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B.A.O.: Italy By Appointment Only
BAFIE AR - NRFALY

Italy [B][A][O] is an lItalian Travel Conciergerie, focused on exclusive and high
quality services. We like to design and deliver fine and unexpected experiences
both on traditional destinations and in not well known but equally amazing
areas of our country.

Italy BAO. (RARZE) - REETENRE, BREVIRITIRS T WA BN T RE®R

TS RMEFNEAREZ 2R, XER—ARTTHIRNME EHNIRIT, BEEIFEHANIRITE
i, EEUERAT BN ANUBEN S A AT

China 2000: Italy Lifestyle and Culture
China 2000: BAFI4EHR AW

The main services offered by China 2000 Srl are consulting and trade service
assistance to italian and chinese companies for feasibility studies, Marketing
and Commercial Promotion. The company’s mission is to understand the needs
of Italian and chinese companies and establish a cooperation plan among both
parties in order to open both markets. China 2000 Srl is able to offer to the Italian
and chinese companies the services necessary to support commercial actions
for entry into the foreign market. The services offered are: legal, accounting and
administrative, sourcing, quality control, marketing, facilitated finance, logistics,
certification in import or export. China 2000 Srl is supported by qualified
consultants and partners both in Italy and in China.

China 2000 SriR B EBARS R ATAFIFPE QB RITIHMT, TIHERTELHET =
HEWMNRZIRS 2 IZARNES R T REAFMPEARNER, HEWS Z BRI
BYEHRILETHFA 1. China 2000 SrlEEBREAFIFPEABRESENIRS, XS
#HNEINHZHIE AT R HBOIRS BIE AR, ST, R, REEH), TiEH, U
SS1EF, Y, #HOIERR. China 2000 Srlf BAFF R EBI SIEIEM S FI IR M.

Centro Turistico Cooperativo: Centro Turistico Cooperativo

BAFRBFEEHL (CTC)

“Cooperation in the Way" is a Confcooperative project dedicated to those who
love to walk, to those who want to embark on an inner journey and do so along
a path, to those in search of the beauties of less known lItaly, to those who
want to taste the food and wine delicacies of local producers in contact with
nature. Agricultural and fishing, tourist and cultural cooperatives present along
the Paths, companies that have decided to create a network to welcome the
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traveler who, during his journey, will also be able to enter a farm, visit a museum,
taste a good wine , and of course stay overnight after the hardships of the day.

“B EMEIE"2—1 Confcooperative TNE, 3T AL EIRERMIA, BRLLABEES AL
MRIZFHAE/ NN, BB FHEE N NN BAFIZSHA, BLEAES KB R,
RELMEFBNEGEEES AR RIS L GRENX SR, ATRAECIR—
MNEESRIMARITE, M THEARIEIE B LU AR ) B MEME REEE, W LR RE
—RHRFEZ GEE—R.

Dynamigs: Etruria Project
B e ELTE

Divided into the 12 city-states of antiquity, Dynamigs collected some examples
to highlight the diversity and potential of an ‘Etruria’ itinerary, specifically
adapted to the interests of the modern Chinese tourist. For each of the twelve
city-states, the examples were divided into three categories: typical food and
wine; Culture, through unique events; Appealing places/landscapes.

27 12 DEAEFE, Dynamigs T —EAIFRRG “FEEET TN SHFIERNET,
FAESNAREFFNEB ST MRS —, XEFFRD N =X HREN
BYIMAEE; UL, B IREFRIEM; RS IABMS /KSR,

Etihad: Sino-Italian Cooperation Project Concepts
FEAFHEES

Capitalizing on the timeless charm of the ancient Silk Road, Etihad is open to
partners willing to promote Italy as a destination taking advantage of a stopover
in Abu Dhabi. Abu Dhabi is a city of enchanting culture, year-round sunshine
and endless adventure. Promoting Italy taking advantage of a stop-over in a
safe and fascinating city will definitely increase the attractiveness of the value
proposition to the clever Chinese travelers.

REGELAZREKER, MREENEAEEFAEMNGILLETREZNNSER
AR BB AR FIfILLER—EERERA XL 2FANMER S M
. #BEAFFBE— N REMEABRTPREBHN S, BESEINMETIKTE
BB R BORS0.

Good Italy: The Treasure Hunt of the Vesuvian Coast

IFRGTHERBRE

The tourism project is built as a “Treasure Hunt” divided into stages that are
reached over three / five days (two / four nights), depending on the option
adopted by the customers.

For each stage a series of locations are identified among the 21 of the entire area
and for each location visits to sites of cultural / artistic / archaeological / landscape
interest are planned combined with moments of musical entertainment and
appointments at producers of food and wine excellence, workshops crafts and
artistic ateliers.

The goal is to create an experience with a strong overall impact where all the
senses are involved and in which the Tourist participates by following the
directions that arrive on the mobile device and the suggestions of the Guide
to achieve a true “immersion” in the territory they visit, transforming each
participant is the protagonist of their own journey.
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MRERBRADEN “FE", DA=D/EK (F/LEEE) BB, BEBUA T & A RANNER.

TSN, FREDKEN 21 MLPRE T —RIMR, HAXNTE MR, IS0
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N2, FHTZRMERTIER.
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ERIETMIEENRINE S EF, UKIMEIEN L EZX MiNks, 8— 1255
T EE M ]E CIRIEM T M.

Juventus Academy (Beijing/Tianjin)

AXEH R E R LR/ R2)

The Juventus Football Academy is an international football academy with
a focus on teaching, training and competition. All training courses in the
academy are organized under the professional football system of Juventus, in
a systematic, friendly, pleasant and relaxed learning and training environment,
through different skill levels to comprehensively improve the football level of
students and beginners.

AXEH KA RE—Pr eI FHF SN ENEF R F R FRATEEIIIREE
LXEHFHRBIRER TAR, T—PRA KT WIRCERBF GRS, Bl R
BB EEKT, 2EEAFEMPFENRIIKT,.

Kopron China: K-Padel - Kopron Turn-Key Padel Fields
Kopron H[E:K-Padel SRR MEK G TEMBRAR

Padel is considered a scaled-down version of tennis. A racket sport that is
becoming increasingly popular. It has gained rapid acceptance due to its
simplicity and similarities to other popular racket sports. The game of padel is
always a doubles game, using mainly tennis rules and scoring, with some key
adaptations such as an underhand serve. The game is played in an enclosed
structure and the rules allow for the use of the back wall and sidewalls resulting
in longer rallies.

IRE RIS R —TP4E REIMEK. — TPk DR KinE=). T ENES, HA
SEMRTHHRIESNERMZL, FILAERERRS TN,  RAMK—ER PRI
2=, TEXRAMNKMNMIGD 5%, FE—LXRMIEE, EFLIR. HEE—IHTAN
ST, FF RN A FEREEMIE NS KAE S,

Mondo Floorings: Floorings Solutions Projects Related to the Olympics’ Games

Mondo Floorings: 5 Rz XAtk AR5 R E

As the official suppliers of the 12 consecutive Summer Olympics, Mondo has also
supplied rubber floorings for the ice arenas of 1992 Albertville, 1994 Lillehammer,
1998 Nagano, Japan, 2002 Salt Lake City, 2006 Turin and 2010 Vancouver Winter
Olympics. Now, Mondo is honored selected to provide rubber flooring products
and installation services for competition venues and training venues of the
2022 Beijing-Zhangjiakou Winter Olympics, such as Shougang Park, National
Speed Skating Oval, National Ice and Snow Sports Training and Research
Base, National Bobsleigh and Tobogganing Center, Short Track Speed Skating
Training Hall and Hebei Chengde Saihanba National Ice Sports Training Center.

ERESD2EEZFRERNE S HNE, BTN 19925 M/RIN4ER, 1994 F ) #)ra 3K
7R+ 19985 HAKEF. 2002F 2 # k. 2006 F MR AN2010FF B EHEL FEE 2B K AR IR
BtiiR. M7, BSRERFREPN202FIR-KRAL AL HMAR. EFRBE EZK
Sizohl IR RN, BRIk SiEh) | AR R E S L FG) BRI B R AHS B R &
FREIRS. TRATIRPODERB B ABRETNE T SEEIIIEHF 0o
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ABOUT CICC XFHEEXFIES

MWI: Why Sports events may represent the key to reveal
unknown Italian regional destinations to China

MWI: A B ERFAUERAFATFERRENAMNKE BN ETINEEERE

To use sports event to boast visibility of new regional destinations in Italy. The
project is a definition of a different approach in order to promote unknown
Italian destinations.

The hint is to use the emerging trends as cornerstone of this strategy: outdoors
and active tourism as dragging tool to create awareness about the areas: Italian
geography and urban/rural settlements logistics 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.

FRGBERSEARAFINIKE BN, ZNEEXT —FREE, LIS RAME
AFIE R,

TR AITKEB N RERNER | RINERMIIRNIREENZS TR, LIRS X
XK BVINIR AT BRI T/ R ERMRATRRRE (&% 2 NR) LUAEIER
FEM BAZR—MILEXEAs R, BEXE,

BRAPIINESDMEDREIBREA, BEAF AL MR EE L RMNE
P—ER AR XIS, GAREH BRESR.

EERFR

Progetto CMR: Football Stadium Strategic Development Plan for Italian First League

Progetto CMR: B AT LB T IR IF LIS L B

The company recently developed the “Football Stadium Strategic Development
Plan” presented in Rome last June, for the Italian “Lega Pro” professional
football association.

The study purpose is to make the “Lega Pro” football teams more competitive
and self sustainable, by an economic point of view, providing them guidelines
for investment realted to the “stadium” as real estate asset. This apporach will
provide a significative improvment, in the medium-long term, also for urban
regeneration, social aspects, job opportunities, environmental protection and
overall safety.

BABREAFAF TR R RBRHEHIET EF 6 AES DRI B
RETH

MRENENEFABER Lega Pro” RIKAEAZSHMBERAIFEME, RAIHRHUE &
B EABMF R #TIRANIES . XMTEAREPKMNEEREHTEN.
KA E RIS IR RIFAEE RS,
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THE SPORT & TOURISM
WORKING GROUP B HIRFT{E/)\H

STWG, under the China-Italy Chamber of
Commerce (CICC) umbrella, has been established

in 2020 merging the Sport Working Group (SWG)
and the ltaly China Travel Club (ICTC).

This Working Group includes all the companies operating in the sport and tourism
sectors, such asthe design and engineering studio, sport equipment manufacturers,
sport facilities developers, sport-related services companies, operators and
promotion agencies, accommodations and service providers and cooperates with
Italian private and public tourism sector both in Italy and in China.

The aim is promoting the know-how and the quality of Italian sport companies and
products in China and promoting Italy as a travel destination to the Chinese audience.

The initiative to create a network of companies operating in both the sport and
tourism sectors came to maximize business opportunities, mutual knowledge, but
also partnerships and exchanges around the 2022 Winter Olympic Games in Beijing,
and those to be held in 2026 in Milan-Cortina, Italy.

Composed both by Italian and Chinese professionals, the group interface with both

worlds and aims to support companies in finding the right visibility and partners
matching their own business profile.

What we do

The STWG being a Working Group of the China-ltaly Chamber of Commerce
and supported by the Italian Embassy, is the right spokesperson for addressing
institutions concerning systemic and operative issues that the professionals may
face, as well as opportunities in the Sport and Tourism sectors and Sino-Italian
system, representing an important point of reference to interface the market with
institutional support and to analyze and resolve operational or substantial issues.
Its mission is to promote and encourage the development of Italian sport and travel
industries in China through organizing events, workshops, seminars, trainings
and webinars. The STWG has actively participated and organized multiple events in
the past years and it plans to be even more active in the future.

Benefits for STWG Members

e Visibility during CICC events;

e Endorsement and support by the CICC for STWG events;

e Access to all events regarding tourism, sport and all related sectors;
* Access to a whole network of public and private institutions in Italy;
e Access to Italian authorities in China;

e Seminars and workshops all around China.

For any further information please contact info@cameraitacina.com

STWGREFHEREAFES (CICC), F2020FBIEHAEEL

R/ (SWG) MNEAF R ERHFERER (ICTG) Lo
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FESAMEESK

Sports and tourism often travel on the same track. The motor experience involved in playing a
sport is well intertwined with the experiential nature of travel.

These two sectors represent two pillars of Made in Italy, thanks to the quality and excellence that
our companies can offer.

To measure the economic dimension of the two sectors, we could refer to pre-pandemic data:
tourism contributed to about 13% of Italian GDP while sports had an incidence of 3.6%. In Italy
— a country that hosts one of the richest cultural and landscape heritages globally — sport
and tourism represent a strong added value for commercial relations with foreign countries,
including China. In 2019, Italy was the favorite destination of Chinese visitors in Europe -
surpassing France, Germany, and Spain - with 353 million euros allocated to the cultural holidays
in Italy, equal to 56.8% of the total spending.

Sport and tourism also mean eco-sustainability and attention to the individual and his well-
being. On the environmental front, it is well-known how much sports activities and events have
a significant impact on our planet. As for the attention to the individual, we know well the value
of sport as a model for young people, as an important path of psycho-physical growth, and as a
powerful tool for social inclusion.

The excellence of Made in Italy is expressed in a multiplicity of innovative, creative, and quality
resources that constitute the real strength of our companies, including those located in China.
Our positioning of technological innovation, the flexibility of solutions, and accumulated
experience are elements of competitive advantage. The China-Italy Chamber of Commerce,
as part of its mission to promote the economic growth of its members through the training,
promotion, and development of the local business community, also includes the Sport and
Tourism Working Group. The Working Group represents a perfect synthesis of the values and
knowledge of which Made in Italy is the bearer in these two sectors. This brochure will show you
our best companies’ proposals and solutions of excellence.

FEMRFE SR R MER LRE, BahHReNEmER S RTHRNGRBRE R0 8.
XFMTUR" BAFIFIE” BIMASH, MX—)5HAEWREHN LR EEERED T,

HNATUSEHMBRENMIERESXH MTUNEF T RS EAFERS~ENN13%, FB8 4
3.6%, EAFIZ MR ERERFEHXMIEHNERZ—, FBEMIRE S 0EREERBINER L X
AEBRBNMINGE 20195, BEAFBSEE. BEMAERST, ATPEFEERNRERN B, 5—75
[, BAFIBI AT B S HA3.531ZFRTT, & /837 HAY56.8%.

BRI BRSSPI N AR B TR A E, KPR AR, B Eah I ZE R HIREY
BAXMEZE NMAFEE, HITRAEEFAFEANEE LE-SARKNERERNTS0ENER
TARNNE.
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Tourism and sports are interrelated and complementary. Even though sports tourism is a
relatively new concept, it generates from a unique interaction of activity, people and places and
it is easily identified as one of the fastest growing sectors in the travel industry.

Without a doubt sport event can be catalysts for the long-term tourist development of
destinations if successfully leveraged in terms of branding, infrastructure development and
other economic and social benefits. Outdoor activities, more in general, can be an important
driver to redistribute flows on the territory, to reduce the seasonality and to promote a new
sustainable model of tourism in which destinations become spaces of personal exploration,
passions and advanced services. Walking tourism, for example, is now one of the most popular
ways to experience a destination, for it allows tourists to better engage with local people, nature
and culture.

Sports enthusiasts, both as participants or spectators of sports events, are motivated by the
desire to distinguish themselves. Once at destination they combine their favourite activity with
other valuable experiences such as excursions, visits to historic centres, wellness, shopping,
tasting of local food and wine. This complex diversification of interests makes Italy a dream
country for sports enthusiasts.

In the last few years sports has become one of the main travel motivations to Italy, skiing
remaining the favourite activity of sports tourists, followed by cycling and trekking. All the Italian
regions offer a wide range of exciting experiences for both active and passive sports lovers. From
the snowy slopes of the Alps to the rivers flowing through the woods and down to the waters
of pristine lakes, all around the never-ending shores and across the green countryside, Italy is
the perfect stage for travellers to engage in physical activities while enjoying the perks and
pleasures of the Italian way of life.

MRS A BRE XK BHER. REAERER—MENBIHNES, EFETIED, 258 5K ZEIR
R E, I8 LUR B E AR P KR IR SR 2 —,

ETCERIR, JNIRAE MhR. AR IR IR A HA L e 75 E A IhF A, B F R LA B Bt AR AR
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Gianpaolo Bruno

I'][‘IAQ«) Italy’s Trade Commissioner and Coordinator
of ITA Offices in PRC and Mongolia
8- i omestos s KR - HEE
ooy BAFMINABERSIERDELEEARERE
XNEZEELSHAEE

I would like to welcome the first edition of this brochure realized by the Working Group on Sport and
Tourism of China-ltaly Chamber of Commerce aimed at providing a useful knowledge tool about
implemented projects and operating companies within sport and tourism, two essential components
of contemporary leisure industry.

The link between sport and tourism bears clear economic and social impacts. In fact, there is a huge
market potential to be exploited by utilizing sport within the development of tourism and vice versa
and by deploying diversification and cross-marketing strategies between the two eco-systems.

In this respect, it is more and more widely recognized the importance of a collaborative approach
between sport and tourism in order to promote joint investment policies, more effective facilities
development and greater economic and social benefits.

To this end, Italy is a clear example of an international benchmark to follow, given the strong
comparative advantages that its sport and tourism sectors traditionally enjoy and the wide range
of intertwined synergies from a supply and demand perspective to be harnessed. Sport tourism or
tourism sport, the newly fashionable buzzwords incorporating the osmosis between these two worlds,
extend sport to leisure activities, while emphasizing the need felt in the tourismn markets to develop
complementary services and products, creating specific marketing niches with high returns on
investment from an economic and social standpoint.

This is particularly relevant nowadays as Italy is preparing the organization of the Milano-Cortina 2026
Winter Olympic Games, after the successful completion of the 2022 Beijing edition. This mega-sport
event will in fact attract the interest of many world tourists, eager to take advantage of the highly
diversified spectrum of leisure and cultural opportunities that Italy could offer and that could be
epitomized in the concept of “Italian lifestyle”.

LA PE AN BB M T AR TN ERZAR. A B M= SRR~ LR ERA
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INTRODUCTION 7743

ITALIAN OUTDOORS

The changing preferences
of Chinese travelers:
Pandemic effect

or long-term trend?

The Chinese market today represents a sort of
remote but tangible Eldorado, of which almost
everyone has heard about the miraculous
effect but has great difficulty in grasping its
dynamics and above all in having a real and
tangible exchange with it.

With its specific and unique ecosystem made
up of local social media, influencers, and
governed by different dynamics, it represents
a challenge for newbies, and the well-
established giants still slip on the different
culture that defines this system.

A market where only in 2006, 134 countries
were recognized as ADS  (Approved
Destination Status) and therefore eligible as
destinations for tourists, and a country that
only in 2008 saw the introduction of paid
holidays: it is no coincidence that it is from this
moment that Chinese outbound tourism was
born: a business that eight years ago (2013)
recorded 88 million international travelers;
bringing the number up to 166 million in
20719.

According to COTRI  Group,
there will be 240 million Chinese
international travelers by 2040.
Today, Chinese passport holders make
up 11% of the population.

Today, the population belonging to the
middle class is about 10%, while by 2030 this
social segment is expected to increase to 35%,
bringing the number to 396 million. Upper-
middle class people (276 million) will reach
19.7%, as of today 7.1%.; high-spenders will top
at 14.5% (204 million ), as of today 2.6%.

The potential and repercussions are obvious.
This is a market that can define hospitality
trends around the world.

According to a recent survey by China Luxury
Advisor - and confirmed by similar studies -
Italy is in the top 5 of preferred destinations;
OTAs are the preferred tool for bookings, while
traditional tour operators are still operating
steadily, even for the FIT segment which is
clearly increasing.

SAFETY and NATURAL ENVIRONMENT
The key factors leading to the choice of a
destination, which is selected on the basis of
comments, recommmendations, reviews from
friends, bloggers, travel guides - in nuce the
factor of social visibility within Chinese social
media is simply crucial.

A new element that emerges is the preference
for future activities:

OUTDOOR SPORTS, PARTICIPATION in an
ATHLETIC COMPETITION and “ONCE IN A
LIFETIME" are clearly increasing preferences.

This offers an interesting insight, where the
psychological repercussions of the pandemic
shift preferences from crowded art cities
to the open spaces of nature. From culture
to sports. From international hotel chains
to smaller establishments, discovering the
“Albergo Diffuso”, which is beginning to take
hold in China too. A trend that is now evident
in China, observing the domestic market,
which has already recovered since May 2020.

The appointment set by the 2022 Winter
Olympics in Beijing (a city that will host both
the summer and winter Games for the first
time) and the trend set by the government in
developing a ski culture are also a determining
factor. This is reflected in the significant
investments in ice and snow tourism from
2018 to 2020, which exceeded 139 billion
dollars, while winter sports tourism in China is
expected to reach 230 million visits from 2021
to 2022 and its revenue to exceed 60.39 billion
dollars, according to the Chinese Academy of
Tourism.

China now has 742
ski slopes, with 145

ski simulators and
45 simulator venues

China now has 742 ski slopes, with 145 ski
simulators and 45 simulator venues: these
are the latest cornerstones in introducing ski
culture and activity to a population that does
not boast large ski facilities, and paradoxically
sees the largest clusters of skiers located in the
south of the country.

Surfing the Olympics wave, the government
is particularly promoting this sport, setting
important targets: 5.4 billion EU revenue per
year from 2022 and 300 million skiers.

But it should also be pointed out that while winter
is the focus of particular attention at the moment,
summer is actually the holiday period with the
greatest flow, and this applies to the Chinese
Winter Olympic venue itself - Chungli/Taizicheng -
Beijing's summer holiday destination.

Outdoor as a year-round destination is the key
concept for the near future. Family, extreme sports,
leisure fun, gourmand, wine and traditions, history:
Italy has the complete offer.

As a matter of fact, when examining and evaluating
our country as a destination for the Chinese
market, one must take into consideration not only
holiday trends and service expectations - which are
certainly fundamental - but also the modus vivendi
and daily life that potential tourists experience in
their everyday life: it is necessary to understand
what is exciting, comprehensible, bearable and
satisfying for people who live on the opposite side
of the planet.

In China, 14 cities have more than 10 million
inhabitants. 164 cities have more than 1 million
inhabitants.

Beijing has 21 million inhabitants. Shanghai has 28.
The commuting time experienced daily is about 3
hours on average. If you take a flight from Beijing,
after 4 hours you are still in China.

Herein lies a fundamental aspect of Italy: within
the same radius covered by the municipality of
Beijing - which is only slightly greater than the area
of Trentino Alto-Adige - tourists visiting the Italian
territory are able to experience culture, good food
and wine, history, art, the outdoors and sports: they
can live a completely different experience with a
transfer not exceeding their daily commute, and
with the same distance reach an international
airport or one of the icons of Italian tourism.

The possibility of creating synergies using well-
known destinations as highlights, but local areas as
experiences is the direction to distribute the right
visibility to our whole territory, taking advantage
of current trends: content to be promoted as a
whole, and not as an alternative or antagonistic
destination.

We have seen how Covid's experience has led
to a preference for outdoor and less crowded
destinations: taking into consideration other areas
beside the mountains, trails (cammini, sentieri)
are the perfect way to discover new significant
routes linked to history, and to revive second-tier
destinations. The traffic generated is extremely
beneficial to local communities and could
decongest the main destinations, redesigning a
new [talian tourist route.

The celebration of the tourist-cultural year 2022 with
China, and the support of the Chinese government




in promoting it, will be fundamental in these
aspects. Second-tier destinations will certainly
receive a great deal of attention, both because of
the novelty of the destination, the budget options
and the smaller number of visitors.

Careful  storyteling and itinerary  design
can dramatically improve the Vvisibility and
attractiveness of these destinations.

BRI SR IE

Let's also not forget the extremely favorable
sequence of appointments on the horizon, which
can ensure consistent perspective and attention
from the Chinese public: Italy Guest of Honour at
the World Winter Sport Events(WWSE) in 2021, the
Italy-China Year of Culture and Tourism 2022, the
Winter Olympics in Beijing in 2022 and to close, the
Milan-Cortina Winter Olympics in 2026.

The important thing is to move.

SIMONE STURLA X2 - #iEhiI

Coordinator of the Sport and Tourism
Working Group of the China-ltaly
Chamber of Commerce

PEEAMNBAESKFLEANER

General Manager Asian Trails China
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The Situation / F2& 2 4R

Italy By Appointment Only
BAFIEFIIREE - (XPRFALY

Italy is world-renown for its culture, art, history.
The Country boasts 58 UNESCO Heritage, and
traditionally has been defined as a place where the
high-born should complete their education, since
the Grand Tour time in the 17th century — served a
rite of passage when they had come of age.

The primary value of the Grand Tour lay in
its exposure to the cultural legacy of classical
antiquity and the Renaissance, and to nurture
contacts that would become valuable afterwards. It
provided the only opportunity to view specific works
of art, and possibly the only chance to hear certain
music.

To breathe and savor the some of the highest cultural
masterpiece the world has to offer has been high-
sought by the elite of every country. The Tour would
educate the soul, awake the mind and nurture the
sensibility of the people that tomorrow would rule the
countries. It was a fundamental part of the education,
and travelers would have been assisted by a Cicero (a
chaperone) in their discovery journey.

Nowadays while weights shifted to more modern,
tech-themed or financial knowledge, the
humanistic value remain fundamental in today's
international contest —now more than ever—

As humanism stresses the importance of human
values and dignity, focusing on helping people live

well, achieve personal growth, and make the world a
better place. Together.
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The Project / HE

BY APPOINTMENT ONLY is born with the aim to
share this humanistic value, getting to the core
of it and employing the very depositaries of this
knowledge as ambassador to the guests.

Italy has a high number of noble families
located on its territory, from the sea to the
alps. Families who are depositaries of the
Italian history, culture and art by birth, by
tradition — we actually we may say they really
embody those traits as participated - as family
—on defining them and often participating to
crucial event in Italian’history.

BAO aims to share the core of the Italian
heritage, making use of the resources
these noble families do represents: imagine
privately visits museums or collections with
the descendants of the person depicted in
the paintings, reporting not facts but sharing
family’s memories.

Making use not of chain hotels but residing
in castles, Palladian villas, private estates,
city palaces and most important hosted as a
faraway friend, not as a tourist.

Making good wuse of all the families
‘connections to explore the surroundings, and
get in contact with local artisans, artists, chef
and winemakers, to live and see the country as
these people did and do. Since centuries.

BAO (By Appointment Only, ENEAFIE) B985 S1E
DEANME, BRE A, FEAEFEAIRMEEN
AERBIMEZENEE,

BAFIRAMBRS REE), MFERIR/REEH
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EFRRTERFBRER, HE LEBREEREMHF
o
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AR RBPEE TR B SR EH IR E R, HF
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BAO aims to share
the core of the
ltalian heritage,
use of

making
the resources the
noble families do
represent. 1
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Benefit / (i

This kind of approach will benefit immensely
the guests, giving a unprecedent level and
quality of experience: the possibility to
understand what history's meaning is, and
translating it into real life: not museums, but
sharing live history and culture - living it.

The local's benefit too, as not limiting the travel
industry to icon destinations, but exploring
areas not well known by the international
and chinese market will be beneficial to the
local economy, widening the benefit of the
industry to a wider span of the Country's
territory: income, renovation, investment in
the local economical tissue and eventually
infrastructures would be the long term results.

Third but not least, this will provide the Chinese
operator with an innovative product, suitable
for the new traveler, keener to in-depth
experiences and looking for extraordinary
memories to share back home.

i

EAFBIMA 75 ARAIRF T BERBIERL, HRAFTHR
BENSRERZ AEERHELHE X, EINEREEHR
IR L HIFNRTSWEYIE, MEN FEENH
SERISAL, HIRIZE T,

FEEMBMA ST, St a=m, WITE
REFIFSHERR MERREZAHERMFES
DRI, et SRR, B dLFreEsy
Wi B B AFIR AT % BV4TE 615 42 5451
PRI B RS, NMOTZREMS, AishHit
BRI R,

REEEFES—RENE XHENNASEEATE
AT ERITIEME™ @, S5 —ABIE, &
A BB ERERERITAER. AT UMER D
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APEIEERRHEHF T M EEMIKTE, BAR

TARANFEFHFHAEANEIZER D Z,
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Will provide the Chinese
operator with an innovative
product, suitable for the
new traveler, keener to

in-depth experiences and
looking for extraordinary
memories to share back
home.

Services / R

BAO is an lItalian tour operator, a travel
conciergerie, a very discerning dmc. Provide
unparalleled experiences in the whole of the
Country. For Families, couples, small groups:
creates unique memories and it's the best
choice for unforgettable moments and
memorable celebrations.

Our Travel Butlers are Chinese speaking: local
Italian people who previously worked and
lived in China, but proud of their origins and
longing to introduce their own lands to the
foreign guests.

This provides another level of service: local,
knowledgeable and reliable, and safe. Only a
person locally known may provide all the four
at the highest level, and this is why we prefer
to work this way: using local butlers in every
location, supporting a chaperone who acts as
main reference for the guests. An extra service
that we happily provide if requested.

Contacts / BER AT

BAO (By Appointment Only, BIZAF| =) 2B AFI—
RIRITIZE RS, ANE— KBS ENHER
45 (DMC) , EFEARRE BB XA /NEFRFST
BLESCEHNEAFIMIL AL, B HIRFHMAEIZ
R LUS IRRIERIE,

RPEXHRTER  EENERBEEETREIIFN
EENERFIA, XEERENE SHETBAFM
BRI BR, HHFEREAFIMENRENBLINER
Ao iR ERI—TRFIBRS . R 2 A5 BF
ZIRNESR2RREMRNRS . RE T B L
BRI IS IFEABENT, §—DRE A LULRES
B HMERE R AEBR, RERHTUMRS.

Web / i www.italybao.com

E-mail / B ¥l conciergerie@italybao.com
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-I'l CHINA 2000

Italy Lifestyle and Culture
BEARMEFTAIMNL

We promotedialogue
among cities for
developing  visitors

exchange.
B ME R 2 [B]pIxy
&, LRRHEE Mo

Who we are / EH{1AF

China 2000 Srl was born in 1998 as a synthesis
of a long commercial activity with China
started by the Taccetti family in 1946 with
the importation in Italy of straw braids for the
production of the Florence straw hat of Enrico
Taccetti e Figli founded in 1867 and collects
the legacy of the activities carried out from
1994 to 1998 by Taccetti as responsible for the
Italian office of China Resources (Europe) Co.
B.V in Rotterdam, the European office of China
Resources (Holdings) of Hong Kong, a state
owned enterprise founded in 1948 according
to Mao Tze Tung intention. (www.crc.com.hk).
It is also a company accredited by the Ministry
of Economic Development for the consulting
and services for internationalization. It is the
Italian office of CAIQTEST Beijing.

China 2000 SrUZ4TF19984%F 2— M KESHTER
W ETENSRE A Bl 19464F TaccettiR MR E# O
E5, BF L~ Enrico  Taccettiflfhy) LFAIEII T
186 TN BT ICFEEIRER, FE19945F 519984
18] TaccettifERLEIER (KN R D BRABTEAF
DEH AT, SRS DBUREBED (ZR) 9
H—RAR T —RIED, ZEE AT T1948FNE
ERBERTAIL, (www.crc.com.hk) FERHEEE
PR BEEINA AR RS ERE N AT X2
CAIQTESTAL M B AR B o
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Our Mission / £53

The main services offered by China 2000 Srl
are consulting and trade service assistance
to Italian and Chinese companies for
feasibility studies, Marketing and Commercial
Promotion. The company's mission is to
understand the needs of Italian and chinese
companies and establish a cooperation
plan among both parties in order to open
both markets. China 2000 Srl is able to offer
to the Italian and Chinese companies the
services necessary to support commercial
actions for entry into the foreign market.
The services offered are: legal, accounting
and administrative, sourcing, quality control,
marketing, facilitated finance, logistics,
certification in import or export. China 2000
Srl is supported by qualified consultants and
partners both in Italy and in China.

China 2000 SrIREHNEERSZAZAFFTER
BIEITIERRS, mEHME S =& MR
PRSI B ABDNESE T ABANNFELT
BIFESR, HEW A Z BRI A 1EHHRI LET AR AT 17,
China 2000 SrlgEBABAFIFNELBRHELER
BRSS, Uit NESMH B AT . e HrRS &
&R, 2ITFITEL R, e, e, U5
R, ¥007%, #H C3EB. China 2000 SrIEEAFIA
EREEmaMaEIN RS,
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TION AND QUARANTIN

Italy Lifestyle and Culture /
BAMEES XK

As an initiative project promoted by
commercial realities and Italian local
authorities, for creating commercial
opportunities between lItaly and China, “Italy
lifestyle and culture” aims to aggregate the
excellence partners of Made in Italy from
different product and cultural fields according
to the historical geographical areas of origin. In
the meantime, as an authorized organization
and bridge, “ltaly lifestyle and culture” is
willing and able to develop the commercial,
culture, tourism, and business activities
between Italian and Chinese cities, districts
and enterprises.

PER—E B AF 3 75 B A0 739 b SRR HE DRI 1L
JF =Y [ e AR K e s EE R AR - E
EIEBIN—INE, ‘BAFEEARE XK
(ILSC) 1R¥E G /B . MR X MR E, ME
AMEWHRRENRN, ARICSHNEBRERTK
MBS TR B, fFA— M RAER L
AR “BAFEES XS XN (LSC) BEgR
HES#SS  EpEEEIMEWENRE
PR S TR U R B A 5 LA TES 3.

21

We build bridges
not walls.

B TREHRMA R

1EEE,
= 1

With their brands and products, in synergy
with the cultural and government institutions
and organizations of their territory, same
Italian companies, creates this group that
shares a common strategy for approaching
the Chinese culture and market. For
enhancement the relationship of the relative
regional areas in both Italy and China, on
the base of the Dual-Wins policy from Italian
country, the group is promoting and building
dialogue with those Chinese counterparts
for reaching to the relationship for finalizing
partnerships, cooperation or joint ventures
with chinese companies and organizations.
Through this action, the scope of cooperation
between Italy and China will be extended
and promoted. Of course, at the same times,
this is a mode to encourage the tourism
development, cultural and commercial
activities between both countries.

Step by step this project aims to expand its
activity and presence facing the countries
that are part of the Regional Comprehensive
Economic Partnership (RCEP) which includes
the ten members of the Association of
Southeast Asian Nations (ASEAN).

HRIE DA hEFIF R BT YL BURAAEH
KIHARH HE IR EE R E RSB R N
By, —EEANBWHBEEOIR T — PR ZE
FILLSk B F 2 AT B BB 9 B 1T, @ i)
SR ENEATIHBBINIE, AR EN 2
SHTEBRTHAREBNKHRR GIERR REAE
AR AR BT — T8, R A MEHPREEIE B
. BB, XAB R EA 5 18 W E SRR A ATERR. X
WAE SR —75 o

XN E T, LRSS, I ARISERELE
ZRERER (ASEAN) H+ MR R ER KIS A E TR
% (RCEP) B9—EB D ERT,

Contacts / BER AT

E-mail / B FHBfF: china2000@china2000.it
Web / Wi www.italylifestyleandculture.com

Web / f¥E: www.china2000.it
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Scenario / FEE#A

Centro Turistico Cooperativo

BEXRARESFFL (CTC)

THE TRAILS: discovering Italy along its ancient roads

A path is a marked and mapped route that can
be followed on foot, by bicycle or on horseback. It
is a themed route, which can be spiritual, religious,
historical, cultural or artistic. Walks are a way of
enjoying Italy’s natural and cultural heritage, as well
as an opportunity to meet people, to learn about
the culture of the areas through which they pass,
to experience moments of introspection but also of
sharing. The Trails cross one or more Italian regions
but can also be part of European routes.

Each trail has a story to tell because it combines
stories from the past, local cultures and natural
beauty. At every step you can discover something!

The choice is wide: from the paths of ancient Rome,
which allow you to discover the great skill of the
Romans in the construction of roads, which have
survived intact to this day, and which have enabled
trade over the centuries, to the paths of faith, the
routes that European pilgrims began to take to
reach religious capitals, to the recently designed
thematic paths that highlight many villages in
lesser-known Italy.

Today, these routes have also taken on a central
role in the development of sustainable tourism, a
tourism that is attentive to the environment, to the
development of local coommunities and to respect
for the people who live in the area.

HiE: EEERREEAR

XE—FBOATINLE, TS EERES,
WAL FEBHINE; IL5h, IER—FRHEE
AL, RELAE XU ZAETRZEE Pt
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BEZMRAR. TR Z AR BB E
BUF =0 EARRBSHEAN BN Z MK, 2
NS EREEARME .
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T AU AR RO ES TR, BPES
B, S-S BEHM L.

SHRERAIE RAGT IHVNE, BRETHAER
BEEFRIDIEERS, RELTEBREFESD, T8
MELHRAZERPINREEENAB G BRI LURER
HEZ BB, BUNFEE LB S ENRENE
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The Project / T E#{=

A network of cooperatives along
the main Italian trails

More and more people are going on trips looking for
something more than just a holiday.

“Cooperazione in Cammino” is a Confcooperative
project dedicated to those who love to walk, to those
who want to undertake an inner journey and do so
by following a path, to those who are in search of the
beauties of lesser-known Italy, to those who want to
taste the food and wine delicacies of local producers
in contact with nature.

Agricultural,  fishing, tourism and cultural
cooperatives along the routes, have decided to form
a network to welcome travellers who, during their
Jjourney, will also be able to visit a farm, a museum,
taste good wine and, of course, stay overnight after
the day’s efforts enjoying the atmosphere.

An all-round experience of slow tourism, with the
territory, cooperatives and travellers as protagonists.

The symbol chosen to identify the project is the
dandelion flower, which is present throughout Italy,
as are the cooperatives. In the language of flowers,
the dandelion symbolises strength, hope and trust,
qualities that we hope will accompany anyone who
wants to undertake this new journey together with
the cooperative.

“Cooperazione in Cammino” intends to make
proposals for a series of itineraries and routes in Italy,
from the best-known pilgrimage routes to lesser-
known paths that are no less rich in history and
charm.

BARRIMA LR REE NN
sk B ARER NI ERME.

“TEHEW P ETE (Cooperazione in Cammino)”
REAFE LS (Confcooperative) & E2HI—1
ETEABLERES RROTMHZ. FHEN AN
BANER @EREERPABMITENTE,

BBREERTBEEEN AL, BFRIL k.
BOHAIS e L, EF OB EE PSR,
BYIE RRERFTAE SRS MEENER.

2 UFERIEH IR, Wt S5 EERE

BESE,

ZI B PR IR R — A E R AFFEL AT T BTSE ASRAE,
EMBHEAFNELSEIE— . EEFNES
OB ARRIEENE FENEE, BXERREY
HREERE S SR —EEE _LHTRERYR.

“EEW SR E1E (Cooperazione in Cammino)”
R SR BEATIRENLEE, MAZNFEHE 2T
BRENNHEREAEESHERENBIHE,

B—FAREERESD
ENESMMOIZ, BiF%
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EBEELER, 8—FE
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Contacts / R A

Web / Wiif: https://centroturistico.coop

E-mail / BB FHl: info@centroturistico.coop

L Today, these routes have
also taken on a central
role in the development
of sustainable tourism, a
tourism that is attentive
to the environment, to
the development of local
communities and to
respect for the people
who live in the area.

g0, X L 24 BR 1 HE iR
RIS HERER T EX
SEMER, FTENRERYE
BRI RS, R = 1t

BAR WEUHENR,

Each trail has a story
to tell because it
combines stories from
the past, local cultures
and natural beauty.

At every step you can
discover something!

Referents / ¥

The promoters of this project are the
agricultural and cultural sectors of the
Confederazione Cooperative Italiane,
Confcooperative. Confcooperative is the main
organisation representing, assisting and
protecting the Italian cooperative movement
and social enterprises, in terms of number
of enterprises (18,500), people employed
(525,000), members represented 83.2 million)
and turnover achieved (66 billion euros).

In view of the social function that the Italian
Constitution recognises in cooperation,
Confcooperative promotes its development,
growth and promotion.

Our Services

The project proposes tourist packages for
the promotion and enjoyment of the routes,
which offer not only accommodation but also
cultural and gastronomic experiences to help
tourists discover the areas through which the
routes pass..

ZmMBAREEANEKRMNSG FHEKA
(Confcooperative) ARIR WA EBI T A ENERE
BETENN, BAFIGEEEXER 1 SRR MEIFHFRIP
BEAFSENMNETUER, TEEI18500K, BR
525000, A% 52832075, B\ &N66012ELTT,

MHZITIEREMS, BEAFGEHRBHESGEL
B, (R A SRS T TR B R

B REEEFEZ DIAER, FEn) iRk Lt
R MXABELHER, TERZEX WS, BER
BER, TIEEERETRREZ RS,




DYNaMieS”

CONSULTING - TRADING

Theme: a story to be discovered / £&: ki L HIIHE

From the 9th century BC this unique territory
was the home of one of the oldest civilizations
in Italy; the Etruscans. Divided into 12 city-
states, it has held a place in history as one of
the great dodecapolis.

After the conquest by the Romans, Etruria
continued to exist and prosper as the seventh
region of the Roman Empire.

Although  Etruria was reorganized by
Diocletian in AD 292, its unique heritage
has continued to persist to this day and can
be reborn to exist as a perfect and diverse
itinerary for tourists from all over the world.

Etruria Project

RiFaETmE

MATTOMEFE, RSB ARSI IMFE
ZRBAMNEHENXARBMZ — BRI D N2
NI, FARBANHK Z —EHL LBEERTE
FAIHAL,

EWREDAERZ G, FHEELEATEHENE
THIX A CRIIRIZMEER,

REAT2NFHREENARSELHTTEA,
CIREBNXE—EFAES, BNk HREME
EERM T R EENE iR,
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{ GClobally the Instagram

generation is unveiling
hidden photogenic
gems and creating
a whole new type of
tourism.

TE2IKBEMA, Instagram
—RIEEREHIZ TJH:JF?U
AFBYE IR ZEH, 618
HTBUHRNE S o

Principles: Starting base / [RNI: Eftl

Share Experiences Not Places

Globally the Instagram generation is unveiling
hidden photogenic gems and creating a
whole new type of tourism.

In China this effect is not reserved to a single
generation but to the whole population. The
modern Chinese traveler is looking for more
than beautiful places, tasty meals or cultural
lessons; they're looking for experiences to share.

Understanding this and guiding tourists towards
perfectly sharable photo-moments whilst
providing meaningful experiences is the surefire
way to trend in China and consequently succeed
in attracting Chinese tourism.

SAEMITERTMARRIRITHER

ELICEEA, Instagram— L IEE A EHIZIR A DA
HNAVIABRZ MY, O3S T FBVHRNF 5 o

FERE, XEXUERH TR —ANFREA, Bl
BOAOAEPENRITEIRNTRIERNER
B ERES . XHIRE, ER LM Tl
FDZBIRITER,

BRX—R, AEEREI UDZNRFNZ, 1186
RYWIRITAHLE, REFERERNE. RS IFREFERN
ETEHMEZ—
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Concept / &

Divided into the 12 city-states of antiquity, we
have collected some examples to highlight the
diversity and potential of an ‘Etruria’ itinerary,
specifically adapted to the interests of the
modern Chinese tourist.

HAVEW D IR TS B U ET —L&
BIF, IR E BT RIFRANSHFENEN
BIBEIRY, SR BES R EFE BRI E .

For each of the twelve city-states, the
examples were divided into three
categories:

« Typical food and wine;

« Culture, through unique events;

« Appealing places/landscapes

FHFX12ME, —HE =#HFRBGF
YeRY:

R RYFILE

< BIRRPERIEEN AL

« SIANBERIRE

Strategy / &g

In our three step process we strategically open
on a combination of OTA (Online Travel Agencies)
platforms and social media channels. This creates
means of increasing visibility, offering information
and converting into sales.

We gain traction with a combination of influencer
marketing and paid media allocated meticulously
based on set targets.

To follow through it's essential that we coordinate
with travel destinations to make sure they are fully
prepared to receive Chinese tourists, accomodate
them, and convert them into KOC in order to
perpetuate a word of mouth effect.

FEBA =T BP, BRI S T LR
FAMHIRAET S, BABRCE, AAFRENERE
BHEZFRHRZ .

BN BI D LGB AR R AR R E,
N T EER— R, BAIF BN B AT 098, 1

RSP ERZRES, REEBFMT B
FRMAMKOC, EEOHFMN,

29

DINaMiGS

CONSULTING - TRADING

Contacts / X2 AR

Web / i www.dynamigs.com.cn
E-mail / BB F#BF: davide@dynamigs.com.cn
E-mail / BB FHl: stefano@dynamigs.com.cn

E-mail / B F B4 marco@dynamigs.com.cn

Globally the Instagram generation is unveiling
hidden photogenic gems and creating a whole
new type of tourism.

FELBCEEN, Instagram— L IEERNMERIZIE A A
KEVIREREH, 638 T BRI o
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AIRWAYS Etihad sees an opport‘unity : to
promote lItalian itineraries including

. . a stop-over in Abu Dhabi, our main
Sino-Italian hub, a modern cosmopolitan
Cooperation metropolis with an old-world charm

and a passion for innovation.
PRI EM = (Etihad) B T X—1l=,
[ AR E R B AR ORE, EIFETE AT

Project Concepts
PESENHER

Destination Promotion

Tieihs B st 5y

Scenario / {&/R1EH

As per data from “The road to recovery for Chinese
outbound tourism”, an Economist Intelligence Unit
(EIV) briefing published on May Tith 202, Italy was
the first long haul destination of Chinese Outbound
in 2019, after short/medium haul destinations
such as, in order, Hong Kong, Macau, Thailand,
Japan, Korea, Vietnam, and Singapore. This great
achievement could be dented by the unpredictable
developments of the post-pandemic period.

Accordingly, well thought promotional actions wiill
be needed to re-emphasize the historical leading
excellence of Italy’s extremely wide tourism offering
to Chinese guests, such its UNESCO World Heritage
Sites (Italy is the 1st country in the World for UNESCO
Sites together with China), its Mediterranean mild
climate, itsshopping, food, performing arts,outdoors,
beaches, and mountains, to name only a few. We
know that, even if the bulk of Chinese tourism to
Italy pre-Covid was traveling in big traditional series
groups, demand was slowly moving towards FITs
and tailor-made small groups. The pandemic will
greatly accelerate these trends. Additionally, in the
same EIU briefing, the United Arab Emirates (UAE)
is supposed to be the first long-haul destination
where Chinese pent-up demand will be attracted to
after the pandemic.

Leveraging on these trends, on the imminent China-
Italy Year of Culture and Tourism, and on the popular
interest for the ancient silk-road connecting these two
ancient civilizations via the Middle East, Etihad sees an
opportunity to promote Italian itineraries including a
free stop-over in Abu Dhabi, our main hub, a modern
cosmopolitan metropolis with an old-world charm
and a passion for innovation.

TRIBLZTF N (Economist Intelligence Unit, EIU)
BIRF2021F58 118 KM “PEBIRFE X 2K
BYEUE, 2019/ AT T LUK, BAFZSEB R
I RE. B EHE GEREAINE SR AR B
W2 5, FEEE RN E— MR B B BX—HA
R BT BER R BT U & 18 L (L S 220,

Ak, #ENEDFBRLTRBIE, BREBBFERAF
NPEFRRHEFENRKED L AL, fIEIKE
EERXERERE> RS (BAFNTERKSE
BRCARER B MERZHER) GEMYH
PSR Y. ERGREZA PINERLES, R
ZELAN R FEIEHIRIE, BMETEHE 2 R EIEAF
MHFEIA B D T E & EB R LR BB R AR 1897
HAlE, ERREESERT, Bk A EERH
7 (FIT) FOES N I R AR TR A A DS A
% sh, FER—HRLZF 2 AN B (EIV) Bk, Mk
B %R TS 2 RS | P E R R A E K
THRRVE—EERIM,

RINBEBX—RFEE, ERIR EIRB R BRI
FLR AT B PARERXR N XAEEN S 2582
BER9NGE, PIHRIA AN (Etihad) B2 T X—H&, mH
EREEN BRI, SEERINERRA 2 —H
WL RERFR ML R —EI A ERR AR
T, EFE R E AT, BN Z X EHBIHE.
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The Project / B X

Capitalizing on the timeless charm of the
ancient Silk Road, Etihad is open to partners
willing to promote Italy as a destination taking
advantage of a free stop-over in Abu Dhabi.
Abu Dhabi is a city of enchanting culture, year-
round sunshine and endless adventure. Historic
landmarks and dramatic desert landscapes
meet vibrant nightlife, white beaches, sparkling
coastline and world-class golfing. Guests will be
able to choose different options of stop-over,
picking from the wide selection of outstanding
hotel brands present in the UAE.

Additionally, Abu Dhabi is one of the cities in
the world that best dealt with the pandemic
(www.dka.global/covid-city-ranking) as much
as Etihad did as an airline. In 2020 we launched
‘Etihad Wellness', a comprehensive program
following the highest standards of hygiene at
every stage of the journey (catering, aircraft
cabin  deep-cleaning, health screening,
inflight product, crew interaction, ground
transportation, etc). As a result, we were
awarded the Diamond status in the ‘APEX
Health Safety’ audit for efforts in ensuring
hospital-grade standards of cleanliness. This is
a recognition that Etihad is one of the safest
airlines in the world.

These assets will be key in developing targeted
communications via live-streaming and KOLs
engagement for the growing number of
Chinese travelers that are looking forward to
traveling abroad once it is safe to do so.

FMAHELAZREOKER T, MRBEEMT (Eti-
had) AR EFAERMILLRREFENNEZELRE
RFN B EBBY G (RN T R iLEL R — A
AR A F 7RI R B MBI 58
MEARFIL R MRV IR R IAEIS, 10 L FERIE DR
£E, ABRER, RINAHERAFERENER
KIKIF)o Hr 2 BT LU BT BR B AR 2 (05580 5 Smh& e i%
TR PREEA N

b4k, ALtk 2R N HEEIERIFHNHH 2
—(www.dka.global/covid-city-ranking), st &2
BE (Etihad) —1#4F.20204, JA L T “BED
i), XR—IMLE IR, TSN ERET
BERENBENE ERANERESE BEOE.
/=& MAB A R B oh EIEEE) . A, HAE
MEREELINS (APEX) BERS FETERER
FHALS, MRERINNEHRERZNEEMNEE
TR EFT N ES 770 X BXT R A AN = (Etihad)
R FRZENMEATZ—HIATL

X TR 2 B R E R RN, B RIR R E AN
BARV (KOL) 1925, XEF R AA I ETERN
X, —BRe, AR EEK.
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Main Services / TERS

Etihad is rated a Five-Star Global Airline by the
Airline Passenger Experience Association (APEX).
The award was presented to the airline at the virtual
APEX Award Ceremony, part of the FTE APEX Virtual
Expo, on 9 December 2020. The APEX Official Airline
Ratings™ were created based on neutral, third-party
passenger feedback and insights gathered through
APEXs partnership with Triplt® from Concur®,
the world's highest-rated travel-organizing app.
Using a five-star scale, nearly one million flights
were rated by passengers across more than 600
airlines from around the world. The APEX Official
Airline Ratings™ were independently certified by a
professional external auditing company.

» Abu Dhabi Stop Over Free Hotel Services
« Promotional support

« Wellness Kits for all passengers including masks,
sanitary gel and gloves, and our COVID-19 global
insurance cover

« Sustainability is at the core of Etihad's business
and a pillar of its future growth and expansion.
Etihad recently launched many products and
services related to sustainability. One good example
is Conscious Choices: the first green airline loyalty
program. It allows members to earn miles if they
decide to offset the carbon emissions of their flights,
to fly lighter or to make other environmentally
friendly choices in their everyday life (see: www.
etihadguest.com/en/conscious-choiceshtml)

These services are available at the time of brochure
publication, but there is no guarantees of activation
at a later time. For the latest information regarding
our services please visit www.etihad.com.

fi2ra @A = (Etihad) M= FZ AL N (APEX)
AL AERRMERE ZRIMTF202051289H
7E FTE APEX RIZZ 18 S RBIEPL APEX HER S84 L1
BAMB AT APEXEAMERETFE™ (APEX  Of-
ficial Airline Ratings) REFHRUNE=HRERIR
@ APEX S5RERIKTFARSHINIFELSAPP
—Concur®®  Triplt® SEWERLEEMOIR. 1%
Concur® XA R EITH %, KB HREHAIC002 A
FATNITRE DI 100 R YLEITIED - APEXE 75
Nz AT L™ (APEX Official Airline Ratings) % i
SMNERERIT A BRI INIE.

IR B R ERBEER
RIS

SERATFAARENERE, BFOSESERMNTF
E, URFENIBCOVID-192IK IR

SIS A REMEREMES LSz, BRER
RIGKANT B FRREMTEREEEH T 5%
5FEARE XN MRS, HF “Conscious
Choices - £IKENMREEREZ I ME—MEF
BIBIF, tasE T R BB T EMIPTA R, FaE 5k
MAFRETEMRENEE O¥1BEZE1H : etihadguest.com/
en/conscious-choices.html) o

XEERREES E AR ARERE, ERRIELGETDAE
W B XENRSHRINE S, EHAwww.etihad.com.

Etihad is rated a Five-
Star Global Airline by
the Airline Passenger

Experience Association
(APEX).

Impact and Benefits / M1z

W s @ (Btinad)
Y r TSP
(APEX) ALK EE

SIS N =

Promoting Italy taking advantage of a free
stop-over in a safe and fascinating city will
definitely increase the attractiveness of
the value proposition to the clever Chinese
travelers. This advantage can be leveraged
with specific ad-hoc tactical campaigns or
with longer term cooperation projects with
more than one partner. Etihad is particularly
keen to focus on tailor-made and customized
itineraries specifically catered to small group
of friends and families, as these kinds of
groups seem to have the potential to become
the fastest growing product of outbound
tourism in China following the pandemic.

E—PR2EANETE, FIBREEENE, #
NEAF TR RIE NN E T KT HEIRR P EFE IR
SN X—MB AR TREN R R ENENRNE Z
MEFUHB KRG ERE IR EM = (Etihad)
FRRERF A—/ BRI R B S ERIRIFLEE,
NRXEIRATERE IR HEEEEEKRRALER
B o

Contacts / BER AT

Etihad Airways China Team / [eli20&7E/1% (Etihad) REHEIPA: china@etihad.ae
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The Treasure
Hunt of the
Vesuvian Coast

SELBERBIF

Premise / £

The geographical area of reference is the coastal
stretch that in the province of Naples from Portici
reaches Vico Equense (photo 1) integrated by the
hinterland that embraces the Vesuvius National
Park (photo?).

It is not the Sorrento Coast (which begins after Vico
Equense) and it is not the city of Naples (which is
located before Portici), but a stretch of sea which is
given the name of Vlesuvian Coast due to the close link
with the municipalities of hinterland that lie at the foot
of Vesuvius, the volcano that characterizes the whole
territory in its past history and in its present.

A total of 21 municipalities that contain biodiversity,
food and wine excellence, quality craftsmanship,
starred restaurants, unique museums in the world,
archaeological and landscape sites, UNESCO
heritage; and which still preserve local traditions,
guaranteeing an “immersive” offer such as that
requested by tourists today.

The Scenery / i

SEFHIBEKISEIRTEHEM Portici ElIX Vico
Equense (BRF1) BYBFL, 2K RS S 4R L
EXRARE GRA 2) Bt B ST,

TARRCIER FFAT Vico Equense Z/&) , tBF
EERARHBH S (IFRBFTZE), ME— RS HE
LB EBERAME S S NEREBFENES, B
FHFE N LR T AR R, X EEA LR AR
[FSEER R TR &b,

XEBHE2 BT, BESEMSIFE. SENR
REEE MRLIZ. ERET R LR—F 8
EYIE. EEMSIELL. SRS EHRCARE>;
BMARE T SRS, RIET SRIFEFTER
BIREIR"BIRS.

+ Wide, diversified, valuable but above all
widespread cultural heritage.

Despite the presence of some symbolic places
known internationally (sites declared by UNESCO as
cultural heritage of humanity such as Pompeii and
Herculaneum, cities of art, churches, landscapes,
museums, etc), the real characterizing element
of the area is the extreme diffusion of tangible and
intangible cultural heritage. This allows the visitor,
with short trips, to enjoy extremely diversified and
high quality cultural attractions.

TR B EMEERREENRN ZHXEES R
EEE—LEERAENRIEERIMF GRS EHR
SCRRE AL BB, 05 I T A
FEZRE.EA I HE R EIES) , ZHKE
ERETT R R RIRY BBV Bl I B
XILFE A LUERIKTT, FRREZH UM SR
XUFERo
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« Places rich in history and traditions.

Alongside the tangible heritage is the intangible
heritage as expressed by the traditions recalled by
multiple rites, events, manifestations, anniversaries.

« Villages.

Smaller towns that represent a mine of suggestions
and innovative proposals for the latest generation
tourist, less hasty, more curious and attentive to the
discovery of minor beauties.

« Aesthetic quality of the landscape.
The beautiful coast from Portici to Vico Equense and
the hinterland with the Vesuvius National Park.

« Authenticity and quality of life.

Tourists tend to recognize a high level of quality in
the lifestyle of the local population and the ability of
residents to relate in a genuine way with the guest.

« Food and wine and authenticity of food.

The area is characterized by absolute agricultural
and agri-food productions, often highlighted by
obtaining the various internationally protected
quality marks (DO, Cl) where organic crops also
have a certain importance. Therefore, a quality
chain, controlled and enhanced by the use of
agricultural products in the traditional local cuisine,
which is varied, original, imaginative, with each
territory capable of offering typical dishes capable of
representing local history and traditions. Among the
various products, wines, oil, vegetables, tomatoes,
fruit, dairy products, flours stand out for their
indisputable value.

« Events.

The Area offers a wide and diverse range of events
by type (cultural, musical, folkloric, sporting, etc.) and
relevance to major events. However, the analysis
on the demand carried out in recent years, show
a strong appreciation especially by foreign guests
for the myriad of markets, festivals, historical re-
enactments and festivals that especially in spring
and summer animate the lives of residents and
tourists in a widespread manner in the whole area.

« Quality of reception of accommodation

and catering facilities.

The accommodation offers ranges from B & Bs
to widespread hotels to hotels of various types
including those belonging to international chains,
without forgetting the campsites and hostels, with
great coverage throughout the area. The restaurant
boasts numerous starred restaurants.

« Quality of infrastructures.
The area hasthe international airport of Capodichino
and the high-speed line.

« Long seasonality.

The mild temperatures allow you to plan a tourist season
spread over all twelve months, with the possibility of also
crossing the holidays of the Chinese calendar.

- AEMERETHS.
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The goal

is to create an

experience with a strong overall
impact where all the senses are

involved.

Hir2el e —MERRIMNERE

A AL, HP S MFrBRE.

e]

The Description / P8

The most recent analyzes dedicated to
forecasting innovation factors in tourism and
the guidelines for the evolution of tourism
consumption agree in pointing out some
crucial elements in guiding the process of
choosing a holiday destination by an ever-
increasing number of tourists.

Beyond the contingent limitations connected
to the COVID 19 pandemic, in fact, the global
tourist demand is focusing on some precise
indicators: the tourist offer is asked for
environmental and social sustainability, an
emotional / experiential / identity character,
usability also by means of tools digital.

The tourism project is built as a “Treasure Hunt”
divided into stages that are reached over three
/ five days (two / four nights), depending on the
optionadopted bythecustomers.Foreach stage
a series of locations are identified among the
21 of the entire area and for each location visits
to sites of cultural / artistic / archaeological /
landscape interest are planned combined
with moments of musical entertainment
and appointments at producers of food and
wine excellence, workshops crafts and artistic
ateliers.

The goal is to create an experience with a
strong overall impact where all the senses are
involved and in which the Tourist participates
by following the directions that arrive on the
mobile device and the suggestions of the Guide
to achieve a true “immersion” in the territory
they visit, transforming each participant is the
protagonist of their own journey. The use of local
means of transport, the use also of the Italian
currency for small purchases, participation in
typical collective rites (fairs / markets / festivals
...), the use of the territory according to slow
rhythms and respectful of the local ecosystem
guarantee | also plan to adhere to the 2030
Agenda criteria.

B F UMb 03 A R AR 2R e R BT
DIfT—BIEE, EESERESHFFEREREN
A RS, —ERRBARE—H.

FR7T 5 COVID 19 RMITHAERAREIZ SN, XL,
EIFREFR R EERE—EREHEHOIER L BRI
P RBIMR I S TR B R/ K5/ B I E. &
AttEd TERFN,

ZRFIBERERA SR, #A=N/EXR (/KN
B) BORNER, BABURAT B RARIETL

XNFEMNEL, B MK 21 MSFRE T —&
P, HFESMIREIT SN/ ER/ZE/5
MR, HEERRENZIURS S eRNEEE
EFBERAR, FAFIZRMERTIEE.,

BiREeIE—MAEFRINEETMAALR, HFHR
FrERE, H BiE o] LURRB ok sE LR
IS5 HP, USEMAERN TR ER Lt
MNEN. WEF TS 5EERE CIKENER.

ERASHMBTA, hEREAREMHIT IR,
SMAREEEN (EF/FH/ME.....), RIEEE

WHREAFLHAGELMESRAARIE HEIHL
5P 2030 FiER,

Contacts / BXR A

E-mail / BB F R infotourisminitaly@163.com
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Impact and Benefits on the Sector / 3}iZ1T L FIEZIHFN UL ES

Direct - Indirect - Induced economic effects

Not only are the effects that the tourism expenditure
foreseen by the Project produces not only on the
structures immediately recipients of the tourist
expenditure (catering, accommodation, generic
and specific ancillary services, archaeological,
museum, cultural sites, etc.) but also the effects that
are realized on the territory as a whole, involved in
the stages with multiplications of effectiveness that
reach food and wine, craftsmanship, professionalism
and so on, triggering continuous processes of
enhancement of each locality, alone and in the
relationship with the other locations, also in terms
of increasing the workforce needed for all positions
and roles that may become necessary.

The type of tourism (so-called slow and immersive
tourism) envisaged by the Project also integrates
the criteria of tourism sustainability required at
European and international level:

«Ensures respect for local commmunities with their
authenticity and traditional values

«Contributes to improving the quality of life of the
communities involved in the Stages

multicultural

«Strengthens  the  level  of
understanding between tourist and locals

JIncrease  the
stakeholders

participation  of community

Bi% - 3% - B RAEFTRM

T B T BB H 52 HH AN B SR iR B 2 BO 45

(BIR AR — RIS ERMRS . E5H. BYIE.X
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BIR R, I EIEIL PR Al Re B BBV ER U AT B 8955
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JUDENTUS
ACADEMY
BEDING

Juventus Academy
(Beijing/Tianjin)

RXEHRIKF R (167 /XE)

i

The football courses offered by
the Juventus football academy
follow the same guideline and
curriculum set out by the
Juventus Football Club.

FIRFTEARELXEH T KA
HENE— N RS R E R R
FIESHINE AR ASEREER
HFE4ESHF BRI, T

Waitex Group family affiliate company is the global
partner and authorized academy operator of the
Italian football club Juventus, a world renown
football team with a history of more than 120 years.
The first Juventus football academy by Waitex
Group family affiliate company was opened in
Tianjin in September 2018 and Beijing in 2019.
Further Juventus football academies are planned to
be opened in many cities across China.

The football courses offered by the Juventus football
academy follow the same guideline and curriculum
set out by the Juventus Football Club and is
operated by a team of international and professional
instructors. The current football field used is built
to FIFA standard, outfitted with a complete range
of training props and equipment. All the training
courses of the Juventus football academy are
set out by Juventus, based on their professional
and systemic training methodologies, combined
with friendly, pleasant and relaxing learning and
training environment, with clear training goals and
milestones, the courses offered at the academy are
sure to provide all-round improvement for all levels
of students in football.

The school has an all-English training
environment, supplemented by Chinese
translation when necessary. In addition
to building students’ passion for football,
enhancing their skills and understanding
of the game, the courses and training also
emphasize teamwork, sportsmanship and
leadership. The ultimate goal of the school
curriculum is to help children develop before
they become footballers. The Academy
welcomes all young people between the ages
of 4 and 18 to enter the Juventus Football
Academy, even if it is just for the beginning
experience, even if you are new to football.

ERABL20ZFHEN, BAFLXEH BIKESR
BB EIRA R R AR IRAL TS , BV SR AR IEAE X
W SAXEFRFEFHNERXLXERZRFREF
2018FIFZEARE, WEILRNE—FIFRBET
2019555, S ILERY, B B A AR L
EH F IR Bt A5t T I,

TXEHTRIRF R —FT RIS LB ER N E
BEFR LR B F o LRI Bt R ki t5T 2 R A FIFA
(RRER) i, BEKIR &, BohE AF B F A
NEHRELXEHRFEZ W BRERREHT, £—

Zi RE IR BRBFE I SIIFFET, B3R ER
AER, 2EHEAFESTFENRKKF,

FeiiE 2 ISR, 5§ LU 2B R X EN R 5
Fr & FINGRER T IR I F R0 B IKBIAE, 1R FH 5517
ARG RITEHIARIS, [FEIE5R 18 S BRI E A
E, BRI RBH NS . HITHRLBHIRLH
BYEZF R, BB RITIEMIK R FhilpfiH4-18
SHEDE iﬁtﬁ(lﬂﬁﬂﬂi—?lﬁ, BERERTH
TR, WIEIREZRINIAIR B K.
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The Juventus Way / i X BTl xR

STYLE OF PLAY

Dictate proceedings, Keep possession of
the ball and stay calm. Focus on individual
initiative and collective hard work.

TECHNICAL ABILITY

Honed through dynamic drills that aim to
perfect every technical skill. The development
of each individual player is placed at the heart
of every exercise.

TACTICAL ABILITY
Run through several detailed individual and
team match situations, to be alternated
through the week.

MENTAL FACTOR

Train the individual to make effective decisions
in match situations. Develop their speed of
thought to adapt with changeable tactical
and technical scenarios.

EMOTIONAL AND SOCIAL FACTOR

Promote an identity fostering the values of
sacrifice, bravery and teamwork, to be applied
both on and off the pitch.

Contacts / BER BT

AR TXERIIGER" RIERINERE S, &
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BESHIRENE: BEFRFRASFEIHEW ES5H
AR TRBIHMENL, F SRPRR A TERIHAS

WeChat ID / ##f&: JuventusAcademy

Company Description / 28743

Waitex Group was founded in New York, USA in 1981 by Chairman and CEO, Mr. Howard Li. The
group has prospered over a span of 41 years into a successful global enterprise. The group'’ s scope
of business includes global logistics and supply chain services, retail chains and fashion design,
production, wholesale, high-end commercial real estate investment, development and operation.
The group owns several modern logistic centres in New York, New Jersey and California with total
building space of several million sqgft. The group has several hundred employees in the United

States, responsible for processing more than USD 5 billion of goods annually for more than 500
well-known brands and clients.
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IKKOPRON

K-Padel - Kopron Turn-Key Padel Fields
K-Padel - SBERNREKIAMMERERRG

Scenario / E=E7T

What is Padel / f+4 2R HEK

Padel is considered a scaled-down version
of tennis. A racket sport that is becoming
increasingly popular. It has gained rapid
acceptance duetoitssimplicity and similarities
to other popular racket sports.

The game of padel is always a doubles game, using
mainly tennis rules and scoring, with some key
adaptations such as an underhand serve.

The gameis played in an enclosed structure and the
rules allow for the use of the back wall and sidewalls
resulting in longer rallies.

The History of Padel / iRV HEKEIHE

1930 A Sport like Tennis with solid stringless
rackets was played in NY City.

In 1969, Mexican Enrique Corcuera invented it.
In 1975, landed in Spain, at Marbella Tennis
Club. During 1976 to 1990, Padel Tennis
became a major sport in Argentina, and
gradually spread to many parts of the world,
such as Brazil, Uruguay, Chile and Europe.

Thanks to the loyalty of its players, it was
gradually extended to North America and
Canada. In 1991, the International Padel
Federation (FIP) was established in Madrid. In
2005, the first World Padel Tournament was
held. Padel Tennis grew up in Australia and
United Kingdom in 2011.
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Padel is considered a
scaled-down version
of tennis. A racket
sport that is becoming

increasingly popular.
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Padel Worldwide / 15238 EIPIR9HR X I ER

Padel Tennis has developed well in all
European countries, and there are more than
50 countries with a National Padel Association,
including Germany, Argentina, Australia,
Austria, Belgium, Brazil, Canada, Chile, Spain,
Finland, Holland, France, Guatemala, India,
Italy, Japan, Lithuania, Mexico, Monaco,
Paraguay, Portugal, Dominican Republic,
Sweden, Switzerland, United Kingdom, United
Arab Emirates, United States, Uruguay.

Padel is the fastest growing sport across the globe
with some sports psychologists even calling the
Padel as the “growth monster” of the decade. In
Spain alone as per statistics presented in 2019,
Padel is currently the Second Largest participation
sport, and more interestingly, even ahead of
tennis, only after football.

Also, there are more than 20,000 Padel courts
worldwide today compared to the 5000
courts that were in use in 2007.
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Padel Growth in Asia / IREXPIRTEIL MY R B

Padel is relatively new in Asia, but already
count with Federations in Japan, Australia,
India, UAE, China, Russia, Iran and some other
countries expected to join in 2020. (World
Padel Federations grew from 35 to 50 in 2019).

First Padel Club of Thailand already counts
300 Club Members.

The Largest Club in Japan has FOUR Padel
Courts, and 1500 members.

Japan just opened its 7th Padel Club.

China already a certain number of Padel
Courts but a big effort must be done to build
more courts and manage them professionally.

The Project / =mEM
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Provision of Turn-Key Padel Fields / iR Xkt IEFIE

The playing field should be a rectangle 10 meters
wide and 20 meters long, enclosed by walls. At
the middle of the playing field there will be a net
dividing the court in two.

The minimum height between the playing field
and an obstacle (for eg. the ceiling) is 6 meters.

A padel court is slightly smaller than the boundary
area of a singles tennis court. Two official size padel
courts can easily be constructed within the area of a
full size tennis court.

Courts can be built either outdoors or indoors with
the same considerations as a tennis court.

Kopron, compared to other suppliers, has the
advantage to provide all the solution for indoor and
outdoor padel fields.

ARTIFICIAL TURF
Fixed with silica sand and is supplied and laid for 205
ma. Type “120 Grip” in blue color.

LIGHTING SYSTEM
8 headlights with extensions for the poles and
related cross-masts.

CUSTOMIZATION
The structure can be customized with colors on
request.

STRUCTURE GUARANTEED 10 YEARS
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The purpose of the Kopron
project is to be able to
provide its solutions to the
different stakeholders.
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Impacts and Benefits / E#M5UgEE

The purpose of the Kopron project is to be
able to provide its solutions to the different
stakeholders, involved in the development of
the Sport as a whole in China, efforts indicated
and driven by the Institutions of P.R. China.

Here below some points which can indicate
the path for the potentialities of Padel in China:

« At National level, the forecast see the sports
sector to be worth 5 trillion yuan by 2025, a 70
per cent increase from 2019 levels

« The National Development and Reform
Commission of the People Republic of China
stated that 1,000 sports parks nationwide will
build or expand by 2025, released on Oct 29
by State organs. These parks should be built in
open, natural spaces where sports facilities do
not occupy too many vegetated areas. No less
than 65 percent of the land area of the sports
parks should be vegetated, stressing that the
building of these parks must not cross the
country's ecological red lines or do harm to
the ecosystems. Sports facilities in these parks
should meet the demand from all age groups,
such as fitness trails for the elderly or football
pitches for the youth. Here there are big spaces
for the launch and the growth of the padel.

« Moreover China is to put greater emphasis on
physical education in its high-school entrance
exam in an effort to push schools and parents
to ensure children get more exercise. It follows
repeated warnings that Chinese children
have high levels of obesity and poor eyesight,
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with physical education often neglected in
China’s primary and middle schools in favor of
academic subjects. Recently the Ministry of
Education announced plans to give sports a
higher weighting in the nation’s high-school
entry exam, the zhongkao, putting it almost on
a par with academic subjects such as Chinese,
math and English.

« China plans to increase exercise opportunities
at schools to help children and teenagers
become more physically active. Students at
primary, middle and high schools will learn
basic sports knowledge and receive athletic
skills training. More competitive sports activities
will also be held to improve their mental and
physical well-being.

« Students should exercise for at least an hour
a day at school and get an additional hour of
physical activity off campus. In order to achieve
these goals, more effort will be made to address
the severe shortage of physical education tutors
and sports facilities at schools.
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Services of our Company / 2 FIFriREEERSS

Provision of Turn-Key Padel Fields / iRk i7Hith SIS

KOPRON is promoting as PROVIDER OF TURN-KEY PADEL FIELDS in China.

ERRIEZRT AT ERTNI AR R T REVRHE

Kopron is an Italian brand, present in China with
a company and a manufacturing centre in Wuxi.

Kopron is the one of the main supplier of
Solutions for the Sports, in terms of Structures
and Accessories.

Kopron has decided to work with passion in sports
and especially in Padel and is nowadays able to
provide not just the padel field, with different
models (Standard and Panoramic), but also the
Covers for the fields.
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Padel Field Covers / 1R =X Rk izt ThHA

The carrying structure is in hot-dipped galvanized
steel with a covering either in PVC, or sandwich
panels or corrugated metal sheet.

Our structures can be personalized and harmonized
with the architectural environment and carry
customer’s brand.

QOur structures can
be personalized and
harmonized with the
architectural environment
and carry customer’s brand.

Contacts / BER ST
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Phone / EEi&: +86 510 85363050

Fax /f£&: +86 510 85363002

E-mail / BB FHl4: enrico.camurati@kopronchina.com

Web / i www.kopron.com




INWMIONDO Company Introduction

SPORT&FLOORING.

LE)ITER

IN 1948, Mondo was established in Alba, Italy. At the
beginning it was a manufacturer of ball products.
Today Mondo has developed into an international
group with nine manufacturing plants in Italy,
Spain, Luxembourg, and China, and sales
subsidiaries in Europe, North America, and Asia.
Mondo Group has entered the Chinese market
since the 1990s and established Mondo flooring
(China) Co, LTD in Beijing in 2006.

After along period of research and learning, Mondo
revolutionary created the world's first prefabricated
rubber track in 1969. From 1976 Montreal Olympic
Games to 2020 Tokyo Olympic Games, Mondo
was the official supplier for 12 consecutive Olympic
Games. Official partner of World Athletics, official
supplier and official sponsor of more than 100
sports federations and associations. Mondo is the
sole official supplier of track and field equipment
for the Tokyo 2020 Olympic and Paralympic
Games. Mondo was also the official supplier of
the 12th IAAF World Championships and the 14th
IAAF Indoor World Championships. More than 70
percent of the world records recognized by the
IAAF have been set on Mondo tracks.

Main products of Mondo include: Sports Floorings
and Equipments, contract PVC and Rubber
Floorings, Balls and Toys. Sports floor includes
prefabricated rubber track, indoor rubber floor,
wood floor system, PVC floor, artificial grass
and other products, which can cover track and
field, basketball, tennis, volleyball, table tennis,
badminton, football, handball, fitness and other
sports. Mondo sports flooring has been certified
by WA, FIBA, BWF, ITF and other international
professional associations, and has been used in
a number of world top competitions. As a global
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leader of sports flooring, Mondo rubber flooring
was selected for the Ice Arenas of 2006 Torino
Winter Olympics and 2010 Vancouver Winter
Olympics. In 2019, Mondo became the supplier
of National Ice and Snow Sports Training and

With more than 70 years of continuous innovation
and the pursuit of quality details, Mondo flooring
has achieved athletes and sports enthusiasts more
outstanding performance, providing safe sports
protection and comfortable sports experience.

We Innovate, You Win!
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Beijing Winter Olympic Games / {tF&®R&

The 2022 Beijing Winter Olympics has successful
closed on February 20, 2022 As the official suppliers
of the 12 consecutive Summer Olympics, Mondo
has also supplied rubber floorings for the ice
arenas of 1992 Albertville, 1994 Lillehammer, 1998
Nagano, Japan, 2002 Salt Lake City, 2006 Turin and
2010 Vancouver Winter Olympics. Now, Mondo
is honored selected to provide rubber flooring
products and installation services for competition
venues and training venues of the 2022 Beijing-
Zhangjiakou Winter Olympics, such as Shougang
Park, National Speed Skating Oval, National Ice and
Snow Sports Training and Research Base, National
Bobsleigh and Tobogganing Center, Short Track
Speed Skating Training Hall and Hebei Chengde
Saihanba National Ice Sports Training Center.
National Speed Skating Oval.

The National Speed Skating Oval is the landmark
venue in Beijing main competition area of 2022
Beijing Winter Olympics and the only new
ice competition arena. The main venue has a
construction area of about 80,000 square meters
and can accommodate about 12000 spectators.
The exterior is a smooth elliptical curved surface
spliced with 3360 pieces of glass. The glass surface
has the colored glaze printing to create a light and
elegant ribbon effect, symbolizing the speed skaters'
racing trajectory, and it is also why the venue has the
nickname of “Ice Ribbon”.

As a sole supplier of rubber track for the National
Speed Skating Oval, Mondo provides prefabricated
rubber track, rubber floorings and installation

Research Base and Shougang Winter Training
Center in rubber floorings and athletic tracks. In
2020, Mondo became the sole supplier of rubber
tracks for the National Speed Skating Oval.
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services for National Speed Skating Oval. Mondo's
skate and weight resistance rubber flooring
has unsurpassed tensile strength, tear strength,
abrasion resistance, crack growth resistance and
slip resistance, so it can be used in areas that often
expose to ice skates, such as surrounding areas of ice
rinks, gyms (including strength and aerobic training
areas, etc.), dressing rooms, ice car rooms and ice car
passages; Sportflex series tracks can be applicated
in the fitness area; multi-functional rubber flooring
with unsurpassed features of slip resistance,
intense and shock absorption can be used in multi-
functional training areas to prevent sports injuries in
comprehensive training.

Shougang Ice Spots Training Center / &$k_Eillgkehidy

After Beijing successfully bid for the 2022 Winter
Olympics, Shougang became the head office of
Beijing Winter Olympics Organizing Committee’s,
the ice sports training base of the national team, and
the competition venue of snowboarding with large
Jjumper of Beijing Winter Olympics. The Shougang
Park is the location of the first supporting venue
for the Beijing Winter Olympics and is currently the
largest training base for ice competitions in Beijing.
At present, there are four Winter Olympic training
venues appearing in the north area of Shougang
Park. Among them, only the ice hockey training
center is a new construction, while the curling
center, figure skating center and short track speed
skating center are renovated from the original clean
coal workshop. After repeated demonstrations,
Shougang Corporation finally selected Mondo as
the rubber flooring supplier of all four ice arenas.

With the rich technical service experiences of
major ice arenas in Canada, the United States
and Europe, the Technical Service Department
of Mondo has assisted the American Gensler
Design and Research Institute and Tsingshang
Architectural Design and Research Institute
to design installation plan for Curling, Figure
Skating and Short Track Speed Skating arenas.
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l More than 70 % of
the world records
recognized by the
IAAF have been set
on Mondo tracks.
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Contacts / RS

E-mail / BTl selenexu@mondochina.com.cn

Phone / BBi&: 010-61598814

49

National Ice and Snow Sports Training and Research Base /

EXRKEEahillRiEit

The National Ice and Snow Sports Training and
Research Base is a supporting project for the
Beijing 2022 Winter Olympics. After its completion,
it will become a training base of the national team
to prepare for the Beijing 2022 Winter Olympics. It
has a total construction area of about 58600mMm2,
consisting of speed skating oval, roller skating oval,
staff dormitory and rehabilitation health center
(natatorium). Mondo supplied rubber flooring and
PVC flooring for the National Ice and Snow Sports
Training and Research Base.

National Snowmobile Sleigh Center / EIREEFIEHI0

The National Snowmobile Sleigh Center has the first
slidingsportstrackin Chinaandthethirdtrackin Asia.
The center has 2000 seats and 8000 standing seats.
After the end of the Winter Olympics, the center will
be used to host international competitions and also
become the training venue for the Chinese national
team.Mondo supplied rubber flooring and rubber
track for the National Snowmobile Sleigh Center.

With excellent product quality, professional
technical team, good sense of responsibility, high-
quality service attitude and selfless dedication,
Mondo has successfully completed the
construction and guarantee work of the venues of
the Beijing Winter Olympic Games, contributing
to the operation of the venues and the perfect
holding of the games. And received a letter of
thanks from the national speed skating team.
Mondo has quietly served the Beijing Olympic
Games for two times and continued to participate
in more international and domestic competitions
with professional technology and superb service,
together to the future!
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MADE WITH ITALY

MOUNTANEN LEFESTYLE

Why Sports Events May Represent
the Key to Reveal Unknown Italian
Regional Destinations to China

FEEFMUEEAFRPERTEN A
Xig Bt iE R EERAG

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.
PIMEBET L B
FTEMN RS RIE. =
§F R R T E .

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 / B {&EiA

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.

Thehintisto usethe emerging trendsascornerstone
of this strategy: outdoors and active tourism as
dragging tool to create awareness about the areas:
Italian geography and urbanfural settlements
logistics 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 (nNo 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)

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

E-mail / BFHF4F: contact@madewithitaly.cn
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Progetto CMR
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Scenario / 52

Among the projects done by Sportium, a company
part of Progetto CMR Group, can mention the “The
Rings”, the new Milan stadium, finalist among the last
two proposals and result has to be still declared, the
New Stadium of Cagliari, the Varese Ice & Pool Sport
center, the Sondrio new Sport Centre and the Enjoy
Sport Center nearby Milan.

The company recently developed the “Football
Stadium Strategic Development Plan” presented in
Rome last June, for the Italian “Lega Pro” professional
football association.

The study purpose is to make the “Lega Pro” football
teams more competitive and self sustainable, by an
economic point of view, providing them guidelines
for investment related to the “stadium” as real
estate asset. This approach will provide a significant
improvement, in the medium-long term, also for
urban regeneration, social aspects, job opportunities,
environmental protection and overall safety.

Actually, according to the analyzed group, half of
the Italian football stadium, are under renovation,
upgrade or total reconstruction. The research, which
has involved the 53 football clubs of the Italian sports
season 2020/2021, confirms that the facilities are
located in the center of urban area and are easily
accessible also thanks to the capillarity of the road
networks and neighboring public mobility.

il

The stadium
assumes a strategic
value for the urban
regeneration
process of the
individual cities.

n
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This also happens for many stadiums in the
first League (Serie A). All the stadiums therefore
assume a strategic value for the urban
regeneration process of the individual cities.
It is not just about architectural impact. The
stadium will play an increasingly important role
in social inclusion policies. The clubs already
promote numerous activities in the cities,
especially towards young people, families and
the weakest categories. The new facilities, the
ability to include many functions and activities
throughout the week, to offer digitized and
flexible facilities for the most diverse events, will
be the opportunity for a new development of
large urban areas.
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The new stadium of Cagliari, in Italy, will replace
the previous stadium of Sant'Elia, in the process of
demolition. Construction will start in 2022: the works
are scheduled to last two years, with a planned
opening in 2024.

Sportium, company member of Progetto CMR
Group, was appoint to develop the feasibility study,
the concept design and the final integrated project
of the new football arena.

The new venue from 25000 seats - increasing up
to 30.000 - will be included in the tender proposal
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that will be presented by Italy to host the European
football championships in 2028.

The stadium was designed to fully comply with the
European Union requirements about sport venues
and in full compliance with the present law code
in terms of active and passive safety; this will allow
Cagliari to return again among the top level cities.

The new building will become the destination for
Visits besides the match day, visitors will have chance
to enjoy also the attractive surroundings.

With specific reference to the hospitality, it is
planned to create a hotel complex, equipped also
with rooms with views of the playing field. It will be
integrated in the building itself and equipped with a
large roof garden with outdoor swimming pool.

The arena will have a number of peculiarities which
will make it one of the most interesting projects in
the field of sports infrastructure. Among these it can
be mentioned: the ergonomic design of the seats,
the easy access to every sectors of the stadium, the
complete and satisfactory view of the football match
from every seating area, the roof which incorporate
high energy efficient equipment, the availability
of elegant and functional hospitality areas, several
catering spots, high quality lighting system, several
technical solution aimed to create a “smart arena”
and, last but not least, the design solution adopted
will acoustically enhance the Cagliari fans support,
creating the “twelfth man” effect and to develop the
so-called “fan experience” to the best, without any
negative impact on the neighborhood area.

For itsinnovative design and green areas, the project
was awarded of the EcolechGreen Award in the
category “lconic Landscape”.

Impact and Benefits / HEX® MR &4

Investments in sports equipment generate a direct,
indirect and induced social and economic return,
both in the short, medium as well as long term.

As also demonstrated by studies carried out
on numerous infrastructures, already in the
construction phase, each invested amount then
triplicate the newly generated value.

Benefit can be seen also when the operation starts,
in particular about the social value. The district
become more attractive, other sites get renovated
and, if the stadium project, has correctly interpreted
the core characters of the area where is located, then
synergies will be even more substantial!

30,000 M47%, BIRER B AR HRI5Z7120285
WM LT B S 7T —o

ZIENIR I R EEREX T REHIENHNE
R, AL ENEEDENIN WL BN E
K ZIDIBEE M, HIRAE MR F L EN R H RS
71, iR B &R — 2 5o

AT SRUZID BRI INTIRTNRE, HIEAEIRIL T —
MNEEGEE, 80 BB E RN A DIRG A
FOBERIRITRN T HIEIINERI, FRE—E
SNHE KA AR B R TRAE o

IR TEER AT BY ORI B 893, 1L TRES1E
tbZRE 2 ShaYBYIa) B, B MR B ETE R R,

ZEBHIENRITTDER, HIEREAEESSR,
X EGIETIFIR— T BRI R E T AR
THFigit, PIENS— M EmRI T HRED AR
8, B EENAENEAMCE, LIRS AR
RIER eI R BT R, HIETIHE R A
T SRR R, NG ORI X, BB IR K,
BmANRAAY, B SR AFRLUTES#R
IR SILER, DB BIENEF A E
AT, B IR RIS FIRIT, LKA e A g ) ]
b, SEH B+ N7, ARV B ETIER

Mo

EETIZIE A BB MR E LS ERIET, %
TE K18 T EcoTechGreen Award ((FEES AL R
WF#YIconic Landscape (ARSI 2237,

WFARBRIEIRE, [ AETSTEAGHT, FPHRTH E KA
FRIGEENERNEEMEFER. RENTEHIE
SERNESFRFIRBNE MR, SERAREE
BE=E,

HMERNEER, BIRGLNEE, THEMEER
BRHEEmRE. AL, YEXNEEIRESDIEN,
RRARFAMXK AR S| 77, H UL BIE H R 7E A&
REIHIIE,

59

Company Introduction / 28]7T43

Progetto CMR Group is the leading Italian integrated
design firm and ranked among the Top 100 world
design firms since 2010. Progetto CMR Milan was
founded in1994. The Group Headquarters are Milan,
world capital of design, and has worldwide presence
with 10 offices around the world. Offices are in: Milan
— Rome - Istanbul — Moscow — Prague — Beijing —
Tianjin - Hanoi — Jakarta - Athens. The presence in
Europe is consolidated by its network of partner
offices, The European Architects Network.

Progetto CMR (Beijing), started to operate in China
in 2002, registered in 2005.

Itis a leading foreign company in China. Along these
years of operation in China over 2 million sq m of
designed projects were built and over 200 sq km
areas were planned.

Late 2019 it was inaugurated the Group new
Headquarters, The House of Italian Architecture,
which will be a hub to create synergies, knowhow
sharing then integrated actions with the
stakeholders engaged in the design, construction
and management process.

The Group employees over 160 professionals
including 130 architects, 15 engineers, 4 industrial
designers, 6 H&S experts, and 5 project-site
management team, and has solid track record
in the following activities: Master-plan, Corporate
Design, Hotel, Retail, Public building, Healthcare,
Sports venue, Residential.

The Group: Progetto CMR Milan, Progetto CMR
(Beijing), Sportium, Progetto Design & Build,
Progetto DVA, BIM Factory, FBN, Progetto CMR
Indonesia, Progetto CMR Asia.

Contacts / BXEZ 50

Phone / B8i&: +86-10-58702891

Fax /f£H&: +86-10-58702892

E-mail / BB FHf: m.bagnasco@progettocmr.cc
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/, Camera diCommercio ltaliana in Cina
‘ HEERMES
Chinaskall Chamber of Commerce

About CICC / XFHEEXFITHS

The China-ltaly Chamber of Commerce (CICC) is
the only business organisation recognised by both
the Italian Government (Ministry of Economic
Development, MiSE) and People's Republic of China
(Ministry of Civil Affairs, MoCA) that aims to boost
the internationalization of Italian business and to
promote the “Made in Italy” in the PRC.

Established in 1991, CICC has now offices in Beijing,
Chongqging, Chengdu, Guangzhou, Shenzhen,
Shanghaiand Suzhou.

The CICC Members (over 800 Members and
Friends until December 2021) represent the Italian
business community such as public-invested and
multinational corporations, small and medium-
sized enterprises (both manufacturing and
commercial), service companies etc.

To companies settled in China and those with on-
going business within the Chinese market, the CICC
offers informative, training and business networking
opportunities. Besides, the CICC qualifies itself as a
voicing platform for them to share topics of common
interest. To companies interested in strengthening
their business in China, the CICC offers consultancy,
assistance and marketing services.

The established network together with the
institutional endorsement provided the CICC with
the opportunities to organise several activities
boosting private businesses, b2b, institutional and
business missions, participation to fairs both in
China and in Italy, networking events, gala dinners,
awarding ceremonies, culinary events, concerts,
career days, etc.
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Contacts / BERHEA]

Beijing Office b3

China-ltaly Chamber of Commerce, 3-2-21 Sanlitun
Diplomatic Residence Compound

Gongtibeilu No.1, Chaoyang District, 100600 Beijing
IERHFAAX TAKB 7RIS = BHINIAEISH
PLED AR=Y/N -

info@cameraitacinacom

www.cameraitacinacom

0086-10-85910545

0086-10-85910546

Chongging Office EIX
infochongging@cameraitacina.com
0086-23-81156589

Chengdu Office Fi#B
infochengdu@cameraitacinacom

Guangzhou Office "™}
infoguangdong@cameraitacina.com
0086-020-8365 2983

Shenzhen Office &I
infoshenzhen@cameraitacina.com

Shanghai Office k3§
infoshanghai@cameraitacinacom
0086-21-63810268

Suzhou Office FHM
infosuzhou@cameraitacinacom
0086-512-6799-6169

Official Wechat Account #{E 2R S:




ITALY B.A.O.
By Appointment Only
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ITALY B.A.O.
By Appointment Only

EAFIRE HIhRE:Ds - IXPRFALY

After globe-trotting the world and settling
down in different countries, sharing a brief
holiday back home we were finally struck by
our own country’s tremendous beauty. We fell
back in love with our art, culture, food, nature,
wine, fashion, landscapes, design.

We realized that Italy - a very small country,
with a very long history and exquisite culture —
is the perfect backdrop to experience some of
the best traits of life.

Italy [B][A][O] is an Italian Travel Conciergerie,
focused on exclusive and high quality services.
We like to design and deliver fine and
unexpected experiences both on traditional
destinations and in not well known but equally
amazing areas of our country.

Italy has a tremendous diversity, where beauty
is equally shared. Due to our wide web of
contacts and constant research, we are very
well able to provide some out of the box
experiences; and to deliver it in the right way.

Often foreign operator find themselves
in despair proposing ltaly: a destination
saturated and confusing, unable — so it seems
—to offer anything more than the classical and
well-known cities of art: all in the same old,
and often overpriced, fashion.
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Italy [B][A][O] is an Italian Travel Conciergerie, focused on

exclusive and high quality services.

Italy [B][A][O] stands on solid cornerstone
crafted through personal and professional
experience, and a team that belongs to very
different fields. Every aspect and detail has
been thoughtfully arranged, and is constantly
monitored directly by our organization during
the travel, so that you can enjoy Italy at best.

We work with passion. We are discreet, fully
aware of different international standards, and
deeply connected among our peninsula.

Human touch is essential,asyou are looking for
some tailor-made experience, not industrial-
crafted emotions. To feel like a welcome guest,
not a tourist.

We know Italy. All too well.
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Contacts / BXR A3

Web / i www.italybao.com

E-mail / B FH#B{F: conciergerie@italybao.com

Human touch is essential, as you are looking for some tailor-
made experience, not industrial-crafted emotions.
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MG CTB B A LIRS

Italy B.A.O. (BAFIE) - RE AT EMIRE, BlnBIKITIRS T LA,




About China 2000 SRL
X Fh[E2000 SRL

About China 2000 SRL
ATALY X Fh[E2000 SRL

China 2000 SRL was born in 1998 as a synthesis
of a long commercial activity with China
started by the Taccetti family in 1946 with
the importation in Italy of straw braids for the
production of the Florence straw hat of Enrico
Taccetti e Figli founded in 1867 and collects
the legacy of the activities carried out from
1994 to 1998 by Taccetti as responsible for the
Italian office of China Resources (Europe) Co.
B.V in Rotterdam, the European office of China
Resources (Holdings) of Hong Kong, a state
owned enterprise founded in 1948 according
to Mao Tze Tung intention. (www.crc.com.hk).
It is also a company accredited by the Ministry
of Economic Development for the consulting
and services for internationalization. It is the
Italian office of CAIQTEST Beijing.

China 2000 SRUE4AF 19984, @— MKEASHEE
W EEHILRE AT, 1946 TaccettiR ik MR E# O
=5, BF £~ Enrico  Taccettiflfay) LFIeIIF
186TFMHTLTFEIRER, FTE1994FE]19984F 8]
TaccettifE ALE SR (FUM) BB R A B R AT 5
HHARN, SRS IBUREHEER (T5R) 286
— AR T —RIEDD, ZEE AT F1948FENER
ARBER AL (www.crc.com.hk) EBfHREF 4
BERARI A ERR IR E SRS AT o

China 2000 Srl was born in 1998 as a synthesis of a long

commercial activity with China.
China 2000 Srl #4£F 1998 &, B 5P E KB EMNEE A

The main services offered by China 2000 SRL
are consulting and trade service assistance
to Italian and Chinese companies for
feasibility studies, Marketing and Commercial
Promotion. The company's mission is to
understand the needs of Italian and Chinese
companies and establish a cooperation plan
among both parties in order to open both
markets. China 2000 SRL is able to offer
to the Italian and Chinese companies the
services necessary to support commercial
actions for entry into the foreign market.
The services offered are: legal, accounting
and administrative, sourcing, quality control,
marketing, facilitated finance, logistics,
certification in import or export. China 2000
SRL is supported by qualified consultants and
partners both in Italy and in China.

Contacts / BFR BT

China 2000 SRLIEHIVEERS EANBAFFFE L
BINEITIERRR, T E MR R HE MR
PRSI R ABNESE T RBANNFELT
BIRESR, HAEW A Z BRI A1EHRI LET AR A T 17,
China 2000 SRLEEB A EAFIMPE AT RHLER
BRSS, ISR NESN 2RI L AT . SR BIAR S B
1 ORR, 2T, R, REET, minEH, U5
R, ¥07%, B CIEBA. China 2000 SRLEHEAFIA
PENEEBIRF SRS o

E-mail / B F#BfF: china2000@china2000.it
Web / Wi www.italylifestyleandculture.com

Web / W5 www.china2000.it

The company’s mission is to understand the needs of
Italian and Chinese companies and establish a cooperation

plan among both parties.

NENERRE T BEAFHMFEQBNFER, FENS ZERILEFIT .




Confcooperative Culture

Cooperativo

Centro Turistico Cooperativo is a system
company of Confcooperative, the largest
association representing cooperatives in Italy.

1,322 cooperatives, 144,500 members, which
employ over 15,000 people, for an aggregate
turnover of 820 million euros.

It's the aggregator of the thousands of tourist
offers today proposed by their members,
which have often been seen as “secondary”
(Eco-tourism, accessible tourism, slow tourism,
community tourism, enhancement of inland
areas, etc.) compared to profitable and mass
tourism, but today promoting the keywords of
the market's trend.

Currently our main modus operandi is to
contract large cooperatives (thousands of
employees) to use the ‘“catalogue” of the
Cooperative Tourist Centre as a preferential
route for company welfare interventions or
Mice activities.

( m‘{ Istico Tourism [Yolelgd (CTC)
EXFmESERD

IREFAERL (CTO) REFEAFRAN A FLEAEA

Confcooperative,

Confcooperative Culture Tourism Sport & 13224
H1FtL, 144,500 55, BB 15,000 A, S E AR
8. 2ZRRTTo

EREMR SRR LT i8R~ mAUC S
&, SEFMARIRIFELL, XL mBE R AN
REH” (EZSHRB TR HRNE . 12 3R R 1 XKk
N X RES) , B85 RAERET BB
P AL

B, NI BEEARRESAEEHFE BTFER
D) EITEE, FAGERERON  “BREAAE
BATFHEMiceFRN N RIRER.

CTC is a system company of Confcooperative, the largest
association representing cooperatives in Italy.

MRS ERC (CTC) REFRAFRAM G 1E1LEX B Confcooperative,

// tenh
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The CTC is therefore the Italian subject
that proposes, at national level, the most
original proposals for Sustainable Tourism
and Accessible. Walks, outdoor, inland areas,
villages, sea, mountains... are more than
100 proposals that the CTC offers to all fans
of the “Bel Paese”. Just from this sensitivity
and attention to the values of inclusion of
cooperation, was born the project “Accessible
Outdoor Tourism”, that the CTC is building
together with a network of realities between
Italy and China, including the Italy-China
Chamber of Commerce.

Contacts / BEZR 5T

The Italian Proposal for Accessible
and Sustainable Tourism

BEXHIrTH4: 5 T IEts ik 48

MRS ER L (CTC) BRI, ARAERES
TREES AR BRI GIE IR B MR W . TRABIEEF
PRFRED I MK 2 49 8 F AL BK S HiRifF
BEFL(CTO) BEm“EWNERE" EFERIE T AR

FRWo

MRS ER L (CTC) EESIRNEDR, A& S1FNE
BER, EHEMBAFZ NN SN T, €
EHERAFEZ,

Web / [iif: https://centroturistico.coop
E-mail / BB b info@centroturistico.coop

Via Torino 146, 00184 Roma

Walks, outdoor, inland areas, villages, sea, mountains...are
more than 100 proposals that the CTC offers to all fans of the

“Bel Paese”.

FABFEERRTED . PINRFBEX. S 1 EFNLRKE.




About Dynamigs
XFIRR (LB BB S RRSERARE

DYNaMieS®

CCONSULTING - TRADING

About Dynamigs
XFIRR (L8 BSSaRSBRAR

Since 2018, DYNAMIGS has helped companies’
strategy and implement their international
visions. Our growing Agency is driven by
passionate, international thinkers who work
closely with each brand to create strategies
that produce tangible results.

B 2018 S AR, DYNAMIGS BT A mhdflE SR
B, #E BRI b 9 E PR LR =R T IR BT A RIEIBA
RHEAABENERUAT AR, )5 mhETiE
G ITERBTIERRO TR,

Since 2018, DYNAMIGS has helped companies strategy

and implement their international visions.
B 2018 £ELAZR, DYNAMIGS BT 1 fmheihl E iz ea g, #Bh LI s E PR bR o

Social media management, campaign
creation and execution.

E-commerce activation, store management &
commercial integration cross channel.

Import and Export, fully licensed in China for
global shipments.

Event production & Promotion for corporate,
promotional and private events.

More services towards localization, including

design, legal services, support for government
grants and consulting.

Contacts / BFER BT

HARAREIR EHEHMRT o

BEE
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JEHEE. BREFIES

ERERSIFENERHTHE RS, TR T 2EH .

AV ARSER D N BB ERRIFMET o

BIERITOERRS B RSN E L S 0EE S
BUAILARSS

DYNAMIGS (SHANGHAI) CONSULTING CO. LTD.

KAIYUE MANSION, 1600 Jiang Ning Road - Room 1109, 200060 SHANGHAI - PRC

Web / i www.dynamigs.com.cn
E-mail / B F il davide@dynamigs.com.cn
E-mail / BB FHB{F: stefano@dynamigs.com.cn

E-mail / BB FEBf: marco@dynamigs.com.cn

We gain traction with a combination of influencer marketing
and paid media allocated meticulously based on set targets.

HNNBEI D EE SR T R AERA R E,




lsiyl About Etihad Airways

ETIHAD

AIRWAYS

Etihad Airways,the nationalairline ofthe UAE, is
one of the world’s leading airlines. Our journey
started in Abu Dhabi, UAE's capital, a modern
cosmopolitan metropolis with an old-world
charm and a passion for innovation. From Abu
Dhabi, we fly to more than 70 destinations in
the world, including connections between
China and Italy. Our Business Connect
product  (www.etihadbusinessconnect.com)
is the most generous loyalty program for
SMEs, maximizing savings from their travels:
companies earn miles that can then be
redeemed against flights and upgrades across
all our partner airlines, while the employees
can continue to earn in addition its own
personal miles.

KT PEta s

FlRA BN A EARBREERME QB TR
EMAERMEZ AT Z— BRITHNBETREBEEES
f e 4Lt —— A E PR AER ™, RN A A S
EWNBE AT OIF G, MRERILLLEE, &A1
AL REFEPERNEAFN ZEMENT0ZNEN
1, FATBIBusiness ConnectF= & (www.etihadbusi-
nessconnect.com) 2 & XA/l FR IR B IR EE
I, AT UR AR EH T E R A BB ER
HEN R THAI U RITE S NAERRE, BRAIUSR
RGN A S EK M= AT MM ZMFA A

AR50

Etihad Airways, the national airline of the UAE, is one of the

world’s leading airlines.

R BN AR FNMRKEERMT AR T R AN EEFIMEARZ—

lsiyl About Etihad Airways

CETIHAD

AIRWAYS

In 2020 we launched ‘Etihad Wellness',
a comprehensive program following the
highest standards of hygiene at every stage
of the journey (catering, aircraft cabin deep-
cleaning, health screening, inflight product,
crew interaction, ground transportation, etc.).
All our passengers receive a free Wellness
Kit including masks, sanitary gel and gloves.
As a result, we were awarded the Diamond
status in the ‘APEX Health Safety’ audit for
efforts in ensuring hospital-grade standards
of cleanliness. This is a recognition that Etihad
is one of the safest airlines in the world.

KT PEra B

20204, HABE T “MiRMERERE R, EiE
2B NN R RS DERE (BIX REE
&, BERNE, L@, MAARED, EEEE) .
BNNERFIERERERHEGENS, DERENF
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Contacts / BXR A3

Etihad Airways China Team: china@etihad.ae

FaliRra A= (Etihad) FREIFIPA: china@etihad.ae

We were awarded the Diamond status in the ‘APEX Health
Safety’ audit for efforts in ensuring hospital-grade standards

of cleanliness.

BT RIS, PR ra BT 8 BAPEXRRZ M EITHRREHA AR,
MRET TERRERR LR B S D EAR TS EFTHEIEE 1.



About Good Italy Group

About Good Italy Group

Good ltaly is a network of four companies
operating in different and complementary
sectors on the Chinese territory.

The Good ltaly Group main purpose is the
dissemination of Italian culture in China,
into very variety forms and in particular the
promotion of Italian food and wine culture, the
support for the internationalization of Italian
companies in China, through the marketing of
authentic Italian products, tourism promotion
of the Italian territory, general and educational
services.

In addition to the Italian promotional events,
Good ltaly also co-organized the first online
F&B fairs in China with another important
group, the Chinese giant 2IFOOD, and
sponsored other events with the sole purpose
of promoting the Italian supply chain. The
Network is composed by: MIC Hong Kong
active since 2015 in the consultancy and trade
sector, Shanghai Good Italy Ltd founded in
2017 previously called Kairos Event brand since
2014 in Shanghai, operating in the promotion,
events and consultancy sector, Shanghai
Shenfeng Imp . & esp. Co. Ltd created in 2019 to
support and export Italian products to China
and finally the latest arrival in 2020 Shenzhen
Goodeataly Trading Co. Also operating in
southern China in the consulting and trading
sector.

Good ltaly actively collaborates with the
Association for the Promotion of Italian Food
and Wine Culture and for the Enhancement of
the Italian Catering Technique in China, Hong
Kong and Macao (shortly Promoltalia) as it
shares the statutory purposes.

In particular, for this specific project in the
tourism and sports sector, Good Italy and

Promoltalia have decided to combine both
the skills and the experiences gained over
these years in China.

Good Italy provides the project with its
organization, its connections in the Chinese
territory, the optimal and widespread contacts
and relationships with Chinese authorities
and entrepreneurs. Promoltalia  makes
available to the project the experience gained
since 2018 in the promotion of Italian food
and wine culture and the Mediterranean diet
on the Chinese territory through activities
and events organized. Among others, in Xi
‘An (Exhibition “The Loggia of Cupid and
Psyche” di Raffaello), in Shanghai (Week of
Italian Cuisine in the World, 5 editions; Forum
of Italian Cuisine and the Mediterranean Diet,
2 editions) in Chongging (World Day against
food waste) which allowed to build a bridge
between food culture Italian and Chinese,
respecting the different habits but with the
aim of strengthening the friendship between
the two populations.

Good ltaly avails itself of the lodice law firm (SLI)
of Naples as a privileged provider for corporate
consultancy, contractual, and intellectual
property law issues, in particular for the food
& beverage and tourism sector in which SLI
boasts thirty years of experience. In the last five
years, among the many activities, for the food
and wine tourism and wellness sector, SLI has
supported the establishment and management
of the first Business Network (called Great
Vesuvius) of tourism services in the Campania
Region destined for China and has provided
legal services for tourist packages (2018/2019)
intended for Chinese delegations (Buyers and
Investors) interested in knowing and visiting
places and production processes of Italian food
excellence.

Good Italy B—MHERAEHMAIMNLE, XLRF]
ERERERNAR BB R 5,

Good ltaly A M EE BN B EL SR EREEE
BAFSL, 3R BAFIEBMEEX W, 2
BAMABEFRENER, B EHERNEAF
=58, BAFIALBAREHE . —RAHE RS,

BRT BAMBUHET ERD, Good ltaly B5F—1NEE
SEH—FEEBEL 21FO0D BX&% N T HEEEEL
ERFBERE, U T At 1R RAR MR
JERN. MILEEIE 2015 SFEERTEWMBZH MIC
Hong Kong,2017 &FpiZ89 E3& Good ltaly Ltd, &l
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Good ltaly FFEABARENHTHY lodice BIMESSFT (SLI)
1ERATEM. &RFAIRF=AE R R A RIGR 4
&, FRIRTE SL 8 30 FEHNNEEMINEAIIREE
T, EIENREDR, ERZIEDR, EEREEIR
TERGEERE, SLI  STHERANEIR T IRAE X
FE—NEERENIREARS B ML (FRAKRLE TR
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(2018/2019) A ZARS -
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Contacts / R AR

E-mail / BB B infotourisminitaly@163.com

358, Baole Road, #36, Huacao Town, Minhang District

BIATHBE it BT RTT KRB 35877365
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About Juventus Academy

JUDENTUS
ACADEMY

Beijing/Tianjin

BEDING EFILR/ R RAXEEG R

Waitex Group family affiliate company is the global
partner and authorized academy operator of the
Italian football club Juventus, a world renown
football team with a history of more than 120 years.
The first Juventus football academy by Waitex
Group family affiliate company was opened in
Tianjin in September 2018. Further Juventus footballl
academies are planned to be opened in many cities
across China.

The Juventus Football Academy is an international
football academy with a focus on teaching, training
and competition. All training coursesin the academy
are organized under the professional football system
of Juventus, in a systematic, friendly, pleasant and
relaxed learning and training environment, through
different skill levels to comprehensively improve the
football level of students and beginners.

The school has an all-English teaching environment,
supplemented by Chinese translation when
necessary. In addition to building students'
passion for football, enhancing their skills and
understanding of the game, the courses and
training also emphasize teamwork, sportsmanship
and leadership.

The ultimate goal of the school curriculum is to help
children develop before they become footballers.
The Academy welcomes all young people between
the ages of 4 and 18 to enter the Juventus Footballl
Academy, even if it is just for the beginning
experience, even if you are new to football.
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The Juventus Football Academy is an international football

academy with a focus on teaching, training and competition.
X E BRI F BT —Fr B BRI EIR A S L EER A TR (EFRft) BEKF .
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About Waitex Group
X FRGEE

Waitex Group was founded in New York, USAin
1981 by Chairman and CEO, Mr. Howard Li. The
group has prospered over a span of 40 years
into a successful global enterprise. The group’
s scope of business includes global logistics
and supply chain services, retail chains and
fashion design, production, wholesale, high-
end commercial real estate investment,
development and operation.

Waitex Group family affiliate company
investments in China include high-end
commercial  properties and  residential
projects. Waitex Group family affiliate
company is the founding partner of 7
Florentia Village Luxury Designer Outlets, a
joint venture with an lItalian, Hong Kong and
a major US investment fund. As a founding
shareholder, Waitex Group family affiliate
company has invested in and developed the
Creativo Designer Lifestyle Experience Mall.
Waitex Group family affiliate company and
Sino-Ocean Group have jointly invested and
developing the V1 Auto World project, with
800,400 sg m and GBA 600,000 sg m.

Contacts / BFR ST
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WeChat ID / #5: JuventusAcademy

The group has prospered over a span of 40 years into a

successful global enterprise.
ZHA0FENRERE, SKNUBRERE SN SBERLIK, MEMERNEE R,




Kopron is Promoting as Provider

IXKOPRON|
EMfRME

Kopron is an Italian brand, present in China with a
company and a manufacturing center in Wuxi.

Kopron is the one of the main supplier of Solutions
for the Sports, in terms of Structures and Accessories.

Kopron has decided to work with passion in sports
and especially in Padel and is nowadays able to
provide not just the Padel field, with different
models (Standard and Panoramic), but also the
Covers for the fields.

of Turn-Key Padel Fields in China
=il IEZ S P E R REKERR S

BHEER—IEAN @M, BREFEEHE —RKA
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Kopron is the one of the main supplier of Solutions for the

Sports, in terms of Structures and Accessories.
MR AE, SRLeREaRRAS RN EEHNEZ—,.

Padel Field Covers

The carrying structure is in hot-dipped
galvanized steel with a covering either in PVC,
or sandwich panels or corrugated metal sheet.

Our  structures can be personalized
and harmonized with the architectural
environment and carry customer’s brand.

R EK T3t oA
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Contacts / BEZR 5T

KOPRON (Wuxi) Logistic Facilities Co., Ltd / & (£83) ¥ImigEa R AR

Chengnan Road 207, New District Wuxi, 214028 Jiangsu-China

EE207TS I ABEHHIX214028
Phone / EEi&: +86 510 85363050

Fax / f£&: +86 510 85363002

E-mail / B FHl: enrico.camurati@kopronchina.com

Web / i www.kopron.com

Our structures can be personalized and harmonised with
the architectural environment and carry customer's brand.
AR E A ME, SRRIFERNE, FERE P RS,




MWNVIONDO

SPORT &FLOORING.

KQE)ITER

In 1948, Mondo was established in Alba, Italy. At the
beginning it was a manufacturer of ball products.
Today Mondo has developed into an international
group with nine manufacturing plantsin Italy, Spain,
Luxembourg, and China, and sales subsidiaries in
Europe, North America, and Asia. Mondo Group
has entered the Chinese market since the 1990s
and established Mondo flooring (China) Co, LTD in
Beijing in 2006.

After a long period of research and learning, Mondo
revolutionary created the world's first prefabricated
rubber track in 1969. From 1976 Montreal Olympic
Games to 2020 Tokyo Olympic Games, Mondo
was the official supplier for 12 consecutive Olympic
Games. Official partner of World Athletics, official
supplier and official sponsor of more than 100
sports federations and associations. Mondo is the
sole official supplier of track and field equipment
for the Tokyo 2020 Olympic and Paralympic Games.
Mondo was also the official supplier of the 12th IAAF
World Championships and the 14th IAAF Indoor
World Championships. More than 70 percent of the
world records recognized by the IAAF have been set
on Mondo tracks.

Main products of Mondo include: Sports Floorings
and Equipments, contract PVC and Rubber
Floorings, Balls and Toys.

Mondo Company Introduction

MONDOR Z &EF I T BAFIMIRE, 19485632
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Mondo was the official supplier for 12 consecutive Olympic

Games.

Mondo %4 12 FRARIEENE 5 HNE.

SPORT&FLOORING.

LE)ITER

Sports floor includes prefabricated rubber track,
indoor rubber floor, wood floor system, PVC floor,
artificial grass and other products, which can
cover track and field, basketball, tennis, volleyball,
table tennis, badminton, football, handball, fitness
and other sports. Mondo sports flooring has
been certified by WA, FIBA, BWF, ITF and other
international professional associations, and has
been used in a number of world top competitions.
As a global leader of sports flooring, Mondo rubber
flooring was selected for the Ice Arenas of 2006
Torino Winter Olympics and 2010 Vancouver Winter
Olympics. In 2019, Mondo became the supplier of
National Ice and Snow Sports Training and Research
Base and Shougang Winter Training Center in
rubber floorings and athletic tracks. In 2020, Mondo
became the sole supplier of rubber tracks for the
National Speed Skating Oval.

With more than 70 years of continuous innovation
and the pursuit of quality details, Mondo flooring
has achieved athletes and sports enthusiasts more
outstanding performance, providing safe sports
protection and comfortable sports experience.

We Innovate, You Win!

Contacts / BFER BT

Mondo Company Introduction
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FAIeUH, BREWEK!

E-mail / BB FHR: selenexu@mondochina.com.cn

Phone / E2i%: 010-61598814

Main products of Mondo include: Sports Floorings and
Equipments, contract PVC and Rubber Floorings, Balls and Toys.
FEr=LEE  EohtiR A28 i A PVCHR R KA ET A,




Made With Italy

MADE WITH ITALY

MOUNTAEN LEFESTYLE

BEAFHIE

Our Mission: We Inspire

The Chinese market today represents a sort of
Eldorado, remote but tangible, of whose miraculous
effect almost everyone has heard and many have
experienced the difficulties in grasping its dynamics
and above all in having a real and fruitful exchange
with it.

China is characterized by a very specific and closed
social ecosystem: local knowledge and skills are
needed to navigate this arena. And that's not all:
language, social specificities, history of tourism and
social development determine a different world,
with its own rules and trends.

MWI creates solutions to allow companies
working in the hospitality sector, DMOs and DMCs,
sports and outdoor brands an understanding
of the market and its dynamics, and actions to
approach it reaching their goals of visibility and
engagement. MWI.
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Contacts / BFR AT

Web / i www.madewithitaly.cn

E-mail / BFHF4F: contact@madewithitaly.cn

We help Italian companies to truly understand the Chinese

outbound tourism market.

B S SRR IIECR MRKERERS, IR 5| B P8, BB A AR EIET
AR E IR0

Made With Italy

MADE WITH ITALY

MOUNTABN LEFESTYLE

BEXFHIE

Our Services

We propose a synergistic approach aimed at
engaging and educating the Chinese partner,
while defining a business ecosystem that
allows easy access to your service.

We help Italian companies to truly understand
the Chinese outbound tourism market,
connecting with the right partners and
defining a long-term strategy capable of
attracting the right customer cluster.

We constantly monitor initiatives and events
that involve the sector in order to offer
maximum visibility to our customers in an
arena of high competitiveness such as China.

Choose to have a physical presence in this
market and participate in trade shows,
roadshows and create ad hoc events to directly
engage your potential customers: to avoid low
efficiency make use of a local presence to
interact and integrates China-Italy synergies
and monitors opportunities.

e B2B MEETING IN PRESENCE

e B2C EVENTS & SELECTED PARTNERS
COLLABORATIONS MATCHMAKING

* ORGANIZATION OF FAM AND KOL TOURS

¢ DIGITAL MARKETING

¢ REPRESENTATIVE SERVICE
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We propose a synergistic approach aimed at engaging and
educating the Chinese partner, while defining a business

ecosystem that allows easy access to your service.
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Progetto CMR Group is the leading Italian
integrated design firm and ranked among
the Top 100 world design firms since 2010.
Progetto CMR Milan was founded in 1994. The
Group Headquarters are Milan, world capital
of design, and has worldwide presence with
10 offices around the world. Offices are in:
Milan — Rome - Istanbul — Moscow - Prague
— Beijing - Tianjin - Hanoi - Jakarta - Athens.
The presence in Europe is consolidated by
its network of partner offices, The European
Architects Network.

Progetto CMR (Beijing), started to operate in
China in 2002, registered in 2005.

It is a leading foreign company in China.
Along these years of operation in China over 2
millions sqg m of designed projects were built
and over 200 sq km areas were planned.

Late 2019 it was inaugurated the Group new
Headquarters, The House of Italian Architecture,
which will be a hub to create synergies,
knowhow sharing then integrated actions
with the stakeholders engaged in the design,
construction and management process.
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Progetto CMR Group is the leading Italian integrated design firm
and ranked among the Top 100 world design firms since 2010.
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The Group employees over 160 professionals
including 130 architects, 15 engineers, 4
industrial designers, 6 H&S experts, and 5
project-site management team, and has solid
track record in the following activities: Master-
plan, Corporate Design, Hotel, Retail, Public
building, Healthcare, Sports venue, Residential.

The Group: Progetto CMR Milan, Progetto CMR
(Beijing), Sportium, Progetto Design & Build,
Progetto DVA, BIM Factory, FBN, Progetto
CMR Indonesia, Progetto CMR Asia.

ERHERI0ZR TR T, HR130F AN, 1557
TH2m, 4% TAhigitsh, 62 @RS Eah T R
53210 B s T EIZEIFA, 7240 T SUSBA 224N - S5
X, DA, BIE, Bk, AHER, BREET, 68
ZIERAEE,

EEHIRK 52 84  Progetto CMRAK =, Progetto CMRAt,
=, Sportium, Progetto CMR Design & Build, BIMT
=, Progetto CMRENEJE AL, Progetto CMRIZ o

Contacts / BFER ST

Arch. Massimo Bagnasco / Z#EF!

Partner & Managing Director / &1k A & EEZIE

Progetto CMR (Beijing) Architectural Design Consultants Co, Ltd. / /&35 At R) BIRIGITRRERAE

The Spaces International Center, Room 706/707, Tower A, No. 8 Dongdagiao Road, Chaoyang
District, Beijing 100020 (China) / FEILRMEABAX AR A8 S HEBEFR.L) 706/707%, 100020

Phone / B8i&: +86-10-58702891
Fax /£ &: +86-10-58702892

E-mail / B FHF: m.bagnasco@progettocmr.cc

Web / & www.progettocmr.cc, www.progettocmr.com

Company has solid track record in the following activities:
Master-plan, Corporate Design, Hotel, Retail, Public building,
Healthcare, Sports venue, Residential.
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