


ECONOMY OF BEAUTY THE EXCELLENCE OF THE NORTHEAST IN THE WORLD

Ambassadors of the «BEAUTIFUL AND WELL DONE»
Seguso, 23 generations of sand and fire

 The giant Rezzonico 
chandelier 7meters high 
and 4 meters wide is 
an immense shine that 
adorns luxury starred ho-
tels and more than a few 
residences in the Mid-
dle East, but is nothing 
against a monumental 
sculpture that adorns the 
spectacular staircase of a 
mansion outside of Los 
Angeles: it measures 12 
meters, has the aspect 
of conical bracelet, and 
when lit, seems as shim-
mering gold. The sight 
of the even smaller gre-
en and blue “chandelier” 
by Dale Chihuly at the 
entrance of the Victoria 
and Albert Museum of 
London, leaves one spe-
echless with its 8 meters 
of height.
The chandelier of Los An-
geles is the most difficult 
and the most expensive 
we have ever produced, 
smiles Gianluca Segu-
so, CEO of Seguso Vetri 
d’Arte, a company that 
for 23 generations makes 
the transparency of the 
glass emerge from sand 
in the furnace of Mura-
no, and that was included 
with eight Italian compa-
nies as ambassadors of 
Italian beauty in the wor-
ld. And stat fact choosing 
the Confindustria Stu-
dy Centre as exemplary 
history of companies 
exporting the beautiful 
and well done on the oc-

casion of the presentation of the seventh National rapport 
Export the Dolce Vita, presented recently in Milan. They 
were in fact chosen by the Confindustria Study Center as 
an exemplary history of companies exporting the “beau-
tiful and well done” for the occasion of the presentation 
of the seventh national report, “Exporting la Dolce Vita,” 
presented recently in Milan.
London, Paris, New York, California, Saudi Arabia, Bel-
gium; Seguso creations are in the villas of actors, ama-

teurs, entrepreneurs, tyco-
ons, tech moguls who have 
changed the world from 
Google and Hotmail and 
successful owners of old 
Venetian dwellings, fashion 
houses such as Fendi and 
Dior, jewelers in Lebanon, 
the Wynn resort Macao and 
Las Vegas, the Four Sea-
sons in Dubai, the Danieli 
in Venice and resorts scat-
tered between Brunei, the 
Phillipines and Singapore, 
not to mention the showro-
om which opened in May 
in New York. “No Donald 
Trump is not our customer, 
Seguso jokes. Our clien-
ts are wealthy, we furnish 
luxury resorts but beauty 
should not be an exclusive 
right. Because it is not ne-
cessary but it is a necessity 
- explains Gianluca, who 
with his brothers guides the 
family business - a particu-
larly careful craftsmanship 
and cultivated as a guarded 
slow food: more costs, but 
should not be overpriced. 
We compare ourselves on 
value, not on price. We can-
not pass the message that if 
something costs a lot it is 
very luxurious. 
Elegance is a way of being. 
The details of the more po-
pular sizes, the most eco-
nomical of the collection is 
a glass for a hundred euro 
which is given to visitors 
who from 2012 participated 
in the Seguso Experience, a 
private booked tour with an 
innovative and multi-sen-

sory concept conceived for 
the Biennale, awarded the 
recognition of Mediastar 
2013, and enthusiastic com-
ments of visitors on the site 
page.
“Glass is charming, fire 
is magic, the process has 
something surprising, but 
the extraordinary thing is 
that the person is moved – 
explains the CEO -. I guess 
it’s because we tell not so 
much what we do but why. 
“And it is a long story of 
over 600 years the first Se-
guso, begins in 1397, un-
folds far from Biennale, 
Triennial, museums like 
the MOMA and Vico-
tria and Albert, but a part 
always returns to Murano 
although new partners of 
the company are American. 
Question of sustainability. 
“Social sustainability and 
of place, that is an econo-
mic value - warns Gianluca 
Seguso - You must have at-
tention to the territory, roo-
ted wisdom and specifically 
those who create. If we start 
to relocate, we are more 
efficient but it is a clutch, 
a genetic mutation of this 
plant. And we dispel a weal-
th of knowledge. If Murano 
is still alive after 800 years, 
there is a reason. “
Sustainability is one of the 
four pillars of Seguso va-
lues- along with integrity, 
skill, and of course beauty. 
“That which is ethics, is 
not only aesthetic, because 
it is essential to neutralize 

the mediocrity, which is an 
ingredient of bad life. Italy 
in this is extraordinary, the 
cultural beauty, the abili-
ty to form and transmit it 
through something that is its 
dorsal fin. Maybe now, it is 
just slightly clouded. “
With all due respect to Ke-
ats, who saw beauty in the 
truth, for years in Venice to 
tell the truth was the largest 
factory of ugliness. Today 
Italian beauty has a market 
that, according to the Con-
findustria report, over the 
next six years will arrive 
at 15 billion, an increase of 
43% over the whole of the 
United Arab Emirates, Chi-
na, Russia and Poland to 
follow, Turkey, Saudi Ara-
bia. Markets where Seguso 
already is, viewed with an 
Italian aesthetic sense, they 
seem to conceive of the lu-
xury in too blatant a manner. 
“True, but begins to be one 
transitional style towards 
the contemporary. Making 
glass quality means to spe-
cialize in details that distin-
guish - concludes Seguso 
- We feel the responsibility 
of a tradition that has lasted 
for 23 generations. But with 
tradition you need to break 
a few rules respecting the 
past. “
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Exported: The creations of Seguso for the Four Seasons Dubai

The historic Murano glass 
furnace, whose roots lie in the 
fourteenth century, was chosen 
by Confindustria, the National 
Enterprises Association as an 
example of Italy that exports “la 
Dolce Vita”
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