; sails for boats, sailboards or landcraft; camping goods of all types of 

textile materials (excl. Flat protective coverings of light woven fabrics; shelter tents; rucksacks, napsacks and similar 
containers; sl 

73. 6307 made-up articles of textile materials, incl. Dress patterns, n.e.s. 
74. 6401 waterproof footwear with outer soles and uppers of rubber or of plastics, the uppers of which are neither fixed 

to the sole nor assembled by stitching, riveting, nailing, screwing, plugging or similar processes (excl. Orthopaedic 
footwear, toy footwe 

75. 6402 footwear with outer soles and uppers of rubber or plastics (excl. Waterproof footwear of heading 6401, 
orthopaedic footwear, skating boots with ice or roller skates attached, and toy footwear) 

76. 6403 footwear with outer soles of rubber, plastics, leather or composition leather and uppers of leather (excl. 
Orthopaedic footwear, skating boots with ice or roller skates attached, and toy footwear) 

77. 6404 footwear with outer soles of rubber, plastics, leather or composition leather and uppers of textile materials 
(excl. Toy footwear) 

78. 6405 footwear with outer soles of rubber or plastics, with uppers other than rubber, plastics, leather or textile 
materials; footwear with outer soles of leather or composition leather, with uppers other than leather or textile 
materials; footwear with ou 

79. 6504 hats and other headgear, plaited or made by assembling strips of any material, whether or not lined or 
trimmed (excl. Headgear for animals, and toy and carnival headgear) 

80. 6505 hats and other headgear, knitted or crocheted, or made up from lace, felt or other textile fabric, in the piece (but 
not in strips), whether or not lined or trimmed; hairnets of any material, whether or not lined or trimmed (excl. 
Headgear for animal 

81. 6506 headgear, whether or not lined or trimmed, n.e.s. 
82. 6601 umbrellas and sun umbrellas, incl. Walking-stick umbrellas, garden umbrellas and similar umbrellas (excl. Toy 

umbrellas and beach tents) 
83. 9401 seats, whether or not convertible into beds, and parts thereof, n.e.s. (excl. Medical, surgical, dental or veterinary 

of heading 9402) 
84. 9402 medical, surgical, dental or veterinary furniture, e.g. operating tables, examination tables, hospital beds with 

mechanical fittings and dentistsʹʹ chairs; barbersʹʹ chairs and similar chairs having rotating as well as both reclining 
and elevating mo 

85. 9403 furniture and parts thereof, n.e.s. (excl. Seats and medical, surgical, dental or veterinary furniture) 
86. 9404 mattress supports (excl. Spring interiors for seats); articles of bedding and similar furnishing, e.g. mattresses, 

quilts, eiderdowns, cushions, pouffes and pillows, fitted with springs or stuffed or internally filled with any material 
or of cellular 

87. 9405 lamps and lighting fittings, incl. Searchlights and spotlights, and parts thereof, n.e.s; illuminated signs, 
illuminated nameplates and the like having a permanently fixed light source, and parts thereof, n.e.s. 
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Table A2 

 
 

 
 
 
 
 
 
 
 
 
 

Client countries ranking for Italian export
(Points = sum of country rankings according to 4 different criteria:
Export share, average 2007-08; Export growth, average 2006-08; GDP level in PPP terms, 2008; GDP growth, 2014)

rank points rank points rank points rank points
1 86 India 46 281 Singapore 91 349 Azerbaijan 136 436 Guinea
2 112 China 47 283 Hong Kong SAR 92 353 Zambia 137 443 Burkina Faso
3 138 Egypt 48 283 Hungary 93 355 Finland 138 443 Comoros
4 143 Russia 49 287 Ethiopia 94 358 Yemen, Rep.of 139 443 Gabon
5 147 Libya 50 291 Malaysia 95 359 Costa Rica 140 446 Guatemala
6 157 Ukraine 51 292 Bangladesh 96 359 Latvia 141 447 Guyana
7 161 Saudi Arabia 52 293 Ghana 97 360 São Tomé and Príncipe 142 449 Brunei Darussalam
8 165 Vietnam 53 297 Germany 98 361 Moldova 143 449 Chad
9 175 United Arab Emirates 54 303 Argentina 99 362 Iran, I.R.of 144 449 Uruguay

10 178 Kazakhstan 55 309 Belgium 100 363 Armenia 145 450 Macedonia, FYR
11 191 Poland 56 309 France 101 365 Ecuador 146 455 Maldives
12 194 Brazil 57 310 Greece 102 367 Mozambique 147 458 Gambia, The
13 198 Morocco 58 311 Netherlands 103 369 Nepal 148 460 Belize
14 201 Oman 59 311 South Africa 104 370 Antigua and Barbuda 149 460 Luxembourg
15 203 Peru 60 312 Myanmar 105 370 Bhutan 150 462 Mali
16 214 Algeria 61 313 Croatia 106 372 Cyprus 151 464 Samoa
17 215 Mexico 62 313 United Kingdom 107 372 Senegal 152 472 Papua New Guinea
18 216 Panama 63 315 Philippines 108 372 Sierra Leone 153 473 St.Lucia
19 217 Belarus 64 316 Georgia 109 373 Congo, Rep.of 154 476 Jamaica
20 219 Nigeria 65 317 United States 110 373 Trinidad and Tobago 155 480 Cape Verde
21 224 Kenya 66 318 Turkmenistan 111 375 Kyrgyz Republic 156 488 Mauritius
22 225 Thailand 67 319 Lao PDR 112 378 Suriname 157 496 Niger
23 229 Angola 68 320 Slovenia 113 381 Cameroon 158 497 Nicaragua
24 232 Indonesia 69 322 Australia 114 384 Portugal 159 508 Burundi
25 233 Lithuania 70 322 Spain 115 385 Côte d’Ivoire 160 511 Iceland
26 239 Pakistan 71 324 Mongolia 116 386 El Salvador 161 513 St.Kitts and Nevis
27 244 Syrian Arab Republic 72 324 Sri Lanka 117 386 Lebanon 162 530 Seychelles
28 247 Kuwait 73 325 Dominican Republic 118 386 Paraguay 163 531 Haiti
29 253 Tanzania 74 325 Sudan 119 386 Solomon Islands 164 533 Togo
30 253 Uganda 75 328 Israel 120 387 Bahamas, The 165 545 Zimbabwe
31 255 Bulgaria 76 328 Mauritania 121 388 Denmark 166 554 Dominica
32 256 Korea 77 329 Cambodia 122 388 Malta 167 559 St.Vincent the Grenadines
33 256 Qatar 78 329 Estonia 123 391 Honduras 168 561 Equatorial Guinea
34 259 Tunisia 79 331 Benin 124 397 Ireland 169 562 Grenada
35 266 Colombia 80 332 Japan 125 400 Bolivia 170 579 Eritrea
36 267 Sweden 81 333 Norway 126 404 Botswana 171 599 Lesotho
37 268 Congo, Dem.Rep.of 82 333 Switzerland 127 406 Afghanistan, I.R.of 172 601 Vanuatu
38 270 Uzbekistan 83 334 Austria 128 406 Djibouti 173 607 Guinea-Bissau
39 272 Liberia 84 334 Bahrain 129 410 Tajikistan 174 616 Swaziland
40 274 Albania 85 334 Jordan 130 413 New Zealand 175 624 Fiji
41 275 Turkey 86 336 Iraq 131 420 Barbados
42 277 Czech Republic 87 339 Rwanda 132 420 Central African Republic
43 277 Romania 88 339 Venezuela 133 421 Namibia
44 279 Chile 89 343 Canada 134 430 Madagascar
45 279 Slovak Republic 90 344 Bosnia-Herzegovina 135 431 Malawi

Source: calculations based on IMF, Istat data.
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Table A3 
 

Preliminary results of the estimates for the exports of Italian affordable luxury goods
(Estimated parameters; yearly data: 1995-2008)

Gdp per capita Gdp growth Growth accel. Population Prices First 10% R-squared
Food 0,05 -0,001 -1,41 0,94

Footwear 7,75 -0,09 0,88
Clothing 13,30 -0,17 -2,09 0,84

Furniture 1,59 -0,81 0,81
Total 0,88 0,37 -0,81 0,95
Food 0,05 -0,19 7,67 0,86

Footwear 10,24 -0,11 -0,11 3,00 0,86
Clothing 11,11 -0,12 -0,11 1,51 0,74

Furniture 2,20 -0,15 0,58
Total 1,33 0,71 2,56 0,82
Food 0,03 0,45

Footwear 2,33 0,41
Clothing 2,97 0,70

Furniture 10,16 -0,10 0,58
Total 2,64 -9,50 0,68
Food 0,38 -0,69 0,89

Footwear 0,35 -0,36 0,68
Clothing 0,02 0,36 0,70

Furniture 17,47 -0,21 0,18 0,86
Total 11,02 -0,13 0,28 0,73
Food 29,82 -0,57 16,44 0,76

Footwear 0,04 -0,13 0,75
Clothing 0,05 -0,45 0,66

Furniture 0,04 -0,28 0,73
Total 0,03 -0,17 0,88

Georgia

Russia

Ukraine

Kazakhstan

Belarus

 


