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THE 'BOZART'
WOMEN 
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This word 'Emotion', can very succinctly define the main characteristic of the woman who 
inspired Bozart for its products. Over the course of its history, Bozart has had the opportunity to 
dress particular women and actresses with their accessories who have excited a large audience 
with their lives and work. From the great Italian singers, from Mina in the 60s to Pausini in the 
new millennium, to national and international actresses from Linda Evans (unforgettable 
protagonist of Dinasty) to Nicole Kidmann, to other great women of costume and politics, from 
the wives of three Presidents of the Italian Republic to the Princesses of Monaco, Caroline and 
Stephanie, to numerous international ambassadors in Italy. Thanks to them and our background 
we have been able to make many other women experience the thrill of unique and special 
accessories for unique and special women. Exciting accessories for exciting women.
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This showing oneself and showing one's emotions to the world is also a sign of great independence 
and personality. Showing oneself in a full, free and conscious way is the result of a great work on 
oneself, it means having achieved full cultural independence and being socially enterprising, it means 
having definitively overcome the fear of being judged. Bozart offers this woman the opportunity to 
discover herself through challenging accessories that require great personality and self-control, in 
other words 'charm'. Accessories that simultaneously give and require charm and personality. The 
power of charm is absolute, it is a magic that surpasses even beauty, that establishes a deep and full 
communication, that opens up glimpses of promised worlds that we often consider unattainable, as 
Bozart accessories are for many women.
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Seduction is the woman's ability to use her charm to lead the man to her 
or to guide him. Seduction is the skilful ability to show and hide to 
arouse curiosity and the need for greater knowledge. Through his 
accessories Bozart participates in this game with his collections by 
providing accessories that speak of exciting atmospheres and worlds. 
Design accessories that emphasize its intellectual originality, other soft 
and rich accessories that spread its sensuality, other classic and elegant 
that speak of its culture and traditions that have been handed down over 
time.
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AND THE 
'FASHION' 

02 One moment of the Curiel High Fashion Show in Rome.
Bozart Bijoux and Accessories 



BOZART's relationship with the world of FASHION has always been very close. Starting in 
the 1960s, Bozart began collaborating with the great roman high fashion houses. Haute 
Couture was looking for new expressive tools that could complete and underline the creative 
path of the great nascent tailors, from Valentino to Balestra to Lancetti. In Fashion 
Accessories the stylists found a flexible tool to express the new vision of the woman that 
was affirming itself in those years.
The end of the war and the beginning of a certain prosperity
economic in the 70s brought to the fore a
woman and a company looking for new fees
aesthetic, which evolved from social rigidity e
stylistic towards a fashion and a society more
emancipated and fluid.
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BOZART AND THE WORLD OF HIGH FASHION  



Contact with Haute Couture led Bozart to deal with 
different artisan styles and techniques, to research 
materials and technologies, to deepen the rules of 
style and the elusive characteristics of taste. The 
research led to new materials such as metal mesh, 
used by Bozart starting in 1964 and made famous 
around the world by Versace in the 1980s. In the 
1970s BOZART began working with leather, mixing 
plastic and metal, using enamels, and introducing 
new casting metals. In the 80s and 90s Bozart 
continued the collaboration with the fashion houses 
that would have spread Made in Italy all over the 
world. He has created models and samples for Ferrè, 
Etro, Vivienne Westwood just to name a few of the 
best known names 
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Resin Technology 1968 
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1971Metal and Resin 1979

Metal and leather 1986

STYLE & 
TECNIQUE



CATWALK AND SHOW 
With the new millennium Bozart elaborates, in collaboration with Fashion Tv, a new format and 
model of the fashion show that takes around the world, from Cannes to Hong Kong. The 
'mood' combines the structure of the traditional show with the times and needs of the TV show, 
giving life to real show-shows. For these occasions Bozart creates incredible collections of 
jeweled dresses that represent the highest point of Bozart's technical craftsmanship skills, 
techniques that have developed and evolved over the course of its 50 years of history. These 
fashion shows created in collaboration with Fashion TV are still the only ones made entirely 
with jeweled dresses.
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AND THE FASHION 
PRESS 



Along with the development of 
collaborations with Haute 
Couture, Bozart began in the 
same years a long 
collaboration with fashion 
magazines which in the 1960s 
in turn began their activity of 
dissemination and support of 
the new nascent market. In the 
1960s and early 1970s, the 
Italian fashion press revolved 
around the monthly magazine 
"Linea Italiana" which was the 
most important Italian fashion 
magazine. It was flanked by 
weeklies and magazines that 
often included fashion 
editorials, among these the 
most sensitive to fashion were 
Annabella, Amica and Gioia. 
With all these magazines, both 
monthly and weekly, Bozart 
has always collaborated over 
the years. 

1970 



With the end of the 70s and 
the beginning of the 80s, the 
major international fashion 
magazines became 
increasingly important, 
opening their offices in Italy 
to be present in the nascent 
and increasingly promising 
fashion advertising sales 
market linked to new brands. 
of Haute Couture and Pret-a-
Porter. Milan becomes the 
Italian capital of fashion 
printing and the Pret-a-Porter 
market. Vogue Italia opens 
and its long-time competitor 
Harper's Bazaar inaugurates 
Harper's Bazaar Italia. Bozart 
is present on both major 
monthly magazines both with 
advertorials and with the 
collections of haute couture 
designers.

1980 



In the 90s, new titles were developed for a new, 
younger, more transversal market. Cosmopolitan is 
the first to break with the traditional setting of the 
fashion magazine that presents collections by stylist, 
identifying fashion and taste with the fashion and 
taste of the different and established designers on 
the market. These new magazines propose fashion 
by theme and choose from each designer the one 
they consider most useful for the representation of 
the theme of the month or week. This new approach 
was immediately adopted by Bozart who, from the 
end of the 90s, will increasingly offer his 'themed' 
collections.

1990 



PHOTOGRAPHERS 
MODELS & STYLISTS 
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Behind every fashion shoot there is a 
taste, a 'mood', a style, which is elusive 
and invisible until the intuition of a 
photographer makes it immediately visible 
in an image. These images, over time 
have shaped the vision that fashion has of 
itself. Bozart had the honor of participating 
in the construction of this vision thanks to 
the preference that some of the greatest 
fashion photographers have accorded to 
its products. From Oliviero Toscani to 
Elmut Newton, Richard Avedon to Bob 
Krieger. Our products have been lucky 
enough to walk the world on the shoulders 
of these great professionals.R
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The model plays a 
fundamental role in the 
Fashion System, in it society 
has always sought a 
reference model, the human 
face of everyday modernity, 
the image of social beauty. In 
it the woman reflects and 
confronts herself. Bozart had 
the privilege of seeing his 
accessories worn by the most 
famous international models 
who have crossed the last 5 
decades from a splendid 
Veruska in the 60s to an 
equally beautiful Bianca Balti 
in the new millennium.
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Bozart also owes a great 
deal to the stylists and 
stylists he collaborated 
with. Some of them, to 
whom Bozart has always 
been close and available 
with their products when 
they were simple 
collaborators of monthly or 
weekly magazines, first 
became editor-in-chief and 
finally directors of leading 
fashion magazines. Bozart 
also owes a debt of 
gratitude to the national 
and international stylists of 
actors, singers, film and 
theater productions. 
Thanks to them, Bozart 
has learned a lot and 
perhaps even gave 
something to make the 
image of their customers 
even better  

Luca Sabatelli Francesca Schiavon 

Ildo Damiano Francesco Di Cecca Enrico Picasso 

Simone Guidarelli 

STYLISTS 
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IN THE WORLD  



Europa 
The European market. The European woman and in particular 

the Italian woman was obviously the first source of inspiration for 
the creation of Bozart accessories until the first half of the 1980s, 

when Made in Italy began to be known and appreciated in the 
rest of the world thanks to brands such as Valentino, Gucci, 

Armani and Versace. The taste of the European market seen 
through Bozart accessories has an aftertaste of richness in which 

design innovation is always
moderated by attention to tradition.

Bozart products were sold in the
best boutiques of the main ones

European capitals.

 



USA 
The American market. With the development of international 
markets starting from the second half of the 1980s, Bozart paid 
particular attention to the North American market, Bozart 
products were sold in the main US department stores, from 
Bloomingdale's to Saks, from Nordstrom to Neiman Marcus 
but also in small and unique independent boutiques. Bozart 
has created collections with particular attention to North 
American taste, in which Latin richness was mixed with a 
certain Anglo-Saxon and Puritan rigor.



Middle East 
The Arab markets. In the 1980s, thanks to the development of the oil 
market and the price of oil, Arab markets entered the world scene and 
immediately showed great interest in European luxury products. The 
taste is traditionally rich. Bozart develops collections that take into 
account the Islamic culture, traditions and way of life. Rich necklaces, 
wedding crowns, jeweled dresses and traditional accessories that are 
sold in the main hubs of the 1980s and 1990s, in Lebanon, in Jeddah 
and Ryad in Saudi Arabia, in Kuwait and later on in Dubai. 



Far East 
Oriental markets. In the late 70s and early 80s Bozart 
began its first distribution on the Japanese market with a 
collaboration with Shokai, a department store 
specializing in the sale of women's clothing and fashion 
accessories. Shokai will later be joined by several 
independent boutiques, especially in the Osaka area, 
which has always been the Japanese city most attentive 
to Western fashion.



Thanks to his long experience in the 
world of fashion and international 
markets, Bozart has developed a style 
that over time has refined more and 
more trying to adapt better to his ideal 
woman. Bozart's style is therefore a style 
that aims to excite. The Bozart style 
office has as its main objective the 
creation of "exciting products for 
charming women". In light of this 
fundamental mission, Bozart has 
reworked, through the application of his 
stylistic code, the interpretation of the 
main types of taste, from classic to 
design, from ethnic to romantic. 

TASTE, STYLE, 
PRODUCT

06 



Bozart's Classico is a classic with haute couture elements and 
touches, a classic that conveys the feeling of an elegant and 
hidden richness in the materials, of a restrained passion that 
manifests itself in small details. A dynamic classic, always in 
balance between the tranquility of tradition and the tension 
towards full and strong individuality. 

Classic 



Design 
Since the beginning of its history Bozart has been confronted with design, 
in the Italian meaning of the term, or with the ability to overcome the past 
and the present to investigate the future and seek the union of beauty with 
the essentiality of form in the future. . This is also the path that Bozart 
follows, he searches for the emotions produced by the future and manifests 
them in the present through a careful study of the form and use of new 
technologies



Vitality 
In its "Red Carpet" collections, the Bozart accessory completely 
overwhelms the bonds of tradition and the constraints of the 
essentiality of design, to give her woman a seductive individuality and 
irrepressible social initiative. Difficult accessories made for women 
who are not afraid to be on the "Red Carpet" at any time of their day. 



Ethnic 
Ethnic. For women who make travel not only a spatial experience but above 
all an emotional experience Bozart has created, in its history, collections of 
Ethnic accessories with a unique taste, an overwhelming blend of luxurious 

exoticism, in which precious materials and rich colors are reworked in forms 
always poised between tradition and revolution. 



Romantic 
Bozart's Romantic collections rework the past in the light of contemporary emotions, the impossibility of 
returning to the past triggers nostalgic passions that seek new stylistic codes to savor today the lost 
world of yesterday. As in an alchemical process, the essence of the past is wisely extracted and 
reinserted into the contemporaneity of the present, to give new forms to ancient feelings, whether they 
are solar or lunar.



Red Carpet 
Seduction has always been a subject heavily investigated by Bozart. A seduction in 

which it is the woman who captures the man's attention and leads him where she wants 
to lead him. At the base of seduction there is mystery, and therefore it is important not to 
reveal but to make us understand. Seduction is first of all a mental movement driven by 

emotion, the ability to seduce is therefore linked to the ability to create emotion and 
mystery. 



ARTISTIC
COLLABORATIONS 

07 



Since the second half of the 1960s, Bozart began collaborating with Rai 
costume designers and stylists for the production of television shows. It has 
supplied accessories and bijoux, often specially designed and made, for 
television broadcasts, for actresses and journalists, for television series. 
Bozart is perhaps the company with which Rai has been collaborating for the 
longest time for the creation of accessories for the costumes of its television 
productions.

Italian National 
Television 

RAI 



PRIVATE TV 
NETWORK 
With the birth of private televisions in the 1980s, and 
in particular of Mediaset, thanks to the shift of stylists 
and costume designers from Rai to these new 
televisions, Bozart also began to collaborate with the 
new protagonists of communication in Italy. She has 
supplied her accessories for costumes for TV 
programs, television series and actresses for Canale 
5, Italia 1, Rete 4. (from Mina to Belen)



MUSIC & 
MOVIES 
The collaborations did not stop at 
televisions but also involved Cinema, 
Music and Theater. Bozart has 
collaborated with the Teatro alla Scala for 
the creation of accessories for theatrical 
works such as the "Cavalleria Rusticana" 
and with other theatrical productions, both 
of Opera and Variety, which have been 
performed at the Verona Arena and in 
others Italian theaters. There are several 
national and international singers who 
have used our accessories for them or 
their videos for their level of spectacularity 
and imagination. (from Mina alla Pausini)
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CRAFTMASHIP 
& NEW 

TECHNOLOGIES
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Collaborations with high fashion and the 
world of entertainment have developed in 
Bozart a high ability to use and try ever new 
and different materials and technologies. 
The intersection of different technologies and 
materials for the creation of fashion 
accessories has always been one of the 
hallmarks of Bozart's style. Already in the 
mid-1960s, Bozart was the first in Italy and 
simultaneously with Paco Rabanne in 
France to use the metal mesh for the 
creation of jewel tops. 

High Fashion 
& Research 



 
At the beginning of the 1970s, Bozart added to its traditional lost-wax brass casting technology the 

first low-temperature metal casting machines thanks to the discovery, deriving from space 
research, of silicone rubbers that withstand temperatures up to 450 degrees. At the same time he 

deepens the use of the new plastic enamels which he combines with the traditional quartz glass 
enamels. Since the mid-70s Bozart has introduced leather processing in its production of 

accessories. Towards the end of the decade, the laboratories of Bozart are among the best 
equipped in the sector with departments for welding, fusion, enamel, cutting and gluing of leather, 

processing of plastics, galvanic, stone setting. 

82 

1970 



In the 1980s, thanks also to the favorable economic situation on the 
one hand and the interest in fashion accessories, Bozart realized 
his creative and technological potential to the maximum, creating 
collections in which metal, leather, new synthetic plastic materials 
that have gone to replace the plastic materials of animal or 
vegetable origin such as galalith and ant, they are mixed in unique 
and exciting accessories. Towards the end of the 1980s, thanks to 
the diffusion of optical fibers, Bozart, experimentally created 
perhaps the first optical fiber necklace whose brightness is 
regulated by the emotional state of the wearer thanks to the 
variation in skin tension due to the emotional state
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1980 



In the 90s, thanks to the production and stylistic experience gained in the 80s, 
Bozart created the first collection of jeweled dresses. Unique pieces that use 

the best techniques and materials hitherto known in the creation of fashion 
accessories. It also creates its first collection of leather bags with special 
metal accessories. Since then, the production of leather goods and jewel 
clutches has always had a fundamental place in the Bozart accessories 

collection 
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1990 



With the new millennium Bozart used the new design tools that new 
technologies made available even to small companies. He begins to use 3D 
graphic design systems, introduces small machine tools for Cam (Computer 
Aided Machine) machining for the creation of prototypes in metal, wax or 
plastic. He deepens research on plastic materials by equipping himself with a 
small melting and extrusion laboratory of two-component plastic materials 
such as polyurethane resins, acetates, polyesters. Up to the recent use of 3D 
printing techniques for rapid prototyping.

85 

2000 



THE BRAND,  
THE HISTORY 
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ORIGIN AND MEANING 
OF THE BRAND
During the war, the Milan cathedral had been hit by 
bombings and immediately after the signing of the 
peace agreements, the restoration work had begun. 
a cooperative of sculptors had begun the restoration 
of the statues of the Cathedral spiers. This 
cooperative was called “Bozzetti Artististici" (Artistic 
Sketches). At the same time, a young Lucio Manca 
began his activity as a representative for the sale of 
watches and chains on behalf of a Milanese 
manufacturer, also in Milan. A few years later, once 
he had a sufficient number of customers, he decided 
to set up his own business and set up his own 
company. However, the constitution costs were very 
high as it was necessary to pay too high a share 
capital for him. With the collaboration of a young 
accountant, he took over a cooperative in liquidation 
which already had the necessary share capital. The 
cooperative was the “BOZzetti ARTistici” which had 
recently completed the restoration work on the Milan 
Cathedral. By combining the first three letters of the 
two names Lucio Manca renamed the company 
"Bozart". The original logo of 1956 was then 
changed in its graphics in 1970 on the occasion of 
the opening of a new store in Corso Vittorio 
Emanuele in Milan, it underwent a slight restyling in 
the early 90s and later at the beginning of the new 
millennium, it finally came subsequently modified in 
its current appearance in 2010, also following the 
need to acquire a monogram that can be used 
commercially

91 



Bozart started its business in 1956 producing bijoux under its own brand and distributing 
bijoux from other small artisans. As soon as the company managed to establish its own 
stability, Lucio Manca married the woman he loved and who later became the company's first 
'stylist', Emy Forte. Of Apulian origins, he transferred the passion and emotionality 
characteristic of his land to the product. Lucio was in charge of sales and administration while 
Emy was in charge of production and ran the laboratory. With the increase in the volume of 
business, Lucio Manca decided to move and expand the company headquarters. He found a 
workshop with a shop attached to it for sale to the public. It was the late 1950s and the first 
shop specializing in high-end Bijoux and accessories was born in the center of Milan. With 
more space available and the possibility of selling directly to the public, Lucio dedicated 
himself to the creation of a real workshop which he equipped with a welding and casting 
department.

THE ORIGIN 
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1956 



At the end of the 1960s, what was later called the "Italian economic 
miracle" was in full development. In that period, Italy almost doubled its 
gross domestic product with annual growth rates ranging from 7% to 9% 
per year. In Milan, great impetus was due to the Fiera Campionaria, the 
first Italian trade fair with an international vocation, in which Lombard and 
Italian companies presented their products. Bozart participated in the 
Trade Fair from the very first edition, becoming one of the most 
representative Italian companies in its sector. She was awarded several 
awards and prizes for her business. 

1960 
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Stand Bozart alla 
Fiera di Milano 

Staff Bozart (1970) 



In the wake of economic growth, in 1970 Lucio Manca decided to diversify into 
the women's clothing sector by opening a shop of about 400 square meters in 

the center of Milan for the sale of women's clothing in Corso Vittorio Emanuele 
at number 24. The shop was added to the small, historic, fashion accessories 

shop also in Corso Vittorio Emanuele at 8. In those years the Bozart shop also 
became a meeting point for Milanese fashion, Bozart launched the "Bozart 

d'Oro" award. An award dedicated to the best "fashion idea" of the year, to the 
journalist who helped launch it and to the character or 'testimonial' who wore it. 

Many personalities and journalists who have won the prize in the various and 
subsequent editions. Among the designers who collaborated in the creation of 

the first Bozart collections was the young Moschino 

1970 

94 Premio Bozart D’Oro 1973 

Negozio Bozart in C.so V.Emanuele a Milano 
(1977) 



In the early 80s, on the occasion of the 30th anniversary of the brand's foundation, Bozart 
presented its own perfume for women, one of the first commercial operations of pairing fashionable 
perfumes that began in the early 80s with the perfumes of Valentino, Armani and Lancetti to 
mention the most prestigious brands, the first complete collection of evening and ceremony clutch 
bags is also created. In 1986 BOZART celebrates its first thirty years of activity and for the 
occasion the first line of scarves and women's eyewear is also presented, to complete the line of 
accessories.

1980 

95 



In the 90s, under the direction of Maurizio Manca, 
who bought the company from the family after 
having worked there during the 80s as production 
manager, new stores were opened in Rome, in 
Bari, in addition to the historic Milan store. in Monte 
Carlo, Athens and Shop in Shop in two shopping 
centers. A first capsule collection of elegant bags is 
also presented, alongside the evening clutch bag 
collection. The stores that will operate for twenty 
years, until the outbreak of the 2010 crisis, bring to 
Bozart a great experience in marketing and 
knowledge of the pulse of the market and the 
tastes of consumers. In the same years Maurizio 
Manca launched the first real collection of jeweled 
clothes, with him a young designer, Fausto Puglisi, 
made his first experiences in fashion accessories.

1990 

Maurizio Manca and 
Alessandra Brunero 

Boutique Montecarlo 
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Agli inizi del nuovo millennio, grazie anche alla deregulation 
delle licenze commerciali,  Bozart trasforma il suo storico 
negozio nel centro di Milano, in uno dei primi Fashion Cafè della 
città. Il Bozart Cafè ha rappresentato per Bozart una 
interessantissima esperienza in cui la moda ed il cibo si 
fondevano in una stimolante simbiosi arricchita da periodici 
eventi sia di tipo culinario sia di presentazioni  di capsule e 
collezioni moda, sia di tipo più culturale con la presentazione di 
libri su entrambi gli argomenti. 

2000 
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2010 
  

EXHIBITIONS
In 2010 Bozart reworked its 
business model, passing from a 
distribution based on stores, which 
has now become too expensive 
and not very profitable in Italy, to a 
relaunch of the distribution of the 
product at an international level 
through participation in 
international fairs and missions to 
promote Made. in Italy in 
collaboration with the Ministry of 
Economic Development and the 
Institute for Foreign Trade (ICE). 
For the Week of Italian Language 
and Culture he also collaborated 
with the Department of Culture of 
several Italian Embassies for the 
organization of exhibitions and 
conferences on Italian fashion 
accessories.  

98 

MAURIZIO MANCA - 
With the development of 
an increasing number of 
schools and courses in 
Fashion Design at Italian 
and foreign universities, 
Bozart with its history and 
experience becomes one 
of the most prestigious 
Italian historical brands. 
He collaborates with his 
archive material to carry 
out research on costume 
and fashion from the 
1950s to the present day. 
Numerous and 
prestigious publications in 
which Bozart is cited as 
one of the reference 
companies in the 
panorama of fashion 
accessories in Italy. 
Maurizio Manca as 
artistic director and 
manager of the company 
is invited as a speaker in 
various schools and 
universities in Italy and 
abroad.
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