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CASI DI SUCCESSO NAZIONALI
E TREND FUTURI GLOBALI
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La costruzione di una destinazione
cicloturistica nel segmento del luxury tourism
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La bicicletta e
diventata una
dichiarazione dmoda
e un'icona culturale.
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BIKE AS A BRAND

La bicicletta, un Oggi la bicicletta e

tempo semplice onnipresente nelle
mezzo di trasporto, Si campagne

e trasformata in un pubblicitarie di varie

potente simbolo di industrie, dalla
stile di vita dinamico, automotive al drink
eco-consapevole ed and food, fino alle

elegante. assicurazioni.
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BIKE AS A BRAND

Il fascino duraturo della bicicletta risiede nella sua
capacita di entrare in contatto con le persone a livello

personale.

Che si tratti di un viaggio quotidiano per 1 pendolari o di
un‘avventura nel fine settimana, la bicicletta offre un
senso di liberta, di connessione con la natura e di
benessere fisico e mentale.
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TURISMO
ALTO DI GAMMA

Il Mercato Globale del Politiche Territoriali e Cicloturismo Lusso: un concetto
Turismo di Lusso Sviluppo Sostenibile denominatore comune culturale
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CICLOTURISNMO
TENDENZA

La bicicletta e |l
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CICLOTURISNMO
TENDENZA

LOorientamento al cicloturismo anche per

come O2YS  come come stile
moda 0 SY Sa a Sstalbs di vita
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La bicicletta ed il cicloturismo possono diventare ambasciatori di attrattori e tematiche turistiche che
contraddistinguono la regione diventando cassa di risonanza delle caratteristiche identitarie.
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Grazie al target di persone che lo pratica, il cicloturismo crea un indotto economico sui territori in
maniera orizzontale coinvolgendo e valorizzando le piu diverse attivita economiche locali

Il cicloturismo, nelle sue molteplici forme, e una delle espressioni piu innovative del cambiamento in
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TREND La spesa dei turisti su due ruote nel 2024

I NUMER' DEL SPESA DEI duran;ce la vaca;?zte; e :tata |ditqu§(Si ?,8 mililardi d:
euro (spese effettuate sul territorio, escluso i
CICLOTURISMO 2024 CICLOTURISTI viaggio) con un deciso incremento rispetto al

2023 (var.% 76,4%).

SUL TERRITORIO

108.835.656.000 120.000.000.000

© cicloturismo e@stotale turismo
89 MILIONI 12.000.000.000

i cicloturisti in Italia
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. I t l . Utenza prevalentemente nazionale, proveniente da:

Veneto
Profilazione dei cicloturisti italiani e stranieri
in Italia nel corso dell’anno 2024 .
Lombardia
70% 47,7% e
Prevalenza di Circa la meta ha
cicloturisti di sesso un’eta compresa tra
maschile lungo le i30 ei44 annij,icd. Emilia-Romagna
ciclovie italiane millennial
y )2 + Toscana
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Quanto tempo rimangono...

La durata media del soggiorno e tendenzialmente breve, compresa tra 1e 3 notti
per circa il 65% dei turisti, ai quali si aggiunge quasi 1 cicloturista su 3 che si
allontana da casa per 4-6 notti. Inferiore la permanenza media rispetto alla
rilevazione estiva 2023, coerentemente con il periodo autunnale di rilevazione.

@ Cultura+
44.6%
Facilita di

raggiungimento

- 0
m 1-3 notti a3l
m4-6 notti™

m7-13 notti

RNV Desiderio

@ direlax™
30,7%

Centri storici
da visitare
22,6%

Rapporto

qualita-prezzo
19.8%

Natura
19%

N ) " . 9 = r r 1t all’ o Y’
Osservatorio sullEconomia del Turismo delle Camere di commercio T In aUmento rispetto all'estate 2023

... @ strumenti di

...e perché scelgono I'ltalia? ---e dove alloggiano?

Soggiornano principalmente in alberghi, soprattutto 2 e 3 stelle, in bed and
breakfast oppure sono ospiti di amici o parenti.

=

+
53,1% 14,8%
in albergo da amici o parenti
................ -
§3 g

9,2%

in alloggio privato I

Osservatorio sul’Economia del Turismo delle Camere di commercio * in aumento rispetto allestate 2023

navigazione

Google Maps Strava

59,8% 16,9%

Komoot Navigatore GP:
22,3% 15,7%

Osservatorio sul’Economia del Turismo delle Camere di commercio

Le spese a destinazione...

... per singola voce:

Spesa media pro capite per principali voci di spesa

La spesa media pro capite giornaliera dei cicloturisti in Italia per alloggio e altre

spese a destinazione (extra viaggio e pernotto) risulta piuttosto stabile rispetto
al 2023, in aumento le spese sul territorio effettuate dagli stranieri:

ALLOGGIO

65€

italiani

70€

stranieri

2 LJe NA 3

CCHPH * Ristoranti e pizzerie 29¢€"
]
g
@ * Bar, caffé, pasticcerie 6€

ALTRE SPESE

.....

69 €

italiani

o~y L
m

1
ﬂﬂ: e Attivita culturali 7€
e i

132€"

stranieri

ES . Soyvenir10€+
ALl [AP2YyA [ 2f2Y02

Osservatorio sul’Economia del Turismo delle Camere di commercio *+ in aumento rispetto allestate 2023




COSA FANNO?

Escursioni Visite di Attivita T —

< : Isite di 4 Visite di Gite in aree
e gite #+ borghi sportive #+ centristorici ¥ naturalistiche
89,1% 31,4% 31,5% 29% 132%
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Top 5 reasons for cycling while on holiday jé;%

Top 5 reasons for cycling while on holiday

See more of the Be active Do something for Flexibility Environmentally-
place and its people on holiday one's health . friendly, climate-
conscious travel

© ADFC/april agentur

Reference: People who cycled while on holiday (at least one trip in 2021/22/23); n = 3,623 (multiple answers
possible)

2024 ADFC Bicycle Travel Analysis

Clear focus on tourist activities B Accommodation preferences vary “%;% &14
What did you use your bike for while on holiday? Which type(s) of accommodation did you use during your (cycling) trip(s)?
Go on day trips 79,0% Hotel 56,1%

Explore town/city 70,1% Guest house
Visit places of interest 53,6% y
; Campsite
Go shopping/do errands 39,4% 18.9%
Visit restaurants/bars 24,3% Al 42,7%
10,7%
Cycle stages of long-distance cycle routes 10,1% Youth hostel/hostels
o W At least 1 longer cycling tri
Attend events 10,0% Private accommodation (e.g. Airbnb) 6.1% 18:2%. 9 g S
s ® Only short trips in 2023
Other |l 1,7% Relatives/friends B S o
Travel to/from destination | 1,6% 5,2% Wi e
Other & 12.2%
0, 0, 0, "
0% 50% 100% 0% 10% 20% 30% 40% 50% 60%

Reference: People who cycled while on holiday (at least one trip in 2021/22/23); n = 3,623 (multiple answers possible)

Reference: People who cycled on holiday in 2023, n = 1,816; Cycle tourists in 2023; n = 4,516 (multiple answers possible)

Analysis 2 06.03.2024 @adfc 2024 ADFC Bicycle Travel Analysis
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Number of day trips continues to increase 4l Fewer cycle tourists on the roads in 2023 %

Day trips by bike in 2023 Trips in 2023 where cycling was the main purpose

Trips by bike during leisure time (not holidays), with no overnight stays Trips with 3+ overnight stays. Main motive: cycling

5 . 5 million
cycling trips 6 4 ° 7 km

3.6 million :::
-

455.... | o

<_> per day trip
@125 e,

trips/person S per person/day

© ADFC/april agentur

2024 ADFC Bicycle Travel Analysis 06.03.2024 @adfc 2024 ADFC Bicycle Travel Analysis

Surveyed for first time: cycling while on holiday

6 Surveyed for first time: short trips by bike =

Cycling while on holiday in 2023 L. . . 2w
Different main trip purpose, but a bike was used (occasionally) Trips in 2023 where cycllng was the main purpose

Trips with 1-2 overnight stays. Main motive: cycling

6 days ; million

29

people in the past 3 years
(2021, 2022, 2023)

>9‘ Bijcla mac : short cycling trips 7 (. 5 } 61 ° 8 km
d y per day

10.6 million

peoplein2023 =S VA AN _AOLS ooA a2\ e e o - -

—— % people
@ 9.8 &N ‘d €1 23 ’ - e n
= =) ... SOy

\ / 1 aa¥ per person/day
glgtits 5 (incl. outward/
© ADFC/april agentur p homeward travel)
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06.03.2024

2024 ADFC Bicycle Travel Analysis 06.03.2024



State of the Cycling Tour
Operators Industry (2024)
In Europe and Beyond

TOP 3 CYCLING TOUR DESTINATIONS

Sl s

France Italy Germany
TOP 3 SOURCE MARKETS
Germany
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ADVENTURE TRAVEL
@ TRADE ASSOCIATION O%-O?O

CYCLESUMMIT

@ E CF Ct EuroVelo

SURVEY RESPONDENTS

Ba245 <66%

respondents both sell and operate
cycling tours

Q69%

are from Europe

KEY FINDINGS

1 Alarge diversity of cycling destinations shows universal
appeal. Even though 69% of survey respondents are headquartered
in Europe, a wide variety of destinations around the world are
mentioned as currently popular or expected to increase in popularity
in the near future. When considering all respondents, the USA is the
most popular source market overall, followed by Germany, the UK,
the Netherlands, and France.

2 The cycling market is increasing in depth and breadth as
well as volume. Cycling is consistently highlighted as a trending
activity in adventure travel industry research and conversations.
This includes increasing numbers of guests and revenue, with
88% expecting the same or higher guest volume, and 86% of
respondents expecting the same or higher revenue in 2024 over
2023, and also increases in various disciplines. Touring cycling
dominates the market in Europe, but mountain biking is the biggest
discipline outside of Europe, and 64% of tour operators have at
least 25% of their clients using e-bikes. 98% of tour operators face
clients needing bicycle rental services.

/ 2 LI NXA IKI

STATE OF THE CYCLING TOUR OPERATORS INDUSTRY (2024) IN EUROPE AND BEYOND

seasonality as an area of concern, and non-European operators are
looking for better software solutions (27 %).

4 Accommodation offers are lacking in all areas of the world.
Regarding external business challenges, finding appropriate
accommodation for guests (availability, quality, price, flexibility, etc.)
is the main challenge for both European (54%) and non-European
operators (39%). Respondents around the globe also face itinerary
concerns such as safety and logistics around road quality and
sharing, and general lack of infrastructure.

MAIN CHALLENGE OF
CYCLING TOUR OPERATORS

MAIN TREND IN
CYCLING TOURS

[ 2

from

USA
?ﬂ zo7€/day (x7 days)

C
 Guided Jl Group.

Inflation

(62% of respondents)

E-bikes

(51% of respondents)

{}\tQAlL‘F'[N’é@%

Germany
1 28 €/day (x7 days)

Self-guided J Individual |

@ e G, TAECF

3 Inflation and marketing to new customers are primary MAIN CLIENT PROFILE OF
internal challenges. 62% of respondents highlight inflation as a EUROPEAN CYCLING TOURS
major challenge to their business, and 50% struggle with marketing
to new customers. European operators in particular (46%) identify from

MAIN CLIENT PROFILE OF
NON-EUROPEAN CYCLING TOURS
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STATE OF THE CYCLING TOUR OPERATORS INDUSTRY (2024) IN EUROPE AND BEYOND

European operators), while longer tours of 9 days and more have a
relatively higher importance outside of Europe (most popular tour
length for 27% of non-European vs. 5% for European operators).

The median price of this tour is 936€, so an average of 133€/day. The
median average price per day of the respondents’ most popular tour is
significantly higher outside of Europe (214€) than in Europe (128€/day).

The share of self-guided and guided cycling tours is very much split

in half with clear differences between European and non-European
respondents. 64% of Europe-based operators reported that a majority
of their clients opted for non-guided tours. Outside of Europe, the
picture is the opposite. Here, 78% of the operators reported that their
clients preferred guided tours; almost half of the respondents did not
even offer non-guided tours.

17% of respondents only provide individual cycling tours, and 9% only
cycling tours for groups. European respondents have a higher share of

LENGTH OF THE MOST POPULAR TOUR W EUROPEAN
ALL N=184 W NON-EUROPEAN
78%
50%
23% 27%
17%
|
Short (1-3 days) Medium (4-8 days) Long (9+ days)

.’.unioncamer‘e .
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MOST POPULAR ACTIVITIES AMONGST CYCLING TOUR CLIENTS WHILE ON TOURS
ALLN=182

Visiting a town or village

83%

68%

Visiting a natural site

57%

Visiting a museum, castle, or other heritage site

Visiting a wine celler or tasting other local products 54%

Visiting a restaurant or other gastronomical site 52%

Swimming/visiting a beach - 25%
Taking a boat trip - 20%

individual tours (74% of respondents have at least half of their tours
catered for individuals), whereas non-European respondents cater more
to groups (58% have 49% or less of their tours catering to individuals).

Standard to upscale accommodations are the preferred choice for
cycling tours, with 74% of respondents mainly using 3* or higher hotels
for their guests.

Cycling tours are not only about cycling and do include other activities.
Most popular activities on tours include visiting a town or village (83%),
a natural site (68%), a museum, castle or other heritage site (57%),

but also gastronomy visits and water related activities like swimming
and boat trips. There are no significant differences between activities
reported by European and non-European operators.

Copyright Silvia Livoni Colombo

STATE OF THE CYCLING TOUR OPERATORS INDUSTRY (2024) IN EUROPE AND BEYOND

CHALLENGES & OPPORTUNITIES OF
CYCLING TOUR OPERATORS

Internal business challenges

Inflation is the main challenge that cycling tour operators face (62%

of respondents), together with marketing to new customers (50%

of respondents). The seasonality is a bigger challenge for European
respondents (46%), whereas the number of customers is more
challenging for non-European tour operators (45%). Staff shortage
(32%), lack of support from public bodies (30%) and software solutions
(21%) are also challenges identified by respondents. Interestingly
software solutions are more of a challenge for non-European (27 %)
than for European respondents (18%).

External business challenges

Accommodation offers (availability, quality, price, flexibility, etc.) are the
main challenge for both European (54%) and non-European (39%).
Some respondents also mention that challenges may differ depending
on the destination and that climate change may bring unexpected
challenges (heat-waves, floods, wildfires, etc).

For European respondents, the main challenges faced with regards to
cycling tours are related to the quality of the itineraries (safety - 49%;
sharing of paths with all users - 33%; increased traffic with lack of
infrastructure - 30%; road quality - 28%) and to the logistical aspects
of cycling tours (bike logistics - 33%; transport to and from the itinerary
- 29%; bike parking during visits - 23%, lack of bicycle or luggage
transport services - 20%).

For non-European respondents, the main challenges are related to the
quality of the itineraries (increased traffic with lack of infrastructure -

@ e Jiy TAECF

32%; road quality - 29%; safety - 27%; sharing of paths with all users
- 23%; ), but also the various fitness levels of clients (32%), and bicycle
logistics (25%).

Main opportunities

The main trend in cycling tours is definitely e-bikes according to tour
operators (51%). However, our survey demonstrates that the share of
regular bicycles amongst cycling tour operator clients still holds strong.
Other trends quoted include gravel cycling (15%) and self-guided tours
(14%). New destinations and shorter/easier tours are also mentioned by
multiple respondents.

When it comes to trending destinations, Europe is expected to remain in
favor, especially Italy, Germany, Spain, and Portugal. Regions emerging
in popularity include the UK, Slovenia, Slovakia, Hungary, Croatia, Czech
Republic, Greece, and other countries in the Eastern Europe area, with
the caveat of avoiding ongoing regional conflicts. Tiirkiye is also on
respondents’ list of destinations to watch, particularly the Cappadocia
region. Respondents from South America highlight Chile, Colombia,
and the Andes as destinations with high levels of appeal. Other popular
areas around the globe include the Nordic countries (especially Norway
and Finland), Japan, New Zealand, and growing interest in Africa.

Green On./+
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2.5 milioni di euro incassati dagli hotelelle Citta di Tappa per |

pernottamenti delle

persone di RCS

28.913pernottamenti delle persone di RCS

5924 (0 Nzl 0 dZNE NAOSGGA GBS O2Ay @2t 4GS RIA
italiane

F G0N OSNA |

6§S RIf DANR RQLGFTAIL nn [ A
2 miliardi di eurovl f 2 NE

SO2y2YA 02 3IASYSNI 02 &dz

cCHN YAfAZ2YA RSA | dzI fplodottdSidiha $p€sa deglr G O 2
ALISTGFO02NRA S RSEES LISNAR2YS AYLIS3AyL
della manifestazione nei 45 giorni

1, 4miliardia 2y 2 O0SYSTAOA SO2y2YAOA RATFTTFSN
turistica e dagli investimenti in infrastrutture sul territorio.
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Prenotazioni anticipate
Gli ospiti stanno prenotando in anticipo i loro viaggi per il 2025 per approfittare della migliore

selezione e disponibilita.

Stagione di spalla
Si sta assistendo a un boom di viaggi all'inizio della primavera e anche piu tardi in autunno

rispetto al passato, poiche i viaggiatori cercano di evitare la folla estiva quando i bambini
tornano a scuola, di godere di un clima piu temperato e di offerte migliori sui biglietti aerei.
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PLANNING THE DESTINATION:
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STAKEHOLDER DEL TERRIOTRIO

A Strutture ricettjve (hotels, agriturismo,
0302 NBfIAAXU

A Ristoranti, bar, aziende agricole, cantine

A Noleggio , manutenzione , assistenza

A Guide Bike / Turistiche

A Fornitori di Esperienze
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COMUNACAZI ONE

COMUNICAZIONE
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GUIDA Al

- PUGLIA B 2 o E PUGLIA BIKE DESTINATION [

DOVE ANDARE COSA FARE DORMIRE E MANGIARE LASCIATI ISPIRARE SERVIZI E INFO UTILI QO ®

Cicloturismo in Puglia:
tappe e percorsi

TEMPO DI LETTURA: 5 MINUTI ©®
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