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Dear readers,

Here we are again for our monthly edition of FireMag. It is already February:
the first two months of 2026 have flown by, and | sincerely hope they have been
a strong start for you, your families and your businesses.

As we all know, the world has not become any calmer. Every day the headlines
remind us of ongoing geopolitical, economic and social tensions, and it would
be easy to let ourselves be influenced by a sense of widespread uncertainty.
Over time, however, | have learned that one of the most valuable things an en-
trepreneur can do is distinguish between what cannot be controlled and what
truly depends on you, then focus all your energy on the latter.

That is why today | would like to speak about our own reality. About what has
been and what lies ahead.

The point of view 2025t remember

| can say with satisfaction and gratitude that we

closed an excellent 2025. However, it would not be
A memorable 2025 entirely credible if | did not also share how the year

and a promising 2026

by Jordan Mozzanlca 6,000 more maintenance reports than the previous

International & National Sales | Marketing Director
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began.

In 2025, Mozzanica completed 135 marine inter-
ventions, with over 20,000 hours worked on board,

year and a 20% increase in service orders. Inter-
nally, costs were reduced by 3% while warehouse
efficiency improved by 20%, and our ISO 9001 certification was renewed wi-
thout a single non-conformity.

The year did not begin easily, and | do not say that for rhetorical effect. We had
ambitious goals to achieve and significant results to deliver. Along the way, we
faced a series of familiar obstacles: the ongoing difficulty in sourcing qualified
personnel, operational challenges requiring rapid solutions, and the impact of
an international geopolitical situation that, as many companies in our sector
have experienced, had a tangible effect on material costs, making planning
even more demanding.

And yet, in the end, we succeeded. We succeeded because we did exactly what
we have consistently emphasized in these pages: we set clear objectives, mo-
nitored them closely, addressed unexpected challenges proactively and above
all, we did it together. The shared commitment of every department and every
team member was the decisive factor. Not luck, and not a favorable market.
But people, and the way they chose to work.

Those who follow FireMag will remember that in recent months we have de-
voted considerable space to the topic of corporate objectives and how they
should be the starting point of any business strategy. 2025 was the tangible
demonstration of that principle. Objectives and mission are not bureaucratic
tools. They are the compass that enables an organization to stay on course,
even when the sea becomes rough.

And now? 2026 challenges us to go further

After closing a positive year, it would be easy to allow ourselves a period of
consolidation. But those who know us understand that this is not our style.

For Mozzanica, 2026 will be, and in many ways already is, a year of transfor-
mation. A transformation we have consciously chosen and one that | believe

(Continue on page 15)
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he transition between generations is one of

the most delicate moments in the life of a

family business. In Italy, where 85% of com-
panies are family-run and these businesses gene-
rate 80% of the country's GDP, managing
succession is a strategic issue not only for indivi-
dual companies but for the Italian economic sy-
stem as a whole.

Mozzanica & Mozzanica has chosen to explore
this topic through a series of interviews with the
children of entrepreneurs who have already gone
through this critical phase. This article introduces
the subject and raises awareness of the impor-
tance of second- and third-generation Made in Italy
family businesses.

The numbers behind a national
challenge

The statistics on succession in Italian family busi-
nesses paint a picture that calls for serious atten-
tion. Only 30% of family-owned companies survive
the first generational transition, while just 12-13%
make it to the third generation, and a mere 3-4%
reach the fourth. Over the next ten years, around
two million Italian businesses will have to face this
transition, with a direct impact on the country’s
economy.

Of the approximately 35,000 family businesses in-
volved in this process every year, only a minority
manages to ensure continuity beyond the first ge-
neration.

A particularly telling figure concerns the age of Ita-
lian entrepreneurs: the average age rose from 53
in 2007 to 60 in 2018, with around 30% of business
leaders now over the age of 65. This increase
points to a widespread tendency to postpone the
handover, often with negative consequences for
successor preparation and business competitive-
ness. Succession planning is typically addressed
only after the entrepreneur turns 60 (71% between
60 and 70 years old), when the time available for
an effective transition is already limited.

The distinctive features of the Rtalian
context

The Italian landscape of family-owned businesses
shows several characteristics that set it apart from
other European countries. In Italy, 66% of family
businesses are managed exclusively by family
members, compared to an average of just over
30% across Europe. While this model strengthens
the bond between family and business, it can also
limit the inflow of specialized managerial skills.
Only 14% of companies report having a formal
succession plan, and most family businesses do
not view succession planning as an urgent priority
in the next 12 months, even though they ackno-
wledge its importance.

Italy also stands out for the significant number of
entrepreneurs over the age of 70 who continue to
run their companies through highly centralized de-
cision-making, with little delegation of authority.



This model, typical of the first generation
that built the company, can hinder the ne-
cessary transition to more articulated
structures and can create difficulties
when the time comes to hand over lea-
dership. Founders often see the com-
pany as a personal creation and, despite
being aware of the need for evolution,
may struggle to relinquish control to the
next generation.

prevail over the other.

The absence of a clear succession plan
creates uncertainty and can trigger con-
flict both within the family and the com-
pany. The next generation may lack the
skills and experience required to manage
the business effectively, especially when
the handover process has not been plan-
ned in advance. Not all family members
are willing or suited to continue the busi-
ness, and identifying who in the next ge-
neration is genuinely motivated
becomes essential in order to prevent fu-
ture conflict.

But the deepest challenge is often an
emotional one. For the outgoing founder
or entrepreneur, stepping aside after
years of work requires courage, empathy
and patience in accepting that the next
generation may bring different ideas and
values. Many entrepreneurs built their
companies through sacrifice and deter-
mination. Letting go therefore means fa-
cing a shift in identity as well as a
professional change. Accepting that the
next generation may bring different ap-
proaches, while preserving continuity
with the company’s founding principles,
is a necessary part of this process.

From crisis to opportunity: the
potential of generational
change

Despite the critical issues involved, gene-
rational  change
can also represent

Only 30% of family-owned companies survive
the first generational transition, while just 12-
13% make it to the third generation, and a

mere 3-4% reach the fourth.

a major opportu-
nity for renewal in
family businesses.
Younger genera-
tions bring fresh

The challenges of the
transition: balancing family
and business

The complexity of this phase stems from
the need to balance two interconnected
systems that can at times be at odds
with one another: the family and the bu-
siness. The family is oriented towards
care and mutual support, while the busi-
ness is driven by results and competitive-
ness. When this delicate balance is
lacking, one of the two systems tends to

perspectives, grea-
ter familiarity with
digital technologies and a stronger ability
to interpret market changes. This can
translate into product innovation, new bu-
siness strategies and openness to inter-
national markets.

The transition phase is often the right
moment to review and strengthen gover-
nance structures. Introducing boards of
directors with a broader mix of skills can
significantly improve business perfor-
mance. The 2024 AUB Observatory sho-
wed that companies with higher levels of
diversity in governance, including mem-

bers under 40, women and non-family
professionals, performed better in the pe-
riod from 2012 to 2022. Opening up to
external managers or expanding the
board to include independent professio-
nals can bring specialized know-how and
reduce the emotional component of de-
cision-making, particularly when there
are no heirs within the family with the
right skills.

Generational change can also be an op-
portunity to better distinguish the diffe-
rent roles family members may take on
within the business, from ownership and
governance to leadership and operatio-
nal positions. This clarity helps reduce
potential conflict and enables each per-
son to contribute according to their capa-
bilities. When roles are clearly defined
and expectations are aligned, the family
can focus on shared strategic objectives
without personal dynamics interfering
with day-to-day management.

Planning ahead: the tools of
succession

The transition between generations is a
multi-year process that calls for careful
planning. It is not a single event, but a
journey that involves preparing the next
generation, defining future roles and gra-
dually transferring responsibilities. Pre-
paring successors means giving them
structured learning experiences both wi-
thin the company, through progressive
shadowing and increasing levels of re-
sponsibility, and outside the business,
through targeted education and expe-
rience in other organizations.

An effective transition requires that
members of the next generation be truly
prepared for their future roles. The deve-
lopment process should start early and
include the transmission of the family bu-
siness'’s founding values and history, hel-
ping to foster a sense of belonging and
responsibility. A gradual entry into the
company, with limited responsibilities
that increase over time, allows younger
family members to build technical and in-
terpersonal skills. Support from senior fi-
gures, both family members and external
professionals, facilitates the transfer of
tacit knowledge and the development of
sound decision-making skills.

(Continue on page 6)
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(Follow from page 5)

Italian legislation offers several tools to facilitate the tran-
sition, from family holding structures and family agree-
ments to lifetime transfers and corporate governance
mechanisms.

Italian Legislative Decree 139/2024 introduced a full tax
exemption from inheritance and gift taxes for the transfer
of a business to direct descendants, provided the activity
is maintained for at least five years. These tax breaks re-
duce the risk of business fragmentation and provide grea-
ter stability for family-owned SMEs.

An open and transparent culture of communication is es-
sential. Involving all family members in decision-making,
listening to different perspectives and taking into account
what is perceived as fair by everyone helps prevent conflict
and build consensus around strategic choices.

Families that invest time in frank and regular conversa-
tions about succession are better equipped to navigate
the transition more calmly and with more positive outco-
mes.

The crucial role of the outgoing generation

The success of the transition also depends on the out-
going generation's ability to prepare for a change in role.
The departing leader should gradually reduce their opera-
tional involvement, moving from a position of command
to one of supervision and guidance.

This means transferring real responsibilities, not just for-
mal titles, to the successors and accepting that they may
handle situations differently from the past. For many en-
trepreneurs, the business represents a core part of their
identity, and preparing emotionally for this separation by
identifying new areas of interest is essential to ensure a
smooth transition.

Defining a gradual exit plan helps both the outgoing en-
trepreneur and the successors manage this delicate
phase. When the handover happens too quickly or in an
improvised manner, the risk of conflict and poor decisions
increases.

In contrast, a transition planned over time allows the next
generation to build confidence and skills progressively,
while giving the outgoing generation the opportunity to
assess the successors’ readiness and step in, if neces-
sary, to provide support.

This process requires patience and the acceptance that
results may not be immediate.

Ownership and control: the choices that
shape the future

The transition between generations affects not only the
day-to-day operations of the business but also the transfer
of ownership.

Families face complex choices, starting with understan-
ding which members of the next generation are interested
in retaining ownership of the company and which may pre-

fer other ways of managing family wealth. Options range
from family holding structures to closed shareholding ar-
rangements, each offering specific advantages in terms
of governance and flexibility.

Transferring ownership during the entrepreneur’s lifetime
offers greater control over the process than a post-mor-
tem transfer, making it possible to train the new owners
under direct supervision.

This approach allows the handover to be organized more
strategically, clarifying who remains involved in the busi-
ness and who is compensated through other family as-
sets. When the transition occurs only after the founder’s
death, based on succession rules, tensions and conflicts
may arise that could have been avoided through planning
in advance.

Ownership structure has a direct impact on a company's
ability to make strategic decisions and adapt to market
changes. Ownership fragmented among multiple family
members, without clear governance rules, can paralyze the
business precisely when greater agility is needed.

By contrast, a well-structured ownership model, supported
by clear protocols and effective governing bodies, can be-
come a competitive advantage, ensuring stability and a
long-term vision.

Looking to the future with awareness

Succession in Italian family businesses is a challenge that
can no longer be postponed or handled reactively. The
next generation represents an opportunity for renewal that
must be seized through careful and structured planning.
Family businesses that succeed in managing this transi-
tion will not only secure their own continuity but also con-
tribute to the overall competitiveness of the Italian
economic system.

In a context of rapidly evolving global markets, the ability
to combine the values and experience of senior genera-
tions with the innovation and vision of younger ones re-
presents a distinctive competitive advantage. This
transition is not simply a technical or legal matter. It is a
transformative phase that involves entrepreneurial, family
and emotional dimensions.

Facing it with awareness, professionalism and openness
to change can turn this challenge into an opportunity for
lasting growth for both the business and the family that
leads it.

The statistic showing that only 30% of businesses survive
the first change in leadership should not be read pessimi-
stically, but as a call to action. Entrepreneurial families that
invest time, resources and attention in succession plan-
ning demonstrate a significantly higher likelihood of suc-
cess.

The difference between businesses that thrive beyond the
first generation and those that fade away often lies in their
ability to anticipate challenges, address family dynamics
honestly and build solid structures capable of supporting
future growth. @



The evolution
of B2B
communication:
the Mozzanica
case

A shift in mindset

ummer 2022. We were facing a crucial question: what if
we stopped outsourcing a function as strategic as mar-
keting? What if we treated it with the same level of atten-
tion we give to sales?
We decided to bring our marketing strategy and communication
management in-house. But simply moving it back inside the
company was not enough. We needed to rethink it entirely. So
we built a distinctive narrative and began using LinkedIn and our
website not just as showcases, but as real working tools.
The idea was ambitious: to get closer to the client long before a
salesperson picked up the phone, making sure they were the
ones finding us and reaching out.

In the first six months, we devoted ourselves fully to this experi-
ment. The results were encouraging: not only did our follower
base grow, but it was made up of qualified professionals from
exactly the companies we wanted to reach. In the following six
months, the first inbound requests for quotes began to come in.
In the second half of 2023, some of these turned into concrete
orders.

Positive results, but not a one-off

That first success raised a new question: what if it was just a
fluke? What if we weren't able to replicate it?

| come from a sales background. | know that building a partner-
ship requires consistency, not isolated wins. So we decided to
apply a sales mindset to communication, creating a structure
built around actions and, as a result, repeatable outcomes.

We implemented analytics tools that give us clear data on enga-
gement. Today, we no longer rely on intuition, but on evidence.
Every piece of content tells us what works and helps us adjust
course and optimize. We have turned the initial idea into a me-
thod that generates sustainable growth.

Communicating does not mean growing

Many companies produce content, but that alone is not enough
to grow a business. The difference lies in the approach. Anyone
can “do communication,” but turning it into a commercial lever
is something else entirely. It means asking ourselves what our
sales objectives are, how we attract the companies we truly want
to reach, but also what story we tell and the market context in

which we operate.

It's the difference between “seeing” and “observing.” Both involve
sight, but only the latter requires attention, analysis and inten-
tion.

Copying is the wrong move. Creating is the
solution.

In the fire protection sector, we see many companies replicate
other players’ strategies without achieving the same results. And
what if copying instead of creating is precisely the problem?
Before communicating, we always ask ourselves who we really
are, carrying out an in-depth analysis of our competitive context.
Only then can we innovate and create trends, rather than simply
follow them.

Those who copy skip this step and risk investing resources in
actions that are misaligned with their positioning and ineffective
for their specific market.

There are no magic tools

Tools matter, but only when they are chosen as part of what |
would define as a holistic strategy, one that looks at the entire
company and at all the results we want to achieve, rather than
working in isolation.

Our marketing team is made up of people with clearly defined
areas of expertise. We also work with selected partners for
audio, video and artificial intelligence solutions. Before choosing
any tool, however, we always ask ourselves who we want to
reach, where we are in the market and what our specific goal is.
But there is no all-purpose solution. What exists is the analysis
that guides us, each time, to choose the right tool for that speci-
fic initiative.

Thanks to this shift in perspective, we began receiving requests
for quotes directly through our website and by email, after com-
panies had come into contact with our content on LinkedIn.
Today, we have a repeatable process built around our specific
needs, the kind of process every company should aim to create
through a deep understanding of itself and of its clients. ®
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ince 1987, we have successfully combined
the flexibility of a family-run business with
the operational strength of a multinational.

When the Mozzanica brothers founded our com-
pany in 1987 as a small, hands-on business spe-
cializing in the sale and maintenance of fire
extinguishers, they could hardly have imagined
that almost forty years later we would close out
the year with over 20,000 hours of work on board
cruise ships, 6,000 more maintenance reports than
the previous year and an established presence
across two continents.

And yet, the results achieved in 2025 show that the
original vision to stand out in a high-risk sector
through expertise and professionalism has not
only been preserved, but strengthened over time.

Our early years: from a small, hands-
on operation to steady growth

Our story is one of continuous, measured evolu-
tion.

Thanks to the constant commitment and profes-
sionalism of our founders, those first years were
marked by rapid growth, driven by fruitful partner-
ships with both small companies in the sector and
multinational players such as Wormald Italiana,
Incom Brandschutz and CEA Estintori.

These collaborations allowed us to quickly stren-
gthen our position in the market. A hands-on ap-
proach combined with the adoption of rigorous
quality standards and a structured way of mana-

ging operations became our hallmark, enabling us
to handle some of the most innovative fire protec-
tion systems of the time and earn the trust of a hi-
ghly demanding client base.

Consolidation: UMAN and industry
recognition

In the years that followed, our entry into UMAN, the
Confindustria association representing manufac-
turers of fire protection equipment, was a natural
consequence of our growth. The CEO Natale Moz-
zanica’s appointment as president for two conse-
cutive terms, followed by a third as past president,
represented industry recognition of a career dedi-
cated to fire protection.

Expansion: from land-based systems
to marine and Oil & Gas

Mozzanica's active role in industry associations
and its engagement with senior leadership of the
Italian Fire Brigade and the relevant fire safety mi-
nistries has been made possible by the develop-
ment of a strong management team that works
alongside the ownership in strategic decision-ma-
king. This same team has enabled us to achieve
our current industrial scale in land-based fire pro-
tection and to expand rapidly into the marine and
Oil & Gas fire protection markets.

Where we are today

Today we operate from two main locations in Italy:



our headquarters, covering more than
3,200 square meters, and a second site
near Milan in Abbiategrasso, alongside
our operational hub in Porto Sant’Elpidio
in the Marche region.

In the United States, two locations have
been established and are continuing to
grow: a commercial office and a techni-
cal/operational hub in West Palm Beach,
Florida, supported by a global network of
strategic partners in Los Angeles, Dubai,
Singapore and Sydney.

This allows us to guarantee 24/7 cove-
rage. Yet behind this international struc-
ture, we have retained the same
family-led way of working that has defi-
ned us from the start: fast decision-ma-
king, streamlined processes and
personal relationships with every client.

The marine sector: excellent
results in 2025

2025 closed with figures that confirm our
solidity across all areas of the business.
In the marine sector, where over the years
we have obtained the RINA, ABS, DNV-GL
and Lloyd’s Register certifications requi-
red to operate internationally, we delive-
red excellent results, completing 135
service interventions and logging more
than 20,000 hours of work on board.
These figures position us as a reliable
partner for major cruise companies and
confirm our ability to operate effectively
in complex, highly regulated environ-
ments.

Service activity: 6,000
additional maintenance
reports

In our service activities for fire protection
systems, we processed 6,000 more
maintenance reports than in 2024, while
our field technicians generated 11,000 re-
quests for quotations.

New clients in strategic
sectors

A 20% increase in service orders compa-
red to 2024 confirms that our relation-
ships with existing customers continue
to grow stronger. We delivered new fire
protection systems for some of the
major companies in the logistics and
chemical-pharmaceutical sectors, confir-
ming our ability to attract high-profile

clients in demanding markets.

Efficiency: 3% lower costs,
same level of quality

One of the most significant results of
2025 relates to the optimization of our in-
ternal processes. We managed to reduce
costs by 3% compared to 2024 while
maintaining the same service offering,
thanks to a reorganization of our ware-
house that led to a 20% improvement in
operational efficiency. This balance bet-
ween cost control and quality reflects the
methodical approach that has always
guided our work.

Certified quality: ISO 9001
confirmed

We renewed our ISO 9001 certification
with no non-conformities identified du-
ring the audits, while 95% of our suppliers
were rated as good or satisfactory in
terms of quality. These figures point to a
well-established quality system and long-
standing relationships across our supply
chain, a distinctive feature rooted in our
belief in long-term partnerships.

Our commitment to
sustainability: 100 kW of
photovoltaic power

The activation of a 100 kW photovoltaic
system represents a further step in our
journey towards environmental sustaina-
bility, consistent with the attention we
have always paid to environmental is-
sues. From our use of clean extingui-
shing agents such as Inergen, an
environmentally friendly gas with a very
low CO, concentration, to the responsible
management of maintenance activities
involving ozone-depleting F-gas systems,
sustainability is an integral part of how
we operate.

The team: 14 new hires and
training

In 2025, our team grew with the addition
of 14 new members, while we also imple-
mented improvements to our human re-
sources management software.

The most significant investment, howe-
ver, has been the collaboration we laun-
ched with leading secondary schools in
northern Italy, a project that bridges edu-
cation and the world of work and allows

us to develop specific fire prevention
skills early in students’ training.

The generational transition

Under the experienced leadership of Na-
tale Mozzanica, now joined by his chil-
dren Jordan and Stacey as part of an
ongoing generational transition, we have
continued to uphold our founding values
of technical excellence, innovation, tran-
sparency and loyalty to our stakeholders,
while adapting them to the challenges of
an ever-changing market.

As our company philosophy states, “The
deep sense of belonging shared by our
people and the contribution of each indi-
vidual fuel the company’s ability to meet
the demands of increasingly complex
markets, while enhancing the Italian va-
lues of excellence, creativity and innova-
tion.”

Digital presence: nearly 3,000
followers on Linkedin

Over the course of 2025, our LinkedIn
company page gained nearly 3,000 new
followers, contributing directly to the ac-
quisition of new customers. Our marke-
ting activities generated tangible orders,
demonstrating how even a B2B company
operating in complex technical sectors
can benefit from effective digital commu-
nication.

Financial consolidation at
Mozzanica

On the international front, Mozzanica
consolidated its relationships with lea-
ding international banks, optimizing bud-
gets to support our strategic objectives
and helping to close significant commer-
cial agreements.

Mozzanica's competitive
advantage: a family-led
multinational

What sets us apart? Our ability to com-
bine the operational structure and exper-
tise of a large organization with the
decision-making agility typical of a fa-
mily-run business. When a client in the
marine sector needs urgent intervention
on a vessel in a shipyard, there is no need
to navigate lengthy bureaucratic proces-

(Continue on page 11)
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Log
a growth driver:
the evolution
of Mozzanica

istics as

he evolution of a company does not hap-
N pen at a specific moment, but is built over

time through choices, adaptations and a
clear method. Giuseppe Robustelli has been with
Mozzanica for nearly ten years and has witnessed
a gradual transformation firsthand that has made
the company more structured and more self-aware.

“This period has allowed me to observe and take
part in many important changes.”

The most delicate phase was during the pande-
mic, which required a thorough review of proces-
ses. The priority was to ensure continuity and
safety, leading to a comprehensive rethink of pro-
cedures, internal com-

L anzzhn

blished: adaptability, investment in people and a
consistent commitment to innovation. Robustelli
makes this clear: “To me, these are not theoretical
concepts, but concrete facts.”

Adaptability meant reorganizing internal proces-
ses, redefining operational priorities and strengthe-
ning integration between departments. Innovation
translated into standardized procedures and con-
tinuous training. This approach has made the com-
pany faster in its decision-making, more efficient
in managing activities and better prepared to han-
dle unexpected situations.

Speed, quality and sustainability

munication and
operational structures.
“It was a time of intense
stress for everyone, but
also an opportunity to
see the company re-
spond with a strong

The introduction of digital tools and
more structured procedures has
made material management more
precise, fully traceable and better
integrated with other departments.

In recent years, the pace
of the market has acce-
lerated, often shaped by
what many call an
“Amazon culture,” where
speed and immediate
efficiency take center

sense of responsibility.”
From that point on, the
company further strengthened its organizational
maturity, with more coordinated collaboration bet-
ween departments and a warehouse that is now
significantly more structured than in the past.

The pillars of company stability

Growth did not happen by chance. Over time, three
fundamental elements have become firmly esta-

stage. While this has
sharpened the focus on
punctuality and service, it has also raised expecta-
tions.

“Today the focus is not only on speed, but also on
quality of the work, safety and employee wel-
Ibeing.” The real challenge, therefore, is not to run
faster than others, but to strike the right balance
between efficiency and human value, ensuring pro-
cesses that are sustainable over time.



Young people and
professional growth

Mozzanica shows a genuine openness
toward young people, going beyond sim-
ple recruitment to invest in training and
mentorship. Within the logistics depar-
tment, there are real opportunities for
those who demonstrate motivation and
a willingness to learn. “Those who join
find an environment where they can de-
velop practical skills and gradually take
on greater responsibilities.”

A meaningful example is the experience
with a vocational school student, who

(Follow from page 9)

ses: they can speak directly with the peo-
ple making the decisions. When a com-
plex system requires a customized
technical solution, our design team can
work directly with production and ser-
vice.

This agility in decision-making, combined
with consolidated multidisciplinary ex-
pertise, allows us to compete with much
bigger organizations while maintaining
the close relationships with clients that
large structures often struggle to guaran-
tee. It is a delicate balance, one that re-

has been supported throughout the pro-
cess, including ongoing dialogue with the
school. “He will present maintenance as
the topic of his final exam, which means
that what he is learning with us plays a
concrete role in his education.” It is a
model of collaboration that strengthens
the link between business and education.

Digitalization and vertical
warehouse

Logistics is now one of the areas where
transformation is most visible. The intro-
duction of digital tools and more structu-
red procedures has made material
management more precise, fully tracea-
ble and better integrated with other de-
partments. “We have introduced digital
tools that make operations more coordi-
nated.”

The next step will be the installation of a
vertical warehouse system, a significant
investment that will optimize space,
speed up processes and support revenue
growth. The goal is not to chase extreme
automation models, but to move forward
consistently toward greater innovation
and efficiency.

Method, communication and
responsibility

To ensure logistics runs smoothly, three
fundamental dimensions come into play:
organization, communication and re-
sponsibility. “In logistics, nothing can be
left to chance.” The coordinator must
plan, manage priorities and anticipate po-
tential issues, while the team must share
information and work with a strong

quires a strong, shared company culture
- the same culture that the Mozzanica
brothers built over the years and is now
being passed on to the second genera-
tion.

A look ahead to 2026

With new maintenance service contracts
already signed for 2026, thanks to the
trust built with our existing customers,
we look ahead with the same determina-
tion that has guided us since 1987.

International expansion, the digitalization
of system management through paten-

sense of responsibility.

“Logistics works well when everyone
knows what to do and takes responsibi-
lity for doing it.” It is this combination of
method and collaboration that builds a
solid department, one capable of conti-
nuous improvement.

Semester goals

For the first half of the year, the objective
is clear: to further structure, digitalize and
strengthen the internal organization. The
launch of the new vertical warehouse sy-
stem is the top operational priority, alon-
gside enhanced flow traceability and
staff training.

“These are concrete goals that, once
achieved, will allow us to support the
company’s growth even more effectively.”

Growth that is never improvised, but built
step by step with a clear method. @

ted solutions, and the development of
cutting-edge fire protection technologies
represent the key areas in which we con-
tinue to invest significant resources.

As our company philosophy puts it:
“Those who live their present fully and
draw value from their past will be able to
chart the right course for their future.”

The results achieved in 2025 confirm that
we are on the right path, combining the
solidity of nearly forty years of expe-
rience with the enthusiasm of a company
that still has much to build. @
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hen we talk about the “right work envi-
ronment,” our minds immediately go
to modern spaces, cutting-edge te-

chnology and inclusive policies. But the true quality
of a workplace is defined on a much more subtle
level: people management.

And that's where leadership comes into play.

Ask a young professional what their dream wor-
kplace looks like and, most likely, the answer will
include one of Google’s offices.

Recreation rooms, open and colorful spaces, te-
chnology everywhere, advanced employee bene-
fits and a corporate culture built around employee
well-being. In today’s

If we are honest, the answer is no. And the reason
is simpler than it might seem.

The human side that deserves
attention

One aspect is often treated as secondary in di-
scussions about the ideal work environment: peo-
ple management. Not human resources as an
abstract category, but people in all their comple-
xity, with their strengths, vulnerabilities, construc-
tive behaviors and problematic ones, as well as
relational dynamics.

You can design an office worthy of a major maga-
zine cover, equip it with

collective imagination,
the idea of the “right
work environment” has
almost become synony-
mous with physical and
practical comfort: ergo-
nomic  workstations,

comfort...

In today’s collective imagination, the
idea of the “right work environment”
has almost become synonymous
with physical and practical

every technology under
the sun and certify it ac-
cording to the highest
environmental sustai-
nability and social inclu-
sion standards.

But if the human factor

guaranteed connecti-

vity, relaxation areas, balanced cafeteria menus
and structured inclusion and sustainability pro-
grams.

There is nothing inherently wrong with any of this.
Investing in the physical and technological well-
being of employees is both smart and respectful.
The real question every entrepreneur, executive
and team leader should ask is whether it is truly
enough.

Does “quality in the workplace” end with the qua-
lity of the spaces and tools provided?

is not truly valued wi-
thin those walls, that environment, no matter how
beautiful and comfortable, will inevitably become
an inadequate workplace. Latent tensions, unre-
solved conflicts and absent or toxic leadership are
all it takes to turn even the most carefully desi-
gned space into a place where people no longer
want to be.

The quality of a workplace, therefore, is not mea-
sured in square footage or technological features.
It is built first and foremost on relationships, com-
munication and direction.



Vision comes before the
workplace: the role of owners,
executives and managers

As we have explored in previous issues
of FireMag, everything starts at the top.
Before even discussing the work environ-
ment, we must talk about strategic direc-
tion: the course that the business owner,
together with executives and managers,
intends to set for the organization.

What is the company’s mission? How
does it intend to pursue it? Through which
workflows? With which human resources,
and how should they be coordinated?

These questions are never purely organi-
zational. They are, first and foremost,
questions about people. Because human
resources are not interchangeable gears:
they are individuals with talents to nur-
ture, behaviors to guide, potential to de-
velop and team dynamics that must be
built over time.

A sense of belonging, collective motiva-
tion and mutual trust do not arise spon-
taneously. They are the result of
conscious, continuous and intentional
management.

And this is where the figure of the leader
becomes the true cornerstone of the en-
tire system.

Gordon Gekko vs. Captain
Aubrey: a comparison of two
leadership models

Cinema often portrays with remarkable
clarity what organizational theory descri-
bes in more abstract terms. Two films in
particular offer a powerful contrast in
what it means to lead within a work envi-
ronment.

The first is Wall Street, directed by Oliver
Stone.

Its protagonist, Gordon Gekko, master-
fully portrayed by Michael Douglas, does
not simply embody the financial greed
that made the film famous. He repre-

sents something deeper and more dan-
gerous: relational greed.

For Gekko, the people around him are not
colleagues or collaborators: they are re-
sources to be used as long as they serve
a purpose, and discarded when they do
not. For him, loyalty is negotiable, and
trust is a vulnerability to exploit.

The result? A toxic environment where
people’'s motivation is fueled solely by
fear or opportunism. It may deliver short-
term results, but it ultimately collapses
when the glue of coercion weakens.

The second film is Master and Comman-
der, directed by Peter Weir. Captain Au-
brey, portrayed by a young Russell Crowe,
leads a diverse crew made up of men
with very different personalities, back-
grounds and skills.

He does not have comfortable offices or
corporate welfare programs. He has a
ship, a mission and the ability to lead. Yet
he succeeds in holding the team toge-
ther, guiding it toward a shared direction
and turning individual differences into
collective strength. He does so through
initiative, fairness and personal example.
It is his daily conduct, not merely his au-
thority, that builds team culture.

And despite storms, hardship and mo-
ments of crisis, the crew remains cohe-
sive and effective.

The difference between the two does not
lie in the resources available. It lies in the
type of leadership exercised.

The true quality of the
workplace: leadership,
objectives and monitoring

If there is one clear conclusion that
emerges from this reflection, it is that
there can be no good work environment
without good leadership.

Without a clear vision, defined objectives
and consistent monitoring of team per-
formance, any workplace, no matter how
well designed from a physical or techno-
logical standpoint, remains an empty
container. It may seem like a pleasant
place to spend the day, but it will never
be a place where people grow, feel va-
lued and give their best.

True quality in the workplace is the result
of leadership that knows how to listen
and how to decide, how to motivate and

how to correct, how to manage differen-
ces and build a sense of team spirit that
becomes the norm, not the exception.

Mozzanicas approach: when
workplace quality is a concrete
responsibility

At Mozzanica, this is not a theoretical
principle. It is an operational practice em-
bedded in our daily work.

For our company, having a clear objective
is not optional: it is the starting point of
every activity in every single department.
We do not operate without direction and
we do not move by inertia: each area has
a precise course and every manager is re-
sponsible for understanding it, commu-
nicating it and pursuing it together with
their team.

Each leader is required to develop a
structured annual development plan that
addresses not only business results, but
also the management of the people they
are responsible for. Providing clear direc-
tion, motivating the team and closely mo-
nitoring performance are at the core of a
manager’s role.

On one point in particular, Mozzanica's
position is firm and non-negotiable: bul-
lying, harassment and manipulative be-
havior are not tolerated.

No level of professional performance ju-
stifies relational toxicity. Anyone who da-
mages the work environment through
harmful conduct is addressed directly
and, if necessary, removed.

A single toxic individual can compromise
the work and well-being of an entire
team. That is not acceptable.

For us, creating quality in the workplace
means conveying positive messages, or-
ganizing people strategically, consisten-
tly evaluating team performance and
intervening promptly when something is
not working.

It means being present as leaders, not
merely as organizational figures.

This is how, alongside continued inve-
stment in innovation and technology,
Mozzanica builds a truly high-quality work
environment: a place where people know
where they are headed, feel guided with
respect and are given the right conditions
to perform at their best every day. @
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journey

Jordan Mozzanica's series
exploring the courage

here is a specific moment when you stop
I being “the child of” and start becoming an
entrepreneur. It does not happen with a si-
gnature before a notary, nor with a change in title
on the Board of Directors. It happens when you
realize that from that day forward, the weight of
every decision rests on your shoulders too.
This awareness gave rise to Jordan Mozzanica'’s
series, “From Children to Entrepreneurs”: a space
for dialogue among second and third generation
business leaders, where apprenticeship, doubt,
conflict, loss, growth and vision are discussed
openly and without filters.
In this interview, third gene-
ration cousins Giacomo and
Francesco Chevallard of
SAPIN Spa, a leading manu-
facturer of fire hoses, share
their journey inside the family business. Two diffe-
rent stories, one common thread: starting at the
bottom to earn their place.

The beginning

Giacomo joined the company in 2009, at the height
of the financial crisis. Despite his degree in econo-
mics, he was not placed in an office role but in pro-
duction. It was a true hands-on apprenticeship:
cutting hoses, warehouse work and logistics.

“We wanted to start in production to gain every
skill. To truly understand the company.”

This was not a minor detail. It was a cultural choice.
Starting at the top means never fully understanding
the effort behind the work. And without effort, re-
spect does not follow.

After two years, however, dissatisfaction set in. Gia-
como felt he was not expressing his full potential.
He went to his father and said so. The response be-
came a lesson he still remembers vividly: his father
walked him over to a half-finished shelf.

“See? You haven't finished your work yet.”

At the time, it made him angry. Today he sees it as
a turning point: until you properly complete what
has been entrusted to you, you have no grounds to
complain. First you finish, then you grow.

Moving into administration, the role he had studied
for, was anything but romantic. “A shock.” Univer-
sity tells one story. Business reality tells another. In
2015, when the long-time accountant retired, his
first real responsibility arrived. That is when real
growth began.

There were moments when he did not feel ready.
The comparison with his father and uncle was
overwhelming. “I still see them at unreachable le-
vels.” But the daily challenge was clear: never leave
problems unresolved.

Generational transition is not linear. His father’s
death was a shock, a forced acceleration. Yet over
time came signs of recognition: the company’s
50th anniversary celebration, decisions made toge-
ther with his cousin while looking toward the future.
Today Giacomo speaks about artificial intelligence,
new management systems and tools to identify
new opportunities. But above all, he speaks about
young people. And here a crucial theme emerges:
they need guidance.

“They need to feel the connection between the phy-
sical work they do and the greater good. If they
don't see the purpose, they struggle.”

From a broom to the Board of
Directors

Francesco started even earlier. Officially in 2004,
unofficially at age 14. His first weeks were spent
cleaning the plant, broom in hand.

“It was a healthy path. You had to go through the
entire apprenticeship.”

He did not want to be “the one who came in from
the top.” That credibility, built over time, became a



form of silent capital.

For him too, generational transition was
marked by significant events: his uncle’s
death, the company’s transformation from
an Srl to a Spa, his father’s retirement.
Each step brought greater responsibility.
But when does it really stop feeling like
your father’s company?

(Follow from page 3)

“It was gradual. At the beginning, their
presence was overwhelming. They let you
speak, but they did not always take your
ideas into consideration.”

Then comes trust. Projects entrusted to
him, decisions shared, room to make mi-
stakes. And that is where leadership be-
gins.

Francesco describes the shift with a stri-
king expression: an “Amazon mindset.”
Immediate responses, delivery tomorrow,
zero waiting. The world moves faster, and
the entrepreneur lives with constant
doubt.

“It is one of the few roles where you will
never be certain that the decision you are
making is the right one. You only find out
months or years later.”

That is why they are working on a five year
plan. Long term vision. A less hierarchical
structure. Greater involvement of collabo-
rators, not “employees.”

Engaging with younger generations is a
constant challenge. Francesco has a six-
teen year old son. For him, artificial intel-
ligence is not innovation, but the norm.
And that forces a complete rethink.

“The shift in pace is inevitable. You have

to be among the first to make it.”
Partnerships with schools, open days,
corporate welfare initiatives and training
programs. Today, attracting talent requi-
res more than job security. It requires qua-
lity of life and a sense of purpose.

The common thread:
integration, not conflict

In both of their stories, one principle cle-
arly emerges, a principle that Jordan
Mozzanica places at the heart of his se-
ries: new generations do not come to re-
place the previous ones. They come to
integrate them.

Conflict is natural. Doubt is structural.
Strain is inevitable. But generational tran-
sition is not replacement. It is an overlap
that, when managed well, strengthens
the company.

“From children to entrepreneurs” does
not tell perfect stories. It tells real stories.
With mistakes, loss, difficult choices and
slow victories.

Because becoming an entrepreneur is
not about inheriting a role. It is about ear-
ning it every single day. ®

person contributes and to build an environment where consoli-
dated experience and new energy can be integrated.

is essential to building a company that is solid today as well as

in the future.

Reorganization and continuity: the challenge of
the next two years

The central theme is generational transition. And when | use this
expression, | am not referring solely to ownership, although that
is part of the conversation, but to something broader and more
pervasive. Several key figures within the company are progres-
sively working side by side with younger colleagues who bring a
different mindset, different tools and, in many cases, a profoun-
dly different perspective on work compared to previous genera-
tions.

This transition brings extraordinary opportunities: the increasing
adoption of new technologies, from artificial intelligence to ad-
vanced management systems, is already beginning to improve
our internal processes in a tangible way. At the same time, it also
presents a challenge that should not be underestimated: bringing
together different mindsets, experiences and approaches to
work and professional relationships that do not always speak
the same language.

And this is where the circle closes with what we discuss else-
where in this issue of FireMag regarding quality in the workplace.
Because a well-managed generational transition goes far beyond
organizational charts or the transfer of technical skills. First and
foremost, it is about leadership and people management. It re-
quires the ability to coordinate differences, to value what each

To achieve the new objectives we have set, we will need to move
forward with increasing determination in a process of internal
reorganization. This is not about upending what works, because
a great deal at Mozzanica works very well, but about building
structures, processes and organizational habits that can guaran-
tee continuity over time.

We are already looking beyond 2026. We are working to build a
solid foundation that will hold for at least the next two years,
through a path made up of gradual adjustments, training, liste-
ning and at times courageous decisions.

It is a major challenge. Yet | feel confident, because | know that
we can rely on the same elements that have always distingui-
shed us and that allowed us to successfully close even a deman-
ding year like 2025. Working toward clear objectives.
Organization. Shared commitment and a sense of belonging.

This is our method. And methods that work are not abandoned,
they are refined.

Thank you to everyone who chooses to be part of this story every
day. | am convinced that the best is yet to come. ®
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Latest News - We have just completed Latest News - Mozzanica USA's 2026

another of our Engineered Fire Units. It agenda is already fully booked with marine

was a challenging project that required contracts: new dry docks and

dedication and precision. maintenance services are already
underway.

The Client 4 Students Project is underway

On 27 January 2026, at the Leonardo Da Vinci Higher Edu-
cation Institute in Carate Brianza, in the province of Lecco,
the first in a series of meetings was held between fourth-and
fifth-year students and some members of Mozzanica.

On that occasion, Mozzanica speakers presented the com-
pany and its job opportunities to the students, with the hope
that once they finish their studies, some of them will decide
to pursue a career with the Mozzanica team.

We are constantly looking for ambitious Do you also want to be part of our team?

careers at new talent with passion, commitment Send us your CV.

o and ingenuity, to whom we want to offer
Mozzanlca extensive professional opportunities in an
inclusive working environment with high
safety standards and customised

development paths.

View all open positions
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