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Italian Style Expo will be the great
opportunity to present to the Chinese
market the extraordinary complexity and
the exceptional level of Italian quality
production, with the aim of encouraging
the development of tourism, as well as
commercial relations.
The event is strongly desired by the
Chinese Government to honor the quality,
innovations and technologies that Made in
Italy has been able to offer the whole
world.

ITALY AND EUROPE
GROW UP.
CHINA GROWS
(MORE) MORE
The International Monetar y Fund revises
upwards the growth estimates for Italy, bringing
the GDP of 2017 to + 1.3% and to + 1.0% the
one of 2018. The two facts increase by 0.5
percentage points respectively year just ended
and 0.2 percentage points for 2018.
In the euro area, estimates by the International
Monetary Fund indicate a general upward trend
in the economy. According to the Washington
institution, the GDP of Euroland will increase by
1.7% in 2018, +0.1 percentage points compared
to the previous year.
China still maintains high growth rates, much
higher than in Europe, + 6.7% in 2017, + 6.4% in
2018.

CINESI INVESTMENTS IN EUROPE
In 2016 alone, Western European companies benefited from capital from third countries for a total of 79
billion, while in the first six months of 2017 billions have reached 31.
These data come from the Bureau van Dijk, which took into account all the acquisitions of European
companies, even the very small ones, both majority and minority, conducted by companies belonging to eight
of the most important emerging international investors. to say China, Russia, the United Arab Emirates, Qatar,
Saudi Arabia, Singapore, Malaysia and Indonesia.
In fact, of all eight countries whose interest in European companies is growing, China is the one that weighs the
most. According to the numbers of the Bureau van Dijk, those 79 billion for the M & A rained on Western
Europe by the "emerging" countries in 2016, more than 57 bear the signature of the Beijing companies. In the
first six months of 2017 alone, China acquired over 20 billion; Singapore follows - but at a great distance Russia and the Emirates. Italy is the third place as a destination for Chinese capital, as shown in the figure below.

CHINA WATCHES
WITH INCREASING
ATTENTION TO
ITALY

The interest of the Chinese market in the production of high quality Italian is alive
since several years ago. Food excellences, art, fashion, industrial design, production
of jewelry or high quality shoes and much more, all this heritage can find in the
Chinese market a passionate estimator not only able to buy the product with
significant numbers, but also to apply for an industrial partner, supporting the
production and commercial opening on new and wider markets.
The development of the Chinese domestic market has in fact reached such
numbers and levels that it has exceeded the traditionally mature Western markets
for purchasing capacity.

TURISM
NEW FLOWS

2018 - EUROPE - CHINA TOURISM YEAR
China is the largest tourism market in terms of both spending and traveling abroad.
Looking ahead, factors such as increased income and reduced bureaucracy will make
travel easier for the Chinese middle class.
For the European tourism market this certainly represents an opportunity of primary
importance, given the reduced contribution of non-EU tourism to the sector. In fact, 90%
of tourists in Europe come from the same member countries, a rather high percentage
compared to those of Asia (73%) and America (75%).
To seize this opportunity it is therefore essential that offer, communication and services
offered by European destinations are in line with the requests of Chinese tourists. To this
end, the European Commission and the European Travel Commission have created a
collaborative platform, aimed at stimulating tourism in the region in view of 2018, the Year
of Europe-China Tourism announced by the President of the European Commission JeanClaude Juncker and Chinese Premier Li Keqiang during the EU-China Summit last June.
* Source: Italian-Chinese Chamber of Commerce

The grand opening ceremony of the Europe-China Tourism Year has been scheduled for the
19th of January in Venice, in the prestigious setting of Palazzo Ducale, with the presence of the
Chinese Premier, Li Keqiang, the President of the European Commission, Jean-Claude Juncker,
President of the European Parliament, Antonio Tajani, of our Prime Minister, Paolo Gentiloni
and with the participation of all the highest offices of the various European countries and of
the major European and Chinese companies and companies operating in tourism.
This is a great opportunity for Italian tourism companies, which have an unrepeatable
opportunity to gain visibility in China, in a unique and top-level context.
The 2018 Year of Europe-China Tourism program will focus on the specificity of the demand
and on the behavior patterns of Chinese visitors.
It will be up to this great project to define methods and tools to guarantee growth flows from
China to Europe, outlining new opportunities and tourist destinations.

TURISTIC FLOWS FROM CHINA
It’s not easy to understand what is the current positioning and market sharing of Italy in Europe. The
ISTAT speaks about of 2.6 million tourists in Italy in 2016, the Bank of Italy of 285 thousand, given that it
is however completely undersized compared, for example, to the information on spending provided by
companies operating in the tax free shopping or credit cards. credit (at the recent Biz Travel Forum there
was talk of three billion euros).
In 2015 (last official data published by the China Tourism Academy, CTA) 1.4 million Chinese visitors
went to Italy and this seems to be the most plausible order of magnitude. In 2016 (even in the absence
of official statistical data), a 33% decline in visa applications for tourism was recorded by Italy, which
should correspond to a similar decline in flows, mainly caused by the negative perception of security
following the terrorist attacks that have hit some European countries. During the first half of 2017, Italy
recorded an increase of 14.5% in the total issuance of visas, with an increase in individual tourism visas of
22.5% and group tourism visas of 10.5%.

On the basis of the statistics on visa issuance
by Italy (partial data as it does not include
Schengen visas issued by other European
countries) the itineraries of Chinese visitors
who go to Italy include in 91% of cases
Rome, in 87 % Venice, 82% Florence, 74%
Milan, 43% Verona, 37% Bologna. Recently
there has been an increase in itineraries
including the Cinque Terre, Sicily and Matera.
The main competitors of Italy as a tourist
destination are, in the area bordering China,
Hong Kong, Japan, Thailand and outside the
Asian continent, France, Switzerland, United
States, Australia. Among European
destinations for Chinese tourism, Italy would
still be the second after France
In general, however, Europe still has very
little among the approximately 120/130
million Chinese people traveling abroad
(CNTA data, China's National Tourism
Administration), whose arrivals in the old
continent in 2016 would have been around
10 million.

Spesa giornaliera pro capite per motivo di
«vacanza» Principali mercati esteri 2015 (in euro)

Fonte: elab. ENIT su dati Banca d’Italia

ITALIAN FOOD & WINE
KNOWN AND DIFFUSED ALL OVER THE WORLD

THE BEST FOOD FOR A HUGE MARKET
2017 has a boom in Italian agri-food exports.
According to estimates by Nomisma Agrifood
Monitor, last year exports of these products
exceeded 40 billion euros: over 6% more than
the previous year. To push the sector towards a
new record in cross-border sales, it is above all
the exports of the symbolic products of the
made in Italy food, that is wine, salami and
cheeses that have closed the year with an
increase in exports between 7 and 9 percent.
With regard to destination markets, it is mainly
non-EU countries (even if they represent even
less than 35% of total exports) to highlight the
highest growth rates. These include Russia and
China, with variations in purchases of Italian
double-digit agri-food products (over 20%),
although their "weight" continues to be marginal
on the total export (less than 2%). The growth so
significant, however, reveals the high potential of a
market such as the Chinese, increasingly oriented
towards the quality and originality of Italian
cuisine.

China has become the leading consumer of food globally. Last year, the value of trade in the
food sector recorded unprecedented growth: imports amounted to 95 billion dollars while
exports 58 billion dollars. Immediate response from some multinationals already present in
the country, which, despite having started internationalization processes for some time,
continue to see enormous business opportunities. But there is room for everyone, from big
brands to small and medium-sized businesses, the Chinese market can count on a numerically
significant pool of potential consumers: one billion and 400 million Chinese.

THE ITALIAN WINE
IN CHINA
China is confirmed as one of the most interesting markets in the world for wine imports. It is now the fourth world
destination in terms of value, with 2.1 billion euros and 6.3 million hectoliters of imported wine. The Chinese
market is one of the few where you can see amazing opportunities to increase wine consumption and therefore
imports. The potentials are enormous and only partly exploited. Despite a still low per capita consumption, the
number of bottles sold in the last few years has progressively increased, making a positive market trend estimate for
the next few years. Consumers can be divided into three main categories (source: vinenchine.com): mundane
consumers, business consumers, connoisseurs. Red wine is definitely at the top of the list, so much so that since
2013, China has become the first consumer with 155 million cases of 9 liters consumed and 1,865 billion bottles of
drinking (equal to a growth of 136% compared to 2008), ousting France that until then had the primacy.
Red wines are also preferred for the color that is rich in positive associations in Chinese culture. During the
celebrations for the New Year, for example, everything that is red is considered a good omen.
The red wine resists at the table despite the opinion of experts who consider white wines more suitable for
Chinese cuisine.
White and rosé wines are consumed more in big cities like Beijing and Shanghai and are preferred by women, who
love sweeter and lighter flavors.
Italian wine has more advantages: the excellent quality-price ratio and taste, in line with the Chinese one that prefers
sweetness (with fruity notes) and complexity in terms of variety. 2016 was also a good year for Italy (as for Australia
and for Spain), + 33%, which however remains in the second position in the market: 120 million wine exported for
a market of imports of over 2 billion continue to be a small number compared to the position occupied by the
Italian product in the world.

FASHION & COSMETICS
ITALY, WORLD’S LANDMARK

STABLE SECTOR, DESPITE THE CRISIS
The Italian textile-fashion industry is a productive sector of enormous
importance for the economy of our country.
In 2016, turnover is estimated to grow by + 1% on an annual basis, reaching
52.9 billion euro.
There are about 46,890 companies, while about 402,000 are employed
(source: SMI Federazione Tessile e Moda Centro Studi). The combined effect
of the outgoing and incoming trade flows from our country has led to an
improvement in the surplus with foreign countries in 2016; in fact, the trade
balance rose to € 8.9 billion, testing an increase of € 225 million over twelve
months. The sector traditionally generates a surplus of the trade balance
according to only that of mechanics. The system owes its international
competitiveness to investments in innovation, research and product
development, to the tradition of productive taste, to know-how and to the
synergistic collaboration between the different stages of the supply chain up
to integration with retail.
The Italian offer is in the high end of the product and is aimed at both the
traditional markets in Europe, Russia, the United States and Japan, and new
emerging companies: the role played in the recent growth in exports from
Asian markets is particularly significant. , especially in Asia and China, as well as
Japan. On these markets a large number of companies, generally mediumlarge, managed to achieve excellent results thanks to a continuous process of
product qualification and a positioning of the offer in the segments with
greater added value. As regards the analysis of sales, Hong Kong and China
grow by 2.5% and 3.1% respectively; if added together, worth € 2,638 million,
they would exceed the US.

COSMETICS
According to the Italian-Chinese Chamber of Commerce:
"the cosmetics sector remains one of the most promising
investment areas in China" and, according to Euromonitor
data, the latter has grown at a dizzying rate in recent years,
driven by the development of the economy Chinese. Total
retail sales of cosmetics in China reached 204.9 million Yuan
in 2015, with an annual growth of around 105% compared
to 2014 and, according to data from Cosmetica Italia's
"Beauty Report 2016", l Italian exports to the Chinese
market rose from 89 million euros in 2005 to 245 million
euros in the last year; an increase of 175% in ten years.
The latest China Cosmetic Market Report states that the growth of the sector will continue to remain
constant, reaching a retail sales volume of approximately 245.3 billion Yuan in 2017. The largest share
comes from make-up and skin-care but recently another market segment has shown significant growth
in sales: it is that of male cosmetics, which has a higher rate of growth than women.

SPORT
TRADITION, RESEARCH AND TECHNICAL INNOVATION

PASSION AND TECHNOLOGY
Italy is present with tradition, research and technical innovation in the more traditional
sports sectors as well as in the more innovative and avant-garde ones, such as for example
football, cycling, fishing, skiing, diving, engines, and boating. The next Olympics will be held on
the Asian continent and a presence of Italian companies is desirable and indispensable for
the re-growth of our country. Italian companies, with their know-how rich in tradition, are a
point of reference for Chinese manufacturing and their customers.

DESIGN
THE EXPORT’S NEW FRONTIER

CHINA IS SEARCHING FOR ITALIAN DESIGN
The main producers of Chinese real estate are looking
above all for quality, technology, beauty and ecosustainable products, all elements to which wealthy and
wealthy Chinese consumers are increasingly sensitive
and attentive.
This is confirmed by the 12 Chinese big developers
recently invited by FederlegnoArredo (FLA), in
collaboration with the Institute for Foreign Trade (ICE),
to visit the production facilities of some Italian
furniture-design companies.
According to Sun Lei, designer of luxury villas for the
group of real estate Hongkun, "The Italian design
brands are famous in China for the beauty and
technology of their products, but also for their tradition
of craftsmanship and production, which is very
appreciated. Your companies, but also your architects
and designers, have a background that we lack ».

Until a few years ago, in China building rapidly was a must. Today the market has changed and it calls for ecosustainable projects and smart solutions for the control of spaces and objects. This is what China is looking for
from Italian companies, with particular regard to the residential segment, from which there is a growing demand for
high-end products and design, and therefore the most interesting potential for Italian products.

The rich customers in China are many and ask for
the original made in Italy. Several Italian brands have
an excellent quality-price ratio and are perfect for
the wealthy class. A growing class and not only in the
first-tier cities (from Beijing to Shanghai, from
Guangzhou to Shenzen), but also in the cities of
internal China.
The numbers of Italian exports in China testify to all
this: after the growth of 21.9% of furniture exports
recorded in 2016, Italian design scored, in the first
five months of 2017, a further increase in sales equal
to 32% compared to the same period last year.
Eighth country in the ranking of furniture imports
made in Italy, in the last nine years China has
recorded the highest annual average growth (+
22%) among the main outlet markets. The purchases
of furniture and design by the Chinese are therefore
experiencing a real boom, with sales of 341 million
euros: in 2016, Italy was in fact the first supplier of
Beijing for the sector, with a market share of 18%,
distancing even a historical competitor like Germany
(13%).
There is the participation of professional visitors at the Milan Furniture Fair, to comfirm the interest of the
Chinese for Italian design products. Here, for some years, China has been the most represented foreign
country (with over 22 thousand buyers), but also at the Salone del Mobile in Shanghai, which debuted last
year, with over 343 thousand visitors, inside the Sec (Shanghai Exhibition Center) with 90 Italian
companies (and 109 brands) exhibiting.

TECHNOLOGY
THE PIONEERS ARE BACK TO THE AVANT-GARDEN

RESEARCH, DEVELOPMENT, INNOVATION
In 2015, Italy witnessed signs of recovery, with peaks of excellence in cutting-edge companies, seven
of which were for the first time included in the fifteenth edition of the "Technology Fast 500 Emea”.
This is one of the most authoritative rankings in the technological sector that rewards the efforts
and dedication of the companies belonging to more than 20 countries of the EMEA area (Europe,
Middle East and Africa) that have recorded the highest rate of revenue growth in the last 4 years.
In general, in Italy in 2015, investments in intellectual property (PPI) expressed in linked values
increased sharply (+ 6.1%) accompanied by an improvement in research and development (R & D)
spending sustained by companies, public institutions , private non-profit institutions and universities
(+ 1.7% in nominal terms and + 0.9% in real terms). The parallel increase in nominal GDP (+ 1.9%)
determined a stable percentage incidence of R & D expenditure on GDP, (1.34% in 2014 and
2015). R & D spending increased in companies (+ 4.4%) and in private non-profit institutions (+
6.8%). (Source: Istat, BES Report 2017)
The collaboration between Italy and China has already started for a long time to encourage a
constant dialogue on the themes of technological innovation and scientific research. The two
countries, among other things, co-finance joint research projects, in particular on new materials,
environmental issues and health.
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