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KEY MESSAGES

THE NOTION OF «DIGITAL PLATFORMS» NORMALLY ENCOMPASSES DIFFERENT BUSINESS AND BUSINESS MODELS. THE STUDY PROPOSES THAT
WITH THE TERM «PLATFORM» IS TO BE MEANT A TECHNO-ORGANISATION PATTERN THAT ALL COMPANIES (INCLUDING NOT INTERNET NATIVE
LIKE WALMART, VISA, ACCOR) ARE ADOPTING.

«SUCCESS» IN FINANCIAL MARKETS IS ALSO NOT A UNIFYING STANDARD. THE LAST MONTHS SHOW THAT THE «VALUE OF THE NETWORK» DOES
NOT COME FROM «ENTRENCHED» OR «DURABLE» POSITIONS.

THE BENEFITS OF THE «DIGITAL INFRASTRUCTURE» ARE SIGNIFICANT FOR CONSUMERS WHO HAVE ACCESS TO LOWER PRICES (AND LOWER
TRANSACTION COSTS) AND GREATER CHOICE.

DIGITISATION EASED BY THE “INFRASTRUCTURE" ALSO CREATES OPPORTUNITIES THAT DID NOT EXIST FOR SMALL AND MEDIUM-SIZED
ECONOMIC OPERATORS.

TECHNOLOGICAL INNOVATION HAS PROVIDED A COMPETITIVE BOOST TO THE SAME «INCUMBENTS».

THE ECONOMY OF SCALE AND THE CENTRALISATION OF LOGISTICS CAN BE A LEVER FOR IMPROVING THE SUSTAINABILITY OF ENTIRE SUPPLY
CHAINS.

FINALLY, IT IS IMPORTANT TO NOTE THAT THE INFORMATION ASSETS REPRESENTED BY THE DATA MAY BE USEFUL FOR THE POLICYMAKER.
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THE 21ST CENTURY CALLS FOR A DIFFERENT RELATIONSHIP BETWEEN THE (ENTREPRENEUR?) STATE AND GLOBAL DIGITAL INFRASTRUCTURES.



LARGE TECH COMPANIES ARE VERY DIFFERENT FROM EACH OTHER. PHYSICAL
DIMENSION, BUSINESS MODELS AND TYPICAL PROFITABILITY ARE DIFFERENTIATING

ELEMENTS ...
EMPLOYMENT (2020) OF THE LARGEST INTERNET

RETURN ON SALES (PER CENT, 2020) COMPANIES
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.. BUT ALSO DIFFER IN TERMS OF QUANTITY AND QUALITY OF DATA GATHERED
NUMBER OF USERS ON THE HORIZONTAL AXIS and INTENSITY / TYPE OF DATA
COLLECTED (2020)
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COMPANIES THAT ARE DATA DRIVEN AND NETWORK DRIVEN HAVE DISTINGUISHED
THEMSELVES FOR YEARS THROUGH THE EXPECTATION OF FINANCIAL MARKETS..
RATIO BETWEEN MARKET VALUE AND EBITDA (AVERAGES 2017, 2018, 2019) (FIRST
30 COMPANIES BY CAPITALISATION, «PLATFORMS» IN RED, OTHER ICT-RELATED
ONES IN GREEN, OTHERS IN BLACK)
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... AND YET THEY DO NOT ENJOY «<ENTRENCHED» AND «DURABLE» POSITIONS
(DEFINED AS GATEKEEPERS IN DMA)
EVOLUTION OF META CAPITALISATION FROM THE IPO
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IN EUROPE THE NUMBER OF SMALL MANUFACTURING FIRMS IS GROWING,
WHILE THE NUMBER OF LARGE FIRMS IS DECREASING.

NUMBER OF CLOTHING
MANUFACTURERS BY SIZE
(NUMBER OF EMPLOYEES)
(EU28, INDEXED 2009=100) 0-9 employees
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| TURNOVER |
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OMNICHANNEL

Online-offline stores
Logistic optimization via e-commerce
Optimization of number of sales points
Online/offline partnership

Online / offline flagship stores
Click-and-collect

Online purchase - in store returns

Virtual product test

THE GREAT CONVERGENCE AND THE FINE LINE BETWEEN THE INTERNET AND
NON-NATIVE INTERNET

THE RETAIL SECTOR - CLOTHING, ELECTRONICS AND FOOD CASES
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TOURISM - BENEFITS FOR
SMALL AND MEDIUM-SIZED
ENTERPRISES

ONLINE BUSINESS AS A
GROWTH TOOL FOR SMALL
HOTELS

—

BEDS’ OCCUPANCY RATE IN
HOTELS AND SIMILAR
(EUROPE 27, INDEXATION,
2012=100)
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THE TRANSFORMATIVE POTENTIAL FOR INCUMBENTS

THE RESILIENCE OF DISTRIBUTION CHANNELS - ANSWERS TO
THE QUESTION "WHERE DID YOU BUY THE PRINTED BOOKS YOU
READ IN THE LAST 12 MONTHS?” (ITALY, 2017 - 2020)
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THE CHALLENGE OF LOGISTICS (NEW MESSAGGERIE SHUTTLE
BASED PLANT IN THE CITY OF THE BOOK, STRADELLA, PAVIA)
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THE VALUE OF DATA FOR POLICY MAKERS: THE UNEXPLORED POTENTIAL OF TOURISM
NUMBER OF INTERNATIONAL TOURISTS ARRIVALS PER CITIZEN (2019)
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A NEW APPROACH TO SUSTAINABILITY

CO2 EMISSIONS, COMPARISON BETWEEN ELECTONIC TRADE AND
SUPERMARKETS, SMART REFRIGERATORS AND THE

PHYSICAL SHOP REACHED BY CARS (AVERAGE OF THE 4 MAIN EU RESTRUCTURING OF WASTE GENERATION CHAINS
ECONOMIES; TEXTILE AVERAGE, BOOKS AND ELECTRONICS; C02

GRAMS; 2019)
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FROM THE TWENTIETH TO THE TWENTY-FIRST CENTURY: IDEAS

FOR A DIFFERENT APPROACH
POLICY MAKERS / REGULATORS

1. FROM A RULES-BASED
APPROACH TO ONE AIMED AT
DEVELOPING EUROPEAN
INTERNET COMPANIES WITH A
GLOBAL SCOPE

2. FROM A TOP-DOWN
IMPLEMENTATION OF
REGULATORY FRAMEWORKS TO
AN ENABLING OF CITIZENS AND
BUSINESSES CHOICES

GLOBAL INTERNET COMPANIES

1. SYSTEMATIZE AND SCALE UP
SPILL-OVER MECHANISMS FOR
INNOVATION (START-UP).

2. CREATE BUSINESS CASES
BASED ON HOW TO GENERATE
SOCIAL VALUE FROM DATA (LIKE
ALPHABET FOR TRACK AND
TRACE DURING THE PANDEMIA)

3. FROM A DEFENSIVE
APPROACH TO ONE THAT CAN
ENHANCE INNOVATION
THROUGH PARTNERSHIPS

3. FROM THE IDEA OF RULES ON
«GATE KEEPERS» AND «DIGITAL
MARKETS» TO A SPECIFIC FOCUS
ON THE EFFECTS OF INTERNET
DEVELOPMENTS ON SINGLE
INDUSTRIES.
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5. FROM DIGITAL SOVEREIGNTY
TO STRATEGIC AUTONOMY

\4

3. DEVELOP A NEW
SUSTAINABILITY PARADIGM
THAT E-COMMERCE ALLOWS

(AND SCALE IT UP BY REVIEWING
BUSINESS/ DELIVERY MODELS;
INCENTIVES; RETURNS)

4. INTERNET FOR ALL: DEVELOP
CASES ON HOW METAVERSE CAN
IMPROVES ACCESS TO PUBLIC
GOODS (HEALTH, EDUCATION..)
AND REACH NEW SEGMENTS
(ELDERLY, CHILDREN)

5. FROM DEFENCE FROM
ANTITRUST TO TAKE PRIDE OF
SHUMPETERIAN INNOVATION.
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