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1. ITALY AT THE CROSSROADS

There are two avenues open to Italy: one is
conservative, aimed at Italians first, protectionist and
exclusive. The second is a vision of openness, and
being environmentally-conscious. If hope in a better
future returns to levels observed this winter, when a
government of national unity, the first in decades, was
formed and billions of Euros in recovery funds became
available (in March 2021, 29% of Italians say their
country is on the right track, +4 pts. compared with
February), the latter scenario is more likely to prevail.

2. A SHRINKING MIDDLE CLASS

AND GROWING INEQUALITIES

The weight of the middle class in the national
population has fallen by 10 percentage points in just
12 months, from 40% to 30%. Differences increase,
with large parts of the lower middle class and the
working class facing ever more serious economic
hardship.

3. SOCIAL DISTURBANCES ARE

STILL BREWING BEHIND THE
APPEARANCE OF PEACE

Several sources of discontent are converging: anger
from being demoted, frustration from being locked
down or business stoppage causing shopkeepers’
outrage, disillusion with politics which fails to propose
any positivity crime in impoverished suburbs. In March
2021, 71% of Italians say their country is on the wrong
track: as many as a year earlier, when ltaly was first
locked down and at its worst point in the crisis.

IPSOS FLAIR COLLECTION [ ITALY 2021

4. A LACK OF TRUST IN

THE COUNTRY’S ELITES

talians neither trust their politicians nor their
entrepreneurs. They are seen as being aloof from
people’s concerns and indifferent to the common good.
60% of all Italians consider unemployment to be one of
the three major issues in their country. Italians acutely
perceive a tension between economic prosperity and
human welfare (with an average of eight on a scale
from one to 10), but also between ethics and actual
behaviours (7.8) or power and citizens (7.5), leading to
a particularly insecure and distrustful public attitude.

5. COVID MORE A NATIONAL

THREAT THAN A PERSONAL ONE

One in three Italians consider Covid to be a threat to
themselves but two in three see it as a threat to the
country at large.

6. PERSONAL AMBIVALENCE

ltalians move between a demand for more state
intervention and for more autonomy. They want to
reinforce their links to their community, but also

to protect it from intruders. They aspire to warmer
relationships with other individuals but have adapted to
their social life being virtual. At moments they express
a strong civic commitment and solidarity, at other
times they act individualistically.
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7. CONSUMERS ARE SEARCHING
FOR NEW BRAND NARRATIVES

Cambia la main promise della felicita. Health, hygiene,
safety, rediscovery of ancient recipes and DIY are

the preferred narratives at the moment, because of

a perceived guarantee of quality, authenticity and
uniqueness.

8. FROM ‘MADE IN ITALY’
TO ‘LOCAL GENIUS’

Consumers’ lack of trust changes the neighbourhood
into a safe space and gives particular value to local
specialties and traditions.

9. COMPANIES’ ROLE IN

SOCIETY IS BEING QUESTIONED

Companies are expected to make commitments to
sustainability, care and to maintain local infrastructures.
They are expected to contribute to society’s progress.

10. THINK OMNICHANNEL

Non-grocery eCommerce is growing with 1 million more
households buying online in 2020. As a consequence,
confidence in using credit cards is also increasing

with a use frequency of 2.9 times a month compared
to 2.6 in 2019. An increasingly omnichannel path to
purchase requires more transparency and simplicity.
Brands need to redesign their strategies to enrich the
experience they propose to their customers and make
it consistent across channels.
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Launched in 2005, the Ipsos Flair Collection was created in order to affirm Ipsos’
intellectual leadership and relevancy of its experts:

e Analysing countries’ mood and feelings of consumers-citizens

e Exploring key topics (aging, emancipation of women, the environment, purchasing
power, changing attitudes, the impact of digital)

e A selection of successes and examples for strategists

Ipsos Flair is a precious tool in line with Ipsos’ positioning and new signature:
“Be Sure. Act Smarter”

The full Ipsos Flair report can be found at https://www.ipsos.com/en/flair-collection
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