














 

“The great spring device of life in the universe is love. Our 

work done for the factory, permeated with this feeling, will 

bring about wonderful fruits.”

Gaetano Zambon, Vicenza 1947 

Like great economics scholars have theorized these principles 

recognizing the need for such wisdom to promote long-lasting 

business initiatives, Peter Drucker, in particular, teaches us:

“Business enterprises …are organs of society. They do not exist 

for their own sake, but to fulfil a specific social purpose, and 

to satisfy a specific need of society… They are not ends in 

themselves, but means.”

Peter Drucker 1909-2005

							     

It is essential that this change of mentality be implemented 

in all areas of responsibility, with great determination to see 

the change through completely and with the help of people 

who believe, with humility and the desire to participate, in a 

possible future built day after day on the solid foundations of 

our essence. We have to help those who believe in these same 

principles don’t have the courage to react - those who are afraid 

of losing their certainties or seeing their own professional roles 

weakened after having built them up with great effort, someti-

mes disregarding or forgetting the fact that there is much more 

that matters than “their own little world”. The same affinity we 

often experience with our co-workers enabled us to meet Mi-

chele De Lucchi during this “adventure”. He showed us how 

in his field of design, too, it is not just a matter of aesthetical 

factors. One of his notes from a few years ago, with a photo of 

”Gandhi’s personal legacy”, reads: 

“… it is not just shape and materials that make things exqui-

site…”
Michele de Lucchi, Milan 2005

We hope that this message of ours, too, may contribute to changing 

reality, enabling us to listen to and understand these advancing new 

ideas with the humility and curiosity of someone who has the courage 

to accept the challenge and to find himself on that well-known “old” 

path frequently followed by the communities of family businesses 

established according to these criteria. We’ve often heard from long-

lived businesses how important it is not to forget. We must learn and 

respect our memory, because it is the driving force enabling us to 

plan the future, making us more solid and self-confident in Living 

and Acting. This way, we can seize the opportunity of being useful 

to those who aren’t as lucky and help spread a culture of that social 

functionality which is the essence of business.

What holds people together? The belief in the same values, succee-

ding in incorporating them into daily life to build a business meant 

first of all as a means for a sustainable future. At Zambon, our entre-

preneurial dream is that of conveying a notion of a future-oriented 

business able to preserve its old spirit. It should be an integral busi-

ness, made up of integral people. It must valorise physical, psycholo-

gical, cognitive, professional and social integrity, and above all every-

body’s genuine identity, day by day. Zambon commits to strategies it 

is able to carry out, implementing them with the contribution of each 

of us. The flexibility of the strategies and their implementation are 

among the requirements we have to meet. They call for humility and 

the participation of all of us. We would like to ask each of you to try 

and find yourself along the path we are suggesting: your own history 

of efforts, your commitment - without ever forgetting that this is the 

way to go, resolutely, to contribute to making a better world.

It’s the path towards the integration of ethical and professional values 

applied to everyday life. These concepts are mutually necessary to 

achieve solid growth that helps us discover something distinguishing 

and unique to pit our strength against in the coming decades.

We owe it to those who came before us out of respect for the values 

they established through their hard daily labour, and in order to adopt 

the same intransigent attitude they have conveyed to us thinking that 

it was possible to prove, by way of example, this lifestyle of being 

individuals rich in strong values.

This is an open letter, open to your thoughts, considerations, to your 

values. 

that have somehow been part of a piece of the history all of us have 

experienced in different forms and which represents us.

This sequence is going to accompany us for the next 6 years with 

a numbered series of 6 large chapters. Our letters have each been 

given a special meaning to form a collection of significant symbols 

that form the word ZAMBON. This year we will tell about the letter 

Z: the Z of our museum that starts with the history of a family-run 

business and succeeds in taking us to a higher level of values attested 

to by the figure of a “little big man” like Gandhi.

We need strong ideas and a lot of humility to win ambitious challen-

ges that call for a pragmatic approach.

That’s the reason why we chose to include the image of Gandhi in 

the business section of our Value Report. With his characteristic hu-

mility, he shows us how we can try and carry on his legacy with the 

personal commitment and readiness to speak up for a crucial cause: 

truth. 

“All that I can, in true humility, present to you is that truth is not 

to be found by anybody who has not got an abundant sense of hu-

mility.”  

Gandhi 1869-1948

Humility is the driving force for growth because it is the necessary 

condition to create the possibility for learning and growing. It is in-

terwoven with the concepts of values and ethics, which then recon-

nects with the necessity of finding, and reasserting, one’s own true 

identity.

We designed the layout of the business section to symbolize the cha-

racteristic of industrial pragmatism through which we have explored 

the world during Zambon’s 102-year-long history, the proof of the 

solidity of a business that promotes daily commitment as one of its 

great guiding values. We’ve used editorial “containers” to collect the 

symbols and milestones of our activities and set up a Museum that 

lives with us in our everyday life. With humility, not in an “impudent” 

manner, what matters is the philosophy you will find within this con-

tainer; take your time to understand this action, its marks, voices and 

sounds. That’s the key to approach it.

In fact, there are moments when one has to stop and reflect, compare 

points of view, take a look backwards and observe the present with a 

critical eye and an open mind. This is one of those moments. 

The “collection of symbols” is an invitation to give yourself some time 

to choose to look at things – like a child would – with new eyes. 

You can rediscover things we have always seen and known, as if they 

belonged to us, the tradition of a peculiar history. Our history, that 

reflects the histories of many family-owned companies in which bu-

siness and kinship ties are interwoven with values to identify 

with, able to bring together many people and direct them to-

wards the same goal that first became a project and eventually 

a business.

We are trying to get in tune with our readers and share our hi-

story with them, letting them savour the past and be enriched 

by it – acknowledging the value of people and of the princi-

ples they have conveyed and still convey. We let them rummage 

through old photographs, through the precious papers of our 

founder, among the things that belong to our historical heritage, 

including moments of business and family life. 

This is not meant as a celebration of our past, but as a means 

for us to unveil our personality and let others to get to know us 

more thoroughly and become involved, to favour a continuous 

vital relationship by creating fruitful receptivity and a lively ex-

change with people.

We don’t believe speech is the most effective means for com-

munication and relationship. We think that seeing, feeling, per-

ceiving scents, listening to sounds and voices is essential.

That’s our way of communicating, in several different ways, 

trying to listen and at the same time convey to others our opera-

ting style as a possible path of optimism based on the concrete 

events that absorb us every day, because at Zambon we per-

ceive the outer world and our internal reality as a single unity. 

An integral long-lived business gets enriched by to everyone’s 

contribution.  

For all these reasons the doors of our Museum are always 

open.

We look forward to meeting you.

“

”
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To all who have been following up to now and will con-

tinue to do so, 

this is a somewhat peculiar introduction. It does not refer to 

any business occurrences or events, but is meant, instead, to 

convey to you the wealth of a world rich in significance, hi-

ghlighted by noteworthy concepts from Gandhi, Ford, and Dru-

cker placed throughout the text. 

We would like to invite you to walk with us for the next 6 years 

towards a common goal. Undoubtedly, 2008 was a tough year 

for all of us because never before had we fully understood the 

meaning of the confusion brought about by underestimating 

the “core” of our existence than in this past year.

Fortunately, when faced with critical situations, our reaction 

is to line up all those lessons, make sure we understand them, 

anchor ourselves to them and then take some time to reflect. 

Some of those “Men of values”, whose wisdom is timeless, 

have repeatedly admonished us to become aware of the signi-

ficance and responsibility each of us have in relation to these 

issues. Only people spurred by strong values outlive their time 

and become eternal. One man succeeded in leading the world 

in this direction more than anybody else, and - as it often hap-

pens - it was a ”little big man” with clear and convincing ideas:

“That economics is untrue which ignores or disregards moral 

values. The extension of the law of non-violence in the do-

main of economics means nothing less than the introduction 

of moral values as a factor to be considered in regulating in-

ternational commerce.”

Gandhi 1869-1948

However, in the past this was a widespread culture. On the 

other side of the world, in America, Henry Ford stated:

“There is something sacred about a big business which pro-

vides a living for hundreds and thousand of families. ….then 

the continuance of that business becomes a holy trust. It beco-

mes greater and more important than the individuals.”

Henry Ford 1863-1947

We found a piece of writing among the papers and letters of 

Gaetano Zambon, the founder of our “business community”, 

which very plainly confirms these considerations that go beyond 

the substance of a business while also providing its guidelines:

Crisis, recession, reduced purchasing power, mistrust.

Right now, coming out of this negative global situation, we feel 

that momentous decisions and strong values are at stake. We 

have the opportunity of re-establishing ethical and moral values 

which have been too often neglected in the decision-making 

processes of financial and economic players. 

There is the possibility of a natural change in values. Therefore, 

to attain results, values have to be “planted” like trees: with the 

greatest care, humility and patience, as we have always done 

within our business community.

Because at Zambon, a 102-year-old heart is still beating!

There are no chances for growth in countries unless such va-

lues as coexistence, dialogue, respect for diversity and mutual 

collaboration are reformulated. The truth is that the seeds need 

time to sprout. Three years after the celebration of Zambon’s 

Centennial, it was a thrilling experience to explore our corpo-

rate identity more deeply. And this Value Report is also an oc-

casion for presenting our new Corporate Brand. Every twenty 

years, Zambon changes its brand, because the brand commu-

nicates to people about the company and its changes. It’s a way 

to record the signs of the passing years, to talk about the people 

that are part of the company and are always focused on staying 

genuine. Actually, they are the ones who make up our true iden-

tity as a business community.

We want our new brand to be an element of continuity with 

the past. The colour green links us with our origins, while si-

multaneously being proof of an updated and distinguishing 

continuity. There is a strong synergy between values and busi-

ness, because it is under the very conditions of such a difficult 

economic situation that our values and our identity make us 

especially aware of our responsibilities. They help us to form 

increasingly close bonds with our times based on a solid and 

concrete business history rich in values that helps us look to 

and act for the future.

That is why this year we decided to inaugurate a new Value 

Report. Perhaps its format is somewhat unusual, since its con-

tent and layout aims at discovering this “old soul” of ours. The 

Report takes this artisanal “craftsman’s approach” that is our 

typical of way of working, the concreteness of our business and 

the enthusiasm that accompanies our everyday life and tries 

to translate them into business language content that’s also a 

precious collection of symbols belonging to us.

Therefore, through this year’s Value Report, we would like to 

introduce a proposal for collectors, fans and - why not - for ama-

teurs who love collecting and giving a meaning to those objects 
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