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First impression of Salone del Gusto is that it's rough and ready
and not as slick as some of the food and drink shows in the UK.
But what does come across is that it's a real marketplace where
the smells are fantastic — earthy wood, sweet and savoury
aromas and a variety of produce that bring it to life.

Close by the exhibition, the Eataly shopping centre and
bustling food court with its specialist ltalian food and drink also
complements the show and melds beautifully with the Salone
del Gusto theme.

The Slow Food Movement's five day foodfest in Turin lays
down the rules epitomised by its founder Carlo Petrini more
than 21 years ago, which means the spotlight shines on caring
companies that produce excellent artisan and very distinctive
products, where quality matters more than quantity. Proof in the
show's appeal is the fact that more than 200,000 people
attended this year.

One of the show’s biggest supporters is the Italian coffee
giant Lavazza. Vice president Guiseppe Lavazza says: “We got
involved in the very first Salone del Gusto because we believed
in it. We sponsored the first, sharing ideas about the concept
and promoting knowledge, particularly the business of coffee.”

He says it coincided with the start of Lavazza's sustainability
project with local communities in places such as Colombia and
Honduras where the coffee produced is high quality and eligible
for the slow food concept. Lavazza says the company also has
agreements with food artists that vie for excellence, such as the
celebrated Spanish chef Ferran Adria, to develop new

techniques and to innovate in coffee preparation.
“In England chains focus on Italian names — Costa, Caffe
Nero, Starbucks Via [instant coffee in Starbucks] — suggesting

they are ltalian outlets, offering the real thing. That's why we
protect slow food coffee; people are understanding quality
versus quantity.”

This was highlighted at the coffee workshops it held at
Salone del Gusto to help people judge a good cup of coffee
and understand the right and wrong ways to serve.

The show was dominated by small Italian artisan
producers of deli specialities such as cheese, ham, aged
balsamic vinegars, oils and herbal or plant based spirits, but
there was also a profusion of salt and pork by products, which
chefs paid particular attention to.

ltalian company Cervia's sweet natural sea salt for example
is considered special because of its pure sodium chloride
content that makes it ideal for cooking, and different size
crystals are produced for different dishes. Meat for example
would have large crystals sprinkled on top to produce the best
flavour. The product is handled in the UK by Carnevale.

The Brits, supported by UK Trade & Investment, were also
back in force — some for the fourth time in a row. The Anglesey
Sea Salt Company, which produces Halen Mén salt, was back
“pecause it was worth it", according to director David
Lea-Wilson, and Italians were particularly interested in celery
salt and smoked salt, which they used in lots of dishes.




