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“Do you think that your generation has a 
better, worse or similar life compared to your 

parents’ generation?

“… it is in decline”“… society is weak”
“Do you think that your Country can 

recover or that this decline is 
irreversible?”

“And do you think that the life of the future 
generations will be worse, better than or 

similar to your own generation’s?”

The decline of society marks the end of growing expectations.

Base: 16,096  adults aged between 16-64 in  Argentina, Australia, Belgium, Brazil, Canada, France, Germany, UK, 
Hungary, India, Israel, Italy, Japan, Mexico, Peru, Poland, South Africa, South Korea, Spain, Sweden, Turkey and the USA.

% agree 57%

53%

% agree 57%
% won’t 
recover 15%

19%

% worse 43%

60%

% worse 48%

55%
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World
United States
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Germany

Belgium
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Sweden

Great Britain

Spain

Poland

greater protection from today's world to be more open to today's world

Source: Ipsos Global Advisor

Is globalisation still a hope for a better 
future? It doesn’t seem so.

% agree with the statements – «My Country needs …»

Public opinion increasingly shows 

a closed attitude, in contrast with 

the open-mindedness that 

underpins globalisation

IMPOVERISHMENT 

OF THE WEST

PERCEIVED GROWTH 

OF INEQUALITY

Excluded classes (competition for 

work) and middle classes 

(innovation was expected to 

reward the West) come closer. 
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National government party
In majorities of regional governments

Only local level/opposition party

Northern League
6.15% 

Vlaams Belang
4.26% 

UKIP
12.6% 

Front National
21.3% 

PVV
13.32% 

AFD
7.1% 

UDC/SVP
29.4% 

The True Finns
17.7% 

Swedish Democrats
12.9% 

Order and Justice
14.2% 

Law and Justice
37.5% 

Free Citizens Party
5.2% 

Fidesz Jobbik
51.5%   14.7%

Golden Dawn
9.4% 

Progress Party
16.3% 

FPO
19,7% 

DFP
21.1% 

People’s party
8%

And populist parties are widespread
Results at the last national elections (European 
2014 or Legislative 2015-16-17) 
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AUSTRIA HOFER
VAN DER BELLEN FRANCE LE PEN

MACRON

Every election shows the same pattern: a divide between cities and 
other areas. 
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Immigration is perceived in a “schizophrenic” way.

54%
72%

55%
52%

50%
45%

34%

Europe  overall

Turkey

France
Italy

Great  Britain

Belgium
Hungary
Sweden

Germany
Spain

Russia
Poland

“Immigration has placed too much pressure
on  public services in my country” % agree:

55%
43%

60%41%

74%

56%
54%

44%
47%

63%

41%

“Immigration is causing my country to 
change in ways that I don’t like” % agree

60%
59%
59%

58%
57%

Source: Ipsos Global @dvisor – Jan 2017 (base: sample of the 
population aged 18-64 years in USA and Canada; 16-64 elsewhere)
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26%
19%
20%

38%
13%
12%

18%
22%

15%
20%

8%
10%

A common perception of a «gloomy» economy. Some exceptions in 
Europe, but optimism collapses when thinking of the future.

40%
77%

69%
52%

43%
37%
36%

33%
25%

17%
16%
15%

WORLD
Germany

Sweden
US

Great Britain
Belgium

Poland
Russia

Hungary
Spain

France
Italy

% POSITIVE 
(very + fairly)

Source: Ipsos Global @dvisor – Jan 2017 (base: sample of the population aged 18-64 in USA and Canada; 16-64 elsewhere)

CURRENT ECONOMIC 
SITUATION

FUTURE ECONOMIC 
SITUATION
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70%
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ESP ITA HUN RUS POL GER FRA BEL GBR SWE USA

Corruption HealthTerrorism
Poverty and 
inequality

The issues that worry Europe are linked primarily to the economy: 
Southern Europe fears unemployment, Northern Europe inequality.

Which of the following issues are the most worrying ones for your Country at this time?

Source: Global Advisor – “What worries the world” November 2016

Unemployment Criminality



PART 2 – FOCUS ON ITALY

Economic sentiment
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After years of recession, in 2016 the Italian GDP showed a small 
sign of life: +1.0 growth against 2015.

SOURCE: Istat
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1998 2000 2002 2004 2006 2008 2010 2012 2014 2016

ITALY GDP about 1550 billion
GOVERNMENT DEBT about 2100 billion
HOUSEHOLD  WEALTH about 8500 billion

Gross Domestic product - 2005=100
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64

17

2

10

6

No

Yes and has lost their job

Yes, is not getting paid

Yes, has had their pay cut

Yes and had to change job

However, this is still not enough for Italian families: 1 out of 3 still 
feel hit by the economic crisis.

Have you and has anyone in your family been directly affected by the crisis in the
employment sector in the last 12 months?

SOURCE: Ipsos databank for

The percentage of those who think that the end of the crisis is a 

long way away increases from 31% in 2008 to 50% in 2016.

After the downturn of the 
last two years, the % of 

“yes” increases once again 
in 2016 (from 32% to 36%)

36%
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DE-SEASONALISED CLIMATE OF CONFIDENCE (Base 2010=100)

This all results in a fluctuating confidence.

2011 2012 2013

20162015 2017



14 ©Ipsos.

Nevertheless, Italy is still an attractive country for the emerging 
markets.

UPPER CLASSES

TOT. COUNTRIES 

ATTRACTIVENESS OF THE COUNTRY – INVESTMENTS, STUDY, WORK



PART 3 – FOCUS ON ITALY

Consumption

©Ipsos.15



16 ©Ipsos.

More families are now able to save

48%

37%

40%

38%

41%

34%

10%
16%

19%

3%
6% 6%

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

 Yes, I have managed to
save some money

 No, I have spent all of
my income

 No, I have had to fall
back on previous savings

 No, I have had to take
out loans

 No reply

13%
22% 25%

In the last 12 months have you/your family succeeded in saving any of your earned income? 

Families having a negative balance

SOURCE: Ipsos databank for
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There are some signs of smaller dips in consumption.

-37% -37%
-32%

-15%

-25%
-20%
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OUT OF HOME AND 
ENTERTAINMENT

SELF-CARE

INVESTMENTS IN 
SEMI-DURABLES

BASIC NECESSITIES

SOURCE: Ipsos databank for

CHANGES IN CONSUMPTIONS FOR EACH CATEGORY
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A very weak recovery, driven 
by durables and semi-

durables.

People once again start buying cars 
(stronger growth) and household 
appliances, also an effect of the 

partial recovery/halt in decline of 
the property market, as well as of 
the recovery of credit to families.

But food consumption remains 
stable.

In this context people’s only possible course of action is to rationalise consumption, 
focusing all of efforts on saving money, without aiming at a large future expenditure 

(new car, new furniture, new appliances), but with a generic concern about the future, 
stronger for those with children or grandchildren.

What kind of recovery? A weak one
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Consumers are self-oriented, 
they cut reality into slices 
and choose what fits best 

with their expectations and  
desires.

Consumers make their own 
decisions on  what to eat, 

which products  to use, 
which advice to follow,

searching the web without 
checking sources.

No-one is able to put it 
all back together.

It is a complex, difficult 
and chaotic world.

Consumers are standing alone…
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EMOTIONAL
ENGAGEMENT

… and brands can leverage or rebuild consumer confidence, 
through…

Faced with the aggression 
of the world, consumers 
seek reassurance, truth, 
and positive emotions. It 

is all about intensity, 
authenticity, continuity of 
emotion in everyday life.

TRANSPARENCY

Transparency is an 
opportunity to deepen 

engagement with 
stakeholders; consumers 
should be able to get the 
information they need in 

the way they prefer.

CONSISTENT 
COMMUNICATION

Communication can 
foster values, as a 

guidance in our complex 
reality. 

Employees/commercial 
partners as brand 
ambassadors => 

consistency between 
internal and external 

communication is crucial.
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THANK YOU FOR YOUR ATTENTION!
Q&A


