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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



 

 
 

 
 

 
 

 
 

 

 

 
 

 

Quality Import  Export  
 
x International Shipments  
x Custom Formalities 
x Free Consultancies 

 

SI Express s.r.l. - Via Vernea, 131 - 10042  Nichelino (TO) Italy 
Tel  +39 011 62 79 769 | fax  +39 011 62 79 760 

Sito Web:  www.siexpress.com | Mail: info@siexpress.com 

 

ITALIAN FOOD EXPORT

TO THE UAE

The rearing Food & Beverage sector holds a great share among the Italian export volumes worldwide. 

The demand for Italian food products is thriving and the United Arab Emirates (UAE) confirm the wide-
spread appeal for the Italian gastronomic tradition. The UAE expenditure power, together with the Emi-
rati love for Italian food are continuously fuelling the demand for Italian gastronomic products. 

The most recent Italian export data towards the UAE are indeed, extraordinary. They are related to the 
first quarter of 2015 (1Q 2015) and show an outstanding 25% grow in the revenues, compared to the 1Q 
2014. This is a significant score gained for the Italian economy, especially if compared to the weaker 
increase experimented in the previous year’s first quarter. 

The Italian Food & Beverage products are reigning over the UAE market since the very beginning of this 
year. The remarkable trend confirms the attractiveness of the Italian gastronomic tradition inside the 
Emirati market.

As shown by the table below, among the top 15 products exported by value, the leading role is played 
by cocoa powder, chocolate and sugar confectionery, with a grow of an outstanding 80%, compared 
to the previous 2014 1Q exports. Also, even more considerable the increase in apples and stone fruits 
(AA01240) exports, by 133%. Although littler than the above-mentioned data, the 50% increase in pastry 
goods exports and the 32% increase in olive oil exports. A little halt for another typical Italian product, 
the wine, with a slight decrease by 10%. 

Besides this, accordingly with the overall trend, it is possible to expect a spread growth also in the export 
of those goods which experienced a not so rosy trend in the first quarter of 2015.

Italian Exports to the UAE - 1Q 2015

Category Volumes (Euros)
Cocoa, chocolate and sugar confectionery 11.419.082
Apples and stone fruits 7.816.683
Processed fruits and vegetables (excluding fruits and vegetables juices) 5.235.111
Rusks and biscuits; preserved pastry goods and cakes 4.847.170
Other tree and bush fruits 3.843.713
Milk products (cream, butter, yoghurt, etc.) 2.983.628
Tea and coffee 2.710.780
Soft drinks, mineral waters and other bottled waters 2.033.145
Pasta, noodles, couscous and similar farinaceous products 1.973.364
Table wines and quality wines produced in specified regions (QWPSR) 1.714.023
Ready meals and convenience meals (prepared, seasoned, cooked, packed) 1.590.520
Other food products n.e.c. 1.482.704
Olive oil 1.073.413
Condiments and seasonings 922.201
Distilled, blended and rounded off alcoholic beverages 888.851

Data processing and comment by the Italian Industry and Commerce Office in the UAE (IICUAE) on the basis of the new temporary data issued by 
the Italian National Institute of Statistics (ISTAT).
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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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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

Fran ie s talian Bar  rill
Oasis Beach Tower, 

Dubai Marina

Fran ie s talian Bar  rill
Fairmont Bab Al Bahr, 

Bain Al Jessrain

La Bussola
Westin Dubai Mina Seyahi 

Beach Resort & Marina, Jumeirah

Pre o s
Media Rotana, 

TECOM

Rococo
Sofitel Dubai Jumeirah 
Beach, Dubai Marina

Rosso
Amwaj Rotana, 
Dubai Marina

tefano 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 

Le Royal Meridien 
BeachResort, Dubai

C  
Grosvenor House, 

Embassy House, Dubai

 

R P M D R
Metropolis tower

Business Bay, Dubai

PAX
Dusit Thani Dubai

Sheikh Zayed Road, Dubai

ais itc en
Jumeirah Lakes Towers

Dubai

ITALIAN KITCHEN

Loun e Caf  taliano  
Arenco Tower, 

Dubai Media City, Dubai.

L livo 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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If purity could be captured in a bot-
tle, if the healing powers of a pris-
tine landscape could be embodied 
in one medium, that medium would 
be natural mineral water, and Mon-
Viso would be its name. Named af-
ter its Alpine source in Italy’s Monviso 
Mountain, MonViso mineral water is 
intimately connected to its natural 
heritage. It’s a natural heritage that 
has long been celebrated for its pu-
rity, and in particular, for the unique 
characteristics of its water. 

Like source, like water

The story begins with Monviso 
Mountain, locally known as Il Re di 
Pietra (The Stone King) because of 
its prominence within the western 
Italian Alps’ landscape. The “Stone 
King” majestically reigns over Po 
Valley, safeguarding a precious 
natural heritage. From its 3841-me-
ter peak, it still dominates the plains 
and gives the gift of life to its people 
every day. 

Monviso is the highest mountain 
of the Cottian Alps, a standalone 
peak higher than all its neighboring 
peaks by about 500m. On its north-
ern slopes are the headwaters of 
the Po, the longest Italian river, and 
the water that feeds the Po River 
has flowed from Monviso’s heart for 
millions of years. The water’s purity 
has granted life to the communities 
that developed along the 642 km 
of the Po River’s long course. 

Since ancient times, the unique 
characteristics of the water of 
Monviso’s slopes have been cel-
ebrated, to the point of giving birth 
to legends handed down across 
generations, about a source at the 
foot of Monviso from which gushed 
magical, miraculous water, able to 
rejuvenate anyone who drank it. 
But the water’s quality is not just leg-
end. This pure water had low min-
eral content and one of the lowest 
sodium levels in the world. 

It’s in this region that MonViso was 
born – 100% “natural mineral water” 
as defined by European and Italian 
regulations – natural mineral water 
as it’s meant to be, that does what 
mineral water is supposed to do.

A mineral water like no other

MonViso is mineral water with a mis-
sion – the mission that led to its dis-
covery in the first place. It was in the 
late 1990’s when a group of local 
entrepreneurs – close friends born 
and raised in Monviso Mountain – 
had an epiphany: they suddenly re-
alized that the water they’ve been 
drinking since childhood in neigh-
boring springs was purer than all the 
mineral water on the market, that 
there was something special about 
the water of Monviso Mountain: a 
unique composition and a certain 
clarity that nourished them and 
made them who they were. 

It was then that they decided to 

The Purest Source of Life

Born in the Heart of 

Monviso

give back. They resolved to dis-
cover Monviso’s ultimate mineral 
water source and launch a supe-
rior brand of Alpine bottled water 
to refresh and heal people in Italy 
and around the world. In 2001, they 
found a source beyond anything 
they ever expected. It wasn’t just 
any source. Located 2042 meters 
high, it is Europe’s highest source: 
the Rocce Azzurre Spring at the 
heart of Monviso Mountain. That’s 
how the Italian company behind 
Monviso, Fonti Alta Valle Po S.p.A. 
(FAVP), was born. 

In 2002, work began on the uptake 
and transport of water. Some 14 km 
of stainless steel pipes carry water 
from the heart of the mountain, at 
an altitude of 2042 meters to 660 
meters at Paesana, hometown of 
the bottling plant in Northwest Ita-
ly at the foot of the mountain. The 
plant was built in a converted old 
spinning mill to restrict impact on 
the local environment. In the plant, 
two state-of-the-art bottling lines 
were installed, securing maximum 
efficiency while producing 36,000 
and 25,000 bottles per hour. The 
founders wanted MonViso to be 
accessible to all, so they competi-

tively priced it to offer excellent val-
ue for money. 

The taste of purity

In May 2013, MonViso gave Fonte 
Alta Valle Po a new claim to fame: 
apart from holding the record for 
Europe’s highest source, since 29 
May 2013, the region where Mon-
Viso water sources were discovered 
was declared a UNESCO Biosphere 
Reserve. This prestigious accredita-
tion rewards the Regional Po River 
Park area for its landscape’s undis-
turbed purity, sustainable develop-
ment and biological diversity. These 
values guide MonViso’s philosophy, 
which seeks to minimize the environ-
mental impact of water collection 
and distribution and which powers 
its plant only with renewable ener-
gy sources. MonViso remains com-
mitted to honoring the terrain of its 
birth. 

Nurtured by a dramatic landscape 
of profound beauty and delicate 
ecosystems, and protected at 3.8 
°C away from pollution and human 
settlement, MonViso has a purity 
unmatched by any other brand. It 
meets the European legal defini-
tion of “natural mineral water”:  It 
originates from a subterranean and 

protected source and is bottled at 
origin in secure, sealed and sustain-
able containers. It is free of chemi-
cal and bacterial contaminants at 
the source, has consistent features 
and composition, and is not subject 
to any disinfecting or potabilizing 
treatments. Instead, it undergoes 
natural purification and enrichment 
in mineral elements through the 
rock. 

MonViso has multiple health ben-
efits. It is perfect for low-sodium di-
ets. It’s minimally mineralized and 
extremely light, which helps avoid 
fatigue, promotes diuresis, purifies 
the kidneys, helps maintain optimal 
blood pressure and makes it safe to 
consume in large quantities. MonVi-
so is suitable for the preparation of 
baby formula and foods, as recog-
nized by an Italian Ministry of Health 
Decree. 

In times when we’re all craving last-
ing wellbeing but can’t quite cap-
ture and maintain it, when we’re 
searching for balance and healing 
and for that safe thirst-quenching 
pure mineral water, there’s nothing 
more natural, accessible, and ben-
eficial than MonViso.

Monviso
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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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One of the key-foods of the Sicilian gas-
tronomic tradition is the so-called Aranci-
no di Riso (Arancini di Riso plural), a sort of 
rice balls, filled inside with the delicacies 
that only the Italian territories can offer. 

The name derives from the Italian word 
“arancio” (orange) given the fact that 
these rice balls’ shape and color remind 
you of an orange. But of course they 
have nothing to do with fruits.

Arancini can be eaten for a break or as 
an entrée, main course, or as a single 
course. In Sicily you can find them eve-
rywhere and at any time of the day. 
From city to city they might differ a little in 
shape and dimension, ranging from oval 
shapes to pear-like or round ones. These 
differences usually reflects a change in 
the filling. There are as many as 100 differ-
ent varieties of Arancini, but the following 
recipe is one of the classical ones. 

Ingredients for more or less 12 Arancini
Saffron, 1 little bag
Butter, 30 gr.
Carnaroli Rice, 500 gr.
Salt
Water, 1,2 liters
Grated caciocavallo cheese, 100 gr 
For the Filling
Salt, Pepper, Onions (1/2)
Butter, 25 gr.
Minced veal or beef meat, 100 gr
Extra Virgin Olive oil (EVO)

Tomato sauce, 200 ml
Peas, 80 gr.
Fresh Caciocavallo cheese, 50 gr 
Mozzarella cheese 60 g
For the batter
00 White flour, 200 gr 
Salt 1 pinch 
Water, 300 ml
For breading and frying
Grated bread for panure
Seed Oil

Method
The Rice
Boil the rice in 1,2 liters of boiling wa-
ter, until the water is absorbed. In 
this way, the starch will stay in the 
pan and the cooked rice will be well 
dry and compact. Cook the rice for 
about 15 minutes, then melt the saf-
fron in few water and add the liquid 
to the cooked rice. Then, add also 
the butter into little pieces.

Add the grated cheese and mix it 
well with the rice. Pour the rice on a 
wide tray and level it; then cover it 
with the food wrapping film, in order 
to cool the rice down completely. 
The film will help in avoiding that the 
surface of the levelled rice would be-
come dry.

The Filling
In the meanwhile, the ragout can 
be prepared. Clean and mince the 
onion into thin little pieces. Sauté the 
onion into two spoons of hot oil and 
a little piece of butter. Then add the 
minced meat and sauté it.

At this point, add the tomato sauce, 
the salt and the pepper, as per your 
own tastes. Simmer the sauce for 
more or less 20 minutes. During the 
simmering, ass the peas (if necessary 
you can also add very few hot water 
so that the ragout can stay thick and 
not liquid. At the end of the cooking 

add few leaves of fresh basil.

While the peas are cooking, cut the 
caciocavallo chees and the mozza-
rella, in order to prepare all the ingre-
dients for the filling. 

The Making
Once the rice will be completely 
cooled (more or less after 2 hours), 
take two spoons per time (more or 
less 120 gr. of cooked rice), press the 
rice at the center of your palm, in or-
der to give the shape of a little bowl. 
Then pour inside of it, a spoon of ra-
gout and some little cubes of cacio-
cavallo cheese and mozzarella.

Close the bowl-shape with a few rice 
and give it a pear-like shape (see the 
image) or a round shape. 

Once all the rice is finished and the 
Arancini will be ready, make the bat-

ter in a mixing bowl. Pour sifted white 
flour in the bowl and add the water 
slowly, whisking continuously and 
watching out for lumps.

Plunge the Arancini, one by one, 
in the batter. Each Arancino has to 
be completely covered by the bat-
ter. Then roll them onto the grated 
bread. 

In a pan, heat the oil and bring it to 
a temperature of 170-180°. Fry the 
Arancini one by one (up to max two 
per time), so that the temperature 
remains at the same level. You will 
need few seconds to fry them and 
when they will acquire a golden 
color, drain them off and place them 
on a tray covered by absorbent pa-
per towel.

Your Arancini di Riso are ready: enjoy 
them very hot!

Arancino di Riso
the pride of Sicily.

A recent study conducted amongst residents 
throughout the Middle Eastern and North African 
(MENA) region, has shown that during the Holy 
Month of Ramadan the consumers’ expenditure 
rises by 60% compared to other months of the 
year. 

After having saved throughout the year for Ram-
adan and Eid El Fitr (the closing days of the Holy 
Month), Muslims inhabitants of the MENA region 
score top purchases in Food & Beverage (71%), 
followed by Clothing and utility bills. 

Despite this increase in spend, only a third (31%) 
defers major shopping purchases in anticipa-
tion of the Ramadan sales, compared to those 
(69%) who don’t. Of those that do defer their ma-
jor shopping purchases, the highest proportion 
spend their money on food and groceries in the 
sales (60%).

Getting into more particular aspects of the eat-
ing habits during Ramadan, one might find out 
that, the most popular food and drink to break 
the fast with is dates (60%) and water (18%), while 
it is common at Suhour to have fruit (44%) and 
yogurt (42%) before sleeping. Moreover, the most 

popular drinks are water (34%) and juices (10%). 
Indeed, respondents prefer to start the day with 
a healthy meal before fasting. 

The purchases of these latter goods are hence, 
very high right before and during the Holy Month, 
thus contributing to the incredibly high percent-
age of food and beverage purchases in the 
MENA Region during Ramadan. 

After all these talks about food and drinks, it will 
not be a surprise to see that, despite the fasting 
during the day, sales and revenues coming in the 
food sector are not affected. This is because, as 
a matter of fact, there are no drastic changes 
to respondents’ eating habits during Ramadan. 
First of all, the majority of them claim they eat 
the same amount (44%) and continue eating the 
same food (49%). Then, the other half of those 
interviewed possibly eats more.  Finally, the only 
change in the eating habits relates only to when 
respondents eat, namely at Iftar, after sunset, 
roughly around 7.30 pm and at Suhour, i.e. be-
fore dawn. 

Ramadan Kareem to all our Muslim readers. 

Understanding Ramadan: 
an inside view on the expenditure habits during the Holy Month.

  Analyses revealed by the Khaleej Times, on the 25th June 2015.

Understanding Ramadan: 
an inside view on the expenditure habits during the Holy Month.
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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

ICE CREAM: THE SUMMER CULT
Summer is back together with the un-
stoppable craving for ice cream. Al-
though Dubai has a quite hot weath-
er all year long, summer remains the 
best moment for enjoying the cool-
ing sweetness of a chocolate, pista-
chio or strawberry cone with friends. 
The ice cream consumption in UAE is 
massive: value sales are predicted 
to reach AED361 million by 2019, as 
reported in Euromonitor International 
study. 

In 2014 ice cream import from Italy 
has reported an increment by 250%, 
with special focus on artisan “gela-
to”, witnessing a growing interest in 
authentic Italian product. 

The origins of ice cream can be 
traced back to at least the 4th cen-
tury B.C. when the Roman emperor 
Nero was used to order ice from the 
mountains then flavored with fruits 
and juices. Over a thousand years 
later, Marco Polo returned to Italy 
from the Far East with a recipe that 
closely resembled to it. In medieval 
times, Arabs were used to drink icy 
refreshment called sherbet, or shar-
abt in Arabic. These chilled drinks 
were often flavored with cherry, 
pomegranate, or quince. Over the 

time, the drink gains popularity in the 
European aristocracy, especially Ital-
ian and French. 

Italians are said to have mastered 
this drink-making technique, so as 
nowadays gelato represents a sym-
bol of made in Italy food, whose 
production deserves to be support-
ed and valorized, by preserving the 
processing and the genuine proper-
ties. The differences between Italian 
gelato and ice cream are slight, yet 
make all the difference in flavor and 
texture. Gelato is made with milk, 
sometimes skim-milk as opposed to 
cream which gives gelato a much 
lower milk fat content. Less milk fat 
allows the flavors of gelato to really 
stand out compared to the more 
blended flavors of ice cream. Gela-
to’s flavor is helped by the fact that 
it has less air whipped into it than ice 
cream, making it much denser. Even 
the serving of gelato is different from 
that of ice cream, as it should be 
consumed while softer in consisten-
cy, more along the lines of soft-serve 
ice cream. 

As Dubai is a cultural melting pot, old 
and new trends are always mixed up: 
last March the ‘world’s first mass mar-

ket’ camel milk ice cream has been 
launched in Dubai. Camel milk ice 
cream is not new but the dairy said it 
is the first time the product has been 
mass produced for the supermarket 
retail customer. 

The ice cream quality is determined 
by many factors, ice cream gour-
mets distinguish two main catego-
ries: objective values, strictly related 
to processing and ingredients bal-
ance; and subjective values, widely 
dependent on personal opinions. The 
perfect ice cream has a smooth and 
uniform consistence, not melt or ge-
latinous. Consistency is mainly due to 
ingredients choice and procedures 
run, any mistake might compromise 
the product quality. 

Preservation of nutritional aspects is 
equally important in order to grant 
the best outcome: ice cream should 
contain the right amount of water, 
glucides, fats, proteins, vitamins and 
mineral salts along with a well-de-
fined taste. 

The authentic gelato is a truly mas-
terpiece of Italian heritage which 
deserves to be carefully disclosed, 
respectfully cherished and proudly 
promoted.
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Italian Industry & Commerce Office in the UAE
48 Burj gate Sheikh Zayed Road Room 1001 - 10th floor

Dubai, United Arab Emirates
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