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—_— o important
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What makes you chosse one destination over another, book
anline Instead of using 3 travel agent or decide on 3 privata
willa ower an ali-inclusive hotel®

In the age of the internet, the way we shop for and research

our holldays has ferever changed. We are now more sware of
what the best deals are, which corners are worth cutsing and
what our best trave! options are

Barceld Travet Insights has been created 5 3 research tool for
those within the hospltality Industry to better understand
these changes.

We surveyad 1,000 people about thelr holiday habits: how
they shopped, what was most important to-them and why
ehey desided on the haligay they did in the hape of getting 2
better Inslght into how people choose the type of hollday they
goon,

Spending
Habits

1) How much
wouald you be
willing to pay
for your
accommodarion

‘an your main
holiday?

How much
would you
spend on your
main holiday?

] How much
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S, hreak?

' Lt by st

Wie werden
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Attitudes &
Influencers

@

-1}

What is the
most important
Factor behind
bockinga
haliday?

Why choose an
apartment over
a howel?

Why choosea
hotel over an
apartment?

Are you more or

Warum wihlen Sle ein Relsazlal iber ein anderes? Wiess
wiirden Sie lisber eine Buchung online durchfihen und nicht
bei elnem Relsebiing? Warum wihlen manche Uriiuber elne
FPrivatvilla anstelle elnes All Inclushe Urlaubs?

[rag Internetzeitalter hat unser Verhatten gedndert, wenn &5
um die Recherche oder Buchung unseres Urlaubs geht. Es st
wiel einfacher, den ginstigsten Prel Findem, welche
Pricerititen wir seteen und welche undsre besten Optionen
sind.

Unsere Barceld Refsaumfrage wurde als Werkzeug erstellt. um
Mitgliedem des Gasterwerbes jene Andermgen
niherzubringen.

Wir haben 1000 Menschen o hren Reisegewohnheien
befragt: Wie werden Buchungen durchgefiihirt und was ist der
wichtigste Entscheidungstrager - & das mit der Hoffnung,
einen bosseran Einblick zu erhalten.
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LED Grow Light

Systems

Energy-efficient solutions to
maximise crop yield and quality all
year round

Proven performance at competitive Fully customisable to your needs
prices _ )
+ Tailored kght spectrum for different crop types and

7 ; fviEanmEns.
» Ovar 10years of experience with LED growlights. ot

My 2 2 {
+ Progrietary broad-spectrum light recipes tiple b angfe options.

= Series connection ogtions for madular and scalable wattage

ed rescarch and development, manufacturing anc

Complimentary light design simulation and quotation.

Explore our range of high-

SUNBLAST SERIES

T pe LED.
it poweerful and robust solution, fully customisable for high Intensity

SUNSTREAM SERIES

far

and large in

HIKROP SERIES

The highly versatile and modular LED grow light.

Designed for a wide range of indoor growing applications. both s a top light
o in tiered configurations.

Power &0 — 360W,

PRODUCT DETAILS »

LED Tube

The and energy-efficient ta
fluarescent tubes,

Qur lightweight, broad-spectrum LED tubes are available as & mains
nvimains et cption or a retrefit. Serles link of up to 10 tubes optional

—— Power 10— 30W,

- I.) PRODUCT DETAILS

Trust our team to help you find the best LED light solution for
your crop type, growing environment and budget.

TALK TO OUR EXPERTS >

Broad-spectrum LED expertise
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Light planning Our fight planning services are:

+ Based ona comprehensive spproach to ensure the minimum
rumber of fintures for maximum plant response. based on
WOU CTOop requirements.

Created using the industry’s gold standard
for your design simulations wath comglet

mind.

Kropbok i comentbed ta creatng stat
& fully integrated approach based en in-house resesrch and
devstopment, owned development and manufacturing facilltes,
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BUYERS -\)\ITAGE

v,
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COMPETITIVE
ADVANTAGE




Nicola Mastice

Case Studies

Large Format
Printing

r mmmuuumuu umm

C
NEGI.I ANNIR‘S\O E‘40 RUGM

lllllllllllll lﬂ

Hlllw

"""

| L—‘.I II i ' PER s |
k| NBH& |

ﬁ*wm ;ﬂm "

llllllllﬂl(l

ghe H F' le,

MR *

}mummii? \

muH\w |

ll!

] i:ll 1
it M:th

0, W S i = [ 2
[ —— e -—
= j;- i — I

0000000000000 ¢4 0000dsBBBsosddidag
Y E R I I I I E Y Y 0

‘X XX ’ﬁ
I!Ir! S ece0Bed
s. ‘.E.*’.
celllle o e e aa
sf0ossocssssecscead
L 1

unu l ‘  1_..‘!‘Lm-_

”"'” mu '

-l""'ﬁ't""' —Hl, *

SRR NR U )
AKX X KN

i ’ €006+ o cocoos,
I I.F Y XXX [
| / ‘TR
l ] '|ﬁ Q...CO
| @0 e e oo bl ¢ ' 9 - 800
” 'Qatoaoono-.cuq.-oso-oonu-obnuunl.
‘ (AN ENENRNENNNEREEERENNE N N RN NN N RN N KN N X N N
h ll €80 POOOSOOOEOSOOLOEOEOTINOSIOTOERNOECTRERAROOIOORATS
|l [! '1
f l

( EE RN EEEEEREEEE NN NN RN NN NN K KR K N K XN K X
S0 e eo o0 oo Boessoocosesstoossnres
S0 0 0 & a0 0o 008t snsstosdtsnsnen
(A EXXXENERNE A R ENENEEN E X RN R R R NN N K X )
(N N N K NN WNN N NN K LM K NN KRN NN RN NN N N
(I X K E K X NN N N X ) (AL K R A N K KR KX X N |
20008080600 s 0 (K KX K N K NN NN N
0000000 °008 X K KN K NN NN N
(X K X X K KN N N | (A K KK KN NN NN

S T o T S T O R O U OO O SOSOOSOSOSOSOSOSNS
' R B By G B R &y
B R R L LS
R g
OB L LA LS
0% %0 % B %% % % % e hh T Hh L L LT et T LNt

i l ||r i

B 'o'o'o'o%‘.'o'o'o'o'o%'.%%‘.’.’.%‘%%".‘o‘o".
.,..,. 'f %% %% % 0% % % %% % % SH%%%%
mnuu I ”,.. o 33 e
il "" | 0 SRR L LoD RSN EN% %%
o 8 ',” |h | | < .o%%'o'o .'.'.&::::%::::::\%'o'o%%‘o%'oQ
R 1 - Ko 'o'o'.'.%"o 0%% % HHBHHHHLHHH L LSS
' 'o'o'o'o'os 'o.o'o't 200 G G O S S e e
i s
e 'o.t R 0 SRR RLNSS

%
oo'o'o'o'o'li-o oo oiIIIIIIIoooooooo




Nicola Mastice Case Studies

3D Objects




For more details please visit
nicolamastice.com



