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® Part One

Introduction to CAISSA
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from Europe to China from China to the world
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CAISSA Touristic Corporation
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From 2010 to 2012

CAISSA is honored to become the supplier of reception service for the Chinese
Olympic Committee and the exclusive ticket agent in mainland China for the

London Olympic Committee
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CAISSA
Twenty years
Devotion

commitment
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HPart Two

Status of Chinese Tourists
Traveling to Europe




Feature One:

Constant Increase in the Market of Chinese
Traveling to Europe
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2004

Twenty-nine European

Countries opened their é/i.[!_; = A/I\ﬁé%w%wj
gates to Chinese travelers
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the average growth rate of Chinese traveling
to Europe has exceeded 15%.

Unit:Ten thousand people
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the number of outbound travelers CAISSA receives every
year exceeds 100 000
Unit: Ten thousand
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The average annual
growth rate of
outbound travelers
CAISSA receives is
over 80%, more than
the average level of
the Chinese market
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Annual Turnover of CAISSA
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Unit: one hundred million
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Number of Italy-bound Tourists CAISSA
Received on An Annual Basis

Unit: Ten thousand people A
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Feature Two:

Sub-division of Transition Products of Tourism Market
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»> 2005
emergence of in-depth tourism of one

country

» at present

the number of travelers choosing group
travel of in-depth tourism is over ten

times that of 2005 IR E SRS B SEEN
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> featured products: S
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Gourmet theme, wedding theme, etc
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Four Major Product Categories




» Selective Tourism Products

tourism products with the themes of
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music, art, gourmet, sports, etc
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Classic Products:

v'Scent of Wine-Twelve-day
Romantic Tour of French Chateau

v'Ten-day Journey of Art to Italy S
v'Seven-day Journey of Music to '
Scotland O s amsces:
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»mass-type tourism product

aimed at touring more countries and more

renowned cities

Classic Products:

v Twelve-day Travel to
France, Italy and Switzerland

v'Pure Estuary-Nine-day
Travel to Four Countries in
Northern Europe

v'Nine-day Panoramic Tour of
Germany
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CaIssa

» Luxury Tourism Products

Targeted at high-end consumers

Classic Products:

v'Ten-day Five-star Journey of Art in Italy
v' short life as if a dream

—Ten-day luxury travel in France

v'Pearl of Aegean Sea-Twelve-day Luxury , S
Travel to Greek Islands e S
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»self-guided tourism products

Targeted at personalized demands

Classic Products:

v' Style & Beauty . —
Eight-day Vocation in Tuscany , Italy ' %‘gﬁ%ﬁﬁﬂaﬁgw

REERERTBRY

v Blue & Cozy
Seven-day Vocation in Santorini, Italy
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Upward trend in selective products of traveling
to Europe organized by CAISSA
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CAISSA Focus on Product R&D




» Focus on Product Innovation

Classic Products:

v My Oversea Wedding Series
v'Journey to Germany to Watch the
World Cup

Latest Product:

v'Fifteen-day Summer Vocation in
Real Madrid
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» large-scale Theme Activities

Classic Activities:

v Ten-Thousand People Special Tour of

Swiss in summer

v Round-the-world Experiencing Season
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»Italian Journey of Art
v visit cities of art
v’ savor European culture

v’ appreciate artwork
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Italy ATt Tour
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Feature Three:
Increase of Overall Consumption Potential of the

Chinese
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Analysis of the Membership of CAISSA
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HPart Three
Development of the Chinese Market

by Tourism Bureaus in Europe
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»Open Quality European

Resources
In 2011, Alitalia opened a new airline

linking Beijing and Rome.

CAISSA launched “The First-time
Travel from Beijing to Rome by Alitalia”
together with the Italian National

Tourism Board and Alitalia
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Toscana

»Develop New Destinations ?il:fnulj’f"e imhﬁit;:[ly
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In 2007,

CAISSA took the lead in launching
Tuscany Vocation Product
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»High-end Traveling

Experience

From 2009 onwards
CAISSA launched Milan Shopping
Journey and Designated Purchase
of High-end Brands

savor high-end gourmet in Modena

visit Galleria Ferrari
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Chinese MICE is burgeoning
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i ,
b gy _ airlines, hotels workdwide, as well as many cross
P Y Industry outstanding brands In the world. and
3 8% the through creative thematic activities, it created

compelling large events in tourism Industry and
among the public.
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