MADE WITH ITALY

MOUNTAIN LIFESTYLE

Why Sports Events May Represent
the Key to Reveal Unknown Italian
Regional Destinations to China
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Scenario / FE&ER

We had the privilege in this year to observe first hand
a change in affluent Chinese travelers preferences
toward travels and leisure-time activities.

May well have been a second psychological effect
of Pandemia, we notice in domestic market a
different attitude in destination choices, and from
the industry point of new a new raise of diffused and
remote hospitality solutions.

Remote regions, natural, isolated and “unknown”
places became trendy destinations.

Outdoor activities and sports, hiking, camping,
cycling became the target of an holiday —for singles,
friends and families alike.

Anticipating or following the trend, ethnic camp
lodges or sustainable boutique properties became
to appear, close to main metropolitan hubs as well
as in the total wilderness: for the first time — a trend
which is well developed in western destinations, and
not only, but totally unheard before.

This level of service thou still lack the experience that
western destinations are able to put into operations,
and this reveals a key factor which affluent Chinese
travelers soon enough became to complain about,
while dreaming again to being able to travel
overseas, where also activities ‘choice and level of
service still differ very much. This is a positive point
for overseas destinations, as tour operators started
to realize the best part of their clients is more and
more looking for quality too, and therefore they
are now mMore open to receive information on new
destinations than before.
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Outdoor activities and
sports, hiking, camping,
cycling became the
target of an holiday -
for singles, friends and

families alike.
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Different reports highlighted the fact that
both among millennials and older generations
alike a strong interest in topics like “once in a
lifetime”, “participating in sporting events and
sport competition”, “watching live sports events
abroad”, “health and fitness” and “participating
in outdoor sports” while considering traveling
abroad is definitely rising, up to constituting the
very reason to travel for.

Another key factor concerning how destination are
chosen: safety, natural environment and weather
are the first three top motivations, followed by
iconic landmarks (read: instagrammability), political
climate and online reviews.

We would say Italy has all the chances to classify
as one of the top destinations, also taking
into consideration the very lucky sequence of
international events which will happens soon: 2022
China-ltaly Cultural and Tourism Year, The Beijing
Winter Olympics, followed then by the Milan —
Cortina Winter Olympics.

Only one small black dot appears: Chinese travelers
nowadays have no idea Italy boast a spectacular fan
of options concerning outdoors.

Montebianco is Mont-blanc, for China. Alps are
French, Swiss, Austrian: all countries that invested
heavily in their presence and promotion here on
this topic.

Then..where to start?
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The Project / T B {&iA

To use sports event to boast visibility of new regional
destinationsin Italy.

The project is a definition of a different approach in
order to promote unknown Italian destinations.

The hintisto usethe emerging trendsas cornerstone
of this strategy: outdoors and active tourism as
dragging tool to create awareness about the areas:
Italian geography and urbanfural settlements
logiistics allows for short transfers (within 2 hours
max) to reach complete different natural scenarios —
from mountains to the lakes or hills, or the sea even.

While the outdoors and the activities represents
the main reason why; Italian territories are never shy
of regional food and wine excellencies - still to be
discovered as well — art, history, cultural apexes and
of course natural beauty.

To push on theme travel would be rudimentary and
limited, while synergy among the different options
would create a composite offer no other country is
able to match: for quality, variety and service.

Longevity of the destination is assured as well as the
opportunity to attract clusters widened to families,
singles, millennials (very prone to sport activities and
once in a lifetime) or cultured elderly.

In this optic Sports Event may well act as catalyze,
as for their own definition the event epitomizes in
a unigue moment the quintessence of the activity
in a specific place, giving maximum visibility to the
destination and make it appear on the map for the
public: this is the fundamental first step to be taken
into consideration today.

Needless to say, the travelers ‘cluster able and
willing to travel abroad to join sport competition
or to witness it, is largely affluent, curious and well-
traveled. Those are the people that will be the
destination’s ambassadors among their friends and
on social media — a destination able to grant them
a unigue moment in their life, and that they feel
confident to recommend, as able to cater for almost
any preference, actually.

Beside the fundamental activity of promoting toward
the public, in order to help the retrievability of the
destination is good to work with industry players as
well: OTA and Tour Operators. Those will not surely act
as promoter (No need to invest in a new destination,
as long as the people travel anyway), while will be
prompt to include in their product a destination
suiting the trends. In this view, and for the set of
approaching events already mentioned would be
a good idea to promote Italian outdoor destination
through in presence workshops.
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The project is a
definition of a
different approach
inordertopromote
unknown  Italian
destinations.
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Impact and Benefits / S5

Benefits could be various: in Italy this movement will
run against over tourism, distributing income to a
wider extent of our Country, differentiate the tourism
flow, while very possibly having a positive impact on
economical, employment and then infrastructure
on local level.

We are not inventing a new cluster: we are simply
entering and arena that France, Austria and
Switzerland claim for themselves years ago. A
profitable niche, which we may well engage with
higher returns in terms of longevity and variety.

As Italians, we would make the best of the
international events to come (Tourism Year, Winter
Olympics), as it would be supposed to be.

Event-only guests (ref. Olympics) are welcome, but
we may really transform this granted visibility to
define new destinations, and to make them last -

in Chinese travelers' preferences.
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« Distribute income and tourism
flow to the territories

« Enter a new market where only France,
Austria and Swiss now reign

« Intercept the new wave of trends and
interests among affluent Chinese travelers

« Making the most from the next
international events repercussions
(Olimpics in BJ and Cortina)
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Contacts / BER ST

MWI - Made With Italy
Web / i www.madewithitaly.cn

E-mail / BF 4 contact@madewithitaly.cn
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