





In 2018 Italy surpasses France in foreigners tourism
overnights, growing vs Spam
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23,5% of nights from ExtraUe’s tourists are spent in Italy
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Tourism flows in Italy 2018

Market Nights Change % 18/17
International 216.152.719 +2,6
Domestic 212.099.048 +1,0
Total 428.251.767 +1,8
Rate %

Italians 49,5% Foreigners 50,5%

Fonte: Ufficio Studi ENIT su dati ISTAT provvisori 2018 /741,



Tourism Expenditure in 2018

Foreigners in Italy Italians abroad
inmln € inmln €
?@ e{ﬁ/é
41.712 25.485
+6,5% on 2017 3,8% on 2017

3

Balance 2018
16.227

min €

+11,2% on 2017

Fonte: Ufficio Studi ENIT su dati Banca d’ltalia 2018 /741,4
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MALAYSIAN TOURISM GDP

MALAYSIA GDP IMPACT BY SECTOR
S billion (206 prices)

20

a0
70
&0
30
40
30
20
10

EXATA@LE®

B DIRECT I INDIRECT & INDUCED

Fonte: Ufficio Studi ENIT su dati WTTC
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MALAYSIAN TOURISM GDP (%)

MALAYSIA GDP IMPACT BY SECTOR,
Share of total economy GDP
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MALAYSIAN TOURISM EMPLOYMENT IMPACT

MALAYSIA EMPLOYMENT IMPACT BY SECTOR
2016, thousands
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Fonte: Ufficio Studi ENIT su dati WTTC



MALAYSIAN TOURISM EMPLOYMENT IMPACT

MALAYSIA EMPLOYMENT IMPACT BY SECTOR
Share of total economy employment
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Fonte: Ufficio Studi ENIT su dati WTTC



MALAYSIAN TOURISM FUTURE TRENDS

MALAYSIA GDP FORECAST BY SECTOR
CAGR? 2017-2027
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Fonte: Ufficio Studi ENIT su dati WTTC
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IVIALYOIAN TUURDIVI INTERINATIUNAL
EXPENDITURE (USS Million
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Fonte: Ufficio'Studi ENIT su dati UNWTO



Italy
Sri Lanka
Maldives

Nepal

Fonte: Ufficio Studi ENIT su dati UNWTO

301.961

54.374

-
- N = . N

-

23.747
16.185

13.669

19.230

_ 60.859

60.030

' 47.010

" 39.714 10c Cammm —

24.982

19.092

18.284

5,20
17,96

33,76

V)8



MALAYSIAN TOURISM IN ITALY

TOURISM
EXPENDITURE IN
ITALY (Euros)

TOURISM
NIGHTS

MALAYSIA 53.109.514,54 253.684 45.476
Change %
2017/2016 +115,2 +158,7 +12,3

ITALA

Fonte: Ufficio Studi ENIT su dati Banca d’Italia



FOCUS
SINGAPORE

Zzke - CNY - 2012



SINGAPORE TOURISM GDP

SINGAPORE GDP IMPACT BY SECTOR
5 billion (2016 prices)
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Fonte: Ufficio Studi ENIT su dati WTTC



SINGAPORE TOURISM GDP (%)

SINGAPOREGDP IMPACT BY SECTOR
Share of total economy GDP
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SINGAPORE TOURISM EMPLOYMENT IMPACT

Fonte: Ufficio

SINGAPORE EMPLOYMENT IMPACT BY SECTOR
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SINGAPORE TOURISM EMPLOYMENT IMPACT

SINGAPORE EMPLOYMENT IMPACT BY SECTOR
Share of total economy employment
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SINGAPORE TOURISM FUTURE TRENDS

SINGAPORE GDP FORECAST BY SECTOR
CAGR? 2017-2027
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Fonte: Ufficio Studi ENIT su dati UNWTO



ITALY IS 5° IN TOP 10 SINGAPORE DESTINATIONS

Change %
2016 2017 2017 /2016

145.546  153.679
97.372 94.274 -3,2

..................................................................................................................................................... e \913@4\ - =
70.815 74.189 4,8 =
D ZAB0. - e600AZTT 45

=4 Canada 52.979 54.955 3,7
Poland 44,500 .700 4,9
France 29.636 44.265 49,4
Russian Federation 31.659 39.629 25,2 [
Ukraine 25.226 27.067 7,3 '

Fonte: Ufficio Studi ENIT su dati UNWTO




TOURISM IN ITALY FROM SINGAPORE

TOURISM  TOURISM
EXPENDITURE IN NIGHTS
ITALY (Euros)

SINGAPORE 22.204.433,74 123.312 23.065

Fonte: Ufficio Studi ENIT su dati Banca d’Italia 4 I



ENIT About us

ENIT - The Italian National Tourist Board promotes
Italy as a travel destination since 19109.

Since 2016, ENIT has a new business structure that
allows resource optimization, the increase of
efficiency in terms of expenditure and
performance, and the growth of the promotional
actions’ efficacy.

17ALA,



ENIT IN THE WORLD
EUROPE

AMSTERDAM
amsterdarmifienit.it

BERLIM

berlin@enit.it

BRUSSELS

BUDAPEST
budapestfenit it
FRANKFURT AM MAIN
frankfurt@enit it
LISBON

lisbon@enit.it

LOMDOM
londondfuenit. it

MADRID
madridfenit.it
MUMICH
monaco@enit. it
MOSCOW
moscowifenit it

PAR

paris@enit it
PRAGLE
pragafenitit
STOCKHOLM
stockholmienit.it
WARSAW
varsaviaguenit.it
WVIEMMNA
viennaifenit.it
ZURICH
zurigofenit.it
ASIA AND MIDDLE EAST
BANGHOH
banghkokfenit it
MUMBAI
mumbai@enit.it
BELJING
beijjing@enit.it

Worldwide organization

ENIT headquarter is in Rome with 28 branches around the world

SEOUL

seoulfenitit

TEL AVIV

telavivienit.it

TOKYD

tolkyo@enitit

AMERICAS AND OCEANIA
BUEMOS AIRES

LOS AMGELES
losangelespenit it

kipenit.it
TORONTO

SAD PALULD
saopaulodenit.it
SYDMNEY
sydney@enit.it

/7AL



The Network

Thanks to its wide network, ENIT fosters partnership with

v'Embassies

v'Consulates

v'lItalian Cultural Institutes
v'ltalian Trade Commission
v'Chamber of Commerce

v/|talian Regions

v'Italian Municipalities

v'Other local Institutions

v'TO, DMC, TA, Convention Bureau

17ALA,



Flying here
IS easier

With 31 international airports and over 13
low-cost airlines, every comer of Italy is
easily accessible to you.

Italy’s busiest airports by passenger traffic:

+ Rome - Leonardo da Vinci
International Airport won the 2018 ACI
EUROPE Best Airport Award

« Milan — Malpensa Airport is freshly
renovated, having welcomed the world
for Expo 2015

« Venice — Marco Polo Airport

*Source: Diatn Sounce: ENIT Studies Office.

Italy lies right in
the heart of the
Mediterranean
wWith excellent
connections by atr
of all wajor anol
minor cities

V7ALIA,



Why choose Italy as destination?

railway network

Italy has over 16.520 KM of railway with
stations throughout the country




Italian Excellences in tourism

* Sun & Beach

e Active and Sports
* Made in ltaly

e Culture




Sun & Beach

Italy boasts about 8,000 kilometers of
coastline, an unparalleled natural and
immaterial heritage, and an innate = e =
maritime vocation that involves the entire |

nhational socio-economic destination



Sun & Beach

In 2018, 368 beaches with their
clean crystal clear waters, 178
resorts and 70 tourist landing sites

were awarded the Blue Flag




Unesco Sites




Italy as a shopping destination

Foreign expenditure in Italy for shopping

1,4 billion euro in 2017

4,0% of total

internationl
expenditure in Italy

1IALA.

Fonte: Ufficio Studi ENIT su dati Banca d’Italia “Il Turismo internazionale dell’Italia”



Italy 1° as world destination for luxury travels

|deal for affluent, millennial, families and honeymoon

Top 10 travel destination

Affluent Families Honeymoon
1 Italia Italia Italia Italia
2 France Thailandia Mexico Maldive
3 South Africa Island Hawaii French Polinesia
4 United States South Africa Orlando Maui
5 Island Australia England France
6 Mexico Croatia South Africa Seychelles
7 Spain Costa Rica Costa Rica Thailandia
8 Croatia France France Bali
9 Japan Bali Rep. Domenicana Mexico
10 Australia Peru Spain Greece

Fonte: Fonte: Ufficio Studi ENIT su dati Virtuoso

VAL,



Honeymoon
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Fonte: Ufficio Studi ENIT su dati Banca d’ltalia

Italy
+16,4% on 2016 e

Top international spenders in Italy

(millions €) for honeymooning travels

%' Lo Change Rate %
SR 4 Country 2016 2017 % on total 2017
i, v ; 17/16
= e
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Food&wine Tourism Trends

rst qtﬁr 019,

2 tour @peE ato
m 6 e‘ntm

Fod&Wln toukism de

In long,
tourism iti




Natural beauties

The natural beauty of the place motivates 8% of tourists (9.6% foreigners and 6.5% Italians)
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Fonte: Ufficio Studi ENIT su dati Unioncamere-Isnart /J4l,4



=sport 17,7% of tourists in Ita

28 5% of tourlsts travellmg in Italy for various reasons,
practicé.sport during their holiday

(25% italians, 32,4% forelgners)

RS T R R AN A N R e b

Internatlonal expendlture for Sport Holldays in Italy

410 m|II|ons euro +50% on 2016




ART CITIES

Cultural heritage

Our country has immense = »
cultural wealth: 3,609
museums; 5,000 2 —
monuments, museums and -3 (y.: B8 S AT
archaeological areas; e e 7N
46,025 fixed architectural ¢ Voam T YR
assets; 34,000 places of L % A \obl ST
entertainment, hundreds % e m— ’l‘;:!:' | \\
of festivals-and cultural DLW LIS BLERY . ”—%—{, =
initiatives, traditions that — L7 By 7 “""&“ i — Ny \
animate our territories. 77 77y S AL BN B & . —
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UNESCO SITES

Travel Ideas

With 54 sites included in the list
- , of World Heritage Sites, Italy is at
R ; T T — | the top of all countries: the
LTI Wt ’*1'!"‘ SRR FgT g ~ Dolomites, the Po Delta, the
Pl da LR Ve ;‘*—iﬁ"“ ' archaeological area of Pompeii
T 2 e TR LB (£2, i ' and Herculaneum, the Sassi and
* ?_gi i ﬁ_ T sl R H * the parkof the rock churches of
o ‘P Matera, the Aeolian Islands. All
places to visit to learn about and
. : ‘ to experience the history, art and
AT T R N 1 . culture of the BelPaese.
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SHOPPING

Shopping Experience

Having become a mass phenomenon,
it is going through a state of full
evolution, thanks also to the
expansion of factory outlet centers,
which have become an attraction for
the country for many foreign tourists
who, especially during sales, enjoy
organized tours and dedicated
charter flights . Via'dei Condotti in
Rome, via dei Mille in Naples and via
Montenapoleone in Milan are among
the most sought after streets.
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LUXURY

Italian route of Luxury hospitality

That of luxury tourism on the Italian
market is a constantly growing business:
You can immerse yourself in the magical
atmosphere of Italy, enjoying a unique
and unrepeatable experience by choosing
exclusive stays, resorts in-Tuscany, living
the Costa Smeralda, visiting the splendid
Masserias of Salento or discovering the

= Amalfi Coast and its islands of Capri or
Ischia





















HONEYMOON

Romantic Italy

A honeymoon is much more

- than a vacation, it offers intense,
pi deep and unique emotions.
Venice, Rome, Florence, the
R | ATy Amalfi Coast, Como and its lake
, 3;3%* ;. ‘ﬁ are just some examples of
’* b/ Wi perfect locations for an
IR £

unforgettable honeymoon
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LYRIC

International reviews

Italy is'the land of composers such
as Paganini, Rossini, Verdi, Puccini,
Vivaldi. Every year Italian‘theaters
offer shows in suggestive places

recognized all over the world: the
Arena di Verona, La Scalain Milan,
the Fenice in Venice, the Teatro
dell'Opera in Rome, the San Carlo
theater in Naples.

ITAL/A,















GASTRONOMY

Taste Itineraries

Italy is synonymous with eating well: an
explosion of tastes, flavors and aromas. It
is the most renowned cuisine in the
world and offers more than any other an
incredible variety. A journey into Italian

gastronomic culture, in search of genuine
products. Parmigiano Reggiano, balsamic
vinegar of Modena, Ligurian pesto, buffalo
mozzarella from Campania, truffle from
Alba are just some of the products that
make the BelPaese the land of taste.

ITALA.


















NATURE

B - 'HIH

Sustainable tourism

Natural landscapes unique in
the world, with the variety
that characterizes Italy,
descending from the Alps to
the beaches of the South.

A wealth that goes from
natural parks, mountain or
marine, to wildlife or
zoological reserves to rural
villages, etc.













AR SN
/,a—“.-.

'%',?. o




o, )




gt I













Events
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roma Oirodltala e ~ FE =

Formulo X’

Great football, the Giro
d'ltalia, the Monza Grand Prix,
the Piazza di Siena horse show,
the 2022 Ryders Cup in Rome,
are just some of the events
that represent Made in Italy
sports tourism: a treasure
that is worth over 42 million
presences, for a turnover of
almost 5 billion euros per
year.
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