
To bring the love of all things Italian to as wide an audience as possible.
Italians or those of Italian heritage form one of the largest and most influential cultural groups in Australia. 

Their contribution to food, art, culture, lifestyle, commerce and design is a rich feast that Australians in general have embraced.
By showcasing the very best of what is on offer from this sector in a publication dedicated to making all things Italian easily accessible, 

the contribution to our culture and economy can only grow.
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WINE PICKS – AMALFI COAST’S TINY GEM – MAKING ORECCHIETTE  

EXPLORING VENETO, EAST TO WEST

astes of winterT Rich flavours for the cooler months

9 771832 595002 

03 
ISSN

 1832-5955 

JULY-AUGUST 2015

A
U

ST
R

A
LIA

N
 M

A
D

E

CUISINE • TRAVEL • CULTURE • WINE • STYLE • PEOPLE • EVENTS

A CULTURAL LOVE AFFAIR

ISSU
E 52 $8.95 (IN

C
. G

ST) BOATING IN PONZA – PAMPALONI SILVERWARE – CELEBRATING FERRAGOSTO
CHEF ANTONINO CANNAVACCIUOLO – RECIPES BY PATRIZIA SIMONE
FERRAGOSTO IN FIVE DOCK – WINE WITH DON TOTINO – EXPLORING MIGRATION

DISCOVERING PREHISTORY IN SARDINIA
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EXPLORING SENSATIONAL SICILY

Feasting
ummertimeS

Fresh and packed with flavour
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FOLK TRADITION IN MONTEPULCIANO – WOMEN’S HARVEST OF SALENTO
CHEF RICCARDO GASPARI – RECIPES BY NEIL PERRY – VINITALIA 
MELBOURNE SALAMI FESTA – DESIGNER SUSAN DIMASI – LAVAZZA ITALIAN FILM FESTIVAL

ANCIENT AND NATURAL BEAUTY IN PUGLIA
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Traditional Elegance
The best of regional Italy 
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CINEPANETTONE – ALTA LANGA IN PIEDMONT – FRANCIACORTA SPARKLES
SASSI OF MATERA – RECIPES BY ARMANDO PERCUOCO – CALABRIA’S LIQUORICE
TUSCAN WINES – NEW ERA FOR THAT’S AMORE CHEESE – STONE MOSAICS

CHRISTMAS CHEER IN EMILIA ROMAGNA
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Festive flavours
With all the trimmings   for a Christmas feast
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SUMMER OF GELATO – MELBOURNE TOMATO FESTIVAL – ROMAN MARKETS
ADELAIDE CARNEVALE – RECIPES BY STICK ON GRILL – ABRUZZESE WINES
ITALY’S GHOST TOWNS – LEARNING THE ITALIAN LANGUAGE – BOTTARGA 

ABRUZZO – BETWEEN MOUNTAINS AND SEA
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From the Abruzzese kitchen
Culinary treasures 
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THE FAMED COAST OF LIGURIA
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WELCOME

Cooking has always been an important part of 
Italian culture and is much more than merely 
putting together a few ingredients. Traditional 
Italian cuisine is cooked from the heart and 
made to share with family and friends. But 
while Italy may be well noted for its appetising 
food, delightful wines and picturesque travel 
locations, this is only a small taste of the broad 
appeal that the country has to offer.

Italianicious is neither a foodie magazine nor 
is it a travel magazine. It is quite unique in its 
concept, aiming to bring together the love of all 
things Italian. While food, wine and travel are 
a large part of this, the magazine stretches far 
beyond these realms with features that cover 
style, people, language, culture and commerce. 
Our readers are taken on an educational journey 
as they learn about Italian culture and tradition, 
delving into the past and appreciating the 
present.

The magazine digs deep into Italian tradition; 
investigates how noted Italians have helped 
shape the community; veers off the standard 
tourist track to visit the usual and unusual; 
showcases Italy’s cutting edge style; and 
celebrates those who continue to keep long-held 
traditions alive. It has been embraced by those 
of Italian heritage and by those keen to learn 
more about the Italian way.

Experienced writers and photographers 
that have been sourced within Australia and 
abroad ensure that content is kept fresh and 
engaging in each and every issue. Feedback and 
suggestions for editorial content or topics that 
may be of interest are also warmly welcomed. 

We invite readers to join us as we travel on 
a rich and fascinating journey, to enjoy the 
magazine while gaining a deep insight into the 
Italian way of life.



OUR READERS ARE 
Female - 81% Male - 19%

THE AGE RANGE OF OUR READERS IS
Under 18  <1%
18 - 29  5% 50 - 59 37%
30 - 39  17% 60 - 69 16%
40 - 49  21% 70 and over 3%

1-2 
hours 
36%

More than 
two hours 

46%

30-60 min 
14%

15-30 min 2%
Less than 15 min 2%

WHAT OUR READERS THINK
Italianicious readers read the magazine for :  Italianicious readers keep the magazine for :     Italianicious readers by state: 

Less than one week 1%

Three 
months 

11%

More than 
one year

81%

One month 4%
One week 3%

Three 
18%

Two
33%

One
18%

None
11%More than 

three 20%

$51-$100
31%

$101-$200 
17%

Less 
 than 
$20
13%

More 
than 
$200
11%

$21-$50 
28%

WHAT OUR READERS DO

The number of holidays or short breaks Italianicious 
readers take per year is:

Italianicious readers’ average wine spend each 
month is:

The number of times Italianicious readers eat lunch 
or dinner at a restaurant is:

2-5 times 
p/m 57%More than 

5 p/m
19%

I don’t eat out <1%

Less than 
once p/m 

23%

OUR FACTS
Frequency Bi-monthly
Readership 49,000*
Cover price $8.95
Website italianicious.com.au
Twitter Italianicious Ed

Facebook Italianicious
Instagram Italianicious
Youtube www.youtube.com/user/italianiciousmag

Italianicious is available nationally via subscription, 
through newsagents and specialty Italian stores.

INT.  1%

TAS 2%

• NT 0%
ACT 2%

VIC
33%

NSW
32%

QLD
13%WA

9%

SA
8%

* Estimated readership based on 4.5 readers for each issue.



FOOD  
A celebration of traditional and seasonal food that not only educates, but is 

accessible for our audience, whether creating it in their own kitchens or dining out. 

We share the secrets of celebrity chefs both in Australia and abroad, pay homage 

to seasonality, teach the finer points of the key staples and celebrate the superb 

products on our doorstep – both imported and domestic.

RECIPES 

 On our recipe pages, Australia’s leading Italian chefs share their treasured recipes, 

revealing some of their kitchen secrets and respecting what’s in season. A different 

guest chef is featured in each issue, allowing readers to discover their stories and 

learn how to replicate many of their most popular dishes, as well as several recipes 

created exclusively for Italianicious.

SCUOLA DI CUCINA  

The Scuola di Cucina or cooking school section is a step by step guide to a 

featured recipe, including instructions and photos. It guides readers through the 

most important steps of the dish and is complemented by a behind-the-scenes 

video, where chefs reveal additional tips and tricks.

RESTAURANT REVIEWS 

 The Destinazione Australia pages take readers on a journey through the nation to 

discover some of the finest Italian restaurants in each state.

CHEESE 
 An all-new cheese page has been introduced for 2014. Here we explore a different 

style of Italian cheese in every issue to discover its characteristics, how it is 

produced and what makes it so special. 

BEVERAGES  

Along with Italian wines, liqueurs and beverages available in Australia, we also meet 

winemakers and artisans who are increasingly putting these varieties on a wider map. 

FEATURES

Ricette back to basics

30   March-april 2014

BASEMENT LEVEL

113 COLLINS st. 
MELBOURNE city

(ENTRY FROM GEORGE PARADE)

tel. 03 9654 4466 
fax. 03 9650 3004

OPENING HOURS 
MON - FRI 7:30am to late 

SAT 9am to late

www.ilsolitoposto.com.au

GIFT 
VOUCHERS 
AVAILABLE 

ONLINE

Arrosticini Abruzzesi
Abruzzesi lamb skewers

Serves 4

300g  lamb shoulder (not too lean)
Salt and pepper
Olive oil
Wooden skewers

Soak the wooden skewers in water overnight to avoid burning during cooking. Slice 
the meat into 0.5cm squares and place them onto the meat skewers. Season with salt, 
pepper and oil and cook on a charcoal barbeque.

PorchettA All’Abruzzese 
con ortAggi A rAdice
Abruzzese porchetta with root vegetables

Serves 10

3kg  pork loin with skin
1   garlic clove, crushed
10  small purple carrots
10  chat potatoes
5   sweet potatoes
1   butternut pumpkin
Salt and pepper
Rosemary
Olive oil

Season the pork with salt, pepper, rosemary and garlic.
Roll the pork and tie very firmly with string.
Dry the skin and add oil and salt.
Place in a cold oven and bring it to 180°C.
Cook for 2 to 3 hours and rest for 15 minutes.
Cut the carrots, potatoes, sweet potatoes and pumpkin into pieces, ensuring they 
are all the same size, then blanch.
Place vegetables in a baking dish. Dress with extra virgin olive oil, salt and pepper. 
Bake until cooked through.
Slice the porchetta and place on a serving dish with the roasted vegetables.

DiSeGNO MURaNo GLass
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TTHIS TINY ISLAND of Murano, 
measuring just 1.5 kilometres across, 
was the centre of the highly prized 
and secretive world of decorative glass 
making during the Middle Ages and 
Renaissance periods.

For centuries, generations of master 
glass blowers handed down their skills, 
expertise and craftsmanship of the 
ancient art, from father to son, master 
to apprentice.  

Many of the techniques and methods 
are still being practised today in 
Murano, however they have evolved, 
developed and integrated with modern 
concepts and new technologies.

The fascination with glass dates back 
to prehistoric times, when primitive 
man used a natural glass formed 
substance called Obsidian, which was 
created by volcanic eruptions. This shiny 
substance was prized for its hardness 
and usefulness in making sharp hunting 
instruments.

Archaeological fi ndings of man-made 
glass have been discovered from as far 
back as 3500 years ago in much of the 
Middle East – including Syria, Egypt, 
Palestine and Israel.

Legend has it that eastern 
Mediterranean sailors accidentally 
discovered the mysterious substance 

after a magical chemical reaction, which 
was caused from a combination of 
heat from burning campfi res, sand and 
blocks of soda. 

Trails of the mystifying substance 
were formed on the sandy beaches after 
campfi res were left burning overnight.

Venetian merchant sailors, having 
strong, friendly trades with the 
Byzantine world, shipped broken glass 
back from Syria, Egypt and Persia, along 
with other heavy materials, such as 
marble, which were used for ballast on 
the ships for their long return voyage.

Venetians excelled in decorative glass 
making due to their experimentation 
and ingenuity. Their skillfully crafted 
products became prized possessions and 
only the very wealthy could afford to buy 
these luxury items. Royalty, aristocracy 
and nobility from all over the world 
acquired the famous Venetian glass.

With increasing demand and value 
of Venetian glass, the sophisticated 
techniques and highly developed 
methods of the master glass blowers 
became protected and shrouded in 
secrecy. 

In 1291, the Venetian Republic 
imposed a law that all of the glass 
blowing furnaces be relocated to the 
island of Murano. This was not only to 
lessen the risk of accidental fi res in the 
densely populated centre of Venice, but 
also to contain and guard the secret 
formulas and alchemies of the master 

glass blowers from their competitors.
Stringent rules and regulations were 

enforced and glass blowers and their 
families were forbidden to leave the 
island, ensuring the Venetian dominance 
of the lucrative decorative glass trade.

By the 16th century, glass makinghad 
spread through much of Europe – with 

In the serene, refl ective waters of the Venetian lagoon north of 
Venice lies the picturesque little island of Murano, famed for the 
age-old craft of glass blowing. Susan Wright spoke with some of 
the area’s celebrated artisans.

desireOBJECTSof

Gino Seguso is the owner of Vetreria 
Artistica Archimede Seguso and son 

of glass master Archimede Seguso.
Colourful glassware on display at 
the NasonMoretti showroom.

Final stages of production at 
the NasonMoretti glassworks.

Archimede Seguso’s masterpieces are on 
display at the Vetreria Artistica Archimede 
Seguso showroom. This is a 1987 piece from 
the ‘Carnevale’ collection.

In 1291, the Venetian Republic imposed a law that 
all of the glass blowing furnaces be relocated to the 
island of Murano. This was not only to lessen the risk 
of accidental fi res in the densely populated centre 
of Venice, but also to contain and guard the secret 
formulas and alchemies of the master glass blowers.

PeRSONe ANTONIO CARLUCCIO

56   September-October 2013

ANTONIO CARLUCCIO IS a chef, 
restaurateur, writer and television 
personality. He is best known for 
establishing numerous successful 
restaurants in his home city of London, 
for releasing 19 books to date and for 
starring in the hit BBC television series 
Two Greedy Italians. 

Many would recognise Antonio 
by his thick white hair, strong Italian 
accent, warm smile and extraordinary 
knowledge of Italian regional cuisine. 

When speaking with Antonio about 
his cooking, there is no denying his 
passion. What makes Italian food so 
special, he says, is its sheer simplicity. 
“This is actually quite diffi cult to 
achieve. When it comes to cuisine, my 
motto is ‘MOF MOF’ which means 
minimum of fuss, maximum of fl avour. 
There is no need for complicated 
cooking. If you do something very 
simple with just a few ingredients, you 
can create a very good dish – that’s what 
Italian food is all about. Italian food 
was never made to be very complicated 
and that’s the beauty of it,” he says. 

Growing up, Antonio was exposed 
to the foods of various regions in Italy. 

He was born in a town called Vietri 
Sul Mare on the Amalfi  Coast in the 
Campania region but his family moved 
to Piedmont in Italy’s north when 
Antonio was just seven months old. 
“Papà brought me up to the north 
when I was very young so I didn’t have 
a chance to accumulate the so called 
culture of the area. But Papà came from 
Benevento in Campania and Mamma 

came from Pescara in Abruzzo so they 
maintained a lot of the cultural aspects 
of the foods from these areas,” Antonio 
explains. “When referring to Italian 
food, it is not just the food of one 
region, but all of the regions combined.”

Antonio learnt a great deal about 
Italian food from his mother who he 
says was a very good cook. “It wasn’t 
by her directly teaching us about Italian 

K
kitchen

ing of 

AANTONIO CARLUCCIO ISAANTONIO CARLUCCIO IS
restaurateur, writer and television Arestaurateur, writer and television 
personality. He is best known for Apersonality. He is best known for 

Despite spending over 50 years in the food industry, Antonio Carluccio’s passion for high 
quality, regional Italian food has remained true. His work in promoting the fl avours and 
traditions of Italy’s regions has resulted in this culinary legend being dubbed the godfather 
of Italian cuisine.

the
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Antonio with Gennaro 
Contaldo, who also stars 
in Two Greedy Italians.



CULTURE  
The contribution of Italian culture is highlighted by our profiles of the leaders, innovators and 

successful individuals who have done much to shape their own community and the national identity.

Then there is the art, music, books, history, language and general lifestyle preferences that form an 

integral part of the Italian way. 

STYLE  

Innovative Italian design and style are sought after worldwide. Whether it is the iconic motor vehicles, 

leading edge fashion, machinery, homewares, or food products, we highlight what’s new and where it 

is available. 

TRAVEL  

Exploring the rich Italian landscape from north to south, we discover the places and activities that 

make Italy so special, stepping off the beaten tourist track to introduce readers to some of Italy’s 

best-kept secrets. In each edition, the travel section begins with a special regional feature that focuses 

on one of Italy’s 20 regions. We explore the region in its entirety, stopping at each of its provinces, and 

offer a regional snapshot that outlines key points of interest. 

PEOPLE  

Whether it’s the worlds of commerce, sport, public life or the arts, Italians and those of Italian origin 

feature prominently. Our in depth interviews share their philosophies and success.

COMMERCE  

Finding Italian names among the leaders of business and commerce in Australia is easy. Name any 

business or industry sector and Italians or those of Italian heritage will loom large. However, to seize 

the opportunities that arise in a new land has required courage, tenacity and sacrifice. We celebrate the 

lessons to be learned from those who have succeeded and see them as an inspiration for the current 

and next generations who feel driven by the entrepreneurial spirit.

LANGUAGE  

With each issue, readers can discover more about the Italian language. We highlight a different topic in 

each edition, with common phrases, questions and key words that can be used in everyday conversation.

FEATURES
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DeStiNAZiONe PRociDa
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O
A sea of colour, with houses in shades of pink, yellow and blue rising up along the shore, 
the small island named Procida is one of Italy’s lesser known treasures.

ON THE GLORIOUS island of 
Procida, natural beauty and man-made 
charm pair seamlessly together – an 
endless sea, with fi shing boats of various 
shapes and sizes gently bopping upon 
the water, and pastel coloured houses 
jutting out in a rainbow of colours.

Here, the effects of time are clearly 
visible. Many of the island’s colourful 
houses and historical buildings proudly 
display their age. Although some show 
obvious signs of decay, this does little 
to impact on the beauty of this island 
paradise – instead it merely adds to 
Procida’s captivating charm. 

Procida is a volcanic island that 
belongs to the region of Campania. 
It is situated in an area known as the 
Phlegrean Fields, a large volcanic region 
that stretches from the Bay of Naples 
and includes a group of islands. The 
volcanic nature of this area can be seen 
through the natural hot springs, the 
formations of certain lakes, the visible 
steam that rises through rocks, the large 
craters that in some cases have formed 
into natural amphitheaters and the 
often jagged coastlines. Considering its 
volcanic nature, the name ‘Phlegrean’ is 
fi tting. It is derived from the Greek word 
fl egraios, which means burning. In order 
to protect this extraordinary natural 
wonder, the area was made into the 
Phlegrean Fields Regional Park in 1997.

The islands Procida, Nisida, Vivara 
and Ischia are collectively known as 
the Phlegrean Islands, an archipelago 
off the coast of Naples. While Ischia 
is the largest and most well known 
of these islands, Procida is much 
smaller at approximately four square 
kilometres. But it is heavily populated, 
with over 10,000 inhabitants. Despite 
its intriguing beauty, Procida still 

remains unaffected by the impacts 
of mass tourism. 

Procida is best accessed by ferry 
or hydrofoil. Regular services run 
from Naples, Ischia and Capri. 

Its main port is Marina Grande 
and this is where most visitors fi rst 
arrive when visiting the island. 

Procida warmly greets passengers 
with a vivid splash of colour. Visitors 
look on in awe as their boats get 
closer to this little piece of paradise 
waiting to be explored. 

Take a boat trip around the island 
to admire its spectacular scenery or head 
inland and explore the narrow maze of 
streets by foot or bus.

There are two other ports on Procida 
– Marina della Corricella and Marina 
di Chiaiolello.

Marina Corricella is one of the most 
beautiful places on the island. The 
picture-perfect little fi shing village 
of Corricella features a long fi shing 
harbour lined with fi shing boats, and 
backed by a mish-mash of colourful 

Little

PARADISE
ISLAND

While Ischia is the largest and most well known of 
these islands, Procida is much smaller at approximately 
four square kilometres. But it is heavily populated, with 
over 10,000 inhabitants. 

Colourful houses and an abundance of 
fi shing boats characterise Marina Corricella.

PeRSONe GioRGio LiNGUaNti
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GGIORGIO WAS BORN and raised in 
the Syracuse province of Sicily, where 
he had developed a successful career in 
advertising. But eventually, he began 
looking for a change. “I wanted a fresh 
start,” he says. “I had an uncle, my 
mother’s brother, who was living in 
Melbourne and he invited me to visit 
Australia. I really liked it here and met 
my wife, so I decided to stay.”

In the two years leading up to the big 
move, Giorgio worked in a small shop 
on the island of Salina – which is one of 
the Aeolian Islands, just off the coast of 
Sicily – selling regional food products. 
Through this he developed an interest 
in food.

When Giorgio arrived in Melbourne, 
his inability to speak the language meant 
that a job in advertising was out of the 
question. He secured a job in a fruit shop, 
working up to 100 hours a week to help 
establish himself in his newfound home.

Upon meeting Giorgio, it is clear 
he is a people person. He loves to 
communicate, to share stories and have 

a laugh. “I think laughter is one of the 
most important things in life. When 
I moved here, I knew I had to learn to 
speak English. I fell in love with Australia 
because of the people,” he says.

Through books and DVDs, Giorgio 
taught himself the language. “I would 
watch Italian DVDs with English sub-
titles to learn new words,” he adds.

After meeting his wife Tania, Giorgio 
moved to Melbourne’s northern suburbs 
to be closer to her and secured a job at a 
nearby cheese factory. At the time, he was 
completely unaware of the journey that 
would follow. 

He became fascinated by the product 
in its many forms and wanted to learn 
all that he could about making cheese 
the artisan way. Giorgio made a phone 
call to his brother Giuseppe in Florence, 
and asked him to buy a book about 
cheese and send it to Melbourne so he 
could learn the craft of cheese making. 
Detailing an astonishing 293 varieties 
of Italian cheese, Giorgio still keeps this 
book close at hand.

“When I left Sicily, I had no idea I 
would become a cheese maker, but I 
developed a passion for cheese making. 
Cheese is something humans developed 
as a way of processing and preserving 
milk,” says Giorgio. “Milk is such a simple 
ingredient that many people drink every 
day, but it has so many possibilities. It is a 
live element that can be used to create so 
many different things. Think about how 
many types of cheese there are in the world 
– they all come from the same ingredient.”

Like many natural food products, the 
fl avour and smell of milk changes with the 
seasons. “The quality of milk available in 
Australia is very good but milk is always 
different. The eating patterns of cows 
alter each season resulting in changes to 
the milk. This means that when we make 
cheese, slight adjustments may need to be 
made to ensure the same end product,” 
Giorgio explains.

After watching numerous instructional 
videos online and reading countless 
books, Giorgio began experimenting by 
making cheese at home. 

When Giorgio Linguanti left Sicily in 2004 bound for Australia, he had no experience in 
making cheese and didn’t speak a word of English. Ten years on, he is regarded as one of 
Australia’s premier producers of Italian style cheeses, with his products awarded time and 
time again. 

WITHloveadeM

Giorgio hand stretches 
his prized mozzarella.



ONLINE  

Italianicious has a large presence online, with a dedicated 

website, along with Facebook, Twitter and Instagram pages. 

The magazine’s easy to navigate website is regularly updated 

with the latest news, articles and recipes.  

Visit www.italianicious.com.au.

ITALIANICIOUS E-NEWSLETTER
Each week, Italianicious sends an electronic direct mail to a 

database of over 5000 people. This newsletter keeps subscribers 

up to date with the latest news, stories and events.

italianicious
3,300+ likes*

*Figures correct at December 2015

@Italianicious
830+ followers*

@ItalianiciousEd
1160+ followers*

DIGITAL ADVERTISING
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Casual $1,150+GST $ 950+GST $1,000+GST
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X 12 Months $10,500+GST $9,000+GST $5,100+GST
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Prices per month.Banner

Tile
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X 6 Months $4,400+GST



 VIAGGI ITALIAN TRAVEL

A holiday filled with unique insights, 
off-the-beaten track experiences, local 
secrets and charming accommodation. 
Feel the passion and revel in a land 
blessed with ancient towns, modern 
cities and must-see sites. Tours are 
designed for up to 8, or can be tailor 
made for small groups. Due to popular 
demand, an extra Treasures of Tuscany, 
Umbria and Lombardy Tour will run 
from 3-14 June. For enquiries, contact 
owners and hosts Jim and Lynette.

Located in a stunning valley surrounded by 
olive groves, vineyards and a truffle wood 
with views down the valley as far as Assisi, 
Casa San Gabriel offers three beautifully 
restored Umbrian stone farm cottages 
for self-catering holidays for families and 
couples. The property features a large 
garden, swimming pool, pizza nights 
and catering by onsite owners who also 
organise truffle hunting, cooking classes, 
wine tasting and massages if required.

This unique food, wine and cooking 
tour will implode your senses as you 
experience relaxed hands on cooking 
classes, taste culinary creations 
from local producers and journey to 
famous historic places. Join celebrity 
chef Dominique Rizzo and visit 16 areas 
in this all-inclusive tour. Book now to 
receive a fantastic offer for this once in a 
lifetime experience.  

Imagine learning Italian in Italy and 
sharing your newfound knowledge 
with an Italian family. Co.As.It’s 
language tour immerses you in the 
wonders of Italian traditions to 
provide an unforgettable learning, 
cultural and culinary experience. A full 
immersion approach with Italian 
homestay ensures you maximise your 
potential in learning Italian. The 
program accentuates the essence of 
Italian life, exposing its true colours to 
help you become a vero Italiano.

Enjoy guided walks through the 
mountain scenery of the Apennines, 
cook with local village ladies, shop 
at food markets, visit centuries old 
frescoes in medieval churches and 
share an Italian love of great food, 
wine and culture. Discover the 
delights of truffle hunting, exquisite 
saffron and olive oils. Abruzzo 
specialist Luciana Masci guides tours 
in small, intimate groups of up to 12 
people. All inclusive tours run for 4, 8 
or 10 days. Private tours also available.

ITALIAN DELIGHTS TOURS CASA SAN GABRIELPURE FOOD WINE & 
COOKING TOURS

CO.AS.IT ITALIAN 
LANGUAGE TOURS

TOURING ABRUZZO 

P 03 9018 6624 or 0425 769 711
W www.italiandelightstours.com.au
E info@italiandelights.com.au

P 0039 075 9414219
W www.casasangabriel.com
E info@casasangabriel.com 

P 02 9564 0744
W www.italiantours.myshopify.com 

P 1800 641 136
W www.touringabruzzo.com
E lucianamasci@bigpond.com

TOUR DATE 15-30 June 2014
P 07 3267 1667
W www.purefoodcookingtours.com
E info@dominiquerizzo.com

EASTERN SICILY AND THE 
AEOLIAN ISLANDS – THE FOOD 
TOUR OF A LIFETIME!

ALL ROADS LEAD TO ROME…

ABRUZZO – THE UNDISCOVERED 
GEM OF CENTRAL ITALY 

INTIMATE AND UNFORGETTABLE 
ITALIAN SMALL GROUP JOURNEYS

UNWIND, EXPLORE AND INDULGE 
IN BEAUTIFUL UMBRIAN VILLAS IN 
THE HEART OF ITALY

If you host an Italian 
tour or own a holiday rental 

property in Italy
and would like to be featured 

on our Viaggi Italian Travel 
page, call 03 9690 8766 

or email 
editor@primecreative.com.au 

for more information.
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Ad rates

X 1 issue $750+GST

X 2 or more issues $600+GST

X 6 issues $550+GST

Designed exclusively for tour and accommodation 

businesses to promote their offering to a targeted 

market, ‘Viaggi Italian Travel’ serves as a resource for 

Italianicious readers who are planning their next adventure 

to Italy. The page is published in the travel section of the 

magazine and tours are also listed in an online directory 

at www.italianicious.com.au.

FEATURES AND BENEFITS

•  Approximately 80 words about your tour or 

accommodation business and what you have to offer

•  A photo to entice potential clients with the beauty 

of your location or the areas you visit

•  A contact box to make it easy for readers to find you

•  Presence on our website through a dedicated travel 

directory to generate more web traffic to your website

•  Placement next to the magazine’s major travel article: 

our regional feature

VIAGGI ITALIAN 
TRAVEL

WINDOW SHOPPING
RATE – $750

Italianicious offers a space to feature your product in 

Window Shopping, consisting of one product image 

and approximately 80 words promoting your product.

NUOVO

10   September-October 2013 italianicious.com.au    11

Window Shopping

WONDERFUL WINES

Renowned fi rearms manufacturer Beretta has been committed to perfection for 
over 500 years. And this passion for perfection extends through to its outstanding 
selection of wines. The Chianti Classico Riserva DOCG 2008 is made using the 
best Sangiovese grapes from Castello di Radda. The technology and crop care 
of the vineyards, combined with ancient traditional winemaking techniques, are 
aimed towards reaching ultimate quality for aging wines. This label is produced 
only in special vintage and characterised by excellent production. The palate is 
intense, dry, rigorous and complex with an aftertaste consistent with mature fruit. 
Pair this intensely fl avoured red with game and cheeses. For more information, or 
to see the full Beretta wines range, please visit www.berettaaustralia.com.au.

CAREFULLY PREPARED

In a town called San Severo in Puglia, Petrilli Estate 
cultivates organic, super sweet tomatoes, which are grown 
and picked by hand. Among these is the Prunilli variety, 
which is raised using only natural rainwater. This method 
reduces harvest yields by 70 per cent, but those that do 
grow have a beautiful, intense aroma. Once picked, they 
are hand-peeled and used to make traditional tomato 
puree. These tomatoes are used in some of the fi nest 
restaurants in Italy and Europe. Pair it with Petrilli durum 
wheat pasta for a delicious and authentic meal. Petrilli pasta 
is dried slowly at a low temperature and made according 
to traditional artisan techniques. The Petrilli range is now 
available at D.O.C. Delicatessen in Melbourne. For more 
information, please visit www.docgroup.net.

RETRO REFRIGERATOR

Smeg has just released its iconic 1950s style fridge in a larger, 
family-friendly model, with approximately 75 per cent more 
capacity than its predecessor. The FAB50 is available in three 
colours – panna, silver and white – and has a generous capacity of 
473 litres. Key features include frost free operation, a fast freeze 
compartment and multi fl ow ventilation. Available at electrical 
retailers, appliance specialists and department stores nationally. 
For more information, please visit www.smeg.com.au. RRP $5990.

EXCEPTIONAL BEER

Birrifi cio Angelo Poretti’s fi rst brew was produced in December 1877 and its story has 
continued for more than 130 years. Angelo Poretti left Varese, in the Lombardy region, at a 
young age. While travelling through Europe he discovered beer that inspired him to bring back 
the taste, but adapt it to the Italian market. His brewery was based in Valganna, a location 
chosen for its extremely pure water, a fundamental ingredient to produce top quality beer.
Poretti’s 4 Luppoli Originale is a low fermentation lager with a particularly harmonious fl avour. 
Fruity aromatic notes sweeten its moderately bitter taste. 5 Luppoli Bock Chiara is a malted 
beer with a rounded fl avour and a fruity aroma balanced by a defi nite but delicate bitter taste. 
Birrifi cio Angelo Poretti beers are available through Torino Food. Order online at 
www.torino.com.au or call 1300 TORINO for stockists.

SICILIAN SECRET

Agromonte is a family owned producer that is motivated by 
a simple passion for ‘good things’. Straight from the balcony 
of Sicily, this brand sets the standard for cherry tomatoes in 
Europe. Two generations of the Arestia family have dedicated 
themselves to creating products that inspire chefs and cooks. 
Tomatoes are either preserved or used in sauces within hours 
of harvest to guarantee a vibrant fl avour and colour that is 
sure to lift any Italian dish. The Agromonte range is available 
exclusively at Bottega Rotolo. For more information, please 
call 1300 BOTTEGA or visit www.bottegarotolo.com.au.

Agromonte is a family owned producer that is motivated by 

Europe. Two generations of the Arestia family have dedicated 
themselves to creating products that inspire chefs and cooks. 
Tomatoes are either preserved or used in sauces within hours 

CAREFULLY PREPARED

PLATE PEDESTAL

Bring a touch of class to the table with ServeItUp 
plate pedestals. ServeItUp is the fi rst stand that 
provides a secure lift to plates or bowls of any 
shape or size. It has a porcelain base, topped with a 
suction cup that securely affi xes to fl at, non-porous 
dinnerware. Simply pull the tab to release the 
plate when you’re done. Small and large ServeItUp 
plate pedestals can also be stacked for multi-tiered 
presentation. Available at Chef ’s Hat, 131 Cecil 
Street, South Melbourne. For more information or to 
purchase online, please visit www.chefshat.com.au. 
RRP: large size $39.95, small size $29.95.

STYLISH CUPS

Renowned Italian chef Stefano Manfredi and D.E. Coffee & Tea have 
teamed up to produce a new family of coffee blends for Espresso 
di Manfredi along with a collection of colourful limited edition 
ceramic cups. These cups have been carefully designed so they are 
comfortable to hold and drink from. For more information, please 
visit www.espressodimanfredi.com.

Window Shopping

Promote your brand

Showcase the beauty 
of the area

Entice readers 
with your point 
of difference

Lure in potential 
clients with what 
you have to 
offer



CUT THROUGH  
As a specialised publication, Italianicious connects with 

affluent consumers, passionate enthusiasts, industry leaders, 

decision makers and business owners. Our readers possess 

the means to learn, grow, invest and purchase high quality 

goods, services and opportunities. The magazine enjoys a 

high retention rate.

EXPOSURE 
 In addition to the subscription base and distribution to 

specialist food and homewares outlets, Italianicious can be 

purchased in newsagencies nationally. 

MARKET POSITION 
 While other large food-oriented publications periodically 

offer special editions on Italian cuisine, Italianicious is an 

ongoing blend of educational cuisine, lifestyle and business. 

The depth of our editorial team ensures that all content 

is backed by the relevant official cultural and commercial 

bodies charged with promoting Italian goods, services and 

traditions.

Product Casual* x 6* 

Inside Front Cover (DPS) N/A $6,350.00

Double Page Spread (DPS) $6,550.00 $5,750.00

Outside Back Cover N/A $5,450.00

Inside back cover $4,215.00 $3,695.00

Early Right Hand Page $4,415.00 $3,995.00

Full Page $3,950.00 $3,550.00

Half Page $3,050.00 $2,250.00

Third Page $2,250.00 $1,850.00

Inserts Single sheet 4 page 8 page

Full run 4,500.00 6,500.00 7,500.00

AD RATES

*all quoted rates are exclusive of GST

BENEFITS TO ADVERTISERS

Contact

Danielle Gullaci on 0408 109 517
danielle.gullaci@primecreative.com.au



Prime Creative Media will only accept 
material that adheres to the following 
information. Material that does not adhere to 
this criteria will be rejected.
Supplied material
1.  Media is to be supplied to the correct 

publication page size. Taking special care to 
include bleed, trim and registration marks. 
(Minimum bleed size is 5mm. Trim and 
registration marks must lay 3mm outside 
of the trim) 

2.  Material must be supplied as a press ready 
pdf. All other formats will be rejected.

3.  Avoid running type across the gutter of a 
double page spread. 

4.  All fonts need to be embedded into the 
PDF file 

5.  Files must be saved in CMYK format. Any 
non-process colors included in the file 
will be converted to CMYK. Conversion 
process may compromise the integrity of 
the file and waives our color guarantee.

6.  Images need to be of a minimum 300dpi 
at print size. 

7.  Solid black panels or backgrounds should 
carry 40% Cyan to reinforce the black print 

8. Total ink limit should not exceed 300%

FULL PAGE
T 210 x 297mm 
B 220 x 307mm 
TA 190 x 277mm

DOUBLE 1/2 PAGE SPREAD
T 420 x 137.5mm 
B 430 x 140.5mm 
TA 400 x 127.5mm*

1/3 PAGE V
T 65 x 297mm 
B 75 x 307mm 
TA 45 x 277mm

1/3 PAGE H
T 210 x 95mm 
B 220 x 105mm 
TA 190 x 75mm

* DPS: Please ensure all text and logos are kept at least 15mm away from either side of the spine area.

1/2 PAGE H
T 210 x 145mm 
B 220 x 155mm 
TA 190 x 125mm

1/2 PAGE V
T 100 x 297mm 
B 110 x 307mm 
TA 80 x 277mm

DOUBLE PAGE SPREAD
TRIM  420 x 297mm 
BLEED  430 x 307mm 
TEXT AREA 400 x 277mm*

BLEED

TRIM

TEXT AREA

ISSUE MATERIAL DEADLINE ON SALE

56 - Mar/Apr 2016 8th Feb 7th Mar

57 - May/Jun 2016 4th Apr 2nd May

58 - Jul/Aug 2016 6th Jun 4th Jul

59 - Sep/Oct 2016 8th Aug 5th Sep

60 - Nov/Dec 2016 10th Oct 7th Nov

61 - Jan/Feb 2017 30th Nov 10th Jan

ADVERTISING DATES, DEADLINES & SPECIFICATIONS
TECHNICAL INFORMATION

Please label all advertising artwork 
clearly with business name and issue 

number and email to the: 
PRODUCTION COORDINATOR 

Michelle Weston
e michelle.weston@primecreative.com.au



DANIELLE GULLACI
Editor 
m 0408 109 517

p 03 9690 8766

f 03 9682 0044

danielle.gullaci@primecreative.com.au
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