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Transforming hospitality spaces with
product, design and technology
We are more than just an exhibition. We offer everything for the transformation of hospitality
spaces, now and in the future. A destination event that showcases the broadest range of global
products, design and technology, all under one roof. Source, network, and collaborate at the
Middle East’s grandest event for the hospitality industry.

23 - 25 MAY 2023
DUBAI WORLD TRADE CENTRE

REGISTER FOR FREE
VISIT WWW.THEHOTELSHOW.COM 
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Leave egg peeling to

A compact tabletop machine that automates the tedious job of peeling 
and removing eggshells off boiled chicken eggs with a low loss rate.

DISCOVER MORE ABOUT IT WATCH HOW IT WORKS CONTACT US FOR A QUOTATION
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FRAMEC è un marchio MONDIAL FRAMEC srl 
S.S. 31, nr. 34  |  15040 Mirabello Monferrato (AL) - Italy 

ph +39 0142 235211  |  e-mail info@mondialframec.com

www.mondialframec.com

CARRARA  
CARVED IN ITALY

Creato per chi non vuole accontentarsi mai, Carrara vanta un design moderno con 
luci a led integrate e rivestimenti di serie che lo rendono perfetto per l’inserimento 
in ogni tipo di contesto, semplice o sofisticato che sia.

IL POZZETTO A CARAPINE COME NON L’AVEVI MAI VISTO

Disponibile nelle versioni  
Cream o Dark
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UCINQUE S.r.l     
Via Casale N° 17/A

15040 Occimiano (AL) - Italy
Tel +39 333 4531121

 www.ucinque.it
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We provide cabinets with HC 
(natural) refrigerant gases only 
and the number of components 
obtained from recycled/recycla-
ble plastics is growing more and 
more.
Ucinque has a modern plant of 
50,000 square meters – half of 
which covered - in Occimiano 
(Alessandria), where around 120 
committed people work with 
proud attachment to their tasks.

Even during this troublesome pe-
riod of instability we have never 
stopped developing new prod-
ucts, with the firm belief that the 
market will restart soon and that 
it will need the volumes we were 
used to in the pre- Covid era.

And we will be ready to react to 
each and every customer’s re-
quirements, as done until now.

www.ucinque.it
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The most contemporary: just tou-
ch to flush. The most chic: crafted 
in glass and light. The most tech-
nological: in perfect accord with 
the cistern... Sfioro is the Pucci flu-
sh plate that has changed the way 
of operating the cistern and brou-
ght a new elegance to the bathro-
om. No button to press: a simple 
“touch” of one of the two sensors 
produces a 9 or 4 litre flush (or 6 - 3 
litre). Green, white, or black glass, 
whichever you choose it’s the 
“touch” that makes the difference.

green glass black glasswhite glass

“Pucci eco, the touch operated flush plate”

Look mum, I can
do it all by myself !

w w w . p u c c i p l a s t . i t

75751948 - 2023
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Italian style and technology
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We have some dizzying numbers. According to the data from the second 
Censis-Italgrob Report “Horeca Distribution and Out-of-Home Foodservice: 
a great opportunity for Italian revival”, the sector is lively and vibrant. There 
are 800 companies, over 60,000 employees, and a turnover of 17 billion 
euros. This adds up to a total value of the Horeca market in Italy, which is 
approximately 330,000 public establishments.

The employment figures speak for themselves: 1.4 million people, about 6.1% 
of the Italian workforce, work in this sector. Our Horeca industry is a big boss 
that now faces a challenge. 
Yes, because consumers are demanding transparency and sustainability, 
with over 91% of people appreciating venues that communicate their eco-
friendly practices and making their choices accordingly, as highlighted by 
the report.

The spotlight is now on the sector to address the current big issue of 
making the “out-of-home” environment a place for sustainability and waste 
reduction. The doggy bag is coming!

34/36
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DR. SCHÄR 
AG / SPA

Attract new guests 
with gluten-free 
HoReCa solutions!

Sonia V. Maffizzoni
            Editorial Manager
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THE HOTEL SHOW  

Global hospitality 
providers head to Dubai 
as regional industry 
plans multi-billion 
investments.

HOST: 
PAD. 7 

STAND E56
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Revolutionise 
your space with 
Areta furniture. 

379 2421278
WhatsApp
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X-OVEN

How to perfectly 
cook a rib steak 
with X-OVEN. 
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JOURNEY BETWEEN LUXURY AND NATURE: 
THE DIFFERENT SOULS OF TOURISM

I n recent years, tourism tren-
ds have undergone a strong 
evolution, with many people 

seeking relaxing lodging expe-
riences, but also rich in both cul-
tural and recreational opportu-
nities.
Some tourists prefer to stay in 
luxurious hotels, while others 
seek the tranquility and authen-
ticity of essential farm stays.
The most luxurious hotels are 

Dream hotels vs. Essential farm stays, 
which one to choose for a unique 
and authentic lodging experience?

“
latest news

“
pexels.com

Our Editorial Office
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ideal for those seeking high-quality comfort and 
personalized services. Often located in exclusive 
places and with a wide range of opportunities, 
they offer Michelin-starred restaurants, spas, po-
ols, and entertainment activities, as well as a great 
variety of options to meet the needs of the most 
demanding guests.

These facilities are perfect for those looking for a 
relaxing getaway from daily stress, where they can 
enjoy maximum relaxation and privacy.

On the other hand, farm stays offer unique, essen-
tial, authentic, and nature-oriented lodging expe-
riences. 

Often located in peaceful places and surrounded 
by natural beauty, they offer the opportunity to 
taste genuine and high-quality food, such as local 
fruits, vegetables, and cheeses. In addition, they of-
fer guided tours to discover hidden treasures of the 

territory, visit small villages, and learn about local hi-
story and culture.
The current trend seems to be to seek lodging so-
lutions that enhance the authentic and unique 
experience of the territory.
Farm stays are becoming a very frequent choice 
among tourists who want to escape from the hu-
stle and bustle of the city and discover the beauty 
and simplicity of rural life, where even socializing is 
more favored.
In conclusion, the choice between dream hotels 
and farm stays depends on the needs and expec-
tations of the individual tourist. Both types of lod-
ging solutions offer unique advantages and each 
can satisfy the travel desires of every type of cu-
stomer. Both luxury hotels and farm stays offer uni-
que and unforgettable lodging experiences that 
enhance the natural and cultural beauties of the 
territory and offer added value to the trip.

And what kind of tourists are you?

latest news

pexels.com
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Lyon biscuit
The original taste

LYON BISCUIT from 1935, unequalled 
pastrycook know-how 

The pastrycook Gomez –La Basquaise settles 
in the suburbs of Paris in 1925. It is already 
specialized in items for ice-cream makers and 
waffle producers. In 1930, the Gomez brothers 
got the idea to give a cone-shape to the usual 
flat waffle pastry. Still very innovative, they will 
rapidly pass from the moulded cone to the 
waffle cone. Their know-how will be awarded by 
the winner prize at the colonial exhibition in 1931. 
They will settle in Lyon area in 1980 getting into 
partnership with Lyon Biscuit. Both companies 
are now a must in today’s market. 

In 1985, the two brands company is finally called 
LYON BISCUIT and gets into new premises 
in Clérieux, in the Drôme area. It will acquire 
a specific production tool that will ensure an 
unrivalled quality biscuit. In 1987, it develops the 
new concept of the ready to fill waffle cup.

HORECAINTERNATIONAL
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 UNEQUALLED PASTRYCOOK
specialized in items for ice-cream makers and waffle producers

LYON BISCUIT - HORECA 1-23.indd   3LYON BISCUIT - HORECA 1-23.indd   3 03/01/23   12:4403/01/23   12:44



HORECAINTERNATIONAL

Since then, very anxious to satisfy its 
customers, the company will develop a 
large range of cones, ice-cream pastry 
that will meet the market expectation 
and energize the ice-cream makers, 
restaurant owners and pastrycooks 
sales.

LYON BISCUIT, the real taste
A sweet and vanilla flavour, slightly 
praline-flavoured and crunchy. 

LYON BISCUIT is very involved in 
developping the quality of the flavor 
and the taste of its cones, waffle cups 
and biscuits.. In order to develop this 
gustative aspect, LYON BISCUIT works 
with homemade recipes and strictly 
selects raw materials  to guarantee the 
quality:
• No hydrogenated fat
• No allergenic ingredients
• IFS and BRC certification, ensuring

that the products are «healthy food»
• No GMO guarantee

LYON BISCUIT, the real taste that will 
accompany your ice-cream flavour
So that you can enjoy your ice-cream 
up to the end.

LYON BISCUIT, each ice-cream gets 
its own cone!
Home-made, traditional, Italian ice-
cream, served with spoon, spatule or 
with machine, LYON BISCUIT proposes 
a cone for each texture. A cone that 
will allow you to make your best ice-
cream right away.

Thanks to its experience and its clients’ 
one too, LYON BISCUIT can advise you 
on what to choose and help you select 
the most suitable range of products 
according to your projects..
•  Rolled up or moulded cones, small ,

large, extra-large,slender
• Sweetened or chocolate coating

cups,
• Timbale-shaped waffle cups,
•  Side biscuits …..  

LYON BISCUIT - HORECA 1-23.indd   4LYON BISCUIT - HORECA 1-23.indd   4 03/01/23   12:4403/01/23   12:44
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LYON BISCUIT enhances the quality of  your 
ice-cream in accordance with the customer’s 
need.

LYON BISCUIT: dynamic and creative just 
for you!
With its own R&D office, LYON BISCUIT  
develops a special relationship with its 
customers as the company can meet their 
expectations but also regularly suggest them 
new products..
Thus, ESAL has the leadership in the coating 
technique.  LYON B ISCUIT has combined 
high gustative coating recipes and a unique 
making process control in order to develop 
waffle cups and cones with smooth, regular 
and quality coating in a large range of flavours.

Available coating flavours: 
Chocolate, toffee, lemon, berries, coffe, orange…

Settled in the south of France, between 
Lyon and Marseille, among orchards and 
vineyards, LYON BISCUIT committed itself to 
respect economic sustainable development 
by creating a special relationship with its close 
by suppliers. Cette décision participe à sa 
dynamique en répondant à des objectifs de 
qualité et de réactivité. 
This decision contributes to its dynamic 
in meeting the objectives of quality and 
reactivity.

www.lyonbiscuit.fr
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Functional objects 
that dictate new 
criteria of aesthetics
When the quality of the finest porcelain and 
the creative vein of the chef meet, new master-
pieces are born in the kitchen. MPS Porcellane, 
for more than 30 years, has been at the side of 
Ho.Re.Ca. professionals to paint new excellences, 
offering durable, practical and aesthetically valu-
able porcelain items. 

We craft our products in the union of industrial 
and manual processes, starting with a mixture of 
high-quality raw materials: feldspar, quartz and 
kaolin are molded to meet and anticipate the 
needs of our customers, in shapes and lines that 
emphasize the intrinsic advantages of this an-
cient, yet always new, material. 

If we then add beauty to the practical qualities, 
such as the possibility of use in the oven and re-
sistance to breaking, inspiration reaches a higher 

MPS CERAMICHE SARONNO - HORECA 2-23.indd   2MPS CERAMICHE SARONNO - HORECA 2-23.indd   2 29/03/23   16:2829/03/23   16:28
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THE KEY IS CONTRAST
when the quality of the finest porcelain and the creative vein of the chef meet
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level, allowing to explore new tastes, flavors and, 
above all, styles. This is how the white porcelain 
in the Grand Buffet line further enhances the 
colors of ingredients and food presented, giv-
ing a more professional look to the plate. Hand-
ware takes the diner into the contemporary 
in an alternative to traditional presentation in 
tableware designed to fit in one hand, while 
Finger ensures the success of small delicacies.

The key is contrast. The apparent contradic-
tion between a matte black container, Ghisa 
line, and the bright colors of a vegetarian dish 
wins everyone over. It is the novelties that strike 
the most and amaze, such as the harmonious 
combination of tones on the naturally raw sur-

face of Porcellana Ardesia. The option of em-
phasizing the main color of the dish is realized 
with Handpainted, colored with hand strokes 
of yellow, red, green and blue, or with the more 
expressive combinations of intense outer and 
inner tones of Gastronorm baking dishes or, 
again, the more delicate ones of Cordonata 
Impilabile. 

With the class of black, the pureness of white, 
or the brightest colors in a functional and ele-
gant porcelain item, it is easier to bring some-
thing new to life: a cuisine that will leave its 
mark.

www.mpsporcellane.com
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N atuzzi asked eight different de-signers 
to explore the connec-tion with Puglia. 
The circle has emerged as the form of 

harmony, sym-bol of balance and perfection, 
but also a gathering place for the Natuzzi com-
pany.  Deep, the proposal by Nika Zupanc (at 
her first collaboration with the firm), is a collection 
for the living and dining areas: sofas, armchairs, 
ottoman-magazine racks, bookcases, a table 
and chairs, together with accessories like lamps, 
mirrors and rugs. 

The series takes its inspiration from the beauty 
of the Adriatic Sea, which ex-tends from Slove-
nia to Puglia. The collec-tion includes the Wave 
sofa, which with its sinuous lines suggests the 
movement of waves in the sea, for an intimate, 
cozy seating arrangement. 

Available in two- or three-seat versions, or as 
an armchair, this model is raised from the floor 
by light gold satin-finish metal feet. It is joined by 
an ottoman composed of two half-moon parts 
that can be held together by a cen-tral maga-
zine rack, in the same finish as the feet. 
Among the outstanding pieces in the collection: 

the Adore chair, a single shell supported by a 
single swivel foot; the Tide bookcase with shel-
ves that evoke the movement of the sea; the 
sinuous Voyage table; the Mermaid and Sailor 
oval mir-rors; the Vortex rugs, with optical graph-
ics; and the Joy lamp, available in the floor, table 
and suspension versions, made in blown glass to 
emit soft light, like the one of evenings by the 
sea.

www.natuzzi.it
WAVE pouf

IFDM 57 June 2020

TWO BOOKCASES, 30MM AND LAGOLINEA, FULLY EXPRESS THE DESIGN 
DYNAMISM OF DANIELE LAGO AND HIS COMPANY. CREATIVITY AND
FUNCTIONAL QUALITY, FOR A CENTRAL FOCUS ON THE INDIVIDUAL

What counts

“You are the design; we provide
the alphabet.” This is one of
the 11 points of the man-

ifesto that outlines the key elements of
Lago’s thinking. After all, Daniele Lago, at
the helm of the firm, has always believed
in design as a tool of social transforma-

tion, useful to investigate and respond
to the needs of contemporary living.
Both 30mm and Lagolinea, bookcases
both designed by the entrepreneur, are its
embodiment, ‘free’ and ready for person-
alization. Raised from the ground, 30mm
– thanks to the suspension of its sides –

can be broken down and redesigned in
infinite configurations. The original grille
no longer has structural constraints, mak-
ing it possible to create and alternate full
and empty portions. The Lagolinea ac-
cessorized walls, on the other hand, offer
variations of form, color and materials.
The slender, flexible structure establishes
a dialogue with the 36e8 system and al-
lows the formation of a game of mazes
and niches that become stylistic features.

The two bookcases also have a built-in
lighting system and details in XGlass,
the digital technology applied to design
that permits transfer of images onto glass,
reinterpreting different materials, from
marble to wood, metals to fabrics. This is
one of the latest results of Lago’s research
on materials and innovation. “Never stop,”
in fact, is the 11th point of the manifesto.

www.lago.it

30MM bookcase

LAGOLINEA bookcase

THE DEEP COLLECTION FOR NATUZZI ITALIA, CREATED IN COLLABORATION WITH
THE DESIGNER NIKA ZUPANC, IS INSPIRED BY THE CONCEPT OF THE “CIRCLE OF 
HARMONY”, THE LEITMOTIF OF THE COMPANY’S NEW CREATIONS FOR 2020
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the beauty of the Adriatic Sea, which ex-
tends from Slovenia to Puglia. The collec-
tion includes the Wave sofa, which with

its sinuous lines suggests the movement
of waves in the sea, for an intimate, cozy
seating arrangement. Available in two- or
three-seat versions, or as an armchair, this
model is raised from the floor by light
gold satin-finish metal feet. It is joined by
an ottoman composed of two half-moon
parts that can be held together by a cen-
tral magazine rack, in the same finish as
the feet. Among the outstanding pieces
in the collection: the Adore chair, a single

shell supported by a single swivel foot; the
Tide bookcase with shelves that evoke the
movement of the sea; the sinuous Voyage
table; the Mermaid and Sailor oval mir-
rors; the Vortex rugs, with optical graph-
ics; and the Joy lamp, available in the floor,
table and suspension versions, made in
blown glass to emit soft light, like the one
of evenings by the sea.

www.natuzzi.it

WAVE sofa

pouf

WAVE sofa

LATEST NEWS INSIGHTS

THE FORMS OF WATER
The deep collection for NATUZZI ITALIA, created 
in collaboration with the designer Nika Zupanc, is 
inspired by the concept of the “Circle Of  Harmony”, 
the leitmotif of the company’s new creations
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The 6th 
Floor Terrace 
Swimming Pool

This swimming pool was designed with a self-sup-
porting “floating” structure, resting on the surface 
of the terrace without requiring any ground an-
chors, to guarantee its integrity. The project was 
developed to complete the services, mainly for 
families, offered by the Hotel, whose 6th floor 
panoramic terrace was turned into a recrea-
tional space with a “view”, now with a swimming 
pool, built out of a single block, and furnished in-
ternally with four hydro-massage beds, placed in 
the centre of the terrace. 
This KLIMAPOOL swimming pool is a self-sup-
porting, “floating” installation that rests on the 

HORECAINTERNATIONAL
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“KLIMAPOOL FLOATING”
was designed with a self-supporting “floating” structure, resting on the sur-

face of the terrace without requiring any ground anchors, to guarantee its 
integrity
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surface of the terrace with no need 
for ground anchors to guarantee its 
integrity. Preformati Italia proposed the 
solution of building a monobloc pool to 
the client to avoid the overlap of works 
in progress of the companies involved 
in the project. This way, all the planned 
execution times were fully respected. 
The KLIMAPOOL was built entirely 
at the manufacturing plant and then 
transported and installed on the ter-
race, nearly eliminating the on-site as-
sembly time.

Technical features - Hotel Speranza 
swimming pool in Jesolo:
• New construction
 
• Monoblock pool with handling frame 

inside the EPS structure.

• Final mosaic cladding

• External Dimensions
L 600 cm x W 300 cm x H 82 cm

HORECAINTERNATIONAL
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• Depth 60 cm

• Self-supporting, floating structure
equipped with special anchors for
transport and handling.

• Infinity overflow with 4 hydro-mas-
sage loungers inside and 1 water-
fall.

• Illuminated with RGB LED spotlights.

• Located on the 6th floor in the
center of the roof-terrace recrea-
tion area

www.preformatiitalia.it

HORECAINTERNATIONAL
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IMPERATOR 
AND BLOOM COFFEE 
SCHOOL IN RWANDA 
to continue supporting 
local producer 
communities

A whole week dedicated to the coffee industry, in-
cluding the World Coffee Producers Forum and the 
African Fine Coffee Conference, has ended recent-
ly in Kigali at the new Kigali Conference Center. Con-
versations were focused on the recent challenges 
for coffee producers and the possible solutions that 
can be adopted in a short term.

The World Coffee Producers Forum and the African 
Fine Coffee Association Conference in Kigali, Rwan-
da, attracted most of the stakeholders of the global 
coffee industry from February 13th to 17th. Repre-
sentatives from the main companies in the industry 
gathered at both the events to discuss the challeng-
es and opportunities in the coffee market in terms 
of sustainability and to find new market opportunities 
for producers throughout Africa. IMPERATOR AND BLOOM COFFEE
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IMPERATOR AND BLOOM COFFEE
to continue supporting local producer communities
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RWANDA, THE LAND OF 1000 SCENTS
Imperator and Bloom Coffee School, which have 
been investing in education and market prosperity 
in Rwanda for several years, participated in these 
events to share their experience and knowledge 
with the different representatives of the industry. 
Alberto Polojac, quality manager at Imperator Srl 
and director of Bloom Coffee School, explains how 
this special relationship started: “I have always been a 
great estimator of coffees coming from East Africa, 
with a special appreciation for the most unknown 
or less acquainted origins, such as Rwanda. During 
my first trip as a judge for the Cup of Excellence in 
2014, I learned about the complexity and unique-
ness of Rwandan coffees, until then still relatively 
unknown, at least in the Italian market. Considering 
these coffees perfect for any brewing style in terms 
of acidity, sweetness, and balance, we began to im-
port the first lots from the Gisenyi area near Lake 
Kivu. It is said that this is the land of 1000 hills, but for 
me it is also the land of 1000 smiles and 1000 or more 
aromas.”

TRAINING LOCAL PRODUCERS, FOCUSING ON 
YOUNG PEOPLE AND WOMEN
From that moment onwards, Alberto Polojac, as 
a trainer and Q grader, began to develop training 
programs for the local producers based on the Spe-
cialty Coffee Association (SCA) Green and Sensory 
modules. These programs were included among 
the development projects promoted by SCA start-
ing from 2015, when Alberto Polojac was nominated 
as a chair of the International Development Com-
mittee inside the association’s board.

“When I was asked to develop development projects 
in coffee producing countries, I had no doubt that 
Rwanda was the right place to start from, a very 
developed country with an enormous unrapped 
potential. I decided to focus on two specific targets, 
which are on the top of the global debate still now: 
youth and women. It is a great satisfactinon now 
to see that people we trained, now hold important 
roles within the value chain. Nowadays, issues relat-
ed to generational turnover and gender equity are 
still at the top of the agenda, including the recent 
World Coffee Producers Forum. This makes me 
think that at that time we have seen far ahead.”

Since 2015, Imperator started importing several lots 
from women cooperatives as a result of this on-field 
work. Today, Rwanda is undoubtedly one of the 
most advanced countries on these topics.
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COOPERATION WITH ICU AND THE VALUE 
CHAIN DEVELOPMENT PROJECT
The latest project that saw Alberto Polojac en-
volved as a trainer and cosultant is the Coffee 
Value Chain Development program carried out 
in Rwanda with ICU (Institute for University Co-
operation), which involved 20 washing stations in 
12 different districts. The program, co-financed 
by the European Union and supported by NAEB, 
the National Agricultural Export Development 
Board, included three different areas of interven-
tion: support for farmers, with a particular focus 
on gender and youth empowerment; industrial 
support, through the improvement of equipment 
and infrastructures in the washing stations; com-
mercial support, facilitating participation in specific 
trade events and access to financing.

“It was a great joy to come back here with a pro-
ject that was a natural prosecution of those initially 
developed with the Specialty Coffee Association 
almost 10 years ago,” continues Alberto Polojac, 
“implemented by the support of the non-profit 
organization ICU, which helped to provide struc-
tural support for the washing stations. Each of 
these has been equipped with a mobile quality 
control kit including: a sample roaster, temperature 
and moisture meters, tasting cups and spoons. In 
addition to this, they were given the opportunity 
to renew their coffee processing technologies. All 
of this was officilally endorsed by NAEB, the Na-
tional Agriculture Export Development Board of 
Rwanda.”

Imperator and Bloom Coffee School confirm their 
constant commitment to the growth and the de-
velopment of the coffee sector, not only by pro-
moting training programs at the headquarters in 
Trieste, but also by supporting sustainability and 
social responsibility for the entire value chain, with 
projects envolving institutions and NGOs.

“CUPPING FRIDAY” AND THE TASTE OF THE 
NEW HARVEST
For those who would like to experience the new 
arrivals from Rwanda, Imperator is promoting 
cupping sessions throughout Italy, following the 
proven formula of “Cupping Friday”. To express in-
terest and sign up for the initiative, you can write 
to hello@bloomcoffeeschool.it or info@imperator.
coffee

www.imperator.cc
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30 varieties of oils
Joe&Co. is a family company, who’s always been into 
the “oil world”.

It all started with a family oil mill situated in Umbria and 
established in 1890 by Ra-niero Matticari. 

Then, in 1997, Giuseppe (CEO), his grandson, stared 
specialized the business into vegetable oils, organic 
and vegan certified, encouraged by his focus and 
passion. 

We now offer a range of 30 varieties of oils, whose 
have been cold extracted from fruits and seeds, such 
as: flaxseed (virgin, deodorized, also flavored with 

HORECAINTERNATIONAL
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VEGETABLE OILS, ORGANIC 
AND VEGAN CERTIFIED

cold extracted from fruits and seeds

lemon and orange), sunflower (virgin, 
deodorized) safflower, wok, canola, 
sesame (virgin and roasted), corn, ar-
gan, hempseed, avocado, coconut 
(virgin, deodorized, also flavored with 
curcuma), sacha inchi, pumpkin (virgin 
and roasted), rice, grapeseed, cameli-
na and the two blends of omega 3•6 
and 3•6•9 along with the classic extra 
virgin olive oil from various agricultures 
and also flavored with lemon, chili and 
truffle. Moreover, to complete our 
catalogue we offer: white wine, red 
wine, pomegranate, apple and bal-
samic from Modena vinegars. Shoyu 

and Tamari soya sauces and seeds 
like: flaxseed, chia, pumpkin, sunflower, 
sesame and mix for salads. 
A wide range of retail products with 
their own brands Crudolio and Yes 
Organic, are also available for private 
labels. 

In 2019 we upgraded in our produc-
tion plant and packaging, with an in-
vestment in the industry 4.0, we can 
guarantee that every step in the 
production is exclusively dedicated 
to organic, with an effective quality 
control system which take care of the 
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traceability and certification of all produc-
tion cycle.

Due to this innovation we had the chance 
to work with new important clients.
Joe & Co., our company, ensures prod-
uct safety, through strict certifications like 
CCPB, Vegan OK, IFS, Kosher.

Started from the end of 2018 we refur-
bished the graphic of our Crudolio labels, 

to let the customer to get better the infor-
mations and utilization of our healthy oils 
trough the QR code.

From 2020 we decided to invest in the dig-
ital sector, renovating at first our websites  ( 
www.crudolio.it / www.yesorganic.it).

We will continue to lend our ear to clients, 
always, as they are part of the company, 
together with our team. 

HORECAINTERNATIONAL
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Drink equipment beer Post-Mix
Pre-Mix wine h2o

HORECAINTERNATIONAL

The Global Fountain was 
founded in 1999 by a business 
idea of the actual directors and 
owners, who have been able 
to build a solid and established 

industrial reality in the territo-
ry. We are a company, with a 
solid experience of young and 
dynamic spirit and an average 
employee of 37 years. We are a 
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Drink equipment beer Post-Mix
Pre-Mix wine h2o

QUALITY, DESIGN, REABILITY,
PRECISION AND ACCURACY

more performing technological and management solutions

production company with a profession-
al and high-performance working en-
vironment. A work environment where 
skills are shared, skills can grow, staff are 
empowered to achieve the best results.
A careful listening to the needs of the 
customer allows to create a customized 
project, with special attention to mate-
rials, technology, innovation and specific 
requests.
From here we create a highly realistic 3-D 
project and a video presentation; then 
the projects are transmitted to the ma-
chine tools to produce the prototypes 

and finally the production can begin.
Quality, design, precision, accuracy in 
work and attention to costs are the 
main characteristics of Global Fountain 
products.
Pursuing ambitious goals, in 2012, the 
company decided to implement inter-
nally also the design and production of 
systems on draught, in particular Cooling 
Units Post-Mix, Pre-Mix, Beer, Wine, H2O, 
embracing more performing technolog-
ical and management solutions.

www.globalfountain.it
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Attract new guests 
with gluten-free 
HoReCa solutions!

Gaining new guests is the goal every HoRe-
Ca business is aiming for. An important aspect 
of reaching them is offering broad satisfying 
hospitality with delicious meals. However, for a 
growing number of people, it is difficult to find 
an adequate selection of meals in the out-of-
home channel. This is a particular dilemma for 
individuals who suffer from coeliac disease and 
other gluten-related conditions. As the Europe-
an market leader with 40 years of experience in 
gluten-free food, we have dedicated our Schär 
Foodservice solutions to HoReCa. 

From breakfast to supper, from a snack to a mul-
ti-course menu: Schär Foodservice offers glu-
ten-free bread, flour, pasta, and convenience 
food as well as desserts and confectionery. A 
wide range of products is available in convenient 
single-portion packs to guarantee product safe-
ty and freshness. Examples are our Schär White 
Bread 80g, two soft pre-cut slices of white bread, 
an ideal addition to any dish or as a sandwich. 
Some products as the Schär Hamburger Roll 
75g are wrapped in innovative microwave-proof 
foil, that allows a risk-free preparation process 
without cross-contamination, even when pre-
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GLUTEN-FREE FOOD
Schär Foodservice solutions to HoReCa
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pared beside food containing gluten. 
And with our 1kg HoReCa pack of 
Penne or Fusilli pasta, every chef 
succeeds in creating delicious Ital-
ian-inspired dishes.

Our comprehensive range of glu-
ten-free products makes it quick and 
easy for businesses to expand their 
menu offer that meets the dietary 
requirements and taste preferences 
of guests suffering from gluten-re-
lated disorders. Schär Foodservice‘s 
broad range of tasty products, in-
novative serving solutions, and pro-
fessional support enables every Ho-
ReCa business to react quickly to 
customer requests and meet today’s 
market requirements, thus secur-
ing a competitive advantage and 
remember, affected people never 
come alone, but bring their family 
and friends with them.

For more information:
www.schaer-foodservice.com
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pinsa base 
gluten free, 
flavour has 
a new shape.

With high quality, 24-hour risen buckwheat sourdough. 
Offer your clients an unforgettable taste experience.

NEW
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THE NEW TREND IN THE BALANCE BETWEEN 
BUSINESS AND PLEASURE: THE BLEISURE

I t is the hospitality of the future, as well as the 
new trend in the sector.
The bleisure, a term that derives from the 

union of the words business and leisure, refer-
ring to that type of trip that includes a combi-
nation between work and pleasure, is increa-
singly gaining ground, eventually becoming a 
trend.
This phenomenon comes from the desire of 
travelers for business reasons to extend their 
trip to know the final destination. This is confir-
med by a study by the Global Business Travel 
Association, according to which about 90 per-
cent of business travelers really appreciate the 
trend. In practical terms, bleisure travelers are 
on average 1 out of 5 and they are united by 
the desire to visit places where they have not 
ever been, sometimes involving also the family.
About half of them prefer extending the trip, 
while a third want to anticipate it.
Whatever the preferences are, the tourist of-
fer must certainly be adapted to the dual na-
ture of this type of traveler.
Usually, those who travel for business look for 
solutions such as a structure easy to reach, 
better if close to the place of travel, connec-
tions with stations and airports, a strong wifi 

by Elisa Crotti

Who would not appreciate the fact of combining a 
business trip with some leisure time? The bleisure, a fusion 
of two worlds apparently incompatible, seems to be good 

for companies and travelers. And also for the market.

“
latest news

“
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connection, a quiet room, and breakfast. The ser-
vices must certainly be easy and quick, especially 
for check-in and check-out practices. The pleasure 
traveler, on the other hand, acts in a different way 
depending on whether he travels in a company, as 
a couple, or with family. With children, for example, 
the choice will be a family hotel or a pet-friendly 
hotel if there is also a furry friend together with the 
family. Alternatively, in a travel as a couple, people 
opt for structures with spa services o particular 
tourist activities. The bleisure tourism is now a re-
ality and sector operators will have to take action 
to offer targeted responses. In this regard Booking, 
the famous site for booking trips, with a recent sur-
vey on over 4,500 business passengers among the 
biggest countries in the world, identified the most 
popular destinations for this type of trip (at least 
the half of the study’s travelers confirmed that 
international business trips can be an occasion to 
know a different culture, visit a new city or take a 
mini-vacation). The most welcoming countries that 
attract more managers are located to the east, 
with Thailand, Japan, and Taiwan on the podium, 
followed by Canada, China, and United States. Ger-
many, however, is the nation where you can travel 
more easily, while Italy is the favorite destination for 
food, followed by France.

Good for people and work
If at a first sight, the bleisure appears to be an in-
compatible match, it is actually a successful decision 
from the perspectives of both the employee and 
company. The analysis of the phenomenon shows 
that combining pleasure and business improves 
work quality and has a positive impact on perfor-

mance. Being able to integrate business time with 
leisure time to reach out more results, promotes a 
sense of accomplishment, satisfaction, and motiva-
tion, also becoming a great opportunity to balance 
work and family time. In addition, it affects the sen-
se of belonging to their company, improving both 
the dedication to their work and professional sati-
sfaction. But these are not the only advantages of 
the bleisure. Think for example of the cost of flight 
tickets, cheaper in non-business categories.
One last interesting point about the bleisure is his 
interpretation in the opposite sense of the traditio-
nal one. So, the “reverse bleisure” allows matching a 
work opportunity to a pleasure trip.
In this case, the perfect destinations are Sweden, 
New Zealand, developing countries, or economi-
cally growing.

The management of bleisure
How can companies manage the bleisure with their 
employees on a business trip? Concerning business, 
bureaucratic, and insurance matters, some critical 
issues arise. Starting from the purchase of the re-
turn ticket on a non-working day, to the integra-
tion of the hotel cost or insurance coverage, many 
aspects need to be fixed, including the contribution 
classification of the extra days of travel. Many of 
these problems can be resolved through products 
already on the market and flexible management 
from the human resources of the said companies. 
It is obvious that, in any case, the bleisure is confir-
med as a real trend of hospitality and that everyo-
ne, companies, travelers and structures, has to deal 
with this new way of traveling and in the end, also 
living. 

latest news
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Urban furniture, 
outdoor tables
and chairs
Why Urbantime?
We firmly believe that the time we spend in 
public urban spaces and outdoors in general de-
serves the same attention and quality time that 
we spend in our homes. 

This is the reason behind the creation of Urban-
time, to show what we are aiming for, namely to 
give the same value to the moments in our life 
that take place outside our homes. URBANTIME 
is the furniture collection created to make these 
moments in the life of each and everyone of 
us more comfortable: when we are waiting for 
a train, enjoying an ice cream in the shade of a 
tree in a deserted square or taking a minute to 
recover before the next training blockalong a cy-
cling path.

What is our approach to the design?
In our vision of things, a design object must have 
an intrinsic industrial vocation. 

Respecting the highest standards of quality 
and durability is made possible by our primary 
approach to the product design. Industrialising 
a product means maintaining constant quality 
standards while lowering production costs which 
in a more artisan supply chain would not be pos-
sible.

Urbantime in 3 words
Elegance: Italian design, the result of expert hands 
and the tradition which has made our country 
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URBANTIME
Elegance - Sobriety - Longevity
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great worldwide for designer furniture. Sobri-
ety: simple and clean lines, which blend into 
the most disparate environments without 
necessarily dominating them, but respecting 
the beauty that distinguishes our landscape. 
Longevity: durable products, resistant materi-
als and custom treatments to guarantee that 
our products will stand up to even the most 
extreme weather conditions.

What inspires our work?
We are inspired by the beauty of our cities 
and stunning Italian landscapes where the 
objects of the Urbantime collection are in-

stalled in a natural setting. The beauty which 
surrounds us is our greatest stimulus, as are 
the history and culture of our country. 
Products for the community, such as the 
benches that adorn a playground or the 
garden of a home for the elderly, have al-
ways been a symbol of sharing. Public space, 
which has been maligned for years, is, how-
ever, an important place for making new 
friends and sharing dreams and projects, so 
making it both attractive and functional is 
our mission

www.urbantime.it

DIEMMEBI - HORECA 2-23.indd   5DIEMMEBI - HORECA 2-23.indd   5 07/04/23   10:3207/04/23   10:32

43



REVOLUTIONISE 
YOUR SPACE WITH 
ARETA FURNITURE

Areta, for over 30 years a leader in the market of 
100% Made in Italy indoor/outdoor technopoly-
mer furniture, has always stood out for the func-
tionality, durability, and versatility of its products, 
consistently offering clients the ultimate comfort 
and design with which to stylishly furnish any 
type of environment.

Over the years, our company has experienced 
tremendous growth and expansion, and today 
we are proud to offer our clients an even wider 
range of products. Our catalogue now includes 
the Design, Rattan, and Garden collections. We 
believe in offering only the best products, which 
is why we carefully select the materials we use, 
making sure they withstand the test of time and 
remain in excellent condition for years to come.
Areta’s daily commitment to environmental sus-
tainability goes beyond the products it produces, 
implementing concrete and responsible practices 
that also reduce CO2 emissions into the atmos-
phere and combat air pollution. This includes the 
adoption of new low-impact mobility solutions 
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DISCOVER OUR 
NEW PRODUCTS

functionality, durability, and versatility

ARETA - HORECA 2-23.indd   3ARETA - HORECA 2-23.indd   3 18/04/23   13:5618/04/23   13:56



and the installation of solar panels, resulting in an 
80,000 kg reduction in carbon dioxide emissions 
annually.
Our product are 100% recyclable and manu-
factured entirely within Italy using an innovative 
gas-assisted injection moulding process. They are 
also tested by the most renowned European and 
Italian research institutes in the furniture sector, in 
compliance with European regulations. Our high 
product quality standards begin with the use of 
carefully selected raw materials and the meticu-
lous work of highly skilled and specialised workers 
who guarantee outstanding production results.

This year, we are once again excited to present 
our latest products at the most important trade 
fairs in the world, such as the Salone del Mo-
bile at Rho Fiera Milano and Spoga in Cologne. 
Our latest additions include the new Sirio table, 
made with high-quality materials that guaran-
tee strength and durability. The table features 

polypropylene legs and a high-pressure laminate 
(HPL) top for a sturdy and stable surface. It is per-
fect for any indoor or outdoor environment, such 
as an office, patio, or commercial space. Anoth-
er new addition is our modular partition, which 
makes it easy to customise and reconfigure any 
space as needed. Made of high-quality polypro-
pylene that can withstand wear and tear, an-
other notable advantage of the partition is its 
versatility, with a wide range of available colours 
and customizable heights.
Our presence at various trade fairs is an excellent 
opportunity for us to showcase the features of 
all our products and innovations, and to share 
them with the world, confident in exceeding our 
clients’ expectations.

we make your
INDOOR OUTDOOR FURNITURE

www.areta.com
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Refined, delicate, 
for real gourmets
The flavor of IMPERIA Lavender, the perfect quality that gives 
an inimitable value to any delicacy.
The IMPERIA Lavender is  ideal in bakery products, with fresh 
and dried pasta, in spoon dessert ,with ice cream and fantastic 
to aromatize meat and dishes of all kinds.

With ice cream, a Ligurian product is born,  “Tantale”, created by 
the ice cream maker Aldo, from the  Ice cream shop Perlecò of 
Alassio

The base is made by crumbled  Sassello Amaretto, two layer of 
IMPERIA lavender ice cream and a layer of “prescineseua” ice 
cream with candied perspids of khaki, chinotti and oranges.

www.lavandarivieradeifiori.it
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A DELIGHT TO TASTE
the perfect quality that gives an inimitable value to any delicacy
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EVERYONE IS LOOKING FORWARD 
TO HOSTMILANO, ON A 2023 MARKET 

FULL OF EXCITEMENT

T he event was in Dubai, for 
the week dedicated to 
Food&Beverage. Thus, the 

final rush towards HostMilano, 
the world’s leading platform for 
professional hospitality and out-
of-home technologies, acces-
sories and services that will take 
place at fieramilano  from 13 to 17 
October 2023 kicked off at the 
Emirates Tower in front of the 
press and the sector operators at 
a time when the industry is de-
monstrating all its resilience and 
further growth potential.

Global leadership and 
growth 
According to estimates by the Uf-
ficio Studi ANIMA, the Italian food 
equipment sector ended 2022 with 
a turnover of 4,560 million euros, 
up +4.5 percent compared to the 
previous year. Among the sectors 
in which Italy is among the world 
leaders are refrigeration technolo-
gies, which are close to two billion 
(1,950 million euros and +5.1 percent 
compared to 2021), and coffee ma-
chines and equipment, which close 
2022 over half a billion, 545 million of 
which more than three-quarters 
are for exports. Other professional 
food technologies reach a total of 
233 million euros, 69% from exports, 
while meat processing machinery 
growing by +2.5 percent to reach 
275 million.   
Globally, The Business Rese-
arch Company’s Food Service 
Equipment Market Report 2023 
predicts that the market will grow 
by +5.9 percent (CAGR)  from $34.74 
billion to $36.80 billion in the year 
just begun. Considering the same 

compound growth rate, the value 
of global sales could reach $46.29 
billion in 2027. One of the main dri-
vers, says the report, is the success 
of food delivery, which is growing in 
double digits and will end the year 
at 25 billion thanks to +10% growth 
in Europe alone.

Host 2023, where innovation gets 
a sneak preview
In this scenario, Italian and foreign 
manufacturers are looking to Host 
2023 as the place where to show-
case a preview of their innovations, 
as the numbers confirm: more than 
1,200 companies have already re-
gistered to date, and international 
companies, from 44 countries, ac-
count for 45% of the total partici-
pants.
The U.S. is among the most re-
presented non-European areas 
alongside the traditionally strong 
presence of European manufac-
turer, particularly aside from Italy, 
Germany, Spain, France, Turkey, 
Switzerland, the Netherlands and 
the United Kingdom.
This is thanks to the event’s formu-
la, which combines a comprehen-
sive overview of innovation across 
professional hospitality with vertical 
insights in individual sectors, thanks 
to a layout in three macro-areas 
that enhance supply chain affi-
nities between specialized com-
partments: Professional Catering; 
Bakery, Pizza, Pasta; Coffee, Tea, 
Bar, Coffee Machines, Ven-
ding; Ice-Cream, Pastry; Furniture, 
Technology, and Tableware 
Inparticular, the sectors related to 
the bar and coffee sectors toge-
ther make up SIC, the historic Inter-

“
latest news

“

• There are already more
than 1,200 companies from
44 countries registered to
participate, with significant
international attendance
from Europe and the US.

• Sustainability, digital
transformation and more
innovation to meet new
challenges are the topics
that will characterize the
full schedule of meetings in
collaboration with ANIMA,
FCSI, FIPE and POLI.design

• Smart Label, the
prestigious award for
sustainable innovation
in collaboration with
POLI.design and the
sponsorship of ADI is back

• There are also many
partnerships on the
Academy projects and
quality events, including
AFECH, ANIMA, APCI;
FCSI, FIC, FIPE, FIPGC, and
POLI.design

• In 2022, the Italian food
equipment industry will be
worth over 4.5 billion euros
and grow by 4.5 percent;
the world market will be
$36.80 billion in 2023

kickoff_HORECA 2-23.indd   3kickoff_HORECA 2-23.indd   3 26/04/23   17:2526/04/23   17:25

50



national Coffee Exhibition that has always been an 
international reference point for the segment, where 
all the Italian and foreign companies in the processing 
chain participate. Regarding the representation of the 
macro-areas, to date 51% of the participats hail from 
the Professional Catering-Bakery, Pizza, and Pasta 
segment; 31% from the Coffee-Tea, Bar-Coffee Ma-
chines, and Ice Cream-Pastry segment; and 18% from 
Tableware.

An unparalleled series of workshops and enga-
ging competitions 
In addition to the exhibition itinerary, at Host 2023 in-
novation will also be the common thread across the 
rich schedule of events. Featured Smart Label - Host 
Innovation Award, promoted by HostMilano and Fiera 
Milano in partnership with POLI.design and sponsored 
by ADI - Association for Industrial Design. The award 
is dedicated to products and solutions that stand out 
in terms of functionality, technology, environmental 
sustainability, ethics or social implications in three ca-
tegories: Smart Label for its characterizing innovative 
content, Innovation Smart Label for innovation that 
exceeds established trends, and Green Smart Label for 
eco-sustainability. The contest open only to exhibitor 
companies and applications can be submitted until 30 
April 2023. In the previous five editions there were more 
than 790 resulting in 256 award-winning products. 
Discussion at the highest level on trends and new 
techniques for the pastry industry will be held at Luxu-
ry Pastry in the World by Iginio Massari: “the master 
of masters” is back after the great success of the 2021 
edition with a hub dedicated to the most creative and 
innovative pastry-making, which will host demonstra-
tions, tasting sessions and talks featuring more than 
twenty of the most important pastry chefs on the 
international scene.
The cuisine of the future will be the focus of the Aca-
demy FIC - Italian Federation of Chefs. Over the five 
days of the event, masterclasses, training and impor-
tant workshops will bring together partners, journalists, 
associates and enthusiasts to address the pivotal issues 
of Made in Italy catering. The goal: to follow up on the 
exponential growth of gastronomy offerings on the 
new markets.

Host 2023 will also be the stage for exciting world com-
petitions by FIPGC (International Federation of Pastry 
Gelato and Chocolate): fourth edition for both the 
World Trophy of Pastry Gelato and Chocolate, in con-
junction with the Bakery Chefs’ Awards, both for the 
Cake Designers World Championship. The World Tro-
phy of Professional Tiramisu  will also see the participa-
tion of the Italian Excellence Teams of FIPGC.

The collaboration with FIPE - Italian Federation of Pu-
blic Establishments will take place during the event in 
a “FIPE Lab” which will introduce best practices, reports, 
meetings, workshops and innovative services dedica-
ted to the sector, with the goal of responding to the 
evolution that the future demands in terms of digital 
transition, sustainability, and skills: the great challenges 
of catering.
The partnership with SCA - Specialty Coffee Asso-
ciation will also be back and will hold several themed 
events at Host 2023. 
Returning to Host 2023 is the Food-Technology Lounge 
by ANIMA, the Association of Miscellaneous Me-
chanics of Confindustria, a major reference point for 
Made-in-Italy technologies in the Food and Ho.Re.Ca. 
sectors in a location where to meet and get informed.
In the Lounge it will also be possible to find the best 
food technologies thanks to the presence of EFCEM 
Italy and to synergies with the ICIM Group and Euro-
vent. In addition, in the new 2023 edition the collabo-
ration with ICE Agency will further increase its content 
and business opportunities thanks to the presence of 
foreign operators and industry analysts.
For design, another area in which HostMilano is increa-
singly a reference point and an event not to be missed 
are the Design Talks, once again in partnership with 
POLI.design. These refresher seminars are dedicated 
to architects and experts in the hospitality sector who 
will delve into the issues of sustainable innovation in de-
sign, concepts and formats. FCSI - Foodservice Consul-
tants Society International seminars will also be full of 
events, including presentations, workshops and round 
tables, with the goal of defining together the future of 
hospitality even while networking in the informal set-
ting of a daily happy hour .

The schedule is constantly being updated and will ex-
pand with more and more new events in the coming 
months. The path to the event also continues with 
collaborations with the most influential Italian and fo-
reign trade associations, including APCI - Associazione 
Professionale Cuochi Italiani (Professional Association 
of Italian Chefs ) and the Spanish AFECH, and with a 
strong commitment to strengthening the positioning 
through a relevant communication plan, presentations 
and events around the world and a major Ambassa-
dor program. 

The Road to Host international presentation pro-
gram has already reached several cities around the 
world,from Chicago to Toronto, Abu Dhabi, Mexico 
City, Paris, Singapore, Dubai, Lyon, Paris, Orlando (Flori-
da), Frankfurt and Düsseldorf, to then return to Dubai 
at the end of February.

latest news
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The italian brand 
Mikah succesfully 
debuts at Foodex 
Japan 2023
The Italian coffee brand Mikah has recently 
been present at Foodex Japan 2023, one of the 
major gastronomic events of Japan, held at To-
kyo during the first half of March. The presence 
of the Italian coffee brand at Foodex has been 
highly appreciated by the Japanese guests 
throughout this acclaimed expo, as they had the 
chance to taste an Italian coffee of the highest 
quality.

The brand Mikah is greatly focused on the high 
standards of its main ingredients in fact they 
choose only the best green coffee beans com-
ing from the most reputable origins. The choice 
of each single origin and the care put into the 
production processes are the heart and foun-
dation of Mikah’s coffee philosophy.

Notably, Mikah adopts a slow-paced coffee 
roasting method to intensify the aroma and fla-
vour of coffee beans. Such roasting methodol-
ogy makes it possible to achieve a perfectly bal-
anced and fragrant beverage, without altering 
its natural taste.
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MIKAH 
the brand Mikah is greatly focused on the high standards of its main ingredients
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Over the course of Foodex Japan 2023, the Jap-
anese people have much appreciated the dif-
ferent extraction techniques of coffee and the 
diverse typologies of specialty coffee such as the 
pour-over, ear hanging and the ever-popular es-
presso coffee. Mikah had the chance to present 
to the Japanese public these brewing techniques 
in detail, showing how coffee can be an unique 
experience tailored to each person’s palate.

The importance of made in Italy food products 
has always been highly regarded in Japan, where 
Italian products are synonymous with high quality. 
Mikah’s coffee has proved to be the confirmation 
of the rule, enjoying great success among Japa-
nese coffee lovers at the exhibition.
Mikah’s coffee has been so widely enjoyed in Ja-
pan that the first orders have already arrived. A 
big success for the Italian brand, which has once 
again shown to be able to seduce the most chal-
lenging palates of Japanese consumers.

In short, the presence of the Italian coffee brand 
Mikah at Foodex Japan 2023 has proved once 
again the importance of quality in raw materials 
and care during the coffee processing cycle. In this 
way , the success achieved is further proof of the 
high standards adopted to produce Mikah’s cof-
fee and its potential in the international market.

www.mikahworld.com
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Framec is once again renewing its commercial 
offer by expanding its product range with two 
new pieces not to be missed: one among all, 
Carrara.

Carrara, a scoop ice cream and slushies cab-
inet like you’ve never seen before.

Created for those who never want to settle, 
Carrara boasts a modern design with integrat-
ed LED lights and standard coatings that make 
it perfect for being installed in any type of con-
text, be it simple or sophisticated.

MORE THAN 60 YEARS 
IN THE PROFESSIONAL 
REFRIGERATION 
MARKET
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CARRARA
a scoop ice cream and slushies cabinet like you’ve never seen before
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Characterised by a contempo-
rary and avant-garde allure, typical 
of Framec’s business vision, Carrara 
comes in two versions: Dark and 
Cream, both with a temperature 
range that covers from -5˚C to -20˚C.

Available in 4-, 6-, 8-, and 10-tubs 
versions, Framec’s new fan-assisted 
cabinet is environmentally friendly 
because it is powered by R290 
Gas.

Choose to enrich with simplicity and 
elegance your ice cream shop or 
corner dedicated to the sale of 
slushies or creamy excellences with 
Carrara by Framec.

www.mondialframec.com
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The stylistic research of Jumbo Group
takes the form of a true philoso-
phy, an expressive mood summed

up in the slogan “Our Dream Never Stops.”
With this ‘manifesto’ the group reiterates 
its values as an essential driver to cope with 
this unusual year of 2020, taking inspira-
tion from Italian artistic heritage of all 
ages: the red thread is beauty, which “is in 
our past, present and future, as a primary 

ingredient of Jumbo Group’s vision,” says 
the art director Livio Ballabio. This vital 
energy generates new collections for 2020,
which in the Jumbo Collection brand form 
a living room setting triggered precisely by 
the most refined heritage of craftsmanship.

Elegance and comfort, refinement and 
materials: a perfect balance of sensory per-
ceptions, seen in the new Tulipe armchair 
– enveloping, sculptural, with a carved base 
finished in gold leaf and ample capiton-
né padding – and in the Lumière com-

plements: both the console and low table 
versions (respectfully composed of two 
and three parts) lightly take their place in 
rooms thanks to the almost aerial base in 
metal supporting a thin top in frisé maple.

www.jumbo.it

TULIPE armchair

THE NEW JUMBO GROUP COLLECTIONS 
PURSUE THE GROUP’S PHILOSOPHY “OUR 
DREAM NEVER STOPS,” A MANIFESTO OF
VALUES AND INTENTIONS, UNDER THE
SIGN OF BEAUTY

The dream
of beauty

The values of Made in Italy, shared 
design thinking and the ability 
to create timeless furnishing sys-

tems. These are just a few of the themes 
addressed by the various designers who 
work with Giorgetti. For 2020 the compa-
ny continues the long-term relationships of 
this kind, such as the one with Colombo,
while activating new ones, as in the case of 

Setsu & Shinobu Ito. Carlo Colombo adds 
to the Ago collection with a table that can 
be defined as a true work of art, due to the 
attention to detail and extreme elegance.
Looking at the legs, one understands the 
meaning of the name (needle, in Italian).
The metal structure is enhanced by plating,
with four solid pieces of Canaletto walnut.
To create stability, each wooden part has a 

different design, depending on its position 
and angle. For the oval top it is possible to 
choose between wood (subdividing the sur-
face in four parts positioned to create a pat-
tern with the grain) or marble, in a single 
slab.The designers Setsu & Shinobu Ito, on 
the other hand, narrate an ancient tradition 
in their project. In the Orient, for the birth 
of a daughter a Kiri tree was planted, which 
after growing – at the time of the daugh-
ter’s wedding – would be transformed into 
a cabinet that would stay with the young 
woman in her new life. The Kiri bar cabi-
net, faced on the outside with vertical slats 
of artfully shaped Canaletto walnut, is a 
true treasure chest, with two doors outfit-
ted to hold bottles and glasses, and LEDs 
to light a series of internal drawers and 
shelves, finished by hand in leather. The 
upper top is made with hollowed marble,
while the handles are in cast bronze.

www.giorgettimeda.com

THERE CAN BE NO COLLABORATION 
BETWEEN A COMPANY AND A DESIGNER 
WITHOUT ELECTIVE AFFINITIES, AS IN THE
CASE OF CARLO COLOMBO AND SETSU
& SHINOBU ITO, WHO HAVE DESIGNED
THE AGO TABLE AND THE KIRI CABINET
FOR GIORGETTI

Experience of living

AGO table

KIRI bar cabinet

LUMIÈRE console

LUMIÈRE console

T he stylistic research of Jumbo Group ta-
kes the form of a true philosophy, an ex-
pressive mood summed up in the slogan 

“Our Dream Never Stops.”  With this ‘manifesto’ 
the group reiterates its values as an essential dri-
ver to cope with this unusual year of 2020, ta-
king inspiration from Italian artistic heritage of all 
ages: the red thread is beauty, which “is in our
past, present and future, as a primary ingredient 
of Jumbo Group’s vision,” says the art director 
Livio Ballabio. This vital energy generates new 
collections for 2020, which in the Jumbo Collec-
tion brand form a living room setting triggered 
precisely by the most refined heritage of craf-
tsmanship.  

Elegance and comfort, refinement and mate-
rials: a perfect balance of sensory perceptions, 
seen in the new Tulipe armchair – enveloping, 
sculptural, with a carved base finished in gold 
leaf and ample capitonné padding – and in the 
Lumière complements: both the console and 
low table versions (respectfully composed of 
two and three parts) lightly take their place in 
rooms thanks to the almost aerial base in metal 
supporting a thin top in frisé maple.

www.jumbo.it

THE DREAM OF BEAUTY
The new JUMBO GROUP collections pursue
the group’s philosophy “Our Dream Never Stops,” 
a manifesto of values and intentions, 
under the sign of beauty
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the art director Livio Ballabio. This vital 
energy generates new collections for 2020,
which in the Jumbo Collection brand form 
a living room setting triggered precisely by 
the most refined heritage of craftsmanship.

Elegance and comfort, refinement and 
materials: a perfect balance of sensory per-
ceptions, seen in the new Tulipe armchair 
– enveloping, sculptural, with a carved base 
finished in gold leaf and ample capiton-
né padding – and in the Lumière com-
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www.jumbo.it

TULIPE armchair

THE NEW JUMBO GROUP COLLECTIONS 
PURSUE THE GROUP’S PHILOSOPHY “OUR 
DREAM NEVER STOPS,” A MANIFESTO OF
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The dream
of beauty

The values of Made in Italy, shared 
design thinking and the ability 
to create timeless furnishing sys-

tems. These are just a few of the themes 
addressed by the various designers who 
work with Giorgetti. For 2020 the compa-
ny continues the long-term relationships of 
this kind, such as the one with Colombo,
while activating new ones, as in the case of 

Setsu & Shinobu Ito. Carlo Colombo adds 
to the Ago collection with a table that can 
be defined as a true work of art, due to the 
attention to detail and extreme elegance.
Looking at the legs, one understands the 
meaning of the name (needle, in Italian).
The metal structure is enhanced by plating,
with four solid pieces of Canaletto walnut.
To create stability, each wooden part has a 

different design, depending on its position 
and angle. For the oval top it is possible to 
choose between wood (subdividing the sur-
face in four parts positioned to create a pat-
tern with the grain) or marble, in a single 
slab.The designers Setsu & Shinobu Ito, on 
the other hand, narrate an ancient tradition 
in their project. In the Orient, for the birth 
of a daughter a Kiri tree was planted, which 
after growing – at the time of the daugh-
ter’s wedding – would be transformed into 
a cabinet that would stay with the young 
woman in her new life. The Kiri bar cabi-
net, faced on the outside with vertical slats 
of artfully shaped Canaletto walnut, is a 
true treasure chest, with two doors outfit-
ted to hold bottles and glasses, and LEDs 
to light a series of internal drawers and 
shelves, finished by hand in leather. The 
upper top is made with hollowed marble,
while the handles are in cast bronze.
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Dynamic company 
with an Italian 
heritage
A dynamic company based in Italy, Ambiance Ita-
lia is the distribution brand of ILCAP SRL. It oper-
ates successfully throughout Italy and the rest of 
the world, thanks to a large collection consisting 
of chairs, stools, tables and accessories, designed to 
furnish environments with an original and contem-
porary style.

For Ambiance Italia, quality is an indispensable 
value, the products are carefully selected and 
checked at every stage of the production process.

One of the company’s strengths is to constantly 
adapt to the changing market and customer de-
mands.
Attention to detail, materials and design is fun-
damental in order to offer the best Made in Italy 
products.

What distinguishes Ambiance Italia is the ability 
to interpret and find solutions to different needs: it 
all begins with the scrupulous search for the best 
materials, ensuring a high-quality standard.

From the home, to the restaurant, to the hotel, this 
company is able to make every environment the 

HORECAINTERNATIONAL
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ORIGINAL 
AND MODERN STYLISHNESS

attention to detail, materials and design, offering excellent products Made in Italy

poltrona BOW PT
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protagonist, thanks to the collections that 
are always in line with the latest trends 
and thanks to the possible customization 
of the products starting from the materi-
als, finishes, dimensions and shapes.

From wishes to concrete projects: this is 
Ambiance Italia.

Europe, the United States, Asia, North Af-
rica, the Middle East: these are just some 
of the countries in which the company 
has established itself, proudly represent-

ing Made in Italy to the rest of the world.
Never forgetting the wonderful coun-
try of origin: the company is also proud 
to be present throughout Italy.

Ambiance Italia incorporates environ-
mental sustainability into its business ob-
jectives, made possible thanks to the in-
stallation and use of renewable sources.
The photovoltaic panels cover the tops 
of the two different locations: Santa Ma-
ria La Longa (UD) and Premariacco (UD).
An investment that has resulted in re-

HORECAINTERNATIONAL

sgabello BOW SGF H80
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duction on two fronts: emission re-
duction and cost reduction.

In fact, the critical period that Italy 
and the rest of the world are fac-
ing does not go unnoticed.
The costs of energy and raw ma-
terials are constantly increasing and 
have strong impact on the entire 
world market.

Nonetheless, Ambiance Italia, go-
ing against the trend, has made a 
big investment in various machin-

eries to optimize production and 
an investment aimed at creating a 
showroom.
The latter with the aim of inviting 
and welcoming its customers, and 
ensuring that they can touch the 
inimitable Made in Italy.
It is essential for the Friulian compa-
ny to establish a relationship with its 
customers that can be fulfilled in a 
lasting, continuous, loyal and trust-
ing relationship.

www.ambianceitalia.it

sedia BOW
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33x18x1.2: the magic 
formula to replace 
a flush plate.

Pucci’s “magic formula”, 33x18x1.2, is an attractive 
and functional idea to spruce up the bathroom 
with a quick and simple fix.

An idea that has proved popular among users 
and installers ever since it hit the shelves.

Replacement 330 mm x 180 mm flush plates just 12 
mm thick allow you to replace an outmoded plate 
to smarten up a bathroom without requiring any 
work on either cistern or wall.

Pucci flush plates and cisterns assure lasting per-
formance, without missing a beat: they’re func-
tional, rugged, and resistant to use.

HORECAINTERNATIONAL
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TRADITION AND INNOVATION
remaining 100% Italian for impeccable quality control 

at every stage and in every component.
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But flush plate design is forever evolv-
ing, along with the other elements 
in the bathroom, keeping pace with 
new fashion trends which see su-
per-slim styles in the forefront.

So even if an existing flush plate will 
continue to work perfectly, it can be-
gin to look dated... and this is where 
Pucci replacement flush plates take 
centre stage.

Anyone with a Pucci cistern, dual but-
ton Eco or Sara versions, up to 2010, 
with a 330x180 mm flush plate, can re-

place the old plate quickly and easily 
with a model that retains the same 
dimensions but is much slimmer (just 12 
mm thick) and far more modern and 
appealing.

Bathroom design trends are evolving, 
and the flush plate has taken on a 
new identity as a minimal but critical 
décor feature.

Far slimmer than before, the new 
plates are becoming ever more at-
tractive. Aesthetic taste is evolving, 
and hence the demand for new 
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more stylish flush plates. But without 
excessive work or expense...

Pucci 330x180x12 mm replacement 
flush plates have a more modern and 
minimalist impact, thanks to the re-
duced thickness and up-to-the-min-
ute design.

They are available in the Pucci Sara 
and Pucci Eco types, in the classic 
white version and, today, also in smart 

chrome and satin versions that blend 
seamlessly with the rest of the bath-
room.

The new plates come complete with 
support bracket and block for practi-
cal and quick replacement, to the im-
mense satisfaction of users and install-
ers alike.

Visit:
www.pucciplast.it
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Global Hospitality Providers 
Head To Dubai As 
Regional Industry Plans 
Multi-Billion Investments

Major worldwide players will gather in Dubai this May (23-25 
May) at The Hotel Show – the undisputed flagship for, and 
gateway to, the Middle East’s multi-billion-dollar hospitality 
industry – as the Middle East plans new developments to 
meet accelerated tourism ambitions. 
Running at Dubai World Trade Centre, the Hotel Show 
comes against a regional upsurge of hospitality investment 
driven largely by the UAE and Saudi Arabia.
“Saudi Arabia alone needs to accommodate the 100 million 
tourists it hopes to attract by 2030 with a hotel pipeline val-
ued at US$110 billion while the UAE hospitality market is expect-
ed to expand by 25% over the same period adding a further 
48,000 rooms to its room stock. This offers unprecedented op-
portunity for developers, equipment and product suppliers, 
designers and operators,” said Elaine O’Connell, Vice Presi-

HORECAINTERNATIONAL

• Biggest hospitality brands in exhibitor
line-up as more than 13,000 visitors
expected

• Over 100 speakers commit to
conferences & features

• Vertical events slated for Technology,
Engineering, Housekeeping, F&B &
Design Professionals
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THE HOTEL SHOW
the Middle East’s multi-billion-dollar hospitality industry
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dent of Design and Hospitality at dmg events, show 
organiser.  
The scale of the opportunity has attracted major 
players from throughout the Middle East, Europe, the 
Far East and Americas, all with an eye on winning 
new business with innovative products and services. 
The major upscaling of the region’s hospitality poten-
tial has seen the show organisers, dmg events, expand 
the event’s profile with new content, features, and in-
spiration across three key industry verticals - Hospitality 
Technology, Operating Equipment & Supplies, Food & 
Beverage Equipment and HORECA which is shaping 
up to be core industry driver attracting major names 
including Danube Hospitality, Egyptian German Por-
celain, Everstyle and Rapid Supplies Middle East. 

The event will also dig deep into the regional hotel 
prospects through probing conferences, seminars 
and features which will help industry professionals 
unearth the opportunity sweet spots.

“For years, the Middle East has been a change in-
fluencer for the sector and its willingness to quickly 
address game-changing issues signals that it intends 
to retain that mantle. Coupled with the excitement 
around ongoing regional developments, the growing 
regional drive to net zero, increasing data regulation 
and the need to meet rising consumer demands for 
greener facilities and services, the region, and The 
Hotel Show Dubai, are again at the fulcrum of sec-
toral change,” added O’Connell. Knowledge sharing 
is a key event focus. More than 100 experts will take to 
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the event’s conference stages. Pressing 
sector issues will be aired at The Leader-
ship and F&B Forum.
HITEC Dubai, in partnership with Hospi-
tality Financial and Technology Profes-
sionals (HFTP), the recognised voice for 
hospitality’s finance and technology 
segments, will put breakthrough technol-
ogies and their transformative promise 
under scrutiny and explore four primary 
themes: touchless guest experience, AI & 
BI in the hospitality industry, sustainability 
and green technology and revenue op-
timization. 

And in one of the most important pub-
lic gatherings of regional housekeeping 
professionals, the often ‘unsung’ heroes 
of hotel servicing will convene for the 

UAE Professional Housekeepers Group 
Meeting. This interactive meeting will 
feature in-depth discussions and tutorials 
on maintaining excellence in the face of 
new market conditions including shifting 
guest expectations, emerging technolo-
gies, techniques, regulations, and prod-
ucts. 
The show will also host The Emirates Cu-
linary Guilds’ fifth ‘Chefs Table’. Nine cu-
linary teams from some of the regions’ 
leading hotels will go head-to-head over 
three days to produce a stunning five 
course meal in the hope of winning the 
coveted title of ‘Hotel Culinary Team of 
the Year.’ 
Upwards of 13,000 industry-related pro-
fessionals from investors and owners, F&B 
specialists, procurement decision-makers, 
designers and specifiers are expected to 
attend the show. Meanwhile, show at-
tendance is expected to benefit from its 
co-location with the Leisure Show, the 
one-stop exhibition for the Middle East’s 
dynamic fitness, spa, and gym sectors, 
which brings owners and operators to-
gether with equipment distributors and 
suppliers. The show has areas dedicated 
to sport & fitness, wellness & spa and rec-
reation & adventure.

Also co-located alongside The Hotel 
Show Dubai and The Leisure Show will 
be HITEC Dubai,  the world’s largest hos-
pitality technology event, INDEX interior 
design show and Workspace – the pre-
mier event for workplace technologies, 
with over 28,000 visitors expected to at-
tend all co-located shows. 

“The trade shows running alongside 
each other form a powerful quartet of 
information, products, services and sup-
plies that inform the wider hospitality 
and leisure sectors, meaning visitors can 
maximise their time and exhibitors can 
network and unearth new opportuni-
ties for partnerships and collaboration,” 
explained O’Connell.

For more information, please visit www.
thehotelshow.com

HORECAINTERNATIONAL
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Caffè Boasi: the 
real Italian espresso

Since three generations, Caffè Boasi has been de-
veloping the passion for coffee, with the artisan 
care that remains alive even in the most modern 
artisanal processes.

The Ho.Re.Ca line offers the high quality of Caffè 
Boasi, a name of ancient tradi-tions in the world 
of coffee, to the most demanding professionals. A 
high image brand and packaging, in line with the 
high qualitative level.

HORECAINTERNATIONAL
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HIGH QUALITY 
OF CAFFÈ BOASI

ancient traditions in the world of coffee
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Four high level  blends studied on the 
ba-sis of the needs of the bar and cal-
ibrated on the tastes of consumers. 
A careful selection of cof-fees and the 
technological optimization of roastin, 
have allowed us to improve the quali-
ty of the blends of our Ho.Re.Ca. line. A 
product dedicated to professionals who 

wish to serve an excellent quality of es-
presso coffee.

The blends
Gran  Crema Blend Intensely flavored 
cof-fee with a velvety cream for a rich 
and de-cisive flavour. Among the ‘Arabi-
ca’ of best Brazilian and Central Ameri-

HORECAINTERNATIONAL
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can re-gions and from selected ‘Robus-
ta’, a ba-lanced coffee with decisive 
character of strong personality. Aro-
matic and full-bodied with a persistent 
aftertaste.

Gran Caffè  blend
A blend with a full and intense but soft 
ta-ste born from the selection of sweets, 
refi-ned and soft Brazilian and Central 
Ameri-can coffees and selected Asian 
coffees.

Gran Riserva blend
Refined blend of coffees from fine 

planta-tions in the best Brazilian regions 
and fra-grant coffees from the hills of 
Central Ame-rica with an aroma of 
fruits and flowers. Delicate, aromatic 
blend and fragrant: a coffee for true 
experts .

Riserva Speciale Blend
Refined blend of pregnant body. Its 
exqui-site acidity releases aromas of 
berries and of sultanas. This exception-
al blend of na-tural coffees has a low 
caffeine content.

www.caffeboasi.it
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Tiziana Industria 
Noleggio tessile
was born in 1983
OUR BRAND PAY-OFF MEANS:
Company (Industria): we are a team of 35 people and we 
have been offering laundry service (washing and renting 
of linen) in the Triveneto area in Italy for more than 38 
years. 
Renting (Noleggio): not only do we buy the linen in the 
first place, we also guarantee the washing, repairing/ re-
placement, management, pick-up and delivery services.  
Linen (Biancheria): we take great care in choosing the 
textiles and we provide specific assistance to our clients 
with the aim of enhancing the characteristics of their 
place, their staff and their companies. 
Sanitized (sanificata): we have the ISO 9001 certification 
for the management system and the quality and we 
comply with the UNI EN 14065:2016 standard related to the 
certification of the biocontamination control.

OUR GOALS:
•  becoming an industrial laundry which offers the wash-

ing and renting service to different sectors such as hos-
pitality, industrial and wellness.

•  satisfying our clients predicting their needs of clean items
keeping up with new technologies and fashion.

•  standing out for our strong link and action in our area.

HORECAINTERNATIONAL
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CONTINUALLY IMPROVING
respect of the environment and the bond with people
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We aim to these goals placing at the center 
of our action the respect of the environment 
and the bond with people (our staff, partners, 
and clients).

OUR VALUES
Our action is all about continually improving:
•  the service to clients by selecting the items on
rent according to the latest trends in collabo-
ration with our partners.

•  the respect of the environment where we
live and operate with the optimal use of the
resources (water, energy, chemical equilibrium,
textile, time, technology) and by promoting the
re-use of textiles through renting.

•  the team building by periodically sharing our
company goals with the staff and making
them aware of the important role that every-
one plays in our team; the human factor is the
key feature that characterizes the services
sector.

•  The daily work of our employees thanks to
the Kaizen method and its standardization of
the production processes and the linen.

HOW WE WORK FOR A HEALTHIER 
PLANET
Production process and system 
•  Our latest-generation industrial equipment
can use the right amount of water according
to the weight of the linen ensuring zero waste.

•  We focus on a continued research and de-
velopment of our products and production
processes to optimize the resistance of our
textiles and guarantee their longest usability.

•  We strive for production efficiency with the
daily tracking and reduction of the energy
consumptions.

•  We buy textile and linen only in Italy to value
the made in Italy.

•  We employ minimal packaging to reduce the
use of plastic to the maximum.

Environmental impact
•  We use detergents made with natural soap in
order to reduce the releasing of chemicals in
the environment.

•  In 2015 we installed a carbon filter for PFAS
(plastic substances) in order to purify water in
respect of the law and the environment.

•  We reuse end-of-life products for other pur-
poses.

HORECAINTERNATIONAL
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Our way of being green
•  We promote the philosophy of ze-
ro-waste and reusable textile among our
clients, employees, partners and providers.

•  We encourage recycling in our factory.
•  We provided our employees with reusa-
ble water bottles which can be filled up
at the water dispensers in our factory
saving up to 19.000 plastic bottles per year.

Why we believe in reusable textile lin-
en:
•  It is a fully natural material
•  It has a lower environmental impact
•  It guarantees the multiple use of the
product (up to 175 washing cycles per tex-
tile item)

•  300 kg fewer waste, 220.000 kg fewer ,
300.000 kg of unused raw material

www.lavanderiatiziana.it
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Automacenter offers elegant 
and cutting-edge customised 
technological solutions

Automacenter is an Italian com-
pany that has been designing and 
manufacturing automatic door 
systems and sliding doors since 
1986. Its automatic doors are the 
result of highly qualified experts 
combined with advanced tech-
nology and great attention to de-
sign. The company, located in the 
province of Verona, has grown 
over the years, changing from a 
small artisan reality to a leading 
player in the industry, thanks to its 
natural ability to evolve and be at 
the forefront of its sector.
Automacenter’s technical depart-
ment develops customised tech-
nological solutions based on engi-
neering research that combines 
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Automatic 
doors for 
every 
environment
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AUTOMATIC DOORS
technological solutions

TROTTOLA -  a playful shape to sit down as you like it!
Trottola makes every space highly recognizable well integrated into 
green areas, squares, museum spaces, shopping centers, airports, schools

SCALIGERA HC 1-20-ok.indd   3 13/01/20   12:01



HORECAINTERNATIONAL

high-tech futurism with design, creating 
automatic entrances that are aesthe-
tically unique and integrate smoothly 
into every kind of architecture.
The wide range of products produ-
ced by Automacenter offers different 
types of solutions, including sliding, hin-
ged, circular, curved, telescopic, folding, 
rototranslating, swivelling door systems 
and special features such as anti-cor-
rosion stainless steel, anti-panic or brea-
kthrough systems for emergency exits.

All Automacenter entrances are de-
signed and built to integrate perfect-
ly into different kinds of environments 
and to guarantee a high degree of 
functionality and design in total compliance with the highest safety standards. The company 
works on a daily basis in collaboration with designers, interior designers and installers to create the 
best solutions for shops, airports and stations, hospitals, hotels and resorts, banks and offices with 
high security standards, factories and the naval sector. 

Automacenter ensures that every entrance is efficient and reliable and guarantees the perfect 
functioning of each automatic doors through a qualified maintenance service and specialized 
after-sales technical assistance. 

Automacenter automatic doors are a guarantee of quality and safety, elegance and complete 
customer satisfaction. 
For more information visit www.automacenter.it
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THE SPIRIT REVOLUTION 

“W e are really the
fools who believe 
that it is possible 

to transform the world of spirits”. 
Stay foolish the famous state-
ment of Steve Jobs applied to one 
of the most traditional economic 
sectors of our country. These are 
the words of Matteo Fornaca, Eli-
sa Cravero and Matteo Dispen-
za, founders of the Turin - based 
startup The Spiritual Machine, 
which aims to innovate the beve-
rage galaxy. A startup that is also 
a community, that  of “The Bota-
nists”: not just members, financiers 
or stakeholders, but the result of 
a “humanist crowdfunding”, that 
selects people, ideas and values 
before capital. 
The Spiritual Machine has cho-
sen a less traditional approach to 

capital raising, through a “control-
led” crowdfunding, which brings 
investors closer, gathering not 
only economic resources, but ex-
periences and intelligence. “Ours 
is not only a process of fundrai-
sing, but of skills, market players, 
suppliers, professionals, that can 
be strategic for us. 
We aim to develop the business 
by combining different expe-
riences and creating a common 
culture, which joins us on a plan 
of ideas and values,” explains The 
Spiritual Machine founder Mat-
teo Fornaca. 

THE SPIRITS OF THE ITALIAN 
STARTUP ARRIVE IN THE 
MIDDLE EAST 
Internationalization is one of the 
most relevant results produced 

by the crowdfunding of the “hu-
man capital”, which is bringing The 
Spiritual Machine to the markets 
of Latin America and Persian 
Gulf, where spirits will arrive in the 
UAE, Qatar, Maldives, Seychelles, 
signing agreements with major 
international hotel chains. It might 
seem almost a paradox to sell 
alcohol where there is a strong 
perception that you can’t consu-
me, but market analysis confirms 
instead that these are strategic 
areas, very receptive, because 
there are the headquarters of 
large corporations in Asia and 
Middle East, cruise companies 
and many international brand 
hotel chains. Maldives and Sey-
chelles are also major tourist hubs, 
which have their own procure-
ment right in Dubai.

The spiritual machine, a startup based in Italy in Turin, 
plans the new era of beverage

“
latest news “

• An innovative “humanist”
crowdfunding model that
selects people before
capital, tailor-made
mixology recipes, opening
to new markets, algorithms,
big data and focus on
sustainability.

• Matteo Fornaca, co-
founder: “What we are
implementing is really a
change from a pattern
in which there are few
producers and billions of
consumers, to a scenario in
which potentially, in 2030,
every bar, every starred
restaurant will have its own
products”.

continued on page 87 
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Truly different

Right from its early steps, U5 has presented itself in a 
different way, by stressing the distinguished traits of its 
refrigerators: Italian Design and Innovation.

Our offer spans 6 product ranges, with the aim of 
meeting all customers’ needs: ICE CREAM, BEVERAGE, 
SUPERMARKET, CATERING, MEAT, PHARMACY.

Customers can choose between:

EMOTIONAL refrigerators.

100% manufactured at our Occimiano (AL) plant, 
designed by Italian agencies specialized in the field of 
refrigeration. Made in Italy refrigerators stand out thanks 
to their unique Italian Design.

RATIONAL refrigerators.

Units with clean and essential lines, offered at competitive 
prices. These products are mostly produced by U5 
partners, i.e. European or Asian companies working 
according to U5 specifications.

Within the “EMOTIONAL” category:

FROST 250 GLAMOUR, a slim vertical freezer with 3 side 
glasses and transparent ice cream supports. 

WINE CLASS S , with high visibility thanks to its 3 side 
glasses and the innovative transparent/modular bottle 
supports, suitable for the right positioning of the specific 
type of wine.

GLAMOUR TOWER, attractive for the consumer 
thanks to total internal visibility of the products. 3 side 

HORECAINTERNATIONAL
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6 PRODUCT RANGES
all customers’ needs
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glasses, four vertical led lights and glass shelves. 
Products inside seem to float in the air.

AVILA GLAMOUR, the new vertical equipment 
suitable for meat. High visibility thanks to its 3 side 
glasses and friendly use electronic device. AVILA 
GLAMOUR uses PRIMEAT® technology patent n. 
0000276878.

We only use natural gasses, both in polyurethane 
foams and in thermodynamic systems; all 
thermoformed plastics contain 85% recycled 
plastics.

U5 offers a wide range of services to better 
support its customers: Rent, Warehousing, Logistics 
and Distribution, Refurbishment, Scrapping in line 
with the current European Law.

U5 refrigerators manufactured in Occimiano can 
be equipped with ad hoc electronic connectable 
devices. Not only they can monitor performance 
but in Italy they can also unleash tax benefits. 

U5, Truly Different.

www.ucinque.it
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An international expansion that also looks across 
the Atlantic, in particular to the Latin American 
world, a market in great acceleration, with growth 
rates of 5%. A continent with a young population, 
which sees Millennials and Gen X more attentive to 
a conscious consumption of alcohol, who prefer to 
drink less and better: therefore we look at custom-
made drinks, where the spirit tailor made can be a 
product of great impact.

MIXOLOGY, GROWING INTEREST IN SPIRITS IN 
ITALY 
In Italy mixology is becoming a growing trend, with 
increasing interest both at the consumer and bu-
siness level. The trend is confirmed by the numbers 
of the startup The Spiritual Machine, with the com-
pany going from 5 thousand bottles produced in 
2019 to 80 thousand in 2022, despite the impact of 
the pandemic that has effectively paralyzed the 
entire sector. The target is to reach 1 million by 2025 
and 5 million in 2027

“The market is taking off, artisanal productions grow 
by 22.5% year on year (source: Technavio report. 
Forecasts and Analysis 2022-2026). The premium 
grows and we see daily a demand for training, in-
formation and craftsmanship. It’s a very quick chan-
ge and I think the climax will be reached in the next 
four years, because what happened with beer will 
happen also with the spirits: few and small brands 
will be acquired by the big ones. Today, craft beer 
makes up 14% of the American market and the 
phenomenon is repeating itself in the same way 
on craft spirits”.  Words of the CEO of The Spiritual 
Machine Elisa Cravero, who in a sector still very 
masculine, in agreement with the team, has built a 
company with an 80% female crew. 

To confirm the growth of interest in the world of 
spirits by consumers - looking for new products to 
have an increasingly personalized drinking expe-
rience - are also the data relating to recipes: during 
three years of life the startup has created over 150 
proprietary recipes, to which are added the more 
than 200 conceived in 2022 alone. A research and 
development work that will have its heart in The 
Spiritual Machine Lab, a laboratory where to create 
recipes for finished products. 

WHAT ARE YOU DRINKING? THE ANSWER 
COMES FROM AI 
“Alembics” and test tubes that marry with techno-
logy, thanks to the partnership with the startup 
Vedrai, a company that develops solutions based 

on Artificial Intelligence to support SMEs, which last 
April closed a 40 million euro capital raising. This deal 
will allow The Spiritual Machine to obtain 36 months 
in advance the forecasts of the consumption of 
different alcoholic beverages on the global market. 
Starting from these trends, the company is working 
on the creation of a predictive algorithm that, by 
aggregating sales data, market trends, community 
feedback, will allow to develop recipes increasingly 
tailored to a given audience or market segment. 

ZERO EMISSIONS AND GEOTHERMAL DISTIL-
LERIES
“All of us founders care about sustainability”, says 
Fornaca. The commitment to sustainability is one of 
the key points in the development strategy of the 
startup, which has given itself a roadmap, with a se-
ries of goals to be achieved year by year. So in 2022 
The Spiritual Machine obtained the compensation 
of all CO2 emissions and aims in 2023 to have 50% 
of recycled glass production. In 2024, the agenda 
plans to work with carbon-negative distilleries, such 
as those powered by geothermal energy that 
already exist in other countries and are also being 
studied in Italy.

“In the world of spirits - concludes Fornaca - today 
there are huge opportunities for innovation and a 
growing demand for novelties that, not always can 
be fully grasped. We are here to fill this gap. What 
we are implementing is really a change from a mo-
del in which there are few producers and billions 
of consumers, to a scenario in which potentially, in 
2030, every bar, every starred restaurant will have its 
products. It is the great revolution of spirits”.

thespiritualmachine.it

latest news
continue from page 83
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HOW TO 
PERFECTLY COOK 
A RIB STEAK WITH 
X-OVEN

“When clients arrive, I greet and welcome them 
to the kitchen of the butchery”. This sentence, 
at first glance might seem just an expression of 
warmth with which Claudio Costa, owner of “Bis-
trot della Macelleria” in Canale di Agordo, greets 
his guests. In reality, it describes something quite 
tangible: the fulcrum of the kitchen and of the 
menu offering of the restaurant, the X-Oven 2 
grill oven with its patented lateral grill drawers, is 
inserted into that unique space that contains 
dining room and kitchen. 

“With a good venting system in the dining room, 
there isn’t even a trace of smoke”, Claudio proud-
ly adds, third generation of a family of butchers 
since 1947. His bistro was inaugurated at the end 
of December 2022, and has 18 seats, therefore a 
very cosy atmosphere. “I know the X-Oven and 
its performance very well,” continues Claudio. 
“Before opening the restaurant, together with 
my chef, Andreas Mezzacasa, we performed 
many experiments while learning how to use it 
well.” Claudio discovered X-Oven after exten-
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X-OVEN 2 GRILL OVEN
ideal cooking, to give the meat an incredible smoky flavour
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sive research and fell in love immediately: “We 
chose X-Oven for its ease of use and for a few 
technical matters which are, in my opinion, es-
sential. Thanks to the unique configuration of 
the machine, when opening the grill drawer, the 
oven temperature remains stable and no smoke 
comes out”. Claudio’s particular training - he 
thinks of himself first as a butcher but also has 
training, and most of all experience, as a chef - 
helps highlight the contribution of X-Oven in the 
kitchen. 

“The client who comes to us seeks and expects 
excellent quality meat cooked to perfection. 

X-Oven, in addition to giving you the ideal cook-
ing, is able to give the meat an incredible smoky
flavour. From the technical cooking point of view
it is very strange that a rib steak cooked in eight
minutes can take on that type of smoky flavour.
I fell in love the first time that I tried it”.

Claudio is a such an enthusiastic connoisseur of 
grilling that he has decorated one wall of the 
bistro with a triptych, created by local artist Ot-
tavio Rossi, depicting the grills photographed in-
side the X-Oven 2.

www.x-oven.com 
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Typical Sicilian 
pastry. Cassate, 
cassatine, cannoli.
Active in the market since 1997, “Mylae Dulcis” 
prides itself on the many years of experience of 
its owner, a connoisseur of the generous flavors 
of Sicily and its wonderful archipelagos, and its 
highly qualified staff. 

With a keen eye for tradition and the artisanal 
care of Sicilian pastry, but never without a touch 
of wise originality, “Pasticceria Mylae Dulcis” 
translates the bright colors of the islands into 
taste: the intense blue of the sea, the fiery red 
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GENEROUS FLAVORS 
OF SICILY

tradition and the artisanal care of Sicilian pastry
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of the volcanoes, the glossy black of 
obsidian, and the dazzling white of 
pumice.

Born in Milan as a typical Sicilian pastry 
shop, with its superior quality production 
it has attracted the attention of some 
buyers from a renowned Italian large-
scale retail chain.

Thus, from humble beginnings, the 
acquisition of important customers such 
as Esselunga Spa, Lizzi Srl, Milanopane 
Srl, Sant’Agostino Srl, Caterline Spa, etc.
Regarding the products, made 
according to the original recipes of 
Sicilian pastry masters, we carefully 
select the freshness and genuineness 
of the ingredients, including fresh 
ricotta, finely sifted almond flour, and 
fragrant Pan di Spagna.

An expanding organization that 
relies on increasingly cutting-edge 
technologies allows us to fulfill every 
order.

In case of necessity and if it is 
convenient, we are ready to establish 
foreign branches in a reasonably short 
time.

All at competitive prices, which include 
artisanal operations, selected raw 
materials, and commercial reliability.

www.mylaedulcis.com
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THE NUMBERS 
OF THE OUT-OF-HOME MARKET, BETWEEN 

INCLUSIVITY AND SUSTAINABILITY

How have habits chan-
ged after the pande-
mic? What have two 

years of interrupted and resu-
med lockdowns left us in terms 
of the inclination to go out, 
both to eat a meal and to 
spend a night in an art city?
Numerous recent studies have 
asked this question, highlighting 
how, thanks to the easing of the 

health emergency due to the 
Covid-19 pandemic, out-of-home 
activities have resumed at full 
speed, modulating their offer ba-
sed on citizens’ needs.

The data is clear: according to 
the second report “Horeca Distri-
bution and Out-of-Home Supply 
Chain: a great opportunity for 
the Italian relaunch,” the out-of-

home market has returned to 
pre-pandemic values. This joint 
study by Censis and Italgrob, the 
Italian Federation of Horeca Distri-
butors, the national reference as-
sociation in the distribution chain 
that feeds the out-of-home 
consumption circuit, states this.

The numbers are encouraging, 
and the recovery from pre-pan-

The horeca sector has successfully tackled 
the most challenging issues of recent years. 

There is a feeling of recovery, and the 
dominant concepts of the moment will be 

inclusivity, in terms of attention to the needs 
of all, and sustainability, as respect and care 

for the planet.

“
latest news

“

Joe-L - pexels.com

by Elisa Crotti
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demic levels seems to have been completed. Ac-
cording to another study by the NDP Group (Na-
tional Purchase Diary Panel Inc. and NPD 
Research Inc.), a market research company, 
the restaurant industry recorded better results 
in 2022 than in the general economic landsca-
pe. 

To understand the scope, it is sufficient to consider 
the current consumption index, which is 1.5, compa-
red to the general ICC recorded at -0.7 in Novem-
ber 2022. Inflation is also more contained, which, in 
November 2022, stood at +7.9% compared to the 
macroeconomic figure of +11.8%.

Is everything back to normal?
Not exactly. If, on the one hand, the data is encou-
raging, on the other hand, it must be read as part 
of a much more complex whole than the sum of its 
parts. Certainly, the out-of-home market reaches 
57 billion euros, with an average individual expendi-
ture growth of +6.3% from 2019 to date. 

However, upon closer inspection, this growth is 
mainly due to rising prices, with an average receipt 
increase of 6% in 2022 compared to 2019. 

This changes the calculations significantly.
Moreover, the horeca sector is strongly influenced 
by consumers’ emotional aspects, who are un-
doubtedly concerned about the increasing price 
hikes, rising inflation, and general financial uncer-
tainty. If not managed correctly, these aspects 
can lead to a contraction in the consumption of 
out-of-home products and services. This is already 
happening in activities such as cinemas, exhibitions, 
theaters, and shopping. It is entirely evident how 
they are connected to the horeca sector and act 
as a driving force.

The sector is holding on, therefore, thanks to the 
fact that 92.9% of Italians (Censis-Italgrob Report) 
declare that socializing over drinks and food is one 
of the fundamental aspects of the Italian lifestyle. 
Specifically, 47.3% of people go to public places, 
especially those in nightlife areas, when going out 
at night. Moreover, 40.3% of Italians would like to go 
out more at night, an activity deemed positive for 
their quality of life.

Rethinking catering and horeca
If the driving forces - such as cinemas and shop-
ping - become less significant, it is clear that the sec-

latest news

Helena-Lopes - pexels.com
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tor needs to rethink itself: horeca can no longer limit 
itself to capturing consumers who are already out-
side. On the contrary, it must offer and make them 
desire products, services, and experiences that will 
make them go out to consume outside the home.
In 2023, therefore, the first real challenge for Horeca 
will be to transform catering into a demand catalyst. 

That is, to become an attraction vector that, alo-
ne, can push consumers to go out. Therefore, it is 
necessary to reconsider catering in terms of offer, 
especially by focusing on those experiences that 
are irreplaceable and memorable.

Inclusivity and sustainability
No to guilt. If going out and consuming outside the 
home means spending, a blow to the customer’s 
guilt must be given, riding on two essential aspects 
that horeca can literally put on the plate.

The first is inclusivity: once again, data gives us some 
certainty. The NPD Group study shows that over 
60% of consumers prefer restaurants that can of-
fer alternative menus and satisfy everyone pre-
sent, such as vegans, celiacs, or vegetarians. Beyond 
their needs or choices, the customer expects the 

restaurant to demonstrate inclusivity by taking into 
account everyone’s needs. In general, the average 
consumer, who has no special needs, is still happy 
and well-disposed to see that the operator they 
have chosen is inclusive and respectful of everyo-
ne’s requirements.
As for sustainability, there is still strong apprecia-
tion for Km0, quality cuisine inspired by the values 
and resources of the territory, supply chain tran-
sparency, waste and consumption minimization. 
Aspects that are loudly demanded by consumers 
in all sectors, and in the food industry, appreciated 
more than elsewhere, because they are syno-
nymous with health, reliability, and safety. It is also 
essential to actively involve the customer in a vir-
tuous way, with the delicate objective of not ma-
king them feel guilty in a moment of crisis and un-
certainty, but instead encouraging them even in 
terms of sustainability.

Therefore, there are many challenges for 2023. 
Challenges that find horeca ready and attenti-
ve. A final step will concern Generation Z and its 
technological skills, which can also be translated into 
services and opportunities. But this is another area 
that we will have to think about ... and work on..

latest news

Engin Akyurt - unsplash.com
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Hospitality-Il Salone 
dell’Accoglienza 
set the course for the 
new era of hospitality

The 47th edition of Hos-
pitality - Il Salone dell’Ac-
coglienza, Italy’s leading 
international trade show 
dedicated to the Ho.Re.
Ca. sector, has set the 
course for the new era 
of hospitality, bringing to-
gether the entire hospi-
tality industry with more 
than 18,500 professional 
visitors. 

“This result confirms Hos-
pitality’s role as a leading 
trade show in the sec-
tor. All this was achieved 
thanks to the strategic 
choices and investments 
made in recent years, 

both in terms of national 
and international allianc-
es and in terms of exhibi-
tion variety and quality”, 
said Roberto Pellegrini, 
Chairman of Riva del 
Garda Fierecongressi.

With its comprehen-
sive range of services 
and products, the show 
demonstrated its ability 
to respond to every visi-
tor need and preference. 
In addition to the strong 
turnout among business-
people from the cater-
ing, hotel and general 
public sectors, Hospitality 
recorded 16% growth in 
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MORE THAN 18,500 
PROFESSIONAL VISITORS

Hospitality is a leading trade show in the sector
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non-hotel operators and an impressive 
50% growth in the camping segment.

Alessandra Albarelli, General Manager 
of Riva del Garda Fierecongressi, com-
mented: “Identifying trends is the es-
sence of this event, and in this edition 
we created the new Outdoor Boom pa-
vilion, which started as a conference in 
2022 and was developed in cooperation 
with Faita FederCamping”.

Italy was well represented among buy-
ers – with a particular increase in attend-
ance from Veneto, Lombardy as well 
as Liguria, Marche, Abruzzo, Puglia and 
Campania regions. “Visiting operators 
were very satisfied with the extraordi-
nary quality of the products and ser-

vices offered by the 636 exhibitors, with 
over 40% represented by new compa-
nies and the presence of major industry 
brands”, added Giovanna Voltolini, Exhibi-
tion Manager for Hospitality. 
Satisfaction was also expressed by dele-
gations from selected countries such as 
Germany, Malta and Central America. 
All of them were positively impressed 
and surprised by the quality of the ex-
hibitors and the variety of the Hospitality 
offer, as well as by the many inspirations 
and ideas enabling them to find the right 
partners for their purchases.
The next edition of Hospitality – Il Salone 
dell’Accoglienza will be held in Riva del 
Garda from 5 to 8 February 2024.

www.hospitalityriva.it
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T hat nebulous atmosphere, an in-visible air flow 
in which one can only sense the spread, is 
now tangible. It is Éther, the texture creat-ed 

by Constance Guisset for the new tableware col-
lection – inspired by the Aria line – of Richard Gino-
ri. A concept developed with poetic lightness by the 
French designer, through shadings from black to blue, 
easily matched with all colors, crafted with irregular 
forms in full and empty zones, bringing depth to the 
plates to welcome various gourmet deli-cacies. Figu-
rative movement accompanies that of forms: all the 

pieces are extremely  versatile, and can be turned 
over, stacked or placed together to create different, 
ad-aptable combinations with multiple serv-ing fun-
ctions. The aesthetically refined Éther series, entirely 
decorated by hand, displays all the know-how of the 
Floren-tine company, which after over two years of 
development has produced the pieces in its Hyper*P 
workshops: porcelain with a new high-performance 
formula, resist-ant to impact, ready to conserve all the 
finest characteristics of the material.
www.richardginori1735.com

LIGHT AS AIR
Éther is the name of the new tableware collection 
of RICHARD GINORI,  with the poetic, eclectic 
approach of french designer CONSTANCE GUISSET

ÉTHER collection
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SIFIM a continually 
growing company

SIFIM is an Italian Company placed in Jesi (in the 
Marche), specialized in filtrating field with products 
for home and professional hoods, electrical appli-
ances and several industrial applications. 

Founded in 1995 from five partners with collater-
al professional experiences, SIFIM is a continually 
growing Company that is enforcing its position 
in filtration and electrical appliance components 
markets. 

Filters became more and more important parts 
of hoods, being used to divide suspended sub-
stances in cooking vapors. Indeed, the company 
decided to develop metal filters, characterized by 
higher performances. 
The variety of professional hoods filters, is the so 
called Baffle Filter, made of properly shaped pro-
files layers because of the higher flame resistance. 

Researches carried out inside the company and 
in collaboration with the main Customers, play a 
decisive role for its success: to mention are the 
continue studies on materials and surfaces treat-
ments, even innovative such those using nano-
technology. Important are activities of testing, air 
filtering efficiency, pressure drop, and filters cer-
tification that SIFIM carries on in a certified and 

HORECAINTERNATIONAL

SIFIM-HORECA 2-21.indd   2SIFIM-HORECA 2-21.indd   2 28/04/21   12:4428/04/21   12:44

102



FILTRATING
service quality distinguishing it from competitors
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equipped laboratory on its 
own and for Customers with 
advanced instruments. 

Solutions in filtration more and 
more complex and efficient in 
which metals, fabrics and car-
bons interact are studied as 
required by every single appli-
cation. 

In addition to quality and price, 
necessary to be competitive 
in global market, the Com-
pany takes great care to the 
service quality distinguishing it 
from competitors. 

With those features SIFIM 
keeps exploring new markets 
and application fields that 
could give unknown inputs to 
the future growing. 

The different kind of available 
filters can be certified UL 900, 
UL 1046, DIN 18869-5 and NSF. 

We have increased our prod-
ucts range for professional 
hoods adding a line of ceil-
ing lamps tested IP55 and 
equipped with led.

www.sifim.it
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DESIGNS, DEVELOPS 
AND MANUFACTURES PRODUCTS 
FOR PROFESSIONAL COOKING

Technology, design and performance come to-
gether in the continuous search for professional 
solutions for the world of modern catering, able to 
satisfy its constantly evolving needs.

Since 1993 our cooking systems have satisfied 
thousands of operators and professionals in their 
daily demand for quality professional solutions.
Today, with sales and deliveries in over 60 coun-
tries worldwide, SpidoCook is a truly global part-
ner for all operators that are looking for quality 
professional cooking solutions.

HORECAINTERNATIONAL
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MODERN CATERING
quality professional cooking solutions
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The Spidocooktm products , 100% Made in Italy , 
are designed to make your daily work extremely 
simple and safe. Reliability, technology, ergonom-
ics, compact dimensions are just some of the pe-
culiarities of Spidocooktm products. The unique, 
modern and essential design is easily integrated 
into any environment.

The SPIDOGLASStm glass-ceramic grills are per-
fect for fast food restaurants and can be a valu-
able tool in the kitchen. The glass ceramic contact 
grills can cook many products from sandwiches 
and focaccia to grilled meat or vegetables, pro-
viding excellent results.

The new glass-ceramic SPIDOFLATtm griddles cook 
meat, fish and vegetables homogeneously. The 
flavours remain intact even if different foods are 
grilled in sequence. They are certainly safe in use 

and easy to clean, giving obvious benefits in terms 
of energy savings and increased productivity.

The CALDOLUXtm Cook & Hold is a static oven 
for Low Temp Cooking (max 120˚C) and Hold (max 
100˚C), with full cycle up to max 10+10 hrs. CAL-
DOLUXtm use allows maximum return on invest-
ment, thanks to greater yield, energy efficiency, 
reduced labour and intelligent use of space.

The CALDOBAKEtm compact electric ovens for 
Pastry and Bakery are designed to meet the 
most ambitious quality and business challenges. 
There is no room for error in professional food 
service, and the CALDOBAKE ovens provide uni-
form baking without compromise and perfect 
texture and structure of the baked products.

www.spidocook.com
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WWW.SPIDOCOOK.COM

GLASS CERAMIC CONTACT COOKING SYSTEMS

Unleash your creativity . In addition to heating 
sandwiches and toasts, with 400°C you can grill meat, 
fish , vegetables and much more with superlative 
results and fast times .

UNBEATABLE PERFORMANCE UNBEATABLE PERFORMANCE 
Up to 400° C   Maximum  Temperature Up to 400° C   Maximum  Temperature 

The combination of innovative infrared heating 
system and sophisticated thermal insulation 
allows to minimize heat losses, with real savings on 
energy consumption.

SAVINGS OF TIME AND ENERGY SAVINGS OF TIME AND ENERGY 
Up to 60 % energy consumption saving Up to 60 % energy consumption saving 

Simple and effective 5 min cleaning procedures, 
specific detergent product to maintain maximun 
performance over time . .

EASY CLEANING AND MAINTENANCE  EASY CLEANING AND MAINTENANCE  
Fast to clean and always ready to use Fast to clean and always ready to use 
in 5 minutesin 5 minutes

Non-stick glass ceramics tops , 
AISI304 pressed stainless steel structure. Weights 
reduced by 30% compared to traditional cast iron 
systems.

PROFESSIONAL MATERIALS PROFESSIONAL MATERIALS 
Reliable and long-lasting Reliable and long-lasting 
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RICHMEN 
GOLD

All functions and complexities of noodle 
making in one machine!

Have you felt increasing competition in your 
markets?
Do you feel you’d need to differentiate your 
business to stay strong and popular among 
your customers? Now it is easier than ever for 
an independent restaurant operator to start 
offering unique pasta/noodles freshly made 
from scratch.

We are introducing a Richmen Gold, an all-in-
one noodle making machine that is designed 
and manufactured in Japan to serve profes-
sionals who want to thrive in competitive res-
taurant industry by offering high quality and 
different craft noodles. This machine is built with 
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FRESH NOODLES
noodle making in one machine!
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Japanese engineering and precision and 
techniques cultivated by years of noodle 
making artisans in Japan. 
It is like having a noodle master with many 
years of experiences in making a variety of 
fresh noodles in your restaurant. 

With the latest control technologies in the 
machine, it is easier than ever for those 
without any noodle making experiences 
to start producing superb noodles. 

Because the machine is designed to pro-
duce a variety of fresh noodles at hydra-
tions that range from 25 to 40%, it is possible 
for you to make noodles that dramatically 
vary in noodle texture.

With over 160 units of these machines in-
stalled in Europe, our customers have been 
changing the way people see fresh noo-
dles served at their restaurants. Thanks to 
365-day servicing provided at Yamato, op-

erators can have a peace of mind making 
noodles on their machines.

There is no better tool for you to make 
your offering different and stand out from 
others.
We have the exact same model at our 
Amsterdam Office. And please feel free to 
bring your local flours to test on our Rich-
men Gold. We’d be happy to provide you 
with a private demo and full experiences 
with and what’s possible with the machine.

Please contact us if you are interested.

www.yamatonoodle.com

catalogue:
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CAFE
ASIA

The 10TH International Cafe & Bakery
Equipment, Supplies & Technology Exhibition

Sweets &
Bakes Asia 2023
The 9TH International Sweets, Desserts & Bakery Exhibition

The 10TH International Coffee & Tea Industry Expo
Asia 2023
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MY RESTAURANT 
STARTING FROM SCRATCH

T he restaurant industry is 
experiencing a strong re-
covery after the long pe-

riod of pandemic that has seen 
many restaurants close their do-
ors. This represents an opportuni-
ty for those who wish to start a 
business in the sector, but often 
do not know where to begin. In 
this article, we will provide some 
simple practical tips for starting 
a restaurant from scratch. While 
not an exhaustive guide, it is a 
basis on which to begin outlining 
a project.
The first step is to choose the 
right location and verify the 
availability of suitable premises. It 

is necessary to identify an area 
with a strong concentration of 
potential customers and good vi-
sibility. Additionally, it is important 
to consider competition and the 
presence of similar restaurants in 
the area.

Once the location has been 
identified, it is essential to deci-
de on the type of restaurant to 
open. It is important to choose 
the type of restaurant based 
on your skills, location, and target 
clientele.

Practical tips for starting a business 
in a rapidly expanding industry 

after the long period of pandemic.

“
latest news

“
pexels.com

By Walter Konrad
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The next step is to create the menu. The menu 
should be carefully curated to offer quality dishes 
in line with the type of restaurant chosen. It is useful 
to conduct market research to understand custo-
mer preferences and current trends. Additionally, it 
is important to consider the offerings of competi-
tors in the area.

Once the menu has been defined, it is necessa-
ry to choose suppliers. It is essential to have reliable 
and quality suppliers who can guarantee fresh and 
genuine products. It is important to conduct a tho-
rough search for suppliers and evaluate their expe-
rience, ability to respond to restaurant requests, and 
pricing policies.

Another crucial element is the selection of staff. 
Staff should be selected based on their skills and 
availability to ensure quality service to customers. It is 
advisable to invest in staff training and well-being to 
create a serene and stimulating work environment 
that can be perceived by future customers.

Finally, it is important to define an effective marke-
ting strategy. It is essential to promote the restaurant 
on social media channels, through active presence 

and targeted communication. Additionally, the re-
alization of events and promotions should not be 
overlooked to attract customers.

In conclusion, starting a restaurant can be a chal-
lenging enterprise, but with good planning and a 
clear vision of your project, it is possible to achieve 
great results. Success is within everyone’s reach.

latest news

pexels.com

pexels.com
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NATURALLY IN TUNE 

T he collection of Flou is 
a tribute to nature. Va-
lues, sensa-tions, materials 

draw on this world. to then be 
interpreted in furnishings for the 
bedroom zone and the living 
area, ca-pable of transmitting 
the same harmony, authenticity 
and vital energy, enabling people 
to live totally in tune with the en-
vironment. This is the concept – 
summed up in the payoff “As na-

ture teaches” – behind the new 
products, starting with the Gaudí 
double bed by Matteo Nunziati. 
The warm material impact of so-
lid wood seems to be shaped by 
the force of the wind:  

the sinuous forms of the structu-
re emerge from the enveloping 
embrace of the textile covering, 
culminating in the soft padding of 
the headboard. Purity and light-

ness set the tone of the project, 
together with re-fined attention 
to detail: from the visible stitching 
to the placement of the fabric 
that seems to simply be draped, 
but is actually the result of com-
plex design de-velopment, from 
the shaping of the wood to the 
choice of finishes in coffee oak or 
black-stained oak.

www.flou.it

Flou summons the force of nature to create new, 
unusual interior  design proposals, in a harmonious 

connection of form and  matter, movement and space

“
latest news “

IFDM 67 June 2020

The 2020 collection of Flou is a
tribute to nature. Values, sensa-
tions, materials draw on this world

to then be interpreted in furnishings for
the bedroom zone and the living area, ca-
pable of transmitting the same harmony,
authenticity and vital energy, enabling
people to live totally in tune with the en-
vironment. This is the concept – summed
up in the payoff “As nature teaches” – behind
the new products, starting with the Gaudí
double bed by Matteo Nunziati. The warm 
material impact of solid wood seems
to be shaped by the force of the wind:

the sinuous forms of the structure emerge
from the enveloping embrace of the textile
covering, culminating in the soft padding
of the headboard. Purity and lightness set
the tone of the project, together with re-
fined attention to detail: from the visible
stitching to the placement of the fabric
that seems to simply be draped, but is
actually the result of complex design de-
velopment, from the shaping of the wood
to the choice of finishes in coffee oak or
black-stained oak.

www.flou.it
GAUDÍ bed

FLOU SUMMONS THE FORCE OF NATURE TO CREATE NEW, UNUSUAL INTERIOR 
DESIGN PROPOSALS, IN A HARMONIOUS CONNECTION OF FORM AND
MATTER, MOVEMENT AND SPACE

Naturally in tune

The Juno bathroom has many ad-
vantages, but to list only the fore-
most, we could mention high 

aesthetic quality, effective modular design 
and special attention to detail, as in the 
J-shaped handle grip that becomes the
stylistic feature of the whole collection, as
a simple ergonomic solution. Thanks to a
large assortment, it is possible to create your 
own bathroom décor, selected from lacquer
finishes (glossy or matte) and patterns,

available in a range of hues. Compositional 
freedom is ensured by the new Magneto
system of mirrors and accessories, includ-
ing open hanging cabinets, shelves, soap 
dishes, glasses and towel racks, magneti-
cally positioned where needed on the sur-
face of the mirror. It is possible to combine 
countertop or built-in washstands, to insert 

suspended or floor-mounted fixtures, fau-
cets, shower plates and cabins, bathtubs,
mirrors, accessories and a variety of light-
ing systems, also including the bathroom 
modules of the Sistema Parete Fluida to 
gain greater storage space.

www.scavolini.com

RIGOROUS FORMS AND AMPLE
POSSIBILITIES FOR PERSONALIZATION.
JUNO IS THE COLLECTION 
FROM SCAVOLINI BAGNO THAT 
ESTABLISHES A DIALOGUE WITH 
ANY AVAILABLE SPACE

Elegance in
the details

Upgrade with character
The restyling of the Carattere kitchen
by Scavolini concentrates on details and
finishes, including a new range of glossy
lacquers. The veneered door comes in
four new hues, while for the more clas-
sic profile an original frame has been
introduced, together with leaded glass.
The main focus is on personalization,
like the updated range of handles and
the magnetic back in layered laminate,
which can be combined with the new
Magneto collection of accessories.

CARATTERE kitchen

JUNO bathroom

GAUDÍ bed
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middle
eastHORECA

INTERNATIONAL

EDITRICE ZEUS SAS - Via C. Cantù, 16 - 20831 - SEREGNO (MB) - Italy
Tel. +39 0362 244182 - 0362 244186 - www.editricezeus.com

MARCA 
19-19/01/2023 
BOLOGNA
European trade fairs 
for the private label industry 
and the International supermarket 
label  exhibition.

SIRHA	
19-23/01/2023 
LION
Bakery, pastry, food service, 
hospitality and packaging industries. 

SIGEP	-	AB	TECH 
21-25/01/2023 
RIMINI	
Fair for the artisan production 
of ice-cream, pastry, 
confectionery and bakery. 

HOSPITALITY 
06-07/02/2023 
RIVA	DEL	GARDA
Italian trade fair dedicated 
to the Horeca channel.

GULFOOD 
20-24/02/2023 
DUBAI
Fair for food and hospitality.

INTERNORGA 
10-14/03/2023 
HAMBURG
Fair for the hotel, restaurant, 
catering, baking and 
confectionery industry.

HOSTELCO 
04-07/04/2023 
BARCELONA
International meeting.

CIBUS 
03-06/05/2023 
PARMA
International food exhibition.

TUTTOFOOD 
08-11/05/2023 
MILANO
International B2B 
show to food&beverage.

SIAL	CHINA 
18-20/05/2023 
SHANGAI
Asia’s largest 
food international exhibition.

THE	HOTEL	SHOW 
23-25/05/2023 
DUBAI
Trade event about hospitality 
and hotel industry.

CRAFT	BEER	CHINA 
30/05-01/06/2023 
SHANGAI
International network of B2B events
for the beverage industry.

ALIMENTEC 
18-21/06/2023 
BOGOTÀ
Fair on the beverage and HoReCa industry.
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BEER&FOOD	ATTRACTION 
19-22/06/2023
RIMINI
Fair for to specialty beers, 
artisan beers, food&beverage
for the Horeca channel.

MIFB 
12-14/07/2023
KUALA	LUMPUR
The largest food&beverage 
focused trade event.

THE	HOTEL	SHOW	SAUDI 
10-12/09/2023
RIYAD
Trade event about hospitality 
and hotel industry.

ANUGA 
07-11/10/2023
COLOGNE
Fair for food&beverage, 
packing, bakery, pastry.

HOST 
13-17/10/2023
MILANO
Show for bakery, 
fresh pasta, pizza industry. 

SIAL	CHINA 
19-23/10/2023
PARIS
Asia’s largest 
food international exhibition.

HOSTITALITY	QATAR 
06-08/11/2023
DOHA
Fair on hospitality, food&beverage.

GULFHOST 
08-10/11/2023
DUBAI
Complete hospitality 
equipment sourcing expo.

SIAL	INTERFOOD 
08-10/11/2023
JAKARTA
Fair on technologies
for food&beverage and food products.

middle
eastHORECA

INTERNATIONAL

EDITRICE ZEUS SAS - Via C. Cantù, 16 - 20831 - SEREGNO (MB) - Italy
Tel. +39 0362 244182 - 0362 244186 - www.editricezeus.com
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WE’VE TALKED ABOUT...

www.horeca-online.com - www.horeca-online.com - www.horeca-online.com - www.horeca-online.com

AMBIANCE ITALIA 
BY ILCAP SRL 
I COV - 60/63 
Via Dei Prati, 4 
33050 S.Maria la Longa  UD - Italy

ARETA SRL 
44/47 
Zona Industriale
Via per Grottaglie Km. 3 
72021 Francavilla Fontana - BR
Italy

AZIENDA AGRICOLA SCRIANI 
I COV 
Via Ponte Scrivan, 7 
37022 Fumane - VR 
Italy

DIEMMEBI SPA 
40/43 
Via dell’Industria, 14 
31029 Vittorio Veneto 
TV - Italy

DMG EVENT 
II COV-68/71 
PO Box 33817, 
5th Floor, The Palladium, 
Cluster C, Jumeirah Lakes Towers,  
Dubai  
U.A.E - United Arab Emirates

DR. SCHÄR AG / SPA 
I COV-34/37 
Winkelau 9 
I-39014 
Burgstall / Postal - BZ 
Italy

GLOBAL FOUNTAIN SRL 
I COV-32/33 
Via Cascina Badia, 44 
20069 Vaprio D’Adda - MI
Italy

HD SRL 
52/55 
Via Aurelio Saffi, 34 
20123 Milano - Italy

IMPERATOR SRL  
24/27-31 
Campo Del Belvedere, 6  
34135 Trieste
Italy

JOE&CO. SRL 
I COV-28/30 
Via della Tecnica, 94 
36043 Camisano Vicentino - VI
Italy

LAVANDA RIVIERA DEI FIORI 
48-49 
Reg. Isolabella, 5 
17031 Albenga - SV  - Italy

LYON BISCUIT 
I COV-12/15 195 
A Impasse de l’industrie 
26260 Clerieux  
France

MANIFATTURA 
PORCELLANE SARONNO SRL 
2-16/18 
Via Varese 2/H 
21047 Saronno - VA - Italy
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Typical Sicilian pastry.
CASSATE, CASSATINE, CANNOLI.

Viale Spagna, 124
20093 Cologno Monzese (MI) - Italy

Phone: (+39) 02.97375752
Fax: (+39) 02.2536367 

E-mail: info@mylaedulcis.com 
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WE’VE TALKED ABOUT...

www.horeca-online.com - www.horeca-online.com - www.horeca-online.com - www.horeca-online.com

MONDIAL FRAMEC SRL 
3-56/58
S.S. 31, nr°34
15040 Mirabello Monferrato - AL
Italy

MYLAE DULCIS SRL. 
IV COV-92/94 
Viale Spagna, 124 
20093 Cologno Monzese - MI
Italy

PREFORMATI ITALIA SRL 
4-20/23
Via Trieste, 26B
36065 Mussolente - VI - Italy

PUCCIPLAST SPA 
7-64/67
Strada Alessandria, 9
15044 Quargnento - AL - Italy

RIVA DEL GARDA 
FIERECONGRESSI SPA 
98/100 
Parco Lido 
38066 Riva del Garda - TN
Italy

SCALIGERA  
AUTOMAZIONI SRL 
I COV-80/82 
Via R. Spineta, 1243 
37050 Vallese - VR - Italy

SIFIM SRL 
5-102/104
Via Ignazio Silone, 3
60035 Jesi - AN - Italy

SPIDOCOOK SRL 
106/109 
Via dell’Artigianato, 2 
35010 Vigodarzere - PD 
Italy

TIZIANA 
INDUSTRIA 
NOLEGGIO TESSILE SRL 
76/79 
Via dell’Artigianato n.62 
36045 Lonigo - VI 
Italy

TORREFATTORI 
ASSOCIATI SPA 
I COV-72/75 
Via Liverno, 7 
15069 Serravalle Scrivia - AL
Italy

UCINQUE SRL 
6-84/86
Via Casale, 17/A
15040 Occimiano - AL
Italy

X-OVEN
INTERNATIONAL SAGL
I COV-88/91
Via Cantonale, 11
6900 Lugano
Switzerland

YAMATO EUROPE BV 
1-110/112
Bolstoen 2 E
1046 Amsterdam
Belgium
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BUSINESS 
OPPORTUNITIES 
START HERE

Thai-Italian Chamber of Commerce
1126/2 Vanit Building II, 16th Fl., 1601B, New Petchburi Rd., 
Makkasan, Rajdhevee, Bangkok 10400

GET IN TOUCH

+66 2 255 8695 info@thaitch.org

Thai - Italian Chamber of Commerce (TICC)www.thaitch.org

Thai-Italian Chamber of Commerce TICCthaitch

Thai-Italian Chamber of Commerce 
(TICC) main aim is to enhance 
business cooperation between 
Europe and Thailand. 
We are strategically situated in Bang-
kok, Thailand which is a Business 
Hub for South East Asia.

Interested companies may write to us 
for exploring the market and business 
in Thailand or for browsing potential 
business opportunities.

The main purposes of all TICC activities are:

• To assist Italian companies and other profes-
sional bodies who are either already established 
and/or planning to do business in Thailand or 
within the ASEAN region.
• To provide insights and advices on matters of 
trade, investment, finance and industry between 
Italy and Thailand or within South East Asia.
• To organize bilateral events/trade shows 
periodically, in the form of seminars, talks, 
missions, round table or business dinners, in 
order to promote interaction between subjects.
• To keep close contact with the Thai authorities, 
pressing issues when necessary.
• To support, represent, and protect the interests 
of the Members, both in Italy and Thailand.
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