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This year is about to end, how would 

you describe the year 2015 of the IIC-

UAE?

The year 2015 has been a rich and sig-

nificant year for our Chamber. One of 

the most important moments has been, 

of course, moving our offices to the pres-

tigious

location of 48 Burjgate in Downtown 

Dubai after 16 years of activity in Shar-

jah. This relocation, held in May 2015,

has symbolically reinvigorated the 

Chamber and its activities both in and 

outside the UAE. Just think of two of our 

participations in relevant international 

appointments: the Preparatory Meeting 

of the 5th session of the Mixed Com-

mission between Italy and the UAE in 

September 2015, in Rome and, the fol-

lowing month, the 24th edition of the 

International Convention of the Italian 

Chambers

of Commerce Abroad, held in Trieste, 

attended by Presidents and Vice Presi-

dents, Secretaries General from the Ital-

ian Chamber all around the world.

What is your opinion, as President, of 

the IICUAE performance of this year?

It will soon be a year since I was appoint-

ed President of the IICUAE and the suc-

cesses obtained by the IICUAE over

these years makeme deeply honoured 

to have this role. The IICUAE has scored, 

among the 73 Italian Chambers of Com-

merce Abroad, the 3rd position for its 

performances on the project Ospitalità 

Italiana and the 13th position for its ac-

tivity and quality of services, according 

to the new evaluation implemented this 

year by Ministry of Economic Develop-

ment. The IICUAE has also been chosen 

among the 73 Italian Chambers world-

wide for a promotional campaign in 

Italy. This outcome can only make me 

really satisfied with the activity of the 

Chamber which supported about 780 

Italian and EAU companies in 2014.

The President
of the Italian Industry & Commerce Office in the UAE
looks back on the year 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
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ITALIAN FOOD EXPORT

TO THE UAE

Italian Exports to the UAE - 3Q 2015

Category Volumes (Euros)

Cocoa, chocolate and sugar confectionery 36.388.904

Processed fruits and vegetables (excluding fruits and vegetables juices) 17.298.358

Apples and stone fruits 16.029.285

Rusks and biscuits; preserved pastry goods and cakes 13.325.810

Milk products (cream, butter, yoghurt, etc.) 8.954.985

Tea and coffee 6.993.784

Ready meals and convenience meals (prepared, seasoned, cooked, packed) 6.810.834

Soft drinks, mineral waters and other bottled waters 6.740.534

Pasta, noodles, couscous and similar farinaceous products 6.028.633

Table wines and quality wines produced in specified regions (QWPSR) 5.875.593

Grapes 5.338.265

Other tree, berries and bush fruits 5.080.052

Other Food Products 3.743.372

Olive Oil 3.522.112

Condiments and Seasonings 3.502.722

Facts and Figures: Third Quarter of 2015

The Italian Food & Beverage (F&B) 
wins again the UAE market.
The F&B products have always had a great share among the 

Italian export volumes worldwide. This fact is confirmed also 

in the United Arab Emirates (UAE) relevant market. 

The figures confirm the great appeal that the Italian gastro-

nomic tradition and F&B offer are able to exercise on the UAE 

consumers. 

Previously on the other Ospitalità Italiana editions, the Italian 

Industry & Commerce Office in the UAE (IICUAE) shared some 

figures about the thriving UAE demand for the Italian food 

products. 

This demand relies of course on the consumers’ preferences: 

the Emiratis love Italian food as well as lot of European expats. 

Moreover, the demand for Italy in the F&B sector is continu-

ously fueled by the great consumers’ expenditure power.

This 2015 has been a brilliant year for the Italian F&B exports 

in the UAE market. And also this third quarter (3Q) confirms 

the outstanding performance of the year. Indeed, if in the first 

quarter of 2015 (1Q) the Italian F&B exports gained a growth 

of 25%, compared to the 2014 1Q, the second quarter (2Q) al-

ready showed a +30%. Finally the 2015 3Q confirms the +30% 

in growth in the revenues. This is a significant score gained 

by Italy and it looks like the total figures of the whole 2015 will 

confirm the excellent trend.

The table below gives an insight on the top 15 products ex-

ported by value, in order to better understand who are the 

most demanded and bought products in the UAE. 

Cocoa powder, chocolate and sugar confectionery once again 

positions itself on the pole position, for the third time in a row. 

Processed Fruits and Apples win again respectively the sec-

ond and third position. A remarkable entrance in the top 15 for 

Grapes. Table wines and quality wines scored an outstanding 

performance: respectively increasing by a 30% and a 26.9%, 

the two categories climbed up the top-15 chart. 

3 4



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 after 
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 mil-
lions 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 Mon-
viso’s slopes have been celebrated, 
to the point of giving birth to leg-
ends handed down across genera-
tions, about a source at the foot of 
Monviso from which gushed magi-
cal, miraculous water, able to reju-
venate anyone who drank it. But the 
water’s quality is not just legend. 
This pure water had low mineral 
content and one of the lowest sodi-
um levels in the world.   It’s in this re-
gion 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 
mission – the mission that led to its 
discovery 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 Moun-
tain: a unique composition and a 
certain clarity that nourished them 
and made them who they were. 

It was then that they decided to give 
back. They resolved to discover 
Monviso’s ultimate mineral water 

The Purest Source of Life
Born in the Heart of 

Monviso

source and launch a superior 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 Eu-
rope’s highest source: the Rocce 
Azzurre Spring at the heart of Mon-
viso Mountain. That’s how the Ital-
ian 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 ac-
cessible to all, so they competitively 
priced it to offer excellent value 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 en-
vironmental impact of water col-
lection and distribution and which 
powers its plant only with renew-
able energy sources. MonViso re-
mains committed 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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With over 120,000m2 of exhibition 
space and almost 5,000 exhibitors 
participating from over 120 coun-
tries, Gulfood is the world’s biggest 
annual food and 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 an un-
paralleled trading and sourcing plat-
form, where international flavours 
find world-class business. In addi-
tion, participants can benefit from 
the region’s premier knowledge 
exchange through educational ses-
sions and training opportunities as 
well as taking part in competitions 
and live events. 

From speciality and fine foods, to the 
widest range of organic produce, as 
well as the latest equipment and 
technology, Gulfood presents the 
opportunity to source and discover 
unique products from hundreds of 
suppliers through more than 110 in-
ternational pavilions. 

Returning to Gulfood in 2016 will be 
the Barista Bonanza - in collabora-
tion with the Speciality Coffee As-
sociation of Europe (SCAE) - where 
you can meet top baristas and taste 
professional brews. 2016 edition will 
also offer an expert advice clinic, 
with independent, impartial guid-
ance from market experts on food 
service, imports and exports, meats 
and bakery items. 

Again this year, The Emirates Culi-
nary Guild Salon Culinaire will host a 
series of practical and display-based 
culinary competitions open to more 
than 1,600 professional chefs, pas-
try chefs, cooks and bakers, giving 
them the opportunity to show off 
their talents. 

Last year’s Gulfood welcomed over 
84,000 visitors from 120 countries, 
making this a huge industry plat-
form and the region’s most lucrative 
event related to the food and bever-
age sector.

GULFOOD HAS THE INDUSTRY COVERED

Food & Drink Beverage & Beverege 
Equipment

Food Service & Hospitality Restaurant & Cafe

Experience an extraordinary 
showcase of food and drink 

from around the world!

Ovens, refregiration, food 
service equipment - the 

comprehensive o�er for chefs!

From �nal details of design & 
creating perfect interiors to key 
essentials of business innova-

tion, product selection & 
technology

The most comprehensive range 
of beverage and beverage 

equipment for every size of 
catering opration

The world’s biggest 
annual food and hospitality show

21-25 February 2016
Dubai World Trade Centre

REGISTER NOW
WWW.GULFOOD.COM
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In order to be an Ospitalità Italiana 

certified restaurant, you have to com-

ply with the highest quality standards, 

typical of the Italian hospitality sector. 

In this way the authentic tradition and 

quality of the Italian gastronomy are 

guaranteed to the consumers abroad, 

and the image of the Italian excellent 

food is respected and promoted. 

The Italian Industry & Commerce Of-

fice in the United Arab Emirates (IIC 

UAE) is the subject in charge for imple-

menting the initiative here in the UAE. 

The IICUAE organizes each year an 

award ceremony, after visiting the 

restaurants that applied for the certifi-

cation. During the ceremony, the win-

ning restaurants receive the certificate 

and the plaque to be displayed to the 

clients. They are presented to a good 

turnout and featured on a dedicated 

website, mobile app and social net-

work, thus giving shape to the global 

Ospitalità Italiana network. 

Furthermore, the IICUAE starts a 

sound and close cooperation with the 

awarded restaurants, the latter being 

the main locations of the numerous 

events organized monthly by the IIC-

UAE for the Italian and local business 

communities. 
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NEWLY CERTIFIED RESTAURANTS

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

BIANCA MOZZARELLA & CO.
Boxpark, 

Al Wasl Road, 
Dubai

Lounge Café’ Italiano, 
Arenco Tower, 

Dubai Media City, Dubai.

L’Olivo Restaurant
Rixos The Palm Dubai,

Dubai

AL GRISSINO
Restaurant & Lounge

Emirates Financial Towers 
DIFC, Dubai

BALLARÓ
Conrad Dubai

Sheikh Zayed Road, 
Dubai

MASSIMO’S 
Italian Restaurant

Park Island, 
Unit B07, Dubai Marina

BICE MARE 
Souk Al Bahar, 

Downtown,
Dubai

CAPANNA NUOVA
Dubai Marine Beach 
Resort & Spa, Dubai

TRE
Nassima Royal Hotel, 
Sheikh Zayed Road, 

Dubai

 MERLETTO
Marriott Al 

Jaddaf, Oud 
Metha Road, 

Dubai

Al Fresco
Crowne Plaza 

Sheikh Zayed Road 

Casa Mia
Le Méridien Dubai, 

Garhoud

Rosso
Amwaj Rotana, 
Dubai Marina

Don Alfonso 1890

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

Rococo
Beach, Dubai Marina

Positano
Amwaj Rotana, 
Dubai Marina

Nais Kitchen
Jumeirah Lakes Towers

Dubai

ITALIAN KITCHEN

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

Bice
Hilton Dubai Jumeirah 

Dubai Marina

Certo
Radisson Blu Hotel 
Dubai Media City

Roberto’s  
Gate Village Building N. 

1, DIFC, Dubai

Alta Badia
Jumeirah 

Emirates Towers Hotel,
Dubai 

Prego’s
Media Rotana, 

TECOM

Stefano’s
Dubai Marina

Cavalli Club 
Fairmont Hotel, 

Sheikh Zayed Rd., 
Dubai Marina

Carnevale 
Jumeirah Beach Hotel

Dubai 

Cucina
JW Marriott Dubai 

Deira

Cucina Mia 
Trident Gran Residence, 

Shop G05, 
Jumeirah Beach 

Aldente 
Byblos Hotel Tecom

Dubai.

PAX
Dusit Thani Dubai

Sheikh Zayed Road, Dubai

MezzaLuna
Intercontinental 

Residence Suites, 
Dubai Festival City  

The project “OSPITALITA’ ITALIANA, ITALIAN RESTAURANTS IN THE WORLD” is an Italian governmental Project addressed to all the authentic 
Italian restaurants in the world.  Below are the list of certified Italian restaurants in the UAE and the newly certified in December 2015.

The project “OSPITALITÀ ITALIANA,  
ITALIAN RESTAURANTS IN THE WORLD” is an Italian 

governmental Project addressed to all the 
authentic Italian restaurants in the world.
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Fumetto di rombo, vongole, cozze, triglia, 
calamari spillo, pioppini ed erbe di campo

(S) Turbot broth with clams, mussels, red mullet, baby squid, 
pioppini mushrooms and wild leaves

Serves : 4
Prep time : 30 mins
Cook time : 10 mins

800 gr Fresh turbot fillet, scaled and deboned

400 gr Fresh red mullet fillet, scaled and deboned

200 gr Baby squids, cleaned

150 gr Venus clams, clean accurately

100 gr Black mussels

100 gr Wild chicory, clean from roots

50 gr Pioppini Mushroom

1 Lemon, juice

100 ml Extra virgin olive oil

1 Clove of Garlic, jacked

Salt&Pepper

Thyme

For the broth: 

Turbot off-cuts and bones

1 Onion

1 Celery stick

1 Carrot

1 Tomato roma

1 Small bunch of thyme

Preparations
Clean the fish fillets from scales, and debone. Keep the 
bones aside and prepare with it a rich fish stock.

Heat a tall pot, filled until half of cold water, add 1 onion, 1 
celery stick, 1 carrot, 1 tomato plum, 1 small bunch of thyme 
and the fish bones and offcuts, heat until boil, remove the 
foam that may will form on top and soft boil for 2 hours. 
Strain and keep aside.

Heat a frying pan on a medium flame. Season the fish fillets 
in a tray with evoo, salt, pepper, thyme, lemon juice.

Clean properly all the mollusks by dropping frequently un-
der running cold water to ensure all the sand is removed.

Blanch the wild leaves on salted boiling water, previously 
soaked in cold water and washed for 3 times.

After blanched for 5 min, strain it in a colander to remove 
the extra cooking juices. Stir fry it in a pan with a bit of evoo, 
salt and pepper.

Sear the fillets, skin side, after 2 mins turn the opposite sides 
for another 1 min, then keep aside.

Heat a medium pot with a cover, add few tablespoons of 
evoo and a jacked garlic, wait until golden color then add 
the mollusks, baby squids and the last the mushrooms. 
Cover and cook for 2 mins. After that all the mollusks will be 
opened and the rest cooked well.

To serve: put on the bottom of a hot large plate the wild 
leaves, then the turbot fillets, red snapper, arrange on the 
side the mollusks and the mushrooms and serve immedi-
ately with a jug with hot turbot broth on side to be add on 
the top of the fish as like.

Ingredients

Chef Marco, would you like to explain us in few 

words the concept of Bussola Restaurant?

Bussola at The Westin Dubai always strives to give 

guests the finest Italian cuisine using the finest Ital-

ian ingredients ensuring that we are true to our 

identity of being an authentic Italian restaurant. The 

fact that we have been operational for the past 10 

years has given us the right knowledge and insight 

into local tastes, allowing us to design our menus 

and tailor our offerings to suit the local palate while 

still offering a truly Italian experience.

 

How do you value being part of the Ospitalità 

Italiana network and the collaboration with the 

IICUAE?

Bussola was granted the certification in 2009 and 

ever since that time the IICUAE and our restaurant 

set up a fruitful collaboration. Being a certified Os-

pitalità Italiana restaurant has given to Bussola the 

possibility to participate in a broad range of pro-

jects, events and initiatives organized by the IIC-

UAE. We have also benefited due to the numerous 

IICUAE events that were hosted at Bussola which 

has given us fantastic visibility in the market and 

has grown our client base.

Meeting the Chef: 
Marco Legittimo. 
An interview to the Ospitalità Italiana restaurant, 
BUSSOLA. 

FROM THE

UAE
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The most iconic Italian soft drink.
NOW AVAILABLE IN DUBAI.

Cedrata Tassoni is exclusively distributed in the UAE by Limeline Premium Beverages.
For more information contact marta@limeline-me.com

www.limeline-me.com

Originating in the Roman Imperial age, the traditional winter 

sweet combines all the nuts, dried fruits, honey and spices you 

can muster. An elegant and delightful kitchen table extrava-

ganza.

Pangiallo (in Italian: yellow bread) also known as Roman Pan-

giallo is a typical central Italy’s dessert, usually prepared in the 

winter.

It comes from the Ancient Rome and precisely it was a dessert 

prepared during the Roman Empire era. The Roman tradition 

was to prepare and distribute these golden bread-like sweets 

during the festival of the winter-solstice in order to call for the 

sun to come back again. 

The typical Roman Pangiallo underwent numerous transfor-

mations during the centuries because of the Roman Empire’s 

enlargement and the growth of communications and relations 

among the different Italian regions. 

Originally the Pangiallo was obtained with a dough of dried 

fruit, nuts, almonds, pistachios, walnuts,  honey and candied 

citron. Saffron was added in order to give it the golden color. 

Then the dough was cooked and covered with a thin layer of 

egg batter. 

In the centuries, to the original receipt were added more spic-

es, like cloves, cinnamon and nutmeg. Nowadays, the dough is 

also enriched with sultana raisins, candied or dried plums and 

oranges. Moreover, what is often added is also cocoa powder, 

thus making a darker Pangiallo instead of the traditional yel-

lowish bread. 

THE RECIPE OF 

THE MONTH

Welcome your winter with 

PangialloIngredients
 ? 4 eggs

 ? 250 g sugar

 ? 250 g honey

 ? 100 g melted dark chocolate

 ? 250 g flour

 ? 1 tsp baking powder

 ? 1 tbsp cocoa

 ? 1 tsp nutmeg

 ? 1 tsp all spice

 ? 2 tsp cinnamon

 ? 100 g hazelnuts

 ? 100 g walnuts

 ? 1 tbsp pine nuts

 ? 150 g raisins

 ? 150 g dried figs

 ? 200 g candied fruits of your choice

Preparation

Beat eggs and sugar until light and fluffy. Carefully mix in 

honey, chocolate, cocoa, flour, baking powder and spices. 

Chop nuts, figs, raisins and candied peel and mix it well 

with the batter. Pour the mixture into a well greased ring 

form.

Bake the pangiallo at 150 C / 300 F for about 45 minutes.
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Margherita of Savoy (1851 – 1926), was the first Queen con-

sort of the Kingdom of Italy during the reign (1878–1900) of 

her husband, Umberto I, the second King of the united Italy. 

Queen Margherita loved entertaining his guests to eat at the 

Quirinale Palace and at the other royal residences in Turin, 

Milan, Monza, Genoa, Venice, Florence, Naples and Caserta. 

She was a perfect host and that is why the table of Savoy 

became one the most famous in Europe during the 19th cen-

tury. 

For his part, King Umberto I was not a big eater who used to 

enjoy the pleasures of good eating, but he loved ice creams 

and sorbets. Queen Margherita, instead, was a gourmand 

and she became an emblem for “Made in Italy,” thanks to 

her food habits , as well as to her clothes and jewelry, based 

on national traditions. Her name was given to a number of 

products and special recipes, like pizza Margherita and torta 

Margherita (Margherita cake). 

Everyday royal menus were simple, in terms of design and 

courses: elegant and refined menus, framed with thin deco-

rations and royal coats, displaying ribs with roasted pota-

toes or chicken stew with eggs and ham, followed by jam 

tarts and fruit salad. 

State dinner or official event obviously required different 

menus; the 8/9 everyday courses became 15 or more and 

the numbers of wines reached 10. 

The menu on the left, for example, was created to inaugu-

rate the First International Congress of Heraldic Sciences, in 

1883. King Umberto I ordered to print it and it is the richest 

menu in terms of coats of arms ever printed. It is written in 

French, as all the royal menus till the 1920s. 

At the table two dishes named after King Umberto (Câteau 

Humbert) and Queen Margherita (Poudding Marguerite), 

and an Italian wine, the Marsala Ingham.

Menu 
at 

Quirinale Palace:
Queen Margherita 

at 
the table

Rome, February 11, 1885 –Menu 
with the intertwined initials of king 
Umberto I and his wife Margherita
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Italian Quality Experience, is a portal 

created by Unioncamere and the Cham-

bers of Commerce Expo 2015, to ensure 

that the world gets in touch with the 

Italian model of food production, made 

up of about 700,000 companies.

The model has proved its viability and 

ability to change and adapt to the new 

challenges in the food industry. It has 

also proved its worldwide leadership 

and an exemplary and successful mod-

el of food enterprises’ promotion.

Any business indeed, can create, for 

free, an online self-showcase and can 

add and update information about its 

work and products. In this way, any 

buyer and other relevant business op-

erators can have access to the needed 

information about time of production, 

costs and quality of the needed food 

product.

Italian Quality Experience is also a tool 

for the promotion of Italy’s abroad. With 

the available curiosities, stories and 

videos about the Italian food chain, you 

can live a kind of sensory experience 

that could stimulate your interest in the 

territories where the producers oper-

ate. Italian Quality Experience gives 

you the chance to discover more and 

get passionate about the rich cultural 

Italian heritage and the landscape that 

surrounds it.

Visit the website www.italianqualityex-

perience.it and let yourself be inspired 

by the people that made up the noble 

Italian gastronomy!

Rome – In the first semester of the year, the 

Italian exports of products derived from 

tomatoes showed a growth of 5.8% in the 

export volumes and of 8,7% in values, for a 

total revenue of 800 billion Euros. 

The Istat figures have been revealed by 

Anicav, the biggest association where the 

industry involved in the processing and 

transformation of such products, is repre-

sented. 

Going into details, the peeled tomatoes 

accounts for the 48,3% of the total export 

of products derived from tomatoes, with a 

growth of 2,7% in the volumes and 1,5% in 

the values, compared to the first semester 

of 2014.

With an increase of 17% in the volumes 

and of 13,2% in the export values, also un-

peeled tomatoes (16.7% share in the mar-

ket) perform brilliantly. +9,4% in the export 

volumes and +15% in the export values are 

the results scored by the tomato sauce 

(16,5%share). For the tomato concentrate a 

+1,7% in the export volumes and a +14% in 

the values, thus accounting for a 18,5% of 

the concerned exported products. 

Among the main destination countries, 

Germany is reconfirmed at the first place 

with a share of 19% in the foreign demand 

of Italian products derived from tomatoes. 

United Kingdom (15%), France (7,7%), USA 

(6%) and Japan(5,8%) follow the German 

demand. 

The Italian tomatoes 
win it all!

(Source: Alimentando, Il Quotidiano del Settore Alimentare)

The Italian tomatoes 
win it all!
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The Aperitivo Italiano is a monthly 

gathering organized by the Italian 

Industry & Commerce Office in the 

UAE (IICUAE). The event aims at 

reinforcing the Italian business net-

work here in the UAE and involves 

the Italian, European and Arab busi-

ness communities. 

It is an informal monthly appoint-

ment and the IICUAE choses as set-

ting a restaurant of the Ospitalità 

Italiana network, thus delighting the 

guests with the authenticity of the 

Made in Italy gastronomy.

The next Aperitivo Italiano will be 

held on the 30th of January 2016. 

The chosen place is the newly Os-

pitalità Italiana certified restaurant 

Capanna Nuova, in Dubai Marine 

Beach Resort and Spa. Capanna 

Nuova will offer to the guest a rich 

buffet of Italian delicacies, ranging 

from the tasty freshly-baked pizzas 

and breads, to the cheese and char-

cuteries selection, to pastas and 

meat delicacies prepared for you in 

live stations. 

Come and join the IICUAE’s network 

and the amazing Capanna Nuova

Festadell’Astice @ Eataly
Eataly will welcome you to enjoy lunch or dinner at 

the Festa dell’Astice (Festival of the Lobster). Very 

rich in protein, low in fat and full of minerals and 

amino acids, the lobster is a no-carb delicacy and at 

Eataly a menu fully dedicated to the sea perfumes 

will be available to please your palate. 

Truffle Season @ Eataly! 
The season of truffles has already started and will 

be on until truffles will be available in the Italian 

woods. The period varies among the different 

kind of truffles’ species. So hurry up! Buy it or di-

rectly taste it: Eataly will tickle your appetite!

The Monthly Aperitivo Italiano

What’s Up

IN DUBAI

The forthcoming Aperitivo Italiano
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