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Vision

There is cautious optimism among companies 
and consumers. World GDP is expected to 
gfrom + 3.3% in 2014 to + 3.5% in 2015, 
to + 3.7% in 2016. But geopolitical tension, 
a decrease in the oil price and currency 
fluctuations are still causing uncertainty. 
Companies need a new streamlined, 

multicultural and technology-oriented 
approach.
Business is increasingly digital and enables 
new cross-sector competition; a cooperative 
ecosystem, together with curiosity, have 
become major competitive assets. The 
difference between a digital transformer and 
a digital follower lies in the understanding 
of these elements. A digital transformer 
focuses on growth through digital solutions 
and technologies; it thrusts development 
and focuses on skill shortage reduction, 
change management and cross-functional 
cooperation.

TRAnSfORMATIOn PIllARS

There are four digital transformation pillars: 
mobile, with all its implications; social, 
tending to a sharing economy; consumers, 
increasingly less loyal and increasingly more 
active; the Internet of Things.
IoT is expected to bring deep revolutions in all 
sectors, including industry. Investment in the 
European Union may increase manufacturing 
GDP from 15% to 20% by 2030, with 
additional multiplier effects and the possibility 
to create 6 million new jobs.
Major evolutions can be observed in cognitive 
computing and in its intersection with 
robotics; in the intersection between the IoT 
and the sharing economy, in the strengthening 
of the data supply chain. Technological 
evolution in the next few years will be 
driven also by other trends, such as the 

Companies need a new streamlined, multicultural 
and technology-oriented approach. Digital Transformation 
is the new challenge.

Fig. 1: The Global Digital Technology Market  
Values in Billion Dollars and % Variations
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transition from an ex post understanding to an 
anticipation of consumers’ needs and desires. 
New frontiers will be opened by the new 
silicene chips and cyber security evolution. 

ThE GlOBAl DIGITAl 
MARkET

The global digital market grew in 2014 
(+3.6%, to 4,539 billion dollars). Despite 
continuing economic and political difficulties 
in some areas, a positive trend can be 
observed in all segments, with peaks in 
Software and ICT Solutions (+9%) and Digital 
Contents (+10.3%). A smaller increase was 
recorded by spending in Devices and Systems 
(+3%) and ICT Services (+3.7%). Network 
Services went down due to maturity of 
demand and tariff decrease, especially with 
regard to mobile network services. (Fig. 1). 
The main drivers were mobility, accesses to 
the internet and Web, social and e-commerce 
platforms demand. There are close to 7 
billion mobile lines and about 1.8 billion 
social network users. Cloud computing and 
IoT platforms grew considerably and big 
data are gradually developing. An analysis 
by geographic area, net of the rest of the 
World, (+5.9% to 373.1 billion dollars) shows 
that the Asia Pacific area recorded a good 
growth (+6%, to 1,267 billion), North America 
confirmed its growth rate (+3.5%, to 1,365.1 
billion dollars), Latin America slowed down 
(+3.3%, to 443 billion) and Europe resumed 
growth (+0.6% to 189 billion dollars), slowly 
leaving recession. 

The Digital Market in Europe

A small but real recovery was recorded in 
Europe (1,089 billion dollars, +0.6%), as 
shown in Fig. 2. The most dynamic segments 
were: Software and ICT Solutions, guided by 
IoT, social and business analytics platforms; 
Digital Contents and Advertising, driven by 
e-books, news and mobile entertainment 
demand.

Global digital spending increased, 
driven by mobility, cloud, big data, 
the IoT and web

Fig. 2: The Digital Technology Market 
in Europe - Values in Billion Dollars
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Spending in Devices and Systems recorded 
a stable trend, supported by cloud and ICT 
infrastructures. ICT Services continued to 
suffer, mainly due to network services. 
The biggest markets were Germany 
and Great Britain, both in terms of volume 
(21% and 18% of the market respectively) 
and in terms of growth (+2.6% in Germany, 
+1.4% in Great Britain). No signs of recovery 
were observed in the French and Spanish 
markets. 
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The Digital Market in Italy

The DigiTal MarkeT 
in iTaly 

The digital market in Italy showed signs of 
recovery in 2014; the trend improved, although 
it was still negative: 64,234 million euros, 
down by 1.4%. 

As shown in Fig. 3, a good performance 
was recorded by Software and ICT Solutions 
(+4.2% to 5,703 million) and by Digital 
Content and Advertising (+ 8.5% to 8,261 
million), whereas the network services market 
had a negative impact on the entire market due 
to decreased spending in both mobile phone 
and data services. 
ICT Services decreased less than in previous 
years (-0.3%), thanks to a good performance 
of data centre and cloud services. The Devices 
and Systems market dropped slightly (-0.1%), 
PC showed a recovery trend. 

Devices and Systems

In 2014 the Devices and Systems market 
dropped by 0.1% to 16,880 million. The 
Home & Office Devices and the ICT 
Infrastructures markets went up (+3.6% and 
+2.1% respectively), but the Personal & Mobile 
Devices segment dropped (-3.3%), affected 
by a sharp decrease in tablets. Enterprise & 
Specialized Systems showed a positive trend 
(+0.1%) after years of contraction, thanks to the 
good performance of communication systems 
and x86 servers, made possible by investment 
in data centre renewal (Fig. 4).

Home & Office Devices
In 2014 spending in Home & Office Devices 
reached 2,201 million euros, up by 3.6% 
(Fig. 5), mainly thanks to smart TVs, which 
account for 48.6%, equal to 1,070 million 
(+3.9% compared to 2013).

In the second half of 2014 the Italian digital market began 
to reverse the negative trend started in 2009. 
Investment trends confirmed that the sector is moving 
towards new operational models.
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Fig. 3: The Digital Market in Italy 
Values in Million Euros and % Variations
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The Desktop PC market picked up in 2014, 
with sales exceeding 1.5 million items (+11.4%), 
amounting to 510 million euros (+5.2%), mainly 
due to the fact that support to the most widely 
used operating system ended, thus requiring an 
updating of the installed PC fleet. The printers 
market confirmed a negative trend, down by 
6.0% to 202 million. The drop affected all 
segments (inkjet and laser printers). The home 
game console market went up by 20.5% to 265 
million euros, thanks to new consoles which 
offer new game experiences to players and 
work with TV sets and the Web as integrated 
home entertainment platforms.

Enterprise & Specialized Systems
The Enterprise & Specialized Systems market 
resumed growth: +0.1% in 2014, equal to 
3,734 million euros in terms of value. It is a 
small but important increase (Fig. 6). 
The best trends were recorded by 
communication systems and x86 servers. 
Communication systems went up by 2.5 % 
thanks to renewal of networking equipment 
(broad/ultra-broadband upgrade), which 
more than offset the drop recorded by 
private communication systems (-10%) and 
videoconference systems (-13%).
Sales of X86 servers, including workstations, 
amounted to 247 million euros (+7.4%). Dual 
processor systems still account for most sales.  
Midrange servers (Unix and proprietary) 
dropped slightly, but picked up during the 
second half of the year with the launch of 
new servers. Proprietary solutions held their 
position in the low-end server segment. 
The high-end server market (more than 64 
processors) confirmed 2013 difficulties, 
showing a further drop (-12.6%), to about 125 
million euros. Only mainframe servers held up.
Storage continued to grow (+4.5%), with 
revenues amounting to 277 million euros. The 
use of SSD technology confirmed a positive 
trend, partly due to the decreased price 
of all flash products now used to optimize 
data management, together with traditional 
solutions.

Network infrastructures 
and PCs pushed the Devices 
and Systems market  
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Fig. 4: The Devices and Systems Market in Italy, 
by Segment - Values in Million Euros and % Variations

Source: Assinform/NetConsulting, 2015
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Fig. 5: The Home & Office Device Market in Italy
Values in Million Euros and % Variations
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Specialized systems recorded  a  further drop 
(-3.2%),  due  to  a  decrease  in  medical  
devices (-3.4%), not offset by the growth of 
video surveillance systems. 

Personal & Mobile Devices
The Personal & Mobile Device market dropped 
by 3.3% to 5,705 million (Fig. 7). Laptop 
PCs recovered (+10.3%), but not enough to 
offset the drop recorded by other segments, 
especially tablets. 
The laptop PC segment showed a strong 

recovery compared to the previous three-year 
period, totalling 982 million euros (+10.3%, 
with a +13% in terms of units). This trend 
is due to the renewal of operating systems 
accompanied by users’ preference for laptop 
PCs rather than desktop computers. 
Tablet sales went down: after the boom 
experienced in the previous three-year period, 
sales dropped by 13.2% in 2014, down to 985 
million euros. This is due to market saturation 
(mainly a consumer market at the moment) and 
to the long life of these devices.
Smartphones and cellular phones showed 
different trends: despite a slowdown, 
smartphones grew by 9.5% in terms of value, to 
2,870 million (more than 50% of the Personal 
& Mobile Devices market); spending in cellular 
phones decreased by half in 2014, down to 230 
million euros. Smartphone penetration reached 
66.3% of all individual users (about 31.5 million 
users) as opposed to 12% of traditional cell 
phone users, now a marginal portion of the 
installed fleet. The e-reader market dropped 
(-9.6%), in line with international trends.

ICT Infrastructures
Major TLC operators have worked on 
infrastructural plans to develop ultra-broadband 
network. Joint actions and alliances were put in 
place by different players to share investment, 
but results are still affected by discussions 
under way. The approval of the Italian Ultra-
Broadband Strategy by Government in March 
2015 is expected to speed up the process. 
Guidelines include funds to the winners of bids 
to build new generation infrastructures in areas 
where the return on investment would not be 
adequate. 
The overall value of investment in fixed and 
mobile network infrastructures by TLC carriers 
was close to 3.9 billion; added to investment 
in satellite and the IoT, the overall value of this 
market amounted to 5,240 million (+2.1%, 
Fig. 8). The increase recorded by the fixed 
network (+3.5%) derived from development of 
urban fibre optics connections. 

On-Premise Software and ICT Solutions
 
In 2014 the Software and ICT Solutions market 
reached 5,703 million (+ 4.2%, Tab.3 ). 
Growth was mainly contributed by application 
software (+5.4%), driven by IoT platforms 

The Enterprise & Specialized
Systems market resumed growth after 
years of decrease 

Software and ICT Solutions showed 
signs of recovery. Operating Systems 
recorded a negative trend 
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Fig. 6: The Enterprise & Specialized Systems 
Market in Italy - Values in Million Euros and % Variations 

Source: Assinform/NetConsulting, 2015
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(+14.5%) and web management platforms 
(+13.8%). The horizontal and vertical solutions 
segment recorded a positive trend (+0.8%). 
Middleware increased by 2.4%, thanks to 
information, security and storage management. 
A slowdown was recorded by IT management 
tools, development platforms, collaboration 
tools (demand is increasingly mature). System 
software showed a slight decrease (-0.9%) but 
performed much better than in the previous 
year.  

System Software
System software recovery was mainly 
contributed by migration to new products, 
especially with regard to PCs, and operating 
systems that can support: compatibility with 
different hardware platforms (desktop PCs /
laptop PCs and tablets); access to company 
app stores; connections for remote access to 
documents; increased security.
As far as servers are concerned, demand 
focused on products that can be used in 
private, public or hybrid cloud environments 
and that can support remote desktop 
infrastructures, scalable configurations and 
high availability.

Middleware
Middleware grew by 2.4% to 1,173 million, 
playing an increasingly important role in 
information management strategies, where 
the focus is connection among several users 
(e.g. order receipt and prompt payment) for 
decision-making purposes. More attention is 
therefore devoted to:
• tool software for the creation, manipulation 

and interrogation of structured and non-
structured data;

• storage management platforms to manage 
resource archiving based on work loads; 

• data protection, with a focus on 
confidentiality, secure remote access, event 
tracking. 

Companies need an evolved technological 
infrastructure. New opportunities are 
offered by cloud computing and by the 
evolution of the software-defined data centre 
(SDDC) model, focusing on simplification, 
orchestration, automation and adoption of 
data centre infrastructure management (DCIM) 
tools. 
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Fig. 7: The Personal and Mobile Devices Market in 
Italy - Values in Million Euros and % Variations

Source: Assinform/NetConsulting, 2015

Fig. 8: The ICT Infrastructure Market in Italy 
Values in Million Euros and % Variations

Source: Assinform/NetConsulting, 2015
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management tools seemed to be more 
mature; projects were mainly focused on 
SEO optimization and content management 
platforms. The recovery of the horizontal and 
vertical solutions market had an impact on all 
major segments except for ERP (-2.9%, down 
to 698 million), due to maturity of the installed 
platforms and caution in adopting extended 
platforms. Business intelligence solutions 
recorded the highest growth (+2.4% to 467 
million), reflecting businesses’ focus on all 
phases of data analysis. 
The CRM solutions market grew by 1.6% to 
511 million, driven by the need to improve 
customer satisfaction and involvement 
(integration with social and analytics also 
increased). Spending in ECM went up by 
1.7% to 906 million. In medium and large size 
companies, the main need was to manage and 
enhance the high quantity of structured and 
non-structured data, optimize document flows 
and processes, improve external interaction 
and exploit social and mobile opportunities. 
Regulatory requirements played a big role in 
smaller businesses (digital certification and 
e-invoicing to government bodies). Finally, in 
the SCM solutions market (+1.2% to 329 million) 
investment was aimed at a better coordination 
of manufacturing activities and better sharing of 
information with suppliers, partners and sales 
channels.

ICT Services

The ICT Services market improved in 2014 even 
though it still showed a negative trend (-0.3%, 

Application Software
The IoT and Web Management platforms did 
well, but the biggest share of this market is held 
by horizontal and vertical solutions. 
The IoT platforms development is due to the 
number of objects and sensors manufactured, 
which transmit data through different networks. 
Data homogenization through interfaces and 
gateways and their integration on cloud platforms 
is key to develop innovative services. Italian 
companies are investing mainly in physical 
security, energy consumption control and fleet 
management. The IoT is expected to grow also 
at points of sale, in branches and factories. 
As for Web Management platforms, the focus 
is on the adoption of social and e-commerce 
technologies. In 2014 social-related investment 
by companies was both internally and 
externally-oriented (relations with customers); 
monitoring and sentiment analysis tools have 
become more widely used, often coupled 
with social and web analytics tools, with an 
increased number of social customer profiling/
CRM projects. 
e-commerce demand confirmed a positive 
trend, partly due to m-commerce, in particular 
in the fashion, consumer IT and electronics 
and tourism sectors. Spending in web sites 

The IoT, Web, social and analytics 
did well, but the biggest share of 
this market is held by horizontal and 
vertical solutions 
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Table 3: On-Premise Software and ICT Solutions Market in Italy 
Values in Million Euros and % Variations

  2012 2013 2014 2013/12 2014/13

Sistem Software  572 555 550 -3.0% -0.9%

Middleware Software  1,119 1,145 1,173 2.3% 2.4%

Application Software  3,641 3,775 3,980 3.7% 5.4%

 of which horizontal and vertical solutions 2,508 2,488 2,508 -0.8% 0.8%

 of which IoT 940 1,070 1,225 13.8% 14.5%

 of which Web management platforms 193 217 247 12.4% 13.8%

Total software and ICT solutions  5,332 5,475 5,703 2.7% 4.2%



to 10.215 million euros). A poor performance 
was recorded by development and systems 
integration services (-3.2% to 2,894 million), 
consulting (-2.7% to 787 million) and training 
(-5% to 342 million), despite new projects 
relating to information management and 
customer experience (to support sales, 
customer profiling, campaign management, 
customer intelligence integrated with social 
media). Spending in technical assistance 
dropped (-2%, to 732 million). ICT outsourcing 
services confirmed a negative trend (-2.3%, to 
3,767 million) although an improvement was 
recorded thanks to application management, 
cloud enablement and TLC outsourcing 
services.   
The data centre services market showed a 
good growth (+4.3% to 1,153 million euros), 
thanks to housing and hosting services using 
existing infrastructures, including servers, 
storage devices, switches, routers and 
virtualization and security software 
components. The public cloud segment 
recorded a double digit growth (+42.1% to 540 
million), despite a less aggressive growth of 
IaaS and PaaS services. 

Fixed and Mobile Network Services

In 2014 the telecommunication services 
market went down by 7.1%, to about 23.2 
billion euros. Fixed network services recorded 
a smaller drop (- 4%) to 10,250 million euros 
(Fig. 9). The mobile network business dropped 
below 13 billion euros.
Looking at the market more in detail, phone 
services dropped further, due to an increased 
number of bundle offers including data and 
mobile phone services; data transmission 
confirmed a downward trend (-3.3%) due 
to replacement of traditional services with 
IP-MPLS circuits and to competition; fixed 
network VAS grew by 6.7% to 635 million 
euros; internet access continued to perform 
well (up by more than 3%), thanks to new 
generation infrastructures and a propensity to 
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Good trends for information 
management and customer 
experience projects

Fig. 9: The Fixed and Mobile TLC Service Market in Italy
Values in Million Euros and % Variations
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use them. The  mobile  segment  continued  
its  downward  trend  due to a revenue drop 
in phone services (-14.5%) and text messages, 
which caused a sharp decrease (-5.6%) of 
the data transmission segment. The growth 
recorded by mobile browsing and app use 
was not enough to offset the decrease in text 
message revenues.
Mobile VAS slowed down (+8.5% as opposed 
to +25% in 2013); the value of mobile VAS 
which includes M2M and MDM solutions, 
infotainment, mobile applications, terminal 
rental and assistance increased.
The number of active mobile lines dropped to 
94 million due to rationalization at household 
level and to the elimination of different rates for 
calls to different operators.
The number of broadband accesses to the 
fixed network grew slightly to reach 14.3 
million euros, of which about 700,000 on 
fibre optics networks: a good growth pace, not 
enough though to gain a higher position in the 

international ranking. The number of mobile 
broadband service users went up by about 18% 
to reach 31 million.

Digital Contents and On-Line 
Advertising

In 2014 Digital Contents and Advertising 
reached 8,261 million euros (+8.5%), accounting 
for 12.9% of the entire Digital Market: a trend 
similar to that of major industrialized countries. 
All segments except for video went up (Fig. 10): 
after a difficult 2013, digital advertising is back 
to previous years’ trends. 
Development of some Contents segments 
reflects how Italians’ behaviour has changed: 
the music segment is almost entirely digital 
(38%); the newspapers segment has not turned 
to digital yet (digital newspapers account for 
13% of the total). As far as on-line advertising is 
concerned, the market opened to new operators 
and new formats.

  

InVESTMEnT TREnDS In 
MAjOR MARkET SEGMEnTS 
In ITAly

Markets that had performed well in 2013 grew 
further in 2014: cloud computing, the IoT, 
e-commerce (+17%), web development and 
mobile apps. Spending in business analytics 
and security continued to grow; 3D printers and 
mobile payment did particularly well among 
segments at a first development phase.

Cloud Computing

Cloud computing may be the biggest digital 
transformation factor. It meets the interest of 
those who have understood that competition is 
increasingly based on flexibility, short life cycle 
services and products, progressive innovation, 
transversality. Cloud computing is a reality at 
world level: according to the RightScale 2014 
Report, 22% of companies are focused 
on cloud computing and about 94% of 
businesses have adopted some form of cloud 
computing. Many companies still need 
to develop a strategic approach to cloud 
computing (57%), but as they move from 
experimentation to extended use, they become 
increasingly aware of its benefits. 
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Fig. 10: The Digital Content and On-Line Adv 
Market in Italy - Values in Million Euros and % Variations

Source: Assinform/NetConsulting, 2015
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Cloud computing is developing in Italy in 
large and medium-size companies. The overall 
market grew by 37.4% in 2014, to over one 
billion euros. Public cloud computing reached 
540 million euros, private cloud computing 
was close to 500 million (Fig. 11). 
A market analysis by type of service shows that 
Saas and IaaS hold the largest share (37.7% 
and 36% respectively), followed by cloud 
transformation services (18.8%); PaaS holds a 
7.2% share. 
Large companies have increased their use of 
cloud computing compared to previous years 
in the areas of email, web sites, collaboration, 
HR, office automation and storage as a 
service. Medium-size companies are already 
using Saas for e-mail, web sites and CRM. 
The latter is growing steadily, together with 
SFA solutions. One company out of five has 
adopted Saas-based core/vertical solutions; 
the same is true for business analytics 
platforms. The biggest perceived benefits of 
cloud computing are flexibility, activity peak 
management, new service implementation 
and saving. The importance assigned to saving 
suggests that cloud computing is not seen as 
a major digital transformation factor yet. The 

The Cloud Computing market in Italy 
recorded a two-digit growth, pushed 
by the digital enterprise 

main hindrance is security, in large as well 
as in medium-size companies (in one out of 
two businesses). Other hindrances in large 
companies are integration with on-premise 
solutions and compliance. It is a fact that cloud 
is increasingly appreciated in Italy, even though 
there is no clear strategic vision yet.

Business Analytics and Big Data

Spending in business analytics solutions 
continued to grow in 2014 (+2.4%). The market 
reached 467 million euros, up by 3.2% in 
the software segment and by 2.0% in the 
services segment. Most solutions are still based 
on traditional business intelligence systems, 
using structural data contained in business 
applications. These are data warehousing and 
reporting tools mainly adopted by companies 
in the finance, telco, energy, food, chemical 
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Fig. 11: Cloud Computing in Italy by Type of Model and Service 
Values in Million Euros and % Variations

Source: Assinform/NetConsulting febbraio 2015
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and pharmaceutical sectors, which are subject 
to frequent compliance changes.
Over the last few years the increased 
quantity of data generated by web, mobile 
devices, apps, social media and connected 
objects has opened new opportunities for 
companies. Many businesses are looking at 
business analytics solutions that can correlate 
and interpret de-structured data, enabling 
predictive analyses. But these solutions are 
still at an early stage of adoption, in sectors 
such as Telecommunications, Finance, Utilities 
and digital companies. Organizational and 
managerial barriers prevent a more intense 
use of these tools since there are no adequate 
professional figures.
Possible evolutions are in-memory platforms 
to manage large quantities of data; Saas-based  
analytics tools to process data from any device, 
at any time and anywhere; data visualization 
tools, with analytic dashboard on mobile 
devices; prescriptive analytics models based on 
cognitive systems;  big data solutions to acquire 

new customers and manage cross channel 
customer experience. 

e-Commerce

In 2014 the value of e-commerce in Italy (sale 
of products and services from Italian web 
sites) reached 13.2 billion euros, up by 17% 
compared to 2013, accounting for 3.5% of total 
sales (as opposed to 2.6% in 2013) (Fig. 12). 
In 2014 on-line purchasing of products went up 
from 40% to 45%; the gap with other European 
countries and the United States has therefore 
been reduced. The biggest growth rates were 
recorded by consumer electronics, publishing 
and clothing. In 2014 on average Italian online 
buyers made more than one purchase a month, 
generating over 200 million transactions during 
the year. 
As in other countries, the main driver was 
e-commerce from mobile devices: according 
to eCommerce B2c Observatory Netcomm 
- School of Management del Politecnico di 
Milano, sales from smartphones doubled in 
2014 to more than 1.2 billion euros (9.2% of 
the overall e-commerce market). If we include 
purchases from tablets, the percentage of 
sales from mobile devices is 20% of the total 

12 2015 Assinform Report The Digital Market in Italy

e-Commerce confirmed a positive 
trend, with more than 13 billion euros 

Fig. 12: Sales of B2C e-Commerce in Italy - Values in Million Euros 
and % Variations

Source: eCommerce B2c Observatory   Netcomm - School of Management del Politecnico di Milano
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e-commerce. The main evolutions with regard 
to companies’ e-commerce projects are: 
• Integration of on-line and mobile 

technologies with points of sale;
• Customized experience through suggestions, 

customized contents, etc;
• Re-designed web site and mobile apps’ user 

experience based on usability criteria;
• Logistics innovation (shipping monitoring, 

new delivery methods, etc).

Security & Cyber Security 

In 2014 the Italian security market continued to 
grow (+2% to 772 million euros, Fig. 13), thus 
confirming the focus on this issue, also due to 
regulatory requirements.
Software performed well (+3.5%), thanks to 
security projects for traditional systems as 
well as “innovative” ones (mobile, social, 
cloud). Investment was mainly focused on 
perimeter security tools, identity profiling and 
management, cloud security.
Business continuity and data recovery projects 
went up, as well as the services segment 
(+1.6%) which includes systems integration 
and activities to revise organization structures, 
policies and audits. Hardware dropped by 1% 
due to decreased prices.

The Internet of Things

In 2014, at world level, there were 13 billion 
connected objects and the IoT market 
(hardware, platforms, software and services) 
reached 50.1 billion dollars (+43%). Telco 
providers are offering services through 
partnerships with IoT platform companies 
while over-the-top providers are focusing on 
acquisitions strategies aimed at expansion 
in specific markets. New players are also 
appearing in the demand ecosystem.
The IoT makes it possible to revitalize supply, 
innovate processes and respond to new 
consumer needs. This is the reason why the 
IoT market is recording strong growth rates also 
in Italy: in 2014, the total market (hardware, 
platforms, software and services) grew by 
13.3% to 1.6 billion euros (Fig. 14). Transport 
is the most mature segment with regard to IoT 
technologies, especially urban mobility systems 
that use IoT technologies to provide data on 
a real time basis for information purposes 
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Fig. 13: The Cyber Security Market in Italy 
Values in Million Euros and % Variations
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Fig. 14: The IoT Market in Italy
Values in Million Euros and % Variations
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and other types of services (e.g. on-line 
purchasing). The IoT has a major impact also 
on the Energy and smart city sectors. 
Factories are beginning to implement the 
IoT. IoT systems are used by LTE networks 
and communication systems to obtain 
evolved video-surveillance solutions, vehicles 
monitoring, alarms from mobile or fixed 
sensors. The intention is to develop it further 
with predictive diagnostics, workforce 
management, feedback-based operation 
of machines, operations efficiency. IoT 
technologies are paving the way to generate 
value through products that adjust to customers 
needs and will become a priority for those 
searching incremental innovation. 

3D Printers

3D printers are expected to grow 
considerably. In a world where production 
volumes are fragmented and consumers are 
asking for increasingly customized solutions, 
a transition is expected from mass production 
to mass customization, made easier by the 
use of technologies such as 3D printers within 
factories. Objects can be designed by means 
of CAD software or a 3D scanner and the file 
with specifications can be sent to prototyping. 
Time and errors are therefore reduced and 
any company can have access to these 
technologies.
3D printers may be used on a manufacturing 
scale for complex or highly customized 
and high value products, with the benefit 
of a one-stage process. The very concept 
of factory is overturned. The supply chain 
is bound to change. Manufacturing may 
be delocalized without large, far- away 
manufacturing plants, using local service 
centres, workshops and fablabs. 
The “Made in Italy” is facing these new 
challenges and, on the supply side, there are 

more than 700 manufacturers and distributors 
of 3D printers and scanners, printable 
materials and design software.

Web and Mobile Applications

Interest in web-based applications available 
on networked servers and accessible from 
any browser grew in 2014. They offer several 
benefits: they are quick to develop and update, 
ensure  on-demand access from any device 
and from anywhere; and respond to changes in 
organizational models and processes.
In 2014 most companies focused on CRM 
application projects which can integrate social, 
BI and campaign management. 
The mobile application area performed well, 
too. Growth was driven by a wider use of 
mobile devices within companies (+12%), now 
amounting to over 448 million euros in Italy. 
The trend is confirmed by the high number 
of apps available at app stores (more than 3 
million at the end of 2014).  
Company projects are focusing on mobile 
email and productivity management tools 
and on business intelligence and ERP access 
solutions. Sales force and HR 
apps also increased. As for mobile applications 
for customers, companies will focus on 
development of applications for marketing 
campaigns (e.g. proximity marketing) 
and mobility sales (m-commerce), customer 
care and, to a lesser extent, loyalty and 
payments.

Mobile Payment

Italy is still lagging behind with regard to 
electronic payment: 13% of transactions 
as opposed to an EU average of 40% (ABI, 
September 2014). However in 2014 the use of 
payment methods other than cash increased. 
Mobile transactions went up by 42% in terms 
of value to about 1,930 million euros.
Growth was driven by mobile entertainment 
(more than 50% of mobile transactions). 
Mobile payment for the purchase of goods 
and services increased in 2014 with regard to 
remote payment, money transfer, proximity 
and POS apps. 
Mobile remote payment was driven by 
m-commerce and by the use of mobile 
devices to pay rechargeable phone cards, 
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The IoT: driven by product and 
process innovation potentials 

Mobile transactions grew, driven by 
m-commerce and new services 



bills, public transport tickets, parking, etc. 
The mobile proximity payment segment did 
well and is expected to grow considerably in 
the next two years.
NFC technology is increasingly used for 
proximity payments. The device-based model 
(with secure element on a fixed device  – 
SIM or smartphone) and cloud-based model 
(payment credentials in the cloud) seem to 
have the greatest chances of success. 
The device-based model with secure element 
in the chip and the cloud-based model are 

growing internationally, which may reduce 
the role played by phone operators. This is 
not the case in Italy yet, because most trials 
under way are carried out by partnerships 
between telco operators and banks. Solutions 
have already been implemented entirely based 
on bank systems, thus confirming that banks 
do not want to lose contacts with customers. 
It is an opportunity for operators competing 
in a market that is almost mature in terms of 
enabling infrastructures (smartphones and 
c-Less POS). 
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Analysis of Demand

InVESTMEnT TREnDS 
In ThE VARIOuS 
SECTORS, 
In DIffEREnT AREAS  

The Italian digital market (Tab. 4) recorded 
an upward trend with big spenders: industry, 
banks, telecommunications, media and 
utilities. Spending in Insurance and Transport 
went up slightly, while it dropped further in 
government offices and distribution. 
In March 2015 the Italian Government 
approved the Ultra-Broadband National Plan 
and the Digital Growth Plan, developed by 
the Digital Agency for Italy (Agid) and the 
Ministry for Economic Development to bridge 
Italy’s digital gap and achieve the Digital 
Agenda for Italy’s targets. 
The Digital Growth Plan will integrate with 
other government projects (the Digital 
Agenda for Italy) and should help speed up 
digitalization of government offices.
The highest spending figures were recorded 
in Lombardy and Lazio, which account 
for 41% of the national digital spending, 
followed by Emilia Romagna, Veneto and 
Piedmont. Consumer digitalization continued 
to increase, despite a decrease in spending: 
web and social have become part of Italians’ 
daily life.

Digital Transformation in Italian 
Companies 
Digital transformation means innovation in 
three main areas:
• customer experience, through an omni-

channel customer management with a 
customized user experience;

• operating processes and organization, to 
make them more flexible and efficient, 
adopting new models and using cross 
functional teams;

• business models, because the rules and 
boundaries of business segments have 
changed and therefore new products and 
new services must be developed for new 
customers and new markets.

An analysis performed by NetConsulting in 
2014 on 70 large companies shows a two-
velocity process. Only 40% of the companies, 
mainly in the bank, telco and retail/mass 
retailing sectors – has already developed 
a digital transformation plan; 28% plan to 
develop one in 2015 and 32%, mainly in the 
Insurance and Utility sectors, have no digital 
transformation plans.
In 2014 digital spending by large corporations, 
which still account for the majority of the 
digital business market (56.4%), resumed 
growth (+0.8% compared to 2013 – Table 5). 
Projects were developed to implement new 

Digital spending went up in the big spender sectors: 
manufacturing, banks and telecommunications. 
It dropped further in government bodies and in the 
distribution and consumer sectors, but web and social have 
become part of Italians’ daily life. Lombardy and Lazio 
are Italy’s digital market drivers.
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digital paradigms, especially with reference to 
internal processes and work force mobility. 
These projects were supported by investment 
in infrastructures and applications. Considerable 
investment was made in storage and security 
systems. As far as applications are concerned, 
the focus was still on business intelligence, 
content and information management, followed 
by ERP and extended ERP projects to support 
business process effectiveness, with an 
emphasis on CRM solutions. 
Spending by medium-size companies (+0.4 % 
compared to 2013) was in line with spending 
by large corporations, thus confirming that their 
needs are similar.

Digital gap confirmed by small companies: 
digital spending decreased by 2.2%. Small 
businesses are more vulnerable and, due to 
the smaller number of employees, they lack 
the ICT skills required to develop innovative 
solutions. According to Istat data, small 
companies have little knowledge of the cloud 
paradigm. Smaller businesses tend to use 
Web 2.0 only for social network purposes 
and are missing the opportunities offered by 
the Network. And the gap is also confirmed 
by the low percentage of small businesses 
selling online (no more than 8%, as opposed 
to 26% of larger companies). Small companies’ 
online sales revenue on average was 2.3%, as 

Source: Assinform/NetConsulting 2015

Table 5: The Digital Market by Company Size and Consumer  
Values in Million Euros and % Variations
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Source: Assinform/ NetConsulting, 2015

Table 4: The Italian Digital Market by Sector - Values in Millions Euros and % Variations

  2012 2013 2014   13/12  14/13 

Industry  7,254  6,746   6,785   -7.0% 0.6%

Banks  6,397   6,347   6,415   -0.8% 1.1% 

Insurance and Financial Institutions  1.715   1,653   1,677   -3.6% 1.5% 

Central Government Offices  2,207   1,951   1,901   -11.6% -2.6% 

Defence  1,181   1,021   995   -13.5% -2.5% 

Local Authorities  1,360   1,263   1,237   -7.1% -2.1% 

Healthcare System  1,518   1,448   1,416   -4.6% -2.2% 

Utilities  1,453   1,462   1,488   0.6% 1.8% 

Telecommunications and Media  7,843   7,824   7,898   -0.2% 0.9% 

Distribution and Services  4,268   3,954   3,833   -7.4% -3.1% 

Travel & Transportation  2,210   2,085   2,101   -5.7% 0.8% 

Consumer  30,735   29,408   28,488   -4.3% -3.1% 

Total Digital Market  68,141   65,162   64,234   -4.4% -1.4%

 2012 2013 2014   13/12  14/13

Large Companies (250+)  20,671   19,986   20,144   -3.3% 0.8%

Medium-size companies (50-249 employees)  7,214   6,894   6,921   -4.4% 0.4%

Small companies (1-49 employees)  9,521   8,874   8,681   -6.8% -2.2%

Consumer  30,735   29,408   28,488   -4.3% -3.1%

Total Digital Market  68,141   65,162   64,234   -4.4% -1.4%



opposed to 10.7% in larger businesses. The 
quality of small companies’ communication 
infrastructures is affected by their smaller 
spending capacity: only 11.9% of small 
companies utilises fast broadband protocols, as 
opposed to 33% of large businesses. 

Banks

In 2014 the banking sector, in addition to 
pressures associated to the economic scenario, 
had to face pressure deriving from the creation 
of the Banking Union (asset quality review, 
etc.) and a reorganization of large banche 
popolari  (which were required to change into 
Spa – joint-stock companies) and banche di 
credito cooperative (379 institutions that will 
have to undergo a consolidation process). The 
distribution model is also being reconsidered.
The number of bank branches dropped from 
31,761 in 2013 to 31, 172 in 2014 (September), 
and the trend is expected to continue in the 
next few years. The number of customers using 
internet banking increased to 37.4% of the 
population in 2014 (Istat1). Branch automation 
with multifunction ATM is also increasing.

Digital spending in the banking sector 
resumed growth in 2014, up by 0.8% to 6,410 
million euros (Fig. 15). Growth was driven by 
investment in digital channels in large and 
medium-size banks, with a positive effect on 
software and ICT solutions.
The Devices and Systems segment went up 
thanks to PC renewal and to the server and 
storage segment, driven by new projects. ICT 
services went down due to network services; 
IT services were basically stable thanks to 
outsourcing.
Digital transformation is a priority for banks. 
Strategies are focused on dematerialization of 

Good ICT spending trends in large 
and medium-size companies. Digital 
gap confirmed in small businesses 

internal branch processes, also with respect to 
relations with customers, who are increasingly 
more digital and multichannel. In fact many 
internet banking platform revision projects 
were carried out in 2014 and traditional 
banks launched new brands. An increasingly 
important role was played by mobile, both in 
terms of customer relations (services provided 
through apps), and to provide financial 
promoters with remote signature solutions so 
that agreements can be signed from tablets. 
With regard to CRM, considerable investment 
was made in segmentation techniques, 
CRM social tools to find new engagement 
methods and in multichannel contact centres.
Business intelligence and big data analytics 
projects were driven by the need to strengthen 
marketing, risk management and finance tools.
Compliance issues continued to direct projects. 
Additional focus was placed on cyber security 
following the provisions issued by Banca 
d’Italia and the obligation imposed by the 
European Union to strengthen authentication 
systems for internet banking services (OTP).
Cloud computing is still marginal. Mobile 
payment is beginning to go beyond the 
experimentation phase: in addition to apps to 
pay bills and MAV (payment against notice), 
there are now other apps for peer-to-peer 
payment and payment by credit card. 
In the next few years, to pursue digital 
transformation, banks will have to reconsider 
their information systems architectures, which 
are still based on non-perfectly-integrated 
applications. Therefore most core applications 
will have to be renewed. Banks will continue 
to invest on automation, digital signage and 
videoconference systems for remote consulting 
services. 

Insurance

The insurance sector resumed growth thanks 
to the life segment, which offset the decrease 
recorded by the damage segment. 
This has given insurance companies 
more opportunities to pursue their digital 
development. 
Projects focused on infrastructure and 
application rationalization, ICT governance, 
security and risk control. Innovation, 

Banks are looking at digital channels, 
data analytics, CRM and process 
digitalization 1- Istat Report “Cittadini e Nuove Tecnologie 2014”
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optimization and compliance were at the basis 
of core applications replacement/updating 
projects (damages, life, accidents), of the 
introduction of CRM social and integrated 
multi channels, of tools to support process 
digitalization. Business intelligence processes 
worked on big data solutions to improve 
policy pricing techniques and follow insurers 
throughout their life cycle. As a result, in 2014 
digital spending in this sector went up (+1.5%) 
to 1,677 million euros. Looking at the various 
segments, software and ICT solutions recorded 
the biggest growth (+5.8%) while Devices and 
Systems grew by 1.4%; ICT services continued 
to drop, except for cloud computing, which 
recorded good growth rates, even though its 
value is still low. 

A higher level of digital transformation is 
required to meet future challenges, which 
is not easy for more traditional insurance 
companies. However all companies are 
taking steps, following roadmaps based on 
mobile, social, e/m-commerce, cloud, further 
digitalization of processes and workflows 
(accident area). Mobile is a priority: mobile 
devices make it possible for customers to 
manage all relations, from exchange of 
information to accident management and 
policy change; sales force functions such as 
access to company apps for real time business 
intelligence also play a major role.
Mobile is an important leverage for insurance 
agents. According to a recent research study 
(Cetif, 2014), 75% of them find it useful to 
have insurance cost calculators and 80% 
would like to use digital signature to sign 
policies and simplify administrative activities; 
premium payment by means of payment 
gateway and mobile POS are additional 
opportunity areas. 

Industry

In 2014 industrial production in Italy dropped 
by 0.8% but a few signs of recovery can be 
seen. In fact digital spending in 2014 recorded 
a small growth (+0.6%). This result was mainly 
contributed by Software and ICT Services 
(+3.4%) and Digital Contents (+11.8%). Devices 
and Systems did better than in the previous 
year thanks to PC renewal (- 0.2% as opposed 
to -4.4% in 2013). ICT Services continued to 

Insurance: recovery of spending 
to support already started 
digitalization processes 
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Fig. 15: Banks: Digital Spending in Italy
Values in Million Euros and % Variations
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Fig. 16: Industry: Digital Spending in Italy 
Values in Million Euros and % Variations
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drop, but less than in previous years (from 
-13% to -2.9%; Fig. 16).
The main investment areas were SCM, ERP 
and PLM. Investment in SMC was aimed at 
reducing time to market and costs by means of 
forecasting solutions and virtual integration to 
outsource non-core activities. 

Investment in ERP systems were mainly aimed 
at integration with MES and SCADA systems 
and at improving project phase monitoring. 
PLM plays a major role for companies where 
results are based on product life cycle 
management and innovation: connected 
technologies help with design, function 
integration and interaction with CAD solutions.  
Another important aspect for industry is cyber 
security: MES and SCADA systems were not 
designed to be connected to the Internet 
and therefore they are vulnerable to attacks; 
protection from intrusion is becoming more 
and more important for companies. Expected 
evolutions are mainly focused on factory 
digitalization and inventory optimization, 
partly associated to innovations deriving from 
automation and the IoT. Opportunities are also 
offered by 3D printing of prototyping, spare 
parts and other phases of the supply chain to 
reduce inventory time and costs. SCM will 
evolve from forecast-based to on-demand 
manufacturing. Integration between ERP, MES 
and SCADA will increase. Cloud computing, 
which is currently used as private Iaas and 
public Saas by some companies only, will 
play a more important role also in small and 
medium-size companies thanks to more-
competitive offers and increased flexibility; and 
a bigger role will be played by the IoT thanks 
to devices’ ability to better communicate with 

analytics and monitoring functions. Mobile is 
expected to develop further with the sales force 
and field force. The Big data segment is also 
promising and will drive investment in storage 
architecture and business analytics.

Distribution and Services

In 2014 Distribution sales continued to drop 
(-1.2%), but not all segments went down, as 
happened in 2013. In fact large stores (more 
than 50 employees) recorded a small growth 
(+0.2%); discounts (+2.4%) and specialized 
stores (+2%) did even better. In this sector the 
challenge is to strengthen customer relations 
and improve internal process efficiency. ICT is 
playing a major role.  
In 2014 major Italian retailers focused on mobile 
projects for customer interaction. Apps were 
developed aimed at communication, customer 
care, fidelity and mobile digital catalogue. 
Multichannel projects were developed with 
respect to e/m-commerce, CRM and social 
engagement, concurrently with development 
of interactive shopping at physical points of 
sale. The fashion sector did particularly well, 
with store wall/digital signage, virtual changing 
rooms, digital tags that can be seen from 
smartphones and interactive shop windows.
As far as traditional applications are concerned, 
the focus was on business intelligence and 
CRM; core applications focused on support 
to points of sale, optimizing data collection 
and processing to re-plan actions quickly. 
Other areas of interest were information flows 
between warehouses and logistics centres to 
optimize transport and avoid out of stock. 
The economic context did not help and 
therefore digital spending in this sector in 2014 
went down by 3.1% to 3,833 million, a smaller 
decrease compared to 2013.
ICT Services and Devices and Systems went 
down, while spending in Software and ICT 
Solutions improved, with investment in point 
of sale and inventory management solutions 
(especially CRM and business intelligence). 

TLC & Media

The telecommunications segment was affected 
by the drop in network services. The biggest 
decrease was recorded by the consumer 
segment with regard to fixed and mobile 

Industry: SCM, ERP, PLM 
and digitalization of factories 
and supply chain

Telco and Media are suffering, but 
they are investing in digitalization and 
customer experience
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voice services, while mobile data services 
went up. The Media segment is also facing a 
difficult scenario due to a drop in advertising 
in traditional media and to new ways of using 
contents, which entail competition with 
over-the-top players on on-line platforms. 
The press segment recorded the highest drop 
in advertising and the drop of advertising in 
traditional media was not offset by digital sales.

The total digital spending in 2014 showed a 
slightly positive trend (+0.9%) and amounted 
to about 8 billion euros. Infrastructural 
elements went up (+1.6%) thanks to telco 
companies’ investment to launch new 
generation services. The Software and ICT 
Solutions segment went up, positively affected 
by media companies’ need to launch new 
services on digital channels, as happened in 
2013. Telco companies invested on customer 
journey digitalization projects, with self-service 
activation portals, order entry and online 
validation portals, and on service and content 
customization. A major role was played by 
integration of personal data contained in the 
company datahardware with data coming 
from external channels (web portals and social 
networks) and by the implementation of big 
data analysis and datawarehousing solutions, 
to gain a comprehensive picture with regard 
to customers and services. Billing is also highly 
affected by digitalization since it must adjust 
to customized supply. Media companies’ ICT 
projects focused mainly on CRM and big 
data. As far as CRM is concerned, projects 
are aimed at integrating these solutions with 
other legacy systems solutions (billing, business 
intelligence) and, as far as pay TV and VOD 
companies are concerned, also with VOD 
portals, so that users can check the status of 
their customized subscription.
Some media groups invested on CRM systems 
innovation to standardize databases and 
improve customer identification procedures 
on different channels by means of business 
intelligence and  big data analytics solutions. 
The objective is to focus on specific targets, 
also through smartphone and tablet apps. 
Business intelligence and big data analytics 
solutions can be used also in advertising 
sales: broadcasters and media companies are 
working to provide integrated and multichannel 
offers (offline and online) and these solutions 

make it possible to analyze consumption and 
sales data of products that belong to the same 
group and optimize integration.

Energy and Utilities

Digital spending by Utilities continued to 
grow in 2014 to 1,488 million euros (+1.8% 
compared to 2013). Some companies started 
policies aimed at rationalizing technological 
projects (Fig. 17).

There are two types of companies in this 
sector: large companies operating in the 
energy sector (supply, generation, extraction) 
and multi-utilities (distribution and sale of gas, 
electricity, water and other services). Both 
types are facing a reduction in consumption 
and therefore need to redesign their business 
models and offer, and change from mere 
energy providers to full providers of energy 
and environmental products and services. This 
calls for a big change management process 
in which digital innovation plays a key role. 
Companies are implementing organizational 
changes to bring technological investment 
in line with their strategic plans, strengthen 
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Fig. 17: Energy and Utilities: Digital Spending 
in Italy - Values in Million Euros and % Variations
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operations management processes, identify an 
architecture compatible with scalability and 
standardization needs, optimize security and 
sourcing policies (e.g.: cloud). 
Compliance is still a major point, together 
with billing, trading, and risk management. 
Followed by an adjustment between sales 
and distribution solutions, plant operation 
and management (including in combination 
with cartography), remote reading and remote 
management, which call for considerable 
investment in hardware and software 
upgrading. 

Evolutions confirm that change is under way 
and that companies are willing to bring IT in 
line with strategies, as indicated by growth 
in mobile services for the work force, mobile 
applications devoted to customer care and 
to communication/branding activities and by 
investment in cloud computing by almost all 
major companies in this sector. The IoT is also 
growing in all areas (facilities, remote reading 
and other services) and, in combination 
with development of mobile and social, it is 
supporting the adoption of solutions to manage 
an increased quantity of data and draw useful 
business information. 

Travel & Transportation 

After the drop in 2013, spending in digital 
technologies in the transport sector increased 
slightly in 2014  thanks  to  freight  transport.  
Digital  spending  in  this sector totalled 2,101 
million euros (+ 0.7%). The highest growth rate 
was recorded by Software and ICT Solutions 
(+2.6% on an annual basis) thanks to projects 
started by companies to improve operations 
efficiency and augment customer experience. 
A priority in this sector was the standardization 
of IT architectures and procedures to better 
meet business and marketing needs. Another 
priority was the reorganization of internal 
ICT functions, supported by new governance 
models and by resource re-skilling.  As far as 
outsourcing is concerned, no major changes 
occurred compared to 2013. 

The local transport sector continued to 
invest in vehicles monitoring solutions (fleet 
management and dynamic deployment of 
vehicles on public transport lines), e-tickets 
(including from mobile devices) security (video 
surveillance and alarms), and infomobility 
to make it possible for customers to find 
alternative solutions in case of accidents by 
accessing real-time information from mobile 
devices.
As far as freight transport is concerned, 
investment was mainly focused on smart fleet 
management solutions using sensors, localizers, 
software platforms and communication 
systems to monitor the vehicles and loads 
status. Another area of interest was electronic 
management of documents and digital 
filing, although often coupled with paper 
transmission.

ThE DIGITAl GROwTh PlAn 
AnD DIGITAlIzATIOn In 
GOVERnMEnT OffICES 

 The Digital Growth Plan

In March 2015 the Council of Ministers 
approved the National Ultra-Broadband Plan 
and the 2014-2020 Digital Growth Plan, two 
strategic synergies aimed at pursuing the 
European Digital Agenda’s objectives. The 
two Plans were developed by the Agency for 
Digital Italy and by the Ministry for Economic 
Development to bridge our Country’s digital 
gap.
The Digital Growth strategy supplements 
accomplished and in-progress projects and 
identifies: infrastructural actions to create a 
suitable infrastructure for services; platforms 
enabling  new services to citizens and 
companies; digital acceleration programmes.
Infrastructural actions are focused on: 
• The Government Connectivity System, to 

update technical rules and the infrastructure 
model to access government digital services 
and increase the number of access points;

• The Digital Identity Public Service, to ensure 
secure access to Government Offices’ 

 digital services, with identities verified by 
recognized identity providers;

• Digital safety to increase privacy, integrity 

Change is a must in Utilities and digital 
technology plays a major role
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 and continuity of interactions with 
government bodies; 

• Strengthening of government offices’ data 
centres  and adoption of cloud computing, 
based on a roadmap started by some central 
and regional government offices.

Enabling platforms refer to Civil Registry of the 
Residing population, open data, telematic civil 
trials, agriculture and digital tourism, e-health, 
electronic payment by government offices and 
electronic invoicing.
Acceleration programmes: 
• Italia Log In Platform, to make it easier to 

access services offered by government 
offices and communicate with them using 
one’s digital identity;

• The Digital Skills Programme  to favour 
training in the private and public sectors, 
especially with regard to professionals and 
small businesses; 

• The Smart City & Community  Programme  
to provide technical and governance 
information, thus favouring implementation. 

Status	of	Government	Offices’	
Digitalization

Several regulations were passed in the last 
few years aimed at developing government 
offices’ digitalization and digital interaction 
between citizens and government offices, from 
the Digital Administration Code to the more 
recent Digital Agenda. But they have not been 
fully implemented due to delays in the relating 
technical provisions and failure to comply 
by many entities. The new Digital Growth 
Strategy should accelerate government offices’ 
digitalization in Italy, guided by the Agency for 
Digital Italy. 
Effective as of March 31, 2015, all invoices to 
government offices must be issued in electronic 
format, including to all local authorities. Rules 
to implement the Identity Public System are 
expected to be issued soon; the fist 
experimentation phase should start shortly 
and be completed by Autumn 2015 and then 
be developed in the following 18 months. 
The National Civil Registry of the Residing 
Population will be fully implemented by the 
end of 2016. The PagoPA system, a platform 
for electronic payment to government offices 
and public utilities is now active. Cert-PA, a 

system developed to ensure cyber security to 
government offices, is undergoing a pilot phase 
and all government bodies should be covered 
by 2016.

Digital Spending by Central and Local 
Public Sector Bodies

Digital spending dropped in both central 
and local public sector bodies, even 
though less than in the last few years.
In 2014 it decreased by 2.6% in Central Public 
Sector Bodies (as opposed to -11.6% in 2013), 
mainly due to ICT Services and Devices and 
Systems (Fig. 18).

Spending in software and solutions went 
down slightly. Central Public Sector Bodies’ 
investment was mainly focused on: 
• Strengthening of the IT infrastructure in 

accordance with the Government Offices 
Data Centre Rationalization Three-Year Plan;

Digital Growth: cross-function actions, 
enabling platforms, acceleration 
programmes
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Fig. 18: Central Public Sector Bodies: Digital 
Spending in Italy - Values in Million Euros and % Variations
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• Cyber security, with risk and vulnerability 
assessment services, identity access 
management solutions, data protection, data 
loss prevention and DDOS protection;

• Digitalization of operating, accounting and 
financial processes and of service delivery 
(to residents, businesses and other Bodies) 
through new web functions and mobile 
apps;

• Electronic invoicing, compulsory for Central 
Public Sector Bodies since June 6, 2014.

Digital spending by Local Public Sector 
Bodies continued its downward trend 
in 2014: -2.1% to 1,237 million euros 
(Fig. 19). The biggest decrease was recorded 
by Devices and Systems, followed by ICT 
Services. The Stability Pact continued to affect 
budgets in 2014 and translated into spending 
cuts, including ICT spending, especially at 
municipal level. Most spending was still 

devoted to operating costs (mainly applications 
management, accounting for about 40% of 
Municipalities’ IT budgets). Local Authorities 
will have to make big efforts to comply 
with the Digital Growth Plan (electronic 
invoicing and Single Registry). The new central 
registry system will first be implemented by 
municipalities with less than 100 thousand 
inhabitants and then by metropolitan cities. 
As far as regional governments are concerned, 
all entities resolved on digitalization and 
many Regions have adopted Regional Digital 
Agendas. Most Plans focused on infrastructures 
(broad and ultra-broad band) cloud computing 
and e-health (especially with regard to the 
Electronic Health Record); differences can be 
observed in terms of available resources and 
implementation capability. Regions in North 
and Central Italy, especially Lombardy, Emilia 
Romagna, Veneto, Umbria and Tuscany are at 
a more advanced stage of digitalization.

Digital Spending in the Healthcare 
Sector

Digital innovation in the health system is 
addressed in the 2014-2016 Health Pact, 
signed by the State-Region Conference in 
July 2014 and in the Digital Growth Plan. 
The Health Pact includes the Pact for Digital 
Health: an agreement between Central 
Government and Regions identifying priorities 
to support digital innovation in the health 
system: Electronic Health Record, digital 
prescriptions, dematerialization of medical 
reports and medical records, booking and 
payment of medical services. Many activities 
have already been performed with respect to 
each priority. But there is no synergy yet and 
therefore health digitalization is sporadically 
and partially implemented.
Spending went down (-2.2%), but less than 
in the past (Fig. 20), due to a decrease in ICT 
Services, which still consist mainly in on-site 
applications development and maintenance. 
With regard to software, good results were 
achieved by document management and 
datawarehousing. Three evolutions are worth 
mentioning:
• Improvement of relations with patients in 

hospitals, with the introduction of self service 
points  (self check-in, booking of medical 
examinations, reports printing, payment) and 

Central and Local Public Sector 
Bodies: digital spending dropped, but 
less than in 2013 
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Fig. 19:  Local Public Sector Bodies: Digital 
Spending in Italy - Values in Million Euros 

and % Variations
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information via mobile and apps;
• Focus on out-of-hospital medical care with 

patient monitoring via mobile devices and 
introduction of medical records for out-of-
hospital assistance.

Smaller steps were taken with regard to cloud 
computing: the standardization of hospital 
processes is still lagging behind.

COnSuMER DEMAnD 

The Spread of the Main Digital 
Technologies Among Consumers

The number of internet users and of 
connectable devices continued its upward 
trend in 2014. In Italy smartphone sales 
reached 14.1 million units (+14.6%).There are 
29 million installed devices in the consumer 
segment, plus about 6 million tablets 
(without the business segment). Smartphone 
penetration over the entire Italian population 
reached 41%, in line with the main European 
countries (France and Germany), but still lower 
compared to the United Kingdom (62%) or the 
United States (56%). 

The increased spread of new generation 
mobile devices is accompanied by a higher 
number of accesses to the internet from mobile 
devices: in 2014 broadband users from mobile 
devices reached 31.7 million (+17.8%); daily 
access to the internet from mobile devices has 
overtaken the number of accesses from fixed 
devices. Most activities from mobile devices 
consist of text messages, search for information 
on the web, e-mailing and access to social 
applications. 
An increase was also recorded by mobile 
access to home banking, m-commerce and 
music or video streaming services. 
If we compare Italy with other Countries, 
Internet penetration is still below the European 
average, mainly due to lack of broadband 
infrastructures (21% coverage as opposed 
to a European average of 62% according to 
Digital Economy and Society Index). And 
yet Italians are very active on social media, 
with 28 million active accounts, of which 22 
million from mobile devices. Social network 
penetration in Italy (46%) is in line with the 

Social media and smartphones: one of 
the highest penetration rates in Europe  
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Fig. 21: Consumer: Digital Spending in Italy 
Values in Million Euros and % Variations
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European average and higher than in Germany 
and France. As for time spent on social media, 
Italy is one of the leading Countries in Europe: 
2.5 hours, about half an hour more than in the 
United Kingdom (2.2), followed by Germany, 
France and Spain.

Consumer Digital Spending

Consumer digital spending in 2014 dropped 
slightly, to 28.5 million euros (- 3.1%, Fig. 21). 
This was mainly caused by ICT Services: less 

fixed network lines, progressive drop of SIM 
cards and fixed-mobile convergence. As far 
as Devices and Systems are concerned, the 
most significant growth was Desktop PCs, 
which recorded a 20% growth and, to a lesser 
extent, notebooks. Smartphones continued to 
grow while spending on tablets plummeted 
(consumer accounts for about 70% of the 
market for these devices) due to maturity of 
this market and a very low replacement rate for 
these devices.

The Internet of Things (IoT) is one of the 
emerging markets, with a two-digit growth 
in the 2012-2014 period thanks to several 
applications in the consumer segment, 
especially with regard to services to be 
used from mobile devices (e.g. car sharing, 
fitness application, etc.). As far as consumer 

Consumer: the drop in telco 
services and tablets was not offset by 
PC recovery

Source: Assinform/NetConsulting, 2015
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Table 6: The Digital Market in Italian Regions - Values in Million Euros and % Variations

Data in Million Euros  2011 2012 2013 2014  12/11  13/12 14/13 

Piedmont  6,071   5,953   5,680   5,589  -1.9% -4.6% -1.6%

Valle D’Aosta  154   151   143   138  -1.9% -5.3% -3.5%

Lombardy  18,053   17,861   17,205   17,136  -1.1% -3.7% -0.4%

Liguria  1,747   1,710   1,634   1,607  -2.1% -4.4% -1.7%

Trentino Alto Adige  1,379   1,378   1,341   1,345  -0.1% -2.7% 0.3%

Veneto  6,313   6,202   5,919   5,815  -1.8% -4.6% -1.8%

Friuli-Ven. Giulia  1,631   1,586   1,502   1,460  -2.8% -5.3% -2.8%

Emilia-Romagna  6,396   6,221   5,947   5,882  -2.7% -4.4% -1.1%

Tuscany  4,049   4,023   3,896   3,899  -0.6% -3.2% 0.1%

Umbria  769   744   709   702  -3.3% -4.7% -1.0%

Marche  1,425   1,410   1,344   1,315  -1.1% -4.7% -2.2%

Lazio  10,293   10,065   9,581   9,398  -2.2% -4.8% -1.9%

Abruzzo  884   856   806   766  -3.2% -5.8% -5.0%

Molise  209   203   190   180  -2.9% -6.4% -5.3%

Campania  3,486   3,409   3,244   3,182  -2.2% -4.8% -1.9%

Puglia  2,342   2,285   2,169   2,120  -2.4% -5.1% -2.3%

Basilicata  342   336   322   318  -1.8% -4.2% -1.2%

Calabria  813   792   748   714  -2.6% -5.6% -4.5%

Sicily  2,130   2,063   1,938   1,860  -3.1% -6.1% -4.0%

Sardinia  914   893   844   808  -2.3% -5.5% -4.3%

Total Digital Market  69,400   68,141   65,162   64,234  -1.8% -4.4% -1.4%



electronics hardware is concerned, smart 
TV sales slowed down but the trend was still 
positive (+4.7% compared to 2013). Differently 
from the 2011-2013 three-year period, home 
game consoles grew by more than 10% 
while hand-held game consoles (-35%) were 
negatively affected by smartphone and tablet 
competition. E-reader sales showed a slight 
decrease, too.  Finally, the digital content 
segment grew, which confirms the increased 
use of online media channels. 

REGIOnAl MARkETS AnD 
PlAnS fOR InnOVATIOn

Looking at the Digital Market from a 
geographic standpoint, Lombardy and Lazio 
hold the largest share, followed by Emilia 
Romagna, Veneto, Piedmont and Friuli Venezia 
Giulia, where ICT spending is higher than the 
average. A leading role is also played by local 
policies aimed at encouraging digitalization 
processes locally: the Regional Digital 
Agendas.

The Digital Market in Italian Regions 

Digital demand was mainly concentrated in 
Lombardy and Lazio in 2014 (41% of digital 
spending), amounting to 17 and 9.4 billion 
euros respectively. These two regions were 
followed by Emilia Romagna, Veneto and 
Piedmont, which accounted for 27% of the 
digital market, with amounts ranging between 
5.6 and 5.9 billion euros. Digital spending in 
other regions was lower: between 4 and 1.3 
billion euros in Tuscany, Campania, Puglia, 
Sicily, Liguria, Friuli Venezia Giulia, Trentino 
Alto Adige and Marche. Spending in Sardinia, 
Abruzzo, Calabria, Umbria, Basilicata, Molise 
and Valle d’Aosta was below one billion euros 
(Tab. 6).

An analysis of digital spending in the various 
regions compared to the per capita and 

Digital demand was mainly 
concentrated in Lombardy and Lazio
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Fig. 22: Italian Regions by Average Consumer and Business Spending 
in 2014 - Values in Euros
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per company average spending at national 
level produced interesting results (Fig. 22). 
Lombardy, Lazio, Friuli Venezia Giulia, 
Piedmont and Emilia Romagna were the only 
regions where consumer and business ICT
spending was above the national average. In 
Lombardy and Lazio the result is consistent 
with the high number of residents and of 
business and public sector bodies (including 
Universities). As far as consumer spending is 
concerned, spending trends in Lombardy and 
Lazio were better than the average.
In Friuli Venezia Giulia, Piedmont and Emilia 
Romagna the difference compared to national 
average business spending was smaller and 
good results were achieved with regard to 
consumer spending. 
Trentino Alto Adige, Veneto, Valle d’Aosta, 
Tuscany and Marche were below the market 

average with regard to business spending. Most 
businesses in these regions are little digitalized 
service sector companies.
The remaining regions showed a wider gap 
compared to average market numbers both in 
terms of volumes and growth rates. 

Regional Plans for Innovation

Local policies to support digital innovation 
are a pre-condition for ICT investment growth 
locally. The development of regional digital 
plans implementing the Agenda for Digital 
Europe’s requirements and the Digital Agenda 
for Italy’ s priorities lays the foundations 
for technological evolution of citizens and 
businesses. The impact of these plans will be 
extensive and not limited to technological 
evolution in the public sector.
The best positioned regions are Lombardy, 
Emilia Romagna, Tuscany, Umbria, Veneto, 
Abruzzo, Puglia and Val d’Aosta (Fig. 23). 
Regional Digital Agendas are quite consistent 
in terms of priorities, objectives and targets 

Regional Digital Agendas to play 
a major role for ICT investment
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Fig. 23: Status of Regional Digital Agendas

Source: Assinform/NetConsulting, 2015
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– development of digital infrastructures, 
digital inclusion, e-government and online 
service acceleration, creation of a business-
friendly digital ecosystem, etc. However only 
Lombardy, Emilia Romagna and Tuscany 
showed a high ranking with regard to ICT 
equipment, TLC coverage and literacy by 

individuals and businesses. Umbria, Veneto, 
Abruzzo, Puglia and Val d’Aosta showed 
smaller excellence areas due to investment 
delay compared to the national average.
The progress made by these “virtuous” areas 
will hopefully have a positive impact on areas 
where the digital divide is still very wide.
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The ICT Sector in Italy 

ICT is a relevant sector within Italy’s economic 
system, even though it was affected by the 
economic crisis. Compared to 2010 it lost 
7 thousand businesses and 34 thousand 
employees. But numbers are still high: more 
than 75,400 companies and over 456 thousand 
employees. 70% of the 75,400 companies 
registered as of the end of 2013 operates in the 
service sector (Fig. 24), 23% in software, 5% 

in telecommunications and 1.5% in hardware 
manufacturing. Many companies closed 
between 2010 and 2013, but many innovative 
start ups were set up: some 3,500 according 
to Unioncamere and this number is increasing 
rapidly. The sector consists mainly of small 
businesses. In 2013, about 93% of companies 
had less than 10 employees; micro and small 
businesses accounted for 99% of companies in 
this sector and there were 149 large corporation 
(with more than 250 employees).   
Most companies are in Northern Italy, especially 
in the North-West area: in 2013 57.4% of 
companies, with 56.4% of employees, were in 
the North. 23.3% of ICT companies (on average 
larger in size) were in Central Italy, with 34% of 
employees and 19.3% in the South with only 
9.7% of employees.

EMPlOyMEnT AnD SkIllS

The drop in the number of companies is 
accompanied by an employment decrease. This 
was partly due to company restructuring to face 
the crisis (Fig. 25). Most ICT service companies 
downsizing occurred in 2011; the number 
of employees began to increase in 2012 and 
remained stable in 2013. Different trends were 
observed in other segments: 2013 was the worst 
year for hardware companies whereas software 
businesses showed an upward trend. The total 
number of people working in this sector is 
anyway significant.
Although the entire sector underwent a 
restructuring process, different impacts can 

More than 75,400 Italian companies and over 456 thousand 
employees. Most businesses are small and medium size 
companies operating in the service sector in Northern Italy. 
Mobile, cloud, social, big data, IoT and internationalization 
will guide strategies.
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Fig. 24: Number of Italian ICT Companies 
in the Various Segments - Values in Units

Source: Assinform/NetConsulting based on Istat Data
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be observed depending on the size of the 
company. The first phase of the process affected 
mainly small businesses while larger companies 
made more cuts in 2013.
As far as employment demand is concerned, 
this sector tends to hire highly skilled personnel, 
mainly with a technical or scientific degree or 
a degree in economics and engineering. Over 
the last few years, in addition to technological 
skills, companies have looked for profiles that 
contribute flexibility in terms of both approach 
and proposition, that can suggest innovative 
processes combining technology and business 
impacts. It has become increasingly difficult 
to find these profiles, in Italy as in the rest 
of Europe. The skills gap is clearly shown in 
a Cepis e-Competence Benchmark survey 
according to which ICT professionals under 
30 and ICT professionals whose educational 
background was focused on ICT are below the 
European average. 
To address this problem some companies have 
started partnerships with universities and higher 
education institutions to supplement academic 
education with market-oriented education.

CRITICAlITIES AnD 
OPPORTunITIES

Mobile, cloud, social, big data, IoT and cyber 
security have already had major impacts on 
ICT companies in terms of market approach. 
Today companies are facing evolutions in these 
areas as well as major evolutions in cognitive 
computing, intersections between the internet of 
things and the sharing economy, strengthening 
of the data supply chain. These evolutions, 
which entail a transition from an understanding 
of demand needs to an anticipation of such 
needs will place larger ICT companies on a 
position to enable demand-driven innovations. 
The possibility for smaller companies to seize 
these new challenges will largely depend on 
their ability to cooperate with large players and 
develop services on emerging technologies, 
investing in skills and specialization. 
ICT companies will reconsider their strategies 
based on:
• higher focus on specific market targets or 

technological areas;
• acquisition policies with major players to 

strengthen specific skills;

• evolution of supply and value proposition;
• better integration between technological 

skills and business; 
• stronger interaction with client companies;  
• evolution of channel and partnership policies 

to control vertical sectors or reach a critical 
mass in some domestic or foreign markets;

• new internal processes that provide the 
agility required by new ways of providing 
services;

• offshoring and nearshoring policies revision.

Offshoring and nearshoring have been 
reconsidered over the past two years to the 
benefit of proximity areas which include 
innovative ICT companies, universities and 
research centres to provide the necessary skills, 
ideas and services.  If this is the new direction, 
many opportunities will arise in our Country 
from both internal and foreign customers.  

This sector is looking for highly skilled 
and highly educated personnel
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Fig. 25: Number of People Working in the Various 
ICT segments in Italy - Values in Units and % Variations

Source: Assinform/NetConsulting based on Istat Data
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