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LIFE
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A Unique Event
Expo 2015, the largest world-wide event on 
the theme of Food 

it will address the challenges around food and 
its supply, and also showcase all the aspects of 
food: the knowledge, the taste, the pleasure 
and its future sustainability



An Extraordinary 
Opportunity 
Expo 2015 will be an amazing, once in a life-
time experience which will attract all types of 
tourists. Italy, as a destination for a 
spectacular world event on food, is a match 
made in heaven



When
1 May to
31 Oct 2015

Visitors
20 million

Digital EXPO
Million of users
through digital
Expo 2015

Participants
147 Countries

Theme on 
Food
Feeding the 
Planet, Energy 
for Life



Worldwide Consensus

147 Official Participants:
144 Countries + The United Nations, 
CERN & EU (6,5 billion citizens: 93% of world 
population)

America
24 Countries
0,5 billion Citizens

Middle East
14 Countries
0,2 billion Citizens

Africa
41 Countries
0,8 billion Citizens

Europe 
(+Italy & SMOM)
35 Countries
0,7 billion Citizens

Asia and Oceania
30 Countries
3,8 billion Citizens



The Exposition Site

For SIX MONTHS, it will host the Country 
pavilions, thematic areas, clusters and open 
spaces for cultural events and entertainment





Introduction to the 
Exhibition Site 
guiding the visitors 
through the 
discovery of the 
Expo Milano 2015 
theme

Pavillion
Zero

An area exploring 
the historic 
relationship of 
humans and food  
encouraging also 
introspective 
reflection

Food in Art
(in Triennale)

A symbolic urban 
district presenting 
future trends on food 
distribution, purchase 
and consumption

Future Food 
District

A specially 
equipped place for 
children and 
families offering 
also opportunities to 
play and learn

Children 
Park

An exhibition space 
reproducing the 
variety of life and 
the richness of the 
planet in a highly-
attractive multiform 
landscape

Biodiversity

Thematic Areas

Exhibition Spaces



Thematic Areas

Exhibition spaces
to discover the Expo Milano 2015 theme 
through creative projects

Pavillion
Zero

Future Food 
District

Children 
Park

Biodiversity



Countries with a common theme
exhibit within the same architectural area, 
whereby 80 Countries are grouped together, 
united by one common and representative 
theme

Clusters





12-14
mln

6-8
mln

ITALIANS

ABROAD

TOTAL VISITORS

20 mln

+ 20% OF REPEAT VISITS = 24 mln

Potential Visitors Italy + Abroad

Source: GFK Eurisko 2013 – 30,500 interviews



Forecasted International Visitor Split

Austria
Croatia
Denmark
France
Germany

Representative list of forecasted key markets

Great Britain
The Netherlands
Spain
Switzerland
Sweden

Australia
Brazil
China
Canada
India

Japan
Russia
South Korea
United Arab Emirates

EUROPE OUTSIDE EUROPE

3.3-4.4mln 2.7-3.6mln



Economics

1.3 billions €Public investments

Private investments 350 millions €

Official Participants investments 1 billion €

Revenues
Sponsorships and Partnerships
Ticketing
Services for Participants, Visitors

1 billion €
350 millions €
500 millions €
150 millions €



Generated Results

10 billions €Added Value

Tourism Value 5 billions €

Employment 60.000 people employed*

source:*  hamberC of ommerce with occoni C   SDA B  



ITALY, 
World #1 Tourism 
Brand (2013)

Art & Culture History Food

Source: Country Brand Index - Futurebrand 2013
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Official Global 
Partner

Official Premium 
Partner 

Official Partner 
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Corporate Engagement Model

Partners/Sponsors  already onboard with more than 3 50 Mln € invested in Expo 
Milano2015

Non Official 
Participant

Corporate Pavillion:

• CNH Italia
• Vanke
• Shanghai
• Federalimentare
• Joomoo
• Coca Cola
• Ethiad
• KIP

IN
V

E
S

T
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> 3  mln €

• Food Distribution (Coop)

• Coffee Cluster (Illy)

• Bio–Mediterranueum Cluster 
(Regione Sicilia)

• Other Clusters 

• Theme (wine, spirits, water, etc.)   

• Children Service

• Hr Partner Manpower

• Travel Partner ( alitalia / 
Trenitalia)

• Small Square

• Market research

• Thematic areas

THEME

• Connectivity & Services (Telecom)

• IP Network & Solutions (Cisco)

• System Integration (Accenture)

• Banking (Intesa San Paolo)

• Smart Energy & Lighting (Enel) 

• Edutainment (Samsung)

• Safe City & Main Operation Center 
(Finmeccanica)

• Sustainable Mobility (Fiat)

• Satellite (Eutelsat)

• Access controls (Came)

• Operations (Fiera Milano)

• Sustainability in Africa  (Eni)

• Other Site Products & Services

• Media & Travel Services

SERVICES

< 3  mln €

Official Sponsor
• Naming of physical spaces (Lake Arena, Open Air Theatre, …)

• Other



MAIN OPPORTUNITIES FOR PARTICIPATION

Thematic Partnerships

• Sponsorship of a Thematic Area 

Physical Presence on Site

• Furnishing of Participant's own small 
Installation in a open space (Square) 
on the Expo Site.

Other Opportunities

• Added opportunities: 
Licensing/merchandising , 
Ticketing



- Company commercial objectives - boost sponsor's brand on the national and international level thanks to the visibility on the
Expo Site and along the thematic itineraries of 20 million visitors.

- Important cultural and social purposes - contributing to creating the cultural and social content of the event, with benefits for
sponsor image and reputation in terms of social responsibility.

.

Opportunities in the Thematic Areas

Padiglione Zero Future Food District

Biodiversity ParkChildren Park

Sponsorship opportunitiesThematic Areas



Some of these squares can be 
sponsored and furnished by 
companies, which will thus be able to 
promote their products and services 
and develop business relations by 
organizing events, temporary stores, 
showcasing, areas, etc.

400 Sqm
Square
dimension

17 Squares
Distributed on the Expo 
site

Square

Open AreasPhysical Presence



Promote
The Expo Brand

Monetize
The Expo Brand

Licensing & Merchandising - The Goals

Promote & Communicate the  Theme and the Values of the 
Universal Esposition trough the Mascotte &/or the cha racters
in order to attract 20 ml visitors.

Generate economics returns commercialising
Mascotte and Logo products.



Logo Expo Milano 2015Founding Elements

Unique graphic sign

• Exploit economically the logo of Expo 
Milano 2015

• Develop an appropriate segmentation
in order to reach several targets

• Diversify the use of logo as a brand 
rappresentation and the logo use as a  
graphic element



MascotteFounding Elements

An exceptional Partner

The Expo Mascotte will be able:

• Communicate the Expo values

• Attract and involve different target of 
visitors

• Tell stories

• Maximize the economic potential of 
the brand Expo according with  the 
incoming objectives



Business Model

Co-Branding
Merchandising
with the Mascotte

Merchandising
With Expo Logo 



• Exploit the Expo brand 
appealing to develop and 
commercialize a limited
numbers of co-branded
products destinated to "high-
street« market

• The licencees will turn to Expo
a royalty

• Sales wil take place trought the 
licencee flagship stores,  the 
Expo shops and on the web

Co-BrandingBusiness Model



• Exploit the Expo Mascotte appeal to 
develop and commercialize a  vaste 
range of products targeting mass 
market

• The licencees will turn to Expo a 
royalty

• Retail licencees will turn  to Expo a 
royalty on  the sales to public

• Sale wil take place trought the licencee
flagship stores, the Expo shops and 
on the web

Merchandising with the MascotteBusiness Model



• Exploit the Expo Mascotte 
appeal to develop and 
commercialize a range of 
products destinated to the 
on site and in town
flagship stores

• The licensee will turn to 
Expo a royalty based on 
sales to public

• Selling point will be on 
flahship stores and e-
commerce stores given in 
concession.

Merchandising con logo ExpoBusiness Model





Traditional tickets 
Smart  tickets

Ticket Distribution
Approach

A capillary, horizontal approach 
world-wide

Multiple channels

No exclusivity



Price Variations

Length of Visit
Single-day

Multi-day (2, 3)
Evening

Type of Visitor

When ticket is 
Purchased

When you Visit 

Adult   Child   Family
Sr. Citizen    Disabled    etc.

Open: Any Day
Calendar: Fixed Date

Peak & non-Peak Days
before Expo starts 
after Expo starts 

Companions of Disabled Visitors

Free Admission

Children under 4 years old



Ticketing Related Event Facts

Duration – 6 months / 184 days

Maximum site capacity/day 250,000
Average site occupancy/day 130,000

OFF-PEAK DAYS 
Mondays & Tuesdays

with the exception of:
the first and last two weeks of Expo

and June 2 nd (National Holiday)

‘EXPO BY NIGHT’
May 2nd 2015 – Oct 31 st 2015

5 days per week:  Wed. to Sun.

Evening pass entrance: 6:30 pm

OPENING HOURS
Mon. & Tue: 9:00 am  to  9:00 pm  

Wed. to Sun: 9:00 am to  11:30 pm



Food & Beverage

Activities DEADLINE

October

2014 for 

publishing

10 November

2014 as closing

date

• Street Food: Publishing of the public tender for the searching of official 

concessioneer able to manage one or more street food stations. The 

total of the stations are 35 of various dimensions

• Kiosk & US6 : The public tender for the searching of official 

concessioneer able to manage one or more Kiosks (total 6 kiosks) + US6 

has already been published. 

Gourmet Kiosks

Street food





BACK UP



Tickets Formats

Traditional Tickets:
Paper  with QR-code

E-Ticket on Smartphone

Print at Home / Work / School

Smart Electronic Tickets:
Contactless Smartcards & Bank cards

Mobile SIM / NFC

Gadgets



Premium Packages

SERVICES AND ‘EXPERIENCES’ 
OVER AND ABOVE 
STANDARD TICKET:

Different offers at different price levels: 
i.e. Business, Gold, VIP

Variants for: 
Participating Countries and Pavilions 
Partners Businesses 
Individual Customers

Services may include:
• Welcoming services 
• Customized guided tours

• Preferred booking

• Reserved night shows
• Lunch / Dinner

• Wine tasting

• Speedy transport
• Fast track entry

• Events outside Expo

• Cultural site visits
• Gastronomical experiences



Food & Beverage



Food & Beverage


