Digital Export: come sfruttare il
digital marketing per crescere sui

Antonio Deruda mercati internazionali
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Export dei beni di consumo: Confronto Online e Offline Osservatorio Export Digitale

’ o
(Valori in Miliardi di Euro)

La penetrazione dell’Export Digitale B2C nei beni di consumo

213

165

+14,3%

+10,7%

== Totale =@=Online
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s Export Digitale dei beni di consumo nel 2022: i settori el Al E"pg e e

(Percentuale, valori Espressi in Miliardi di Euro)

Il valore dell’Export Digitale 2022 nei beni di consumo per settore merceologico

m Fashion

= Food & Beverage
54,2% = Arredamento
7,0%

Altro

COPYRIGHT © POLITECNICO DI MILANO / DIPARTIMENTO DI INGEGNERIA  Fonte: Osservatorio Export Digitale
GESTIONALE Wwww.osservatori.net
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’ La penetrazione dell’export B2B Osservatorio Export Digitale
(Valori in Miliardi di Euro) o

La penetrazione dell’Export Digitale B2B

2018 2019 2020 2021 2022

mmm Totale «=@=Incidenza Online
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O Export Digitale B2B nel 2022: i settori

MILANO 1863
BOHOOL OF MANAGEMENT

~

Osservatorio Export Digitale

www.osservatori.net

(Percentuale, valori Espressi in Miliardi di Euro) o
Il valore dell’Export Digitale B2B 2022 per settore merceologico
= Automotive
21,7%
= Fashion
34,3%
= Meccanica
Largo consumo
= Materiale elettrico
14,9%
Pharma
3,3% Eldom
A 10,2%
?
4’7% 7,0% u Altro
SiTReiico ’ ) osservatori.et ggg;glﬁ:&(@ POLITECNICO DI MILANO / DIPARTIMENTO DI INGEGNERIA  Fonte: Osservatorio Export Digitale

"’ VICdigital YA/ CONFINDUSTRIA VICENZA




| primi 5 mercati
dell’export digitale italiano

Stati Uniti
Regno Unito
Germania
Svizzera
Francia
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The number of countries businesses sell to

o1
2-5
® 6-10
@ 11-20
21+

Source: Stripe/B2B International business sentiment
survey, June 2023

Do you plan to expand your business into
other countries over the next 24 months?

® Yes
® No

Don’t know

Source: Stripe/B2B International business sentiment
survey, June 2023

Fonte: How digital trade is reshaping the global economy, Stripe
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Consumer openness to Consumer openness to
purchasing a physical product purchasing a digital service
from abroad in 2023 from abroad in 2023

® Open
©® Somewhat open o

" Notopen

Don’t know

Source: Stripe/YouGov consumer sentiment survey, June 2023

"’ VICdigital U CONFINDUSTRIA VICENZA



Consumer openness to purchasing a physical product from abroad in 2023

B Open or somewhat open Notopen [ Don’tknow

Lv]
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5%

50%
25%
0%
R 3 o
.g-%} f& &Q éﬁ
&
?9 £ C#é N

Source: Stripe/YouGov consumer sentiment survey, June 2023
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Top five digital export markets vs. top five traditional

export markets

Digital exports

Traditional exports

a

Australia

France

Germany

Ireland

© United States

® New Zealand

® United Kingdom
@ Canada

@ Ireland

@ United States

@ United Kingdom
® Ireland

@ Spain

@ Germany

@ United States
® France

® Switzerland
© Austria

@ Ireland

@ United Kingdom
@ United States

® France

@ Spain

© Germany

© China

@ Japan

© South Korea
@ Taiwan

@ United States

@ Germany

@ ltaly

© United States

@ Spain

@ United Kingdom

@ United States
@ France

@ ltaly

© China

© Poland

© United States

@ Germany

©® United Kingdom
© Belgium

© Netherlands

"’ ViCdigital

© United States

© United States

e @ Hong Kong @ China
Japan © Taiwan © South Korea
© Australia © Taiwan
© South Korea © Hong Kong
I“"I © United States © United States
, @ Canada @ Canada
Mexico © Colombia © Germany
© United Kingdom 0 China
@ Ireland © South Korea
(¢ | @ United States ©® China
. @ Australia @ Malaysia
Singapore © United Kingdom @ United States
© Malaysia © Hong Kong
© Japan © Japan
R L © United States © United States
A @ Ireland @ Netherlands
UnitedKingdom g France © Germany
© Australia © China
© Germany @ Switzerland
&= © Canada © Canada
== @ United Kingdom @ Mexico
United States © Australia © China
© Germany © Japan
@ France @ United Kingdom
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Top five digital export markets vs. top five traditional
export markets

Digital exports Traditional exports
a © United States © China
. @ New Zealand @ Japan
Australia © United Kingdom @ South Korea
© Canada © Taiwan
@ Ireland @ United States
l l © United States © Germany
@ United Kingdom @ ltaly
France ® Ireland © United States
@ Spain @ Spain
@ Germany © United Kingdom
[ ] © United States © United States
S AUSLNd @ Lilnd
@ Ireland @ Poland
l l © United Kingdom © United States
@ United States @ Germany
Ireland © France © United Kingdom
@ Spain @ Belgium
© Germany © Netherlands

"' ViCdigital

© United States

© United States

e @ Hong Kong @ China
Japan © Taiwan © South Korea
© Australia © Taiwan
© South Korea @ Hong Kong
l &I © United States © United States
, @ Canada @ Canada
Mexico © Colombia © Germany
© United Kingdom 0 China
LN WIS 2uaLnco wollnnia
. @ Australia @ Malaysia
Singapore © United Kingdom @ United States
© Malaysia @ Hong Kong
© Japan @ Japan
R L © United States © United States
Al o Ireland @ Netherlands
UnitedKingdom g France © Germany
© Australia 0 China
@ Germany @ Switzerland
&= © Canada © Canada
== @ United Kingdom ® Mexico
United States © Australia © China
© Germany @ Japan
@ France @ United Kingdom
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Top five digital export markets vs. top five traditional

export markets

Digital exports

Traditional exports

a

France

Germany

© United States

Bl 7o i =l

A

@ Ireland

© United States

@ United Kingdom
@ Ireland

@ Spain

© Germany

@ United States
@ France

© Switzerland
© Austria

@ Ireland

© United Kingdom
a | Inited States

(5] G'ermany

© China

@ United States

© Germany

@ ltaly

© United States

@ Spain

© United Kingdom

© United States
@ France

© ltaly

© China

@ Poland

© United States

a Germanv

(5] Netherlands
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© United States

© United States

@

@ Hong Kong @ China
Japan © Taiwan © South Korea

© Australia © Taiwan

© South Korea @ Hong Kong
' &l © United States © United States

, @ Canada @ Canada

Mexico © Colombia © Germany

© United Kingdom 0 China

@ Ireland @ South Korea
(¢ | @ United States © China

@ Australia @ Malavsia

© Japan @ Japan

&‘I!&
e

@ United States

© United States

@ Ireland @ Netherlands
UnitedKingdom g France © Germany

© Australia 0 China

@ Germany @ Switzerland
&= © Canada © Canada
== ® United Kingdom ® Mexico
United States © Australia © China

© Germany @ Japan

@ France @ United Kingdom

U CONFINDUSTRIA VICENZA




Imprese europee che sono
"completamente digitali”

Italy
Sweden

UK

Germany
Belgium
Denmark
Metherlands
spain

"’ ViCdigital

45%
45%
42%
36%
35%
34%
34%
32%
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| 7 pilastri della strategia di export digitale

. | canali commerciali
. | canali logistici

. Il marketing e la comunicazione

. Le fonti di finanziamento

1
2
3
4. Gli aspetti organizzativi
5
6. | sistemi di pagamento
7

. Gli aspetti legali

Fonte: ICE
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Cos’e un Digital Country Profile

E un documento che contiene le informazioni
chiave sull’ecosistema digitale di un Paese. Deve
mettere in evidenza dati e trend funzionali alle
scelte di business di un’azienda interessata a
espandersi in quel Paese.

L'obiettivo e che quello di integrare i tradizionali
criteri per la selezione di un mercato (dimensioni
economiche, demografiche, geografiche, di
mercato, etc) e aiutare I'azienda a prendere
decisioni piu consapevoli e incisive.

"’ ViCdigital

COUNTRY PROFILE

INDONESIA

Being the largest economy in Southeast Asia, Indonesia’s economy offers
various opportunities to develop your international expansion. Here is the
relevant information to get an overview of the country’s rising attractiveness.

680 airports
34 of them are commercial airports
Main airports @ Main cities

source
of
asia

.
Medan Makassar o

Lo k-

e Largest é‘conomy in
" Southeast Asia & 10th
largest economy in the world

(in terms of purchasing power parity)

Surabaya
: ‘
prCSa— e

Jakarta
Bandung o U .‘

Indonesia is the world’s largest archipelago and is composed of
approximately 17,000 islands lying along the equator

i At Land area Bahasa Rupiah (IDR)
EI/I 1,811,570 km2 Indonesia 18 = 14,982p
277 million median age

® o
ww inhabitants 59.5 % 16,056 islands §} Islam
fﬁ;ﬂiﬂe‘fn{ jﬂl:ﬂi_gg;‘; years old 34 provinces (87,5%)

59.1% of urban population 4 &PPpercapiia
&/ USS 4,798 (2022)

7%
Average monthly salary
US$ 560-630(2022)

Indonesia 560-630 US$

Age

structure
(2022)
Malaysia 530 USS

The Philippines 485-585 USS

Thailand 435 Uss
68% @ o65years &older

® 15-64 years

Vietnam 315 US$
@® o0-14years

OUS$ 200US$ 400US$ 600 US$
Source: World Bank, 2022
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Elementi di base di un Digital Country Profile

Dati sulla penetrazione di Internet e sulla demografia degli utenti
* | dispositivi usati per connettersi

» Dati specifici sui dispositivi mobili

* Stato delle reti e velocita di connessione

e | principali social media e la composizione demografica dell’'utenza
 Tempo speso online e funzioni di utilizzo della Rete

* Fonti diinformazione online piu utilizzate e siti piu visitati

* Stato dell’e-commerce e piattaforme piu usate
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Elementi specifici di un Digital Country Profile

Motori di ricerca piu utilizzati e chiavi di ricerca

* Trend storici delle ricerche legate ai prodotti dell’azienda

e Datisugli investimenti pubblicitari nel digital

e Canali di digital marketing piu utilizzati

 Benchmark di settore sulle metriche digital piu importanti (CTR, CPM, CPC)
* Informazioni sull’'uso del digital nel percorso di acquisto

* Analisi dell’attivita digital di aziende competitor locali

* Analisi dell’attivita digital di aziende competitor straniere presenti sul
mercato
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Search Engine Market Share Japan

Feb 2018 - Feb 2019

80%

O o .
64%
48%
32%
16%
Oo— K S ———, A
0% 6 O O _ C. O '3, O O O O O O
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Caratteristiche generali del web design in Giappone

* Informazioni molto dettagliate

* Contenuti mirati alla conversione, non alla o CH I e o )Y
connessione emotiva | R RN i1
 Dati, statistiche e testimonianze sono molto ' ~3i’tﬁ

presenti per spingere alla conversione
* Poco spazio lasciato in bianco
e Testisia in orizzontale che in verticale
e Grafiche e immagini piccole

* Non presenza generalmente di una hero image

e Uso divari colori, anche in spazi ridotti

 Uso di animazioni di vario tipo = ; o §
BABA | ABCOUT | K<HIHUW | TEEA

ME
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CAPPOTTO

Codice Prodotio 2

€ 69,95

2% WA nel 1 spese 4 spadaione non ncluse

DASKON3

m

Mustershirt

epantes VA 1 mit farbenfrohem abstrakt gehakene

59.99€
FARBE

AN T
wisHLIST

GEE™S wiweet Pne | 8

DETTAGLI | SPEDIZIONE RES!

= IN MEINE SHOPPING BAG

VELOAT 1VN 5SS

HARAR

Cappotto. pesante. in panno di lana ¢ viscosa tinta

unita 3 colleRo a0, Chiusura con bottoni

) GOBLANA 20%PO

i ICT:‘:TE.'_L:;:".

WIS

i
10%VISCOSA FODERA 100%POLESTERE

e 9= =10 : e s !

GUIDA Al LAVAGGI »

v
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CALL TO ACTION COMPARISON

CONVERSION RATE

4%

5%
2%
0%

Default Multivariate CTA Smart CTA

Source: HubSpot
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CAPPOTTO I

Mustershirt

59,99 €
FARBE

-~

2

GROSSE

[347] 2 3 49 a2 4
o~ IN MEINE SHOPPING BAG

TALIANA) - GUIDA ALLE TAGLIE

n P Vo I
AGGIUNGI AL CARRELLO

N panno di lana @ iscosa tinta

10, Chiusura con bottoni

=)y

tefer heten schmal sestepcter Huaaralsausschnm

) GO%BLANA 20%POLIESTERE

- -

A
G .
COSAFODERA 100%POLIESTERE
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GUIDA Al LAVAGGI »
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SPORTS CENTER 10 bing Wayaking I

Dersc

ENJOY THE OUTDOORS
DURING EVERY SEASON

SPORTS CENTER

RE ON OUR RETURINS POLICY HERE »

HOTTEST YOGA LOOKS
FROM HALASANA"

&%

TECMNICAL BLACK AND GREEN
coat WINING SMOES

NS TO LOS ANGELES! READ MORE ON OUR RETURNS POLICY HERE »

NEW PRODUCTS FROM HALASANA

©
| i >

)

/T\
_—

-

HALASANA
WATER BOTTLE

HALASANA
STRETCH PANTS

HALASANA
YOGA MAT

HALASANA
YOGA PANTS

7~ CONFINDUSTRIA VICENZA




Top Targeting Criteria Used for
Delivering Personalized Experiences

Geography / Region Device type
Purchase history Referral source

Predictive model (manual) rZ:SA

Gender

Wﬁ;@ CONFINDUSTRIA VICENZA




Current use of Al in marketing for these

application

Generating content for website to support SEO
Sr?]r;?lr?(taisnp%zl;l;ject lines and/or copy to improve
Generating content for social media Ads or posts 43% 31% 16%
Targeting audiences with email based on — e o

historical response

Analysis or reporting - e.g., identifying patterns . 18% 13%
or creating summaries using analytics

Website personalization to increase conversion 63% 17% 6%

0% 13% 25% 38% 50%

B Notusing I Recently started using B Have used for>1year Plan to use in future

Number of Respondents: 403
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Chi Siamo News Contatti

Digital
Global
Markess

Scegli un paese ~

AT )
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‘ VICdigital

0444232500
digitalmarketing@confindustria.vicenza.it
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