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Disclaimer
The content of this 3.1 Joint Internationalization Strategy represents the views of the author only and
is his/her sole responsibility; it cannot be considered to reflect the views of the European Commission
and/or the Executive Agency for Small and Medium-sized Enterprises (EASME) or any other body of
the European Union. The European Commission and the Agency do not accept any responsibility for
use that may be made of the information it contains.”

Summary
Based on the results of WP1 State of the art and basis for collaboration, the joint internationalisation
strategy is a strategic roadmap for the whole partnership.
Within the joint internationalization strategy, the European and global megatrends in the ICT sector
together with relevant opportunities were identified followed by overall benchmarking of first three
identified target markets in Europe (Germany, France, Italy) and outside Europe (Brazil, China and USA)
in terms of market value, market potential, sectorial distribution and strength and weaknesses.
Brazil has a fast growing ICT market including a growing investment market.
The Chinese market is depending on the five-year plan, which is foreseen to support manufacturing of
advanced ICT products (by the government). Furthermore, china has a huge domestic market which is
expanding as the country develops further. Also the growing number of intellectual property rights
and patents across the IT value chain are a very high potential for China.
The USA semiconductor sales remain strong led by high demand for memory chips. A lot of USA
software companies benefit from the trend toward cloud-based applications and computing.
Furthermore, the US market has a wider consumer acceptance of new devices, particularly in terms of
mobility. In the future the USA will increase their focus on cybersecurity.
All three identified target markets struggle with a kind of political instability or political changes. This
joint internationalisation strategy will be modified in case of political changes. The next most
interesting countries will be chosen e.g. Mexico or Morocco.
Another very important part of this strategy is the SWOT analysis. The SWOT analysis has been
conducted in order to define the strengths, weaknesses, opportunities and threads for DIA consortium.
Based on this analysis, the mechanisms of collaboration and the services and tools for the
internationalisation of the cluster SME were determined.
The joint internationalisation strategy will be basis for the financial plan and for the implementation
roadmap.

4

D 3.1 Joint Internationalization Strategy|

1 Strategic vision and goal of DIA
1.1

Vision

The vision of DIA is to build up a sustainable alliance between clusters and networks to foster crosssectorial and international cooperation among SME and enhance innovation in the field of digital
technologies and smart manufacturing.

1.2

Goal

DIA European Digital Industry Alliance is a partnership of six European clusters (Portugal, Spain, France,
Italy, Germany and Sweden) and more than 850 companies representing two sectors (the ICT and the
industrial production). The alliance puts together both ICT and industrial/manufacturing clusters and
supports companies to catch market challenges and opportunities offered by the Fourth Industrial
Revolution in term of modernisation of production and business models through digitalisation and
support them to commercialise joint products at international scale.
The main goal of the project is to build-up a strong partnership of world leading clusters and their
partners especially SME. The goal is to learn from each other, to change experiences and to starting
interregional cooperation between each other and to enter new markets with the help of the other
clusters and their clusters partners. The focus will be laying on internationalization of digital
technologies applied to manufacturing and industry (also called “Industry 4.0”).
The global value chain will be structured around an innovative transnational collaborative approach
focused on cross-sectorial collaboration to commercialize the different technologies, product and
services jointly in the field of digital technologies applied to manufacturing and industry developed by
the clusters (and their SME) in international markets that will be identified in the project.
The project will provide a better understanding of the most effective ways to improve cross-sectorial
collaboration between clusters at a European level in order to develop and commercialize frontline
innovations internationally. Besides, although focused on digital technology in the manufacturing field,
the universality of the method will allow developing other global value chain with other regions and in
other technology domains, a very useful approach to build-up regional smart specialization strategies.
This document will provide the description of a Joint Internationalisation Strategy defining the actions
to help European SME promote joint offers on the international scale and the target countries.
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Definition of vision
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Monitoring and
evaluation
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Mechanism of
collaboration
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priority target
markets

Joint branding and
marketing strategy
plan

Description of the
technology
domains

Overview about the joint internationalisation strategy
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Definition of vision and goal

based on the needs of the SME and the goal to cooperate with other regions
and other clusters and their partners

Definition and description of
priority target markets

based on the results of the surveys (WP1) and the approval of stakeholders
from industry and policy.

Joint branding and marketing
strategy plan

different target group specific dissemination activities at regional and national
and international level.

Description of the technology
domains

within the partnership and those to be developed in the medium and long
term

Mechanism of collaboration

Services and tools

Monitoring and evaluation
procedures

handling of intellectual property rights,
commercialization agreements,
joint internationalization agreements,
general collaboration procedures etc.
enhancing capacities improvement methods (training) and dynamisms inside
the partnership,
Specific measures improving ability and capacity of participating SME in the
partnership e.g. acquisition strategy for regional, national supporting projects
Indicators of monitoring,
methods description of measurement

7
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2 Joint branding and marketing strategy plan
To realise the expansion/internationalisation of DIA by attracting more partners, a joint marketing
strategy was developed at the beginning of the project and will be updated regularly.
The Joint branding and marketing strategy plan aim to describe the set of communication tools (visual
identity, logo, slogan, website, social media, newsletter…) adopted to promote the activities of the
alliance and amplifies the popularity of its clusters.
The communication strategy has a triple structure to catch the attention of the audience: we could
label “micro-level” the first part according particularly attention to the identification of the alliance
with acronym, logo, label, slogan.
Then we have a “macro-level” that is “institutional soul” of the alliance designed by the ECCP profile
and a website of the alliance. Lastly, we reinforce this identity (another time at macro-level) using
“social” (informal) tools defined by LinkedIn and Twitter.

2.1

Visual Identity

All these “products” together compose a strategy to reinforce in mind the roots (European), the actors
(digital clusters) and the aim (alliance) subtending the project. All these elements refer to the key role
of the DIGITAL INDUSTRY ALLIANCE (DIA) and its vigorous commitment of DIA to strengthen and
improve awareness, fostering international cooperation among SME and enhancing innovation.

2.1.1 Brand new name proposal (from DISCp to DIA)
We propose a brand-new acronym instead of DISCp Digital Industry Strategic Cluster partnership, that
is DIA (Digital Industry Alliance) to make easier, appealing and more identifiable the name of the
project. The tagline in grey illustrates the nature of the project to maintaining the aesthetics side and
explains to audience the roots of the alliance, its actors and the aim of the initiative.

2.1.2 Aesthetics of the acronym
The choice of simple lines refers to visual art and architecture where neat and clean rows express
harmony, precision, innovation, order, pragmatism and pro-activeness. Finally, round off angles refer
to harmony, warmness, friendly that is to “human technology”.
Triangle represents one of the elder signs associated to nature and action and it is the only geometric
shape with several meanings as the case may be presented; its versatility designs a similitude linked to
the countless uses of industry 4.0. In this specific case triangle has a double meaning referring to the
idea of stylized “D”, first letter of the first word of the project but also an arrow. As a dart it visually
amplifies the idea of future, of action and exploration, briefly an aptitude to tomorrow. Lastly the
shape has an emotional implication referring to household appliances and devices (smartphone,
videogames…) of our life.

853
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The colours:
The use of purple refers to
the idea of creativity and
exploration: it combines the
stability of blue and the
energy of red. It symbolizes
power, ambition, creativity
but it is also associated with
wisdom. Finally, grey of the
slogan creates a balance: in
fact, it refers to the idea of
calm, sophisticated and the
phrase “grey matter” refers
to smarts, intelligence, that
is INDUSTRY 4.0. DNA.

2.2

Slogan
GO FOURTHER is based on a pun between “go ahead” (further) and the
number “four” (that is the industry 4.0 - the aim of the project). On the
one hand “further” enlarges the idea of future of “tomorrow” inherently
chained to possibilities, hope and the idea of “go too far”; on the other
hand, “exploration” is strictly linked to production possibilities offered by
4.0 technologies. Briefly in a split second we can jump into the future
thanks to the 4th industrial revolution.

We propose this brief and simple slogan could fix in the mind of audience no matter of its sensitivity
and its confidence to industry 4.0. themes: The slogan addresses both to a “general audience” not
really involved in 4.0 domain, like public authorities or common people maintaining the power of the
message thanks to the strong idea of FURTHER (idea of future); but it also “winks the eye” to an
audience of specialists referring to the number FOUR, related to Industry 4.0 / 4th industry revolution.

2.3

Websites

Today the Internet is the first place most people go when looking for new products, service, projects
etc. Websites are the most powerful communications and marketing tool. Websites are a reflection of
the projects. It is the first-place user will go to make their judgement about your project. If the user
interface is modern, professional and makes a good first impression, these visitors will be more likely
to convert. Websites are marketing platform. A good website provides new ways to communicate. It
also acts as an immediate way to promote news to an international audience.

2.3.1 European Digital industry Alliance on European Cluster Collaboration Platform
The European Cluster Collaboration Platform (ECCP) is an action of the Cluster Internationalisation
Programme for SME funded under COSME launched by DG GROW of the European Commission in
2016. The ECCP provides networking and information support for clusters and their members aiming
to improve their performance and increase their competitiveness through trans-national and
international cooperation.

9
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The structure of the ECCP profile is given and cannot be changed by the consortium. The ECCP profile
will be update during the whole project lifetime to keep other clusters and stakeholders informed
about the project.
https://www.clustercollaboration.eu/escp-profiles/discp

2.3.2 European DIGITAL INDUSTRY ALLIANCE (DIA)
https://digitalindustryalliance.eu/
The website has a light structure and colours coherent with the use of purple of the logo. The home
page has an animated tunnel of lights catching the attention on the message that summarizes the aim
of the project that is “united challenging the industrial transformation”. Lastly, all pages underlined
the framework of the project [COSME(ESCP-1)] and the affiliation to ECCP.

In order to concentrate the relevant information about the alliance, the page
“about us” also has the content of the mission and it contains as mentioned
before the tagline “go fourther”. This section offers an overview about the
project, the clusters involved and their geolocation.

10
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“Digital Industry“ (tagline “imaginAction@work) contains information about clusters companies
(report and analysis to better understand their needs, to help them sell their joint offer in industrial
markets outside Europe, and the Digital Industry value chain).
“What we do” (tagline “Roadmap to success”) focuses on the support offered by DIA to companies to
foster internationalization (both commercial and R&D). It also has an information about the Joint
international strategy.
“News & events” tells us about the “alliance”, its activities at regional and international scale, showing
the results of the regional events and the study visits.
“Contacts”: coordinator contact and clusters contacts: if users click on the logo the address appears.

2.4

Social media

Social media has a growing effect in many perspectives: on one hand, it reverses the way how and why
users communicate with each other. On the other hand, it permits of the extension of marketing
communication opportunities in a business-to-business (B2B) and a business-to-consumer (B2C)
aspect but also in the cluster-to-cluster case. Social media supports to rethink the traditional one-way
communication flow of their marketing messages.

2.4.1 LinkedIn
LinkedIn profile aims to briefly design a panorama about the clusters involved in the alliance. The page
has CBS style to give information but at the same time to encourage users to discover our initiatives
and tools on our website.

2.4.2 Twitter
The consortium partner tries to use as much as possible this tool with hastag #gofourther to reinforce
the alliance identity and to re-address users to surf DIA website.

11
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2.5

Newsletter

It combines information about the alliance, information about the industry 4.0 trends and last but not
least suggestions about technologies or advises in a nutshell. The idea is to concentrate all in one page
to encourage users to go on the website to discover more.

12
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3 DIA partnership (current situation)
The DIA partnership is currently promoted by 6 European clusters:
Name

Short name

Country

Sector

Already part of an
ESCP

Secured
Communicating
Solutions cluster

SCS

France

ICT

AdPack EEIG (legal
EEIG structure,
founded by the
COSME project
AdPack)

GAIA-BasqueGames
Association of video
games and
Knowledge and
Applied
Technologies
industries in the
Basque Country

GAIA/BasqueGames Spain

ICT

SmartCityTech

Associação para o
TICE.PT
Pólo das Tecnologias
de Informação,
Comunicação e
Electronica TICE.PT

Portugal

ICT

SmartCityTech
(without funding)

MESAP Innovation
Cluster - Smart
Products and
Manufacturing

MESAP

Italy

Smart Products and
Manufacturing

5E, Fit4Fof,
IoT4Industry
InSsight; Member of
EPOSS, EFFRA, Silicon
Europe, I4MS, SAE

MITC - Malardalen
Industrial
Technology Center

MITC

Sweden

Machining and
Manufacturing

???

BalticNet-PlasmaTec

BNPT

Germany

Plasma Technology

AdPack EEIG (legal
EEIG structure,
founded by the
COSME project
AdPack)

The consortium combines different innovation areas for digital technologies applied to manufacturing
and industry, to intensify cluster business network cooperation across borders, to support the
establishment and running of an DIA ESCP and to establish international cross-cluster collaboration.
Jointly it focuses also on promotion of competitiveness and internationalization of the DIA project
cluster members and especially consortium SME in Europe and beyond and on improving the visibility
of the consortium and affiliated entities SME on an international scale. DIA aims at strengthening cross-
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border collaboration and internationalization of project partner SME towards Europe and specific third
countries.

4 DIA partnership (future situation)
The joint internationalisation strategy together with the financial plan will allows the DIA consortium
to create a sustainable ESCP structure. This DIA ESCP aims to ensure a stable, long term international
cross-cluster cooperation and knowledge-technology transfer among the DIA partners also after the
project end.
Basis for this is the DIA ESCP Partnership Agreement. By the end of the project, the consortium will
decide if they will sign a cooperation agreement and/or if they will establish an own partnership with
a legal structure or if they will join an already existing legal structure like the AdPack² EEIG. The
European Economic Interest Grouping (EEIG) is a type of legal structure that allows companies to found
a legally independent cooperation entity with the aim of facilitating, streamlining and developing their
economic activities. The EEIG is fiscally transparent: it is not deemed to have legal personality for
income tax purposes, so that its results are only taxable as profits or benefits derived by its members.
Initially, the most suitable way for the DIA ESCP will be defined and established by all partners.
Afterwards, all the different aspects to be included in the Partnership Agreement (respecting the
established characteristics of the "European Strategic Cluster Partnerships”) will be jointly defined by
the partners, specifically:


Development of rules to add other clusters interested in joining the DIA ESCP



Statement of the vision and goal of the future DIA ESCP



Clear definition and description of the ESCP management structure and
coordination/management procedures to be established in the long-term (after the end of this
project)



Definition of roles and responsibilities of all partners for the work of the future DIA ESCP after
the end of the current project



Clear definition and description of the communication and cooperation mechanisms between
the ESCP members in the long term



Identification of actions/ services to be implemented after the end of the project



Provision of tools for budget follow-up and definition of administrative aspects



Definition of procedures for the enlargement of the DIA ESCP



Definition of Intellectual Property Rights (IPR) and non-disclosure agreements in the DIA ESCP



Development of the future DIA ESCP charter

Within the future DIA ESCP, Partnership Agreements and Memoranda of Understanding (MoU) will be
signed by the consortium, affiliated entities and interested strategic European and third market
partners. These Partnership Agreements and MoU will aim to transparently define the framework and
mechanisms of collaboration, as well as other aspects such as protection of IPR or internationalization
support actions to be jointly implemented. Furthermore, joint marketing and branding strategy
together with other activities will be executed.

15
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5 Prioritised worldwide target markets
5.1

Digital industry global value chain

5.1.1 Digital industry global value chain in Europe
A value chain describes the full range of activities that companies engage in to bring a product (or a
service) from its conception to its end use and beyond. This includes the entire sequence of value
creation –from design, to supply with input materials, production, marketing, distribution, post -sales
support for the final consumer and disposal after use activity, particularly in the context of green and
sustainable growth. Furthermore, value chains contain fragmented, modularised activities across
input-output markets, and describe interconnected industrial processes. They are typically presented
as the sequence of: product (service) design, supply with input materials, production, marketing,
distribution, post-sales services to consumers, and disposal after use.
The digital transformation of industry is creating tremendous opportunities for Europe – and
confronting it with huge challenges. The possibilities opened up by connected, more efficient
production and new business models are highly promising, yet the risks are equally dramatic. By 2025,
Europe could see its manufacturing industry add gross value worth 1.25 trillion euros – or suffer the
loss of 605 billion euros in foregone value added. The digital transformation of industry is also driving
a radical structural transition in Europe's economies. New data, connectivity, automation and the
digital customer interface are challenging existing value chains. Companies must take a long, hard look
at their products and skill sets. And they have to improve their digital maturity if they are to recognize
new opportunities, develop suitable offerings and get them to market quickly. The digital
transformation of industry demands concerted action within Europe. The regulatory framework must
be harmonized, with a new weighting given to relevant issues. At the same time, a powerful, no-gaps
information and communications infrastructure is needed if European industry is to remain
competitive. As standards are shaping our digital future, companies and governments need to get
engaged seriously in their global definition. The digital transformation is also permeating every link in
the industrial value chain, from logistics through production to service provision. We understand the
digital transformation as the seamless, end-to-end connectivity of all areas of the economy, and as the
way in which the various players adapt to the new conditions that prevail in the digital economy.
Decisions made in connected systems affect data exchange and analytics, the calculation and
assessment of options, the initiation of actions and their consequences.
The key areas in which actions are needed are these:
DIGITAL MATURITY - Top priority must be given to raising awareness among companies and mobilizing
them, because many firms see digitization primarily as a way to boost efficiency. To identify and realize
these opportunities, companies need to become more digitally mature.
COMMON STANDARDS - The rules of the game in a given industry play a vital part if companies are to
translate their specific capabilities into competitive advantages. European companies must therefore
move quickly to define these standards, working together to create suitable platforms for the sharing
of ideas, knowledge and experience.
POWERFUL INFRASTRUCTURE - A robust infrastructure forms the backbone of a connected economy.
The success of the digital transformation hinges on no-gaps broadband networks and the guarantee
of a high quality of service for mission-critical applications. Plant and machinery must be connected as
extensively and securely as possible.
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PAN-EUROPEAN COORDINATION - Success in the digital economy is equally dependent on crossborder collaboration. As part of a harmonized EU-wide approach, the aim is for a European economic
alliance to encourage the development of clusters, cooperative ventures and syndicates or
associations, bringing the skills and capabilities that are spread across Europe. This kind of European
cooperation would interconnect all relevant developers and providers of digital solutions, from startups to global players, from garage firms to high-tech laboratories, thereby concentrating the stimulus
needed to drive new developments and innovative business models.
There are two fundamental principles associated with value chains. First, this is the specialisation and
division of labour between firms, and second – this is the interconnected capabilities across firms that
link flows of resources and value added across boundaries. Division of labour is an old and classical
concept used by economists to model optimisation of manufacturing and production process. The
theory of the firm has acknowledged that internal specialisation and organisational structuring of
activities within the firm enhances performance and maximises efficiency of resource utilisation.
The same notion of specialisation and organisational structuring of activities stands also in the
foundations of value-chains. In the same way as economists sought greater efficiency and
maximisation of resource utilisation, strategists are now seeking optimisation of value-added
processes and flows inside and across firms. Value chain theory explains the internal structuring of
activities inside firms in two main dimensions – primary activities, or essential and interlinked
operations that enable a firm to process inputs into outputs, and secondary activities, or organisational
services that support the primary process. The value system concept refers to cross-sectoral and interindustry connectivity in the economy, where inter-related activities and business-to-business (B2B)
markets dominate the landscape.
Value chains are determined by the production technologies, the manufacturing processes and the
final products and services targeted for market realisation. Hence, value chains correspond both with
market segments and product-based industry segments. Value chains emerge out of strategic choices
by economic actors for specialisation, diversification or integration. For each product or service group
the corporation makes strategic choices and decisions which activities to be performed in-house, and
which parts of the chain to be externalised under the control of other firms. These decisions lead on
one hand to specialisation and investment in product / service specific capabilities, and on the other –
to a fragmentation of the value chain, where multiple supply chains enter and exit the firm and multiple
value chains cross through the corporation at different stages. Furthermore, value chains have multiple
backward and forward (or upstream and downstream) linkages and resemble strategic alliance
structures with complex logistics, pulled by the market with buyer-driven orders, and pushed by
technology driven products and services.
The globalisation of commodity chains has stimulated complex cross-border economies of scale and
scope that have fostered a wave of strategic linkages between firms across geographic and industrial
boundaries. Both concepts of supply chains and global commodity chains represent the same type of
network relationship which is based on a sequence of value-added activities across input-output
markets. Inter-regional cooperation for European value chain integration requires an actor and
network approach, mapping firms, technologies, innovators, and broadly mapping innovation
capabilities for digital transformation at regional and country level.

17
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Source: Deloitte Analysis. Shift from traditional supply chain to digital supply network

5.1.2 Key pillars for incorporation of SME in the global value chain
Based on a global value chain analysis, we can consider four key “pillars” that address the major
constraints that small- and medium sized producers face (see also the diagram next page):
(1) Access to market; it refers specifically to the presence of value chain linkages between
producers and buyers and how they can be established
(2) Access to training, as a tool to reduce the lack of knowledge/skills producing an increase of
awareness and consequently a cultural change.
(3) Collaboration, coordination and cooperation building should occur at two levels.
(3a) First, horizontal coordination amongst companies facilitates the formation of
associations, not only to reach needed economies of scale but also to provide opportunities
to add value to their products (upgrading).
(3b) Second, vertical coordination and collaboration involves interactions with other actors
of the chain to establish linkages, find synergies and share information in order to improve
the performance of the chain as a whole.
(4) Access to finance. Entry into the value chain requires certain investments to cover
infrastructure, equipment and obtaining certifications.

18
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Source: Fernandez-Stark et al., 2012.

5.2

Definition of the target markets

All the following data are given to the consortium due to the survey from WP 1 (D 1.3 First assessment
of the cluster members need). This survey was very important to get more information from the cluster
SME about internationalization and to define the target markets as well as the supported services.

5.2.1 Collaboration with industrial companies or production technology companies
The question for the ICT related cluster SME in the survey was if they are you looking for collaboration
with industrial companies or production technology companies. Nearly 90% of the ICT SME answered
with yes, they are looking for collaboration in the following fields: Data &security (43,2%), Automation,
robotization, integration (40,9%), Industrial Internet of things (40,9%), Prototyping (34,1%) and Human
machine interface (29,5%).

5.2.2 Collaboration with ICT companies
The same question was asked to industrial or production technology cluster SME if they are looking for
collaboration with ICT companies. These questions were essential to find out if a cross-sectoral
approach is interesting for the ICT and the industrial or production technology companies. Also nearly
85% of the industrial or production technology cluster SME are with looking for collaboration with ICT
companies in the fields of: Industrial Internet of things (48,2%), Big Data and analytics (44,6%),
Autonomous robot (30,4%), Horizontal and vertical system integration (28,6%), Cybersecurity (28,6%)
and Augmented reality (23,2%).

5.2.3 Industrial targeted markets
The question was what are the main focus of industrial targeted markets: Automotive (49,3%),
Energy/utilities (42,3%), Logistic (35,2%), Food/packaging (33,8%), Aerospace & Defence (32,4%) and
Railways & transport 29,6%.

19
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The consortium partners (MITC, MESAP and BNPT) covering with their cluster SME the following areas:
 Automotive
MITC, MESAP and BNPT
 Energy/utilities
BNPT
 Logistic
No partner
 Food/packaging
BNPT
 Aerospace & Defence
MITC, BNPT, MESAP
 Railways & transport
MITC, BNPT, MESAP
This means that the most relevant industrial target markets can be covered by the consortium cluster
SME in Europe. So these six markets will be the main target markets for the collaboration within the
DIA project. After the end of the project lifetime regular surveys will be developed to analyse if the
target markets still will be the same.

5.2.4 Main objectives for internationalization
To develop the right services for our cluster SME, we asked them to answer us the main objectives for
internationalisation. To acquire new customers (93,8%) is the main objective followed by open-up new
markets (64,6%), develop new R&D partnerships (56,9%), increasing private funding (29,2%) and
access to skilled human resources (24,6%). These answers will help the consortium to define they
services for the cluster SME also for the future ESCP.

5.2.5 Existing business activities within Europe (country specific)
To find out the already existing collaboration actives of the cluster SME with other European countries,
we asked the SME for their international business activities in Europe. Most business activities are in
France (16%), Portugal (13%), UK (13%), Italy (10%) and Germany (9%). Expect of UK all other countries
are represented in the consortium. Maybe for long-term collaboration in the cooperation with the
future ESCP the consortium should think about cluster partner in the UK.
Turkey 3%
Belgium 3%
Netherlands 3%
Switerland 6%

Sweden 3% Spain 3%

France 16%

Portugal 13%

Slovakia 6%
Poland 6%

UK 13%

Greece 6%
Germany 9%

Italy 10%

5.2.6 Countries to further develop activities within Europe
To not only know the countries were the cluster SME are already having activities, we also asked them
in which countries they would like to further develop their activities. The results are Germany (21%),
France (13%), Italy (13%), UK (12%), Spain (6%), Portugal (6%), other (29%).
The consortium can cover already the countries Germany, France, Italy, Spain and Portugal. So nearly
60% of the countries where the cluster SME would like to further develop their activities are covered
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by the consortium partner. This means the consortium partner can help other cluster SME in their
markets.

Germany 21%

Other 29%

Fance 13%

Portugal 6%
Spain 6%

Italy 13%
UK 12%

Existing business activities outside Europe (country specific)
To find out the already existing collaboration actives of the cluster SME with countries outside Europe,
we asked the SME for their international business activities outside Europe. Most business activities
are in USA (22%), Mexico (19%), China (13%), Brazil (10%), Colombia (9%) and Korea (7%).

Africa 3%
Morocco 3%

Australia 3% Other 4%
Japan 3%

USA 22%

India 4%
Korea 7%

Mexico 19%

Colombia 9%
Brazil 10%
China 13%
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5.2.7 Countries to further develop activities outside Europe
Other 23%

USA 30%

Japan 4%
India 4%
Chile 4%
China 12%
Canada 4%
Morocco 6%

Mexico 6%

Brazil 7%

To not only know the countries were the cluster SME are already having activities, we also asked them
in which countries they would like to further develop their activities outside Europe. The results are
USA (30%), China (12%), Brazil (7%), Mexico (6%), Morocco (6%), Canada (4%), Chile (4%), India (4%)
and Japan (4%). For a possible strand 2 of the project and also for the continuation of the project, the
consortium will focus at the beginning on three target countries: USA, China and Brazil as these are
the most important countries for the members due to the survey. In case of political instability or
political changes in one of the three target countries, the next most interesting countries will be chosen
e.g. Mexico or Morocco.
The main reasons for the selection of these countries for internationalisation purpose are the
strategy/vision of the company (69,2%), the market size (64,6%), the language and cultural proximity
and the familiar environment.

5.2.8 Further develop activities
In the survey it was asked how the cluster SME would you like to further develop their activities:
Exporting by direct sales (52,3%), Joint ventures (52,3%), Domestic-based sales representative (38,5%),
Licensing (29,2%) and Co-production agreement (27,7%).

5.2.9 Request for supported services from the clusters
Furthermore, we asked the cluster SME which support services they would like to receive or get
support from the consortium clusters: Economic and technical information (64,6%), Financing for
business development (58,5 %), Expert advice for growth and expansion (53,8%), Financing for
business internationalisation (50,8%) and Funding of international R&D (41,5%). These answers are
very important as they will be part of the ESCP services which the consortium partner will provide to
their cluster SME.
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5.3

Description of the target markets

ITU is the United Nations specialized agency for information and communication technologies – ICTs.
ITU is the official source for global ICT statistics and each year they publish the ICT Development Index
(IDI). The ICT Development Index (IDI) is an index based on internationally agreed information and
communication technologies (ICT) indicators. This makes it a valuable tool for benchmarking the most
important indicators for measuring the information society. The IDI is a standard tool that
governments, operators, development agencies, researchers and others can use to measure the digital
divide and compare ICT performance within and across countries. The ICT Development Index is based
on 11 ICT indicators, grouped in three clusters: access, use and skills.
ICT Development Index 2017
1

Iceland

2

Korea (Rep.)

3

Switzerland

4

Denmark

5

United Kingdom

6

Hong Kong, China

7

Netherlands

8

Norway

9

Luxembourg

10

Japan

11

Sweden

12

Germany

13

New Zealand

14

Australia

15

France

16

United States

17

Estonia

18

Singapore

19

Monaco

20

Ireland

47

Italy

66

Brazil

80

China

Source: https://www.itu.int/net4/itu-d/idi/2017/index.html
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5.4

Description of the target markets in Europe

5.4.1 Germany
ICT plays a pivotal role in the German economy, employing more than one million people and having
generated about 150,000 new jobs over the past five years. The German ICT market is dominated by a
few big groups, but characterised by a high number of mid-sized companies.
According to the German Federal Association for Information Technology, Telecommunications and
New Media (BITKOM), ICT sales increased 2.2% in 2017, to EUR 151.8 billion. This trend is expected to
continue in 2018, with a 1.9% growth rate forecast.
While turnover in the telecommunications segments is expected to rise only 0.4% this year after
levelling off in 2017, IT sales (IT hardware, software and services) are forecast to increase 3.1%. Within
this segment, software sales (up 6.3%) are expected to be the main driver of growth as in previous
years.
Despite continued sales growth, most ICT businesses continue to operate on very tight margins due to
fierce competition in all subsectors, while equity strength is below average. Fierce competition and
sharp price erosion have led to an ongoing trend of consolidation. Unless they are well-established in
niche products, smaller companies are – and will continue to be – the losers in this cut-throat
environment.
On average, payments in the ICT industry take between 30 and 60 days. Due to the more difficult
market conditions (e.g. price wars), payment delays and insolvencies are expected to increase in 2018
(in 2017 ICT business failures increased 1.5%). This is bucking the overall trend, as German business
insolvencies decreased 6.6% in 2017 and are forecast to decline further in 2018, by about 6%.
Due to fast changing technology in this industry and low margins, the wholesale and retail of electronic
appliances segment is especially susceptible to fraud. Several ICT businesses like IT-distributors of
tablets and mobile phones have been involved (sometimes inadvertently) in missing trader intracommunity (MTIC) fraud cases (i.e. the exploitation of the VAT rules which state that cross-border
transactions between EU member states are zero-rated for VAT purposes).
Source: Atradius, Market Monitor, June 2018

Overview
Credit risk assessment
Trend in non-payments over the last 6 months
Development of non-payments over the coming 6
months
Trend in insolvencies over the last 6 months
Development of insolvencies over the coming 6
months
Financing conditions

significantly
improving

improving

stable

deteriorating

significantly
deteriorating

X
X
X
X

very high

high

average

Dependence on bank finance
Overall indebtedness of the sector

X

Willingness of banks to provide
credit to this sector

X

low
X

very low
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Business conditions

significantly
improving

improving

Profit margins: general trend
over the last 12 months
General demand situation (sales)

stable

deteriorating

significantly
deteriorating

X
X

Source: Atradius, Market Monitor, June 2018

2017

2018

2019 (forecast)

GDP growth (%)

2,5

2,3

1,8

Sector value added growth (%)

4,2

3,9

3,4

Source: Atradius, Market Monitor, June 2018

Average sector growth over the past 3 years (%)

3,0

Average sector growth over the past 5 years (%)

3,3

Degree of export orientation
Degree of competition

average
Very high

Source: Atradius, Market Monitor, June 2018

Germany ICT sector strength:



Fast product innovations lead to new customer demand
Additional services (complete packages) often lead to positive purchase decisions and
customer retention

Germany ICT sector weaknesses:




High innovation pressure/high investments have to be financed
The increasing interchangeability of products makes it difficult for companies to distinguish
themselves from competitors
High competition and high pressure on prices lead to low margins

Summary:




Fierce competition and price pressure
On average, payments take between 30 and 60 days
Rising insolvencies and fraud issues impact the sector

Source: Atradius, Market Monitor, June 2018

5.4.2 France
According to the research institute GfK, in 2017 the French mobile phone market decreased 5.2% in
volume in 2017, but sales rose 2.5% to EUR 8.3 billion due to higher prices (increased share of more
expensive smartphones).
The French IT hardware market remains under pressure in 2018 after a turnover decrease of 4% to
EUR 5.2 billion in 2017. Tablets and PC sales are severely impacted by competition from other devices
such as smartphones, a high equipment rate, extended replacement cycles and pressure on prices due
to shortage of some electronic components.

25

D 3.1 Joint Internationalization Strategy |

The IT software and services sector grew 3.4% to EUR 53.7 billion in 2017, according to the industry
federation Syntec/IDC, benefitting from increased digital transformation projects by businesses, the
upward trend of IT externalisation and cloud computing expansion. IT services will remain a main driver
of growth in 2018, with an expected turnover increase of 3.6% in 2018. SMAC (Social, Mobile and
Analytics in the Cloud) and SaaS (Software as a Service) technologies are expected to record further
high sales increases.
Due to the shifting market conditions, many ICT businesses need to adapt their business model.
Wholesalers increasingly try to move away from pure hardware selling, to offer more added value
products and IT services in order to improve their profitability, as this offers higher revenues and better
margins. However, such efforts are not easy to make and require highly skilled management and staff.
On average, payments in the French ICT sector take around 60 days, and expect payment delays and
insolvencies to remain low and generally stable in the coming months. That said, our underwriting
position in the ICT segment remains generally neutral as sudden business failures cannot be ruled out
due to the fast changing and very competitive market environment with strong price pressure.
Especially smaller ICT businesses with an inflexible cost structure and a concentrated customer or
supplier portfolio could face difficulties, while many IT hardware wholesalers suffer from structurally
tight margins and a low equity level.
Source: Atradius, Market Monitor, June 2018

2017

2018

2019 (forecast)

GDP growth (%)

2,0

2,1

1,9

Sector value added growth (%)

5,0

3,7

3,4

Source: Atradius, Market Monitor, June 2018

Average sector growth over the past 3 years (%)

3,5

Average sector growth over the past 5 years (%)

2,8

Degree of export orientation

low

Degree of competition

high

Source: Atradius, Market Monitor, June 2018

France ICT sector strength:



Increased digital transformation projects
IT externalisation and cloud computing expansion

France ICT sector weaknesses:




Impacted by competition from other devices
Structurally tight margins and a low equity level
High competition and high pressure on prices

Summary:



IT software and services sector grew
Adapting business models to offer more added value products and IT services to improve
profitability
26

D 3.1 Joint Internationalization Strategy |



On average, payments take 60 days

Source: Atradius, Market Monitor, June 2018

5.4.3 Italy
According to the industry association Assinform, the Italian ICT market grew 1.9% in 2017, to EUR 66.1
billion, and in 2018 another 1.8% increase is expected. Main growth segments are IT services, hardware
and e-commerce (the latter expected to increase 26% in 2018 to EUR 29 billion, from EUR 23 billion in
2017).
In the business-to-business segment larger companies still account for more than 60% of total
domestic IT expenses, while demand from the public sector and the IT spending capacity of SMEs
remains modest.
In most ICT segments margins remained stable in 2017. Due to rather modest organic growth
opportunities and market adjustment in the distribution segment, players strive to expand through
acquisitions and specialisation (customised and value-added services).
Both financial gearing and dependence on bank loans are high in the Italian ICT sector. Payments in
the industry generally take around 120 days, payment experience has been good so far and the level
of notified non-payments is low. The amount of ICT business failures is rather low compared to other
Italian industries, and expected to remain stable in 2019.
The approach remains generally open for all ICT segments, due to the benign credit risk situation, the
general need of Italian businesses to increase IT spending in order to boost productivity, and increasing
demand for innovation through digitalisation, cybersecurity, Big Data, electronic payments, cloud
computing.
However, as in 2017, low value added wholesalers and smaller players have to be monitored more
closely, as they are more exposed to financial distress related to working capital requirements,
especially when depending on large clients and the public sector. A more cautious approach on
wholesalers with low value added services and poor critical mass and any businesses which are highly
dependent on sales and services to the public sector (due to common late payments by public bodies)
are maintain.
Source: Atradius, Market Monitor, June 2018

GDP growth (%)
Sector value added growth (%)

2017

2018

2019 (forecast)

1,5

1,5

1,1

-2,3

1,8

3,4

Source: Atradius, Market Monitor, June 2018

Average sector growth over the past 3 years (%)

-0,2

Average sector growth over the past 5 years (%)

-0,4

Degree of export orientation

low

Degree of competition

very high

Source: Atradius, Market Monitor, June 2018

Italy ICT sector strength:


Good forecast for the subsectors IT production & service, telecommunication production &
service, ICT wholesale & retail
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ICT market grow
Level of notified non-payments is low

Italy ICT sector weaknesses:



Degree of export orientation is low
High competition and high pressure on prices

Summary:




Need of Italian businesses to increase IT spending in order to boost productivity, and increasing
demand for innovation through digitalisation, cybersecurity, Big Data, electronic payments,
cloud computing
Financial distress related to working capital requirements
On average, payments take 120 days

Source: Atradius, Market Monitor, June 2018

5.5

Description of the target markets outside Europe

The global ICT market continues to expand, with sales of information technology and
telecommunications products and services expected to increase by more than 3% per annum in 2018
and 2019. Business software and IT services are forecast to exhibit strong growth, while
communications services continue to drive the majority of spending. Businesses will continue to invest
in ICT as they anticipate revenue growth, but their spending patterns are expected to shift. Projects in
digital business, block chain, Internet of Things, and progression from Big Data to algorithms to
machine learning to Artificial Intelligence will continue to be main drivers of growth.

5.5.1 Brazil
Brazil has a strong information and communication technologies (ICT) market with US$ 105b in
investment. The ICT sector in Brazil (computer hardware, software, and services) grew 4.5% with an
investment of US$ 38b during 2017. Brazil is the largest ICT market in Latin America, followed by
Mexico (US$ 20.6b), Argentina (US$ 8.4b), and Colombia (US$ 7b).
With approximately a third of Latin America’s population, Brazil is the region’s largest telecom market.
The Brazilian telecommunications services market is expected to reach US$ 45.76b by 2022 from US$
38b in 2016, a market growth of 20.42%, based on a study prepared by Frost & Sullivan. According to
the Brazilian Association of Electro-Electronic Industry, the telecommunications equipment market is
expected to reach US$ 10.3m by the end of 2018, a 4% growth compared to 2017.
Despite the economic downturn and political uncertainties (elections in October 2018), the
Government of Brazil (GoB) continues to invest in innovation and digital transformation projects, which
are positively impacting the performance of the sector. The GoB has developed national plans
(National Plan on Digital Transformation, National Internet of Things (IoT) Plan, and The Information,
Communications and Cyber Security Strategy) to facilitate Brazil’s transition into a digital economy.
These strategies aim to harmonize the federal government initiatives related to the digital
environment, to take advantage of the potential of digital technologies to promote sustainable and
inclusive economic and social development. The strategies also address topics such telecom
infrastructure, taxation and cybersecurity. Brazil is currently in the process of passing a data privacy
law, please contact our office for the latest developments in this area.
Brazil exports very little in hardware compared to software. According to Barreiro, the country exports
about four to five times more in software and IT services than hardware.
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The Government is encouraging the internationalisation of Brazilian ICT companies through the
Association for Promotion of the Excellence of the Brazilian Software (Softex) and the Brazilian Agency
of Promotion of exports and investments (Apex-Brazil).
The Brazilian market of ICT continues to grow with around 10% or 11% per year. One of the challenges
of the sector is human resources. In Brazil, training and retaining specialised human capital is
complicated. The expansion that occurred in recent years in technology was not accompanied by
training or even human capital formation.
Source: https://www.privacyshield.gov/article?id=Brazil-Information-Communications-Technologies-ICT

Brazil ICT sector strength:



Growing ICT market
Growing investment market

Brazil ICT sector weaknesses:




Economic downturn and political uncertainties
Export very little in hardware compared to software
Lack of human resources

Summary:



Growing ICT and investment market
Economic and political uncertainties

Source: https://www.privacyshield.gov/article?id=Brazil-Information-Communications-Technologies-ICT

5.5.2 China
In 2017 Chinese ICT sector production growth outperformed GDP expansion again thanks to
technological innovations such as cloud computing, Big Data, Internet of Things, Artificial Intelligence
and advanced manufacturing. The total output of the sector exceeded CNY 18 trillion in 2017 (2,4
trillion €). While the ICT output growth rate was high with 9.1%, it was nevertheless lower than in 2015
(up 10.4%) and in 2016 (up 10.0%).
Despite the still high growth rate, the sector faced a challenging economic environment in 2017, which
is expected to continue in 2018. Domestic personal computer demand shrank due to higher prices
caused by a global component shortage that started in late 2016. Demand for consumer desktops also
decreased, while the higher rate of market penetration and lack of major updates/ new products has
negatively impacted smartphone demand.
For ICT manufacturers competition is getting fiercer and major challenges are increasing. Oversupply
in some subsectors like panels, printed circuit boards and lithium batteries has triggered price wars. At
the same time, surging labour costs weaken China’s cost advantage, especially against competitors in
Southeast Asia.
In April 2018 the US government imposed a ban for US companies to sell components to the Chinese
mobile phone and telecommunications equipment producer ZTE (Washington accused ZTE to have
violated US sanctions by illegally shipping American technology to Iran and North Korea) US companies
provide a major share of the components used in ZTE’s equipment, and as a consequence ZTE has
suspended operations for the time being. Additionally, the US administration impose punitive tariffs
on Chinese telecom items and smartphone components, including displays and circuit boards, which
would severely affect revenue growth of telecoms equipment makers. While any imposition of US
import tariffs could lead to a slowdown of China´s ICT industry in the short-term, the long-term impact
should be mitigated by the fact that Chinese ICT manufacturers increasingly focus on emerging
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technologies such as Artificial Intelligence (AI), 5G, and the Internet of Things for revenue growth, at
the expense of traditional telecoms equipment to drive revenue.
ICT distributors and retailers also face major challenges and risks. Most smaller players in this segment
are ICT distributors with one or two brands only, and as the ICT market is a fast changing one, such
companies are exposed to elevated risks due to highly concentrated product portfolios. Another risk
is higher moral hazard during a market downturn, as some players may bet on one-off deals to make
big money and disappear from the sector afterwards. Transparency issues remain one of the main
challenges in the Chinese ICT sector, as ownership of businesses and group structure are not always
evident and there are often different sets of financials. Cross guarantees are widely used in bank
lending to ICT traders, meaning that one company’s liquidity collapse could drag down others.
On average, payments in the ICT industry take between 30 and 60 days. Due to the more difficult
market conditions payment delays are expected to increase in 2018. However, a major increase in
insolvencies is not expected for the time being.
Source: Atradius, Market Monitor, June 2018

Overview
Credit risk assessment
Trend in non-payments over the last 6 months
Development of non-payments over the coming 6
months
Trend in insolvencies over the last 6 months
Development of insolvencies over the coming 6
months
Financing conditions

significantly
improving

improving

stable
X

X
X

very high

high

average

Overall indebtedness of the sector

low
X

very low

X

Willingness of banks to provide
credit to this sector

X
significantly
improving

improving

Profit margins: general trend
over the last 12 months
General demand situation (sales)

stable

deteriorating

X
X

Source: Atradius, Market Monitor, June 2018

GDP growth (%)
Sector value added growth (%)

significantly
deteriorating

X

Dependence on bank finance

Business conditions

deteriorating

2017

2018

2019 (forecast)

6,9

6,4

6,0

15,1

6,6

6,1

Source: Atradius, Market Monitor, June 2018
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Average sector growth over the past 3 years (%)

8,1

Average sector growth over the past 5 years (%)

5,2

Degree of export orientation
Degree of competition

medium
high

Source: Atradius, Market Monitor, June 2018

Chinese ICT sector strength:




The 13th Five Year Plan (2016-2020) will bolster domestic semiconductor manufacturing
capacity. The government supports manufacturing of advanced ICT products
Huge domestic market that is expanding as the country develops further
Growing number of intellectual property rights and patents across the IT value chain

Chinese ICT sector weaknesses:




Erosion of China's cost advantages in some areas, with significant production volumes
relocating elsewhere
Pool of first-time buyers diminishing
High levels of piracy, cyber security issues, fierce competition and regulatory uncertainty

Summary:




US punitive tariffs could have a substantial short-term impact
Domestic sales growth is decreasing
Payment delays are expected to increase

Source: Atradius, Market Monitor, June 2018

5.5.3 USA
As in 2016, in 2017 the US ICT market benefitted from stable economic growth and robust private
consumption, helped once again by wage growth, employment gains and still lower energy prices.
Consumer spending has averaged close to 3% over the past few years, and this positive trend should
continue in the short-term.
According to the Consumer Technology Association (CTA), retail revenues in the US consumer
technology industry are expected to hit a record-breaking USD 351 billion in 2018, exhibiting growth
of 3.9% in 2017. Growth in the smartphone segment is expected to slow down somewhat, as producers
face higher cost pressure due to the continuing price increase for key components. CTA expects sales
of connected devices to reach 715 million units in 2018, driven by smart speakers’/home devices,
virtual reality (VR), drones, and wearables.
However, consumers remain somewhat cautious in their discretionary spending and are continually
looking for best value for price. Despite the healthy growth rates in many ICT segments, high
competition is still leading to low pricing strategies and margin compression for distributors and
retailers alike. The degree of competition remains fierce and margins remain under constant pressure.
Any margin gains are likely to come from new product lines or a greater portion of sales being derived
from services, which tend to carry higher margins.
Margins of manufacturers are impacted by the already high market penetration of mature product
categories and the subsequent need for innovation, which leads to higher R&D costs. Many ICT
businesses continue to rely heavily on bank facilities and external financing, resulting in highly
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leveraged balance sheets. The resulting high interest can also have a substantial impact on net earnings
and the ability to service such debt. The spread of maturity dates and ability to refinance at lower
interest rates will determine any imminent risk. As most ICT companies are highly working capital
intensive businesses, further draws or debt issuances are likely.
Payments in the ICT sector commonly range between 30 and 90 days, but in some cases can take even
120 days. When payment delays occur, they generally relate to disputes over product pricing or other
issues, as opposed to liquidity concerns. Manufacturers often offer price protection or discounts on
products in order to move inventory ahead of the rapid innovation of technology experienced in the
market. This can lead to disputes and ultimately an increase in non-payments until the issues can be
resolved. ICT insolvencies are not expected to decrease in 2018, given the ongoing high level of
competition, the abundance of start-ups and the ever short product cycles.
Currently the impact of potential import tariffs and any deterioration of trade relations still remains to
be seen. A first round of import tariffs imposed by the US administration deliberately left out most ICT
products. However, after China responded with retaliatory measures, Washington is looking for
additional tariffs, likely targeting smartphones, computers and TVs, which in turn would lead to higher
end prices. It is expected that US ICT retailers can absorb some of the costs to a certain degree, and
some ICT companies are able to shift production from China to other countries, cutting the final bill for
US consumers. Companies with complex supply chains, mainly those in high tech industries, are able
to change the way their internal costs are charged among subsidiaries to lower their tariff bill.
However, ICT supply chains would be hurt as ICT products assembled in China and exported to the US
heavily depend on the input of US-made components (semiconductors, software and other items).
Therefore, there is a potential negative impact mainly on the component supply side, but also on the
US-end consumer (higher sales prices).
Despite the uncertainty surrounding tariffs, strategy remains cautiously open, with a focus on
favourable subsectors such as smartphones, tablets and health technology products along with other
emerging technologies, while steering clear of unfavourable or declining subsectors like PCs.
When analysing buyers, the level of transparency in their products and their life cycles – including any
insight into buyback arrangements for old or obsolete products – is key. With short life cycles and
technology quickly becoming obsolete, it is important for us to know which end markets and
subsectors are being served. Source: Atradius, Market Monitor, June 2018

Overview
Credit risk assessment
Trend in non-payments over the last 6 months
Development of non-payments over the coming 6
months
Trend in insolvencies over the last 6 months
Development of insolvencies over the coming 6
months
Financing conditions
Dependence on bank finance

significantly
improving

improving

stable
X

deteriorating

significantly
deteriorating

low

very low

X
X
X

very high

high
X

Overall indebtedness of the sector

X

Willingness of banks to provide
credit to this sector

X

average
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Business conditions

significantly
improving

improving

Profit margins: general trend
over the last 12 months
General demand situation (sales)

stable

deteriorating

significantly
deteriorating

X
X

Source: Atradius, Market Monitor, June 2018

2017

2018

2019 (forecast)

GDP growth (%)

2,3

2,8

2,4

Sector value added growth (%)

4,5

4,9

3

Source: Atradius, Market Monitor, June 2018

Average sector growth over the past 3 years (%)

6,7

Average sector growth over the past 5 years (%)

5,3

Degree of export orientation
Degree of competition

avarage
high

Source: Atradius, Market Monitor, June 2018

USA ICT sector strength:





Semiconductor sales remain strong led by high demand for memory chips
Wide consumer acceptance of new devices, particularly in terms of mobility
Trend toward cloud-based applications and computing benefits software companies
Increasing focus on cybersecurity

USA ICT sector weaknesses:





Demand for desktop PCs remains weak
Fierce competition leading to pricing pressure and low margins
Short product life cycles and capital intensive industry
Heavy dependence on bank or vendor financing

Summary:




Margins remain under pressure despite sales growth
No insolvency decrease expected this year
Import tariffs potentially with adverse effects

Source: Atradius, Market Monitor, June 2018

5.6

Update of the market analyse

The market overview will be updated regularly minimum once per year to maybe discuss about a
possible change in the target countries and/or to react on the market change. The DIA members will
decide about the responsible organiser for this analysis.
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6 Technology domains within the partnership
6.1

SCS

SCS (Secured Communicating Solutions) cluster (www.pole-scs.org), is based in the Provence-AlpesCôte d’Azur region, in France, and gathers more than 300 members, including companies (and 70% of
SMEs), research centres and educational institutions in the fields of microelectronics,
telecommunications and software, and in particular in the IoT, Big Data, Artificial Intelligence and
Digital Security. The cluster represents 60 000 jobs in these fields, 26 multinational companies, 1200
researchers in the public sector and 18 educational institutions training 1500 engineers per year.
Its aim is to promote the development of competitive R&D projects between all these players with the
support of local communities, in order to design and develop new solutions targeting high-growth
markets such as smart cities, smart homes and smart buildings, smart grids, Industry 4.0, or e-health.
It also aims to contribute to the creation of an appropriate ecosystem for the overall regional ICT
landscape, especially through the development of SMEs.
The main industrial sectors covered in our cluster























Telecom
Security
Industry
Energy & Environment
Health
Smart homes & buildings
Smart Cities
Retail
Mobility & Logistics
Banking
E-Government
Robotics
Automotive
Printers
Textile
Chemical
Household machines
Energy Transport
Agri-food
Biomedicine
Aerospace
Waterborne
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Our main cluster actors (members, associates, etc.)
Thales
Telecom Italia
Telecom Orange
SAP
CEA
INRIA
CNRS
École Nationale Supérieure des Mines Saint-Étienne
Université Nice Sophia Antipolis
Institut Telecom
STMicroelectronics
Gemalto
Schneider Electric
Amadeus
Qualcomm
Hewlett Packard Enterprise
Docapost
Symag – BNP Paribas
Aeroports De La Côte D’Azur
Business France
Aix Marseille Université
Eurecom
https://www.pole-scs.org/en/members-directory/
Our main business support services for SMEs
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Technology transformation for existing members requiring assistance with developing and bringing
their ideas/product to the marketplace and business transformation for start-ups - helping them
achieve market requirements within their domain. The key support of Pôle-SCS is the
labelling/certification process that involves reviews & recommendations by project committee.
Our cluster’s services for the promotion of cross-sectoral collaboration
Projets Nationaux
Projets régionaux (PACA)
Projets Européens
The main technologies (technologies of SMEs) exiting in our cluster
Number 1 : Networks & Mobile Services, Internet Objects
Number 2: Security & identity
Number 3: Contactless
The technology transfer services / opportunities offer by our cluster to our members
Bringing the idea to the market:




6.2

Idea = emergence & Incubation, workshops & matchmaking, other clusters;
Project idea = certification, review & recommendations by project committee, label;
Funding = calls for projects, information on calls, proposal writing & submission support,
negotiation with funding body;
Business = go to market, product marketing pitch, mission & trade shows, large companies

GAIA

The ICTA sector companies create, develop and offer advanced solutions for all sectors: industry,
services, Public Administration and Society. The Strategic Plan 2017 - 2020 aligns the offer of the
companies of the sector towards the specialization in the development of Projects referring, in Clave of
Collaborative Innovation, in three Spaces of Opportunity.
Smart Industry Industry 4.0 & Energy
Models and systems for management and improvement of processes, products and organizations:
Service and Business
Energy Management
New Economy Services in industry 4.0
Advanced Management
Professional Assistance
Management of Services 4.0
Digitization Technology
Knowledge transfer
Customization and Visualization
Energy efficiency
Efficiency other resources
Efficiency in recycling
Information management
Technology Assistance
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Smart Maintenance and SAT
Consumables and spare parts management
Smart product
Smart process
Smart Logistic
Cybersecurity
Smart Territory
Advanced infrastructure and platforms:
Governance
Sustainable Environment
Digitized services for citizens and businesses
New Economy Services in Industry 4.0
Recycling-Waste
Water. Intelligent management systems
Advanced Telecommunications Networks
Air-Noise. Intelligent Management Systems
Mobility. Transport networks, Parking, Public Transport, Infrastructures
Security. Infrastructures and Advanced Management
Health. Evolution Health Networks, Hospitals, Geriatric Services
Education. Accompaniment to Educational Centres in their evolution
Town planning. Intelligent Management Systems
Economics and Taxes. Mark for the New Economy
Smart Society
Advanced systems for the promotion and improvement of citizen-centred areas:
Talent and entrepreneurship.
Citizens' living environment.
Participation and Communication
New Economy Services in Society 4.0
Talent and education
Legislation and Standards
Economic Models – Work
Innovation and entrepreneurship
Social Networks and Citizen Participation
Environmental awareness
Mobility. Shared and Sustainable
Citizen security
Health in the home. Culture of health
Silver Economy
Participatory Governance
Capacities
The confluence in the ICTA sector of companies acting in various sectors results in a consolidation of
capacities of different environment sand complementarities Hereafter is described the catalogue of
most relevant capacities of the ICTA sector
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Consulting
Corporate finance and Economic control
Strategy and operations
Socio-economic prospective
Business and institutional communication
Sectoral development and sustainable territory
Competitiveness and innovation
Informatics Systems Engineering
Data Analytics
Cybersecurity
Process Engineering
User Advanced Interfaces
Interoperability
Artificial intelligence
Gamification
Videogames
“4.0 Environment” Gamification
Engineering
Infrastructure designing and technical assistance
Transport networks, traffic, mobility and superstructures
Integral water cycle, and environment
Clean energies and feasibility
Comprehensive maintenance and inner environmental quality
Electronics
Sensorial
Electronic Product Engineering
Electronic Product Manufacturing
Electronic Infrastructure Engineering
Power Electronic
Electro mechanic Installations
Telecommunications
Communication Systems Engineering
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6.3

TICE.PT

The National Portuguese ICT Cluster - TICE.PT was created in 2008, with headquarters in Aveiro. It
engages and mobilizes relevant actors throughout Portugal, and in particular in the regions of Braga,
Porto, Coimbra and Lisbon, covering the entire value chain in the area of ICT. The concertation
platform TICE.PT ensures and promotes the interfaces between the academic world, represented by
universities and institutes R&D, the business world, represented by the affiliates and also through
networks, in particular of SMEs, represented by their associations.
The National Portuguese ICT Cluster TICE.PT, Site of Information Technologies, Communication and
Electronics, was formally recognised by the Portuguese Government in August 2009, within the
framework of Collective Efficiency Strategies of NSRF.
The TICE.PT aims to promote and leverage networking strategies for the sector. Network between
companies and R&D centres, in order to induce a renewal active in national economic context,
producing positive effects on national offering, enhanced by innovation and knowledge, creating
export capacity and added value in domestic products.
The Mission of TICE.PT is to build a collaborative platform that engages and mobilizes the main actors
of TICE in the processes of innovation, R & TD, knowledge transfer, advanced training, development,
production and commercialisation of products and services, marketing and internationalization.
To achieve the strategy, the intervention of the TICE.PT is focused on a set of horizontal intervention
areas, at the production level of TICE products and services, to apply in vertical intervention fields
(socio-economic sectors), with the “Internet of the Future” functioning as a structuring framework and
aggregating element.
Training and conversion of human resources capabilities, qualification of companies and of
infrastructures for incubation and development, and internationalisation, are considered the
fundamental intervention vectors for the sustainability of the recommended strategy.
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The horizontal intervention areas of National Portuguese ICT Cluster TICE.PT are the following:




Information Systems;
Telecommunications;
Electronics,

The horizontal intervention areas provide sustainability for the set of vertical intervention areas:








Energy Efficiency and Sustainable Environment;
Education;
Organisational Efficiency;
Health and Quality of Life;
Public Service;
Mobility;
Culture and Leisure.

The transversal elements of the intervention strategy of the National Portuguese ICT Cluster TICE.PT
are the “Internet of the Future”, training and qualification, and internationalisation.

6.4

MESAP

MESAP Smart Products and Manufacturing, in Italy (Piedmont) is a regional Innovation Cluster
operating in the Smart Systems Integration and Industry 4.0 domains; the cluster has 260 companies
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and the main target sectors are: manufacturing plants and machines, robotics, automotive, aerospace,
energy, railways, biomedicine, household machines, agrifood, printers, textile, chemical waterborne.
MESAP is one of the founding members of the Italian national program “Cluster Fabbrica Intelligente”
a non-profit association, set up in September 2012 after the issuing of a call of the Ministry of
Education, University and Research aimed at establishing national Technological Clusters. It is joined
by small, medium and large enterprises, universities and research centres, entrepreneurial
associations, technological districts and other stakeholders operating in the Manufacturing and
Intelligent Factory sectors. The CFI Roadmap constitutes the organizational modality implemented by
the Cluster to integrate visions, programmes and actions of the industrial and academic components.

6.5

MITC

Mälardalen Industrial Technology Center (MITC) is a platform for cooperation between academia and
manufacturing industry in the greater Stockholm region. The mission is to encourage industrial
development and growth as well as development within academic education and research. The current
MITC focus is to support the development of Manufacturing industry. The companies are from the
automotive, food and pharmaceutical sector. Currently there is a large focus on Smart Industry,
Industry 4.0 and the technology shift within automotive industry.
Capacities
MITC offers along with universities, primarily, Mälardalen university a range of activities in order to
support and inspire the development, implementation and use of Industry 4.0 in industry.
Consulting
Strategy and operations
Development of digitalisation strategies
Support in implementation of digitalisation strategies and activities
Competitiveness and innovation
Industrialisation lab
A lab where students are trained and companies perform projects in order to test new equipment and
industrialize new products is currently being developed. The lab will open in September 2019.
Flexible capacity building courses for industry
Along with Mälardalen University MITC is introducing a program – PREMIUM of university courses for
capacity building in Swedish manufacturing industry. In all 12 courses will be offered mainly in
automation and Industry 4.0. The three first courses were given the autumn of 2018.

6.6

BNPT

BalticNet-PlasmaTec (BNPT) stands for a technology and market-oriented cooperation of science,
research and economics in the field of plasma technology. In many technical products, which we
encounter in everyday life, thin layers are applied during production processes and the surfaces are
modified according to the requirements. Plasma processes provide new and better solutions for many
questions related to materials.
Due to it high reactivity, plasma processes are used as a key technology in many important
technologies. In general, plasma allows cleaning, etching, activating, coating, or functionalising of
much kind of surfaces. The vast majority of plasma selectively changes only the top surface layer and
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therefore takes influence on the characteristics only in the nanometre range. Today and in futureoriented research fields, plasma technology will be a key technology and is already at a prominent
place. The enormous potential of this technology is reflected in an extremely wide range of
applications.

New technologies like the digital industry or Industry 4.0 offer great opportunities for plasma
applications. This fact is also known by the players in surface technology who deal intensively with
these current topics. In everyday practice there are already good examples of integrable IoT services
for process technology right through to networked business processes. The main interesting areas for
the industrial members of BNPT are:














Integration and exchange of information
Lean manufacturing process
Digital documentation of business processes and process monitoring
Industrial process automation and process diagnostic
Big data, analytics, correlation and security
Linked sensors for data collection and processing
Transformation of the collected data into suitable software
Additive manufacturing
Autonomous robots
IoT
Horizontal and vertical system integration
Quality management and prognostic maintenance of the systems/machines
Equipment condition monitoring in real time
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Augmented reality

7 SWOT analysis
The SWOT analysis has been conducted in order to define the strengths, weaknesses, opportunities
and threads for DIA consortium.

7.1

Strengths


Strong consortia with considerable experience in the area of innovation and
internationalization



Consortia already includes international clusters (cross-border)



Cross-sectorial complementarity with ICT and the target industry of Smart Production,
Manufacturing and Plasma Technology



Emerging industry (ICT) with high dynamism and innovation potential



Target industry with high potential for integrating ICT (need for ICT solutions)

7.2

Weaknesses


SME often lack information about the benefits of internationalization and its importance in
long-run and need motivation to be engaged



SME lack of time and skilled and experienced resources in the area of internationalization



Lack of trust in the new technology



High investment costs and complexity of the ICT topic



Manufacturing SMEs lack skills in defining their specific need, lack of buyer competency

7.3

Opportunities


Leading collaboration to address the challenges of the target industry



Using experience, know-how and technology for innovative solutions that address the market
needs



Building strong collaboration with current and new partners in the target markets



Supporting the innovation and competitiveness of SME and securing long-term financial
sustainability



Bringing the target market to a next level and to build a competitive market in Europe and
across



Insights from other markets will inspire continuous work on home ground and stress the sense
of urgency

7.4

Threats


Administrative bottleneck and regulatory barriers



Different business environment of particular clusters



Possible political risk and uncertainty of some of the target countries e.g. USA, China, Brazil
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8 Mechanisms of collaboration
8.1

General collaboration procedures and agreements

As described already in section 4 DIA partnership (future situation), the consortium will sign an DIA
ESCP Partnership Agreement by the end of the project lifetime. Furthermore, the consortium will
discuss about a cooperation agreement and/or a legal structure at the end of the project. The
agreements will make sure to collaborate also after the end of the project in a long-term. Possible
other clusters who would like to join the partnership, will first need to sign an MoU and also the
cooperation agreement. If the DIA consortium will decide for a legal structure, all collaboration
procedures will be explained more in detail in the statues of the legal structure.

8.2

Intellectual property rights

Intellectual property rights (IPR) 30,8%
Intellectual property (IP) can improve the competitiveness of SME and can provide a source of revenue.
SME often have a lack of time, resources, or knowledge to address IP issues. The consortium will work
very close together with the European IPR Helpdesk.
The European IPR Helpdesk is a project funded by the European Commission and managed by the
Executive Agency for Small and Medium-sized Enterprises (EASME). It provides free-of-charge, firstline advice and information on Intellectual Property (IP). The services of the European IPR Helpdesk
are delivered and managed by a consortium established by the three partners infeurope S.A., Eurice
GmbH and IPIL G.I.E.
The EU funds four IPR helpdesks staffed by experts who can provide free advice and training sessions
on IP issues:
-

-

The European IPR Helpdesk offers tailored advice to researchers and European SME
participating in EU-funded research projects and SME involved in international technology
transfer processes.
Three specialised helpdesks support European SME in China, South-East Asia and Latin
America. These multilingual helpdesks offer free services including confidential first-line advice
on registering formal IPRs (such as patents, trademarks or design rights), managing intellectual
property as business assets, dealing with intellectual property rights infringements, and the
provision of information and training on related topics.

Due to the countries identified in section 5.2.8 Countries to further develop activities outside Europe
(USA, China, Brazil), the IPR Helpdesk China would be very interesting for the consortium to help their
SME in IPR questions in China.

9 Services and tools for internationalisation
Only few SME are exporting beyond the EU borders, but to ensure the competitiveness, economic
growth and innovation of European SME, clusters needs to help their SME to go international and to
access third markets. Around 90% of global growth will originate outside the EU in the coming years,
this means the European SME have to increase the internationalisation to stay competitive. Especially
for SME it is difficult to enter new market by themselves (e.g. time, budget and resources) and
therefore the help of the clusters and the experienced cluster members are really important for the
internationalisation. In the following paragraphs the need of services from the cluster SME (survey)
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are combined with services the clusters (including their members) and external can provide. Followed
by a detailed explanation of the services.

9.1

Need of services from the cluster SME

The highest needs of services the cluster SME see in the economic and technical information with
64,6%. The needs for this information will be given in the following services:









9.2.1 Motivational and awareness-raising seminars for internationalisation
9.2.2 Market intelligence
9.2.3 Fact-finding missions
9.2.5 Peer mentoring programme
9.2.6 SME direct support
9.2.7 Creation and support of working groups focused on specific target market
9.2.8 Means to support the internationalisation of cluster's affiliated SME
9.2.9 Funding and other opportunities

The second highest need for services was the financing for business development with 58,5 %. The
needs for this information will be given in the following services:





9.2.1 Motivational and awareness-raising seminars for internationalisation
9.2.5 Peer mentoring programme
9.2.6 SME direct support
9.2.9 Funding and other opportunities

The need for expert advice for growth and expansion with 53,8% was the third highest mentioned
need for the cluster SME. The needs for this information will be given in the following services:








9.2.1 Motivational and awareness-raising seminars for internationalisation
9.2.2 Market intelligence
9.2.4 Trade missions
9.2.5 Peer mentoring programme
9.2.6 SME direct support
9.2.7 Creation and support of working groups focused on specific target market
9.2.9 Funding and other opportunities

The fourth highest need for services was the financing for business internationalisation with 50,8%.
The needs for this information will be given in the following services:





9.2.1 Motivational and awareness-raising seminars for internationalisation
9.2.5 Peer mentoring programme
9.2.6 SME direct support
9.2.9 Funding and other opportunities

45

D 3.1 Joint Internationalization Strategy|

Services realised within the clusters or with external services

4653
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9.2

Services and tools for the internationalisation of the cluster SME

9.2.1

Motivational and awareness-raising seminars for internationalisation
This service considers the organisation of thematic seminars aiming to make SME aware of the
relevance and benefits that internationalisation can bring to them. Sessions can be focused on
different aspects related to internationalisation such as exports, information on target markets
and business culture as well as intercultural skills in the country, update on relevant sectors or
funding sources and opportunities. They can also include the presentation of inspiring success
stories of different companies. These seminars should be part of a campaign with the specific
aim to boost the interest and knowledge regarding internationalisation. It is important to
design the campaign around a well-defined structure so that each session covers different
parts of the internationalisation process and therefore, adds value to the participants.
The seminars can be given by experts directly from the cluster staff or from other members of
the cluster or if necessary by external experts. The consortium will try to engage as much
cluster members as possible to give these seminars as a lot of cluster members have a lot of
experiences in international cooperation and also in specific markets. Furthermore, the trust
building between members is much higher than with external experts which will led to a better
cooperation.
Additionally, DIA consortium can combine seminars at the regional level and webinars. The use
of social media to promote these activities is a key to engage SME, which might be reluctant
to take part. This service proposes the organisation of workshops for SME to train them in
different skills for a beneficial internationalisation. Topics may include effective networking,
international management, legal and administrative aspects, development of
internationalisation strategies, implementation of the strategy at SME level, brand promotion,
utilisation of available tools or language courses.
Finally, it is important to publicise the results obtained during these workshops in order to
encourage the participation of more SME in future events.

9.2.2 Market intelligence
DIA should offer to its SME market research studies (including information on markets,
technologies, sectors and competitors) in all relevant sectors for the strategic countries; it also
will proceed on identification and communication of the potential partners and customers for
business collaboration.
Besides providing reports and other written information, DIA could organise, when pertinent,
small events to convey strategic information to a group of SME from a specific sector,
encouraging an open discussion regarding opportunities in target markets.
For the implementation of the market intelligence service, DIA should take advantage of all
tools and services available to gather and request relevant information. In this regard, it should
be highlighted the services of the EEN contact points as well as chambers of commerce or
regional and national foreign trade agencies.

9.2.3 Fact-finding missions
DIA could consider the organisation of fact-finding missions to strategic target countries,
aiming to gather relevant information regarding specific opportunities available in the country
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and entry requirements as well as to establish contacts with local clusters and any other
potential business partners.
Fact-finding missions may include different kind of activities, such as: meetings with
institutional and industrial representatives, meetings with market and sectoral experts,
company visits, etc. The fact-finding missions can also be used to identify and contact potential
customers, business and R&D partners, facilitators and other partners for supporting the
internationalization process.
Most parts of the fact finding missions could be organised by the clusters of the DIA consortium
but when it comes to missions outside Europe, the consortium need to see if they have already
contact there (e.g. through earlier missions, though other cluster members etc.) or if they need
the help of external experts.

9.2.4 Trade missions
Participation and organisation of trade missions should be one of the priorities of the services.
Besides the exposure to the market, the activities included are mainly focused in networking,
a means to identify potential partners, promote and transfer technology, develop R&D
competences, share knowledge, start joint ventures and even access to financing. Missions
may include different kind of activities, such as: meetings with institutional and industrial
representatives, company visits, B2B-meetings, networking events and fair participation with
joint booth.
Most parts of the trade missions will be organised by the clusters of the DIA consortium.
Nevertheless, the consortium will also look for already existing contacts (e.g. through earlier
missions, though other cluster members etc.) or experiences of other trade missions.
Furthermore, if needed, the consortium will find help from external experts.

9.2.5 Peer mentoring programme
The DIA consortium will match SME that are settled in target markets with others that wish to
start an internationalisation process in the same country. Profiting from previous experiences
has a great impact when deciding on the best approach for internationalisation, since SME can
base their strategy on facts and set more realistic goals regarding the outcome expected.
Moreover, the relation with established companies often motivates those in a more
preliminary stage.
Primarily, the consortium will look in their own clusters for members that could operate as
peer mentors. The trust-building between members from the same cluster or from the
consortium will be much higher than with externals. BalticNet-PlasmaTec has already
members from Brazil and also European parts which have a branch office in Brazil in their
cluster. These contacts could help other partners to settle in this target market.

9.2.6 SME direct support
This service consists of a package of tailored internationalisation support measures. The SME
of the DIA consortium might differ a lot in terms of target countries, products or resources, to
name a few characteristics. This affects the internationalisation process and therefore, having
a customised service that targets this individual features facilitates the transition of going
international.
The first step should be an assessment of the potential and capabilities of the SME wishing to
undergo an internationalisation process. This would give a concrete idea about the readiness
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of the company to face the transition as well as the foundations to co – build a strategy in
accordance to its particular needs and competences.
The DIA consortium should support the company through the whole process although the level
of implication could vary attending to each particular case. In this sense, the DIA consortium
could implement the following initiatives: identification of potential partners, marketing and
communication support, help to find and apply for funding, personnel management, and
participation in events on behalf of the company or elaboration of projects to be transferred
to the company.
These direct support services should act as central office, gathering all the expertise within the
DIA consortium in order to offer the best guidance for internationalisation. These services
should be able to orient SME in operational questions, provide legal and technical assistance
on topics such as contracts or certifications or recommend the correct sources to find certain
information.
These direct support services would be much more effective if considering the establishment
of local representatives (ambassadors) in target countries, who will be able to provide direct
services from the target country are aware of the local language, legal cultural and business
environment, have an access and knowledge of the market and network of potential partners
for supporting the collaboration.

9.2.7 Creation and support of working groups focused on specific target market
Since SME might face bigger obstacles than large companies to go international, creating small
groups of companies (4 -6 members) targeting the same markets and fields is a good option to
generate synergies and accelerate the internationalisation. Having groups ready to cooperate
could help the partners to overcome the difficulties related to the internationalisation process
and boost their possibilities to achieve success.
These groups should have an added value so that for example, the tasks involved in
internationalisation could be divided between each member - while one of the companies is
responsible for doing market research, other one can find potential partners. Moreover, the
SME can use their complementary skills and resources to enhance their competitiveness, gain
visibility, share knowledge, develop their R&D competences etc.
DIA would support the creation of these groups, detecting suitable partners among its
members and promoting the necessary networking. To ensure the partnerships accomplish
their goals, an expert in internationalisation has to be designated to handle the strategy. This
expert should belong to the consortium (either of the cluster staff or from other cluster
members) and should accompany the group at least along the first steps, when reaching
compromises and making decisions require bigger efforts. DIA can also help to apply for
financing, identify interesting events or publicise the initiative.
It should be noted that, to ensure the success of this service, it is necessary to have experience
in this kind of services, have a close relation between the cluster and the SME, as well as among
the participant SME. Also, this kind of services are expensive, therefore their sustainability
must be analysed carefully.

9.2.8 Means to support the internationalisation of cluster's affiliated SME
Each DIA consortium partner offer this service to support the internationalisation of its
affiliated SME, different means can be used such as: participation in meetings organised by the
European Commission to find potential partners; workshops in which industrials and other
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possible doors openers for new markets are invited; participation in matchmaking events in
order to seize opportunities in international markets; use of (social)media to highlight the skills
of the DIA members and identification of obstacles that SME face when exporting.
The support of the internationalisation will be mainly organised by the clusters of the DIA
consortium. If needed, the consortium will find help from external experts.

9.2.9 Funding and other opportunities
The DIA consortium helps its members on how to obtain funding for joint research and
development, especially at national level. Moreover, it supports the members to seize
available opportunities in the public administration such as regional and national programmes,
innovation vouchers etc.
The funding opportunities will be elaborated by the DIA consortium.

10 Monitoring and evaluation procedures
The table below shows the planned, joint activities during the next 2 years (2020-2021) as well as the
timeframe of each activity. All activities and timeframes are estimations and needs to be controlled
and if necessary revised every month. Furthermore, it will be explained how these activities will be
monitored and evaluated in mid-term. A more detailed plan also including the needed resources are
given in D 3.3 - Detailed roadmap and actions for the implementation of the internationalisation
strategy.
This monitoring plan and all included activities and timeframes are estimations which needs to be
reviewed and if necessary changed every month. This will be the task of the leader of this group. Two
very important aspects are the coordination and quality control of the activities and the online meeting
which needs to be fulfilled each month. To monitor each activity, the online meetings and quality
control are necessary. The table below will be used to monitor each activity and also report the
possible delays and the new deadlines.
Every three months the key performance indicator will be monitored by the leader of this group. This
monitoring will then be discussed and be part of the online meetings.
In December 2020/January 2021 a mid-term self-evaluation will be conducted by each partner. During
this evaluation all activities will be monitored by each partner and reported to the leader partner. This
self-assessment will help to jointly assess the activities relevance, the efficiency, the effectiveness, and
impact. This self-evaluation will be conducted after the first year but also at the end of the first 2 years.
The following steps will be taken to ensure a good self-evaluation:

Preparatory phase

Implementation phase

Clearance
phase

Follow up

Sustainability
plan

1. Preparatory phase: The main part of the preparatory phase is to realise an evaluation plan. This plan
should include the following items: activities; timeframe; budget; roles and responsibilities.
2. Implementation phase: This phase will be used to fill in the evaluation plan. Each partner should fill
in their own plan. This evaluation plans will be send to the lead partner.
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3. Clearance phase: The main part of this phase will be the evaluation of the results from the
implementation phase. The lead partner will do the evaluation and will inform all partners about the
results. This phase should ensure the quality of the activities.
4. Follow-up: The lead partner together with all partners will proactively seeks to implement and
absorb recommendations into future activities. Furthermore, this phase could include a lessonslearned chapter do avoid mistakes for the future.
5. Sustainability plan: This plan will be conducted by the end of the first 2 years. Here the successful
activities will be record in a plan for the long-term activities.
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Joint activities during the first 2 years

01
20

02
20

03
20

04
20

05
20

06
20

07
20

08
20

09
20

10
20

11
20

12
20

01
21

02
21

03
21

04
21

05
21

06
21

07
21

08
21

09
21

Coordination and quality control of the activities
Online meetings
Monitoring of key performance indicators
Mid-term self-evaluation
Final evaluation and sustainability plan
Establishment of ambassadors in the target countries
Identification of industry partners and innovation organisations in target countries
Organisation of fact-finding missions
Fact-finding mission to Brazil
Fact-finding mission to China
Fact-finding mission to USA
Signing of cooperation agreements
Establishment of a SME group to go international
Cooperation building between DIA SMEs
SME call for expression of interest to go international
Assessment of applications and selection of SME delegates (12 SME per mission)
Training for SME delegates to go international (market information, IPR etc.)
International mission with SME to USA
International mission with SME to China
International mission with SME to Brazil
Monitoring of further internationalisation support opportunities and funding
Establishment of long-term services in USA, China, Brazil
Definition of target markets for the long-term
Long-term financial sustainability strategy
Long-term exit strategy
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The main key performance indicators are listed below, including the measurement (quantity) and the
description. This table, as well as the table above, needs to revised and if necessary changed every
month.

Key Performance Indicators
Title

Brief Description

Target (quantity)

Number of cluster
organisations benefited

Number of cluster organisations and business
networks from different COSME participating
countries having benefited from the supported
actions

7

Events where the project
is disseminated

Number of events (not organised by the
project) where the project partners participate
and disseminate DIA2, through dissemination of
printed materials or by organising sessions to
present the project

14

Members of DIA2 LinkedIn Group

180

Followers in social
networks
Highly engaged SMEs

Number of SMEs registered within the CRM
system

50

SMEs in the online
discussion group
Cooperation workshops
organised

Number of SMEs participating in the Clou5
online discussion group
Number of cooperation workshops or group
meetings organised with DIA2 companies in the
scope of relevant tradeshows
Number of training webinars to go
international organised
Number of participants in training webinars to
go international (Soft-landing agreements)
Number of ESCPs that cooperate with DIA2 for
knowledge sharing or organisation of joint
activities
Number of relevant potential partners per
country (clusters, business associations,
technology centres) related to the packaging
sector that have been contacted by AdPack2 to
initiate a cooperation
Number of exploratory missions conducted per
target country (each partner must choose one
mission)
Number of cooperation agreements or
Memoranda of Understanding signed between
the Partnership members and international
partners (sectoral and/ or business
organisations) for each target market

50

Training webinars
Participants in training
webinars
ESCP with which
cooperation is
established
Relevant industry
potential partners
contacted per country

Exploratory missions

Cooperation agreements
or memoranda of
understanding signed
with international
partners per country

3

7
50
3

5

1

2
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Key Performance Indicators
Title
International Trade Fairs

Business matchmaking
meetings
Applications received to
participate in
internationalisation
missions
SMEs participating in
each internationalisation
mission
Organised SMEs
meetings in each
internationalisation
mission
Benefited SMEs

Business partnership
agreements signed by
SMEs

SMEs that use the
ambassador service

Increase turnover and
employment in Europe

Partnership members
Cooperation agreements
with sponsors

Brief Description
The number of targeted international trade
fairs by the consortium (each partner must
choose 2 International fair)1
Number of business matchmaking meetings
supported per country

Target (quantity)
3

100

Number of expressions of interest received to
participate in each of the internationalisation
missions organised

20

Number of SMEs that participate in the
internationalisation mission conducted to each
target country

10 to 14

Number of meetings that each SME has with
potential partners in the scope of an
internationalisation mission
Number of SMEs having directly or indirectly
benefited from the supported actions,
resulting in cooperation projects
Number of cooperation agreements or softlanding agreement signed between the
Partnership members and international
partners (sectoral and/ or business
organisations) for each target market
Number of SMEs that request the utilisation of
the ambassador per target market
Increase in the percentage of the turnover
from international activities, and employment
in Europe, of the SME having benefited directly
and indirectly from the supported actions, as
measured through a survey by the end of the
action
Number of members to participate in the
partnership after the end of the project
Number of cooperation agreements signed
with organisations that can co-fund the
organisation of international activities

6

50

2

14

1,5%

9
2

1

There will be 3 Fact finding missions in year 1 of the project for which each partner must attend 1 mission and
there will be 3 European International Trade Fairs in year 1 of the project for which each partner must attend 2
Fairs; in year 2 of the project all partners must attend all missions accompanied with at least 1 SME
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11 Sustainability
11.1 Structural development
To realises a project independent structure, the DIA consortium will build up an own structure
or integrate their activities in existing structures to use synergies for collaboration.
Furthermore, in D 3.3 a detailed roadmap and actions for the implementation of the
internationalisation strategy will be developed.

11.2 Financing tools
To realise the financial support, the DIA consortium will try to find additional project funding
for planned activities. More details for the financing tools will be developed in D 3.2 - Financial
Plan of the Joint Internationalization Strategy (including the funding map).
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