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1. The IT Market 

The object of the present analysis is the distribution of IT products in Italy. 

1.1 The worldwide IT Market 

The worldwide IT market is in a phase of relevant expansion. According with EITO (European Information 
Technology Observatory), in the year 2000 it is worth over 1.000.000 €, with an increase over the 10% 
respect 1999. 

As shown in the following table the growth forecast for the following years is slightly inferior to the rates 
registered in the last two years. 

IT worldwide Market (Million €) 1998 1999 2000 2001 2002 

Western Europe (*)  € 200.333  € 221.924  € 247.504  € 274.818  € 304.678 

Central and Eastern Europe  € 9.700  € 9.596  € 10.699  € 11.943  € 13.182 

USA  € 383.815  € 417.936  € 457.132  € 501.017  € 546.803 

Japan  € 111.359  € 114.664  € 122.021  € 128.244  € 135.740 

Rest of the world  € 132.241  € 145.612  € 166.939  € 190.123  € 214.499 

Total  € 837.448  € 909.732  € 1.004.295  € 1.106.145  € 1.214.902 

      

Growth Rates  1999/1998 2000/1999 2001/2000 2002/2001 

Western Europe  10,8% 11,5% 11,0% 10,9% 

Central and Eastern Europe  -1,1% 11,5% 11,6% 10,4% 

USA  8,9% 9,4% 9,6% 9,1% 

Japan  3,0% 6,4% 5,1% 5,8% 

Rest of the world  10,1% 14,6% 13,9% 12,8% 

Total  8,6% 10,4% 10,1% 9,8% 

CGR 2000-1998   9,5%   

CGR 2002-2000     10,0% 

(*) Austria, Denmark, Finland, France, Germany, Greece, Ireland, Italy, Holland, Luxemburg, Norway, Portugal, United Kingdom, Spain, Sweden, Switzerland. 
Font: EITO - 2001 
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As shown in the following table, the world IT market data published by ASSINFORM are not very dissimilar. 

Worldwide IT Market (Mio €) 1995 1996 1997 1988 1999 2000 

North America (Canada and USA)     € 82.000 € 92.934 € 106.054 

Europe    € 232.881 € 258.028 € 286.455 

Asia Pacific Basin    € 138.854 € 147.601 € 157.441 

Rest of the World    € 328.002 € 365.175 € 406.722 

Total € 596.963 € 659.284 € 727.071 € 781.738 € 863.738 € 956.672 

       

Growth Rates     1999/1998 2000/1999 

North America (Canada and USA)     13,3% 14,1% 

Europe     10,8% 11,0% 

Asia Pacific Basin     6,3% 6,7% 

Rest of the World     11,3% 11,4% 

Total  10,4% 10,3% 7,5% 10,5% 10,8% 

CGR 1998 - 2000      10,6% 

Font: ASSINFORM/NetConsulting - 2001 

 

Contrary to the expectations of market analysts who predicted a fall in the level of demand for IT, the 
worldwide IT market held up in 2000, when compared to the high levels of 1998 -1999 which were driven by 
investments relating to the Y2K date change. 

The market remained strong, with a worldwide growth of 10,8%, slightly above the previous year, and 
reached 957 billion €, a figure which (as has been observed) makes IT one of the world's leading industries.  
The year's growth was highly cyclical, with a weak first quarter, good performance in the next two quarters 
and a marked drop in the last quarter, particularly in the USA, due to saturation. The final quarter results 
were also influenced by falling prices in hi-tech stocks and by the sudden slowing down of the US economy.  

The complex and multi-faceted profile of demand, generated by the structural changes taking place in the 
economy and business, had a positive impact on all product and service segments. The world market for 
hardware and technical support grew 7,2%, slightly down on the previous year, reaching 391 billion €, about 
41% of the total.  

The trend in hardware is now closely linked to sales of personal computers, which represent more than 40% 
of the total segment. In 2000, 132 million PCs were sold in the world, with growth rates varying significantly 
among the different macro areas and product segments. Demand was very strong in some European 
countries including Italy, Japan, Latin America and Asia/Pacific Basin, particularly China, where more than 
6,5 million PCs were sold. Nonetheless, US and Europe continued to be the largest buyers of PCs with 
shares of 36% and 26% respectively.  

Market growth by macro area mirrored the previous year's performance, even though with rather different 
internal dynamics and trends. The IT growth in different areas or countries depends on:  

• the broadening of demand, i.e., the number of new users;  
• the presence of innovative sectors or businesses;  
• the strategic and innovative nature of demand (i.e. its quality).  

In 2000, the strongest growth dynamics were in North America, where the US kept its position and Canada 
performed extremely well, as well as Europe did. The highest increase in growth rates occurred in 
Asia/Pacific due to a strong recovery in demand in Japan and in some developing countries. 
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1.2 The European IT Market 

Considering the IT Market in Western Europe EITO evaluates that the expense for IT products was, in year 
2000, higher than 247 billion €, with an increase of 11,5% over 1999.  

As shown in the following table, for the next two years, the year-to-year increase forecast is slightly lower 
than the last one was.  

The highest forecast for the growth rates in the next two years refers to software. They will be lower for 
Service, Maintenance and Hardware. 

IT European (*) Market (Million €) 1998 1999 2000 2001 2002 

Hardware  € 92.547  € 99.643  € 109.215  € 118.350  € 127.641 

Software  € 38.752  € 43.928  € 49.890  € 56.969  € 65.771 

Services and Maintenance  € 69.034  € 78.353  € 88.399  € 99.494  € 111.266 

Total  € 200.333  € 221.924  € 247.504  € 274.812  € 304.678 

      

Growth Rates  1999/1998 2000/1999 2001/2000 2002/2001 

Hardware  7,7% 9,6% 8,4% 7,9% 

Software  13,4% 13,6% 14,2% 15,5% 

Services and Maintenance  13,5% 12,8% 12,6% 11,8% 

Total  10,8% 11,5% 11,0% 10,9% 

CGR 2000-1998   11,2%   

CGR 2002-2000     11,0% 

(*) Austria, Denmark, Finland, France, Germany, Greece, Ireland, Italy, Holland, Luxemburg, Norway, Portugal, United Kingdom, Spain, Sweden, Switzerland. 

Font: EITO - 2001 

As for the Worldwide Market, for the European IT Market the data published by ASSINFORM, as shown in 
the following table, are not very dissimilar from the EITO ones.  

European IT Market (Mio €) 1997 1988 1999 2000 

Hardware and Technical support    € 123.657   € 133.387  

Software and Services    € 134.371   € 153.067  

Total  € 214.294   € 232.881   € 258.028   € 286.455  

     

Growth Rates  1998/1997 1999/1998 2000/1999 

Hardware and Technical support    7,9% 

Software and Services    13,9% 

Total  8,7% 10,8% 11,0% 

CGR 1998 - 2000    10,9% 

Font: ASSINFORM/NetConsulting - 2001 

The positive trend in the European economy helped foster demand for IT technology and solutions, with 11% 
market growth in 2000, against 10,8% in 1999. 

The particularly strong trend in the European IT market in 2000 was due, only in part, to the general 
improvement in economical conditions and to the impact of positive factors. Increasing competition, both in 
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Europe and worldwide, has shown European companies to be weak structurally, when compared to their US 
counterparts. One intangible growth factor in the European IT market in 2000 was the full understanding, by 
business and by governments, that IT is a critical tool for future productivity and efficiency growth inside 
Europe and for a recovery of competitiveness on international markets.  

This new perception led the European companies and governments to promote investments, to encourage 
the dissemination of technology and to improve the creation of IT skills, in order to rapidly fill the gap with the 
USA. Hardware grew 7,9% on 1999 levels, while software and services recorded a growth of 13,9%, up on 
the previous year. 

The number of PCs sold remained high, reaching 34 million, of which 30 million in the European Union. 
Shipments growth differed in various countries, with the fastest rates in countries where IT technology 
penetration is lower, such as Italy and Spain; rates in the other main countries were lower, particularly in 
France. 

Growth in value does not reflect volume growth due to the heavy down-pricing in the desktop segment; this 
was partly offset by the strong increase in sales of portables, for which average prices are higher.  

Mid-range/high-end servers showed positive growth, due to the dissemination of Internet-based applications. 
In general, printers and peripheral accessories did the same. 

The investments in new applications (CRM, ERP, SCM, data warehousing and e-business) and the need for 
companies to equip themselves with an integrated software infrastructure prompted demand for software 
packages and services 

The current renewal of application software installations in the companies and the construction of Internet 
infrastructures, in-house and with technology suppliers (e.g. ASPs, ISPs), are generating an intense and 
varied demand for professional services with consulting, system integration, training and outsourcing all 
featuring heavily.  

 Growth in Europe was fairly even, but with some different phenomena in different geographical areas:  

• large countries, such as Germany, UK and France, all grew at the same rate, within 1%;  
• Italy and Spain were the exceptions among large countries, with growth rates 2-3 points higher than 

the European average;  
• Ireland and Greece showed the fastest growth.  

The differences in rates of growth are essentially due to 3 factors: 

• the size of the economy and the IT market in each country;  
• the penetration of technology and IT solutions, which led to higher demand in countries with less 

technology;  
• the strategic nature and complexity of e-business projects and the relative positioning of countries in 

the New Economy development curve. 

1.3 The Italian IT Market 

As shown in the following tables the Italian IT market grew with a CGR of more or less 13%. For the next 
period (2000 – 2003) the forecast is for a CGR slightly lower. For the Italian market the growth in the next 
years is however higher than the European and worldwide ones. This is a dynamic typical of markets in a 
development phase: as a matter of fact, structural components that usually make the IT market to grow (such 
as Internet growth (business and consumer), advanced applications development, etc.) are all present.  
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IT Italian Market (Million €) 1998 1999 2000 2001 2002 2003 

Hardware  € 5.878   € 6.921   € 8.212   € 9.529   € 10.949   € 12.525  

Software  € 2.479   € 2.753   € 3.047   € 3.409   € 3.770   € 4.158  

Services  € 7.205   € 8.135   € 9.142   € 10.392   € 11.714   € 13.160  

Hardware Maintenance  € 966   € 888   € 826   € 764   € 708   € 656  

Total   € 16.527   € 18.697   € 21.227   € 24.094   € 27.141   € 30.498  

       

Growth Rates  1999/1998 2000/1999 2001/2000 2002/2001 2003/2002 

Hardware  17,8% 18,7% 16,0% 14,9% 14,4% 

Software  11,0% 10,7% 11,9% 10,6% 10,3% 

Services  12,9% 12,4% 13,7% 12,7% 12,3% 

Hardware Maintenance  -8,0% -7,0% -7,5% -7,4% -7,3% 

Total   13,1% 13,5% 13,5% 12,6% 12,4% 

CGR 2000-1998   13,3%    

CGR 2003-2000      12,8% 

Font: Sirmi - 2001 

 The IT market data supplied by ASSINFORM are the following. 

Italian IT Market (Mio €) 1988 1999 2000 

Hardware (a)  € 4.968   € 5.450   € 6.053  

Technical Support (b)  € 1.123   € 1.087   € 1.054  

Software and Services  € 9.129   € 10.303   € 11.852  

Total  € 15.221   € 16.841   € 18.959  

Growth Rates  1999/1998 2000/1999 

Hardware (a)  9,7% 11,1% 

Technical Support (b)  -3,2% -3,1% 

Software and Services  12,9% 15,0% 

Total  10,6% 12,6% 

CGR 1998 - 2000   11,6% 

(a) Excluding Accessories and Consumables, material and infrastructures required for site preparation 
services, second hand systems  

(b) Technical Support services include hardware maintenance, pre-sale and after-sale technical 
support 

Font: ASSINFORM/NetConsulting - 2001 

For the Italian IT market, 2000 was a particularly good year, with faster growth than in 1999, and a rate of 
growth that, for the first time after many years, exceeded that of all other major European countries, except 
Spain.  

In 2000 Italy once again achieved double-digit growth: the market reached a value of 19 billion € with an 
increase of 12,6% over the previous year.  

One reason of the IT market growth rate in Italy, exceeding the average rate for the main European countries 
by approximately 1 percentage point and the US rate by 2 points, can be seen by analysing the impact of the 
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various growth drivers in the different countries in 2000. Essentially there were 5 drivers:  

• the demand for technology, solutions and services linked to the start-up of major e-business and e-
commerce projects by large companies and organisations;  

• the diffusion of the Internet , of its related technology and of the Internet access platforms, from 
Personal Computers to Personal Digital Assistants;  

• the strong trend in the starting-up of new companies; 
• the growth of the demand emerging from SMEs, self-employed professionals and consumers;  
• policies designed to promote the diffusion of IT technology and skills, which were introduced by 

governments in almost all the main countries.  

The markets, which grew most rapidly in 2000, were those where the combined effect of above drivers was 
most intense. 

The market in Italy grew faster than in other countries due to the start up of e-business programmes by large 
organisations and the rapid diffusion of technology in the home, among SMEs and among the self-employed. 
Both these factors intensified their effects over the year. 

Hardware grew by 11,1%, almost 1,5 percentage points up on 1999, driven once again by the strong 
demand for PCs, printers, storage and networking devices, as well as for mid-range/high-end servers as a 
consequence of the growing use of web-based solutions.  

The software and services component grew 15%, 2 points up on the previous year, reaching 62% of the total 
market due to the increasing demand for higher-quality solutions. 

Italian companies were investing increasingly in Customer Relationship Management, Supply Chain 
Management, Data Warehousing, Business Intelligence and e-procurement solutions, in order to support the 
radical changes taking place within their organisations. Innovative projects in the above areas tend to 
generate a combination of demand for technology, software and services used together by the company in 
order to renew their application and technology installations.  

Analysis of trends for 2000 suggests that the Italian market is at the beginning of a cycle of highly dynamic 
growth, the intensity and duration of which will depend on the removal of certain structural constraints, which 
exist in other countries too, but are more firmly established in Italy. 

Some of these factors remain unchanged compared to the last year situation:  

• the low level of innovation among Italian business organisations as a whole;  
• the limited use of IT technology in SMEs, by the self-employed and in homes;  
• the generally low level of IT skills;  
• the lack of impact of government policies to promote use of technology.  

The skills shortage is becoming a serious problem in Italy: according to estimates, it will lead to a loss of 
approximately 8,8 billion € in potential GDP in 2001, the equivalent of about 0,85% of current GDP. The skills 
shortage also limits the ability of SMEs to take advantage of the skills of the best qualified engineers, they 
due to their rarity have become increasingly expensive.  

The IT demand in Italy is still mainly related to large and medium-sized organisations, although demand from 
SMEs and consumers was quite strong in 2000. Italian SMEs have significantly expanded their use of IT 
tools over the past three years, probably as a result of the diffusion of Internet and e-mail. In 1997, 
computerisation in companies with up to 19 employees was less than 30%; now this f igure is on average 
more than 80% if very small firms are excluded. In 2000, companies with up to 250 employees, in all sectors, 
spent 14,9% more on IT, 2 points above the market average, with expenditure reaching approximately 8,8 
billion €, about 45% of the whole market. 

 As in the previous two years, the telecommunications sector was the most dynamic in 2000 in terms of 
expenditure, due to the investments made by numerous operators, both new and old. In the banking sector, 
the development of e-banking, online trading and CRM applications, and the continuation of group 
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infrastructure projects in the largest organisations stimulated considerable growth in IT spending in 2000.  
The demand from the insurance sector was strong due to projects for improved efficiency and for the 
management of multi-channel sales networks and customer management. 

In manufacturing and distribution, as in 1999, demand was strong among large companies initiating or 
completing e-business projects, particularly CRM and e-procurement, and also among SMEs, particularly 
those located in industry parks, which are displaying increasing interest in new technology. 

The Public Authorities sector, as a whole, reported a significant increase in IT investments compared to 
previous years, due both to the continuation or completion of large infrastructure projects, supporting 
applications integrations and inter-working projects, and to the start-up of new e-government projects at 
central and local levels 

Italian IT Market by geographical 
areas (Mio €) 1988 1999 1999/1998 2000 2000/1999 

North West  € 5.567   € 6.177  10,9%  € 6.987  13,1% 

North East  € 3.096   € 3.464  11,9%  € 3.929  13,4% 

Center  € 4.563   € 4.961  8,7%  € 5.496  10,8% 

South & Islands  € 1.994   € 2.239  12,3%  € 2.548  13,8% 

Total  € 15.221   € 16.841  10,6%  € 18.959  12,6% 

Font: ASSINFORM/NetConsulting - 2001 

IT market trends in the various geographical areas (see previous table) differed less than in 1999, despite 
the presence of different internal forces, as regards the structural characteristics of local economies or local 
industrialization, and the pattern of investments in these areas. 

In northwestern regions the market grew 13,1%, 36,8% of the national market. Growth in this area reflected 
demand from all types of users: large companies, SMEs in industry parks, Local Authorities, high income 
families.  

In the northeast the last year trend continued whereby SMEs are investing in IT to support process and 
organisational innovations, which often involve structural changes affecting the entire company. The market 
in the northeast reached the 20,7% of the total with an increase of 13,4%. In the centre of Italy, market 
growth was almost two points lower than the national average. Once again, demand was strong from 
companies of all sizes, banks and local government, and weak among central government authorities.  

The market in the south of Italy had the fastest growth in the country (+13,8%) for the second consecutive 
year bridging the gap with the rest of the country.  

The demand in 2000 compared to recent years, during which IT investments in southern Italy involved a 
limited number of companies (banks and local authorities), was far more varied. It came from large 
organizations in the industrial and financial sectors and from SMEs, some of them located in industry parks 
whose characteristics and growth are similar to those of their counterparts in the northeast. Demand also 
came from new businesses, which were 2% more than the national average, and from local authorities. 

 

 

 

 

 



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
13 

1.3.1 The Italian IT Market - Sales of Hardware systems  

General situation - In 2000, the hardware market grew 11,1% against 9,7% in the previous year. The main 
drivers of this growth were PCs, printers and storage devices, with workstations and mainframes dropping (in 
units) quite sharply, by 8,6% and 7,3% respectively, and mid-range systems performing well (albeit with 
differences between proprietary and user components). After-sales services continued to fall, by 3,1% in 
2000. 

 

PCs accounted for about 50% of the whole hardware market; with a 13,2% increase in value and 17,6% 
increase in units, making a decisive contribution to the positive trend in the market as a whole. The 
consumer PC market grew 42,7%, against 8,3% for the rest of the market and 31,4% in the previous year; 
this indicates the beginning of a home PC market, which in Italy has always been much slower to develop 
than in the US or in other European countries with similar socio-economic characteristics. Within the PC 
market, servers were considerably down in relation to the 31,3% growth of the previous year. This trend 
probably indicates that the traditional client-server architecture is gradually being abandoned in favour of a 
much smaller number of larger servers. 

In 2000, the mainframe market dropped 8% in value and 7,3% in units, confirming the established downward 
trend. Nevertheless, as in 1999, total installed processing power increased, given the continued costs’ 
decrease per MIPS. 

The mid-range segment performed well, although more slowly than in 1999, with sales going from 24.750 to 
26.410 units, an increase of 6,7%. 

Overall server shipments, including Intel servers, proprietary and Unix mid-range systems and mainframes, 
went from 140.660 to 131.290, a drop of 6,7%. This trend, which occurred for the first time, shows that the 
move towards fewer but more powerful machines, an already established trend in the mainframe sector, is 
now spreading to the entire server sector.  

Personal Computers - The positive cycle of growth in the PC segment was confirmed in 2000, with 

Italian IT Market - Year 2000 Size and growth of main 
hardware segments 
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2.781.000 units sold, but signs of a slowdown emerged compared to the two previous years. The growth in 
shipments was 17,6%, compared to 21,3% in 1999 and 22,3% in 1998. The total number of PC installations 
in Italy reached 9.200.000, one PC for every 16 inhabitants, a penetration rate that is behind the other main 
countries. Performance on the PC market varied significantly from prior-year trends:  

• desktop growth halved, with consumer demand as the main driver;  
• business demand fell slightly;  
• portables doubled the 1999 growth rate for 3 reasons: 

o the tendency of companies to replace desktops with portables;  
o the large number of self-employed workers in Italy, who travel frequently;  
o higher consumer demand following the drop in prices for portables;  

• the big surprise came from PC Servers where sales fell sharply, due to companies’ moving up to the 
mid-range segment.  

In detail, desktops grew 9,2%, portables 62,8% and servers fell 9,5%. This slowdown in growth was due to 
the business market, which grew only 8,3% in terms of units. Consumer demand was very strong, rising 
42,7% and accounting for 32,8% of sales, the equivalent of 913.000 units. Excluding consumer purchases, 
business purchases grew only 8%. 

The strong increase in portable PC sales was largely due to the business market, given the still considerable 
difference between the price of a portable compared to a desktop offering similar power.  

Mid-range servers - The trend in the mid-range server market in 2000 was very positive, with increases in 
both value (13,8%) and units (6,7%). The most common operating systems are Unix and Windows NT, 
whose respective growth rates varied according to the price range: under $ 10.000 Windows NT servers 
grew quicker, whilst Unix performed well in the range from $ 10-25.000. Above this level, Unix prevailed in 
terms of installations but decreased in terms of shipments, whereas NT grew fast, suggesting that Windows 
NT (and its successor Windows 2000) are becoming increasingly popular in the large-scale server class, a 
traditional Unix market. Unix remains unrivalled above $ 100.000.  

Workstations  - This is the area of the hardware segment with the largest fall in sales, 12,2% in value and 
8,6% in terms of units. This trend has been apparent for a number of years, and although the reduction in 
2000 was smaller than in 1999 (-18,1%), it should not be read as a reversal of the trend. The decrease was 
due to the decrease of sales of Unix workstations, also known as "traditional" workstations, whilst Intel-based 
personal workstations continued to grow, albeit at a slightly reduced rate.  

Mainframes - In Italy as elsewhere, the general trend of the last few years towards a gradual consolidation of 
the mainframe market, at a slow but constant rate, continued. In 2000, the Italian mainframe market fell 7,3% 
in terms of shipments and 8% in terms of value, against –3,5% and -6% respectively in 1999. The rate of 
decline is therefore speeding up. Nevertheless, the trend was again offset by the lower cost per MIPS, with 
the result that MIPS installations in Italy in 2000 were higher than in 1999. This means that although the 
number of mainframes is decreasing, applications using mainframes are no fewer than before. Since the 
most recent ISV applications do not support mainframe platforms, it must be concluded that legacy 
applications are still far from to be obsolete. 

Printers - The printer market grew at practically the same rate as the whole hardware market in value terms 
(11,2% as against 11,1%), but with much stronger growth in shipments. The number of units sold in 2000 
was 2.934.000.  

Storage - The increasing complexity of corporate application environments, the development of the Internet 
and the consequent proliferation of web servers and application servers, are boosting demand for storage 
devices. Demand in 2000 grew fast. The storage market grew 21,8%, against 6,4% in 1999 and a fall of 
3,8% in 1998.  

Technical support - The negative trend in technical support continued, with a demand falling, in 2000, of 
3,1%. This trend has been continuing for some years in Italy at a fairly steady pace. Specifically, the fall in 
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prices continued due to increased competition among service suppliers, whose market is shrinking due to 
faster turnover of equipment, particularly PCs. 

In 2000 the trend towards outsourcing services for desktops continued mainly as a solution to the problems 
of rapid technological obsolescence and system complexity.  

1.3.2 The Italian IT Market - Sales of Software and Services 

Trend - The Software and Services market is not only the largest segment of the Italian IT market, 
accounting for 62,5% of the total, but also the area with the fastest growth: in 2000, it was worth 11,9 billion 
€, 15% up on the previous year, compared to overall IT market growth of 12,6%. 

Services was the fastest growing segment, due to the demand for new solutions offering browser-enabled 
functions in addition to conventional and internal process management functions. Suppliers shifted their 
focus from the implementation of back-office solutions and internal productivity optimisation to Internet-based 
front-office solutions.  

The software market - The software market was very strong, reaching 3,5 billion €, with growth of 13,7%, up 
on the figure for 1999 of 10,9%. This was despite the slowdown in investments in Y2K solutions, which 
occurred in the second quarter of the year. Several mechanisms were at work: a recovery in the system 
software segment (+9,5%) and an impressive performance of application software (+16,7%).  
System software growth increased (+6,4% as against +5% in 1999), despite fewer investments in hardware 
after Y2K projects. Middleware increased considerably (+11,8% as against +8,2% in 1999), but the most 
important growth was in the applications segment (+16,7%). Conversion to the Euro certainly contributed to 
this trend, but undeniably the "Web Atmosphere" had positive repercussions throughout the market, 
stimulating demand for new solutions and innovative services: marketing-related web projects (web sites as 
showrooms), the integration of back-office systems with a series of new tools, Business Intelligence systems 
and Supply Chain/Customer Relationship Management applications.  

The IT services market - The IT services market grew 15,6% in 2000, topping 8,4 billion €, and accounting 
for 71% of the total software and services market. This segment benefited by the companies’ need to move 
their operations and solutions into the Internet dimension with regard to:  

• back-office/front-office integration;  
• implementation/optimisation of SCM solutions;  
• improvement in customer management by the transformation of Contact/Call Centres into fully 

fledged CRM solutions;  
• reviews of data warehousing and business intelligence tools in order to integrate new solutions and 

the related strategies and processes.  

This inevitably led to a change in the structure of suppliers’ offers. The change occurred in order to provide 
the technological and applications skills needed to match customers’ business skills. 2000 witnessed a 
variety of partnerships, acquisitions and alliances, all for the purpose of building a complete range of 
services to meet the customer needs. User demand was focused above all on system integration services, 
consulting services (where e-business largely involves re-defining business processes) and development 
activities. The system integration services market reached 874 million €, with growth of 20,9% compared to 
18,8% in 1999, whilst the consultancy market recorded a total of 839 million € (+18,6% as against +14,2% in 
1999). 

The outsourcing market has been growing at a rapid annual rate and will continue to grow strongly, due to 
demand for new skills and to the deployment of new functions among SMEs and in niche areas. In 2000, the 
outsourcing segment grew by 26,5%, the fastest growing segment of the entire market, reaching 1.862 
million €. Desktop and network management demand was very strong. Facility management demand was 
quite strong and involved all information systems distributed components. Application Management demand 
strengthened, as a new form of customer-supplier relationship based on the managed service concept. 

Processing services in 2000 reached 1.109 million €. This was 9,0% up on 1999, as against 8,2% the 
previous year.  
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The IT training market continued to grow (+10,5%), in line with the previous year.  

E-sw and services (software and services related to e-commerce applications) - In 2000 the "e-sw&services" 
supporting the e-business strategies of Italian companies reached 1.669 million €, an increase of almost 
55% on the figure in 1999. Companies focused their interest on:  

• CRM solutions;  
• SCM and e-procurement solutions;  
• e-business solutions such as: sites and portals, B2B, B2C, marketplace solutions. 

1.3.3 The Italian IT Market - E-business  

In 2000, Italy considerably increased its use of the Internet, in line with all the other countries in the 
European Union.  

The number of Internet users in Italy grew considerably in 2000, as shown in the next table. At the same 
time, the number of "heavy users", with a greater propensity to implement business transactions on the 
network (B2C), also increased.  

The Internet Users and Heavy Users 
in Italy 

September 
1999 

December 
1999 

March 
2000 

June 
2000 

November 
2000 

Number of Users 8.600.000 9.300.000 10.000.000 11.600.000 13.400.000 

%-ge of Heavy Users (navigate 
more than once a week) 40,7% 41,9% 50,0% 50,9% 53,7% 

Font: Processed by NetConsulting using ASSINFORM, MT&T, Between, Nilsen NetRatings data 

With regard to Internet-enabled companies, much resistance was overcome in 2000, although full coverage 
was not achieved in all sectors. More than one million Italian companies are now on the Internet (1.063.497 
to be precise), a large increase from 1999. In 2001 the figure should top 1,5 million. On the basis of this 
approach, e-business investment policies, for both back and front office solutions, are part of a wider 
decision-making context related to company strategy and the role of ICT in supporting that strategy. A survey 
carried out at the end of 2000 by ASSINFORM and NetConsulting among the leading Italian companies in 
various business sectors found a series of different categories, shown in the next picture: companies that 
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Picture 2 – Presence and Propensity toward e-business solutions in leading Italian Businesses  



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
17 

already have e-business implementations and have decided, for a variety of reasons, not to invest further in 
this area (8% of companies interviewed); companies that are still reluctant to invest in e-business (36%); 
companies intending to implement e-business and to step up investments, beginning with a few limited 
projects (20%); companies that definitely plan to introduce various types of e-business solutions in both the 
immediate and mid term (36%).  

Analysis of the e-business areas in which companies are focusing investments (next picture) shows that 
1999 was dedicated essentially to the creation of web sites and portals (54,4%) and Customer Relationship 
Management solutions (38,9%). In 2000, investments in this area remained very strong, with the addition of 
marketing and Sales Force Automation functionalities. Companies also began to invest in Marketplace 
creation and e-Procurement, whilst the percentage of Supply Chain Management projects was relatively 
small.  

 

The implementation of the various types of e-business solutions has involved Italian companies in the 
installation and deployment of a whole series of Information and Communication Technology products and 
operations.  
The growing complexity of solutions is reflected in the number of different types of supplier contacted for 
implementation purposes. NAPs (Network Access Points) are the network points that transport data to the 
world's NSPs (National Service Providers) and ISPs. NAPs determine how packages are transported. At the 
second level, NSPs are the public backbone of the Internet, through their ATM wide area network structures. 
Internet Service Providers (ISPs) cover geographical areas of various sizes (national, regional and local 
ISPs), with their own resources and infrastructure, providing access to the Internet. Access for end users 
may be provided through dedicated lines, fixed and mobile switched and packet networks, on a free or flat-
rate basis or based on the volume of data being transported.  

1.4 The Italian Micro IT Market  

To better understand the dimension of the phenomena under analysis it is important to have a look to the 
portion of the Italian IT market named Micro IT market (next table). 
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Micro-IT Italian Market (Million €) 1998 1999 2000 2001 2002 2003 

Unix Sys tems  € 354   € 416   € 561   € 723   € 917   € 1.160  

Workstations  € 113   € 90   € 73   € 56   € 41   € 28  

PCs  € 2.737   € 3.285   € 3.898   € 4.442   € 5.010   € 5.630  

Printers  € 775   € 868   € 940   € 997   € 1.054   € 1.098  

Networking Hardware  € 511   € 687   € 919   € 1.154   € 1.379   € 1.575  

Storage  € 285   € 364   € 483   € 620   € 767   € 943  

Parts, supplies, consumables  € 429   € 477   € 562   € 684   € 832   € 981  

Other Hardware  € 161   € 195   € 268   € 372   € 491   € 666  

Software  € 755   € 891   € 1.075   € 1.276   € 1.503   € 1.743  

Total  € 6.119   € 7.274   € 8.780   € 10.325   € 11.993   € 13.824  

       

Growth Rates  1999/1998 2000/1999 2001/2000 2002/2001 2003/2002 

Unix Systems  17,7% 34,7% 28,9% 26,8% 26,5% 

Workstations  -19,7% -19,4% -22,7% -26,6% -31,3% 

PCs  20,0% 18,7% 13,9% 12,8% 12,4% 

Printers  12,0% 8,3% 6,0% 5,7% 4,2% 

Networking Hardware  34,3% 33,8% 25,6% 19,5% 14,2% 

Storage  27,7% 32,6% 28,3% 23,8% 22,9% 

Parts, supplies, consumables  11,3% 17,9% 21,7% 21,5% 18,0% 

Other Hardware  21,5% 37,3% 38,9% 31,8% 35,8% 

Software  18,1% 20,7% 18,6% 17,8% 16,0% 

Total  18,9% 20,7% 17,6% 16,2% 15,3% 

       

CGR 2000-1998   19,79%    

CGR 2003 - 2000      16,33% 

       

Total IT Distributors Italy (a)  € 4.754  € 5.965  € 7.360    

%-ge of Micro-IT Italian Market  77,7% 82,0% 83,8%    

y on y increase %-ge   25,5% 23,4%    

CGR 2000-1998   24,42%    

(a) Including the interchanges between Distributors 

Font: SIRMI, 2001 

This market differs from the total market since does not consider the mainframes, the proprietary systems 
and the related Operating Systems and Application software. 

The global revenue of IT Distributors is more or less the 80% of this market. 

During the last years (1999 – 2000) the Micro IT Italian market grew with a CGR higher than the 19%; in the 
same period the IT Distributor market grew at a CGR higher than the 24%. 

According with the tendency of all the IT markets (worldwide, European and Italian), the growth of the Micro 
IT market will be lower in the next few years than in the past ones, but it seems that the IT Distributors 
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market, according with the analysis previously mentioned, will take advantage from a growth higher (more 
than 4 points) than the IT Italian market (its forecast of growth, with a CGR 2003-2000 of more or less 13%, 
is however very important). 

The growth of the Micro IT market mainly depends from the increasing availability of computing power and 
from presence of more and more advanced hardware functionalities which are now available on small size 
computers (PCs, portables, etc.) associated with the availability of standard easy to use software. 

The hardware segment is the one that shows the higher growth rates. Inside this segment the most 
important growth is related to the PCs offering to consumer end users. This kind of demand is mainly due to 
the diffusion of Internet originated by the free access from the major telecom operators. On one other side 
the demand of PCs from SMEs is significantly growing: this comes from the renewal of technologies and 
from the development of new applicative areas. 

Also the notebooks show important growth rates; this is caused by the growing use of portable personal 
computers by managers, independent professionals and consultants, other causes are the diffusion of 
telejobs and the big companies projects for automating sales forces (and other professionals).  

The expansion of servers demand is related to their ability to support the specific applicative solutions for the 
SMEs. 

The storage growth is strictly related to the increase of the computing power and to the impressive growth of 
the information that are available to be stored in a digital format. 

At the end, the increasing demand of computing power (no matter if it is based on PC, servers or 
notebooks), associated with the Internet diffusion, originates a growing demand of network connectivity and 
of printing power (mainly oriented to high quality documents and images). In the consumer market, in 
specific, the diffusion of digital cameras is a dragging factor in originating printers demand. 

Software Houses, System Integrators, Corporate Resellers and Resellers control the software segment, 
which shows important growth rates. They perform the integration of hardware products with standard 
application programs or with customized solutions. 

The Packaged Software, which normally does not require customisation, are distributed in the same manner 
as hardware products. 
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2. The Distributors market in Italy 

The following table shows the first 10 Distributors of IT products, ranked by revenue, operating in the Italian 
market.  

The analysed period ranges from 1998 to 2000. 

The first 10 Distributors of IT 
products in Italy 

Total Revenue 
(Million Euros) 

Market 
Share 

Total Revenue 
(Million Euros) 

Market 
Share 

Total Revenue 
(Million Euros) 

Market 
Share 

 1998 1999 2000 

Opengate (a)  € 516,51 10,9%  € 715,71 12,0%  € 861,19 11,7% 

Esprinet (b)  € 418,49 8,8%  € 551,32 9,2%  € 702,38 9,5% 

CDC  € 306,05 6,4%  € 385,48 6,5%  € 526,79 7,2% 

Ingram Micro  € 300,58 6,3%  € 393,54 6,6%  € 480,30 6,5% 

Tech Data (a)  € 250,48 5,3%  € 320,20 5,4%  € 402,84 5,5% 

Computer Gross  € 126,38 2,7%  € 169,55 2,8%  € 273,72 3,7% 

Data Base Gruppo  € 113,62 2,4%  € 199,87 3,4%  € 268,56 3,6% 

Tecnodiffusione  € 99,47 2,1%  € 155,92 2,6%  € 237,26 3,2% 

Assotrade  € 118,48 2,5%  € 175,65 2,9%  € 219,49 3,0% 

Algol Gruppo  € 110,99 2,3%  € 155,87 2,6%  € 217,94 3,0% 

       

Total First 10 Distributors  € 2.361,03 49,7%  € 3.223,10 54,0%  € 4.190,48 56,9% 

       

Other Distributors  € 2.392,95 50,3%  € 2.741,97 46,0%  € 3.169,03 43,1% 

       

Total IT Distributors Italy (c)  € 4.753,99 100,0%  € 5.965,08 100,0%  € 7.359,51 100,0% 

       

Font: SIRMI, 2001 

(a) Evaluations representing the fiscal year data in the period 1st of January - 31st of December 

(b) Evaluation considering, since 1998, Esprinet as the sum of the results of the companies converged in it 

(c) Including the interchanges between Distributors 
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The market share referred to year 2000 is shown in the following picture: 

  

The IT Distribution market shows a strong tendency to concentration. Sirmi reports pointed out that in 1996 
the first 20 Distributors satisfied more or less the 64% of the market demand. Instead, in 2000, the market 
share of the first 20 Distributors has been evaluated 72%. 

This phenomenon of erosion of market shares, previously occupied by fringe operators, goes on with a 
process of aggregation (integrations, merging, acquisitions) of distribution structures needed to increase the 
operational critical masses and to reach a better geographical and customers coverage. 

The Distributors analysed in this report are the following 

Distributor Name 
Italian Market Share 

(year 2000) 

Esprinet  9,54% 

Tech Data  5,47% 

Actebis 2,39% 

Executive 1,16% 

Total 18,56% 

CHL  

and they represent over the 18,56% of the market: CHL represents a specific case that has been considered 
of interest in the contest of this analysis, but can not be considered a “Distributor” as the other four.  
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9,5%

7,2%

6,5%

5,5%

3,7%

3,6%

3,2%

3,0%

3,0%

43,1%

0,0% 5,0% 10,0% 15,0% 20,0% 25,0% 30,0% 35,0% 40,0% 45,0%

Font: data from SIRMI 2001

Opengate 

Esprinet 

CDC

Ingram Micro

Tech Data 

Computer Gross

Data Base Gruppo

Tecnodiffusione

Assotrade

Algol Gruppo

Other Distributors

Market Share (year 2000) - First 10 IT Distributors

 
 
Picture 4 – First 10 Distributors Market Share 
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3. The Top Trade informatica Distributors sites test 

“Top Trade informatica” magazine gave a very important contribution to the understanding of the e-
commerce applied to the IT products distribution: it is the evaluation of the IT Distributors sites. This analysis 
has reached this year the seventh edition. 

In the objectives of the authors the ranking coming out from the job it does not want to be a classification of 
the sites, but a tool to help the ICT operators to judge autonomously the site that more fits their needs. 

As a matter of fact a relevant part of the IT business flows more and more on the Net, so the knowledge of 
the services offered by the Distributors sites and their performances, is very important factor in the process 
of choice of the Distributor from which to buy. 

For the above reason the parameters, and the relative values, used in the evaluation are not the same year 
by year. 

3.1 The used parameters  

• The most important service is the capability for the customers to place on line orders. When this function 
is present 14 points have been assigned, if not zero. 

• To place one order the customer must know if the goods are available. When this function is available 13 
point have been assigned. 

• After that it is important to be able to track the order in real time. When the function is present it is worth 
11points. 

• To properly manage the orders a customer must be able to check on-line the credit granted at the 
moment of the order by the Distributor: this feature has been quoted 10 points. 

• 9 points have been assigned to the presence of a password-protected area dedicated to 
Dealers/Resellers. 

• The replication of data on line [the possibility to download the information present on the Distributor site, 
namely catalogues, brochures, price lists and so on in order to have them available for consultation or 
elaboration without the need to be on line] has been quoted 8 points. 

• The availability on line of products price list and brochures and the presence of a section of the site 
dedicated to special offering have both been evaluated 7 points. 

• The possibility of customizing the site according to the customer needs has been evaluated 6 points and 
the presence of news 5 points. 

The new parameters added this year are originated by the tests done by Netmechanic 
(www.netmechanic.com). They are Netmechanic server check and Netmechanic HTML toolbox: the first 
measures the speed of the server on which is hosted the Distributor site, the second is related to the 
programming of the web pages, to their structure and to the loading speed. 

The results of Netmechanic server check are summarized in one of the following statements 

• Excellent – the server performances are better than the ones of the 80% of the whole servers tested by 
Netmechanic. This is worth 5 points. 

• Very Good - the server performances are better than the ones of the 60% of the whole servers tested by 
Netmechanic. This is worth 4 points. 

• Good - the server performances are better than the ones of the 40% of the whole servers tested by 
Netmechanic. This is worth 3 points. 

• Fair - the server performances are better than the ones of the 20% of the whole servers tested by 
Netmechanic. This is worth 1 point. 

• Poor - the server performances are lower than the ones of the 20% of the whole servers tested by 
Netmechanic. This is worth 0 points. 

The results of Netmechanic HTML toolbox analysis returns a set of evaluations expressed with the attribution 
of a maximum of 20 “stars”: each star has been considered equivalent to a score of 0,25 points; this 
parameter can then range from 0 to 5. 
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The following table summarize the Sites evaluation done by Top Trade informatica: 

 
On line Services and Performances Test Result Score 
Orders on line enabled Yes or Not 0 or 14 

On line goods availability Yes or Not 0 or 13 

Real time order tracking Yes or Not 0 or 11 

On line credit check Yes or Not 0 or 10 

Protected area reserved to Dealers Yes or Not 0 or 9 

Replication of data on line Yes or Not 0 or 8 

On line products price list and brochures Yes or Not 0 or 7 

Special offerings Yes or Not 0 or 7 

Site Customisation Yes or Not 0 or 6 

News Yes or Not 0 or 5 

Netmechanic server check Excellent or Very Good or Good or Fair or Poor 5 or 4 or 3 or 1 or 0 

Netmechanic HTML toolbox Up to 20 “stars” From 0 to 5 

 

The maximum available score is then 100. 

3.2 The test results 

The following table shows the details of the Top Trade informatica tests. 
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Distributor Name URL 
Orders 
on line 

enabled 

On line 
goods 

availabil
ity 

Real 
time 
order 

tracking 

On line 
credit 
check 

Protecte
d area 
reserve

d to 
Dealers 

Replicati
on of 

data on 
line 

On line 
products 
price list 

and 
brochur

es 

Special 
offerings 

Site 
Customi
sation 

News 

Netmec
hanic 
server 
check 

Netme
chanic 
Html 

toolbo
x 

Total 
Score 

                  

1 AASHIMA www.aashima.com 0 0 0 0 9 0 7 7 0 5 1 4,5 33,5 

2 ACTEBIS www.actebis.it 14 13 11 0 9 8 7 7 6 5 1 3,5 84,5 

3 ADD ON www.addon.it 14 0 11 0 9 0 7 7 6 5 0 3 62 

4 ADL AMERICAN DATA LINE www.adl.it 14 13 11 0 9 8 7 7 0 0 1 4 74 

5 ALGOL www.algol.it 14 13 11 10 9 0 7 7 6 5 0 3 85 

6 ALIAS www.alias.it 14 0 0 0 9 8 7 7 0 5 0 3 53 

7 ALPITEL www.alpitel.it 0 0 0 0 9 0 7 7 0 5 1 5 34 

8 ANIXTER www.anixter.it 0 13 11 10 9 0 7 7 6 5 0 4,5 72,5 

9 ASIAN BYTE www.asianbyte.com 14 0 0 0 9 0 7 7 0 0 0 2,5 39,5 

10 ATD www.atd.it 14 13 11 10 9 0 7 7 6 5 3 5 90 

11 ATON www.aton.it 14 13 11 0 9 0 7 7 6 0 1 4,5 72,5 

12 ATTIVA www.attiva.com 14 13 11 0 9 0 7 7 6 5 1 5 78 

13 AVNET HALL-MARK-PCD ITALIA www.hm.avnet.com/it 14 13 11 0 9 8 7 7 6 5 0 2,5 82,5 

14 AZ INFORMATICA www.azinf.it 14 13 11 0 9 8 7 7 0 5 0 4 78 

15 AZLAN www.azlan.it 0 13 11 0 9 0 7 7 0 5 3 4,5 59,5 

16 BRAIN TECHNOLOGY www.brain.it 14 13 11 0 9 8 7 7 0 5 3 4,5 81,5 

17 BREVI www.brevi.it 14 13 11 0 9 8 7 7 6 5 0 4 84 

18 C.H. OSTFELD www.ostfeld.com 14 0 0 0 0 0 7 7 6 0 4 4,5 42,5 

19 CDC POINT www.cdcpoint.it 14 13 11 0 9 0 7 7 0 0 1 2,5 64,5 

20 COMPUTER GROSS www.computergross.it 14 13 11 0 9 8 7 7 0 5 1 4 79 

21 DATAMATIC www.datamatic.it 14 13 11 10 9 0 7 7 0 5 0 4 80 

22 DB-LINE www.dbline.it 14 13 11 10 9 8 7 7 6 5 0 3 93 

23 DIGITRONICA www.digitronica.it 14 13 11 10 9 8 7 7 0 5 0 3 87 

24 DIGITS www.digits.it 14 13 0 0 9 0 7 7 0 0 3 4 57 



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
25 

25 DISTER www.dister.com 14 13 0 0 9 8 7 7 6 0 1 5 70 

26 DOMINA www.dominadm.com 14 0 0 0 9 8 7 7 0 5 1 2,5 53,5 

27 ECC ELETTRONICA www.eccabacus.it 14 13 11 0 9 0 7 7 0 5 0 3 69 

28 ELETTRODATA www.elettrodata.it 14 13 0 0 9 8 7 7 6 5 3 3,5 75,5 

29 ELETTRONICA SILLARO www.sillaro.it 0 0 0 0 0 0 7 7 6 5 0 3 28 

30 EMME COMPUTER www.emmecomputer.it 14 13 11 0 9 8 7 7 0 5 0 4,5 78,5 

31 ENIAK www.eniak.it 0 0 0 0 9 8 7 7 0 5 1 3,5 40,5 

32 ERGO ITALIA www.ergo.it 14 13 0 0 9 8 7 7 0 5 1 4 68 

33 ESPRINET (ex CELOMAX) www.esprinet.com 14 13 11 10 9 8 7 7 6 5 3 3 96 

34 EXECUTIVE www.executive.it 14 13 11 10 9 0 7 7 6 5 3 5 90 

35 FACAL www.facal.it 14 13 11 0 9 8 7 7 0 5 1 2 77 

36 FINSON www.finson.com 14 13 0 10 9 8 7 7 0 5 0 4,5 77,5 

37 FOCELDA www.focelda.com 14 13 11 10 9 8 7 7 0 5 0 2,5 86,5 

38 FRAEL www.frael.it 14 13 11 0 9 0 7 7 0 5 1 4 71 

39 FUTURE LIGTH www.futurelight.iy 0 0 0 0 9 0 7 7 0 5 1 2,5 31,5 

40 GENSOFT www.gensoftline.com 0 0 0 0 0 0 0 0 0 5 1 4 10 

41 HALIFAX DIGITALBROS www.halifax.it 14 13 0 0 9 0 7 0 0 5 1 5 54 

42 HCR www.hcr.it 14 13 11 0 9 8 7 7 0 5 0 3,5 77,5 

43 ICOS www.icos.it 0 13 11 10 9 8 7 7 6 5 1 4 81 

44 IL TRIANGOLO www.iltriangolo.it 14 13 11 10 9 0 7 7 6 5 3 3,5 88,5 

45 IMAGE www.gruppoimage.it 14 13 11 0 9 0 7 7 6 5 3 4 79 

46 IMPEX www.hwgavi.com 14 0 0 0 9 0 7 7 0 5 1 5 48 

47 INFOSYSTEM www.infosystem.it 14 13 11 10 9 8 7 0 0 5 0 3 80 

48 INGRAM MICRO www.ingrammicro.it 14 13 11 0 9 8 7 7 0 5 3 3,5 80,5 

49 IPS www.ipsspa.it 14 13 11 10 9 8 7 7 0 5 3 5 92 

50 IT WAY www.itway.com 14 13 11 10 9 0 7 7 6 5 1 4 87 

51 ITALSEL www.italsel.it 14 0 0 0 9 8 7 7 6 5 4 5 65 

52 J.SOFT www.jsoft.it 14 13 11 0 9 0 7 7 0 5 1 2 69 

53 KNOPEX www.knopex.com 14 0 0 0 9 8 7 7 0 5 3 4 57 



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
26 

54 LEAD www.lead.srl.it 14 13 11 0 9 0 7 7 0 5 0 3 69 

55 LEADER www.leaderspa.it 14 13 11 10 9 8 7 7 0 5 3 2,5 89,5 

56 LIFEBOAT DISTRIBUTION www.lifeboat.it 0 0 0 0 9 0 7 7 0 5 3 2,5 33,5 

57 MEGABYTE www.megabyte.it 14 0 0 0 9 0 7 7 0 5 1 3 46 

58 MICRODATA SYSTEM www.microdata.it 14 0 0 0 9 0 7 7 0 5 3 4 49 

59 MICROTEK www.mirotek.it 14 13 11 0 9 0 7 7 6 5 1 4,5 77,5 

60 NEW LABEL www.newlabel.it 14 13 11 10 9 8 7 7 6 5 1 3,5 94,5 

61 NOVA ST www.novast.it 14 13 11 0 9 0 7 7 0 5 0 4 70 

62 OPENGATE www.opengatespa.com 14 13 11 10 9 8 7 7 6 5 1 4,5 95,5 

63 PISANI www.pisani.it 14 13 11 0 9 0 7 7 0 5 3 3,5 72,5 

64 RAPHAEL INFORMATICA www.raphael.it 14 13 11 0 9 8 7 7 6 5 1 4 85 

65 SI COMPUTER www.sicomputer.it 0 0 0 0 9 8 7 7 0 5 1 4 41 

66 SIDIN www.sidin.it 14 13 11 10 9 0 7 7 6 5 1 3,5 86,5 

67 SIOSISTEMI www.siosistemi.it 14 0 0 0 0 0 7 0 0 5 3 4 33 

68 SPIDER ELECTRONICS www.spider.it 0 0 0 0 9 8 7 7 0 5 1 3,5 40,5 

69 STRHOLD www.strhold.it 0 0 0 0 9 8 7 7 0 5 0 3 39 

70 TDP www.tdp.it 14 13 11 0 9 0 7 7 0 5 3 4,5 73,5 

71 TECH DATA www.techdataitalia.it 14 13 11 10 9 8 7 7 0 5 3 3 90 

72 TECNOCAEL www.tecnocael.it 0 0 0 0 9 0 7 7 0 5 1 4 33 

73 TECNODIFFUSIONE www.tecnodiffusione.it 14 13 11 10 9 0 7 7 6 5 0 3 85 

74 TURNOVER www.turnover.com 14 13 0 0 9 8 7 7 0 5 3 3,5 69,5 
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Out of the 74 Distributors sites analysed, 60 (81,1%) have already the “orders on line enabled”, 70 (94,6%) 
have a Protected area reserved to Dealers and the evidence of the Special offerings. 73 (98,6%) of them 
have on line the Products price list and brochures. 

As far the performances of the servers hosting the sites are concerned [Netmechanic server check index], 
none has been found with Excellent performances and 22 (29,7%) have Poor performances.  

On the other site, analysing the programming of the web pages, their structure and their loading speed 
[Netmechanic HTML toolbox index] the results show that none deserves the lowest scores (0 & 1) and only 
10 (13,5%) have been rated with the score of 3; 30 (40,5%) had a score of 4 and 9 (12,5%) a score of 5.  

The situation shows then that the site structure of the analysed sites is almost good, the servers, instead, 
seem to be under dimensioned.  

Looking at the 60 Distributors that have already the “orders on line enabled” feature, the situation of the 
offered services is summarised in the following table. 

 
Distributors Sites with orders on line enabled that offer … Number %-ge 

On line goods availability 49 81,7% 

Real time order tracking 43 71,7% 

On line credit check 19 31,7% 

Protected area reserved to Dealers 58 96,7% 

Replication of data on line 31 51,7% 

On line products price list and brochures 60 100% 

Special offerings 57 95,0% 

Site customisation 24 40,0% 

News 53 88,3% 

The spectrum of Netmechanic indexes (performances and quality of the site) does not differ in a substantial 
way from the one of the all 74 sites. 

The overall picture, then, shows an evolution of the e-commerce activities were the main support functions 
are delivered, but where there are enough margins of improvement.  
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4. The IT products distribution environment 

4.1 The main actors of the IT products market and their relationships 

The following picture summarizes the main actors of the IT market and the ways the goods follow to reach 
the end user. 
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Picture 5 – The IT products distribution environment 
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The market can be substantially divided into 4 segments or tiers:  

• The suppliers; the main Vendors (Brands) and the Domestic Vendors 
• The Distributors and the Sub Distributors 
• The Dealers tier, the ones that interfaces the End Users 
• The End Users. 

The Sub Distributors are entities that have the same mission of the Distributors, but they are smaller and 
operate in a specific geographical area and/or deal with a specific (limited) set of products and/or brands. 

Actually there are domestic Vendors that operate as Distributors too, or vice versa. 

It has to be underlined that it is a usual practice for the Distributors to get supply from other Distributors in 
the case they need products (normally small quantities to complete the offering or to satisfy a specific 
customer request) that it is not convenient to have from the Vendors.  

The number of Distributors and Sub Distributors can be evaluated in a number close to 220: the uncertainty 
in stating the right number is mainly due to the activity of merging and acquisition that, in this period, 
characterises the sector and the “floating” of the number of the Sub Distributors (small structure that can 
have difficulties to stay in the market). 

The products that go through the shown chain are the one summarized in the previous table “Micro-IT Italian 
Market”. Of those products more than the 80% (in value) involves the Distributors (and Sub Distributors): the 
red arrows in the picture. 

It is not a surprise that there are other paths of supply (the blue arrows): for instance some business users 
can be of such a great interest for the Brands, or for the National Vendors, that it induces them to directly 
supply the User; or the Corporate Dealers [those are Dealers with a high capacity of managing big and 
complex projects] can be able to place orders that can have the same (or very similar) economical conditions 
that the Distributors get. 

The Vertical Portals specialized in the on-line sales of IT products (Vortals) can have, too, the capability to 
place to the Vendors orders big enough to make it convenient the direct supply instead of going through the 
Distributors. 

The Dealers tier is a very complex and wide word: there are over 12.000 operators. 

In order to give an idea of the sizing of the main categories of operators that can buy from a Distributor, here 
follows an estimation, made collecting several sources, of the number of operators for some of the above 
categories: 

• 20 Corporate Resellers 
• More than 700 VARs 
• More than 700 Resellers or PC VARs (at least one half can be considered small Resellers) 
• More than 4.500 Software Houses and Software System Integrators 
• More than 20 Large System Integrators 
• More than 2.500 outlets of Specialised Chains (30 more or less) 

We, also, have to take into account that almost all the big outlets of the Mass Merchandising, or even the 
average, have at least one corner in their drugstores that sells IT products to the end user. 

Other thousands of small operators can be accounted into Cablers, Installers, LAN Integrators, Internet end 
user sales, Internet service Providers and other small and very small IT operators or Resellers. 

In this report the terms “Dealer” or ”Reseller” will be used to generally indicate the operators of this tier. 



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
30 

There are two other categories that operate in this market, not shown in the picture, but very important for 
the business; they are the Banks (they support the payments) and the Logistics Companies (more involved 
in the delivery, but in some case they supply outsourcing services for stocking, managing, and even 
assembling the products) 

4.2 The Domestic Vendors 

Following a recent research published by the magazines Reseller Weekly and Computer Dealer & Var, there 
are over 1.000 companies in Italy that can be classified as National PC Vendors; but only 30 companies 
have shipped the 82% of the production. 

The total number of PCs shipped in Italy during the year 2000 has been evaluated by Sirmi in 3,1 millions of 
units. Of these 1,2 millions came from Italian producers; this represents a share of 39,3%. 

If we consider the Consumer Market this share becomes very near to 50% (468.000 PCs delivered in year 
2000). Good customers of the Domestic Vendors are the SMEs and the Public Sector too. 

The offered PCs are mainly “build to order” to satisfy the increasing demand of customised configurations.  

The following table shows the first 30 PCs Domestic Vendors, their shipments and their market share in year 
2000. Many of these Vendors are also Distributors. 
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Domestic PCs Vendors 

 

VENDOR Name 

Number 
of 

Shipped 
PCs 
2000 

Number of 
Shipped 

PCs 
2001(E) 

Domestic 
Vendors 
Market 
Share 

1 CDC POINT 172.000 200.000 12,56% 

2 OLIDATA 165.750 153.000 12,11% 

3 ICS - OLIVETTI (*) 129.800 220.000 9,48% 

4 VOBIS MICROCOMPUTER 75.500 78.000 5,52% 

5 TECNODIFFUSIONE ITALIA (*) 75.000 130.000 5,48% 

6 OPENGATE 40.000 35.000 2,92% 

7 COMPUTER HOUSE 36.500 54.750 2,67% 

8 CHL 34.500 50.000 2,52% 

9 UNION MARKETS 33.000 34.000 2,41% 

10 ELETTRODATA 30.400 40.300 2,22% 

11 FRAEL 30.000 35.000 2,19% 

12 JEN ELETTRONICA 28.000 28.000 2,05% 

13 INTERCOMP 25.000 30.000 1,83% 

14 DATAMATIC 24.000 48.000 1,75% 

15 BRAIN TECHNOLOGY 24.000 32.000 1,75% 

16 BREVI GRUPPO (**) 23.500 48.500 1,72% 

17 E-GROUP ITALIA 20.000 22.000 1,46% 

18 D.H.I. 17.200 25.500 1,26% 

19 MITAS ITALIA 13.000 20.150 0,95% 

20 EXECUTIVE 13.000 16.900 0,95% 

21 S.G. 13.000 13.000 0,95% 

22 MICROSYSTEM 13.000 18.300 0,95% 

23 IMPEX ITALIA 12.300 15.450 0,90% 

24 TEST 12.000 15.000 0,88% 

25 MONOLITH ITALIA 12.000 21.000 0,88% 

26 ASIAN BYTE 11.000 11.000 0,80% 

27 ASEM 10.878 13.000 0,79% 

28 ATHENA INFORMATICA 10.000 10.000 0,73% 

29 MULTITECH 10.000 11.000 0,73% 

30 SI COMPUTER 8.200 10.700 0,60% 

  1.122.528 1.439.550 82,00% 

(*) The PCs are produced by Cms (Scarmagno) 

(**) The PCs are produced by Gruppo Winner e Naac 

Font: Sirmi 2001 
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4.3 Product and transaction features 

Product features – The IT products are characterised by a fast obsolescence caused by the continuous 
improving of performances and reduction in costs.  

The main consequence is the need of a very short transit time of the products inside the chain from the 
supplier to the end user. Efficiency in sales and high rotation of the warehouse are then a must in this 
market. 

The above is truer if we consider that the margins allowed by the prices are very low: efficiency and cost 
saving are a need for the companies to stay on this market. 

The Distributors, that originally operated substantially as a transit warehouse, are switching their role to 
Companies, able to supply added value services both to Vendors and to Dealers, and to Intermediaries that 
can reduce the transit time of the information from the top to the bottom of the chain and vice versa. 

The provision of added value services to customers is also a tool to improve their loyalty and gain in 
competitiveness. 

The products are all material; also the software is shipped in box format. 

Transaction features – The transactions in this market are usually regulated by Terms and Conditions 
agreed once a year; price lists can be very structured and customized. 

 
This is true for the Vendors-Distributors transactions. Exceptionally, in the case of very large bids that can 
generate an order with quantities out of the range of the stated T&Cs, the distributor can try to call the 
Vendor for a special (lower) price. 

The more important Distributors, in respect to their customers, use the same approach; medium size 
Distributors can, instead, use the negotiation tool to increase their volumes: this can be done having an 
efficient structure able to close as soon as possible the negotiation and insuring proper margins for each 
single transaction.  

4.4 The on line activities 

A recent study performed by Computer Dealer and Var and Reseller Weekly magazines analysed a sample 
of 184 Distributors out of 210, almost the total of the active Distributors in Italy.  

One of the findings was that the number of Distributors that refer to them selves as an “Added Value” 
Distributor is highly increasing. The added value comes out from educational classes for the Resellers, from 
co-marketing activities with Vendors and partners and from many other services offered through the Internet 
site that is more and more seen as a productive tool to better communicate with the Resellers. For example 
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Picture 6 – Product and transaction features in the 
Italian IT Distribution Market 
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the 40% of the sample allows checking the products availability and in the 70% of the cases it is possible to 
verify the available promotions. The orders status check and the orders tracking are services offered by the 
30% of the sample and only in the 13% of the cases it is possible to access on line to the administrative 
documents (e.g. the bills) and to perform an on line credit check. 

Regarding the e-commerce activities came out that the Distributors allowing on line orders are the 59%. Out 
of those only in the 4% of the cases it is necessary a direct contact (by phone) with the Reseller to close the 
order. However the 47% of the Distributors that allow on line orders recognises that same times can happen 
to use the phone too.  

 

Out of the 51% of the Distributors that do electronic commerce, the 47% generate less than the 10% of their 
revenue. On the other side the ones that generate more than the 50% of their total revenue with e-commerce 
activities are limited to the7%. For the 29%, however, the revenue produced by e-commerce ranges from the 
30 to the 70% of the total.  

 

Yes No

From the Distributor Site is it possible to place on line orders?

41 % 59 %

Font: Computer Dealer and Var and Reseller Weekly  
Picture 7 – On line and off line orders 
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Picture 8 – %-ge of revenue due to on line sales 



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
34 

Analysing the average %-ge of Dealers that prefer place orders via Internet, the pie that comes out is very 
similar to the above one (picture 8). 
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Picture 9 – %-ge of Resellers preferring on line orders 
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5. Esprinet  

5.1 Esprinet history and actual structure 

Esprinet is the result of a process of merging that involved three out of the major operators in the business-
to-business distribution of IT products in Italy.  

Esprinet is the second (by revenue) IT products Distributor in Italy. Its customers are mainly (85%) SMEs. 
The remaining 15% being: 5% Large Enterprises and 10% very small Enterprises.  

Esprinet was born (18th of September 2000) from the merging of Comprel S.p.A. in Celomax S.p.A.. Celomax 
was the result of the merging of Micromax in Celo (1999). 

In this report all the data and results referring to Esprinet are reported as the merging of the above three 
companies took place the 1st of January 1998. 

The Esprinet management believes that the above merging process represents a concrete answer to the 
consolidation process that involved, during the last few years, the IT market. 

The rapid technological innovation and the growth of the demand (both, family and business), with the 
consequent increase of the number of active operators in this business, brought the management to adopt 
an integrated distribution model able to keep up with the rising sales volumes and with the specialisation of 
company structures according on the different customers types.  

The management believes, also, Esprinet was able to anticipate the producers’ trend to concentrate on their 
core business, forcing the Distributors to be charged with the activities that are subsidiary to the plain resale 
of IT products. 

To reduce the diseconomies usually associated with the merging processes a step by step integration of 
company activities has been initiated: the logistics systems were the first ones to be approached, then the 
attention has been concentrated to take the maximum profit from the specific know how and experience of 
the three companies (Celo, Micromax and Comprel). These competencies were related to specific customer 
sets and demand segment [Micromax: Mass Merchandising and Retail channel; Celo: Hewlett Packard 
VARs; Comprel: Cash & Carry and Compaq VARs].  

The actual enterprise structure is shown in the following picture. 

 

 

 

 

 

 

 

 

 

 

  
Picture 10 – Esprinet enterprise structure 
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LDE (Logistica Distribuzione Europea S.r.l.) has in charge the logistics operations of Esprinet. 

LDE has a warehouse of 18.000 m2, located in Bellusco near Milan, and can daily ship up to 2.200 orders 
which means a number of boxes ranging from 9.500 to 13.000: yearly it means approximately 5.000.000 
boxes. 

Esprinet, through LDE, can ship the orders in an average time of 4 working hours; the physical delivery, 
depending on the delivery location, takes place from a minimum of 8 hours to a maximum of 72 hours. 

The above means that the Dealers can avoid having their own stock/warehouse: they can, in practice, rely 
on the Distributor warehouse and on its service of quick delivery. 

The Esprinet and LDE Information Systems are integrated in such a way that it is possible  

• For LDE to directly receive the goods ordered to suppliers and to control the correspondence of the 
delivery to the original Esprinet orders, 

• To offer to customers a real time orders’ tracking service. 

For the physical delivery LDE uses Lombardia Distribuzione Express (Lombardia and neighbouring regions) 
and the major national carriers. 

In order to satisfy the future needs of Esprinet, and specifically the new requirements originated by the order 
acquired through Internet, Esprinet is working to build a new logistic center (in the Milan hinterland) with a 
warehouse surface of 25.000 m2.  

Multimedia Planet chain has 167 affiliated (with the franchising model) shops. 

The customers of the Multimedia Planet chain are mainly families, professionals (single or associated) and 
small or medium enterprises (SME), in other words the consumer and SOHO market. 

The outlets are divided in 107 Multimedia Planet Shops [shops fully dedicated to sell IT products, mainly 
located in metropolitan areas and with a surface ranging from 60 to 250 m2] and 60 Multimedia Planet In-
Shop [“corners” for the sales of IT products located inside shops specialised in consumer electronics or 
telephony. Their surface ranges from 30 to 150 m2]. 

The Esprinet revenue originated by Multimedia Planet is resumed in the following table. 

Esprinet Revenue originated by the 
Multimedia Chain (Mio €) 

1998 1999 2000 

€ 11,52 € 23,24 € 31,97 

Esprinet enabled Multimedia Planet to offer to the consumer end users an e-commerce service. 

Through the site www.multimediaplanet.it the consumer has access to the price list, to the offerings, to the 
products technical information and to the products availability. The customer can, then, order the products he 
likes and decide if to go and pick up them in a Multimedia Planet shop or to receive directly the ordered 
goods 

5.2 Esprinet revenue, products and customers 

The Esprinet revenue is shown in the following table: 
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Esprinet total revenue (Million €) 

 1998 1999 2000 

Revenue   € 418,33   € 545,89   € 706,51  

y on y increase %-ge   30,5% 29,4% 

CGR 200-1998   30,0% 

CGR Italian Distributors Market 2000-1998  24,4% 

 

The 99,9 % of the Esprinet Revenue is originated by the distribution of IT products on the Italian Market. 

Characteristics of this market are the low margins and a seasonal course of the revenue [it shows a 
significant concentration in the last quarter of the year]. To this winter trend corresponds a very low demand 
in August (consumer and business). 

Esprinet, in the choice of the products to distribute, prefers the major international producers leaders in IT 
sector. Over the 70% of the year 2000 revenue was originated by products with the brands HP, Compaq, 
Toshiba, Acer and Epson. 

A minor part of the supply (Equivalent to 6% of the revenue in year 2000) comes from other Distributors or 
Sub-Distributors. 

Esprinet can take advantage from the distribution of a complete range of products (over 120 brands, having 
high quality standards, are present in the products catalogue). 

The split of year 200 Revenue segmented by type of products is shown in the following picture: 

 
Year-end 2000, the Esprinet active customers were 14.300. Esprinet supplies the 62,5% of the Resellers 
operating in the Italian Market. 

Esprinet operates on a multi-channel basis setting itself, with respect to Vendors and Customers, as an 

Year 2000 Revenue split by Class of 
Products

PCs & Servers
54%

Peripherals
33%

Networking
4%

Services & Other
1%

Consumables & 
Parts
2%

Software
4%

Workstations & 
Systems

2%

 
 
Picture 11 – Split of Esprinet revenue (year 2000) by class of products 
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operator that can propose the most complete offering of products meanwhile being able to offer related 
services with high added value. 

Esprinet management believes they are over the traditional (old) model of distribution: the Vendors today ask 
to Distributors not only to sell high volumes of products, but they also want that the Distributors promote the 
knowledge of the brands and of the products they distribute. In addition they have to manage other related 
activities like marketing and logistics. 

To better pursue the integration with the Vendors Esprinet decided, also, not to produce and sell products 
with Esprinet brand. 

On the other side, Esprinet decided to be present in the entire distribution chain. This is the reason of the 
creation of a Consumer Division (increasing its revenue every year) and of its physical presence in the 
consumer and end user market with the franchising chain of Multimedia Planet stores. 

Due to the business model adopted and to the capability to monitor the dynamics of Italian IT Market up to 
the end user level, Esprinet believes to qualify itself as the “HUB” of commercial relationships in the Italian IT 
Market. 

5.3 Esprinet commercial structure 

The Esprinet Commercial structure is outlined in the following picture  

 

In order to better identify the needs of different market segments and give them the best answer the Sale 
organisation has been split in two Sales Division. 

The Business Division, which has in charge more or less 11.100 customers, includes: 

• The sales Unit VAR – This sales unit has in charge the commercial relationship with the Value Added 
Resellers. These are Resellers of medium size offering integrated Hardware and Software or Networking 
Solutions. In addition are assigned to this unit the Dealers with a revenue ranging more or less from 

 
Picture 12 – Actual Esprinet commercial structure 
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500.000 € to 8.000.000 € and those which represent a reference point in their geographical area of 
operations. The unit interfaces more than 1.800 VARs; they originated in the year 2000 the 42,7% of the 
Esprinet revenue. The accounts operating in this unit can take advantage of the Sales Specialists 
(Product Marketing) in the more complex commercial relationships dealing with technologically advanced 
products. For the administrative operations, the customers of this unit are supported by a specialized 
group (Customers Services) that has, also, the target to promote Internet orders. 

• The sales Unit Telesales – This unit is dedicated to the Dealers specialized in offering Hardware and 
Software (usually as packaged solutions) to SME. The unit interfaces more than 9.000 Resellers and 
contributed in the year 2000 with the 31,7% of the Esprinet revenue.  

• The sales Unit Sub-Distributors – This unit is dedicated to the relations with the small or niche 
Distributors which use Esprinet either to complete their offering or to capture customers with an offer of 
products of leading brands not having, due to the smallness of the business, direct contacts with the 
main Vendors. Esprinet concentrates its activity on the products of the Vendors having promotions in 
regards of Sub-Distributors: this is a way to increase the revenue at low costs and reduce overstocks. 
The unit contributed in the year 2000 with the 8,3% of the Esprinet revenue. 

The Consumer Division, which has in charge more or less 3.200 customers, includes: 

• The sales Unit Mass Merchandising – This unit manages the Esprinet business originated in the Mass 
Merchandising outlets: both, the store chains selling general products and the ones dedicated to 
electronic products and to office products. The last ones being more and more present in commercial 
centres to satisfy the increasing demand of IT products by the consumer end user. One of the main 
activities of the people in this unit is to support the customer to define the products that fit the needs of 
the customers of the chain and the consequent stock management. Esprinet provide the proper 
education to the employees dedicated to sell the products to the consumers. The unit contributed in the 
year 2000 with the 3,4% to the Esprinet revenue. 

• The sales unit Cash & Carry – Esprinet manages 9 Cash & Carry shops dedicated to IT Resellers. Year-
end 2000 the Cash & Carry customers were more than 3.000 and they originated the 3,4% of the 
Esprinet revenue for the year 2000. The 9 Cash & Carry are located in the most important metropolitan 
areas [Milan north, Milan south, Turin, Genoa, Padova, Bologna, Ancona, Rome and Naples]. The Cash 
& Carry system satisfies the demand of Resellers having a poor structure. Those Resellers, customers of 
a different Esprinet sales unit, having the need to satisfy urgent orders, also use it. The payments 
accepted in the Cash & Carry shops are cash or with credit or debit cards: the non-existence of payment 
extensions contributes to the good management of the company treasury and avoids the costs related to 
debt collection. Esprinet Web site has a section, updated in real time, dedicated to the Cash & Carry 
shops. This section provides information like the address of the shops, the products availability in the 
single shops, the products catalogue and the price list, the promotions, etc. 

• The sales unit Vortal – Vortals are Resellers using Internet to sell IT products, namely the Vertical 
Portals specialized in the on-line sales of IT products. This unit contributed in the year 2000 with the 
1,3% to the Esprinet revenue. The main activity of this unit is the set up of the infrastructures to integrate 
the Esprinet and the Vortals Information Systems. In this way the end users of the Vortals can have 
access to the Esprinet system. This process will allow a wider access to the information useful to the 
products selection and the real time access to the Esprinet system were the order will be placed. A 
further advantage for the Vortals is that they can take advantage of the wide spectrum of products 
commercialised by Esprinet to expand their offering. 

• The sales unit Independent Retail – This unit manages the commercial relationships with the Retail 
Computer Shops specialised in the IT products and applications for the consumer user. This unit 
originated the 1,7% of the Esprinet revenue for the year 2000. 

• The sales unit Multimedia Planet – This unit, witch contribution to year 2000 Esprinet revenue is 
equivalent to the 4,5%, takes care of the 167 franchising affiliated shops. 

The following table summarizes the contribution of the single sales units to the Esprinet Revenue. 
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Contribution of the sales units to the 
Esprinet Revenue 1998 1999 2000 

Sales unit VAR 44,7 41,6 42,7 

Sales Unit Telesales 33,1 32,6 31,7 

Sales Unit Sub-Distributors 9,9 10,4 8,3 

Business Division 87,7 84,6 82,7 

Sales unit Mass Merchandising 1,5 2,5 3,4 

Sales unit Cash & Carry 8,1 8,2 8,1 

Sales unit Vortal 0 0,4 1,3 

Multimedia Planet 2,8 4,4 4,5 

Consumer Division 12,3 15,4 17,3 

Total 100 100 100 

 

The company organization review has been reinforced with a new operational model based on Internet. The 
Information system has been completely renewed in order to allow to the employee to use Internet for all the 
activities: to buy, to manage orders, to manage DOA (Dead On Arrival) and returns, for internal 
communications, and for all the internal administrative procedures. As far as customers are concerned the 
Internet integration goes far beyond a web site to buy. It represents a tool to help them to sell (see also e-
web club) and to better perform their job getting them free from that low profile activities that can be 
performed (or performed in a faster and more precise way) using computers: the human resources have to 
be used for high content and high return tasks freeing them from time consuming and low profile activities. 

An important activity performed by Esprinet is represented by the technical assistance services offered to 
support the sales activities of the Reseller and to solve the technical problems arising with distributed 
products. 

A special team (Answer Division) supplies the above services. The components of the team are all certified 
by one or more of the main international Vendors. 

The Answer Division supports those Reseller that do not have their own technical assistance structure, 
allowing them to perform business negotiations that require products configurations, technical consultancy 
and the intervention of certified specialists. The supplied services concern, in specific, the configuration of 
products, the identification of the more appropriate integrated (hardware and software) solutions and the 
design and support needed by more complex solutions. 

The Answer Division offers, in addition, a service for installing hardware options, software and operating 
systems on PC Desktops or Servers: this service is performed in LDE premises by a special laboratory 
certified ISO9002. Upon the request this activity can be performed in the customer location too. 

To keep up with the technological evolution the Answer Division makes available a consultancy service that 
supports the Esprinet customers to select the best educational path according with their needs: basic 
education, updating, Vendors certifications. Esprinet, in addition, teaches short basic educational classes all 
over the national territory.  

Esprinet is experimenting the use the web site to supply courses; the advantages being costs reduction 
(organization and travel) and more flexibility. 

5.4 Esprinet web orders 

In the Top Trade informatica Distributors sites test, the Esprinet web site has been ranked at the first place 
with a value of 96. 
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The Web orders history of Esprinet is summarized in the following table: 

 
 
 

 

 

 

 

 

 

 

 

 

 

Year-end 2000 more than 164.000 orders came from Internet (equal to the 49,1% of the total orders received 
by Esprinet), with the 140% of increase over the previous year. In the same year the Internet revenue 
reached 186 million € (92,6 million € in the previous year) representing over the 26% of the Esprinet total 
revenue. 

End of march, on a total number of orders equal to 80.234, the Internet orders have been the 60,7% 
originating a revenue of 68,3 million € equal to the 33,7% of the revenue of the first three months of year 
2001.  

The above data, considering also the usual increase of the business in the last months of the year, are 
consistent with a forecast, year-end 2001, of 62% of orders coming from Internet, equivalent to the 35% of 
the total revenue. 

End of March 2001 the web registered customers were 11.500, of which 3.800 (33%) ordered products using 
Internet. In addition, during the 2000, each day an average of 6.000 web site accesses has been registered. 

The following table shows that more or less the 50% of the orders of lower value (less than 5.165 €) come 
from Internet.  

The %-ge of total received orders with value inferior to 775 € represents the 57,7%; of the above the 51,6% 
are Internet orders with a consequent advantage in efficiency and costs reduction in managing the lower 
value orders.  
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Picture 13 – Esprinet web orders history 
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5.5 Esprinet e-web club 

Starting June 1999, Esprinet activated a new program (e-web club) of association/affiliation to its web site. 

The e-web club program offers to Resellers an easy and smooth way to start an e-commerce activity.  

The Reseller has available a customized site which relies on all the information available on the Esprinet 
Web site. The customisation involves the look of the site, the offered products, the applicable terms and 
conditions and the added services (like configuration and installation support). 

The end user (the Reseller’s Customer) can access to the Reseller Site, look at the offering, analyse the 
technical information, select the products he needs, look at the prices and at the terms and conditions, look 
at the products availability and then order them on line.  

In practise, acceding to the Reseller site, the end user utilises the information and the functionalities of the 
Esprinet site and he will be supplied depending on the full availability of Esprinet warehouse. 

After the order is confirmed (on line) by the Reseller, it enters automatically in the Esprinet Information 
System. From now on the order is in charge to Esprinet that will handle it up to the delivery to the end user, if 
requested. The Reseller has only to send the bill to the customer, in accordance with the agreed terms and 
conditions. 

To have this service the Reseller has to pay to Esprinet an annual fee (1.550 €). 

The main advantages for the Reseller are: 

• The capability to start the on line offering in few days 
• The access of his customer to the Esprinet on line warehouse (over 11.000 products with the 

availability to support Esprinet operations); this also means he can reduce the stock costs and the 
risks originated by the technological evolution of the products 

• The price lists, the promotions the technical information used in the Reseller site are updated in real 
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Picture 14 – Esprinet orders received through web in year 2000 
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time on the Esprinet web site. 

Through this program Esprinet is convinced to obtain an automatic increase in the Resellers loyalty. Year-
end 2000 the Resellers participating to the e-web club were 230, allowing a personalised access to more or 
less 5.700 end users; end of March 2001 the above figures moved to 317 Resellers and 8.000 end users. 
End of June 2001 the Resellers participating to e-web club were 340 with more than 12.000 registered 
customers. 

5.6 The Esprinet comments on the transaction structure  

The negotiation (both with suppliers and customers) is activated only during the process of contractual 
(terms and conditions) review, normally once a year. The transaction structure can then be defined as 
routine. 

The Dealers usually do not have their own stock of products: they rely on the logistic service the Distributor is 
able to provide; this is the reason why this service is so important in such a market. 

Another very important characteristic of this market is the need for the Dealer to have (from the Distributor) 
reliable and up to date information on products and their availability. This kind of information represents for 
the Dealers a competitive advantage because of the prices mutability added to a continuous availability of 
promotions. 

In conclusion in this market the speeds, with which the information are provided to customers (Dealers) and 
the stock is rotated, are the most important keys to have success. 

The Esprinet strategy is to bring all the possible operations on the web, independently from the customer 
characteristics; unfortunately the Mass Merchandising customers and some big companies do not like or 
cannot (ISO 2000 or internal procedures) utilize the web to place orders. 

The main reasons of the above strategy are two: 

• To provide a faster information required by the fast obsolescence of products and related information  
• To reduce the costs of transactions being this market characterised by low margins. The information 

needed by the customer are always available, updated and well organized, on the web and the 
Telemarketing Department people can switch from activities of orders collection to activities of support 
(Promotion, events organization, etc.) to the sales operation and to the customer profiling in order to 
allow targeted promotion campaigns. 

5.7 Internal and external factors that acted as obstacles and/or advantages in exploiting the potential 
of electronic commerce 

The most important enabling factor has been the “Internet Free” (1997). 

Regarding the Telecommunications Infrastructure low telecom costs are considered an important success 
factor for the electronic commerce initiative and telecom network reliability has been considered good 
enough not to represent a problem. 

As far as Regulatory factors are concerned the levels of transactions security were insufficient to encourage 
electronic commerce meanwhile Authentication and Certification Systems generated trust and encouraged 
electronic commerce. 

A fully operational legal structure could be of big encouragement to put in place e-commerce activities. 

Regarding the Government policy in general no fundamental importance has been attributed to them, the 
only negative remark is that the National Educational System is not capable to provide adequately trained 
personnel to engage in electronic commerce. 

Esprinet states that all the internal factors were favourable to guarantee full support to develop and adopt an 



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
44 

e-commerce system. 

Analysing the External factors related to relations with other enterprises, the availability of a variety of 
transaction systems did not discourage electronic commerce and the Human factors encouraged the use of 
electronic commerce.  

Brand image was an important asset in establishing the electronic commerce profile of the firm. 

As a consequence of electronic commerce, more flexible and effective commercial structures have been 
defined. 

From the competitiveness standpoint electronic commerce facilitated the management of business 
relationships and decreased the cost of reaching new customers. 
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5.8 Esprinet Analytical Grid  
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The main e-commerce effects are here following summarized. They produced trust, loyalty, the possibility for 
Esprinet and for the Resellers to save time and costs and, in practice, to do better their job, to gain in 
competitiveness and to increase business.  

The increase of the customer base was significant; Esprinet believes that this increase mainly depends from 
the following factors:  

• The real time and trustable information (technical, administrative, orders tracking, price lists, etc.) 
supplied by the web; this type of information is heavily needed by the market,  

• The services that Esprinet was able to offer (e.g.: the Answer Division and the e-web club), 
• The possibility for the Resellers to save time and costs and  
• The Esprinet’s access to niches or remote geographical areas otherwise non accessible.  

Widening the customer base, allowing orders by web (30% of the web orders are submitted out of the normal 
working hours: this is one more help for the Reseller to easily manage their back office activity) and having 
more efficient marketing and sales activities bring to increase the sales.  

The cost reduction generated by the automation of the low profile activity is particularly evident considering 
that more or less the 50% of the orders of lower value (less than 5.165 € ) come from Internet. The %-ge of 
total received orders with value inferior to 775 € is the 57,7%; of the above the 51,6% are Internet orders 
with a consequent advantage in efficiency and costs reduction in managing the lower value orders.  

The above one is not the only cause of cost reduction and saving of low profile human activities. The new 
organisation and the Internet Integration of all the Esprinet activities (included the interactions with Vendors 
and Customers) induce a lower time to market and also allow:  

• To define more efficient market plans and Sub-Markets development with specific products and 
specific marketing activities 

• To have the ability to capture specific and time limited market opportunities and to be able to perform 
one to one marketing activities 

• To provide services in line with the needs of the market.  

The information available on Internet, the web orders and all the services provided by Esprinet reduce the 
time of marketing for the Resellers too. 

By the Resellers side the Internet integration goes far beyond a web site to buy. It represents a tool that 
helps them to sell (see also e-web club) and to better perform their job. 

In conclusion, the web is going to modify the Distributors’ role: it is moving from a mere Distributor of IT 
products to a provider of services that the Dealer (Reseller) need to perform more efficiently its job. A 
consequence of the above statement is that the Dealer will have to do the same in respect to their customers 
and the services supplied by the Distributors will become essential. 

The category in the value chain that will be penalised, and in same cases that could find hard to survive, is 
the one of small Distributors and sub-Distributors. 

The Expansion of the Business and the significant increase of the Customer Base are originated by: 

• The real time and trustable information (technical, administrative, orders tracking, price lists, etc.) 
supplied by the web [X19, X20] 

• Allowing orders by web; the main causes are identified by the possibility of submitting web orders out 
of the normal working hours (the Dealers can easily manage their back office), by the capability to 
satisfy, associated with an efficient distribution system [X14, X13], new (far) geographical areas 
[X21] and niches of market [X26] served by local operator up to now, and by the fact that, for the 
customers, this represents a tool to help them to sell - see also e-web club - and to better perform 
their job.  

• The better and more updated knowledge they have of the market allows more efficient market plans, 
Sub-Markets development with specific products and activities, to capture specific and time limited 
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market opportunities and to perform one to one marketing activities [X24, X25, X29, X30] 
• The opportunity of selling bundling [X7], the provision of educational customized courses via 

Internet, the incremental sales obtained through the e-web club [X1, X2, X3, X4, X22, X23] and the 
possibility of products customisation [X5, X6] 

• The more resources that can be dedicated to the telesales activities [X17] added to the better 
knowledge of the customers profile [X27, X11] allow a more efficient push activity (more targeted 
new proposals and more efficient arguments to convince the Reseller to take advantage from 
Esprinet programs and campaigns and to sell post sales products and services) 

• The expansion of the selling activity to the end user with the e-web club (through the Dealers) and 
directly via the Multimedia Planet Chain [X28, X23, X12] 

• The increased Trust and Loyalty of the market. 

Trust and Loyalty in Esprinet has been increased as follows: 

• The contractual power with Vendors [X33] is increased since the producers tend to concentrate their 
efforts on core business asking to Distributors, not only increasing volumes of sales, but also they 
take charge of the activities that are subsidiary to sales like products information diffusion, 
marketing, etc. 

• Fast (real time), trustable and customized information (technical, administrative, orders tracking, 
price lists, etc.) supplied by the web increase customer’s trust and loyalty [X31, X32, X33, X34, X36]  

• The e-web club that offers to Resellers an easy and smooth way to start an e-commerce activity. 
Through this program Esprinet is convinced to obtain an automatic increase in the Resellers loyalty. 
Year-end 2000 the Resellers participating to the e-web club were 230, allowing a personalised 
access to more or less 5.700 end users; at the end of March 2001 the above figures moved to 317 
Resellers and 8.000 end users. End of June 2001 the Resellers participating to e-web club were 340 
with more than12.000 registered customers [X35] 

• One more element inducing loyalty is the delivery service Esprinet can offer [X14] (Esprinet, through 
LDE, can ship the orders in an average time of 4 working hours; the physical delivery, depending on 
the delivery location, takes place from a minimum of 8 hours to a maximum of 72 hours) associated 
with the orders tracking capability [X13]. This reduces the need for the Dealer to maintain and to 
manage a products stock.  

Last, but not least, the new Esprinet organization, based on Internet/Intranet operations, induced for both, 
Esprinet and Dealers, significant savings, reduction of time to market, more efficiency and the possibility to 
assign people to more qualified and productive jobs. 

• Publishing Catalogues, Stock Lists, administrative, orders tracking and Technical Information frees 
Esprinet resources, gives to the Dealers a faster, more complete and reliable access and facilitates 
more effective interactions between Esprinet and its customers [X13, X14, X8, X9, X15, X16] 

• Web orders reduce transaction costs, errors, the time to market and reduces also the situations of 
conflict and the consequent lost of time for the responsibility attribution. This is true for both Esprinet 
and customers. In that way human resources have been saved and dedicated to more productive 
jobs [X17, X10] 

• The high web integration of the Information Systems, respect to internal activities and relationships 
with Vendors and customers, allows the better performance of the new organization and frees 
human resources to dedicate to sell, to marketing and to customer support activities. By the 
customers side the Internet integration goes far beyond a web site to buy, representing a tool to help 
them to sell (see also e-web club) and to better perform their job [X18, X12, X14]  

Some more figures related to Esprinet Internet performances follow: 

• In 4 years the number of customer increased 5 times (14.300 active customers in year 2000) 
• 12.000 visitors (customers) of the web site each month (during the 2000, an average of 6.000 web 

accesses site each day has been registered); 7-8.000 of them are buyers  
• 12.000 session a day 
• 8,3 million of page views 
• 23 millions of click each month  
• More or less 1.500 Resellers linked to the web site during the working hours (roughly the 6,5% of the 

23.000 operators of the Italian trade) 
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• End of March 2001 the web registered customers were 11.500, and 3.800 (33%) of them ordered 
products using Internet 

• The 30% of the web orders are submitted out of the normal working hours. 

5.9 Esprinet vision of the effects of electronic commerce on the business environment 

Esprinet believes that the Internet development represent a significant opportunity for the sector since 
originates a demand of IT products and because it is more and more used as a tool to sell and buy.  

The IT Distribution market shows a strong tendency to concentration. Sirmi reports has shown that in 1996 
the first 20 Distributors satisfied more or less the 64% of the market demand, in 2000, instead, the market 
share of the first 20 Distributors has been evaluated 72%. This phenomenon of erosion of market shares, 
previously occupied by fringe operators, goes on with a process of aggregation (integrations, merging, 
acquisitions) of distribution structures needed to increase the operational critical masses and to reach a 
better geographical and customers coverage. 

This is a trend that can be of great advantage for the Distributors that will be able to fully integrate their 
service activities: wide offering of products, low time to market, cost reduction, efficient ordering capabilities 
(24 hors a day for 365 days per year, error free), efficient delivery, completeness of information 
(administrative and technical), education, etc. In other words to be an Internet based company as far as the 
internal applications and activities and the interactions with suppliers and customers are concerned. The 
Distributor must be able to supply services to the Vendors too. Vendors are asking to Distributors not only to 
sell high volumes of products; they also want the Distributors to promote the knowledge of their brands and 
their products. In addition Vendors expect Distributors manage other related activities like marketing and 
logistics. 

The diffusion of e-commerce activities and technologies could represent some risk for the Distributors; for 
example: 

• Vendors could theoretically bypass the distribution chain setting up a direct distribution channel and 
some Reseller could grow up to be in a situation to try to manage directly the relationship with the 
Vendors. For Esprinet this is a minor risk since the services Esprinet put in place to satisfy the 
Vendors and the customer (Resellers) needs and thanks to the wide range of different products, 
constantly updated, Esprinet is offering. Looking at the economical balance, then, this formula can 
be applied to the sales originated by Large Customers that are already business managed directly 
by Vendors or by Corporate Resellers. 

• More in general, a bypass of the Distributors by Vendors in a form of B2B with the Resellers is not 
considered a real risk due to the above considerations and to the fact that the Distributors usually 
can rely on ad efficient and well-tested logistic structure. 

• Same large Vortals could reach a volume of business such to justify a direct relationship with the 
Vendors. This is evaluated a low risk, being the Vortals concentrated in creating and managing a 
wide base of end user customers (which originates their business) and they have no interest to 
bypass the Distributors and the services and advantages they can offer. 

• Finally, the logistics companies, in order to complement and diversify their activities, could create a 
distribution activity. It seems not feasible that the mentioned structure could be able to get the 
commercial know how and manage properly the net floating capital needed to conduct this kind of 
activity. 
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6. Executive 

6.1 Executive overview 

Executive (founded in 1984) is a domestic Distributor of IT products: Monitors, Printers, PC components, 
PCs and Software (in decreasing order as volumes). It is ranked as the 18th in the year 2000 revenue 
classification with a market share of 1,16%. 

Executive mainly distributes hardware (material); software is also distributed as a material product. 

Stock depreciation is very fast (half of the value in 6 months); main causes are technological innovation and 
price/performance continuous decrease. 

The company, then, must be able  

• to achieve a stock rotation in few days 
• to communicate quickly special offerings, availability of products, etc. to customers. 

The Executive customer set is made basically by very small enterprises (80%); the remaining 20% is 
represented by SMEs. 

It is a Domestic PC Vendor too. 

The trend of the Executive revenue is summarized in the following table: 

Executive Revenue (Mio €) 
       

 1996 1997 1998 1999 2000 2001 E 
       

 Total Revenue 49,1 56,8 62 72,3 85,2 103,3 

 Year on year % increase  15,8% 9,1% 16,7% 17,9% 21,2% 

CGR 2001-1998      18,6% 

CGR 1998-1996   12,4%    

CGR Italian Distributors 
Market 2000-1998     24,4%  

The core principle of the Executive marketing strategy is to provide to customers the highest level of 
services. They believe that the best way to gain the customers fidelity is to offer them the best added value 
services. 

The way to reach the above target has been located in the extensive use of IT technologies and, in specific, 
of the web technology: this means not only e-commerce, but it means also to allow, through the web, all the 
possible interactions between employees and between customers and employees. 

The organization and the Information System of the company have been consequently redesigned: they 
became operational in January 1999.  

The main cause originating this effort was the registered decrease of the number of customers and of the 
revenue growth. 

the functions of the Executive organization of interest for this report are described in the following picture 15. 

The redesign of the Information System and of the organization impacted all the functions and has been 
centred on the web site (www.executive.it) and on the company Intranet. 
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Production 

The PCs produced by Executive represent the 0,95% of PCs (13.000) delivered by Domestic Vendors in 
year 2000. The forecast for year 2001 is to deliver 16.900 PCs (with an increase of 30%).  

Today the production has reached the 40% of BTO (Build to Order); the remaining 60% is BTP (Build to 
Plan). The target is to invert the above figures. 

One of the functionalities of the web site is to allow an easy customisation of the PCs that the customer 
needs to order. The “configurator” is available to the Resellers/Dealers and to the Sales employees of the 
Mass Marketing outlets. 

The advantages for Executive of this direct link with the production structure are obvious, but there are 
advantages for the Dealer too: 

• He can check the parts availability and see the pictures and the technical descriptions 
• He can offer to the customer, more and more sophisticated, a product customized on his needs 
• He can define his margins and prepare a customer offering with the estimate of expenditure showing 

the appropriate end user prices 
• The quoted PCs configurations are kept and properly managed by the system in the web site, they 

can be recalled, modified if needed, and the parts availability and prices are shown updated 
• Of course the order can be automatically sent to Executive. 

For Executive the BTO production means reduction in production expenses and a lower risk to produce 
something that will not be accepted by the market. 

The market analysis allows, also, a more accurate BTP production plan. The plan is based on the better 
Executive’s understanding about the market trends and on the behaviour of the main PCs producers. 

Cash & Carry 

The Cash & Carry chain (Edinet) is made by 7 outlets, located in a strategic way on the national territory 

Executive S.p.A.

Warehouse & 
Logistics Cash & Carry ProductionMarketing

Product 
Managers

Mass Marketing

Tele-selling
 

Picture 15 – Executive Organization 
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(Milan, Verona, Padova, Bologna, Perugia, Rome, Bari). 

The Resellers in the Cash & Carry shops have the full availability of the Executive Web site functionalities; 
the shops are normally used to satisfy urgent supply of products. 

Executive uses the Cash and Carry locations also to perform marketing events, products updating session 
and new forms of customer assistance and service (for example, the Resellers can define customized 
payment conditions). 

Warehouse and Logistics 

A Distributor is basically a warehouse manager and a box mover; this is why Executive does not want to 
delegate this activity to freight agents. 

With the new organization Executive integrated the Distribution Information Service with the Company one 
obtaining in this way more efficiency and the possibility to offer the order tracking functionality via Web. 

The customer is more satisfied and the Executive people workload, due to non-productive activities has been 
reduced together with the contrast occasions with the customers. 

Marketing 

The biggest impact of the organization and Information System redesign involved the Marketing Department. 

The negotiation process is one of the characteristics (it is a key tool) of the sales activities of this Distributor: 
this process can be activated by web or by the Teleselling department. 

The Teleselling activities, thanks to the savings in non-productive activities originated by the web, have been 
reinforced and more oriented to sales, marketing and customer care.  

Executive believes that the Teleselling represents an important source of business for the following main 
reasons: 

• The Mass Merchandising customers will not use the Web for their orders (roughly the 9% of the 
business) 

• Some customers will never like to use Internet 
• Since the Negotiation model is becoming more and more diffused, a number of customer still likes a 

human interface (this behaviour can be modified if the advantages of web negotiation will be 
acknowledged by the customer base) 

• Performing of one to one marketing activities. 

Today the 52% of the orders (few less than the 70% of the revenue) are acquired by 8 Teleselling operators. 

One more significant modification in the Executive Teleselling department involves Customer Care 
responsibilities that are becoming more and more important. 

The main modification, however, to the internal processes is the increased responsibilities of the Product 
Managers. They now cover all the life of the product: buying from the suppliers, marketing activities and 
programs and definition of prices in the negotiation process. This represents an important efficiency and 
effectiveness tool. 

The Mass Merchandising channels (general goods or IT products specialized) became more and more 
important for the Executive business. For this reason Executive decided to set up a dedicated department to 
mange the relationship with this class of customers. The activities of this group of people include the 
education and the update of the sales employees. 

The sales corners in the Mass Merchandising outlets are connected to the “configurator“ available on the 
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web site: this allows the sales operator to complete the offering of Personal Computers (generally made by 
pre defined configurations) with products exactly configured to satisfy the specific customer needs.  

6.2 Executive web orders 

The e-commerce activity started on January 1999.  

In the Top Trade informatica Distributors sites test the Executive web site has been ranked at the seventh 
place with a value of 90. 

One of the reasons of the e-commerce success is the 24 hours a day availability to look for information or to 
place orders.  

The e-commerce has also modified the response time of all of the company activities in order to satisfy the 
real time needs of Internet customers and contacts. 

In the first six months of 2001 Internet produced 35.000 order lines (all the orders through Internet are price 
negotiated). 

The history of Executive revenue, with the evidence of revenue coming from Internet, is shown in the 
following picture. 

Executive evaluates that no more than the 60% (today 48%) of the orders will be handled by e-commerce 
application; this maximum is going to be reached in the next two years. This is originated by two main 
reasons: 

• The web orders concern mainly the lower value orders 
• The Negotiation induces to look for personal contacts; so many orders will still go through 

Teleselling. 

Mass Merchandising customers, in addition, do not access to the web to place orders, this is due to their 
internal structure/procedures. 

Executive believes that does not exit a specific relation between the type of customer and its attitude to use 
a specific technology; it depends only from the customer management mind set. 
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6.3 The Executive e-commerce solution for Resellers 

Executive, using its own experience in managing e-commerce activities, decided to offer to Dealers a way to 
publish and manage, in ASP mode, their own web site. “Entra in Rete con noi” is the name of the offering. 

The service allows the Dealer to create in a very easy way its own web site and to customize the services 
and the functionalities that Executive makes available. 

The functionalities of the Dealer web site are the ones of the Executive web site: the community services 
(registered users), the Dealers Price List, the personalization of the information according with the end user 
profile. Only the e-commerce specifics are not, to day, available to the Dealers. 

The capability for the Dealer customers to place web orders will be allowed in the next release 

For privacy reasons, the site does not allow the Dealer to place orders automatically; the Dealer can decide 
to order the supply needed to satisfy its customers orders to the Distributor he prefers. If the Dealer decides 
to order the products to Executive the direct link with the Executive web orders can be activated. 

If the Dealer information system allows Delivery integration, the Delivery Tracking can be made available to 
customers if the supplier is Executive. 

Executive is convinced that  e-commerce is not the way to increase the Dealers business, but with the web 
site they can offer the added value of a better service to their customers: this can be a way to maintain the 
customer base with a better protection of the area in which the Dealer operates.  

More than 700 web sites are active today. 

We should consider the ASP service as a new Executive’s product that is sold through specialized Resellers. 
It can be a new way of doing business for Sub-Dealers too: the added value they can give to 
Dealers/Resellers is the service needed to set up the site.  

6.4 The Executive comments on the transaction structure  

The market is divided into many sub-markets (Business users, Resellers, VARs, Systems Integrators, Mass 
Merchandising, etc.) requiring different answers to different needs (flexibility and customisation of 
relationship). 

The market is, anyway, price driven (this induces low margins): the price is the most important factor in the 
supplier choice; as a matter of fact, approximately one half of the Dealers says to chose among five or more 
Distributors for their purchases.  

In addition to low margins, Dealers usually order on sold and usually pay on ordered: in other words Dealers 
transfer the end user orders to the Distributor but pay the products before the delivery. From this practice are 
excluded the Business Users and the Mass Merchandising channels.  

The Mass Merchandising channels have an important role in making this market more price dependent: they 
can afford to sell IT products at lower prices than other Dealers since they use these products to generate 
traffic in their stores and can increase the margins taking legal advantage from VAT regulation. 

The applicable terms and conditions (between Distributors and their customers) are gradually moving from 
committed agreements (and rebate premium) to requests of quotation for any single transaction.  

The switch from Teleselling to Internet makes easier the negotiation processes, so being a proper answer to 
the market evolution. 

The small Dealer (the customer of Executive) usually sells the products to local end users and tends to 
purchase from Distributors when he has already got the end user order (he purchases on a sold base). The 
Distributor has, then, to manage the logistic very efficiently, being able to make available the products to the 
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Dealers spread all over the national territory: the Distributors Cash and Carry diffusion is a specific answer to 
this need. 

6.5 Internal and external factors which acted as obstacles and/or advantages in exploiting the 
potential of electronic commerce 

Executive does not consider telecom costs as an obstacle to the implementation of e-commerce applications 
and the Network reliability and flexibility are adequate enough to manage e-commerce activities. 

Regulatory factors, as well as the Government Policy, had no influence regarding the decision to adopt, or 
the success of, e-commerce solutions. 

In the same time, the factors listed as “internal” [Available in house Technology, Existing staff training and 
skill levels, Easy justification of investments, Management proactivity in respect of e-commerce 
development] are all considered as key success factors.  

Referring to “external” factors, the e-commerce promotion through human relations (e.g. Teleselling) is 
considered relevant; e-commerce is also seen as the cause/origin of a more flexible and efficient marketing 
and sales structure. 

Considering the Strategic factors, relating to competitiveness, Executive believes that e-commerce 
implementation in this market has no effects on lock-in strategies and intermediation services; it can, instead, 
facilitate the management of business relationships and it helps to enlarge the customer base. 
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6.6 Executive Analytical Grid  
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The main effects of the e-commerce adoption by Executive are the wanted increase of the customer base, 
the increase of the market trust in the company, the increase of business and a more efficient way to 
manage business. From the production side the most important effect has been the increase of the BTO part 
of the PCs production. 

The inversion of the decreasing trend of the number of customers with an increase of the customer base (in 
two years, 2000 versus 1998, the number of active customers doubled) has been originated by: 

• The increase of visibility and trust [X36, X37] 
• The on line services offered like  

o The full on line visibility of products description, products availability, updated prices, new 
products in the offering and special offerings and campaigns [X22, X23]; in addition 
customers can be notified by e-mail of any change to the information they are interested to 

o The additional effectiveness given to the customer interaction, publishing on the web the 
Company contacts [X9]  

o The publishing on the web of two years of Administrative data [X9], this helps customers to 
reconstruct and analyse accounting situations and easily get the correct information for 
product maintenance  

o A more efficient delivery system with delivery tracking capability [X14, X15] 
o The customisation of the offered PCs and the related services (configuration update, full 

information to prepare the offering to the end user, etc.) [X5, X6]  
• The web orders, which can be placed 24 hours a day. Theoretically the web has an expansion 

potential with no limits whereas the Teleselling can handle no more than 50 customers a day per 
person and only during the working hours [X25, X30] 

• Teleselling people having more time to concentrate on Prospect and Customer Care activities [X17, 
X18, X20, X21] 

• The savings that the customers can have interacting with a company that moved all the possible 
activities on the web [X8, X9, X10, X11] 

• The higher number of Prospects and contacts that get in touch with the Company, thanks to the 
information they can get through the web site [X26, X27, X28, X29] (The web site has today 8.500 
registered customers, 2.500 are active (buyers) and 6.500 get connected at least once a week). 

The increase of business is a consequence of the above points and in addition of 

• The real capacity of selling bundling. Bundling is difficult to describe and to be proposed by 
Teleselling; it is, instead, very easy to describe on a web site - dedicated pages with pictures, tables, 
schemes, additional information, etc.- and the customer has the time to better evaluate the offerings) 
[X7]. The following picture shows the increase of the bundle orders after the start of the e-commerce 
activities [While the increase of bundle orders in 1998 over 1996 was + 43,3%, the increase in 2000 
over 1998 was + 85,3%, with a CGR of +36,1%] 
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Picture 17 – Executive trend of bundle orders 
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• The increase of the products offering - 20% of increase of the classes (e.g. Laptop, Monitors, 
Printers, Consumables) of products offered - made possible by the new structure and organization 
[X1, X2] 

• The better performance of one to one marketing activities (like personalized incentives and special 
offerings) and the increase of the cross-selling activities [X12, X13] 

• The ability to better define more efficient market development plans and to put in place more efficient 
activities to take profit of market modifications and of incoming opportunities (this is originated by the 
better market analysis made possible by the active and passive information gathered through the 
web) [X32, X33, X34, X35] 

• The negotiation allowed on the web. The negotiation became a way to do business as usual, 
according to the market trend of the Executive target (for Executive the negotiation is a key tool to do 
business) [X10, X19, X24, X30] 

• A curious way of negotiation and special offering is “Net Borsa” (Net Exchange) [X3, X4]: one or 
more products are offered on the web at a price lower than usually and depending upon the request 
- decreasing slightly each pre-defined period of time until a Dealer decides to buy. Then the price 
rises. This is done mainly for the following reasons:  

o To increase the traffic 
o To sell products that the Distributor wants to get rid off (the product offered do not all belong 

to this category)  
• Higher customer satisfaction 

The increase of trust is originated by all the above new Executive “services”, but it is primarily attributed to 
the fact that Executive became a sort of reliable “Content Provider” of information related to products. One 
more element is represented by the “Entra in Rete con noi” program/offering (www.eir.it). 

Te adoption of e-commerce had positive return on the efficiency, on costs savings and on the reduction of 
the time to market too. The elements involved are: 

• The Company reorganization and the processes redesign (in specific the Product Managers Job 
description and Responsibilities and the Teleselling switch to Customer Care)  

• The reduction of low added value activities performed by Executive employees, that could be 
switched to more profitable tasks [X17, X18, X19, X20, X21] 

• The transaction via web that are more error free (this represents an advantage for the Executive 
customers too) [X20] 

• The proper elaboration of the more and accurate information acquired from the web activities 
represents a powerful tool to understand the market trends, to evaluate the market modifications and 
to identify and to capture the incoming opportunities and to reduce the time to market [X26, X27, 
X28, X29, X32, X33, X34, X35] 

• The more efficient negotiation (for Executive and customers) allowed by a web centred system 
[X19]. 

Executive, then, moved its market positioning from box-supplier and Distributor to a more accentuated role of 
added value Services Provider.  

As far as the production (PCs) is concerned the major benefits are originated by the increase of the BTO part 
of the production, by the savings and by the reduction of production (and then delivery) time due to the direct 
connection of the order confirmation with the production information system [X5, X16, X36]. 

6.7 Executive vision of the effects of electronic commerce on the business environment 

Distributors market is going to resize as number of active operators: the evaluation is, more or less, – 10% in 
a 12 – 18 months timeframe. 

In general the IT market is growing, but the profit margins will decrease: the small Distributors and the Sub-
Distributors are, then, the more exposed ones since they have too low profit margins. 

Internet will allow Distributors with stronger structure, higher potential, better organization and proper 
financial assets to expand into market niches and geographically (the distance is no more a limit to business 
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relationships). 

The small Distributors and Sub-Distributors that operate in niches and local markets will be then penalized. 
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7. Tech Data  
7.1 Tech Data history and actual structure 

Tech Data Italia S.p.A., in the past named Computer 2000, is the Italian subsidiary of the Computer 
2000/Tech Data Corporation.  

Computer 2000 group was born from the acquisition of the "Editrice Italiana Software" made by the 
Computer 2000 Group in the 1992.  

In the July 1998, Tech Data Corporation (NASDAQ/NMS:TECD), located in Clearwater, Florida, acquired the 
Computer 2000 Group: so today Tech Data Italia is a subsidiary of Tech Data Corporation. Fortune 
Magazine evaluates Tech Data Corporation, created in the 1974, as the second Distributor in the world.  

The company at present named Tech Data Italia began to sell data processing supplies such as tape, disk 
packs, and stock tab forms for mini and mainframe computers directly to end users. In 1984, the Corporate 
began to sell some of its products trough the newly emerging channel of microcomputer Dealers, broadening 
its product line to include hardware products; Tech Data then withdrew entirely itself from sales to the end-
user, completing its transition to a wholesale Distributor.  

The Company has since expanded continually its product lines, customer base and geographical presence. 

Tech Data Italia started to acquire on-line orders till the 1993. The on-line orders were handled by the BBS 
procedure named Online Catalog, and this name is still used today even if it was been updated in OnLine 
Catalog 2000. A large number of Dealers (3.800) used the new procedure in 1993, confirming the success of 
the new methodology. The first edition of the OnLine was supported by a “character based” interface. Only 
four years later (1997) the interface become a graphical interface based on MS Windows technology. With 
the utilization of the Internet technology the OnLine Catalog become an e-commerce, EDI like, application 
that uses the Internet capability.  

Tech Data management believed that, due to the enormous diffusion of Internet, the on-line acquisition of 
the Dealer’s order wasn’t a distinctive advantage, no more; therefore Tech Data began to develop a new 
strategy named “e-sourcing”: Tech Data wished to give new services to its Customers that themselves 
couldn’t implement. 

According with the new strategy some new Internet services have been implemented under the nickname of 
Fire4U (Full Internet resolution for you). The new services have been designed in order to match better the 
needs of the Resellers.  

Tech Data is acting, today, as Application Services Provider too. 

Tech Data divides the market place into two sectors in: Consumer and Enterprise. 

The first sector (Consumer) is addressed by Mass Merchandising and Chains.  

The second one (Enterprise) could be break down in three different sub sectors.  

• The first is addressed through specialized Resellers (for instance Networking VAR or Networking 
System Integrator). The needs of the Enterprises are pervaded by deep technical requirements; 
therefore Value Added Reseller, Systems Integrators and Specialized Dealers are the best answer 
to the needs of the Enterprises. 

• On the side of this ”technical” market there are the traditional IT Dealers that are able to supply HW 
and SW in “proven and packaged” solutions out of the box. The Traditional Dealers are able to 
address the standard and usual needs of the Enterprises when the needs are easy to fulfil without 
specific and complex technological projects.  

• Finally there is the Software House Channel: they sell their own Software Solutions to the 
Enterprises and, in a synergic and integrated way, Hardware and peripheral devices. 
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Picture 18 - The Tech Data Market View 

The Tech Data vision of the market is described in the next picture, to be compared with the general 
structure of picture 5 (The IT products distribution environment). 

  

Tech Data delivers several thousand of PC per year, but detailed data are not available because Tech Data 
is not used to measure the business in CAs (Customer Acceptances, that means the total of the PC units 
delivered to their Customer). 

Tech Data measures the revenue; the last PC’s contribution is about the 35% of the its Italian total Revenue, 
equivalent approximately to 52 Million €. This revenue encompasses PC, Notebooks and Servers: all the 
systems are “Intel inside”. 

The logistic partners act as pure carriers: they don’t assemble and don’t store the Tech Data’s goods.  

In any case the logistic is a sensitive item and Tech Data uses three big carriers (TNT, Bartolini and DNA) in 
order to handle with effectiveness the delivery in each side of the country.  

The Tech Data Information System is integrated with the ones of the carriers so Tech Data can deliver 
information to its Customers about the tracking of the shipped goods. 
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The Cash and Carry “Take Away” gives further support to the distribution efficiency at local level.  

The Top Management of Tech Data is: 

Paolo Strina – Country Manager 

Giulia Pedrazzini - Managing Director Finance & Human Resource 

Pietro Bonacina - Managing Director Sales and Marketing  

Arrigo Parmigiani – Logistic Manager 

Roberto Spadavecchia – e-business Iniziative Manager 

The business goes through 10 Business Units:  

• BU Pc,  
• BU Hewlett Packard,  
• BU Components,  
• BU Peripherals,  
• BU Cisco System,  
• BU Cad,  
• BU Supplies,  
• BU Networking,  
• BU Software,  
• BU Cabling.  

It is interesting to underline that each BU, of course, is focused on a specific area of business, with the only 
exception of a couple of big Vendor, HP and Cisco, that are handled with a specific relationship. 

7.2 Tech Data Revenue, Products and Customers  

Tech Data provides its customers with leading products in a variety of IT segments, including peripherals, 
systems, networking and software.  

Tech Data acts on the market as Distributor that sells: Personal Computer, Software products (these are sold 
either as boxes either and authorized licenses), PC Peripherals, Monitors, Networking products, Supplies (a 
specific business sector focused on the materials that are necessary to the large number of printers installed 
either in the corporate either in the SOHO market), PC Components and Computer Aided Design (CAD) 
products. 

At present the supplier brands are about 75, and some brands are present in different BU (i.e. HP is handled 
in the PC, in the Software and in the collateral or complementary supply products). 

The Company generally ships products the same day the orders are received from regionally located 
distribution centers.  

The information related to the Tech Data Revenue are summarized in the following table and pictures. 
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Tech Data Revenues 
(1998, 1999, 2000 are referred to the fiscal year ending the 31st of January of 

following year) 
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Picture 19 – Tech Data Revenues  

 

 

Tech Data Revenues 

Year Millions of € 
% of Growth 

 Y. on Y. 

1993 41  

1994 60 46,25% 

1995 93 54,70% 

1996 134 43,65% 

1997 186 38,46% 

1998(*) 237 27,78% 

1999(*) 307 29,35% 

2000(*) 440 43,36% 

Compound Growth Rate 1993-2000 40,4% 

(*) 1998, 1999, 2000 are referred to the fiscal year ending the 31st 
of January of following year 
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The Revenue Growth in % (year on year) 
(Equivalent to a CGR of 40,4%) 
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 Picture 20 – Tech Data % Revenue Growth  

 

Customers are provided with a high level of service through: the Company's pre and post-sale technical 
support, electronic commerce tools (including on-line order entry, product configuration services and 
electronic data interchange “EDI” services), customized shipping documents and flexible financing programs. 

The mission of Tech Data Italia is the distribution. It goes to the market through Reseller’s Channel only. 
From a general point of view the products are sold mainly in a routine way.  

Each registered Customer has his own profile that reports the applicable discounts and the Terms and 
Conditions; therefore the model is a routine, material selling, but the T&Cs and the discounts are 
personalized and dropped according the “consistency” and the behaviour of each Customer. 

In order to give a better support to their Reseller Tech Data has implemented some additional business 
features: 

OnLine Catalog 2001, On-line price list that allows the Resellers to receive information about products, 
prices, discounts, promotion, news, products availability, order status, shipping and forecasted receiving 
date, individual Reseller’s credit status. On top of this the Resellers can: send orders directly to Tech Data 
(EDI) or use the e-mail to communicate their most important offering for exceptional negotiations to Tech 
Data Italia. 

FIRE!, (Full Internet Resolution), this is an Internet tool for all the Resellers that want make e-business with 
Tech Data.  

It is different from OnLine Catalog2001 because it is full-browser enabled. It needs no additional SW. The 
Reseller can access to FIRE! in order to know: list price, discounts, availability of products, promotions and 
also to send the orders to Tech Data. 

Take Away is a “store” like a Cash and Carry located inside the Logistic Center of S. Giuliano Milanese. It is 
a center where the Reseller goes to look for whatever he needs and to get it up. The Cash & Carry is open 
starting 08.30 a.m. to the 17.30 p.m. 

Telesales and telesupport. Tech Data uses deeply the telesales and telesupport services. This means a 
couple of things:  
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1. they implemented a well-built Call Center functionality; 
2. the human contact is an important factor for the relationship with the Resellers.  

The implemented services are: 

Broker Line, allows the Reseller to buy either phase-out products, either out of market products in a very 
cheap way. 

Supplies Line, can deliver good price quotations for big quantities of consumption material for the printers. 

Components Desk, a hot-line number dedicated to give information about big quantities of PC components 
like: CPUs, memories, mother-boards, hard disks, CD-ROMs, CD-(re)writers, keyboards, adapters, SCSI 
devices, software OEMs, etc. 

Pre Sales Services help the Reseller to make the best choice through different product lines by different 
Vendors (3Com, APC, Compaq, Epson, HP, IBM, Intel, Lexmark, Microsoft, Packard-Bell, Toshiba, etc). The 
teleoperators are skilled persons able to give the right answers to the customers. 

Finally the support services are completed by a Demo Room that is a free charge test-center where the 
Resellers can configure and test workstations, peripherals and software. The Demo Room is located inside 
the Take Away shop 

The total number of the customer (Reseller) is 140.000. This total is related to the number of Customer that 
made at least one transaction in the last four year. The total is, more or less, correspondent to the total of the 
V.A.T. codes registered into the Information System of Tech Data. 

7.3 Tech Data the commercial approach 

The business as usual transactions are not characterized by negotiation: for instance the applicable discount 
to a specific Reseller has been debated and negotiated as a general Terms and Conditions with each 
Reseller. It is recorded on the system as part of the specific relationship with every Reseller. The Information 
System recalls and applies the personalized T&Cs during all the transactions. 

The negotiation is important in the initial time of the relationship with the Customer. Of course the agreed 
T&Cs are periodically revised and could be changed if these are no more applicable.  

The negotiation can, also, be used in the case of important special bids. The negotiation is always based on 
a “human” contact: by phone or, often, face to face. 

The “human” proximity to customer is important because Tech Data likes 

• to meet him,  
• to achieve a common understanding on the way to do business, 
• to be proactive in the right way for the customer, 
• to solve problems. 

In order to address these proposition Tech Data tries to have a “one to one” human approach and so Tech 
Data, to get this goal, organizes: Road Show, Seminars and other marketing activities. The most appreciate 
approach is, anyway, the individual contact with the customer. 

 
7.4 Tech Data Web orders 

Tech Data thinks to e-Commerce looking for the following goals: 

• to handle with more effectiveness the routine transactions, 
• availability of services for 24 hours a day for seven days a week, 
• to deliver personalized information using a personalized communication environment 
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• to reduce the cost of the business. 

The involved technologies are two: OnLine Catalog2001 and FIRE!. 

There are other features that have been exploited using either the integration between systems either the 
capabilities of Internet. 

The Resellers link the Web Site of Tech Data and they can personalize the Catalogue selecting only the 
products they are interested to. So a Networking Dealer will be posted about the Networking products only. 

Another feature is the service that Tech Data supplies to its Resellers in two different ways. 

• In the first one the Reseller has his own system. The Tech Data system downloads all the needed 
data (price, availability, promotions etc. etc.) and some SW code into the Dealer system. When the 
End User makes a transaction with the Reseller the transaction is registered and the related data 
come back to Tech Data system and are passed to the back-end system. From a general point of 
view in this case the Dealer and Tech Data implemented a sort of back-office integration. 

• In the second one the Dealer hasn’t his own system and the Dealer web site is the Tech Data one 
properly ”masked” and customized. Everything related to the transaction will be captured and 
managed inside to the Tech Data applications. The end-user uses the Tech Data system, but he 
thinks to be linked to the system of the Dealer. The end-user thinks to make his transaction with the 
Reseller and Tech Data will handle the order and will fulfil the Customer. The Dealer will bill the 
customer. This second service could be classified as an Application Service. 

This service should improve the Dealer loyalty because the Dealer can “buy on sold” and Tech Data gets 
instantaneous records about the transaction.  

The Internet Home page is open to all, but only the Dealers can make transactions.  

7.5 The internal and external factors that acted as obstacles and/or advantages in exploiting the 
potential of electronic commerce 

Tech Data has a vision very deterministic of his business and this concept can be understood better reading 
the answer of Mr. Bonacina when he was asked about the obstacles and the advantages in exploiting of the 
e-commerce: “Management support, strategy, guidance and perseverance are the keys. Finally, the funds to 
finance the development of the project are key factors too. This is what’s needed”. 

In any case, near to this statement, so closely related to the quality of management and to the availability of 
sufficient funds to be dedicated to the implementation of a good strategy, Tech Data considers the cost of 
the lines and the poor quality of the telecom-operators like two important issues regarding the infrastructure. 
The reliability of the infrastructure is important for the exploitation of the e-commerce and it is a positive 
factor as well as the transaction security, the authentication and the certification. This is a good point 
because, if these topics are poor or inadequate, the e-commerce could fall short.  

The human factors have been considered as real catalysts for the e-commerce and, on top of this, the 
Management Attitude is considered a “winning factor”. 

Is the management really prepared to handle the e-commerce evolution? The answer to this question could 
make the success or the failure of any project.  

A good cultural predisposition to the e-commerce, a positive opinion about the capability to have more 
flexible commercial structure, and a good brand image are considered as positive external factor/opportunity, 
while the external human factor is considered as a threat. 

In the opinion of Tech Data the availability of the e-commerce service (24x7) is a factor that improves the 
loyalty of the Customer. So it doesn’t encourage/discourage lock-in strategies, with reference to the Strategic 
factors relating to competitiveness. The lack or the poorness of the intermediation services and 
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infrastructures could be a problem. 

Due to the fact that Tech Data is operating in the B2B environment the Government’s initiatives are 
considered irrelevant at all and without effects. 

The Tech Data suggestions to the Government are: 

• In the Public Education System the professional training in the informatics disciplines should start as 
soon as possible and it should receive a top-level support. 

• The government should release financial awards in recognition of the proven results obtained in the 
development of the e-business structure by the firm especially if the firm is a SME. 

Tech Data suggests/asks for simpler procedures and for less complicate legal rules to be apply in the 
recruiting and in the employment of technicians. 
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7.6 Tech Data Analytical Grid  
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Tech Data expected to expand his capability to make e-business that was already supported by the Online 
Catalogue application. 

One of the first advantages created by the e-commerce applications (Fire and Catalog On Line2001) is the 
geographical expansion of the business because of the numbers of Reseller that can go into business with 
Tech Data has been improved by the availability 24x7 of the Web services [X1]. The success is 
demonstrated by the growth of the number of the active Resellers (today up to 14.000).  

Also the trust and the loyalty have been increased by the introduction of the e-commerce. The good 
influence on trust is proven, again, by the number of customer achieved at present (see above) [X2].  

The loyalty had token advantage from the better availability of information, from the improved effectiveness 
and from an improvement of the usability. The choice between two technologies (Fire and Catalogue 2000) 
gives more functional benefit to the Reseller. The best index of the improved loyalty is the growth of the 
revenue and the customer/year rate that is the 57% of the total [X3]. 

Thanks to the e-commerce applications some important goals has been achieved in the catalogues 
management: 

• designing a new process for their production, publication and update [X4]  
• reducing the workload generated by requests about products and or offerings [X5]. 

This means more efficiency and more effectiveness in the production and distribution of the catalogues and 
means also a good reduction of the related costs.  

The Reseller can customize the Web Pages of the e-commerce application of Tech Data. The Reseller, after 
he has personalized his own home page, is posted only about his preferred products. Thanks to the 
selections of the wished segments of interest, Tech Data can capture the needed information to address in a 
better way the specific market segments and the customisation of the catalogues increases the Reseller 
loyalty and trust [X7, X8, X9].  

Another consequence of the personalized catalogues is a “horizontal” expansion (new segments, new 
products) of the Tech Data market that arises from the capability to understand which new products should 
be sold, which existing products should be withdrawn or “pushed”[X6]. 

The info services area reduces the workload of employees in giving answers to the customers. 

The Web publishing of the correct information about new products, technical problem and “Who does what” 
reduces the impact on the organization [X10], helps the understanding of the different customer needs [X11] 
and helps the growth of the customer loyalty and trust [X12, X13].  

A big help to the integration and coordination comes from the standardisation of the negotiation: the personal 
T&C, linked to the specific customer, are recalled automatically without any human actions. So the ratio 
number of order/sales employee is better and the final result is that Tech Data could move on the web the 
largest part of the incoming orders. The e-commerce number of orders is about the 51% of the total, even if 
the correspondent revenue is 25,5% only. The negotiation is standard and uses pre-selected T&Cs: this 
means a new and more efficient process design and e better integration either in the negotiation, either in 
the orders acquisition and management [X15, X16, X19, X20]. 

Of course the availability of the system (24x7) improve the capability of receive orders which are coherent 
with the negotiated T&C. Therefore the geographical expansions [X22], the customer trust and the customer 
loyalty take advantage from that [X17, X18, X24, X23]. 

All the data, sourced by the e-commerce application and stored into the information system, update the 
finance exposition of each Customer. The system helps to avoid delivering anything when the Customer is 
out of credit range locking automatically the deliver of the ordered goods. Another benefit is the support that 
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the one-to-one sale receives from the updated customer position. This helps the Sales Representative in 
keeping a better control about the total Insured Credit of any Reseller with a better effectiveness in acquiring 
the orders from 14.000 partners [X27, X34]. 

Another important support, that the e-commerce application gives, is referred to the delivery of the goods: 
thanks to the integration between the systems of Tech Data and the systems of the carriers [X28, X29], the 
delivered goods are now traceable and the Reseller, in order to know where the goods are, is able to contact 
directly the Carrier and avoids to involve the employees of Tech Data. The logistic process finds advantage 
in the information services available in the e-commerce application [X14]. 

The big quantity of information provided by the e-commerce application is another point to consider. The 
information capture, their management and the chance to make some market analysis allows to Tech Data 
the achievement of the following goals: 

• to do some appropriate and suitable bundled combination of products [X30, X31] 
• to propose customized offerings or customized T&C [X32, X33]. 

The market analysis and the consequent market development are not still used for their full capacity even if 
both of them will be implemented in a near future. In any case some statistics like: number of visitors of a 
specific web page, forums, frequent analysis and evaluations on the Web-sites of the competitors give 
precious marketing information to Tech Data [X35, X36]. 

In order to keep a more and more deep relationship with his customers, Tech Data is adding some services 
that could be classified as Application Services Provider’s services: Tech Data hosts the ordering process 
that exists between the End-User and the Reseller. The End-user put his order in to the Web Page of the 
Reseller but this Web Page, and all the related features, are running on the Tech Data system. All this 
process is transparent to the end-user that thinks to be in connection with the Reseller’s Web Site. This new 
service allows Tech Data to keep a strong relationship with some Resellers [X21, X23, X24]. This is a 
diversification fact. 

The final considerations could be the following ones: 

• In the Tech Data view, the e-commerce allows a reduction of the workload. The switching of all the 
manual and redundant activities, previously dedicated to the customer and to the order 
management, from the employees to the web makes free resources. Consequently the new financial 
and human resources available can be redirect on the customer relationship on a “one to one” basis. 

• Through the e-commerce is piped the 25% of the revenue, equivalent to the 51,3% of the total 
number of the orders. Probably this is a no-return point. A reasonable forecast is that the number of 
order received by Web should increase in the future. It could achieve the 60%, perhaps the 70%, of 
the total, but the most important part of the revenue will still be based on the one-to-one relationship. 

• The human factor is still very requested in the negotiation that trades high value. Tech Data has 240 
people employed; the “front-office” people are 130, the 54% of the total. This underlines how the 
human factor is still very important in the relationship with customers; the telesales and telesupport 
activities are the answer for this need. 

• Another very important thing is the effort of Tech Data in the keep the loyalty of the Resellers offering 
them the ASP services and (also on the web) educational services. 
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8. Actebis  

8.1 Actebis history and actual structure 

Actebis Italia is the local subsidiary of the Actebis Corporation, located in Germany. The Actebis Corporation 
has subsidiaries in 14 different countries.  

Actebis Corporation is owned by the Otto company (owned by Mr. Otto Versand) that has 52.000 worldwide 
employees. The company has a revenue of about 26 Billions € per year and operates in different markets, 
one of these is the ICT one. 

The Otto company has never been quoted in the stock-exchange market. It is fully owned by Mr. Otto. 

In Italy Actebis counts 120 employees, 3.000 in Europe and 8.000 in the word as Otto Ltd (ICT sector). 

In Italy Actebis has three locations in Rome, Naples, Bari; the Italian headquarter is in Peschiera Borromeo, 
near Milan. 

The Italian subsidiary is an important Distributor and ranks the 13th places in the list of best Distributors for 
revenue (source Dealers and Vars/Sirmi).  

The following picture shows the specific Actebis vi ew of the market. 
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Actebis buys only from the brands.  

Looking at its selling line Actebis sells to some Sub-Distributors either too some Assemblers, but considers 
both of them as well as any other customer. In other words either PCs assemblers, either Sub Distributors 
are considered to belong to same tier of the system Integrators, VAR’s, Resellers, etc.  

There it is only a difference in the pricing model: Actebis has different prices that are established in 
consideration of the potential of the customer. For instance the Sub-Distributors and the Assemblers, 
generally speaking, get better prices than Reseller. But this only a pure channel protection realized through 
the price differentiation.  

Actebis hasn’t production.  

Actebis mission is “to go on the channels” therefore they can suggest, to Brands, a price, a discount, a 
special offer and a bundle but always related to the “channel marketing” not to the “product marketing”. For 
instance Actebis can’t say if a notebook should have one or two USB ports, those are Brands duty, but 
Actebis can help the Brand suggesting different prices and sale forecasts based on the different 
configurations.  
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Picture 21 - The Actebis Market View 
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8.2 Actebis Revenue, products, customer  

Following are the revenue results of Actebis: 

Actebis Revenues 

Year Revenues in € %GR Y/Y 

1999 124  

2000 175 41,6% 

2001 258 46,9% 

2002 from 335 30,1% 

2002 up to 361 40,1% 

CGR 1999/2001  44,3% 

CGR 1999/2002 (outlook) from 39,3% up to 42,8% 

Actebis makes about the 35% of its revenue through the Web site. 

Actebis sells: PC, Printers, Software, Networking products, Components, Peripherals and Supply Materials 
(Supplies). The brands are from abroad but the orders are placed locally to the Italian subsidiaries or to the 
Italian Branch Office.  

Actebis stocks the products in to its own warehouse located in Settala, a little town about ten kilometres far 
from Milan. 

Of course the Actebis products are standard products and they are material products. The depreciation is 
fast and depends by the technological innovation, by the continuous increase of the ratio performance/price. 
Another factor that can influence suddenly the total value of the stock is the float of the US $.  

The PC business covers about the 15% percent of the Actebis revenue. 

Actebis has about 5.000 customers spread on all the Italian territory and the major part of them (85%) falls 
inside the category of the very small enterprise with less then 10 employees.  

Only a 10% of the Actebis’ customers are within the SME category (from 10 to 250 employees) and a 1% is 
to be considered as well as a Large Account.  

Of course, acting as pure Distributors, Actebis doesn’t keep any relationship with the Public Sector. 

8.3 Actebis the commercial approach 

Actebis has 172.000 different list prices since that Actebis has one customised price list for each 
Brand/Customer (72 lines of products and 5.000 customers): an average of 35 different price list per 
customer.  

Actebis hasn’t different list price linked to the different methodology used to capture the orders: the orders 
acquired through the Web are priced with the same values of the other acquired (for instance) by fax.  

The structure of the transaction between Actebis and its customer is a “routine sale”.  

Actebis agreed to define its transaction model as a “very sophisticated and customised sale that uses 
standardized process and negotiated T&Cs based on one-to-one relationship”.  

Actebis declares that through Internet gets the 35% of the total revenue in Italy (Top Trade Supplement, 
March 2001) 
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The transaction is very “sophisticated and personalized” because it responds perfectly to the need of the 
Actebis’ business model. The large number of list prices is the result of the following model: Actebis makes 
different marketing and gives typology of services tuned and fitted to the channel that is addressing time by 
time (VARs, Resellers, System Integrators, etc). Furthermore the typology of the Dealers is divided 
(horizontally) in different level balanced on the volume of revenue produced by each customer. A customer 
that produce the bigger revenue gets better level of service than the customer that produced the smaller one. 

Actebis has, inside the Sales Department, a kind of internal “Call Center” where there are two groups: the 
Telesales Group, that has responsibility on the assigned Customers, and the Operator Group that has 
responsibility about the relationship with the occasional customers and about the customer care. All the 
headcounts working in the “Call Center” are employees of Actebis. 

According with the business model, each Telesales operator is specialized in a typology of channel, and in 
this area each Telesales operator is in charge for group of customers in a defined geographical area.  

The Telesales group has 40 headcounts and each Teleseller is in charge for a set of an average of 60 
Customer. The Teleseller handles each customer for every need: offering, support, promotions, but can 
apply only the fixed T&Cs related to each customer. If the customer calls Actebis and the assigned Teleseller 
is not “in” because is absent, the customer doesn’t speak with anybody else.  

In Germany is totally different: everybody is allowed to catch the call if the designed Operators can’t answer. 

In Italy the Customer wants and appreciates the direct relationship with the usual, trusted, Commercial 
person (Teleseller/Sale Representative).  

Actebis declares that this is the reason for which some models of e-business imported “as is” from USA had 
short failed. In the Actebis vision the services are the winning factor, and the services get strong 
improvement by the human relationship. A lot of little details have to be negotiated, little agreements (for 
instance about the hour and the place of delivery) must be reached, little information about a lot of interesting 
things (special prices, bundles or whatever else) must be shared: all these contacts are the building blocks of 
a strong and deep relationship. Of course a pure and full e-business model can’t handle a so large, deep 
human relationship. 

There are two ways to order something to Actebis: by phone (or fax) or by Internet.  

When the Dealer calls he gets contact with his usual dedicate Teleseller and then the Dealer can place his 
order and talk about everything he needs (delivery time, information or whatever else).  

Of course the information system gives full support to this model and allows the registration of any details 
through the ICT / CTI technology. 

Finacial services 

There are some financial services generated by special promotions that are originated by the Brands. 
Usually Actebis routes at least the 80% of global value (either per brands, either for products) of any 
additional discount, rebate and other premium to its Customers.  

There are many ways to receive from the Brands and re-routes to the Channels these financial services: sell-
in rebate, sell-out rebates and promos.  

For instance HP sales to Actebis a PC at one million of liras and Actebis resells it to its Customer at nine 
hundred of thousand (900.000). The other additional one hundred of thousand will be reimbursed (by HP) as 
well as Actebis will sell all the committed volumes to the Resellers. This is an example of pushing on the sell-
out based on the achievement of committed volumes that allow receiving additional rebates.  

Actebis can propose the same type of financing for the sales of its Resellers. 

On top of this there it is another way for the Distributor to finance the Dealer: when the Vendor will ask for 
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tight payment periods and, on the contrary, the Dealers are allowed for a delay in their payments. Due to the 
divergence of the timing of the two payments the Distributors are giving money to the Channel. 

8.4 Actebis Web orders 

The Customer’s orders could be acquired trough Internet using the Actebis e-business application (named 
ABC) but there it is a characteristic that is showed in the next scheme.  

First of all we have to know that the customer, connected to the Actebis’ e-commerce application, finds in 
Internet the same list prices that the commercial person, responsible for this customer, has and applies when 
the customer calls and orders by phone. Secondly, the Customer can order everything he needs, but the 
Internet order is flagged as “on hold order” by the system.  

The order, before to be processed and delivered, must be approved by the dedicate Teleseller responsible 
for the Customer. This means that the customer is aware that his Actebis Sales Representative is posted 
about everything he is doing.  

Every Customer has his own agreed T&Cs, therefore, instead of to call the Teleseller, the Customer, saving 
time, can load his order using the Internet procedure ABC. The Customer then can call, if he wants, the 
Teleseller in order to debate specific themes. In any case, the assigned Sales Representative is posted 
about everything the Customer is doing or has done.  

 

The call me back  button 

The Internet ordering service can be supported by the human relationship in any instant because, on the 
screens of the ABC ordering application, the “call me back” button is always available.  
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Picture 22 - The Actebis control on the order to be 
delivered 
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The customer can send an automatic message to the SR asking to be called back. The customer is not left 
“alone” with the system: he can get support in any time. This fact shows that Actebis is acting in an 
integrated behaviour composed by: the personal relationship, e-business power, and the capabilities of the 
Call Center support.  

It seems that Actebis is moving faster in the multi-channel approach (Call, Web order, fax, call me back 
option) for the acquisition of the orders. But in any case the main concern is the close control keeping about 
each single order. 

Actebis has divided his Customers in some different categories that are, starting from the lower level: 

• Customer 
• Bronze 
• Silver 
• Gold 
• Platinum  
• Diamond 

In this classification a dedicated Account/Teleseller is dedicated to all the customers belonging to the Bronze 
customer group or higher, the “Call me back” service is given to the Gold, Platinum and Diamond customers 
only. 

8.5 The internal and external factors that acted as obstacles and/or advantages in exploiting the 
potential of electronic commerce 

Telecommunications Infrastructure 

Generally speaking the telecommunication infrastructures are proportionally dimensioned to the technical 
capability of the used media. To better understand this concept Actebis says that Actebis doesn’t offer the 
Videoconference service because the band is not adequate to support this service. So the infrastructures are 
well dimensioned in relation with the real services they are able to support: in any case there are large 
margins to growth and to get new and powerful functions. The Telecom carrier services are still few and 
characterised by a low level of power. 

Going in to some details the Actebis’ view considers the infrastructure cheap enough and the other factors, 
either for the Network reliability either for the network flexibility, are marked out as “not applicable”. 

Regulatory Factors 

Actebis looks at the regulatory factors as a mix of positive and negative factors. Some of them are negative 
like the legal protection that covers the electronic commerce. It is poor and the protection of the intellectual 
property as well. Actebis considers the authentication and the certification as a positive factor for the 
deployment of the e-commerce. It could give more strength to the reliability of each transaction. 

Internal Factors 

The internal factors, as well as in other cases, are all positive. Adequate skills were available inside the 
structure, the Actebis management was open-mind and the funds were available as well as the technology.  

External Factors 

The human factors too are a source of good results in the Actebis view. The e-commerce is “trending” the 
mind of the people. The Brands are, all together, moving themselves in such direction, and their competition 
generates chances and options to choose. This is better than a lack of options. 

Competitiveness 
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Regarding the strategic factors Actebis considers that the e-commerce, through a process of conquest and 
retention of the customer’s loyalty, could encourage lock-in strategies.  

The e-commerce reduces the costs to reach the customers and the suppliers. The business relationship 
should take advantage from the e-commerce too. It is worthwhile to underline that the intermediation looks 
like a no-key factor to the eyes of Actebis. 

Government policy 

Actebis considers totally inadequate the government policy and sometimes thinks that it is an obstacle. In 
order to reinforce this “vision” Actebis makes and example talking about the new proposed legal rule to be 
applied to the publishing of the news on the Web site. When articles and notices are hosted in a Web site 
and the Web site gives space to technical writers then the Web site is like a newspaper. Therefore a 
Responsible Director of Editors, from this point of view, should manage the Web Site, as well as he manages 
the newspaper. The recruitment of one Responsible Director is a hard thing, for a PC Distributor that 
publishes something about technicalities: it could be a serious obstacle.  

On top of this “claim” Actebis thinks that the Government should provide better taxation measures, better 
financial support in research and development and a more efficient education system.  

These are the suggestions that Actebis gives to the Government in order to stimulate the take-off of the e-
commerce: 

1. The Government should take initiatives that allow the improvement of the networking efficiency using 
larger bandwidth. The infrastructure should be more efficient and powerful. 

2. The Government should promote and should write more simple and clear legal rules about the e-
commerce. 

3. The Government should promote a stronger “stage” policy in the hiring process of the enterprises. The 
government should promote the utilisation of young potential workers with the “stage” philosophy: a good 
stagee could become a very good regular worker tomorrow.  
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8.6 Actebis Analytical Grid  
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Actebis product is the service; therefore the impact on product innovations can be seen as the impact on 
service innovation. Many services are already given via ABC and more will be implemented. One of the most 
important impacts is on the relationship. Actebis e-business tool gives the customers the possibility to 
overcome geographical and infrastructure limits and to keep in touch with Actebis at any time of the day 
/night. ABC allows reducing space and time limits. 

The ABC e–commerce application has improved the visibility of the Actebis messages and also improved the 
efficiency of their delivering to the market reducing the global communication costs. Therefore the improved 
communication process is an innovative factor that arises from a new design of the already existing 
communication process. The awareness of the market about Actebis has grown [X1] and the improvement 
extends its advantages to the geographical expansion [X2]. Actebis got more visibility, trust and loyalty from 
the customers that have been well influenced by this. [X3, X4].  

On line catalogues, stock lists and information services are considered the main cause of the reduction 
(20%) of the time requested to announce a new product or a new line of prices to Actebis sales forces and to 
the market. Again the new design has been the principal factor [X5]. Consequently the Actebis internal 
system is more efficient and the process is more integrated [X7]. The web publishing of the catalogues gives 
less impact to the logistic, saving the internal workload and the costs related to the printing and to the 
distribution of documents to be delivered [X6]. The 24x7 availability of the on-line catalogues gives new 
geographical dimension [X8].  

The Reseller can customize the catalogues [X9] choosing the preferred products and, furthermore, the 
catalogues are priced in a very sophisticated way that manages a lot of differentiated customers’ segments 
and their related price-lists. All these things have an impact on the market segmentation [X9], on the trust 
and on the loyalty of the customers [X10, X11]. 

With reference to the information services the impacts are very similar [X12, X13, X14, X15, X16] to the price 
lists and catalogues; even if we are talking about the capability to supply different categories of information: 
administrative information, T&Cs, etc. (24x7). 

The on line information reduce the time of the pre negotiation with the customer. The customer finds the 
information on the Web instead of asking to Actebis. This is an information factor more than a negotiation 
factor even if the request for more details about any Actebis product is done before the decision to buy. But 
there it isn’t a real negotiation: the prices are fixed by the personalized price-list already agreed. 

Therefore the negotiation is based on the policy to establish a specific, customized list-price that have to be 
applied [X17] to each Customer as standard T&Cs for all his future transactions. In any case the e-
commerce application gives some advantage to the system because it allows a better integration and 
coordination in the process of the order management, that otherwise had only to be based on the contact by 
phone [X18]. On the other hand it expands the benefits also to the trust and the loyalty of the customer that 
knows his basic T&C, because, thanks to the dedicate teleseller always checking the submitted orders, the 
customer is aware that he never missed new promotions, or more profitable special offering, or campaigns, 
or whatever else. [X19, X20]. 

The e-commerce application improved the accuracy and the efficiency of the order processing so the 
impacts are related mainly to the coordination and integration of the information system (no errors, data 
passed to billing process, sales data automatically stored inside the data bases etc.) [X40, X23]. 

The improved accuracy and the consequent lack of errors in the orders and in the billing process improved 
the trust and loyalty of the customers [X21, X22, X24, X25].  

The delivery process became more efficient with the ABC application, and the logistic service gets 
advantage by the improvement of the communication between the carriers and the Actebis customers about 
the tracking of delivery. The integration and the coordination of the system take advantage from the 
improved exchange of data between Actebis and its Carriers. Of course the availability of more accurate info 
about the schedule of the delivery and about his status had positive influence on the trust and the loyalty of 
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the customers [X26, X27, X28, X29]. 

Thank to the transactions information captured through the Web, Actebis collects a large amount of 
information “from and about” the customer. This information is the input for the market analysis focused to 
the market segmentation with some different objectives: achieve better capability in understanding the trend 
of the market needs and the emerging of market requests. So the market can be exploited in two ways: from 
a geographical point of view [X34] and moreover in finding out new markets [X30, X31, X32, X33]. Of course 
a better understanding of the market dynamics, when referred to the existing customers, means more 
customized offering that address every needs of the market. The follow-up on the loyalty and on the 
customer’s trust is mandatory [X34, X35, X36, X37, X38, X39]. 

From Actebis point of view the e-commerce is only the 4th wheel of the car without it you can’t drive, but with 
it you can win in a race: it is only a possibility not a concrete sureness. In other words e-commerce doesn’t 
seem to be a playmaker in the Italian market arena. The customers are still used to contact and to be 
contacted by a human person. The Web is an enabler that helps to achieve more profitability, more efficiency 
and more effectiveness. The firm that has deployed the E-commerce didn’t create a differential advantage 
but had achieved more speed in conducting business. On the other hand without e-commerce the firm could 
get more difficulties in business.  

Everybody can find some kind of confirmations in the following Actebis numbers: 50.000 web contact per 
day, 3.500 ABC subscribers (that means the 70% of the total number of customers), and, last but non least, 
the first half of the 2001 Actebis has improved its revenue up to the 73% if compared with the same period of 
the year 2000 (Top Trade – Daily Edition; 17th of September 2001). These are very interesting results if we 
think that the first version of the ABC e-commerce application has been deployed in the May of the 2000. 

The e-commerce reduces the number of the head counts dedicated to the direct contact with the customers. 
On the other side it improves the efficiency and improves the turnover; therefore the total headcounts 
employed is unchanged. Before there was one sales man for each 20 customers and now only one takes 
care of 40 customers: the business has been doubled but the total of the needed sales-man is the same.  

The productivity has been improved by the e-commerce.  

The enterprise profit has been improved through the cuts on the costs. 
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9. CHL  
9.1 CHL history and present structure 

The CHL (Centro HL Distribuzione) started out his life in 1994 in the classic garage, in Florence.  

It was a real start-up firm that changed “its way” to go market during the years.  

The firm started-up, acting as a factory that sold build-to-order PCs directly to the end-users. In some cases 
they sold also to Reseller or to Distributors and these cases were not exceptional. Therefore CHL was a PCs 
Assembler/Distributor that, using BBS via modem and trusting in the IT technology, tried to keep the contact 
with the customers in a way that seems an EDI “ante litteram” mode.  

As a pioneer in the on-line sale approach, CHL started to sell to 1.000 end-users sending them its price list 
through the BBS. The BBS is a very poor technology when compared to the present Internet/EDI capability, 
but it was an embryonic platform for an embryonic “on line” transaction model that used the public network. 
The end user, once connected to the CHL BBS line, could download the updated product/price-lists and then 
could order the chosen products. 

There were neither defined objectives, neither plans about when, how and in which way CHL should achieve 
the present organisation. At that time there was no Internet, and Stefano Bargagni, the CHL founder, recalls 
that time as follows: “We were among the firsts to offer, in connection with our custom-assembled PCs, a 
virtual forum for non-professionals end-users: a small community of enthusiasts who discussed every new 
technical development; while, at the same time, having us build their custom-made PCs. The transition to the 
Internet, where the CHL starts its take-off in business, happened almost automatically: from 69.000 members 
in 1998 to 400.000 recorded in April 2000 and more than 300 technological forums in the September 2000. 
This makes up the CHL community. Furthermore the 53.000 purchasers, in 1998, have grown to 146,000 in 
the September of 2000. At this point the direction of the Company’s development process has been 
stabilized and CHL become the leader in the interactive electronic commerce B2C in Italy”. 

IDC estimated CHL revenue for year 2000 around the 25% of the Italian B2B total revenue.  

CHL, in the 1999, stated two policies: 

A) To sell ICT products exclusively to the end users leaving out, therefore, the Distributor market; 

B) To sell only through Internet. 

Therefore the CHL’s story had two periods: in the first CHL played also in the Distribution market arena, but 
during its evolution decided to leave any activity inside that area. 

In order to give an example about the goals achieved by the new strategy, in the September of 2000, Mr. 
Bargagni claimed that CHL customer has a “repeat-purchase of 1.5, among the highest in Europe” (Source: 
Il Sole 24Ore).  

CHL declares declining revenue in the first half of the 2001 (“Biannual turnover amounts to 73,6 billion lira, 
showing a decrease in sales of 16 percentage points from the first semester year 2000 “) versus the same 
period of the previous year. The Italian Mibex index (Mibex is very similar to the Nasdaq in USA) deflated 
strongly too and this fact could represent a slowdown in some areas of the ICT market. So it is unclear 
whether this is a CHL “negative moment ” or if there is a reduction of the contribution of the Consumers (-
5,6%) in the total number of units of PCs, as declared by ASSINFORM in the last report dated September 
the 18th, 2001. The very small enterprises have decreased their investment in ITC too. The real thing is that 
the main CHL target (consumer, end user, very small enterprise) decreases their purchases of PCs. 

At present CHL defines itself as a Commerce Services Provider that offers a range of services to the 
companies that wish to sell on line their product using his IT platform named TwoASP (see below). 
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CHL describes itself as a F1 car and uses this scheme to describe its own enterprise structure. 

As we can see the pilot inside the cockpit is the Customer. This metaphor demonstrates that CHL has a 
“Customer Centric” vision of its target. The following quoted sentences are under CHL Copyright.  

 

CHL writes: “The CHL machine is the result of the synergy of nine specialised areas within the structure of 
the Company, and of an experience perfected in 7 years of online activity. 

This car is prepared to work at its best for all of our customers: 

• the end-user, which buys technological items and takes advantage of the services offered on the 
portal; 

• the brand, which uses the CHL platform to regulate financial and logistic flows, and distribute his 
products through the main Italian virtual ICT shop; 

• the off-line and on-line companies wanting to start a new way to do business, using the CHL 
technological platform to digitalise their infrastructures in a customised way.” 

Below is additional description about the organisation. 

Commercial Area – 10 people 

“The customer has to be sat in the most comfortable position, and has to have the total control on the 
dashboard and on the circuit, to drive the car in the best way. 

Our customer, being he the final consumer of the products available on the Web site or a business customer, 
Brand or B2B, has at his disposal the services that CHL offers, which he can arrange according to his 
specific requirements and with the maximum visibility.” 

Marketing and Web Area – 11 people 

“The Marketing and Web Area builds CHL's unique image to give to the car an immediate and clear 
identification. The advertising campaigns, the graphic layout of the Website, the contents, the web pages, all 
of these integrate the appearance and the essence of CHL.” 

Business Development Area – 4 people 

“Knowing the circuit allows you to drive your car at the best, and to choose the right way path. The Business 

Picture 23 – The CHL metaphor 
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The present map of the CHL go to market  

Brands:
IBM,Compaq,Intel,
PC componets producers,
Hi-Fi producers
Photography and others

Consumer

Domestic 
Vendor

&
Distributor

C
S
P

e-commerce

Brands:
IBM,Compaq,Intel,
PC componets producers,
Hi-Fi producers
Photography and others

Consumer

(*)

 
(*)CSP: Commerce Application Provider. 
 

Picture 25 – The CHL go to market model starting 
1999 

Development plans the business strategies, based on market trends and internal estimates, creating 
partnerships which can bring the car on larger and further roads.” 

Distribution Area and Customer Care – 20 people 

“Transmission allows the car to run on the circuit and assures the adherence of the tyres and the safety of 
the journey. The off line network and the Customer Care Service provides to the Dot com CHL the “physical” 
interface, assuring an effective coverage over the territory for the consultancy towards any requirement of 
our customers.” 

Information Technology Area – 19 people 

“The engine is the propulsive unit of the car, and all the technicians are working on it to verify the power, the 
reliability, and to improve technological details constantly. These are the highlights of the CHL team. 

Fast services, innovative technologies, skilled and competent personnel, make the CHL engine a unique and 
effective jewel.” 

Operative area – 3 people 

“The dashboard is the head bridge, a controlling instrument to manage every operative area of the car.  
Our staff follows all the operative control proceedings for Logistics and Quality, based on a sophisticated 
technology that we share with our outsourcing partners.”  

The old and new supply chains are mapped as follow: 

 

The past map of the CHL go to market  

Brands:
IBM,Compaq,Intel,
PC componets producers,
Hi-Fi producers
Photography and others

Consumer

Domestic 
Vendor

&
Distributor

BBS (1994)
e-commerce

Distributors,
Subdistributors

Dealers

(*) The most part of the revenue 
came from the direct sales. At 
least the 90%

(*)

Picture 24 – The CHL go to market model before 1999 
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The CHL Management 

Ceo  Stefano Bargagni 

General Manager B2C  Giuliano Rocchi 

 Web Marketing Manager  Max Bancora 

 Sales Manager  Marco Mattei 

 Commercial Manager  Luca Orselli 

 Information System Manager  Corso Balboni 

 Operation Manager Roberto Cardoso 

General Manager B2B  Gianni Giacomelli 

 Strategic Marketing & Partnership Development Alex Mauro 

For the distribution process CHL uses mainly two tools: 

• the 43 “Popitt” (Point of Presence in the Territory see below) spread all over the Italian territory, 
• the 150 MBE (Mail Boxes Etc. see below) that enlarge the CHL distribution network 

On top of this CHL can deliver the goods through a carrier (TNT that has 1.400 points of delivery in Italy) or 
straight to the customer’s house for extra charge. 

The network of the Popitt and MBE is distributed as it follows: 

 

Region # of point 

Abruzzo   6 

Basilicata   2 

Calabria   2 

Campania  24 

Emilia Romagna 21 

Friuli Venezia Giulia  10 

Lazio  22 

Liguria  10 

Lombardia  86 

Marche   7 

Molise   1 

Piemonte  25 

Puglia  32 

Sardegna   6 

Sicilia  43 

Toscana  27 

Trentino Alto Adige   2 

Umbria  4 

Valle D'Aosta   0 

Veneto  30 

 
9.2 CHL Revenue, products, customer  

The CHL revenue is shown in the following table. The data for the year 1997 and 1998 comes from the 
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“informal” balance published by CHL before the entrance into the Stocks Market. The others (1999 and 
2000) are reported by the Annual Relation to the Stockholders.  

 

The CHL Revenues from 1997 to 2001 (1st-half) 

Year 
Total Revenue 

Million of € 
% of Growth 

Of which the 
E-commerce 

revenue 
% of Growth 

1997 28,57(*) 44,48 26,33  

1998 45,48(*) 42,82 42,86 41,86 

1999 43,82(*) 89,89 42,86 41,86 

2000 90,89(*) - 84,18 83,18 

2001(1st-half) 37,7 - 35,37 - 

(*) The Compound Rate of Growth (1997-2000) 47,1% 

 

At present CHL is a Commerce Service Provider, offering a range of services to companies wanting to sell 
online, through the platform TwoASP.  

The CHL Website is supported by the platform TwoASP, and the site can be defined as “Vortal” (that means 
“Vertical Portal”) specialized to sell specific products. The Vortal has become the reference point for a lot of 
IT technicians.  

Till the 1999 the products list was limited to the CHL PCs and to their components. Later the products range 
has been broadened to others categories. Today the categories are: 

• Personal Computers and Informatics, 
• Hi Tech Media products (Radio, Television, Photo cameras, Recorders, DVD etc.) 
• Telephony 
• Sports and “free time” (recently opened) 
• Software and Books 
• On-line courses 

Note: At present the PC represents the 80% of the CHL revenue, the 20% is related to the new markets. 
 

Some CHL figures Number 

• Buyable articles in the Vortal  3000 

• Technical specification form of products  1500 

• Online courses   5 

• Present Open Forums (Total)  140 

o HiTech Media products   15 

o Finance and stock exchange   7 

o Photography   7 

o Informatics   33 

o Internet   21 

o Music and Shows   6 

o Society   13 

o Software and videogames   16 

o Sports   4 

o Store CHL   9 

o Telephony   9 
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Picture 26 – The TwoASP Platform  

 
 
 
 
 
 
 
 
 
9.3 CHL commercial “machine” 

CHL define itself as a Commercial Application Server Provider and this means that CHL is still evolving 
further and further. 

CHL is addressing the International Vendors or their local subsidiary, to sell products through CHL Vortal 
using the CHL e-commerce application TwoASP. 

 

The TwoASP platform 

In the name of the platform the term “Two” refers to the two different synergic channels of sales: one is the 
“offline” channel and the other is the “online” channel. ASP mean Application Services Provider and this 
reveals the availability of CHL to support “outsourcing” services coming-in from all the supply chain 
segments.  

TwoASP is the application that, tested on the long period of time, introduces a new concept of e-business 
partner. It is the service offered by those who do e-business every day since 1995. It uses all its assets: both 
the constantly refined technology and the mature integrated offline logistics and post sale support.  

Till today TwoASP is the only European Application Service that counts something like 5 millions of 
transacted orders, 6 years of experience, 70 hosted Customers and multiple categories of products. 

Looking at the TwoASP platform the end users use it as an interface for buy products, but on the other side it 
is the interface that the Vendors use to make discount, campaign, announce products and price updates, 

CHL Web-traffic and Customers Number 

• monthly visitors   550.000 

• daily pages viewed  800.000 

• registered end users   650.000 

• active end-user per year  212.000 

• Average of PCs sold per year 20.000 
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special offering, sale analyses, statistics etc. 

CHL implemented the platform and uses it for the sales of its “built-to-order” PCs.  

The end-user gets virtual support in the PC assembling process because he is “assisted” by an application, 
linkable by the end-user inside the CHL Vortal, named “The Doctor ORANGE”. 

The Doctor ORANGE 

CHL is specialised in the assembly of its own brand PCs, following step by step the end-user choices of the 
PC components. The end-user can chose, one by one, every single component of “the PC of his dreams”. 

Doctor Orange is a powerful configuration tool running on the CHL web site. The customer can design his 
own “personalized PC” choosing each component: from the case, to the processors, to the requested fans, 
to the specialized adapters and to whatever is inside a “personalized” PC. Doctor Orange is able to verify 
and to check the mutual compatibility of each selected component warning against the errors and suggesting 
the solution for the configuration mistakes. 

Thanks to the introduction of the Doctor Orange and to the subsequent enhancements of its features 
(1996/1999) the web site could introduce the strategy that allowed CHL to be closer to the end user, 
overcoming the still limited penetration of Internet in Italy. Distinctive elements of CHL are also the “24 hour 
shipment” of the assembled PC, and the technical support offered on acquired products. 

The PCs production and distribution model used by CHL is based on an on-line acquisition and on the 
process of the end-user’s requirements. CHL delivers about 20.000 PC in a year and each of them is totally 
different from the other. Never before a BTO (Built to order) philosophy has been so deeply applied in the PC 
arena.  

The 98% of the PC delivered to the end users have been built inside this philosophy. In this behaviour the 
B2B is not present, even if some University, some others Public Departments or other Enterprises ask for 
specific PCs. This little B2B comes out from the needs of specific end-users (technicians, IT managers, 
others) that prefer to get a “personalized PC” that will be able to satisfy their requirements, instead of the 
standard PC. 

9.4 CHL Web orders 

CHL is a real virtual firm that “rents” to the Brands the utilisation of its machine that is made of: 

• Intranet applications dedicated to  

§ the brands  
§ the warehouse 
§ the carriers 
§ the Popitts 
§ the MBE 
§ the Call Center 

• Internet e-commerce application dedicated to: 

§ the Customers 
§ the Popitts 

External interface 

The company develops all its selling activity through the Internet site www.chl.it, that is virtual shop open 24 
hours a day, seven days a week, and is supported, since 1996, by the presence of CHL consultancy points 
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(Popitt, Point of Presence In The Territory) on the entire national territory.  

Following an agreement with Mail Boxes Etc. (MBE), CHL has added another 150 delivery points to its 
network. 
The CHL Popitts and the MBE points are "virtual shops” where end-users find technology experts that offer 
guidance and consultancy in the choice of the components, in the e-commerce ordering procedure, and in 
the on-line buying of CHL products. Popitt and MBE are also delivery points for the goods to the end-user. 
MBE is the well-known network of service points that provides services in postal, email, delivery and in other 
areas. 

The main missions of the Popitt are: 

• to give technical support and clear answers to the end-user’s uncertainties about the better choices 
when designing and assembling its own personalized PC 

• to suggest special offering and special opportunities that could be missed by the end-user during the 
configuration of the PC inside the CHL site 

• to educate the end-user in the use of the Doctor Orange functionalities and in the ordering process 
trough Internet 

• to educate the end-user in the ordering procedure steps and rules  
• to sell and to deliver the goods to the end-user and to receive payment. 

 

Regarding this last point we have to consider that the end-user has several options for receiving and paying 
the ordered goods: 

1. the end user can ask to receive the goods at home with a small extra charge. The payment is made 
when he receives the goods 

2.  the customer can ask to receive the goods at his selected Popitt or MBE.  

As soon as the customer is posted about the delivery (which takes place within 24/72 hours after the 
confirmation of the order) he can go to the Popitt (or to MBE), can pay the bill and can take away the goods.  

We have to draw our attention on the fact that the end user is not concerned about the payment or about the 
quality of the goods: because he doesn’t use the Credit Card in Internet and because he can take a look to 
the goods and check the bill list. He has a comfortable delivery/paying process assisting him.  

Internal interface 

CHL is mainly a Services Provider: it doesn’t own the items that it is going to sell, in addition the Call Center, 
the Warehouse and the maintenance assistance that CHL uses to provide are in outsourcing.  

The main actors of the Intranet application: 

Brands 

Brands can hire the services and consequently they can load their products in to the CHL system, set the 
prices and the quantities. The quantities will be loaded in to the physical stock that will be used to satisfy the 
sales made by the e-commerce application.  

The Brands can get connection to the intranet to track the sales, to change prices and to load new additional 
quantities for the existing products. 

Warehouse 

The warehouse is centralized and outsourced. It is connected to the intranet and collects all the items to be 
sold and delivered. The items are still owned by the Brands: this mean that the warehouse acts as a 
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peripheral warehouse of each brand. 

Carriers 

There it is an “output” connection within the CHL Extranet that notifies the carriers (usually TNT and DHL) 
about the order to be delivered: 

• to the house of the end-user, 
• to the Popitt selected by the end-user  
• to the nearest MBE 

The delivery tracking is supplied directly through the carriers systems. 

Popitt 

The 43 Popitts have several missions. In sales support mission the Popitts are connected to the Intranet and 
use the same interface the Customer uses in the Internet application. Moreover the Popitt can: order the 
items, deliver the goods, print the bill and perform the registrations for the accountability of each transaction. 

MBE 

The functions available in the Intranet for the MBE are very similar to the Popitt ones: it receives the goods to 
be delivered to the end-user and can print the bill. MBE doesn’t perform any other activity than the delivery. 

Call Center 

The CC activities are mainly dedicated to the Customer Care and to the post sales services. There aren’t 
either telemarketing either telesales activities. In any case the Call Center is connected to the CHL intranet 
to give better service and to update the records related to the callers. 

Customer Services on site 

The Customer Services is “on site” and it is in outsourcing. The outsourcer is the Italian subsidiary named 
PC Station.  

The availability of a database that covers the last 3 years of bills and materials sent to the customers helps 
to keep a good trace of the free charge (under warranty) on site support. PC Station can print his bills and 
can check if a component is still under warranty. 

9.5 The CHL comments on the transaction structure  

CHL sells its services to the Brands. CHL doesn’t sell goods to the end users because they don’t state the 
price, don’t own what they are distributing on behalf of the Brands: they get “extra” charge from Brands for 
every transaction related to each Brand. CHL apply prices grid based on the total value of the Brand’s 
transactions for their services. 

CHL acts as new channel able to distribute goods from the Brands to the end users jumping any further 
intermediation.  

CHL, acting as PCs factor, is a producer that sells “personalized PCs” straight to the end-user and also the 
“Full personalized PC” strategy is based on this simple rule: the components of the PC are handled as an 
assembled product: the added value is the configuration tool Doctor Orange.  

In any case and generally speaking, CHL has the following strong axioms in its strategy to sell products to 
the end-user: 

• to sell only what is on the shelf  
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• the price is protected until the order is formally confirmed 
• the end-user payments should be done in a contextual way to the delivery of the goods to the end 

user. 

The final consideration is: CHL is changing deeply the standard marketplace model in PC distribution 
because CHL changes the value chain. CHL’s value to the Brands is the services (CHL Internet Portal, 
Distribution Model, Popitt, MBE, the Call Center services) not the goods, while their value to the customer is 
the distribution model and the personalization that are, again, “virtual” services. 

9.6 The internal and external factors that acted as obstacles and/or advantages in exploiting the 
potential of electronic commerce 

The lower costs of the telecommunications (free internet has been a very positive factor) and the reliability of 
the telecom services have been considered as positive factors for the development of the e-business, but 
CHL considers that the reliability had not been an advantage in the past. 
The Network flexibility has been evaluated as “neutral” because the telecom operators, at present, don’t 
provide any special offering for the e-commerce activities, but don’t create any obstacle for the e-commerce 
diffusion as well. 
 
On the other hand the Regulatory Government factors are, generally speaking, considered as insufficient 
because CHL is acting in the B2C scenario (Vendors sell to end-user through the TwoASP platform) so the 
legal issues (Authentication, Transaction security) and legal rules that cover the both reliabilities - one of the 
supplier and other of the end-user - are very strategic. CHL thought is that at present this topic doesn’t 
correspond to its needs. In addition the CHL thinks that the Italian Schools are unable to provide adequately 
trained personnel to be employed in the electronic commerce environment. 
 
Regarding the external factors CHL thinks that the e-commerce is a factor of destabilisation for the existing 
commercial structures, which are trying to create obstacles to the deployment of the e-commerce.  
On the other (positive) side, CHL considers the human factor. In the CHL vision the end-user is interested in 
the use of the e-commerce, even if he dislike to give his “credit Card number” to the network. 

The Internal factors have been considered very positive. The trust in the internal skills seems full and large. 
All the answers are turned to the “positive” choice. 



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
90 

9.7 CHL Analytical Grid  
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The main e-commerce effects are summarized as follows: 

1. It enlarges the base of the end-users that buy products from CHL.  
2. It allows a better and punctual communication to the end-user, up to a level never seen before: on 

line catalogues, special offering on the portal, new products, bundling, community etc. 
3. e-commerce allows the production and registration of standard and real time transactions where the 

end user can choose, either assisted or not by a human person, the best goods for himself. 
4. It helps to keep standard price and T&C for all the buyers increasing the efficiency and the 

effectiveness of the Administrative process. 
5. It allows the collection of an enormous quantity of information both from the transactions (structured, 

and available to be processed, information) and from the end-user community (unstructured 
information, but very precious to understand the new trends and needs).  

6. The efficiency of the e-commerce intranet (TwoASP platform) allowed CHL to move and keep in 
outsourcing the warehouse, the logistic, the post sale support (Call Center) and the Customer Care 
activity (Call Center). 

7. It allows CHL to keep a light structure (about 100 people) even if CHL is facing a very large number 
of end-users (212.000 active buyers per year).  

8. It is changing the CHL enterprise activity: CHL is widening its activity from the PC Producer category 
to the Services Provider mission and about 70 Vendor use the CHL application and are already in 
business inside the CHL Vortal in a transparent way for the end-user. 

From the end-user side, CHL can give him a very customized PC (the PC of his “dreams”), based on his 
needs and choices, with the assistance of the Doctor Orange.  

Selling PCs with the “Personalized PC” strategy has been a winning component in the CHL history. Doctor 
Orange, the configuration tool, has been introduced in the 1996. It can check the PC configuration made by 
the end-user and can underline errors or incompatibilities. If the configuration is wrong Doctor Orange can 
suggest the right solutions. Through this tool the PC order is totally acquired checked and handled in an 
electronic way. 

Today, referring only to the PC area, CHL acquires orders for 20.000 Personalized PC in a year. Each of 
them is different from the other [X9]. 

The availability of data emerging from the statistical evaluation of the sales and emerging from the trends 
reported in the Forum Community allows a proactive proposition of bundles and of special offering. On top of 
this, the large quantity of information handled and collected through Internet/Intranet sites allows the CHL to 
give directions and suggestions to the suppliers about: 

• How to use the amount of information available 
• How to implement the best offering and special offering with their products. These can be proposed 

to the Vendor or can be implemented directly by CHL [X20]. 

The e-commerce changed the CHL logistics organisation. At present the Warehouse is a service in 
outsourcing, as well as the delivery services. CHL sells what is on the warehouse shelf without collecting any 
undeliverable backlog because nothing is orderable if it is not available on the shelf. Furthermore, CHL 
doesn’t own the goods available on the shelf until they are sold to the end user [X16]. 

Also the design, the distribution and the production of the catalogues have changed: now the latest 
Catalogue is always on line, with benchmarks between similar products, search of the best price, link to the 
comments made by other end users. No more catalogues delivered via neither BBS nor promotional fliers 
(related to some bundling, and special offering) are delivered to the Popitt [X2, X21, X5, X4]. 

The coordination and the integration have been increased as a result of the large use of the e-commerce 
rules.  

The end-user order process management encompass in one step a sequence of operations that address the 
end-user, the warehouse, the logistic, the delivery process and the billing and the statistics of the Vendor 
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[X5, X10, X13, X19]. 

CHL considers Internet as a powerful advertising media that allows the enlargement of the end-users base 
(from 1.000 in the early ’90s to 650.000 today). The effect of the geographical expansion reflects its results 
also on the catalogue distributions and on the delivery system [X4, X17]. 

The advertising, as well as the catalogues, have become more efficient and cover a wider set of customers. 
This was an expected result when CHL started with the project [X1]. 

The great transparency that CHL applies through the Vortal in the communication, in the management of the 
Terms and Condition and in the billing and payment systems transformed many of the CHL buyers in CHL 
“Fans”. The trust and the loyalty are good and CHL claims a repeat-purchase score of 1.5, among the 
highest in Europe [X5, X6, X7, X8]. 

The system stores all the transactions of the last 3 years; therefore an end user can get support from the 
CHL even if, for instance, he has lost the warranty [X1, X12, X14, X15]. 

Also the delivery process has a good impact on the end user: he can get the parcel everywhere he likes, at 
home, at the MBE or at the Popitt, and before to pay, he can see the goods and can check them [X18]. 

The big quantity of information handled and collected through Internet/Intranet sites allows CHL to give 
directions and suggestion to the suppliers about: 

• How to use the amount of information available 
• How to implement the best offering and special offering with their products. 

This could be considered as a help to the Vendors in the innovations of their products, therefore, not only the 
market segmentation could be better addressed [X22], but the Vendors could also use these information in 
order to create a product innovation [X23, X24, X25, X26]. 

Furthermore the large number of Forums hosted inside the Vortal is a source of very wide range of 
interesting end-user opinions, comments and claims. So this policy besides reinforcing the trust and loyalty 
of the end user [X27, X28], is a tool in understanding the market trends and in developing new markets (Hi-
Fi, TV, Photo-Cameras, books etc.) [X29]. The incoming percentage of revenue (20%) originated by the new 
markets is a clear proof of the market development with the segmentation [X29]. 



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
93 

10. Final Considerations 

10.1 The Net Economy today 

To many words, and dreams, have been spent about the New Economy, compared to the Old Economy. 

Now, that the Stock Exchanges gave their verdicts, we all know that the so-called New Economy was not 
real and that represented only a speculative bubble. 

There are no shortcuts for the Heaven, and everybody is now convinced, more than before (before the trust 
in the New Economy), that a company balance can not be made by clicks, hits, page views or similar things, 
but by Euros, Dollars, Yens, Pounds or any other appropriate currency. 

The above statement means only that the speculative approach to the subject was wrong, ingenuous and 
dangerous.  

It does not mean at all that Internet and the web do not represent a true revolution; a revolution of which 
many entrepreneurs did not fully understand the consequences and the power.  

Internet started a very important revolution in the Communication Systems of the Companies and in the way 
the Companies can be managed. 

An irreversible process has been activated.  

It is difficult to assert to be in presence of a crisis (the crisis is only related to the speculation process 
activated on the New Economy). We have, then, to switch our view and the used terminology; instead of 
“New Economy” it will be better, from now on, use the term “Net Economy”. 

Today the Net Economy continues its growth ad involves an increasing number of “traditional” companies 
(the ones of the “Old Economy”) that find in the New Economy technologies the tools to build up a primary 
infrastructure to communicate, to offer new services, to increase the business processes efficiency and to 
develop new business opportunities. 

The above does not mean that some of the “new entrances” (the ones called dot.com) are not doing well 
and, in accordance with a realistic business plan, are now starting to see some profit. 

The irreversible development of the Net Economy is, however, underlined by the increasing number of 
strategic investments on the Net made by the big and medium Corporations (the dot.corp). Also many small 
and medium enterprises are doing the same; for these last ones the evolution process can be slower, due to 
the investments required and to the lack of skill, but in some situations the process is faster because of the 
need to stay on the market and to find the margins and the efficiency to be competitive. 

The revolution mentioned above is, then, a complex transformation of the processes on which are founded 
both the Companies System (the complex of the companies operating in an economical environment) and 
the Country Systems (the complex of rules and infrastructures offered by a Country, or a group of Counties, 
to sustain the Country System) and they cannot be considered in a separate way. 

This evolution must be pursued following simple and practical rules, some of them are: 

• A company must find some form of convenience to switch to the Net Economy technologies 
• The new services offered through the Net have not to be “nice to have”, gadgets or just curiosities, 

but they must satisfy market requirements; in other words the services must be offered following a 
sustainable model, they must represent a form of competitive advantage (compared with the 
traditional mode) and have to generate profit 

• The web sites must be converted from pure windows to a containers of contents to be used, in a 
more and more automatic way, to satisfy real business needs 

• The companies adopting the Net technologies must review completely their organization to be able 
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to fully take the expected advantages; a full re-engineering process has to be economically 
evaluated and then put in place.  

A  recent (October 2001) study of Federcomin summarises as follows the Italian status in respect of the Net 
Economy evolution: “Also if it is a long way the one that brings to the full adoption of the Net Economy 
model, and having to pay the penalty for the false start of the dot.com, the correct direction has been taken 
and important perspectives can be seen also in the medium and even in the short period. 

If the recent tragic facts will not influence too much the investments, a growth in the adoption of a wide range 
of e-business applications can be forecasted in a time period of 12-18 months. The applications will involve 
activities inside and outside the company. 

In the majority of the situations the implemented applications will not involve the whole spectrum of users, 
but they will be solutions targeted to solve the needs of specific classes of users that (due to their activity, 
structure or dimensions) can, more than others, have measurable returns in adopting them. 

It is, then, probable that, in the short period, the companies will look, implementing new e-business 
applications, for a return in terms of efficiency rather than in terms of development of new lines of business. 

The above is true for the e-commerce applications too. Today the e-commerce applications are adopted 
more to rationalize and get more productive the channel (sales forces, Distributors) activities rather than to 
directly reach the end user and expand the customer base. 

Today the band availability of the communication network seems not to represent a problem. This situation is 
going to be modified in the medium-short period of time when the quantity and quality of web applications, 
that will produce business and that will control the company processes, will grow enough to need more 
speed and a better quality of service respect to the today situation”. 

10.2 Sizing the e-commerce in the IT Distribution sector in Italy 

The following table gives an idea of the %-ge of revenue of the IT Distribution sector in Italy that goes 
through the e-commerce channel. 
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Picture 27 - %-ge of the revenue due to the e-commerce activities in the IT Distribution sector in 
Italy 
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The data for the above two evaluations (not very different indeed) have been gathered from different 
sources; mainly the specialised press and direct interviews. 

The red curve (20,1% in 1999) considers a sample of the 15% of the Italian Distributors. All the Distributors 
of the sample belong to the top 50 (as total revenue) and the top 15 are all included. 

The data originating the blue curve come from the information related to more or less 50 (depending on the 
year) Distributors from the list of the 74 of which “Top Trade informatica” analysed the web site. 

The substantial agreement of the two evaluations is not so important, so it is possible to evaluate, for the 
year 2001, a value very near to 3.000 million € for the e-commerce in the sector under analysis.  

The average %-ges of growth are 70% and 62% respectively for 2000 over 1999 and 2001 over 2000. 

One thing has to be underlined: the information available today let suppose that the %-ge of total revenue 
produced by e-commerce activities will not grow over a value ranging from the 60 and the 70% of the total 
revenue. This depends on the market characteristics and on the value of products for which the market 
operators think to the e-commerce as the more appropriate and convenient way of trading. 

From the performed analysis, in facts, the important %-ges of revenue originated by web transactions come 
primarily from low value orders (the ones that produce more cost savings and do not need assistance).  

On the other side the Distributors do not look at the web as to the only way to do business. 

As a matter of fact the Distributors commercial structures still rely, for a significant part of the business, on 
the human relationships between Distributors and Dealers personnel, at least for the higher value orders 
(where a form of negotiation can be used) or for the more complex ones (where a support from the 
Distributor is expected).  

The following picture shows the different forms of Distributor and Reseller interaction as a function of the 
value of the order. 
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Picture 28 – Value of transaction related to the type of Distributor/Reseller 
interaction 
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The behaviour regarding the use of human relationship is not a constant in this market and it is different from 
Distributor to Distributor.  

Two examples, quite different, of commercial behaviour are represented by Executive that stimulates 
negotiation and Actebis that accepts web orders (they represent the 35% of the total revenue), but an 
Actebis Representative has to accept them before they can be shipped (this is a way of doing business 
where a person of Actebis has to know everything possible about the customers he has in charge).  

The e-commerce in the IT Distribution market seems, then, a reality that went over the no-return point. 

A confirmation of the above statement comes from the direct statements of some Distributors (e.g. Tech 
Data and Actebis) that consider the web no more as a significant factor of competitive advantage also if it is 
essential to get more efficiency end effectiveness. Actebis, for instance considers the B2B activities on the 
web as one of the wheels of a car: without that wheel it is impossible to win a race, but its presence does not 
mean that the car will win.  

The evaluated volumes and facts analysed and reported in this report, however, induce to believe that this 
market will need few more years to reach a maturity point. 

10.3 Impacts of the e-commerce activities on the IT Distribution market in Italy 

The IT Distribution market is a market with low margins, where the variation of the value of the US Dollar and 
the increase of the performance/price ratio represent a very high risk for the value of the stocked products. 
Initially this market was very poor of services and the Distributors were essentially “boxes movers” with no, or 
very low, added value.  

The strategic relationship was between the Brands and the Dealers and the Dealers were looking mainly for 
the best price in the choice of the Distributor from which to buy a specific product; the loyalty (and even the 
trust) versus the Distributor was very relative. 

The need to have a more important role in the distribution chain, to find new ways to rise the margins, to put 
in place tools to maintain the loyalty of the Dealers and to gain in competitiveness are the reasons why the 
Distributors started, early as possible, to adopt the e-commerce funcionalities and, more in general, to take 
profit from the opportunity that the Net Economy technologies could provide. 

The Distributor has, then, started a deep process of re-engineering of its processes to manage the 
communication, the sales transactions and all the internal processes. New methodologies and incentives 
became available to increase the Dealers loyalty. From the strategic point of view the Distributor, following 
the requests of the Brands too, started acting as an added value intermediary in the relationship between the 
Brands and the Dealers supplying new, advanced and needed services to both the Brands and the Dealers. 

The re-engineering process involved the Information System too, adapting it to a full use of the web in all the 
company activity and integrating it with the Carriers, the Suppliers and the Dealers whenever possible. 

The human resources, saved as the result of the (inside and outside) processes re-engineering, were moved 
from low value and repetitive activities to more productive and added value ones. 

The information automatically gathered from the web activities are used to better understand the market and 
its evolution and also to activate cross-selling and targeted activities: in other words to expand the market. 

In addition the Distributor looks for the better control of the logistic chain, being this resource very important 
in supplying a high quality service.  

In this process the Distributors are trying, even if in a soft way, to reach and control the appealing 
Consumers and SOHO market (in a direct way, see for example the Multimedia Planet Chain of Esprinet, 
and/or using the ASP services offered to the Resellers to interact via web with their end user customers). 
The sale structures dedicated to the Mass Merchandising market, to the Specialised chains and to the 
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Vortals are an additional way to reach the same target. 

Let us analyse in more detail the effect of the web activities on the evolution of the Distributors activity/role 
and on the possible evolution of the market. 

Up to now the adoption of the Net Economy technologies by the Distributors produced trust, loyalty, the 
possibility for Distributor and for the Resellers to save time and costs and, in practice, to better do their job, 
to gain in competitiveness and to increase business. Here follows a short summary of the obtained 
advantages. 

The increase of the Customer Base has been obtained mainly by: 

• The real time and trustable information (technical, administrative, orders tracking, price lists, etc.) 
supplied by the web, information heavily needed by the market  

• The provision of added value services in line with the needs of the market (e.g.: Support to products 
configuration, on line technical classes, post sales services, ASP services to facilitate the presence 
of the Reseller on the web) 

• The possibility for the Resellers to save time and costs  
• The access to niches or remote geographical areas otherwise non accessible 
• The reach, with the selling activity, of the Consumer and SOHO end user with ASP services 

provided to the Resellers and directly via direct sales controlled Chains.  

The cost reduction have been originated by: 

• The cheaper acquisition via Internet of the lower value orders  
• A new organisation and an Internet Integration of all the Distributor activities (included the 

interactions with Vendors, Customers and Carriers) 
• The on line services that reduce the effort of the Distributor people while give to the Reseller a more 

effective support  
• A significant reduction of the warehouse management costs  
• An important increase of the turnover of the products and a reduction of the risks of goods 

depreciation or obsolescence 

The Expansion of the Business has been caused by: 

• The possibility of placing orders via web - the main causes of the good acceptance of this tool are 
identified in  

o the possibility of submitting web orders out of the normal working hours (the Dealers can 
easily manage their back office)  

o the capability to satisfy, associated with an efficient distribution system, new (far) 
geographical areas and niches of market up to now served by local operator, and  

o the fact that for the customers this represents a tool to help them to sell, to obtain savings 
and to better perform their job  

• The better and more updated knowledge they have of the market that allows  

o more efficient market plans 
o Sub-Markets development with specific products and activities  
o to capture specific and time limited market opportunities and  
o to perform one to one marketing activities  

• The opportunity of selling bundling and the capability to provide educational customized courses via 
Internet  

• The incremental sales obtained with the various form of ASP services provided to the Resellers to 
facilitate their presence on the web  

• The possibility of products customisation  
• The more resources that can be dedicated to the telesales activities, added to the better knowledge 
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of the customers profile, allow a more efficient push activity (more targeted new proposals and more 
efficient arguments to convince the Reseller to take advantage from programs and campaigns and to 
sell after sales products and services) 

• The reach with the selling activity of the Consumer and SOHO end user with ASP services provided 
to the Resellers and directly via a direct sales controlled Chain  

• The increased Trust and Loyalty of the market. 

Trust and Loyalty increase has been caused by: 

• The increased contractual power with Vendors; the producers tend to concentrate their efforts on 
their core business asking to Distributors, not only increasing volumes of sales, but also they take 
charge of the activities that are subsidiary to sales: products information diffusion, marketing, etc. 

• Fast (real time), trustable and customized information (technical, administrative, orders tracking, 
price lists, etc.) supplied by the web  

• The increased single customer knowledge that allows to propose him the most suitable offerings on 
a one to one basis 

• The ASP services provided to the Resellers that offer an easy and smooth way to start an e-
commerce activity. Through this program an increase in the Resellers loyalty is almost automatic.  

The delivery services, based on a quick shipping of orders with the additional capability of their tracking, are 
one more element inducing loyalty; this reduces the need for the Dealer to maintain and to manage a 
products stock. 

In addition the new Distributor organization, based on Internet/Intranet operations, induced for both, 
Distributor and Dealers, significant savings, reduction of time to market, more efficiency and the possibility to 
assign people to more qualified and productive jobs: 

• Publishing Catalogues, Stock Lists, administrative, orders tracking and Technical Information frees 
Distributor resources, gives to the Dealers a faster, more complete and more reliable access and 
facilitate more effective Distributor-Customers interactions  

• Web orders reduce transaction costs, reduce errors, reduce the time to market and reduce the 
situations of conflict and the consequent lost of time for responsibility attribution; this is true for both 
Distributor and Customers. Human resources are saved and can be dedicated to more productive 
jobs  

• The high web integration of the Information Systems, respect to internal activities and relationships 
with Vendors and customers, allows the better performance of the new organization and to free 
human resources to dedicate to sell, to marketing activities and to customer support activities. At the 
customers side the Internet integration goes far beyond a web site where the customers can buy. It 
represents a tool to help them to sell (see the ASP services provide to the resellers) and to better 
performing their job  

• The “Cash & Carry” outlets have an important role in the distribution process and allow one more 
element of cost saving for the Resellers in allowing the Reseller to quickly get products as they need 
them.  

One of the most important evolutions in this market, which is a direct consequence of the Net Economy 
technologies adoption, is represented by the ASP services offered to the Resellers to allow them to be 
present on the web. 

This offering is still at a basic stage and has different functionalities offered case by case. Furthermore few 
Distributors today offer it. 

The Distributors put in place a system able to get orders via Internet and, now, the idea is to offer this 
“mechanism” to their Resellers: in other words the Distributors host, inside their web application, the virtual 
web windows of the Resellers allowing the Resellers’ customers to place web orders. 

The Resellers well accept this offering since they have:  

• No technical skills 
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• A poor commercial structure 
• Low investment capabilities. 

In other words they do not have the strength to develop their own web orders application, but they 
understand the opportunity the application can offer to stay on the market. 

In such a way to operate the Distributor gets directly the orders from the end user. The goods will then 
delivered, by the Distributor, to the end user or to the Reseller outlet. 

This represents a major modification in the value chain, in the way the transactions can take place and in the 
marketplace roles. 

The Resellers in this situation not only place their orders on an “already sold” basis, but also they relay 
completely on the Distributor for a big part of the sales activities, including the product customisation if a 
configurator is supplied. The sales invoicing to the end-user is the only process under the Reseller’s control. 
In such a way he saves costs and can concentrate on marketing activities and on customer care. 

The Resellers usually pay a fee for this kind of service; this could be seen as an enlargement of the 
Distributors offering, but the true and more valuable effect for the Distributors is the acquisition of more 
orders and the strong dependency of the Reseller generated by the adoption of the ASP service. 

In the re-engineering process the Distributors have to perform, a significant role is assumed by the Call 
Centers or, more in general, by the Customer Care Structure. 

The manpower to dedicate to this activity mainly comes from the savings obtained by the processes 
restructuring as described above. 

The Customer Care Structures complete and complement the re-engineering process and give the answer to 
the following needs: 

• Internet is a very important tool to accelerate the interaction processes and in generating savings, 
but there are cases where the dialog between human beings is helpful if not necessary (the “call me 
back” feature of the Actebis web site is an example of shortcut to activate this dialog) 

• Quick intervention of a personal contact when the automatic routine transaction is perceived as a 
limit (e. g.: large bids, new products, difficulties in the web operations, etc.) 

• To generate effective out-bound selling activities (cross selling, one to one sales, special offerings, 
promotions, leads management, etc.); the telesales activities that have been reinforced by all the 
Distributors 

• To provide effective post sale and customer assistance services. 

The effective operations in the Customer Care Structures have, of course, to rely on a strong integration with 
the back-office company systems. 

In the view of the interviewed Distributors the effects of the e-commerce activities on the analysed market 
are not very clear and some times are diverging. However the Esprinet considerations could be accepted as 
a convincing and realistic view. They are here following re-proposed. 

The use of the Net Economy solutions represents a significant opportunity for the sector since originates a 
demand of IT products and because the web is more and more accepted as a tool to sell and buy.  

The IT Distribution market shows a strong tendency to concentration. Sirmi reports pointed out that in 1996 
the first 20 Distributors satisfied more or less the 64% of the market demand, in 2000, instead, the market 
share of the first 20 Distributors has been evaluated 72%.  

This phenomenon of erosion of shares of market, previously occupied by fringe operators, goes on with a 
process of aggregation (integrations, merging, acquisitions) of distribution structures needed to increase the 
operational critical masses and to reach a better geographical and customers coverage. 
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This is a trend that can be of great advantage to the Distributors that will be able to fully integrate their 
activities of service: wide offering of products, low time to market, cost reduction, efficient ordering 
capabilities (24 hors a day for 365 days per year, error free), efficient delivery, completeness of information 
(administrative and technical), education, etc. 

In other words a Distributor has to convert itself to an Internet based company for the internal applications 
and activities and for the interactions with suppliers and customers. The Distributor must be able to supply 
services to the Vendors too. Today they ask to Distributors not only to sell high volumes of products, but they 
also want the Distributors promote the knowledge of the brands and of the products they distribute. In 
addition they have to manage other related activities like marketing and logistics. 

The diffusion of e-commerce activities and technologies, on the other side, could represent some risk for the 
Distributors; for example: 

• Vendors could theoretically bypass the distribution chain setting up a direct distribution channel and 
some Reseller could grow up to be in a situation to try to manage directly the relationship with the 
Vendors. This is a minor risk if the services the Distributor put in place satisfy the Vendors and the 
customer (Resellers) needs and if the Distributor offering is wide enough and constantly updated. 
Looking at the economical balance, then, this formula can be applied to the sales originated by 
Large Customers that are already managed directly by Vendors or by Corporate Resellers. 

• More in general, a bypass of the Distributors by Vendors in a form of B2B with the Resellers is not 
considered a real risk due to the above considerations and to the fact that the Distributors usually 
can rely on ad efficient and well-tested logistic structure. 

• Same large Vortals could reach a volume of business such to justify a direct relationship with the 
Vendors. This is evaluated a low risk, being the Vortals concentrated in creating and managing a 
wide base of end user customers (which originates their business) and they have no interest to 
bypass the Distributors and the services and advantages they can offer. 

• Logistics companies, in the end, to complement and diversify their activities, could create a 
distribution activity. It seems not feasible that the mentioned structure could be able to get the 
commercial know how and manage properly the net floating capital needed to conduct this kind of 
activity. 

10.4 Obstacles and advantages in exploiting the e-commerce potential 

Regarding the Telecommunications Infrastructure, the telecom costs, that have bee reduced after the “Free 
Internet” (1997), are today adequate to manage e-commerce activities and have been reported as an 
important success factor for the electronic commerce initiatives. 

Domestic network reliability and flexibility have been considered good enough not to represent a problem 
with the applications up to now implemented. [The broad band availability will be, however, necessary as 
soon as the offered service applications will require an intense data transfer (e. g.: Videoconferencing); in the 
mean time all the other Net activities will growth as data transfer workload to saturate the existing band; this 
could happen in one or two years] 

Regulatory factors are seen as a mix of positive and negative factors. 

The legal protection that covers the electronic commerce is poor and the protection of the intellectual 
property as well: a fully operational legal structure could be a big encouragement to put in place or increment 
e-commerce activities.  

As far as Security, Authentication and Certification Systems are concerned the general convincement is that 
they acted in a positive way to generate trust and to encourage electronic commerce. 

From all the interviews the strongest input was the strategic importance of the internal factors for the success 
of e-commerce implementation. 

In all the cases of some success the technological barrier was managed in house (availability of the required 
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technologies, availability of skills and competences and capability to prepare them in house). 

A realistic and severe Business Plan made, then, easy to justify the investments.  

The management proactivity in respect of e-commerce development is, however, considered the basic key 
success factor. 

After the Management Attitude the human factors have been considered a good catalysts and a “winning 
factor” for the e-commerce development: a positive cultural attitude in respect of e-commerce of the inside 
personnel and an effective e-commerce promotion with customers through human relations (e.g. Teleselling) 
have been reported of relevant influence for the achievement of the e-commerce targets. The Brand image 
was an important asset in establishing the electronic commerce profile of the firm. 

One of the major consequences of electronic commerce adoption is, not only the evolution of the commercial 
structures (more flexible and effective), but all the company organization had to be re-engineered in order to 
get all the benefits which are consequent to the use of the Net Economy technologies. 

Considering the Strategic factors relating to competitiveness the general convincement is that e-commerce 
implementation in this market will have no effects on lock-in strategies. It can, instead, facilitate the 
management of business relationships and it helps to enlarge the customer base. The costs savings in the 
relationships with the business partners (mainly the customers) is one of the key elements that justify the 
Business Plan. 

Regarding the Government policies in general no fundamental importance has been attributed to them. If a 
practice is useful to the business the companies will adopt it without waiting any Government “blessing”.  

Of course many are the requests addressed to the Government. 

Some of them are: 

• The Government should take initiatives that allow the improvement of the network efficiency using 
larger bandwidth.  

• The Government should define simple and clear legal rules for e-commerce. 
• The Government should promote a more efficient hiring system for people that can be skilled or that 

already have skills that are critical for the strategic evolution of the companies. 

In the Public Education System the professional training in the IT disciplines should start as soon as possible 
and should receive a better support. 

10.5 A glance to the (next) future 

In the short-medium period of time all the Distributors will adopt (also if with different degrees of complexity) 
the e-commerce or, more in general, the Net Economy technologies useful to the their business 
development. 

The reason is very simple; the market appreciates the services offered today and the consequent 
advantages and, anyhow, actions to reduce the operating costs are necessary.  

All the Distributors will have, then, to go through a process of major re-engineering of their processes to be 
able to get the advantages coming from the web and Internet technologies. Many of them started this 
process already. 

The saving of human resources originated by the re-engineering processes will be invested in reinforcing the 
Costumer Care Structures (customer support and telesales). 

The average %-ge of e-commerce will tend to the limit, seen today, of 60%-70% of the total revenue. 
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The need to reduce the operating costs will increase the number of merging and acquisitions; the bigger 
Distributors will diversify their activities and will try to expand abroad. 

The above will consolidate, and even stress, the trend of concentration of the total revenue on a limited 
number of Distributors. 

The (number of) Distributors will, then, decrease; at least the ones not specialised in a class of products or in 
supplying products of a specific Brand. The above process will be stressed by the greater easiness the 
biggest Distributors have now to satisfy the demand, also in remote geographical areas. 

For the niche operator will be easier, also if not easy, to stay on the market. 

An additional advantage of the biggest structures (compared with the smaller ones) comes from the 
relationships with the Vendors. They have a highest contractual power (this will also mean higher discounts 
to share with the Resellers), they can easier set up automatic interfaces to manage the data/information 
exchange with the Brands and they have the resources and the tools to perform the activities of information, 
communication and marketing the Brands are asking to the Distributors. 

One more thing, one of the primary functions of the intermediaries is the feedback information they can 
supply to the goods producers: the big Distributors have the tools, the (products and geographical) coverage, 
and the skills to do it in a very effective and reliable way. 

In the time frame of few years the number of the Resellers will decrease too: the first candidates being the 
ones with smaller structures and providing low added value. 

For many of them a way to stay on the market could be the adoption of the ASP services offered by some 
Distributor to allow the presence of the Reseller on the web. The major consequence will be the change of 
the role of the Reseller: it will have only to manage the relationship with the user acting, in substance, as an 
agent of the Distributor. 

The above ASP services have, then, a good probability to expand, being they useful for the Distributors and 
convenient for the Reseller. In addition the provision of ASP application to medium-small structures, that 
want to take profit from the opportunities offered by the Net Economy technologies being not able to support 
the necessary investments, is becoming almost diffused.  

It is very difficult to say if the tendency, evidenced by some Distributors, to have a closer control of the 
Consumer and SOHO market will be successful and widely adopted. It seems that this control will not go 
over a deep knowledge of the market and the setting up of all the proper marketing and sales support 
activities in favour of the Resellers. As a matter of fact the Resellers are playing a role that the Distributors 
are not able to play and that is not economically justified. 

As far as the negotiation process is concerned, assuming that it is unavoidable in the case of large special 
bids, the large Distributors will concentrate they efforts in defining more and more sophisticated and complex 
T&Cs customized on the Reseller performances meanwhile the medium size Distributors (sometimes they 
are Domestic Vendors too) could use the negotiation as one of the strategic tools to capture part of the 
purchases of the Resellers, always sensible to the prices. 

Looking at the services offered through the Net, the more and more sophisticated available technologies 
would bring to the improvement and to the diffusion of the available services, to the provision of new services 
and to make usable in a more automatic way the available contents. 

Examples of the services that will see a significant diffusion are the educational offerings, the ASP services, 
the ones that allow the site customisation, the ones for the replication of data on line and the financial ones 
(credit check on line, etc.). 

10.6 An example of company evolution 

This case has been analysed and proposed in this report since it represents an “extreme” path of evolution in 
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the market under analysis using, as soon as they became available, the Net technologies. 

The model for many reasons will not be suitable for the majority of the companies operating the Italian IT 
distribution market, but can be of some help to better understand the potential and some possible evolutions 
made feasible by the Net Economy technologies when implemented in this sector. 

CHL is less than 10 years old and its experience started as an assembler of customized PC, using a BBS 
(Bulletin Board System) to send the price list to its customers.  

Now CHL has deployed a very powerful Vortal were the end user finds products, PCs, courses, books, 
information about products, Forums and an advanced technology to build the PC configuration he wants to 
order.  

CHL in year 2000, as domestic Vendor, produced 34.500 PCs (which represent a share of the domestic 
Vendors market equivalent to the 2,52%) with an expected increase of the production very near to the 50% 
[data from Sirmi 2001]. 

CHL was initially used to operate as a Distributor even if the main part of its business was generated from 
the end-user market.  

Just a couple of years ago (1999) CHL decided to sell a larger set of goods (not only the customized PCs) 
only through the e-commerce application and only to the end-users.  

IDC credited CHL for more or less the 25% of the Italian B2C revenue in the year 2000. 

This isn’t the final step of the CHL evolution because today CHL is positioning itself as an Application 
Service Provider, offering to Brands and Vendors the service named TwoASP, and making of this activity the 
core business. CHL believes that the TwoASP application is today one of the main assets of the company.  

The TwoASP platform works like an Extranet where the Brand has the full control about what he wants to 
sell (straight to the end-user), at which price and quantities available.  

This is a model of business is completely different by the initial one and the qualifying points are the 
following:  

• The Brand hires from CHL the services to promote, to inform about and to sell its goods straight to 
the end-user 

• The Brand has the full control of prices, quantities and discounts to apply to the goods 
• The Brand has the responsibility to restock the CHL warehouse 
• The goods are owned by the Brands even if they are on the shelf of the CHL warehouse  
• The goods can be sold only if they are on the shelf 
• The goods, when ordered by the end-user, are “billed” using the prices defined by the Brands 
• When building up a PC CHL “buys” the parts from the Brand 
• The goods are delivered to the end user using the CHL services  
• CHL revenue is generated by the fee applied for the transactions made between Brands and end-

users  
• CHL, in addition, gets the services it uses in outsourcing (warehouse, PCs assembly, distribution 

system, Call Canter, post sales assistance, etc.); this gives to the company a high degree of 
flexibility. 

In this scenario the Distributors and the Resellers do not exist any more. 

A new subject carries out the intermediation: the Provi der of the Application. 

This new subject gives to the Brand full supports to sell, to deliver and to assist the Brand’s goods, but 
doesn’t have the financial exposure of the goods stoked in the warehouse.  



ASSINFORM 

Impacts and Perspectives of Electronic Commerce (IPEC) - The IT Distribution Sector in Italy 
104 

CHL is then a “light” company that makes possible with the Net Economy technologies a new form of 
“automatic” intermediation between Brands and End-users. 

Further comments and speculations are left the readers. 


