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Germania e Italia continuano a essere i due leader nell’export europeo rispettivamente al 3°
e 5° posto.
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Germany and ltaly have remained the two top European exporters —

resp.ly #3 and 5 globally — even through the years of globalization
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Il contributo dell’export tedesco al prodotto interno lordo nazionale e cresciuto fortemente
nell’ultimo decennio grazie a vetture ed elettronica.
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Export has contributed to Germany's GDP more than ltaly's has
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L’export italiano e cresciuto soprattutto grazie alle macchine utensili e ai componenti
meccanica e rimane forte nel tessile. La Germania ha visto crescere I'export di settori ad alto
valore aggiunto come auto ed elettronica.
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Italy and Germany excel in specific sectors, with Italy leading in
extiles and Germany in vehicles and both strong in machinery

Exports by manufacturing sector) as share of total exports [2000 — 2012; %]
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Italia e Germania

La Germania continua a essere il partner di riferimento per I’export italiano, cosi come
I'ltalia continua a essere un importante fornitore per la produzione tedesca destinata
all’export
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ermany remains the key trading partner for Italy among the most
ndustrialized countries

Italy's EXPORT to Germany as a
share of total exports to G107
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Likewise, Italy continues to be a key trading partner for Germany
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Tuttavia nel 2012 si assiste a una drastica caduta delle importazioni dalla Germania
comportando una riduzione dello storico deficit di bilancia commerciale dell’ltalia verso la
Germania.

Italy's historical trade deficit with Germany has drastically shrunk in
2012 because of the fall of imports

ltaly — Germany manufacturing trade balance [2000 — 2012; EUR bn]
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Il posizionamento nella catena del valore

Dal 2005 la Germania ha progressivamente ridotto il contenuto di prodotto nazionale
nell’export a differenza dell’ltalia probabilmente a causa dell’internazionalizzazione delle
imprese tedesche che producono di piu all’estero.
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Germany has progressively reduced its local content of export while

Iltaly has slightly increased it since 2005

Value added of exports by country of origin [1995 — 2009"; %]
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La Germania ha rafforzato il proprio posizionamento a valle nelle catene del valore
avvicinandosi di piu ai clienti finali, mentre I'ltalia ha risalito la catena del valore verso
posizioni piu da fornitore
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However, since 2005 Germany has strengthened its position as

Since 2005 both Germany and ltaly have reduced their position as

o ) Client in the global value chain while Italy has drastically reduced it
suppliers in the global value chains
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Nella catena manifatturiera I'ltalia oggi & piu fornitore e la Germania piu vicino ai clienti.

ISUPPLIER / CLIENT RATIO

The supplier / client ratio shows Italy becoming more a supplier and
Germany more a client along the global manufacturing value chain

Supplier / Client ratio [1995 — 2009")]
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La partecipazione dell’ltalia alla catena del valore diminuisce, mentre la Germania puo
contare maggiormente su network produttivi integrati
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Italy's participation in the global value chains is decreasing over time
— Germany relies more on integrated production networks

Total participation in global value chains — Manufacturing [1995 — 2009
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Competere a livello globale

La Germania vede un aumento dell’export di prodotti di alta qualita, mentre I'ltalia ha
ridotto di meno il peso sui prodotti di media qualita

Germany increased its export share of "high quality” goods more
han Italy, which however performed better in the "medium quality”

Manufacturing exports by quality of goods™ [2001 — 2009; %]
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La quota di mercato tedesca nell’alta qualita cresce grazie a veicoli e prodotti elettrici
mentre I'ltalia si mantiene forte nel tessile e nell’alimentare

Germany's export share in "high quality" goods increased due to
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Vehicles and Electrical Products, Italy is strong in Textile and F&B

High quality goods?) as share of total exports by sector [2009; %]
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La presenza di una componente piu elevata rispetto alla Germania di prodotti di bassa
qualita nell’export sta esponendo maggiormente I’ltalia alla compezione cinese
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Italy's relatively higher share of lower quality goods exposes its
export to the Chinese competition

ltaly's and China's share of the German market by quality of goods") [2001 - 2009; %]
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