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We’re now very close from the 
opening of Expo Milano 2015. 
On the international front, the 
goal of 145 official participants 
has been exceeded and the 
work on site is progressing ac-
cording to schedule. We’re 
also speeding up on the con-
tent front. We want to offer 
the over 20 million visitors that 
we are expecting a high-
quality experience, in which 
the wealth and variety of con-
tent in the pavilions is perfectly 
complemented by the inno-
vative tools made available 
by the countries and by our 
technology partners.

We aim to make Expo Milano 
2015 a Digital Smart City; a 
model of hi-tech and sus-
tainable urban develop-
ment, which can be applied 
to different contexts and be 
adapted to local needs. We 
are also organising a program 
of cultural events and enter-
tainment that will take place 
at the exhibition site during 
the day (Expo by day) and at 
night (Expo by night) to make 
visits completely fulfilling and 
engaging.

We are convinced that pro-
moting our country and Expo 
Milano 2015 in the main inter-
national tourist markets must 
go hand in hand. Thanks to 
‘Made in Italy’ and the qual-
ity of Italian agri-food prod-
ucts, design projects and high 
fashion, our country itself has 
a strong appeal throughout 
the world; not to mention the 
extraordinary heritage of his-
tory, art and culture that every 
corner of Italy can boast. The 
experience we are preparing 
for visitors to the universal ex-
position will take account of 
and promote all of this. Expo 

Milano 2015 will be our call-
ing card. Bringing hundreds of 
countries and millions of peo-
ple together around a single 
theme is a fascinating chal-
lenge for the world of tourism. 
This is the feeling I have had 
when talking with the major 
players in the sector during 
international trade fairs - from 
WTM in London to ITB in Berlin 
- which we have attended to-
gether with the ENIT network.

In other words, it is the multi-
sensory experience derived 
from the perfect combination 
of these elements that moves 
the operators first and then, 
people from every part of the 
world, inspiring them to buy a 
ticket to visit the 2015 Expo.

Food, innovation and sustain-
ability are the main lines along 
which this multi-faceted pro-
ject is being developed. The 
area of more than one million 
square metres that will house 
the country pavilions will be-
come a technologically ad-
vanced ‘citadel’, which is at-
tentive to the use of energy, 
in which food plays a central 
role, as the theme that drives 
the visitor experience. Expo 
Milano 2015 is designed to be 
a platform for dialogue and 
debate among the countries, 
Expo Milano 2015 is much more 
than a showcase of agri-food 
excellence. It deals with two 
of the most important issues 
facing our world today: food 
security and environmental 
sustainability. Our goal is to 
involve visitors to the event in 
these issues at all levels. This is 
why we are gearing up to of-
fer them the best experience 
possible, in terms of entertain-
ment, technology and edu-
cation.

EXPO Milano 2015: 
Feeding the planet and energy for life
Piero Galli, General Manager, Event Management Division of Expo Milano 2015

Some folks go to great lengths to sample authentic coastal Italian cuisine. 
Who can blame them? No one can resist a homemade tomato base spread over 
crisp, oven-baked bread topped with aromatic basil leaves and a splash of Italian 
charm. Fortunately, you don’t have to go as far. 

Positano is now open at the JW Marriott Marquis Dubai.

Sheikh Zayed Road, Business Bay | T +971 4 414 3000
mhrs.dxbjw.restaurant.reservation@marriott.com

jwmarriottmarquisdubailife.com1 2



The Italian Industry & Com-
merce Office in the UAE aims 
for the 2015 at the promotion 
of the Made in Italy “Food 
and Beverage”, implement-
ing an important project 
consisting in the selection of 
35 companies belonging to 
the food industry.

The selected companies will 
be provided with:

- a dedicated agent with a 
representative staff on site, 
to show and promote Prod-
ucts and Companies to Dis-
tributors, Buyers, Operators 
in the UAE, Saudi Arabia and 
Oman.

- a Representative opera-
tions office, made available 
by the IICUAE in the pres-
tigious building 48 Burj Gate 
“Burj Italia”, located in the 
very central Down Town in 
Sheikh Zayed Road in Dubai. 

- The organization of two 
days dedicated to the ex-
hibition of the companies’ 
products in Dubai through 
direct meetings with already 
interested Distributors, Buy-
ers, Operators, coming from 
the UAE, Saudi Arabia and 
Oman.

- A UAE address and tele-
phone number (Commercial 

Office) to offer additional 
guarantee and professional-
ism to local Distributors, Buy-
ers, Operators.

- Possibility to contact the 
dedicated Agent anytime 
through mail, telephone or 
skype for the management 
of negotiations on site.

- Logistical support from the 
IICUAE.

A CONCRETE and LONG-
LASTING project aiming, as a 
primary goal, at the market 
penetration for the selected 
Italian companies.

I n f o :  w w w . i t a l i a n f o o d a n d b e v e r a g e i n d u b a i . c o m

REINFORCING THE MADE IN ITALY F&B PRESENCE IN THE GULF

3rd & 4th of June 2015, Millennium Plaza Hotel Dubai

Food is one of the milestones of the Italian exports worldwide. The United Arab Emirates (UAE) makes no 
difference and is highly attracted by Italian products and tastes. This is shown by the continually positive 
trend of Italian Food export registered over the last years. An analysis of the Italian food export towards 
the UAE in the first ten months of the 2014 shows a comprehensively positive trend. From January until 
October, Italy underwent an increase in Food export of about 7%, thus confirming the appeal that the 
Italian edible products, including beverages, can exercise on foreign markets.

As shown by the below table, among the top 15 products exported by value, the first one is Cocoa, 
chocolate and sugar confectionery with over 28 million Euros and an increase of 23.8% if compared to 
the same 2013 time-span. At the second place Other products coming from the processing and pre-
serving of fruit and vegetables with nearly 16 million Euros.

Top 15 Food Products exported in the UAE January-October 2014 by value (in €)

ITALIAN FOOD EXPORT

TO THE UAE

Products SH4 EXP2013 EXP2014 Variation %
CA1082- Cocoa, chocolate and sugar confectionery 22.904.506 28.367.240 +23.8

CA1039- Other products coming from the processing and preserving of fruit and 
vegetables 

12.742.342 15.874.088 +24.5

AA0124- Apples, peers, quinces and stone fruit 6.489.190 13.413.335 +106.7

CA1072- Rusks and biscuits; preserved pastry goods and cakes 1.026.465 11.375.032 +4.1

CA1051- Milk and dairy products 6.669.328 8.736.229 +30.9

CA1102- Wine of fresh grapes 5.868.113 8.052.605 +37.2

CA1107- Soft drinks; mineral waters and other bottled waters 5.313.575 7.117.928 +33.9

CA1083- Tea and Coffee 5.375.389 6.805.761 +26.6

CA1073- Pasta, noodles, couscous and similar farinaceous products 7.663.387 5.803.696 -24.2

AA0125- Other trees, bush fruits and nuts 4.715.169 5.219.378 +10.6

AA0121- Grapes 5.177.198 5.057.199 -2.3

CA1085- Prepared meals and dishes 5.017.848 4.960.706 -1.1

CA1089- Other food products n.e.c. 1.513.450 4.276.169 +182.5

CA1041- Oils and fats 2.499.051 3.573.435 +42.9

2208- Ethyl alcohol of an alcoholic strength by volume of <80% vol, not dena-
tured; spirits, liqueurs and other spirituous beverages (excl compound alcoholic 
preparations of a kind used for the manufacture of beverages)

630,131 1,002,069 +59.0
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How Italy can strengthen ex-
tra-EU exports

FreshPlaza has spoken to the 
Minister for Agricultural Pol-
icy Maurizio Martina prior to 
the Fruit Logistica in Berlin.

FreshPlaza (FP) - We are 
among the first producer 
countries in Europe, though 
we presented less applica-
tions for the EU funds made 
available after the Russian 
ban than others. Is this a bu-
reaucracy problem? If so, 
how can we solve it?

Maurizio Martina (MM) - Ita-
ly used almost a quarter of 
Community aid for the sector 
- 23% of the total - between 
September 30 and December 
31. Spain was the only one 
that used more, and mostly 
for citrus fruit. 32,972 tons 
of produce was withdrawn 
from the market (mostly ap-
ples, pears, plums and citrus 
fruit), which corresponded to 
€11.98 million of Community 
aid. I do feel that the new 
criteria for appointing funds 
is unacceptable.

FP - What will the Mipaaf do - 
together with the French and 
Spanish ministries - to modify 
them? 

MM - We have already sent 
a note to Commissioner Ho-
gan in which we asked to in-
crease the ceiling assigned 
to Italy. I will address the 
matter again at the next Ag-
ricultural European Coun-
cil meetings. We have been 
complaining to Brussels for 
the past few months. We 
took action together with 
France and Spain to defend 
the interests of our producers 
and have worked on a com-
mon request to amend some 
of the aspects of the regula-
tion.

FP - As regards export market 
diversification, with which 
markets are we negotiating 
free trade agreements? 

MM - The EU is working on 
free trade agreements with 
the US, Japan, Singapore, Vi-
etnam, India, Ecuador, Chile, 
South Africa, Moldova and 
Georgia. We finally reached 
an agreement with Japan as 
regards blood oranges and 
with the US as regards apples 
and pears. In addition, we 
also negotiated the export of 
kiwis to South Korea. 

We are currently negotiat-
ing with India for rice, China 
for citrus fruit, tobacco, ri-
sotto rice, vine material and 
wheat, Turkey and Kenya 
for ornamental plants, Mex-
ico and South Africa for ki-
wis and apples, Vietnam for 
seeds and Canada for table 
grapes.  

FP – There are only three 
months to go before EXPO 
2015. How are things going?

MM - Over 20 halls are cur-
rently being finished - 3,500 

people worked even dur-
ing the Christmas holidays. 
€1 billion investments came 
from abroad and over 1,000 
Italian companies took part.

The objective is the creation 
of an ideal platform to talk 
about food safety - how to 
guarantee enough healthy 
and safe food for a world 
population that will count 9 
billion people in 2050. 

By late February, we will al-
ready have a first version of 
the "Carta di Milano" (Milan 
Charter) - a commitment 
made by citizens, institutions, 
companies, associations and 
the entire international or-
ganisation system. We will 
work with 500 experts on four 
main issues: sustainable de-
velopment; food culture; ag-
riculture, food and health for 
a sustainable future and the 
future of a smart and slow 
city.

www.freshplaza.it

INTERNATIONAL

NEWS By FreshPlaza

Caro Rosario, how did you organize 
the Dubai 2nd edition of the Italian 
Cuisine World Summit?

Dubai is poised to be soon univer-
sally recognized as a World Food 
Capital. Italy, with its cuisine and its 
exceptional ingredients, is one of 2 
or 3 real world culinary superpow-
ers. So, the union between Italian 
Cuisine and Dubai is a kind of natu-
ral, unavoidable one, I’d say. That’s 
why we decided to move the Sum-
mit from Hong Kong to Dubai, which 
is already a vibrant 
financial reality, the 
crossroad of millions 
of people, and rightly 
it has been described 
the place where the 
future is at home. 
And the association 
Dubai (an in gener-
al the UAE) – Italy is 
even more obvious if 
you add the fact that 
today Italian Cuisine 
is a global brand, 
representing qual-
ity, refinement and 
culture, while Dubai 
is the epicenter of a 
cosmopolitan appreciation of the 
small and big luxury pleasures of life.

How did you manage to get so 
many Chef in Dubai and to involve 
so many restaurants?

You must remember that the Sum-
mit and other similar initiatives we 

promote are offspring of a network, 
www.itchefs-gvci.com , founded 
over 15 years ago, which has over 
2500 members, chefs, restaurateurs 
and culinary professional, working 
in the Italian cuisine industry in more 
than 75 countries. Chefs of Italian 
Restaurants abroad are very keen 
to be involved with our initiatives, 
because they know one of our main 
aims is to raise the profile of Italian 
culinary professionals abroad. Up to 
15 years ago, Italian chefs abroad 
didn’t get this sort of appreciation. 

Today everybody knows that with-
out the support of these fundamen-
tal professional figures the future of 
Made in Italy food and wine would 
be very gloomy. But the Summit was 
possible also because both, the 
management of the restaurants in-
side hotels and freestanding, under-
stood the marketing added value 

of a collective initiative such ours. 
And there were no “patriotic” con-
siderations that  generated the de-
cision of the restaurants. In fact their 

decision makers are not even Ital-
ians.  The Summit, in this sense, is 
quite unique, no other countries 

than Italy promote events like this, 
no other countries, except Dubai 
and the UAE, host it. In regards to 
the many Italian Guest Chefs who 
came, let me say that I believe they 
accepted our invitation because 
by now they now what we do. And 
we have been doing this for long 
time. The secret of the Summit is its 
win-win status: all the stakeholders, 
including the guest Master Chefs, 
get a benefit from their participa-
tion. When the Summit was hosted 
in Hong Kong many of our Guest 
Chefs ended up working there or 
getting consulting contracts.

The most successful event?

There so many events and I have 
been satisfied with all of them, par-
ticularly the nights that went very 
well in the single restaurants.  We 
have been very specially proud of 
one part of the Summit, though. 
The educational part, that is the first 
course of proficiency in Italian pro-
fessional cooking and the Cooking 
Master Classes we hosted at the 
Emirates Academy of Hospitality 

Management. No one 
organized something 
like that before of such 
a magnitude. We had 
2 different Michelin star 
chefs teaching every 
day, for 15 days. Not 
even in Italy you can 
have something like 
that. The educational 
part has less glamour 
but to us is the most 
important one. Only 
educating professionals 
and food lovers Italian 
cuisine and products 
may have a bright fu-
ture abroad

Did the result of the Summit match 
with your previous expectations?

We are very satisfied with the results 
and ready to accept the challenge 
of the next edition of the Summit, 
which will still be in Dubai but with 
many exciting novelties

Interview with:  

Rosario Scarpato
Director of the Italian Cuisine World Summit
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The event took place the 12 of December at 
‘The Palace Hotel’ in Dubai, at the presence 
of H.E. Giovanni Favilli, Consul General of Italy 
in Dubai, during the Gala Dinner of the Italian 
Festival Weeks 2014, a month long calendar of 
events organized by the Italian Industry & Com-
merce Office in the United Arab Emirates, ap-
pointed by UNIONCAMERE and ISNART to select 
Italian restaurants in the UAE that can obtain 
the prestigious recognition of “Ospitalità Itali-
ana”, an award that recognizes the authentic-
ity of the Italian restaurants worldwide.

The restaurant awarded: Alta Badia Restaurant -Jumeirah Emirates Tower, Don Alfonso 
1890, L’Olivo Ristorante, Lounge Cafè Italiano, Nais Kitchen, Pax.

Our Chamber has been appointed by UNIONCAMERE and ISNART to select Italian res-
taurants in the UAE that can obtain the prestigious recognition of “Ospitalità Italiana”. 
This is an award that recognizes the authenticity of the Italian restaurants worldwide. The 
candidates need to apply to a strict list of criteria. A representative of our Chamber is in 
charge of conducting inspection visits to the restaurants and collecting relevant material 
that could prove the genuineness of their products, decorations, working experience of 
the Chef, etc. The final list of the candidates will be sent at the end of June to a special 
committee in Italy that will carry on the evaluation and eventually select the winning res-
taurants.

AWARD FOR SIX RESTAURANTS
ITALIAN EXCELLENCES IN THE UNITED ARAB EMIRATES

WHO WOULD LIKE TO BE NEXT??
We are waiting for new restaurants to enroll in Ospitalita’ Italiana!

For further information on the Ospitalita’ Italiana project and Award, 
please contact our office at: tr_analyst@iicuae.com.

The project “ OSPITALITA’ ITALIANA, ITALIAN RESTAURANTS IN THE WORLD “is addressed to all the Italian 
restaurants abroad that ensure compliance with quality standards typical of Italian hospitality.

The aims of the project are:

•  to develop and promote the traditions of Italian food products and upgrade the culture of Italian food and wine;
•  to enhance the image of Italian restaurants abroad that guarantee respect of the quality standards of Italian hospitality;
•  to create an international network, providing for the realisation of promotional events of Italian productive excellence.

The guideline requirements are valid all over the world and consist in following specific rules regarding these 
10 points:
 
1. Identity and Italian Distinctiveness  2. Reception 
3. Mise en Place of the dishes    4. Kitchen
5. Menu      6. Gourmet Offer 
7. Wine List     8. Extra Virgin Olive Oil
9. Experience and Competence   10. PDO and PGI Product 

There are several steps in order to obtain the certification:

•	 Candidates: the interested restaurants become candidates by sending to the Italian Chamber the ap-
plication form for participation in the initiative, completed and signed.

•	 Admission and visit: subject to formal checking of application documents, The Chamber effectuates 
the visits to the restaurant candidates. During the visit, the evaluation checklist is completed, accompa-
nied with photographic back-up, files and statements.

•	 Certification: the candidates are considered by the Evaluation Committee, based on prior determina-
tion of compliance with requisites for the certification

•	 Information: the candidate restaurants are notified of the outcome of the assessment by the Evalua-
tion Committee. In the communication, areas for improvement are explicitly set forth in a personalised 
manner.

•	 Promotion: in the start-up phase of the initiative, on the occasion of awarding certificates to restau-
rants, with the related delivery of the certificates, window stickers and plaques, the Chamber will organ-
ise a press conference/launch event with the participation of local and national journalists. At the same 
event, the restaurants will enjoy further promotional activities, such as: a press conference in Italy for 
the launch of the initiative by video-conference with the principal cities of the continent, press confer-
ences abroad to launch the initiative, internet publishing, mobile phone applications and on social net-
works, admission to the award-giving event of the “Italian Hospitality, Italian Restaurants in the World” 
that awards a prize to the structures most voted by customers.
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CERTIFICATION UNDER PRO CESS

t h e  c e r t i f i e d  I t a l i a n  r e s t a u r a n t s
Ospitalita’ Italiana:

Al Fresco
Crowne Plaza 

Sheikh Zayed Road 

Bice
Hilton Dubai Jumeirah 

Dubai Marina

Casa Mia
Le Méridien Dubai, 

Garhoud

Certo
Radisson Blu Hotel 
Dubai Media City

Cucina
JW Marriott Dubai 

Deira

Frankie’s Italian Bar & Grill
Oasis Beach Tower, 

Dubai Marina

Frankie’s Italian Bar & Grill
Fairmont Bab Al Bahr, 

Bain Al Jessrain

La Bussola
Westin Dubai Mina Seyahi 

Beach Resort & Marina, Jumeirah

Prego’s
Media Rotana, 

TECOM

Rococo
Sofitel Dubai Jumeirah 
Beach, Dubai Marina

Rosso
Amwaj Rotana, 
Dubai Marina

Stefano’s
Dubai Marina

Amalfi
Le Royal Meridien Hotel 
Sheikh Khalifa Street

Amici
Yas Viceroy Abu Dhabi 

Yas Island

Amici

Bocca
Hilton Abu Dhabi, 

Al Khubeirah

Filini
Radisson Blu Hotel, 

Yas Island

Cavalli Club 
Fairmont Hotel, 

Sheikh Zayed Rd., 
Dubai Marina

Cucina Mia 
Trident Gran Residence, 

Shop G05, 
Jumeirah Beach 

Roberto’s  
Gate Village Building N. 

1, DIFC, Dubai
Aldente 

Byblos Hotel Tecom
Dubai.

Positano
Amwaj Rotana, 
Dubai Marina

Don Alfonso 1890
Shangri La Hotel 

Sheik Zayed Road, Dubai 

OSSIGENO
Le Royal Meridien 

BeachResort, Dubai

KITCHEN 45
Grosvenor House, 

Embassy House, Dubai

 

SIGNOR POMIDOR
Metropolis tower

Business Bay, Dubai

PAX
Dusit Thani Dubai

Sheikh Zayed Road, Dubai

Nais Kitchen
Jumeirah Lakes Towers

Dubai

ITALIAN KITCHEN

Lounge Café’ Italiano, 
Arenco Tower, 

Dubai Media City, Dubai.

L’Olivo Restaurant
Rixos The Palm Dubai,

Dubai

Alta Badia
Jumeirah Emirates Towers Hotel, 

Dubai

CERTO
Radisson Blu Hotel 

Dubai Media City
Stefano’s

Dubai Marina

Not to forget, these restaurants offer a 20% discount to 
the members of the Italian Chamber of Commerce in the UAE and the Juventus Club DOC Dubai.

The restaurants declared to respect the following conditions:  Keeping the staff aware about the dis-
count, the discount will apply on the total bill, the discounts will be applied in all their outlets if any.

Please note that showing the below cards is mandatory.

Nais Kitchen
Jumeirah Lakes Towers

DubaiITALIAN KITCHEN

Al Fresco
Crowne Plaza 

Sheikh Zayed Road
Dubai

IICUAE & Juventus Club DOC Restaurants

DON ALFONSO 1980
Shangri La Hotel

Sheikh Zayed Road
Dubai

Positano
JW Marriott Marquis

Dubai

Segreto
Madinat Jumeirah

Dubai

These restaurants have recognized the work of our Association in promoting Italian quality 
food in the UAE. For this reason they have decided to become Chamber members in order 
to help us growing and reaching our goals. A common denominator comes along with these 
restaurants, an incredible sense of respect of the quality standards and of the atmosphere that 
has made the Italian cuisine loved in every corner of the world. Stated this, each one has its 
own tasty offer that can satisfy any kind of appetite! So let’s love Italian food!

PAX
Dusit Thani

Dubai
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Gulfood: The world’s biggest annual food & hospitality show.

Established over 25 years, Gulfood has a well-deserved reputation amongst exporters 
for delivering spectacular return on investment. For the exporter seeking new sales 
from the Middle East, Africa and South Asia, Gulfood provides a trade and sourcing 
platform without equal, where international flavours find world-class business. Benefit 
from the region’s premier knowledge exchange from education, training, competi-
tions & live events. Gulfood strives to inspire and inform.

DUBAI, THE TRADING HUB OF THE MIDDLE EAST

UAE’s imports totaled US $3.6 billion in 2010 and are estimated to rise to US $5.5 billion in 
2015. The majority of this is traded through Dubai. UAE’s ports account for a 61% major-
ity of trade volume among the GCC countries. UAE’s ports account for a 61% majority 
of trade volume among the GCC countries. Visits to Gulfood by heads of state, minis-
ters and government officials from more than 21 countries around the world – the larg-
est contingent to date - signify the global reach and stature of the show. Announce-
ments of a number of bi-lateral trade agreements were made during the event, with 
more expected during the course of the year. 

Gulfood is your unrivalled opportunity to source and select from an incredible global 
product showcase. A warm welcome awaits you at this buzzing event, where you will 
network with thousands of industry peers and people passionate about driving the 
market forward. Take time to review the latest trends and innovations of the food & 
drink sectors, .foodservice & hospitality equipment, as well as the restaurant & cafe 
industry.

The world’s biggest annual food & hospitality show will be the biggest ever with more 
exhibits, products and the biggest brands, almost 5,000 exhibitors, the biggest Euro-
pean showcase ever, the largest South American participation and new country pa-
vilions.
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A gastronomic feast awaits visitors at the first Abu 
Dhabi Food Festival to be held emirate-wide this 
February 5th -21st.

International and local chefs will be demonstrat-
ing their skills and menus from around the world in 
creating culinary delights to suit every taste and 
palate, and for the whole family.

The festival, served up by Abu Dhabi Tourism & 
Culture Authority (TCA Abu Dhabi), will reach out 
to residents and visitors alike over two weeks and 
three weekends and is supported by the emirate’s 
leading hotels, restaurants, malls and main attrac-
tions.

A superb banquet of three courses will be pre-
sented over the Festival including: Gourmet Abu 
Dhabi, Emirati Kitchen, Street Feast.

This ‘lifestyle gastronomic extravaganza’ features 
a star-studded cast of Michelin-star chefs and spe-
cial guests, master classes, industry insights from 
hospitality experts, and gourmet dinners hosted by 
a range of the UAE capital’s top hotels.

Gourmet Abu Dhabi is a lifestyle gastronomic 
extravaganza that marries culture and cuisine 
impeccably, reflecting Abu Dhabi’s advanced 
modernisation, while celebrating the emirate’s en-
gaging culture and its rich Arabian heritage. This is 
an event for those with a passion for fine food from 
those with a refined passion for hospitality. Gour-
met Abu Dhabi launched in 2009 with the dual aim 
of raising F&B standards within the emirate and 
promoting Emirati hospitality traditions. This year 
promises to be the best yet.

Emirati Kitchen, which is being held from Febru-
ary 5th-7th at the East Plaza, Abu Dhabi Corniche, 
will provide a forum to celebrate authentic local 
dishes s and encourage the community to come 
together through their appreciation of fine food. 
Some of the country’s most noted chefs will make 
appearances, demonstrating how to make tradi-
tional Emirati dishes and recipes, and offering visi-
tors a true taste of Emirati culture.

1) What Italian foods do you currently 
sell? 

We import a range of Italian cheeses, wonder-
ful fresh salad leaves, seasonal vegetables and 
beautiful seafood from many parts of Italy.  

We carry some very well-known Italian brands 
that are hero products for many Italian chefs; 
including Barbara Olive Oil and Giuseppe Giusti 
Balsamic Vinegar.

Our wheels of Parmigiano-Reggiano and Gra-
na Padano are always in demand, Italian chefs 

are always excited to see our range which is 
kept in our purpose built oak ageing-room and 
dairy fridges in our warehouse facility. 

Sourcing is hugely import to me and I travel all 
over the world to find exciting products to bring 
to the region, Italy being one of my favourite 
places to travel to!

2) Do you have any new Italian products 
coming in 2015? 

We have just announced that we are now the 
distributors for Baci Perugina, a legendary Ital-
ian chocolate. 

Baci chocolates were inspired by the passion of 
young love. “Bacio”, is the Italian word for kiss; 
and each Baci is wrapped with a love note. 

Baci are exclusively produced in Perugia, Italy 
and the recipe remains unchanged since 1922: 
a whole hazelnut covered with gianduia (a lus-
cious blend of chocolate, hazelnut cream), 
chopped hazelnuts and silky dark chocolate. 

3) What is your favourite Italian Dish?

Parmigiana di Melanzane from Sicily where the 
Violet Aubergines are sweet and seedless! 

And you can’t get better than a Spaghetti Von-
gole with beautiful fresh clams. 

Fresh Express distribute a wonderful Apulian Bur-
rata from a company called Delicioza. 

Burrata is a favourite Italian delicacy of many 
UAE diners and Delicioza certainly has become 
a hit with chef’s here! 

4) Do you work with Italian Restaurants 
in the UAE?

Yes, we work with all of them here and in the 
Northern Emirates. 

Italian chefs order from us authentic and gour-
met quality olive oil, balsamic vinegars, specific 
Italian cheeses and Italian White Truffles when 
in season. 

NEWS 

FROM UAE

Interview with: 
Mr. Girar Vouyoukas
Group Vice President, Fresh Express LLC. 
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Calabria: 
Nature, Culture and Food

Calabria is situated in the south of Italy – lapped by the 
crystal blue Ionian and Tyrrhenian Seas. The territory 
has often been associated with the origin of the name 
“Italy” itself, because in ancient times, Italy, indicated 
only the southern part of the Nation (that is Calabria) 
inhabited by the so-called Itali, following the Greek 
colonization. Thus, Calabria is considered the cradle of 
Magna Graecia and a land of ancient settlement of 
peoples and cultures.  The strategic position and cultur-
al heritage, as well as the warm climate, the beautiful 
colors of the sea, rocky coasts that alternate with sandy 
beaches, a nature that is wild and mysterious at the 
same time, the strong and genuine flavors of local food 
and the unique craft tradition, make Calabria an exclu-
sive place that tourists can enjoy throughout the year. 
In other words, the land is an important destination es-
pecially for those who want to immerse themselves in 
a dynamic and stimulating environment characterized 
by a variety of elements that combine the presence of 
culture, tourism and technological innovation. 

Agriculture and Food industry
Agricultural activity involves the greatest part of the ter-
ritory, and it is considered a richness. There is a long list 
of Calabrian products that have been awarded the 
PDO (Protected Designation of Original) and PGI (Pro-
tected Geographical Indication). 

We can start by taking into account the alcoholic and 
soft drinks that include amaro alle erbe (herb-flavoured 
bitters), liqueurs made from aniseed, liquorice, citrus fruit 
(lemon, bergamot and citron), and wild fennel, fragoli-
no with straweberries, a coffee drink and a lemon frizzy 
drink – called limoncello –.

As for wines, the list of DOC (Controlled Origin Denomi-
nation) and IGT (Regional Geographical Indication) 
wines is very long. Let us mention just some examples 
such as Savuto (Catanzaro area – from Gaglioppo, 
black Greco and Sangiovese vines), Scavigna and Val-
damato. In Cosenza area there is Donnici, from black 
Manotnico, black and white Greco vines. From Cro-
tone comes the well-known Cirò, considered since an-
cient times, to have therapeutic qualities. This is just a 
non- exhaustive list of excellent wines produced in this 
magic territory.

Moreover, as for the land products, there is fresh fruit 
with designation origin including mountain apple va-
rieties (quince, coccia, limoncella), figs from Cosenza 
area, the prickly pear, oranges from Villa San Giovanni 
(Rc), the late-maturing “blond” oranges from Trebisac-
ce, clementines from the Sybaris plain, limes, lemons 
from Rocca Imperiale, fresh and candied citron from 
Diamante (Cs).

Besides, Calabria Region is very well known for being 
one of the best producers of olive oil, an essential com-
ponent for the so-called “Mediterranean diet”. Excel-
lences include, for instance, Extra Virgin Olive Oil DOP 
“Bruzio” , from Cosenza area; Extra Virgin Olive Oil DOP 
“Lamezia”, from the Province of Catanzaro; Extra Virgin 
Olive Oil DOP “Alto crotonese” , from the Province of 
Crotone.

With reference to meat, Calabria is very famous for the 
production of salami and cured meats that range from 
capicollo, made in the Grecanic area, sausages, sop-
pressata from Decollatura, and pancetta from the re-
nowned black pig. As for cheeses, the land produces 
provola, also in animal shapes, butirro, caciocavallo 
from Ciminà, podolico, cacioricotta, ricotta, caciotto 
from Cirella di Platì (Rc), canestrato, felciata, giuncata, 
mozzarella from the Sila mountains, Musulupu from the 
Aspromonte mountains, Limina, the Locride area, the 
Stilaro-Allaro valley, and strazzella silana.

A precious and natural ally is then honey, with many 

varieties, for example, orange blossom, chestnut, straw-
berry tree, eucalyptus. Honey is commonly used as an 
essential ingredient for many traditional dishes such as 
cakes from Arabian origin, as well simply eaten on fresh 
local bread, tested with cheese or used to sweet hot 
drinks. Other recognized products are the red onion of 

Tropea, the chilli pepper and liquorice from Rossano. 

Furthermore the bergamot tree, having very ancient 
and therefore unknown origin, grows exclusively in the 
Ionian province of Reggio Calabria, between Villa San 
Giovanni and Monasterace. The components derived 
from bergamotto are exploited not only to produce the 
famous essential oil, recognized with the PDO seal of 
approval, so as cosmetics and perfumes, but they are 
also used in the pharmaceutical industry in antiseptics 
and antibacterial products as well as in gastronomy for 
the preparation of some typical dishes. 

In conclusion, for the extraordinary range of unique 
agro-food products that are used to create tradition-
al dishes but also innovative recipes thanks to special 
chefs of international reputation, or on the contrary, 
products normally tasted in simply way, Calabria Re-
gion has become a treasure to be gradually discov-
ered and preserved.

Calabria will participate at Expo 2015, both as a single 
identity and as being part of the country Italy.

Expo 2015 is a non-com-
mercial Universal Expo-
sition and also an ac-
tive process, among a 
large number of people 
and countries that will 
meet there and discuss 
around the common 
theme of Feeding the 
Planet, Energy for Life. 
Expo will be set in Milan, 
open from May 1st to 
October 31st, 2015 and 
it will host 145 countries.

Since the main theme 
is Feeding the Planet, 
Calabria aims to repre-

sent the value of its agro-food tradition, by including it 
in a naturalistic and cultural heritage, thus becoming 
a unique territory. This choice has been made focus-
ing on the awareness that the Region is mainly based 
on Food and Agricultural Industry. The “Mediterranean 
diet”, that is the best example of excellent and bal-
anced feeding, is based on the typical products of the 
territory closely related to the cultural and natural re-
sources of the land through which creates an everlast-
ing and universal bond. 

Finally, we can definitely affirm that, during the Universal 
Exposition, Calabria, would mainly endorse the agro-
food system, that is unique, rich of history and traditions 
coming from the different peoples that inhabited the 
territory throughout the ages. Consequently, it is neces-
sary to make the regional resources (human, natural, 
cultural and economic) available to recover the value 
of nutrition, its origins, its hedonistic and healthy role, 
sources of physical and mental richness.

Silvia Tropea
Sprint Calabria – Regione Calabria

Expo 2015: an international 
opportunity for Calabria 
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The UAE Pavilion

The UAE Pavilion is situated on 
one of the larger self-build plots 
at Expo 2015 and enjoys a prime 
location at the centre of the 
Expo site adjacent to its main 
axis, the Decumanus. Recognis-
ing the significance of the UAE’s 
contribution to World Expos, the 
UAE commissioned the world-
renowned architectural prac-
tice Foster + Partners to design 
a state-of-the-art pavilion that 
would reflect the country’s herit-
age and its focus on sustainable 
development. Foster + Partner’s 
brief also required the pavilion 
to achieve exceptionally high 
standards of sustainability and 
be demountable so that it could 
be returned and rebuilt in the 
UAE.

Under the heading ‘Food for 
Thought’, the UAE Pavilion has 
embraced the Expo 2015 theme 
in all its exciting and challeng-
ing facets, using our own experi-
ence of living in a region where 
water is more important than oil 
and where the focus now is on 
alternative energy. the story re-
flects the values of resilience, in-

ventiveness and hospitality that 
UAE acquired from our frugal but 
sustainable past, outlines the is-
sues that have arisen by the UAE 
remarkable transformation to a 
thriving dynamic state, and ex-
plores the partnerships that the 
United Arab Emirates are form-
ing that will harness creativity 
and innovation to address the 
challenges of the future. And 
so, although the central theme 
of Expo 2015 is nutrition, and hu-
man nutrition first and foremost, 
it also requires participants to 
focus on nurturing the environ-
ment in which we live, the fun-
damental source of subsistence 
for all people on the planet. 

The Italian Pavilion

The Italian Pavilion will concen-
trate on exposing the national 
food culture and tradition in terms 
of very high quality products and 
finished goods. Italy’s presence 
can be seen both inside the ex-
position areas, along the Cardo 
and at Palazzo Italia, the repre-
sentative building where Italian 
State and Government repre-
sentatives will be based. Palazzo 
Italia will also be the location for 
official meetings between Italy 
and other participant countries. 
The areas reserved for European 
institutions, opposite Palazzo Ita-
lia and closely connected to the 
Cardo symbolically highlight the 
close relationship between Italy 
and the European Union.

Palazzo Italia represents the 
emblematic heart of the entire 
pavilion. It is destinedto be the 
center of technological innova-
tion for the city after the Expo. 
The design, created by Studio 
Nemesi & Partners Srl, Proger SpA 
and BMS Progetti Srl, was inspired 
by the surrounding nature and 
architecture:

Emotional: visually evocative itin-
eraries, richly vibrant and radiant, 
leading to the Palazzo Italia as 
the representation of a tree or a 
forest; Sustainable: essential and 
light like an example of “Land 
Art”, Palazzo Italia is a spectacu-
lar and energy-efficient building; 
Technological: the building in-
teracts and exchanges energy 
with itssurroundings through new 
technologies.

The main central square is di-
vided into four functional blocks: 
the exhibition area, the events 
area, the offices area and the 
institutional area. Overhead is a 
scenic terrace which offers visi-
tors a spectacular view across 
the site.

Within the site, the structure 
where the exhibition sites are 
located is akin to the typical 
structure of an Italian village. 
The various exhibition sites act as 
symbols of the varieties and dif-
ferences that characterize Italy. 
The north represents the Italian 
territories and regions and the 
south, where Made in Italy is rep-
resented by excellent local food 
and sustainable products.
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EXPO 2015 MILAN  
Feeding the Planet, Energy for Life

Having selected Milan as the 
city to host the Universal Expo-
sition, Italy also chose Feeding 
the Planet, Energy for Life as its 
central theme. Expo Milano 2015 
will talk about the problems of 
nutrition and the resources of our 
planet. The idea is to open up a 
dialogue between international 
players to exchange views on 
these major challenges which 
are relevant to everyone.
Every aspect of Expo Milano 
2015 revolves around the Feed-
ing the Planet, Energy for Life 
theme: from its exhibition site to 
its sub-themes, from its Clusters, 
to its participants and their archi-
tecture. The main purpose of this 
Universal Exposition is to stimulate 
major debate on nutrition and 
food, comparing all aspects of 
the theme. The final outcome of 
the discussion is that visitors and 
participants engage in questions 
on how our actions today will im-
pact the next generation.
An opportunity for companies, 
Expo Milano 2015 places great 
value on all those businesses 
wishing to invest in food prod-
ucts that are healthy and have 
a guaranteed level of quality. 
How? By offering partner com-
panies the unique opportunity 
of increasing their visibility and 
promoting their products to the 
public.
The Clusters play an important 
role at the event, offering an 
innovative way for countries 
without their own pavilion, to 
participate in the exhibition in 
a shared theme. Every country 
has its own, individual space for 
presenting its particular charac-
teristics along with a public area 
which is shared with other coun-
tries. This public area is the most 
innovative part of the exhibition, 

offering refreshments, commer-
cial activities, events and exhi-
bitions, all brought together in a 
highly original way.
Expo Milano 2015 seeks to in-
volve participants and visitors in 
actively finding innovative solu-
tions through discussion and an 
exchange of ideas and opinions. 
The central theme Feeding the 
Planet, Energy for Life involves 
five main Themed Routes that 
connect the spaces within the 
exhibition site. Each of these The-
matic Routes offer different in-
terpretations of the Expo Milano 
2015 central theme and can be 
tailored according to visitors’ in-
terests.
The story of man, stories of food
The story of mankind is a key 
theme within the exposition 
comprising art, livelihoods, hu-
man settlement and commerce, 
as well as references to exploita-
tion and the degrading aspects 
of colonization, all reflected in 
this account of man’s evolution. 
It starts with a compelling view 
of the history of food for each of 
the world’s populations. It high-
lights the attributes of individual 
populations, from their agricul-
tural and farming techniques, to 
how foods have changed and 
developed over time.
Feast and famine: a contempo-
rary paradox 
Today’s paradox is that half of 
the world is facing food depriva-
tion, with many dying from mal-
nutrition after living in impover-
ished conditions with no access 
to drinkable water, while the 
other half of the world is dealing 
with physical and physiological 
diseases due to a poor diet and 
being overweight. The exhibi-

tion asks the question whether it 
is possible to solve this paradox 
through science, education, 
prevention, international coop-
eration and social and political 
engineering.
The future of food
What kind of food will be eaten 
in the future? What will be the 
basis of our children’s diet? The 
first step in answering these ques-
tions is to increase our knowl-
edge and understanding of the 
new food technologies, scientif-
ic discoveries and research that 
today forms the basis for improv-
ing the nutrition of tomorrow. A 
way to feed the world that pays 
attention to agricultural tech-
niques and the quality of food.
Sustainable food = an equitable 
world
How is it possible to make human-
ity more sensitive to maintain-
ing a better balance between 
food production and natural re-
sources? The main focus of Expo 
Milano 2015 is nutrition which will 
be the discussion platform for 
both biodiversity and traditional 
cultures.
Taste is knowledge
Eating is not only necessary but 
can be highly enjoyable for hu-
mans. Combinations of different 
tastes and flavors within different 
cultures tell their own particular 
story.
These themed routes offer cul-
tural events and tastings where, 
beyond getting to know the in-
dividual products, visitors can 
learn about useful food preser-
vation techniques and different 
ways of cooking to help keep or 
change flavors.

NEWS
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35th Int’l Exhibition for 
the Artisan production of Gelato, Pastry, 

Confectionery and Bakery (Sigep)

January 17-21, 2015   /    Rimini, Italy

The world’s most important expo in the 
artisan gelato sector and a showcase 
for Italian confectionery. Includes Sigep 
Bread Cup, a challenge for the great 
bakery masters.

Website: www.sigep.it

Chocolate Fair

February 6 – 15, 2015   /   Florence, Italy

The artisanal chocolate fair will feature 
speakers, chef demonstrations, choco-
late themed meals, and gourmet sweets.

www.fieradelcioccolato.it

Milano FOOD&WINE Festival

February 7-9, 2015   /   Milan, Italy

On an area of more than 1400 sqm be-
tween cellar, kitchen and hall tastings will 
be organized. To the 150 of the best wine 
producers in the world we add more than 
20 chefs and international pastry chefs, 
which will make the program even more 
colorful and interesting.

Website: www.meranowinefestival.com

Identità Milano

February 8-10, 2015   /    Milan, Italy

Three days, three halls and many differ-
ent themes that will involve dozens and 
dozens of speakers from Italy, Europe and 
the World.  Goes beyond the recipe itself 
and pays attention to production, en-
vironmental health - being it the planet 
or our bodies – from social respect to a 
deep understanding of our history.

Website: www.identitagolose.com

Orange Battle at Historical Ivrea Carnival

January 31- February 18, 2015    /     
Ivrea, Turin, Italy

The tradition of throwing oranges has its 
roots in the mid 1800s. Even earlier, in Me-
dieval times, the battle was fought with 
beans. Nowadays the battle still takes 
place in the main squares of the city be-
tween teams on carts (symbolizing the 
feudal lord's guards) and hundreds of 
orange-throwers on foot (the rebellious 
commoners). The Orange Battle is one 
of the historical events of the Carnival at 
Ivrea.

Website: www.storicocarnevaleivrea.it

8th Olio Capitale 
(Extra-Virgin Olive Oil Expo)

March 7-10, 2015  /  Trieste, Italy

Top producers of extra-virgin olive oil as 
well as of the entire product chain from 
both Italy and abroad. An ideal tool pro-
viding excellent visibility for businesses in 
the sector, and a means for broadening 
their own commercial sphere of influence.

Website: www.oliocapitale.it

Taste 10

7-9 Mar 2015   /  Florence, Italy

The fair dedicated to excellence in taste 
and food lifestyles.

Taste is the Italian fair dedicated to good 
eating and good living attended by the 
top figures in the international gastro-
nomic and catering trade as well as an 
increasingly growing public of passionate 
foodies.
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Every Italian region has its own 
street food specialties. From 
Piedmont to Sicily, the best se-
lection of Italian street foods, the 
most typical dishes that come 
from tradition and history.

Each area has its own special-
ties, primarily at a regional lev-
el, but also at provincial level. 
The differences can come from 
a bordering country (such as 
France or Austria), whether a 
region is close to the sea or the 
mountains, and economics. Ital-
ian cuisine is also seasonal with 
priority placed on the use of 
fresh produce. 

REGION: CAMPANIA

Having invented one of the 
most popular street foods world-
wide, you’d think Campania is 
all about pizza, but they have 
a lot more to offer. Like the fish 
soup with dried beans and squid 
known as brodo di polpo. Scagli-
uozzi which are deep fried po-
lenta triangles to be found all 
over South Italy.  Potato crocchè 
or croquettes. And Zeppole pas-
tries that resemble doughnuts.

Despite rich arable soils and ac-
cess to ports for fresh seafood, 
Campania’s claim to fame is 
the wide selection of street food, 
which may be baked, fried, 
grilled or even frozen. These 
treats are generally hand held 
and are available at shops or 
along most streets. Campania 
cuisine is made from inexpen-
sive, fresh ingredients like veg-
etables and grains. Pizza and 
pasta, cooked from the local 
wheat, make Campania recipes 
famous throughout the world.

5 TOP STREET FOOD
ZEPPOLE

If you’ve ever set foot in an Ital-
ian bakery or been to an Italian 
street fair, you’ve probably al-
ready sunk your teeth into one (or 
ten) of these delicious fried mor-
sels. Zeppole—essentially deep-
fried balls of dough—are said to 
have originated in Naples, but 
you can find them on street cor-
ners across the entire country. 
Nowadays, zeppole can come 
filled with jelly, custard, pastry 
cream and even chocolate. But 
sometimes, nothing beats the 
original: straight out of the fryer, 
topped lightly with sugar, and 
tossed into a paper bag.

ARANCINE

If spleen sandwiches and skew-
ered intestines are a little too 
adventurous for your tastes, 
we recommend the all-round 
crowd-pleasing arancini (“lit-
tle oranges” in Italian). These 
golden, deep-fried rice balls 
are crispy on the outside and 
creamy on the inside, filled with 
cheese, peas and sometimes 
minced chicken or beef, similar 
to a croquette. Though the deli-
cacy originated in Sicily in the 
10th century, it’s since grown into 
one of the country’s most popu-
lar street foods with “cousins” all 
over the country, like the sup-
pli in Rome and the pall’e riso in 
Naples. Order two or three with 
a side of tangy arrabiata sauce, 
and call it a meal.

PANZEROTTI

Native to Puglia, the panzerotti 
is a stuffed, half moon-shaped 
pastry that’s similar to a small 
calzone, but with softer dough. 
It’s generally filled with a com-

bination of cheeses and toma-
to, then fried until it’s crisp and 
slightly flaky on the outside. The 
result is a pillowy, cheesy parcel 
that’s kind of like the Platonic 
ideal of a Hot Pocket. Over time, 
panzerotti have graduated from 
being strictly a street food to 
appearing in restaurants across 
the world—but we still think that 
nothing beats eating it off a nap-
kin, on the street, fresh from the 
fryer.

PANELLE

Panelle are possibly the simplest 
of all Italian street food: chick-
pea polenta that’s cut into thick 
slices and then fried in olive oil. 
The fritters are then served alone 
or with croquettes (as pictured), 
or piled into a bun and eaten as 
a sandwich. Because of its hum-
ble ingredients and simple prep-
aration, panelle are considered 
“cucina povera”—poor man’s 
food, or peasant food. That may 
be so, but we’d still happily eat it 
every day of the week. (They’re 
even better topped with a little 
pecorino romano or a squeeze 
of lemon).

PIADINA  

The piadina is one of the few 
vegetarian-friendly Italian street 
foods. A specialty of Emilia-Ro-
magna, the dish is essentially a 
flatbread made of flour, olive 
oil, salt and water. It’s tradition-
ally cooked roadside on a terra-
cotta plate, though modern day 
vendors will use metal pans or 
griddles. Piadina can be served 
alone or stuffed with anything 
you like—like a wrap—though 
it’s wise to keep it simple. Get it 
with some fresh mozzarella and 
chicory for a simple, healthy, 
and cheap eat.

CURIOSITY

ITALIAN STREET FOOD
Italian Industry & Commerce Office in the UAE is glad to launch the new section ‘Italian Street Food’.

One of the many reasons for which Italy is loved 
around the world – beyond art, culture and gor-
geous landscapes – is, of course, its incomparable 
cuisine. Such marries very well with the jovial and 
convivial nature of the Italians, their love for laugh-
ing and joking over a good dish, and for toasting 
life with a glass of wine in hand. Sagra del man-
dorlo in fioreIt is thanks to this fantastic union that 
generation after generation has passed down 
the tradition of countless sagre, or feasts that cel-
ebrate the typical food and beverage products 
of a territory. These feasts populate the entire Pen-
insula, above all during summertime.  The warm 
season brings music, the delicious smells from a 
grill, and the perfume of a variety of wines, from 
the Alpine Mountains to the Island of Sicily.  Add 
to this the charm of town centers criss-crossed with 
quaint streets, and small medieval villages where 
the crisp, fresh air mixes with the aromas that re-
call an ancient time and atmosphere. This is the 
beauty of the sagra: the discovery of Italy’s minus-
cule but beautiful borgos whose streets conceal 
the secret of the feast, the happy crowd, the tast-
ings and gatherings - that is, until the annual occa-
sion’s time has arrived. 

Popular traditions and folklore are an important 
font of the sagra and for the towns that host them, 
both culturally and economically. They often give 
a territory its identity, and are indispensabile for un-
derstanding a place’s present, via its past. In the 

sagra one can explore and comprehend roots 
and traditions by way of the local fare – typical 
products that can speak volumes of history and 
complexity through the modes in which they are 
made. In all of Italy, sagre that primarily show off the 
typical enogastronomic products of a geographi-
cal setting take place one after another, day af-
ter day, in the timeframe between spring and the 
beginning of fall.  Some of the most famous are 
Mandorlo in Fiore (Almond Tree in Bloom), held in 
Sicily during the spring; the sagre for the truffle, the 
chestnut, and the mushroom, usually in autumn in 
several Umbrian and Tuscan locations. In Liguria, 
the Fish Sagra of Camogli is highly recommended. 
Meanwhile, Campania can boast its GustaMinori, 
a unique feast dedicated to the food products 
of the Amalfi Coast – obviously, this one has the 
double allure of both fascinating tastes and scen-
ery. Certain other regions are especially known for 
their D.O.C. wines, e.g. Veneto and Campania, 
and thus host wine sagre such as Primavera del 
Prosecco (Prosecco in Spring), in addition to some 
that are truly “one and onlys,” including at Taurasi 
and Tufo in Avellino, and at Solopaca in Beneven-
to. Finally, one cannot go without mentioning the 
Truffle from the Langhe in Piedmont; this typical 
white truffle is the unrivaled king of quality cuisine, 
and much sought-after the world over.  So much 
so that the Fair of the Tartufo Bianco of Alba is, by 
now, an event of international resonance.

ITALIAN TYPICAL  

SAGRE
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Dear Mr. Hamid, what is Halal Italia? How did this 
initiative start?

Halal Italia is an italian islamic certification body which 
operates under the supervision of the Ethical Commit-
tee for halal certification of CO.RE.IS., the Italian Islamic 
Religious Comunity.

The certification of italian-made products of excel-
lence confirms they comply with Shari’ah regulations 
for food, cosmetics, pharmaceuticals and hospitality. 

The organization was set up after a pilot project start-
ed in 2008 by The Milan Chamber of Commerce and 
CO.RE.IS. which led to the first italian halal standard for 
food products. In June 2010 an agreement was set up 
by Italy’s Foreign Affairs, Economic Development, Healt 
and Food, Agricoltural and Forestry Policies ministries as 
a recognition of Halal Italia innovative best practice 
activities.

Do you think there is a rising awareness among 
italian enterpreneurs about the importance of of-
fering halal products to european citizens and to 
islamic markets?

Of course. It reflects the heightening of a cross-cultural 
and interreligious sensitivity linked to the development 
of global contemporary societies. It’s also a very huge 
market with an annual growth rate of more than 15 
percent in the last 7 years. It can no longer be referred 
to as a niche market, especially as the business world-
wide generates more than 2500 billion dollars of which 
100 billion only in Europe. Almost one fifth of the global 
food market is halal.

In Italy we register a great increase of interest among 
the SME but also the largest italian companies are cer-
tifiying several of their products. At the moment more 
of 100 companies obtained the certification by Halal 
Italia (www.halalitalia.org).

What kind of services do you offer italian compa-
nies wishing to operate in the GCC countries?

We provide them with training as well as certification 
so they can handle our procedures and standards. 
Providing informations is strategicallly important for us 
in addition to training: we have organized dozens of 
seminars and lectures in collaboration with chambers 
of commerce, trade associations, universities and Istitu-
tions to explain the added value of halal certification in 
terms of commercial but also of intercultural and inter-
religious dialogue. 

Moreover we can help companies to develop new 
dedicated halal product lines and to suggest an is-
lamic-friendly marketing approach to use in their com-
munications. In other words we play a bridging role 
between Italy and Islamic world even in this difficult 
historical time.

Reliability, professionalism and religious sensitivity are 
the key factors to gain success also in the GCC market.

What about new projects from you?

We have register a growing attention in halal certified 
catering and hotel services in Italy also in the perspec-
tive of EXPO2015 in Milan.  We have recently launched 
a new project “Muslim Hospitality” to help Italy’s high 
level hotels and restaurants to host tourists especially 
from Middle East and South East Asia who require 
shari’ah compliant services when chooing their desti-
nations to visit.

I think our efforts go in the same direction of the wise 
vision of HH Sheikh Mohammed bin Rashid Al Maktoum 
about the role of halal in the projects of Dubai as Capi-
tal of Islamic Economy worldwide and Dubai Vision 
2020.

HALAL ITALIA

NEWS 

FROM ITALY

Dimensione Carne srl pro-
duces products cooked and 
transformed of beef and lamb 
meat, in an excellent level, like 
for example, Halal beef ham, 
Halal beef salami, and differ-
ent Halal beef cold cuts. Our 
company, Dimensione Carne, 
is a little company in Veneto 
territory, for the processing and 
transformation of meat.

We are born in the 50’s in a 
small village shop, a family 
conduction, where animals are 
bought in markets or directly 
by farmers are slaughtered 
and processed by hand. In this 
small shop reigns the idea that 
everything can be done and 
transformed maintaining how-
ever the belief that the prod-
uct characteristics should not 
be altered because: when the 
meat is fresh and the quality is 
exalted, does not need all the 
rest.

Last December Dimensione 
Carne participated at a mis-
sion in Dubai to meet compa-
nies interested in buying and 
selling excellent Italian meat 
products. All the companies 
that we visited in UAE defined 

our :‘Niche Products’.

We think that UAE market is 
really interesting for our com-
pany because it is still less at-
tended by products similar to 
ours, it’s a very curious market 
and disposal to introduce par-
ticular and excellent products 
as ours. Customers are really 
interested in food culture and 
we think that they could like to 
be supported by a company 
that follow them with customer 
care after selling.

The feedback of our meet-
ings is positive because all the 
companies we visit showed in-
teresting for us and our way of 
working.

At this moment we have Halal 
Certification on beef products 
but in two months we will be 
able to reach the lamb one 
too. Halal Certification has 
been very difficult to obtain 
because there are a lot of step 
to go on and the company 
must be really organized to 
reach it.

Our Company has all Europe 
certification for food safety so 

it is more simple for us to obtain 
Halal Certification too. We are 
certificated by Halalitalia, ap-
proved by CO.Re.Is, the only 
one institution recognized for 
Halal products in Emirates and 
Singapore.

The promotion of the High 
Quality Guaranteed Italian 
comes from the strict compli-
ance at International Halal 
standard and European stand-
ards of production processes 
subject to certification.

Our products are all preserva-
tives free, gluten free and lac-
toise free, and this is for sure a 
strength approaching this mar-
ket. We hope to develop our 
exports to UAE because we 
trust that this country would be 
able to appreciate the hight 
quality of our meat and be-
cause nothing is more impor-
tant to us than ensuring the 
safety of our products for our 
consumers and customers of 
UAE will appreciate it.

Dimensione Carne srl / www.
dimensionecarne.it  / info@di-
mensionecarne.it

Dimensione Carne 
Arrives in the UAE

23 24



P A S T A 
I T A L Y ’ S  G I F T  T O  T H E  W O R L D

There is a reason for which Italy was 
selected to host the first EXPO about food.

In fact “Feeding the Planet, Energy for Life” 
is the theme at the center of the Universal 
Exhibition that Italy will host from May 1 to 
October 31, 2015 and which will be the larg-
est event ever organized on food and nutri-
tion.

The origins of Italian cuisine began to make 
its mark during the Roman Empire more than 
2000 years ago.  The Italians are known to 
have the world’s first cookbook dating back 
to the first century B.C which demonstrates 
how important food was in Italian society. 
That mindset still exists today where Food 
and wine coupled with the Italian culture 
and lifestyle bring people together every 
day. Meal time is centered around the rich 
cuisine that Italy is renowned for; it is the 
gathering of family or friends, telling stories, 
sharing laughs. 

Although researchers claim pasta to be a 
Chinese invention that was brought to Italy 
by Marco Polo after his famous trip to the 
Middle Kingdom in the 13th century, there 
is no doubt that Italian cooks changed it to 
what we know as the nourishing and versatile 
food that we know. Pasta consists of flour, 
water, salt and sometimes egg (for egg noo-
dles). Over the centuries Italians invented 
a myriad of shapes and sauces to enhance 
the basically bland taste of pasta. 

Pasta in Italy is always served in small por-
tions (90 grams uncooked) after the first ap-
petizer.  This basic food has now become so 
famous that there are several manufacturers 
outside of Italy, namely in France, Germany, 
the U S A, Argentina and Spain just to name 
a few, but connoisseurs agree that Italian 
dry pasta manufactures’ products are supe-
rior in taste. They use hard durum flour from 
Canada. De Ceccho, Barilla, Del Verde are 
highly recommended brands.

Pasta is a relatively simple product and can 
be produced at home by anyone with time 
on his/her hands and skill to accomplish the 
task. The difficulty of pasta production is its 
simplicity and purity. There are only a few in-
gredients and everything must be in perfect-

ly proportions for satisfactory results.  Most 
people buy dry or frozen and stuffed pasta, 
but it may end being a disappointing choice. 
Italy being densely populated country must 
import food, mainly flour and other staples. 
It is ironic that Canada exports high quality 
during wheat to Italy and imports Italian pas-
ta. Pasta has evolved into an extraordinary 
number of varieties and shapes. The names 
of some shapes vary according to area of 
origin.

• Long pasta (pasta lungi): cappelli d’angelo 
(angle’s hair), spaghetti, spaghetti, linguine, 
bucatini, fusill i lungi. All suitable for tomato 
sauces, herb based sauces, carbonara and 
Bologna sauce. 

• Ribbons (fettuce): tagliatelle, pappardelle, 
fettuccine, tonarelli, tagliolini, paglia e fieno. 
Suitable for Alfredo and liver based sauces. 

• Tubes (tubi); penne, garganelli, elicoidali, 
cavatappi. Suitable for: all’arrabbiata, pro-
sciutti and asparagus based sauces. Mac-
cheroni rigati, maccheroni, rigatoni, gigan-
toni are suitable for sauces with sausages 
and ricotta, ragu, vegetables and pepperoni

• Special shapes (forme speciali) conchiglie, 
farfalle, gnocchi, fusill i, strozzaproti, gemelli, 
casareccia, lumache, orechiete, radiatori 
are suitable for cream sauces enriched with 
salmon, or chicken, or meat. 

• Pasta for soups (pasta per minestre): quad-
rucci, orzi, risoni, alfabetini, farfarelline, 
maltagliatti, conchigliette, lumachine, anelli 
rigati, tubetti.

• Stuffed pasta (pasta ripiena): tortelloni, 
pansoti, tortellini, cannelloni, ravioli, ravio-
lini, lasagne

• Colored pasta: (Pastas are coloured using 
tomatoes and red beet for red; spinach and 
basil for green; brown mushrooms for brown; 
saffron for yellow; squid ink for black.

Basic pasta sauces are: pesto di basili-
co Genovese, butter, tomato and basil, 
all’arrabiata, puttanesca, primavera, ragu, 
Bolognese, all’ Alfredo, carbonara, vongole. 
Flat pastas are meant for cream sauces, 
whereas tomato based sauces cling batter 
to round pastas.  Pasta is very versatile, ba-
sic food that can be flavoured according to 
your imagination and mood. A good cook 
can always whip up delectable pasta with a 
few well-chosen ingredients, including pasta 
for dessert flavoured with cream and vanilla 
or even a chocolate sauce.

HISTORY OF 

ITALIAN FOOD

POSITANO 
RESTAURANT 

IN DUBAI

It’s a celebration of all things 
Italian at Positano, the coast-
al Italian restaurant at the 
world’s tallest hotel, where 
guests can experience a 
taste of Amalfi.

Whether it’s seafood and 
pasta specialties, or a fresh 
pizza, there’s no better place 
for authentic Italian.

Décor

The spacious restaurant’s 
rustic interiors feature white-
washed brick walls, dark 
brown parquet flooring, fire-

wood stacked in a corner, 
and natural overtones with 
green linen and potted plants 
dotted around, all of which 
come together to reflect

the warmth of the Amalfi 
coast. The open fire along one 
wall only adds to the drama, 
while the open plan kitchen 
allows guests to interact with 
chefs as they make pasta, 
cook pizzas in the wood-fired 
oven, or pick fresh lobsters 
from the tank. An outdoor 
terrace offers the perfect op-
portunity to step out for an 
aperitif or digestif, or enjoy a 
lovely alfresco meal.

Food

The extensive menu offers all 
the Italian signatures, but a 
specialty here is most certain-
ly the freshly caught seafood, 
particularly the daily catch 
(branzino, merluzzo, pesce 
spada, aragosta); you could 
also try the sea bass cooked 
in the

oven with tomato sauce, 
black olives and oregano, 
beautifully presented in the 
rustic baking dish it is cooked 

in. Other highlights include 
a special Burrata bar, which 
features the soft, creamy 
cheese mixed at the table 
and served various

ways – think with prosciutto, 
olive oil and pepper, or roast-
ed sweet peppers – and Scia-
latielli, a signature pasta dish 
native to the Amalfi region. 
There’s plenty more on the 
menu, to tempt the palate, 
including an array of antipas-
ti, but it would be criminal not

to save space for the dessert 
trolley when it rolls by. Choose 
favourites like tiramisu, or opt 
for a heavenly limoncello 
cake made with homemade 
limoncello, another Amalfi 
specialty. Don’t miss their va-
riety of limoncello drinks as 
well – particularly the herb-
and spice-infused options at 
the bar!

Authentic 
Italian food 
experience 
LIVE in Dubai
Cooking@home it’s a concept born on 2012 from the passion for Italian cuisine of two 
friends. Both abroad in search of work, we decided to combine our expertise and start to 
organize cooking classes.

Our target are Expats living in Dubai and who have a passion for Italian food and Italian 
culture, because what we offer is not only an opportunity to learn how to prepare Italian 
recipes, but also an occasion to meet new people and different cultures.

 We are Cristina and Francesca one from Rome and the other from Cuneo. Cristina an inte-
rior architect and Francesca was used to organize cultural events. We have both moved to 
Dubai to follow ours husbands and when we meet and we understood that we were both 
in love with cooking, so we have decided to start this adventure together and share our 
recipes not only with friends but with people who love our amazing traditional Italian food. 

Our motto 
“Everything you see I owe to spaghetti.”
― Sophia Loren

www.cookingathomeindubai.com
cookingathomedubai@gmail.com
www.facebook.com/COOKINGatHOMEinDUBAI
@cookingathomeindubai
Tel:  +971 (0)561445082
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Chef’s Profile
Chef Fortunato Ostacolo, aka Spino, has been working as a chef for over 20 
years. He discovered his passion for cooking when he was 10, helping out in 
his family owned bakery in Naples, established since the Bourbon’s time. After 
travelling through Australia, US, North Africa and Spain, for the past 9 years he 
manages a restaurant in Panarea (Eolie Islands, Italy), where he absorbs his na-
tive Neapolitan style into the local Sicilian cuisine. In Dubai Spino works as Head 
Chef at Lounge Café Italiano since its opening, where he serves traditional Ital-
ian dishes and certainly the best classic Neapolitan pizza in Dubai. 

Lounge Cafè Italiano
Lounge Café Italiano is a contemporary urban eatery with a chic Mediterra-
nean twist. Strategically located in bustling Media City, Lounge Café Italiano 
became a new culinary hub, connecting the business community and food 
lovers to the culture and rituals of the Italian gastronomy. 

 At Lounge Café Italiano we have a passion for flavours. A fine selection of 
authentic dishes from different regions of Italy and classic Neapolitan pizza are 
prepared for you with the freshest ingredients and the strongest commitment to 
quality. The Italian culture is traditionally marked with warm hospitality  and food 
is served with affection. Our approach to dining  is similar to that found in the 
comfort of your own home, where warmth and interaction happen naturally.

Whether you want to enjoy  a break with your colleagues, host your business 
meeting or savor a meal with your family and friends, Lounge Café Italiano will 
FEED YOUR PASSION FOR FOOD!

Lounge Café Italiano
Arenco Tower Media City, Ground Floor

Dubai, UAE
Web: www.loungecafeitaliano.com   

E-mail: info@loungecafeitaliano.com 
Tel: +971 4 4533318 or 800-ITALIANO

Follow us on 
Facebook: www.facebook.com/LoungeCafeItaliano 

Instagram: http://instagram.com/CafeItalianoUAE 
Twitter: https://twitter.com/CafeItalianoUAE 

Ingredients: 
250 gr. spaghetti alla chitarra

200 gr. buffalo mozzarella
100 ml milk 

250 gr. Bronte pistachios 
100 ml water

Lemon zest to taste 
40 gr Grana Padano

Half clove of garlic
120 ml extra virgin olive oil DOP

5 large basil leaves 
Salt and pepper to taste

Region: Sicily/Campania
Serves 2 people

Level of difficulty: 3/5
Time: 30 min

Method:
Pesto sauce

Blend together the buffalo mozzarella and the milk and 
keep it aside in a bowl. Separately coarsely grind together 
the Bronte pistachios, Grana Padano, 100 ml water and 
basil and then mix with lemon zest, salt, pepper and extra 
virgin olive oil.

Spaghetti

Boil the spaghetti in salted water till “al dente” and drain. 

Mix the spaghetti with the pesto sauce. Layer the buffalo 
stracciatella in the dish and place on top the spaghetti nest. 
Decorate with some grated pistachios and basil leaves. 

Spaghetto alla Chitarra with Bronte Pistachio’s Pesto and Buffalo Stracciatella Interview with:

Don Alfonso 1890

1) From Sant’Agata to Macao, Marrake-
sh, Rome and eventually Dubai…what are 
the steps of your adventure?

“Coming from a family involved in the hospital-
ity industry, I started my studies in the same field 
while my passion for food and cuisine started to 
grow. After I met my wife, I left the family busi-
ness to re-start from zero and I began to travel 
the world in the 80’s, realizing that the promo-
tion of Italy was spread all over. This is the rea-
son why I decided to start promoting the Italian 
products and challenging the best chefs in the 
world. My aim has always been the promotion 
of the Italian quality and raw materials in the 
world.”

2) Why did you choose to open one of 
your branches in Dubai?

“I previously had some clients coming from the 
UAE, then I met those who became my three 
partners in Dubai. My wish is to open other 
branches here, I like the Arabs for their positiv-
ity.”

3) How has the Italian cuisine changed 
in the last thirty years? 

“The Italian cuisine abroad has made big de-
velopments, mostly thanks to Italian emigrants. 
Their professionalism is now visible everywhere: 
the uneducated chef does not exist anymore 
and the chefs hold degrees, are more open-
minded and work also as managers, PRs, etc. 
Moreover, the way of eating has changed, and 

not only in a positive way, sometimes causing 
problems for the health.”

4) What do UAE and Arab clients appre-
ciate the most?

“The Arabs like the Italian products, such as 
vegetables, fish, tomato, and so on, as we have 
the Mediterranean diet in common. In Italy we 
have an extremely wide variety of food prod-
ucts and a good chef is easily able to adapt 
them to the local tastes.”

5) What are your forecasts for the Italian 
cuisine?

“I wish for Italy the establishment of a commit-
tee evaluating the quality of the products ex-
ported abroad, but it is up to all the involved 
people to individually engage in promoting the 
real Made in Italy.”

6) What inspires your creations?

“My kitchen is my paradise. I own my labora-
tory of ideas in Capri and there I get inspired by 
nature, scents and colors. I consider myself as a 
lucky man because I am happy of my habitat 
and what I do.” 

7) What is your favorite dish?

“My favorite dishes are made of genuine ingre-
dients, such as olive oil, goat cheese, vegeta-
bles, fruit and meat. I can mix them in an origi-
nal way to create new dishes, but these are the 
products I always use.
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THE ACTIVITIES OF: 

Invite Aperitif Cibus è Italia - Expo Milano 2015 

In collaboration with FEDERALIMENTARE (the Ital-
ian Food & Drink Industry Federation, representing 
18 Italian Category Associations of several food 
processing departments), Italian Industry & Com-
merce Office in the UAE organized the Aperitif 
Cibus è Italia - Expo Milano 2015. The event will 
take place on the 8th of February at the prestig-
ious Armani / Hashi Restaurant, Burj Khalifa Tower, 
Dubai, from 7.30 to 9.30 p.m.

 08-12.02.2015 ASPIN FROSINONE Gulfood 2015

IICUAE will assist ASPIN Frosinone during the Gul-
food exhibition 2015, the most important exhibi-
tion dedicated to the food industry in the UAE. 
IICUAE tasks: pavilion organization, support to Ital-
ian companies, gourmet and niche companies. 

Regione Calabria Food

The project, moved to the 2015 due to the elec-
tions of the new Government of Regione Calabria, 
aims to attract FDI from the UAE to the Calabria 
Region and boost new business opportunities for 
the Calabrian firms in the UAE. Business sectors: 
agricultural and food. Calabria Region food will 
be promoted through the magazine Ospitalita’ 
Italiana.

Centro Estero Abruzzo: Food Sector

Inbound mission Centro Estero Abruzzo, a delega-
tion of the food sector will come to the UAE in 
order to establish new business relations with lo-
cal importers and distributors of Italian food. The 
Secretary General Mauro Marzocchi will held a 
country presentation focusing on the food sector.

07.11.2014 – 13.12.2014 

ITALIAN FESTIVAL WEEKs 2014

The 8th Edition of the Festival took place across 
various locations of the three main emirates of 
Abu Dhabi, Dubai and Sharjah. The biggest Italian 
festival in the GCC. On the occasion of the Ital-
ian Festival Weeks 2014, ENIT organized a series of 
events to promote Italy, with a particular focus on 
EXPO 2015 Milano and launched the Italian Pro-
motional Campaign in the Gulf.

Silvio Vigliaturo Art at Don Alfonso 1890

Italian Industry & Commerce Office in the UAE 
and Don Alfonso 1890, with the support of Made 
in Italia & Dolce Antico is glad to present the Of-
ficial Opening ‘Silvio Vigliaturo Art’ on the 27th 
of January 2015 at 20.00 hrs. Vigliaturo is con-
sidered the most famous artist worldwide for the 
Murano Glass processing.  11 sculptures and 16 
paintings on canvas will be showcased for one 
month at Don Alfonso 1890 Dubai, Shangri La Ho-
tel, emerged as the point of reference of the Ital-
ian Art Events in Dubai since the Italian Festival 
Weeks 2014.

Aperitivo Italiano at Frankie’s Restaurant

During the ‘Aperitivo Italiano’ organized by Italian 
Industry & Commerce Office in the UAE, Frankie’s 
Restaurant & Bar , Dubai announced a new spe-
cial Olive Oil Menu, available for the week 18th 
– 24th of January, created by the talented Chef 
Fabio Nompleggio.  Event program:

6-7 p.m.: OIL TASTING WORKSHOP

7-7.30 p.m.: WELCOME DRINK (Prosecco or red 
wine) offered by Frankie’s

7.30 onward: CANAPÈ TASTING AND APERITIVO

November. Italian World Chef Summit

For the second year, IICUAE cooperated with GVCI 
(Gruppo Virtuale Cuochi Italiani) to organize the 
Italian World Chef Summit in Dubai. Among the 
activities, IICUAE organized a Chef corner at the 
Speciality Food Festival, the “fuori salone” (tast-
ing meetings) focused on halal food and food 
tourism, Italian Luxury summit which connected 
Italian luxury, the jewellery industry and Michelin 
stars chefs. 

09-11.11.2014 Speciality Food Festival (SFF)

For the third year, IICUAE organized the Italian 
corner at the Speciality Food Festival, in partner-
ship with Dubai World Trade Centre. The Cham-
ber assisted 10 companies of PromoCatanzaro 
(Catanzaro Chamber of Commerce) and IICUAE 
interpreters facilitated the B2B meetings with the 
local companies during the Exhibition. For the oc-
casion, IICUAE also organized a special dinner at 
PAX Restaurant, Dusit Thani Hotel, inviting food 
distributors of the UAE to boost the networking 
between local and Italian company. The Cham-
ber also assisted Fiera Roma, supporting its partic-
ipation to the exhibition, promoting the meeting 
between the exhibitors and food importers and 
facilitating the meetings with interpreters. IICUAE 
had also its own booth at the SFF.

PAST ACTIVITIES

FUTURE ACTIVITIES
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T H E  O N LY  M A G A Z I N E  D E D I C AT E D  T O  I TA L I A N  F O O D  I N  T H E  G U L F  R E G I O N

E
D

IT
IO

N
 1

Suite No. 903, 9th Floor, Al Batha Tower 
Buhaira Corniche, P.O. Box 48558 - Sharjah, U.A.E.
Tel :  +971.6.5747099    Fax:  +971.6.5481100

E-mail:  info@iicuae.com  Web:  www.iicuae.com

SOON IN DUBAI

“Project realized with the contribution of the Fondo Intercamerale di Intervento di Unioncamere”

Facebook: Italian Industry & Commerce Office in the UAE


