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Di che cosa stiamo
parlando?
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http://www.youtube.com/watch?v=VIstaGb32Xc
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ELCOME TO THE Western

world’s biggest geek

meet

Some 254,000 tick-

et-buying fans descend-
ed last year upon Lucca Comics & Games,
for comics fans with a European twist
held within the medieval
walls of the Tuscan town
of Lucca, which Hen-
ry James once described
verflowing with

Tipsheet
WHAT.

Lucca intl.
Festival of
Comics,
Animation,
Illustration and
Games Numerically the four-
WHEN

Oct. 20-Nov. 1 day Lucca fest/con-
WHERE vention dedicated to
Lucca, Italy fandom. cosnlay. role-

et Me to the Geeks Tuscan
confab draws Hollywood majors
to medieval mecca synick vivareni

verse of comics — comprising movies,
TV and music — is the second-largest
geek culture event after Tokyo's Comiket,
which boasts 550,000 fans. That’s almost
twice as many as Comic-Com in San
Diego, though access to both is limited.
Just like Comic-Con, Lucca Comics
started decades ago as a comic book con-
vention. And somewhat similarly it’s now
become an integral part of the Hollywood
studios’ p ru'nnlmndl push in Europe,
including Di: Star Wars: The Force
Awzkens," Fox’s “The Peanuts Movie" and
Lionsgate’s “The Hunger Games: Mock-
ingjay — Part 2" which Universal Pictures
Intl. Italy is distribbing in the country.
“Five vears ago we anproached Lucea

responsive, bringing strong content,”
Giovanni Cova, topper of Milan-basec
entertainment marketing company Q
Italian distributors and TV broadcast
also attend in full force.

That said, Japanese manga mania
dominates in the Renaissance-cra ger
town known for its pink-hued church
and 16th-century walls, where a dedic
quarter turns into Japan Town during
shindig. But aside from the various g
cultures at play, what really defines L
Comics is the

“Lucca has a soul,” says Renato Ge
vese, the event's topper. “It's a unique
universe where everyone comes to sh
an experience in the streets, the ),drd
and piazzas, the cafes, the piz F:
within the walls of a medieval city \\I
is like an island”

Among its plethora of events and i
tiatives Genovese is particularly prou
of the fact that Lucca Comics recent-
ly launched a crowdfunding portal fo
projects with comic world ties and th
spawned standout [talian content suc
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15% VISITA DI MONUMENTI, MUSEI, GALLERIE E ALTRI SITI STORICI
27% SHOPPING (AL DI FUORI DEL FESTIVAL/PADIGLIONI)

15% VISITA DI ALTRE CITTA

9% ATTIVITA SPORTIVE

5% ALTRO

o IR - o'

COME IL FESTIVAL HA CAMBIAT
LATUA PERCEZIONE DELLA CITTA?

/

Il 46 d isiti:;n'i aﬁrma che “ti"‘i:. \ 2% N]g[.lhl;:iuﬂuﬂgﬁdﬂlﬂn
I’'aspetto piu interessante del Festival e 2% IN PEGGIO

~ 1a citta di Lucca il 98% dei visitatori '
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Lucca@rea Lucca fa crescere Lucca

Fonte: Impact!

Ricerca Scientifica sui comportamenti del‘hvemm(lnt()

pubblico E sull’ lmpatto economico della
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« appuntamento & culturale
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MR DACINE

La Media Evaluation

alore dell’attivita media su Lucca & LCG equiparato al costo pubblicitario
(Advertising Value !:quwalent ) valore complessivo 2018 oltre:

15 I‘.I‘.I.I.I.I.OII.I. di eurol

(Inpa. 6.455.075 €

. tv: 6.250.296 €
radio: 1.008.137 €
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I Grandi Brand Internazionali

-Warner Bros
-Sky

-Netflix
=Nintendo
-Bandai

-Fox

-Sony

-Universal
-Disney

-Cartoon Network
-Hasbhro

- Twitch
-Amazon Audible
-Youtube Rids

Le aziende leader delle industrie creative
sceglgono Lucca e LC&G per le proprie premiere
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Netflix Stand, Lucca 2017/
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Ubisoft, Stand Alone Event, Monumental Area of the Medieval Walls - 2012
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Community che non assiste a un festival ma vuole essere il festival e

interagire con il contesto monumentale
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Westeros prende vita nel Baluardo San Colombano
Lucca 2018

)
Di un evento partecipativo in spazi monumentali che portano 20
valore alla creativita dei tessitori di sogni
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- 200 performance artstlche dal vwo
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Comics&Cames
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/‘ --~-15 concert:, 2 produzmnl teatrall e 1 orchestrale ,a
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| Per un uwest:mento complessnvo di oltre 6 II.I.I.I.I.OI.‘I.I. e
e 7 du'etto ln produzioni culturall dl oltre 800 000 euro...
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I1 City Branding di Lucca attraverso i contributi artistici degli
autori del Festival

Ferrari Tribute Art

g [ SPECIAL 2018 / LuccA CoMics & GAMES

Scuderia Ferrari dedica a Lucca uno dei suoi manifesti ufficiali in occasione di
Lucca Comics & Games. Ferrari € il primo brand al mondo associato al Made in
Italy. “Brand Finance”



Lucca £a erescere Lucca

| ll C:ty Brand:ng di Luceca attraverso i

, contributi artistici degh autor: del
grestwa :

Dampyr Tribute

" “‘Sergio Bonelh !:d:tore

iLa Citta Di I.ucca, rotaonista del volume Bonelli riceve il tributo di ben
artlstl, tra illustratori e fumettisti edito anche ln l‘rancla, Germania, Brasile e
rinlandia. l ' “d :
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Lucca@rea

Lucca Comics & Games 2019

Radio Deejay

Becoming Superheroes, 1a campagna di comunlcazmne per Radlo

Deejay lega le note voci della radio, supereroi e i monumenti lucchesi |
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PROMOTION POSTER NS

l..’lmmaglne del i:‘estwal come specchlo di una comunlta come
sintesti dei luo%ln dove si depos:tano le narratwe collettwe
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Iiffestival & una‘;ioia assoluta


http://www.youtube.com/watch?v=Jzh16IiwLf8

Lucca@rea Lucca Comics & Games 2019

Lucca Comics & Games powered by Lucca Crea Srl

Corso Garibaldi, 53 - 55100 Lucca
Tel. +39 (0) 583 401711
Fax +39 (0) 583 401737



