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2020-106ars/Es02; Milan, 23/06/2020

ART – TABLEWARE, KITCHEN AND GIFT PRODUCTS

[bookmark: _Hlk528250839]THE IMPACT OF THE COVID-19 EMERGENCY ON THE TABLEWARE, KITCHEN, GIFT AND HOME DECORATION SECTOR

PRESENTATION OF THE RESEARCH
The impact of the COVID-19 emergency on the tableware, kitchen, gift and home decoration sector is an opinion survey carried out by Format Research on behalf of ART-Confcommercio. The survey is based on a statistically representative sample of the universe of producers, importers, distributors, agents of foreign companies and specialised retailers operating in the tableware, kitchen, gift and home decoration industry. The study analyses the sentiment of companies in terms of what happened following the outbreak of the economic and health emergency caused by the spread of COVID-19, the impact of the crisis on the main determinants of the performance of economic activity of enterprises: from revenues level to financial needs, up to the relationship with banks (credit supply and demand).

BUSINESS CONFIDENCE
Confidence in the trend of the Italian economy. Negative sentiment for companies in the tableware industry regarding the country’s economic situation, plagued by the Covid-19 emergency. 83.8% of these consider that our country’s economy is worsening.
Confidence in the ‘own business’ performance. Also the sentiment relating to the performance of the own business is negative, with 77% reporting a worsening compared to the last part of 2019. 34% see the months of April, May and June as the most worrying in terms of performance of their activity. The indicator for the first months of 2020 is equal to 13.6, while for the second part of the year is estimated at 23.0, showing a slight improvement. It should be noted that the same forecast recorded for almost all the companies in the services sector is equal to 16.0. 

ECONOMIC INDICATORS
Revenues. Eight out of 10 companies report a drop in revenues following the health and economic emergency, but there is greater optimism for the second half of 2020. The indicator for the first months of the year is 12.6, while the forecast for second half points to a moderate improvement at 36.9. At national level, this figure is equal to 15.0, a sign that the tableware, kitchen, gift and home decoration sector is in some way reacting better to the impact of the economic crisis than the rest of the companies in the services sector at national level.
Liquidity. More than six out of 10 companies report a worsening of their ability to meet financial needs in the first months of 2020 compared to those of the last quarter of 2019, but the outlook for the second half of 2020 is slightly more optimistic. The indicator for the first months of the year is 20.5, while the forecast figure for the second part of the year is a slightly improving 26.9. This figure at national level is much lower, equal to 9.9.
Businesses growth programs. The economic and health emergency is slowing down the growth plans of the sector’s companies, and 32% of them said that they will invest in the next two years. Among the 68% of companies that will not make any investment, 35% said they will not make investments due to the health and economic crisis.

EVOLUTION OF BUSINESS MODELS OF THE SECTOR’S COMPANIES 
The crisis has accelerated the evolution process of the methods of providing the service of some of the companies. The companies in the sector that used e-commerce before Covid19 were 13.7%. Today, the companies in the sector that use e-commerce for the provision of the service are 20.9%, with an increase of +52% in a just a few months.  

CREDIT SUPPLY AND DEMAND 
Slightly more than one out of every three companies, namely 35%, has sought banking facilities or a credit line in the last three months. Of these, 46.7% saw their request accepted, while 42.2% are still waiting to know the outcome.

CONCLUSIONS: AN ATTEMPT TO ANALYSE THE NEW MARKET SCENARIOS
[bookmark: _Hlk507520638][bookmark: _Hlk31805077]The household, kitchenware and gift sector has been hit hard by the ongoing health and economic crisis. However, it is recovering well compared to what is not happening to businesses in other sectors of economic activities. The main problem is that of liquidity, with more than 60% of companies saying that their ability to meet their financial needs has worsened. Beyond the economic aspects relating to the performance of the sector’s companies, perhaps the most relevant aspect of the survey is the evolution of the business models of the companies, or at least part of them, in a market environment which is itself typified by great changes. E-commerce has now established itself as a somewhat ‘normal’ purchasing model accepted by consumers who seem to have completely overcome any form of mistrust that they may have had in the past towards this channel: from that relating to the shopping platform to that concerning logistics or the various payment systems offered. The neighbourhood shop is enjoying a real ‘second youth’. The long lockdown months clearly highlighted the critical points and weaknesses of the large-scale distribution models, in great difficulty in trying to meet the changing needs of consumers, as a result of which, on the contrary, the neighbourhood shops were able to immediately adapt by offering an innovative service compared to the past: fast, personalised and literally delivering to the consumers’ home what they needed, ordered most of the time through new online sales channels. The combined effect of the ability of neighbourhood shops to adapt to the changing needs of consumers, the recognition by consumers of the new role of neighbourhood shops, or perhaps better say ‘the rediscovery of the role of neighbourhood shops’, the by now definitive establishment of e-commerce, both in terms of increased consumption and in terms of companies active in online sales, are designing new market scenarios that are now beginning to enliven in a stable manner consumption and the way of doing business. In Italy, the purchases through online shopping for 2020 (just products, excluding travel, gambling, etc.) are expected to reach 49.0 billion Euros, with an increase of +55 % over the 31.6 billion of 2019. Before the crisis, companies in the household, kitchenware and gift sector which sold online through their own e-commerce site or through a marketplace platform were 13.7%, while today they are 20.9%. Today consumers get informed on the web, view electronic catalogues, get an idea of ​​prices and then decide how and where to buy, indifferently, either on the web or at the brick-and-mortar shop. In fact, the opposite also occurs, consumers inquire at the physical store and then buy on the e-commerce site, perhaps of the same shop, because the consumer trusts the shop and the shopkeeper knows how to select the products that the consumer needs and the latter gives him credit for that. In this sense, the purchase channel becomes a ‘variable’ that can and must be managed by the company by interweaving in its business model the tradition of the neighbourhood shop with all the innovative features of e-commerce.


Methodological note. Representative sample of the universe of companies belonging to the household and kitchenware sector Overall sample size: 400 cases (400 successful interviews). “Unavailable” personal data: 288 (35.9%); “waste” 115 (14.3%); “substitutions”: 403 (50.2%). 95% Confidence interval (Error +4.0%). Source of companies’ data: Chambers of commerce. Survey carried out via interviews with the Cati System (Computer Assisted Telephone Interview)/Cawi (Computer Assisted Web Interview), in the period 25 May-3 June 2020.                   
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