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very stone in Rome is a lesson in engineering, every ancient wall a challenge for the 
future. In this thousand-year-old city, the dialogue with the past is uninterrupted, almost 
physical: it accompanies us in our daily gestures, questions the meaning of our actions, 
inspires us. It is precisely from this dialogue that the book in-genium was born, a pho-
tographic and conceptual project promoted by MAIRE and its Foundation, in collabo-
ration with the Parco archeologico del Colosseo. A journey through images and ideas, 
discovering a deep connection between the technical knowledge of the ancients and 
the sustainable innovation that guides our Group today.

With in-genium, we wanted to show how the legacy of human ingenuity – which 
made it possible to build aqueducts, ports, roads, and cities that have stood for thou-
sands of years – continues to live on in the principles that guide our industrial vision. 
Technology, art, philosophy, and archaeology are interwoven in a work that is not only 
aesthetic contemplation, but also collective re!ection. Because every technology, even 
the most advanced, always stems from a simple idea: to improve human life and create 
lasting value.

Within the pages of this new issue of EVOLVE, you will "nd some of the images ta-
ken from in-genium. They are profound glimpses into the past, but with an eye toward 
the future. We wanted to involve young talents from Italian Academies of Fine Arts to 
take on this visual and cultural challenge, asking them to represent the engineering of 
yesterday, today, and tomorrow. It is a concrete sign of our desire to build generational 
and cultural bridges, to cultivate a new technical imagination capable of combining 
beauty with functionality, sustainability with social impact.

As President of MAIRE, I "rmly believe that industry must be able to educate, inspire, 
and in!uence. This is precisely why in this issue of EVOLVE we have chosen to feature a 
project that has its roots in history but looks far ahead. Because the future is built on the 
living memory of the past. And ingenuity – the authentic kind, the kind that transforms 
the world – is timeless.

In our way of thinking and operating, innovation is not a goal to be achieved: it is a 
method, a mindset, a daily habit. At MAIRE, every project, every decision, every team 
is called upon to contribute to a continuous evolutionary process that runs through all 
levels of the organization, from technological research to human capital management. 
The motto around which this issue is focused is #Inspire Innovation: innovation is in 
everything we do. » This is not a slogan, but a shared commitment that is deeply rooted 
in our culture and in our way of doing business.

Innovating means more than inventing. It means creating real, measurable value that 
is useful to those who will use a technology, a system, or a solution. And to do this, we 
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tives. On the contrary, it is a collective and cross-cutting process that also comes from 
freedom to engage in critical thinking and from a diversity of points of view. The most 
disruptive insights do not always come from where we expect them to. And it is often 
exactly this intermingling – between generations, skills, and cultures – that generates 
real change.

At this moment in history, when our industry is rede"ning its role in response to the 
challenges of the energy transition, it is essential for a technology company like ours to 
have a "home for innovation." With this in mind, we have created the Green Innovation 
District in Rome, our new hub of excellence that will host laboratories, industrial rese-
arch activities, advanced experiments, and pilot plants. It is here that we will develop 
technological solutions, validating their industrial scalability and competitive value with 
the aim of bringing them to market quickly.

But innovation is not limited to the technical sphere. It also concerns the way we 
approach markets, analyze customer needs, and structure our offerings. Every new 
technology must be born with a clear idea of its strategic positioning, the value it 
can generate, and the change it can bring about. At MAIRE, technological thinking is 
always accompanied by an economic and social vision capable of guiding speci"c, 
long-term choices.

This vision would not be possible without people. Without the courage of those who 
accept risk, who know how to deal with uncertainty, who question the status quo. It 
is not age that de"nes who can innovate, but the spirit with which we measure our-
selves against reality. This is the attitude we seek, cultivate, and value throughout our 
ecosystem today. Because only with an open, critical, and curious gaze, can we truly 

build an industrial future that meets the 
challenges of our time. It is with this in 
mind that we are committed to the chal-
lenge of building a new ITS Foundation, 
which we are launching with the idea of 
training young people for the new pro-
fessions of the energy transition.

During the recent Capital Markets 
Day, I wanted to share not only results 
and projections with our stakeholders, 
but above all a vision. "Frame Forward," 
the title chosen for the event, was an 
invitation to frame the future, to de"ne 
it through the concrete actions we are 
taking today. Innovation, in fact, also me-
ans knowing how to change what works, 
having the courage to continuously evol-
ve even in the midst of success. That is 
why our Capital Markets Day is renewed 
every year, taking on a different form, 
becoming an eagerly awaited event 
by all, rich in content and new ideas. I 
showed tangible examples – from the 
hydrogen-powered bicycle to our plasti-
cs upcycling plant and the NX FHYVETM 
electrolyzer – to explain how technology 
can be translated into accessible, affor-
dable, scalable solutions capable of ge-
nerating real impact in everyday life.

Today, MAIRE is a unique player in 
the international arena: we combine 
the operational experience of TECNI-
MONT with the sustainable technology 
of NEXTCHEM. This integration allows 
us to offer complete solutions for the 
energy transition, adaptable to different 
geographical and geopolitical contex-
ts. The numbers speak for themselves: 
by 2029, we expect to reduce direct 
emissions by 37%, achieving carbon 
neutrality. And thanks to our technolo-
gies, around 700,000 tons of CO% have 
already been prevented. But in addition 
to our environmental goals, we want 
to help reignite great industrial ambi-
tions in Italy. We want to bring chemical 
excellence back to our country, build a 
competitive technological ecosystem, 
and train young professionals capable 
of driving change.

This is our challenge, but also our re-
sponsibility: to combine ingenuity and 
vision to leave a lasting mark. Because 
only those who can imagine the future 
can have the courage to build it.

Fabrizio Di Amato
Founder and Chairman of the MAIRE 
group
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From one who rejects specialization to another who faces the 
fear of change to a third who puts the human experience at 
the center: three complementary visions for dealing with a 

changing world. Here are some future lessons learned from 
the thinking of David Epstein, Calestous Juma and Tim Brown.

n an age that pushes us to choose early, run fast, and "nd de"nitive answers, it may 
seem like a paradox to stop and re!ect on how we actually learn, innovate, and 
change. Yet it is in this space of re!ection that the most authentic transformations 
are born.

In this issue of EVOLVE devoted to Inspire Innovation, we have selected three 
books that challenge time and convention, proposing new ways of seeing the fu-
ture. With Range: Why Generalists Triumph in a Specialized World, David Epstein 
reevaluates the "gure of the generalist as a valuable resource for dealing with a com-
plex and unpredictable world. In Innovation and Its Enemies: Why People Resist New 
Technologies, Calestous Juma explores the deep-rooted causes – often socioeco-
nomic and cultural – that hinder the adoption of new technologies. And "nally, Tim 
Brown, with Change by Design: How Design Thinking Transforms Organizations and 
Inspires Innovation, shows how design thinking can become a widespread mindset 
for generating human, concrete, participatory solutions. Three different but deeply 
complementary perspectives. Three tools for rethinking not only what we do, but 
also how we think.

I

Epstein: the future belongs to generalists
For decades we were told that the secret to success was early specialization. That 

we needed to start young, focus on one thing, accumulate hours of deliberate practi-
ce, and climb to the top. But what if all this is not true& Or at least, not always& This 
is the question David Epstein, science journalist and former athlete, asks in his book 
Range. Why Generalists Triumph in a Specialized World, which hit #1 in The New York 
Times bestseller list and was nominated for the Financial Times Business Book of the 
Year award.

In a brilliant and rigorous style, Epstein challenges one of the most entrenched ide-
as of our time: that specialization is the only path to excellence. Through an impressive 
body of research and success stories, he instead shows that those who excel – in spor-
ts, science, the arts, technology – are often the generalists, those who have traversed 
diverse experiences, changed paths, embraced breadth before depth.

The epitome of this approach is Switzerland's Roger Federer, who skateboarded, 
played soccer and badminton as a boy before taking up tennis seriously. His opposite& 
U.S. golfer Tiger Woods, the precocious prodigy. Yet, according to Epstein, the Fede-
rer model is far more common – and successful – than people think.

The heart of Range's argument is that today's world, de"ned as "wicked" rewards 
not those who have specialized in a closed, repetitive system like a chess game, but 
those who can connect ideas, change contexts, and face the unknown with mental 
!exibility. In an age of accelerated change, it is not only necessary to be able to repeat 
what works: it is necessary to invent what does not yet exist. One should go around 
#having a lot of apps open in one's brain at the same time. »

A new "gure is emerging: the systems thinker, capable of building broad mental 
models by drawing on different "elds. Epstein "nds traces of this in Leonardo da Vinci, 
Charles Darwin, and Steve Jobs. People who, before arriving at their great discove-
ries, failed, explored, and abandoned well-trodden paths. And that is precisely why 
they were able to innovate.



PA
G

E 
6

EV
O

LV
E 

N°
12

ST
RA

TE
G

IE
S

Range is therefore a manifesto for those who do 
not identify with a single label. For those who love to 
experiment, change, make mistakes, and start over. It is 
a book that restores dignity and strength to the "hy-
brid pro"le" and invites us to cultivate breadth, not as 
inef"ciency, but as a valuable resource for facing the 
challenges of the present. 

As Bill Gates wrote about Range #if you're a genera-
list who has ever felt overshadowed by your specialist 
colleagues, this book is for you.»

Juma: why do we fear innovation?
Why do people resist change, even when change 

could improve their lives& This is the key question po-
sed by Calestous Juma, Kenyan scientist, Harvard pro-
fessor, and one of the world's leading experts on te-
chnological innovation and science policy, in his book 
Innovation and Its Enemies.

Juma analyzes the history of nearly 600 years of 
technology and draws a powerful and timely mes-
sage: resistance to progress is never just a matter of 
security or moral values. More often than not, it is a 
socio-economic and identity-based reaction. People, 
institutions, and industries tend to oppose what they 
perceive as a threat to their power, their earnings, or 
their culture. The real driver of fear is not novelty, but 
the loss of what is familiar.

In the book, Juma presents a series of emblematic 
cases: from coffee, feared by religious leaders for its 
"intoxicating" effect and its ability to create alternati-
ve social spaces to mosques, to margarine, opposed 
by the dairy lobby. From agricultural tractors, opposed 
by horse breeders, to GMOs, developed to reduce 
pesticide use but obstructed by a cross-party front of 
governments, activists, and public opinion. In all these 
examples, the author shows how mistrust in institu-
tions and feelings of exclusion are the main drivers of 
resistance.

According to Juma, many technologies are rejected 
not because they are useless or dangerous, but becau-
se they alter the existing balance. In a world where 
the bene"ts of innovation seem to be concentrated 
among a few, while the risks are more widely distribu-
ted, it is natural for social divisions to arise. It is preci-
sely this tension between innovation and stability that 
represents one of the most delicate challenges for 
contemporary public policy.

The author therefore calls for a new paradigm of 
innovation governance: one that is more transparent, 
inclusive, and participatory. It is not enough to commu-
nicate new technologies better: we need to actively 
involve those who will bene"t from them and, above 
all, those who fear they will suffer a loss. Farmers, for 
example, must be heard in debates on GMOs while ci-
tizens must be involved in decisions on arti"cial intelli-
gence and renewable energy.

The stakes are high, Juma explains: #In an increa-
singly complex and uncertain world, the risks of doing 

nothing may outweigh the risks of innovating.» That is why it is essen-
tial that scientists, entrepreneurs, and policymakers work together to 
facilitate the adoption of useful innovations and counter the inequali-
ties that fuel fear.

Innovation and Its Enemies is a profound and accessible essay that 
combines history, sociology, and politics into a single grand narrati-
ve about humanity and its relationship with change. A must-read for 
anyone who believes that innovation must be not only technological, 
but also social and cultural. Because innovation, if it is not shared, risks 
becoming just another form of exclusion.
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Brown: design thinking as 
a strategy to change the world

#There is nothing more frustrating than coming up 
with the right answer to the wrong question.» When 
we think of innovation, we often imagine ingenious 
ideas that spring from extraordinary minds in a !ash of 
inspiration. But the reality is quite different: innovation 
is a process. And in this process, design thinking plays 
an increasingly decisive role. This is explained by Tim 
Brown, CEO of IDEO, one of the most in!uential com-
panies in the "eld of design and innovation, in his book 
Change by Design.

According to Brown, design thinking is not reser-
ved for professional designers. It is a method, indeed 
a mindset, that can be adopted by managers, entre-
preneurs, educators, and leaders in every "eld. It is a 
human-centered approach to problem solving that 
starts by listening to people and their needs, integrates 
creativity with analysis, and arrives at new, feasible, and 
sustainable solutions.

The book is full of real-life examples drawn from IDE-
O's own experience. In one case, a team redesigned 
the shift change of nurses in an American hospital: not 
by starting with an Excel spreadsheet, but by obser-
ving reality through the eyes of the patient. In another, 
a bicycle component manufacturer discovered a new 
market segment – occasional adult cyclists – simply by 
rethinking the emotional experience of riding a bike. In 
both cases, innovation did not come from technology, 
but from empathy.

Brown strongly emphasizes the importance of pro-
totyping: build, test, fail, repeat. It's not just about de-
signing objects but about putting ideas to the tests in 
real life, including through simulations, role-playing, and 
modelling. It's a way to learn quickly, make corrections 
along the way, and arrive at effective solutions more 
quickly. Brown writes: "Fail early to succeed sooner"!

But there's more. Design thinking is also an orga-
nizational culture that rewards collaboration, curio-
sity, and freedom to experiment. In one emblematic 
passage, Brown recounts how a young engineer at 
Hewlett-Packard disobeyed a direct order from top 
management to develop a new type of screen. That re-
bellious act led to the invention of the "rst large-screen 
monitor, ushering in a new era for computing.

One of the most powerful concepts in the book 
is that value today is shifting from the product to the 
experience. People don't just want to buy something, 
they want to participate, to be involved, and to identify 
with the service or brand. The task of design, then, is 
not just to create beautiful objects, but to orchestrate 
meaningful experiences.

Change by Design is more than a manual: it is a mani-
festo for democratic, participatory, and accessible inno-
vation. Brown does not want everyone to become desi-
gners, but he does want everyone to start thinking like a 
designer. Because in a complex and ever-changing world, 
the most valuable skill you can have, is not having all the 
answers, but knowing how to ask the right questions.
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EXCERPTS 
OF THE FUTURE

The risks of doing nothing may outweigh 
the risks of innovating.

[Calestous Juma]

The methods used to "ght coffee in the Middle East 'in the 16th century) are very similar to the methods 
used to "ght GMOs in the modern day.

[Calestous Juma]

Much of the concern is driven by perceptions of loss, not necessarily 
by concrete evidence of loss.

[Calestous Juma]

Technological tensions are often heightened by perceptions that 
the bene"ts of new technologies will accrue only to small sections 
of society while the risks will be more widely distributed.

[Calestous Juma]

In a wicked world, relying upon 
experience from a single domain is not 
only limiting, it can be disastrous.

[David Epstein]

Fail early to succeed sooner.

[Tim Brown]

The job of the designer, to borrow a marvelous phrase from Peter Drucker, 
is #converting need into demand».

[Tim Brown]

Design thinking starts with divergence- the deliberate attempt to expand 
the range of options rather than narrow them.

[Tim Brown]
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Excerpts from:
• David Epstein, "Range: Why Generalists Triumph in a Specialized World", Riverhead Books
• Calestous Juma, "Innovation and Its Enemies: Why People Resist New Technologies", Oxford University 
  Press USA
• Tim Brown, "Change by Design: How Design Thinking Transforms Organizations and Inspires Innovation",  
  HarperBusiness

The quickest way to "nd out who your enemies are is 
to try doing something new.

[Calestous Juma]

The more con"dent a learner is of their wrong answer, the better 
the information sticks when they subsequently learn the right answer.

[David Epstein]

It is dif"cult to accept that the best learning road is 
slow, and that doing poorly now is essential for better 
performance later.

[David Epstein]

Exploration is not just a whimsical luxury of education; 
it is a central bene"t.

[David Epstein]

We learn who we are in practice, not in theory.

[David Epstein]

There is nothing more frustrating than coming up 
with the right answer to the wrong question.

[Tim Brown]

If an idea becomes a piece of private property, it is likely to grow 
stale and brittle over time.

[Tim Brown]



n his latest book, "Al verde. Manifesto dei tempi moderni" 'Rubettino publisher), Ro-
berto Sommella – director of MilanoFinanza and its website milano"nanza.it, well-k-
nown economic editorialist and president of the non-pro"t association "La Nuova 
Europa" – paints a powerful and at times disturbing picture: humanity poised at a 
crossroads, between the arms race and the unregulated digital revolution, where 
even the most sustainable choices are at risk of turning into new inequalities.

Sommella, a long-time advocate for a culture of knowledge and solidarity in Eu-
rope 'he is the founder of the "School of Europe" in Ventotene), offers a veritable 
manifesto for the return to Homo Sapiens: a call for awareness, moderation, and 
critical thinking. These are also the central themes of this interview, where the focus 
of innovation is inexorably connected to the democratic, cultural, and social stability 
of our time.

Mr. Sommella, let's start with your book "Al verde", published last October. 
What prompted you to write it, and what signs led you to anticipate many of the 
issues that are now at the center of the debate?

When I started writing Al Verde, I felt that something profound was changing, not 
only on an economic level, but also on an anthropological level. Sustainability was 
becoming a pretext for introducing new inequalities, rather than a driver of justice: 
I felt as if I were facing the convergence of multiple crises. On the one hand, there 
was a digital revolution advancing at an unprecedented speed, often without rules. 
On the other, the race for environmental sustainability which, if not well managed, 
risks turning into new constraints for ordinary people, generating further inequality. 
The example I give in the book is clear: we have created a world in which it costs less 
to build a tank than to produce a car. This is a paradox that says a lot about where 
we have ended up... In this context, the reference to the Ventotene Manifesto was a 
natural one for me: today, it needs to be rewritten in a contemporary vein. We need 
a Europe that returns to being an ethical as well as an institutional guide.

According to Roberto Sommella, director 
of MilanoFinanza, innovation is not enough;
 we need a new vision for mankind: 
«Sustainability? It cannot become an pretext 
for introducing new inequalities. »

THE FUTURE 
IS NOT AN 
ALGORITHM
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Director of MF MilanoFinanza 

Roberto Sommella

In your book, you talk about "machines that produce wealth and 
inequality" and "men who generate wars." In this scenario, where 
does the role of innovation "t in?

I think that innovation, in itself, is neither good nor bad: it is simply 
a tool. The meaning we attribute to it depends entirely on the use 
we decide to make of it. What worries me, however, is the speed at 
which this innovation is developing today, a speed that far exceeds 
the capacity of regulatory and institutional systems to understand, 
absorb, and regulate it. We "nd ourselves in a situation where tech-
nology is evolving at lightning speed, while rules, bureaucracy, and 
even institutional culture remain anchored in analog, slow, and often 
ineffective models.

This widening gap creates a profound imbalance: not only does 
it disorient people, but it also threatens to fuel new forms of exclu-
sion and social uncertainty. I believe we need to create a new pact 
between innovation and regulation, a conscious balance that allows 
us to reap the bene"ts of technological progress without sacri"cing 
people's rights, dignity, and security. Institutions, laws, and even the 
education system must learn to move with greater agility, keeping 
pace with the transformations underway, but without losing sight of 
the need to protect the common good.

Innovation cannot become an end in itself, nor can it become a te-
chnocratic dimension that regulates itself without limits. We cannot 
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allow decisions to be made by algorithms alone. This is why I insist that, alongside 
the drive for technology, we must cultivate a human dimension: ethical, critical, and 
social. In a word, innovation must remain a human project, not just a digital one.

In this issue of EVOLVE – focused on the culture of innovation – we talk about 
in-genium a project by MAIRE and its Foundation that explores the profound conti-
nuity between the genius of the ancient Romans and the challenges of sustainable 
innovation. How important do you think it is to transfer this not only to products 
or processes, but also to the way we think and act, as individuals and as a society?

I believe it is absolutely critical. Innovation should be an opportunity to improve 
people's quality of life, simplify what is complex, and offer new solutions to old pro-
blems. But for this to truly happen, it cannot be con"ned to a technical or techno-
logical sphere. It must become an integral part of the way we think, work and live. 
This is where the real cultural challenge lies: to make innovation not just a question 
of products, but a widespread mindset that permeates every layer of society, from 
schools to the world of work and institutions.

If we do not incorporate an ethical dimension into innovation, we risk reducing 
it to an instrument of power or, worse, exclusion. I believe it is essential to build a 
shared culture of innovation that can hold progress and responsibility, development 
and inclusion together. We cannot think that machines alone can decide what is 
right, useful, or convenient.

Human beings need roots, meaning, and an environment where they can fully 
express their creativity and ingenuity: initiatives such as MAIRE's in-genium—which 
combine the knowledge of the past with the challenges of sustainability and con-
temporary innovation—are a virtuous example. To truly face the future, we need a 
new humanism of innovation. A different way of looking at progress, one that does 
not push man aside, but puts him back at the center.

Indeed, one of the risks is that innovation will depersonalize us, reducing us to 
"digital pro"les." How can we innovate without losing touch with what makes us 
human?

I believe the "rst step is to return to recognizing a simple but fundamental truth: 
ingenuity is not born in the cloud, but in human experience. Arti"cial intelligence, 
digital tools, and automated processes can help us in a thousand ways, but they can 
never replace what makes us truly human: the ability to think critically, to create, to 
feel empathy, to connect with others on a real level, not just a virtual one.

In recent years, especially during the pandemic, we have experienced a technolo-
gical acceleration that has led many to believe that everything can be done remotely, 

Arti"cial intelligence and automated processes can help us 
in a thousand ways, but they will never replace what makes 
us truly human: the ability to think critically, to create, to feel 
empathy, to connect with others on a real level, not just 
a virtual one.



"AL VERDE", 
A MANIFESTO 
FOR MODERN 
TIMES

In his latest book, Roberto Sommella talks about a new 
world under construction where cars will be a luxury item, 
where it will be more pro"table to manufacture weapons 
than vehicles, and where AI is expanding without any restri-
ctions on emissions.

Starting with the question #How can we save the planet, 
Europe, and ourselves from new digital inequalities& », "Al 
verde. Manifesto dei tempi moderni" 'Rubettino publisher) 
is an essay-manifesto in which the director of MilanoFinanza 
warns of the emergence of a new global order in which pro-
gress threatens to produce new forms of poverty, excluding 
the most vulnerable from the technological and ecological 
revolution.

In the book, the author highlights a paradox: laws desi-
gned to combat pollution—from electric cars to green ho-
mes—risk worsening the living conditions of millions of peo-
ple. With a lucid and provocative style, Sommella identi"es 
three key "gures of our time: Homo Digital, Homo Faber, and 
Homo Sapiens. According to the author, the latter has the 
most dif"cult task: to rediscover the road to awareness, cri-
tical thinking, and balance between technology, the environ-
ment, and social justice.

impersonally, connected but not really present. But it 
was also during that time that the limits of this vision 
became abundantly clear. I am referring in particular 
to the younger generation, the so-called "Covid ge-
neration": boys and girls who found themselves de-
prived of the social aspect of school, of human con-
tact with teachers and peers, and of the possibility to 
grow through direct interaction. We asked them to 
adapt to a digital world without really guiding them 
through that transition. And this has left wounds, in 
many cases deep ones.

Today, more than ever, we need to restore value 
to our actual presence, to work that is experienced in 
a physical, concrete, relational way. We cannot think 
that a connection is enough to create a sense of be-
longing, motivation, community. Companies have a 
fundamental responsibility: they must not merely 
pursue the latest technology available, but they must 
also create spaces for well-being and continuous trai-
ning, space for personal growth. Institutions must en-
sure that innovation is not just a race for ef"ciency, but 
a social, cultural, and inclusive project.

In this sense, I believe that a paradigm shift is ne-
eded: fewer rules and more knowledge. Less bure-
aucracy, more free thinking, universities, and debate. 
Because we may not have Silicon Valley, but we have 
what I call Freedom Valley: the valley of rights, critical 
thinking, and democracy. This is our true capital: that 
which comes from the body, from common space, 
from living together. True innovation also means pre-
serving this heritage.

In closing, which sectors are currently seeing the 
greatest investment in digital innovation?

Those most affected by digital innovation un-
doubtedly include arti"cial intelligence, robotics, 
biotechnology, and everything related to the energy 
transition. Finance is also undergoing a profound tran-
sformation, I would go so far to say a dematerializa-
tion: tools, languages, and even market logic are being 
rede"ned.

The problem, however, is that all this is happening 
at such an impressive speed that it runs the risk of lea-
ving the human aspect uncovered—and often behind. 
As I mentioned earlier: if these developments are not 
accompanied by an ethical vision, a public narrative 
capable of restoring meaning and responsibility to 
innovation, then they become soulless technical pro-
cesses. The future cannot be left in the hands of al-
gorithms, to a technocratic dimension that regulates 
itself without limits. It must be a choice, guided by 
awareness and the will to build a tomorrow in whi-
ch digital technology does not replace humans, but 
empowers, complements, and respects them. Along-
side the drive for technology, we must cultivate a hu-
man dimension: ethical, critical, and social. In a word: 
innovation must remain a human project, not just a 
digital one.
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From strategy to the adoption 
of emerging technologies: Chief 
Technology Innovation Of$cer 
Antonio Batistini shares how 
MAIRE transforms innovation 
into a collective process, focused 
on the future and the market. 

nnovation is in everything we do. We improve as we learn and engage 
others to maintain this mindset. » This motto – at the heart of the new 
issue of EVOLVE – is dedicated to the theme of innovation as a strategic 
and cultural driver within organizations. At MAIRE, innovation is not just 
a goal: it is a day-to-day approach, a way of being and acting that spans 
all levels of the company, from technological research and operational 
practices to the management of our human resources. 

To better understand how this vision translates into concrete, fu-
ture-oriented processes, we met with Antonio Batistini, the Group's 
Chief Technology Innovation Of"cer. At MAIRE, he is the soul of the 
Innovation Management Team, a broad and articulated structure 
that coordinates the Group's main levers of innovation: from the Gre-
en Innovation District, the future heart of research and development 
activities, to the management of the innovation portfolio, including 
intellectual property, open innovation partnerships and the entire te-
chnology development chain. Its task is to make innovation a systemic, 
continuous, and scalable process inspired by real market needs.

Let's start with a de"nition: what is innovation really, in your opi-
nion?

Indeed, innovation is often confused with invention. Innovation is 
not synonymous with invention, however. Innovation is the combina-
tion of three fundamental elements: an invention, the value it creates 
for the company, and the value it brings to the customer who chooses 
to use it. These three elements must coexist.

It's like a Venn diagram with three circles: innovation only occurs 
where the three areas overlap. And this applies not only to a product 
or technology, but also to a business model or customer experience. 
Improving the perception or use of a product at the end customer level 
can be an innovation: even better if it generates pro"table and sustai-
nable growth for the company.

Consequently, innovation is not merely a new invention, but the abi-
lity to create something that also has distinctive value for those who 
use it. If this element is missing, it remains an academic invention, an 
end in itself. Furthermore, innovation does not belong to any one per-
son in a company, not even the CTO. It is not a process dictated from 
above, nor is it the prerogative of an "enlightened" few. It is an inspira-
tional and collective process, where anyone can propose an idea or 
make a contribution.

How is the innovation process structured within MAIRE?

Clearly, for an idea to become a viable and marketable innovation, 
it is necessary for it to follow a structured path. At MAIRE, we work to 
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optimize this process using the "stage and gate" model, which involves stages of vali-
dation and progressive decision-making, from the de"nition of the idea 'Technology 
Readiness Level 1) to industrial implementation 'TRL9).

The culture that fosters an innovative ecosystem must be simple and focused. It 
is essential that innovation be supported from the top down, starting with top mana-
gement and extending all the way down to new young engineers. Above all, it must 
stimulate divergent thinking: we cannot afford to have everyone thinking the same 
way. Critical thinking and diversity of opinion are fundamental to true innovation. If 
everyone thinks the same way, no one will bring anything new to the table. 

Innovation requires imagination, but it also requires speed. We cannot afford end-
less processes: if it takes too long to bring an idea to market, the return on investment 
drops to zero. Therefore, you must also have a corporate culture that accepts risk. The 
most signi"cant innovation often comes from what seems "far removed" from what 
has always been done. This is where truly sustainable solutions are found.

How important is the market in steering decisions on innovation, and what perso-
nal characteristics does it take to truly innovate?

Innovation must always be driven by the market. It cannot be developed in a lab and 
then launched without listening to real needs. You have to start from dissatisfaction, 
unheard desires, and the limitations of current solutions. If you make something that 
nobody wants, that doesn't solve a problem or that doesn't bring real bene"ts, you're 
not innovating, you're just inventing something disconnected from reality. The more 
you are able to observe the limitations of current solutions objectively — that is, wi-
thout starting from the technological solution — the more you will be able to respond 
effectively to concrete processes or problems with innovative products and solutions.

An example& No one explicitly asked Steve Jobs to invent the iPhone. But he reco-
gnized the emerging need for greater mobility, accessibility to information, and instant 
communication. He brought existing technologies together in a new and cohesive 
way, creating the world's best-selling phone. This is innovation: it's not about inventing 
penicillin every hundred years but combining existing solutions more effectively to 
meet real needs.

Doing this requires people with a certain mindset. In fact, a culture of innovation 
requires rapid learning and non-linear thinking. You can't get stuck analyzing every last 
decimal point; you need the ability to combine elements that have never been combi-
ned before to generate truly innovative and disruptive solutions.

Those who innovate also need to be resilient. Innovation is a path full of obstacles, 
setbacks, and deviations from the ideal linear path. It is a continuous "roller coaster" 
ride made up of partial successes and moments of failure. It takes the ability to analyze 
these failures constructively, identify the critical issues, and start again with strength 
and clarity.

At the core, there is always the human being. Innovating means having the courage 
to question the status quo. If you accept everything as it is, innovation does not hap-
pen. You also have to be able to work under pressure and in uncertainty. As I often say, 
"When we innovate, we don't know what we don't know." We are faced with problems 
that we did not even know existed, either because they did not exist before or because 
no one had ever really analyzed them. Those who lead innovation projects must pos-
sess two skills: technical and commercial. It is necessary to thoroughly understand the 
distinctive element that creates value and to know how this value can be expressed 
sustainably in the market.

Is innovation a question of age or is it more about a certain mindset?

The idea that only young people are prone to innovation and that older people are 
more conservative is a misconception. It is not age that determines the ability to in-
novate, but rather mindset. It is a personal predisposition, a cognitive style, a natural 
curiosity that can be found in anyone, regardless of their age.

Those who really want to innovate must abandon expressions such as "it is impos-
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sible" or "we will never succeed." These phrases must 
be eliminated from the vocabulary of anyone involved 
in innovation. Apart from the idea of living forever, in 
principle everything else is possible. Maybe not today, 
maybe a hundred years from now, but every problem 
has a potential solution, perhaps yet to be discovered, 
perhaps to be achieved through a different innovation.

The real challenge lies in the ability to connect se-
emingly unconnected dots. Sometimes a solution de-
signed for one area—such as the medical "eld—"nds 
application in a completely different sector, such as the 
automotive industry. It is the versatility of concepts, pla-
tforms, and insights that generates innovation. And this 
type of vision is not tied to age, but to an open mindset 
capable of seeing things from unexpected perspecti-
ves.

On the contrary, those who work in an overly line-
ar or consequential manner run the risk of becoming 
stuck in what is already known. But innovation requires 
openness, a critical mind, lateral thinking, and the abi-
lity to accept risk. And these qualities can be found as 
easily in young people as they can in older ones: what 
really matters is attitude.

You make a distinction between strategic innova-
tion and incremental innovation: what is the differen-
ce between them and what value do they each have?
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Innovation requires openness, 
a critical mind, lateral thinking, 
and the ability to accept risk. 
And these qualities can be found 
as easily in young people as they 
can in older ones: what really 
matters is attitude. 
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innovation drives the achievement of business objectives through signi"cant investment in research 
and development. It is typical of companies that are ready to take high risks to generate new and 
disruptive solutions. Incremental innovation, on the other hand, builds on existing knowledge and te-
chnologies and aims to progressively improve products or services. It is low risk and low cost but 
can have a signi"cant impact over time through the accumulation of small changes. Both forms of 
innovation can coexist within an organization, at different times and in different contexts. There are 
no A-list engineers and B-list engineers. They are all professionals of equal value, simply with different 
mentalities and approaches.

I, for example, would not be able to devote myself to incremental innovation for long: I would get 
bored. But there are colleagues who "nd this kind of work motivating and satisfying, achieving con-
crete results in a short amount of time. Seeing the fruits of their labor quickly applied in the "eld, 
while keeping the company competitive, is a powerful driver for many people. It is important that our 
organization allows people to move from one area to another if they wish. There should be no rigid 
barriers. Everyone can "nd their place based on how much they want to put themselves out there and 
challenge themselves.

I would add that incremental innovation often comes from those who are most in touch with the 
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market. These are the professionals 
who, by closely observing customers 
and application contexts, are able to 
pick up on weak signals, valuable insi-
ghts, and needs that perhaps no one 
else has yet detected. And that can 
also be the starting point for a strategic 
idea. It's a continuous cycle. Those who 
work in strategic innovation often have 
less direct contact with the market. 
This is why synergy between the two 
worlds is essential. An open, cross-fun-
ctional structure is needed, where ope-
rational and creative skills can interact. 
This is how a truly innovative ecosystem 
is created.

How does this vision "t into MAIRE's 
organizational structure?

Those who deal with the market, 
customers, and different regional con-
texts on a daily basis have a privileged 
perspective. Differences in resources, 
geographical con"guration, and tech-
nological availability can generate origi-
nal thinking and help identify new ideas. 

MAIRE is a large multinational group 
that is evolving towards an increasingly 
matrix-based structure. Sister Com-
panies must continue to do business, 
manage pro"t & loss 'an accounting 
document summarizing a company's 
revenues, costs and pro"ts over a pe-
riod of time, ed.) and develop incre-
mental innovation, which is necessary 
to maintain competitiveness in existing 
markets. At the same time, a cross-fun-
ctional group is needed, working 
across the entire company, dedicated 
to strategic innovation.

This group must be !exible and ca-
pable of bringing together the skills and 
experience present in all business lines 
and across different regions, creating 
cross-functional and multidisciplinary 
teams. The de"nition, validation, and 
development of new ideas will have 
to go through this process — and will 
then be translated into new products 
— while marketing will be entrusted 
to the Business Units. In a culture of 
cross-functional communication, there 
is room for growth in the ability to work 
in cross-functional, cross-regional, and 
cross-business line teams: at MAIRE, 
this is already underway, and we are 
investing in it with determination. The 
goal is to establish a uniform innova-
tion process for the whole Group, with 
a dedicated and responsible team that 
fosters communication, cross-fertiliza-
tion, and shared responsibility between 
different functions.



In this scenario, what role will the new Green Innovation District play?

In this phase of cultural and operational transformation that we are leading, it is vital for a tech-
nology company like MAIRE to have a "home of innovation." That is why we are creating the Green 
Innovation District: it will be our advanced hub where research and analysis laboratories will be con-
solidated, with activities ranging from initial experimentation 'TRL1-TRL4) to the construction of pilot 
plants to demonstrate the scalability of technologies.

These systems will be instrumental in collecting valuable data - kinetic, modeling, durability, and 
cost-effectiveness - which will form the basis of our technology packages, known as technology e-bo-
oks, which will then be licensed or marketed. But innovation is not just about developing the tech-
nology: from the outset, it is essential to accompany this process with in-depth market analysis. We 
need to clearly de"ne our business assumptions and competitive positioning, as well as understand in 
which market segment our solution truly adds value.

It is not enough to say, "I have found a way to depolymerize PET." We need to understand: what 
market segment do I intend to target& What alternatives already exist& Where is my solution really 
distinctive& It is precisely at this stage that it becomes crucial to develop a robust business plan that 
goes beyond the income statement and includes a marketing strategy, positioning, the value genera-
ted for each player in the value chain, and how this value will be shared.

Only by integrating technological development and business strategy can we reduce the risk 
of developing a solution that, however brilliant, has no real application because it is outdated, too 
expensive, or poorly aligned with customer needs. To truly succeed, innovation must culminate in a 
complete package: the technology e-book and a business plan capable of measuring the return on 
investment in research and development.

What does Open Innovation really mean?

Today, we no longer live in a closed world: all regions of the world often work on the same techno-
logical challenges. Thinking that you can solve everything on your own, within your own organization, 
is unrealistic. You need the ability to look around, observe those who have already developed effective 
solutions, and activate collaborations by investing, acquiring, or building technical-commercial allian-
ces. This approach accelerates innovation and reduces internal risks and costs, which sometimes may 
not deliver the desired results.

However, what we commonly refer to as Open Innovation is actually a much broader concept. It is 
not simply about acquiring technology: that is a speci"c action, an accelerator. Open Innovation only 
really works when it is part of structured supply chains, where each player knows its role in the value 
chain. In this context, skills do not overlap but complement one another: everyone contributes to part 
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Rendering of the GID,
Green Innovation District, Roma



Innovation is in everything we do.
We improve as we learn, and we engage
others to keep that mindset.

Innovation is an essential part of MAIRE's 
approach: it is the pillar that must guide 
decisions, activities, and objectives, just as it 
guides the reality of the Group. It is a continually 
evolving aspect that must constantly progress 
and develop through experience and the 
acquisition of new knowledge. For this very 
reason, innovation also requires the active 
involvement of the people around us, in order 
to maintain and foster a culture based on the 
sharing of ideas aimed at progress.

INSPIRE
INNOVATION

of the process and bene"ts proportio-
nately, without con!ict.

If, on the other hand, the companies 
involved are competing for the same 
market segment—as is often the case 
in current projects— then a 'poker' cli-
mate, one of competition rather than 
collaboration, is created. People watch 
each other, but without revealing their 
cards, without anyone really contribu-
ting. In this case, it is no longer Open 
Innovation, but an opportunistic strate-
gy that betrays its original spirit.

Let's close with an extremely cur-
rent issue. Can arti"cial intelligence 
really help innovation? How is it being 
used at MAIRE today?

Arti"cial intelligence can be a va-
luable ally in accelerating certain 
stages of innovation, but it cannot 
replace them. For example, using ad-
vanced platforms such as PatSnap, we 
can perform highly complex patent 
analyses. By entering a question or 
topic, the system analyzes all existing 
patents in a matter of seconds and 
provides a clear overview: which areas 
are already covered, where there are 
gaps, and which needs remain unmet. 
It does not give you the solution, but it 
helps you identify the so-called "white 
space", or the margins where innova-
tion can take place.

The same applies to Lux Research, 
which we use for technology scouting. 
It is a very powerful platform, capable 
of cross-referencing data from star-
tups, research centers, and scienti"c 
publications. This allows us to quickly 
map who is working on speci"c topics 
or technologies and get an up-to-date 
picture of the scienti"c literature.

However, these technologies are 
no substitute for the human mind. AI 
is a tool, but it cannot generate the 
creative act of "connecting the un-
connected." Strategic innovation, 
in particular, is moving into unchar-
ted territory. Returning to the quote 
from earlier: "We don't know what 
we don't know." And if you don't know 
something, you can't ask arti"cial in-
telligence about it, because you don't 
even know what to look for. Arti"cial 
intelligence helps, it speeds things up, 
but it does not create. In the end, real 
innovation is still entirely in the hands 
of human intelligence. Perhaps one 
day we will come up with something 
different, but for now, the human mind 
remains irreplaceable.
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COPILOT, 
A JOURNEY 
WITH 
HUMANS 
IN THE LOOP

At MAIRE, arti!cial intelligence is not an end in it-
self, but an ally. It is part of a cultural and organizational 
journey centered on people, as demonstrated by the 
"Humans in the Loop" project. The title, inspired by the 
book of the same name by Franciscan priest Paolo Be-
nanti, is already a statement of intent: in an era driven 
by AI, human intelligence remains the true protagonist.

Born from the vision of CIO Michele Mariella, "Hu-
mans in the Loop" represents the heart of the digital 
transformation of MAIRE, a group with a presence in 
50 countries and more than 10,000 employees. The 
strength of the project lies in its participatory approach: 
more than 4,000 employees have been actively invol-
ved in rethinking processes, tools, and work habits. Not 
a top-down revolution, but a shared change based on 
trust and responsibility.

One of the most emblematic examples of this phi-
losophy is the adoption of Copilot, the digital assistant 
powered by arti!cial intelligence. MAIRE has created 
Engage, an internal community of Copilot users who 
have been asked not only to try out the tool, but also to 
contribute to the writing of a veritable "Digital Consti-
tution": ten guiding principles for the responsible use 
of AI.

In the initial phase, rigid metrics were avoided, lea-
ving room for observation and creativity. The results" 
They were concrete: up to 5 hours per week saved 
per employee on repetitive tasks and the emergen-
ce of a new mindset that goes beyond the concept of 
simple individual ef!ciency. Quality procedures were 
rewritten to incorporate Copilot prompts, involving all 
departments, from communications to the legal de-
partment.

This evolution has been made possible through a 
strategic partnership with Microsoft, which has pro-
vided not only technology but also ongoing support 
through experts, account managers, and trainers. 
Thanks to this approach, MAIRE has been able to 
expand the use of Copilot from 300 to 2,000 licenses, 
assigned through an internal call-to-action that gene-
rated a remarkable adoption rate.

Technology at the service 
of people



GREEN INNOVATION 
DISTRICT: THE HEART 
OF SUSTAINABLE 
INNOVATION

MAIRE's new epicenter of technological innovation, designed by NEXTCHEM as 
a center of excellence for the development of solutions supporting the energy tran-
sition, will be located in the Group's historic headquarters in Via di Vannina, Rome. 
The Green Innovation District 'GID) will embody an evolutionary vision where pe-
ople, technologies, and sustainability will intertwine to build the future of industry.

The project covers a total area of approximately 9,000 square meters, of which 
1,400 will be dedicated to laboratories and 2,700 to pilot plant areas, divided into 
three buildings currently undergoing renovation and construction, which will house 
up to 20 of the Group's pilot plants. These facilities will enable the testing of advan-
ced technologies for the production of hydrogen, bioplastics, sustainable fertilizers, 
alternative fuels, and innovative materials.

But the GID is not just a physical space: it is a collaborative platform involving over 
200 professionals at full capacity and promoting an ecosystem open to interaction 
with the academic and industrial worlds. Strategic partnerships with universities 
in Milan, Rome, and Salerno are already in place, which are collaborating on the 
development and testing of future technologies. This is a concrete example of how 
cross-fertilization between research and business can generate valuable innovation.

As President Fabrizio Di Amato stated: #This district will be the beating heart of 
our research and development activities. The pilot plants will not only demonstrate 
our technological capabilities but will also act as catalysts for the commercial sca-
lability of innovations. » This approach sees the GID as an experiential and learning 
center, where knowledge is translated into concrete solutions.

The district is part of a broader process of transformation initiated by MAIRE 
over ten years ago, based on the convergence of the circular economy, green che-
mistry, and digitalization. Today, this journey is being further strengthened by the 
introduction of arti"cial intelligence tools, which are being organically integrated 
with human work.

#In this phase of cultural and operational transformation that we are leading, it is 
essential for a technology company like MAIRE to have a "home of innovation". This 
is why we are creating the Green Innovation District, » explained Antonio Batistini in 
the interview featured in this issue of EVOLVE.

With this in mind, the GID is the perfect place for technology and talent to come 
together to build a new industrial culture.

The Green Innovation District is, therefore, much more than an R&D center: it is 
a symbol of MAIRE's commitment to a low-emission future based on experimen-
tation, training, and continuous improvement. A replicable green district model 
capable of generating value for society, the environment, and future generations.

Copilot Challenge: ideas 
that make a difference

Shortly after licenses are assigned, 
introductory training is provided to il-
lustrate the main features and explain 
how to customize the user experience. 
The training is led by an in-house team 
with extensive technological experien-
ce and in-depth knowledge of practical 
applications in the business environ-
ment, which are illustrated during the 
sessions. The adoption team provides 
regular support, identifying the most 
relevant use cases. The most effective 
prompts and applications are develo-
ped, tested, and then shared with the 
entire company.

To reinforce the collective value of 
this endeavor, the Copilot Challenge 
was created, a corporate challenge 
that invites MAIRE teams from around 
the world to present their most inno-
vative use cases.

The Copilot Challenge is an internal 
challenge launched at the end of 2024, 
designed to promote and reward the 
most creative uses of generative ar-
ti"cial intelligence within the MAIRE 
Group. The initiative aims to stimulate 
collaboration among people, fostering 
the creation of innovative solutions.

Team participation was a funda-
mental requirement, emphasizing 
how collaboration is a key enabler for 
developing use cases to be shared 
across departments. The challenge 
involved more than 130 people, orga-
nized into 38 teams, and generated 
more than 45 use cases. The propo-
sals were evaluated by the directors 
of the Group's main functions, based 
on criteria such as ease of imple-
mentation, impact generated, and 
the possibility of extending them to 
other departments. The winners will 
be rewarded with development and 
training opportunities on the topic of 
artificial intelligence.

The Copilot Challenge is a unique 
opportunity for MAIRE employees to 
demonstrate their innovative skills 
and actively contribute to the Group's 
digital transformation. Collaboration 
and innovation are at the heart of this 
initiative, which continues to evolve 
and promote the adoption of new te-
chnologies within the organization.

For MAIRE, true innovation comes from the bottom up, from shared creativity and 
a new way of experiencing technology. Because, as the Humans in the Loop project 
reminds us, AI does not replace humans but ampli"es their capabilities. Together, it 
is possible for us to work better, with greater intelligence. And, above all, with greater 
humanity.
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MAIRE. 
GROWING 

WITH VISION: 
THE FUTURE

IS BEING BUILT 
TODAY

nnovation, for MAIRE, is not just a question of technology: it is a gui-
ding principle that runs through every area of the company, from de-
sign to plant construction, from talent development to the creation 
of a sustainable industrial ecosystem. It is an integrated approach 
that brings engineering, digitalization, and energy transition together 
to generate concrete and lasting value. It is with this vision that the 
Group approached Capital Markets Day 2025, a key moment for sha-
ring results, strategies, and future trajectories.

Capital Markets Day was kicked off by Chairman Fabrizio Di Ama-
to, who introduced the theme "Frame Forward" as a vision and a con-
crete commitment to the future. #Our goal is to frame the future star-
ting with what we are doing today, », he said, reaf"rming the desire 
to accompany stakeholders through the strategic journey made up of 
speci"c actionable steps. Through three examples – a hydrogen bike, 
the NX FHYVETM electrolyzer, and the upcycling plant in Brescia – he 
showed how MAIRE technologies are already transforming the ener-
gy transition into tangible solutions.

CEO Alessandro Bernini got down to business with a look at the 
2024 "nancial results: "It was our best year ever." With revenues up 
38%, close to €6 billion, and EBITDA up 41%, MAIRE has shown that it 
knows how to combine operational solidity and sustainable growth. 
Consolidated net income reached €212 million.

But it's not just about numbers. The Group's strategy is based on a 
"double exposure" approach: traditional energy markets on one side 
and the accelerated development of decarbonization technologies 
on the other. It's a combination that makes MAIRE resilient and ready 
to take on complex global scenarios.

With an order book exceeding €13 billion and an average book-
to-bill ratio of 1.5, the Group is looking to the future with con"dence. 
In the "rst few months of 2025 alone, new orders worth over €3.5 
billion have already been received. This growth has also required a 
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«Innovation is in everything we do. » Capital Markets 
Day 2025 showed how the ability to innovate

is fueled by strategic vision, targeted investments,
and an engineering culture ready to take

on the challenges of the energy transition.
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Making the transition a reality, on a large scale
The talk given by Giovanni Sale, SVP Corporate and Business Strategy at MAIRE, 

provided the strategic framework for the Group's innovation trajectory, starting with 
three driving forces that de"ne contemporary society: Feed, Move, and Make. Global 
production of virgin plastic is set to exceed 730 million tons in 2040, with less than 
10% currently being recycled. MAIRE is responding with upcycling, transforming 
plastic waste into high-quality materials thanks to its Brescia plant and NX Replast 
technology. #That truck you see here, – Sale explained while commenting on a video 
– returns to the plant full of waste, closing the cycle. ».

strengthening of skills: the workforce has increased by 50% in two years, exceeding 
10,000 people. #Our people are the real driving force behind what we are sharing 
here today, » Bernini recalled.
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world
Managing Director of NEXTCHEM, Fabio Fritelli, drew attention to the technological 

heart of the Group. 2024 saw a doubling of results compared to 2022, with revenues 
of €358 million and pro"tability among the best in the industry. The strategy is based 
on three pillars: technological breadth 'over 30 proprietary technologies and 2,500 
patents), application !exibility, and the ability to offer integrated solutions. There are 
also three key segments: Sustainable Fertilizers 'with a focus on ef"ciency and emis-
sions reduction in the urea and ammonia sector), Low Carbon Energy Vectors 'where 
SAF, methanol, and hydrogen are the drivers of cleaner mobility), and Circular Solutions 
'where mechanical and chemical recycling, together with biopolymers, are the answer 
to the problem of plastic).

Through GasConTec, NEXTCHEM has acquired the license for Mexinol, which will 
be used in the world's largest low-carbon methanol plant. With HyDep, it will launch 
a 30 MW electrolyzer in 2026, and with MyRemono, the "rst plant for recycling plexi-
glass, extendable to polystyrene. #Technology is just the starting point, » concluded Fri-
telli. # What matters is knowing how to industrialize it quickly, !exibly, and sustainably. »

TECNIMONT: excellence in execution at the service 
of transition

Alessandro Bernini then shifted the focus to TECNIMONT, the Group's operatio-
nal heart. "This is where our capacity for execution meets our bold vision." With re-

This is supported by a heritage roo-
ted in Giulio Natta's chemistry. MAIRE 
is now a leader in polyolefin plant de-
sign, as demonstrated by the innova-
tive ExxonMobil plant in Texas, which 
produces a polymer designed to faci-
litate recycling.

Moving on to the topics of Feed and 
Move, Sale pointed out that the wor-
ld's population will reach 9.7 billion by 
2050, with food demand increasing by 
30% and energy demand tripling. The 
answer lies in the diversi"cation of avai-
lable sources: MAIRE is working with 
leading energy companies to build 
low-carbon plants, such as Hail & Gha-
sha in Abu Dhabi, as well as exploring 
new carriers such as methanol, ammo-
nia, and even CO% recycling through 
e-fuels. Vision and practicality come 
together in the project E-Factory for 
Chemistry: an integrated plant powe-
red by new-generation nuclear reac-
tors that will supply clean electrons to 
the chemical industry. This initiative 
has been made possible thanks to its 
collaboration with Newcleo.
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A plan for the future: ambitious 
goals set for 2034

In closing, CEO Alessandro Bernini presented the 
new ten-year strategic plan for 2025–2034. After two 
consecutive years of exceeding its targets, MAIRE is 
aiming for revenues of over €11 billion and more than 
€1 billion in EBITDA by 2034, with a 10% margin. 70% 
of the business will be related to sustainability. NEX-
TCHEM will grow up to 25% annually in the "rst "ve 
years, stabilizing at 15–20% in the second phase. EBIT-
DA will !uctuate between 22% and 27%. TECNIMONT 
will reach 10 billion in revenues, with EBITDA doubling.

The plan foresees up to €1 billion in investments 
over ten years, divided equally between the two BUs. 
It will be allocated to innovation, digitalization, expan-
sion of engineering capacity, and implementation of 
the MET Zero plan. Cash generation remains solid: 
€1.9 billion expected by 2034, with a payout ratio ri-
sing to 66%. The workforce will increase by 60%, with 
new engineering hubs and ESG performance-linked 
reward systems.

#We are determined to continue creating value, 
year after year, by increasing returns and strengthe-
ning our technology business, » Bernini concluded. 
#And if this future is the one we want to see, well then, 
MAIRE has already started to build it. »

venues of €5.5 billion and EBITDA of over €300 million 
in 2024, the IE&CS division con"rms a trend of steady 
expansion. TECNIMONT offers the full spectrum of 
EPC services, from FEED studies to predictive main-
tenance. The integrated approach with NEXTCHEM 
enables turnkey solutions, from technology to project 
"nancing, thanks to the MET Development division.

"Selectivity" is the watchword: each project is ca-
refully evaluated, with a preference for lump-sum 
contracts in established markets and !exible models 
elsewhere. The adoption of arti"cial intelligence, 
according to the "humans in the loop", principle, is 
transforming industrial engineering. TECNIMONT's 
competitiveness is also strengthened by the digital 
evolution of construction sites. Thanks to advanced 
simulation models, resources and time can be optimi-
zed. #With AI, we can anticipate bottlenecks and mo-
nitor in real time, » explained Bernini. The goal is to re-
duce unforeseen events and improve overall quality. 

In today's global context, supply chain resilience is 
crucial: MAIRE boasts a network of quali"ed suppliers 
built up over decades and aims to strengthen it fur-
ther, also to meet local content requirements. Finally, 
the construction phase is entrusted to selected sub-
contractors who are continuously trained to ensure 
safety, quality, and ef"ciency.

We are determined to continue 
creating value, year after year, 
by increasing returns and 
strengthening our technology 
business – said CEO Alessandro 
Bernini – And if this future is the 
one we want to see, well then, 
MAIRE has already started 
to build it. 
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«WE AIM TO 
BECOME AN 
AI"DRIVEN 
ENTERPRISE»
n this issue of Evolve – dedicated to the motto "Inspire Innovation" 
– MAIRE's ambition to transform itself into an AI-Driven Enterprise 
takes shape through the strategic vision of its Chief Information Of-
"cer, Michele Mariella. In a recent interview with Industria Italiana 
magazine, Mariella explains how at the heart of this evolution is an 
investment of more than €1 billion over the next ten years to boost 
technological innovation, with a focus on energy transition, digitaliza-
tion, and the circular economy.

The goal, Mariella emphasizes, is to #develop an AI agent orche-
stration system» capable of transcending the logic of individual 
copilots to achieve intelligent, coordinated collaboration between 
digital agents. The project integrates solutions such as digital twins, 
predictive supply chains, GenAI, and the extensive use of data, in col-
laboration with technology partners such as SAP and Microsoft. #The 
present and the future depend on our ability to be an AI-driven enter-
prise, » reiterates the CIO, who is leading a structural transformation 
of the Group's entire IT and production system.

A key pillar of this transformation is NextPlant, the proprietary di-
gital platform designed to support the creation of natively digital, su-
stainable, and highly ef"cient industrial plants. NextPlant integrates 
tools for plant design, procurement, construction, and management. 
The goal is to accompany every phase of a plant's life cycle, ensu-
ring traceability, cost reduction, and a drastic decrease in carbon 
footprint. #New plants must be designed to minimize environmental 
impact throughout their entire life cycle, from initial design to de-
commissioning, » explains Mariella.

Alongside NextPlant, MAIRE is building an integrated digital 
ecosystem that serves as the foundation for developing generative 
arti"cial intelligence solutions. This environment not only automates 
complex tasks, such as document control—already reduced by 80% in 
terms of effort—but also extracts strategic value from the data ge-
nerated daily at every stage of the project. It is a true digital network 
that connects departments, systems, and people, making the !ow of 
information more !uid, rapid, and intelligent.

Another key innovation is the digital twin, a dynamic digital repli-
ca that enables real-time simulation, monitoring, and optimization of 
construction and operational processes. #It's a digital projection that 
evolves alongside the actual plant, » explains Mariella. Used in both 
the commissioning and operational phases, the digital twin helps 

I
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According to Michele Mariella, Chief Information Of$cer 
of the MAIRE Group, digital transformation is the driving 

force behind building more sustainable, ef$cient, and 
integrated industrial plants along the entire value chain.

detect discrepancies between the 
theoretical model and reality, correct 
them quickly, and improve energy ma-
nagement and ef"ciency. MAIRE also 
applies a servitization approach: data 
collected in the "eld is used to conti-
nuously update the services offered, 
improving the customer experience 
and the reliability of the plants.

Within this digital framework, the 
supply chain also plays a strategic 
role. With over 100 terabytes of data 
handled per project and thousands of 
global suppliers, MAIRE has adopted 
digitalized supply chain management 
through SAP—in particular with SAP 

Ariba for purchase to pay and negotiations—supported by internally developed to-
ols for material management and document management. Predictive analytics now 
makes it possible to anticipate delays, optimize procurement, and monitor supplier 
performance in terms of safety, sustainability, and "nancial strength. #The digiti-
zation of the supply chain allows us to be responsive even in complex scenarios, 
such as geopolitical crises or logistical closures, while maintaining ef"ciency and 
competitiveness, » says Mariella.

The path is clear: integrate arti"cial intelligence in an ethical and comprehensive 
way, empowering people and improving the productivity of the entire organization. 
It is with this in mind that the "Humans in the Loop" program was created, combining 
human expertise and machine learning to ensure adaptability, accuracy, and gover-
nance. The "nal step& A system capable of orchestrating intelligent agents that ope-
rate in natural language and can act sequentially or in parallel, following !exible and 
dynamic logic. #This approach closes the gap between humans and machines and 
enables an AI that truly understands the business context, » Mariella concludes. A 
powerful vision, one that fully re!ects the meaning of the motto "Inspire Innovation".
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in-genium. 
THE LEGACY 
OF INGENUITY, 
BETWEEN STONE 
AND STEEL



Sponsored by MAIRE and its Foundation 
with the Parco archeologico del Colosseo, 

this photographic volume recounts the 
profound continuity between the genius

of the ancients and the challenges
of sustainable innovation. PA
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12I n Rome, every stone is a fragment of the past. Every ancient street you 
walk down, every wall still left standing, tells the story of a legacy that 
has never truly been left behind. The relationship with the ancient past 
– for anyone who lives in this layered and powerful city – is an ongoing, 
daily, inescapable encounter. The ancient walls and consular roads that 
one crosses every day bring life to a heritage whose constant presence 
never stops posing questions. A permanence that provokes, that de-
mands to be heard: as if it were an invitation, or perhaps a challenge, to 
read the present through the lens of the past.

It is through this dialogue with time that in-genium was created. 
Gazes into technology past and future, a photographic and editorial 
project promoted by the MAIRE Group and its Foundation, in collabo-
ration with the Parco archeologico del Colosseo. A visual and concep-
tual exploration that spans archaeology, philosophy, art and technolo-
gy to show how the ingenuity of the ancients continues to speak to 
the present and can even point to new ways forward. «The technical 
knowledge of the ancient Romans preceded many aspects of modern 
industry. Keeping in mind the high-quality work of yesterday's pione-
ers gives greater meaning to our work today and adds further impetus 
to our strategy for the future, » stated Fabrizio Di Amato, President of 
MAIRE and its Foundation, whose words unveiled the signi"cance of 
in-genium with power and clarity. Not just a photographic publication, 
but a visual and conceptual journey. An act of collective re!ection.

This book, published by Silvana Editoriale and available on the 
publisher's website and in bookstores, takes its name from the Latin 
term in-genium: the ability to imagine solutions, to in!uence reality, 
and to transform it. This knowledge built the Roman Empire and is 
now evident in energy transition technologies and in contemporary 
industry, which is questioning its ecological, aesthetic, and social 
role. The work is centered around six key concepts – design, measure, 
channel, mix, lift, and re-use – which also serve as keys to understan-
ding the evolution of engineering from antiquity to the present day.

The genius of Nero's design of the Domus Aurea 'to design); the 
measurement of the sacred and the beautiful between the Curia Iulia 
and the Roman Forum 'to measure); the water systems of the Horti 
Farnesiani, House of the Vestal Virgins, Fontana delle Pelte and Clo-
aca Massima 'to channel); the cement works at the Temple of Venus 
and Rome and the methods of mixing natural pigments in rustic mo-
saics 'to mix); the system of underground hoists in the Colosseum for 
lifting the scenery for shows and the vertical construction technique 
of the drums of the Trajan Column 'to lift) ; and "nally, the Domus 

Imagining solutions, transforming reality

Luca Campigotto, Roman Forum, 2014

FO
UN

DA
TI

O
N



EV
O

LV
E 

N°
12

PA
G

E 
32

«The Parco archeologico del Colosseo is home to monuments that represent 
enormous traces of human presence in the area. They are the result of the Latin 
in-genium: the ability with which man has always sought to design solutions by sha-
ping the surrounding environment, » explain the project curators Carlo Nicolais 'Di-
rector of Institutional Relations, Communication, and Sustainability) and Massimo 
Dapoto 'Group Communication Manager) of MAIRE.

Imagination and vision become tangible thanks to the exhibition hosted during 
the Christmas holiday season in the Colosseum Archaeological Park: an exhibition 
that has allowed the public, right among the ruins of imperial Rome, to rediscover 
the profound meaning of the dialogue between ancient engineering and contem-
porary sustainability. «This dialogue between past and future not only enriches the 
knowledge of our heritage but also stimulates re$ection on how cultural heritage 
can inspire solutions for the technological and sustainable challenges of tomorrow, 
» emphasizes Alfonsina Russo, Director of the Colosseum Archaeological Park. The 
photographic works, displayed in the very heart of the places they depict, have be-
come lenses and mirrors: tools to take a closer look at the ties between technical 
culture, creative ingenuity, and ecological vision. The entire story is told in a podcast 
produced by Chora Media and narrated by Jacopo Veneziani, art historian and pre-
senter, who accompanies listeners through words, sounds, and suggestions.

One of the most signi"cant aspects of in-genium is the direct involvement of 
young people. An entire generation is called upon to examine the legacy of ingenuity 

Rome, where every stone is a view into the future

Training and engaging the humanist engineers 
of the future

Tiberiana, an example of "circular economy" 'to re-use): these are the themes and 
concepts that give shape to the book.

The photographic section opens with photos by Luca Campigotto 'a Venetian 
photographer known for his evocative night-time images of urban and wild landsca-
pes) and continues with a selection of images taken by three teams of photographers 
from the Academies of Fine Arts in Rome, Milan Brera, and Catania during an immer-
sive artist retreat. Carmelo Nicosia, a photographer from Catania and lecturer at the 
Academy of Fine Arts in Catania, in addition to his own photographs, coordinated the 
work of the photographers who took part in the artist retreat, which also included 
photographers and lecturers Cosmo Laera and Alessandro Imbriaco.

The volume develops a photographic narrative that weaves together the archae-
ological landscapes, captured by the photographers, with images of industrial land-
scapes from the MAIRE Archive, displayed in evocative diptychs where past and pre-
sent mirror each other.

«Even the world of industrial production can provide an important key to under-
standing our lives, our thinking, and our plans for the future – emphasizes art historian 
Nunzio Giustozzi – These images capture the sublime quality inherent in technology, 
a hyper-real beauty that transcends science and, perhaps, verges on the poetic. »

Alongside the powerful photographs, texts written by archaeologists, architects, 
renovators, and philosophers accompany the reader on a journey that is as visual 
as it is conceptual. The common thread is the powerful act of designing a project: 
in pro-jecting oneself forward there is the possibility of a future. Forward, not only 
in space but also in time, there is the ability to imagine tomorrow. This is underlined 
by the words of philosopher and semiologist Ilaria Gaspari, which accompany each 
heading, suggesting that designing is not just calculating, but caring. It means lea-
ving a mark. As she writes: «In designing, inventiveness encounters the joy of making 
a mark and bears witness to the ability to imagine a future. » It is in this tension that 
engineering rediscovers its most human dimension: that of a gesture that does not 
simply build but dreams up the form of what does not yet exist. A knowledge that is 
also desire, which is expressed in matter but originates in the soul.

Dario De Biaggio,
Rustic Mosaic, 2024
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In-genium "nds its narrative and symbolic power in the encounter 
between past and future. The images of the present do not oversha-
dow those of the past but rather question them. Ruins are not just rem-
nants of the past but still have lessons to teach. The artistic gesture 
does not merely document, but revives, reinterprets, and designs.

In a world that is re!ecting on its direction, in-genium reminds us 
that all authentic progress starts with an age-old question: how do we 
want to live in our time? It does so through the language of beauty, the 
ethics of design, and a forward-looking vision. Because perhaps that 
is precisely what design is: projecting hope forward, in concrete form, 
one stone at a time.

An aesthetic of responsibility

Questioning the past to build the future

and restore its vision. « I am particularly pleased with 
the contribution of the photographers from the Italian 
Academies of Fine Arts, – said Fabrizio Di Amato – an 
opportunity for young talent to meet the challenge 
of representing yesterday's, today's, and tomorrow's 
engineering in the service of the energy transition. I 
am convinced that this initiative will be an inspiration 
to the humanist engineers of the future that we are 
helping to train, and whom we truly need. »

A fruitful alliance between experience and pos-
sibility, in which industry becomes teacher and art 
becomes active thought. This is also the deeper 
meaning of the project: to cultivate imagination and 
responsibility through tools capable of inspiring and 
educating.

With the involvement of the younger generations, 
in-genium reinterprets Roman remains as tangible 
manifestations of technical knowledge that is, "rst 
and foremost, a form of imagination. From the Do-
mus Aurea to the Cloaca Massima, from the Co-
losseum's elevators to the Domus Tiberiana, every 
ancient structure is interpreted as a human gesture 
that attempted to bring order to the world and make 
it habitable. Today, faced with an environment that is 
no longer hostile but fragile, chemical and industrial 
engineering is called upon to perform a new task: no 
longer to dominate nature, but to rebalance it, "nd 
new sustainable forms of production, and reuse re-
sources and materials in a circular vision.

in-genium also represents an invitation to think of industry as a spa-
ce for culture. The project itself is an example of how a company can 
promote aesthetic re!ection, artistic experimentation, and spiritual re-
search. Not only economic and social capital, but also symbolic and 
cultural capital.

We need new artist retreats, new courageous experiments that 
help us imagine what does not yet exist. Ideas that allow us to dream 
again, as in Adriano Olivetti's vision: «We dream of a free community 
where man's dwelling is not in con$ict with either nature or beauty. » It 
is in this vision that the profound meaning of in-genium lies: not a sim-
ple homage to the past, but an act of poetic design, aimed at a more 
harmonious, more conscious, more human tomorrow.

PA
G

E 
33

FO
UN

DA
TI

O
N



PA
G

E 
34

EV
O

LV
E 

N°
12

RE
PO

RT
AG

E

in-genium. GAZES
INTO TECHNOLOGY 

PAST AND FUTURE

Gabriele Barbagallo,
Colosseum, 2024



in-genium. GAZES
INTO TECHNOLOGY 

PAST AND FUTURE
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Carmen Cardillo,
Roman Forum, 2024
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On the right: Giuseppe Calabrese,
Composition  with Temple of Castor

and Pollux and Head of Oriental, 2024

At the bottom: Carmelo Nicosia,
Domus Aurea, 2024
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Cosmo Laera, 
Details of the Domus 
Tiberiana, 2024
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Noemi Comi,
Statue of Aura, 2024
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On the top: Alessandro Imbriaco,
Out of focus Roman Forum, 2024

At the bottom: Luca Campigotto,
Arch of Septimius Severus, 2016
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Cosmo Laera,
Modern lift at the Colosseum, 2024



EV
O

LV
E 

N°
12

RE
PO

RT
AG

E

On the top: Marco Agostini,
Composition of elements of the Horti Farnesiani, 2024

At the bottom: Carmelo Nicosia and Gabriele Argentino
Domus Aurea, 2024
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On the left: Noemi Comi,
Trajan’s Column, 2024

At the bottom: Carmen Cardillo,
Via Sacra, 2024
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Gabriele Barbagallo,
Detail of Trajan’s Column, 2024

On the left: Noemi Comi,
Trajan’s Column, 2024

At the bottom: Carmen Cardillo,
Via Sacra, 2024
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With the 5xMille donation to the Fondazione 
MAIRE - ETS, engineering culture meets education, 
inclusion, and sustainability. It is not just a donation: 
it is a choice to make a real contribution to the future.
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5XMILLE: 
BUILD THE 
STORIES 
OF THE 
FUTURE 
WITH US

he goal was not to limit ourselves to a conventional 
message, but to create a genuine invitation to partici-
pate, » explains Irene Di Amato, member of the Board 
of Directors and Communication and Fund Raising 
Manager of the Fondazione MAIRE - ETS. #We want 
to involve people in a project that speaks to their con-
science and skills, that inspires colleagues and the 
community to contribute in even different ways: with 
time, experience, memories, and expertise. Because 
every gesture – big or small – can build the future. »

It is from this collective vision that the Fondazione MAI-
RE – ETS's 5xMille campaign was born, created around 
the message: "Build the stories of the future with us." 
More than just a slogan, it is a narrative that opens up 
to everyone's contribution, transforming a tax gesture 
into an action of trust, vision, and shared impact.

T«
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The funds raised through the 5xMille tax initiative support the Foundation's activities 
along three main trajectories: education, industrial heritage, and socio-economic 
research. These three pillars de"ne a concrete mission: to build opportunities, ap-
preciate the value of the past, and clearly understand the transformations that are 
taking place.

Training is at the heart of many of the Foundation's projects. « With MAIREmpower, 
launched in 2024, we are supporting young people from disadvantaged backgrounds 
on their journey to a university degree, with three-year scholarships and dedicated co-
aching support, », explains Di Amato. The goal is clear: to combat educational pover-
ty and make access to STEM faculties a right, not a privilege. Special attention is paid 
to girls who want to pursue engineering: « We are also committed to encouraging 

Three pillars, one goal: to generate impact

The Fondazione MAIRE - ETS is a Third Sector Entity that was established within a 
large publicly traded industrial group. Its hybrid and virtuous organizational archi-
tecture allows the Fondazione to operate with autonomy while in synergy with a 
business ecosystem oriented towards innovation.

«The fact that the Foundation was created by a company such as MAIRE is both a 
challenge and an opportunity for us, » continues Irene Di Amato. «Two legally distinct 
entities, yet united by the same idea of the future: to generate social, environmental, 
and cultural impact through technological innovation. »

Since 2024, the Foundation's activities have been included in the sustainability re-
port, within the Group's consolidated "nancial statements as a positive indirect 
impact. This link makes the Foundation a "sensitive bridge" between business, the 
local territory, and the community. « Our mission – adds Irene Di Amato – is to contri-
bute to building a more just, equitable, and sustainable future by taking action where 
there is a need to listen and act, especially in the "eld of education. »

A social mission with industrial roots

Bu!d the stories of the f ut"e with us
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women to enter "elds where their presence is still marginal, so that the 
engineering of the future is truly inclusive and diverse. »

But inclusion is not " just" about gender. «Last year, the Foundation 
launched a research project on migration $ows and energy transition, 
which will end this year, " says Irene Di Amato. The goal is to develop – 
using the research results as a starting point – a training program that 
promotes the inclusion of migrants in the job market of the energy 
transition sector. » It is a way of connecting the themes of innovation 
and social responsibility, aiming for a future that integrates rather 
than excludes.

The second area of focus is the valorization of our historic industrial 
heritage. The MAIRE Historical Archive, a vast and valuable col-
lection of documents, is being returned to the community through 
educational projects, exhibitions, and digitization. Here too, the invol-
vement is collective: «Many colleagues are contributing documents, 
stories, and experiences that enrich our archive. It is a way to preser-
ve memory, but also to teach the value of Italian industrial history to 
new generations. »

The third area of focus concerns studies and research, with particular 
attention to the most pressing social issues. «We want to generate ideas, 



Every project undertaken by the Foundation is driven by a deep conviction: the youn-
ger generations already hold within them, in potential, the future we imagine. It is 
a future that requires technical expertise, certainly, but also humanistic vision, social 
awareness, and the ability to listen and to care.

«We were born to train the 'humanist engineers' of tomorrow: people capable of 
combining knowledge and responsibility, » Irene Di Amato concludes. «Donating 
5xMille is a way of saying it loud and clear: I believe in it. And I want to be part of it. Not 
as a spectator, but as a builder. »

A horizon open to new generationsMore than a donation: 
a generative alliance

analysis, and knowledge – emphasizes 
Irene Di Amato – and put them at the 
service of concrete training and educa-
tional policies. » The call for proposals 
dedicated to migrants is only the "rst 
step: in the coming years, the Founda-
tion intends to strengthen its role as an 
active player in the "eld of applied rese-
arch and cultural transformation.
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Choosing to give 5xMille to the Fon-
dazione MAIRE – ETS means being 
part of a pact between generations. 
But the contribution does not end with 
the tax gesture. There are many other 
ways to participate, especially for 
Group employees: by dedicating your 

time, skills, equipment, and memories. By participating as a trainer, by proposing 
educational projects, by giving back an experience.

«Our colleagues at MAIRE are the "rst ambassadors of the Fondazione, » recalls Ire-
ne Di Amato. «When they go into schools, when they dedicate part of their time to 
training or enhancing the archives, they are helping to build a legacy that is not only 
corporate, but also cultural. This is what we mean when we say, "Build the stories of 
the future with us": opening up spaces where everyone can leave a mark, starting 
with what they know and who they are. » 



WE MAKE
ENERGY
TRANSITION
HAPPEN

The artwork on the cover of this issue of EVOLVE was created by 
young artist Mattia Andronic, from the Benedetto Alfieri High 

School of Art in Asti. The title of the work is "Electric Orchids". 
Through a surreal and symbolic composition, Mattia sought to 

evoke the connection between nature and technology, a central 
theme in sustainable innovation processes.

The flower, fragile yet full of life, grows from a pot connected to 
an electric cable, as if drawing energy from an unexpected 
source. The image plays on the union between nature and 

technology, suggesting that innovation can arise from this very 
encounter. The yellow background and minimalist framing 

highlight the message: even simple things can be powerful.
The work invites us to look to the future with creativity and 

awareness, finding new energy in contrasts.

ELECTRIC ORCHIDS



INSPIRE INNOVATION

J U N E  2 0 2 5 N ° 1 2


