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Marfrig and ADM formally
launch PlantPlus Foods
arfrig and ADM have announced the
completion of regulatory approvals and
the formal launch of PlantPlus Foods,
a joint venture that will offer a wide range of
finished plant-based food products across North
and South America, backed by unmatched
technology, scale and experience.
“Consumers today are demanding food that is
good for the environment, for the body, for the
mind, and for the development of a better you –
while still being delicious”
“We’re excited to take this important step
forward as we bring together the tremendous
resources of two leaders in nutrition,” said Marcos
Molina, Founder and Chairman, Marfrig. “PlantPlus
Foods is born of two companies that had a
common vision to create a new venture offering a
complete portfolio of delicious, sustainable plantbased foods for consumers across the Western
Hemisphere.”
The Chicago-based joint venture will serve
customers with a focus on North and South
America, with the ability to reach other global
markets.

“Consumers today are demanding food that is
good for the environment, for the body, for the
mind, and for the development of a better you –
while still being delicious,” said Juan Luciano, ADM
Chairman and CEO. “Backed by the vast capabilities
of ADM and Marfrig, PlantPlus Foods brings
together a unique blend of innovation, scale,
insight and expertise in this exciting, fast-growing
market.”
Marfrig, one of the world’s leading beef
producers and the world’s largest beef patty
producer, owns 70% of the venture; ADM, a leading
global nutrition company, is a 30% owner. Marfrig
will be responsible for finished product production
and distribution, utilizing its facilities in South
America, mainly in Várzea Grande, in the Brazilian
state of Mato Grosso, and its facilities in the United
States. ADM will supply innovative technical expertise, application development and an array of plantbased ingredients, flavours and systems from its
specialty protein complex in Campo Grande, Mato
Grosso do Sul, and its network of U.S.-based
ingredient and flavour facilities, including its new
pea protein plant in Enderlin, North Dakota.

Cargill builds $21 million House of
Chocolate complex to facilitate
customer innovation in
dynamic chocolate market
n a move to facilitate better product
development and enhance the customer
collaboration experience, Cargill has unveiled
its plans for a “House of Chocolate” complex at its
Mouscron, Belgium site. The complex, which will be
built alongside the company’s existing chocolate
production plant, will include a state-of-the-art
chocolate experience center, a unique pilot plant,
a sensory lab and creative workspace for the
company’s European R&D team of chocolate
engineers.
The new 700 square meter complex will enable
customers to experience the convenience of an
all-in-one development process, from inspiration,
innovation and training, through pilot lab testing,
sensory testing and finally, culminating in commercial-scale production – at a single location.
“Innovation stands at the forefront of our
House of Chocolate, as we bring together all our
expertise and resources,” said Harold Poelma,
President of Cargill Cocoa & Chocolate. “It will allow
us to collaborate with customers at every step of
their product development journey, transforming
ideas into reality using a streamlined approach to
facilitate innovation and deliver greater efficiency
and speed to market”.
The one-of-a-kind House of Chocolate brings
three critical functions under one roof. At the
company’s chocolate experience center, customers
can gain inspiration from Cargill’s gourmet chocolate chefs, brainstorm new product concepts and

elevate their chocolate knowledge through
in-depth training sessions. The on-site pilot plant
allows product developers to test their concepts
through small-scale production runs that replicate
the manufacturing conditions of industrial lines,
while the in-house sensory lab ensures those
products deliver on consumers’ expectations for
taste, visual appearance, texture and more.
Staffed by a team of more than 40 chocolate
engineers, including sensory experts, technical
service specialists and R&D scientists, the new
facility will serve as the hub for all of Cargill’s
chocolate, coating and filling activities.
“It’s fitting we make this investment in Belgium,
given the unique place it holds in the chocolate
world,” said Inge Demeyere, Managing Director for
Cargill Chocolate Europe. “Our House of Chocolate
builds on that rich tradition, offering customers a
unique venue to discover all that’s possible with our
state-of-the-art capabilities and our broad range of
brands including Cargill, Veliche Gourmet™ and
Smet.
Construction has already begun, with the pilot
center scheduled to open in Fall 2021. The chocolate experience center and sensory lab will be
operational in Jan 2022.
In keeping with Cargill’s commitment to
sustainability, the new complex incorporates
cutting-edge technology to reduce its ecological
footprint, including the use of geothermal energy
to significantly reduce energy consumption.
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Allmicroalgae
set to double
output of
algae-based
ingredients
s consumer demand for healthy, highly
sustainable and natural ingredients is
steadily on the increase, Allmicroalgae
has unveiled ambitious expansion plans. As a
result, by 2022 a nominal production capacity of
120 tonnes raw materials per year is expected –
meaning an increase of more than 50% of current
capacities and even a doubling compared to the
initial volume.
The growth plans include the installation of a
second fermenter, which will be key in helping to
achieve nominal production capacity of 120
tonnes a year by 2022, and further improve on the
firm’s already competitive lead times. It is also
planning to expand its capabilities to produce
specific species tailor-made to customer requirements for different market sectors: Allmicroalgae’s
algae species Nannochloropsis oceanica, Chlorella
vulgaris, Tetraselmis chuii, Phaeodactylum
tricornutum and Scenedesmus sp., are highquality sources of macro- and micronutrients with
valuable nutritional profiles, and a wide range of
functionalities. This makes them ideal not just for
use in food supplements targeted at the sport
and fitness sectors, but also feed and cosmetic
applications.
Optimising production and maximising the
biochemical and functional characteristics of its
algae-based products are at the heart of R&D
activities. The microalgae are cultivated in photobioreactors and fermentation vessels, with continuous monitoring of cultural parameters and
contaminants, before biomass is harvested
through ultrafiltration. They are then spray dried
and packed in a protective atmosphere, with each
batch verified as free of contaminants by an
independent third-party laboratory.
Allmicroalgae does not use fertilisers or pesticides in the species it produces, and is committed
to using minimal energy. Furthermore, the water
that circulates in photobioreactors is reused, as
are any nutrients still present in the water after
production.
“The rapidly growing market for natural,
sustainable ingredients with added health benefits
proves the importance of our goal to make
nutritious and sustainable microalgae accessible to
all. In response to the increasing demand for algaebased solutions, we are more than happy to be
able to expand delivery and to further approve
services to our customers,” says Margarida
Eustáquio, who is responsible for Business
Development at Allmicroalgae. “Our products
combine the best of both worlds – excellent
functionality and a clear ethical conscience. Our
expansion demonstrates perfectly that economic
growth and sustainability can be smartly combined
when using future-proof raw materials and
techniques.”
www.allmicroalgae.com
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AAK has
Nestlé USA acquires Freshly, a
pioneer in healthy prepared meals acquired the
remaining shares
of its joint
venture in India
estlé has announced that it has acquired
Freshly, one of the leading freshprepared meal delivery services in the
U.S. The deal values Freshly at USD 950 million,
with potential earnouts up to USD 550 million
contingent to the successful growth of the
business.
Founded in 2015, Freshly delivers a menu of
fresh, chef-cooked meals to customers across the
country, breaking down the barriers to healthy
eating by delivering nutrition and convenience at
scale.
This move brings together Nestlé's deep
understanding of what and how people eat at
home, and world class research and development

capabilities with Freshly's highly specialized
consumer analytics platform and distribution
network to fuel growth opportunities within the
Freshly business and across Nestlé's portfolio.
"We are excited to welcome Freshly to the
Nestlé family," said Nestlé USA Chairman and CEO,
Steve Presley. "Consumers are embracing
ecommerce and eating at home like never before.
It's an evolution brought on by the pandemic
but taking hold for the long term. Freshly is an
innovative, fast-growing, food-tech startup, and
adding them to the portfolio accelerates our ability
to capitalize on the new realities in the U.S. food
market and further positions Nestlé to win in the
future."

Lonza expands its capsule
manufacturing capacity
onza has announced a CHF85m (93m
USD) investment in its Capsules and
Health Ingredients (CHI) Division, a dosage
form delivery partner to the biopharma and health
nutrition industry. The investment will enable the
company to expand its overall production capacity
of capsules within CHI's Capsugel® portfolio by
30 billion capsules annually while maintaining the
high-quality standards with Lonza's Sigma Series.
Production capacity will be increased across
Lonza's global manufacturing and supply chain
network to help further strengthen the company's
position as a leading global supplier of capsules. The
investment will allow a 15% increase in CHI's current
capsule production capacity.
This latest commitment follows on from an
initial investment initiated in 2019 to increase CHI's
capacity by 10 billion capsules. The addition of
manufacturing capacity for a further 30 billion
capsules will address the high growth across
CHI's gelatin, vegetarian, and specialty polymers
portfolio as well as the liquid-filled hard capsules

sold under the Licaps® brand. This investment will
be made over two fiscal years, 2020 and 2021,
across eight global Lonza manufacturing sites,
including Bornem (BE), Colmar (FR), Greenwood
(USA), Haryana (IN), Jakarta (ID), Puebla (MX),
Sagamihara (JP), and Suzhou, (CN).
The current industry trends are leading to an
increased demand for capsules both in the
pharmaceutical and nutritional supplements
markets. Patients are seeking preventative treatments, while consumers want to support healthier
lifestyles. Expanding the manufacturing capacity of
Lonza's entire network will allow ample supply both
in the near- and
long-term. Additionally, the expansion underlines the strategic position of capsules within the
broader nutrition industry and will also support
production as CHI also introduces new dosage
technologies such as Lipid Multi Particulates (LMP)
technologies and several new time-release
functional capsule solutions.

o further strengthen its position in the
strategic and fast-growing Indian
market, AAK AB has acquired the
remaining 31% of the shares of AAK Kamani, the
joint venture between AAK and Kamani Oil
Industries Pvt Ltd. that was formed in September
2015. AAK now owns 100% of AAK Kamani.
“Working together with the founding family
for the past five years, AAK is now ready to lead
the next growth journey for AAK Kamani”, said Sten
Estrup, President AAK Asia. “Since engaging in the
joint venture, we have together with Prakash
Chawla and his family continuously expanded and
developed AAK Kamani based on its strong
heritage and brand recognition.”
Kamani Oil Industries Pvt Ltd. was founded by
the Chawla family more than 55 years ago. The
company was a pioneer in introducing speciality
oils and fats to the Indian market.
“The trust, openness, warmth and sharp focus
displayed by the AAK team led to a wonderful partnership”, said Prakash Chawla. “Together, we have
been able to create great value for all stakeholders
and I am convinced that the company has an
immensely bright future ahead in India.”
Although the ongoing pandemic has brought
many challenges to business operations across
the world, Dheeraj Talreja, President AAK India,
emphasizes that his team has shown resilience and
adaptability throughout the year.
“We are very grateful for the support and
loyalty we have received from all stakeholders”, he
said. “Despite the current challenges, ‘Incredible
India’ remains one of the most exciting food
ingredients markets in the world due to its sheer
size, gastronomic diversity and development
potential.”

www.kanegrade.com
Tel: +44 (0) 1438 742242
Email: info@kanegrade.com
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Chr. Hansen Natural Colors
inaugurates state-of-the-art
R&D center
he new facilities in Montpellier are part of
a long-term investment strategy to focus
on
innovative
and
natural
solutions that enable manufacturers to meet
consumers’ growing awareness and demand for
natural and easy-to understand ingredients.
Ramping up pigment, formulation and
application capabilities to keep pioneering
the natural colours industry
Co-creating with customers for a brilliant
future: As the demand for natural colors continues
to grow globally, Chr. Hansen Natural Colors shows
a clear ambition to remain a leading supplier of natural colour solutions. The expanded and completely
renovated R&D facilities in Montpellier, France, will
undoubtedly strengthen its possibilities to develop
innovative and natural solutions in close collaboration with customers. All is now set in place for a
bright future for Chr. Hansen Natural Colors, which
is expected to be acquired – subject to
regulatory clearance – next year by EQT, a global investment organization.
“We are ramping up our R&D capabilities in pigment, formulation and application expertise. Also,
we are accelerating our breeding programs and
new technologies to secure sustainable and highquality natural sources,” states Luc Ganivet, vice
president, head of innovation and application.
“More stable formulations and even new colours
like blue and green will now be within our reach.
This new center will be a magnet to the brightest
talents in the industry and will help us to remain a
leading force. Montpellier lies in the heart of an
exciting food science hub, with several universities
and institutions renowned for their profound
scientific expertise,” adds Ganivet.
Relentless drive for innovation and
developing differentiated technical
solutions
Chr. Hansen Natural Colors will be even better

equipped to use its world-class technical expertise
and relentless drive for innovation to meet the challenges of conversion and cost optimization. Also,
the ambition to bring several new and unique products to customers remains stronger than ever. Over
the past five years, five to ten new products have
seen the light of day annually as well as a steady
stream of customization projects for which Chr.
Hansen Natural Colors is renowned in the
industry. Groundbreaking innovations, such as the
minimally processed red Hansen sweet potato™
that won the European FI Innovation Award for Natural & Clean Label and the American IFT
Innovation Award last year, will continue to evolve
from the expertise center in Montpellier.
A strong legacy of pioneering the global
natural colours industry
“With the R&D center we are cementing our
leading position and will be even better equipped to
develop differentiated technical solutions that meet
the challenges of our customers,” states Klaus Bjerrum, executive vice president. “A key objective for
us is to secure knowledge sharing and alignment
across our global organization so that we can offer
customers the same high level of expertise wherever they are located.”
The skills and competencies gathered at the
new center will allow Chr. Hansen Natural Colors to
balance short and long term innovation needs as
the company anchors numerous teams in Montpellier with expertise in raw materials, extraction
and pigments, breeding, formulation and biotechnologies.
“We are proud to be the partner of choice for
so many food and beverage manufacturers. We
highly value their trust and we will continue to earn
the right to be their chosen partner. When travel
policies allow again, we are excited to welcome customers and academic partners and jointly accelerate colorful, natural innovations for modern health
conscious consumers,” Bjerrum concludes.

Healthy Food Ingredients announces
addition of two specialty mills
n support of industry demand for safe,
specialty milled ingredients backed by
supply assurance, HFI announces the
addition of two specialty mills, expanding its v
ertical integration within its Valley City, North Dakota
and Watertown, South Dakota facilities.
“With the addition of our allergen-free mill in
Valley City, ND, we are meeting the needs of our
customers, including micro-reduction processing
under our IntegriPure® brand,” notes Jay Johnson,
HFI Chief Operating Officer.
Johnson adds, “this mill provides complete
vertical integration under the HFI portfolio. We
manage each step, beginning with our sustainable
supply chain, to deliver food safety assurance with
traceability.”

The Valley City, ND mill gives the specialty
ingredient company the ability to process in-house
a full range of gluten-free pulses, ancient grains and
seeds into custom-milled consumer-ready flours.
Products are shipped to various industry
channels including manufacturers or packed for
private label retail in HFI’s facility.
The addition of the new mill in HFI’s
Watertown, SD facility provides extensive cereal
grain ingredient offerings including whole, finely
milled and blended.
“We are pleased to create a more diverse
offering of cereal grain ingredient options to meet
the growing demand from manufacturers with our
enhanced milling opportunities,” comments
Johnson.
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Quimdis GmbH
to distribute
DHA ORIGINS®
of Fermentalg in
Germany, a
premium plantbased DHA
ermentalg is entrusting Quimdis GmbH
with the distribution of its range of
Omega 3, with a naturally highly concentrated DHA from microalgae in the German
market.
This collaboration completes the range of
products offered by the Quimdis dietary sector,
whose commercial, technical and regulatory teams
remain at your entire disposal for any project.
Fermentalg SA, an industrial biotechnology
firm, aims to meet high expectations from
consumers, laboratories and dietary supplement
manufacturers, meets the nutritional requirements
in the agri-food industry, by supplying natural
microalgae health products. The company was
founded in 2009 and is headquartered in Libourne,
France. Fermentalg manufactures high quality
vegan DHA oils based on their expertise in
bioindustrial production of microalgae.
Fermentalg's mission is to provide health and
nutrition industry leaders with new sources of oils,
natural pigments and proteins by harnessing the
vast potential of microalgae. Fermentalg is specialized in R&D, industrialization and exploitation of
microalgae, through fermentation, for the
bio-production of molecules or biomasses with
nutritional benefits and the potential for a positive
impact on health. The technology developed
together with the wealth of its bank of strains
allows it to target highly varied markets with high
value for human nutrition, animal feed as well as
health industry.
DHA ORIGINS® range will be perfectly suited
your range developments of dietary supplements,
beverages and health foods. All products are
compliant with US & EU regulations and have
trusted process according to quality standards (ISO
certification and GOED Monograph). Its expertise
includes fully traceable supply chain combined with
controlled, sustainable and gentle process thereby
offering global clients a high purity and quality
Omega-3.
Mr. Jean-Francois Quarre, President & Chairman of Quimdis said “Adding Fermentalg to our list
of approved principles is another important value
addition to the strong list of suppliers and also
increases our product portfolio with high quality
branded products. With the technical expertize
and an outstanding knowledge of the German
market, Dr. Ajax Mohamed who is heading
the German office shall be able to promote
Fermentalg products very well“
Mr. Jean-Louis Caradec Sales Director of
Fermentalg said, “We are convinced that Quimidis,
thanks to its strong distribution network,
infrastructure and technical capabilities, will be able
to promote our DHA ORIGINS® range on the
German territory and offer its customers a superior
satisfaction”.
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IFF opens new Dubai
Taste creative centre
FF , a leading innovator of taste, scent, and
nutrition & ingredients, has announced the
opening of a new creation, application and
innovation center for its Taste division in Dubai,
UAE to better serve its customers’ unique needs
and drive growth in the African, Middle Eastern,
Turkish and Indian markets.
“The new facility is a testament to our
commitment to investing in the region and to
support the specific innovation needs of our
customers, leveraging dedicated leadership and
cross-functional regional resources,” said Kathy
Fortmann, Divisional CEO, Taste. “It will support our
ongoing strategy to expand our geographic and
customer reach, while accelerating growth in
fast-growing emerging markets.”
The state-of-the-art 1400m2 creative facility,
centrally located in Dubai Science Park, will service
companies in key regional markets by offering
innovative flavors, savoury solutions, juice-based
compounds, inclusions, colours, and food
protection solutions. The new lab will support both
the creation and application needs of all key
categories, including snacks, beverages, savoury,
sweet, and dairy. The site also includes a full-scale
Sensory and Consumer Insights lab, as well as an

analytical lab. In line with the Company’s focus on
sustainability, the facility is LEED certified.
Helga Moelschl, Vice President, Regional
General Manager, added, “With our investment in
the Dubai Creative Center, we are reaching a key
milestone to provide enhanced and locally relevant
support for our regional customer base through
strong consumer insights, deep understanding of
the consumer in these exciting markets, and speedto-market. Our customers will also gain access to
our global Re-Imagine innovation programs, which
will bring global capabilities to the local markets. We
are committed to raising the bar on the products
and services we provide to meet our customers’
needs – both for now and in the future.”
IFF has a long-standing presence and footprint
in key Middle East markets. The investment follows
the 2017 expansion and upgrade of the Taste
facility in Cairo, Egypt, which has been operational
since 1979 and includes sales offices, creation and
applications labs and flavor production facilities. It is
also the second investment made specifically
in Dubai, where in 2011, IFF opened a state-of-theart flavor and fragrance facility, housing creative
and application labs and sales and marketing
offices.

Azelis enables organic growth
through the opening of
application and training
center in Istanbul,Turkey
zelis, a leading distributor of specialty
chemicals and food ingredients, is excited
to announce it has opened a new
application and training center in Istanbul, Turkey.
This center will service the Turkish food, personal
care and pharma markets and will offer product
advice, formulation development and technical
research.
Next to that, it will host customer meetings,
interactive formulation workshops, supplier meetings and internal technical trainings.
Highlights & rationale
• The Azelis Turkey application and training center
will be used for product advice, formulation
development and technical research.
• It will also function as a knowledge center for
workshops, meetings and internal trainings.
• This new application and training center fits Azelis’
strategy to be an innovation service provider to
the industry.
In December 2019 Azelis acquired Ekin Kimya,
a leading supplier of high-quality chemicals to
pharmaceutical, food, cosmetics, laboratory sectors
in Turkey and surrounding countries. The combined
team of experts will work together to create
synergies across businesses, which sees the Azelis
Turkey application and training center servicing no

less than three Azelis market segments: Food &
Health, Personal Care and Pharma.
In the Food & Health zone, the technical team
will focus on textures and taste improvements for
confectionary, dairy, bakery and meat products,
thereby keeping a close eye on trends and
innovating with clean label alternatives.
The Personal Care zone of the center will be
used for new formulation development and recipe
optimization for hair care, skin care and colour
cosmetics products, using actives, mild surfactants,
silicones and much more from Azelis’ extensive
product portfolio. In-house formulations include
shampoos, bath and body care products, liquid
soaps, emulsions, gels, serums and face, lip and eye
make-up.
Finally, in the Pharma zone, pharmaceutical
and food supplement manufacturers will be offered
seminars and workshops to support their optimization and product development efforts. Pharma
seminars and workshops will cover subjects such as
tablet pressing, tablet coating, tablet colouring;
hardness, friability,granulation, oxidation and taste
issues in solid oral forms; development of semi-solid
oral dosage forms and formulation of modified
release forms.

This
burger
can do
anything
we can
do.

NEW
PLANT-BASED

At Planteneers we make custom
functional systems, for plant-based
meat and sausage alternatives
that do it all. Our extensive raw
material capabilities ensure top
Є˔˩ˢ˨˥ ˔ˡ˗ ˣ˥ˢ˗˨˖˧˜ˢˡ ˥˘˟˜˔˕˜˟˜˧ˬʡ
All from a single source.
More at planteneers.com

Meat-like structure
High water binding
For wheat, soy and
pea-based texturates
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Firmenich announces the world’s
first A1-created flavour
irmenich, the perfume and taste
company, is proud to announce it has
created the first ever flavour by Artificial
Intelligence (AI), a delicious lightly grilled beef taste
for use in plant-based meat alternatives. A key
milestone in Firmenich’s digital transformation
across its value chain, this breakthrough provides
customers with uniquely tailored taste and
nutrition solutions, with unprecedented speed-tomarket. Leading the industry in augmented
creativity, the Group is currently in advanced testing
on several new AI-generated Flavors across its core
tonalities.
“Firmenich is marrying the most fundamental
elements of our DNA: ground-breaking innovation
with the unique creativity of our Flavorists for
enhanced formulation,” said Firmenich’s Chief
Digital and Information Officer, Eric Saracchi. “AI
enables us to explore new boundaries by empowering our Creators with a precise formula starting
point, as well as additional suggestions for
optimized ingredient combinations from which
they can create bespoke tastes.”

Firmenich Flavors President Emmanuel
Butstraen added: “The Covid-19 crisis has changed
the food innovation landscape as well as the
consumer marketplace. We must understand and
respond to these rapidly-evolving needs with more
creativity at an even faster pace. Whether through
offering moments of comfort and delight or
addressing the larger shift towards healthier food
& beverages.” Butstraen continued, “The exciting
addition of AI allows us to better leverage different
raw materials and explore new creative leads. Taking
into account specific product parameters such as
100% natural ingredients and regulatory requirements, the technology enhances our flavorists’
capability to create superior taste solutions and
accelerate our product development.”
The world’s first AI flavor was created in
collaboration with Microsoft®, leveraging the
entirety of Firmenich’s broad raw material database.
The resulting grilled beef flavour capitalizes on
Firmenich’s unique palette of ingredients and
SmartProteins™ expertise in plant-based protein
alternatives.

Barry Callebaut inaugurates
new office and CHOCOLATE
ACADEMY™ Center in
Shenzhen,China
he Barry Callebaut Group, a global
manufacturer of high-quality chocolate
and cocoa products, has announced
the opening of its fourth office and the third
CHOCOLATE ACADEMY™ Center in China, at
Shenzhen.
Ben De Schryver, President of Barry Callebaut at
Asia Pacific, said, “I am excited about the great
growth potential China offers. The inauguration of
the new office and the CHOCOLATE ACADEMY™
Center in Shenzhen is part of our continuous
expansion in China and another milestone in our
successful growth story which started here 12 years
ago. The state-of-the-art facilities will help us to
meet the growing demand for high-quality
chocolate creations and serve our customers in
China better. We will continue to invest in our
business and strengthen our collaboration with
food manufacturers and artisanal customers in
China.”
After Suzhou, Shanghai and Beijing, the
Shenzhen office is well-positioned to become the
company’s operational hub in southern China. Barry
Callebaut currently has a local factory in Suzhou,
sales offices and CHOCOLATE ACADEMY™ Centers in
Shanghai, Beijing, to which it now adds Shenzhen.
The new office in Shenzhen includes a state-

of-the-art CHOCOLATE ACADEMY™ Center, the
third in China and the 23rd globally. Through
inspiration, education and personalized support,
the CHOCOLATE ACADEMY™ Centers enable artisans,
pastry chefs, confectioners, bakers and caterers to
create the chocolate delights of tomorrow.
In the last 12 years, more than 5,000 craftsmen
in China have attended training and demonstrations in the CHOCOLATE ACADEMY™ Centers in
Shanghai and Beijing. The centers have recently
hosted several online learning sessions in Mandarin
on topics such as home baking, which have
attracted more than 130,000 viewers since
February 2020.
Denis Convert, Vice President, Gourmet for
Barry Callebaut at Asia Pacific, said, “China is one of
our largest Gourmet markets in the world. Our
CHOCOLATE ACADEMY™ Centers in China have
become a hub of expertise, creativity and
inspiration for both professionals and chocolate
lovers.
And this extends online too. We support our
customers and empower chefs to be at their very
own best. They can explore chocolate science,
innovative techniques, and inspiring recipes
together with the world-leading chocolatiers,
pastry chefs and bakers.”

Send your news for the February 2021 issue to
terryprior@innovationsfood.com
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New project to
extend fish and
seafood shelf-life
and reduce
food waste
ampden BRI is looking for partners to
help with new research that aims to
revise established standards in order to
increase the shelf-life of fresh fish and seafood. It
could save producers and retailers millions of
pounds in wasted food by extending shelf-life by
a day or even more.
Campden BRI microbiologist Greg Jones, who
is leading the project, said: “This research will focus
on whether existing standards for assessing shelflife are overly cautious. When it comes to shelf-life,
fish and seafood are renowned for being highlyperishable, but it’s still quite possible that current
rejection thresholds for levels of microorganisms
are set unrealistically low, leading to significant
wastage and cost. We’ll be undertaking microbiological, chemical and sensory testing to see if
reviewing these standards can achieve improved
shelf-life without compromising product safety.”
The scientists are looking for fish and seafood
producers, and retailers, to work with them on the
project so that they can undertake investigations
and analyses on a comprehensive range of
products.
In 2011, WRAP estimated that 1.2% of fishery
produce was wasted, with the cost to retailers
alone of £12 million. Currently, the majority of
retailers apply microbiological specifications, as
indicators of quality, to the raw seafood (fish,
prawns and shellfish) that they source from their
suppliers. Feedback from producers suggests that
the upper limits in these specifications are currently
set too low to take account of the natural levels of
microflora (in fish and seafood) and can potentially
be exceeded even at the very start of shelf-life,
despite the food being safe and organoleptically
acceptable.
Jones continued: “This suggests that the
natural flora of seafood may already be at a higher
level than that permitted by the specifications. If
the evidence justifies a review of these specifications, by correlating sensory data with plate counts,
the benefits to producers and retailers will be
considerable - allowing safe food to be stored for
a longer time. Consequently, it will also reduce
environmental and financial impacts through
reduced waste.”
The research will begin in November and run
for a year. It will involve suppliers and retailers from
across the fish and seafood sector providing a
range of products for testing. Any companies
wanting to take part in the research should call
Greg Jones on +44(0)1386 842143 or email him
at greg.jones@campdenbri.co.uk
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New global
ADM invests to significantly
head of business expand probiotics production
unit for
Mu
̈hlenchemie
u
̈hlenchemie is pushing ahead with the
specific focussing of its brands with
Peter Steiner as the new Global Head of
Business Unit. By doing so, the specialist in flour
improvement will be taking a further organizational
step into the future. Peter Steiner contributes over
thirty years of experience in the international
functional ingredients industry. His task will be to
structure and gear Mu
̈hlenchemie’s services even
more closely to its customers’ needs in a volatile
and globalized market. The focus of his work will
be on extending consultancy and digitalizing the
company’s offers.
As Dr Matthias Moser, the managing director
responsible for the firms and brands of the Food
Ingredients Division of the Stern-Wywiol Gruppe,
explains: “With Peter Steiner we have acquired a
wealth of know-how for Mu
̈hlenchemie in respect
of strategy, change management and team
formation. By perfecting these competences we
are raising our philosophy of ‘Understanding Flour’
onto a new level.
Every year, Mu
̈hlenchemie standardizes more
than 100 million tonnes of wheat for the milling
industry in over 130 countries. The requirement
for this has always been to maintain close relations
with over 2,000 customers and develop tailormade solutions. Teams of experts in Mexico,
Singapore, India, China, Russia, Turkey and Nigeria
offer services to the local mills on the spot, thus
helping them to achieve optimal flour quality.
“We intend to preserve and develop the values
that have made our company the global market
leader in flour treatment and apply them to meet
the demands of our time”: this is how Peter Steiner
describes his objectives. To do so, Mu
̈hlenchemie
will take on additional personnel and also adjust
itself more closely to the culture of the target
markets with new employees in product management. “We want to understand our customers
better, encourage internal and external communication and offer more personal consultancy. That
will also mean more investment in business development, trend scouting and market research. We
must think in terms of whole strategies so that the
mills can achieve growth in a dynamic market
environment”, Steiner says.
Peter Steiner goes on to explain what this
means in concrete terms: “We will collect, analyze
and share more data-driven information from the
start, from the raw materials and procurement
markets, in order to find more individual and
quicker solutions for our customers.” The focus
of development will still be the group’s
SternTechnology Center in Ahrensburg, near
Hamburg. The trial bakery enables 100 research
scientists and applications technologists to
simulate processes and test the efficacy of
enzymes and other active ingredients. From the
cereal grain to the baked goods, the company can
represent all stages of production with the use of
sophisticated technology. Within a short time, the
results can be applied to commercial processing
and conveyed into the target regions.
www.muehlenchemie.de

DM has announced plans to construct a
new, state-of-the-art facility in Valencia,
Spain, that will expand its capabilities to
meet growing demand for microbiome solutions.
“Our new Valencia facility will feature leadingedge technology and dramatically enhance our
ability to meet fast-growing demand for products
and solutions from nature designed to target the
microbiome and help improve metabolic health,”
said Ian Pinner, Chief Strategy and Innovation
Officer, and President of ADM’s Health & Wellness
division. “Consumers today are increasingly focusing
on the foundational role food plays in supporting
health and wellness, and our continued investment
in these growth areas ensures that ADM is perfectly
positioned to meet their needs.”
The new facility represents a five-fold increase
in production capacity through ADM’s Biopolis, a
leading provider of microbial technologies based in
Spain. The facility will produce a wide array of

science-based, innovative probiotics and postbiotics
– using ADM’s industry-leading technology – to
meet growing demand for new solutions for
healthy weight management, skin health, immune
health, gut health, oral health, fertility and more. It
will be co-located with ADM’s flavour production
facility in Valencia, and expects to be online in 2022.
“Consumers today are thinking about the
things they eat and drink in entirely new ways,”
Pinner continued. “They expect food and beverages that are not only delicious, but support health
and wellness, come from sustainable ingredients,
and are produced by companies that share their
values. The growth investments ADM has made in
recent years put us in an unparalleled position to
meet those changing needs. From alternative
proteins, to our pantry of sustainable ingredients,
flavours and colours, to our unequalled array of
pre-, pro- and postbiotics, ADM is enriching lives
around the globe.”

Bunge Loders Croklaan ramps
up offering on reformulation
solutions as front-of-pack labels
gain momentum in Europe
unge Loders Croklaan (BLC) leader in
specialty oils and fats solutions for the
food industry, offers reformulation
solutions as food producers in Europe prepare to
implement front-of-pack nutrition labels. Targeting
players in dairy, bakery, culinary and confectionery,
BLC will lend its expertise to facilitate SAFA and sugar
reductions, enabling healthier choices without
compromising on taste experience.
With consumers becoming increasingly
conscious about their food choices, there is
unprecedented momentum around the standardization of food labeling systems that enable
healthier purchasing choices for consumers.
European regulators too are gearing up to make
front-of-pack nutrition labeling mandatory by the
end of 2022.
“Proactively choosing to adopt and implement
front-of-pack nutrition labels ahead of European
regulation will undoubtedly give food products in
the indulgent category a true competitive edge in
Europe,” said Feike Swennenhuis, Marketing
Director EMEA at BLC. “Our goal is to work closely
with our customers to re-imagine their most loved
products so their consumers can continue to
indulge in them guilt-free. We are fully set up to
ensure a more balanced nutritional profile is
achieved without adding any complexity to the
production process.”
“At BLC, we are guided first and foremost by
the goal to deliver an uncompromised tasting
experience. Our oils and fats solutions are proof that
more conscious and more nutritious does not have
to mean less taste. Having extensively tested our

proposition on products across categories, we
believe we have cracked the code for food
manufacturers looking to win in the market for
the foreseeable future.” said Renee Boerenfijn,
Innovation Director EMEA at BLC.
As experts in oils and fats, BLC brings an
unparalleled mix of application expertise and
in-depth market knowledge in applying fat solutions
for sugar and SAFA reductions, resulting in more
nutritionally balanced options for the consumer. For
instance, BLC’s Sweetolin™ product, as introduced
earlier this year, is a first-of-its-kind total fat system
solution that enables up to 50% less sugar in the
final confectionery product without compromising
taste experience.
The science behind BLC’s proposition is backed
by longstanding expertise and commitment to
deliver innovative and tailor-made specialty fat
solutions to global food manufacturers. In-house
lipid and application expertise enable smooth and
effortless co-creation with customers while our
global footprint and integrated supply chain ensure
continuous and uninterrupted supply.
#totheleft
BLC looks to collaborate with leaders in the
food industry to improve the performance of their
products on nutrition labels. With their latest c
ampaign, BLC invites its customers to move the
needle #totheleft and up the score line on labels
like Nutri-Score.
BLC is already engaging with its customers concerning FOP improvements for cookies, chocolate
coatings and spreads, ice cream and chips/crisps.

Innovations in Food Technology | November 2020 | www.innovationsfood.com

11

BENEO:TESTING

10/11/20

13:38

Page 2

Sweet and
exotic
enjoyment
without the
guilt
© Shutterstock

ating is synonymous with enjoyment – and in these uncertain
times, it is something that is being
celebrated and appreciated like
never before. With populations
unable to travel freely at present, consumer
interest in becoming ‘food explorers’ in their own
homes is on the increase and food
manufacturers are having to
adjust to keep up with changing
demands. Here, Rudy Wouters,
Vice President BENEO-Technology
Center, discusses how functional
ingredients are playing a part in
this rising trend and helping
Rudy Wouters,
producers create exotic, sugar-free
Vice President
confectionery that taps into these
BENEO-Technology
new snacking opportunities.
Center
At-home snacking on the rise
Many studies are beginning to show a shift in
consumer attitudes surrounding our relationship
with food in these challenging times. A recent
study by the Guys’ and St Thomas’s Charity in the
UK showed a 40% increase in snacking by 14-19
year olds1. According to the market research
company FMCG Gurus, 3 in 5 Europeans bought
more comfort food such as confectionery
or ice cream during the pandemic2.
One reason for the increase in the
recent past, according to research
by Mintel3, is that “snacking fulfills
a range of essential needs, both
emotional and physical”.
Current trend observations see
the consumer as a “food explorer” –
and this is also reflected in markets
worldwide with the annual growth of
new food and beverage launches with
ethnic flavours showing double-digit growth

rates4. In the USA, for instance, more than two
thirds of consumers surveyed by the market
analysts at Innova are enthusiastic about ethnic
flavours5. Given this background, the confectionery
and snacking segments need exciting concepts
that appeal to all the senses and send consumers
on an emotional journey.
Supermarket wanderlust
The extent to which this desire for something
special has already conquered everyday life can be
seen in changing supermarket listings. Scottish
shortbread is now as much of a standard product
in full-range stores as American beef jerky or
Japanese sushi. Also, at a time when our travel
options are limited, enjoying an indulgent dessert
that reminds us of a past holiday destination can
create emotional ‘feel good’ and ‘escapist’
moments.
The trend towards such multi-level taste
experiences is often summarised as “full sensory
immersion”. Whether it’s unusual aromas, new
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textures or a surprising visual appearance, the aim
is to offer consumers indulgence with all of their
senses, to awaken memories and tell stories.
For many people, confectionery is the
epitome of indulgence. As genuine “mood foods”,
products such as chocolate and other sweet treats
are closely linked to our emotions. Recent product
hybrids like pretzel-caramel popcorn or chocolate
with exotic notes of chilli or matcha are
increasingly satisfying consumers’ desire to
experiment and escape from everyday life.
The steadily growing demand for sweets is
unwavering. However, within the candy segment
specifically, which includes drops and lollipops, as
well as jelly products and fondants, demand is
weakening6. For example, K&A BrandResearch cited
in its 2020 Sweets study7 that hard boiled candies
are losing popularity, especially among generation
YZ consumers (those born between 1980 and
2020), who are eager to experiment. For these
generations, hard boiled candies are associated less
with enjoyment and more with functionality, for
example as effective remedies for sore throats or
fresh breath.
Creating total sensory indulgence
To help address this issue, BENEO,
a leading provider of functional
ingredients and Symrise, a major
producer of flavours and fragrances,
decided to combine their expertise
and develop candy concepts that
were sugar-free, yet enabled
consumers to taste a range of
exciting ethnic flavours.
Together, BENEO and Symrise
had to overcome various challenges.
As well as containing no sugar and having
an exotic taste, the sweets needed to meet
increasing consumer demands for natural colours
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How products engage
all of our senses
The food and beverage sector has seen a rise
in demand for experiential products, with 80%
of consumers, and 84% of the millennials in
particular, saying that “eating and drinking
needs to be an experience”8. Here are
examples of how manufacturers have used
sensory excitement to market their products:
The look - Poppin’ Corn is colourful candy
coated popcorn from Brazil. This ready-to-eat
popcorn comes with brilliant colours and
crunchy texture.
The sound – Chuao Chocolatier Exploding Coal Chocolate from the USA is said to be
crafted with joy and is comprised of popping
candy and black cacao in dark chocolate,
delivering not only a sound extravaganza but
a rich taste too.
The texture – 7 in 10 global consumers
say that “textures give food and beverages a
more interesting experience”9. Tic Tac Gum
Liquid Centers from Italy contain a chewing
gum outer with a liquid inner that delivers an
explosion of taste and textures. Icebreakers
Frost mints from the USA have a hard,
snowball like texture, with a cooling taste
effect.
The taste – Pringles Rice Fusion from
Belgium are aimed at food explorers and are
available in a range of savoury snack flavours
including: Japanese BBQ Teriyaki, Malaysian Red
Curry, Indian Chicken Tikka Masala and Peking
Duck. David´s Tea Gummies from Canada also
deliver a range of unusual flavours to
consumers, such as sangria
As companies continue to adjust their
product portfolios to embrace consumer
demand for exotic tastes and textures, the
good news is that functional ingredients
providers such as BENEO are available to help
create new formulations that will keep
consumers coming back for more.

© Shutterstock
and flavours. The solution was to focus on the synergy between the two companies. While BENEO
provides the expertise in sugar-free confectionery
and functional ingredients, Symrise has decades of
experience in natural colours and flavours and
knows the latest trends in these areas.
The end result was the creation of BENEO’s
Sweets Collection, which was launched at ISM in
Cologne early 2020. This sugar-free range of
candies is based on the sugar replacer ISOMALT and
addresses consumers’ demands for new taste
experiences. These sweets take the consumer on
a sensory journey around the world, combining
convincing regionalised tastes with functionality.
Key to the Sweets Collection’s success was the
creation of an attractive overall sensory package,
that combined exciting aromas and – where
technologically possible – natural colours and
flavours. The first prototypes delivered promising
results. Over a period of six months, the product
developers were in close contact with each other
to optimise the recipes in terms of sweetness,
taste intensity, colour brilliance and sustained
flavour release. In tasting panels with technologists
and marketing specialists at various locations
worldwide, regional preferences were identified
and translated into appealing candy concepts.

New inspiration for a challenging
segment
Out of numerous prototypes, six taste variants
were selected for the tasting panels. The resulting
Sweets Collection currently includes “Garden Chills”
– two coloured stamped candy in green and yellow
that offers a refreshing taste of lemon, lime and
garden-mint and reminds the consumer of warm
summer days in an Italian garden. “Yuzu Candy” this hard boiled candy contains the refreshing,
tropical taste of the Asian fruit Yuzu and reminds
consumers of their far-flung travels across the
world. With its typical candy swirl look, “Tropical
Blossom” combines the fruity, flowery flavour
of orange blossom and hibiscus enabling the
consumer to sense the summer breeze from
America’s Deep South. Interestingly, during the
development phase, hibiscus powder was found
to be a great all-rounder: completely natural, the
ingredient is not just easy to process, it also
provides a pleasant acidity and a brilliant, deep red
colour.
Candy experiences with health benefits
The Sweets Collection is an inspiring example
for manufacturers. It clearly demonstrates how the
best flavours can easily be combined with

© BENEO
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For further information on BENEO and its
ingredients, please visit: www.beneo.com and
www.beneonews.com or follow BENEO on
Twitter: @_BENEO or LinkedIn: www.linkedin.comcompany/beneo
References:
1 Research from the Guy's and St Thomas's Charity and the Bite Back 2030 healthy
eating charity, [over 1,000 14-19 year olds in the study].
2 FMCG Gurus survey COVID-19, May 2020
3 Mintel Food and Drink, Snacks in a post-COVID-19 world, May 2020
4 Innova market insights
5 Innova Discovery 2019
6 Nielsen Süßwarenmonitor (Confectionery Monitor) 2019
7 K&A Brandresearch: Sweets 2020: Süß, jung, erfolgreich? (2018).
8 Innova Consumer Survey 2019
9 Innova Consumer Survey 2019. Average of UK, US, Spain, France, Brazil, India,
Germany, Mexico and China.

For further information please contact:
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functional added value to deliver enhanced
consumer appeal. All products are based on
BENEO’s ISOMALT, the only sugar replacer made
from beet sugar, but with only half as many
calories as sucrose. BENEO invented isomalt as a
sugar replacer more than 30 years ago and since
then it has grown to become the number one
sugar replacer in hard candies worldwide. ISOMALT’s
sweetening profile is very similar to that of sucrose,
with a relative sweetness of about 50%. There are
no undesired aftertastes. On the contrary, ISOMALT
candies remain in the mouth for longer due to
their slower melting kinetics, thus ensuring that
aromas develop much more intensely.
ISOMALT has a natural taste and sweetness and
is toothfriendly, carrying a respective EU health
claim and one of the rare FDA health claims
stating that it “does not cause dental cavities”.
Another advantage is that it has a very low
glycaemic effect compared to conventional sugar.
As a result, the sugar replacer has a moderate
effect on glucose levels and is ideally suited to
those consumers wanting to follow a lowglycaemic diet.
Regional expertise means authenticity
BENEO supports and advises its customers
from the initial idea, throughout the development
of the recipe to the marketable concept. The food

technologists at the BENEO-Technology Center and
the experts at the BENEO-Institute ensure that
end products meet the highest standards, from
texture to sweetness and added health value.
When it comes to authentic flavours, BENEO
has realised the potential limitations of only using
taste testers from its European locations. To
capture a country’s typical flavour, local and
regional expertise is required, as everyone’s taste
preferences are shaped by their own home
country, from childhood onwards. For this reason,
BENEO has continuously expanded the company’s
network of regional offices around the world over
the past ten years. Thus, the company’s experts in
regional application centres such as Parsippany,
USA, São Paolo, Brazil, and Singapore ensure that
recipes reflect regional characteristics, enabling
manufacturers to create homely flavours and
authentically exotic taste experiences.
No one knows how long the current pandemic
will continue to restrict foreign travel. However, as
‘food explorers’ continue to demand tastes from
abroad that they can eat from the comfort of their
own homes, there is an opportunity for forward
thinking manufacturers. For those willing to
embrace the potential that functional ingredients
and exotic flavours provide, memorable, yet
exciting taste experiences can be created.

BENEO
Maximilianstraße 10
68165 Mannheim
Germany
Tel: +49 621 421 150
Email: contact@beneo.com
www.beneo.com
BENEO offers functional ingredients derived from chicory roots,
beet sugar, rice and wheat. BENEO is the ideal partner to
help improve a product in its nutritional and technological
characteristics. Key nutritional benefits are ‘less fat’, ‘less
sugar’, ‘less calories’, ‘added fibre’, ‘gluten-free’ and dairy
alternatives as well as energy management, digestive,
bone and dental health. Key technological benefits focus on
taste and texture improvements. Through a unique chain of
expertise, including the BENEO-Institute that provides decisive
insights into nutrition science and legislation, and the
BENEO-Technology Center that consults in application
technology, BENEO actively supports customers in the
development of more balanced and healthy food products.
BENEO is a division of the Südzucker Group that
employs more than 1000 people and has production units in
Belgium, Chile, Germany and Italy.

CEREBIOME® capacity to increase brain-derived neurotrophic
factor levels translate from preclinical to clinical study
A NEW POST-HOC ANALYSIS confirmed in humans that
CEREBIOME® can increase significantly brain-derived
neurotrophic factor (BDNF) serum levels as
observed several years ago in preclinical models.
These new results bring more understanding about
the potential modes of action of CEREBIOME® on
the gut-brain axis, especially on depressive population.
Previously, in 2018, Kazemi et al. followed 110
adults suffering from mild to moderate depression.
They found out that CEREBIOME®, used as an
adjunct therapy to conventional antidepressant
treatment, had contributed to a significant
reduction of Beck's Depression Inventory (BDI)
depression score from 18 down to 9 on average,
and increased serotonin precursors after eight
weeks of intake. These results are clinically significant, showing the patients were now categorized
with “minimal depression” according to the

validated assessment scale. More precisely, the
CEREBIOME® group showed a decrease in the blood
kynurenine/tryptophan ratio, which suggests that
tryptophan was diverted toward the synthesis of
serotonin (p<0.05) and away from the inflammatory pathway (p<0.05) compared to the placebo
group.
Serum BDNF levels are lower in depressed
patients and they increase after a long course of
antidepressant treatment. In this new post-hoc
analysis, the investigators looked at the participants’
BDNF serum levels. Results show that the probiotic
formula CEREBIOME® significantly increased BDNF
levels compared to the placebo group (p=0.02) and
to the prebiotic group (p<0.001), which inversely
correlated with depression severity compared to
placebo (p=0.012).
“This is a great example where the clinical trial
observations matched the observations from
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the preclinical studies,” explains Lucie Lingrand,
specialist of the brain-gut axis at Lallemand Health
Solutions. The increase of BDNF identified in animal
model by Ait Belgnaoui in 2014, appeared to
translate to humans. It may be one of the mechanisms of action by which CEREBIOME® reduces
depression in humans, in addition to all the demonstrated modes of action to date”, details Lucie
Lingrand.
To read the full post-hoc analysis, visit:
http://www.jnmjournal.org/journal/view.html?doi=
10.5056/jnm20079
To find out more about CEREBIOME®, an
innovative ingredient, you can visit cerebiomebylallemand.com and download the White paper to
explore the power of psychobiotics.
Reference: Heidarzadeh-Rad, N.,et al (2020). Effects of a Psychobiotic Supplement on
Serum Brain-derived Neurotrophic Factor Levels in Depressive Patients: A Post Hoc
Analysis of a Randomized Clinical Trial. Journal of Neurogastroenterology and
Motility, 26(4), 486-495.
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The power of partnerships:
How ADM is joining forces
to transform the vanilla
supply chain
Alison Taylor, Chief Sustainability Officer, ADM

he health of the world’s natural
resources is critical to the success of
the food and nutrition industry; –
without a healthy planet, there is no
healthy nutrition. As we procure
agricultural commodities from around the world
to deliver varied, healthy nutrition, we know the
decisions we make as an industry have a direct
impact on the individuals living and working in
these areas. That’s why we’re committed to the
communities who help us feed and nourish people
across the globe.
We believe that a sustainable supply chain
requires the participation of multiple stakeholders.
To implement new ways of working and effect real
change, we must collaborate. By working with
stakeholders — including other industry participants, governments, and NGOs — together, we
can address opportunities for improvement across
every single part of the agricultural supply chain.
And by working hand-in hand with partners in
Madagascar, we’ve done just that, transforming
the traditional, complex vanilla supply chain.
The vanilla supply chain
Vanilla is a familiar and popular flavor across
the globe, but it is also the perfect example of a
market in which the farming communities feel the
impact of the supply chain deeply and would
suffer without sustainable interventions and
support.
Madagascan vanilla is one of the most coveted
crops on the global-ingredient market. Approximately 70-80% of the world’s vanilla is sourced
from the country, where it is produced and
collected from smallholder farmers through a
complex supply-chain network. Madagascan vanilla
also happens to be one of the most volatile crops
on the global-ingredient market. Over the last
20 years, cured vanilla beans have been known to
sell for almost $600 per kilogram one week, then
$20 the next.
North-eastern Madagascar is the world's
largest producing region of natural vanilla, making
this area of the developing country particularly
vulnerable to market volatility. What’s more, the
supply chain is incredibly complex. Typically, a
smallholder vanilla farmer sells to a small collector,
who sells to a large collector, who then sells to an
exporter that finishes the curing process before

selling to the end customer.
Despite vanilla’s popularity and the generally
thriving vanilla economy, many farmers struggle
against poor living and working conditions. In
addition, because vanilla pods are hand pollinated
and manually harvested, it can be difficult for
farmers to meet this global demand. The result is
that demand, coupled with social challenges and
difficult working conditions, further contribute to
the volatility of the commodity and the challenges
faced by farmers.
Collaborating for communities
Vanilla is an important part of ADM’s flavours
offering. Customers and consumers alike place
value in a sustainable and responsible supply chain,
and we know we have a commitment to the
farmers that produce our vanilla.
That’s why last year we partnered with
Sahanala, a 4,000-strong farmer-owned cooperative in Madagascar, to form SAVAN; a joint venture
with the mission to improve the livelihoods of
vanilla farmers in the country.
In collaborating to form SAVAN, we have
enabled farmers in Madagascar, for the first time
ever, to own the whole the supply chain: from
harvesting and processing, to exporting the beans
to international markets. The partnership removes
all middle transactions, making it possible for
farmers to sell directly to ADM, simplifying the
collection process, eliminating volatility, and
enabling farmers to receive more of the profits
from their sales.
The partnership with Sahanala does not begin
and end with a sale. While the program gives
farmers capacity to increase net profit, ADM also
works with Sahanala to implement farmer-focused
social programs. These include education, medical
care, food security and agronomy training to
help grow business, improve living and working
conditions, and ensure sustainable livelihoods for
vanilla farmers.
The benefits are felt on all sides. While farmers
receive more of the profit from their sales, which
in turn helps to improve their livelihoods, ADM
benefits from supply-chain efficiencies, and can
ensure increased transparency for customers and
end consumers around the world. After only one
year, and despite a volatile global landscape, SAVAN
has already expanded to provide more sustainable

employment opportunities. This summer, we
inaugurated a new SAVAN vanilla factory in
Antsohihy, Madagascar, where 130 employees
have been hired.
These improvements would not have been
possible without the collaboration of Sanahala,
ADM, and, of course, the vanilla farmers themselves. By working together to create a supplychain system that works for all parties, the
partnership has transformed several key parts of
the supply chain, increasing traceability, steadying
prices, and improving farmer conditions What was
once a particularly volatile supply chain, has
become increasingly stable and sustainable.
Given the impact we have already seen in a
challenging supply chain, I wholeheartedly believe
collaboration is the key to transformation. That’s
why ADM is working in partnership to improve
other communities at the heart of our supply
chain, from providing clean water and sanitation
in India and Peru, to delivering community support
programs in Paraguay, and partnering with
humanitarian organisations to address hunger in
countries the world over.
The benefits to all involved in the SAVAN
project have been tangible and are important steps
forward in ensuring the longevity and health of our
industry, and the planet, and its success shows us
even the most complex and volatile supply chains
can be transformed when we work together.
To find out more about how ADM is working to
improve the lives of the producers it works with,
visit
HYPERLINK "https://www.adm.com/
sustainability" https://www.adm.com/sustainability.
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Naturally Unique Plantcaps®
Capsules: a Next Generation
Capsule Essential
Making Cleaner, More Sustainable Choices
Stephane Vouche, Marketing Manager, Lonza Capsules & Health Ingredients

80

82%
73%

60

80

79%

40

20

20

0

0

Know the source
of the ingredients
88%

80

76%

80%

76%

75%

40

100

Environmentally
responsible brand

100

60

64%

60%

Plant-based
100
80

83%

80%

60

60

62%

40

40

20

20

0

0

64%

58%
44%

Germany

Figure 1: Consumer preferences for dosage forms
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turers, too: an ideal product should perform with
ease at every stage of it is creation, promotion and
application. To achieve this, it is essential to balance
elegant supplement product design with demonstrated health benefits. With research showing that
capsules remain the preferred format for supplement users7, it is here that Lonza can help – thanks
to our Capsugel® capsule design and manufacturing expertise, combined with a deep understanding of consumer needs and preferences. We know
that a clean-label capsule is more than a container:
the right polymer choice can enable and empower
the healthier lifestyle choices consumers aspire to

Disintegration time - comparison between capsules
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Figure 2: Disintegration of gelatin capsules and Plantcaps® capsules in water, 37°C, according to Japanese Pharmacopeia
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Source: NMI Consumer Study SORD 2019

product development process to ensure the final
product can deliver on consumers’ responsible
expectations. Recent Lonza research in Germany
also shows that consumers are looking for dosage
forms that are attractive and easy to swallow – 63%
think taste and smell is important when making
supplement purchasing decisions, while 72%
prioritize a format that is easy to take6. Of course,
regular, routine supplement consumption also
plays a significant role in achieving the measurable
health benefits consumers want.
If that routine is to become effortless for
consumers, it should be effortless for manufac-

01:26

Dosage Forms Designed For Consumers
These preferences and purchasing habits also
extend to the food supplement market, which is
becoming an increasingly dynamic environment as
consumer expectations evolve; the market has, for
instance, seen a 34% growth in products making
“plant-based” claims from 2015 to 20194 and 1 in
5 consumers have turned their focus to botanical
and herbal solutions5. In the wake of a turbulent
2020, consumers are more focused on taking
care of their health and are looking for safe, transparent, quality solutions, so that they know what
they are putting in their bodies.
For these responsible consumers, it is also
important that choosing sustainable, clean
products does not mean they have to compromise
on the product experience. They know that more
“natural” or “herbal” should not have to mean
more pungent, less convenient, or less enjoyable.
(Figure 1)
When it comes to food supplements though,
these attributes are not just important with regards
to the ingredient. The choice of dosage form must
also be considered from the very start of the new

Available in an easy to
use/consume format

100

Time

hen consumers today choose
what they put into their bodies,
and as they fill their carts
in-store and online, they are
making decisions with great
care and with concern about their impact on the
planet. Wherever they are in the world, these
choices are increasingly influenced by the personal
values, preferences and belief systems of individuals.
Sustainable consumption is, as such, no longer
a niche way of life: as many as 50% of shoppers
now report trusting products featuring “sustainably produced” claims1. 54% of buyers also feel
they can make a real difference with their
purchasing decisions2, which means we are at a
moment when a brand’s take on sustainability
makes all the difference in how consumers
perceive it. Indeed, research has also shown that
70% of consumers expect brands to invest in
sustainability3. Here, it is important for brands to
go back to basics: the source of ingredients in a
product matters just as much as the health
benefits it claims, and close attention must be paid
to quality and provenance at every stage of a
well-managed supply chain.
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Chr.Hansen
acquires Jennewein
Biotechnologie
GmbH to enter and
lead the
high-growth
Human Milk
Oligosaccharides
market
Plantcaps® capsules
make.
Premium Pullulan For Performance
That is where Lonza’s naturally unique
Plantcaps® capsules come in, forming part of a
new generation of plant-based capsule essentials
that are responsibly made to resonate with today’s
informed consumers. These uniquely made,
naturally vegan capsules are made of the watersoluble polysaccharide pullulan, a tasteless,
odorless, biodegradable polymer obtained from
tapioca that has been fermented with black yeast
Aureobasidium pullulans. Part of Lonza’s portfolio
of Responsibly Made Products™, these capsules
have the demonstrated credentials in performance, convenience and sustainable sourcing that
are a hallmark of our flagship plant-based range.
Composed of substances with a long precedence
of safe use, Plantcaps® capsules are suitable for use
in a broad range of countries.
The pullulan used in Plantcaps® capsules is
carefully selected and is uniquely produced using
a sustainably cultivated source of manioc (cassava)
that undergoes a process of microbial fermentation, without employing genetically-modified
organisms and without the use of organic solvents.
The manioc itself thrives in poor soil, which leaves
nutrient-rich land available for the crops that need
it most. When a Plantcaps® capsule is produced,
potassium chloride and carrageenan sourced from
natural marine algae to are added to the pullulan,
allowing the polymer to gellify into its capsule
form. Every step of the capsule creation process,
from sustainable sourcing of raw materials to
standards for purity and performance, is
stringently monitored by Lonza experts. As such,
Plantcaps® capsules lead the industry in meeting
regulatory requirements and offering a safe, cleanlabel experience with authorized, trustworthy
components.
Engineered For Excellence
Unparalleled standards in sustainability are
coupled with an innovative approach to capsule
design. Each element of the Plantcaps® capsule is
carefully considered to meet Lonza’s industry
leading quality standards that ensure every
capsule contains, protects and delivers as required.
Essential to this is Lonza’s high performance,
proprietary Coni-Snap® capsule closure mechanism, which features a capsule body with a tapered

rim that easily engages with the cap for easy
closure. Other benefits include a dual snap-ring
locking system that prevents leaks of powder fills,
as well as air vents that allow air to escape for
easier filling on high-speed machinery.
This proprietary design, combined with the
unique properties of pullulan, ensures that
Plantcaps® capsules are stable, non-reactive and
non-brittle to offer peak performance during the
manufacturing process, running smoothly on
automatic filling machines. What is more, as an
inert polymer, pullulan offers an excellent oxygen
barrier that helps to create a taste- and
odor-neutral experience. Adding another distinctive element to the consumer experience,
Plantcaps® capsules are transparent – offering a
glossy, attractive visual without compromising on
the careful protection that ingredient fills require –
while also meeting dietary needs and religious
lifestyle requirements. What sets them apart
even further, however, is their fast, gelatin-like
dissolution once swallowed, ideal for immediate
release applications. (Figure 2)
Plantcaps® Capsules: Part Of Your
Capsule Essentials
When a product delivers on every level, it
demonstrates to the consumer just how effortless
the supplement experience can be. By making it
easier for individuals to integrate healthy choices
into their daily routines, Plantcaps® capsules
demonstrate their essential place in any plantbased supplement portfolio that seeks to lead the
market. To brand owners and consumers alike,
Plantcaps® capsules offer the benefits of
performance, stability and clean-label credentials
alongside quick, convenient and effective delivery.
It is an elegant solution that does indeed seem
effortless, but Plantcaps® capsules would not be
possible without advanced, proprietary polymer
science from Lonza.
Discover how your plant-based portfolio can
thrive with next generation Plantcaps® pullulan
capsules at www.capsugel.com
References:
1 Euromonitor Sustainability Report 2019.
2 Ibid.
3 Innova Trends Survey 2020. Average of UK, US and China.
4 Innova Database, Nutrition Focus: plant-based supplements, 2020.
5 Ibid.
6 NMI SORD Germany 2019.
7 Ibid.

hr. Hansen Holding A/S has entered into
an agreement to acquire all of the shares
of Jennewein Biotechnologie GmbH,
which is a leading player in the Human Milk
Oligosaccharides (“HMO”) market
The acquisition is fully in line with Chr. Hansen’s
2025 Strategy of pursuing bolt-on acquisitions that
extend and strengthen its microbial and fermentation technology platforms.
Mauricio Graber, CEO of Chr. Hansen, said: “I
am truly excited that we have reached an agreement to acquire Jennewein. The fast-growing HMO
market is a new space that we have been following with strong interest for some years. In truth,
we are making a long-term investment and
commitment to HMOs, which I am convinced will
bring long-term value creation to our shareholders.
Given the addressable market and the expected
growth rates, this is now our 5th strategic lighthouse and will be accretive to our organic growth
beyond 2020/21. HMOs also fit perfectly with our
purpose to, ‘Grow a better world. Naturally’, as
these are some of nature’s most intricate
nutritional components for the most precious and
vulnerable – newborn infants and young children.”
“For us, Jennewein is a strong fit to our
microbial portfolio, as its fermentation platform is
also scalable and offers good long-term margin
potential as volumes increase. Jennewein is a
leader in the HMO industry with a superior
product offering and IP portfolio, and we believe
the company holds a leading position in this
relatively new and very exciting market.
Jennewein’s products will have strong functional
synergies with our probiotic bacteria, such as LGG®
and BB-12® and combining the companies will
create an even stronger competitive advantage.
Furthermore, we believe that the very talented
employees of Jennewein will be a strong cultural fit
to Chr. Hansen,” concludes Mauricio Graber.
Dr. Stefan Jennewein, Founder and CEO of
Jennewein, said: “Today, we are starting a new
chapter in the pre- and synbiotic market by
combining the strengths of Chr. Hansen and
Jennewein Biotechnologie. 15 years ago,
Jennewein started with the ambition to make
human milk oligosaccharides available for all
infants. Today, HMOs have become a must-have
for all premium infant formula. Whereas initially we
were very much intrigued by the anti-infective
effects of HMOs, in particular against human
pathogenic viruses, today it is clear that even more
beneficial effects can be expected from the
combination of HMOs with probiotics. Thus, Chr.
Hansen is the perfect match for Jennewein to
bring the HMO story to the next level.”
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Why plant-based colours are
the perfect choice for
plant-based products
Heavily processed
meat and fish
alternatives with
chemical colours
are falling short of
expectations.
EXBERRY® Coloring
Foods provide the
ideal solution, using
plant-based
materials to deliver
spectacular results,
writes GNT
Product Manager
Jana Reckter
lant-based meat and fish is more
popular than ever before. FMCG
Gurus data shows 29% of
consumers worldwide now eat
meat substitutes on a regular
basis1, while a recent Deloitte survey saw a fifth of
millennials and Generation Zs describe themselves
as vegetarian or vegan.2
As a result, the global plant-based meat
market is enjoying phenomenal growth, with UBS
predicting it will grow from $4.6 billion in 2018 to
$50 billion by 2025.3
Nonetheless, many meat and fish substitutes
are failing to match consumer expectations.
Datassential has found that 49% of shoppers
choose plant-based products over animal alternatives because they are healthier4, while a Mintel
survey showed 41% of UK consumers agree that
meat-free foods are more appealing when they
have a short ingredient list.5
Despite this, a significant number of the
products on the market today are heavily
processed and feature long ingredient lists.
Research carried out by Nielsen in 2019 found that
less than half (46%) of plant-based products
featured both ‘clean’ credentials and short
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ingredient lists.6
Last year’s Barclays report on alternative meat, meanwhile, showed seven out of
ten consumers prefer to avoid artificial ingredients7, while the same proportion say it is
important that meat substitute products are 100% naturally formulated.8
Plant-based 2.0
With today’s consumers demanding more from their products, the industry is now
upping its game. The plant-based 2.0 era has arrived, with manufacturers taking steps
to clean up their ingredient lists and ensure their plant-based meat and fish products
match expectations.
Using the right coloring ingredients can be particularly important. While product
appearance is vital, nearly two-thirds (62%) of shoppers say they are concerned about
ingredients that sound chemical.9 As such, using artificial colours – and even so-called
‘natural’ colourants like iron oxide, anthocyanin and carotene – can impact on consumer
appeal.
EXBERRY® Coloring Foods offer the ideal solution. Made from fruit, vegetables and
plants with no chemical solvents, they make it possible to use plant-based colours for
plant-based products.
They could be labelled on an ingredient list as “Coloring Food (concentrate of
carrot and blackcurrant),” for example, which is easy for shoppers to understand and fits
perfectly with expectations for healthier products. We even have a ‘coloured with fruit
& vegetables’ logo that can be used on the front of the pack.
Coloring Foods are suitable for almost any food and drink application and can
deliver exceptional results for meat and fish alternatives. From vivid veggie sausages to
uber-realistic salmon substitutes, they can provide the ideal visual impact while maintaining perfectly clean and clear labels.
Our experts can offer full support to customers, too, from color matching and
stability testing all the way through to regulatory support and upscaling.
Raw materials
We also take great pride in using only the best raw materials for our Coloring Foods.
We are vertically integrated and monitor the entire supply chain, from selection of seeds
to cultivation and harvesting of raw materials, all the way through to finished products.
The entire process is controlled by our agronomists, who conduct extensive quality
checks at regular intervals. Whether we are growing black carrots, pumpkins or
elderberries, our fruit and vegetables are cultivated to deliver exceptional colour
performance every time. In this way, we offer our customers the best products,
complete traceability and price stability.
This approach has also helped us to ensure we can provide a consistent, year-round
supply of our Coloring Foods. While recent months have created challenges throughout
the industry, we have been able to maintain sufficient inventory of raw materials and
finished ingredients for all our customers.
Colour without compromise
In a crowded marketplace, it is clear that simply offering plant-based products is no
longer enough.
With consumers seeking out healthier food and drink with clean and clear labels, it
is essential for manufacturers to make sure their ingredients – not least their colours –
do not undermine their products’ positive credentials.
EXBERRY® Coloring Foods mean there is no need to compromise. Utilizing fruit,
vegetables and plants to provide hundreds of spectacular shades, EXBERRY® is the
ideal way to ensure plant-based meat and fish products offer widespread appeal while
achieving their full visual potential.
References:
1 FMCG Gurus ‘Top Trend: Plant-Life Explored’ (2020)
2 Deloitte 'The Deloitte Global Millennial Survey 2020'
3 UBS 'Future of Food I: Is Plant-Based Meat Poised to Rebalance Global Protein Consumption?' (2019)
4 Datassential 'Plant-Based Eating SNAP! Keynote Report' (2018)
5 Mintel/Lightspeed
6 Nielsen 'Meet The New "Meat" Eater' (2019)
7 Barclays Investment Bank 'Alternative Meat' (2019)
8 FMCG Gurus ‘Top Trend: Plant-Life Explored’ (2020)
9 FMCG Gurus ‘The Future of Naturalness 2020’ (August 2020)
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Legal status of new product
innovations must be
determined before launch in
the EU consumer market
Mari Lyyra, Regulatory Affairs Manager; Tiina Carlsson,
Regulatory Affairs Expert, Oy Medfiles Ltd

ue to the rising interest in climate
aspects, animal welfare as well as
the environment and health,
consumers’ food choices are
rapidly changing. In a relatively
short time, a large number of food innovations
have entered the stores and the online market.
Numerous product innovations from new plants,
fungi, algae, micro-organisms, cell cultures and
new by-product ingredients from different
industries are constantly being designed and
tested in laboratories and production lines. In the

heat of this wave of innovations, companies may
be unaware of the legislative framework, and
therefore, some surprises may lie ahead. For
instance, many new products might be classified as
novel foods that are not allowed to be marketed in
the EU without permission. The key question is
therefore whether the new food ingredient will fall
under the Novel Food Regulation (EU) 2015/2283
and, if it does, what this means in practice.
Businesses often want to avoid the novel food
status, as falling within the scope of the Novel Food
Regulation means they need to invest a lot of time,
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money and work. However, if the innovation is
promising, going through the novel food
application process may be worthwhile. Not to
mention that for novel foods, it also is the only way
to the consumer market. During the process, the
safety of the novel food for consumers is fully
established, which is the ultimate purpose of the
Novel Food Regulation. When the marketing
authorisation is granted, it is also possible, in certain
cases, to have the data related to the safety
studies protected for a period of full five years.
So, when a new product idea is born, it is
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Table 1. Novel food categories (summarised from Regulation (EU) 2015/2283)
"Previous use" refers to use before 15 May 1997"
i) food with a new or intentionally modified molecular structure, if the structure was not previously
used as a food or in a food
ii) food consisting of, isolated from or produced from microorganisms, fungi or algae
iii) food consisting of, isolated from or produced from material of mineral origin
iv) food consisting of, isolated from or produced
from plants or their parts, except when it has
a history of safe food use in the EU and is
consisting of, isolated from or produced from
a plant or a variety of the same species
obtained by either:

a. traditional propagating practices which have
been used for food production previously; or
b. non-traditional propagating practices which
have not been used for food production
previously, where those practices do not
significantly change the composition or
structure of the food affecting its nutritional
value, metabolism or level of undesirable substances

v) food consisting of, isolated from or produced from animals or their parts, except for animals obtained by traditional breeding practices which have been used for food production previously and
the food from those animals has a history of safe food use within the Union
vi) food consisting of, isolated from or produced from cell culture or tissue culture derived from animals, plants, micro-organisms, fungi or algae
vii) food resulting from a production process that has not been used for food production previously,
which significantly changes the composition or structure of a food, affecting its nutritional value,
metabolism or level of undesirable substances
viii) food consisting of engineered nanomaterials
as defined in the regulation
ix) vitamins, minerals and other substances used
in food supplements, traditional foods or foods
for special groups, if:

a. a production process that has not used for
food production previously has been applied
(see vii), or
b. they contain or consist of engineered nanomaterials

x) food used exclusively in food supplements previously, now intended to be used in other than food
supplements
important to let it grow, as that is how the best
results often come about. Businesses would
nonetheless be smart to find out the legislative
requirements and keep them in mind, already from
the beginning of the project.
Is my product a novel food?
The term ‘novel food’ refers to a new food or
ingredient that has no history of use by humans in
the EU. In this context, ‘previous use’ refers to use
before 15 May 1997.
The safety of a novel food must be ensured
through an authorisation procedure before the
novel food can be placed on the EU market. So, if
a food has not been consumed previously to a
significant degree and if it falls into at least one
of the categories defined in the Novel Food
Regulation, it is likely to be classified as a novel
food. The categories according to the Novel Food
Regulation are presented in Table 1.
It is good to remember that human use outside the EU, for example in the United States or
Asia, is not taken into account when considering
previous use of the food.
This means that also traditional foods used in
third countries but not used to a significant degree
in the EU before 15 May 1997 are considered novel
foods.
Food business operator is responsible
for the regulatory positioning of
the product
Only safe foods can be placed on the market
(Regulation (EC) No 178/2002). The food business
operator (FBO, defined in the legislation as ‘natural

or legal person responsible for ensuring that the
requirements of food law are met within the food
business under their control’) is responsible for
ensuring that the product is safe and complies
with food regulations. The FBO must verify the
regulatory positioning of the food or food ingredient, i.e. whether it falls within the scope of Novel
Food Regulation or not.
We at Medfiles have experience of several
cases where regulatory positioning has not been
easy – for many different reasons. For example, it
can be difficult or even impossible to find proof of
a temporary history of use that has taken place for
more than twenty years ago. Also, even if the
source plant or animal of the new product is safe
and traditional (e.g. pea) and is not classified as
novel, an ingredient isolated or made from it (e.g.
a selected protein fraction or peptides) most often
is novel. On the other hand, traditionally used
pea-based products, such as pea flour and pea
protein, are not novel.
Regulatory positioning is not always easy, as
the Novel Food Regulation does not provide
precise quantitative or qualitative criteria for
determining when a product is considered novel.
Therefore, comprehensive legislative expertise is
needed.
Consultation can be requested from
the national authorities
If, after careful examination of the Regulation,
an FBO still is unsure of the regulatory positioning
of the product, an official classification can be
requested. This procedure was recently enabled via
the Commission Implementing Regulation (EU)
2018/456. The request for consultation is submitted to the EU Member State (national authority)
where the product is planned to be placed on the
market for the first time. The information needed
for the request can be found in the Regulation and
i

Table 2. Examples of food ingredients having received an official classification in the consultation process
Novel
Several plant extracts: aqueous extracts from
fig leaves in foods (not novel in food
supplements) and olive fruit with max 10 %
hydroxytyrosol, Epimedium brevicornum
Maxim leaves

Not novel
Coix lacryma-jobi L. seeds in
food supplements

Cocoa pulp juice

Cold pressed Nigella sativa seed oil

Casein hydrolysate with elevated tripeptide
levels (VPP and IPP)

Mineral enriched fungal biomass
(Aspergillus oryzae)

CBD isolate (purity > 98 %)
Mung bean (Vigna radiata) protein isolate

Olio di lentisco (oil obtained from Pistacia
lentiscus berries)

Several mycelium powders: Agarixcus plazei,
Coprinus comatus, Ganoderma lucidum,
Grifola frondosa, Hericium erinaceus,
Lentinula edodes, Pleurotus eryngii,
Pleurotus ostreatus, Polyporus umbellatus

Gulupa (Passiflora edulis f. edulis Sims)

Plant protein concentrate fermented with the
mycelium of shiitake (Lentinus edades)

Pea (Pisum sativum) protein hydrolysate and
soy (Glycine max) protein hydrolysate

Selenium mushrooms (Agaricus bisporus)

Preserved pine cones (Pinus sylvestris) in food
supplements

Vitamin B mushrooms (Agaricus bisporus)

Pine cone (Pinus sylvestris) syrup
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ncludes for example the characterisations of the
food, its conditions of use, production process and
history of human consumption in the EU. The
national authority provides its conclusion on the
novel food status within four months after
validating the consultation request. The result of
the conclusion is public and will be published on
the European Commission's website.
The consultation process has been possible
since April 2018, and it has been widely used. By
19 October 2020, 45 conclusions have been
published. Most of the requests have concerned
foods that are isolated or produced from plants,
micro-organisms, fungi or algae. So far, no consultations have been requested regarding animalderived products. The majority of the consultations
have resulted in ‘novel food’ status of the product
(35) and a minority with ‘not novel food’ (7) or ‘not
novel in food supplements’ (5). We have
summarised some examples of these officially
classified foods in Table 2.
Reviewing the results of the consultation
process interestingly shows that when a company
is unsure whether or not their product is a novel
food, it often is. The main reason in most cases is
that there is no history of use in the EU before
15 May 1997, in other words, the food is considered a new (novel) food. However, in many cases
it has been possible to demonstrate a history of
use to a significant degree in the Union, thereby
avoiding the novel food status, such as is the case
for pine cone syrup used traditionally in Romania
and Hungary.
Another interesting example concerns mung
bean protein isolate. It was classified as a novel
food, the reason being that although mung bean
(Vigna radiata) and mung bean flour have been
used as food, there is no history of use for the
protein isolate. In contrast, a pea (Pisum sativum)
protein and soy (Glycine max) protein hydrolysate
product was classified as non-novel food. The
reasoning was that ‘while the complexity of
the protein structure will likely be affected by
hydrolysis, the ultimate content and proportion of
amino acids should not be significantly altered’.
Application or notification needed
for novel foods
If a product meets the criteria for a novel food,
an application for official assessment must be
submitted to the Commission. The application
must include comprehensive product information,
studies on safety with the intended use, the food
groups in which the product will be used and the
amount that it is intended to be used. The
application process takes 1.5 to 2 years. During the
process, the Commission will request that the
European Food Safety Authority (EFSA) carry out a
risk assessment, which may take up to 9 months,
whereafter the Commission gives its draft
implementing act at the latest 7 months after the
risk assessment. After acceptance from the Standing Committee on Plants, Animals, Food and Feed,
the product can be included in the Union’s list of
novel foods and can be launched in the EU.
Currently, applicants can submit novel food
applications and traditional food notifications
online via an electronic submission system.
Unfortunately, according to the authorities, this
has led to an increased number of incomplete
dossiers, which causes delays in validation and the
processing times, as several requests for further
information have to be made to the applicant.
Instead of the application procedure, it is
possible to use a notification procedure for novel
foods that have traditionally been consumed in a

Table 3. Examples of approved plant-, fungus- and animal-derived novel foods
Plant-derived

Chia seeds and chia oil
Cranberry extract powder (only allowed in food supplements)
Coagulated potato proteins and their hydrolysates
Rapeseed protein
Non-fat cocoa powder extract and low-fat cocoa extract
Sugar cane fiber
Lycopene and lycopene extract from tomatoes
Wheat bran extract

Fungus-derived

Arachidonic acid-rich oil from the fungus Mortierella alpina
Chitosan extract from fungi (Agaricus bisporus; Aspergillus niger)
Chitin-glucan complex from Fomes fomentarius

Animal-derived

Antarctic krill oil from Euphausia superba
Bovine milk basic whey protein isolate
Calanus finmarchicus oil
Fish peptides from Sardinops sagax
Oil extracted from squids
Refined shrimp peptide concentrate
Protein extract from pig kidneys

country outside the EU. This is a shorter and lighter
process. A safe history of use of at least 25 years
must be shown as part of the notification. For
example, cacao fruit pulp and pulp juice as well as
syrup from Sorghum bicolor (L.) Moench have
received novel food approvals based on their
traditional use in non-EU countries.
Examples of authorised novel foods
The Union list of novel foods in (EU)
2017/2470 contains all authorised novel foods with
their conditions of use and labelling requirements.
The list contains many plant- and fungus-derived
products that can already be found in the supermarkets, such as chia seeds and chia oil (Table 3).
Other examples of products made from familiar
plant sources include coagulated potato proteins
and their hydrolysates as well as rapeseed protein
(specified as an aqueous protein-rich extract
from rapeseed press cake originating from
non-genetically modified Brassica napus L. and
Brassica rapa L.; protein content ‡ 90 %).
Plant-based foods make the majority of the
authorised novel foods on the list, but there are a
few products of fungal and animal origin also
(Table 3). As an example of an animal-derived
by-product, refined shrimp (Pandalus borealis)
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peptide concentrate is manufactured from
leftovers of shrimp production, i.e. from shrimp
head and shells, and is to be used as ingredient in
food supplements.
As an example from Finland, a novel food
application on rapeseed powder by Finnish Avena
Nordic Grain Oy received a favourable opinion on
its safety from EFSA in late July 2020. Commission
authorisation is expected in 2021. Rapeseed
powder is made from a rapeseed press cake which
is a by-product of rapeseed oil production. The
proposed use includes breakfast cereals, breads
and rolls, snacks and meat imitations.
Number of novel food dossiers
is increasing
Several companies have performed regulatory
positioning for their products – either by themselves or via the consultation process. As a result,
the number of submitted novel food applications
has significantly increased during the last few years.
When looking at the list of submitted applications
that are currently in process, there are several
interesting by-products and new types of nonanimal-origin protein ingredients that we might
hear from in the future. Some examples of these
are given in Table 4.
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Table 4. Examples of submitted novel food applications in process
Coffee husk (cascara) – the dried husk of the coffee fruit or coffee cherry
Coffee flour (defatted coffee dietary fibers)

If you are unsure about your ingredient’s or
product’s legal status, the national authorities and
expert service companies are a good help. A
thorough plan for product launch will help you do
the right things at the right time – and eventually
save both time and money.

Brassica napus whole seeds
Fungal protein-fiber rich biomass
Several insects, such as house cricket, whole and ground crickets, whole and ground lesser mealworm
larvae products, mealworm, migratory locus

Antrodia camphorata mycelia powder
Pea and rice protein fermented by shiitake (Lentinula edodes) mycelia
Rapeseed powder from Brassica rapa L. and Brassica napus L.

In addition, nine notifications of traditional
foods from non-EU countries have been submitted
to the Commission by 19 October 2020, one
example being the berries of Lonicera caerulea L.
(haskap).
Novel food catalogue will be renewed
In addition to the Union list of novel foods (EU)
2017/2470, also the EU novel food catalogue
gives information on the novel food status of
substances. It is a non-exhaustive list and serves as
orientation on whether or not a product will need
novel food authorisation. The catalogue is available
on the Commission’s website and is a good extra
help as it also contains substances that have not
been classified as novel. The novel food catalogue

Further reading and references
Novel
food.
European
Commission.
Available
at:
https://ec.europa.eu/food/safety/novel_food_en
Register of Questions. European Food Safety Authority (EFSA). Available at:
http://registerofquestions.efsa.europa.eu/roqFrontend/ListOfQuestionsNoLogin?1&p
anel=ALL
Regulation (EU) 2015/2283 of the European Parliament and of the Council
of 25 November 2015 on novel foods, amending Regulation (EU) No 1169/2011 of
the European Parliament and of the Council and repealing Regulation (EC) No 258/97
of the European Parliament and of the Council and Commission Regulation (EC) No
1852/2001. Official Journal of the European Union L 327/1.
Commission Implementing Regulation (EU) 2017/2470 of 20 December
2017 establishing the Union list of novel foods in accordance with Regulation (EU)
2015/2283 of the European Parliament and of the Council on novel foods. Official
Journal of the European Union L 351/72.

will be renewed as regards both appearance and
content in the future. The results of the official
consultation processes will also be added to the
catalogue as a part of the renewal.
Illegal novel foods on market
Illegal novel foods are occasionally found on
the market, for example as ingredients in food
supplements. Unapproved novel foods are
immediately withdrawn from the market. The
Rapid Alert System for Food and Feed (RASFF)
notification is also given by authorities to all EU
Member States. In 2018, more than 50 such
notifications were given. In some EU countries,
this also results in an immediate fine for the
responsible operator.
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Acacia gum, a versatile
ingredient for sugar-free
and sugar-reduced food
and drinks!
he change of attitude towards
sugar is one of the most important
food evolution of the last few years.
In the food and beverages industry,
reducing or eliminating sugar
content is a necessity in order to address the health
issues faced by the world population.
Reducing sugar consumption for
better public health
Several scientific studies have recently pointed
that an increased intake of sugar is associated with
an increase in body weight in adults*. A high level
of free sugar intake is not recommended by the
public health authorities, as it is a risk factor for
dental caries, and most importantly for obesity and
risk of NonCommunicable Diseases (NCDs) like
diabetes or cardiovascular diseases .Obesity has
been increasing in all divisions of society since
1975, and today, almost 30% of the global
population is overweight or obese.
Public authorities, consumers and brands
must face and tackle this issue collectively. In
Europe, consumer attention to added sugars is
strongly increasing. In March 2017 the European
Food Safety Authority (EFSA) announced that it will
provide scientific advice on the daily intake of
added sugar in food by early 2020**. Since 2015,
the World Health Organization has published
recommendations to reduce free sugar intake
among adults and children. Countries and national
authorities have used various policies to help
educate consumers: pricing and fiscal measures,
children interventions, advertising regulation,
prescribing physical activity, changes in portion
sizes. Taxation policies have been increasingly
implemented in the past few years (for example in
Belgium, Chile, Finland, France, Hungary, and
Mexico) in order to increase the price of potentially
unhealthy products such as foods high in salt,
sugar or fat, or sugary drinks.
The food industry also has a role to play via the
reformulation of products and the promotion of
healthy diets. In fact, manufacturers add sugar to
74% of packaged foods sold in supermarkets,
according to the “Guidelines on sugars intake
for adults and children” from the World Health
Organization. At the same time, the consumers all
over the world are asking for more naturalness and
have the desire to minimize their consumption
of products with too much sugar. Engaged
consumers are better informed today, using the
technological tools of our time to send alerts and
make their voices heard. Several solutions have

Acacia gum is a soluble fibre and has many functional properties
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been developed in the last few years, smartphone
apps designed to evaluate the food products sold
in supermarkets. These tools respond to consumer
needs because they provide assistance in making
more informed purchases. The products are
scrutinized by committees of independent
nutrition experts who help formulate opinions and
recommendations. Some applications specialize in
specific nutritional aspects such as sugar content.
This means consumers can scan a product’s bar
code to determine instantly whether the product
contains added sugar or natural sugar. Those
consumer behaviors in recent years have shaped
marketing messages, and allowed the emergence
of “sugar-free”, “sugar-reduced”, and “alternative
sweetener” products. Sought out because they are
low in sugar and/or calories, these products can
help prevent health problems such as high blood
pressure, obesity, high cholesterol or even type
2 diabetes. That is why reformulating products with
less sugar, fat and salt is an important trend right
now in the food industry. This trend is reinforced by
the necessity to prevent and address the obesity
epidemy. Now the challenge for manufacturers of
consumers products is to find a solution to reduce
sugar content without diminishing the taste of
their products and the experience they provide to
the consumers.
Acacia gum helps with the formulation of
sugar-free and sugar-reduced products
In order to find solutions, the food industry
can count on acacia gum, a natural additive and
ingredient sourced from the African Acacia tree.
Acacia gum is a dried exudate coming from two
varieties of Acacia trees. It has been safely used in
food products worldwide for a long time, and is
nowadays found in thousands of day-to-day
products thanks to its various functional
properties. It is particularly appreciated for being
100% natural and vegetal, and for the versatility of
its applications.
Dr Isabelle Jaouen is the Director of the
Research Center at Alland & Robert, one of the
leading manufacturers of Acacia gum worldwide.
She said: “Formulating sugar-free or sugar-reduced
products to reach satisfactory organoleptic profile
and low-calorie content involve new formulation
and can be challenging. As a texturing agent
bringing low viscosity, Acacia gum can be a
solution. Food companies are more and more
using acacia gum with sweeteners in order to
develop an innovative response to the demands
of the consumers.”
Once a food or drink is reformulated with less
or zero sugar, the texture can be strongly affected,
for the displeasure of the final consumer. Acacia
gum will help compensate the loss of volume,
texture and mouthfeel in sugar-reduced products.
The rheology of the products will be improved by

Alland & Robert controls the sourcing and supply chain by visiting
African suppliers of acacia gum every year
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Alland & Robert R&D team is lead by Dr. Isabelle Jaouen (2nd from left)
acacia gum, and it will favor nice colours and
flavours.
Acacia gum is also known to bring stability
factors by reducing the water activity, which
means overall a better preservation. Additionally,
it improves the softness and mouthfeel thanks to
an increase of the water retention. Finally, acacia
gum can be used in combination with sweeteners.
For example, the loss of creaminess and bitterness
that occurs in sugar-free food can be compensated by a mix of polyols such as sucralose and

The consumption of products where acacia gum
is partially or totally replacing sugars is inducing a
lower glycemic response than products non
containing acacia gum. Thus acacia gum is a great
asset for the formulation of healthy products,
sugar reduced and sugar free products, and
reduced glycemic index products. Acacia gum
benefits also can be measured in areas such as
bowel function, gut health, immunity, blood
glucose control and glycemic index.
The French company Alland & Robert has been

Acacia gum is a natural exudate of acacia trees, and is harvested in the African Sahel
acacia gum. Or it can help with the addition of
isomalt. Acacia gum will have a masking effect
on the aftertastes sometimes generated by sweeteners and act as a bulking agent.
Acacia gum is also a fiber, and due to its
physical and functional properties, it is a good
ingredient to enhance the fiber content of food
products without compromising the appearance,
texture, or flavor of the food product. Professor
Christian Sanchez’s team has been working with
Alland & Robert for many years. Based at the
University of Montpellier at at the IATE* laboratory,
the team comprises around 20 employees who
have been involved for over eight years in research
programs that should lead to discoveries of new
uses for acacia gum. Professor Sanchez and his
team think they have pinpointed new applications
for this natural additive: “Because of its classification as a fiber and its emulsifying properties,
acacia gum could, theoretically, be used in all
formulated food products since it also has the
advantage of being temperature stable. Think
yogurts, dairy products and derivatives, as well as
baked goods and, more broadly, any flour-based
products”.
Finally, Acacia gum also helps with the
glycemic response of food and drinks: Studies have
shown that it lowers the peak glucose response.

manufacturing Acacia gum since 1884. Their focus
on customized R&D and tailor-made customer
service have led them to edit a documentation
about acacia gum and sugar reduction. It can
be requested for more information at: info@
allandetrobert.fr

Alland & Robert will be at FI CONNECT 2020.
Visit us virtually!
Visit our website www.allandetrobert.com
* http://www.actiononsugar.org/sugar-andhealth/sugar-and-obesity/
** https://www.efsa.europa.eu/en/press/news/
170323-0

Alland & Robert
9 rue de Saintonge
F-75003 Paris
France
Tel: +33 (0)1 44 59 21 00
Email: info@allandetrobert.fr
www.allandetrobert.com
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Her ally for a healthy
intimate flora
A convenient orally administered
probiotic shown to support
women’s intimate health

Probiotics for women’s health
Over the past five years, the market for nutritional
ingredients for women’s health carried on evolving
to a more mature market, driven by consumers’
interest and research and development. With
robust scientific backing and product development
on the rise, global probiotic markets have been, in
fact, growing fast for more than a decade. Lumina
Intelligence confirms products have diversified
from initial cores of gastro-intestinal health and
immunity to a much broader range of benefits
including skin, sports performance, brain health
and more female-focused areas like vaginal health,
urinary tract infections (UTIs), pregnancy and
osteoporosis. Probiotics research and development
is undeniably popular, with over 1600 ongoing
human clinical trials on probiotics listed in clinicaltrial.gov and WHO’s trial database.
According to Grand View Research, the
women’s health and beauty supplement market
has reached $49.8 Billion in 2019 and the
estimated compound annual growth rate (CAGR)
for 2020- 2026 is 4.75%. The probiotics for
women’s health core growth areas are: vaginal
health, urinary tract infections, pregnancy and skin
health. Among non-supplement women users,
40% of them think their « feminine health issues »
could be improved by using supplements.
Probiotics for women’s health is a fastgrowing market, increasingly attracting women
through online and on-site retail places. Although
women’s probiotic market used to be a niche
market, it is now becoming a strong differentiation factor for product development, explaining
why, since the past two years, a lot of new
probiotic products target women, and consequently consumers online engagement is
increasing: between December 2017 and January
2020 the number of reviews for women’s intimate

health probiotics increased by 804%, on average
from the 20 countries studied. Specific probiotics
are gaining attraction as they are a natural alternative to the conventional over-the-counter solutions
for vaginal health. Women are willing to try them
out especially when vaginal health conditions are
recurrent, which alters general quality of life.
Probiotics for women’s health is a major
opportunity to expand brand portfolios with a
potential target audience of over 1.4 billion
women. Genito-urinary issues, including vulvovaginal candidiasis, urinary tract infections and
bacterial vaginosis are the leading conditions,
bringing women to seek out medical advices,
prescriptive drugs and to investigate natural
efficient complementary supplements, such as
probiotics.

Life cycles of ovarian hormones
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Lactobacilli: The gatekeepers of
feminine health
The female vaginal microflora is a rich and
complex ecosystem, mainly consisting of
Lactobacilli which support the vaginal environment
and health. During her lifespan, every woman
encounters specific health and well-being issues
according to her lifestyle, physiology, hormonal
cycles and life stages. Vaginal balance is fragile, and
many internal or external factors can affect this
balance: gut health, immunity, mood balance, oral
health, intimate health... they all have been linked
by scientists to endogenous microbiota. Acting
upon the gut or vaginal microbiota, specific
probiotics can help each individual woman at every
stage of her life, from puberty to menopause. The
benefits of probiotics to support women’s health
are increasingly recognised, mainly due to their
ability to maintain and restore digestive and
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vaginal microflora balance, with positive consequences on feminine health as well as on
digestive health, occasional stress or natural
defenses. As per most of the beneficial effects of
probiotics, the benefits on intimate health are not
homogeneous for all the probiotics but are strain
specific.
WHAT IS THE DIFFERENCE BETWEEN
BACTERIAL VAGINOSIS AND VAGINAL
YEAST INFECTION?

Bacterial vaginosis
is defined as a vaginal dysbiosis characterized
by a decrease in concentration of Lactobacilli in
the vagina and an increase in concentration of
anaerobic bacteria such as Gardnerella vaginalis,
Atopobium vaginae, Mycoplasma hominis,
Prevotella, Porphyromonas. It is the most common
vaginal infection in women of childbearing age.
Vaginal yeast infection
is also due to an imbalance in the vaginal
flora. In this condition, the problem is a fungus
called Candida, such as Candida albicans, which
incapacitates commensal bacteria. Candida
albicans are also often found in the gastrointestinal tract, as part of a commensal bacteria.
Candida can co-exist normally in the vagina without any problem, and a proper Candida albicans
balance is an indicator of healthy vaginal
microbiota. However, it may cause trouble if it
outnumbers other microorganisms. Three out of
four women will have an imbalance with a Candida
albicans prominent microflora at some point in
their life.

studies). It demonstrated vaginal colonization and
persistence following oral intake (validated efficacy
dose: 5B CFU/day).
ROSELLA restores flora diversity associated with
a healthy vaginal flora and promotes vaginal
diversity associated with a healthy vaginal microbiota by normalizing pH. Furthermore, there are
clinical evidences that this unique strain helps
promote continued vaginal health in Vulvovaginal
Candidiasis and in recurrent Vulvovaginal
Candidiasis as adjunctive treatment with triazole or
alone.
HOW CAN ORAL PROBIOTICS, AFTER PASSAGE
THROUGH THE GUT, HAVE A BENEFICIAL
IMPACT ON THE VAGINAL MICROFLORA?
Probiotics taken orally will pass through the
gut, colonize the intestine and will be excreted in
faeces. Anatomically, anus and vagina are very
close, so naturally bacteria will pass and arrive in
vagina in order to colonize it. This natural
phenomenon occurs with “bad” bacteria causing
infections like bacterial vaginosis, but also with
“good” bacteria like probiotics. Gut to vagina
passage was confirmed by clinical studies, in
particular with ROSELLA which is found in vagina
after oral intake. In Montella study, ROSELLA also
showed persistence as ROSELLA was not only found
in vagina after oral intake, but also after a 15 days
wash-out period.

Colonization of the vaginal microflora
and Persistence study in healthy women
[Montella, 2013 and 2014]
On 24 healthy women with a normal vaginal
flora, an optimal oral intake dose was determined
of 5B CFU/day with two cycles of 15 days intake
followed by 15 days washout among different
dose and regimen. ROSELLA strain was identified
by Polymerase Chain Reaction (PCR) with specific
strain primers in both faecal and vaginal samples,
even after a 15 days washout period, demonstrating the gut to vagina passage, colonization and
persistence.
Efficacy study in healthy women prone to
experiencing temporary imbalances in
their vaginal microflora [Vladareanu,
2018]
Following the Montella pilot study confirming
dose and safety, an efficacy study was conducted
on 93 healthy women with recurrent vulvovaginal
candidiasis enrolled during relapse-free period.
These women took either ROSELLA (5B CFU/day)
or a placebo during three cycles of 15 days,
followed by 15 days washout. At T0, around 60% of
women have an abnormal vaginal flora (LBG IIa
to LBG III). In the ROSELLA group, there was a
significant increase (p<0.0001), nearly the double
of participants, with a normal flora (LBGI) after the

HOW TO PROBIOTICS PROMOTE VAGINAL
HEALTH, EVEN DURING TIMES OF
OCCASIONAL BACTERIAL IMBALANCE

Lactobacilli can help rebalance the vaginal
microflora and promote vaginal comfort during
times of occasional vaginal imbalance. Lactobacilli
probiotics, which have a positive effect on
endogenous microflora could thus help support
the vaginal microflora and protect against some
undesirable bacteria.
Meet women’s new best friend: ROSELLA
To recolonize the vaginal microflora zone,
choosing the right bacteria strain is crucial.
Moreover, only a handful of probiotic supplements
taken orally can do the trick. L. plantarum P17630
(Proge 17630®), ROSELLA, is one of them.
L. plantarum P17630 (Proge 17630®), ROSELLA
is a unique strain isolated from a healthy vaginal
flora with full mechanistic and clinical evidence of
efficacy on a wide spectrum of benefits, from
helping to maintain proper vaginal balance,
including from oral intake, to being used for
recurrent Vulvovaginal Candidiasis (rVVC). This
probiotic strain is one of the most documented in
the world in the women’s health area, as it has
been studied in over 800 women, in six clinical
studies, including two by oral intake. In combination or not with conventional treatments for
candidiasis (anti-fungal) women saw an improvement in candidiasis with a decrease in symptoms
including less swelling, redness, burning or itching
infection that can be caused by an overgrowth of
bad bacteria. This probiotic strain also helped
reduce the risk of recurrence of this candidiasis*.
ROSELLA is scientifically backed by mechanistic
data. Studies showed this specific strain was able to
adhere and interfere with C. albicans (in vitro

LBG score percentage

Changes in clinical signs during treatment
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[Nava 2002, results]

Values of symptoms average in patients with relapsing candidiasis
first follow up at 45 days. There was also a maintenance of the normal flora after 90 days. As per the
placebo group, there were no vulvovaginal
candidiasis improvement.
In the same study, there was a reduction of
the intensity of signs and symptoms associated
with vulvovaginal candidiasis in the ROSELLA group.
The changes in clinical signs during treatment
showed a significant decrease of vaginal mucosa
redness and in swelling intensity in comparison to
the placebo group after 45 days. These results
were persistent after 90 days.
Vaginal intake proof of efficacy: Reduction of
pH, symptoms and recurrences
In 2002, two Nava pilot studies on bacterial
vaginosis and vulvovaginal candidiasis with ROSELLA
vaginal intake (0.1B CFU/day), a significant
reduction of symptoms was observed after intake
period and also maintenance, after the follow-up
period, when compared to baseline. There was also
a significant reduction of the pH, which is an
indicator of a balanced and healthy vaginal flora.
In 2007, Carriero conducted a large placebocontrolled study on 476 women with vulvovaginal
candidiasis, with a pre-intake of anti-fungal in order
to confirm pilot study results. With a significant
vaginal pH normalization, significant reduction of
symptoms, significant reduction of relapses and
maintenance after four months, ROSELLA efficacy

was confirmed.
In 2014, De Seta study results on pH normalization, increase of lactobacilli and improvement of
symptoms, ROSELLA’S legitimacy was equally
confirmed.
In 2016, Cianci, in order to open indications,
ROSELLA was tested in a pilot study on 94 women
with bacterial vaginosis (BV) and aerobic vaginitis
(AV). After 15 days, a significant increase of
reported clinical resolution was observed.
WHY MAINTAINING VAGINAL PH BALANCE
IS ESSENTIAL TO KEEPING A HEALTHY
VAGINAL FLORA?
The pH scale runs from 0 to 14. A pH of less
than 7 is considered acidic, and a pH of more than
7 is basic. A normal vaginal pH level is between 3.8
and 4.5, which is moderately acidic. However, what
constitutes a “normal” pH level can vary slightly
during a women’s life due to internal changes, and
many external factors can also modify the pH
levels in this delicate zone. Whilst an acidic vaginal
environment is protective and creates a barrier that
prevents unhealthy bacteria and yeast from multiplying too quickly and causing infection, weak acid,
or raised pH levels provides the perfect setting for
unhealthy bacteria to develop, hence putting
women at risk of contracting various more or
less severe infections.

LALLEMAND HEALTH SOLUTIONS
Quality probiotics. Complete solutions.
Contact Lallemand Health Solutions for more
details. HealthSolutions@Lallemand.com or
visit https://lallemand-health-solutions.com/
en/rosella/

From lab to shelf, Lallemand Health Solutions has the full
control and expertise to produce premium probiotic solutions,
blends, and custom formulations, as each development step
is expertly supported by internal quality assurance, regulatory
affairs, research and development, scientific affairs, technical
support, and sales and marketing teams. EXPERT’Biotics are
ready-to-market documented formulas supported by research
and development from in vitro and in vivo models to clinical
studies, with complete registration dossier and claims
available, product training and communication tools.
EXPERT’Biotics exist in several dosage forms with stability data
and can be added to ROSELLA for added benefits.

Aleph Farms launches ‘Aleph Zero’ program to grow steaks in space
leph Farms, Ltd., the leader in growing
quality steaks directly from non-GMO
cells, isolated from a living animal – is
taking a bold new step toward accelerating extraterrestrial food production, which has been a main
barrier for long-term space missions. The company
announces the launch of its ‘Aleph Zero’ program.
This project will forward its vision for advancing food
security by producing fresh quality meat anywhere,
independent of climate change and of availability
of local natural resources.
The core mission of the new initiative is
centered on introducing new capabilities for locally
producing fresh, quality meat even in the most
harsh and remote extraterrestrial environments,
such as space.
To the achieve this goal, Aleph Farms is securing strategic partnerships with technology companies and space agencies for long term collaborative
research and development contracts that will en-

sure the integration of Aleph Farms’ innovations
into leading space programs. These programs will
leverage the company’s deep-rooted know-how in
cell biology, tissue engineering, and food science to
establish BioFarms™ in extraterrestrial environments, enabling the company to eventually apply
the lessons learned in space to earthbound sites.
Watch this video: https://www.youtube.com/
watch?v=E0fp6vSgKtg&feature=youtu.be
“‘Aleph Zero’ represents the mathematical
symbol of the smallest infinite number, and how
Aleph Farms brings space infinity closer by supporting deep-space exploration and colonization of new
planets. The term also represents the company’s
vision for producing meat with near-zero natural
resources,” explains Didier Toubia, Co-Founder and
CEO of Aleph Farms
This program follows the success of the
company’s first experiment of producing meat on
the International Space Station a year ago, in
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collaboration with 3D Bioprinting Solutions. This
proof-of-concept marked a historic milestone in
sustainable food production, resulting in new
capacities to cultivate real meat directly from various
types of cow cells, under micro-gravity and far from
any natural resources.
“The constraints imposed by deep-spaceexploration — the cold, thin environment and the
circular approach — force us to tighten the
efficiency of our meat production process to much
higher sustainability standards,” notes Toubia. “The
program ‘Aleph Zero’ reflects our mission of
producing quality, delicious meat locally where
people live and consume it, even in the most
remote places on Earth like the Sahara Desert or
Antarctica, providing unconditional access to
high-quality nutrition to anyone, anytime, anywhere,” adds Toubia. “When people will live on the
Moon or Mars, Aleph Farms will be there as well."
www.aleph-farms.com

GELITA range of Bioactive Collagen Peptides®
Stimulates the body’s own collagen metabolism

Beauty from Within
• Increases skin elasticity and
reduces depth of wrinkles

Body Toning
• Increases lean mass and
decreases fat mass

Joint Health
• Recovers joint cartilage
and reduces joint pain

Bone Health
• Increases bone
mineral density
Normal bone
matrix

Osteoporosis

GELITA AG · Uferstr. 7 · 69412 Eberbach · Germany · www.gelita.com

Connective Tissue
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The Fast Forward Process is a starch-free processing method
that utilises reusable plastic mould instead of starch trays
© GELITA

Yummy, Chewy, Healthy:
New catalyst for the
soaring gummies
supplement market
Concept aimed at children now also driven by adult demand
n increasing prevalence of vitamin
deficiencies, along with growing
awareness of the need for on-thego supplements, is fuelling a global
growth in demand for fortified
gummies. The market is also being driven by
rocketing sales of immune-supporting products as
a preventative measure in the face of the global
pandemic. Yet fortified gummies are nothing new,
having first hit the shelves in the US in the
late-1990s. At that time, they were seen as a
breakthrough delivery method for vitamins and
minerals which had traditionally taken the form of
syrup or chewable tablets. And now technology
has evolved to such an extent that the manufacturing process of fortified gummies can be
realized in a much faster and easier way. GELITA,
the leading manufacturer of collagen peptides and
gelatine, provides its customers with both the
ingredients and technology needed to realize
fortified gummies with true benefits.
The success of gummy supplements as a
perceived indulgence is based largely on the fact
that they simply taste better than traditional
supplements. However, they also eliminate the
difficulties associated with swallowing large tablets
or capsules, which can be particularly problematic
for children and the older population. Furthermore, switching to a gummy version of a vitamin

or dietary supplement makes people feel as
though they’re not taking too many pills. Other
factors propelling the growth of the adult segment
in the global gummy vitamins market include
working class populations with busier lifestyles, and
increased chances of chronic diseases.
Key factors propelling growth
Among all gummy subcategories, the
category of vitamins and minerals is by far the
most popular, with the market predicted to record
a CAGR of 9 per cent from 2018 to 2028, says
analyst Market Research Future. Increasing demand
for vitamin C and vitamin D supplements, along
with bone health and stamina-boosting products,
and those making heart health claims, are key
factors driving the growth of this segment, as
more and more consumers are taking their health
into their own hands.
More research pointing to gut health being a
determining factor in issues such as obesity, heart
health, depression, kidney health and overall
immunity has resulted in increasing demand
for probiotic gummy supplements, too. With
8 per cent share of all gummy launches globally,
this category is the second most popular. Products
specifically aimed at children are driving innovation
too, particularly those addressing immune and gut
health, but there’s also an increased demand for
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vegan/plant-based products in this category.
Global overview
The global gummy vitamins market was
valued at $5.7 billion in 2018, and that figure is
expected to soar to $9.3 billion by 2026, registering a CAGR of 6.5 per cent from 2019 to 2026,
according to AMR. The analyst says the multivitamin segment led in terms of gummy vitamins
market share in 2018, and it is expected to retain
its dominance throughout the forecast period
up to 2026. In the US, meanwhile, the gummy
vitamins market was valued at $4.28bn in 2018,
but that figure is set to reach $7.88bn by 2026,
says UK-based analyst Brand Essence Market
Research.
North America, where the supplements
market as a whole is highly developed, dominated
NPD, accounting for three-quarters of global
gummy launches in 2018.
In terms of popularity, the bone health
category gained in prominence in the US at the
same time, with 32% of all gummy launches
targeting bone health, and a focus on ingredients
such as collagen and calcium. Hot on the heels of
bone health were products for children, accounting for 31% of all launches. Enjoyable delivery
formats remain a key priority for this category, with
desirable flavors, shapes and colors all decisive
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factors in the willingness of children to regularly
consume supplements.

With their innovative technology, GELITA helps manufacturers
realising fortified gummies with true benefits
© GELITA

Choosing the right hydrocolloid
When it comes to fortified gummy production, the use of hydrocolloids is mandatory. The
most commonly used types are gelatine, pectin
and starches – all of which have their own individual characteristics and technological properties.
Be it gel formation, thickening or transparency
qualities, cold water solubility, pH stability or
functional aspects such as film formation or
emulsifying effects – all hydrocolloids are different,
and no one solution can cover all functionalities in
all applications.
While gelatine is associated by most
consumers with the melt-in-the-mouth feeling of
a fruit gummy, plant-based variants meet the
growing demand vegan and vegetarian offerings.
Combinations of different hydrocolloids can also
be a solution to certain technological challenges, as
well as allowing for new opportunities, e.g. the
combination of gelatine and agar-agar, which
enables melting points for fruit gummies to be
increased to about 50°C – thus making products
more suitable for marketing in tropical climates.
Efficient production methods
With the majority of consumers favouring
gelatine gummies thanks to their taste and
texture, the industry has been putting a lot of
effort into the development of more efficient
production methods. Gelatine gummies are often
produced on regular mogul lines to achieve the
desired texture, taste and bite. Although the
ability to produce a variety of different shapes and
sizes is one advantage of this processing method,
there is a downside, as the combined use of active
ingredients and starch can lead to cross-contamination. This can only be avoided by completely
replacing the starch during each changeover, yet
this would be almost impossible to achieve and
would make no sense financially.
Another downside of the traditional manufacturing method is the lengthy production time.
Drying time for gummy candies is approximately
24 hours, but can be as much as 48 hours. The
gummies have to remain in the starch trays to set,
lose moisture and obtain the required texture for
demolding. As a consequence, large storage
facilities with controlled temperature and humidity are necessary.
To overcome the challenges of cross-contamination and time constraints, starch-free production offers a solution. This approach has already
been working well with gelling agents such as
pectin and carrageenan. That’s why gelatine and
collagen peptides manufacturer GELITA has worked
with Hänsel and WDS – leading companies for
sugar confectionery processing lines – on the
production of gelatine gummies using a starch-free
processing method.
Dr. Margarethe Plotkowiak, Head of Global
Product Management Food at GELITA, comments:
“Our Fast Forward Process technology reduces the
time required to make a gummy from one day to
less than two hours. It also replaces starch trays
with reusable silicone molds, which allows for a
number of cost savings. The absence of starch
significantly reduces material handling, too, and
avoids dust, residues or cross-contamination when
using different fortificants. Plus, the technology
addresses the untapped potential of OTC or Rx
drug delivery via the gummy format. This effectively means the beginning of a new era in gelatine
gummy production.”

New ingredient solutions
Manufacturers such as GELITA have also
invested in new ingredient solutions to aid dosing
challenges, e.g. for the production of high protein
gummies. The collagen peptides of the GELITA ST
range improve the technical performance in
multiple ways, such as creating less dust during
production, storage and transportation. This makes
handling easier and means less time and money
is required for cleaning. They also have better
dissolution properties: Adjustable particle sizes,
improved wettability/dispersibility profiles and
higher overall bulk density make it is easier to
create high-concentration solutions.
If a gummy requires the gelling properties of
gelatine as well as the bioactivity of specific
collagen peptides (BCP®), it is now also possible to
achieve this with one product: The GELITA HST –
Hybrid Smart Technology – range, which combines
the best of both worlds. Alongside the benefits
described above, the products also have adjustable
viscosity, gel strength, gel formation and emulsionforming and stabilizing properties, as well as
adjustable foaming and foam stabilization
properties. By harnessing all of this in one product,
it is no longer necessary to order, transport and
store multiple products, thus allowing manufacturers to create entirely new products or extend
existing lines without the need for investment in
new equipment.
Take the production of Beauty Gummies,
which can be fortified with VERISOL®, as an
example. With GELITA HST, it’s possible to incorporate the required dosage of 2,5 g of these BCP®

(Bioactive Collagen Peptides®) into only three
gummies.
Another example would be high protein
gummies: By using these peptides and a recipe
adapted to high protein levels, clear fruit gummies
with a protein content of up to 35% can be made
on a standard mogul production line. This is not
currently possible with conventional collagen
powder products.
Technological expertise
With shortened innovation circles and time to
market, manufacturers need more than just
ingredient suppliers. That’s why GELITA’s experts are
available to help with technical support, process
enhancement and recipe improvements. Most
importantly, when it comes to fortified gummy
production, technological experts can suggest
and supply tailored gelatines to meet individual
formulation requirements. Taking into account the
desired properties of the final product, other
ingredients in the recipe and the production
equipment available, these tailor-made variants are
carefully selected to deliver the best possible
outcomes. Consequently, manufacturers can
achieve the desired result – a gummy supplement
with real market appeal.
References:
2 HYPERLINK "https://www.marketresearchfuture.com/reports/gummy-vitaminsmarket-6653" www.marketresearchfuture.com/reports/gummy-vitaminsmarket-6653
2 HYPERLINK "https://www.alliedmarketresearch.com/gummy-vitamins-marketA06064" www.alliedmarketresearch.com/gummy-vitamins-market-A06064
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Better-for-you sugar
from nature
ith increasingly busy lifestyles,
consumers are looking for
convenient food products
which can give them energy
throughout the day. At the
same time, consumers are becoming more aware
of the health impacts of consuming too much
sugar, such as obesity and diabetes, as well as on
their dental health. Governments have started
putting pressure on food manufacturers to
reformulate their products to make them more
healthy, while consumers are already seeking
out healthier products which contain natural
ingredients.
With access to appropriate ingredients,
manufacturers can develop innovative beverage
products that meet consumers‘ desire for more
energy; Palatinose™, the functional carbohydrate
from BENEO, can help to achieve that goal.
The next generation sugar
Palatinose™ (isomaltulose) is a natural,
non-GMO carbohydrate made from sugar beet. It
is the only fully digestible and slow release carbohydrate. It is the perfect carbohydrate source for
products geared towards those suffering from
diabetes and offers a unique alternative to high
glycaemic carbohydrates, with all the nutritional
and physiological advantages of a fully digestible,
slow-release carbohydrate. It provides natural
energy in a balanced way, with less blood glucose
fluctuation and steadier insulin release. This results
in an improved metabolism, helping the body to

© Shutterstock: Una Shimpraga

burn more fat for energy, which makes it an ideal
carbohydrate in sports nutrition.
Advantages
Many energy drinks, for instance, are
considered to be unhealthy and contain artificial
ingredients, and many health conscious consumers
are now searching for products that are considered more natural and are free from artificial
additives. The rapid increase in blood glucose

levels followed by a rapid decline – known at
the “boost and crash” effect – is a reason why
many consumers tend to avoid these products.
Palatinose™, owing to its special physiological
properties, is suitable for the development of food
and beverages that offer a “balanced” energy
supply.
Palatinose™ is the only fully digestible carbohydrate with a low glycaemic index (GI=32) that
offers a fully available, balanced and prolonged
energy supply in the form of glucose. At a
concentration of 4 kcal/g, Palatinose provides the
same amount of energy as sucrose. However,
because of its stable molecular make up, this
functional carbohydrate is digested more slowly
and delivered in a sustained way to the body’s cells.
Palatinose™ is also the first fully digestible sugar
that is toothfriendly.
Palatinose™ is a disaccharide and its toothfriendliness can be attributed to its high microbiological stability. The enzymatic rearrangement of
the alpha-1,2 bond between the glucose and the
fructose molecule of the raw material sucrose
generates a stable alpha-1,6 bond. As this cannot
be split by the bacteria in the mouth, no acid is
created that could damage the teeth.
Scientifically proven
A real-life study recently released compared a
low glycaemic diet that included Palatinose with a
high-glycaemic diet. The study, by Henry et al,
shows that participants who followed the low
glycaemic profile diet experienced three main
improvements: a lower glycaemic profile, reduced
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Kerry announces
acquisition of
Canadian
probiotic
company
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variability in blood sugar levels and improved fat
burning.1
The study results showed that each low
glycaemic modulated meal was able to move the
participants’ substrate oxidation - the process of
generating energy within the cells from food
consumed - from carbohydrate oxidation to
fat oxidation, thus promoting fat burning and
subsequently, over time, weight management.
The benefits can be seen after each meal and
the cumulative benefit is even higher thanks to a
shift in metabolic set up that is carried over from
one meal to the next. Given that high blood sugar
levels are a risk factor in the onset of type 2
diabetes mellitus, these findings demonstrate how
Palatinose™ opens opportunities for consumer
products that not only promote blood sugar
management, but weight management as well.
Another study, conducted by Professor Daniel
König and his team at the Department of Sports
and Sport Sciences of the University of Freiburg,
Germany, compared the effects of Palatinose™
and maltodextrin, another carbohydrate, on
cycling performance. The study deduced that the
cyclists who consumed Palatinose™ maintained a
more stable blood glucose profile and higher fat
oxidation, which resulted in improved cycling
performance compared with maltodextrin.2
Results gathered from the study highlighted
that when the athletes consumed the drink
containing Palatinose™ they showed higher fat
oxidation rates during the 90-minute endurance
trial and performed better in the subsequent sprint
test. On average, the athletes finished the time trial
an entire minute faster with the drink containing
Palatinose™ and were able to pedal more powerfully in the final five minutes of the time trial,
compared to the maltodextrin control.
The results also demonstrated that
Palatinose™ stabilised the blood glucose profile,
with a lower blood glucose rise before exercise,
and maintained this level throughout endurance
exercise. As a result, a higher fat burning rate
and lowered carbohydrate oxidation in energy
metabolism were promoted.
Straightforward processing
Isomaltulose occurs naturally in honey and has
similar technological and sensory properties as
sucrose. Its molecular structure confers a high level
of stability in dairy applications. Because
Palatinose™ is heat-resistant, it is also suitable for
ultra-high-temperature processing. Moreover, it is
resistant to most microorganisms and can also be

used in fermented products. Another advantage
is that Palatinose™ is not particularly hygroscopic,
so it does not tend to absorb moisture from the
atmosphere. As such, it is also suitable for the
production of instant beverages, does not lump
and even remains dry in hot and humid environments.
References:
1 König D, Zdzieblik D, Holz A, Theis S, Gollhofer A (2016) Substrate utilization and
cycling performance following Palatinose™ ingestion:A randomized, double-blind,
controlled trial. Nutrients 8(7): 390. doi: 10.3390/nu8070390
2 The Research was published 9 May 2017, Nutrients (Volume 9, Issue 5, pages
E473: Henry, C.J., Kaur, B., Quek, R.Y.C., Camps, S.G. (2017) A Low Glycaemic
Index Diet Incorporating Isomaltulose Is Associated with Lower Glycaemic
Response and Variability, and Promotes Fat Oxidation in Asians. Nutrients 9, 473.
DOI 10.3390/nu9050473
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BENEO has long-term experience in developing and
producing ingredients from natural sources for food, feed and
pharmaceutical products. These plant-based functional
ingredients help improve the nutritional and technical
properties of a wide variety of products, by supporting health
and optimising taste and texture. The Company’s portfolio
includes functional carbohydrates from sugar beet, prebiotic
chicory root fibre, plant-based proteins and speciality
ingredients from rice. Through a unique chain of expertise,
including the BENEO-Institute that provides decisive
insights into nutrition science and legislation, and the
BENEO-Technology Center that consults in application
technology, BENEO supports customers by providing
ingredients that promote a healthy lifestyle in a holistic way.
Formed in 2007, BENEO is active in over 80 countries,
employs more than 1000 people and has five state-of-the-art
production sites in Belgium, Chile, Germany and Italy.

erry, the Taste & Nutrition company, has
announced that it has reached agreement to acquire the Canadian company,
Bio-K Plus International. Bio-K Plus is a leading
probiotic company with a range of clinicallysupported probiotic beverage and supplement
applications in the North American market and will
expand Kerry’s capabilities and leadership position
in the probiotics market.
This acquisition expands Kerry’s portfolio of
probiotics and reflects the growing number of
consumers who are becoming more proactive in
their approach to managing their health and are
turning to functional foods, beverages and
supplements that are made with clinically
supported functional ingredients. Bio-K Plus
products are formulated with three proprietary
and clinically validated strains of probiotics which
have confirmed efficacy for a range of therapeutic benefits, including the prevention of side
effects resulting from antibiotic use.
Commenting on the acquisition, Neil Cracknell,
President Kerry Applied Health & Nutrition, said:
“We are committed to creating a world of sustainable nutrition and this acquisition will support our
ambition to reach over two billion people with
sustainable nutrition solutions by 2030. Research
has shown that consumers are increasingly looking
for nutritional benefits when purchasing food and
drink and that products which contain probiotics
that improve gut health are specifically in demand.
Bio-K Plus further expands our portfolio of
probiotics with the addition of three sciencebacked strains as we continue to help enhance the
health & wellness of consumers across the globe by
having a strong complement of published clinical
trials confirming efficacy.”
As a growing number of consumers become
more proactive in their approach to managing
their health, they turn to functional foods,
beverages and supplements made with clinically
supported functional ingredients. Kerry has been
developing its position in science-backed
functional ingredients for several years, with
the acquisition of immune health ingredient
Wellmune® in 2015, followed by the leading
probiotic GanedenBC30® in 2017. Today, 69% of
consumers globally are now more likely to pay
attention to nutritional benefits when purchasing
food and drink. This demand, which was growing,
has accelerated as a result of the global pandemic,
as evidenced by nearly 2 in 3 consumers becoming more conscious about their overall health and
wellbeing due to COVID-19.
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DuPont Nutrition & Biosciences
sets industry-leading example
European Freeze for sustainable palm oil
Dry offers
specialist
solutions to
meal
development
pecialist food producer European Freeze
Dry continues to expand its bespoke offer
to new product development, with a
range of very low calorie diet and high protein
solutions.
The company, which produces freeze dried
ingredients and meal solutions from its facilities in
the UK and Denmark, works with convenience
meals producers to create nutritious meals with a
shelf life of up to five years.
In addition to developing a new range of
on-the-go vegan meals, the company has also
created a menu of VLCD (Very Low Calorie Diet)
takeaway meals, including Thai green curry,
vegetable biriyani and chicken teriyaki at under
300kcal per portion.
The freeze dried food specialist has worked
with high protein meal producers to create on-thego products with a high protein nutritional value
for body building and post-gym meals. The meals,
including chicken casserole, vegetable tikka and
chicken pasta include high protein freeze dried
ingredients with additional natural protein
powders.
Each meal is created and cooked at the
European Freeze Dry kitchens by trained chefs,
before being freeze dried to lock in the goodness
and increase the lifespan of the product at room
temperature. The meals are ready to reheat with
water to rehydrate the product ready to eat.
Diana Morris, Country Manager UK at European
Freeze Dry, said: “Our product experts are
constantly surprising NPD managers by using our
freeze drying technology to offer new solutions to
meal development challenges.
“We take a customer’s brief and see how we
can hit the nutritional and dietary requirements
while still keeping products tasting as good as the
day they were made. Consumers want real food
that is natural and free from preservatives and
freeze drying can offer that solution.”
In addition to developing new ranges of
products itself, the company works to provide
freeze dried solutions to product development
managers looking for ways to lock in flavour and
nutrition to convenience meals without impacting
shelf life or including additives.
The freeze drying process uses a deep vacuum
under which neither ice or water can exist. The
pressure from the vacuum, with a controlled
amount of heat applied, causes the ice to leave
the product as a vapour trail leaving a naturally
dried product which can last for up to five years at
room temperature without impacting taste or
nutrition.

s part of its campaign to advance the
responsible production of palm oil, the
World Wildlife Fund (WWF) recently
published over 30 case studies documenting
industry efforts to transition to 100% sustainable
palm oil. The DuPont Nutrition & Biosciences
(DuPont N&B) business was featured as a case study
contributing to WWF’s mission.
Recently, the need for sustainable palm oil has
become increasingly critical, as demand for
vegetable oils – particularly palm oil - continues to
grow. In 2019, The Roundtable on Sustainable Palm
Oil (RSPO) certified palm oil volume increased by
13%.
Since 2004, DuPont N&B has been an industry
leader in developing sustainable solutions to palm
oil production. DuPont N&B was the first ingredient
manufacturer to join RSPO and has since advocated
for inclusive collaborations to transform the palm
oil industry. By highlighting DuPont N&B’s efforts,
the WWF aims to inspire the collective action
required for responsible palm oil production, trade,
and consumption.
In line with the WWF’s vision for the responsible production of palm oil, DuPont N&B achieved
an industry first in 2017 with its offer of 100% RSPO
certified palm-based emulsifiers globally, using a
combination of Book & Claim, Mass Balance and
Segregated.
DuPont N&B is now working towards its 2025
goal of achieving 100 percent physical certified
sustainable palm of grade Mass Balance or above,
alongside the phasing out of RSPO credits globally.
In 2020, DuPont N&B achieved a key milestone by
sourcing 100 percent physical RSPO certified palm
oil and derivatives for its emulsifiers produced in
Europe and North America.
In addition to sourcing certified raw materials,
DuPont N&B has achieved significant progress in
developing transparent and responsible supply

chains, striving for 100% traceability to the mill
within the next five years and implementing
supplier scorecards.
In September discussions at the Sustainable
Palm Oil Dialogue Europe reinforced the power of
collective action to achieve 100% RSPO in the
European market. This message has been endorsed
on the world stage through public calls for
companies to further improve their global supply
chains.
The RSPO, a global multi-stakeholder initiative,
is the driving force behind responsible palm oil
supply chains. RSPO is a full ISEAL member and has
the vision to “transform the markets by making
sustainable palm oil the norm".
A recent life cycle assessment conducted by 2.0 LCA Consultants published in the Journal Of
Cleaner Production, showed that the carbon footprint of RSPO certified palm oil is 35% smaller than
conventional palm oil. In choosing RSPO certified
palm oil, companies can make a big dent in their
upstream greenhouse gas emissions, which can be
a key lever for companies whose climate goals are
aligned with the Science Based Target initiative
(SBTi).
DuPont N&B has joined with over 560 other
companies as signatories of the Business for
Nature’s Call To Action. This collective is calling on
governments around the world to adopt policies to
reverse nature loss in the next ten years.
“We are extremely proud of our long-standing
collaboration with RSPO, and the achievements we
have made in leading the industry towards more
sustainable palm oil,” said Mikkel Thrane, Global
Sustainability Leader at DuPont Nutrition &
Biosciences. “It’s fantastic to be featured as a case
study by the WWF for our work in this field and we
hope that our story will encourage the inclusive
collaborations necessary for transforming palm oil
supply chains across the globe.”

Equinom builds new R&D center
quinom, Ltd. is the first seed-breeding
company to open an R&D center that
houses all vital departments together –
biochemistry, applications, sensory, and breeding.
The new center will enable these departments to
work and communicate synergistically throughout
the course of seed breeding and development, resulting in a more efficient and more accurate
process.
The new center empowers Equinom to generate source ingredients for the food industry starting at the seed level. This will allow the company to
more effectively address the needs of stakeholders
(food and ingredient companies) across the supply
chain while creating seed solutions from HYPERLINK "https://equi-nom.com/the-table/" seed-totable.
The new center, located at Kibbutz Givat
Brenner in the agriculturally rich center of Israel,
provides end-to-end research and development
capabilities to accelerate Equinom's efforts to
develop the next generation of its non-GMO
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Smarter Seeds boasting exceptional characteristics.
Preserving the old to reshape the future
In an exercise of expansion through preservation, a vintage building was restructured, preserving
the original heritage warehouse. “We faced a slew
of challenges reshaping an antique warehouse into
a modern facility,” confesses Gil Shalev, CEO of
Equinom. “But sustainability plays a big part in
Equinom's core values. Our decision to relocate to
an old warehouse instead of building an entirely
new facility is in line with our commitment to
combine traditional treasures with high-tech
capabilities.”
The new R&D center, at more than three times
the size of Equinom’s original facility, contains all
of the company’s development disciplines:
agronomics, bioinformatics, biochemistry, and food
science. The four state-of-the-art laboratories cover
most of the company’s R&D units: seed processing,
biochemistry lab, food application lab, and a
high-tech sensory lab.
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Develop your plant-based
range with our cereal bases
Our cereal bases help you to easily create your
own recipes for plant-based drinks, yoghurts,
ice creams and desserts.

y using a natural process, we
preserve a maximum of features
and properties of our raw materials
(taste, colour, minerals), allowing
you to make delicious and authentic products.
Our range includes organic & natural bases
made from oat, rice ,spelt and buckwheat. We can
also produce tailor-made solutions.
For all your plant-based recipes
For example, simply add water to our bases to
make a pure oat drink, free from any additives. You
can then apply your own formulation to your taste,
adding the ingredients of your choice, to give it
the desired taste and texture.
These bases are also particularly suitable for
making plant-based yoghurts, ice creams or
desserts.
Maximum logistics facility
Our bases save storage space with their
concentrated format. They also provide great
flexibility of use over time as their shelf life extends

from 3 to 12 months depending on the products
Organic and natural ranges
As a pioneer in the European organic sector
for 30 years, we have developed a unique range
based on a completely natural process for the
processing of our raw materials in a clean, simple
and sustainable way.
Meurens Natural offers an organic range
(Sipal®) and a natural range (Natu®).
Our solutions come in the form of syrups and
powders to integrate into your formulations.
They provide a natural alternative to sugar,
glucose syrup, maltodextrin, food colouring,
texturizer, etc.
Multiple applications
Bring a natural taste & colour, texture or
reduced sugar content to your desserts and
yoghurts, a milk substitute to your plant-based
preparations (drinks, desserts, yoghurts, ice
creams, etc.) and a natural sweetness to your fruit
preparations, etc.
From the most neutral to the most typical,
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from the lightest to the darkest, you will find the
right solution for your product.
Available now
Our bases are available in various packaging
depending on the products, according to your
needs: from a 25 kg bucket to a 1,400 kg IBC.

Contact us today for more information:
Email: info@meurensnatural.com
www.meurensnatural.com
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Valio’s researchers
are the first to
document
the
importance
of ash-protein
ratio in
reduced
sugar
chocolate
alio’s researchers discovered that
'30% less sugar' chocolate made
with milk-based protein is equal to
regular chocolate in taste and
texture. The optimal ash-protein
ratio in the reduced sugar chocolate was linked to
pleasant taste and texture. This solution allows
manufacturers to make delicious ’30% less sugar’
chocolate without artificial sweeteners.
The current wellness trend means that
consumers are looking for foods that support an
active and healthy lifestyle. Yet, they want to enjoy
eating and are reluctant to compromise on the
taste, texture, or naturality of food. To reduce
sugar consumption and the ill-effects of sugar,
many countries have implemented sugar taxes.
“As a result of the wellness trend and sugar
taxes, food and confectionery manufacturers are
constantly looking for solutions to create tasty
food products with reduced sugar content,” says
Terhi Aaltonen, Development Manager and
researcher at Valio.
The optimal ash-protein ratio gives '30%
less sugar' chocolate the
melt-in-your-mouth feel
Consumer acceptance is key in creating
desirable and successful reduced sugar products.
Both the reformulation and sensory properties of
the products need to be acceptable. Valio’s
researchers were able to produce an acceptable
'30% less sugar' chocolate by replacing sugar with a

milk-based protein.
“The control chocolate contained a standard
sugar level and the trial chocolates had total sugar
levels that were reduced by 30%. Consumers rated
the chocolate samples according to their overall
liking, liking of taste and texture and the attributes
sweetness, saltiness and sandiness,” Aaltonen
explains.
The ash-protein ratio, or the amount of salt
and protein, proved critical in achieving the best
possible consistency in ‘30% less sugar’ chocolate.
The ash-protein ratio had the strongest positive
correlation with the overall liking as well as the
liking of texture and taste. The ash-protein ratio
had the strongest negative correlation with sandiness.
Valio’s research findings were published in a
peer reviewed article in the International Dairy

Journal on February 7th, 2020.
Gut-friendly* sugar reduction with lactose
free milk powder
Sugar in chocolate is commonly reduced by
using either polyols, also known as sugar alcohols,
or by adding fibre. Polyols can cause digestive
discomfort if consumed in excess, and their use
requires a warning label about laxative effects on
product packaging.
“When the sugar reduction is achieved with
Valio’s solution, that is lactose free milk powder, no
such warning is necessary. It is possible to use the
claim ‘reduced sugar’ as well as claim ‘protein
source’ on these chocolates,” says Aaltonen.
Active research fuels Valio’s innovations
Active research is at the core of Valio’s
innovativeness and has been throughout the
company’s history. The strong R&D heritage has
resulted in a Nobel prize as well as hundreds of
published research papers. Thanks to active
research, Valio can bring new ingredients and ways
of implementing them to help food manufacturers gain new business and to support consumers in
making healthy food choices.
*Contains calcium, which contributes to the
normal function of digestive enzymes as a part of
a healthy diet

www.valio.fi
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Stern-Wywiol Gruppe founds new subsidiary

Planteneers: Actively shaping
the future of the industry
orldwide, the market for plantbased foods is showing
double-digit growth. Innova
Market Insights calls the “plantbased revolution” one of the
dominant international food trends. This term
encapsulates developments at Hydrosol. A specialist for stabilising and texturing systems, the
company recognised the potential of plant-based
foods early on, and in 2014 brought to market the
first functional systems for making plant-based
alternatives to cheese and sausage. In just a few
years Hydrosol grew to become one of the key
players in the rapidly expanding market for plantbased alternatives. Its product portfolio expanded
enormously, and last year its expertise was
bundled in the newly founded Plant Based
Competence Center. Now comes the next step, as
Hydrosol’s Plant Based unit has become an
autonomous company. Planteneers – The Plant
Based Pioneers are now the Stern-Wywiol Gruppe
experts for plant-based alternatives. This new
subsidiary builds on the success of Hydrosol, and
like it is led by Dr. Matthias Moser as Managing
Director.
Growth for Hydrosol and Planteneers
“We intend to continue to grow with
both companies,” stresses Torsten Wywiol, CEO
Stern-Wywiol Gruppe. “With that in mind, it will be
important to focus on each of their strengths, and
further extend them for both company brands
with the appropriate strategies for each. That’s the
reason we separated the plant-based area out of
Hydrosol. To put it differently, our former ‘plantbased baby’ has grown up and is ready to strike
out on its own. We’re bundling our capabilities in
a dedicated company.”

This is the perfect time, according to Dr.
Moser: “The category of plant-based solutions for
alternative forms of nutrition has already attained
considerable scale. But it still offers significant
further growth opportunities, which we can make
much better use of with a dedicated company and
a targeted, focused strategy.” The conditions could
not be better: According to A.T. Kearney, through
2040 worldwide revenue with plant-based
alternatives to meat products will more than triple,
to USD 450 billion. For alternative dairy products,
Future Market Insights prognosticates a doubling
of the market volume through 2029 to around
USD 34.6 billion. Plant-based is also rapidly
becoming a new normal in out-of-home eating.
“Through intensive research, creative ideas and
tireless pioneering spirit, at Planteneers we intend
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to play an active role in shaping the future of the
industry,” says Dr. Moser. “We’re definitely moving
away from just stabilising and texturising. At
Planteneers we’re concentrating on developing
trend product concepts in the growth categories.”
The focus is on plant-based alternatives to meat,
sausage and fish products, dairy products, deli
foods and ice cream. The company also works on
convenience concepts for plant-based egg
alternatives, as well as baked goods. The spectrum
extends to hybrid products consisting of plant and
animal components.
New umbrella brand conveys
plant origins
With the founding of Planteneers, Hydrosol
has created not just a new company brand, but
also a product brand. The umbrella brand “fiild” will
communicate the products’ plant origins. The
emphasis on that syllable expresses the fact that
these plant-based products are real alternatives to
conventional ones. They come up to the animal
originals in flavour, consistency, preparation and
eating, but they’re from the field, not the stall.
That’s what the “fiild” means – whether fiildMeat as
a plant-based alternative to meat, fiildEgg for egg
alternatives, fiildDairy for daily alternatives, or
fiildDeli for deli foods alternatives.
“Our product range addresses traditional
industries like meat and poultry, fish, dairy, deli and
ice cream,” explains Dr. Moser. “Manufacturers of
convenience products and caterers can also
benefit from our solutions and create their own
products. Since we think in terms of applications,
we focus on product solutions that our customers
can manufacture on conventional production
equipment. At the same time, we also address new
industries that make exclusively plant-based
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products and use new and different types of
manufacturing systems.”
The first product line under the
new umbrella brand
One of the focus areas is plant-based alternatives to fish. With the fiildFish P 161001 full
compound, for example, plant-based alternatives
to breaded fish sticks and fish filet can be made
based on a rice texturate. Another new product is
alternative tuna, which looks and tastes similar to
canned tuna and can be used in many of the same
ways.
Alternative egg products are another
important plant-based product category. Eggs are
added to many products to give them certain
properties. When it comes to breakfast, there are
scrambled, fried and boiled eggs to consider.
Planteneers’ first product in this line is an egg patty
analogue. The company’s specialists considered
both flavour and consistency, and the new
compound comes very close indeed to hen’s eggs.
“Egg patties are normally based on mungo bean
protein. Now we’ve developed a version using
potato, chickpea and yeast protein,” reports Dr.
Dorotea Pein, Director Product Management. “The
finished stirred mass is simply filled into sausage
casings, the same kind used for cold cuts. Thus the
mass can be frozen in large units or small pieces, or
as pre-sliced patties for later use. These can be
fried directly on a grill without thawing, and are
ready to eat in just a few minutes.” The light, fluffy
texture and full yellow colour are virtually the same
as scrambled egg, and the flavour is also very
similar to actual egg. “The high fibre content is an
added benefit that makes the product interesting
from a nutritional point of view as well,” notes
Dr. Pein. “Going forward we’ll be working more and
more on giving these products the ideal nutritional
composition. That’s a clear focus of Planteneers.”
Plant Based Competence Center
at the heart
These plant-based egg patty alternatives are
perfect for the convenience and out-of-home
market, especially bakeries and quick service
restaurants. For end users, Planteneers is developing other products that function like egg, and
numerous tests are currently underway in the Plant
Based Competence Center. As part of the Stern
Technology Center, the Plant Based Competence
Center is the creative pool for alternative solutions,
and the heart of Planteneers. It’s where innovative

food concepts
with high future potential
take shape, and it’s also a dialogue
platform for customers. “We’ve done
hundreds of application tests and have
built up a solid and growing database
on the characteristics of different
proteins,” says Dr Moser. “This wealth
of experience is the foundation of our
Plant Based Competence Center. Here,
we advise customers on the ideal
choice of proteins, and also on trends,
flavouring and nutritional enrichment.”
New protein sources
There are now many more vegan protein
sources besides soy. In its place, protein
sources like peas, potatoes and fava beans are
coming to the fore, along with newer sources
like chickpeas, sunflower and algae. But not
every protein is suited to every application.
“It’s not possible to determine the ideal
protein source without first precisely defining
the character of the end product,” notes Dr.
Pein. “Only after deciding on the parameters
for flavour, texture and appearance can you
choose the ideal protein. In our Plant Based
Competence Center we carefully research the
different plant proteins and their possible
uses.” In addition to technical aspects like usability
in the planned process, applications researchers
look into the sensory properties of various proteins.
Flavour, aftertaste, texture and colour are key
criteria. Nutrition is important as well. “We’ll be
developing products in such a way that consumers
will see clear advantages over the conventional
products in terms of nutrition and product
composition. In some categories the industry is
already very far along, in others there is room for
improvement. We’re going to address this and
deliver solutions.”
Hydrosol: Focus on free from
and clean label
And Hydrosol? The company will continue to
apply its accustomed innovativeness to its core
business – the stabilisation and texturing of trend

products for the
dairy, meat and
deli foods industry. The worldwide
food industry is paying more and more
attention to texture in foods.
This is particularly the case for categories
like free from, clean label and lean label, which
continue to see steadily rising demand.
Currently Hydrosol is working on fibreenriched solutions that contain added proteins
but only small amounts of sugar or fat. Applications range from pudding, ice cream and
desserts to deli products, and the demand for
such concepts is growing ever larger. Low sugar
is just one example of the focus on free from.
Hydrosol develops solutions that have less sugar,
salt and fat, or none at all. Declaration-friendly
ingredients are another big market, which the
company serves with special clean and lean-label
solutions. For example, currently Hydrosol is
working with its sister company SternVitamin on a
clean-label ice cream enriched with vitamins and
minerals, that supports the immune system.
Hydrosol’s expertise in stabilisation and
texturing naturally benefits its new sister company
Planteneers. Close communication between the
technologists of both ensures that plant-based
desserts have the requisite creamy texture, while
meat alternatives feature the familiar meaty bite.
Through collaboration with the other Stern-Wywiol
Gruppe subsidiaries, Planteneers is able to offer
customers attractive system solutions from a
single source, from stabilising and texturing to
flavouring and fortification. Dr. Moser comments,
“We’re positioning Planteneers as a cornerstone
within the group.” Issues like environmental
protection, animal welfare and health are currently
the main drivers for consumer purchases of
plant-based alternatives, and the growing world
population is bringing a new dynamic to the
subject. “Plant-based alternatives are gaining
enormously in importance. Planteneers is our clear
commitment to this vigorously growing category,”
notes Dr. Moser. Torsten Wywiol adds, “with this
new company we’ll be developing attractive
solutions and making an important contribution to
the fast-growing market for foods from plantbased alternatives. It is our clear objective to
establish this newest subsidiary successfully on the
international market.”

About Planteneers:
Planteneers GmbH headquartered in Ahrensburg develops
and produces individual system solutions for plant-based
alternatives to meat, sausage and fish products, as well as
cheese, dairy products and deli foods. As a member of the
independent, owner-operated Stern-Wywiol Gruppe with a
total of twelve sister companies, Planteneers makes use of
many synergies. The company has access to the knowledge
of some 100 R&D specialists and the extensive applications
technology of the large Stern-Technology Center in
Ahrensburg, Germany.Within the Stern-Technology Center, the
Plant Based Competence Center founded in 2019 is the
creative pool for alternative solutions and the heart of
Planteneers. Customers benefit further from the Group’s
international network of 17 affiliates and numerous qualified
foreign representatives in the key markets.The Group also has
shared production facilities and logistics resources.
With revenues exceeding € 500 million and some 1700
employees worldwide, the Stern-Wywiol Gruppe is one of the
world's most successful international suppliers of food & feed
ingredients.
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Processing healthy fats
and oils the right way
or a long time, lipids were thought
to cause weight gain and, as such,
avoiding them was recommended.
Numerous studies have recently
shown, though, that this is not
entirely true; certain fats and oils are actually
needed to maintain a healthy body and mind.
Unsaturated fatty acids may be the most popular
example. And although lipids are incorporated into
many different food applications, processing them
can be challenging: it is important to remove
contaminants and residues, optimise their
properties (according to the intended use) and
source them sustainably. At the same time, both
consumer preferences and legal requirements
must be met and observed.
Omega-3 enriched foods and beverages are in
high demand, including smoothies, bars, lemonades, and dairy products, to name a few. Partially
driven by positive media coverage, this trend is
supported by studies that show that babies and
small children particularly benefit from essential
fatty acids (EFAs). In the EU, for instance, the fatty
acid DHA (docosahexaenoic acid) must now be
included in infant formulas (Fig.1). And although
the most common source of omega-3 is still fish,
oils from microalgae or land plants such as flax or
thistles are becoming more popular. At the same
time, expectations of transparency and high
quality pose a dilemma for suppliers: there are no
100% pure oils on the market. As contaminants are
often apolar substances, just like fats and oils, they
can accumulate in the source material — from the
crops and plants to raw oil — during processing
until it’s finally integrated into the application. As a
specialist in oil and fat processing, the Swiss
company Nutriswiss knows that obtaining highpurity products is possible, even when the oils are
highly sensitive and unstable because of a high
omega-3 content.
Essential fatty acids: “good” fats
As the body can’t actually synthesise highly
unsaturated fatty acids, they have to be consumed
or obtained by supplementation. The World Health
Organization (WHO) recommends 1–2 servings of
fish per week or an equivalent substitute that
delivers 200–500 mg of EPA (eicosapentaenoic
acid) and DHA1. Long-chain omega-3 fatty acids
play an important role in brain growth and
development, blood pressure regulation, kidney
function, blood clotting and numerous inflammatory and immunological reactions. A recent study
showed that omega-3s can protect the brain
from the damage caused by inhaled particulate
matter2. As a component of cell membranes, the
unsaturated fatty acids in breast milk, especially
DHA, are important for healthy eye and brain

Fig:1 The worldwide demand for healthy omega-3 oils is increasing. Infant formulas are an important application.
development, especially during the first two years
of life. Accordingly, children who are not breastfed
must be supplemented with these important
micro-nutrients.
Although EPA and DHA are found in fatty fish,
the omega-3 fatty acid extracted from plants is ALA
(alpha-linolenic acid), which must first be
metabolised by the body into EPA and DHA. The
only non-animal source is oil from microalgae,
which is regarded as an environmentally friendly
alternative to fish oil as the fast-growing microalgae can be cultivated. However, one thing applies
to all omega-3 oils: they require customised
treatments and a higher degree of care than
ordinary oils to preserve their essential fatty acids,
micronutrients and vitamins.
High-purity oil and its hurdles
Most food operators are extremely well
informed about the hurdles that must be overcome when using oils containing polyunsaturated
fatty acids such as omega-3 and omega-6. The
chemical structure of omega-3 (DHA) and
omega-6 (ARA or arachidonic acid) fatty acids
contain several double bonds, which is why they
react with ambient air very quickly. When they
come into contact with atmospheric oxygen,
undesirable oxidation products such as hydroperoxides and secondary degradation products
such as ketones and aldehydes are formed. The
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consequences manifest themselves as off notes,
an unappealing smell and taste, especially with fish
oils, and a dark colour. But it’s not just sensory
properties that make a good omega-3 oil, purity is
also crucial.
In addition to this — as their long-term effects
on human health become better understood —
the detection limits for food contaminants
continue to improve, which poses increasing
challenges for processors and users of edible oils
and fats. Increasingly precise analytical methods,
together with the results of numerous studies,
have led to lower levels of legally permitted
amounts of residues in products destined for the
EU market. For products such as baby foods, for
example, the EU Commission has now set strict
new limits for trans fats, plasticisers, glycidyl fatty
acids esters and 3-MCPD. Plus, in February 2021,
lower limits for plant protection product-derived
residues will also come into force for infant
formulas. That’s good news — but current
processes used to purify non-critical oils would also
impair the valuable fatty acids.
Classic refinement
The classic way to clean contaminated crude
oil is to use a physical refining process that involves
high temperatures (230–270 °C). In a semi-continuous batch process, the crude oils are degummed
and bleached before any free fatty acids are
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removed via steam distillation. In the bleaching
process, heavy polycyclic hydrocarbons, dyes and
oxidative degradation products adhere to auxiliary
materials and can then be filtered out. Molecules
with organoleptic properties such as aldehydes and
ketones are removed during the final deodorisation process, as are pesticides and light polycyclic
hydrocarbons.
The end product is tasteless and odourless,
durable and oxidation resistant. Before the final
desodoration, the oils can be hydrogenated,
transesterified or mixed with other components in
different modification steps, depending on the
intended use. If the oil to be refined shows only a
low level of contamination in the initial laboratory
test, an alkaline process can be used as an alternative. Here, the free fatty acids are saponified and
then separated. In this process, the risk of undesirable process contaminants such as 3-MCPD or
glycidol fatty acid esters being formed owing to
high temperatures is much lower.
Setting new standards: Short Path
Distillation
Nutriswiss is already prepared for stricter limit
values by offering customers a new process
technology based on Short Path Distillation (SPD).
In the future, it is predicted to be the method of
choice for difficult-to-process raw materials, such
as when the crude oil is heavily contaminated, the
oxidation process is at an advanced stage or the
end product must be extremely pure for use in
baby foods or pharmaceutical products, for
example. This technology is a particularly gentle
thermal separation process and has already been
established for years in fish oil processing (Fig.2).
In numerous preliminary tests, Nutriswiss has
determined — together with the independent
German Fresenius Institute — the chain length of
the impurities that can be removed from mineral
oil. They also examined how low temperatures improve the preservation of micronutrients. In the
end, a plant concept was developed with which
contaminants can be removed without creating
new ones. This concept is suitable for a wide range
of edible oils, palm oil and omega-3 oils from a
variety of raw materials. Owing to the use of a
finely controlled vacuum (with a pressure of less
than 0.01 mbar) and short residence times, the
amount of thermal stress experienced by the raw

Fig.2: Nutriswiss now offers Short Path Distillation for the gentle-yet-effective purification of oils.
material is minimised, which prevents the formation of process contaminants such as 3-MCPD or
glycidyl fatty acid esters and maximises the yield
of, for example, omega-3 fatty acids. At the same
time, free fatty acids, plasticisers and pesticides are
removed to an extent that is not possible with any
other conventional technology. In fat blends for
infant nutrition, the composition of omega-3 and
omega-6 fatty acids can be specifically adjusted.
This also has a beneficial effect on the organoleptic properties of the end product.
Preserving micronutrients with SPD
Studies by independent food laboratories such
as the Fresenius Institute show that MOSH/MOAH
levels can be reduced by up to 80%. In addition,
the content of high molecular weight pesticides
can be reduced by up to 90%, micronutrients are
preserved, plasticisers such as DEHP are 100%
degraded and, in the case of extremely contaminated oils, although tocopherols (vitamin E) are
distilled off during processing, they can be added
back to the purified oil at the end. Nutriswiss
Managing Director Michel Burla comments: “Our
new plant is a game changer in edible oil refining

Fig.3: Seamless traceability from the plantation to the warehouse: each individual container can be allocated to the production batch in the
warehouse for contract products.
© Nutriswiss

and enables completely
new applications with
exceptional quality. The
isolation of certain fatty
acids, the enrichment
with valuable essential
fatty acids or the
targeted use of free
fatty acids are only three
examples of what we
will soon be able to
offer our customers.”

© Nutriswiss

Michel Burla
Managing Director
Nutriswiss

Quality begins
with cultivation
The quality of almost all raw materials,
including vegetable fats, begins at the cultivation
stage. Pollutants regularly enter plants and their
oilseeds during cultivation. Whether from weathered rocks, volcanic eruptions, mining, industry or
agriculture, they can be found in atmospheric dust
particles, in rainwater, in the soil and even in
fertilisers. Furthermore, it is a known fact that
conventional approaches to plant protection and
parasite control often involve synthetic pesticides,
herbicides or fungicides. Some pesticides, such as
kerosene oils, are even permitted in organic farming. However, because they are apolar substances
and fat-soluble, they can accumulate in plants and
crops. Other factors can also affect plant raw
materials during harvesting. They can easily absorb
contaminants from the environment, such as
mineral oil hydrocarbons (MOSH/MOAH), which
originate, for example, from exhaust gases or jute
or sisal sacks that have been impregnated with
mineral batching oil. And, during preprocessing in
the fields and production facilities, food might
come into contact with technical oils or additives
that are needed to operate machinery. As a result,
despite numerous regulations, maximum limit
values are repeatedly exceeded.
Supply chain is key
Transportation, whether thousands of
nautical miles or just a few road kilometres, always
presents a contamination risk for crude oil. In
conventional logistical chains, each kilo of raw
material of crude oil can be reloaded or pumped
up to six times during transit, which raises the risk
of contamination with foreign bodies. In ocean
freight traffic, only the last three shipments are
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globally regulated. As such, the composition of a
tanker’s cargo or the hygienic conditions of its
containers cannot be guaranteed. Nutriswiss
minimises the risk of contamination by using its
own tracked food-grade containers. They are
loaded after the harvest, sealed and only opened
when they reach the refinery (Fig.3)
Viewed as a whole, the much maligned
MOSH/MOAH could — hypothetically — have
already been included at the cultivation stage and
during transportation. A challenge when refining
fats and oils is the high temperatures required,
at which harmful trans fatty acids (TFAs) and
chlorinated fatty acid esters, for example 3-MCPD,
can form. Put simply: the purification of crude oils
poses certain problems … but these can be overcome with the help of particularly gentle process
conditions and state-of-the-art technology. Not to
mention a raw material management system in
which nothing is left to chance.
The vegetable oil trends
Also high on the ecological agenda are
cultivation conditions and the environmental
consequences of resource-intensive farming. Palm
oil has been discussed in this context for years. A
nutritionally and economically interesting alternative is rapeseed oil. Its ratio of omega-6 to
omega-3 fatty acids is almost perfect and less than
5:1. And, compared with other vegetable oils, it
has a very low potential for the formation of MCPD
and glycidol esters, which is particularly advantageous when used for frying. In addition, it is also
stable to oxidation: if it comes into contact with
oxygen during prolonged storage, comparatively
few triglyceride monohydroperoxides, aldehydes
and ketones are formed. Replacing palm oil and
palm oil fractions in confectionery, bakery prod-

ucts (especially puff pastry), spreads, marinade oils
or popular nut nougat creams is a demanding task.
In addition to pure rapeseed oil, completely
hardened rapeseed oil and, if necessary, additional
coconut fat must be used. Modern processes
saturate almost all unsaturated fatty acids and the
trans fatty acid content drops below 1%. Michel
Burla comments: “There are alternatives to palm
oil. We offer them and our customers use them.
Perhaps the greatest challenge is getting chocolate to melt properly. We often work with a
combination of cocoa butter and other oils, but
this is sometimes only cost-effective with branded
products.”
Armed against food fraud
In addition to the harmful substances that are
already critical during cultivation, another risk
factor is becoming increasingly important: food
adulteration. The growing global demand for
natural food has led to a boom in falsified food.
One of the best-known examples of food fraud is
olive oil that is wrongly declared or blended with
other oils … but sold as pure virgin olive oil.
To rule out risks such as these from the outset,
Nutriswiss takes its own approach to raw material
sourcing. Here, it’s not the price that counts, but
quality, sustainability and social responsibility.
Around 30% of the crude oil processed by
Nutriswiss comes from Swiss oil mills, the other 70%
comes mainly from tropical regions. Palm oil and
palm oil fractions from conventional and organic
farming, rapeseed oil and rapeseed HOLL (High
Oleic, Low Linolenic), GMO-free soybean oil and
sunflower oil (also HO) are part of the standard
range, as well as coconut oil, for which there is no
globally valid sustainability index (Nutriswiss
therefore uses its own defined standards and

controls when purchasing). Cocoa butter, shea
butter and medium-chain MCT fats are also on
the product list.
Highest product safety and quality
Nutriswiss, the Swiss market leader for special
and organic edible oils, purifies, neutralises,
bleaches, filters, deodorises, modifies and mixes
crude oils from a wide range of sources. They have
established an expansive network of contract
farming associations and sourcing practices to
ensure the best possible standards. Working with
both conventional and organic producers, both
locally and internationally, the company has been
able to implement its own standards and controls.
Not only does this promote long-term relationships
with suppliers, it also provides valuable insight into
raw material design and quality. Nutriswiss offers
both the contract refining of provided raw materials and access to its own supply chain. Behaviours
such as having an independent inspector visit the
plantation to review the raw material before it’s
loaded into the company’s own ISO-certified
containers is a critical part of supply chain security.
Similarly, ensuring that the containers are sealed
and only opened again when they reach their
destination — all the while tracked in real-time by
satellite — means that the risk of contamination in
transit from the country of origin to the processing plant is virtually eliminated.
References:
1 www.who.int/nutrition/topics/5_population_nutrient/en/index13.html (latest
access: 12 October 2020).
2 Cheng Chen et al. (2020): Erythrocyte omega-3 index, ambient fine particles
exposure and brain aging, Neurology Vol. 95 (8). https://n.neurology.org/
content/95/8/e995. (Latest access 12 October 2020)

www.nutriswiss.com

Consumers will pay for more sustainably
produced ingredients despite COVID impact
he emulsifier specialist surveyed over 600
people in four countries.* It found that
the COVID-19 pandemic has increased
the importance they place on price, but has not
detracted from their focus on environmental issues.
Three quarters (75%) of respondents believed
food companies have a lot of responsibility for
protecting the environment, with 23% believing
they have a little. More than nine in ten (92%)
said it was important that the ingredients in the
products they buy are produced sustainably, with
49% saying it was very important.
Eighty-two per cent said they would be willing
to pay more for a food product containing sustainably produced ingredients. Nearly half (46%) would
pay over 5% more and 17% would pay over 10%
more. Environmental issues were found to be of
particular concern to younger consumers. For
18-24 year olds, climate change was the ethical
issue food companies should take most seriously.
Sustainability is a key concern for Palsgaard,
which in 2018 became the first emulsifier producer
to achieve CO2-neutral production at all its sites.
Jakob Thøisen, Palsgaard’s CEO, said: “We always
believed that carbon neutrality was the right path to
take from an ethical point of view. As this research
shows, it also makes sound business sense.
Consumers, especially younger ones, are increas-

ingly focused on reducing their carbon footprints
and will reward food manufacturers who share that
commitment.”
The research also provides new insights into the
effects of COVID-19 on food purchasing decisions.
Over half (55%) of consumers said the price of
products had become a more important factor
since the pandemic, while 42% said it had made
no change and only 3% said it had become less
important.
However, this does not appear to have
detracted from the focus on sustainability. In fact,
41% of respondents said environmental concerns
had become more important since the pandemic,
with 55% saying there had been no change and only
4% saying they had become less important.
Jakob Thøisen said: “It would be understandable if the economic hardship caused by COVID-19
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had pushed sustainability down the agenda.
However, we found that the opposite was true. This
is perhaps because great change causes people to
reflect and focus on the things that matter most.
Whatever the reason, the food industry cannot
afford to underestimate the importance of
environmental issues to consumers.”
Palsgaard also asked consumers how they
thought their purchasing behaviours would change
post-pandemic. Four in ten (40%) expected their
households to buy groceries online more often,
compared to 12% who said they would do so less
often. Almost half (47%) said they expected to eat
out less often.
The same number (47%) said they expected to
spend more on products for home cooking and
baking. Millennial consumers (those aged 25-34)
were the most likely to expect to increase
their spending on home cooking and baking
products (57%). Fifty-four per cent of consumers in
Generation Z (those aged 18-24) said the same.
*Palsgaard surveyed 617 consumers (150 in
Mexico, 162 in Singapore, 154 in the UK and 151 in
the US) online between the 9th and 15th of June
2020
View the full findings at: https://bit.ly/31tjRxZ
www.palsgaard.dk
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The first psychobiotic in Brazil
psen, located in São Paulo, Brazil, in
partnership with Lallemand Health
Solutions, has launched its first probiotic
formulation for the brain-gut axis on the Brazilian
market, with approved health claims by the
Brazilian Health Authorities, ANVISA.
Probid and Probians, produced by Lallemand
Health Solutions, are available to the Brazilian
market since September 2020. “We are proud to
be the first in Brazil to launch a specific probiotic
formulation, based on two strains known for their
proven effects on stress level and mood balance”,
affirmed Kleber Vargas, technical and business
development vice-president at Apsen. “Apsen
invested in research to provide this evolution to the
Brazilian market, with an innovative product with a
full array of health benefits.” Adds Kleber Vargas.
Probid and Probians contain the documented
probiotic combination of Lactobacillus helveticus
Rosell®-52
and
Bifidobacterium
longum
Rosell®-175 which has been recognized by the
Brazilian Health Authorities for its safety and
benefits in stressed healthy individuals. The claims
approved by the regulatory agency for health products in Brazil, ANVISA, are:
• Lactobacillus helveticus R0052 and Bifidobacterium longum R0175 may contribute to the
reduction of feelings of anxiety in healthy
individuals.

Lycored appoints Shirley
Cohen as new CEO

• Lactobacillus helveticus R0052 and Bifidobacterium longum R0175 contribute to the
reduction of gastrointestinal complications such
as abdominal pain and nausea/vomit brought
on by light to moderate stress in healthy
individuals.
This specific probiotic formula is demonstrated
to promote positive mood in stressful events and
can help moderate physiological (Diop 2008) and
psychological (Messaoudi 2010, 2011) responses to
occasional stress. It is the most documented psychobiotic with five clinical studies and several preclinical studies allowing to highlight eight
mechanisms of action on the brain-gut axis. The
modes of action for this formula have been
documented by nine mechanistic studies and five
human studies on the brain-gut axis.

Innovation at VOG Products:
new pureé production
lines in operation
ach year, VOG Products processes and
refines around 300,000 tonnes of raw
goods. On the one hand, the fruit
processing company established in 1967 builds
upon the long fruit-growing tradition in the heart of
the Dolomite Alps. That tradition is embraced and
maintained by a total of 13,000 members who
belong to 18 cooperatives in South Tyrol and
Trentino and 4 producer organisations. On the other
hand, VOG Products also consciously relies on
innovation and advanced development – particularly when it comes to technical equipment.
In March 2020, two new production lines for
fruit pure
́e were commissioned on the 8-hectare
company premises in Laives. They represent a
significant portion of VOG Products’ concrete
modernisation and development plan.
A fully automated plant for aseptic filling
marked the beginning in May 2019. That was a key
step in the effort to satisfy rising demand and at
the same time, to bring the infrastructure up to
date with the latest technology.
In September 2019, a new optical sorting
system was installed in the low-temperature area. It
guarantees maximum precision and quality to
customers and ultimately, consumers.
The pure
́e production modernisation
completed in 2020 is the centrepiece of the
extensive investment strategy, but not its final
measure: by the beginning of 2021, the production line for fruit juice will also have been renewed.
“That will mark our achievement of the fourth and

NEWS BRIEFS

last step of our current infrastructure modernisation strategy. Innovation and advanced development are and will remain major themes at VOG
Products, however, because they are essential to
our effort to continue satisfying the market’s
increasingly rigorous requirements in future while
meeting top quality standards”, said Christoph
Tappeiner, CEO of VOG Products.
The commissioning of the two production lines
for fruit pure
́e was a key step in that direction. It
increased the company’s capacity and VOG
Products now has two separate lines, which happens to be a decisive characteristic for product
safety in the processing of organic goods.
And now the raw goods are inspected by the
optical sorting system to guarantee the highest
quality standards in the pure
́e segment as well.
Further, raw goods are not handled in bulk at
VOG Products. Instead, large boxes with a maximum
mass of 300 kg are used exclusively. “After all: you
need excellent raw goods to produce an excellent
end product. Our 13,000 members – most of which
are small family-run
enterprises – ensure our excellent quality. They
cultivate fruit with lots of passion, and we continue
its processing in the same spirit: as much care as
possible when handling the product and top
quality standards are our main priorities. Our new,
functional plants equipped with state- of-the-art
technology fit perfectly into this philosophy,”
confirmed Tappeiner.

Lycored, a global leader in
ingredients for wellness, food
and beauty, has appointed
Shirley Cohen as its new CEO.
Cohen, who took up the
role on October 1st 2020, has
over two decades’ management experience in multinational companies. A
trained industrial engineer, she began her career as
a consultant specializing in improvement strategies
in industries such as plastic and wineries. She also
managed large-scale IT projects as a general
manager at Tescom Ltd.
At Lycored, she will oversee major expansion.
The company recently announced that it is more
than doubling its tomato-based lycopene production to meet unprecedented demand.
Shirley Cohen, CEO at Lycored, said: “This is
a time of huge opportunity in the nutrition, food and
beauty-from-within industries. But even more
importantly, I’m excited to be joining a company
with a genuine commitment to innovation and a
fantastic team of dedicated professionals. These
are the seeds of growth. I’m looking forward to
working closely with Lycored’s partners and
customers, supporting continuing growth,
addressing future challenges and further building
Lycored’s reputation and capabilities.”

Tate & Lyle welcomes new
innovation lead
Tate & Lyle PLC (Tate & Lyle), a leading global
provider of food and beverage ingredients and
solutions, is pleased to announce that Victoria
Spadaro Grant has joined the Company as its new
President, Innovation and Commercial Development. Victoria will also be a member of Tate & Lyle’s
Executive Committee.
Victoria will lead Tate &
Lyle’s global approach to product application and technical
services, and scientific, nutrition
and regulatory affairs, as well
as delivering the company’s
R&D strategy in partnership with global business
divisions and external innovation partners.
Victoria takes on this role from Andrew Taylor
who is now leading Tate & Lyle’s new region of Asia,
Middle East, Africa and Latin America.
Nick Hampton, Chief Executive, said:
“Innovation is central to our growth strategy and so
we are delighted to welcome someone of Victoria’s
experience and quality to Tate & Lyle. Her
extensive R&D knowledge and strong customerfacing expertise will be of great benefit to us as we
look to deliver on our growth ambitions.”
Victoria Spadaro Grant, President, Innovation
& Commercial Development, said: “I am thrilled to
be joining Tate & Lyle and excited about the
challenges that lie ahead. Tate & Lyle is a company
with a rich history of innovation, and has many
talented scientists, and I look forward to working
with Nick and the team to take the Company to the
next stage of its development.”
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Scientific studies demonstrate
that patented collagen
peptides from Weishardt may
modulate gut inflammation
Author: Christelle BONNET, PhD
he use of nutritional supplements
is an emerging concept in the
management of inflammatory
pathologies (Rossi RE et al. 2016)
such as inflammatory bowel
diseases.
Inflammatory bowel diseases (IBD) such as
ulcerative colitis are chronic inflammatory diseases
that affect the gastrointestinal tract. The
emergence of IBD is believed to be associated with
the environment as suggested by rapid increases in
the incidence of IBD over the past several decades
in low-incidence parts of the world. Specifically, the
introduction of the Western diet has been
proposed as an explanation for the increase in
IBD incidence (Abegunde AT et al. 2016; KnightSepulveda K et al., 2015). Diet can influence
intestinal inflammation by different pathways, (i)
altering gut microbiota, (ii) affecting gut permeability, or by (iii) triggering immune responses by
acting as food antigens (Rajendran N et al. 2010).
Thus, nutrients intake by dietary supplements
can modulate the gut inflammatory status. In this
context, the development of alternative nonpharmacological approaches using food supplements for the management of IBD appears to be
promising. Although many approaches use
probiotics in intestinal inflammation (Rossi RE et al.
2016), few studies have focused on the use of
collagen peptides in this context. Consequently,
WEISHARDT appears as a pioneer in this Gut area.
Collagen in the organism
Collagen is the most abundant protein in the
human body as it represents around 30% of all of
the body proteins. Collagen represents the main
structural protein that strengthens the tendons,
bones and skin. In the literature, various beneficial
effects have been reported on the consumption
of collagen hydrolysates. In metabolic disorders,
some authors suggested that the oral administration of collagen improves metabolism by directly
targeting inflammatory processes (Astre G et al.
2018). Moreover, it has been shown that fish
collagen hydrolysates have a protective effect
against gastric ulcers (Castro GA et al. 2007; Castro
GA et al. 2010), highlighting the significant antiinflammatory potential of collagen peptides.
Scientific results obtained with
WEISHARDT patented collagen peptides
(Naticol®Gut)
In the DSS-induced colitis experiment,

Naticol®Gut-treated DSS mice displayed a lower
degree of colonic inflammation as reflected by less
immune cells infiltrate, glandular ulceration, crypts
loss and epithelial erosion on histological section
of the distal colon (see figure 1).
This experiment also showed a mild colonic
inflammation in Naticol®Gut-treated DSS mice
associated with lower levels of TNF-␣, IL-1␤ and IL-6
pro-inflammatory cytokines in the colon (Figure 2).
The attenuated colonic inflammation by Naticol®Gut treatment was also supported by induced
TGF␤ and IL-10 anti-inflammatory cytokines
secretion in colon (Figure 3).
In conclusion, in this experiment, we demonstrated positive effects of WEISHARDT patented
fish collagen peptides (Naticol®Gut) in colonic
inflammation.
Make your move in the gut wellbeing with the
patented fish collagen peptides from WEISHARDT!
References:
Abegunde AT, Muhammad BH, Bhatti O, Ali T. Environmental risk factors for
inflammatory bowel diseases: Evidence based literature review. World J Gastroenterol. 21 juill 2016;22(27):6296_317.
Astre G, Deleruyelle S, Dortignac A, Bonnet C, Valet P, Dray C. Diet-induced
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Figure 1 - H&E staining of representative cross-sections of distal colon

Above: Figure 2 and Below: Figure 3

Figures 2 & 3 - TNF-␣, IL-6, IL-1␤,TGF␤ and IL-10 protein levels in the colon were determined at 8 days in the colons of control or DSS-exposed mice treated or not with Naticol®Gut. (n=18 per group). #p≤0.05,
##p≤0.01, ###p≤0.005 compared to DSS-exposed untreated mice.

SweeGen and CCFT Group to distribute stevia sweeteners in China
weeGen has announced a joint venture
with the China Commercial Foreign Trade
Group (CCFT) as the strategic partner to
distribute Bestevia next generation non-GMO
zero-calorie stevia sweeteners through its extensive
distribution channels in China.
CCFT’s affiliate company China Commerce
Sugar Industry Co. is one of the largest sugar
distributors and trading partners internationally. The
joint venture will transform the sugar market by
providing food and beverage manufacturers in
China with the highly sought-after sugar reduction
solutions from Sweegen.
SweeGen’s Bestevia Taste Solutions proprietary
taste and sweetener platform offers solutions
for food and beverage applications across the

spectrum, including beverages, dairy, confectionery, bakery and sauces. The platform features
the exclusive Bestevia® e+ stevia sweeteners as well
as other next generation ingredients like Reb M.
Bestevia® Taste Solutions deliver the industry’s most
cost-effective and best tasting complete sugar reduction options.
SweeGen’s advanced technology of bioconversion of the stevia leaf results in sustainable products
with a taste closest to sugar. Unlike other production methods, SweeGen’s bioconversion process
starts with stevia leaf extract. The company’s
proprietary process enables efficient land use and
supports farmers by using their stevia leaves.
The strategic partnership with CCFT comes at a
time when SweeGen is expanding its regional

applications capabilities around the globe to
support and collaborate closely with its customers
to enable unique local solutions. Stevia distributorship in China is in line with SweeGen’s mission to
help reduce sugar and artificial sweeteners in the
global diet.
China consumes approximately 15 million tons
of sugar annually. Growing health problems linked to
obesity and diabetes are a concern to government
health officials. Sugar intake is expected to decrease
because of China’s “Healthy China 2030” initiative
to reduce sugar consumption by at least 17%.
Non-GMO stevia sweeteners have led the way in
replacing sugar in foods and beverages, nutritional
and personal care products, pharmaceuticals and
many other market products world-wide.
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Wim van Roekel has been President of Griffiths
Foods Europe & Africa for the past 2 years and is
the architect of a major growth strategy to double
the size of the business, relying on new partners,
greater knowledge sharing, investments, innovations and technology to acquire more market
share and expand its footprint beyond its core
territories. Here he explains how, despite the Covid
challenges that lie ahead.
Q: Generally, it’s been a tough year for
busines generally. How have you found it?
I don’t think any business in the food industry
can’t say it’s been an easy year, but we’ve maintained our performance and growth targets in
tough conditions and have delivered on our
promise to customers. I’d like to think that Griffith
Foods was somehow prepared for this crisis in areas
where it mattered most. Internally, we were able
to fine tune our health and safety standards
anyway, and critically evolve our digital engagement and connect with customers using sophisticated remote interactions. Not to be “in the room”
with customers has been difficult as we thrive off
partnerships and collaboration. But as an agile
business by nature, we have been quick to adapt
and adopt clever remote techniques to stay close
with customers and colleagues. Whether together
or apart we have been able to still create better
together and act as a family in how we look after
each other.
Q: Has the process of getting “Covid secure”
been very disruptive?
Of course, there has been some disruption,
but I’ve been impressed with how we’ve
responded in ensuring customers receive their
orders in full and on time. Griffith is an innovative
business that can think fast on its feet, but we’ve
also relied heavily on our Global Sustainability
sourcing programme. As part of our contingency
plans we maximized our European production
network, allowing us to manage and monitor our
supply chain more effectively. I’m confident these
same ecosystems are resilient for the year ahead.
Q: What in your view should be Griffith Foods
be known for?
I always like to quote our purpose – “We blend
care and creativity to nourish the world” – yes, it’s
an ambitious statement but it forms the basis of
our strategy to be the ‘Delicious & Nutritious’ food
company. Our culinary capabilities around taste,
texture and nutrition have always differentiated us.
That desire to be a force for good in the world, by
creating nutritious concepts to nourish or through
essential sustainable best practice in how we
source ingredients matters. Beyond having the
best products, it is our innovative approach to first
lock in health and nutrition, without compromising
on taste and texture, that differentiates us. One
other great strength is how we are able to reinvent
and upgrade customer portfolios annually which
takes real creativity.
Q: What is your growth strategy for Europe
for the next five years?
We have quite aggressive growth ambitions
across Europe and aim to double our top line and
triple our bottom line by 2027. Growth will
be multi-dimensional: geographical, customer
segments and through innovations. That will only
work if we are relevant for our customers and bring
the right products. We believe that our unique mix
of capabilities and our position in the value chain
that allows for creation of unique partnerships is

Q&A
Griffith Foods
differentiating for our customers and will fuel the
growth that we are aiming for. To realise this, we
need to really understand health and nutrition
even more deeply and are making real progress
there. We are transforming our portfolio, upgrading production and scaling for more impact. We
also know that by partnering with others, we can
create unique knowledge sharing and expand into
new, related ecosystems whilst ensuring we share
values – that means do well, by doing good. In
terms of new territories, we see Poland as a key
bridging point into Eastern Europe and are
making plans to set up offices for next year to drive
that.
Q: You say you’re transforming into a ‘
Delicious & Nutritious’ company? What does
that mean?
As a business that predicts and tracks
consumer trends, we’ve been very aware that the
industry is locked into a race to constantly improve
nutrition profiles. That said, not everyone is able to
maintain great taste and texture - one of the
things we do best. Our extensive portfolio can add
value in different ways from coating technologies
we can lock in flavour, reduce levels of fat and
sodium and even introduce more fibre and
protein. We also incorporate sensory science to
ensure the right balance between nutritious
ingredients. Our four strategies sum up the
approach – reduction, elimination – salt fat sugar;
fortification of the good in fibres and protein
and clean label to remove potentially harmful
ingredients.
Q: Griffith is well known for new innovations
and recent awards testify to that. What can
we look forward to in 2021?
Every year we are always looking to transform
customer portfolios, working out how to scale
innovations and support healthier concepts. From
Never Fry which reduces the fat content, our most
recent innovation is in nutritional coatings which
locks in the good elements such as fibres and
proteins, using natural ingredient techniques that
maintain taste and texture and can upgrade a
Nutri-score or traffic light rating. We know that
influences consumers at the moment of purchase.
Our ambitions to scale up our offer to reach more
customers with more choice in new and existing
territories will play an important role.
Q: Your recent Alternative Protein Report on
consumer behaviours showed a major
reduction in meat consumption – was that
expected?
In some ways, our insights are one of the most
vital parts of our proposition as its often those key
findings that put the first innovative shape around
products that go on to impact the market. Our
Alternative Proteins report identified there are likely
millions of newly converted, casual meat reducers
in the UK as well as France, Germany and the
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Netherlands. The key drivers to reduce consumption are health, the environment and ethical
reasons such as animal cruelty and welfare. Critically, as a group they are not yet on the industry
radar so present a major commercial opportunity.
Q: Were there any other surprises in
the research?
Interestingly, the data suggested that this
huge group didn’t want to be identified as Vegan
or Vegetarian, has no loyalties to either and had
only really converted in the last 18 months. Yet the
industry opportunity is huge in terms of broadening Vegan and Veggie ranges. Interestingly, its
often one individual who will drive change across a
household, suggesting millennials are likely
converting parents as well as other household
members.
Q: In terms of AP innovation, what should the
industry response be?
Clearly, there needs to be a significant change
in the industry approach to address the interests of
these casual meat reducers - noting their on/off
engagement will make any response complicated.
Our insights support the idea that there has been
a seismic cultural shift away from meat consumption - yet the market has yet to catch up. We also
noted that instead of trying to create meat
replacers that taste like meat or chicken, there is a
huge opportunity to widen the range and choice
as consumers are more converted and more
adventurous. We are already working up responses
in new healthier product concepts that factor in
more taste and choice.
Q: GF always has ambitious sustainability
targets. Where are you now and what’s the
2025 vision?
I’m proud of our sustainability track record and
how we ambitiously chase new targets year on
year, constantly looking for improvements. We
break down our strategy into People, Planet and
Performance. Our ethical approach means we will
achieve full traceability across entire ingredients
portfolio by 2025. We also purchase Rain Forest
Alliance certified sustainable materials to expand
the number and variety of materials we are able to
offer to our customers. That’s 85 different raw
materials from over 30 suppliers who operate a
field to fork approach – this incorporates a further
77 materials, from around 33 suppliers. We are
committed to increasing our farmer programme
to 10,000 by 2025. By that same year, 100% of
our herbs, spices and vegetables will come from
certified sources & 100% of our supply base will be
EcoVadis certified.
Q: More broadly, what do you think will be
the big consumer trends for 2021?
Predicting the future is risky but the data is
pointing to a few trends such as further meat
reduction and a conversion towards meat alternative products; a healthier, more nutritious and
ethical diet addressing animal welfare and the
environment. As lockdowns continue, my sense is
interest in cooking from home will rise with
reasonable pricing, better digitally enabled
engagement (Instagram, etc) and more attention
to hygiene standards amid Covid-19. For Griffiths,
it’s going to be a challenging, exciting year but one
that is full of promise and potential.

www.griffithfoods.com
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DuPont research study reveals strong
connection between effects of probiotic
supplementation and physical performance
uPont Nutrition & Biosciences (DuPont)
has recently published a research study
evaluating clinical evidence on the
interaction between gut microbiota and physical
activity, and examining the effects of probiotic
supplementation in athletes. The research, which
appeared in a recent edition of the Multidisciplinary Digital Publishing Institute (MDPI) journal, adds
to DuPont’s leading role in studying the health
benefits of the human microbiome.
Intestinal microbiota of athletes
Nutritional habits of athletes has been a highly
researched topic, especially in the areas of training, performance and post-exercise recovery.
However, the role of intestinal microbiota in
physical performance is less understood. This new
review evaluates existing clinical evidence on the
topic and examines the relationship between
gut bacteria and athlete health. Furthermore, it
evaluates the mechanisms of action through which
probiotic supplementation may affect exercise
outcomes.
This review underlines that athlete gut microbiota is associated with increased microbial diversity and that physical exercise promotes beneficial
changes in the gut microbiota composition even in

people who are sedentary. Evidence from preclinical studies indicate that exercise capacity can
be impacted by modulations in the gut microbiota
composition and that the mechanisms of action
are linked to what can be called the gut-muscle
axis.
The authors summarize that probiotics have
strain-specific potential to reduce gastrointestinal
and respiratory tract symptoms and infections,
helping athletes to train and compete healthily.
Probiotics can also support athletic performance
by enhancing training adaptations and have
beneficial effects on physiological responses during
post-exercise recovery periods.
Uncovering the gut-muscle axis
“Our gut bacteria play a key role in our overall
health. It’s not surprising then, that it would also
play a role in determining our physical ability. What
is so exciting about this field of research is that with
the growing number of published studies, we are
able to delve deeper into the existing evidence and
evaluate exactly what is happening in terms of gut
bacteria and athletic performance,” stated the lead
author, Dr. Maija Marttinen, scientist, DuPont
Nutrition & Biosciences.
“We are always looking to conduct, gather,

and analyze all the evidence of the benefits of
probiotic supplementation. As leaders in the field
of human health, it’s important to continue to
push for more high quality clinical studies to
continue to uncover the roles gut microbiota and
probiotics play in physical performance and the
exact modes of actions behind their potential
benefits,” stated Dr. Johanna Maukonen, Global
Health & Nutrition Science R&D Lead, DuPont
Nutrition & Biosciences.
The
full
study
is
available
at
https://www.mdpi.com/2072-6643/12/10/2936.
www.dupont.com
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Microencapsulation
of minerals
Mineral Salts are added as a nutritional or functional
ingredient in food. They are produced by chemical
reactions to achieve clearly defined products with
a very high purity and functionality. Numerous
different combinations of anions and cations are
possible. Most of these Mineral Salts have certain
things in common: they have a noticeable impact
on the taste of mineral fortified foods, can catalyze
reactions like lipid oxidation in the food or interact
with other food ingredients. In turn, these factors
have an impact on the customers’ acceptance and
the shelf life of foods.
Taste of Mineral Salts
Taste properties of divalent salts are complex.
Depending on the anion of the Mineral Salt,
different taste profiles are possible. Taste profiles
of Calcium Chloride, Magnesium Chloride and
Magnesium Sulfate are characterized primarily by a

bitter taste, with additional sensations described
as salty, metallic, astringent, sour and sweet.
Whereas Calcium Gluconate, Calcium Glycerophosphate and Calcium Lactate have lower salty and
bitter responses than equimolar concentrations of
Calcium Chloride.1 The major oral quality of Zinc
Salts like Chloride, Iodide, Sulfate, Bromide, Acetate
is astringency, followed by a little taste of bitter,
salty, savory, sour and sweet. Beside these
impressions, Zinc is also a potent inhibitor of sweetness and bitterness.2 Ferrous Sulfate is described
as bitter, sour, sweet, astringent, and metallic as
well as electric.3 Metallic is a very typical description of Iron Salts.4
Reactivity of minerals
The fortification of foods and beverages with
Iron Salts can lead to unacceptable changes in
color and flavor in the final food. This is particularly
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true for highly bioavailable and soluble iron sources
like Ferrous Sulfate or Ferrous Gluconate, which are
commonly used to fortify foods. These iron
sources tend to discoloration or browning of foodstuffs due to reactions with food components
such as anthocyanins, flavanoids and tannins.4,5 Fat
containing foods are even more critical in terms of
iron fortification. The combination of iron salts and
unsaturated fatty acids tends to lipid oxidation and
to the production of off-flavours (“rancidity”).
Furthermore, lipid oxidation causes changes in
numerous quality attributes of foods, such as taste,
texture, shelf life, appearance, and nutritional
profile as well as potentially toxic reaction
products.4,5,6
Less bioavailable, but more inert iron sources,
such as Ferric Pyrophosphate have thus been
commonly used to fortify foods such as infant
cereals.5
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Progress in the development of fatty foods
with desirable nutritional and physical attributes
depends on the availability of improved methods
of controlling their oxidative stability.6 Microencapsulation is a proper tool to protect the iron
compound form the surrounding ingredients and
vice versa.
Microencapsulation and coating
procedure
In general, the microencapsulation procedure
can be split into three different processes:
physicochemical processes like liposomic entrapment, chemical processes like interfacial polymerization and physical processes like extrusion or
spray drying.7
The microencapsulation process is used for the
entrapment of sensitive food ingredients to
protect them from temperature, moisture, light
and interaction with incompatible ingredients and
from undesired interactions. Other reasons for the
microencapsulation of food ingredients are taste
masking or controlled release properties.7,8,9
Microencapsulated products are mostly dry
powders, which are much easier to handle
compared to liquid products.
Spray drying is often used for the encapsulation of heat sensitive food ingredients like flavours,
lipids and colourants as well as pharmaceuticals.7,9
During this process an active ingredient is
entrapped by a protective wall material due to a
rapid evaporation of the solvent (often water). The
success of the microencapsulation process relies
on achieving high retention of the core material
during processing and storage.
Maltodextrin is an often-used wall material for
spray-dried microcapsules. It has film-forming
properties and can therefore reduce the oxygen
permeability of the wall matrix.10,11 To improve
these functions, the addition of other wall materials is common.
The easiest way to protect micro-particles or
matrix-capsules is the coating process to achieve
core-shell particles.12 Different possibilities are
known like dip coating, pan coating and fluidized
bed coating.8 Coating with the fluidized bed
technology is an efficient way to apply a uniform
coating layer onto solid particles. In conventional
fluidized beds, the basic concept of fluidization
relies on the compensation of the gravity force
experienced by the particles by an upward
moving air flow.12 During their flight in the fluidized
bed, the particles are continuously coated. The
coating process is repeated until the desired coat
thickness is reached.
Hot-melt coatings such as hydrogenated
vegetable oil, stearines, fatty acids, emulsifiers and
waxes can be applied in the fluidized bed. Cool air
is used to harden the carrier. Hot-melt ingredients
release their contents by increasing the temperature (meltactivation) or physical breakage. The
coating material made of lipids or waxes is
destroyed by melting and the entrapped components such as salts or nutrients are released.9 Lipid
coatings may also be degraded by the action of
lipases.13
Fat coatings are heat sensitive, which lead to a
dissolution during the preparation of the infant
cereal pap or drink powders with hot water. The
reactions in the ready-to-use food are comparable
to the reactions when the non-encapsulated
product is used.14
Dr. Paul Lohmann® uses sustainable produced
palm oil in the physical coating process to form a
core-shell particle. Beside the palm oil and nonhydrogenated palm oil, rapeseed- and sunflower
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oil are available as coating material.
Benefits in application
Encapsulated iron compounds can prevent
colour formation and fat oxidation reactions in
stored wheat flour or corn flour while still maintaining high bioavailability. Depending on the thickness of the capsule as well as the coating material,
the bioavailability of encapsulated Ferrous Sulfate
was similar to Ferrous Sulfate in rats.14
Ferrous Sulfate and Ferrous Fumarate are
commercially available encapsulated with hydrogenated oils, but also with maltodextrin and ethyl
cellulose.14
The coating provides a physical barrier
between iron and the surrounding food matrix. It
is an ideal method to prevent some of the
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unwanted sensory changes, like rancidity that can
occur in iron-fortified foods. Due to the encapsulation of Ferrous Sulfate with hydrogenated
soybean oil or mono and diglycerides ironcatalyzed fat oxidation reactions in stored wheat
infant cereal can be prevented.14
Microcapsules prepared with cottonseed
stearine (ratio of 0.10g Fe solution/g lipid coat)
have a good oxidative stability and low leakage of
iron. Therefore, this coating material allow fortification of iron sensitive foods.13 In addition, a dual
fortification with two reactive ingredients like
Iodide and Ferrous Sulfate is possible when the iron
source is protected by an inert coating layer. This
combination is useful to fight against both deficits
by using only one food product like fortified salt.
Without the coating layer, an oxidation of Iodide
to I2 will take place in the presence of ferrous
ions and oxygen, and subsequently I2 will be lost.
Moreover, placing a physical barrier around the iron
could prevent unacceptable yellow or brown
off-colours.15
Dr. Paul Lohmann® offers the following
microencapsulated Mineral Salts: Ferrous Fumarate
| Ferrous Sulfate, dried | Copper(II) Gluconate |
Copper(II) Sulfate 1-hydrate | Magnesium Oxide |
Manganese(II) Sulfate 1-hydrate | Zinc Citrate | Zinc
Oxide
Dr. Paul Lohmann® offers the following Micro2
– micronized and microencapsulated – Mineral
Salts: Ferrous Sulfate, dried, Micro2 | Ferric
Pyrophosphate, Micro2

Dr. Paul Lohmann GmbH & Co. KGaA
Hauptstrasse 2
31860 Emmerthal
Germany
Email: sales@lohmann4minerals.com
www.lohmann4minerals.com

Dr. Paul Lohmann® is the world’s leading manufacturer and
provider of high value Mineral Salts for the food, nutritional
supplement and pharmaceutical industry. Since 1886, a high
level of flexibility and an innovative spirit enables Dr. Paul
Lohmann® to respond to changing needs. Customers can
profit from the broadest available portfolio of high value
Minerals, with more than 400 products in a range of qualities,
designed to provide optimum performance across a wide
range of applications.
In the GMP and FSSC 22000/ISO 22000 certified facilities,
Mineral Salts are produced at quality levels stipulated by
pharmacopoeias, regulatory food guidelines or tailored
according to customers’ specifications. Dr. Paul Lohmann®
also carries out product and application development in close
cooperation with customers. This includes the adaptation of
chemical and physical parameters such as bulk density,
wettability, particle size, purity or pH-value.
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Plant-based innovation: How
can brands navigate evolving
consumer preferences to create
winning meat alternatives?
Gilbert Verschelling, Director Business Development & Innovation at DSM
hile demand for traditional
meat products continues to
grow, consumers are also
increasingly adding plant-based
options to their diets as a rising
number of people adopt flexitarian, and vegetarian or vegan lifestyles. Indeed, DSM research –
which interviewed 5,000 people across ten
countries to examine current and emerging
consumer trends – found that 53% of respondents
said they will look for more plant-based products in
the coming three to five years1. As the market
continues to expand, consumer expectations for
meat alternatives are naturally becoming more
sophisticated. It is no longer enough for products
to just be plant-based; they need to be tasty and
nutritious too.
While it can be complex for manufacturers to
meet evolving consumer requirements in this
growing market, there is an exciting opportunity
to expand and differentiate their offering. So, what

are the challenges that brands face in the plantbased space and how can they overcome them to
develop appealing meat alternatives that complement consumers’ favourite meat products?
Getting the taste and texture right
Today’s discerning consumers expect plantbased products that offer an enjoyable and
authentic sensory experience, resembling the
‘umami’, grilled and fried flavours and juicy,
succulent mouthfeel of meat products as closely as
possible. According to DSM’s survey, 62% of
people would eat more meat alternatives if they
had a ‘better’ taste, with 28% reporting that
dissatisfaction with the plant-based food currently
available has led them to consume fewer of these
products.2 This can, however, be challenging for
manufacturers, as the formulation of plant-based
protein often comes with undesirable flavour offnotes that can detract from the eating experience.
For instance, pea protein can bring vegetal ‘green’
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notes, while soy is often related to more ‘beany’
notes. And emulating the desired ‘chewy’ texture
of meat without the oils and fats naturally present
in animal products can make the production
process even more complex.
Improving nutritional value
In today’s climate, consumer attention on
health and immunity continues to rise, with many
people turning to products with added nutrients,
such as vitamins, omega-3s and fiber. In fact,
DSM’s research shows that 60% of respondents will
actively seek out food with more added vitamins
over the next three to five years, making it clear
that health appeal continues to be a key influencer
of consumer purchasing.3 Rich in protein, vitamins
and other nutrients, meat is widely considered part
of a balanced diet. Unfortified meat alternatives,
however, typically have a lower nutritional value
than traditional meat products, which may make
them less attractive for individuals looking for
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nutritious meals. To maintain strong consumer
appeal in the plant-based meat space, it is therefore key that producers seek to enhance the
nutrient content in their products.
Managing sodium
Meat alternatives often rely on salt to achieve
the desired authentic umami, meaty flavours and
a chewy, juicy mouthfeel. Many plant proteins also
inherently contain sodium due to the way they are
produced. But as concerns are rising worldwide
about high salt levels in consumers’ diets4, the
meat alternative industry is facing pressure to
manage the sodium content in products carefully,
while simultaneously addressing consumer needs
for taste, texture and nutritional value.
A recipe for success
Overcoming these obstacles can be challenging, but the latest ingredient solutions show strong
innovation potential for helping to formulate tasty,
accessible and appealing meat alternatives that are
also sustainably produced. Yeast extracts, process
flavours, hydrocolloids and nutritional ingredient
solutions for plant-based applications can deliver
value across the production process. DSM’s
nucleotide-rich Maxarome® yeast extracts, for
instance, can enhance the taste of plant-based
protein products by masking off-notes and
delivering intense umami, meaty flavours, without
adding salt. Indeed, these solutions help to create
salty tastes in systems with lower sodium levels.
And to develop various different ‘meaty’ tastes,
brands can integrate process flavours like
Maxavor® into their creations. In addition, DSM’s
Multirome® yeast extracts and GELLANEER™ gellan
gum hydrocolloids can support the development
of a juicy, fatty mouthfeel in otherwise dry plantbased meat alternatives.
When it comes to filling the nutritional gap
observed in plant-based varieties, brands can
utilize vitamins, minerals, enzymes, proteins and
fatty acids to support the development of
nutrient-rich meat alternatives with improved
health appeal. DSM’s Quali® vitamins and DSM
Premix Solutions, as well as life’sDHA® and
life’s™OMEGA vegetarian omega-3s can, for
instance, be added to formulations to boost the
nutritional profile of plant-based options.

What’s next?
With demand for meat alternatives unlikely to
slow down any time soon, we expect to see
innovations in this market to accelerate at a rapid
pace. This means that, to be at the forefront of the
industry, brands need to monitor consumer needs
and formulate on-trend products that continually
meet diverse expectations. From taste and texture
to nutritional value and salt content, the right
ingredients can help brands overcome their unique
challenges to develop next-generation plant-based
meat varieties. Finding an end-to-end partner with
not only a broad portfolio of high-quality solutions,
but also in-depth insight into consumer needs and

technical expertise, can add further value and
support producers every step of the way. From
selecting the best-suited ingredient solutions to
optimizing (re-)formulations, the right partner
can help manufacturers create nutritious and
tasty alternatives to consumers’ favourite meat
products.
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1 DSM, Future of Food survey, 2020.
2 Ibid.
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For more information, contact the author
at Gilbert.Verschelling@dsm.com or visit
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Growth in natural colour
solutions reflects consumers’
health and wellbeing priorities
By Nathalie Pauleau, Global Product Manager for Natural Colours,
Naturex, part of Givaudan
oday’s consumers are increasingly
seeking naturally formulated foods
with recognisable ingredients that
enhance sensory appeal, while
maintaining a clean label. They want
the food and drink they buy to be naturally
formulated and free from chemicals and additives.
Natural colours can play a key part in
enhancing the appeal of these ‘better for you’
food products. They are perceived as healthier, and
can play an important role in market positioning,
as consumers associate different colours with
different properties.
This was clearly demonstrated in a recent
Givaudan consumer insight study on functional
drinks. Six thousand consumers across the UK,
Germany, France, Russia, Sweden and Saudi
Arabia were asked to define which colours they
associated with which health benefit. Yellows and
oranges were clearly associated with immunity and
vitality, reds with energy and vitality and blues and
greens with immunity, relaxation, and sleep.
Inspired by nature
But it isn’t just their own wellbeing that is an
issue for consumers – their concern extends to the
wider wellbeing of the planet. They care about
climate change and the environment, favouring
sustainable sourcing which has a positive impact
on the environment.
As a result, plant and vegetable extracts and
‘colouring foods’ are becoming increasingly

popular. Colouring foods must come specifically
from an edible plant source rather than simply a
source material that occurs in nature – and
because they are minimally processed and
obtained without selective extraction, they can
provide colours which reflect the fresh, vibrancy of
nature that consumers want.
Consumers are also looking for natural
products with perceived benefits. This trend has
been on the rise for some time but has accelerated over the past months of the Covid-19
pandemic, as consumers look to improve their
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lifestyle and diet to strengthen immunity.
Against this background the demand for
natural colours supporting healthy food concepts
has increased, especially those relating to blue
spirulina, yellow turmeric extract, and red elderberry extracts as they all provide great vibrant
colours.
Colours for peace and tranquillity in a
disrupted world
From a worldwide pandemic to natural
disasters caused by climate change, this year has
seen profound disruption to how we live, work and
socialise.
As reflected in our research, blues and greens
have long been associated with nature and tranquillity, and have strong connections with health,
vitality, relaxation and wellbeing, so it’s no surprise
that the Pantone Colour Institute chose Classic blue
(19-4052) as the colour of 2020. In a year filled
with ambiguity, conflict and upheaval, the Institute
made its choice to engender trust, faith and
create a sense of peace and tranquillity. And, as
major disruption continues worldwide, we expect
this colour trend to carry into 2021.
From deep Mediterranean blues to vibrant
fresh greens, to gentle pastel hues, Naturex is helping food manufacturers to tap into this perception
with its VegeBrite® Ultimate Spirulina range of blue
and green colouring. Derived from blue-green
micro algae, the range is gently water-extracted
and is trehalose-free and clean-label friendly.
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Eat with your eyes – the Instagram effect
But it isn’t all about emotional associations
with colour – visual appeal is hugely important in
food because to a great extent we ‘eat with our
eyes’. Food that is attractive and appealing will
always win with the consumer, but never more so
than in today’s social media generation. Vibrant,
‘instagrammable’ colours attract attention and
help manufacturers differentiate their products,
with social media sharing an important channel to
promote products to a wider audience and build
loyalty.
Blues, greens, and purples are popular with
foodies and continue to trend as they work well
photographically on social media and are especially
popular for use in confectionery, bakery decoration, ice cream and fruit flavoured dairy products
as well as beverages.
Natural colour challenges
A major difference between synthetic and
natural colours is the way they can be used in food
products, and it is important to recognise that not
all natural colours are suitable for every product
development.
While artificial colours are stable in many light
and heat conditions, natural colours have different stability within different food process parameters. The temperature of products needs to be
taken into account, as does any requirements for
heat treatment or pH variations.
For example, the natural red pigment for
making a strawberry ice cream would be different
from the pigment used for a red fruits juice drink
because of the temperature of the ice cream and
the acidic nature of fruit juice.
The best results are achieved when the
manufacturer works closely with their colour
supplier to define their needs very clearly in the
project brief, in order to consider all the important
parameters and to select the best natural colours
from the beginning.
For example, where will the product be sold?
What are the process parameters to take into
consideration? What are the other ingredients in
the formulation? Will the finished product be
exposed to light? What shelf life is expected?
Colours for meat alternatives
This is especially true for the colour challenges
around meat and fish alternatives. The rise of plantbased foods has been dramatic in recent years. The
trend has moved from niche to mainstream and
looks set to become an enduring part of the food
and drink landscape. A recent report by BIS
research estimates that the plant-based market will

reach $480.43 billion by 2024, with a projected
CAGR of 13.82% from 2019 to 2024.
This trend is going beyond the vegan and
vegetarian market as consumers choose to eat less
meat for health reasons, concerns around animal
welfare, and environmental and sustainability
concerns. Around 36%* of consumers now
consider themselves flexitarian, eating meat only
occasionally. Meat production has also slowed due
to factory outbreaks during the COVID-19
pandemic, further fuelling the shift toward plantbased products.
Taste is a key element for consumers when
making this choice – but appearance is also a big
factor. The use of natural colours in plant-based
products was identified right from the start as a
basic requirement for new product developments
in this category. Around 95% of new meat alternative product launches contain colour solutions
from natural sources, and more specifically, from
plant-based colouring foods. The reason for this
strong preference for natural colours is that it is a
good fit with the main drivers of this market, which
are health, sustainability and ethical concerns.
One of the most complex colour challenges
for plant-based products is recreating an
authentic transition from red to brown during the
cooking process. This can be a real challenge due
to the complexity of food matrices in meat
analogues that commonly use a mix of vegetable
proteins.
Naturex’s VegeBrite®Reds and Brown colouring foodstuffs are customised solutions specifically
formulated to meet this challenge. Using a combination of different natural extracts and concentrates it is possible to create the much-desired
cooking transition effect from a fresh, meat-like

red to an authentic brown grilled or cooked meat.
Not only is this appealing visually but it also helps to
ensure that products are not over cooked and so
gives a better eating experience.
For products which replicate pre-cooked
meats, creating an authentic and stable colour
depends upon a number of factors including the
protein matrix, the process used to create the
protein base, the application and the manufacturers labelling and regulatory requirements.
Fish and shellfish substitutes
While meat substitutes are the fastest growing
sub-category for plant-based products (an increase
of 152% in 2019**), fish substitutes are predicted
to be a top global trend over the next few years
and expected to see dynamic growth.
Colour solutions for fish present their own
particular challenges and vary in difficulty depending upon the sub-category. For whitefish, it is
necessary to whiten the plant-based protein base,
which is beige to yellow depending on the formulation. Salmon and crustaceans require orange to
pink/red colours with good stability across
processes. While for tuna, it is important to realistically replicate the colour change that happens
during cooking when fresh, uncooked tuna turns
from a deep red to brown.
In conclusion, the demand for natural food
formulation, recognisable, clean label ingredients,
and ‘good for me, good for the planet’ food is
driving increasing demand for natural colours,
especially ones that are minimally processed and
easily recognisable.
Natural colours and colouring foods bring
many benefits for products but advice and
support from the colour supplier is vital in ensuring
the most suitable option is used to achieve the
target colour with good stability. Our colour
experts work closely with our customers to define
the right solutions from the start and can offer
support and advice throughout the new product
development process up to the point it goes into
production.

*FMCG Gurus survey of 12,000 consumers
**Innova Market Insights
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Dietary fibres: key to
immune health support
eeping the immune system strong
is a central desire of consumers
in these challenging times.
Innovations in Food Technology
talks with Jutta Schock, Head of
Marketing at GoodMills Innovation, about the link
between a healthy gut and a strong immune
system, and the solutions the company offers
manufacturers for lucrative positionings within this
sector.
What impact has COVID-19 had on
consumers’ nutritional demands?
Jutta Schock: Before coronavirus, the need
for a strong immune system was often only
thought about in the winter months by those susceptible to colds and flu. Today, however, the
global pandemic has accelerated consumer desire
for food and drink that supports year-round
immune health. Since the outbreak of COVID-19,
the importance of a healthy immune system for
people of all ages – not just the vulnerable – has
understandably taken centre stage. I believe that
during the classic flu season, dietary supplements
were the remedy of choice, whereas today, an
intact immune system has taken on a whole new
meaning: Many people want to fundamentally
strengthen and support their immune health yearround – and this starts with nutrition.

Can you describe the role of GoodMills
Innovation in helping meet these demands?
Jutta Schock: That’s an easy one to answer our comprehensive range of dietary fibre and
whole grain ingredients all help to promote a
healthy gut. Traditionally, the impact of dietary
fibres on the immune system has been hugely
underrated. However, they influence the composition of the intestinal flora, and thus the central
defence mechanism: Our intestine is the largest
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immune organ and must be well cared for in order
for it to function properly.
Which fibres best support a healthy gut and,
therefore, the immune system?
Jutta Schock: Different types of fibre have
varying beneficial properties, with larger bran
particles bringing digestive benefits, and very fine
particles providing food for the gut’s microbiome.
Intestinal bacteria prefer a varied, high-fibre diet,

Twitter @innovfoodtech
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and a mixture of fruit, vegetables and whole grain
products is ideal. However, many consumers find it
difficult to achieve such a balanced diet in their
everyday lives. With whole grain products in
particular, achieving a desirable taste experience
has always been a challenge. That’s why we have
been working for decades on the development of
innovative whole grain ingredient solutions that
help food manufacturers create tempting, fibrerich products. But we also aim to drive the fibre
solution a step further: Our novel fibre blends have
been specially developed to promote a biodiverse
microbiome. Thanks to our research in health
issues and Personalized Nutrition, we learned a lot
about how important a biodiverse microbiota is to
a strong immune system. The intestinal microbiome is comprised of trillions of bacteria. In close
contact with the intestinal barrier, it helps the body
to digest food and absorb nutrients, protects
against pathogens and supports the immune
system. The more diverse the composition of the
microbiome, the better.
Have these findings inspired your latest
product launch?
Jutta Schock: Yes, it is called GOOD Fibres
10+1 and combines various dietary fibres based
on fruit, cereals and vegetables to promote the
development of a healthy and balanced microbiome. It contains apple and citrus fibres, Tartary
buckwheat, micronised bran of wheat, rye and
oat, yellow peas and Jerusalem artichokes, for
example. The concentrate can be used to give
added health benefits to a wide variety of baked
goods, such as breads, rolls, burger buns, sandwich
toasts, subs, croissants and Danish pastries. This
product is a paramount example for our “Good
Nutrition” solutions, offering ingredients with
added health benefits. These nutritional
advantages are also substantiated by health claims
in line with EU regulation with regard to the
immune system and in relation to intestinal health.
Do you offer any other immunity-boosting
ingredients beyond fibres?
Jutta Schock: Indeed – due to their valuable
nutritional profile, our whole grain
products in general play a part when it
comes to a healthy body and an intact
immune system. But especially noteworthy in this respect is the germ of
the wheat, because of its high
content of spermidine – a
polyamine which occurs
naturally in the body. It
is known to stimulate
autophagy, the ongoing
self-cleaning process that
takes place inside our
cells. During that, old
and superfluous cell
components, as well as
harmful invaders such as
viruses, are broken down
and recycled. As the body
can subsequently use these
disassembled components to
build new structures, autophagy
provides a highly energy efficient
mechanism for the production and
renewal of cells. The better the selfcleaning process works, the better for the
immune system. It is known that regular fasting
intervals and intensive exercise stimulate the
body-own spermidine production. But not everyone is able to integrate such actions into the daily
routine. A spermidine-rich diet can therefore help

Instagram @innovationsinfoodtechnology

support autophagy.
So cell regeneration can be actively supported
through appropriate nutrition?
Jutta Schock: Yes, and wheat germ is the best
source of dietary spermidine. Taking this as a base,
we have been able to develop an ingredient that
scores with its high bioavailability: SpermidinEVO
concentrate has up to six
times the spermidine

content of conventional
wheat germ, and is characterised
by a particularly high degree of purity. Just
two grams provide the recommended
daily intake of one milligram of spermidine. The concentrate is also highly versatile
and can be incorporated into a wide range of
food and beverage product innovations and
reformulations, from baked goods, bars, cookies
and pasta to liquid applications such as dairy drinks
and shakes. Wheat germ is also a source of folic
acid, which plays an important role in immune

defence, as well as vitamin E, a cell-protective
nutrient that is considered to be a classic antiageing ingredient. If SpermidinEVO is dosed in
sufficient amounts, health-related claims such as
“folic acid for immune system support”, and
“vitamin E for cell protection” are possible.
Finally, your opinion: What role will the topic of
immune health play going forward?
Jutta Schock: The winter
months are approaching and the
pandemic is worsening again –
hence the need and desire
for a strong immune
system is here to stay.
We are here to provide appropriate
solutions
that
combine the best
of both worlds:
health and indulgence. As always,
we have our finger
on the pulse in terms
of
both
current
food trends and new
research findings. Our
clients benefit from tailored
solutions based on high-grade
ingredients and vast application
expertise: For happy, healthy
customers and consumers alike.

https://www.goodmillsinnovation.com/
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Fluid bed and spouted bed technologies

Optimising functional
ingredients for
enhanced nutrition
luidised bed and spouted bed
processes by Glatt offer manufacturers almost unlimited possibilities
in terms of optimised particle
design and the functionalisation of
ingredients, the properties of which can be
fine-tuned using spray granulation, agglomeration,
microencapsulation and coating.
The consumer demand for fortified products
is constantly growing and has been well received
by end users. The form in which health-promoting
probiotics, dietary fibres or antioxidants are
consumed depends on both the preferences and
everyday habits of the individual: some prefer
sports drinks, protein bars or enriched iced tea,
whereas others favour more direct dosage forms,
such as effervescent tablets, sachets or capsules.
However, although the manufacturing processes
associated with these products present numerous
challenges, a universal requirement is that
functional ingredients must be stable during
storage, precisely dosed, dissolve quickly or have a
depot effect. Key factors are excellent flow
properties, the absence of dust and a precisely
adjustable bulk density; they must neither lump
nor separate.
Fluidised bed processing is ideally suited to the
large-scale production of these ingredients. In
many branches of the industry, fluidised bed
technology is used to agglomerate powders, dry
liquid ingredients into granulates or pellets,
encapsulate them in microcapsules and, if
required, encase them in a functional coating. In
food applications, ingredients are typically
subjected to a moderate heat of 30–50 °C to
preserve their functional and nutritional properties. Further key parameters are short retention
times and higher heat and material transfer rates,
which facilitate the gentle handling of temperature-sensitive materials.
Glatt Ingenieurtechnik, Germany, is one of the
leading suppliers of integrated plant solutions and,
as an engineering service provider, knows how to
tackle these issues. Together, the engineers plan
and develop fluidised bed and spouted bed
systems for the food, feed and chemical industries.
Glatt’s technologies enable manufacturers to

Figure 1: Spray agglomeration, spray granulation, microencapsulation and spraycoating give powders and liquids improved properties
for easier handling and diverse applications
optimise the properties of a wide range of
products (Fig. 1).
Fluidised bed principle
Both fluid and spouted bed technologies are
based on the principle of fluidising particles using
an upward-flowing process gas. These systems
comprise the inlet gas chamber, the process
chamber, the spray system and filtration
apparatus. Also used to bulk dry a variety of
materials, both technologies make the process
more efficient by suspending the material to be
dried and exposing its entire surface to the process
gas. The main difference between fluid bed and
spouted bed is the design of the process chamber
(Fig. 2, 3).
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Spray granulation: from liquids
to granules
Fluid bed spray granulation is an efficient
process option to convert liquid raw materials
directly into free-flowing, compact and dust-free
granules. Spray granulation enables granule
formation and release control to be done in a
single step. During spray granulation, liquids are
sprayed onto fluidised particles, which dry on the
granule surface and thereby create a layered
accumulation of particles. With the help of spray
granulation, it is possible to dry liquid food
additives — such as stabilisers, flavours, vitamins
or sweeteners — while precisely adjusting their
particle size, residual moisture levels and solids
content, resulting in round pellets with excellent
physical properties.
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fluidised bed and forming liquid bridges between
the colliding particles. The liquid bridges are
dried and solidified; as such, the fine powder is
transformed into coarser agglomerates with a
larger grain structure and improved application
properties. The stable bonds reduce the risk of
breakage and abrasion during handling, processing and storage; plus, the final product is dust-free,
free flowing and can be precisely metered. The
porous structure of the agglomerates determines
its improved wetting and solubility behaviour,
which defines the ease of use and, ultimately,
commercial success of a product.

Figures 2 and 3: Continuous fluid bed process, pictured on the
left is the top spray option with four process chambers, and
continuous spouted bed process with bottom spray option (on
the right)

and targeted release. A functional film coating not
only provides a smooth layer that makes capsules
easy to swallow, it also offers a protective barrier
against light and moisture. A functional surface
layer can be created that, depending on the pH,
either partially or completely dissolves, offering
slow, targeted or controlled release mechanisms
for specific ingredients. Moreover, coatings can
mask the undesirable tastes associated with
certain ingredients — such as vitamin and mineral
mixtures — that often have a metallic or astringent
taste if mineral salts are used.
Spray agglomeration: perfect solubility
Spray agglomeration is used to convert
powdery raw materials into homogenous easy-todisperse (instant) products in a single process step.
For example, fluidised bed spray agglomeration,
whether used in batch, continuous, single- or
multi-stage mode, involves spraying a liquid into a

Adhesive forces
Certain formulations can be agglomerated
using water as the binding agent, which generates
sufficient liquid bridges by moistening and partly
dissolving the surface of the powder. The
advantage of using water as a spray medium is that
no binding agents have to be mixed, stored or
added, and the cleaning of the spraying system is
easier with regard to product changeover and
hygiene. If harder, more stable particles are
required — as a prerequisite for further processing, for example — this can be controlled by binder
substance viscosity, process time and temperature
profile.
By selecting the appropriate spray medium
(composition, viscosity, temperature and concentration), a variety of effects can be achieved. Spray
fluids with high viscosities improve the internal
structure of instant products and ensure they
disperse more easily. In principle, organic
substances can also be spray agglomerated to
improve the consistency of sauces or the rehydration capability of starch, for example. Raw
materials with oily components such as chocolate
powder require an emulsifier for better dispersion.
Inorganic substances can be used to agglomerate
a wide range of components and mixtures for fine
chemicals.
Cans, capsules and sachets
Fluidised bed spray agglomeration is an
important process for substances destined for solid
dosage applications, such as vitamin formulations
and dried probiotics. Like minerals and micro-

Microcapsules: depot effect
Fluidised bed spray coating is the method
of choice when the optimisation of product
properties involves, for example, controlled release
mechanisms, modifying the surface structure for
higher thermal and oxidation stability and/or also
masking odours or flavours. Microencapsulation is
also based on the principle of granulation. The
matrix material forms the carrier and the active
substance is physically embedded in the solidified
particle structure. With the inclusion of an active
substance in a solid matrix, microcapsules provide
an ideal vehicle to control and protect vitamins,
flavours or polyunsaturated fatty acids (PUFAs), as
well as volatile essential oils.
Coating: functional surfaces
Film or hot-melt coatings are well proven
solutions that enhance important requirements
such as long-term stability, resistance to oxidation

Figure 4: Glatt process and plant engineering customer-specific design and construction of process system project planning of the
complete production including project management, site management/monitoring, commissioning, training of operating personnel.
after-sales service
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Figure 5: Unique, complete supply chain from the product idea to large-scale production for functional powders, granules and pellets from one source

nutrients, their particle structure, moisture and
bulk density must be adjusted according to the
application. When filling into cans, capsules or
sachets, or compressing into effervescent tablets,
reproducible product properties such as blend
uniformity, flowability and particle size have to be
ensured. Sports drinks often require the protein
powder to have a low bulk density and a high
porosity. High wettability ensures that the particles
disperse or dissolve rapidly without residue when
mixed in water, milk or plant-based drinks. This also
applies to sugar substitutes such as polyols,
including xylitol, maltitol or lactitol, for the
production of calorie- and sugar-free foods
and drinks. Components for premixes and raw
materials with added value can also be prepared
for industrial production processes using spray
agglomeration.
From lab scale to industry scale
It is generally recommended that initial
tests are done on a laboratory plant with lower

quantities of raw materials. With the help of
in-process analyses of the active substance or
other important particle characteristics — such as
size and bulk density — procedures can be quickly
adapted to obtain the desired product properties.
Taking an individual approach to each project, Glatt
designs, develops and delivers plant that is
customised to meet specific customer requirements. Based on its extensive consulting
experience, Glatt offers comprehensive engineering services as well as entire turnkey solutions.
Process technologies are often initially assessed in
small-scale laboratory units. Then, based on
demand and the formulation, the company
determines the optimal operational parameters in
pilot studies, facilitating reliable scale-up (Fig. 4).
Access to innovative technologies
Available at the company’s technology centre
in Weimar, Germany, Glatt offers a wide range of
laboratory and pilot plant for early stage trials and
testing. For new particle and product forms,

customers benefit from short development times
without having to invest in new technology or
additional personnel. The state-of-the-art equipment provides a fast and reliable way to obtain
results for feasibility studies, product requirements
and sample quantities for performance evaluation
or marketing. Based on interdisciplinary knowledge
and decades of experience in the modification and
optimal combination of process parameters,
ingredient manufacturers can rely on Glatt to
deliver cost-effective results. In addition, they can
minimise risk by using cutting-edge engineering
from a single source. Up to the plant commissioning stage, Glatt offers contract manufacturing
services that fill any in-house production gaps and
expedite time-to-market. From initial idea to the
finished product or production plant, the company
provides a flexible and competent interface
throughout the entire value chain (Fig. 5).

www.glatt.com/fff

Nestlé China to boost sustainable agriculture
and production with CHF 53 million investment
ith a growing focus on sustainable
agriculture in China, Nestlé has
announced plans to invest a further
RMB 400 million (CHF 53 million) in the country.
Part of the investment will promote the development of local grain cultivation in Heilongjiang
Province, with an initial focus on organic grains.
This will be done through the new Nestlé Grain
Competence Center (GCC), Nestlé's first such
facility worldwide.
Nestlé will also complete an expansion and
upgrade of the Nestlé Dairy Farming Institute (DFI),

strengthening its role in dairy farming training and
as a sustainable source of high-quality local milk,
especially for Nestlé's A2 milk products.
The DFI will also play a growing role in Nestlé's
drive to reduce greenhouse gas emissions in its
supply chain. A series of emissions reduction
projects at the DFI's own dairy farm will develop
and showcase best practices, aiming to explore opportunities for 'carbon-neutral' fresh milk.
The second part of the investment will focus
on strengthening Nestlé's production capacity in
Shuangcheng, Heilongjiang Province, which will be
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completed in 2 phases over the next 5 years. First,
it will expand the production capacity for Gerber
infant cereals by more than 50%. Second, two new
product categories will be launched, including
infant cereal-based snacks and adult functional
foods.
Nestlé will continue to focus on making its
Shuangcheng facilities even more sustainable and
efficient, introducing new energy-saving programs
and replacing some equipment with state-of-theart technologies.
www.nestle.com

GEN NEWS:TESTING

10/11/20

14:12

Page 11

Research reveals
which claims
motivate consumers
to purchase products
ampden BRI has found that consumers pay more attention to
on-pack claims related to nutrition, sustainability, ethical issues, ‘clean
label’ and provenance than to sensory-based claims such as “great
taste”. The findings, which were gained from 2,400 participants across three
countries, also revealed that, overall, the success of a product’s claim differs
depending on the type of product it is used on and the country in which it is
promoted.
Sensory and consumer research scientist Marleen Chambault, who led the
consumer study, said: “In markets that are increasingly saturated and often very
competitive, product claims can be a powerful marketing tool to highlight the
unique selling point of a product. Despite this, there is currently little guidance
to help food business operators identify which claims are most effective. This
prompted us to gather data on which claims have the greatest impact on
consumers for different product types which, in this study, included breakfast
cereals, fish pies, fruit yoghurt and orange juice.”
A sensory claim is defined as ‘a statement about a product that
highlights its advantages, sensory or perceptual attributes, or product changes
or differences compared to other products in order to enhance its marketability’ and includes statements such as “the UK’s favourite”, “Great taste” and
“Creamier than ever!”
The consumer study, which was carried out in the UK, France and Germany,
required participants to either choose or rate the claim that they found most
likely to motivate them to purchase a product.
Campden BRI’s scientists observed some common patterns across most
products and countries tested. Generally, non-sensory claims, including
nutritional claims, had the biggest influence on the consumer, followed by the
non-comparative sensory claims, such as “simply delicious”, and comparative
sensory claims, such as “the nation’s favourite”. More specifically, the team
found the type of product determined the impact of the claim. This highlighted
the need to choose a product’s claim on a case-by-case basis.
Chambault added: “Our research emphasised that a claim that works for
one product may not be equally successful for another. For example, from
previous research we’ve found nutritional claims such as “high in fibre” to be the
most impactful when motivating consumers to purchase a product such as a
breakfast cereal. However, the results of this study suggest the sensory claim
“with generous, delicious chunks of fish” was considered ‘highly motivating’ for
a fish pie, while nutritional claims didn’t have much impact for this product. For
orange juice, a product that’s considered quite natural, we found that clean
label claims, including “no artificial colours, flavours or preservatives”, were most
likely to influence consumers’ purchasing decisions.”
A specific claim that’s successful in one country may not be as impactful in
another. Chambault continued: “Cultural differences became clear to us as we
analysed the study’s results. For example, for breakfast cereals we found French
participants were 37% more likely to be motivated by an ‘organic’ claim than
British participants, while for orange juice we found British participants were
12% less motivated by the claim “gently pasteurised” than German participants.
So overall it seems there is no ‘one-size-fits-all’ when it comes to finding the right
sensory claim for a product. Our research highlighted that a detailed understanding of the product category, social influences and cultural context are
essential in ensuring that a sensory claim has relevance and meaning for the
consumer.”
The results from the research will help food manufacturers think about the
claims they’re currently using. With greater insight into the impact that
different claims have on consumers, food business operators will be able to
identify which claims they should use on their packaging to influence the
consumer’s likelihood of purchasing their products.
www.campdenbri.co.uk

Echemi Europe B. V. provides digital solutions on supply
chain of food and nutrition, designed for customers in
(XURSH :H SURYLGH EX\HUV ZLWK HIͤFLHQW RQOLQH RSWLRQV
Products will be stored at local warehouse in the Netherlands, real-time location and stock quantity will be
visible online.

Products Stocked in the Netherlands

Nutrition

Amino Acid

DHA ALGAL OIL 40%

Taurine

Citicoline Sodium

BCAA

Citicoline

Leucine

Reduced Glutathione

L-Isoleucine

Lutein 5% Powder

L-Valine

Zeaxanthin 5% Powder

L-Tyrosine

Sodium Hyaluronate

Creatine Monohydrate

Glucosamine Sulfate 2KCL

D-Asparagine

Chondroitin Sulfate Sodium

L-Theanine
L-Methionine
L-Threonine
L-Phenylalanine
L-Tryptophan

Vitamin

L-Proline

Cyanocobalamin VB12
Mecobalamin VB12

L-Histidine
Fast dissolving EAA

VC DC 97%
Vitamin D3
Vitamin E

Register Now to Enjoy Fast and Immediate Online Shopping!

Email: service@echemi.nl

Welcome visiting us online EU.ECHEMI.COM
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The power of partnerships:
How ADM is joining forces
to transform the vanilla
supply chain
Alison Taylor, Chief Sustainability Officer, ADM

he health of the world’s natural
resources is critical to the success
of the food and nutrition
industry; –without a healthy
planet, there is no healthy
nutrition. As we procure agricultural commodities
from around the world to deliver varied, healthy
nutrition, we know the decisions we make as an
industry have a direct impact on the individuals
living and working in these areas. That’s why we’re
committed to the communities who help us feed
and nourish people across the globe.
We believe that a sustainable supply chain
requires the participation of multiple stakeholders.
To implement new ways of working and effect real
change, we must collaborate. By working with
stakeholders — including other industry participants, governments, and NGOs — together, we
can address opportunities for improvement across
every single part of the agricultural supply chain.
And by working hand-in hand with partners in
Madagascar, we’ve done just that, transforming
the traditional, complex vanilla supply chain.
The vanilla supply chain
Vanilla is a familiar and popular flavor across
the globe, but it is also the perfect example of a
market in which the farming communities feel the
impact of the supply chain deeply and would
suffer without sustainable interventions and
support.
Madagascan vanilla is one of the most coveted
crops on the global-ingredient market. Approximately 70-80% of the world’s vanilla is sourced
from the country, where it is produced and
collected from smallholder farmers through a
complex supply-chain network. Madagascan vanilla
also happens to be one of the most volatile crops
on the global-ingredient market. Over the last 20
years, cured vanilla beans have been known to sell
for almost $600 per kilogram one week, then $20
the next.
North-eastern Madagascar is the world's
largest producing region of natural vanilla, making
this area of the developing country particularly
vulnerable to market volatility. What’s more, the
supply chain is incredibly complex. Typically, a
smallholder vanilla farmer sells to a small collector,
who sells to a large collector, who then sells to an
exporter that finishes the curing process before

selling to the end customer.
Despite vanilla’s popularity and the generally
thriving vanilla economy, many farmers struggle
against poor living and working conditions. In
addition, because vanilla pods are hand pollinated
and manually harvested, it can be difficult for
farmers to meet this global demand. The result is
that demand, coupled with social challenges and
difficult working conditions, further contribute to
the volatility of the commodity and the challenges
faced by farmers.
Collaborating for communities
Vanilla is an important part of ADM’s flavours
offering. Customers and consumers alike place
value in a sustainable and responsible supply chain,
and we know we have a commitment to the
farmers that produce our vanilla.
That’s why last year we partnered with
Sahanala, a 4,000-strong farmer-owned cooperative in Madagascar, to form SAVAN; a joint venture
with the mission to improve the livelihoods of
vanilla farmers in the country.
In collaborating to form SAVAN, we have
enabled farmers in Madagascar, for the first time
ever, to own the whole the supply chain: from
harvesting and processing, to exporting the beans
to international markets. The partnership removes
all middle transactions, making it possible for
farmers to sell directly to ADM, simplifying the
collection process, eliminating volatility, and
enabling farmers to receive more of the profits
from their sales.
The partnership with Sahanala does not begin
and end with a sale. While the program gives
farmers capacity to increase net profit, ADM also
works with Sahanala to implement farmer-focused
social programs. These include education, medical
care, food security and agronomy training to
help grow business, improve living and working
conditions, and ensure sustainable livelihoods for
vanilla farmers.
The benefits are felt on all sides. While farmers
receive more of the profit from their sales, which
in turn helps to improve their livelihoods, ADM
benefits from supply-chain efficiencies, and can
ensure increased transparency for customers and
end consumers around the world. After only one
year, and despite a volatile global landscape, SAVAN
has already expanded to provide more sustainable
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employment opportunities. This summer, we
inaugurated a new SAVAN vanilla factory in
Antsohihy, Madagascar, where 130 employees
have been hired.
These improvements would not have been
possible without the collaboration of Sanahala,
ADM, and, of course, the vanilla farmers themselves. By working together to create a supplychain system that works for all parties, the
partnership has transformed several key parts of
the supply chain, increasing traceability, steadying
prices, and improving farmer conditions What was
once a particularly volatile supply chain, has
become increasingly stable and sustainable.
Given the impact we have already seen in a
challenging supply chain, I wholeheartedly believe
collaboration is the key to transformation. That’s
why ADM is working in partnership to improve
other communities at the heart of our supply
chain, from providing clean water and sanitation
in India and Peru, to delivering community support
programs in Paraguay, and partnering with
humanitarian organisations to address hunger in
countries the world over.
The benefits to all involved in the SAVAN
project have been tangible and are important steps
forward in ensuring the longevity and health of our
industry, and the planet, and its success shows us
even the most complex and volatile supply chains
can be transformed when we work together.
To find out more about how ADM is working to
improve the lives of the producers it works with,
visit https://www.adm.com/sustainability.

www.adm.com
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Kerry introduces SimplyNature™
organic range of flavourings and
extracts with organic certification
erry, the Taste & Nutrition company, is pleased to unveil its new,
expanded range of organic
certified extracts and flavourings
that are in compliance with the
upcoming European Union regulations for organic
flavour labelling. The SimplyNature™ Organic range
includes 24 flavourings, extracts, washes and
distillates of orange, lemon, apple, raspberry,
strawberry, mango, passionfruit, coffee, chocolate,
cocoa and vanilla, to list a few of the major options
currently on offer. These new developments are in
compliance with the incoming EU regulations
regarding labelling of flavours used in organic
foods and beverages. The new regulation (EU
2018/848, scheduled for implementation January
1, 2022) is much more stringent in terms of what
can be used in food and beverage products
designated as “organic”.
This new EU law, published in May 2018, states
that flavourings for organic foods and beverages
will need to now be at least Natural X Flavourings
(95/5 formula structure), with those meeting
the new standard permitted to be described as
“suitable for organic”. At the same time, flavourings formulated from at least 95% of organic raw
materials can be declared as “organic flavourings”.
The new regulation may represent a substantial
challenge for those food and beverage manufacturing companies that need to reformulate existing products, or those that would like to upgrade
their current formulations.
“SimplyNature™ Organic was developed by
leveraging Kerry’s ethical sourcing expertise
through our global farmer network. Created using
our superior extraction technology and world-class
flavour design, this new range captures the
excellent aroma and body of the authentic source,
e.g., citrus, tropicals, berries, coffee, cocoa, vanilla,

etc., while also providing a better finish than
traditional processing,” said Davide Foà, Kerry’s
Business Development Director, Taste, EU & Russia.
“Our latest portfolio of organic certified
flavourings and extracts delivers benefits and
impacts that are very close to conventional
natural flavourings and extracts, with the important exception that they can be labelled as ‘Organic
Certified’ — in full compliance with the incoming
EU regulations. This enables organic product
developers to use these flavourings and extracts
without specific limitations, as part of the 95% of
the organic product formulation delivering the
organoleptic impact that consumers love, in a
cost-effective manner.”
“Consumers view organic products as healthier and better for the environment,” explains
Christina Matrozou, Marketing Manager, Taste, EU &
Russia. “There are clear and increasing calls for
clarification about what ingredients can go into
these food and beverage products, and the EU has
set upcoming standards designed to strengthen
the ‘organic’ claim. Kerry’s SimplyNature™ Organic
range will meet or exceed these ambitious new
standards while providing outstanding flavour
profiles that product developers and consumers
are sure to embrace.”
This new portfolio of SimplyNature™ Organic
certified flavourings, washes, distillates and extracts
from Kerry initially covers the major iconic flavours
and will evolve and expand over time in line with
customer demand. Kerry prides itself on managing the quality – from farm to fork – of all its
offerings, and this begins with ethical sourcing
through the company’s secure and sustainable
global procurement network. It continues in
formulation, using Kerry’s long-established
expertise in flavour development, and finishes as it
works closely with customers in a range of

applications, including non-alcoholic, alcoholic and
nutritional beverages, dairy and dairy alternatives,
ice cream, and any other end uses that require
minimal thermic processing.
Two examples of Kerry’s sustainability efforts
include the Tsara Kalitao and the Café Femenino
sustainability programs. Under the Tsara Kalitao
program, we aim to support farmers and their
families while improving the quality and traceability of the raw materials supplied to us. We strive to
develop local communities in Madagascar in
relation to three pillars: the farmer’s livelihood, the
empowerment of women, and support for
education. Under the Café Femenino program, we
are honoured to be its exclusive extraction partner
in guaranteeing a fair-trade organic coffee extract
supply while working to improve the lives of
female coffee producers around the world.
The new SimplyNature™ Organic range complements the rest of the Kerry flavourings regarded
as “suitable for organic” – such as SimplyNature™
Natural X Flavourings, SimplyNature™ Extracts, and
TasteSense™ Natural Flavourings with Modifying
Properties Suitable for Organic – to deliver an
extensive range of options to food and beverage
product developers.

www.kerry.com

www.innovationsfood.com | November 2020 | Innovations in Food Technology

61

FOT 62 and 47:TESTING

12/11/20

14:49

Page 2

Super compound delivers a
premium consumer experience
with lower raw material costs
AK has developed ILLEXAO™, a range of
fats suitable for making a ‘super
compound’ that can replace up to
100% of the free cocoa butter in a chocolate
recipe. In turn, this will enable chocolate manufacturers to reduce formulation costs by up to 40%
with no decline in quality or product stability.
The main fat phase of the super compound
comprises vegetable fats with a similar composition to cocoa butter. This means it is fully compatible with cocoa butter, which will allow chocolate
manufacturers to use it in their products to reduce
costs while continuing to add cocoa mass to their
formulations. The super compound delivers equivalent taste, texture and meltdown properties, as
well as a similar nutritional profile.
Traditionally, cocoa butter was the only
vegetable fat used in chocolate, but a combination of increased demand, rising prices, varying
quality levels and inconsistent supplies has led
chocolate companies to seek alternatives. Standard
compounds are more affordable, but the fat has a
different composition to – and is not compatible
with – cocoa butter, leading to sensory differences
in the chocolate due to a lower cocoa mass
content. Depending on the blend of vegetable fats
in the compound, manufacturers may be forced
to consider compromising the nutritional profile of
their product by adding saturated and trans fats.
Technical difficulties such as these have therefore
limited the use of compounds largely to chocolate
coatings.
However, by using the right vegetable fat,
such as AAK’s ILLEXAO™ range, to replace some or
all of the cocoa butter in the chocolate recipe, it is
possible to produce a super compound. This overcomes all of these obstacles, giving manufacturers the opportunity to create indulgent chocolate
with excellent sensory properties and clean label
credentials while saving 10-40% of ingredient costs.
The exact amount of savings will depend on the
recipe and raw material costs.
Additional benefits of using the super compound include increased scope for customization
and improved shelf stability, bloom resistance
and shape retention. Increased stability is more
essential than ever during the COVID-19 crisis,
because many more shoppers are ordering food
over the internet. Even before the pandemic, 35%
of shoppers said they had bought chocolate
online, according to AAK research. That figure is
likely to have risen significantly in the wake of
lockdowns worldwide that have forced people to
stay at home for extended periods.
Marco Oomen, AAK’s Global Business Director
for Chocolate & Confectionery Fats, said: “Our
research shows that the taste of chocolate is by far
the most important factor for consumers.1 This

makes it important not to cut costs at the expense
of taste by using ingredients that are cheaper than
cocoa butter but inferior in terms of performance.
AAK’s ILLEXAO™ range of super compounds offers
both a premium eating experience and lower raw
material overheads, as well as a clean label and no
difference in the nutrition profile of the finished
product.”
He continued: “Furthermore, the growth of
internet shopping has highlighted the need for
manufacturers to ensure product quality remains
stable during transportation to consumers. When
storage temperatures are not controlled or
fluctuate during distribution, products are prone
to turn grey, dull and unappealing. For manufacturers that rely on online sales, this is a risk to brand
reputation they cannot afford to take. Consumers
are likely to send it back with the next post,
perhaps never to buy that brand again. This is
where the high bloom resistance of the super
compound comes into its own, making it well
suited to web sales.”
AAK’s standard super compound solution is a
blend of shea butter and palm oil. Alternative
exotic fats can be incorporated in line with the
chocolate manufacturer’s preferences. “Based on
AAK’s Customer Co-Development approach, super
compounds can be developed for all needs,” said
Marco Oomen. “That’s a major plus at a time of
uncertainty on global markets, and it’s perfect for
budget-aware consumers who demand premium
solutions and increasingly prefer to shop online.”
www.aak.com

You can now follow Innovations in Food Technology on
Twitter: @innovfoodtech
Instagram: @innovationsinfoodtechnology
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Innovation
boost for
functional bars
ternLife presents two new concepts for
promising market placement of functional bars. Vegan Deluxe blends excellent
taste with a high-quality nutrient profile to
capitalise on the vegan megatrend. The prototype
bar created by the company delivers 25% of
valuable plant proteins from pea, soy and rice, as
well as 13% of saturating dietary fibres, and less
than one percent sugar. In terms of taste, it
combines a delicious cookie base with caramel
creme. Indulgence is also the focus of the second
concept, Grand Deluxe, an innovation that allows
for nearly one-quarter (22%) of the bar to consist
of filling – a novelty in the conventional protein bar
segment, thanks to special SternLife technology.
With its broad range of ingredients, the company
is able to customise sensory, nutritional and functional properties of the bars according to desired
positioning and target groups.
Functional bars and snacks have been rising in
popularity in recent years. Premium products,
high-quality nutrient profiles and vegan recipes, in
particular, are all driving demand. As a result, the
European bar market is fairly well saturated.
Lüder Holsten, Product Manager at SternLife,
explains: “Our special focus is on those segments
that still offer good positioning opportunities.
There is definitely space for improvement when it
comes to the existing range of vegan protein bars.
This has inspired us to develop the Vegan Deluxe
concept. Of course, saturated markets are more
challenging in terms of successful product
launches, but are by no means unmanageable. To
stand out from the crowd, innovation and USPs are
a must. Our Grand Deluxe concept is the best
example of a new generation of protein bars.
Never before has there been so much filling in an
industrially produced functional bar.”
SternLife provides a comprehensive portfolio
of proteins, dietary fibres and functional
ingredients, as well as fillings, toppings, inclusions
and chocolate coatings. This allows for the development of creative, customised and innovative
functional bar solutions for all target groups and
markets.
In addition, customers benefit from the
company’s application-specific competence.
Vegan bars are particularly challenging from a
sensory perspective, as their texture and taste
differ substantially from milk- and whey-based
counterparts. For the Vegan Deluxe prototype, the
functional food specialists therefore combined the
raw materials in a clever way to create an excellent
taste profile without the off-flavours often found
in purely plant-based recipes. A crunchy peanut
topping ensures a harmonious texture too.
www.sternlife.de
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Digestive health identified as
a key purchasing driver for
India’s consumers
53% of consumers cited digestive health as a key concern, with
many looking for natural solutions to improve their digestive
health and overall well-being
ndian consumers are increasingly
prioritising their digestive health,
especially when it comes to their food
purchasing decisions. In a recent
consumer survey1 conducted by the
market research company InSites, on behalf of
BENEO, it was found that 53% of Indian consumers
believe that digestive health is very important. This
is particularly true in relation to its role in various
aspects such as overall physical health, immune
function, daily energy levels, weight management
and even mood.
This is especially significant considering that
68% of the Indian consumers occasionally suffer
from digestive issues such as gastrointestinal
problems and constipation, possibly due to
imbalanced diets, spicy food or contaminated food
or water.
The research also found that two-thirds
of Indian consumers are actively choosing
foods that will improve their digestive health,
such as vegetables and fruit (including fruit
juices and smoothies), dairy and cereals. In
addition, 77% of them are willing to pay a
premium for foods and drinks with a health
benefit. Food ingredients that have a ‘natural’
messaging to it – such as chicory root fibre –
were also found to be most appealing to 6
out of 10 Indian consumers, and would
greatly convince them to buy a new product.
Conscious effort to improve
© BENEO
digestive health
Over the past decade, Indians have become
more affluent and urbanised. The hectic lifestyles
have led to the rise of an ‘obesogenic’ environment, characterized by easily available, highpalatable foods such as convenience foods and
snacks with poor nutritional value.
These diet changes are putting the country at
higher risk for possibly deadly diseases such as
obesity, diabetes, hypertension, and cardiovascular disease – not just in urban areas, but in
rural ones too. Recognising that digestive health
forms an integral part of one’s overall health will
become key to Indian consumers making informed
choices around their dietary and food preferences.
“While the Indian diet is generally rich in
nutritious foods like grains and dairy, the impact of
globalisation, changing lifestyles and preference
for fast and packaged foods have changed the way
the nation eats. The insight from the study
revealed a high consumer interest in natural

solutions to improve digestive health, both for
better overall health as well as for a relief from
digestive issues. With inulin and oligofructose
being the only plant-based prebiotic fibres,
BENEO’s portfolio is well suited to meet the Indian
consumer demand for a healthy digestive system,”
said Myriam Snaet, Head of Market Intelligence and
Consumer Insights, BENEO.
How can food manufacturers aid
better food choices?
Indian consumers are already benefitting from
the natural inclusion of foods that support
digestive health. In a country with a population of
more than 1.3 billion people, the consumption of
yoghurt (or curd) is an important part of people’s
everyday diet. It is typically consumed during or

after meals as a way to enhance flavour and aid
digestion.
It is reassuring to see that 72% of Indian
consumers found that fibre content in their
yoghurt is relevant to them, while 64% of them
said they are more likely to pay extra for yoghurt
with digestive health claims2. Consumers today are
also more aware that a healthy digestive system
reaches out beyond the gut and can impact
overall health.
Food manufacturers can cater to this growing
demand for high fibre and natural food. For
example, by using BENEO’s natural prebiotic fibres
from chicory root, manufacturers can improve the
nutritional profile of their products, and in turn
promote better gut health among consumers by
increasing their fibre intake.
The chicory plant – a vegetable cultivated since
ancient times – stores extra energy in its roots in
the form of inulin. BENEO’s inulin and oligofruc-

tose are derived from the chicory root through a
gentle hot water extraction method and they are
two of the three scientifically proven prebiotics
worldwide, according to the International Scientific
Association for Pro- and Prebiotics (ISAPP). In
addition, they stand out in the market as the only
existing prebiotics derived from plant sources.
BENEO’s inulin has also been found to be able to
induce selective changes in the gut’s microbiota
composition that can be directly linked to
improved regularity and well-being3.
These soluble chicory root fibres appeal to
food manufacturers as they can be easily incorporated into foods that we regularly consume, such
as dairy products, chocolates, cereals, and baked
goods. In addition to its health benefits and
natural properties, manufacturers can still maintain
the delicious taste of their food products
due to the mild and natural taste of chicory
root fibres, without compromising on
texture. Inulin was also identified as
‘Ingredient of the Year 2020’ by food and
beverage consultant Julian Mellentin, due to
a confluence of consumer trends for foods
that contribute to digestive health and
overall well-being. These trends, matched
with inulin’s benefits, have caused a surge
in demand – with the number of products
that feature inulin having doubled between
2012 and 20194.
Focusing on healthier lifestyles
Globalisation and a rising middle class
have brought many benefits, such as improved
standards of living, for the Indian population.
However, with their rising disposable income and
busier lifestyles, many Indian consumers are also
more susceptible to an imbalanced diet.
Food manufacturers can therefore play a key
role in helping consumers build a healthier lifestyle,
beginning with their gut health. Incorporating
BENEO’s inulin and oligofructose to the Indian
consumers’ diet will provide healthier options for
them, improving their digestive health, and in the
long term — the overall health of the population.
References:
1 Insites 2019 Quantitative and Qualitative Consumer Survey on Healthy Lifestyle
(Sample size: 1,015. Representative for the shopper population (70% women/30%
men), excluding consumers in challenging financial situations)
2 FMCGgurus, 2019
3 Vandeputte D, Falony G, Vieira-Silva S, et al. Gut Published Online First: 17th
February 2017 oi:10.1136/gutjnl-2016-313271
4 https://www.new-nutrition.com/nnbPressRelease/display/22
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Valio USA focuses on growth
in new, innovative food
and dairy ingredients

Wyke Farms opens
UK’s first fully
solar powered
cheese storage
yke Farms, the UK's largest independent cheese producers and producers
of renewable energy have further
invested into their ‘100% Green' sustainability plan,
with a new 65kw solar array, positioned on their
new cheese storage dispatch building at their
Wincanton site.
The new cheese storage is a state-of-the art
building where the temperature is controlled at
12˚c and highly energy efficient. Rich Clothier,
Managing Director and third generation family
member at Wyke Farms, says: "my grandmother's
stone maturing barn on the farm stayed at a
steady 12˚c with some small seasonal variations, in
our new stores we have replicated that closely in
order to keep the recipe as close to hers as
possible".
There is space for 1762 pallets of cheese,
amounting to approximately 2000 tonnes of
additional storage capacity that is required to meet
the demands of growing export sales in vintage
flavour profiles. The new store is 2500 times the
size of Ivy Clothier's original cheese store on the
farm in Wyke Champflower.
Rich Clothier, Managing Director and third
generation family member at Wyke Farms,
comments further: "this is our fifth business solar
array set and moves us closer to fulfilling our
commitment to position solar on all of our South
facing roofs where we use daytime power.
Reducing carbon is essential for all businesses and
this is an easy, cost effective way to do just that."
He continues: the principles of sustainability' are at
the heart of all of our business decisions as we can
see from the continual development of our green
portfolio over the last 10 years" Cheddar is a
natural food produced from grass; using the
power of nature to age it in a way that has a
positive impact on the environment is intuitively
the best way to do it.
www.wykefarms.com

inlandia Cheese is one of the most highly
regarded cheese brands in the United
States and known for the superior taste
and quality of its cheese and butter. Being part of
Valio, a leading Nordic dairy and food company,
Finlandia Cheese, Inc. is now changing its name to
Valio USA. The name change is part of the
company’s expansion into new, innovative categories, such as plant-based cheese alternatives, as
well as value-added dairy ingredients and solutions
for US food manufacturers.
Finlandia Cheese, Inc., a subsidiary of Valio Ltd.
in Helsinki, Finland, has changed its name to Valio
USA starting October 1, 2020. The new name will
facilitate the company’s expansion into new,
innovative categories and provide a closer connection between the subsidiary and its parent company
in corporate branding and messaging. Due to its
strong recognition among consumers, Finlandia will
remain the brand name for Valio USA’s cheese and
butter line.
We just introduced our new, plant-based
Oddlygood™ vegan cheese alternatives to the USA
market. They taste great and melt perfectly in pizza.
As we are expanding to new categories outside of
traditional cheese and butter, we feel that the Valio
USA name will give us more flexibility to develop a
variety of innovative new products that make
everyday meals extra delicious,” says Mari
Meriluoto, Director of Marketing and Business
Development at Valio USA.
Valio also makes world-class dairy ingredients
and solutions that help food manufacturers to
fulfill demand for health requirements, including

free from, high protein and low sugar. Valio now
wants to bring these value-added dairy ingredients
and solutions to the USA market. Valio manufactures for example, lactose-free milk powders and
many advanced blends in Finland. Valio’s solutions
will allow food manufacturers in the region to
deliver new recipes that satisfy the growing
consumer trends. The clean Arctic environment
combined with strict quality control and animal
welfare results one of the cleanest milks in the
world. Valio also has zero tolerance for antibiotic
residue in milk. In April, Valio and the North
American specialty ingredient distributor Palmer
Holland partnered for sales, marketing and
distribution of lactose-free milk powders.
The relationship between Valio Ltd. and
Finlandia Cheese dates to the 1950s when the
Finlandia brand entered the US market. Finlandia
cheese quickly became a favourite in New York delis
and expanded into supermarkets, cheese shops,
delis and restaurants throughout the Northeast. In
1992, Valio Ltd acquired Finlandia.
www.valio.com.us

Emmi increases stake in goat’s
cheese producer Bettinehoeve
mmi, the leading Swiss milk processor, is
increasing its stake in Dutch goat’s milk
processor Bettinehoeve to 90% and
strengthening its commitment to this growth
segment. The family business, in which Emmi has
held a 60 % stake since 2016, has steadily strengthened its position in recent years thanks to its diverse
range of goat’s cheese varieties. Emmi is exercising
the option to increase its stake in Bettinehoeve.
Products made from goat’s milk are among
the most attractive niches in the dairy industry
internationally. The Dutch family company
Bettinehoeve, in which Emmi has held a 60% stake
since 2016, has successfully expanded its position in
this market in recent years. Emmi is therefore
exercising the option to increase its stake to 90%.
Bettinehoeve specialises in the production of
an extremely diverse range of goat’s milk cheese
varieties, which are mainly sold through Dutch
retailers. Other important markets are the UK,
Germany, France, the Nordics and Belgium. “With
this increase in our stake, we can integrate
Bettinehoeve even better into our global goat’s
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milk network and strengthen our commitment to
this important growth segment for Emmi,” says
Robin Barraclough, Head of the Business Division
Europe, explaining this decision.
Management team remains unchanged
Bettinehoeve was founded in 1982 by Johan
Ewijk, the father of the current Managing Director
Sybren Ewijk. He will retain a 10% stake in the
company and will continue to be responsible for
the further development of the business in the
future.
The increase in the stake in Bettinehoeve also
affects Emmi’s share in Goat Milk Powder (GMP), the
joint venture between Bettinehoeve and AVH dairy,
another Dutch subsidiary of Emmi. GMP was
founded in 2013. AVH dairy is responsible for the
marketing, sales and distribution of products used,
for example, in the production of sports nutrition
and baby food. Production takes place at
Bettinehoeve. Emmi now holds 80.9 % of GMP
shares.
www.emmi.com
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DuPont launches series of cultures
to re-shape fermented dairy industry
uPont Nutrition & Biosciences (DuPont)
has announced the launch of its latest
series of dairy cultures and probiotic
formulations for China, offering yogurt producers
new solutions for differentiation today and
positioning them for future growth.
These new cultures enable faster fermentation
and higher probiotic counts while maintaining a
mild taste and premium texture for consumers. The
new cultures include:
• YO-MIX® PRIME – The YO-MIX® PRIME cultures offer
manufacturers the ability to create optimal mildness and premium creamy texture for consumers.
The culture enables the reduction of added sugars
and a high probiotic count, while maintaining
quality throughout challenging distribution
channels. It also allows manufacturers to save on
formulation costs by reducing protein addition in
recipes, and greater process flexibility due to fast
fermentation and full control of acidity before
cooling and packaging. YO-MIX® PRIME 900 offers
manufacturers the option to fine tune the texture

of yogurt according to consumer preferences.
• YO-MIX® FAST 1.0 – The YO-MIX® FAST 1.0 cultures
enable fast fermentation, delivers thick and
smooth texture, and are adapted to different
yogurt recipes and processes. Discovered and
designed by French scientists, YO-MIX® FAST 1.0 is
manufactured in the French Alps and protected
with a China-granted patent (patent no. ZL
200910224873.X).
• DuPont™ Danisco® LPC 800 – The German-made
DuPont™ Danisco® LPC 800 cultures allow for
refreshing beverages without too much acidity,
while maintaining high Lactobacillus bacteria count
until the end of product shelf life. Compared to
market alternatives, it enables faster fermentation
within 24 hours which helps to reduce the risk of
contamination. DuPont™ Danisco® LPC 800 is an
ideal choice in low-sugar recipes, resulting in a
more stable and refreshing flavor than currently
available cultures.
• HOWARU® Bifido – HOWARU® Bifido combined
with YO-MIX® cultures creates new opportunities

for a higher dose of documented probiotics in
premium probiotic yogurt.
“These new yogurt cultures demonstrate how
market driven innovation, combined with local
expertise in regions around the world, brings faster
fermentation, higher probiotic counts, milder taste
and a healthier brand image to fermented dairy
products,” said Morten Boesen, Global Product Line
Manager, Dairy Cultures, DuPont Nutrition &
Biosciences. “This is the latest from DuPont’s
extensive range of yogurt and fermented milk
cultures that lowers formulation costs for our
customers while maintaining quality and taste for
consumers, effectively reshaping the future of
fermented dairy products.”
To learn more about the YO-MIX® PRIME series
and other DuPont™ Danisco® range of yogurt
culture offerings, visit https://www.dupontnutritionandbiosciences.com/productrange/dairy-cultures/yogurt-cultures.html.

Conagen’s novel production of non-GMO human milk
oligosaccharide paves the way for advancing
nutrition in next generation formulas
onagen, a rapidly-growing Boston-based
biotechnology firm, has established a
novel and proprietary process for the
scalable production of a non-GMO human milk
oligosaccharide (HMO), an important nutritional
compound only found in human milk. This
micronutrition breakthrough will enable the creation
of high-quality and cost-effective next generation
infant formula products that most closely resemble
human breast milk.
Human milk oligosaccharides are complex
sugars that are naturally found in human milk.
They are the third largest solid component in
human milk after fat and lactose, and convey a
variety of benefits. HMOs are responsible for
directly stimulating the immune system by
promoting good gut bacteria, strengthening
the gut barrier function and blocking
pathogens.
The most abundant HMO in human milk is
2’-fucosyllactose (2’FL.) Cow’s milk contains
very little of this important compound, and for
this reason the best infant formulas must be
fortified with it in order to deliver the immune
system benefits. Purifying this compound from
either cow or human milk is obviously unsustainable, which is why Conagen researchers harnessed
the technology of bioconversion for a sustainable
non-GMO production process.
Unlike Conagen’s process, nearly all other HMOs
on the market are produced by genetically
engineered organisms. Conagen’s HMO product
therefore offers source-sensitive consumers a
pure, sustainable alternative ingredient for infant
nutrition products.
“We leveraged our industry-leading technology
for production of non-GMO certified natural
sweeteners to instead make HMOs with simple

enzymes rather than recombinant organisms. In this
regard, our process resembles the way cheese is
made,” said VP of Innovation, Dr. Casey Lippmeier.
Conagen is known for rapidly moving innovations from early stage research to commercialization. After a couple years of intensive research
and development, the Conagen technology for
producing this critical infant formula ingredient is
ready for commercialization. Infant formula manufacturers can anticipate market entry of Conagen’s

2’FL in the next few months.
Beyond the use in infant formula, HMOs have
potential in the dietary supplement market for
immune boosting and sports performance for
adults. Certain pharmaceutical applications may also
be possible.
“We have made impressive investments in
our capabilities for high-throughput, automated
enzyme identification, design and screening. From
this expanded platform, we were able to identify
and improve upon an interesting natural pathway
for the biosynthesis of 2’FL which is more efficient
than established routes,” said Lippmeier, adding

that, “A patent application has been filed on this
process.”
Conagen’s HMO is not the first entrant in the
market. Several companies are already in the
market with 2’-FL and related infant formula
ingredients. Manufactured ingredients for infant
formula conform to the highest standards in the
food industry. Safety, quality and evidence of
efficacy are paramount.
Conagen is focused on introducing naturebased and sustainable ingredients which
improve upon existing options or which
represent completely novel ingredient
solutions. This focus enables continued
innovation in infant nutrition and dietary
supplements.
As an example, earlier this year Conagen
announced the development of a sustainable
process for the production of the human milk
protein lactoferrin, which when added to
infant formula will convey most of the
nutritional properties of lactoferrin from breast
milk. The first-of-its-kind natural lactoferrin
protein is produced via a fermentation process
at commercial-scale. Lactoferrin is necessary as
it plays an important role in the newborn immune
system and contributes to healthy infant digestion
and iron nutrition.
Conagen is making the impossible possible. Our
scientists and engineers use the latest synthetic
biology tools to develop high-quality sustainable
nature-based products through systems of manufacturing on a molecular level and fermentation
basis. We focus on the bioproduction of high-value
ingredients for food, nutrition, flavours and
fragrances, pharmaceutical, and renewable
materials industries.
www.conagen.com
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Ornua Foods UK announces £3 million
investment at Leek cheese packaging facility
rnua Foods UK, the major supplier of
cheese and butter to leading UK retailers,
has announced a £3 million investment in
state-of-the-art cutting and packing equipment at
its Leek facility. The latest investment will see the
installation of an additional high-speed cheese
slicing line as well as the further expansion of
Ornua’s cheese grating capabilities. Overall, the new
state-of-the-art equipment will result in an
additional 7,000 tonnes of capacity bringing total
annual production to over 110,000 tonnes. This
investment reinforces Leek’s position as the largest
and most efficient cheese packing facility in the UK.
The new investment at Leek comes at a time
when Ornua Foods UK is experiencing strong growth
in both branded and own label cheese, with sales
through major UK retailers increasing by 15% to date
in 2020. This in part can be linked to the
significant change in consumer buying patterns
witnessed during the Covid-19 lockdown and
Ornua’s effective management, in close collabora-

tion with its customers, of the resulting surge in
demand. While it also reflects the longer-term
underlying performance of the business and its
strategic focus on investing in its capability to
produce a comprehensive range of high quality
branded and own label products in the most
consistent and efficient manner possible.
Ornua Foods UK’s growth is reflected in the
strong performance of Pilgrims Choice, the clear
number two cheddar brand in the UK, which has
grown by 25% in the last 52 weeks, outperforming
the category by 10%. In addition, Ornua Foods UK’s
range of quality own label cheddars supplied to
leading retailers such as Tesco, Sainsbury’s and
Iceland have contributed significantly to the
performance of the business.
Commenting on the new investment Bill
Hunter, Ornua Foods UK’s Managing Director said,
“Ornua Foods UK’s success is based upon our
commitment to delivering a comprehensive range
of high quality products to our retail customers in

the most consistent and efficient manner possible.
Central to this is our Leek cheese cutting and
packing facility, one of the most advanced facilities
of its kind in Europe and home to Pilgrims Choice,
one of the nation’s most popular cheddar brands.
Our latest £3 million investment at Leek will further
enhance our cheese packing capacity and capabilities delivering further improvements in yield and
efficiencies, as well as allowing us to respond to
growing consumer demand for cheese in sliced and
grated formats.
“Our latest investment in Leek comes at a time
when we are experiencing strong business growth.
This reflects our focus on delivering quality,
efficiency, customer service excellence and
innovative ways of working for our major UK retail
customers. We believe our current investment and
that planned in future years both at Leek and in
support of our Pilgrims Choice and Kerrygold
brands will continue to give the company a
competitive advantage in the marketplace.”

Arla Foods Ingredients launches organic
solution for cooking-stable cheese
rla Foods Ingredients has launched a new
organic functional solution for cookingstable cheese products.
The solution is part of a new line that helps
manufacturers meet the growing demand for
healthy, natural and organic products.
Organic cheese launches are growing at a
CAGR of 15.1% in Europe1 and 73% of European
consumers would buy more organic dairy products
if they were more widely available.2
Meanwhile, cooking-stable cheese products –
such as grilling cheeses and cheese fries – are
increasingly prevalent. They are a perfect proteinrich substitute for meat, and have created new
possibilities to cater for the growing number of
vegetarian and flexitarian consumers.
Arla Foods Ingredients is now adding an organic
line to its Nutrilac® range of functional protein

solutions, which offer multiple functionalities in
dairy, including improved taste, texture, creaminess
and stability.
The line includes Nutrilac® FO-7922 Organic – a
new product for cooking-stable cheese products.
Ideal for grilling cheeses, cheese patties for
burgers, cheese sticks, cheese nuggets and cheeses
for hot pot soup, it can also be used to create
recombined dairy products that are just as delicious
as those made from fresh milk.
As well as being organic, Nutrilac® FO-7922
Organic is heat-stable in processing, allows flexible
levels of sodium content and has a pleasant taste.
Other advantages include 100% yield.
Claus Bukbjerg Andersen, Senior Category

Visit our new NEWS website at
www.innovationsfood.com
You can also find us on
Twitter @innovfoodtech
and Instagram
@innovationsinfoodtechnology
Send your Dairy news to the
Innovations newsdesk
Email: terryprior@innovationsfood.com
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Manager at Arla Foods Ingredients, said: “Contemporary ways of cooking and eating cheese are
increasingly varied, and there’s demand for
cooking-stable products in a variety of forms. At
the same time, ethical purchasing drivers are
increasingly important and the demand for organic
products is huge. Our new solution meets all of
these current market needs. It combines functional
benefits with a natural, wholesome, organic
positioning that boosts consumer appeal.”
References:
1 Innova database (Dairy and non-dairy products)
2 Lindberg International ‘Consumer study on perception of organic food products and
organic purchasing habits’, 2019

www.arla.com
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Firmenich and Novozymes partner for
great tasting yogurt with unprecedented
sugar-reduction performance
ugar reduction leader Firmenich, a
privately owned perfume and taste
company, and Danish biological solution
leader Novozymes, have announced the launch
of their new, jointly developed natural sugar
reduction solution TasteGEM® SWL with Saphera®
lactase. This cutting-edge technology brings
unprecedented natural taste performance,
enabling up to 50% sugar reduction in yogurt
and other dairy products without the use of
sweeteners. The solution is exclusively available
from Firmenich in all major markets worldwide.
“We are seeing a significant shift, with
consumers ranking reducing sugar as the #1
health consideration in their food and
beverage choices,” said Emmanuel Butstraen,
President of Flavors, Firmenich. “Building on
our industry leading, proprietary sugar
reduction capabilities, we have joined forces
with Novozymes, to develop uniquely
optimized dairy solutions for our customers
that are both delicious and nutritionally
balanced.”
“We are happy to be in this joint collabo-

ration with Firmenich, which has quickly
resulted in bringing a new, unique innovation to
the market. Our companies’ combined strengths
help dairy companies improve their existing
products and develop new ones for the growing
number of health-conscious consumers looking
for dairy products with improved nutritional

properties including less sugar and calories,” said
Claus Crone Fuglsang, Chief Science Officer at
Novozymes.
A synergy is achieved when Firmenich’s
market-leading sugar reduction solution TasteGEM®
is combined with cutting edge lactase solution
Saphera®. The patent-pending technology unlocks
the naturally occurring sweetness of milk and
bridges the sensorial gaps that arise when
added sugar is removed. TasteGEM® SWL with
Saphera® lactase delivers a superior tasting
product and enhanced eating experience with
authentic sweetness and increased creaminess and the added benefit of lower lactose
levels.
Firmenich is committed to providing the
most comprehensive sugar reduction capabilities in the industry, enabling customers to
create nutritionally balanced and greattasting products. Last year, Firmenich sugar
reduction technologies helped our customers
save an estimated 300,000 metric tonnes of
sugar, equating to over 1 trillion calories.
www.firmenich.com

Carbery Group launches new cheese brand
for food ingredient and food service sectors
ong known for its expertise in cheese
production, international dairy, nutrition
and flavour expert Carbery Group is
launching Carbery Dairy, a new cheese brand,
specifically for the ingredients and food service
markets in Europe and Asia. The range includes
natural cheddar, ‘Cheese Extra’ – functional
reduced fat cheese, speciality cheeses and a new
range of pasta filata, including mozzarella and
grilling cheese. These versatile cheeses are suitable
for a wide range of applications including pizza,
baking, ready meals, sauces, seasonings and
snacks. The range offers varied flavour profiles and
a high level of functionality such as excellent
stretch, sliceability, good melting or low browning
characteristics, among others.
In 2018, the farmer-owned co-operative
announced its intention to diversify its cheese
product range into pasta filata and target new
markets with new products and applications,
including expanding significantly in Asia. The
ambitious expansion, underpinned by a €78m
investment in a brand new state of the art facility
in West Cork, is now almost complete, with output
set to increase from just over 50,000 tonnes per
annum to 64,000 tonnes.
CEO of Carbery Group Jason Hawkins

Send your Dairy news to the
Innovations newsdesk
Email: terryprior@innovationsfood.com

commented: “We have been implementing a
strategy for a number of years now to diversify and
grow our products, and therefore our customer
base. Our extensive market research has shown us
that demand in Asia for dairy products and particularly cheese is set to grow. We believe that our
heritage and expertise in dairy, combined with our
talented team of researchers, food scientists and
cheese experts, have culminated in this
exceptional cheese brand that we hope will inspire
new and existing customers to create marketwinning products.”
The varieties of cheese on offer through
Carbery Dairy include:
• Pasta Filata (mozzarella and grilling cheese)
• Natural Cheddar (mild, medium, mature and
vintage)
• Cheese Extra (a variety of highly functional, high
protein, reduced fat cheeses)
• Speciality Cheeses (includes both Italian style and
Inclusion cheese with flavours such as smoked,
chilli, fajita and black pepper)
The Professional Range, which includes all of
the cheese varieties on offer through Carbery
Dairy, has been specifically developed to meet the
needs of chefs in the food service sector. The
cheeses have been tested in real-life food service
settings to ensure they perform well under different cooking and baking conditions. They are also
available in a number of formats, to suit the
requirements of different kitchen capabilities.
Orlaigh Matthews, Marketing Manager for
Cheese, added: “We’re excited to be entering the
food service market with our Carbery Dairy range

of high-quality cheeses. In developing the range,
we drew on the creative and practical expertise of
our chefs, who collaborate extensively with our
customers to ensure the cheeses are suited to
professional kitchens. Together with our cheesemakers and R&D teams, our chefs have created
exciting recipes to satisfy consumer demands
around the world. We hope food service suppliers
enjoy creating delicious dishes for their customers
that showcase the very best in Irish grass-fed
cheese.”
www.carberydairy.ie
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Holista launch
world’s first clean
label low GI
white bread for
North America
and Mexico
ustralian listed Holista Colltech Limited
and its U.S. subsidiary, Holista Foods Inc.,
have entered into an agreement with
leading U.S. breadmaker, Costanzo’s Bakery, Inc.,
to manufacture the world’s lowest Glycaemic Index
(GI) clean label white bread using only all-natural
ingredients.
Under the exclusive three-year Licence and
Commercialisation agreement, Costanzo’s will
purchase Holista’s GI Lite™ Bread Premix, which be
used to produce a range of healthier breads for
the USA, Canada and Mexico.
The GI Lite™ white bread will also have the
lowest GI reading for clean-label white breads in
the world. The healthier bread was jointly developed by Holista and Constanzo’s. The University of
Sydney tested and validated this bread in July 2020
to have a GI reading of 46, which compares with GI
readings of over 70 for most white breads.
The Australian Bakery Products market is
estimated to be worth US$3 billion a year and
consumers are moving away from processed
breads towards healthy options, according to
IBISWorld.

European partnership on track to
market the first high fibre wheat
n its first year in retail stores in the USA, a
new wheat which delivers three to five times
more fibre to consumer products is performing well and will now be marketed in Europe.
This high fibre wheat is the first and unique
wheat bred for nutritional aspect. This high-fibre
wheat has been developed over 20 years by Arista
Cereal Technologies, (Arista), a joint venture
between Australia’s national scientific research
agency, CSIRO, and the French farmer-led cooperative, Limagrain.
As part of this European partnership, Arista has
exclusively licensed patents for high fibre common
wheat to Limagrain Ingredients.
High fibre wheat is the first wheat ever grown
to bring specific health benefits for consumers,
related not just to the amount of fibre but also the
type of fibre for gut health. The high-fibre content
was achieved through conventional breeding
to provide more resistant starch (which is a
fermentable fibre) than traditional wheat.
CEO of Arista, Eric Vaschalde, commented “Our
high-fibre wheat with this greatly increased type of
natural fibre has an active prebiotic effect. People
who choose this over conventional wheat are able
to boost their fibre intake without having to stop
eating the foods they love”.
Largely lacking in Western diets based on highly

processed foods, resistant starch is a fermentable
fibre that is more resistant to digestion in the small
intestine, so reducing the spike in blood sugar that
occurs after a meal. This fibre moves on to the
bowel where it contributes to the health of the gut
microbiome and, it is thought, to have a protective
effect against bowel cancer. Official health claims
are available for this natural fibre and for positive
effects on glycemic response.
Trials started in Europe several years ago for a
range of wheat-based products from high fibre
wheat, and a long-term distribution contract has
been signed between Limagrain Ingredients and
Arista earlier this year.
“Limagrain Ingredients is the right partner for
Arista to promote these new benefits to European
consumers, with its expertise in wheat production
and milling and its knowledge of the European
wheat ingredients markets” says Eric Vaschalde.
“We are thrilled to partner with Arista”
mentions Anne Lionnet, in charge of marketing this
wheat in Europe.
“Food industries are increasingly interested in
high fibre wheat, providing an easy way to close the
fibre gap without changing local consumption
habits. We intend to supply High Fibre Wheat
ingredients to all food
industries targeting
increased health benefit in their products”

he post-corona era calls for innovation
and more global responsibility in the
food industry. Consumers increasingly
demand sustainable, safe and uncomplicated
products. Market research institutes such as Mintel1
are forecasting a long-term trend reversal in
the food market after the crisis: towards higher
expectations in terms of quality, as well as increased
awareness of added health benefits and environmental compatibility. As experts in ingredients made
from the natural raw material wheat, we at Loryma
can respond to current consumer trends through
innovative technology. As a result, manufacturers
benefit from higher quality end products using the
same or optimised production processes.
There are three megatrends at the epicentre of
the corona disaster that will prove to be true
innovation drivers in years to come. The crisis has
led to a reorganization of the way we work, greater
respect for the older generation and a desire to take
more responsibility for our environment. These
experiences will have a lasting impact on people's
living and consumption habits. Key learnings are a
daily diet with less meat, easy preparation of food at

home and a need for healthy and ethically
justifiable nutrition. This is where the natural raw
material wheat offers great potential: using
extrusion technology, it is versatile and combines
nutritional and technological advantages. Wheat
proteins optimise the consistency of products such
as meat alternatives, cereals, baked goods and
convenience food. They provide high-quality amino
acids and help to reduce global meat consumption,
contributing to a better ecological balance. Wheat
starches improve stability, texture and flavour, while
extending shelf life and positively influencing the
nutritional profile of food products, for example
through sugar reduction. The use of functional
blends enables individualised visually and texturally
convincing applications that are quick and easy to
prepare. This holds true for a virtually unlimited
number of solutions, from breadings and vegan
meat substitutes to confectionery, snacks and ready
meals.
Our great asset is the flexibility of wheat
combined with the expertise we have acquired over
several decades. Loryma is a brand of the Crespel &
Deiters Group, which processes 330,000 tonnes of
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Future concepts: Sustainable wheat
ingredients for functional concepts

wheat annually, which equates to an area the size of
57,500 football pitches. 100% of the guaranteed
GMO-free raw material comes from the EU, 75% of
which is harvested and processed in Germany. The
regionality of this renewable natural product
ensures a reliable supply, short transport routes and
low emissions. Thanks to joint production, i.e. the
creation of different products from the same
raw material, the wheat can be utilised almost
entirely with a yield of 99 per cent. This guarantees
efficient and resource-friendly handling. Loryma‘s
products are crisis-proof and pioneering for use in
globally significant markets of the future. This also
benefits the manufacturers who work with our
ingredients.
1 Mintel: Global Food and Drink Trends 2030

www.loryma.de
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New carrot-based EXBERRY®
powder delivers brilliant
yellows with long shelf life
NT Group has extended its range of
yellow EXBERRY® Coloring Foods with a
new powder made from carrots.
Available worldwide in addition to the existing
liquid format, the EXBERRY® Shade Yellow – Cloudy
Powder enables manufacturers to deliver a brilliant
yellow colour shade in a wider range of applications.
The powder is ideal for bakery applications as
well as dry mixes including custard, brioches and
biscuits.
Both the liquid and powder formats are made
from carrots grown by GNT’s farmers and are
manufactured without chemical solvents. As such,
they ensure high levels of consumer acceptance
and can provide a perfect replacement for
colorants such as carotenes.
The EXBERRY® Shade Yellow – Cloudy Powder
is pH independent and provides good light and heat
stability, along with a 12-month shelf life at <25˚C.
Sonja Scheffler, Product Manager at GNT, said:
“Building on the huge popularity of our carrotbased liquid yellows, this new powder opens

up even more possibilities for manufacturers.
Extensive testing has shown it performs extremely
well across a wide range of applications, with great
stability and a long shelf life.”
Based on the principle of colouring food with
food, EXBERRY® products are made from fruits,
vegetables and edible plants using gentle, physical
processes such as pressing, chopping, filtering and
concentrating.
www.gnt-group.com

Indulgent and immunity-supporting:
Baked goods with added benefits
oodMills Innovation presents GOOD Fibres
10+1, a high-fibre compound that
enhances the nutritional and sensory
profiles of baked goods. The fibre mix consists of
ten different sources, including cereals, vegetables
and fruits. It therefore provides valuable food for
the body’s intestinal flora, which plays a key role in
a healthy immune system. The compound also
contains wheat germ, an original superfood that
provides important nutrients such as spermidine,
folic acid and vitamin E – harmoniously encapsulating its “Better for you” profile. The special composition of the product also allows for EU health claims
in relation to the immune system and intestinal
health, when used in sufficient doses.
The ingredients in GOOD Fibres 10+1 are
cleverly combined to optimally support the health
of intestinal flora. Besides dietary fibre, some of the
components contain other valuable nutrients. For
example, tartary buckwheat is rich in zinc and the
secondary phytochemical rutin, giving it antioxidant
and anti-inflammatory properties, while wheat
germ is an ideal source of spermidine. Spermidine
is a substance produced naturally in the body and
all other living organisms to stimulate autophagy, a
type of ‘cell recycling’ that plays a role in immune

defence.
“Until recently, a strong immune system was a
topic mainly discussed during the winter cold and
flu season, but this is changing,” says Jutta Schock,
Head of Marketing at GoodMills Innovation. “The
need for a powerful immune system is becoming a
permanent topic – across seasons and generations.
GOOD Fibres 10+1 makes it easy for the baking
industry to respond to this current consumer
demand with tasty, health-boosting products. Our
new compound is suitable for an array of different
products: from breads, rolls and sandwich buns to
Danish pastries and croissants, and thus offers
lucrative positioning possibilities across the entire
baking segment.”
Technologically, GOOD Fibres 10+1 scores with
a high dough yield, excellent dough and processing
properties, as well as an outstanding baking volume.
Thanks to the water-binding properties of its dietary
fibres, prolonged freshness can be achieved. From
a sensory viewpoint, the dietary fibres from ten
sources plus the superfood concentrate from
wheat germ ensure a perfectly balanced flavour
profile.
www.goodmillsinnovation.com

Ulrick & Short
egg replacer
set to make
significant
strides in vegan
bakery
egan bakery innovation is growing at
a fantastic rate. Driven by an ever
more plant-centric consumer base, the
demand for high-quality vegan bakery goods is
continuing to boom. In the UK bakery sector,
vegan NPD has doubled in just 4 years, from
accounting for just 7% of all bakery launch activity
in 2016, to over 15% in 2019/201.
In response, Ulrick & Short has launched a new
ingredient which promises to significantly close the
gap between standard, non-vegan bakery goods
that consumers love, to produce a comparable
vegan alternative. The functional ingredient,
named ovaprox™ 5 has been designed to vastly
improve the quality of vegan cakes & muffins
with regard to volume, crumb structure, texture,
emulsification & tenderising.
It is the latest addition to Ulrick & Short’s
ovaprox™ egg replacement range and has been
further developed to mimic the functional
properties of egg in a 100% egg replacement
scenario. Using just the natural functionality of
crops, ovaprox™ 5 is clean-label, non-GM, and
allergen free, ensuring complete back of pack label
transparency. Furthermore, it has the benefit of a
12 month shelf life in ambient conditions.
R&D Manager, Danni Schroeter, said “ovaprox
has been a range of ours for over a decade now,
so we started from a really good understanding of
egg replacement. Initially, ovaprox was designed
for partial egg replacement, for cost and shelf life
reasons, although as veganism has developed in
the last 5 years or so, our development emphasis
has been on building on our existing knowledge
and technologies to translate this into a total
replacement solution.”
Schroeter added, “As the sector is still a
relatively new one, ingredients technology is
growing at a very rapid rate. This latest ingredient
reflects our ever-growing understanding of the
best way to extract the correct functionality from
our clean label processing technologies and crop
bases. In this respect, we’re confident that this
latest addition is a big jump forward.”
1 Innova Database 2020
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Lonza launches first probiotic ingredient
for sports nutrition:TWK10® brand
onza has announced the launch of its
new TWK10® ingredient, a unique
Lactobacillus plantarum probiotic strain
isolated from naturally fermented Taiwanese
Kimchi. The first probiotic ingredient to deliver
sports nutrition benefits for both elite athletes and
active consumers, TWK10® brand is clinically shown
to enhance endurance, improve body composition
and energy levels. Licensed exclusively from
Synbiotech for North America and Europe, the
clean label, vegan ingredient can be used in dietary
supplements and in foods, with additional applications already in development. TWK10® probiotic is
available now in North America.
Dr. Thomas Kiy, Vice President Strategy and
Portfolio Development at Lonza Capsules & Health
Ingredients, comments: “At Lonza, we continue to
look for and develop science-backed ingredients
to help brands create cleaner, more effective
products that active consumers demand. TWK10®
probiotic is a world-first for the sports nutrition
market, and a true innovation.”
“Isolated from fermented vegetables, specifi-

cally Taiwanese Kimchi, the unique patented
TWK10® strain is the next generation of probiotics.
It is scientifically proven to effectively modulate gut
microbiota for sports endurance and performance
benefits. TWK10® vegan probiotic also appears to
support increased butyrate-producing bacteria in
the gut for a positive increase on energy metabolism,” continues Kiy.
Mr. Kuei-Ming Lee, Vice President of Human
Healthcare of Synbiotech adds: “Fermented dairy
products with active bacterial cultures are the
typical source of many probiotics currently on
the market. However, our extensive research
exploring over 300 plant-derived probiotic strains
revealed a unique strain with excellent survival
rates. Currently two human clinical trials have been
completed on TWK10® probiotic, and studies have
shown that it delivers significant benefits for
fitness enthusiasts and active individuals, including
increasing muscle endurance.”
Any athlete, any person, every advantage
Suitable for elite athletes, so-called “weekend

warriors”, and active individuals alike, TWK10®
probiotic helps improve athletic performance
through greater energy harvesting. By enhancing
muscle endurance, TWK10® probiotic allows
consumers to train for longer. Derived from
vegetables, TWK10® probiotic also enables brands
to meet the increased consumer preference for
vegan, plant-based sports nutrition products.
www.lonza.com

Blue California’s 98% pure Rosavel® without colour
and odour is the natural preservation solution
o help brands keep food and drink fresh
in a natural and sustainable way, Blue
California announced jointly with biotech
innovator Conagen, the commercialization of
Rosavel®, a next generation natural preservation
solution with 98% high-purity rosmarinic acid made
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by bioconversion without the colour or flavour
associated with rosemary.
Rosmarinic acid is a naturally occurring polyphenolic compound in the rosemary plant, which
possesses natural antioxidant and antimicrobial
properties, making it ideal as a natural alternative to
synthetic preservatives. Yet, crude extracts may
accompany an intense rosemary flavour and colour
when it is used as a natural preservative.
Blue California solved this problem developing
a high-purity Rosavel® which is unlike any natural
preservative on the market today. With its robust
antioxidant and antimicrobial properties, Blue
California’s Rosavel is the next generation rosmarinic
acid changing the ingredient landscape for how
food manufacturers will preserve products naturally.
A major challenge for manufacturers is the
shelf-life and stability of products containing
natural clean-label ingredients that have a high
propensity for spoilage. As consumer preference of
“better-for-you” foods are on the rise, brands
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are replacing artificial preservatives with natural
solutions in products.
Oxidation causes deterioration of food and
drink, leading to unpleasant smells, flavours, colours
as well as generation of unhealthy compounds.
While the current solution is the use of synthetic
antioxidants such as BHA, BHT, TBHQ and EDTA,
consumers are reluctant to purchase foods with
artificial preservatives or additives that sound
chemical.
“Rosavel is an ideal example how Conagen
is rapidly developing sustainable, nature-based
ingredients to improve on existing options in the
market. We are scaling-up and commercializing this
and other similar novel ingredient solutions.” said
Conagen’s VP of Innovation, Dr. Casey Lippmeier.
Starting with FDA GRAS affirmation first with
commercialization in 2021, Rosavel® is headed for
global regulatory approval.
www.bluecal-ingredients.com
www.conagen.com
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Organic plant-based powders
fromTradin Organic
radin Organic have launched several
Organic Plant-Based protein concentrates to cater to this trend in addition
to our already existing portfolio of plant-based
proteins.
The market for sports nutrition and plant based
proteins is growing and an increasing number of
consumers are looking for a natural plant-based
solution for their diets. The newfound interest in
plant-based foods creates plenty of opportunities in
the plant based market. The consumer will only
profit from the enthusiastic response of the
manufacturers to this trend.
The availability of the plant-based proteins will
only grow and in turn the costs will only diminish.
This growing popularity of plant based foods and
proteins comes from a trend in which the
consumers aim to lower their meat intake and this
extends far beyond just vegans and vegetarians this
shows that plant-based foods and proteins are
becoming mainstream.
We are producing three different plant based
organic protein powders for a multitude of
applications. The sources for our protein powders
are pumpkin seeds, sunflower seeds and hemp
seeds. Each has their own unique properties:

ANE has launched a new range of
organic marinades that are compatible
with the new EU organic regulation

• High in protein levels
• Low in oil content making it less rancid
• All of our powders are clean label
• Good dispersion and solubility
• They have a pleasant taste
The different types of proteins powders that we
offer are as follows:
• Pumpkin
* 60% protein content
* 70% protein content
• Sunflower
• Hemp
* 60% protein content
* 70% protein content
www.tradinorganic.com

Chr. Hansen launches a clean label
FruitMax® product from turmeric
urmeric is a well-liked ingredient. It has
been popular for ages as a colour,
flavour and functional ingredient, but
the use of turmeric extract continues to grow.
Consumers like to see it on ingredients labels, and
manufacturers like to use it for precisely the same
reason. Between 2017-2019, its use grew an
additional seven percent in Europe (Source: Mintel
GNPD, 2020).
With a well-established range of natural colour
products, Chr. Hansen Natural Colors now offers a
colouring foods turmeric that can be used across
applications such as confectionery, ice cream,
snacks, bakery and meals. The name of the colour
is FruitMax® Yellow 1000 WSS.
Special attention has been placed on minimizing the off-taste that can accompany turmeric.
FruitMax® Yellow 1000 WSS is suitable for a wide
variety of non-transparent packaged foods, as
turmeric is well-known for light sensitivity.
“We’ve tested the stability of FruitMax Yellow
1000 WSS extensively, and are very pleased with the
outcome,” states Jerome Raudin, Director, Global
Marketing. “There are many good applications for
this product, but ice cream, hard candy, brioche
and extruded snacks come to mind as particularly
suitable as the colour is very robust to hard
temperatures. We look forward to introducing our
new FruitMax® Yellow to the market.”
For legislative reasons, FruitMax Yellow 1000
WSS is likely to find its core markets in Europe, Latin
America and APAC. It is fully compliant with the EU
Colouring foodstuffs guidelines, and therefore is a
clean label colour that can be listed as turmeric
extract.

MANE unveils its
brand-new range
of organic
compliant
marinades

Finding the needle in the haystack:
A cold bright yellow
Yellow is the most-used colour in many applications, both to produce yellow but also as a blend
to make green and orange and as a colour brightener. In fact, of all the yellow colour additives used
in European product launches from 2017-19,
turmeric was used in 49% of them (Source: Mintel
GNPD, 2020).
It is one of the few raw materials that produces
a bright yellow, whereas many natural colours like
beta-carotene and even orange carrot tend to
make warmer tones. And that’s just the story of
colour additives. When it comes to colouring foods,
safflower is the only alternative that can produce a
bright cold yellow; turmeric is a cost effective
alternative to safflower and in some cases to
orange carrot as well.
Chr. Hansen is the only provider of natural
colors that combines 140 years of unique application and regulatory expertise with a strong, e
xtensive global presence and the widest natural
colour portfolio in the industry, bringing ideas,
expertise and solutions from the first product brief
to the supermarket shelves.
www.chr-hansen.com

2018/848.
Within the meat segment, organic products
have a growing market positioning in Europe.
Between 2015 and 2019, launches of organic meat
products increased on average by 6% per year.
Over the same period, launches in the overall meat
segment only increased by 1% on average per
year.1.
In France, Germany and the United Kingdom,
MANE found that organic meat appeals to at
least 70% of consumers. In France, meat is also
the organic product with the highest growth
potential2.
Organic compliant marinades are therefore a
key product for the company to be able to surf the
organic wave and gain competitive advantage.
“The organic meat market is becoming more
and more mature. Consumers that are now used
to buying organic meat products are now searching for diversity in the organic meat section, and
that is where our organic compliant marinades can
play their part, bringing vivid colour, an attractive
visual aspect and amazing flavour to any organic
meat cut”, commented Fanny De
́zert – Business
Development Manager in EMEA3 at MANE.
MANE’s flavourists have decided to use only
organic-certified ingredients to give flavour to its
organic compliant marinades in order to already be
in line with the EU organic regulation 2018/848.
“We are building this range little by little and
want to offer organic compliant marinades to
our European customers that will not require
re-formulation. We are also putting in place
various processes in order to be able to integrate
more organic materials in our marinades’ formulas,
keeping in mind the end consumer’s need for
great flavour”, stated Olivier Katona – Head of
MANE’s Meat Centre of Excellence in Noisiel.
MANE’s organic compliant marinades are
being formulated using the company’s integrated
sourcing capabilities to guarantee the best quality
materials, full traceability for each component of
the marinade, suitability with the upcoming EU
regulation and extraordinary ingredients.
With its renowned flavour capabilities, MANE
is creating an ever-expanding range of exclusive
marinades in a variety of classic and ethnic flavours
that are available in dry format.
The marinades are then blended and certified
organic in MANE’s organic-certified production
plant located in France in Sable
́-sur-Sarthe.
These are the reasons why MANE’s organic
compliant marinades are so unique and provide a
unique taste experience, and why re-formulations
can already start within the company.
References:
1 Source: Innova database = number of launches between 2015 and 2019 in the
Meat segment (deli meat + meat products + poultry) in Western Europe vs
number of launches between 2015 and 2019 in the Meat segment (deli meat +
meat products + poultry) in Western Europe with an organic positioning
2 Source : MANE M2P on organic Food & Drinks conducted in February 2019 in
France, Germany and the United Kingdom
3 EMEA : Europe, Middle East & Africa
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ith Sternzym FOS L, SternEnzym now provides a means of
producing prebiotic fructooligosaccharides (FOS) from sucrose.
This gives sugar manufacturers another way to make good use
of this comparatively low-cost sugar. Prebiotics feature added nutritional
value and have very versatile applications in the food industry.
Manufacturers are increasingly trying to upgrade their food products
with added nutritional value. Thus, also prebiotics are gaining in importance,
as these fibre compounds are known to selectively promote the growth of
beneficial gut bacteria.
Enzymes are an effective way to produce these valuable oligosaccharides. Common starting materials are the fructose polysaccharide inulin and
the disaccharide sucrose.
With Sternzym FOS L, the company’s enzyme designers have taken a
new approach to produce FOS from sucrose. Thereby, a combination of
hydrolytic and transferring enzyme activities leads to the desired result.
After the hydrolysis of sucrose, the resulting fructosyl groups are
transferred to an additional sucrose molecule or to an existing fructooligosaccharide. This way, mainly the well-known FOS kestose (GF2),
nystose (GF3) and fructosyl
nystose (GF4) are formed,
whose proportions can be
adjusted by various parameters. With the appropriate
use of the enzyme, up to
60% of sucrose can be
converted into nutritionally
valuable FOS.
www.sternenzyme.de

Maitake Pt78 for immune
support

nibar Corp. has launched Maitake
Pt78, a clinically validated immune
modulating mushroom extract.
Maitake mushrooms are rich in minerals,
vitamins, amino acids, and beta-glucan. To
support the immune system, the beta-glucans
bind to macrophages, either activating or inhibiting
the release of key cytokines. The ingredient’s
ability to source the glucan-protein complex creates a source of immuneboosting monosaccharides. The extract uses a proprietary manufacturing process
that ensures potency and purity. It delivers a dosage as 15 mg/d.
“Right now, consumers want products that will provide them with better
control over their health and improving their immune health is definitely top-ofmind this year. The clinical studies on maitake mushrooms have shown that it
provides significant support to the immune system by helping to activate T cells
and influencing a proper cytokine response,” said Sevanti Mehta, president of
Unibar, in a press release. “Maitake Pt78 is an affordable and high-quality
ingredient that is designed to help the body better support healthy immune
function by balancing the inflammatory response, promoting healthy cellular
function and enhancing the body’s immune defenses. These three benefits
deliver a much-needed balance to the immune response, meeting current
demand for functional ingredients that will make a difference during today’s
health challenges.”
Maitake Pt78 is suitable for a wide variety of product applications and
formats, including multivitamins, immune support, travel, stress and sports
performance formulas for all ages. It is manufactured according to ISO, cGMP,
HAACP, and PMDA requirements and is GRAS.
www.unibar.com
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SternEnzym converts Unibar launches
sucrose into prebiotics mushroom ingredient

Evonik expands AvailOm® high-load omega-3 powder
platform for dietary supplements tailored to healthy
agers, vegans, pregnancy and other consumer groups
vonik has announced the expansion of its
AvailOm® platform of high-load omega-3
powders to help nutraceutical companies
develop superior algal or fish-oil based formulations
of their dietary supplements. Each of the three
grades is tailored to address the lifestyle needs of
consumer groups, such as vegans and vegetarians,
or specific application areas such as healthy ageing,
pregnancy and maternity.
AvailOm® is the highest-load platform of
omega-3 powders in its class with 50% EPA and DHA
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(refer to footnote) as a free fatty acid by weight,
giving it a bioavailability more than five times higher
than traditional omega-3 fish oil soft-gel capsules.
Being directly compressible into tablets and with an
oxidation resistance of more than four years,
AvailOm® enables the development of pure or
multi-product combination supplements with
omega-3 that are more convenient and easier to
swallow. It can also prevent side-effects associated
with fish oil capsules including undesirable smells
and aftertaste, or fishy burps.
“AvailOm® highlights Evonik’s commitment to
the development of advanced food ingredients that
are sustainable and scientifically proven to improve
health and overall quality of life,” said Cornelis van
den Muyzenberg, Vice President Food Ingredients
and Strategic Projects. “We look forward to
leveraging our AvailOm® platform, as well as our
complementary formulation and scale-up services,
to help nutraceutical customers create differentiated supplement brands that are safe, convenient
and comfortable for consumers to take as part of
their normal daily routine.”
“With this expansion of our AvailOm® platform,
nutraceutical companies can further differentiate
their supplement brands by selecting from one of
three separate grades that are each tailored to

Innovations in Food Technology | November 2020 | www.innovationsfood.com

specific consumer groups or health areas,” said Dr.
Christopher Studte, Director New Health Ingredients
at Evonik. “In addition to the provision of guidelines
that can help optimize the use and handling of
AvailOm®, a range of formulation development and
scale-up services are available to help customers
accelerate their speed to market.”
• AvailOm® 50 High DHA Algae has a higher concentration of the type of omega-3 known as docosahexaenoic acid (DHA), which is associated with
infant development, eye health and cognition
function. Being derived from algal sources, it is
ideal for use by vegans and vegetarians, especially
during pregnancy or early motherhood.
• An additional fish-oil based DHA grade known as
AvailOm® 50 High DHA is also available.
• AvailOm® 50 High EPA has a higher concentration
of the type of omega-3 known as eicosapentaenoic acid (EPA), which is associated with heart
and joint health as well as reduced inflammation,
making it ideal for consumers seeking supplements that support healthy ageing.
All grades of AvailOm® are sustainably sourced
to protect not only fish and krill, but other marine
life that depend upon them.
www.evonik.com
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Cargill offers
new addition to
sweetener
portfolio to food
and beverage
manufacturers
n response to increased consumer demand
for natural and healthy products to support
their well-being, Diana Food has announced
the availability of clean label, organic, and Fair Trade
certified acerola powder for nutritional products.
On August 4th 2020, Diana Food obtained the
Fair Trade “Fair for Life” (FFL) certification, extending its range with a new, clean label, organic, and
fair trade acerola powder that addresses the market’s need for immunity-boosting solutions, while
adding environmental and social value to the product. Diana Food is the first ingredient supplier to
offer Fair Trade certified acerola powder to the
market. Suitable for tablets, beverages, and functional foods – as well as in savory or bakery for food
preservation in some countries – this acerola powder contains a high level of antioxidants, is as clean
as dried-on acacia fiber, and offers the distinctive
benefits of FFL certification.
While consumer demand for natural and
healthy products has been an ongoing trend, it has
further accelerated due to an increased emphasis
on wellness and clean living caused by the COVID19
pandemic. In the current dynamic, consumers are
more and more likely to adopt preventive health
behaviors, with immunity boosting cited as a major
concern. According to Mintel, 35% of US consumers are motivated to purchase nutrition products or meal replacement drinks that support
immune health.
Diana Food has spent the last twenty-plus
years building and enhancing its expertise in sourcing acerola from Northeast Brazil. With its proximity to farmers and its team of in-house
agronomists, Diana Food has established a strong
foothold in the region, which is well known for the
quality and efficacy of its acerola due to its native
rich Vitamin C content.
Nuria Macias, Global Sustainability Manager at
Diana Food, further explained that “Achieving Fair
Trade certification is a serious accomplishment. It
means that our company and our facilities have
been audited by a third party for quality, traceability, food safety, social, and environmental performance. Our Fair Trade certification demands a
long term engagement with our suppliers so
acerola growers have the certainty that the projects they undertake will receive ongoing support
from us in the long run.”
This certification will be submitted to FFL label auditors’ visits on a yearly basis to assess and
control the positive impact of partnering with our
growers on the product quality, the environment
and the local community.
The launch of our new fair trade certified
acerola powder represents a significant step
forward in our sustainability approach, which is
focused on delivering trust to our direct and nondirect stakeholders through high performing
products that are clean labeled and respectful of
both the environment and our community.

Cambridge Commodities expands
ingredient and finished product
offering to include sustainable
softgels
lobal ingredient supplier Cambridge
Commodities are expanding their
offering to include premium softgel
formulations that cater for a wide range of
consumer need states.
Investing in their softgel offering,
Cambridge Commodities have partnered with
a market-leading softgel manufacturer and
have appointed a dedicated head of product
development with over 13 years’ experience
in the industry. This has enabled them to offer the
highest quality softgels in a marketplace that is
growing and continues to evolve in both product
formats and ingredients.
Sourcing directly and exclusively from a stateof-the-art facility means they are able to respond
quickly and flexibly to changing customer demand.
All of Cambridge Commodities’ softgels are
manufactured in a SEDEX approved facility that is
GMP, BRC, ISO 22000 and HACCP certified. Fish oil is
only sourced from suppliers approved by Friend of
The Sea and any palm oil or palm derivative used
comes from an RSPO certified source.
Cressida Cable, the appointed head of product
development has been working on creating

innovative and in demand softgels ensuring the
efficacy of their softgels is supported, where
applicable, by a permitted label claim in accordance
with EFSA’s regulations.
Cressida Cable says “As ethical trading is one of
Cambridge Commodities’ core values, we are proud
to bring our new sustainably sourced softgels range
to market to meet increasing consumer demand.
Supporting our customers’ growth is at the heart
of our business and we’re proud that our extensive
warehouse capacity and ability to offer low MOQs
of multiple softgel formulations strengthens our
position as a market-leading, innovative supply
partner.”
www.cambridgecommodities.com

Lycored launches new holistic
men’s comfort solution
ycored has launched a new extract to aid
holistic wellness in men by supporting
urinary comfort and promoting better
sleep.
Lycocomfort™ is made with a standardized
tomato extract and natural phytosterols that have
been shown to have a positive effect on symptoms
associated with prostate discomfort.
Prostate health and comfort can greatly impact
quality of life as men age. One commonly faced
issue is oxidative stress, which can lead to interrupted sleep as the result of nighttime trips to the
bathroom.
Lycored research shows that 85% of men who
have experienced a prostate problem suffer from
an increased need to urinate at night. In addition,
96% of survey respondents said they consider sleep
to be important or very important to their quality of
life.
As well as better sleep, Lycocomfort™ can ease
the anxiety caused by urinary concerns during
everyday life, helping men achieve a feeling of
‘calm’.
Karin Hermoni, Head of Science and Nutrition
at Lycored, said: “Prostate health can become a
significant issue for men as they age and often has
a real impact on quality of sleep. At Lycored, we
know that true wellness requires a holistic approach,
with healthy sleeping, eating, exercising, thoughts
and emotions working in harmony. Lycocomfort™
was developed to support peaceful sleep and may
help ensure we get the support we need to achieve

a sense of overall calm.”
Harnessing the power of tomatoes’ carotenoidrich oleoresin, Lycocomfort™ creates a naturally
occurring synergy through lycopene, phytoene,
phytofluene, beta-carotene and vitamin E. It is also
enriched with natural phytosterols associated with
the relief of the urinary symptoms and urinary flow
problems caused by an enlarged prostate gland.
The extract’s bioavailable mix of tomato
carotenoids is designed to support healthy aging
throughout all stages of life. Lycopene and other
tomato phytonutrients can help combat oxidative
stress and boost the body’s own coping mechanisms to enhance overall cellular calm in the urinary
tract.
Pre-clinical studies also indicate that lycopene
may control and balance prostate cell growth more
effectively in synergy with phytoene and
phytofluene.
Lycocomfort™ is a clean-label, sustainable wellness extract with a holistic mechanism of action. It
is non-GMO, suitable for vegans and allergen-free.
To watch a video on Lycocomfort™, visit:
https://vimeo.com/421768978
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Symrise division Diana Food
launches the first clean label,
organic and Fair Trade
acerola powder
n response to increased consumer demand
for natural and healthy products to support
their well-being, Diana Food has announced
the availability of clean label, organic, and Fair Trade
certified acerola powder for nutritional products.
On August 4th 2020, Diana Food obtained the
Fair Trade “Fair for Life” (FFL) certification, extending its range with a new, clean label, organic, and
fair trade acerola powder that addresses the
market’s need for immunity-boosting solutions,
while adding environmental and social value to the
product. Diana Food is the first ingredient supplier
to offer Fair Trade certified acerola powder to
the market. Suitable for tablets, beverages, and
functional foods – as well as in savory or bakery for
food preservation in some countries – this acerola
powder contains a high level of antioxidants, is as
clean as dried-on acacia fiber, and offers the
distinctive benefits of FFL certification.
While consumer demand for natural and
healthy products has been an ongoing trend, it has
further accelerated due to an increased emphasis
on wellness and clean living caused by the COVID19
pandemic. In the current dynamic, consumers are
more and more likely to adopt preventive health
behaviors, with immunity boosting cited as a major
concern. According to Mintel, 35% of US consumers
are motivated to purchase nutrition products or
meal replacement drinks that support immune
health.
Diana Food has spent the last twenty-plus years
building and enhancing its expertise in sourcing
acerola from Northeast Brazil. With its proximity to
farmers and its team of in-house agronomists,
Diana Food has established a strong foothold in the

region, which is well known for the quality and
efficacy of its acerola due to its native rich Vitamin
C content.
Nuria Macias, Global Sustainability Manager at
Diana Food, further explained that “Achieving Fair
Trade certification is a serious accomplishment. It
means that our company and our facilities have
been audited by a third party for quality, traceability, food safety, social, and environmental
performance. Our Fair Trade certification demands
a long term engagement with our suppliers so
acerola growers have the certainty that the
projects they undertake will receive ongoing support from us in the long run.”
This certification will be submitted to FFL label
auditors’ visits on a yearly basis to assess and
control the positive impact of partnering with our
growers on the product quality, the environment
and the local community.
The launch of our new fair trade certified
acerola powder represents a significant step
forward in our sustainability approach, which is
focused on delivering trust to our direct and nondirect stakeholders through high performing
products that are clean labeled and respectful of
both the environment and our community.
www.diana-food.com

Nestlé's plant-based burger in
Europe is about to get even better
ith more and more people looking for
great-tasting plant-based food, the
market for meat alternatives is growing
fast and changing even faster.
That is why Nestlé is introducing a further
upgrade to its flagship Garden Gourmet Sensational
Burger, just a few months after the previous
version launched.
The new recipe features the meatiest plantbased flavour yet and a juicier than ever texture, all
while touting a Nutri-Score 'A' rating. It has the
crumbly texture and 'hand-made' shape of a great
beef burger, stemming from newly-developed
techniques for working with plant-based proteins.
The new burger will start to appear across
Europe from October, with Germany, Switzerland,
Austria, Belgium and Spain amongst the first
countries. It will be available in supermarkets and to
restaurant and food service customers.
Wayne England, head of Nestlé's food business,
said: "We see that people are increasingly looking
for alternatives that are good for them and for the

planet. Nestlé wants to lead the way in making
plant-based foods part of everybody’s everyday life.
That's why we've introduced so many great new
products in the past 18 months."
The Garden Gourmet Sensational Burger still has
among the best nutritional values of any plantbased burger on the market, with a Nutri-Score 'A'
rating. It also accounts for around 80% less CO2
emissions, water and land use than a beef burger.
The burger combines natural soy, natural plant
extracts (beetroot, carrot, apple and hibiscus),
rapeseed and coconut oil with a proprietary
method of fermenting plant-based ingredients to
boost the 'umami' flavor of the burger.
Torsten Pohl, Head of the Nestlé Product
Technology Center in Singen, Germany, which
specializes in plant-based foods, said: "Our goal is to
offer people the best plant-based meat alternatives
in terms of taste, texture, flavor and nutrition. We
are able to leverage new technologies and key
learnings to continuously improve the plant-based
burger recipe."
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SOLUGEL®
Dynamica paves
the way into the
functional bar
and beverage
market
B Leiner proudly presents SOLUGEL®
Dynamica, its exciting new collagen
solution for functional bars and
beverages, two applications which are typically
challenging to produce. The new product will allow
customers to easily formulate delicious trendy
products that boast all the health benefits of
collagen.
In parallel with the start of the Vitafoods Virtual Expo, the global nutraceutical event, PB Leiner
is launched SOLUGEL® Dynamica. This latest product
launch is PB Leiner’s solution for technically
challenging nutraceutical applications such as high
protein bars, collagen beverages, sports and diet
gels.
Nutraceuticals - food products which provide
health benefits - have been a growing category for
several years. Within this segment, collagen is a

sought-after ingredient due to its benefits for amongst other things – skin health, sports
nutrition, and bone and joint health. However,
some of the best trending health applications,
such as high protein bars and beverages, can be
challenging to produce. The bars are often hard,
chewy, or dry, they can have an unpleasant
mouthfeel and a short shelf life, and the stability of
functional beverages is often difficult to achieve.
SOLUGEL® Dynamica solves these problems:
this collagen has the functional properties to
manufacture attractive and tasty products. For
example, SOLUGEL® Dynamica significantly
improves the softness of bars and is able to
maintain this softness over the shelf life. SOLUGEL®
Dynamica can also easily be combined with other
proteins to enhance the functionality of the
end product. In beverage solutions, SOLUGEL®
Dynamica formulates smoothly in a wide range of
concentrations and pHs, and the end product
remains stable after common heat treatments
such as pasteurization. Moreover, SOLUGEL®
Dynamica’s superior functional properties allow
ease of integration and flexibility in different types
of beverages without impact on smell and taste of
the end products.
Wim Poot, Executive Vice President of PB
Leiner: “Collagen-enriched sports bars are a rapidly
growing segment. We are excited that we can help
our customers tap into this growing market.
SOLUGEL Dynamica makes working proactively on
your health easy AND appetizing.”
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Synergy Flavors launches new plant-based protein
flavour range that is‘paired to perfection’
ynergy, a leading global flavour supplier
with nutritional expertise, has launched a
new range of flavours for plant-based
protein products. Specially engineered for plantprotein bases, including pea, brown rice, hemp,
pumpkin seed and sunflower seed, the ‘Paired to
Perfection’ range comprises varieties of the core
sports nutrition flavours of strawberry, vanilla and
chocolate, as well as novel combinations, such as
indulgent dessert-inspired, or coffee-based flavours
like coffee caramel/café latte.
A recent FMCG Gurus Sports Nutrition survey
revealed that 50% of consumers find plant-based
claims appealing when it comes to sports nutrition
products, however concerns around taste and
texture are key barriers to purchase.
Utilizing a proprietary process based on the
expert application of Synergy’s robust sensory and
analytical resources, a team of flavour experts have
successfully characterized the varied off notes
present in plant-based proteins. Synergy’s teams
use this data to quicky identify taste challenges
which need masking, or in some cases, augmenting,
allowing our teams to optimize the taste of their
entire product with the addition of Synergy’s
specially formulated flavour.
In addition to the re-engineered core flavours,
Synergy has also created a range of trending

flavours which pair well with plant protein bases
across powders, ready to drink beverages (RTDs) and
bars. Synergy also works with individual customers
to create bespoke flavours for plant-based protein
products.
Chris Whiting, Category Manager at Synergy Flavors, comments: “Plant-based protein appeals to
consumers who are looking to improve their health
while at the same time embracing a more sustainable diet, especially as they take a more holistic
approach to their health and wellbeing. All types of
proteins can have taste challenges, making flavour
and application expertise critical for success in the
nutrition category. Synergy has drawn on many
years’ experience in delivering exceptional taste

performance in protein products to create this new
range. Our unique flavour creation process ensures
we deliver successful products for sports nutrition
manufacturers which offer more choice to
consumers in this increasingly dynamic market”.
Sarah O’Neill, Marketing Manager at Carbery,
Synergy’s parent company, added: “In August 2020,
we conducted a survey in the UK and the US with
consumers who had purchased plant-based
nutritional products in the past 6 months. We found
that flavor preference varied across applications and
regions, with UK consumers generally favouring
berry profiles across product formats and US
consumers preferring dessert and sweet brown
flavour profiles. These insights helped us to develop
regionally specific flavours that pair well with
plant protein bases and satisfy global consumer
demands.”
Looking to the future, Synergy plans to take on
even more challenging plant protein bases and be
ready to support further innovation as processing
developments make plant proteins applicable in a
wider range of products, such as carbonated
beverages, baked goods, and hot beverages.
For more information on the range, please visit
https://www.synergytaste.com/nutrition/paired-toperfection
www.synergytaste.com

Apetit develops new rapeseed-based
ingredients - EFSA gives favourable opinion
vena Nordic Grain Plc, part of the Apetit
Plc Group, has received a favourable
verdict from EFSA (European Food Safety
Authority) in favour of receiving novel food
authorisation for its first new product innovation.
BlackGrain from Yellow Fields is a rapeseed-based
plant protein and fibre powder, that has great
nutritional values and versatile product applications.
“Favourable opinion means that BlackGrain
from Yellow Fields has been assessed safe by the
authority. This opinion from EFSA is a positive and
significant waypoint on this journey. We will
continue taking steps forward in developing new
BlackGrain rapeseed ingredients”, says R&D Manager
Kaisu Riihinen, who’s in charge of the ingredient
development.
EFSA has previously deemed the use of rapeseed protein powder to be safe, when the content
of antinutrients typical to rapeseed, and harmful in
large quantities, are on a low level. Processing steps
of the rapeseed powder are based on reducing the
content of these antinutrients, glucosinolates and
phytates, in the ingredient.
The application for authorization was handed
over to EFSA at the end of 2018. Now after the
favourable verdict the proposal will move forward
to the European Commission, who will make
their decision regarding the authorisation by the
beginning of 2021.
“We’ve continued development in the second
phase of the project, and our goal is to develop new

ingredients based on the original ingredient with a
customer-oriented approach”, Riihinen says.
Avena Nordic Grain Plc has a long history in
developing high-quality vegetable oils and expellers
meals. BlackGrain from Yellow Fields is the
company’s innovation, that has been in development since 2017. The project has received funding
from Business Finland. Favourable opinion was given
by EFSA, an organization providing independent
scientific advice in order to guarantee food safety in
Europe.
Clean and safe Nordic product with
great nutritional values and versatile
product applications
BlackGrain is made from one of Avena’s main
products, oil seed expellers. Until now, oil seed
expellers have been utilized as animal feed. Through
development, it can now be used in making rape-

seed powder suitable for human consumption.
“Oil seed expeller is an existing, nutrient-rich raw
ingredient. Using oil seed expeller in human
consumption cuts down the food chain, and is a
responsible choice”, Riihinen says.
BlackGrain from Yellow Fields has good nutritional values, and a great combination of fibre,
protein and good fats. In addition, it has necessary
amount of important amino acids, and it can be
utilized in a variety of different foods.
“BlackGrain has been tested and adapted to be
used in breads, cereal bars, snacks, granola, muesli,
meat analogs and meatballs. Moreover, we are
happy to take our customers' requirements into
consideration and help them find the best way of
incorporating BlackGrain into their product”, says
Product Development Manager Leticia Valenzuela.
BlackGrain from Yellow Fields is vegan, gluten-,
GMO-, and soy-free. Thus, it is suitable for most
diets. Dark in colour and mild in taste, BlackGrain can
be easily flavoured in different ways depending on
the need. It works especially well with grains, pea
protein and starch.
“BlackGrain from Yellow Fields can improve the
nutritional values of food products, especially the
protein and nutritional fibre content. It is at the top
of innovative product development, and a sustainable and safe choice”, Valenzuela sums up.
For more information, please visit:
https://blackgrain.com/
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Kerry releases Botanicals Collection ZERO
erry, the Taste & Nutrition company,
has released Botanicals Collection ZERO,
an extensive range of high-quality,
authentic botanical extracts – containing 0% ethanol
– designed specifically for the low- and no-alcohol
beverage markets. The portfolio currently includes
15 standard products (and 35 others…), e.g.,
juniper, rosebud, elderflower, cocoa, turmeric,
cinnamon and others, with investigations ongoing
to add more exciting tastes both producers and
consumers will love. With Botanicals Collection ZERO,
beverage producers can now create sophisticated
low-alcohol spirits and no-alcohol options with the
taste of gin, rum, cocoa, ginger, etc., all while
meeting emerging clean-label and quality requirements. The result: a premium drinking experience
for those seeking to moderate their alcohol
consumption.
Amid a growing global trend to moderate and
control alcohol intake that looks set to continue for
the foreseeable future, consumers are seeking
authentic-tasting drink taste options beyond
simply soft drinks. This makes low-alcohol spirits or
no-alcohol beverages a growth market, with trade
sales in the area expected to record a 41% increase
over the period 2015–21. With botanical extracts in
alcohol beverages already a US$500 million business
and growing by 9% per annum, producers that can
offer tasty and healthier upscale beverage choices
will see a significant and growing market opportunity in the years to come.
“Kerry is pleased to make available the

Botanicals Collection ZERO range of high-quality
authentic botanical distillates to beverage producers interested in producing more refined and
better-tasting low- or no-alcohol drinks,” said Michel
Aubanel, Flavour Ingredients Global Development
Manager for Kerry. “Consumer expectations are
currently not being met by mocktails and other
no-alcohol options due to the fact that products
often resemble juices rather than alcohol. Increasingly, consumers want the upscale experience of
the glass, ice and taste, but without the alcohol

content. The Kerry Botanicals Collection ZERO
portfolio can deliver a premium drink that tastes
great.”
The Kerry Botanicals Collection ZERO range
offers many advantages: it’s fully traceable, cleanlabel, halal-certified, kosher-suitable and, most
important, ethanol-free and also free of any alternative solvent. The portfolio allows manufacturers
to maintain a low (or zero) alcohol content and
permits a “0.0%” claim. In comparison to other
ethanol-free technologies, the Collection ZERO
range is more stable, with no haze, no sedimentation, and a fresher botanical taste and mouthfeel.
Kerry’s extensive expertise and experience in
natural extraction fosters innovative “fusion distillates” that are based on a proprietary capability to
blend natural botanicals (leaves, flowers, seeds, etc.)
and then magnify taste by running a distillate
following a period of slow maturation. This allows
for tailored extracts or blends that can be made to
order to suit specific local and regional tastes and
requirements.
The Collection ZERO range contains more than
45 single distillate profiles and five fusions distillates
that can be blended and tailored to suite specific
markets and create unique winning tastes. Some of
the available botanical taste sources include juniper,
ginger, rose bud, chamomile, lemon, mint, orange,
dandelion, cola nut, rhubarb, burdock, elderflower,
black tea, cocoa, cumin, fennel, turmeric, and
cinnamon, among others.
www.kerry.com

Interesting CEREBIOME®: Pioneering psychobiotic.
Game-changing science
allemand Health Solutions launches the
brand CEREBIOME® (previously known as
Probio’Stick®), a new name for an existing formula combining: Lactobacillus helveticus
Rosell®-52 and Bifidobacterium longum Rosell®-175.
As pioneer and expert in research on the braingut axis, Lallemand Health Solutions launches a
new informative hub cerebiomebylallemand.com
regrouping a mine of facts and evidences on the
power of psychobiotics, paving the way to innovative science.
“CEREBIOME® is a unique and strongly documented psychobiotic formulation developed by the
Rosell® Institute for Microbiome and Probiotics by
Lallemand. It is the most documented psychobiotic
with five clinical studies and several pre-clinical
studies allowing to highlight eight mechanisms of
action on the brain-gut axis. CEREBIOME® helps
alleviate the physical and psychological symptoms
of stress and feelings of anxiety. Such consistency of
results is rare in this innovative field.” notes Lucie
Lingrand, Product Manager at Lallemand Health
Solutions”.
Pioneering clinical studies on a
healthy population
The first study demonstrating the effect of a
probiotic on stress-induced gastrointestinal
symptoms [Diop, 2008] was conducted with

76

CEREBIOME®. It showed a significant reduction of
these symptoms, as assessed by 62 criteria, in
CEREBIOME® group compared to placebo after
three weeks of intake.
Another pioneering gold-standard study
[Messaoudi, 2010] conducted on 55 healthy
volunteers demonstrated a significant reduction of
psychological stress as assessed by a validated
questionnaire (HSCL-90 test), in the CEREBIOME®
group after 30 days intake compare to placebo. This
was the first study demonstrating the positive
impact of a probiotic on occasional stress in healthy
humans.
“These findings led to official recognition from
Canadian and Brazilian health authorities.
CEREBIOME® is the first and only psychobiotic with
specific approved health claims on mood and stress.
This recognition from competent authorities adds
tremendous value and indicates that the scientific
evidences supporting this psychobiotic are robust,
reliable and verifiable.” adds Lucie Lingrand.
Pioneering clinical studies on
depressed participants
In 2017, a randomized, double-blind, placebocontrolled study [Romijn, 2017] involved patients
suffering from depression, not treated with
antidepressants. Results indicated that the probiotic
product CEREBIOME® significantly decreased dry
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mouth and sleep disruption (p<0.05).
In 2018, another randomized, double-blind and
placebo-controlled study [Kazemi, 2018] using
CEREBIOME® included 110 patients suffering from
mild to moderate depression, receiving an antidepressant treatment for at least three months. The
probiotic was used as an adjunct therapy to
conventional antidepressant treatment and showed
a significant decrease in Beck Inventory Depression
(BDI) scores, from 18 down to 9 on average. These
results are clinically significant, showing the patients
were now categorized with “minimal depression”
according to the validated assessment scale.
Specifically, the CEREBIOME® group showed a
decrease in the blood kynurenine/tryptophan ratio,
which suggests that tryptophan was diverted
toward the synthesis of serotonin and away from
the inflammatory pathway (p<0.05).
Finally, a 2018 open-label study by Wallace and
Milev found that in treatment-naïve patients,
CEREBIOME® had a positive effect on mood, anxiety,
anhedonia and perceived stress, lasting up to eight
weeks after treatment. This pilot study has been
used as a proof of concept for a larger, goldstandard, ongoing clinical trial.
To find out more about this innovative
ingredient, visit cerebiomebylallemand.com and
download the White paper to explore the power of
psychobiotics.
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GNT expands range of
EXBERRY® micronized powders
with beetroot-based Fiesta Pink
XBERRY® Coloring Foods supplier GNT
Group is highlighting the possibilities of its
micronized powders after adding a new
beetroot-based pink shade to the range.
Alongside its liquid, powder and oil-dispersible
Coloring Foods, GNT offers a variety of micronized
powders that maximize the visual intensity of colour
shades in certain applications.
Due to their reduced particle size, these
specialized Colouring Foods can create a homogeneous colour effect in solid mixes such as instant
beverages and desserts, pressed tablets, and
seasonings for chips and snacks, as well as chocolate for decoration and compound coatings.
The EXBERRY® Micronized Powder range
already includes yellow, red, purple, blue, green and
pink shades.
GNT has now added a further option with the
launch of EXBERRY® Shade Fiesta Pink – MN Powder,
providing a new pink shade with a hint of blue.
Made from beetroot and carrots grown by
GNT’s own farmers, the new product is pH
independent, offers good light stability and has a
24-month shelf life below 250C.
Sonja Scheffler, Product Manager at GNT, said:

“EXBERRY® Micronized Powders were developed to
deliver optimal performance in applications such as
solid mixes, where they can achieve more vibrant
colours at lower dosage levels compared to
standard powders. With the launch of our stunning
Fiesta Pink micronized powder, manufacturers can
now choose from an even wider range of shades.”
EXBERRY® Coloring Foods are made from fruit,
vegetables and edible plants using gentle, physical
processing methods and no chemical solvents,
ensuring widespread consumer acceptance.
To find out more about EXBERRY® Coloring
Foods, visit: www.exberry.com

DSM unveils a new
enzyme innovation
oyal DSM, has announced the launch of
its Maxadjunct™ ß L high-performance
adjunct brewing enzyme. Advancing
DSM’s comprehensive brewing portfolio, this
enzyme innovation allows brewers to increase the
adjunct level in their beers, enabling them to
improve resource efficiency by leveraging a variety
of locally available unmalted materials, while also
bypassing the cereal cooking stage of production
for added benefits. These functions help to increase
brewhouse capacity by up to 25%, reduce costs and
meet sustainability and attenuation targets. With
the new Maxadjunct™ ß L enzyme, brands can cater
to evolving consumer preferences for more
sustainable, premium beer varieties, without
compromising on taste.
The launch of Maxadjunct™ ß L comes as
consumers pay more attention to what goes into
their beer, with 54% of people reporting that they
are heavily influenced by ingredient claims and 39%
of individuals willing to pay a premium price for beer
produced with locally sourced raw materials. ,
These preferences are largely linked to the trend for
more sustainable products and have created a need
for brewers to lower the impact their processes
have on the environment while ensuring economic
viability. Meeting these requirements, alongside
rising consumer demand for variety in flavoUrs, can
be a complex task for producers.
To overcome these challenges, as well as the
added variability in fermentable sugar levels that
can occur when using locally available adjuncts,
producers are increasingly looking for adjunct

brewing solutions that improve the flexibility,
capacity and sustainability of their processes.
Maxadjunct™ ß L makes the starch in adjuncts
more soluble and improves its conversion into
fermentable sugars at temperatures of up to 80°C,
effectively removing the cereal cooking step even
when using adjuncts with high gelatinization
temperatures, which typically adds cost and complexity to the brewing procedure. This improves
process flexibility, reduces mash cycle time by up
to 20% and better facilitates the use of locallysourced raw materials, helping brewers work more
cost-effectively and achieve their sustainability
targets. The solution also offers enhanced attenuation control for further increased flexibility in
recipe formulation and helps to unlock maltose
from adjuncts, meaning brewers can create diverse
beer varieties – no matter which cereal base is used.
“Growing concerns around sustainability,
combined with an increasingly competitive market
space, creates a range of new challenges and
opportunities for producers in the beer segment to
navigate, making adjunct brewing an increasingly
attractive option,” comments Joana Carneiro,
Business Director Beverages, DSM Food Specialties.
“With DSM’s Maxadjunct™ ß L, and supported by
our wider portfolio of adjunct brewing enzyme
solutions and expert brewmasters, breweries
can significantly increase brewing flexibility and
capacity to help save valuable costs on beer
production and bring new, exciting products to the
market quickly and sustainably.”
www.dsm.com

SweeGen
commercializes
new Bestevia”
Reb I
s clean-label zero-calorie natural
sweeteners continue to be attractive to
consumers, SweeGen announced the
expansion of its natural sweetener portfolio with
the commercial production of Bestevia“ Reb I, a
next generation high-purity stevia sweetener and
flavour unique to SweeGen.
Reb I expands SweeGen’s toolbox for tackling
the challenges of reducing sugar and delivering
sweet taste solutions to food and beverage
manufacturers. This newest edition to SweeGen’s
natural sweetener portfolio works well in product
applications across the spectrum, ranging from
dairy, beverages, nutritional bars, confectionery to
savoury.
“Reb I is yet another unique and diverse
flavour that we can use in our creative building
block approach to sugar reduction for creating
consumer-preferred sugar-reduced food and
beverage products, and delivering winning
solutions to our clients,” said Chief of Global
Flavour Application Technology, Shari Mahon.
Reb I imparts a clean taste profile and sugarlike sweetness and complements SweeGen’s
application technology. It is a versatile sweetener
which can be used at various levels of sugar
reduction to drive unique taste profiles.
Reb I is produced by a patented bioconversion
technology, starting with the stevia leaf. This
process was developed by Conagen, a biotech
innovator of sustainable ingredients. SweeGen’s
entire proprietary portfolio of next generation,
natural Bestevia stevia sweeteners are produced
with Conagen’s bioconversion technology, and are
classified as next generation non-GMO, high-purity,
and clean tasting. The Bestevia portfolio includes
Rebs B, D, E and M, and now Reb I. These Rebs
translate to highly-relevant clean-label, sustainable,
natural sweeteners that consumers seek.
More than 66% of consumers prefer to see
natural sweeteners rather than artificial on labels.
This trend drives brands to search for solutions in
the natural sweetener and plant-based spaces
which now includes Bestevia Reb I.
SweeGen has already received the FDA
Generally Regarded As Safe (GRAS) no objection
letter, and acceptance from The Flavor and
Extract Manufacturers Association (FEMA). Global
regulatory approval is underway.
“Conagen is happy to support the successful
commercialization of Reb I as the latest offering
from our pipeline of non-caloric sweeteners. We
are looking forward to additional unique and novel
stevia sweeteners for providing greater flexibility
and options to food and beverage manufacturers,” said Conagen’s VP of Innovation, Dr. Casey
Lippmeier.
www.sweegen.com
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Beyond skin: First peer-reviewed study
reveals increased hair thickness
A NEW RANDOMIZED, placebo-controlled study
shows that supplementation with the specific
Bioactive Collagen Peptides® VERISOL® can result in
improved hair structure, by significantly increasing
hair thickness and proliferation of human hair
follicle cells.
The study was conducted on 44 healthy
women aged between 39 and 75, who each
received a daily dose of 2.5g VERISOL® or placebo
for 16 weeks. At the end of the supplementation
period, the use of VERISOL® led to a significant
increase in hair thickness, whereas a slight decrease
was observed in the placebo group. The comparison
of the two groups revealed a statistically significant
increase in hair thickness in the VERISOL® group
compared to placebo, confirming the benefits of
VERISOL® to hair thickness, a key aspect of healthy
hair appearance.
In addition, the study investigated if the
previously demonstrated efficacy of VERISOL® in
stimulating cells of the skin extracellular matrix could
have a positive impact on hair follicle cells and
promote their proliferation.
The in vitro test showed a statistically significant
increase of 31% in the proliferation rates of human
hair follicle cells after exposure to VERISOL® for
4 hours, compared with the untreated control

cells. This suggests a positive effect of VERISOL®
on hair metabolism, building on previous data
showing Bioactive Collagen Peptides® to increase
mitochondrial activity of hair follicle cells.
“The positive effects of VERISOL® on skin
elasticity and wrinkle reduction have been demonstrated by several clinical trials, performed over the
last 10 years and testing nearly 500 study participants” stated Stephan Hausmanns, GELITA’s Vice
President, Health & Nutrition. “With this new study,
we add improved hair structure to the many
positive benefits of VERISOL®. It can be assumed
that the increased hair thickness observed also leads
to improved textural and physical properties of hair,

making it stronger and more resistant to breakage”.
Recognizing that collagen peptides can exhibit
different biological activities, Oesser (2020) stated
that the effects measured in the study apply only to
the specific Bioactive Collagen Peptides® tested and
cannot necessarily be applied to other collagen
products.
In summary, this is the first published, peerreviewed study to clearly demonstrate a positive
effect of specific Bioactive Collagen Peptides®
intake on hair metabolism and structure.
Full study: https://bit.ly/2XJ0XSP
www.GELITA.com

New study further validates Bioiberica’s b-2Cool®
native type II collagen as trusted source
for holistic mobility solutions
NEW SCIENTIFIC RESEARCH, published in Osteoarthritis and Cartilage1, highlights the benefits of
Bioiberica’s native (undenatured) type II collagen
(b-2Cool®) in combination with other key ingredients for joint health: chondroitin sulphate,
glucosamine hydrochloride and hyaluronic acid
(Bioiberica’s Mobilee®). For dietary supplement
manufacturers seeking easy-to-formulate solutions,
the research highlights b-2Cool® as an efficacious
ingredient for use in holistic mobility products.
“This study is a key development in Bioiberica’s
joint health research. It complements previous
research by providing additional validation for the
benefits of using native type II collagen in innovative
mobility solutions and allows Bioiberica to further
position b-2Cool® as a trusted ingredient for effective joint health formulations,” says Jaume Reguant,
Director of Healthcare at Bioiberica.
“As younger, health-conscious consumers take
more of an interest in their mobility, the joint health
market must evolve to appeal beyond the senior
population,” he adds. “These audiences are
interested in comprehensive solutions that target
overall mobility and help them live life to the fullest
as they age. These new results show the effectiveness of combining Bioiberica’s ingredients for joint
health and opens up new opportunities for manu-

facturers looking to expand their portfolio and
explore more holistic mobility offerings for
consumers.”
The study, conducted in a rabbit model of
osteoarthritis, set out to evaluate the effects of
b-2Cool® native type II collagen in combination with
CS b-Bioactive® chondroitin sulphate, glucosamine
hydrochloride and Mobilee® which is a rooster comb
extract rich in hyaluronic acid.
During the study, the animals were divided into
three groups: a control group, one treated with
chondroitin sulphate, glucosamine hydrochloride
and Mobilee®, and the third receiving the same
combination with the addition of b-2Cool®.
The group which received the formulation
comprising b-2Cool® showed a lower degree of cartilage degeneration, signs of less advanced
osteoarthritis, healthier cartilage and joints and
significantly better synovial membrane values on
histology. Adding to Bioiberica’s bank of evidence
demonstrating the role of b-2Cool® in joint health,
this latest peer-reviewed research indicates the
benefits of combining native (undenatured) type II
collagen with other key ingredients for enhanced
mobility.
Extracted from chicken sternum and manufactured by Bioiberica through a strictly controlled

78 Innovations in Food Technology | November 2020 | www.innovationsfood.com

process, a low dose of just 40mg per day of
b-2Cool® helps to maintain healthy joints. Native
type II collagen exerts its effect through a
mechanism of action called oral tolerance, as
described by Park et al2.
This latest research adds to a range of scientific
studies demonstrating the efficacy of b-2Cool®. A
safe, naturally-sourced, new generation collagen,
b-2Cool® is supported by four preclinical studies and
clinical trials which show its effectiveness in providing support for cartilage by preserving endogenous
collagen and helping to maintain healthy joints and
quality of life, as both a standalone ingredient, and
in combined solutions.
Iberico showcased at the recent Vitafoods
Virtual Expo, during which attendees attended an
exclusive webinar where experts discussed the
efficacy of b-2Cool® in combined ingredient
solutions, as well as a standalone ingredient, via the
Healthy Ageing Micro-Community.
References:
1 Sifre, V., Soler, C., Redondo, J. I., Domenech, L., Segarra, S., & Serra, C. I. Macroscopic and histologic improvements in joint cartilage, subchondral bone and
synovial membrane with glycosaminoglycans and native type ii collagen in a rabbit
model of osteoarthritis. Osteoarthritis and Cartilage 2020, 28, S206.
2 Park et al. Type II collagen oral tolerance; mechanism and role in collagen-induced
arthritis and rheumatoid arthritis. Modern Rheumatology 2009, 19 (6): 581-589.

www.bioiberica.com
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New study confirms that WACKER’s antioxidant
HTEssence® promotes heart health
THE RESULTS OF TWO STUDIES show that WACKER’s
hydroxytyrosol HTEssence® has a positive effect on
heart health. A recent human clinical study demonstrates that HTEssence® is able to reduce LDL (low
density lipoprotein) cholesterol. Reducing LDL has
been found to support heart health. This study
confirms the positive effects of HTEssence® that
had been demonstrated in an earlier study.
Regarded as a highly effective antioxidant found in
olives, hydroxytyrosol may have positive effects on
blood pressure, joints and the immune and cardiovascular systems. WACKER manufactures hydroxytyrosol in a patented process that ensures high
purity and a precisely defined content.
According to the World Health Organization
(WHO), some 17.9 million people die of cardiovascular diseases – particularly coronary heart disease
and strokes – every year. This makes cardiovascular
diseases the No. 1 cause of death worldwide. Risk
factors that increase the likelihood of such diseases
may be affected by health- conscious habits, with
diet playing a key role. In this regard, there is
increasing demand for ingredients that promote
coronary health.
Hydroxytyrosol is a secondary metabolite
considered to be a particularly effective antioxidant.
Its reported properties include lowering blood
pressure and reducing inflammation. In addition,
two clinical studies provide proof that WACKER’s
hydroxytyrosol HTEssence® has a positive effect on
LDL cholesterol. In an initial randomized, doubleblind, placebo-controlled study published in
2018, 29 healthy volunteers consumed 30 mg of
hydroxytyrosol per day for a total of four weeks
(Siefer et al., 2018, Journal of Nutritional Medicine
and Diet Care). In a recent, similarly devised study,
92 healthy volunteers were prescribed 30 mg of
hydroxytyrosol a day (Knaub et al., 2020, Journal of
Nutrition & Food Sciences). This recently completed
study lasted three times longer, running for twelve
weeks.

High LDL (low density lipoprotein) levels are one main factor for the
occurrence of coronary heart disease and arteriosclerosis
(diagram: WACKER).
HTEssence® Confirmed to Reduce LDL
Cholesterol
The results of the earlier study had shown a
significant reduction of LDL cholesterol in the blood
plasma by 9.4 mg/dL with HTEssence®.
This positive effect has now been confirmed.
The results of the second, lengthier study likewise
demonstrated a reduction of LDL cholesterol in the
blood plasma, this time by 8.5 mg/dL. A high LDL
level is one main factor for the occurrence of
coronary heart disease and arteriosclerosis (see
diagram). The US NCEP (National Cholesterol
Education Program) estimates that each 1-percent
reduction in LDL cholesterol can reduce the risk of
heart disease by approximately 1 percent.
WACKER’s patented process makes it possible
to synthesize a nature-identical substance of high
purity, free of unwanted byproducts, and with a
precisely defined hydroxytyrosol content.
Available both as an odorless, water-soluble
powder and in liquid form, the product is suitable
for use in functional foods and dietary supplements,
such as tablets, capsules, energy bars and beverages.

HTEssence, available as a water-soluble powder or in liquid form,
has a positive effect on heart health
(photo: WACKER).

CAVAQ10® enhances cardiovascular health
Alongside HTEssence®, WACKER’s portfolio
features another active ingredient that promotes
heart health: CAVAQ10®, a coenzyme Q10
cyclodextrin complex. A vitamin-like molecule,
coenzyme Q10 is present in various foodstuffs, as
well as in every human cell, where its function is to
efficiently transform ingested food into energy.
What is more, studies demonstrate that CoQ10
protects LDL cholesterol against oxidation,
contributes toward cardiovascular health and
promotes optimal functioning of the heart muscle.
With increasing age, however, the biosynthesis of
CoQ10 declines; age-related tissue deficits are
associated with this decline. Taking CoQ10 supplements may improve the efficiency of energy
production in human heart tissue.
Since coenzyme Q10 does not readily dissolve in
water, the body has difficulty in absorbing the
active. CAVAQ10® has solved the problem of poor
bioavailability: the presence of WACKER’s cyclodextrin allows complexation of the substance which
greatly increases bioavailability, approximately 18
times higher than in conventional CoQ10.
www.wacker.com

Amyris continues market adoption of its sweetener
with approval by Health Canada
AMYRIS, INC., A LEADING synthetic biotechnology
company in Clean Health and Beauty markets
through its consumer brands, and a supplier of
sustainable and natural ingredients, recently
announced that its Reb M natural sweetener has
received approval for use in food by Health Canada,
the government department that is responsible for
Canada's federal health policy.
Reb M is part of Amyris' functional ingredients
portfolio consisting of products that deliver
performance and sustainability for home and
personal care, food and beverage, and clean beauty
end-markets. Amyris' Reb M is the great tasting,
natural, non-GMO, zero-calorie sweetener made
from sugarcane. Amyris' sweetener offers formulators the best alternative to sugar at a price that

makes switching easy.
Amyris' Reb M has been approved by Health
Canada for use in all foods allowed for sweeteners
such as tabletop sugar replacements, bakery goods,
cereals, beverages, soups, yogurts, confectionery,
and dietetic confectionery. With this certification as
a food additive sweetener, the authorization has the
immediate effect of permitting Amyris' Reb M to be
used to the maximum concentration authorized for
steviol glycosides sweeteners.
"We are pleased to receive the certification of
our Reb M sweetener by Health Canada paving the
way for this amazing ingredient to be used in a
variety of products marketed across Canada," said
Jim Iacoponi, Senior Vice President, Sweetener
(B2B) at Amyris. "Our Reb M provides food

producers and brands selling products in Canada a
solution to the Government of Canada's legislation
requiring identification of sugars on product labels.
Reb M's great taste offers consumers an alternative
to sugar-sweetened beverages and presents
Canadians with a healthier alternative to other
sweeteners."
To date globally, Amyris has had over 300 food
and beverage manufacturers working with its Reb M
at various stages of product development and
formulation. Multiple formulation projects are
currently underway with market-leading brands
planning to incorporate Amyris' Reb M in upcoming
product launches in the USA and Latin America.
Amyris previously obtained approvals for sale of its
Reb M in Brazil, Colombia, Costa Rica, and the USA.
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New Zynamite® study adds to growing scientific
portfolio for award-winning ingredient platform
PLT HEALTH SOLUTIONS, INC. have announced that
a new study has been published that builds upon
previous research showing ‘experiential’ benefits
from the Zynamite ingredient platform. The new
clinical trial, led by Professor David Kennedy,
Director of the Brain, Performance and Nutrition
Research Centre at Northumbria University and
published in Nutrients, suggests a rapid and
sustained boost for a wide range of cognitive
functions after a single use of the ingredient.
Zynamite is a patent-pending, proprietary Mangifera
indica extract, standardized to ≥ 60% mangiferin,
developed from sustainably harvested mango
leaves. A self-affirmed GRAS ingredient, it has a portfolio of safety data and has been the subject of
three pre-clinical and now seven clinical studies that
demonstrate performance enhancement in both
cognitive and physical performance. The ingredient
is manufactured by Nektium Pharma, S.L. and
marketed exclusively by PLT in the United States,
Mexico, and Canada.
According to Jeremy Appleton, ND, Director
of Medical & Scientific Affairs, the new study is
indicative of a robust and continuing program of
scientific study by Nektium supporting Zynamite

and underscores its potential as a leading ingredient
for cognitive and physical performance. “One of the
hallmarks of a great ingredient franchise is that a
company continues to develop science to help
consumer products companies understand the
potential uses and benefits it can provide – as well
as to help amass data that can support compelling
messaging and build trust with consumers.” In
addition to studying the standalone ingredient,
novel combinations have also been clinically
explored. For example, earlier this year PLT launched
Zynamite PX in North America, itself the subject of
two published clinical trials, targeted at the Sports
Nutrition Market.
Zynamite PX: More Power. One Dose.
One Hour.
A randomized, double-blind, placebocontrolled crossover study, published in 2019, was
conducted to determine whether a single dose of
Zynamite PX administered one hour before exercise
would increase cycle-sprint performance. Subjects
performed three Wingate sprint tests interspaced
by 4 minutes and a final 15-second sprint after
induced ischemia (blood flow restriction, which

simulates exhaustion). Peak power was improved by
3.8% in one hour compared to placebo in subjects
who took just one dose of Zynamite PX. Of note,
the amount of quercetin in Zynamite PX (140 mg)
is significantly lower than amounts of quercetin
shown to produce ergogenic effects in previous
studies, suggesting that this combination may have
synergistic effects.
According to Appleton, the extremely rapid
increases in performance and recovery after limited
use of Zynamite PX are eye-opening. “An increase
in peak power of 3.8% might not seem impressive
at first, but it’s important to remember that we’re
comparing it to other studies where power results
were achieved after much longer periods of
supplementation. And these endpoints were
achieved after training, whereas the Zynamite PX
had an immediate, demonstrable effect. This offers
a new type of benefit package to sports nutrition
formulators we have not seen before,” he said.
“We’re really beginning to understand the
potential for this ingredient platform and look
forward to putting it to work in consumer products
in the future,” he added.
www.plthealth.com

NIZO and industrial consortium partners publish
a reliable and practical method for enumerating
bacterial spores in cocoa powders
INDEPENDENT FOOD RESEARCH and knowledge
company NIZO recently published a peer-reviewed
paper outlining a practical method for determining
bacterial spore concentrations in cocoa powders.
The manuscript includes expert insights on how to
interpret the results, in order to assess spoilage risks
for heat-treated liquid beverages.
The research project that led to the enumeration method brought together a pre-competitive
industrial consortium including cocoa producing
companies Olam Cocoa, Cargill and Barry Callebaut;
cocoa buying companies The Coca-Cola Company,
FrieslandCampina and Abbott Nutrition; and process
technology and packaging company Tetra Pak. The
paper has been published in the Journal of Food
Protection, and is available via Open Access.
The presence of bacterial spores in cocoa
powders is inevitable, due to the natural
fermentation process of cocoa beans. These
heat-resistant bacterial cells can potentially
cause food spoilage when they
survive heat treatments and
can germinate and grow
in the finished product.
Usually, spore concentrations in cocoa
powders are low, and spoilage incidents rare.

However, a reliable method to determine spore
concentrations is needed to properly assess the risk
of spoilage for finished heat-treated (e.g. UHT) dairy
products containing cocoa powders. At the same
time, results can vary depending on which classical
microbiological plating methods are used, making
interpretation and reliable risk assessment difficult.
Furthermore, cocoa powders pose added
challenges compared to other beverage
ingredients, due to factors including its antimicrobial
effect, poor wettability and dark colour.
The members of the consortium thus joined
forces to define, optimise and agree on one
practical and reliable method to
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enumerate bacterial spores in cocoa powders, that
overcomes these challenges.
This method provides an important reference
for cocoa producers and buyers worldwide to reach
agreement on acceptable specifications of spores
in cocoa powders for risk assessment of spoilage of
finished products.
Robyn Eijlander, Senior Project Manager
Microbiology and Food Safety of NIZO comments:
“Food waste continues to be a global problem, and
is thus a key focal point for NIZO, as well as for the
industrial players who took part in this consortium
research project. Reducing food spoilage is an
important pillar in decreasing food waste, and every
player in the food production chain needs robust
methods to assess the risks. As an independent
research and knowledge company, NIZO brought
together the different players – producers,
buyers and processors – to develop and publish an
agreed- upon method. NIZO also provides expert
interpretation, consultancy and support for
applying this method in practice.”

www.nizo.com
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DuPont Human Microbiome
Venture and Procter & Gamble
enter research collaboration in
next generation probiotics
THE DUPONT HUMAN MICROBIOME VENTURE have
announced a research partnership with The Procter
& Gamble Company (P&G), focusing on the
discovery and development of innovative next
generation probiotics (NGPs) for human health.
Over the past years, both P&G and DuPont have
conducted extensive research on human commensals to help address metabolic health issues in
humans. In order to accelerate the development
and commercialization of NGPs, both companies are
joining forces to develop NGPs, initially to be used in
dietary supplements.
There is an increasing number of studies that
have shown that diet and poor lifestyle choices
negatively affect the gut microbiota which can
result in chronic low-grade inflammation which is
closely associated with the onset and prevalence of
metabolic health related conditions1. On the

contrary, increasing levels of certain anaerobic
bacteria in the gut has been shown to increase
insulin sensitivity and thus helps to maintain healthy
blood sugar levels.2
“It’s an exciting opportunity to partner with
P&G to jointly develop the next generation of
microbe-based products. The combination of
DuPont’s and P&G’s unique set of capabilities will
allow us to accelerate innovation in the field of
metabolic health and help millions of consumers
affected by metabolic health issues,” said Sebastien
Guery, Human Microbiome Venture leader, DuPont
Nutrition & Biosciences.
“As a company focused on innovation, P&G is
excited to come together with our valued partners
at DuPont. Many consumers trust Align, the #1
doctor and gastroenterologist recommended
probiotic brand3, to promote and support a healthy

© iStock

digestive system4. This strategic partnership will help
us further advance our probiotic innovation via a
next generation solution that will prove beneficial
to the health and well-being of consumers around
the world” said Paul Gama, president, P&G Personal
Health Care.
References:
1 Tilg H et al.The intestinal microbiota fuelling metabolic inflammation. Nature Reviews
Immunology 2020; 20:40-54.
2 Vrieze A et al. Transfer of Intestinal Microbiota From Lean Donors Increases Insulin
Sensitivity in Individuals With Metabolic Syndrome. Gastroenterology 2012;
143:913–916.
3 Among Gastroenterologists who recommended a brand of probiotic in a ProVoice
2008-2019 survey. Among Doctors who recommended a brand of probiotic in
ProVoice 2013-2019 surveys
4 These statements have not been evaluated by the Food and Drug Administration.
This product is not intended to diagnose, treat, cure, or prevent any disease.

www.dupont.com

Carbery launches Optipep 4Power
hydrolysed whey protein for better
performance from HIIT training
NUTRITION EXPERT, CARBERY GROUP, has launched
a new hydrolysed whey protein (WPH), Optipep®
4Power, designed specifically for high-intensity
interval training (HIIT). In a clinical study, Carbery
found that Optipep 4Power taken pre-workout
enabled participants to generate more power for
longer, compared with standard whey protein
concentrate. It has been developed to support
nutritional strategies for HIIT, which have been
minimally researched to date. Consumers have
confirmed their interest in Optipep 4Power and its
proven benefits.
Carbery’s R&D team is continually developing
next generation whey protein hydrolysate
ingredients under the Optipep range and used
advanced mass spectrometry to analyse peptides in
their latest ingredient. Data interpretation with
bioinformatics enabled them to identify any
possible bioactivity within the peptide sequences
using predictor algorithms. Consequently, they were
able to identify the protein with the best possibility
of having an impact on performance. Carbery
validated the potential benefits of the ingredient
with customers and undertook a clinical trial.
The clinical study1 set out to investigate if
supplementation of protein in low carbohydrate
conditions ahead of HIIT workouts induces
favourable muscle metabolic and exercise

performance adaptations. The study design was
developed to address three specific objectives,
which were to:
1. Identify mitochondrial changes in the acute and
chronic phases
2. Determine specific mechanisms underpinning
adaptations (metabolic and performance)
3. Establish optimal nutritional strategies to enhance
outcomes from HIIT.
The study found that when compared with
whey protein concentrate, a 4.3% greater traininginduced increase in Wingate2 mean power output
was observed with participants who had consumed
Optipep 4Power prior to exercise, indicating a
greater capacity for power generation during
maximal intensity sprint exercise. There was also a
6.1% improvement in fatigue index, indicating a
greater capacity for sustaining high intensity
exercise performance.
In March 2020, after the conclusion of the
clinical study, a cohort of consumers that exercise
more than twice a week and consume protein were
interviewed. When presented with Optipep 4Power
and the benefits from the clinical study, 62% stated
they would be interested in buying the product.
Sarah O’Neill, Marketing Manager at Carbery,
commented: “Athletes across a broad range of
sports and activities are increasingly building high

intensity interval workouts into their training
routines. However, nutritional strategies for HIIT
were poorly characterised. We have been developing Optipep over a number of years and, using our
cutting-edge technical expertise, were able to
identify the optimal WPH and validate its potential
positive impact on performance outcomes.”
“We are excited to have shown that Optipep
4Power helps athletes produce and sustain more
power compared to whey protein concentrate and
we think that this is a potential game-changer for
brands providing targeted nutritional solutions to
consumers participating in sports such as CrossFit,
Field Sports, Sprinting and Combat Sports.”
Optipep 4Power is the latest product in
Carbery’s range of WPHs, which includes Optipep
80 SN and Optipep 90 PRO, a clean tasting hydrolysed whey protein that contains optimal levels of
dipeptides, tripeptides and free amino acids to
facilitate muscle growth, repair, refuelling and
recovery. Optipep 4Power is available in powder
format and Carbery’s experts can provide formulation support to customers. For more information,
visit: https://www.carbery.com/optipep4power/.
1 https://www.carbery.com/optipep4power/
2 Wingate is the standard test for assessing a person's anaerobic fitness
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Vit K2 deficiency link to COVID-19 mortality
explained: New paper
A NEWLY PUBLISHED PAPER1 in Biocatalysis and
Agricultural Biotechnology from New Zealand
researchers elucidates the association between K2
and recovery rates in individuals with COVID-19.
According to the authors, a “profound
increase” in inactive matrix Gla protein (MGP) levels
were observed in COVID-19 patients, indicating a
poor K2 status and associated increased risk of
mortality from comorbidities (e.g., obesity, diabetes,
hypertension, and cardiovascular diseases).
MGP is dependent upon vitamin K2 menquinone-7 (MK-7) to become active, and the more
circulating MGP that is active, the more calcification
in arteries is inhibited. Vascular calcification is a
process known to commence in elastin fibers, and
elastin is a substantial player in ensuring tissues
remain pliable and resilient. Elastic fibers are heavily
present in lung tissue, where MGP, when activated,
is considerably expressed – indicating the

importance of MK-7 in supporting lung (pulmonary)
function.
The researchers write: “Therefore, MK-7
deficiency can be a risk factor for increasing the
severity of the COVID-19 disease, and SARS-CoV-2
infected patients with comorbid conditions tend to
develop acute manifestations.”
This paper strengthens the concept that
Vitamin K2 as MK-7 is a nutrient with substantial
ability to protect pulmonary function during an
active virus. It supports an earlier study published in
April2 that evaluated MK-7 in 123 patients with
COVID-19 and 184 controls, revealing a link between
vitamin K2 deficiency and disease severity.
“Evidence continues to mount that MK-7’s
mechanism of action has a considerable impact on
protecting human health,” said NattoPharma Chief
Medical Officer Dr. Hogne Vik. “Of course, a dietary
supplement is not a cure or a treatment, but over

time, MK-7 can fortify the body’s resilience to
age-related conditions and viral infection. This is
the second study that associates K2 status with
outcomes in COVID-19 patients. More research in
this area is warranted and necessary.”
NattoPharma ASA and its US subsidiary
NattoPharma USA, Inc. continue to lead the
research endeavors into MK-7 (as MenaQ7®) as well
as global MenaQ7® product development.
References:
1. Berenjian A, Sarabadani Z, “How menaquinone-7 deficiency influences mortality
and morbidity among COVID-19 patients” Biocatalysis and Agricultural Biotechnology 29 (2020) 101792
2. Dofferhoff, A.S.; Piscaer, I.; Schurgers, L.J.; Walk, J.; van den Ouweland, J.M.;
Hackeng,T.M.; Lux, P.; Maassen, C.; Karssemeijer, E.G.; Wouters, E.F.; Janssen, R.
Reduced Vitamin K Status as A Potentially Modifiable Prognostic Risk Factor in
COVID-19. Preprints 2020, 2020040457 (doi: 10.20944/preprints
202004.0457.v1).

www.nattopharma.com

New study shows that Calanus® Oil
intake antagonizes negative changes
in gut microbiota due to obesity
A NEW PRECLINICAL STUDY conducted by a
research team from Uit- The Arctic University of
Norway, shows that Calanus® Oil supplementation
in obese mice prevents negative changes in
microbiota. This has led to new theories about the
mechanisms of action of Calanus® Oil.
Current evidence suggests that obesity and
its comorbidities are intrinsically linked with
unfavourable changes in the intestinal microbiome.
Thus, in line with its anti-obesity effect, it was
hypothesized that dietary supplementation with
Calanus® Oil should counteract the obesity-related
deleterious changes in the gut microbiota.
The mouse model of diet-induced obesity
shares many of the same characteristics as human

obesity and is used as an important tool for understanding the mechanisms involved in diseases
related to the ‘western-diet’.
“The fact that Calanus® Oil supplementation
shows a benefit in gut microbiota just adds to the
list of benefits we have documented. And even
more interestingly, these findings have provided
more ideas about the mechanisms of action of
Calanus® Oil”, says Head of Science in Calanus Alice
Marie Pedersen, PhD.
The researchers expected to see higher levels
of the receptor family PPARs in adipose tissue.
PPARs are involved in amongst others, the
oxidation of fat, but the levels were not changed
in adipose tissue. This observation has led to a

hypothesis that PPARs were upregulated primarily
in metabolically active tissues, such as liver, heart
and skeletal muscle, leading to increased fatty acid
oxidation and thereby draining of fatty acids from
white adipose tissue.
“Indeed, we have more and more data from
both preclinical and clinical studies showing that
several of the benefits from Calanus® Oil are
associated with positive effects on the muscles”,
concludes Dr. Pedersen.
For further information about Calanus® Oil
please contact Head of Sales and Marketing Jan Erik
Olsen on tel. +47 951 45 351 or by e-mail:
jan.erik.olsen@calanus.no. Please also refer to the
company's website: www.calanus.no.

First review article on Health Effects
of Wax Ester Omega-3s
CONTINUING ITS LEADING RESEARCH on human
milk oligosaccharides (HMOs), DuPont Nutrition &
Biosciences released the findings of a new study
demonstrating the importance of probiotic strain
specificity, even within a sub-species, when related
to efficient utilization of Human Milk Oligosaccharides (HMOs).
Several species of Bifidobacterium have been
shown to utilize HMOs, but little work has been done
to study utilization variations within the species or
sub-species. This study examined two strains of
B. infantis, a prevalent species in the guts of
breastfed infants. The study found that B. infantis

Bi-26™ has a unique strategy to quickly utilize
2-Fucolsyllactose (2’-FL), 3’-FL and difucosyllactose
(DFL) which results in faster growth, unique
metabolite production, and a distinct global gene
transcription response when compared to the
type strain ATCC 15697 (reference strain for the
B. infantis subspecies).
“We are excited to further the research on
defining the individual strain’s role within the
complex system of the microbiome. It is essential
to understand the numerous interactions affecting
our health throughout life which can eventually be
used as a guide to develop products for supple-
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mentation,” stated the study’s lead author, Bryan
Zabel, assistant scientist, DuPont Nutrition &
Biosciences.
“Our research helps us to further understand
the interactions between probiotic strains and HMOs
and allows us to develop targeted health products,”
said Dr. Ratna Mukherjea, Technical Fellow and
Technology & Innovation Leader, Specialized
Nutrition, DuPont Nutrition & Biosciences. “This
study marks a significant advancement in DuPont’s
work in early life nutrition.”
You can read the full study at http://www.
nature.com/articles/s41598-020-72792-z.
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New study reveals SlimBiome® benefits in
managing obesity related health outcomes
GLOBAL LIFE SCIENCES COMPANY, OptiBiotix Health
PLC has revealed that its patented weight management ingredient SlimBiome® may help consumers
manage their weight by reducing cravings for sweet
and savoury foods, as part of a new academic study.
The independent research, conducted by the
University of Roehampton, was a 4-week pilot
human intervention study designed to observe the
effect of SlimBiome®, an award-winning formulation of glucomannan, oligofructose and chromium,
on weight loss, satiety, mood and gut microbiota in
12 obese and overweight women aged between
18-65 years.
Each of the 12 volunteers were asked to follow
a 1,500-calorie restricted diet plan using a range of
nutritionally diverse foods. This incorporated two
GoFigure® meal replacement shakes and two
GoFigure® flapjacks containing the patented
ingredient SlimBiome®, which were to be consumed
throughout the day, alongside a healthy dinner of
their choice.
The results showed that taking SlimBiome® for
4 weeks led to significantly reduced body weight
(average 1.9kg), BMI, body fat percentage, waist
and hip circumference, and systolic blood pressure.
In addition, participants showed a reduction in
sweet cravings, a statistically significant reduction in
savoury cravings, a substantial improvement in

mood, and a positive impact on gut microbiome
composition.
Adele Costabile, Associate Professor (Reader) in
Nutrition and Life Sciences at the University of
Roehampton, commented: “Obesity is a global
pandemic with a high prevalence that affects both
developed and developing countries. In 2016, the
World Health Organisation (WHO) stated that 39%
of adults aged 18 years and over were overweight,
and 13% of world’s adult population (11% of men
and 15% of women) were obese. While the causes
of obesity are multifactorial, the imbalance between
energy intake and expenditure remains the main
driver of the obesity epidemic.
“Traditionally speaking, consumers are less likely
to maintain their weight goals when they rely on
willpower alone. The very nature of yo-yo dieting is
down to a lack of support for consumers, since their
eating habits are influenced by emotional and
psychological stress, further encouraging the intake
of calorie-dense comfort foods. This means the
more we can develop functional ingredients that
help consumers to control their mood, hunger and
cravings, the more likely they are to achieve
successful and sustainable weight loss.
“This research demonstrates that SlimBiome® is
an effective means of supporting consumer weight
loss goals, as it helps them to help themselves!”

As part of the study, SlimBiome® demonstrated
its highly unique, flexible nature as it can be taken
to control hunger cravings with any caloriecontrolled diet plan, such as intermittent fasting,
low-carbohydrate or plant-based diets.
Stephen O’Hara, CEO at OptiBiotix, added: “The
results of this study are promising and may help
provide additional support to individuals looking to
reduce weight and risk amidst the COVID-19
pandemic. The findings also suggest consumers can
control their weight through any calorie restricted
diet plan, without having to rely on willpower alone.
We hope this will help reduce the burden of dieting
and increase the likelihood of success.
“For our global partners, the results reveal that
SlimBiome® offers a scientifically developed and
clinically tested approach to help tackle the growing
global obesity epidemic. With its versatile nature and
demonstrated efficacy backed by strong science,
the nutritional blend can be easily added into a
range of applications, including shakes, snack bars,
dairy products and supplements, to help consumers
across the world adopt a healthier lifestyle.”
To view the study in full, please visit:
https://www.sciencedirect.com/science/article/pii/
S1756464620303819.
For more information on OptiBiotix, visit:
https://optibiotix.com/.

Preclinical study of Neumentix™ illuminates
mechanism of action in the natural antioxidant
for Cognitive Performance
KEMIN INDUSTRIES, A GLOBAL ingredient manufacturer
that strives to sustainably transform the quality of
life every day for 80% of the world with its products
and services, announced new preclinical research
that expands the scientific understanding of the
mechanism of action of Neumentix™, a natural
dietary ingredient shown to support cognitive and
physical performance. The study results have been
published in the peer-reviewed Journal of Stroke
and Cerebrovascular Diseases and Current
Neurovascular Research.
The new study found that Neumentix helped
improve or restore cognitive and motor performance of mice following a mid-brain ischemic stroke.
Animals treated with Neumentix before and after
the procedure scored better in a sensory-motor
functional assessment (“corner test”) and presented
less motor impairment than untreated animals.
Brain tissue analysis showed that Neumentix
protected neurons by reducing the expression of
markers of oxidative stress (4-HNE, CML, 8-OHdG)
and inflammation (Iba-1, MCP-1, TNF-a). The markers
over express following a stroke and may worsen
brain damage. In addition, the study demonstrated
that Neumentix improved the integrity of the
blood-brain barrier. The positive results for the

Neumentix group in the study were statistically
significant compared with the control group.
“The present study provides evidence of
Neumentix’s anti-inflammatory and neuroprotective properties,” said Koji Abe, M.D., Ph.D., Professor
and Chairman of Neurology at Okayama University
Medical School in Japan and lead researcher for the
study. “This research further illuminates the
mechanisms by which Neumentix supports brain
health and cognitive function.”
Neumentix’s anti-inflammatory benefits result
from its potent blend of more than 50 polyphenols.
Extracted from a patented strain of spearmint,
Neumentix contains high concentrations of
rosmarinic acid as well as salvianolic, lithospermic
and caftaric acids. These antioxidants protect brain
and other cells against free radicals, which are
unstable molecules produced naturally in the body
as cells turn food into energy, or as a result of
exposure to environmental toxins or radiation. Free
radicals can damage healthy cells, proteins and DNA
– all of which can lead to disease. In addition to
reducing oxidative stress and the associated
inflammation, research shows that Neumentix
protects neurons and supports growth of new
neurons. The key polyphenols present in Neumen-

tix also help modulate the level of one of the
neurotransmitters involved in learning, memory and
neuroprotection.
Neumentix is a natural, patented spearmint
(Mentha spicata) extract containing a unique,
well-characterized phenolic complex rich in powerful antioxidants. Previous clinical research shows
that Neumentix may improve working memory, the
ability to concentrate and physical performance
associated with agility and reaction time. Generally
Recognized as Safe (GRAS) by the U.S. Food and
Drug Administration and non-GMO Project Verified,
Neumentix delivers lasting health benefits without
disrupting sleep at night, as is common with
stimulants.
“This important new research provides further
evidence of the antioxidant strength of Neumentix,
which protects neurons and gets to the right areas
of the brain to enhance the ability to focus and
support short-term memory and physical agility,”
said Kim Edwards, Global Product Manager, Kemin
Human Nutrition and Health. “These multiple health
benefits can differentiate products and enable a
wide range of science-based marketing claims.”
www.kemin.com
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January 26-27 2021
NUTREVENT 2021
Lille, France
www.nutrevent.com
January 31 - February 3 2021
PROSWEETS & ISM 2021
Cologne, Germany
www.prosweets.com
February 24-25 2021
NUTRACEUTICAL EUROPE 2021
Barcelona International Convention Center, Spain
www.nutraceuticalseurope.com
April 12-14 2021
THE INGREDIENTS SHOW & FOODEX
NEC, Birmingham, UK
www.theingredientsshow.co.uk
April 12-14 2021
4th PLANT BASED FOODS COURSE EUROPE
2021
Utrecht, The Netherlands
www.bridge2food.com
May 4-6 2021
VITAFOODS EUROPE 2021
Palexpo, Geneva
www.vitafoods.eu.com

Page 2

15-17 September 2021
FI ASIA 2021
BEVERAGE INGREDIENTS 2021
NATURAL INGREDIENTS 2021
HEALTH INGREDIENTS 2021
International Trade & Exhibition Center, Bangkok,
Thailand
www.figlobal.com/asia-thailand/
September 22-23 2021
VITAFOODS ASIA 2021
www.vitafoodsasia.com
October 9-13 2021
ANUGA FOODTEC 2021
Cologne, Germany
www.anugafoodtec.com
October 25-28 2021
FOOD INGREDIENTS NORTH AMERICA 2021
SUPPLYSIDE WEST 2021
Mandalay Bay, Las Vegas, USA
www.figlobal.com/northamerica/en/home.html
8-11 November 2021
IDF WORLD DAIRY SUMMIT 2021
Puerta Vara, Chile
www.fil-idf.org
2022

May 4-6 2021
17th PLANT-BASED FOODS PROTEINS SUMMIT
NORTH AMERICA 2021
To be confirmed
www.bridge2food.com

May 14-19 2022
IFFA 2022
Frankfurt, Germany
www.iffa.messefrankfurt.com

16-18 June 2021
10th ACTIVE SPORTS NUTRITION SUMMIT 2021
The Netherlands
www.bridge2food.com

May 22-24 2022
Fi VIETNAM 2022
Saigon Exhibition & Conference Center (SECC)
www.figlobal.com/vietnam/en/home.html

July 18-21 2021
IFT 2021
McCormick Place, Chicago, USA
www.iftevent.org

July 10-13 2022
IFT 2022
McCormick Place, Chicago, USA
www.iftevent.org

June 29-30 2021
FOOD MATTERS LIVE 2021
O2 InterContinental, London, UK
www.foodmatterslive.com

September 7-9 2022
Fi ASIA 2022
Jakarta International Expo, Jakarta, Indonesia
www.figlobal.com/asia-indonesia/en/home.html

July 21-23 2021
15th FOOD PROTEINS COURSE
NORTH AMERICA 2021
Chicago, USA
www.bridge2food.com

October 15-19 2022
SIAL 2022
Paris Nord Villepinte, Paris

August 10-12 2021
FI SOUTH AMERICA 2021
HI SOUTH AMERICA 2021
NATURAL INGREDIENTS 2021
Sao Paolo, Brazil
www.figlobal.com/southamerica/en/home.html

October 20-25 2022
südback 2022
Messe Stuttgart, Stuttgart, Germany
www.messe-stuttgart.de/suedback/
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July 16-19 2023
IFT 2023
McCormick Plac, Chicago, USA
www.iftevent.org
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