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esponding to an Asian marketplace
sweet on chocolate products, Cargill has
entered into an agreement to acquire

Aalst Chocolate Pte. Ltd., a Singapore-basedworld-
class chocolate manufacturer. Pending regulatory
approval and closing conditions, the acquisitionwill
significantly expand Cargill’s Asia-Pacific footprint,
adding chocolate to its existing portfolio of cocoa
products, already sold throughout the region.

“The rapidly growing Asian marketplace is
increasingly wielding its influence around the
globe, sparking inspiration and driving international
trends,” said Francesca Kleemans, Managing
Director for Cargill Cocoa & Chocolate Asia-Pacific.
“Joining with Aalst strengthens our position in this
critical region, enabling us to become the supplier-
of-choice for industrial and foodservice customers.
With an expanded selection of value-added and
specialty chocolate products and deep technical
expertise, together we can accelerate innovation,
better helping customers create products that
continue to surprise and delight.”

Aalst’s large customer base spans more than
50 countries, exporting to industrial, retail and
foodservice clients in key markets such as India,
China, Southeast Asia, Oceania, Korea and Japan.
Its comprehensive portfolio features six distinct
brands, with offerings that include both bake-
stable and artisan chocolates and compounds, in
addition to a range of premium retail chocolate
products and luxury pralines.

By partnering together, the two companies
will leverage their collective strengths, bringing
customers increased security of a reliable supply of
high-quality cocoa and chocolate products, better
product sensory experience with their combined
R&D competencies, and through the Cargill Cocoa
Promise, access to a robust sourcing network
that aims to ensure a thriving cocoa sector for
generations to come.

Upon completion of the transaction, all Aalst
assets, including its state-of-the-art manufactur-
ing plant in Singapore, R&D capabilities in
Singapore and Shanghai, and its over 200 employ-
ees across the region, will join Cargill’s cocoa and
chocolate Asia-Pacific operations. Singapore, with
its unparalleled supply chain infrastructure and
extensive international trade agreements, remains
Cargill’s strategic regional business hub.

“Singapore and made-in-Singapore products
are both highly regarded and reputed formeeting
stringent world-class standards. We are proud of
Aalst Chocolate’s heritage as a Singapore company
with a renownedpresence of over 18 years in Asia’s
chocolate industry. Together with Cargill’s global
expertise and experience, we believe that this new
venture will be well-positioned to harness the full
potential of exciting synergetic growth possibilities
and become an ideal integrated chocolate
solution provider for our customers,” said Richard
Lee, Founder & CEO of Aalst Chocolate Pte Ltd.

Cargill to
acquireAalst,
leadingAsian
chocolate
supplier

Kerry completesNiacet
acquisition to createworld
leadingglobal foodprotection
andpreservationplatform

erry, the world’s leading taste and
nutrition company, has announced that
it has completed the acquisition of

Niacet. Kerry's food protection portfolio, resources
and global scale combinedwith Niacet's capabilities,
expertise and knowledge strengthens the
company’s global food protection and preservation
platform. The acquisition was first announced on
21 June 2021 andhas a value of€853m ($1,015m).

Niacet is a global leader in preservation and
their business complements Kerry’s existing
extensive portfolio of food protection and
preservation technologies and processes. It has a
clear leadership position in bakery and has cost-
effective low-sodiumpreservation systems formeat
and plant-based food and its range includes both,
conventional and clean label solutions. Globally, the
consumer and market demand for technologies
that preserve freshness, extend shelf life and
reduce the global burden of food waste is acceler-
ating. Kerry will build upon the commercial reach of
Niacet’s market-leading brands by adding the
breadth and depth of its global network, innova-
tion and application centres of excellence as well as
its taste and nutrition expertise.

Through its unique portfolio of clean-label food
protection and preservation technologies, Kerry has
been keeping food safe for many decades. This
acquisition strengthens the company’s leadership
position by the addition of complementary
technologies while also accelerating its growth. The
increased selection of preservation solutions and
innovative food protection systems combinedwith
the complete taste and nutrition offering will

support Kerry and its broad global customer base to
solve the world’s most complex food protection
challenges.

Edmond Scanlon, CEO of Kerry said: “We have
a vision to create a world of sustainable nutrition
which is about providing nutrition which has less
impact on the earth’s resources. Reducing food
waste is a key component of this and one of the
most effective ways to reduce food waste is
through preservation where even one extra day of
shelf life can have a hugely positive impact. We are
excited towelcome theNiacet team to Kerrywhere
the combination of our two businesses have
created a global leadership position in the
preservation sector.”

Kelly Brannen, CEO of Niacet said: “This is an
exciting time for Niacet and it is a great opportunity
for both companies.Working together, wewill grow
Niacet at a much faster rate and sell in new
markets around the world. We are very pleased to
become part of the Kerry organisation.”

Neil Cracknell, President & CEO of Kerry Applied
Health & Nutrition, said: “We have long admired
Niacet and its market leading technologies,
commitment to innovation and quality of its
people. Through this important acquisition, we are
combining two great companies who share the
same dedication to science and innovation, to
develop innovative new technologies for food
preservation, pharmaceutical applications and
animal nutrition. We look forward to working with
the Niacet leadership team and all of our Niacet
colleagues to complete this integration successfully
and swiftly.”

DKSHenters distribution agreement
withValio forSoutheastAsiaandTaiwan

KSH’s Business Unit Performance
Materials, a leading distributor of
specialty chemicals and ingredients, will

provide marketing and sales, distribution and
logistics, business development, and customer
management for Valio’s high-quality milk powders
in Thailand, the Philippines, Malaysia, Singapore,
Vietnam, and Taiwan.

Valio, a Finnish dairy and food company owned
by 4,300 dairy farmers, has operated in the South-
east Asianmarket for years. Valio is especially known
for its high-quality, safe, and pure dairy products.
Thanks to the clean Arctic environment,meticulous
quality control, extremely high level of hygiene,
animal welfare, and responsible milk production,
Valio’s milk is among the purest in the world. DKSH
was chosen for its expertise in the food and
beverage industry and proven track record as a key
distribution partner in the Asia Pacific region.

“Industry-tailored, lactose-free Valio Eila®

products are an example of our pioneering and
research-based product development. Thanks to
our unique technology, they are gut-friendly and
can be also enjoyed by people who typically can’t
consume milk products. We help local food

industry companies to develop products for their
own customers, including protein-rich yoghurts and
low-sugar chocolate that meet local nutritional
needs and are gut friendly,” says Timo Pajari, Senior
Vice President heading Valio’s international sales of
special milk powders.

Cesar Saez, Vice President Global Food &
Beverage Ingredients, DKSH, added: “We are very
pleased to enter a distribution agreementwith Valio
in several key markets across Southeast Asia and
Taiwan. Valio is a brand leader in Finland and amajor
player in the international dairy ingredients market
with 115 years of experience and Nobel prize-
winning innovation. The company’s high-quality
milk powders – derived from fresh Finnish milk
that is pure and clean, combined with modern
technology – are an excellent fit for our product
portfolio in several applications, such as
Confectionery & Bakery, Dairy and Readymeals. The
products will be advantageous to our large
customer base in Asia due to their protein content,
taste, and other benefits. We look forward to
increasing our market coverage with Valio in the
region.”
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emin Industries, a global ingredient
manufacturer that strives to sustainably
transform the quality of life every day

for 80% percent of theworld with its products and
services, is offeringmanufacturers access to a new
interactive tool, the “Flour Tortilla Doctor” on the
Food Technologies section of the Kemin website
for North America. Designed to solvemany process
and quality issues, including shelf life extension and
operational efficiency, the “Flour Tortilla Doctor”
ensures tortilla performance and delivery of a
product that consumers will enjoy.

“We are excited to offer tortilla manufactur-
ers a new tool that offers a simple and efficient
way to problem solve during the manufacturing
process,” said Courtney Schwartz, Marketing
Director, Kemin Food Technologies – Americas. “Our
new interactive tool, “Flour Tortilla Doctor”, works
by walking manufacturers through their applica-
tion and areas where they may be encountering
issues. The “Flour Tortilla Doctor” then diagnoses
possible issues and offers solutions – such as Kemin
batch packs and premixes – to create an improved
tortilla product and get products to market
quickly.”

The interactive “Flour Tortilla Doctor” helps
manufacturers ensure the safety, freshness and
consumer appeal of flour tortilla products.

Kemin offers a complete portfolio of batch
pack and premix tortilla solutions, including:
• TillaPack™: batch pack solutions for flour tortillas
• TillaSoft™: dough conditioners and tortilla
softeners for flour tortillas

• TillaZyme™: enzymegumblends for corn tortillas
• SHIELD®: mold inhibitors for corn and flour
tortilla
“At Kemin, our experts are here to help

manufacturers overcome manufacturing and
process challenges they may encounter,” said
Schwartz. “From specific ingredient solutions to
one of our off-the-shelf packaged solutions
designed to support multiple product goals,
manufacturers can trust us to protect their brand
and keep tortillas fresher and safer for longer.”

From lab bench to store shelf, no one under-
stands shelf-life and operational challenges better
than the Kemin team of experts. With quality
solutions, an extensive knowledge of oxidation
processes and an understanding of food products
at the molecular level, Kemin provides customer-
partners with testing utilizing its Customer
Laboratory Services (CLS) team to discover ideal
shelf-life and antimicrobial solutions.

Formore information about Kemin’s approach
to tortilla formulation, shelf life and operational
challenges go to www.kemin.com
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xpanding its global distribution presence,
Prinova Group LLC has entered into a
definitive agreement to acquire industry

expert The Ingredient House, LLC. TIH has a signifi-
cant presence in the sweetener, polyol and specialty
ingredient sectors both in the U.S. and internation-
ally. This purchase represents another stride
forward in Prinova’s long history of growth in the
ingredient distribution space.

Founded in 2006 and headquartered in
Southern Pines, North Carolina, The Ingredient
House is a quality-focused supplier of ingredients to
the global food and beverage industry. TIH has
experienced substantial growth since its inception
through strategic partnerships with global branded
customers and offshoremanufacturers. Key to TIH’s
success is its implementation of and adherence to
improved quality standards to consistently deliver
the global supply chain needs of its food and
beverage customers.

Headquartered Carol Stream, IL and privately
owned for 40 years, Prinova was acquired by
Nagase & Co., Ltd., based in Tokyo, in 2019. Since
then, Prinova has experienced substantial growth
in flavor manufacturing, premix manufacturing,
and its flagship ingredient distribution offering. This

acquisition is an opportunity for Prinova to further
leverage industry relationships and integrate The
Ingredient House’s unique supply chain advantages
into its existing business.

Prinova President and CEO, Don Thorp,
commented: “We are excited to welcome The
Ingredient House to the Prinova Group and are
eager to have their innovative commercial team
plug into our broader network. The success of
Prinova’s ingredient business has always been based
on customer relationships, market expertise and a
global presence. TIH will contribute immensely to
this offering, especially in the sweetener and polyol
space.”

Graham Hall, CEO at The Ingredient House,
echoed Thorp’s enthusiasm, saying: “Through our
15-year history, TIH has strived to partner closely
with our customers and suppliers to deliver upon
our commitment to Quality, Service and Reliability.
This has been the cornerstone of our growth
over many years. Through an integration with
Prinova, we see tremendous synergy potential
through access to a much broader ingredient
portfolio and manufacturing resources that will
deliver significant value to our customers and our
suppliers.”

Prinova expands distribution
presence throughacquisition
ofThe Ingredient House

oyal DSM, a global science-based
company active in Nutrition, Health and
Sustainable Living, has received a positive

EFSA opinion for the Novel Food assessment of
calcidiol, also known as calcifediol. The recognition
of the safety and bioavailability of calcidiol for the
intended use is a keymilestone in the authorization
of DSM’s ampli-D® product for sale across the
European Union. EFSA recognized the more
efficient absorption of calcidiol compared to
regular vitamin D3 to increase the level of vitamin D
in the blood and hence improve the vitamin D
status of an individual.

Widely recognized for its role in bone and
muscle health as well as for the maintenance of a
normal immune system, a growing bank of
scientific evidence also shows that vitamin D could
reduce the risk of acute respiratory infections.With
65% of global consumers currently concerned
about their immune health1, the future inclusion of
calcidiol on the Union list of novel foods for use in
food supplements will take DSM a step closer to
enabling its customers to bring fast-acting vitamin
D solutions to market serving various health
benefits.

“Consumers increasingly recognize the
growing associations between the so-called
‘sunshine vitamin’ and immunity, yet globally 88%
of individuals are reported to have sub-optimal
vitamin D levels2,” comments Martin Dos Ramos,

Vice President Dietary Supplements at DSM. “DSM’s
new ampli-D®, a highly bioavailable form of vitamin
D3, is ideally placed to support dietary supplement
brands in creating purpose-led products that can
quickly tackle low vitamin D status – achieving
optimal levels in the body in a matter of days and
weeks, rather than months.”

André Rhoen, Regional Vice President EMEA at
DSM adds: “This positive EFSA opinion opens up
exciting potential in vitamin D innovation, with the
addition of an advanced and potent form to our
portfolio. This important landmark is testament to
the role that DSM plays as an end-to-end partner
to our customers – from scientific and regulatory
services, right through to the market-ready
solutions that will be commercially available as soon
as we receive authorization from the European
Commission.”

The positive EFSA opinion confirms the safe use
of calcidiol in food supplements for children above
11 years old and for the adult population including
pregnant and lactating women. Formore informa-
tion on ampli-D®, contact us at Partnerwith-
DSM.com.

1 DSM Consumer Immunity Panel, September 2020.
2 Hilger et al. A systematic review of vitamin D status in populations worldwide. Br J

Nutr 2014, 111, 23-45.
3 Clinical studies show that sufficient Vitamin D status is achieved on average 3 times

faster and more efficiently compared to D3 on an equal dose basis.

DSMmarksmilestone in the
authorizationof ampli-D® in Europe

Kemin Food
Technologies
introduces
interactive
“Tortilla
Doctor”
digital
tool
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Ingredients4U.com–anew
concept in sourcing,selecting
andpurchasing ingredients

ngredients4U.com is launching a new
concept in ingredient supply, offering the
selection and sourcing of ingredients, via

this first in class, e-portal.
Ingredients4U.com offers ingredients buyers,

quality and supply chainmanagers, as well as those
responsible for NPD and marketing new products,
an e-platform, where it is possible to select, check
quality control and obtain a quote for supply, via a
touch of a button. So, whatever your ingredient
requirements, you can nowhave access to sourcing
ingredients, 24 hours a day, 7 days a week and 365
days a year, whatever your time zone.

This ingredients platform, offers you an
unrivalled directory of products, sourced from lead-
ing world class ingredient brands and companies
across the globe. All you need to do is register, and
then search for products, check stock levels, and
receive final quotes in real time, via your unique log
in details. There is also a dedicated sales team
available to answer questions online, via phone or
tele conference, ensuring unparalleled customer
service.

As well as sourcing your ingredients, you can
also download relevant quality documentation and
Audit questionnaires from ingredients4U and their
suppliers. Everything is available at the touch of the
button and is downloadable, so you can share this
data sheets with thewider quality control team. On
top of that, users of the site, can also check
additional certification such as whether the
ingredient is Halal, Kosher, Vegetarian, Vegan
certified, and again these certificates can be printed
out as part of the order.

On top of this, Ingredients4U.com are
completely transparent in terms of their suppliers,
offering source partner /supplier information,
profiles and certification relating to individual
ingredients, guaranteeing that the ingredients
meet all requirements needed by the customer.

Ingredients4U.com is not just a transactional
site offering the best price. This platform offers a
complete service. There is also logistical support and
shipping advice, enabling wider customer team
members to manage and have flexibility in relation
to when orders are placed and shipped, based on
their individual needs.

Additionally, users of the Ingredients4U.com
platform can source the latest trend reports and
keep abreast of trading prices of certain ingredient
which rise and fall depending on availability and
usage trends, ensuring this platform offers a 360˚
service to its customer base, whether a small, niche
company, or a global business seeking the latest
innovative ingredient for a new launch.

All orders are shipped from
Ingredients4U.com’swarehouse in theNetherlands,
guaranteeing orders within the EU and UK are
delivered in a timely manner, when needed. There
are also warehouses in the USA and Asia, ensuring
ingredients4u.com offers a global solution for
ingredients supply.

Donald Tang, CEO of Ingredients4U.com
comments, “Ingredients4U.com offers forward
thinking ingredients buyers a new and superior way
to source the best in class ingredients, using
technology that consumers don’t think twice
about. It is a novel approach in our sector, but we
believe it will transformation how the ingredients
marketplace does business from now.”

So for all your ingredients needs, simply go to
www.ingredients4U.com and transform the way
you purchase your ingredient requirements.

Roquette opens a
plant protein
Center of Expertise
inVic-sur-Aisne,
France

oquette, a global leader in plant-based
ingredients and a pioneer of plant
proteins, has announced the opening of

a center of expertise of 2,000 squaremeters on its
site in Vic-Sur-Aisne (Hauts-de-France, France). Fully
dedicated to plant protein, this center will enlarge
the field of possibilities in terms of food
innovation, new protein development and new
production technologies. This R&D accelerator will
enable Roquette to support its growth ambitions
and make a greater contribution to the food rev-
olution and the plant-based gastronomy.

The new center of expertise illustrates
Roquette’s strategy ofmaking its Vic-sur-Aisne site
a dedicated place for plant protein development.
This center will be a major asset to design the
future technological processes that will bring new
plant protein properties. Expertise, innovation and
technologies are critical to anticipate foodmarket
preferences and offer new gastronomic experi-
ences.

Besides extending its pea and wheat protein
range, Roquette intends to introduce several new
sources of protein every five years. This new asset
offers enormous potential to test innovative
ingredients, to further develop existing ones and
to propose a tasty and nutritional plant-based
cuisine for meat and dairy alternatives or special-
ized nutrition.

The 131 employees at the Vic-sur-Aisne site
and a large number of local partners have worked
hard since 2005 to become amajor center of pea
protein production in the world. The investment
of €11 million in the new center of expertise will
build on Roquette’s 40 years’ experience in the
research and production of plant protein and will
reinforce the group’s position as a leader for food,
nutrition and health markets.

According to Jeremy Burks, Senior Vice
President of Plant Proteins at Roquette, “Being a
leader in plant proteins requires both to build on
past experience and to invest in future innovations.
Developing plant proteins is one thing and
adapting those developments to the needs of the
customers and consumers is another. That’s what
Roquette does, and we are taking a large number
of steps to accelerate our plant protein develop-
ment thanks to a series of massive investments.
With this R&D accelerator in Vic-sur-Aisne, a
production sitewith an experience of 15 years that
no one else has, we will bring plant-based
innovation up to a new level. We are uniquely
positioned to respond to what customers need
as we strive to be the best partner for food
innovators.”

To go further, Roquette has launched a huge
investment program to ensure that the plant
protein supply is secure, safe and sustainable. The
Vic-sur-Aisne investment is part of this programof
more than half a billion euros, which also includes
the investment in a textured plant protein site in
Horst (the Netherlands) and the construction of
the world’s largest pea protein plant in Portage la
Prairie, Manitoba (Canada), which will start
production before the end of 2021.

attoPharma, which is now a part of
Gnosis by Lesaffre, has successfully
secured patents in Canada and South

Korea for its nature-identical synthesis creating
MenaQ7® PharmaPure Vitamin K2 as MK-7, enrich-
ing the company’s already robust patent portfolio.
• Canada: On May 25, 2021, patent #22,888,010
“Process for preparation of MK-7 type of Vitamin
K2” was granted.

• South Korea: On March 15, 2021, Certificate of
Patent #10-2229841 “Process for preparation of
MK-7 type vitamin K2” was issued.
“This unique patented process results in the

world’s only truly all-trans synthetic Vitamin K2 as
MK-7,” says William Sommer, NattoPharma’s Vice
President of Global Development & Regulatory. “Our
material is recognized as being of the highest
quality, to which it is currently being utilized in
multiple studies sponsored by the traditional

medical community. This technology also ensures
supplement manufacturers deliver the MK-7 with
the health benefits customers desire.

Sommer adds that NattoPharma has made
significant intellectual and monetary investments
in technologies, and that the company is commit-
ted to actively monitor market developments to
protect the company’s intellectual property rights
throughout their lifespan.

“The approval of these patents represents
another milestone for NattoPharma and its
partners,” offers Sophie Legrain-Raspaud, Global
Research and Applications Director with Gnosis by
Lesaffre. “This further strengthens our combined
global IPR‐platform and improves our competitive
position within the food supplement market. It is a
wonderful development for NattoPharma and
conveys the overwhelming promise of our recent
merger.”

NewMenaQ7®vitamin
K2patentsgranted
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Chr.Hansen
Natural Colors
announces
companyname
change to
Oterra

hr. Hansen Natural Colors A/S, a lead-
ing provider of natural colours with
the widest natural colour portfolio in the

industry, recently announced that the company
will be known as Oterra™, effective immediately,
and will begin the process to operate under the
new name. The new name, Oterra, is inspired by
the Latin word for earth. The rebranding reflects
the company’s commitment to provide the world
with colors fromnatural sources and contribute to
food that is natural, authentic, safe and sustain-
able. The company’s ownership and staff have not
changed. CEO, Odd Erik Hansen stated “We have
been producing natural colors for more than 145
years now – our new name and brand identity are
rooted in this proud heritage and reflect our belief
that nature provides the best ingredients. We help
our customers meet the increasing global
consumer demand for natural products by utilizing
the power of nature’s true colours and our
unrivaled expertise in colours for food, beverage,
and pet food.” The new name is the latest in a
string of announcements for the company which
was acquired by investment organization EQT in
2021. In April 2021 the company announced its
first strategic investment with the acquisition of
SECNA Natural Ingredients Group S.L., a move that
supports EQT’s strong growth plans for the
company. Cees de Jong, Oterra Board Chairman,
commented, “The board is very excited about the
relaunch as Oterra – a name and identity that
encapsulates our purpose and sustainable value
proposition.We see great growth ahead for Oterra
and are confident the company will accelerate its
development under its new brand.”

hree companies, Givaudan, Bühler, and
Migros, have formed a new entity, The
Cultured Food Innovation Hub, in

Kemptthal near Zurich, to accelerate the develop-
ment andmarket penetration of cellular agriculture
products. There are many arguments supporting
themass suitability of culturedmeat:meat without
slaughter or factory farming, a significantly better
climate balance, no use of antibiotics, and ensured
food security. The Cultured Food Innovation Hub
will start operations next year.

The Cultured Food Innovation Hub will be a
self-sustained, standalone company wholly owned
by Givaudan, Bühler, and Migros, located in The
Valley in Kemptthal, a hotbed of innovation and
technology just outside of Zurich. The new entity
will provide facilities and knowledge to accelerate
other companies on their cultured meat, cultured
fish and seafood, and precision fermentation
journeys. The Cultured Food Innovation Hubwill be
equippedwith a product development lab aswell as
cell culture and bio fermentation capabilities to help
start-ups develop and go to market with the right
product.

The significant increase in demand in recent
years for plant-based foods all around theworld has
shown consumers’ broad concern for the environ-
ment, as well as their expectation of producers for
healthful foods that are ethical and sustainable. In
a world facing great challenges from climate
change, combined with a population expected to
exceed 10 billion people by 2050, the need for
sustainable food cultivation and sourcing is critical.

Cellular agriculture for cultured meat provides
the means for the farming of animal products
without raising animals. Animal cells are used as a
starting point, and then technologies such as
fermentation are employed for the cultivation of
meat products. The result ismeat that is identical in
structure and in taste to its animal counterpart with
vastly reduced environmental impact and no mass
farming or slaughter.

“Cellular agriculture offers a solution in several
areas from reducing land use and water, to animal
welfare, to the safety and quality of the food chain.
The three partners in this new venture are each
committed to sustainability as individual companies;
the combined effort enables the journey to amore
sustainable food system,” says Ian Roberts, Chief
Technology Officer at Bühler.

Fabio Campanile, Givaudan’s Global Head of
Science and Technology, Taste & Wellbeing, says:
“Bühler contributes with industry leading solutions
that are used in the scale-up and production of
thousands of food products around the world;
Givaudan brings in centuries of experience and
knowledge in every aspect of taste, including all
kinds of meat alternatives, and deep expertise in
biotechnology, to product development; Migros is
known for its competence in customer interaction
and market cultivation. The combination of the
three partners is remarkable.”

“This truly unique partnership has the
potential to be groundbreaking and to have an
incredible, positive impact on the world,” says
Matthew Robin, Managing Director Elsa-Mifroma at
Migros-Industrie: “Consumers are beginning to
understand the idea of cellular agriculture and the
benefits it can provide; the market is poised for
exceptional growth.When you put it all together, it
is a winning combination for the planet.”

The Cultured Food Innovation Hubwill go live in
2022.

Givaudan,Bühler and
Migros establish pilot
plant for culturedmeat
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BarryCallebaut completesacquisitionof
EuropeChocolateCompany inBelgium

he Barry Callebaut Group, the world’s
leading manufacturer of high-quality
chocolate and cocoa products, has

announced that it has successfully closed the
acquisition of Europe Chocolate Company (ECC), a
Belgian privately-owned B2B manufacturer of
chocolate specialties and decorations. The integra-
tion will start as of now.

Wim Debedts, Vice President Food
Manufacturers Western Europe at Barry Callebaut,

said: “We are pleased to close this acquisition and
very happy to welcome the ECC team to the Barry
Callebaut family. Their unique know-how and ECC’s
highly flexible manufacturing facility will help us to
supply a wide variety of customers with highly
customized chocolate specialties and decorations.”

The parties have agreed not to disclose any
financial details of the transaction, which was first
announced on June 24, 2021.

Health&wellness lifestyle shifts:
Five consumerbehaviours that are
reshaping food,beverageand
supplement innovation

DMhas identified five behavior shifts that
are inspiring innovation and creating
for forward-looking food, beverage and

supplement companies.
“Health andwellness remain at the forefront of

the global conversation,” said June Lin, Vice
President, Global Marketing, Health & Wellness at
ADM. “The pandemic has transformed how
consumers perceive holistic health and wellbeing.
It’s impacting how we live and increasing the
importance of the foods, beverages and supple-
ments we choose, presenting new opportunities
for our industry to meet their needs.”

According to research, 60% of global con-
sumers are planning to improve their overall health
and wellness in the next 12 months1. They’re also
taking a more proactive approach to managing
well-being with functional nutrition, close-to-
nature ingredients and foods that signal self-care.

ADM has identified five health and wellness
behavior shifts that are creating opportunities for
manufacturers to create innovative, health-forward
foods and beverages that support consumers’
evolving health and wellness needs:
1. Renewed motivation to improve individual
health and wellness.
Pandemic experiences have varied across the

globe, but a nearly universal takeaway is the
renewed focus on preventative health andwellness
behaviors. For example, 76% of global consumers
say they will eat and drink more healthily due to
COVID-19, and 41% plan to be more physically
active2. Products designed to optimize physical
health andmental wellness at all life stages will help
consumers protect themselves, their families and
their communities.
2. A holistic approach to managing the mind-
body connection.
More people are embracing their emotional

well-being, as 51% of global consumers are
planning to improve their cognitive and mental
health over the next 12 months1. A desire to keep
their physical and mental health in balance is
promoting new techniques tomanage stress, from
exercise and meditation to eating foods with
perceivedmood-enhancing benefits. As consumers
return to more active lifestyles, convenient
products with functional ingredients that boost

energy, enhance cognitive performance and
regulate mood are gaining prominence.
3. Tailored nutrition supports personal health and
wellness goals.
Nearly two-thirds of global consumers are

interested in foods and beverages that are
customized to meet their individual nutrition
needs1. A greater understanding of how diet can
impact health is spurring more people to choose
wholesome, nutrient-dense ingredients in home-
cooked and prepared meals, with particular focus
on fiber and protein. Brands can help people stay
motivated in the kitchen with innovative flavours
and convenient formats.
4. A proactive perspective on immunity.

With 65%of global consumersmore concerned
about immunity since COVID-192, people are
shifting from a defensive approach against illness
to one that’s more proactive and holistic.
Consumers are looking for ways to incorporate
immune function-supporting solutions, like
probiotics and vitamin C and D, into their daily lives.
Products with functional ingredients that support
a healthy immune system will increasingly attract
consumer attention.
5. Purposeful indulgence is the new “permissible
indulgence.”
During the pandemic, many people gave

themselves permission to consume indulgent food
and beverages as a formof self-care. In fact, 56% of
global consumers have purchased comfort food
regularly as a result of COVID-193. Consumers are
recognizing as long as these are purposeful – and
not impulsive – choices, indulgence has a role in a
positive relationship with food. ADM projects
new opportunities for beverages, snacks and
confectionery products that deliver functional
benefits with delicious flavour.

Consumer focus on sustaining health and
wellness through nutrition may likely become an
enduring behavioral change, even after the global
pandemic is over. ADM responds by helping food
and beverage companies develop customized
solutions to meet evolving consumer needs for
healthier living.
1FMCG Gurus, The Growth of Personalized Nutrition, July 2020

2FMCG Gurus, How Has COVID-19 Changed Consumer Behavior, March 2021

3FMCG Gurus, Top Ten Trends for 2021, January 2021

estlé is upgrading its R&D facilities in
Singapore marking the center's 40-year
anniversary.

The R&D center in Singapore has been playing
a key role in developing innovative products and
technologies for South East Asia and beyond for
both Nestlé's retail and out-of-home business.
Based on in-house expertise, Nestlé scientists
ensure that products are tailored to local consumer
preferences, taste and nutritional requirements.

The R&D center sits in the heart of a vibrant
innovation ecosystem, enabling strong collabora-
tions with innovation partners, research
institutions, and start-ups across the region.

Commenting on the R&DCenter in Singapore,
Chris Johnson, Chief Executive Officer for Zone
Asia, Oceania and Sub-Saharan Africa for Nestlé
says, "All food is local. If you want to be successful
in our business, you need a good understanding
of the flavors people love, the dishes they want to
serve to their families, the food trends they want
to try. That's why it's so important to have a
research and development team in Singapore,
here in the heart of South East Asia, a center of
excellence driving innovation and product
development in Asia, for Asia."

To further strengthen the center's innovation
capabilities, Nestlé upgraded the R&D facilities to
feature state-of-the-art labs, experimental
kitchens, consumer testing, sensory evaluations
rooms, open working spaces, as well as Nestlé's
fundamental research hub. This will enable faster
translation of breakthrough science into nutritious,
great-tasting products for people, across all life
stages.

The upgraded facilities also include a new
regional R&D Accelerator, part of Nestlé's global
R&D Accelerator network. It provides a world-class
platform for start-ups, students, and Nestlé
employees in the region to develop and test novel
concepts in under six months. They will have
access to Nestlé's R&D expertise, co-working
spaces, and small to medium-scale production
equipment to facilitate the rapid upscaling of
products for a test launch in real market
conditions.

Thomas Hauser, Head of Global Product and
Technology Development for Nestlé says, "Our R&D
center in Singapore has a long history of develop-
ing innovative products for South East Asia that are
inspired by the cultural diversity and different local
cuisines. Upgrading the center with state-of-the-
art facilities including the new R&D Accelerator is
proof of our long-termcommitment to the region.
We will also be able to respond to food and
beverage trends and challenges more quickly and
efficiently."

The R&D center in Singapore is part of Nestlé's
global R&D organization which consists of 23
locations around the world. By strengthening the
center's capabilities, it can better accelerate the
innovation of science-based products across life
stages, in away that's good for you and the planet.

Nestléexpands
R&Dfacilities in
Singapore,
marking40-year
anniversary
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Probioticuseonthe riseas
digestivehealthmovesupthe
agenda,surveyshows

emand for probiotics is growing as
digestive healthmoves up the consumer
agenda, amajor global survey bymakers

of science-backed probiotic BC30™ has shown.
One in four consumers (25%) had used a

product containing probiotics over the past six
months – up from 21% in 2019. A further 44%
would consider doing so, up from 40% in 2019.
Usage was particularly high in China, where almost
half (49%) of respondents had used a product
containing probiotics over the past six months,
followed by Mexico (42%).

Part of Kerry’s ProActive Health portfolio,
BC30™ surveyed over 13,000 consumers across 16
countries.1 Globally, nearly half (47%) were aware of
probiotics or cultures – significantly more than the
42%whowere aware in 2019, when the surveywas
last conducted.2 Awareness was particularly high in
Latin America (63%) and North America (61%).

The findings suggest that demand for
probiotics is linked to increasing interest in diges-
tive health, which consumers ranked third on their
list of reasons to purchase healthy lifestyle products
– up from fourth in 2019. Nearly four in ten (38%)
of survey respondents globally had used some form
of digestive health product over the past six
months, almost as high as the number who had
used an immune health product (39%).

John Quilter, Kerry VP of Global Portfolio –
ProActive Health, said: “A range of factors have
driven the continuing growth in demand for gut
health solutions generally, and for probiotics in
particular. Demographic changes such as popula-
tion aging and lifestyle choices have increased the
prevalence of digestive disorders, while the
pandemic has accelerated the shift towards more
proactive approaches to health. As a result,
consumers want to see functional ingredients in
their favorite food and beverage products, and
they’re increasingly well educated about the role of
probiotics and their ability to support both digestive
health and overall wellness. Manufacturers who
formulate functional foods and beverages using
science-backed probiotic strains can thereforemeet
a range of market needs.”

The survey shows that foods and beverages
commonly consumed at breakfast time are the
most closely associated with digestive health. For
example, four in ten (40%) respondents globally said
they would be interested in purchasing yogurts
containing ingredients with digestive health
benefits. Many other categories were also strongly
associatedwith digestive health, including fruit and
vegetable juices (31%), dairy-based drinks (31%) and
breakfast cereal / granola (28%).

BC30TM (Bacillus coagulans GBI-30, 6086®) is a
patented spore-forming probiotic ingredient which
can be used in a range of functional food and
beverage products. Over 25 published papers have
shown that it can help support digestive health,
immune health and protein absorption.

The survey suggests that these benefits arewell
recognized by consumers. Respondents were
shown the BC30 logo and an image of products in
which it can be found. When asked which benefits
they perceived BC30 to deliver, 45% globally chose
digestive health and 45% chose immune support.
After being given more information about BC30,
80% found its communicated benefits to be
believable.

References:
1 Survey carried out online in January 2021. Total sample (n=13,072). Australia
(n=805), Brazil (n=804),China (n=808), Colombia (n=803), France (n=801),
Germany (n=805),India (n=801), Indonesia (n=805),Italy (n=804), Japan
(n=805),Mexico (n=804), South Korea (n=806), Spain (n=802),Thailand (n=809),
UK (n=808), USA (n=1002). All respondents had responsibility for grocery
purchasing decisions and had used, or considered using, a healthy lifestyle
product such as a supplement or functional food over the previous six months.

2 Kerry Global Consumer Survey – Digestive & ImmuneHealth,2019 (Sample:11,000
consumers in 14 countries)

Chr.HansenandGlycomsettle
patentdisputesabout
HumanMilkOligosaccharides

hr. Hansen A/S has reached a settlement
with Glycom A/S of several patent
disputes, including litigations in Denmark,

relating to the production of Human Milk Oligosac-
charides (HMOs)

The disputes were inherited by Chr. Hansen
through the acquisition of Jennewein Biotechnolo-
gie GmbH in 2020.

As part of the settlement of the patent
disputes, Chr. Hansen and Glycom have agreed on
royalty-bearing patent licenses. The parties have

agreed to disclose no further details of the settle-
ment agreement.

The settlement makes it possible for the
companies to use their respective technologies to
bring the microbiome-beneficial Human Milk
Oligosaccharides into more products in the near
future to the benefit of consumers.

Chr. Hansen intends to maintain and expand
the acquired portfolio of intellectual property rights
covering HMOs and the production hereof and will
keep enforcing such IP rights.

Purecircleby
Ingredion
bioconversion
stevia range
receivesapositive
safetyopinionby
EuropeanFood
SafetyAuthority

ureCircle – now operating as ‘PureCircle
by Ingredion’, is one of the world’s
leading producers and innovators of

stevia ingredients, has announced it has received a
positive safety opinion from the European Food
Safety Authority (EFSA) for the use of its Reb M,
Reb D and Reb AM stevia ingredients produced
through bioconversion of stevia leaf extracts. This
opinion also recognises that there are up to 60
molecules from the stevia leaf which are safe for
consumption.

Upon final approval from the European
Commission, which is expected to be published
later in the year, PureCircle by Ingredion’s range of
stevia ingredients produced through bioconver-
sion of stevia leaf extracts, will be commercially
available to European food and beverage manu-
facturers.

PureCircle’s proprietary technologies and
expansive stevia experience enable the company
to maximize the output of each stevia leaf. This
results in more sustainable, efficient stevia plants
which yield more optimized quantities of stevia
ingredients and reduced overall waste compared
to conventional stevia leaf varieties.

Sue Bancroft, PureCircle EMEA, commented:
“With nearly 1 out of 2 consumers concernedwith
sugar, related to health issues1, it’s clear that
today’s consumers are seeking to limit the sugar
in their diets and reduce calories, not with artificial
sweeteners, but with ingredients that are naturally
derived. As such, ‘PureCircle by Ingredion’ has
invested significant time and resource in the
optimisation of what the stevia plant can do and
building the most robust portfolio of stevia
ingredients.

“As a result, food and beverage formulators
across Europe committed to formulating a
complete and balanced sugar reduction solution
that consumers love, have long benefitted from
PureCircle’s range of plant-based, stevia leaf
sweeteners and flavour modifiers, the most
comprehensive andwidest range available. Derived
from leaf extract, these yield significantly greater
percentages of the stevia molecules compared to
conventional commercial stevia varieties.

“We are delighted that following the EFSA’s
positive safety opinion, food and beveragemanu-
facturers will soon be able to access PureCircle’s
stevia ingredients from bioconversion. Produced
from a process that mirrors the plant’s natural
ingredient production process, the range provides
a non-GM stevia leaf ingredient that is clean tasting,
has a sugar-like sweetness with none of the
calories and with no ingredient separation, and is
fully scalable to improve cost-in-use.”
1 Global Data’s Q3 2016 Global Consumer Survey

https://PureCircle.com

GEN NEWS 16.9:TESTING  16/9/21  17:01  Page 10



GEN NEWS 16.9:TESTING  5/10/21  09:50  Page 3



erberine is a plant alkaloid with a
long history of medicinal use in
both Ayurvedic and Chinese
medicine. It is present in Hydrastis
Canadensis (goldenseal), Coptis

chinensis (Coptis or goldenthread), Berberis
aquifolium (Oregon grape), Berberis vulgaris
(barberry), and Berberis aristata (tree turmeric).
The berberine alkaloid can be found in the roots,
rhizomes, and stem bark of the plants.

Berberidaceae, the barberry family of the
buttercup order (Ranunculales), comprises 14
genera and 701 species of perennial herbs
and shrubs.1 In the Berberidaceae family,
the genus Berberis comprises of around
450–500 species, which represent the
main natural source of berberine.

Among the various species of
Berberis genus, Berberis aristata
DC is one of themost important
species due to its wide
medicinal properties and its
occurrence has reported
from sub-tropical areas (1800-
3000mabove sea level) of the
mountain state of Uttarakhand
and Himachal Pradesh. It is
used in various crude drug
formulations and in different
traditional and homeopathic
medicines since ancient times.

It is erect spinous shrub,
which is hard, yellowish useable part
commonly employed in Indian
medicine system. The fruits of the species
are eaten by inhabitants for curing various
diseases.

Berberis spp. has various pharmacological
actions. It has been used in traditionalmedicine for
its antimicrobial, antiprotozoal, antidiarrheal and
antitrachoma activity.2 Berberine is a quaternary
ammonium salt derived from isoquinoline alkaloid
and it is supported by reliable scientific literature
proving its health benefits in multifactorial
conditions, including the support in controlling
healthy blood levels.3 The berberine alkaloid can be
found in the roots, rhizomes, and stembark of the
plants.

Specifically, berberine’s proven effectiveness

in the treatment of multifactorial conditions is
related to its so-called “Cloud Effect”: its pleiotropic
effect simultaneously targets both root causes
(e.g. low-grade chronic inflammation, oxidative
stress, gutmicrobiotamodulation) andmarks (e.g.
insulin levels) through the modulation of several
cellular targets (e.g. AMPK, mitochondria, insulin-
receptor, key metabolic and pro-inflammatory

enzymes, etc.). This helps optimize peripheral
blood metabolic profiles by modulating plasma
sugar, insulin and lipids levels, thus resulting as a
precious resource for the metabolic wellbeing.4

Indena’s BERBEVIS®: berberine
never so effective
Berberine has a poor bioavailability, like many

natural compounds. In the specific case, it is due to
several factors: poor absorption from the gut
(<5%), rapid metabolism in the body, conversion
to ionic form under physiological conditions, self-
aggregation at low pH values, low solubility in the
gastrointestinal tract, low ability to permeate the
gut wall, efflux of P-glycoprotein (Pgp) located in
the epithelial cell membrane. For these reasons
high dosages are traditionally recommended for
berberine, that means low tolerability and
gastrointestinal side effects.

To manage such an issue, which concerns
many natural ingredients, Indena developed
since years Phytosome®, the proprietary
biomimetic strategy for the delivery of
natural ingredients, allowing human
body to absorb them in the best
possible way. It is a fundamental
asset, and an internationally
recognized scientific reference
for the delivery systems of
natural active ingredients.
Phytosome® combines food-
grade sunflower lecithin with
botanical and natural sub-
stances maintaining the
original components’ profile
and benefits. Lecithins are
natural surfactants which take
part, together with bile

salts, to the physiolog-
ical absorption process
of compounds and
form the lipid bilayer
structure of cell mem-

branes. As amphipathic
molecule consisting of a

positively charged head group and two
neutral tail acylmoieties, lecithin acts as inhibitor of
self-aggregation, leaving natural compounds
into a dispersed state more readily absorbed.
Numerous scientific studies have proven that
Phytosome® system delivery offers optimized
human pharmacokinetic profiles and effectiveness
compared to non-formulated equivalent com-
pounds.

Knowing, respecting and enforcing the
uniqueness of nature, Indena designs and formu-
lates every single Phytosome® according to the

Indena Berbevis®:
Keep your metabolism

balanced, naturally
Berberine, a long history of a natural treasure
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properties of the specific natural ingredient, in
order to optimize its health benefits. Working on
berberine, Indena developed BERBEVIS®, a new
and innovative Phytosome® composition, based
on some scientifically proven evidences:
• berberine in a rhizome extract naturally rich in
proteins showed better intestinal absorption and
plasma exposure than pure berberine5: that’s
why Indena decided to include a natural
vegetable protein carrier within the Phytosome®

matrix, using pea proteins;
• the inclusion of a powerful, natural antioxidant
such as grape seed extract within the
Phytosome® matrix may protect the intestinal
mucosa against the known gastrointestinal
adverse effects of traditional berberine, optimiz-
ing its tolerability profile.5

Remarkably, a human pharmacokinetic
study has confirmed that BERBEVIS® can optimize
berberine bioabsorption, improving the
substance’s bioavailability on molar basis and with
observed dose linearity.

In vitro studies have been also made to
further investigate both bioaccessibility and
tolerability of Indena’s BERBEVIS®. Bioaccessibility
is referred to bioactive compounds and nutrients,
and represents the amount of an ingested nutrient
that is released from a matrix becoming available
to be absorbed after undergoing the digestion
process. On the other hand, it was important
to verify berberine Phytosome® tolerability
compared to traditional Berberis extracts, which,
due to their poor oral absorption, need to be used
at high dosages that result in gastrointestinal
adverse effects.

The in vitro studies results showed that:
• Phytosome® formulation enhances berberine
solubility in gastrointestinal fluids;
• Phytosome® formulation has a better bioacces-
sibility than unformulated Berberis extract,
improving the amount of berberine released into
the gastrointestinal tract and available for
absorption;
• Phytosome® formulation has a higher safety
profile than unformulated Berberis extract with
the absence of negative impact on intestinal
membranes;
• BERBEVIS® appears to be suitable for a long-
term administration.

BERBEVIS®: Your natural ally for a
healthy metabolism
The medicinal plants might provide a useful

source of new oral hypoglycemic compounds for

development of pharmaceutical entities or as a
dietary adjunct to existing therapies. Few of the
plants used for the treatment of diabetes have
received scientific or medicinal scrutiny and even
the WHO expert committee on diabetes recom-
mends that this area warrant further attention.2

Exactly to check the effectiveness of
berberine Phytosome® on keeping healthy blood
glucose level, BERBEVIS® has been used to supple-
ment the diet of subjects enrolled in a human
study focused on PCOS (Polycystic Ovary
Syndrome) with the aim for the first time to
measure the whole range of marks modulation.
PCOS is a complex, multifactorial, endocrine-
metabolic disorder. Berberine has a multiple
mechanism of action onmultifactorial conditions.
In PCOS subject’s metabolic health is impaired
mainly due to insulin resistance (IR), i.e. the body’s
inability to respond to the amount of insulin
produced by the pancreas, leading to unhealthy
and excessive blood sugar levels that can
potentially be harmful.

According to the study’s multiple endpoints
data, BERBEVIS® diet support emerged as the
winningmulti-target approach tometabolic health
maintenance thanks to an effective positive effect
on blood sugar levels, because:
• it optimizes insulin levels effectively, after as few
as 30 days of treatment, achieving a remarkable
result at the end of the study (based on HOMA
index value);

• it noticeably modulates the blood sugar profile,

optimizing both blood glycaemia and insulin;
• a favorable safety profile was reported, with no
major adverse events.
Furthermore, the following secondary end-

points were reported:
• BERBEVIS® effectively supportsmetabolic health,
having a positive effect on blood lipid profile,
body composition and fostering the redistribu-
tion of adipose tissue even in subjects who are
not following a low-calorie diet;
• it promotes hormonal balance;
• it has a positive effect on low-grade chronic
inflammation, balancing major inflammation
biomarkers;
• it’s also helpful for healthy skin, being acne a
typical condition of PCOS highly affecting quality
of life.
All in all, BERBEVIS® is a potent, natural health-

food ingredient that might help blood sugar
control in a plethora of multifactorial challenges,
which represent one of our time’s main global
health targets.

References
1. https://www.britannica.com/plant/Berberidaceae
2. Chander, Vikas, et al., The Journal of Phytopharmacology 6.1 (2017): 53-58.
3. Feng, Xiaojun, et al., Theranostics 9.7 (2019): 1923.
4. Kong,Wei-Jia, et al., Pharmacology & therapeutics 209 (2020): 107496.
5. Ma, Bing-Liang, et al., Scientific reports 6.1 (2016): 1-11.
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Indena is the leading company dedicated to the identification, development and production of high quality active principles
derived from plants, for use in the pharmaceutical and health food industries. Backed up by a century of botanical
experience, the company owns 100 patent families, has publishedmore than 1000 scientific studies and co-operates with
the world’s most prestigious universities and private research institutions. Indena employs over 900 staff, investing a
significant amount of its annual turnover in research, making this activity the key to its success. Headquartered in Milan,
Indena has 4 production sites and 5 international branches throughout the world and manages sales in more than 80
countries. The company's experts communicate and interact constantly with the major international regulatory authorities
and cooperate on the update of all the main pharmacopoeias.
Today Indena has further expanded its CDMO offer encompassing new services. In particular, a kilolab to handle semi-
synthetic and total synthetic APIs that require high containment (OEL of 20 ng/m3), a new multipurpose GMP pilot plant,
a multipurpose fermentation suite and large-and-mid size spray dryers working with organic solvents.

KSH has further strengthened its
Performance Materials business in Korea,
opening a new state-of-the-art innova-

tion center for the food and beverage industry.
The new, state-of-the-art innovation center is

located in Seoul, is fully-equipped and caters to the
growing demand for technical support for food and
beverage applications in Korea.

The facilities play a vital role in developing new
concepts, products, formulations and technologies
for food and beverage applications. DKSH’s techni-
cal specialists develop solutions and formulations

tailored to local market needs and help companies
reduce time-to-market and increase competitive
advantage.

The center will support sales functions by
developing applications using key clients’ ingredi-
ents to suit the Koreanmarket in the beverage and
dairy, savoury, bakery, confectionery, and ready-to-
consumemarket segments. Products developed at
the center include sauces, dressings, dumplings,
instant noodle soups, sugar-reduced coffee mixes,
compound seasonings, fish cakes, whipping creams,
cakes, cookies and much more.

Cesar Saez, Vice President Global Food &
Beverage Industry, Performance Materials, DKSH,
commented: “We are delighted to open our first
food andbeverage innovation center in Korea. Food
companies in this market will greatly benefit from
our innovation and formulation services,
particularly in the absence of their own research and
development capabilities. Our centers are
always strategically located in close proximity to our
customer base in order to foster stronger collabo-
ration. Together, we drive solutions to cater to the
specific local palates across Asia Pacific.”

DKSH opens first innovation center for the
food and beverage industry in Korea
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ccording to research by food anthropologist Caroline
Hobkinson, alongside food nostalgia and permissive indulgence,
sensory experiences will be important to consumers over the
coming 20 years. Here Rudy Wouters, Vice-President of the
BENEO-Technology Center, discusses how technical challenges

are being overcome to deliver unusual sensory confectionery treats that tap
into this trend.

Taking candy treats to
the next level through
sensory experiences
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Coating with rice starch and isomalt Coated chewing candy Sanded coating

Sensory explosion
Increasingly, manufacturers are looking at

ways to provide consumers with new and exciting
confectionery experiences. Brands that can deliver
strong sensory qualities are themost likely to stand
out and this means experimenting with new
confectionery colours, designs, packaging and
textures to truly tantalise our senses.

Translating this trend and overcoming a
range of technical challenges, the experts at the
BENEO-Technology Center have beenworking on a
range of unique candy and gum applications to
help demonstrate the potential for new confec-
tionery coatings. The end result is a raft of new
product concepts from BENEO. These include:
ReMix - a translucent coated chewing gum,
Mellow Moments - a translucent coated chewy
candy, and Rush – a soft mint chewable with
sanded coating. While each of these applications
face different challenges in the production
process, they all have one thing in common:
BENEO’s sugar replacer isomalt. Thanks to
different grades being available, coupled with
isomalt’s unique technical characteristics, the sugar
replacer can helpmanufacturers overcome various
challenges in the production process and offer
individual solutions for confectionery applications.

Translucent coated chewing gum
Traditionally, creating gums with different

colours, textures and flavours requires a lot of
resources in terms of materials, energy, time and
therefore cost. As, if using another sugar replacer
that does not crystalize translucently like isomalt,
each different gum would need to be coated
individually. However, thanks to the technical
properties of isomalt, it is possible to produce
these in a much more efficient way, while achiev-
ing the same high quality.

Rather than using different coloured coatings
to match the gum centres, manufacturers can
instead develop unique sugar-free gum cores that
deliver different taste, texture ‘crunch’ sensations
and colour. Then, it is simply a case of just using
one translucent coating, allowing the colourful
core to be visible, while saving a huge amount time
and money in comparison to the commonly used
individual coating process.

BENEO’s ReMix new concept is a great
example of this. In development trials, different
grades of BENEO’s isomalt (Isomalt GS and Isomalt
ST) were used in the range of coloured and
flavoured gum cores to create various texture and
crunch experiences. As Isomalt GS is the only polyol
that is translucentwhen crystallised, it was ideal for
coating all of the different chewing gum cores at
the same time, using one single syrup coating

solution process.
Finally, no gum Arabic was needed in the

ReMix new concept trials, as Isomalt GS has good
elasticity and flexibility after coating. It is also a
stable coating that delivers excellent shelf life and,
as isomalt comes from sucrose, it has a sugar-like
mild taste that enhances subtle flavours, but
importantly, it has no aftertaste or cooling effect.

Translucent coated chewy candy
Creating a hard coating with an even surface

on a soft chew can also be challenging. The team
at the BENEO-Technology Center experimented
with isomalt to overcome this issue and the new
recipe concept, Mellow Moments was created.
Extruded, formed, sugar-free, chewy candy pellets
were created using BENEO’s isomalt which also
stabilised the candy’s core texture. This was then
coated with Isomalt GS, ensuring the resulting
chewy candy delivered a pleasant crunch and
excellent shelf life. Furthermore, as a result of
isomalt’s good stability, the coating layer does not
absorb water, which prevents softening and
eliminates the need for individual confectionery
wrapping. In addition, the high solubility of Isomalt
GS results in a shorter coatings time and requires
lower temperatures, therefore allowing for savings
on energy costs as well.

Soft mint chewables with sanded coating
Confectionery with a sanded coating provides

a natural looking artisan-style product that also
allows for packaging in a paper bag or similar. This
technologymakes uniquely shaped gums possible,
as only a thin coating layer is applied, compared to
common coating technologies that blur and
soften the edges of the candy. This coating does
not require any new equipment and an excellent
finished product can be achieved in less than an
hour.

Experts at the BENEO-Technology Center
created the new recipe concept – Rush – to show
that creating soft mint chewables with a sanded
coating is straightforward when BENEO’s isomalt
is used. Isomalt ST was used within the Rush
chewables to help create the sugar-free chewy
candy, as well as to coat the candy core and
provide the sanding effect. The end result is a
stable chewable candy with excellent shelf life. In
addition, the sanding process used on the soft
mint chewables can also be applied to the gum
and sugar-reduced chewy candies as well.

As can be seen with BENEO’s new confec-
tionery concepts, versatile and exciting sensory
candies and gums can be created using existing
equipment, saving manufacturers both time and
money. As consumer demands continue to shift

and alter buying patterns across the confectionery
sector in both the short- and long-term, it will be
thosemanufacturers that are prepared to push the
sensory boundaries that will give shoppers the
excitement that they are looking for.

For further information on BENEO and its
ingredients, please visit: www.beneo.com and
www.beneonews.com or follow BENEO on
Twitter: @_BENEO
LinkedIn: www.linkedin.com/company/beneo

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,
employsmore than 1000 people and has five state-of-
the-art production sites in Belgium,Chile,Germany and
Italy.
www.BENEO.com
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oyal DSM, a global, purpose-led, science-
based company active in health,
nutrition and sustainable living, intends

to build a new, highly sustainable, modern and
inspiring head office in Maastricht, capital of the
Limburg province. The new office will be a true
visualization of DSM’s culture and underpins the
company’s philosophy of hybrid working in an
inspiring clubhouse-like environmentwhere people
can connect and collaborate. The building is set to
be ready by the end of 2023.

DSM will apply the highest sustainability
standards (BREEAM) in the design and construction
of the office, whichwill be energy neutral. The user
experience and DSM’s hybrid working principles
form the basis of the design. The new office will be
an integral part of DSM’s connected network of
global business and R&D headquarters, regional
head offices, (home) offices and manufacturing
locations.

Geraldine Matchett and Dimitri de Vreeze,
Co-CEOs of Royal DSM, commented: “DSM’s new
head office is more than a new building: it’s an
inspiring, healthy and open place that will be
stylishly integrated in the environment and the
community around it. We’re looking forward to
providing a positive working environment for
employees and visitors, with wellbeing and sustain-
ability at the heart.”

The new office is located in the middle of a
vibrant, urban environment in Maastricht’s city
center (Wyck district), with a train station, hotels
and other services in close proximity. The plot in
Maastricht consists of two buildings - a historic
monument and a cinema - that will be combined,
renovated, and refurbished to give them a new life
and a newpurpose. By connecting the oldwith the
new the office will reflect the company’s historic
roots and the modern, inclusive, innovative and
purpose-led organization of today.

DSM’s global headoffice tomove
toMaastricht,theNetherlands

alsec®, a leading global producer of
natural spice and herb extracts, colours,
food protection and hop extracts for the

food and beverage industry, recently celebrated
the opening of its newest facility. The Don Berdahl
Center for New Technology is named in honour of
Dr. Don Berdahl, who retired as the company’s Chief
Technical Officer in 2019. Kalsec has invested over
$10million in the project, whichwill support deeper
collaboration with its customers to deliver on
consumer demands for natural and sustainable
foods and beverages.

The new 6,500 sq. ft. technology center is
staffed with a variety of resident scientists and
visiting product developers to explore and test
groundbreaking opportunities in green technology,
biotransformation and natural ingredient produc-

tion. This unique facility also enables new product
discovery, advanced application testing and process
engineering advancements.

“Kalsec is proud to expand our innovation
ecosystem with the Don Berdahl Center for New
Technology,” said Dr. Roger Nahas, Senior Vice
President of Global Research & Development. “This
facility enables our internationally diverse team of
scientists frommultiple disciplines to developmore
breakthrough natural solutions for the food
industry at an even faster rate.”

“This new technology center is instrumental to
Kalsec’s long-term growth strategy,” said Dr. Scott
Nykaza, Kalsec’s Chief Executive Officer. “We are
honored to dedicate the space to Don’s legacy,
which has made such a significant impact on our
people, our purpose and our potential.”

Kalsec® expands innovation
capacitywith Center forNew
Technology

rupo Natac, S.L. (Natac) continues to
consolidate its leadership in the industry
of natural ingredients of botanical origin

with the establishment of a new manufacturing
plant in Hervás, Extremadura, which will allow the
expansion of several product lines, the next
publication of the sustainability report of the
company, and its expansion in the Asian market
with the opening of a new commercial office in
Singapore, planned for 2022.

The new facilities are set in a privileged natural
environment with a strong agricultural tradition.
With almost 21,000 m2, the first phase of the

factory hasmore than 6,500m2 of production area,
offices and warehouse. A multiproduct center
where various extraction technologies are
combined, with state-of-the-art equipment and
machinery with an estimated annual processing
capacity of 3,000 tons of raw material.

“Multiple technological factors make this
production plant, with organic certification, a world
reference and the most efficient and cleanest in
our industry“, explained D. Antonio Delgado, CEO
of Natac. “Our processes are harmonious and
respectful with the environment; how could it be
otherwise.”

NatacGroupconsolidates itsexpansion
in thebotanical ingredients industry2021

GriffithFoods
strengthens
expertisewith
TheFlavourworks -
nowpart of the
GriffithFoods
family

riffith Foods, a global product develop-
ment company specialising in food
ingredients, has recently acquired The

Flavourworks – a UK market leader in premium
added value food ingredients.

The deal will see The Flavourworks become
part of the Griffith Foods European & African
division, with sister sites in Belgium, Spain, UK and
South Africa.

The Flavourworks is an innovative food
ingredients supplier, manufacturing flavoured
butters and oils,marinades, glazes, rubs and sauces
for all major UK retailers and is expanding into food
service markets.

For more than 100 years, Griffith Foods has
enjoyed success as an innovative product devel-
opment partner. It has a track record for market
leading innovations, bespoke product develop-
ment solutions and fast product turnaround.
Griffith Foods partners with some of Europe’s
largest food processors, retailers and QSR
businesses.

Griffith Foods has ambitious growth plans,
over the coming decade. This scale of growth
relies on shared values, new technologies and
partnerships to broaden knowledge, expertise and
fuel innovation.

The Flavourworks proposition is very much
aligned with Griffith Foods. The culture and
complimentary product offerings arewellmatched
and both companies are collaborative forward
thinkers with a track record for innovation and
delivering bespoke customer solutions.

We are pleased to announce that there are no
plans to make any changes and can now acceler-
ate investments on both sites to build future
capacity. This acquisition will add an additional
manufacturing arm to the Griffith Foods’
infrastructure.

The Flavourworks has a warm, friendly,
collaborative culture that mirrors Griffiths Foods
own values, making this a strong partnership from
the outset.

Chris Ormrod, Managing Director, The
Flavourworks commented: “I’ve very much
enjoyed getting to know the Griffith Foods team,
they have a strong set of company values and a
business culture which is very similar to what we
have been developing here. This is the beginning
of awhole new chapter for The Flavourworks team
and for our customers. I knowone thing for certain
– there will be some very exciting new ingredient
combinations on the way!”

Wim van Roekel, President Griffith Foods
Europe & Africa added, “We are really pleased to
welcome The Flavourworks team into Griffith
Foods. We have long admired their strong
customer focus and their product range allows us
to develop the wider Griffith Foods offering and
accelerate our European growth plans.”
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erry Group plc has reached agreement to
sell its Consumer Foods’ Meats andMeals
business in the UK and Ireland to Pilgrim’s

Pride Corporation for a cash consideration of
€819m (£704m¹) subject to routine closing adjust-
ments. The Meats and Meals business is a best-
in-class provider of convenience food solutions,
with leading brands and longstanding relationships
with major retailers.

The Meats business is a leading manufacturer
of branded and private label meats, meat snacks,
food-to-go and meat-free products in the UK and
Ireland. Its brands include Richmond, Denny,
Galtee, Fridge Raiders and Rollover.

The Meals business primarily serves the UK
market and specialises in authentic ethnic chilled
and frozen readymeals,multi-cuisine ready to cook
ranges, and home delivery meals under the
Oakhouse brand.

Edmond Scanlon, CEO of Kerry, commented
“Kerry’s strategy for the past 30 years has been to
continuously evolve our portfolio, as we progressed
on our journey to becoming amarket-leading Taste
& Nutrition company. This transaction further
enhances Kerry’s focus as a leading business to

business ingredient solutions provider for the food,
beverage and pharmaceuticalmarkets. Pilgrim’s is a
global provider of high-quality food products and I
am convinced they will make an excellent future
owner of the Meats and Meals business. I wish to
thank the 4,500 employees of the business for their
contribution to Kerry over many years.”

Fabio Sandri, CEO of Pilgrim’s, commented “We
are pleased to have the opportunity to position
Pilgrim’s as a leading prepared foods and branded
products player through this acquisition. We look
forward to welcoming Kerry Consumer Foods’
Meats and Meals business’ talented management
team and other team members, led by Nick
Robinson, to the Pilgrim’s family, and we look
forward to working together to drive growth and
deliver value for all of our stakeholders.”

Nick Robinson, CEO of Kerry Consumer Foods,
added “Our companies share a rich heritage in food
production with aligned values that put people
and customers at the heart of all we do. We look
forward toworkingwith our new colleagues to build
upon the fantastic progress of these businesses and
realise our combined growth opportunities as we
enter an exciting new phase.”

Kerry reaches agreement for the
sale of its Consumer Foods’Meats
andMeals business to Pilgrim’s
Pride Corporation for€819m

robi has invested approximately
NZD 9million in newly issued shares in Blis
Technologies Ltd, corresponding to a 13%

ownership. The investment is part of a long-term
strategic collaboration between the companies.

Blis Technologies, which is listed on the New
Zealand stock exchange NZX, is an innovative
probiotic company with clinically documented
bacterial strains for supporting our natural immune
defense, preventing infections of the mouth and
throat. The strains also contribute to a healthy set
of teeth and gums. Blis’ clinically documented
strains have a long and successful history of use in
New Zealand, Australia and Asia, as well as in Europe
and in North America.

Long-term strategic partnership
In connection with the investment, Probi® and

Blis have signed a licensing and distribution agree-
ment whichmeans that Probi will manufacture Blis
bacterial strains and offer these to Probi's
customers around the world. The companies will
furthermore collaborate in research and develop-
ment.

“This is a very exciting partnership for Probi, Blis
is an innovative and dynamic company with a high
scientific profile supporting its products and a long
history of research. Through this partnership, wewill
be able to broaden our portfolio with more health
areas and strengthen our position within clinically

documented bacterial strains. At the same time, we
can utilize our greater production capacity
effectively and thereby contribute to higher
for both Probi and Blis,” says TomRönnlund, CEO of
Probi.

“We are very pleased to have a company like
Probi both as an owner and partner. With Probi, we
get a strong partner who can offer high-quality
production of our probiotic strains and who has a
strong position in the American market where we
see great potential for our products. With the
capital injection from the new share issue, we will
also be able to continue to develop new products
with Probi,” says Brian Watson, CEO of Blis
Technologies.

“We aim to initiate production of Blis products
from Q4 this year. In parallel, we will roll out Blis
bacterial strains in our portfolio during the
autumn,” Tom concludes.

Through the investment, Probi will become the
2nd largest shareholder in Blis and will also have its
own board representative in the company. The
investment will be reported as a financial invest-
ment in Probi's balance sheet. The share acquisition
is being financed through liquid funds and Probi
has a medium to long-term perspective on its
holding in Blis. In connection with the subscription
of the newly issued shares, Probi has undertaken
not to sell the shares within a twelve-month
period.

Probi acquires newly issued shares in
NewZealand's BlisTechnologies and
enters into a strategic partnership

onsumer focus on beauty, and the
role diet plays in it, increased during
lockdowns, Lycored research has shown.

The global leader in carotenoids for ingestible
skincare surveyed 562 consumers in the US and
UK.* Over a third (35%) said their focus on looking
after themselves had increased during lockdown,
compared to 28% who said it had decreased.
Beauty was a particular concern: 48% of US
consumers said their physical appearance had
become more important to them, while only 21%
said it had become less important.

Another key finding was increased interest in
the role nutrition plays in bothwellness and beauty.
Over half (53%) the Americans surveyed said they
had thoughtmore about the relationship between
their diet and their overall health. The same
number (53%) had reflectedmore on the relation-
ship between their diet and their physical appear-
ance.

Zev Ziegler, Vice President of Brand & Market-
ing at Lycored, said: “When lockdowns were a new
thing, there was this idea that people would just
give up on self-care. Our research shows that the
opposite was true for many consumers, perhaps
because the pandemic hasmade clear the duty of
care we owe ourselves, as well as others.”

The research also provides new insights into
the so-called ‘Zoom effect’. Over half the US
consumers surveyed said spending more time on
video calls hadmade them thinkmore about their
appearance. Theirmost common concernwas the
smoothness of their skin (31%), followed by the
appearance of their hair (27%), skin tone (26%), and
the glow or radiance of their skin (17%).

This had translated into various changes in
consumer behavior. More than a third (34%) of
respondents had tried a new haircare routine due
to the ‘Zoom effect’, while three in ten (29%) had
tried different beauty or grooming products. Four
in ten (40%) said that spendingmore time at home
had meant they were more able to comply with a
long-term skincare or beauty routine.

When asked to think about their habits
beyond the pandemic, nearly four in ten (38%)
consumers globally said they expected to purchase
topical skincare products more often, with only
10% saying they would do so less often. One in
three (32%) said they would purchase more
ingestible skincare products.

Zev Ziegler added: “It’s unsurprising that so
many consumers plan to purchase more beauty-
from-within products in the future. Ingestible skin-
care is firmly in the mainstream and, as this
research shows, interest in the link between diet
and beauty has increased during the pandemic.”

Lycoderm™ is Lycored’s proprietary blend of
tomato phytonutrients and rosemary leaf for skin-
care. Its optimal concentrations of lycopene,
phytofluene and carnosic acid help balance the
skin’s response to environmental stress and sup-
port the maintenance of natural collagen.

* Research carried out online in June 2021. Over the previous
12months, all respondents had purchased a beauty, grooming,
or skincare product, and spent more time at home due to
lockdowns.

Focus on beauty
increased during
lockdown,
Lycored research
shows
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mid the ever-changing global
landscape, the demand for plant-
based products rose fast between
2015-2020, with new product
launches featuring a plant-based

claim increasing by a CAGR of 60% globally1. Declan
Rooney, StrategicMarketingManager Savoury and
Savoury Alternatives for Ingredion EMEA, explores
the trends driving the growth of the plant-based
revolution, the impact of COVID-19 on consumers’
eating habits and howmanufacturers of alternative
meat and dairy products can take advantage of
this opportunity.

15% of millennials are already meat-free1 and
more consumers are changing their diets to
become flexitarian, vegetarian or vegan2. What’s
more, consumers are becoming increasingly
worried about the planet’s future, with the top
cited reason for eating meat-free being that it is
less harmful to the environment3.

However, formanufacturers ofmeat and dairy
alternative products, there are some important
considerations to ensure that their products are
well-received and repurchased by consumers. For
example,meat alternative products should include
a good source of protein and good sensory
experience, and dairy products should feature
claims that are most important to the customer,
with ‘plant-based’, ‘vegan’ and ‘lactose free’ rated
as the top claims4.

But what impact has the global pandemic of
2020 had on consumer buying behaviour, both in

the immediate and longer term, particularly when
it comes to plant-based product innovation?

The impact of COVID-19
With social restrictions in place across the

globe, there has been a significant rise in eating in.

This increased in-home snacking by as much as
50% in France, Spain and the UK during week five
of lockdown, as people turned to comfort food.

On the contrary, many consumers are
becoming more interested in what they eat,
scrutinising labels and looking for the reassurance
of familiar ingredients. This is strengthening the
already strong demand for clean label products
and will accelerate clean label expectations into
wider applications, including plant-based alterna-
tives and indulgent treats.

As the pandemic has continued, a rise in
healthy eating to maintain health has also surged.
In the UK alone, 57% of consumers are now
considering changing their diet to become
healthier and more sustainable5.

Plant-based diets are also perceived to be
strongly associated with health6. COVID-19 is
expected to influence the adoption of plant-based
diets and accelerate the demand for meat and
dairy alternatives. Over one in ten British people
said they found a vegan diet had greater appeal
following the outbreak of the pandemic7.

Plant-based presents a key opportunity and
for optimum impact, but formulations should
provide claims that reflect consumer concerns.
Organic, functional benefits and nutrition claims
are all forecast to grow.

The plant-based boom
As it currently stands, Europe accounts for

43.1% of global launches in products featuring

Exploring the plant-based
revolution

20 Innovations in Food Technology | August / September | www.innovationsfood.com

INGREDION:TESTING 16/9/21  14:39  Page 2



plant-based, vegan and vegetarian claims8. There
has also been a rise in flexitarians – for consumers
who want to eat less meat rather than cut it out
entirely.

The most commonly cited reason by
consumers for why they choose plant-based
alternatives was due to health concerns, and
social concerns both environmental and animal
welfare2.

Importantly, this increased awareness means
consumers are becoming more discerning
when comparing plant-based and animal-based
products. By proactively meeting this demand,
manufacturers can meet consumers at the
decision-making crux of adopting plant-based
products.

The rise of plant-based meat and
dairy alternatives
The Europeanmeat alternative retailermarket

is projected to grow at a CAGR of 11.8%, reaching
€3.6 billion by 2025. This is up from€2.1 billion in
20209. And, 1 in 4 European consumers say that
they now typically buy a dairy alternative product
on a grocery trip4.

There are several key points though that
companies need to get right, in order to success-
fully harness these opportunities, however. To
begin with, choosing the right claim is very
important. When looking to put out a meat or
dairy alternative, manufacturers should ensure
they fulfil the claims that consumers are most
interested in. For dairy alternatives, top claims are
“gluten free”, “vegan” and “lactose-free”, followed
by “no added sugar” and “source of protein8.”
Additional claims should feed into functional
benefits of the products. Consumers are looking
for claims that support specific health benefits
such as “digestive health”, “vitamin/mineral
fortified”, “added calcium” and “high source of
protein9.”

For meat alternatives, they must serve as a
viable source of protein, as the desire for a higher
protein diet remains a strong trend. Currently, 44%
of new product launches have a protein claim10.
Selecting the source of protein is important, as
companies should be aware of the changing
preferences of consumers and their perception of
ingredient acceptability. Pea protein has had the
highest growth in new meat alternative product
launches within the last five years4.

Ingredients are a key differentiator in the
category of meat alternatives, and label-reading
consumers will choose between products by

peering at the ingredients list first. This presents a
great opportunity, as manufacturers have not yet
fully leveraged cleaner labels in those markets.
Companies should aim to keep the number of
ingredients to a minimum, ensure ingredients are
recognisable to consumers and be aware of some
of the potential pitfalls on the horizon for meat
and dairy alternatives.

One such obstacle is the fading ‘health halo.’
The belief that plant-based products were
synonymous with health can no longer be relied
upon. Savvy customers are seeking to better
understand the nutritional value of products.
Ingredion research shows that Consumers cite
nutritional value and clean label (recognisable
ingredients) as the third and fourth most
important factors when selecting a meat alterna-
tive3.

Additionally, taste and texture are vital.
Ingredion’s latest consumer research shows that
themain reason consumers choosemeat alterna-
tives is as a substitute for meat in recipes3. Since
many consumers of these products are classified as
flexitarians, they are used to the sensory experi-
ence of meat – which also includes appearance –
as well as the natural stretch of cheese or creami-
ness of ice cream.

By staying on top of trends and seeking out
category opportunities,manufacturers can look to
specific markets to harness new meat and dairy
alternatives. For example, non-dairy spoonable
yoghurt is the fastest-growing sub-category in

dairy alternatives, at 26% CAGR. And dairy alterna-
tive drinks are another big growth category,
accounting for 3-in-5 new launches9. These areas,
alongside burgeoning meat alternative markets,
suggest strong bets for where opportunities may
lay in the future of plant-based products.

It’s also important to note that all age groups
are looking to incorporate plants into their diet
(Gen Z through to BoomerswithMillennials highest
at 71%)9, so companies need to think about either
targeting a certain demographic or creating
products with mass appeal.

Meeting consumer demand
Understanding the top trends and demo-

graphics for plant-based products and where to
focus attention, will help manufacturers to build a
secure future. Consumers are increasingly aware of
the impact their purchasing decisions have and
thesemacrotrends point towards their support for
animal welfare, the health of the environment and
the future food supply chain.

Amid the impact of the global pandemic, to
take advantage of the opportunities in meat and
dairy alternatives, manufacturers should work to
ensure that the taste and texture of their food
mimics that of meat and dairy products, as well as
incorporate the most impactful claims and keep
labels clean and simple.
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erbal and fruit infusion (HFI) raw
materials are plants or parts of
plants that do not originate from
the tea plant (Camellia sinensis (L.)
O. Kuntze) and are intended for

food use by brewing with freshly boiling water,
except for specially designed products. HFI
also include blends with tea as a minor compo-
nent. HFI on the European market are made
from more than 400 plant parts obtained from
over 300 plant species and varieties. Plants and
parts of plants commonly used in HFI are listed in
the THIE Inventory List of Herbals Considered as
Food in its current version available under
www.thie-online.eu.

Dried ingredients of herbal and fruit infusions
are subject to the requirements of Regulation (EC)
396/2005 of the European Parliament and of the
Council of 23 February 2005 on maximum residue
levels of pesticides in or on food and feed of plant
and animal origin and amending Council Directive
91/414/EEC.

Per definition, pesticide maximum residue
levels (MRL) specified in annex I code No. 0250000
(leaf vegetables, herbs and edible flowers) of the
regulation refer to fresh materials. For fruit based
HFI ingredients, e.g., rose hips, code No 010000
(fruit, fresh or frozen; tree nuts) applies accord-
ingly. Art. 20 of the regulation provides that where
MRLs are not set out in annex II or III for processed
and/or composite food the MRLs specified in Art.
18 (1) for the relevant product covered by annex I
shall apply taking into account the influence of
processing or mixing steps. In addition, Art. 20 (2)
stipulates that specific concentration or dilution
factors for certain processing or dilution steps may
be included in annex VI.

Annex I of Regulation (EC) 396/2005 specifies

MRLs for several plant materials referring to their
dried form under Code No. 0630000. However, for
many important ingredients of HFI, e.g., pepper-
mint leaf, MRLs have been specified so far only for
the fresh produce while no processing factors
applicable for the respective dried HFI ingredients
have been included in annex VI.

Considering the huge number of HFI
ingredients and the similarly abundant number of
active substances – most of which are never
actively applied to but may occur in these
ingredients due to immission from their applica-
tion in other crops - the absence of both specific
MRLs in annex II or III and of generic processing
factors in annex VI leads to legal uncertainty for

food business operators and enforcement
authorities equally.

The most relevant processing step which has
a significant effect on pesticide levels in HFI
ingredients is the drying. Drying typically leads to a
relative increase of pesticide levels from the fresh
to the dried material. Cleaning, cutting, sifting or
sighting steps either in the fresh or dried state may
have additional impact on pesticide residue levels,
however not necessarily in the same magnitude
and direction.

Due to the fact that only very few authorisa-
tions exist for the use of specific active substances
in specific HFI plants in the EU Member States,
establishing specific processing factors for

Practicable approach to drying
factors for herbal and fruit
infusions raw materials and

composed products
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particular plant-active substance combinations via
the experimental route is practically impossible.
This has also been acknowledged by the legislator:
by way of derogation from the usual procedure of
setting MRLs based on field trials temporary
MRLs for herbal infusions can be set based on
monitoring data according to Art. 16. Even in those
rare cases of authorised plant-active substance
combinations such
factors would be
branded with a high
uncertainty given the
huge number of differ-
ent species, varieties
used as well as high
variability of origins,
cultivation conditions,
plant parts used, pre- and
post-harvest treatments and
processing equipment typical for
many HFI plants.

For these reasons it is obvious
that processing factors for HFI ingredients
can be established via a generic approach
only, i.e., as default drying factors
(DF). This approach of establish-
ing default processing factors in
annex VI of regulation (EC)
396/2005 however has not
been implemented so far by the
Authority (EFSA) and the Euro-
pean Commission. This is due not
least to the fact that this procedure
would require commonly agreed
methodologies and acceptance criteria.

In attempting to fill the gaps left in the
EU regulation and make their enforcement
authorities capable of acting, several national
institutions from EU Member States, e.g., the
German Federal Institute for Risk Assessment (BfR),
the Spanish Agency for Safety and Nutrition
(AESAN) or the Dutch National Institute for Public
Health and the Environment (RIVM) have compiled
lists or databases with processing factors, both
specific commodity-substance combinations and
default processing factors, typically drying factors
for the latter. However, these sources suffer from
the fact that binding methodologies and accept-
ance criteria for processing studies have not been
established. A detailed view confirms this problem:
RIVM suggests a staged approach to select suitable
drying factors in its database. The first choice
would be a substance-specific processing factor
for the dried commodity. Where this is not
available a commodity-specific drying factor should
be applied. Where this isn´t provided either, a
default drying factor is recommended. For default
drying factors, the RIVM instructions refer to the
OECD Guidance document on magnitude of
pesticide residues in processed commodities. This
document however provides no factors at all for
HFI ingredients (OECD 2008; RIVM 2020). In 2018
the German Federal Institute for Risk Assessment
(BfR) published a revised version of its data
collection on processing factors (BfR 2018, BfR
2019). For establishing the revised database, the
BfR reviewed more than 2,600 processing studies
on 193 active substances and identified 6,500
processing factors. For this purpose, the BfR
defined and applied acceptability criteria. Only
2,800 (43%) of the 6,500 factors met the
minimum quality requirements and were rated
“acceptable”. 17% of the reported factors were
rated “not acceptable” and another 40% as
“indicative”. These figures underline the lack of
standards for processing factor studies as pointed

out by the authors (Scholz et al 2018). While the
factors listed in the updated BfR database provide
a much higher reliability (or, in case, transparent
lack of reliability), HFI ingredients are not

represented in the database.
Another database of processing factors has

been established by EFSA in 2018. Not identical but
largely redundant with the updated BfR

database the EFSA database also
contains only scarce processing
factors applicable to HFI ingredi-
ents. Of note, in its explanatory

document Compendium of
Representative Process-

ing Techniques investi-
gated in regulatory

studies for pesti-
cides (EFSA 2018)
EFSA stipulates that
“No processing
study on the

magnitude of the
residue was avail-

able for any kind of
fresh herbs. It is noted

that in some of the crop
field trials residues were
reported for fresh and dried

samples in parallel –
however without

much detail on the
drying process” and that “In

the absence of specific data,
generic figures on water

content of fresh and dried
may be used as a surrogate.” In the

absence of suitable data for HFI ingredients in
the database EFSA refers to default drying
factors such as suggested, e.g., by the

European Spice Association (ESA) (Weber 2008).

Contributions from growers’ and
producers’ associations
Besides ESA, other organisations have as well

suggested default drying factors for a variety of
herbal ingredients commonly used in HFI, e.g., the
European Herb Growers Association (EUROPAM),
the German Bundesverband Naturkost Naturwaren

Table 1: Overview of DF

Category THIE EUROPAM ESA BNN
Default DF - All 5 5 4-5
plants except where
otherwise specified

Spices n.a. 5-7 4
for 15 out of 20 Except:
important spices Vegetables,

Fungi (7)
3, 9, 10 (2x), 13 for 5 Garlic (3)
out of 20 spices Apiaceae

fruit (2),
Vanilla, Cumin (1)

MAP1) with DF <<5 2
12 MAP (fruit/seed,

few with HFI
relevance)

MAP with DF >>5 10
39 MAP (of which
ca. 10 of market
relevance)

1) MAP:Medicinal and Aromatic Plants
2) The DF of 1 proposed by BNN for, e.g., fennel fruit, cannot be considered representative for all fennel qualities/uses. Data
available from THIE members suggest a DF of 5 for fennel fruit used as HFI ingredient.
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(BNN) and, not least, the Tea and Herbal Infusions
Association (THIE) (BNN 2021; NOVAK 2018; THIE
2018). (See Table 1 Overview of DF)

In its Compendium of Guidelines for Herbal
and Fruit Infusions as of 22nd June, 2018, THIE
recommends a default drying factor of 5 for
HFI/HFI ingredients based on the experience from
member companies. This default drying factor of
5 has been applied by the industry for more than
20 years and formed part of information on
residues in HFI shared with national and European
authorities. Very similarly, BNN arrives at default
drying factors of 5 for Dried Fruits and 4 for Green
and Black Tea, Spice Herbs, Medicinal Herbs and HFI
Herbs for HFI ingredients and tea. The lower drying
factor of 4 proposed by BNN in comparison with a
factor of 5 as suggested by both THIE and
EUROPAM for the same group of commodities may
be motivated by the fact that consumer expecta-
tions with regard to organic products and the
absence of pesticides are even stricter than for
conventionally grown products.“ ESA, in contrast,
has assigned individual drying (dehydration)
factors for 20 prominent spices, many of which are
also used in HFI. These factors are based on a
literature survey performed prior publication
(2008) and data from ESA members. The factors
range between 3 and 13 with a factor of 5-7 for 15
out of 20 listed spices. Overall, ESA factors are
somewhat higher than THIE and BNN factors. Very
well in conformity with THIE and BNN, EUROPAM
recommends a general default drying factor of 5
for Medicinal and Aromatic Plants (MAP). For
certain plants, EUROPAM allocates a factor of 2 or
10, respectively. EUROPAM is an organisation
predominantly of herb growers, thus covering
a very broad spectrum of plants/target
products/market segments including HFI, spices
and also herbal medicinal products. Thus, it is
comprehensible that the EUROPAM proposal
includes exceptions for a considerable number of
plants at first sight, however most of these are of
no significant relevance for HFI use.

As long as legally established binding drying
factors are not available, a pragmatic approach
including default drying factors established

by consensus would be extremely helpful for
all involved parties, i.e., growers/collectors,
producers and enforcement authorities. Unlike
growers/collectors, producers and enforcement
authorities have to cope with an additional level of
complexity and variability–composed products.
Where limits are set for fresh produce only, drying
factors have to be considered in the assessment
of results from pesticide analyses. Drying factors
are never identical for different herb/fruit
ingredients. Ideally, specific drying factors of each
ingredient would have to be considered as well as
the weight per cent of each ingredient in
composed products. However, the quantitative
composition is not included in the labelling of food.
While it may be justified in particular cases from
either producers’ or the enforcement authorities’
perspective to try and consider both quantitative
composition and ingredient-specific drying factors
this is apparently no practicable routine approach
and a tangible orientation is necessary in such
cases. Composed HFI typically contain up to 10
or even more different ingredients. As a
consequence, the contribution of ingredients with
relatively high (>> 5) or relatively low (<< 5)
drying factors will be levelled in most cases.

Considering that composed products account
for the largest part of the HFI market, application
of a conventional default drying factor would be a
favourable proceeding sufficiently robust for most
routine situations – still leaving the option for an
in-depth assessment where appropriate.

Summary and conclusion
Herbal and Fruit Infusions (HFI) on the

European market cover a range of several hundred
plant species. Only a fraction of these is sourced
by cultivation. Also cultivated HFI plants originate
from a wide variety of geographic origins. The dry
matter and water content at the moment of
harvest are subject to a plethora of influencing
factors and thus may vary from origin to origin,
from year to year and from grower to grower
(implicating, e.g., different cultivars), to mention
but a few factors. It is evident that this results in a
considerable variability of the raw agricultural

commodities.
For obvious reasons it is not practicable at all to

establish specific drying factors even for the
empirically most common commodity-active
substance combinations observed in industry and
enforcement practice. Therefore, default drying
factors are the only practicable and appropriate
approach both for single ingredient- and
composed products. Considering the experience
of its members as well as the available published
evidence, THIE recommends a default drying
factor of 5 for HFI ingredients/products.

References:
1 BFR 2019; BfR-Datensammlung zu Verarbeitungsfaktoren. Bundesinstitut
für Risikobewertung. Aktualisierte Mitteilung Nr. 034/2019 des BfR vom 3.
September 2019

2 BNN 2017, Umrechnungsfaktoren für Pestizidnachweise in getrockneten
Bio-Produkten (zur Beurteilung nach dem BNN-Orientierungswert für Pestizide),
Bundesverband Naturkost Naturwaren, Stand: Januar 2017

3 Database of processing techniques and processing factors compatible with the
EFSA food classification and description system FoodEx 2 Objective 3: European
database of processing factors for pesticides in food; October 16, 2018;
Excel-Spreadsheet

4 EFSA 2018. Database of processing techniques and processing factors
compatible with the EFSA food classification and description system FoodEx 2.
Objective 1: Compendium of Representative Processing Techniques investigated
in regulatory studies for pesticides. EFSA supporting publication 2018: EN-1508

5 EFSA 2018.Database of processing techniques and processing factors compaible
with the EFSA food classification and description system FoodEx 2. Objective 3
European database of processing factors for pesticides in food. EFSA supporting
publication 2018: EN-1510

6 European Union 2005; Regulation (EC) 396/2005 of the European Parliament and
of the Council of 23. February 2005 on maximum residue levels of pesticides in
or on food and feed of plant and animal origin and amending Council Directive
91/414/EEC. Official Journal of the European Union

7 NOVAK J. The European Herb Growers Association (EUROPAM) position on
drying (dehydration) factors for medicinal and aromatic plants (MAPs), Journal of
Applied Research on Medicinal and Aromatic Plants, 11, 2018, 1-2

8 OECD 2008; OECD Environment, Health and Safety Publications, Series on
Testing andAssessment,No.96mGuidance Document onMagnitude of Pesticide
Residues in Processed Commodities, ENV/JM/MONO(2008)23

9 RIVM 2020, Processing Factors for Dried Commodities, Rijksinstituut voor
Volksgezondheid en Milieu; Bilthoven, Netherlands, 11 juni 2020

10 Scholz R, Herrmann M, Michalski B. Compilation of processing factors and
evaluation of quality controlled data of food processing studies, Journal of
Consumer Protection and Food Safety, 12, 1, 2017, 3-14

11 THIE 2018; Compendium of Guidelines for Herbal and Fruit Infusions (Former
EHIA Document), Tea & Herbal Infusions Europe, Issue 6 | 22nd June, 2018

12 ESA 2008: Weber G. Letter to the editor: European Spice Association, ESA,
recommends dehydration factors to assess pesticide residues on products of
the spice industry. Journal für Verbraucherschutz und Lebensmittelsicherheit,
2008

THIE – Tea & Herbal Infusions Europe
Sonninstrasse 28
20097 Hamburg
Germany
Tel: +49 40 236016-21
Fax: +49 40 236016-10
www.thie-online.eu

24 Innovations in Food Technology | August / September | www.innovationsfood.com

PHYTOLAB:TESTING 16/9/21  17:24  Page 4



Before contaminant analysis makes you see red.

Pesticides, mycotoxins, heavy metals, pyrrolizidine alkaloids – the analysis of residues 
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arious nutritional regimes dictate
the approach athletes and ‘week-
end warriors’ take to their training
routine and competitions. That said,
while adequate energy supply,

hydration and protein supplementation are known
to be basic requirements, there are new trends
driving the sports nutritionmarket. The pandemic
has played its part, for sure, with immune health
becoming increasingly important to those
indulging in physical activity, alongside mindful-
ness, personalised nutrition and a whole body
approach to overall wellbeing. However, all of these
are also accompanied by an overwhelming desire
for nutritional solutions with a proven history of
efficacy and transparency. Consumers want
science-backed ingredients that deliver real results
- such as collagen peptides, which have become
one of the most sought-after ingredients in the
sports nutrition segment.

White tissue
To appreciate why collagen supplementation

can be highly beneficial for both professional and

amateur athletes, it’s important to understand the
relationship between the so-called ‘white tissue’
and muscles. The musculoskeletal system is
connected and protected by a network of
connective tissue comprising muscle fascia,
tendons, ligaments, cartilage, bone and skin.
Collectively known as white tissue, this network is
formed mainly of collagen. White tissue supports
the whole muscular system, has an equally high
rate of tissue turnover and its own amino acid
needs. Collagen is the main component of white
tissue, and supplementation with Bioactive
Collagen Peptides (BCP®)meets the specific needs
of the white tissues which are essential for
physical activity, give structure to the whole body
and support physical mobility.

GELITA offers a whole range of BCP® all
designed to support and strengthen the muscu-
loskeletal system. TENDOFORTE® keeps tendons
and ligaments flexible and strong, while FORTIGEL®

considerably improves joint mobility. FORTIBONE®

supplies the body with the basic components
needed for a strong and stable bone structure,
supporting overall bone stability and flexibility. And

BODYBALANCE® promotes body toning, enhancing
the positive effects of resistance training.

Resilient performance
“All sport requires a degree of strength, power

and speed, with physical activity relying heavily on
tendons and the intact composition of their
extracellular matrix collagens, proteoglycans and
elastic fibres,” explains Dr Stephan Hausmanns,
Vice President of Health andNutrition at GELITA AG.
“Over-use can make tendons and ligaments more
injury prone, so it’s no surprise that soft tissue
injuries are extremely common in both professional
and amateur athletes. And as injuries account for
more than 70% of those having to take time out
from sport, we found that there is a real need for
nutritional strategies to strengthen the connective
tissue.”

That’s why GELITA has launched TENDOFORTE®,
the latest addition to its range of BCP®. It is proven
to stimulate collagen-producing cells in tendons
and ligaments, and can therefore help avoid
complications caused by continuous overuse,
and aid faster recovery. TENDOFORTE® comprises
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bioactive peptides that are unique in the way they
work. They stimulate the biosynthesis of new
extracellular proteins for healthy tendons and
ligaments at a daily dose of just 5g. The collagen
peptides perform well in terms of texture and
taste, too, making them the perfect choice for all
kinds of sports nutrition products such as bars,
gels, powders and beverages.

“The majority of sports people with Achilles
tendon problems are either runners or those
involved in sports in which running is a vital part of
training. Many people resort to painkillers and
anti-inflammatories, but Achilles tendinopathy is a
degenerative problem, not an inflammatory one,”
explains Suzane Leser, Director of Nutrition
Communication at GELITA AG. “Although exten-
sively studied, the condition still lacks an optimal
management plan but TENDOFORTE® has been
proven to make a difference in most cases.”

Pre-clinical studies have shown that specific
Bioactive Collagen Peptides stimulate the
RNA-expression and biosynthesis of collagen,
proteoglycans and elastin in the Achilles tendon.
These studies reveal TENDOFORTE® to be the first
nutritional solution to get to the heart of the
problem. Its bioactivity influences the tenocyte cell
metabolism, promoting the natural, sustained
regeneration process.1,2

Suzane adds: “The incidence of over-use injury
in sports has risen not only because of greater
participation in recreational and competitive
sports, but also as a result of the increased duration
and intensity of training. This has created a real
need for nutritional strategies that strengthen the
connective tissue.”

Supporting joint health
When it comes to remaining physically active,

it’s essential to protect joint health too. With one
in four people currently suffering from joint-
related problems, osteoarthritis is the most
common worldwide and causes more issues in
older people than any other condition.3 The main
reason for this is age- orweight-relatedwear of the
articular cartilage. However, as collagen accounts
for almost 70%of cartilagemass, GELITA’s Bioactive
Collagen Peptides are a proven solution.

FORTIGEL® has been scientifically proven to
measurably stimulate the synthesis of cartilage
tissue. After oral intake, these collagen peptides
pass themucosa, enter the bloodstream intact and
subsequently accumulate in the joint cartilage.

Once in the cartilage, they stimulate the cartilage
cells (chondrocytes) to increase the production of
both collagen and proteoglycans – the two major
components that make up approximately 90% of
cartilage dry mass.4

The effectiveness of FORTIGEL® collagen
peptides has been tested in numerous preclinical
and clinical studies, all of which confirm their
beneficial effects and safety. Clinical investigations
also show that the administration of FORTIGEL®

leads to significant pain reduction and marked
improvement in overall mobility.5

Best for bones
As well as helping to maintain cardiovascular

health and a desirable weight, regular exercise can
also help prevent bone density loss. Yet intense
training regimes mean bones are subject to high
workloads and fatigue, which can often result in
stress fractures. A stress fracture is defined as an
over-use injury that starts with small or tiny cracks
in a bone. Such injuries tend to bemore common
in the lower limbs because these weight-bearing
bones are prone to repetitive forces and stress
absorbed during activities. They start when the
muscles become tired and fatigued, and are
unable to absorb more shock. However, a new
study shows that supplementation with the
specific collagen peptides in GELITA’s FORTIBONE®

can support bone health by increasing bone
mineral density.6

“Exercise is important for building strong
bones when we’re younger andmaintaining bone
strength when we’re older,” says Suzane. “But our
collagen peptides with bioactive qualities can help
too, as they offer optimal supplementation
properties for sportspeople. The Bioactive Collagen
Peptides in FORTIBONE® stimulate osteoblast cells
to increase the production of the extracellular
bone matrix, the essential framework that
supports calciummineralization.”

Body toning boost
Today’s consumers are aware that resistance

training is unavoidable if theywant to achieve their
goals - whether it’s to have a better body or feel
physically stronger, with improved performance
levels. However, a helping hand is always appreci-
ated. And that’s where BODYBALANCE® can help,
as regular intake of these specific collagen peptides
makes it easier to achieve visible results. That
means less fat, more muscle and a better body
shape within a reasonable time frame of approxi-
mately 10 to 12 weeks, and with an achievable
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investment of time, e.g. 2-3 hours of resistance
training a week.

The effectiveness of BODYBALANCE® intake
has been verified in scientific studies. In a
randomized, double-blind, placebo-controlled trial,
the effect of post-exercise collagen peptide
supplementation on fat-free body mass, fat mass
and muscle strength in combination with resist-
ance training was tested: 97 healthy, less sporty
men with a mean age of 30–60 were treated with
15 g of BODYBALANCE® per day for 12 weeks.
The primary endpoint of the study revealed a
statistically significant increase in fat-freemass after
collagen peptide supplementation comparedwith
the placebo, as well as improved muscle strength
and reduced waist circumference.7

Immune support for active people
In the wake of the pandemic, global demand

for immune-supporting products has soared –
particularly among athletes of both sexes who rely
on a well-functioning immune system to keep
going. Research has shown that almost two-thirds
of consumers aremore aware than ever about the
importance of immune health.8 When it comes to
supporting the immune system, many immedi-
ately think of vitamin C and D supplementation.
However, as a result of recent scientific studies,
Bioactive Collagen Peptides have emerged as a
new ingredient in this category.

“Collagen-rich tissues are becoming
increasingly recognised for their role in supporting
a well-functioning immune system. With
IMMUPEPT™ we have developed the first product
for immune health that’s based on collagen
peptides,” reveals Suzane. “The reason for the
success of collagen peptides in immune health is
that they are proven to stimulate collagen-rich
tissues in skin, our extracellular matrix and bones
which, in turn, helps support immune health.”

GELITA will be attending this year’s Vitafoods
physically in Geneva (booth I110) and online to
discuss the key trends in sports nutrition - from
protein enrichment, through to injury prevention
and immune health support. Experts will be
available to share their knowledge and explain the

scientific background of the company’s range of
collagen peptides.
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ioiberica, a global Life Science company
specialising in the identification and
extraction of biomolecules of therapeu-

tic value for the pharmaceutical and nutraceutical
industries, today announces the launch of a
new brand identity for its Healthcare branded
ingredients portfolio. The initiative is part of a long
-term strategy, which aims to set a platform for the
company’s future growth and support its
customers and partners in the development of
market-leading solutions that meet ever-evolving
consumer needs.

Jaume Reguant, Director of Healthcare at
Bioiberica, comments: “At Bioiberica, everythingwe
do is driven by an unstoppable desire to
improve people’s health and wellbeing. Faced with
some of themost significant healthcare challenges
of our time, we are embracing the need for
solutions that go the extra mile.

As we continue to evolve as a business, we are
redefining the identity of our branded ingredients
to better reflect the needs of the market. For our
customers and partners, this means remaining at
the forefront of innovation, with access to the
latest science and ingredients in the healthcare
space. The rebrand gives customers a suite of
well-defined products, made more accessible and
identifiable with a clearer brand architecture.”

Alongside the refreshed brand identity for its
healthcare portfolio, the rebrand comprises the
renaming of Bioiberica’s native (undenatured) type
II collagen, Collavant® n2 (previously b-2Cool®) and
the addition of Tendaxion® - a newbrand for its ten-
don health ingredient. These products join
Mobilee®, a patented hyaluronic acid matrix
ingredient, and CSbioactive® chondroitin sulfate to
create a consolidated portfolio of cutting-edge, sci-
entifically backed products for the mobility

market.
“Our initial move has been to refocus our

mobility ingredients, but this is just the first step of
many to offer a more comprehensive portfolio of
solutions to our customers. We are constantly in-
vesting in our products; the science behind them,
our understanding of the target market, and how
they should be positioned to help our
customers grow their business with truly innovative
products,” adds Reguant.

“Our newly launched brand strategy for our
healthcare-oriented ingredients is designed to
deliver enhanced co-collaboration opportunities
and a stronger foundation on which to build and
market products, providing greater potential for
growth in new areas – not just for Bioiberica, but
our partners, too.”

Bioiberica rebrands its range of nutraceutical
ingredients for Healthcare
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Manufacturers of natural ingredients with 
the highest quality and purity criteria to 
enhance people’s life and create value to 
the company and its customers.

Vitapherole®

IP Mixed tocopherols
and IP natural Vitamin E

AOX Antioxidant 
Systems
100% natural ingredients, 
different applications

Microencapsulated
phytosterols
and Vitamin E

www.vitaenaturals.com

MANUFACTURERS OF WELLNESS
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ivi's Nutraceuticals has launched CaroNat,
a naturally sourced food ingredient
intended for the dark yellow to orange

colouration of a variety of foods and beverages.
CaroNat ismade fromconcentrated carrot juice and
inherently contains beta-carotene. Consisting only
of ingredients of natural origin and manufactured
without the addition of silicon dioxide, CaroNat
supports brands in their transition to clean labels.
CaroNat contains only plant-based ingredients
and allows claims such as: “No artificial colour/
ingredient”, “Vegetarian” or “Vegan”.

Divi's innovative production process allows the
stabilization of this natural ingredient in fine powder
form for easy handling and excellent stability.
CaroNat provides superior performance in a wide
range of applications such as beverages, instant
drinks, yoghurt, gummy candies, cakes, puddings,
frozen desserts and many more. Thanks to the
equalization of the beta-carotene content, CaroNat
dispenses uniform, natural colouration to food
preparations. It shows excellent stability during food
processes such as pasteurization, cooking, etc. and
good dispersibility in beverage applications.

CaroNat is available all year round thanks to a
production process that compensates seasonal
variations.

Consumers are increasingly concerned about
the health effects of artificial colourants. They are
seeking more natural options, boosting the
demand for additive-free foods and beverages. At
the same time, aspect and colour still play a key role
in food selection and purchasing decision. Made
only from natural ingredients and delivering the

desirable appearance of the final product, CaroNat
allows food marketers to respond to this growing
trend.

Divi’s Nutraceuticals is a global manufacturer
and supplier of over 80 forms of carotenoids and
vitamins. The company was founded in 2006 as a
subsidiary of Divi’s Laboratories, a leading global
supplier of active pharmaceuticals (APIs) and
intermediates. Divi’s is fully dedicated to quality and
innovation with a team of over 400 scientists who
make up their Quality, Research and Development
departments. Thanks to their exclusive cutting-
edge development and production, they supply
nutritional, food, beverage and feed customers
with state-of-the-art product forms throughout the
world.
www.divisnutraceuticals.com

Divi’sNutraceuticals launches
CaroNat for natural foodand
beverage colouration

zelis, a leading global innovation service
provider in the specialty chemical and
food ingredients industry, is delighted to

announce the extension of its distribution scope
with CP Kelco in the Netherlands. CP Kelco’s
product range is a significant addition to Azelis’
portfolio and the new agreement serves as
another key step in the strong and continuously
developing collaboration between both compa-
nies globally.

CP Kelco and Azelis first collaborated in Ireland
in 1988 and nowwork together inmultiple regions
across two continents.

With more than 140 years of ingredient
expertise, CP Kelco offers advanced thickening,
texturizing, suspending and stabilizing solutions
through its innovative portfolio of nature-based
hydrocolloids and citrus fiber.

James Schkade, Senior Vice President, Global
Commercial at CP Kelco, states: “Expanding our
alliancewith Azelis in TheNetherlands is an exciting
step in our expanding collaboration globally. We
see tremendous opportunity around the world to
create alliances that can build exceptional
customer experiences, and are continuously
looking at ways to collaborate with companies
like Azelis that not only support our culture of
customer success, but also our ambitious growth
goals.”

Sarah Field, Group Principal Manager for CP
Kelco at Azelis, says: “We are incredibly proud of
the fact that CP Kelco continues to show their
trust and confidence in us. Their naturebased
ingredient solutions give us access to advanced
solutions that complement our existing portfolio.
We will leverage our strong relationship with CP
Kelco and our ingredient expertise to ensure fast
adoption from the technical sales and application
lab teams. Our goal is to deliver the very best
service to existing and new customers while
reducing complexity for CP Kelco.”

Azelis strives to bring the best products and
ideas together to formulate innovative solutions
with our partners while leveraging our network of
more than 20 dedicated application laboratories in
the EMEA region.

Azelis expands
collaboration
with CPKelco in
TheNetherlands

erry, the world’s leading taste and
nutrition company, recently announced
the acquisition of Biosearch Life, a leading

biotechnology company focused on providing
innovative solutions for the pharmaceutical,
nutraceutical and functional food sectors.

Based in Grenada, Spain, Biosearch Life
innovates,manufactures and distributes functional
ingredients including probiotics, where it is a
recognised leader in premium probiotics obtained
from human breast milk, along with an extensive
portfolio of science-backed botanical extracts
and ultra-purified omega-3 oils. The acquisition
significantly expands Kerry’s portfolio of science-
backed branded ingredients.

Commenting on the acquisition, Neil Cracknell,
President Kerry Applied Health & Nutrition, said:
“Our acquisition of Biosearch Life is alignedwith our
strategic priorities to expand our branded, science
backed ingredient portfolio, as well as developing
our dietary supplement capabilities and market
offering. Biosearch Life extends our probiotics
offering with the addition of the science-backed
Hereditum® strains and further broadens our

portfolio with the Exxentia® range of functional
botanical extracts and Eupoly-3® natural Omega-3
oils. These market-leading technologies allow us to
address new health need states, enhance our
credibility and leadership in science-backed branded
actives and supports our ambition to be a leader in
sustainable nutrition solutions.”

The Biosearch Life acquisitionwill be integrated
into Kerry’s global ProActive Health platform of
science-backed branded ingredients. The growth of
this portfolio allows the company to address awider
range of health need states, including healthy
aging, joint health and digestive health and reflects
the growing number of consumers becomingmore
proactive in their approach to managing their
health. Recent proprietary research completed by
Kerry revealed digestive health support was the
third most important health benefit consumers
globally desired from heathy lifestyle products, an
advancement in consumer priority from#4 in 2019
and demonstrates the growing importance of
digestive health among consumers – one that
probiotics are well suited to deliver on.

Kerry completes acquisitionof
SpanishBiosearch Life

GEN NEWS 16.9:TESTING  16/9/21  17:09  Page 14



he nutraceuticals community is
set to reunite once more in a
new hybrid event format, with
in-person elements enabled by
comprehensive Informa AllSecure

safety guidelines.
For over 20 years, Vitafoods Europe has been

at the heart of the nutraceutical community as the
leading event to network and forge long-term
collaborations, share ideas, source innovative
ingredients, discover new product development
solutions, and hear from technical experts or
industry thought-leaders. Theworld of events and
networking has been impacted significantly by the
pandemic in the last 18 months and as a result,
Informa Markets, the organisers of Vitafoods
Europe, has accelerated the evolution of its
market-leading portfolio. This summer, it
announced the much-anticipated return of
Vitafoods Europe in a brand-new hybrid format.
Allowing attendees to join from all over the world,
Vitafoods Europe 2021 is designed to reconnect a
community in its mission to promote global
nutritional health.

Combining an in-person programme at
Palexpo in Geneva (5-7 October) with an online
event (4-8 October), Vitafoods Europe 2021 is set
to bring together leading brands, manufacturers,
suppliers, and retailers from across the globe once
again in a safe, yet inspiring environment.

Health and safety first
Responding to understandable concerns

around the risks of COVID-19, Vitafoods Europe
2021 will adhere to strict COVID-19 public safety
regulations, working with the Swiss authorities to
follow all local legislation and guidelines in place at
the time of the event.

In addition, Vitafoods Europe will be run in
accordance with Informa AllSecure health and
safety standards, which have been created
collaboratively with association partners, peers,
venues, suppliers, contractors and health, govern-
ment and local authorities. This means all visitors,
exhibitors and staff will be required to adhere to
critical safety measures in place at the Geneva
Palexpo venue, including:
• Checks on vaccine proofs and negative tests
prior to entrance

• Enhanced cleaning and personal hygiene, via
sanitising stations, throughout the venue

• Non-contact registration, food and beverage
stations and social distancing

• Personal Protective Equipment (PPE) in line with
local government and health authority advice.
Thismay includewearing a face covering and the
use of gloves or face screens in certain roles.
Guidelines may be subject to change, so

visitors are advised to visit the Vitafoods Europe
website for updates from the Informa team.

Who to expect at
Vitafoods Europe 2021…
Visitors can meet 1,000+ leading exhibitors

from across the industry's four sectors –
Ingredients & Raw Materials, Branded & Finished
Products, Contract Manufacturing & Private Label,
and Services & Equipment – including KSM-66,
Lonza, Sabinsa, Sirio, Probiotical, and more. Plus,
they can plan ahead by exploring the full list of
exhibitors here.

Event highlights
This years’ exhibitionwill see the return of both

popular and new features, designed to inspire,
educate, and connect the nutraceutical industry.
Highlights include:

Global connectivity via a new
hybrid format
A seamless blend of Vitafoods Europe’s

cutting-edge online platform and the traditional
physical event will integrate presentations,
knowledge-sharing and networking across both
platforms.

Next level networking through
data-driven matchmaking
Whether attending in-person or online

Vitafoods Europe 2021’s networking service has
been intelligently designed to drive business
opportunities by matching attendees with shared
goals, the right backgrounds and in-demand
expertise.

The latest insights on ingredients,
innovations, and trends
Discover the very latest ingredients and

products at the New Product and Ingredient
Zones, explore new research and innovations in
themed resource centres, and hear Innova Market
Insights present the latest market trends live in
Geneva.

Sustainability success stories
Visit the Sustainability Corner and attend

expert-led sessions to explore some of our
industry’s greatest challenges and the success
stories making the industry more sustainable.

With an agenda exploring market trends,
regulatory complexities, packaging and labelling
challenges andmore, the event will provide plenty
of opportunities to explore and learn about the
industry, keep up to date with the latest develop-
ments, and discover key insights that will allow you
to plot a competitive course for your business.

Registration for Vitafoods Europe 2021
is now open. Discover more about the new
hybrid format, in-person safety guidelines,
registration options and much more
at www.vitafoods.eu.com

Event preview: the return of
Vitafoods Europe 2021!
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Natural astaxanthin in tune with
consumer needs

Health prevention and the desire for a better quality of life in old
age are becoming increasingly important for people worldwide.
Astaxanthin pioneer AstaReal will therefore be focusing on ingredient
solutions for healthy ageing and immunity at this year’s Vitafoods
Europe. With chewable capsules, liquid shots, sachets and soft gum
prototypes, the company offers product developers a broad range of
dosage options. Plus, AstaReal® Astaxanthin can be combined
with various other health-promoting ingredients, such as vitamins,
minerals, pro- and prebiotics or plant extracts. Microalgae-derived
astaxanthin is also a natural, sustainable nutrient that aligns with
emerging, plant-based product trends.

Backed by over 60 human clinical studies, AstaReal® natural
astaxanthin has shown several healthy ageing benefits such as
improved vision, stronger cognitive function, bettermuscle health and
smoother skin texture. With its antioxidant and anti-inflammatory
properties, astaxanthin also has a strong ability to balance and
strengthen the immune system.

Furthermore, it is perfectly in tune with the growing demand
for sustainable, plant-based ingredients – a result of consumer
interest in cleaner living and eating. Almost at the bottom of the

marine food chain, microalgae supply fish and krill with astaxanthin
and omega-3 fatty acids, yet are a sustainable as well as vegetarian
alternative to both.

AstaReal offers natural astaxanthin inmany different forms, such
as cold-water dispersible powders, oil extracts and water-soluble
emulsions. There are numerous processing options and possibilities
for combining it with other ingredients in liquid shot, soft gummy,
sachet or capsule format. However, when creating a new dosage
form, manufacturers must bear in mind changing customer needs,
along with ingredient compatibility, rate of absorption, the avoidance
of unpleasant odours or tastes, product stability and manufacturing
efficiency. With more than 30 years of experience and insights into
upcoming market changes and consumer demands, AstaReal can
support its customers comprehensively in terms of product develop-
ment.

Peter Ahlm, Marketing & Sales Manager at AstaReal, says: “In
light of the coronavirus crisis, in particular, healthy ageing and
immune health have become priorities for consumers of all ages.
Millennials, fitness enthusiasts and many others want to extend their
healthspan – the part of life during whichwe feel well – and are there-
fore seeking targeted nutritional support. In addition, the pandemic
has illustrated just how interconnected our health is to that of the
planet and has increased consumer interest in environmentally sound
products, as they are considered better and healthier. Astaxanthin is
a natural, multi-functional ingredient that perfectly meets these
needs.”

DSM showcases purpose-led end-to-end
capabilities and breakthrough
innovations at Vitafoods Europe 2021

Royal DSM, a global science-based company active in Nutrition,
Health and Sustainable Living, brings breakthrough innovations to

Vitafoods Europe 2021, where it will present purpose-led solutions
linked to immunity, gut and brain health and more. Taking center
stage at the show are DSM’s innovative and sustainable nutrient
premixes and market-ready solutions. Paired with a deep under-
standing of consumer needs and unmatched formulation and
regulatory expertise, DSM delivers fully customizable science-backed
blends with validated claims. As an end-to-end partner, it can
co-innovate with agility and streamline manufacturing processes to
bring products to market faster.

Available as a market-ready solution, DSM’s algal-derived
omega-3 – life’s™OMEGA – can help attract a new generation of
consumers seeking more sustainable ways to achieve holistic health
andwellbeing. life’s™OMEGA is the first and only commercially avail-
able plant-based omega-3 product that delivers the health benefits of
both eicosapentaenoic acid (EPA) and docosahexaenoic acid (DHA)
in a single, quality source. Well-known for supporting brain, eye and
heart health, the extended benefits of life’s™OMEGA include its role
in immunity, sports performance, mood and sleep.

With consumer interest in gut health on the rise, visitors to the
booth can discover howDSM is helping brands leverage the benefits
of HMOs in the dietary supplement space. DSM is pioneering
innovation in the HMO market, thanks to its expertise in these
gut-friendly nutrients. Demonstrating how it is taking gut health
further still, DSM will also be previewing its latest solution, V-Direct.
V-Direct is designed to help individuals optimize their health for a
more resilient future. It utilizes unique coating technology to ensure
a targeted release of a combination of C and B-group vitamins.

Immunity remains a top consumer health concern. At booth
I40, DSM will present its broad portfolio of solutions for the mainte-
nance of a normal immune system including an upcoming addition,
ampli-D®. Earlier this year, DSM received a positive EFSA opinion for
the Novel Food assessment of calcidiol, also known as calcifediol, that
recognized the more efficient absorption of calcidiol compared to
regular vitamin D3. Once the European Commission gives its
authorization, DSM will launch ampli-D® across Europe where it will
open up opportunities to quicky tackle low vitamin D status.

To join DSM at Vitafoods Europe and discover insight-led
nutrition solutions that are inspired by people and delivered by
experts, book an in-person or virtual appointment here:
https://www.dsm.com/human-nutrition/en_GB/events/connect-with-
dsm-at-vitafoods-europe-2021.html.

Highly bioavailable natural lemon
extract extends the potential reach of
flavanones’ health benefits

WithWellemon™, Euromed will officially launch a new lemon-based
botanical ingredient in its line of Mediterranean fruit and vegetable
extracts™ at Vitafoods Europe (Geneva, Switzerland, 5-7 October).
Lemons are a rich source of eriocitrin – a secondary plant substance
with antioxidant and anti-inflammatory properties commonly found
in the Mediterranean-style diet. A recently published acute clinical
study of the CEBAS-CSIC – a research centre within the Spanish
National Research Council (CSIC) – compared the eriocitrin-rich
Wellemon™ extract with an hesperidin-rich orange extract.1 The
results showed that Euromed’s lemon extract yielded more bioavail-
able metabolites than hesperidin and may therefore provide more
effective health benefits.

The researchers compared the bioavailability andmetabolism of
flavanones from lemon as well as orange extracts (main endpoint),
and analysed changes inmetabolicmarkers after a high-fat-high-sugar

meal. The overall excretion of metabolites was substantially higher
after consuming lemon extract, as indicated by blood and urine
samples of the participants. In particular, the pharmacokinetic study
showed for the first time in humans, that intake of eriocitrin from
lemon extract yields both lemon and orange metabolites, thanks to
hesperetin-eriodictyol interconversion, exclusive to the eriocitrin
metabolite. By doing so, Wellemon™ can provide a higher total
concentration of bioactivemetabolites, not achievable with the intake
of hesperidin alone. Hesperidin has a low bioavailability due to poor
water-solubility. Moreover, there is high interindividual variability in
the production of derived bioactive intestinalmetabolites.Wellemon™
intake may be sufficient to exert health benefits even in so-called
low-producer individuals, reducing interindividual variability and
overcoming poor hesperidin bioavailability. It is also worth noting, that
the systolic blood pressure remained stable in subjects consuming
Wellemon™, but increased slightly in those supplementing orange
extract. Besides cardiovascular and metabolic health, possible
applications include vascular health, immunity, healthy ageing and
nutricosmetics.

Andrea Zangara, Head of Scientific Communications &
Marketing, says: “The Mediterranean diet, with a high intake of fruits
and vegetables, stands out as particularly heart-friendly and health-
promoting. Citrus fruits play an important role in that eating pattern,
especially in the winter months due to their rich source of flavanones
such as eriocitrin. Our eriocitrin-standardised compound is obtained
from sustainably sourced Spanish whole lemons, processed with our
proprietary, water-only extraction technology, the Pure-Hydro
Process™.We’re looking forward to the official launch ofWellemon™
at Vitafoods, when we will bemaking it available for new and existing
customers.”
1 Avila-Galvez M. et al. (2021): New Insights into the Metabolism of
the Flavanones Eriocitrin and Hesperidin: A Comparative Human
Pharmacokinetic Study. Antioxidants 2021, 10, 435.
https://doi.org/10.3390/antiox10030435

Sports Nutrition:
Get GELITA BCP® in your winning team

GELITA, the leading manufacturer of gelatin and collagen peptides,
will be on the court at Vitafoods Europe inOctober. During the event,
GELITA will present solutions to strengthen your team. Challenge our
experts on site or online about how specific Bioactive Collagen
Peptides (BCP®) can score for you.

To deliver the performance at the right time and in the right
place the GELITA Controlled Release Portfolio comes into place.
Specific gelatins allow softgels to release their fill either immediately
in the stomach or enteric in the intestine – depending on your game
plan.

And if you would like to hire a fully trained player for your team
GELITA Health provides you with final solutions, ready for the shelf.

BCP® keep your players on the court
Collagen continues to be highly sought after for sports nutrition

formulations. GELITA’s Bioactive Collagen Peptides (BCP®) will help
keep your players healthy by addressing condition specific needs.

GELITA’s BCP® are clinically substantiated for
Keeping ligaments and tendons healthy and flexible

(TENDOFORTE®),
Supporting joint health and mobility (FORTIGEL®);
Improving bonemass density and supporting bone stability and
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flexibility (FORTIBONE®),
Body toning and muscle strength (BODYBALANCE®).
IMMUPEPT™ is the recent addition to the GELITA portfolio.

Now, it has been discovered that collagen peptides support the
immune system and will help keep your players on the court!

Controlled Fill Release
Softgels are a preferred delivery format formany nutrients and

active ingredients. With the right type of gelatin from GELITA’s
Controlled Release Portfolio you will meet both current and future
consumer needs as well as regulatory requirements. When there is
a demand for fast or delayed release or long shelf life, GELITA®
RXL R², GELITA® EC and GELITA® RXL can be the solution. Talk to
our experts.

A new player for your team
Do you prefer to get a ready to market product rather than

develop and produce your own? In this case GELITA HEALTH can
provide you with turn-key BCP® products, ready for the shelf.
Choose your favorite application format like powder, liquid, gummy
or even a bar. Use your own brand or license one of the strong
international GELITA HEALTH brands – it is up to you.

Meet the new IFF team at Vitafoods

Meet the new IFF Health, an essential solution provider in the health
and wellness market, formed from the combination of IFF and
DuPont Nutrition & Biosciences.

Our comprehensive portfolio and structure supports customer
innovation inmany health segments, including in-house production
of probiotics and botanical, deep understanding of science and
formulation, plus local teams with global reach, expertise and
regulatory support. Our combination of experts and high-quality
ingredients with clinically-proven benefits will help you overcome
formulation challenges and unlock innovation in newmarkets. If you
want to knowmore about products for gut & immune health, brain
health and urinary & gynaecological health, come and meet us
at Vitafoods Europe. IFF - Where science and creativity meet.

www.iff-health.com and www.howaru.com

Newmineral solutions for tablets with
added value

At this year’s Vitafoods Europe, mineral expert Omya will launch
Omyanutra™ 300 DC andOmyanutra™ 300 Flash for nutraceutical
tablets. Omyanutra™300DC is a directly compressible version of the
company’s proprietary functionalised calcium carbonate excipient
that enables excellent tablet compactability and free-flowing
granules. Omyanutra™ 300 Flash comes with a superdisintegrant
and is therefore a perfect all-in-one solution for manufacturers of
orally and fast-dissolving tablets. Both ingredients are free from
nanoparticles and GMOs, and made of high-purity, natural mineral
material.

Due to the high number of active ingredients in the formula-
tion, the production of nutraceutical tablets can be challenging. As it
often requires high compaction forces to bond all components
together, Omya’s new mineral solutions help facilitate this process.

With Omyanutra™ 300 DC and Omyanutra™ 300 Flash,
manufacturers can create hard tablets at low compression forces.
They allow for free-flowing, directly compressible granules and offer
better compactability compared to benchmark excipients such as
lactose and microcrystalline cellulose. In addition, the minerals
provide fast disintegration thanks to their particles’ porous structure.
This porosity also enables the safe carrying and release of active
ingredients. As it contains a superdisintegrant, Omyanutra™ 300
Flash is ideally suited to tabletmanufacturers looking for an all-in-one
solution. It provides fast disintegration in orally and fast dissolving
tablets (ODTs/FDTs) regardless of the hardness of the solid dosage
form.

Omyawill also highlight Omyaforte™100, a highly bioavailable
source of calcium suitable for powdered formulations and dietary
supplements. The mineral solution can be combined with a broad
range of other nutrients to offer a number of benefits in one
package. One such concept is a cocoa-based instant drink for bone
health developed by Omya and collagen peptide expert GELITA. It
contains 240mg calcium – enough to provide 30% of the
recommended daily amount of the mineral – and 5g of
FORTIBONE® Bioactive Collagen Peptides. This prototype drink will
also be presented at Vitafoods’ official Tasting Centre.

Stefan Lander, Vice President Consumer Goods, Group Sales
& Marketing at Omya, says: “The prototype drink is just one
example of the many opportunities that our solutions open up for
manufacturers who are looking for natural, effective and easy
to process ingredients. Meanwhile, our mineral excipients
Omyanutra™ 300 DC and Omyanutra™ 300 Flash are both multi-
functional innovations that speed up new product developments.
With Vitafoods Europe back as an in-person event, this is the perfect
platform to present our new offerings.”

High-efficiency processing solutions

Romaco will present itself at Vitafoods Europe 2021 as a single-
source supplier of processing solutions, with the focus on three
product brands: Innojet, Kilian and Tecpharm. Equipment built by
Romaco is successfully employed to granulate, tablet and coat solid
products in the nutraceuticals, superfood and pharmaceutical
industries. The VENTILUS® Pilot fromRomaco Innojet will be among

the highlights at the autumn exhibition, where it is set tomake its live
debut. This mobile all-rounder for pilot scale applications achieves
excellent results in terms of flow properties as well as powder and
granulate compressibility and transferability. The technology is, in
other words, ideal for processing one-hundred-percent natural
and sustainable formulations without any chemical additives.
Nutraceuticals and superfoods such as algae powder are currently
very much en vogue, for example. Interested customers are invited
to test and perfect their formulations under professional guidance at
the Romaco processing laboratories at any time.

All-in-one solution for pilot scale production
Mounted on four wheels, Romaco Innojet’s VENTILUS® Pilot

fits through any standard door frame and is designed for plug & play
installation. This pilot scale machine can optionally also be supplied
as an in-wall version. The fluid bed processor is intended for
batch sizes from 4 to 25 litres and meets all the requirements for
laboratory use as well as for GMP-compliant production of clinical
samples.

This compact all-rounder dries, granulates or coats particles of
any size from 10 µm to 2 mm depending on requirements. The
spray liquid is applied using a bottom spray system with the central
ROTOJET® nozzle or alternatively bymeans of the conventional top
spray method. The cylindrical product container featuring the
ORBITER® booster permits controlled, gentle batch intermixing. The
resulting homogeneous flow conditions reduce the processing time
and the spray liquid consumption while simplifying scale-up to
production level.

Thanks to the innovative fluid bed components invented by
Dr. h. c. Herbert Hüttlin, hot melt processes are likewise possible
using the VENTILUS® Pilot. The patented Innojet IHD hot melt
systemmustmerely be connected to the processor for this purpose.
This energy and cost-efficient process is recommended as a taste
mask or moisture barrier as well as for controlled API release. The
production time utilising hot melt coatings is up to 85% shorter
compared to aqueous suspensions. Hot melt coating applications
are therefore a very goodway to reduce the carbon footprint of fluid
bed processors like the VENTILUS® Pilot.

Rousselot® showcases versatile gelatin
and collagen solutions with innovative
prototypes at Vitafoods 2021

Rousselot®, a Darling Ingredients brand and the global leader of
collagen-based solutions1, is pleased towelcome visitors to Vitafoods
2021. At this year’s event, Rousselot will spotlight its SiMoGel™
gelatin solution for fortified gummies and show how Peptan®
collagen peptides can support connective tissues and boost Inner
Strength™.

Convenience meets functional benefits: SiMoGel gelatin
solution for fortified gummies
Rousselot’s latest SiMoGel solution unlocks the potential of

liquid-center functional gummies for the nutraceutical and pharma-
ceutical sectors. These center-filled soft gummies – also known as
‘gummy caps’ – can offer a higher andmore accurate dose of active
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pharmaceutical ingredient (API) per serving than traditional gelatin
fortified gummies. The SiMoGel starch-free production process
removes the risk of API interaction or cross contamination between
batches and the industry-leading setting time of just 15 minutes will
help manufacturers boost ROI with a faster product delivery rate.

Visitors to Rousselot’s stand will experience several innovative
SiMoGel application concepts, featuring ingredients such as zinc and
Lipofer® iron microcapsules for immunity support, ibuprofen for
pain relief, and a combination of acacia honey, propolis extract and
vitamin C to sooth sore throats.

Boosting Inner Strength, sustainably
Rousselot will also introduce its new Inner Strength campaign

which will spotlight its flagship bioactive collagen peptide solution,
Peptan.

Peptan has been shown to support joint and bone health for
improvedmobility2,3,4,5, enhance hair and skin beauty6,7, and provide
an effective nutritional solution for sports recovery.8 Rousselot has
recently bolstered its portfolio with the launch of Peptan Marine – a
range of premium collagen peptides sourced from 100%
wild-caught white fish. Peptan Marine features full certification by
theMarine Stewardship Council (MSC), allowing producers to cater
to the needs of today’s conscientious consumers.

Discover the versatile application potential of
collagen peptides
At Rousselot’s stand, visitors can connect with formulation

experts and experience the adaptability of the company’s collagen
brands through a collection of delicious and inspiring functional
samples. These include: healthy nut-based ‘beauty balls’ and a sports
recovery drink featuring Peptan, two Peptan Marine shots contain-
ing leading DSM premixes – a ginseng ‘beauty shot’ and an
‘immunity shot’ featuring elderberry extract – and a high protein
snack bar fortified with ProTake™ hydrolyzed collagen.

Florencia Moreno Torres, Rousselot’s market expert, will be

hosting an industry-leading insights presentation on, ‘Collagen
peptides, the hero ingredient for natural beauty from the inside out’.
The free-to-attend presentationwill take place at theNew Ingredients
Theatre at 12:30pm on Wednesday 6 October.

Attendees are welcome tomeet the teamon stand I114 or visit
www.rousselot.com to learn how Rousselot helps create powerful
nutraceutical products that meet the moment.
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Chr.Hansen publishes first scientific study of
Human Milk Oligosaccharides mix in natural
concentrations in infant formula
A NEW STUDY PUBLISHED in “Nutrients” shows
safety and tolerability of infant formula containing
the five most abundant Human Milk Oligosaccha-
rides in natural concentrations

Human Milk Oligosaccharides (HMOs) are the
thirdmost abundant components exclusively found
in human breast milk. They are known to provide
benefits to infants by supporting the immune
system, promoting growth of beneficial gut
bacteria and supporting brain development.

Global bioscience company Chr. Hansen has
conducted an HMO scientific study of an infant
formula containing the five most abundant HMOs
at a concentration of 5.75 gramper liter (g/l), which
resembles the concentration that is naturally found
in mother’s milk.

The results showgood safety and tolerability of
the blend of five HMOs – namely 2’-fucosyllactose,
3-fucosyllactose, lacto-N-tetraose, 3’-sialyllactose
and 6’-sialyllactose – in infants. These results have
just been published in the peer reviewed journal
Nutrients, and it is the first publication describing
the application of a complex blend of five HMOs at
physiological concentrations.

The multi-center, randomized, double-blinded
study was conducted in 12 different investigator

sites across Europe and included 341 newborn
infants that were followed over a four-month
investigational period. All infants developedwell and
the formula containing the mix of the five HMOs in
question was well tolerated. Moreover, comparable
to the study group of breastfed infants, they
produced softer stools at a higher frequency than
the control formula group.

Bringing infant formula closer to breast milk
“We are excited to publish this study of a

complex blend of five HMOs at physiological
concentrations in infant formula. Breastfeeding is
the best way to ensure infant health and recom-
mended by WHO, but at Chr. Hansen, we aim to
support the healthy development of infants that
cannot be breastfed by providing HMOs as an
ingredient and blend for infant formula in a natural
concentration. The new study is an important step
to bring infant formula closer to breast milk,” says
Jesper Sig Mathiasen, senior vice president, Chr.
Hansen HMO.

HMOs are authorized as ingredients for infant
formula in North America, Europe, parts of Latin
America and Asia with approvals pending in key
markets such as China, India, Brazil and Argentina.

“About 150 different HMOs have been
identified so far, but most infant formula products
do not contain HMOs or contain only the most
abundant HMO, 2’-fucosyllactose,” explains Dr. Katja
Parschat, head of Research & Development, Chr.
Hansen HMO. “However, the benefits of HMOs stem
from the structural diversity of these sugars. They
are well represented by the five HMOs studied since
these account for about 30% of all HMOs in human
breast milk. In a further study, we will analyze the
development of the gut microbiota of the 341
infants included in the study just published to get
more insight on the benefits of the HMOs on
gastrointestinal health,” she concludes.

It is a strategic priority for Chr. Hansen to invest
in further research to expand its expertise in this
innovative field and provide more insights on the
benefits of HMOs in science and in infants’ health.

The World Health Organization (WHO) recom-
mends breastfeeding exclusively for the first six
months, followed by continued breastfeeding
together with complementary foods.

Source: World Health Organization. Accessed
November 26, 2020.

www.chr-hansen.com

VITAFOODS list:TESTING copy  16/9/21  17:30  Page 4



Azelisdiversifiespresence in
FranceandEMEAthroughthe
acquisitionofQuimdis

zelis, a leading innovative service provider
in the specialty chemicals and food
ingredients industry, has announced the

the acquisition of Quimdis, a leading French
distributor of ingredients for nutraceuticals,
flavours & fragrances, animal nutrition, personal
care, pharma and food. This acquisition strength-
ens Azelis’ offering to fast-growing and attractive
markets, whilst also enhancing the position of Azelis
France in the life sciences sector.

Highlights & rationale
• This transaction enhances Azelis’ lateral value
chain by diversifying and expanding its presence
in France and EMEA

• The acquisition of Quimdis provides Azelis in EMEA
with an important foothold in the growing
non-cyclical markets of flavors and fragrances,
synergistic opportunities in animal nutrition, and
expands its offering in nutraceuticals

• The transaction is consistent with Azelis’ strategy
of complementing organic growthwith strategic
acquisitions
Quimdis was founded in 1988 by Jean-François

Quarré, Michel Manalt and Claire Couratier, originally
focusing on essential oils and active ingredients. It
now specializes in the ingredients distribution and
formulation development, with solid positions in
the French market and with sales into more than
45 countries. Quimdis complies with Ecocert, ISO
9001: 2015 and ISO 22000: 2005 approvals. Mr.
Quarré will remain in his position to support the
transition of Quimdis to Azelis. Quimdis is head-
quartered in Paris and has sales close to €100m.
Quimdis’ 78 employees serve over 1,000 customers
and c.400 suppliers.

Dr. Hans Joachim Müller, Chief Executive
Officer & President at Azelis, says: “Following our

recent acquisition of Vigon in North America and
now Quimdis, Azelis is well positioned to develop,
structure and implement a global strategy for
flavour & fragrancemarketwith the aim to become
a market leader. Quimdis will be our EMEA pilar of
that strategy and a crucial part of creating a global
flavour & fragrance platform. Quimdis and Azelis will
combine its relationships with top tier principals,
with the aim of extendingmandates inexisting and
new countries for a number of attractive product
groups.”

Mr. Jean-François Quarré, Founder and CEO at
Quimdis, comments: “We are delighted about the
opportunity to continue to grow our business
under Azelis’ ownership. As well as benefitting from
Azelis’ global principal relationships, Quimdis will
have access to Azelis’ digital marketing and techni-
cal capabilities which will allow us to develop and
promote innovative and sustainable solutions for
the life science industry. Becoming part of the Azelis
family providesmany synergistic opportunities that
will help secure our future.”

Mr. Benoit Fritz, Managing Director of Azelis
France, adds: “Azelis will leverage Quimdis’ expert-
ise to complement our lateral value chain with
reliable and natural products like essential oils,
amino acids, active ingredients, vitamins and
minerals. We will further benefit from their strong
presence across EMEA, expertise and product
portfolio in attractive target market segments and
geographies.”

The acquisition of Quimdis illustrates the
support provided by EQT since the initial acquisition
of Azelis. EQT is confident that the expanded range
of services and global reach provided by this
acquisition will continue to bring benefits to
customers and principals of the combined group.

ADM acquiresSojaprotein
lobal nutrition leader ADM has
announced that it has reached an agree-
ment to acquire Sojaprotein, a leading

European provider of non-GMO soy ingredients.
Established in 1977, Serbia-based Sojaprotein

has sales into 65 countries, offering a wide array of
non-GMO vegetable protein ingredients for an
extensive list of European and global customers in
the meat alternative, confectionary, protein bar,
pharmaceutical, pet food, and animal feed
segments. The company had more than $100 mil-
lion in sales in 2020.

“Thirty years ago, ADM invented the soy
vegetable burger, giving rise to the plant-based
protein segment. Today, alternative proteins
represents one of our core growth platforms,
and as this $10 billion global industry grows to
$30 billion over the next decade, we are investing
to expand our unparalleled capabilities,” said Leticia
Gonçalves, ADM’s president of Global Foods. “The
addition of Sojaprotein – the largest producer of
plant-based protein in southern Europe – adds

production capacity in addition to an impressive
network of customers who are leading the way in
meeting consumer needs for nutritious and
responsible plant-based foods and beverages.
We’re particularly excited for the opportunity to
work together to meet the fast-growing demand
of European consumers who prioritize locally-
sourced, non-GMO ingredients in their food and
beverages. We’re looking forward to bringing this
successful, growing provider together with ADM’s
global footprint, consumer insights and innovative
technologies.”

“This agreement testifies to the sustainable
businessmodels thatMK Group is implementing, as
an investment companywith a diversified portfolio
of value-added industries in Southeastern Europe.
This is yet another confirmation of the proven track
record of our management, as well as the global
recognition of the world-class quality of our
non-GMO soybean products,” said Aleksandar Kostić,
vice president of MK Group, the majority owner of
Sojaprotein.

Brenntag
strengthens its
Specialties
business in
AsiaPacificby
closingtwo
acquisitions

renntag, the global market leader in
chemicals and ingredients distribution,
has made further important steps in

strengthening its business in Chinawith the closing
of two acquisitionswithin its Specialties division. On
July 23, the acquisition of the first tranche (67%) of
food ingredients specialist Zhongbai Xingye has
been closed. The closing of the second tranche
and thus the full acquisition of Zhongbai Xingye is
expected to be completed by the end of 2024. In
addition, end of June, Brenntag has completed the
acquisition of pigments and additives specialist
Wellstar Group by acquiring the remaining 49% of
shares of the joint venture.

Henri Nejade, Member of the Management
Board of Brenntag SE and COO Brenntag
Specialties, comments: “Strengthening our
Brenntag Specialties division, particularly in China,
as well as in the Asia Pacific region in general, is a
central pillar of our company’s M&A strategy. I am
particularly delighted that we stuck exactly to our
timing in both cases and were able to successfully
close the important acquisition steps in the
dynamic and growing Asian markets as planned.”

The Chinese company Zhongbai Xingye is
dedicated to the distribution of a wide range of
specialty food ingredients, including dairy products
and proteins. The acquisition of the leading player
in mainland China is an important step for
Brenntag to become a full-line distributor of food
ingredients in the Asian market. Closing of the
second tranche is expected at the end of 2024.

The Wellstar Group is headquartered in
Hongkong and operates three subsidiaries in
Mainland China located in Shenzhen, Guangzhou,
and Shanghai. Since Brenntag acquired a majority
stake of 51% with a first tranche in August 2017,
the business was operated and successfully devel-
oped as a joint venture servicing a broad range of
industries. With the closing of the second tranche,
the Wellstar Group is 100% owned by Brenntag.
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ollowing almost two years of delays
and disruption, the food and
beverage industry now knows the
drill when it comes to virtual
trade events. These versatile and

accessible online only experiences have transi-
tioned fromemerging trend to industry staple in a
matter of months. And while virtual events are
here to stay, many are eager to connect with their
fellow professionals face-to-face, as in-person
trade shows finally begin to remerge. Rousselot® is
one such company that is looking forward to
taking part in Vitafoods Europe 2021, both in-
person in Geneva and online.

Fueled by ongoing concern surrounding
COVID-19, health and wellness is the trend that
looks set to dominate conversations this trade
show season, on and offline. Consumers are keen
to return to their pre-pandemic lifestyles, and as
such are looking for solutions to help them feel
healthy, look good and stay active. Highly versatile
and backed by decades of scientific evidence,
collagen and gelatin-based solutions are a real asset
for manufacturers, helping them address these
demands with premium products that meet
consumers’ health, fitness and beauty goals,
naturally.

In the run up to the in-person return of one of
the industry’s biggest trade shows, Vitafoods,
we’re taking the opportunity to refamiliarize
formulators with the multitude of benefits
gelatin and collagen solutions can bring to
food, beverages and dietary supplements,
along with the latest innovations attendees can

expect to discover at the show.

Getting to grips with gelatin
Gelatin is the ultimate chameleon ingredient.

A pure protein with a unique gel-like consistency
when hydrated, it can be used for everything from
film forming, foaming and clarifying, to thicken-
ing, water binding and adhesion. This versatility
makes gelatin the ideal solution formanufacturers
looking to craft clean-label, premiumproductswith
no e-numbers and a short ingredient list, that keep
consumers coming back time and time again.
What’smore, choosing gelatin can help producers
appeal to increasingly environmentally conscious
shoppers who are eager to support the circular
economy: the gelatin protein is extracted from
animal bones and skins to responsibly use all parts
of the animal aimed at human consumption.
Offering limitless application potential, along with
an attractive clean-label positioning, Rousselot’s
gelatin solutions help manufacturers take their
products from ‘good’ to ‘great’.

Unlocking the functional power of
liquid-center gummies
With close to two thirds of shoppers world-

wide stating they are interested in trying gummy-
based supplements1, the business case for
nutraceutical manufacturers to expand into the
functional gummy space has never been stronger.
Rousselot’s latest SiMogel™ gelatin solution allows
brands to take this trend to the next level with
liquid-center nutraceutical gummies. Alternatively
known as ‘gummy caps’, these center-filled soft
gummies are manufactured using the proprietary
SiMoGel starch-free production process, in which
the gummy mixture is deposited into hygienic
silicone ormetal trays, or directly into blister packs.
Because there is no need to recycle starch molds
between batches, the risk of API cross-contamina-
tion is drastically reduced, while the lower
processing temperature ensures functional
ingredients remain at their full potency for
completely accurate dosing. The industry-leading
setting time of just 15minutes gives producers the
added advantages of increased production
efficiency, valuable storage space savings and the
ability to adapt their production strategies to keep
pace with fast-changing market trends.

Attendees at this year’s Vitafoods eventwill be
invited to sample a range of innovative SiMoGel
application concepts, including gummy supple-
ments containing zinc and Lipofer™microcapsules
(iron) for immune support, ibuprofen for pain
relief, and acacia honey, propolis extract and
vitamin C to help relieve a sore throat.
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Vitafoods 2021: The collagen
and gelatin innovations you

need to know before the show

Florencia Moreno
Torres,
Global Business
Development
Manager, Health &
Nutrition Rousselot®
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Collagen: The body’s solution for
boosting Inner Strength™
In addition to showcasing its leading gelatin

and collagen portfolio at Vitafoods 2021, Rousselot
will take the opportunity to introduce the market
to its new Inner Strength campaign. The new
initiative aims to spotlight the importance of
collagen as one of the body’s core structural
proteins, responsible for supporting the integrity
and elasticity of the connective tissues, i.e. bones,
skin, tendons, ligaments and cartilage. As collagen
is difficult for the body to digest in its natural form,
the ingredient must be converted into highly
bioavailable, bioactive collagen peptides that can
easily be absorbed by the body, through a care-
fully designed enzymatic hydrolysis process.

At Vitafoods, Rousselot will showcase its
solution to collagen’s bioavailability challenge;
Peptan®, the leading bioactive collagen peptide
ingredient. Backed by multiple scientific studies,
Peptan represents the ultimate in multifunctional
collagen solutions, proven to provide a world of
benefits to consumers, whether they’re looking for
support with skin and hair beauty, better post-
sport nutrition or improved mobility.

Enhancing skin and hair beauty
As an easy-to-digest solution, Peptan type I

collagen peptides are the ideal ingredient for
creating premium beauty products that support
beauty from the inside out. In a number of
scientific studies, Peptan has been demonstrated
to enhance the overall appearance of skin and hair
by helping to decrease periorbital and nasolabial
wrinkles, improve skin hydration and moisturiza-
tion, and increase the mechanical strength of
hair.2,3 Proven results like these empower nutri-
cosmetics manufacturers to attract a wide range
of consumer demographics, including shoppers
searching for anti-aging support or those looking
to shake up their beauty routine with natural,
sustainable solutions. Peptan can be derived from
easily traceable fish, bovine or porcine sources,
giving consumers complete confidence in the
origin of the collagen used in their favorite
products. Widely prized for their unmatched
functional and formulation benefits these peptides
combine the latest scientific researchwith decades
of expertise, tradition and provenance.

At the upcoming Vitafoods event, I will be
leading an exclusive presentation designed to help
producers dive deeper into the potential of
collagen peptides: ‘Collagen peptides, the hero
ingredient for natural beauty from the inside out’.
Attendees can catch these industry-leading
insights at 12:30pm on Wednesday 6 October for
free, at the New Ingredients Theatre.

The next step in sustainable collagen
solutions
Visitors to Rousselot’s stand at Vitafoods can

discover the latest addition to its industry-leading
range, Peptan® Marine. As product launches
featuring collagen fromwild-caught ocean fish are
on the rise with a growing presence4 on the retail
shelves, this line-up of premium collagen peptides
is ideally placed to meet the needs of today’s
conscientious consumers, who increasingly
demand fully sustainable solutions. Rousselot
developed Peptan Marine peptides as the perfect
complement to its existing high-quality farm-raised
fish collagen range, recognizing the need to
balance both wild-caught and aquaculture
sourcing to meet global demand, sustainably. In
line with Rousselot’s commitment to the United
Nations’ 17 Sustainable Development Goals (SDGs),
the new range is derived from 100% wild-caught
white fish, fully certified by theMarine Stewardship
Council (MSC), and is manufactured according to
SDG 12 guidelines for responsible production and

SDG 14 recommendations for the preservation of
life under water. The result is a highly versatile
collagen solution, that furthers sustainability in the
nutricosmetics industry and beyond.

In addition to its strong sustainability creden-
tials, PeptanMarine holds complete IFS and HACCP
production certifications and conforms to EU and
US regulations surrounding the use of hormones,
heavymetals, antibiotics, toxins and preservatives.5

Vitafoods attendees can discover the story
behind the new range’s development through an
immersive Innovation Tour and will be able to
experience a premium Peptan Marine ‘beauty
shot’, containing DSM premixes and ginseng for a
natural beauty boost.

Strengthening sporting performance
As restrictions begin to ease, a significant

portion of consumers are searching for ways to
build back to their pre-pandemic fitness levels.
Months of lockdowns and closure of sports
facilities have severely disrupted work-out
schedules, and in some cases, prevented people
from engaging in any physical activity at all. The
demands strenuouswork-out regimes place on the
human musculoskeletal system are already well-
known, but as shoppers seek a swift return to their
past sporting performance, products which
support recovery will be crucial for helping people
get back in the game, quicker.

In 2019, Rousselot partnered with leading
scientists at Newcastle University to carry out a
clinical study of the impact collagen peptides can
have on sports recovery times.6 Results showed
that the intake of Peptan helps to reduce exercise-
induced muscle soreness and support muscle
repair, contributing to a faster post-exercise
recovery and performance improvement.7 Along
with these science-backed benefits, Peptan
collagen peptides offer a 100% traceable and safe
sports recovery solution, that is fully compliantwith
theWorld Anti-Doping Agency’s (WADA) standards
for prohibited substances.

The real-world benefits of Peptan were
recently demonstrated at the Tokyo 2020
Olympics, where Rousselot partnered with the
Dutch National Sports Centre, Papendal, as their
official supplier of collagen peptides to support
the mobility of athletes striving to boost the
Netherlands’ standing in the medal table. The
collaborationwas especially aimed at improving the
recovery times of athletes engaging in explosive
sports with a high jump load or intensive training,
such as volleyball players, bicycle motocross riders
(BMX’er) and wheelchair basketball players.

A delicious sports recovery drink, featuring
Peptan, will be available for attendees to try
at Vitafoods, allowing industry leaders to
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sample its supportive power in-person.

Helping keep joints moving smoothly
Beyond disrupted work-out schedules, for

some consumers prolonged periods of inactivity
have had a more serious impact on their general
mobility. Maintaining normal bone and joint health
not only allows for greater freedomofmovement,
but can generally improve our quality of life,
particularly as we get older. As evidenced by
robust preclinical research, Peptan effectively
supports both bone and joint health, giving dietary
supplement, food and beverage producers a
proven solution to meet current consumer
concerns. Results of various studies have shown
that Peptan collagen peptides can stimulate the
endogenous production of bone tissue by trigger-
ing osteoblast function (bone formation cells) and
increasing bone size and firmness.8,9 In the case of
joint health, findings from an in vivo study showed
that Peptan can protect cartilage, which covers the
bones of a joint and acts as a cushion and shock
absorber. The results also demonstrated Peptan’s
ability to increase the number of cells that actively
produce proteoglycan (a core component in
cartilage formation), as well as to normalize the
thickness of the synovial membrane (a layer of
connective tissue that lines the cavities of joints)
after just 3 weeks.10

Offering unbeatable functionality
and flexibility
Peptan collagen peptides offer a world of

functional benefits to consumers. But when it
comes to product formulation, versatility and ease
of use are equally important considerations for
manufacturers. With fast cold- and warm-water
solubility, superior heat resistance and a transpar-
ent appearance when dissolved, Peptan is not just
easy to incorporate into any application, but also
helps improve the sensory appeal of the final
product.

The ultimate solution for health, taste
and functionality
Demand for protein-rich products is on the

rise in the global consumer base, with figures from
FMCG Gurus suggesting that 39% of shoppers
would like to increase their protein intake, while
57% consider the macronutrient as important for
maintaining general health and wellness.11 While a
high protein content is key to tap into this trend,
taste is still king if manufacturers want to turn
one-time purchasers into regular customers. To
help producers achieve the right balance between
protein content, texture and sensory appeal,
Rousselot developed the innovative ProTake™
range of hydrolyzed collagen solutions. Available as
ProTake Bar, ProTake Powder and ProTake Foods,

these clean-label ingredients are designed to
address common formulation issues such as poor
solubility, off-flavours and impaired stabilization,
helping brands create high-protein products
that deliver the exceptional taste and texture
experiences consumers expect. The ProTake range
represents the culmination of 30 years of
experience finetuning products to solve the
challenges food producers face day-in-day-out.
Informed by Rousselot’s application expertise,
these products givemanufacturers an easy-to-use
solution for innovative, tasty, and above all healthy
products.

On the Rousselot stand at Vitafoods, visitors
will have the opportunity to sample a high protein
snack bar fortified with ProTake™ hydrolyzed
collagen and learn how Rousselot’s complete
range of collagen solutions can support their
formulation goals, straight from the experts.

Supporting innovation through
collaboration
Despite the significant challenges posed by

the coronavirus crisis, businesses, regulatory
bodies and individuals, connected in newways and
continued to develop innovative products tomeet
the world’s needs. Now with opportunities to
connect in person opening up once again, food
and nutrition manufacturers can harness the
lessons learnt during the pandemic to find the
right ingredients partner for their unique needs.
With a broad portfolio of high-quality ingredient
solutions, backed by independent scientific
research, Rousselot is primed to support brands’
product development journeys from the R&D
phase, right through to formulation, regulatory
approvals and branding.

Be sure to visit the Rousselot’s booth I114 at
Vitafoods 2021, due to take place in Geneva,
Switzerland, 5-7 October. Can’t wait until then?
Visit www.rousselot.com to learn how we can
help you create powerful products that consumers
want.
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o prepare for global expansion, the Norwegian company Calanus®

will rebrand under the new trademark Zooca™. The new name will
encompass both company and its range of products.

“We cannot wait to make the fantastic properties of the zooplankton
Calanus finmarchicus known to the people of the world andwe have therefore
chosen a name that represents the words “zooplankton” and “Calanus”-
Zooca™, says CEO Siv-Katrin Ramskjell.

She continues, “With Zooca™, we create a brand with strong identity. We
want to communicate optimism and hope, and we are eager show why these

products are important to people and animals around the globe. Utilization of
marine resources at the base of the food chain is the way of the future to
supply enough nutrients to the world.”

Recently, the investment company Broodstock Capital invested
É10million Euros in Zooca™andbecame themajor shareholder in the company.
This capital raising enables efficient rollout of the newbrand and ensures aligned
efforts throughout thewhole value chain from sustainable harvesting of Calanus
finmarchicus to products on the shelf.

Calanus® becomes Zooca™
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ver the past few years plant-based
food has become more than just a
trend, no longer something just for
those observing a vegan diet but
accessible to everyone. Research

has found that around half of people in Germany,
the UK and the US have tried plant-based alterna-
tives to meat1, with more people than ever
labelling themselves ‘flexitarian’.

There are a number of reasons behind the
increasing popularity of plant-based food. For
some, animal welfare remains the primary reason,
but environmental concerns are increasingly
becoming a factor, while others simply want a
healthier diet and see eating plant-based food as
the best way to do this. And, of course, there is
the simple fact that people think it tastes good.
The traditional image of bland, tasteless, mushy
vegetables has truly been consigned to the past,
and the market is constantly expanding with new
innovations.

In fact, the plant-based market is becoming
increasingly crowded, with 16% of all food and
drink launches in Europe during 2020 plant-based
products2. This demonstrates that the demand is
there, and manufacturers have an opportunity to
tap into this if they can create something that is
unique and will stand out from the crowd.

Beyond taste
For those looking to break into the vegetarian

and vegan meat substitute market there is plenty
to consider. Consumers are looking for options
that closely resemble the products that they are

familiar with and, as developments continue, this
will only increase.

Taste remains the most important factor in
many consumers’ food and drink choices, so this
should undoubtedly be the foremost concern. But
there is increasing demand for options that
replicate the full sensory experience of their
original alternative, with smell and texture also
central to the perceived quality of the product.
Innovation continues to drive much development
across the market, as consumers continue to look
for options that closely resemble the products
that they are familiar with. Indeed, 65% of UK
consumers think meat substitutes, such as plant-
based mince, should resemble meat products as
closely as possible3. Some of the characteristics
consumers have identified include, ‘Moist’, ‘Juicy’,
and ‘Tender’4;manufacturers should consider how
they can ensure their plant-basedmeat substitutes
have these qualities, while still maintaining the
taste that consumers are craving.

The all-round eating sensationmustmatch the
consumer’s expectations in every sense if it is
something they are going to consider. Many of
those opting for plant-based options are not vegan

and could choose a traditional animal product, so
plant based alternatives are competing against
their original counterparts.

This ‘battle’ has already seen much success,
particularly when it comes to meat alternatives.
There has been a rapid increase in developments to
the point wheremanufacturers have been able to
almost exactly replicate the taste, smell and
texture of meat products using only plant-based
ingredients.

Turning to another category, more than a
quarter of UK bakery professionals identified plant-
based as a key growth opportunity in our European
bakery industry research report, which surveyed
400 senior bakery industry professionals across
Germany, France, Spain and the UK. Bakery
products, by their composition, are well-placed
to be innately vegetarian or even vegan-friendly.
But due to growing consumer interest, brands
featuring dietary choices that are animal
ingredient-free are increasingly stating these claims
clearly on pack.

Ingredients have been developed that can be
added to plant-based alternatives to provide vegan
and flexitarians options that closely match some
of our most loved products, like milk, eggs, or
meat, including our own range of plant-based
protein stabiliser systems, such as HAMULTOP®

Stabiliser Systems.

Health concerns
Health is one of the key reasons many people

are choosing plant-based alternatives, meaning
this is an important consideration formanufactur-
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Creating a point of
difference in

plant-based alternatives

Saquib Ramday, Head of Category
Development, Europe at
Tate & Lyle, looks at some of the
opportunities and challenges in the
plant-based category, and how
manufacturers can stand out
from the crowd in this increasingly
crowded space.
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ers. Nutritional value is one of the key drivers
behind food purchasing decisions – 41% of French
consumers check nutritional content when buying
cheese, while a third of UK consumers check the
nutritional content labelled on food packaging
when shopping5. And this is no different for plant-
based products, with 29% of UK consumers saying
low fat claimswouldmake themmost likely to buy
a meat-free food6.

In many ways plant-based does naturally lend
itself to healthier products, which is giving rise to
more reduced-fat formulas. Further developments
in vegetable-based alternatives provide the same
properties as animal fats without impacting taste
or texture, as well as offering a lower fat content.

However, this is not always the case. Coconut
oil is often used as a substitute for animal-based
fats in products, such as plant-based cheeses and
dairy desserts. While this can allow manufacturers
to closely replicate the texture and taste that
consumers are familiar with, it is actually higher in
saturated fats than someof the fats found in cows’
milk. This presents a challenge for manufacturers,
who must try to balance the health credentials of
their products, without comprising on the taste
and texture.

We have worked in our Global Innovation
Center to create dairy alternative desserts using oils
that are low in saturated fats using our plant-
based, clean-label texturizing solutions, without
using coconut fats. This can be applied across a
host of different desserts with a range of textures,
including toppings and custard-style desserts.

Sugar and fat reduction is becoming a
growing focus in the plant-based space, and
manufacturers must find a way to meet this
growing demand without impacting on the
quality of the final product. At Tate & Lyle we offer
awide range of ingredients to support this, such as
CLARIA® clean-label starch, which can be added to
recipes to maintain mouthfeel when ingredients
are removed, without affecting taste. It can be
simply labelled as ‘corn starch’, appealing to those
looking for ingredients from natural sources.

For those seeking sweetener alternatives
derived from natural sources, we offer a wide
profile of stevia solutions suitable for a range of
applications. Stevia sweeteners are plant-based
sugar alternatives, and have now overtaken
aspartame as Europe’s third most popular sweet-
ener, accounting for more than a quarter of all
sweetener launches in Europe7. As a plant-based
sugar alternative, stevia delivers on the plant-based
trend while making great-tasting, healthier food
and beverages.

Holistic wellness
Health considerations extend far beyond fats

and sugars. With Nutri-score and traffic light food
labelling ratings taking into consideration a host of
different factors, interest in the overall nutritional
value of foods has become evenmore important.
Including what’s taken out, consumers are more
conscious about the functional ingredients that are
used in their product choices. For manufacturers,
using the right mix of ingredients to fortify
products not only caters to consumer demand
for better nutrition, it can also improve their
Nutri-score ratings.

Protein remains a key consideration for
consumers, with a growing focus on the type and
quality of the protein used. Using proteins from a
combination of plant-based sources – such as
combining grains and pulses – can enhance the
nutritional profile of a product and enable them to
have certain nutritional claims, as well as helping

to maintain texture for a satisfying overall
experience.

Fibre is another area of focus for consumers –
we know that almost a third (31%) of European
consumers plan to consumemore fibre in the next
12 months8. There are a number of plant-based
fibres available, such as our PROMITOR® Soluble
Fibre, which can be labelled as ‘soluble corn fibre’*,
helping manufacturers to provide the additional
gut health claims** that can increase appeal to
health-conscious consumers. Our research has
found that almost two fifths (39%) of European
consumerswould be likely or very likely to purchase
a dairy product that contains soluble corn fibre9.

With taste the number one purchase
motivator for most global consumers, we make
sure our plant-based fibres and functional protein
solutions as part of our stabiliser systems have a
clean taste aswell as a neutral colour. They can also
be easily blended into plant-based formulations to
provide key functional benefits while maintaining
the highest quality final product.

Clean-label
There has also been a notable shift towards

products that are considered ‘clean-label’. There
isn’t one accepted definition of clean-label, and
the meaning of the term is evolving in line with
consumers’ increasingly complex expectations.
Roughly one-third of consumers are looking
to avoid food or drink that contains artificial
ingredients10, and a big driver of the clean-label

trend is catering to this growing market.
Aligned to this, we are seeing a notable shift

towards products that are perceived as inherently
‘natural’ and include claims such as ‘no additives
or preservatives’ or ‘organic’. Plant-based
ingredients are ideally placed to help manufactur-
ers tap into this.

But the notion of clean-label is continuing to
evolve further to encompassmuchmore than the
label and the ingredient list, with a focus on the
product as a whole, including sourcing, produc-
tion, ingredients and packaging. In particular, the
environmental impact of the products they choose
is a key focus for plant-based consumers, with
almost half (49%) of consumers globally reducing
or eliminating eatingmeat to lead amore sustain-
able lifestyle11.

By committing tomaking products as sustain-
able as possible, manufacturers can ensure they
are doing their bit for the planet, and appeal to a
more eco-conscious consumer base. It also
increases the scope for manufacturers to achieve
a more premium position in the market, as we
know of 81% of consumers would pay more for
products or services that support environmental
protection12.

Consumers perceive dairy farming as having a
negative impact on the environment13, and plant-
based alternatives are one of the ways the dairy
industry is looking to address these concerns. As a
result, there has been a surge in the number of
people turning to plant-based alternatives such as
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oat, coconut or almond milk, which have all over-
taken soy in terms of popularity14.

This is helping to drive innovations in dairy
alternatives for products such as yoghurts, drinks
and desserts. Across Europe, the number of dairy
alternative products grew by 18% between 2014
and 2018, with almost 1,000 new product
innovations being launched15. Within this, we have
seen a 10% increase in the use of ‘environmentally-
friendly product’ claims on dairy alternative
launches during the past five years16.

However, it is not as straightforward as
equating dairy alternatives to clean-label – indeed,
47% of German consumers associate dairy
spoonable yoghurts with naturalness vs 33% only
for coconut-based yoghurts17. As with other dairy
products, it remains important for manufacturers
to keep their ingredients lists as short as possible,
with ingredients that are familiar to consumers in
their plant-based formulations, to capitalise on
both the growing flexitarian and clean-label trends.

Functionality
Removing animal products from recipes can

cause a number of functional challenges. Despite
a growing range of plant-based replacements for
ingredients like milk and eggs being readily avail-
able, many of these do not function in the same
way during themanufacturing process, which risks
negatively impacting the taste, texture and
mouthfeel of products.

Our HAMULSION® Stabiliser Systems are
customised to meet the specific needs of
ustomers’ food products, helping to improve
product mouthfeel and texture profile, including
clean label options. The versatile range can act
as a thickening or gelling agent, emulsifying
component, or functional proteins across a host
of different formulations in dairy, bakery,
beverage products and in soups, sauces and
dressings.

We recently created a Vegan Vegetable
Hummus Sizzler concept, using our HAMULSION®

Stabiliser System, with delivering a delicious taste,
clean-label credentials and overall nutritional value
firmly in mind. The concept comprises a vibrant
vegetable patty with new innovative tastes
including hummus, spinach, and Italian herbs. Not
only is the recipe designed without animal
products, it’s also free of texturised protein, soya
or wheat, making it suitable for people looking for
‘free-from’ options. It still provides a high quality,
homogenous texture and produces a rich, vibrant
taste.

We’ve also helped with the development of

different convenience products involving several
elements of ingredient replacement, such as a
Vegan ‘Salami’ Pizza. This incorporates a host of
plant-based alternatives, from formulating a vegan
cheese alternative to achieving the much-loved
taste and texture of salami, as well as creating a
dough without using egg. Not only have we been
able to achieve a plant-based option that comes
close to the original product, but the recipe
contains 50% less fat than a standard salami pizza,
appealing to those switching to plant-based alter-
natives for health reasons.

There is a sense that we are only beginning to
scratch the surface of the opportunities in the
plant-based category, withmuchmore innovation
still to come. With demand showing no sign of
stopping, it’s an opportunity that manufacturers
should be looking to sink their teeth into.
* labelling subject to regulatory confirmation in
market

** product claims subject to regulatory confirma-
tion in market

References:
1 https://www.theguardian.com/environment/2021/jan/05/veganuary-record-
number-people-pledge-eat-vegan-food-january

2 Mintel GNPD; launches with one or more of the following claims: Vegan/No Ani-
mal Ingredients; Plant Based

3 Lightspeed/Mintel 2020
4 T&L Global Consumer Ingredient Perception Research, 14 countries, 2020;
5 Lightspeed/Mintel 2020
6 Lightspeed/Mintel 2020
7 Mintel, Global New Products Database (GNPD) Aug 2020
8 Directive 2008/100/EC, Annex II published 29 October 2008, The Code of
Federal Regulations, 21 CFR 101.9(c)(6)(i) Scientific Advisory Committee on
Nutrition, UK 2015 Carbohydrates and Health Dahl & Stewart. J Acad Nutr Diet
2015;115(11):1861-70.Gray, J. ILSI Europe Dietary Fibre ConciseMonograph Se-
ries. 2006. Cho SS and M Dreher (eds.). Handbook of Dietary Fibre.
2001.Clemens, R. et al. J Nutr 2012;142:1390S-401S; Murphy N et al. PLoS
One. 2012;7:e39361. King, D.E. et al. JAND 2012;112(5):642-648

9 Tate & Lyle, ‘European Dairy Buyers – Fibre Awareness and Purchase Impact’,
Base:UK/France/Germany aggregate, purchases Dairy aggregate, Jan/Feb 2020

10 Lightspeed/Mintel, Base: 2,000 internet users aged 16+ in each country
11 FMCG Gurus, January 2021, Global
12 GlobalData 2020 Market Pulse Survey, Asia Pacific and Latin American,

September 2020
13 Mintel Lightspeed - July 2019 – 2000 internet users aged 16+
14Mintel GNPD 2015 – 2019
15 Mintel GNPD 2015 – 2019
16 Mintel GNPD, dairy alternative drinks, yogurt and ice cream
17 Mintel Lightspeed – Nov 2018

www.tateandlyle.com

www.innovationsfood.com | August / September | Innovations in Food Technology 41

Cargill enters
European soluble
fiber market with
$45 million
investment in
Poland

s demand for reduced-sugar products
continues to grow, Cargill is investing
$45 million (EUR 38 million) to add

soluble fibers to its European portfolio of starches,
sweeteners and texturizers.

While the move marks the company’s first
entry into the European soluble fiber market,
Cargill is already a significant player in the sugar-
reduction space, with a full line of sweeteners -
ranging from full- to no-calorie. The new soluble
fibers round out that portfolio, enabling the
company to offer customers complete sugar-
reduction solutions.

“Unlike most of the soluble fibers currently
available, our new offerings were specifically
designed to address the unique challenges facing
food manufacturers as they aim to improve the
nutritional profiles of their products, with fewer
calories and less sugars,” said Manuj Khanna,
business development manager for fibers. “Our
soluble fibers shine in these complex applications,
providing great performance in terms of taste,
appearance, digestive tolerance and mouthfeel –
all critical to consumer satisfaction.”

Based onmicro-reactor technology developed
in partnership with Germany’s Karlsruhe Institute
for Technology, for which Cargill has secured both
an exclusive license and granted patents, the
soluble fibers enable sugar reduction up to 30%,
and support calorie reduction and fiber enrich-
ment in confectionery, sweet bakery, fillings,
cereals, ice creamanddairy, whilst helping tomain-
tain desired appearance, taste and texture.

Cargill’s soluble fibers with botanical origin
such as wheat and corn are especially relevant for
applicationswhere existing solutions fall short, such
as sugar confectionery where digestive tolerance
can be an issue for young consumers, breakfast
cereals where taste and coating performance need
to match existing products, and ice cream where
consumers desire low-calorie products that still
deliver on indulgence.

Product benefits extend to foodmanufactur-
ing, as Cargill’s new soluble fibers can offer
improved stability, easy handling, and scalability,
enabling formulators to gradually increase the
degree of sugar substitution with limited changes
to their recipes.

The patented technology will also enable
Cargill to produce next generation fibers. As with
the initial offerings, these future soluble fibers will
address key market needs targeting sugar and fat
reduction.

“Demand for products with improved
nutritional profiles shows no signs of abating,” said
Willian Oliveira, segment director sweetness
for Cargill’s European starches, sweeteners &
texturizers business. “This critical investment,
combinedwith our existing portfolio of sweetness
solutions and deep formulation and application
expertise, ensures we have all the tools necessary
to support our customers’ product development
journeys.”
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ith consumers increasingly
demanding food and drink
products with transparent,
ethical origins, it’s never been
more important to embrace

sustainable practices at every stage of the supply
chain. Many are actively seeking ways they can
make better choices, with 30% of global
consumers willing to pay a premium price for
sustainably sourced products.1

The COVID-19 pandemic has served to
heighten consumers’ desire for more ethically
sourced food and beverages. 72% of consumers
across 20 countries said that companies behaving
sustainably was more important to them because
of COVID-19.2 Another survey of more than 3,000
people across eight countries found that in
the wake of the pandemic, people are more
concerned about addressing environmental
challenges and are more committed to changing
their own behaviour to advance sustainability.3

So, what can manufacturing and new product
development (NPD) teams do to meet this rising
demand head-on?

Supply chain control
Clearer labelling and a more holistic approach

to health andwellbeingmeans that consumers are
more likely to interrogate the food and beverage
items they see on supermarket shelves when
making a purchase decision. They want to know
exactly what they are consuming, where the

ingredients originate, how they have been
produced and if the brand owners share values
that align with their own. The only way to provide
this information accurately and transparently is
through strict supply chain control. From seed
selection and sustainable agriculture initiatives,
through to low-waste operations and ethical
peoplemanagement, the ‘story’ of your food and
drink has never been so vital.

Ensuring complete traceability across the
supply chain is a key priority for SVZ. As a global
fruit and vegetable ingredient supplier, we keep a
close eye on every stage of the supply chain – from
agriculture through to processing and transporta-
tion – to ensure that our impact on the environ-
ment isminimised asmuch as possible.With a large
number of partner farmers spread across a wide
geographical area, it can be challenging to ensure
that farm standards are being maintained consis-
tently. In Poland, for example, we source crops
froma number of small, family-run holdings across
the country. Due to their small size and often
remote locations, the challenge here lies in
establishing complete visibility over every
growing practice and labour policy used by these
suppliers and identifying the farms in need of
support.

To combat this challenge, we have developed
a digital tool which allows our agronomy teams to
accurately assess standards at new farms during
the registration process. This tool creates a
standardised method for farmers to self-report
conditions and practices on their farms; from the
crop varieties used, to harvesting methods. Using
the data gathered, our agronomy teams are then
able to offer support and recommendations to
farmers, helping themadopt the right practices to
improve the sustainability of their farms, and
produce crops that meet our customers’ require-
ments. Overall, this has allowed us to expand our
supply chain visibility and assess and compare the
results of different agricultural practices, reassuring
our customers that the entire supply chain meets
their expectations.

Creating a sustainable
future, together
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Partner support
As part of our commitment to an ethical

and transparent supply chain, we have also
implemented several steps to help support our
suppliers and make our partner farms more open
and aware of sustainable agricultural practices. For
example, we conduct annual training programmes
for up to 3,000 farmers, advising on best practice,
reintroducing tried and tested farming methods
and encouraging suppliers to adopt responsible
practices that protect the natural world. Our
training programmes emphasise the need for
regular crop rotation to maintain soil quality and
encourage our suppliers to minimise the use of
insecticides that can harmnative bee populations.
By encouraging knowledge-sharing and champi-
oning our partner farmers as vehicles for positive
change, we hope to increase sustainability aware-
ness even further and work towards a more
collaborative future.

Pioneering initiatives
At SVZ, we understand the value of establish-

ing truly environmentally conscious methods of
production and are eager to work together with
our partners and customers to share ideas and
create new opportunities for change.

To protect crop health and consistent soil
quality, this year we have introduced a sustainable
initiative to tackle pests. Biological control is the
use of any products of a natural origin to prevent
or eliminate pests found in crops. These natural
products fight off unwanted pests and diseases,
keeping crops healthy without the need for harsh
chemical pesticides. For example, some of the
main adversaries of strawberries grown in Spain are
fungal diseases like fruit rot, also known as
botrytis, and insects like thrips and aphids. By using
biological instead of chemical origin products, any
potential health issues for consumers are largely
reduced due to theminimised residues left behind.
The environment is also safer as the risk of
contamination in the soil is lower, meaning crops
are more likely to thrive and do so without
containing toxins. Using biological control also has
advantages for growers as the waiting time to
harvest after the last spraying is zero or very short,
while risks towards their own health are low to
non-existent. Plus, as resistance against biological
control agents is rare, the strategy can be adopted
as a long-term, sustainable solution.

Making commitments
At SVZ, we firmly believe that actions speak

louder than words. Sustainability underpins our
entire business, and we’re committed to reducing
our environmental impact with real, actionable
steps. Our most prominent commitment is to
achieve 100% sustainable sourcing by 2030, as set
out by our 2017 covenant. We are measuring our
progress towards this goal via our supplier farms’
adherence to the standards set out by the
Sustainable Agriculture Initiative (SAI). More specif-
ically, we encourage our farmers to undertake the
SAI Farmer Sustainability Assessment (FSA), which
evaluates all areas of a supplier’s operation; from
crop rotation to waste management and recom-
mends areas of improvement.

We see it as our responsibility to explain the
importance of this standard to our farmers and
support them through the process of implement-
ing better, more sustainable methods of growing
and harvesting. Ultimately, increased uptake of SAI
standards not only allows SVZ to reach its sustain-
ability goals, but also helps farmers make their
farmsmore efficient, profitable and resilient to the

challenges of a changing climate. We have already
made significant progress towards our 2030 goal,
with 64% of total sourced ingredients sustainably
sourced in 2020.

We also participate in the EcoVadis measure-
ment programme, which acts as a more tangible
score card for our sustainability efforts, highlight-
ing successful initiatives as well as potential areas
for improvement. Every three years, all our
production locations additionally undergo a SEDEX
Members Ethical Trade Audit (SMETA) which assess
working conditions throughout our facilities; from
health and safety to staff wellbeing and wages.

Consumers matter
There has been a broad range of voices

pushing for sustainability over the years, and it’s
promising to see that, over the past decade or so,
it’s developed into a mainstream initiative. We
believe that the major driving force today is
consumers, who are becoming increasingly aware
of the importance of sustainability and ethically
produced food. As a result, many food and drink
manufacturers are rethinking and expand their
vegetarian offering, aswell as providing options for
those who prefer to adopt a more ‘flexitarian’
approach.

As a fruit and vegetable ingredient supplier,
we are seeing an increased demand for plant-
based alternatives to animal-derived ingredients.
As an alternative source of nutrients such as
protein and iron, NPD teams can use natural
ingredients such as red beets and carrots to create
alternatives to animal-derived substances. Alterna-
tively, we are also seeingmanufacturers seeking to
improve the consistency, sweetness and overall
health benefits of their current vegan ‘meat’ or
‘dairy’ options by incorporating naturally healthy
fruits and vegetable ingredients.

We are committed to helping our customers
meet their sustainability goals and in turn, helping
their own customers do the same. That’s why a key
focus for our product development in 2021 has
been our range of fermented fruit and vegetable
ingredients, from red beet to carrot. Undergoing a
natural fermentation process without the need for
sterilisation or citric acid, they product a long-
lasting mild taste that is less sour and acidic when
compared to traditional fermented ingredients. By
incorporating these functional ingredients into
their products, food and drink manufacturers can
offer natural, nutrient-rich alternatives to animal-
derived products that are better for both people
and planet.

Growing better, together
For SVZ, sustainability has always been at

the core of what we do. Through sustainable

agricultural initiatives, efficient operations and
valuing our people, we ensure that ethical,
environmentally responsible processes are
introduced across the supply chain.

We are committed to efficient supply chain
management and work continually to drive
production efficiencies. With a focus on delivering
the highest yield of good quality fruit and
vegetables to our customers, we work hard to
make sure we give something back. Whether that
is to the land and the soil, our people or our
farmers, we seek out and implement sustainable
initiatives that reduce the impact of our business
on nature and society.

Our actions as individual companies are
extremely important, but it is only through
collaboration and cross-stakeholder engagement
that we can create a commercially resilient,
ethically responsible and ecologically sustainable
food industry. As part of a farming co-operative,
we have always put a real emphasis on forming
mutually beneficial partnerships with our suppliers
and implementing sustainable farming practices
right at the top of our supply chain. We’ve grown
a lot throughout our 150-year history, but our
entire operation is still built on the best agricultural
practices and values because we believe that
sustainability is not a commercial need, but an
essential responsibility.

References:
1 Nielsen Global Health &Wellness Survey, Q3 2014
2 GWI: Green Awakening: making sustainability part of the awakening in 2021
3 BCG survey
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arlier this year, Aker BioMarine, a
leading global biotech innovator
and Antarctic krill-harvesting
company, expanded its krill product
portfolio with the launch of INVITM,

a premium krill-based protein ingredient for use in
food, beverage and nutraceutical
segments targeted towards sports
nutrition and general wellness
consumers. With the ambition to
take the next step toward commer-
cialization of INVI, Aker BioMarine
recently signed an engineering,
procurement and construction (EPC)
contract for delivery of process
equipment with GEA, one of the
world’s largest systems suppliers for
the food, beverage, and pharma-
ceutical sectors. GEA estimates the
pilot plant will be operational in late
2022.

First purpose-built krill
protein facility
As the first purpose-built krill

protein development and produc-
tion facility, the site will enable fast
paced product and process develop-
ment, as well as volume for
commercial launch partners. GEA
will design, supply and install an
integrated systemof equipment and
process installations to produce INVI
from krill. The plant is designed with
high flexibility to facilitate further
product development and innova-
tion.

“With GEA’s experience in
engineering facilities and systems for
industries like ours, we aim for a
highly innovative, technology-based
plant, which will also house a
research and innovation centre,” says
Kees van de Watering, VP Process
Engineering, Protein Human Nutri-
tion (Aker BioMarine).

“We aim to closely collaborate
with Aker BioMarine in the develop-
ment of their krill-based protein plant in order to
create a state-of-the-art plant that optimizes
production, puts innovation first, and makes use
of the digital solutions at our disposal today,” says
Heinz-Jürgen Kroner, SVP Liquid Technologies at
GEA. “It’s an exciting pilot that will set the standard
for future INVI production facilities, and we’re

thrilled to be a part of its development.”
After running a global site search process, Aker

BioMarine selected Ski Næringspark in Norway as
the location of the facility. In selecting this site, Aker
BioMarine will contribute to the further develop-
ment of the competence environment formarine

biotechnology in Norway and leverage R&D
expertise from its headquarters in Fornebu. The
investment was made possible by the support
through Innovation Norway's Extraordinary
Innovation Grant to bring these activities
home after early development in Denmark and the
U.S.

Aker BioMarine looks to revolutionize the
food and beverage category with INVI
This new facility is on trend with the growing

consumer demand for alternative protein sources
and industry investment in the space. Asmore and
more consumers are opting for healthy protein

options for personal, health and
sustainability reasons, INVI helps fill this
gap. With attributes such as, rapid
absorption, excellent solubility, a high
mineral composition and a well-
balanced amino acid profile, INVI is
ideal for incorporation into powder
and ready-to-drink beverages, as well
as broader food and beverage
applications for brands looking to
grow their product portfolio. And
aside from its best in class nutritional
profile and unique functional benefits,
INVI is sustainably harvested from
pure Antarctic waters.

The solution for feeding a
growing population
In order to help meet the future

food demands for the world’s
growing population and to provide
alternatives to land-based food
production, we need to look at the
oceans for innovative solutions and
opportunities. Sustainable operations
have been at the heart of Aker
BioMarine since its inception, the
team at Aker BioMarine believes that
the health of the planet should be as
important as, and naturally linked to,
the health of an individual. That being
said, INVI is a great solution for those
looking to shape the future of the
protein market. In fact, INVI provides
new and exciting opportunities for
brands to launch innovative products.
Having recently been generally
recognized as safe (GRAS) by an
expert panel, Aker BioMarine can
begin sales and marketing activities
for INVI in the U.S. as an effective
source of protein in food and

beverages.

For more information, visit:
www.inviprotein.com

Biotech Innovator, Aker BioMarine,
inks deal with GEA to supply the

process systems for its new
krill-based protein plant in Norway
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lgaEnergy, a leading international com-
pany in the microalgae biotechnology
sector, has signed an investment

agreement with two new partners: Caixa Capital
Risc and CDTI. Caixa Capital Risc is CriteriaCaixa's
venture capitalmanagement company (CaixaBank),
and the CDTI, is a public entity promoting
innovation and technological development among
Spanish companies. The agreement signals the
entry of both companies into the shareholding
structure of AlgaEnergy, asminor shareholders. This
represents a significant capital increase that
AlgaEnergy and itsmanagement teamwill leverage
to strengthen its international footprint, expand its
production facilities in Spain, launch new business
units such as food and cosmetics, and accelerate

its promising product development pipeline of
microalgae-based solutions.

Boosting the microalgae
biotechnology sector
Microalgae are a diverse group of unicellular

photosyntheticmicroorganisms that can thrive in a
wide variety of aquatic habitats, such as oceans,
lakes, and rivers. Their biodiversity and numerous
applications across various sectors grant them a
unique potential to contribute to a more sustain-
able society. Due to their rapid reproduction rate
and the non-competition with other raw materials
for fertile lands, they represent an important
biological resource.

Caixa Capital Risc and the State of
Spain become shareholders of
AlgaEnergy to accelerate the growth
of the microalgae biotech sector

he Barry Callebaut Group, the world’s
leading manufacturer of high-quality
chocolate and cocoa products, has

announced the opening of its third factory in
Russia, in the special economic zone of Kaliningrad
region, at the Baltic Sea. The factory was acquired
in September 2020.. The current setup of the
factory will allow Barry Callebaut to produce liquid
and solid compound and fillings. Initially the factory
will employ about 40 people, thus creating new
skilled jobs, mainly in production, engineering and
warehousing.

Rogier van Sligter, Co-President EMEA, said:
“The opening of our third factory further strength-

ens our presence in Russia and underlines our
commitment to the world's third-largest chocolate
confectionery market.”

Apart from the factory in Kaliningrad, Barry
Callebaut’s footprint in Russia includes two
factories, one in Chekhov, Moscow region, and
another in Kasimov, Ryazan region.

Bart De Geyndt, General Director Barry
Callebaut Russia & CIS: “The three factories,
together with the CHOCOLATE ACADEMY™ Center
located in Moscow, enable us to serve our
customers better, offer a full product portfolio and
satisfy the growing demand in Russia and CIS
countries for chocolate innovations”.

Barry Callebaut opens new
factory in Kaliningrad, Russia

iosyntia, a Danish biotech company
considered a world leader within
the development of fermentation

processes for select small molecules, has entered
into a multi-year collaboration with Givaudan,
global leader in flavours, taste, functional and
nutritional solutions.

The growth in demand for natural products
coincides with an urgent need for companies to
utilize ingredients that are sustainable for the long
term. Biosyntia’s fermentation processes and
experience assure a consistent and dependable
supply of ingredients that have a reduced
environmental impact.

Martin Plambech, CEO of Biosyntia, is excited
about the partnership, as it demonstrates
Givaudan’s strong belief in Biosyntia’s technology
and the team behind it: “We are extremely proud
that market leading Givaudan chose us and our
technology to bring novel products to life. This
collaboration will enable Givaudan to launch a
flavour ingredient that is both natural and sustain-
able, helping to make their product stand out in a
very competitive field,” Martin Plambech says.

The collaboration and ingredient development
is well alignedwith Givaudan’s purpose of creating
for happier, healthier liveswith love for nature, and
its focus on innovative, sustainable solutions. Fabio
Campanile, Givaudan’s Global Head of Science &
Technology, Taste & Wellbeing said “Biosyntia’s
unique technology platform enables the develop-
ment of natural materials that are differentiated,
consistent, and sustainable. This collaboration
demonstrates our commitment to creating the
future of food in a sustainablewaywith innovation
partners who have a similar vision. We’re excited
to see this relationship come to life.”

Unique technology and know-how
deciding factors in agreement
Last year, Biosyntia announced that they were

able to produce biotin through fermentation as an
alternative to today’s highly polluting chemical-
based process. Biosyntia thereby initiated the
commercialization of their first ingredient for use
within cosmetic applications, dietary supplements,
food and beverage fortification as well as animal
feed.

“Forme and the rest of the team at Biosyntia,
this collaboration is truly a proof of our world-class
results stemming from our unique technology
platform and un-matchable know-how. At the
same time, the agreement with Givaudan under-
scores the fact that Biosyntia is a world-leading
companywithin the development of fermentation
processes of select ingredients” Martin Plambech
reveals.

Biosyntia and
Givaudan enter
long-term
collaboration
for sustainable
ingredient
development

zelis, a leading global innovation service
provider in the specialty chemical and
food ingredients industry, has an-

nounced it has completed the acquisition of
Quimdis. Quimdis is a leading French distributor of
ingredients for nutraceuticals, flavours & fragrances,
animal nutrition, personal care, pharma and food.

Quimdis was founded in 1988 by Jean-François
Quarré, Michel Manalt and Claire Couratier, originally
focusing on essential oils and active ingredients. It
now specializes in ingredients distribution and for-
mulation development, with solid positions in the
French market and with sales into more than 45
countries. Quimdis is headquartered in Paris and has
sales close to€100m. Quimdis’ 78 employees serve
over 1,000 customers and c.400 suppliers.

This acquisition strengthens Azelis’ offering to
fast-growing and attractive markets, whilst also
enhancing the position of Azelis France in the life
sciences sector. Azelis is now well positioned to
develop, structure and implement a global strategy
for flavour & fragrance market with the aim of
becoming a market leader.

As Mr. Benoit Fritz, Managing Director of Azelis
France said in August: “Azelis will leverage Quimdis’
expertise to complement our lateral value chain
with reliable, natural and value-added products like
essential oils and active ingredients. We will further
benefit from their strong presence across EMEA,
expertise and product portfolio in attractive target
market segments and geographies.”

Azelis completes the
acquisition of Quimdis
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or more than a year now, we have
been faced to an uncountable
number of articles regarding the
dramatic increase in stress levels
around theworld. Various solutions

are thus put forward to try to alleviate this
growing problem. But wouldn’t it be time to give
consumers a voice? To understand how its
premium ingredient could help improving the daily
life of the populations in those troubled times,
Activ’Inside decided to realize a life-sized study
under medical supervision. Between March and
April 2021, no less than 102 consumers with
chronic or temporary stress volunteered to blindly
test the benefits of a one-month supplementation
with Safr’Inside™, the only encapsulated saffron
extract that offers the highest concentration
safranal, a saffron key metabolite known to
improve mood. Indeed, after 2 proprietary
at the beginning of the year validated the clinical
effectiveness and demonstrated the mechanism
of Safr’Inside™ through the action of its safranal
content, it was now time to collect the opinions of
themain people involved: consumers themselves.
The purpose was twofold:
1 to support Activ’Inside’s will to deliver effective
ingredients to its clients so they can answer
consumers’ needs with their dietary supple-
ments, and

2 to get consumers’ feedbacks on our ingredients
for continuous improvement.
For objectivity purposes, Activ'Inside has

entirely entrusted the project to Expansion
Consulteam, a reference agency in the field of
open studies.

In addition, because science is the essence of
Activ’Inside, this open study was realized under
the supervision of a general practitioner with
nutritionist and phytotherapist-aromatherapist
degrees. Shemet the 102 participants both before
and after the 30 days blind supplementation with
2x15mg of Safr’Inside™. She evaluated their daily
stress intensity and theway theymanaged it using
the well-recognized Perceived Stress Scale (PSS)
questionnaire. In between, consumers gave their
own feedback via 3 questionnaires administered at
day 0, day 7 and day 30.

The tested population involved 52women and
50 men with an average age of 41. Mental
overload, pressure atwork, family difficulties…: the
reasons for their stress could be numerous but
they all felt that it was far too omnipresent in their
daily lives. “It was really timely because I was at that
time in a peak of unmanageable stress.” Pascal, 45
years-old, explained to us.

An effectiveness validated by
the consumers
After only 7 days of daily supplementation

with Safr’Inside™, first significant differences were
reported both on daily stress andmoral (Figure 1).
Stress and moral respectively decreased and
increased between days 0 and 7 and significantly
continued to do so between days 7 and 30: the
benefits of Safr’Inside™ on stress and moral were
maintained throughout themonth of supplemen-
tation and were even stronger and stronger.

The doctor did perceive those improvements
among the 102 participants: "On the second
interview, I immediately felt a difference. [...] they
(editor's note: the consumers) weremuch calmer;
you could feel them more appeased." Indeed,
according to the validated questionnaire PSS and
to the scoring guidelines, the average consumer
score shifted from a "moderate" to a "low" stress
level, with a 39% reduction in stress levels between
the beginning and the end of the study. To be
more specific, the anxiety and stress feelings were
reduced by 60%, and irritability by 46%.

In addition, as stress and moral are corner-
stones of health, consumers reported a significant
improvement in their general health condition
(p< <0.0001).

A quick solution: effects felt in less
than 5 days
When it comes to stress, it is important to

remember that consumers are generally looking
for a solution effective quickly. After effectiveness,
speed of action is the second most important
reason for product loyalty1. For 84%of participants,
the first effects were quickly felt, with an average
delay of about 4.7 days. Consumers sometimes
even confided the health practitioner about the
speed of effectiveness: "some mentioned two
days, others did not say when, but we felt that it
was quite fast. They didn't have to wait 30 days to
feel an improvement.". And indeed, this speed
pleased the participants, especially since half of
themhad already tested other stress solutions but
without being convinced by their effects. To
better understand the collected consumers feed-
backs regarding their one-month supplementation
with Safr’Inside™, Activ’Inside interviewed three of
them, with different backgrounds but who used
food supplements to relieve their stress in the past:

What do consumers say?
Pascal:” As soon as I took it [Safr'Inside™] I was

impressed by the very fast results. […] I saw the
difference right away; besides I was in a stressful
period at my job. After two days, I felt more
zen, without being sleepy so it was really 100%
beneficial!”

Anne: “In 48 hours I felt a real benefit, I was
sad when the cure ended! […] For someone who,
like me, has just a lot of work and has to attend a
lot ofmeetings, you feelmuch calmer very quickly,

you feel better. I can only attribute this to this food
supplement (editor’s note: Safr’Inside™). Nothing
else in my life could have explained this!”.

Sandrine: "Before the treatment I was
stressed, anxious, tired and irritated. Throughout
the course of the supplementation, I saw a really
effective evolution. After one week I was already
less stressed, less tired, more joyful and more
positive.”

Activ’Inside: “Compared to the products you
have already tried to manage stress, what would
you say about the effectiveness of Safr'Inside™?”

Sandrine: "When I take a supplement, I would
like it to act immediately! It is not the case, it is long
cures each time. What I expect from a new
product is direct effectiveness. […] Compared to
the products I usually use, it [Safr’Inside™]was very
effective.”

Pascal: "I wanted something that was
effective, and I never found it. […] I did it [the
open study under medical supervision] without
really believing it. It's true that I had already taken
a few things before, but what surprised me the
most was that from the very first days I felt a
radical difference.”

Anne:” That's what I liked about the capsules:
you really feel a difference, it's really noticeable. In
two days, you feel a clear improvement! It is not
the same thing with this supplement, and what
usually is present on the market!”

Correlation between consumers’ point of
view and science observations

Thanks to its effectiveness, Safr’Inside™
convinced the consumers’: at the end of the
month, more than 8 out of 10 participants
declared themselves satisfied with Safr’Inside™,
and the same amount of people would recom-
mend it to someone close to them (83%). In
addition, 78% of participants declared that they
would buy Safr’Inside™, and even tried to get
information from health practitioner supervising
the study to find out where to get it: “A good
dozen of them asked me if I could tell them the
name of this saffron extract that they had blind
tested, andwhen it would be available or how they
could get it so that they could use it again or even
continue using it. Andmany of them toldme that
they had already used other plants in the past but
that they had not had the same rapid effect as
with Safr'Inside™ and that is why they were
interested in taking it again.”

Those results corroborate the ones from the
clinical study published earlier this year (Jackson et
al. 2021). Using a double-blind, randomized,
parallel groups design involving 56 healthy individ-
uals with non-pathological feelings of stress and/or
anxiety and altered mood, Activ’Inside demon-
strated the effectiveness of Safr’Inside™ to help
manage a stressful situation and to restore their
altered mood. Thanks to an innovative study
conception, new piece of information about
Safr’Inside™ mechanism of action were high-
lighted. Regarding stress management, the intake
of 30mg of Safr’Inside™ led to themaintain of the
Heart Rate Variability (HRV) indexwhile it decreased
in the placebo group. This indicator can be inter-
preted as the capacity of the organism to adapt to
its environment: a reduced HRV indicates a more
unresponsive system, with greater difficulty in
coping with external stresses. The heart rate, and
therefore the HRV, is controlled by the Autonomic
Nervous System (ANS) which is organized into 2
branches: the sympathetic nervous system and
the parasympathetic nervous system. If the first is
intended to put the body on alert to face a stress,
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Figure 1: Consumers’ daily stress and moral evolution throughout the open study under medical supervision testing a 1-month supplemen-
tation with Safr’Inside™. Levels are evaluated on Days 0, 7 and 30 using a 10-points scale. ***: p<0,0001; **: p=0,0003; *: p=0,0006.
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the second allows the body to rest. The HRV
reflects the balance between these 2 systems.
Because Safr’Inside™ did not influence some
functions regulated by the sympathetic system,
such as sweating, it can be concluded that relaxing
effect experienced with Safr’Inside™ comes from
the activation of the parasympathetic system
rather than the inhibition of the sympathetic one.
As explained by the health practitioner who
supervised the open study, maintaining the
balance between sympathetic and parasympa-
thetic system by activating the latter is a key
mechanism in stress management: “In the
peripheral nervous system, the sympathetic/
parasympathetic systems are involved inmaintain-
ing the physiological balance of the organism. In
case of stress, the sympathetic systemwill be over-
solicited and will push the organism to fight, while
the parasympathetic system will fail. In order to
fight stress and mental overload, we need to find
a balance between these two systems”. This
demonstrated mechanism of action on the
peripheric nervous system could thus explain why
the participants supplemented with Safr’Inside™
did perceived a significant decrease in their daily
stress.

But Jackson et al. 2021, brought also new
pieces of evidences on a significant correlation
between the assimilation of Safr'Inside™ by the
body and the mood improvement (validated
POMS-2 questionnaire). Indeed, when stress per-
sists the body's adaptation resources becomeover-
solicited and will run out. This will manifest itself in
negative emotions such as anxiety, anguish, and
mood alteration. Serotonin and dopamine, which
are themediators of good emotional balance, tend
to be depleted especially during chronic stress. For
a long time, saffronmechanismof action has been
based on the strong hypothesis that its safranal
and crocins content respectively inhibited
serotonin and dopamine reuptake. This idea was
especially supported by several clinical studies
showing that saffron could be as effective as
Selective Serotonin Reuptake Inhibitors class of
antidepressants. To further understand saffron’s
mechanisms of action, and in particular
Safr'Inside™’s, which has the highest concentra-
tion of this safranal on the market, Activ'Inside™
has worked with various academic partners.
According to the first preclinical results using the
validated Forced Swim Test (FST) published in
Monchaux de Oliveira et al., 2021, a supplementa-

tion with Safr’Inside™ led to the following
behavior improvements: decreased immobility
time, increased swimming time and identical
climbing time. This pattern is the one specific to a
supplementation with Selective Serotonin
Reuptake Inhibitor or even pure safranal (Figure 2).
Both these results suggest that the benefits of
Safr’Inside™ should be attributed to its high
concentration in safranal, and that it is acting on
serotonin transmission. To confirm this hypothesis,
indicators related to serotonin transmission were
analyzed. It appeared that Safr’Inside™ did
influence serotonergic system by reducing by up
to 50% the production of the transporters
dedicated to the reuptake of serotonin, thanks to
its safranal content.

But how could this saffron extract be that
effective? In reality, the key success of Safr’Inside™
is the perfect combination of a thousand-year-old
know-how and a state-of-the-art technique.

Sustainable sourcing valorized by a
state-of-the-art technology
Tomanufacture the best extract, it is required

to select the best raw material. This is why
Activ’Inside decided to source its saffron in Iran
where a unique expertise in its cultivation has been
passed on from generation to generation for

thousands of years. Today, its quality is even
recognized with an appellation of origin. Over
there, the persistence of arid and semi-arid climate
resulted in water scarcity and brought challenges
regarding food security improvement and
livelihood of local residents. Optimized used of the
seldom water springs for the cultivation of a high
added value product such as saffron created
unique odds for farmers and residents to improve
their living conditions, and create considerable jobs
opportunities. In this region, rainfall usually does
not exceed 250mm per year: there was thus a
need rainwater harvest. 3,000 years ago, Iranian
civilization created a unique and innovative system
to transfer the water from the highlands to the
crops in the plain: the Qanats. Still running and
used by local communities, qanats aremaintained
by traditional systems. In 2014, the need to
preserve this cultural heritage led it to be classified
by the FAO as a Globally Important Agricultural
Heritage System (GIAHS) while in 2016, 11 qanats
got classified World Heritage Site by UNESCO.
Indeed, still running and maintained by traditional
systems, qanats bring water resources in a
semi-arid region tomaintain a local agriculture and
contributes to the enrichment of the landscape
biodiversity. The structure of a qanat is simple. It
consists of a horizontal tunnel running through an

48 Innovations in Food Technology | August / September | www.innovationsfood.com

Figure 2: Comparison of the pattern of the evolution in mice behaviors during the Forced Swim Test following administration of Safr’Inside™ at 6,25 mg/kg (i.e. 30mg human equivalent dose), with the recognized
ones following a supplementation with SSRI, pure safranal, non-selective antidepressant or pure crocins.

Figure 3: Simplified representation of a qanat construction,Adapted from 2018 GIAHS report
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incline in which water flows by gravity after being
collected in the mother well (Figure 3). Qanats
allow the collection ofwater towards several crops,
including the ones of Crocus sativus used to
produce Safr’Inside™.

When the Crocus sativus blooms once a year,
farmers pick flowers in the early morning. The
female reproductive organs, the stigmas, are
manually cut off and dried. Because the role of the
stigma is to attract the insects, it is highly visible
and fragrant, respectively thanks to its crocin and
safranal. The most concentrated part is the very
top of the stigma, named “Sargol” in Persian
language. This is why Sargol is considered the top
quality and is used to produce Safr’Inside™. The
purity and grade of both rawmaterial and extract
are certified by 10 complementary adulteration
tests conducted by independent laboratories to
ensure the product's nobility.

Once the best raw material is selected, the
extraction processmust be adapted to the fragility
of the saffron. Indeed, the top priority is to
preserve the safranal: this volatile compound
evaporates during the extraction process.
Activ’Inside developed a specific patented
extractionmethod to trap saffron compounds into
the final extract and obtain the highest concen-
tration in safranal. This is what we call “encapsula-
tion”. In addition, this soft process named
“Tech’care™” preserves the raw material:
Safr’Inside™ is the only saffron extract where up
to 95% of saffron compounds identified by
scientists are recovered.

From the sustainable sourcing of the raw
material to the use of the best state-of-the-art
technology, every step of the development
process of Safr’Inside™ has been carefully
optimized. This approach allowed to obtain the
highest concentration of the saffron benefits, and
to have a real positive impact on the daily life of
102 consumers, as witnessed by the health
practitioner supervising them.

References:
1 Stress and Sleep OTC/Dietary supplements study by Expansion Consulteam,2020

www.activinside.com
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rominent life science developer, ProBiotix
Health, has entered into an exclusive deal
with Inscobee for the distribution of

CholBiome® in the Asia Pacific region.
ProBiotix is a leading developer of scientifically

backed probiotic products that improve cardiovas-
cular health utilising themicrobiome-liver axis, while
Inscobee, a public company on the Korean stock
market (KOSPI) with a group turnover valued at
$52.2m, is focused on expanding the bio-tech,
nutraceutical and health supplement area of their
business.

Over the past decade, there has been an
increase in chronic diseases in Korea, with a notable
rise in cardiovascular diseases (CVDs). CVDs have
becomeone of the leading causes ofmorbidity and
mortality in Korea and in fact are the second most
common cause of mortality in the country.1

Inscobee sells and promotes nutraceuticals
through hospitals and a consumer distribution base
through Korean off-line channels such as Holland &
Barrett stores, hypermarkets, home-shopping, and
e-commerce channels including on-linemalls, open
markets, influencer markets and live commerce
markets.

Seung-Hyeon Nam, Director of Inscobee says

the company was very pleased to introduce
CholBiome® products to the Korean healthcare
market. “We believe CholBiome has great potential
to fill the void of safe and beneficial cardiovascular
health needs in the nation. We expect that it will
play a big role as a flagship product of Inscobee’s
healthcare business and look forward to a long and
successful partnership with ProBiotix Health."

Mikkel Hvid-Hansen, Commercial Director of
ProBiotix Health, said the agreement is another
milestone in a series of deals in the Asia market,
which help build LPLDL® and CholBiome's reputa-
tion and brand awareness in the region. "Inscobee
is the ideal partner in the fast moving, highly
dynamic and competitive South Korean health food
markets and gives us the ability to offer consumers
innovative and effective natural solutions which
stand out in the market.

“By entering deals for CholBiome® and LPLDL®

in India, China, Malaysia, Singapore, Indonesia,
Philippines, Taiwan, Australia, and New Zealand,
ProBiotix is growing sales and developing a brand
presence in these strategically important Asian
growth markets," he concluded.

Reference:
1 https://www.ahajournals.org/doi/10.1161/CIRCRESAHA.119.310859

ProBiotix enters exclusive
South Korean distribution
deal for CholBiome®

ounderstand the potential of futuremeat
alternatives, Nestlé is closely monitoring
scientific trends and exploring emerging

technologies. The company is evaluating innovative
technologies to produce culturedmeat or cultured-
meat ingredients with several external partners and
start-ups. Such novel technologies can lead tomore
environmentally friendly products.

For example, scientists at Nestlé Research in
Lausanne are working with Future Meat Technolo-
gies, a leading cultured-meat start-up, to explore
the potential of cultured-meat components that
do not compromise on taste or sustainability.
Future Meat Technologies' novel and cost-efficient
proprietary technology can produce non-GMO
cultured-meat components from animal cells,
therefore reducing the need for land and resources
to raise animals.

Reinhard Behringer, Head of the Nestlé
Institute of Material Sciences at Nestlé Research
says: "For many years we have been investing in
our protein expertise and the development of
proprietary technologies for plant-based meat
alternatives, allowing us to continuously expand our
wide range of tasty and nutritious products with a
lower environmental impact. To complement these
efforts, we’re also exploring technologies that could
lead to animal-friendly alternatives that are
nutritious, sustainable, and close to meat in terms

of taste, flavor, and texture. We are excited to
understand their potential."

People are increasingly reducing or eliminating
animal products from their diet for many reasons
including animal welfare, health andwellness aswell
as environmental concerns. This has led to the rapid
growth of plant-basedmeat and dairy alternatives.
Providing people with delicious, nutritious, and
sustainable plant-based products is a priority for
Nestlé. Today, the company offers a wide range of
meat and dairy alternatives that are suitable for
flexitarians, vegans, vegetarians, as well as people
with special dietary needs.

By exploring breakthrough technologies, Nestlé
is showing a strong innovation drive and openness
towards novel concepts. This will help the company
to continuously transform its portfolio with
products that are good for people and the planet.

Nestlé explores emerging
technologies for cultured meat
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akery cream has to fulfill many
requirements such as high bake
stability, good freeze thaw stability
while at the same time it should be
creamy and tasty. Very common to

use for obtaining the right texture and quality is a
combination of modified potato starch and
alginate where the alginate is required for bake
stability. Unfortunately, the texture of bakery
cream is negatively influenced by alginate,
especially after freezing and thawing. This can lead

to an unpleasant gelled, unsmooth texture and
water separation (syneresis).

Emwaxy® JEL 300 is a potato starch that is
highly bake stable by nature. This gives the
opportunity to reduce alginate in bakery cream of
at least 25%. This leads to a high quality bakery
creamwith an excellent creamy texture, even after
freezing and thawing.

Emwaxy® JEL 300 has unique characteristics
because it is based on 100% amylopectin starch
instead of a combination of amylose and

amylopectin. This leads to improved characteristics
such as high viscosity andwater binding, improved
taste and creaminess and offers advantages in
many food applications.

Emwaxy® JEL 300 alsoworks perfectly in plant-
based recipes such as pea or oat protein based
bakery fillings.

For more information contact emwaxy@em-
sland-group.de

www.emsland-group.com

Premium instant bakery
cream with Emwaxy®
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Sustainable coffee grown in Finland – the land
that drinks the most coffee per capita produces
its first tasty cup with cellular agriculture

TT has successfully produced coffee cells
in a bioreactor through cellular agricul-
ture. The innovation can help tomake the

production of coffee more sustainable. The first
batches produced by VTT in a laboratory in Finland
smell and taste like conventional coffee.

With increasing demand and numerous
sustainability challenges concerning traditional
coffee agriculture, there is a pressing need for
alternative ways of producing coffee. Due to the
high demand of coffee, more acreage is required
to produce enough coffee beans, leading to
deforestation – particularly in sensitive rainforest
areas.

VTT is developing coffee production through
plant cells in its laboratory in Finland. In the process,
cell cultures floating in bioreactors filled with
nutrient medium are used to produce various
animal- and plant-based products.

“At VTT, this project has been part of our
overall endeavor to develop the biotechnological
production of daily and familiar commodities that
are conventionally produced by agriculture. For this,
we usemany different hosts, such asmicrobes, but
also plant cells,” says Research Team Leader, Dr Heiko
Rischer from VTT.

The work was started by initiating coffee cell

cultures, establishing respective cell lines in the
laboratory and transferring them to bioreactors to
begin producing biomass. After analyses of the
biomass, a roasting process was developed, and the
new coffee was finally evaluated by VTT’s trained
sensory panel.

The whole procedure required input from
several disciplines and experts in the fields of plant
biotechnology, chemistry, and food science.

“In terms of smell and taste, our trained
sensory panel and analytical examination found the
profile of the brew to bear similarity to ordinary
coffee. However, coffee making is an art and
involves iterative optimization under the supervision
of specialists with dedicated equipment. Our work
marks the basis for such work,” says Rischer.

Currently all coffee material produced in
laboratory conditions represents experimental food
andwould require regulatory approval by the FDA to
be marketed and sold to consumers in the United
States. In Europe, the lab-grown coffee should first
be approved as Novel Food before beingmarketed.

Technically the production process is based on
existing and established technology such as
bioreactor operation. In fact, the idea that coffee
cells could be used to make coffee was already
presented in the 1970s by P.M. Townsley.

“The experience of drinking the very first cup
was exciting. I estimate we are only four years away
from ramping up production and having regulatory
approval in place. Growing plant cells requires
specific expertise when it is time to scale and
optimize the process. Downstream processing and
product formulation together with regulatory
approval and market introduction are additional
steps on the way to a commercial product. That
said, we have now proved that lab-grown coffee
can be a reality” says Rischer.

The project links to VTT’s strategic research
targets to solve the world's biggest challenges.
Cellular agriculture is one of the routes towards
more sustainable food production.

“The true impact of this scientific work will
happen through companies who are willing to
re-think food ingredient production and start
driving commercial applications. VTT collaborates
and supports large enterprises and small companies
in adopting opportunities in their product develop-
ment. Ultimately, all efforts should result in more
sustainable and healthy food for the benefit of the
consumer and the planet,” concludes Rischer.

Ref: P.M. Townsley (1974), Production Coffee
fromPlant Cell Suspension Cultures. Can. Inst. Food
Sci. Technol. J. 7: 79-81.
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ear of getting sick, social distancing
and intense work schedules: the
consequences of the pandemic
have put many people under a
huge amount of psychological

strain. According to a Forsa survey commissioned
by a leading German health insurance company,
one in two people said they felt stressed by the
COVID-19 crisis.1 The exceptional situation is also
reflected in everyday working life. In the survey,
38% of respondents said they were experiencing
more pressure at work than before the pandemic.
Suffering from extreme workloads leading to
exhaustion, nurses and other healthcare profes-
sionals in particular were severely affected.

Dietary support during the pandemic
Research suggests that regular intake of the

micronutrient ubiquinol helps to reduce physical
and mental symptoms related to work overload,
indicating its usefulness for stress management.2

Aware of these benefits, Kaneka Nutrients Europe
recently partnered with the French healthcare
market research company Expansion Consulteam
to conduct a study among healthcare personnel.
This involved 85 nurses who have been struggling
with an exceptional workload as a result of the
crisis, and who were given a daily dose of 100mg
Kaneka Ubiquinol™ for 60 days. Half of the
participants worked in hospitals, the other half in
private practice and the average age was 44. The
study took place from January to March 2021
during an extremely difficult period of the
pandemic in France, and the participants had not
been vaccinated at the time. Therefore, it’s not
surprising that before the start of the trial, the
majority of the nurses said they were suffering
from stress, tiredness and mental exhaustion. The
urgency of the situationmade it essential to obtain
tangible results as quickly as possible in order to be
able to help those essential workers in the midst

of the pandemic. As regular ubiquinol intake was a
necessary precaution for the study design, the
participants were closely monitored in order to
ensure that they took one capsule per day
throughout the whole study period.

Fuel for the body
Naturally present in the body, ubiquinol – the

active form of coenzyme Q10 – is a powerful
antioxidant and essential micronutrient that helps
cells produce energy. As it’s a true fuel for the
body, a lack of ubiquinol results in a significant
decrease in energy, causing fatigue and a lack of
stamina. At the end of the study, the respondents
reported a variety of ubiquinol effects, such as

vitality and improved immunity, although reduced
stress was most frequently noted, followed by
decreased physical fatigue, both of which were
evident after 24 days on average.

After taking 100mg Kaneka Ubiquinol™ daily
for 60 days, 62% of the participants indeed said
they felt less stressed. Furthermore, 55% reported
decreased physical fatigue, and 56% less mental
fatigue. In addition, more than seven out of ten
respondents reported improvements in their
overall wellbeing. Thesewere deemedquick results
by almost half of participants. Additionally, 56% of
the nurses thought that their immune systemwas
strengthened as a result of the supplementation.
Finally, three-quarters of the participants said they
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would bewilling to buy ubiquinol and recommend
it to an acquaintance.

Results reinforce previous studies
Research through clinical studies had already

demonstrated a positive outcome on stress,
fatigue and other elements brought up in the
above-mentioned study. Nevertheless, the
researchers were greatly surprised by the propor-
tion of such positive results reiterating previous
clinical study findings. The rapidity of the effects
was striking, withmost of thembeing felt after 23
to 24 days. Kaneka is now sharing those findings
with relevant healthcare professionals and
evaluating potential partnerships.

Filip Van hulle, General Manager at Kaneka
Nutrients Europe, says: “We are delighted to see
such positive study results, despite working
conditions impacted by a galloping health crisis in
France at the beginning of 2021. The nurses’
feedback shows that ubiquinol is a valuable
weapon in the fight against daily stress and fatigue.
COVID-19 not only causes physical health concerns
but also has a significant impact on public mental
health – from stress and anxiety to depression.
Many consumers are currently looking to improve
their overall health and ubiquinol couldwell be the
solution: it supports several areas simultaneously,
such as heart health, immunity and mental
wellbeing, and contributes to improved energy
and endurance.”

Many studies demonstrate the benefits of
ubiquinol on cardiovascular health in particular, but
a broad range of trials have also shown promising
results relating to physical and mental wellness, as
well as immunity.

For example, a study published in 20193

indicates that ubiquinol improves the stresses and
strains of daily life, and the quality of sleep in
healthy subjects with a high sensitivity to stress. In
addition, a double-blind, placebo-controlled study
published in the renowned Nutrients journal in
20204 demonstrates improved quality of life in
peoplewithmild fatigue after supplementingwith
100mg ubiquinol daily for twelve weeks. Fatigue,
oxidative stress and sleepiness after the working
day were reduced post-supplementation,
promoting motivation at work while providing a
relaxing effect. In another double-blind, placebo-
controlled study5, the beneficial effects of
ubiquinol supplementation in people with chronic
fatigue syndrome were demonstrated: fatigue,
oxidative stress and depression symptoms
decreased, while sleep duration increased after
taking 150 mg ubiquinol daily for three months.

Protecting the body’s defence
Also, in terms of immune health, Kaneka

Ubiquinol™ proved beneficial. The tissues and cells
involved in immune function have significant
energy needs and therefore require a substantial
supply of ubiquinol. As amatter of fact, researchers
found that people affected by influenza had far
less ubiquinol in their body than healthy people.6

This was confirmed across three influenza seasons.
We can thus assume that the body needs
ubiquinol to protect itself against external threats.
It is also known that influenza virus-induced
dysregulation of the inflammatory response,
commonly known as ‘cytokine storm’, can signifi-
cantly contribute tomorbidity andmortality. In this
case, ubiquinol is able to attenuate markers of
inflammation and down-regulate pro-inflamma-
tory signalling. Plus, the stronger the immune
system, the better the vaccination will work.

Capturing market demand
The body's ability to produce ubiquinol

decreases from the age of about 25: as we age,
levels of the micronutrient in the blood begin to
diminish. No substance can replace ubiquinol and,
as a result, the ageing process is accelerated, and
the immune system impacted. Therefore, it must
be sourced externally in order to boost the
endogenous ubiquinol levels. Our daily diet does
not provide sufficient quantities for optimal
benefits, and so targeted nutritional supplemen-
tation is needed. Nutrients such as Kaneka
Ubiquinol™ that are backed by scientific research
will appeal to health-conscious shoppers looking
for additional benefits in terms of stress manage-
ment, immunity or overall wellbeing. In addition,
consumers are looking for products that combine
a number of benefits in one package. The
versatility of ubiquinol means it can be combined
with numerous other ingredients, such as vitamins,
minerals or natural extracts. Plus, it is a safe,
natural micronutrient with no known side-effects.

References
1 Forsa Survey “Corona 2020“. Techniker Krankenkasse. Germany, July 2020.
2 Kawaharada et al., Jpn Pharmacol Ther, Vol. 41 No. 12, 2013.
3 Morikawa et al., Jpn Pharmacol Ther 2019; 47:1231-44.
4 Mizuno et al., Nutrients 2020, 12, 1640.
5 Fukuda et al., Biofactors. 2016; 42(4):431-40.
6 Chase et al., Influenza Other Respir Viruses. 2019; 13(1): 64–70.

Contact:
KANEKA NUTRIENTS EUROPE
Alexandre Magnin
Sales & Marketing Manager
Email: alexandre.magnin@kaneka.be
www.kaneka-ubiquinol.com
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hese days, plant-based alternatives
to products of animal origin, such
as meat or milk, are key inclusions
in many consumers’ diets. And
such offerings have become even

more popular as a result of huge improvements
in terms of texture and taste, leading to an
increasing number of meat-eaters occasionally
turning to substitute products, and following a
more flexitarian diet. From burgers made from
wheat protein, sausagesmade from soy or chicken
nuggets made from peas, if the meat-alternative
product is as sensorily appealing as the original,
many consumers will find it easy to make the
switch.

This year, Fi Global offers two great opportu-
nities to connect with the plant-based industry.
The purely online event “Plant-based in the
Spotlight” in September is completely dedicated
to alternatives to meat, dairy, eggs and fish, and
offers virtual networking opportunities and over
25 dedicated content sessions. Fi Europe
combined with Hi Europe, meanwhile, will take
place as a hybrid event (online and in-person) in
Frankfurt at the end of November, and will reflect
the ever-growing, plant-based market with
dedicated zones for natural and organic
ingredients. One whole day of the four-day virtual
Fi Conference programme will be dedicated to all
aspects of plant-based products

While plant-based market figures have been
continuously rising, it’s now recognised that the
segment needs disruptive innovation in order to
continue to grow. In fact, analysts at Mintel are
already warning that the category may not be
ready to turn experimental customers into regular
buyers, as product ranges are still limited and often
too expensive to attract anyone other than
die-hard vegans and vegetarians.

In Europe, the plant-based alternative market
is predicted to be worth €7.5 billion by 2025,
compared to €4.4 billion in 20191. In the US, sales
of plant-based food and drink are outpacing
overall food growth fivefold and SPINS retail data

from March 2020 shows that sales of plant-based
foods that directly replace animal products
have grown 29% in the past two years to reach
$5 billion2. The main target group here, besides
strict vegans and vegetarians, is flexitarians –
consumers who forego meat from time to time
for health or ethical reasons. While vegan alterna-
tives have long been part of the premium
segment, the vastmajority of discounters now sell
corresponding products, making the category
more widely accessible. But despite the private
labels, prohibitive pricing still remains an issue:
Meat alternatives can cost twice asmuch asmeat,
while plant-based milk can cost more than four
times as much as dairy milk3. Furthermore,
younger generations care about sustainability,
environmental and climate protection issues, and
take such concerns into consideration when
making purchasing decisions – far more so than
older generations.

Segments and their potential
Meat alternatives: The food industry has

made immense progress in mimicking animal
protein using plant protein. However, there is still

room for improvement, particularly in terms of
fibrous texture, taste and off-notes, as well as
juiciness. In many cases, this has been addressed
by switching from a single vegetable protein
(often textured wheat or soy) to a combination of
different vegetable protein sources in order to
achieve an appealing fibrous structure, and the use
of encapsulated vegetable fats for juiciness. Still
difficult, however, are whole-cut meats: High-
moisture, twin-screw extrusion processes are
tipped to be a game-changer when it comes to
delivering such products, particularly for chicken
and fish analogues, while some companies are
using 3D printing to create complex, layered
textures. Austrian start-up Legendary Vish, Spain’s
NOVAMEAT and Israel’s RedefineMeat are all active
in the 3D printing space. Other companies, mean-
while, are taking a single-ingredient and minimal
processing approach by fermentingmycelium, the
root-like structure of fungi, as a wholefood meat
analogue.

Fish & Seafood Alternatives: Although
analysts predict that demand for fish will outpace
the ability of the world to supply it, there is still
plenty of untapped market potential for plant-
based alternatives to fish and seafood in compar-
ison to beef, chicken and pork. Up till now,
corresponding alternatives have concentrated
mainly on soy, peas and algae, for example, for
vegan prawns (New Wave Foods) or sushi tuna
(OceanHugger Foods). But fermentation also plays
amajor role when it comes tomycoprotein-based
alternatives. Themajor challengewhen it comes to
fish is that, unlike meat, it has segmented muscle
tissue and a very different mouthfeel. Moreover,
many consumers eat fish instead ofmeat because
they consider it to be healthier. Therefore, manu-
facturers should pay special attention to the
nutritional profile of their fish alternatives, and
consider enriching them with vitamins and
omega-3.

Dairy Alternatives: Be it soy, almond, oat,
cashew, rice or quinoa, plant-based milk has long
since shed its niche image and now appeals to
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“Plant-based Ingredients in the spotlight”

13-17 September, online event

“Plant-based Ingredients in the Spotlight”
brings together suppliers of plant-based
solutions, such as Barentz, Fazer, MartinoRossi
and Meurens Natural, with potential customers
and partners during the five-day online event.
Thanks to the highly targeted topic, participants
can look forward to connecting with relevant
contacts and learn from the dedicated content
program. Featured products include botanicals,
cheese substitutes and other dairy alternatives,
plant-based meat, fermented ingredients, pea
proteins and clean label solutions.
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both conscious consumers and thosewith allergies
and intolerances. Analysts from Euromonitor
International even refer to a ‘post-dairy era’4.
According to Innova Market Insights, global sales
of dairy alternative drinks rose 60% and spoonable,
non-dairy yoghurts doubled between 2015 and
2019. Still challenging, though, is the nutritional
value of certain milk alternatives. Besides soy and
pea, most plant protein sources cannot compete
with the protein content of cow’s milk. Therefore,
consumers shunning dairy products could be
attracted by either protein-fortified dairy alterna-
tives or other nutritional benefits such as fibre or
probiotic enrichment. Probiotics may help with
protein digestibility and absorption, and Innova has
identified the combination of plant proteins and
probiotic cultures as 'an ingredient synergy trend' 5.

Cheese Alternatives: While plant-based milk
has really taken off in recent years, cheese alter-
natives still tend to languish at the lower end of
the scale. Mostly, it's compromises in texture and
taste that put flexitarians off these products.
According to Mintel, 49% of consumers surveyed
said it is difficult to find cheese alternatives with
good texture6. And another issue producers must
address is the amount of ingredients that are
currently used to mimic a cheese-like texture. The
average plant-based cheese has 11 ingredients -
such as coconut oil, modified starches, gums and
other texturising agents – compared to just four
in a traditional dairy cheese7. The result is an end
product often high in saturated fat and low in
protein - both of which are off-putting for health-
conscious consumers.

Must-haves for a promising, plant-based
future: Clean label and environmentally
friendly
Sustainability is a key issue for consumers

today but this does not apply equally to all foods:
Especially plant-based alternatives, which are often
bought for conscientious reasons, tend to be
highly scrutinised. And with good reason. If a
consumer buys such a product for animal welfare
reasons, for example, and pays what may be a
significantly higher price, they must be convinced
of its environmental credentials.

However, not all ingredients used in these
recipesmanage tomeet such consumer demands.
Soy is a major driver of deforestation and habitat
loss in South America, while intensive, pesticide-
dependent cultivation of almonds in California,
where around 80% of the world’s supply is grown,

is linked to the collapse of bee colonies.
A recent European survey found that more

than half of consumers (57%) want sustainability
information to be compulsory on food labels8.
Manufacturers can therefore score points with
their products if they already comply with these
requirements without legal obligation: Oatly and
Quorn have added front-of-pack carbon footprint
labels to their products, while discounter Lidl
has pledged to offset the carbon emissions it
generates during production and transportation of
its Next Level vegan range.

An additional milestone in the development
of plant-based alternatives to meat and fish will
only be reached when complex processing
methods can be replaced, where possible, by
naturalness, and a large list of ingredients can be
replaced by a clean label. From highly processed
protein isolates to ingredients and additives for
stability, texture and taste, many manufacturers
currently still rely on these inclusions in order stay
as close as possible to the original meat product.
However, analysts warn that an over-reliance on
technology, intensive processing methods and
ingredients coming from a laboratory rather than
from the kitchen cupboard could provoke a
consumer backlash9. That being the case, flexitar-
ians in particular may then choose the naturalness
of meat and milk over the long ingredient lists of
the alternatives – especially if these come from
responsible animal husbandry.

References:
1 https://think.ing.com/articles/plant-based-meat-and-dairy-to-become-7.5-billion-
market-in-europe-by-2025

2 https://www.gfi.org/marketresearch
3 Verena Wiederkehr, Head of food industry & retail, ProVeg International, Plant-
based products: taking retailers to new sales highs, Fi Europe CONNECT 2020

4 https://www.euromonitor.com/post-dairy-era-the-unstoppable-rise-of-plant-
based-alternatives/report

5 Myrthe de Beukelaar,Market Analyst, InnovaMarket Insights, Plant protein trends
amid the plant-based revolution, Fi Europe CONNECT 2020

6 Emma Schofield, Senior Analyst, Global food science,Mintel, Delivering taste and
texture in plant-based foods, Fi Europe CONNECT 2020

7 https://www.kerry.com/na-en/explore/winning-with-plant-based-report#report
8 https://www.beuc.eu/publications/consumers-and-transition-sustainable-food-
executive-summary-and-recommendations/html

9 https://insights.figlobal.com/report-downloads/global-consumer-trends-protein-
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Fi Europe combined with Hi Europe

22 November to 2 December, online event - 30
November to 2 December, Messe Frankfurt

After a purely virtual Fi Europe in 2020 as a
result of the pandemic, InformaMarketswill once
again open the doors of Messe Frankfurt for an
in-person show. It will be accompanied by an
online event, catering for attendees who are
unable to visit the venue due to travel restrictions
or time constraints. The Fi Europe team expects
the new hybrid format to attract more than
23,000 attendees and 1,200 exhibitors. The
10-point compliance plan of the "AllSecure
Health & Safety Standard" will ensure that
attendees can enjoy business and networking
opportunities in optimal conditions at the show.
Alongside exhibitors such as ADM, Chr. Hansen
and Avebe, the Fi Europe Conference, the Fi
Europe Innovation Challenge and the Startup
Innovation Challenge will highlight all the latest
industry breakthroughs.

More information: https://www.fieurope.com
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allemand Health Solutions has gained
new indications for its documented
EXPERT’Biotic™ L. helveticus Lafti® L10

from Health Canada recognizing its antioxidant
properties, with a specific focus for athletes’
health.

Lafti® L10 newCanadian health claims confirms
its antioxidant potential: “Source of antioxidant
probiotic and “Source of antioxidant probiotic in
elite athletes”. These claims are an addition to the
previously approved indication for Lafti® L10,
which has shown the ability to promote gastroin-
testinal comfort in athletes and to boost natural
defenses in physically active adults (NPN80064384
and 80064386).

“L. helveticus Lafti® L10 is already our most
recommended strain for sport nutrition due to its
previous results on athletes immune and gut
health. We had reason to believe its antioxidant
potential was strong enough to gain further health
claims,” explain SolangeHenoud, Global Regulatory
Affairs Director at Lallemand Health Solutions.
‘’Moreover, we think this is the first probiotic to be
approved as a source of antioxidant’’ she added.

These claims are supported by a recent post-
hoc paper of Marikovic et al. [Michalickova 2018],
this new statistical analysis focused on male
participants and looked at both pro-oxidative
parameters and anti-oxidative parameters to
assess the general oxidative stress. At the end of
the study, significant attenuation of the markers
of oxidative stress (MDA) and levels of advanced
oxidation protein products (AOPP) and an increase
in the marker of defense against oxidative stress
(SOD) were observed in the LAFTI® L10 group and
not in the placebo group (p<0.05).

LallemandHealth Solutions proposes Lafti® L10
in various convenient dosage formats for active
people and attractive natural flavours, specially
formulated to this specific targeted population.
With its formulation know-how Lallemand Health
Solutions can also combine this EXPERT’Biotic™
with additional probiotic strains and vitamins for
complementary effects.

It is important to remember that the
International Society for Sport Nutrition (ISSN)
recommends probiotics for their demonstrated
modes of action on athletes to optimize their
wellbeing [Jäger 2019] and that probiotics supple-
ments are not part of the World Anti-Doping
Agency (WADA) list, which makes them an
interesting choice for sportspeople to add to their
diet.

References:
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KSH’s Business Unit Performance
Materials, a leading distributor of
chemicals and ingredients, will provide

marketing and sales, distribution and logistics,
business development, and customermanagement
for ABITEC’s specialty lipids for food, beverage and
nutritional supplements in Denmark, Sweden,
, Iceland, Finland, Estonia, Latvia, Lithuania, the
United Kingdom, Ireland, theNetherlands, Belgium,
Luxemburg, France, Germany, Austria, and
Switzerland.

ABITEC’s trademarked specialty lipids include
Capmul, Captex, Caprol, Acconon, Sterotex, Nutri
Sperse, Hydro-Kote and Pureco. The range is
produced in ISO-certified facilities in accordance
with cGMP and IPEC guidelines. The products’
application areas vary from pharmaceutical,
nutritional, and cosmetic products, to the manu-
facturing of a wide choice of liquids, semi-solids,
solids, and powders.

DKSH was chosen for its expertise in the food
and beverage industry and proven track record as
a key distribution partner for ABITEC’s lipid-based
excipients and nutritional supplements in Thailand,

Spain, and Portugal.
Damon Dalrymple, Managing Director Europe

and Asia, ABITEC, commented: "ABITEC's relationship
with DKSH has continued to evolve over the years,
and since formalizing our partnership in 2018, it has
been a successful collaboration in the pharma-
ceutical space and in nutritional supplements. The
positive experience and results have only further
justified our strategic approach to continue our
growth in new emerging markets. DKSH has
knowledge and insight into these chosen markets
and possesses a top-notch logistic infrastructure
that will allow ABITEC a strategic advantage in
delivering ingredient solutions globally. Together,
ABITEC and DKSH will have the opportunity to
continue to expand their presence in new markets
and serve their customers with high-quality
products and technical expertise.”

Cesar Saez, Vice President, Global Food &
Beverage Ingredients, PerformanceMaterials, DKSH,
added: “We are very pleased to build on our
successful partnership with ABITEC by introducing
their leading specialty lipids to our broad customer
base of manufacturing companies in Europe.”

DKSHexpands distribution
withABITEC Corporation for
markets in Europe

estlé Health Science has announced the
successful completion of its acquisition
of the core brands of The Bountiful

Company, including Nature’s Bounty®, Solgar®,
Osteo Bi-Flex®, Puritan’s Pride®, Ester-C®, and
Sundown®.

"More people around the world are taking
charge of their health, looking to vitamins, miner-
als, herbals and supplements to fill gaps or provide
extra support," said Nestlé Health Science CEO Greg
Behar. "Today we’re pleased to welcome four
thousand new employees into Nestlé Health
Sciencewith our acquisition of the key brands from
The Bountiful Company. The acquisition gives us a
broader range of trusted products and more ways
to enhance the health of customers around the
world."

Nestlé Health Science announced on April 30,
2021 that it entered into an agreement to acquire
the majority of The Bountiful Company’s brands.
The closing of the deal establishes Nestlé Health
Science as the industry leader in vitamins,minerals,
herbals and supplements (VMHS) in mass retail,
specialty retail, e-commerce and direct-to-
consumer in the US, while providing new products
and sales channels around the world.

Don Kerrigan, President of North America for
The Bountiful Company, will be joiningNestlé Health
Science as the company’s new CEO of VMHS Health
US, reporting to Greg Behar.

"The announcement marks an important mile-
stone in The Bountiful Company's journey and an
exciting next phase for our well recognized,
winning brands and the talented teams who have
helped build them," said Don Kerrigan, CEO of VMHS
for Nestlé Health Science. "I’m proud to be leading
this powerful organization and know that together
we will leverage our collective capabilities, brands
and teams to further empower healthier lives
through nutrition."

"I’m incredibly proud of the hard work and
dedication of the colleagues around theworld who
helpedmake this transaction possible and couldn’t
be happier about Don taking on this critical leader-
ship role," said Paul Sturman, outgoing President
and CEO of The Bountiful Company.

Nestlé Heath Science’s other vitamins,minerals
and supplements brands include Garden of Life®,
Vital Proteins®, Nuun®, Pure Encapsulations®,
Wobenzym®, Douglas Laboratories®, Persona
Nutrition®, Genestra®, Orthica®, Minami®, AOV® and
Klean Athlete®.

Nestlé completes acquisitionofThe
Bountiful Company core brands

NEWSDESK

Send your news to the newsdesk for the attention of

terryprior@innovationsfood.com
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wo fish oil-based grades of Evonik’s
high-load omega-3 powder platform
AvailOm® are accessible in Brazil for the

first time. Evonik has received approval from the
Brazilian health authority ANVISA for the distribu-
tion of AvailOm® 50High EPA and AvailOm® 50High
DHA. Nutraceutical companies and consumers in
Brazil can now benefit from a complete system
solution that encompasses Evonik’s formulation
know-how and the AvailOm® platform.

“We are proud to now bring both this
superior ingredient and our global formulation
capabilities to Brazilian consumers, and we look
forward to expanding this offering in Brazil and
beyond in Latin America,” said Gilles Razzauti,
Director of Advanced Food Ingredients at Evonik’s
Health Care business. Brazil has the largest market
for nutraceuticals in Latin America and the demand
for omega-3 dietary supplements continues to
grow strongly.

Omega-3 is a critical ingredient in formulations
for dietary supplements tailored to healthy agers,
pregnant women, and other consumer groups.
AvailOm® is produced using Evonik’s proprietary
process that combines free fatty acids with the
essential amino acid L-lysine. The complex formed
is easy to process into a wide range of final
formulations with no fishy aftertaste.

AvailOm® has a bioavailability more than five
times higher than traditional omega-3 fish oil
soft-gel capsules. The powders are directly
compressible into tablets and allow nutraceutical
companies a wide range of opportunities to
develop differentiated combination products with
other active ingredients such as botanicals,
vitamins, proteins and minerals for enhanced
performance and synergistic benefits.

AvailOm® 50 High DHA is a supplement
solution ideal for use during pregnancy and early
motherhood and to support eye function or brain
health in later stages of life. AvailOm® 50 High EPA
promotes heart health, joint health and reduces
inflammation. All AvailOm® grades are produced
from certified sustainable sources to protect
marine ecosystems.

The AvailOm® platform is part of a nutraceuti-
cals portfolio of advanced health ingredients,
coatings, formulation services and finished dosage
forms offered by Evonik’s Health Care business. As
part of the life sciences division, Nutrition & Care,
Evonik Health Care has centred its business on
improving health and quality of life. The division is
characterized by high growth prospects and above
average margin potential.
www.evonik.com

Evonik’s
AvailOm®
omega-3
powder for
dietary
supplements
nowavailable
inBrazil

ivaudan has expanded its global protein
innovation network with a new Protein
Hub at its flagship Zurich Innovation

Centre in Kemptthal, Switzerland. The Protein Hub
builds on Givaudan’s industry leading expertise in
taste, texture, colours, proteins and ingredients,
and provides the experts, technologies and
equipment to help accelerate the development of
alternative proteins.

“Around the world, many consumers are
shifting to plant-based options and other alterna-
tives for health and ethical reasons,” said Louie
D’Amico, President Taste & Wellbeing. “The Protein
Hub brings together customers, start-ups,
academics, chefs and other partners to co-create
protein experiences that not only taste great, but
are good for body, mind and planet.”

Equipped with a state-of-the art development
kitchen and a pilot plant that includes a new high
moisture extrusion machine, the Protein Hub is
an integral part of Givaudan’s global protein
innovation network. Customers can come to the
Protein Hub towork on all types of applications and
every aspect of the product development process,

from initial ideation and consumer insights to hands
on prototyping sessions — all with the aim of
getting products to market quickly.

Fabio Campanile, Global Head of Science and
Technology, Taste & Wellbeing commented:
“Creating delicious alternatives for meat, fish or
dairy — from plant based to fermented products
— comes with a unique set of challenges and
requires a holistic approach. At the same time, we
realise that no one company can do this alone. We
need to work together to address challenges,
accelerate innovation and shape the future of food.
The Protein Hub provides the ideal environment to
make that happen.”

The opening of the ZIC Protein Hub follows the
launch of Givaudan’s APAC Protein Innovation
Centre in Singapore in April 2021.

Themarket for plant based protein globally has
reached US $4.3 billion1 and is projected to grow to
US $290 billion2 by 2035.

1 “Plant-based Meat Market by Source, Product,Type, Process and Region – Global
Forecast to 2025”, MarketsandMarkets.

2 “Food for Thought: The Protein Transformation,” blue horizon.

Givaudan launches new
ProteinHubat its Zurich
InnovationCentre

rla Foods Ingredients is launching a
dry-blend version of its leading MFGM
ingredient, helping formula manufactur-

ers reduce energy usage and production costs
without compromising on safety or quality.

Lacprodan® MFGM-10was the first MFGM (milk
fat globule membrane) ingredient for the global
infant formulamarket. It is rich in phospholipids and
gangliosides.

Now Arla Foods Ingredients has made MFGM
available in a dry-blend option – Lacprodan®

Premium MFGM-10. Dry-blending is a process that
allows manufacturers to reduce energy usage and
production costs. It also provides greater flexibility
to produce more recipes from one base powder.

Furthermore, the dry-blending process requires
particularly high microbiological compliance
throughout the entire batch of the ingredient,
which ensures consistent quality and product
safety. This also means Lacprodan® Premium
MFGM-10 is free from Cronobacter sakazakii, a
bacterium that can cause serious infections in
infants.

Lacprodan® Premium MFGM-10 is the latest
Arla Foods Ingredients product to be offered in dry-
blend form. Earlier this year Lacprodan® Premium
ALPHA-10, a dry-blend alpha-lactalbumin
ingredient, was launched. Arla Foods Ingredients
also offers a dry-blend lactose which has helped
manufacturers significantly reduce their energy
usage. In November 2020, the company estimated
total CO2 savings from customers using it to be as
high as 24,400 tonnes.

Niels Joakim Karlsen, Pediatric Sales Develop-
ment Manager at Arla Foods Ingredients, said:
“MFGM is a key ingredient for the global formula
market. By offering Lacprodan® MFGM-10 in a dry
blend form, we’re combining the clinically proven
benefits of this ingredient with opportunities to
reduce energy usage and production costs while
ensuring high quality and product safety.”

About MFGM
MFGM (milk fat globule membrane) is found

naturally in breast milk and is comprised of
phospholipids, glycolipids, proteins and glyco-
proteins. MFGM ingredients made fromwhey were
introduced into the infant category to ensure that
infants can still benefit from the key components of
MFGM if breast feeding is not possible.

Arla Foods Ingredients’new
dry-blendMFGMdelivers high
qualitywith energy and cost savings
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aputo Inc. has announced that it has
entered into an agreement to acquire
the activities of Wensleydale Dairy

Products Limited. The business, which will join
Saputo’s Dairy Division (UK) under its Europe
Sector, operates two facilities located in North
Yorkshire and employs approximately 210 people.

The purchase price of GBP 23million (approx-
imately CDN$39million), on a cash-free and debt-
free basis, will be paid in cash at closing.

Wensleydale Dairy Products manufactures,
blends, markets, and distributes a variety of
specialty and regional cheeses, including Yorkshire
Wensleydale cheese, which will complement and
broaden the Company’s existing range of British
cheeses, including Cathedral City and Davidstow
cheddars. The business sources its milk from 40
local farms and uses its own unique cheesemaking
starter cultures. With this strategic acquisition,
Saputo is pleased to add another leading and
prominent UK cheese brand to its portfolio.
Wensleydale Dairy Products’ range of cheeses is
also exported around the world.

“Wensleydale Dairy Products is home to an
immense amount of passion, care, and tradition,”
said Lino A. Saputo, Chair of the Board and Chief
Executive Officer, Saputo Inc. “Not only is it a well-
established British business with high-quality
products and award-winning cheeses, but our
corporate cultures are well-aligned, and I’m
delighted to welcome the entire team into the
Saputo family.”

Saputo to
expand its
branded position
in the UK by
acquiring
Wensleydale
Dairy Products

ilk Specialties Global (MSG), a manufac-
turer of nutritional ingredients for the
health and wellness, performance

nutrition and functional food industries, has
acquired the 96,000-square-foot, gluten-free
certified Kay’s Processing facility, located in Clara
City, Minnesota, along with the Kay’s Naturals
consumer brand.

Milk Specialties Global plans to expand opera-
tions at the Clara City facility to accommodate
demand for extruded protein products, which are
used for awide variety of applications ranging from
snacks to meat alternatives. To ensure business
continuity, the facility’s current employees have
received offers to remain with the facility, and
additional jobs will be created in the future to
support production expansions.

“There is a lot of potential to ramp up produc-
tion and increase capacity at our new Clara City
facility, including more co-manufacturing,” says
MSG Vice President of Extrusion Technology and
Strategy Jim Fischer. “This acquisition will expand

our extruded protein capabilities and help us better
meet the needs of our customers.”

The Clara City plant is part of MSG’s
long-term expansion strategy
The newly named Milk Specialties Global Clara

City Facility is MSG’s 11th plant, and the latest in a
series of strategic acquisitions and expansions that
began in 2008.Most recently, in 2020 the company
doubled its lactose production following expansion
of its west coast processing facility in Visalia, CA.
Earlier this year, MSG completed a capital improve-
ment project at its Fond Du Lac, WI facility to begin
production of lactoferrin, signaling the launch of its
NutriPRO™ line of products focusing on the health
benefits of whey protein.

“MSG has one of the best protein supply chains
in the world and great infrastructure for producing
high-quality products,” says MSG CEO David
Lenzmeier. “With each investment, we can offer
more value for our customers.”

www.milkspecialties.com

Milk Specialties Global acquires
Kay’s Processing, Inc.

golin SA, a Swiss based Company which
develops and markets feed additives
based on botanical compounds, has

joined forces with global chocolate producer Barry
Callebaut and Gold Standard (GS), a leading carbon
reduction project development and verification
provider, to establish amethodology inwhich dairy
producers can supply low carbon milk.

Two pilot studies were established, one in the
Netherlands and one in the US, involving 65 farms
and over 15,000 cows in total in order to develop
the methodology for the concept. The GS
methodology confirmed an average reduction of
1,200 metric tonnes (MT) over a six month period
in the Netherlands and a reduction of 500 MT by
August of 2020 in the US. AGOLIN RUMINANT, when
it is included in dairy and cattle feed at a rate of
one gramper head each day for adult animals, has
been shown to influence methanogenesis, the
production ofmethane, in the rumen and thereby
reduce methane release to the environment by
the animal. In addition, the product has also shown
to improve feed efficiency, which means that the
return on milk and meat per kilogram of feed is
better. This improved utilisation of resources
benefits animals, farmers and the environment.
Methane is known to have a much higher Global
Warming Potential (GWP) than CO2 (25x – IPCC

2003) and is a major contributor to greenhouse
gas emissions.

Speaking about the project, Beatrice Zweifel,
Technical Director at Agolin said; “We are delighted
to be part of this project and to work with Barry
Callebaut towards their sustainability goals. The
work done through Gold Standard for this project
combined with what we already know through
many trials on AGOLIN RUMINANT in dairy and beef
animals allows us to facilitate sustainable produc-
tion systems and we look forward to further
growing the concept with industry”.

Project partner and global chocolate producer
Barry Callebaut is also satisfied as: "I am very
pleased that we have been able to develop a
methodology with Agolin to credibly quantify and
certify CO2 reductions. This closes an important
gap and provides a great basis for us to scale up
this workwith our partners." says Oliver vonHagen,
Director Of Sustainability Global Ingredients at Barry
Callebaut Group

Agolin also holds a verification from The
Carbon Trust Assurance Ltd for their dairy and
cattle product, AGOLIN RUMINANT, in the reduction
of methane emissions and continues to invest in
research into ways to assist livestock producers
around the world farm in a more sustainable and
efficient way.

Agolin and Barry-Callebaut join
forces in setting a new standard
for sustainable dairying

DAIRY:TESTING 16/9/21  19:35  Page 2



www.innovationsfood.com | August / September | Innovations in Food Technology 59

New ingredient
meets demand
for high-protein,
clean-label
yogurts

rla Foods Ingredients has launched a new
whey protein ingredient to help meet
the growing demand for high-protein

yogurts with health credentials and a premium
positioning.

Nutrilac® FO-7875 allows manufacturers to
develop yogurts (both spoonable and drinkable)
with significantly higher protein content than
typical products, which generally range from5% to
9%. For example, it can be used to create a
drinking yogurt with 11%protein and only 0.8% fat.

As well as enhancing health credentials,
Nutrilac® FO-7875 is highly functional. It delivers a
creamier and smoother texture, even in low-fat
recipes, and does not increase viscosity. Further-
more, it does not require the addition of stabilizers,
thus allowing cleaner labels.

Nutrilac® FO-7875 was developed in response
to growing demand for high-protein yogurt
products, the global market for which has been
forecast to grow at a CAGR of over 8% to 2030.1
Produced in Argentina, its arrival is particularly good
news for South American producers, who will
benefit from proximity and greater purchase
flexibility.

Ignacio Estevez, Application Manager, South
America at Arla Foods Ingredients, said: “Nutrilac®

FO-7875meets a range ofmarket needs. It can be
used to create clean-label yogurts that are not only
rich in high-quality protein, but also low in fat, as
well as smooth and creamy. This combination of
benefits will allow even more manufacturers to
expand their lines to include premium products
that enhance brand image. We’re particularly
excited about the unprecedented opportunities it
offers in South American markets, where manu-
facturerswill benefit from reduced transit time and
no import fees.”
1 Future Market Insights, July 2020

www.arlafoodingredients.com

unge announced today that its plant-
based lipids business Bunge Loders
Croklaan, has launched Betapol® Organic,

the first China and EU Certified Organic OPO
(Oleic-Palmitic-Oleic or SN-2 palmitate) for infant
milk formula. Inspired by the natural composition
of human breast milk, Betapol® Organic is the
latest offering in the company’s infant nutrition
portfolio.

“As the inventor of the OPO category, and as
part of our ongoing innovation efforts, we are
proud to announce that our Betapol product is now
Certified Organic,” said Dr. Emiliano Rial Verde, Vice
President of Bunge Loders Croklaan Nutrition.
“We’ve seen the demand for organic infant milk
formula growing, but clinically proven ingredients
with organic certification are lacking. Now, we are
the first in the market to offer our customers a
premium OPO ingredient with dual EU1 and
Chinese2 Organic certifications.”

Increased consumer demand for
organic products
Food brands are striving to have products that

align with the values of their consumers. Organic
certified products are part of this trend. Themarket
intelligence agency Mintel reported that the global
number of organic Infant Milk Formula (IMF)
product introductions has grown from 5% in 2015
to 13% in 2021. The Asian organic baby food
market constitutes 20% of the global market and is
growing at a rapid pace of 12% a year since 20153.
China is fueling this with a year-over-year growth of
over 20% in organic baby food, and 30% in organic
IMF4. Stricter standards for organic certification
have also led to a rise in consumer confidence and
thus demand for organic products. With the
introduction of Betapol® Organic, Bunge Loders
Croklaan is working tomeet thesemarket demands.

Enabling growth for infant formula
manufacturers
Betapol® from Bunge Loders Croklaan, is an

established infant formula ingredient with clinical
benefits proven since the 1990s. OPO is a uniquely

structured lipid that is naturally present inmother’s
milk. The presence of palmitic acid in the middle
position (SN-2 palmitate) has been clinically proven
to improve energy intake, reduce constipation,
increase bone mineral density, positively affect
healthy gut bacteria, improve fine motor skills,
reduce crying and result in better sleep5.

The introduction of Organic Certified Betapol®,
the first EU Organic and China Organic Standard
certified OPO, marks another milestone for Bunge
Loders Croklaan. Grounded in Bunge Loders
Croklaan’s ambition to be a growth enabler for its
customers, Betapol® Organic allows the production
of organic infant milk formulas with the clinically
proven benefits of OPOwhich, until now, were only
available to conventional formulas.

Growing the organic portfolio of
Bunge Loders Croklaan
Next to infantmilk formula ingredients, Bunge

Loders Croklaan is growing its organic portfolio,
offering a steady and scalable supply chain of
organic oils and fats, ranging from sunflower,
rapeseed, soy and palm to shea and coconut. The
company is also broadening its network of organic
farmers to develop reliable organic supply chains
customers can trust.

References:
1 Council Regulation (EC) No 834/2007
2 GB/T 19630-2019
3 Source: Euromonitor
4 Source: Euromonitor
5 See the Betapol Scientific Summary for more information

Fonterra agrees sale of China JV farms
onterra recently agreed the sale of its two
joint venture farms in China.
The farms in Shandongprovincewere sold

to Singapore-based AustAsia Investment
Holdings for USD 115.5 million.

Fonterra, which owns the farms with a joint
venture partner, has a 51% stake in the business and
will receive NZD 88 million* in total asset sale
proceeds, which includes cash on completion.

The sale of the JV farmswas unconditional and
requires no further regulatory approvals.

Fonterra CEO Miles Hurrell says the sale is
another important milestone for the Co-operative
and aligns to its strategy of prioritising New

Zealand milk.
“The sale of the JV farms allows us to focus

evenmore on our farmer owners’ milk and follows
the sale of our two wholly owned China farming
hubs earlier this year.

“Greater China continues to be one of ourmost
important strategic markets. We remain commit-
ted to our China business, bringing the goodness
of New Zealand milk to Chinese customers in
innovative ways and partnering with local Chinese
companies to do so.We arewell placed to continue
to grow our business in Greater China,” says Mr
Hurrell.

Bunge introduces Betapol®
Organic: a breakthrough for
manufacturers of organic infant
milk formula
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Biocatalysts
Ltd launches a
unique enzyme
for the dairy
flavour market
at IFT F.I.R.S.T.

DSM expands cheese
biopreservation portfolio
with new phage-robust
culture rotations

oyal DSM, a global science-based
company active in Nutrition, Health and
Sustainable Living, has announced the

extension of its Dairy Safe™ cheese biopreservation
portfolio, with a selection of new phage-robust
culture rotations. With the new cultures, cheese
producers can benefit from an even more robust
culture rotation system, ensuring reliable and
consistent cheese production and optimal phage
management. DSM’s all-in-oneDairy Safe™ solution
delivers acidification, flavour and assured biopro-
tection against late blowing and spoilage to
guarantee high-quality cheese, including organic
varieties.

Manufacturers are under increasing pressure to
protect against spoilage in cheese and maintain
flawless production to avoid expensive defects. At
the same time, demand for great-tasting, sustain-
able and natural cheese is on the rise, with 34% of
consumers choosing cheese products that contain
fewer additives or preservatives. Cheese producers
must therefore ensure their products are of the
highest quality to stay ahead in the market and
meet these diverse needs. However, effectively
managing bacteriophages (phages) remains a
significant challenge for many manufacturers.
Insufficient phage management can lead to
fermentation delays and production slow-down,
which can contribute to increased food loss and
have a detrimental impact on cheese flavour, yield
and texture.

To address these challenges, DSM’s Dairy Safe™
cultures are used in a rotation system with several
phage alternatives, ensuring consistent quality and
performance among all rotationswhile also offering
a proven and widely recognized solution for

acidification, flavour and protecting cheese with-
out the need for preservatives. The new cultures
expand on this leading portfolio, adding four new
culture rotations to offer an even more robust
rotation system that supports reliable, consistent
production and assured bioprotection for high-
quality, sustainably produced cheese. Dairy Safe™
has been on themarket formore than 30 years and
is the latest addition to DSM’s cheese cultures
portfolio of biopreservation solutions, following its
acquisition of Royal CSK Food Enrichment C.V.
("CSK") in 2019.

“Manufacturers have relied on Dairy Safe™ to
protect their cheese for over 30 years. Our unique
range of cultures are suitable for all types of milk
and helps our manufactures deliver the award-
winning flavour they’re famous for,” comments
Christian Hemmer, Business Manager Cheese at
DSM. “The expansion of our high-quality cultures
comes at a time when the industry is actively
seeking phage alternatives to build a robust
rotation system that ensures consistency of supply
and consistent quality and performance among all
rotations. Our cultures also help the dairy industry
towards its sustainability goals by reducing waste
through late blowing defects. The easy-to-use
cultures – combined with DSM’s end-to-end
expertise and “one-stop-shop” portfolio of
solutions – mean our customers can produce
delicious, high-quality cheese that meets diverse
consumer preferences.”

To find outmore about DSM’s expanded range
of Dairy Safe™ cultures for bioprotection against
late blowing and spoilage in cheese, visit:
h t t p s : / / w w w . d s m . c o m / f o o d -
specialties/en_US/products/dairy/dairy-safe.html

Visit our new NEWSwebsite at
www.innovationsfood.com

Send your Dairy news to the
Innovations newsdesk

Email: terryprior@innovationsfood.com

iocatalysts Ltd recently launched
Lipomod™ 4MDP (L004MDP) at IFT
F.I.R.S.T. a unique enzyme for the dairy

flavour market. They will be more than happy to
discuss how you can incorporate L004MDP into
your dairy flavour production processes.

Speciality enzyme manufacturer, Biocatalysts
Ltd, continue to broaden their Kosher and Halal
certified dairy enzyme range and extend their
already vast knowledge and experience in the
EnzymeModified Dairy Ingredients (EMDI) market.

The latest edition is Lipomod™ 4MDP
(L004MDP), a non-animal lipase that has a high
specificity toward short chain fatty acids. This
enzyme uniquely produces high levels of short
chain fatty acidswith very low amounts ofmedium
to long chain fatty acids produced resulting in a
flavour profile that provides a sharp, cheesy, and
salty flavour with no bitter or soapy notes. Ideal for
EMDI’s going into crackers, sauces, and processed
cheeses to provide a well-rounded and balanced
mature cheese flavour.

Daren Bryce, Commercial Director at
Biocatalysts Ltd comments “We have a proud
history of providing enzymes to enhance the
flavour of dairy ingredients. In launching L004MDP
we have given the EMDImanufacturers a new tool
that can help deliver completely new flavour
opportunities.”
www.biocatalysts.com

© Shutterstock
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CP Kelco invests more than $50 million
in citrus fiber capacity expansion

P Kelco, a global leader of nature-based
ingredient solutions, has announced the
investment of more than $50 million to

expand production capacity for NUTRAVA™ Citrus
Fiber, based on strong customer demand and
market potential. With this significant capital
investment, the company will have ample capacity
for supporting current and future customers’
citrus fiber supply needs.

The expansion project will add a second
NUTRAVA™ Citrus Fiber production line to the
company’s facility in Matão, Brazil, increasing total
capacity to approximately 5,000 metric tons and
establishing CP Kelco as a leading citrus fiber
to food, beverage and consumer product manu-
facturers worldwide. The new production line is
expected to be complete and operational in 2023,
with options to incrementally expand capacity in
the future based on customer needs.

Launched in December 2019, NUTRAVA™
Citrus Fiber is a unique, next-generation ingredient
made from sustainably sourced citrus peels, a
byproduct of the juicing industry. Developed in

response to continuing consumer demand for food
and beverage products with less ingredients, less
sugar and less fat, NUTRAVA™ Citrus Fiber can help
manufacturers of these products meet clean label
needs while achieving critical functionality that
ensures their desired taste and texture. Key
applications include condiments, dressings, soups,
fruit-flavored beverages, bakery goods, and dairy
and alternative protein products.

“We are excited about reaching this important
milestone in our journey with NUTRAVA™ Citrus
Fiber, which originated as a proof-of-concept only
four years ago,” said Didier Viala, President of CP
Kelco. “As a result of strong collaboration amongst
our global team members and development part-
ners since that time, our citrus fiber has evolved
into a robust product line for use across a range of
food and beverage applications, with a growing
customer pipeline globally. We look forward to
to explore the possibilities for NUTRAVA™ Citrus
Fiber in additional application segments.”

www.innovationsfood.com | August / September | Innovations in Food Technology 61

Butter Buds® offers a
dairy-free option to replace
block butter

utter Buds® Inc., a global leader in dairy
and non-dairy concentrates, recently
developed an oil-based solution that

allows manufacturers to replace block butter in
many formulations, such as bakery products. This
latest dairy-free oil-based ingredient solution, Non-
Dairy Buds Butter Base 100,madewith palmoil, can
be used in combination with coconut oil to mimic
the flavor and texture of block butter. It also offers
manufacturing advantages such as ease of
handling, shelf-stable storage, pricing stability and
a longer shelf life. Now everyone can enjoy their
dairy-free cake and eat it, too.

Dairy alternatives are in high demand and the
market is continuously gainingmomentum, due to
increases in health consciousness, growing lactose
intolerance, and consumer preferences for dairy-
free foods. According to Grand View Research, the
global dairy alternatives market was valued at USD
$20.50 billion in 2020 and is expected to grow at a
rate (CAGR) of 12.5% from 2021 to 2028. The
COVID-19 pandemic has also accelerated the
popularity of plant-based eating. According to
Mintel’s 35-market consumer research study (July
2020), 20% of consumers are planning to eat fewer
animal products (such as dairy and meat) post-
COVID 19. Consumers are also increasingly opting
for dairy alternatives due to health reasons.
According to Mintel’s Better-For-You-Eating Report
(November 2020), 93% of adults are reported to try
to eat healthier options.

“At Butter Buds, we are always aiming to
develop the best non-dairy ingredient solutions for
our customers, so we are very excited to share our
new solution for a block butter replacement,” said

Michael Ivey, National Sales Director. “Our Non-Dairy
Specialty Products help food scientists formulate
tasty foods that addressmany of today’s nutritional
and dietary needs. Our team of experts, along with
a legacy of industry experience, and our focus on
efficiency allow Butter Buds to provide an effective
dairy alternative solution—and deliver it within a
shorter development timeline to help our
customers expedite products to market. Butter
Buds ND Butter Base 100, our new block butter
replacement solution, specifically offers exceptional
manufacturing and processing advantages while
addressing the need to deliver great-tasting dairy-
free options consumers will love.”

“To address the proliferation of plant-based oil
spreads, Butter Buds has developed several
oil-based options, including kosher pareve solutions,
that can help formulators reach their flavor targets
without the use of a dairy allergen,” said Ivey. “These
products have been found to perform at similar
quality levels as the dairy counterpart and at times
even lower levels making it a win-win for manufac-
turers and consumers alike.”
www.bbuds.com

Newwhey
protein
hydrolysate
offers better
tasting
medical
nutrition
products

rla Foods Ingredients has launched
a new whey protein hydrolysate
ingredient that overcomes taste

challenges in products for patients with maldiges-
tion or malabsorption.

Whey protein hydrolysates are commonly
used inmedical nutrition products for people with
conditions that impair their ability to digest or
absorb protein. However, they commonly have a
bitter taste not found in intactwhey protein, which
can affect nutritional compliance, increasing the
risk of malnourishment.

To tackle this problem, Arla Foods Ingredients
has developed WPH Lacprodan® DI-3091, an
extensively hydrolysed whey protein for medical
nutritional supplements. As well as high content of
essential amino acids, dipeptides and tripeptides, it
offers a significantly better taste profile than
similar products.

Taste is a key factor in patients’ compliance with
nutritional regimes, and malnourishment is a seri-
ous problem for health services across the world.
It is linkedwith greater risk of complications, higher
mortality and poor quality of life, as well as in-
creased costs resulting from longer hospital stays
and higher readmission rates.

As many as a quarter of patients admitted to
hospital are malnourished, with the cost to
European countries estimated to be as high as
€170 billion a year.* In recent years, nutritional
compliance has becomeevenmore important due
to reduced healthcare budgets and lower bed
availability.

Produced using a unique enzymatic process,
WPH Lacprodan® DI-3091 has a 21-27% degree
of hydrolysis. However, unlike comparable
ingredients, it offers minimal off-taste.

Kasper Faarkrog Høyer, Sales Development
Manager at Arla Foods Ingredients, said: “WPH
Lacprodan® DI-3091 offers all the advantages of
whey protein hydrolysate, including rapid absorp-
tion of nutrients. What distinguishes it is that it
combines these benefits with a far better taste
than similar ingredients. This means a more
pleasurable experience for patients, which is
particularly important considering the profound
consequences of poor nutritional compliance
during recovery.”

WPH Lacprodan® DI-3091 is a 100% whey-
based solution. It is FSMP (food for special medical
purposes)-compliant and can be used in both RTDs
and tube feed solutions.

*Medical Nutrition International Industry, 2018

© Shutterstock
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Bridor embraces Scandinavian
baking with its new Danish Crown

or its latest NPD, Bridor is staying true to
its mission to "share the bakery cultures of
the world" by revisiting the traditional

Danish pastry. The French bakery manufacturer has
added modernity and originality to the Nordic
classic by developing even more indulgent Danish
Crowns.

Bridor’s new and improved Danish Crown is the
second Scandinavian-inspired pastry it has launched
this year after its Ultra Kanel Swirl with Swedish
origins. The pastry retains its iconic shape, laminated
look, and light, crispy texture thanks to a unique
lamination technique that alternates up to 27 thin
layers of margarine and pastry. It is then left to rest
for a long period of time to allow the topping
flavours to deepen.

The Danish Crown is available in three versions,
all of which are suitable for vegans:
- Cherry and Flax Seed Crown 90g: The delicious

cherry centre gives a very fruity taste that is
topped with a crunchy brown flax seed for a very
colourful and indulgent crown.

- Vanilla and chopped hazelnut Crown 90g: An
indulgent crown with a unique texture that is
comprised of creamy vanilla flavour, brown sugar
and a hazelnut topping.

- Orange and chopped hazelnut Crown 90g: An
orange-flavoured crown with brown sugar giving
a subtle caramelised taste to accompany the
crunchy hazelnut topping.

Danish pastries were invented in Denmark over
150 years ago by Austrian bakers while local bakers
we sweet re on strike. They quickly became
popular in Denmark leading to the development of
new recipes and the addition of toppings and
fillings, which created the world famous pastry that
is so popular today.
www.bridor.co.uk

urostar Commodities, one of the UK’s
leading ingredients suppliers is to launch
a new range of gluten-free clean label

tortilla flours for manufacturing, retail, and home
use for the creation of tortillas, tacos and wraps.
The flour contains no additives or preservatives and
is high in fibre and vegan.

The clean label range of gluten free flours are
made from 100% natural ingredients, gluten free,
wheat Free, vegan, high in fibre, allergen free,
produced and packed in a gluten & allergen free
factory in Yorkshire with 100% recyclable packag-
ing.

Products are available in two varieties White
and Brown in sizes 1.5kg, 3kg, or cases of 8×1.5kg
& 4x3kg. Ingredients are starch, flour (rice, pea,
maize), buckwheat flakes, and vegetable Fibre.

Jason Bull, Director, Eurostar Commodities
said; “We recognise that there is a huge opportu-
nity to create a healthier flour for making wraps
and tortilla. The market for these products is grow-
ing steadily in Europe and predicted to grow by
5.5% by 2027. However, the quality of some of
these products, and some of the preservatives
used are not what consumers want right now. We
are seeing continued interest in clean labelling and
a movement towards simple, clean, and whole-
some foods. This new range will provide the variety
and high quality to create many different clean
label products for industry and ultimately home
cooks and bakers.”

Clean label refers to creating a product using
fewer and more easily recognised natural and
wholesome ingredients: Ingredients you can
pronounce; Ingredients that are non-GM (geneti-
cally modified); Ingredients that do not contain
artificial colours, gums, additives, preservatives, or
E numbers. Eurostar Commodities new facilities will
focus on health and wellness to create products of
which they are proud.

With a focus on producing health and wellness
ingredients Eurostar Commodities has invested
£600k in new clean
label production
facilities at their
Yorkshire headquar-
ters. Eurostar’s
gluten free clean
label Tortilla flour
offers a workable
dough, and pro-
duces soft and flexi-
ble flatbreads that
smell, feel, and taste
just like the real thing. Other products include
gluten-free, clean-label, plain and self-raising flours,
pizza flour, chapatti flour for home cooking and
for industry. Further new launches of branded
ranges of products are planned for 2022.

Combination of wheat textures
creates authentic meat alternatives

oryma presents its innovative portfolio of
TVP (Textured Vegetable Protein) which
comprises six basic types. While serving

as a structure-giving protein base, they also give
meat alternatives an authentic mouthfeel. Through
targeted selection, combination, and hydrogena-
tion of the dry texturates, different types of meat
and fish can be replicated, as well as an array of
processing variants, such as sausage meat, fillets
and minced meat. Furthermore, the neutral taste
of the ingredients means there is no need for
masking flavours.

The texturates are available in powder format,
which can be used for protein enrichment or
vegetable sausage meat, and as granules for
products that imitate minced meat. For the repro-
duction of grown meat structures such as poultry,
pork, or veal alternatives, the long fibres, flakes, and
chunks can be used on their own or in combina-
tion.

Lory® Tex consists mainly of wheat gluten - a
renewable raw material that forms meat-like fibres
through an innovative extrusion process. As a dry

product, it can be transported unrefrigerated,
easily stored, and rehydrated individually. The bite
strength determines the water absorption of the
ingredient, with a ratio of between 1:2 and 1:2.5 of
texturate to water. It is available in three shades -
light brown, coloured with natural malt extract and
reminiscent of cooked pork along with versions in
brown and dark brown, which are coloured with
caramel and resemble cooked beef.

Depending on the combination, different
vegan or vegetarian applications can be realised
with the textured wheat proteins. If softer
granulates are combined with firmer ones, popular
"home style" burger patties are created, while the
exclusive use of Lory® Tex Fibres for a homogeneous
fibrous texture authentically replicates a schnitzel.
When used in combination with finely granulated
Lory® Tex Powder, the texture is reminiscent of
sausage meat, ideal for vegetable “chicken”
nuggets. Lory® Tex Chunks can also be used to
create fibrous, inhomogeneous structures that
authentically emulate a matured chicken breast.
www.lorymar.de

New gluten
free tortilla
flour
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Federation of Bakers
set to join Food and
Drink Federation
membership

Lantmännen launches gluten-free,
organic version of its PromOat oat
beta-glucan ingredient

antmännen, the Swedish agricultural
cooperative, has announced the launch
of PromOat Gluten-Free Organic, the

newest addition to its PromOat family of oat
beta-glucan ingredients. Launched in response to
the strong growth in consumer demand for
oat-based products which are both gluten-free and
organic, this latest version of PromOat becomes the
fourth member of Lantmännen’s PromOat product
portfolio.

PromOat Gluten-Free Organic is extracted from
gluten-free, GMO-free, organic, wholegrain oats,
grown in Sweden without the use of chemicals. It is
a natural source of oat beta-glucan, which provides
important health and functional benefits in many
types of foods, beverages and supplements.

Lars Franzén, CEO of Lantmännen Functional
Foods AB, commented: “We are very excited to
bring PromOat Gluten-Free Organic to the market.
Together with PromOat Original, PromOat Instant
and PromOat Gluten-Free, we can now offer our
customers the widest-available portfolio of oat
beta-glucan ingredients. Problems associated with
the heart, blood sugar and lack of fibers in the diet
have been identified as three of the most common
risk factors in society and our customers are looking
for natural ways to address these major health
issues.”

According to an EFSA health claim in the EU,
oat beta-glucan has been shown to reduce blood
cholesterol, it also has a similar FDA health claim in
the USA. In addition, oat beta-glucan has an
approved EFSA health claim for balancing blood
glucose, whereby consumption of beta-glucans

from oats contributes to the reduction of the
post-prandial glycaemic responses. PromOat is also
a prebiotic fiber which contributes to satiety.

PromOat is also a clean label emulsion stabilizer,
either as the only ingredient or in combination with
other emulsifiers and stabilizers. PromOat is used in
for example products for vegans and vegetarians
where a where a unique mouthfeel should be
achieved since it gives a creamy mouthfeel without
grittiness.

The PromOat product portfolio is part of
Lantmännen’s oat ingredients platform, which also
includes PrOatein, a globally-unique oat protein
and Avenacare, a liquid oat beta-glucan for use in
personal care and cosmetics products.

www.promoat.com

Corbion solution delivers consumer-friendly dough
that lets bakers scratch DATEM

he latest addition to the company’s
Pristine® range enables bakers to over-
come common quality hurdles such as

wheat protein inconsistencies and high-speed
processing without relying on gluten supplementa-
tion and traditional solutions like DATEM.

Bakers have long been challenged by two
seemingly contradictory priorities: 1) deliver the
consistent product quality consumers expect in
spite of fluctuating gluten levels in wheat flour and
the demands of high-speed manufacturing lines,
and 2) remove artificial-sounding ingredients, such
as DATEM (diacetyl tartaric acid ester of monoglyc-
erides), which many shoppers want to avoid. Now
global ingredients leader Corbion is expanding its
Pristine® range with a new consumer-friendly dough
strengthening solution that lets them accomplish
both at the same time.

New Pristine® 3000 is Corbion’s most robust
dough conditioning innovation yet, allowing bakers
to create dough with the overall strength and
tolerance needed to stand up to today’s high-speed
commercial processing. Providing the kind of
outstanding functionality that has historically made
DATEM an industry standard, Pristine 3000 also
reduces the need for adding costly vital wheat

gluten, which often subjects bakers to volatile
pricing and supply issues. Even with protein-
deficient flour, the new solution produces dough
with optimal machinability that results in high oven
spring, soft texture and overall consistent quality in
the final product.

“This breakthrough solution is the direct result
of Corbion’s on-going commitment to, and invest-
ment in, innovation in dough conditioning and
baking technologies," said Kathy Sargent, Director
of Global Market Strategy at Corbion. “Pristine 3000
helps bakers achieve the very specific qualities and
eating experience their customers expect each and
every time they purchase their favorite products.
And consumers will now be able to feel even better
about those products knowing they contain fewer
ingredients they don’t understand.”

Corbion has also added to the versatility of its
portfolio with the recent introduction of Pristine®

2200, a conditioning system replacement designed
specifically to enhance mixing and machinability,
and to provide greater tolerance and dough
strength even when protein content is substandard,
or when gluten reduction is a goal. And for those
who need a drop-in solution,

Pristine® 100 G can be added on top of bakers’

existing dough conditioning systems to reduce or
eliminate supplementation with vital wheat gluten,
without compromising gas retention during
proofing, volume and oven spring.

“These new solutions give our customers
flexibility in choosing highly effective, consumer-
friendly alternatives for solving today’s processing
and quality challenges,” Ms. Sargent said. “Whether
they choose to keep their current dough
conditioning system or replace it altogether, bakers
can now deliver a product with all the qualities their
customers expect and the kind of ingredient list
they want.”
www.corbion.com

he Federation of Bakers (FoB) is to join
the Food and Drink Federation as the
industry works together to tackle some

of the biggest issues facing the sector.
FoB represents eight of the UK’s largest plant

bakery manufacturing companies in a sector worth
£3.9 billion. Issues including nutrition, and raising
the positive benefits of bread, have been particu-
larly important themes during recent years and the
two organisations will work closely on supporting
the sector.

Nicki Hunt, FDF’s Director of Membership
and Commercial Engagement, said: “We have
worked closely on a number issues alongside the
Federation of Bakers team and Board over the
years. It has been a testing few years for food and
drink manufacturers and industry collaboration has
never been more important. Recruitment of
individual member companies and associations
into the FDF is stronger than it has ever been.

“We welcome the Federation of Bakers in to
membership and look forward to working with the
Chairman Mike Roberts and his team, and
supporting FoB’s members on a range of very
important topics.”

Mike Roberts, Chairman of the Federation of
Bakers, said: “Plant bakery is a strong sector but
like others has faced many challenges. Through our
membership of the Food and Drink Federation we
look forward to further strengthening our
representation of the industry, our services to
members and our commitment to providing high
quality, innovative products to consumers.”
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Mühlenchemie develops
toolkit for flatbread

lour treatment specialist Mühlenchemie
has developed a new series of enzyme
systems that improve flours for baking

flatbreads. The toolkit contains various improvers
that offer solutions for all the different kinds of
flatbread. They make the final product better, and
make industrial manufacture more economical.

Flatbread conquers the world
Flatbread has long been a staple food for much

of the world’s population, for example in the Near
and Middle East and in Africa. In many of these
regions, the industrialisation of food production has
advanced greatly in recent years, and flatbreads are
no longer made exclusively artisanally, but also
industrially. In the western nations as well, immi-
gration and the trend to ethnic foods have made
flatbread more and more popular.

There are many different kinds of flatbreads
with widely varying characteristics, and can be
divided into single layered, leavened or unleavened,
and double layered varieties. In the Near East and
Maghreb, for example, double layered flatbreads
like baladi and khobz are popular. Familiar varieties
like naan, parotha and chapati are single layered
flatbreads.

The growth of this already large market and
the rising demands on production prompted
Mühlenchemie to develop a new product line. This
flour treatment specialist in Ahrensburg, Germany
has thus expanded its portfolio of enzyme solutions
to offer a comprehensive range of improvers for
flatbread, in addition to its existing products for
bread, rolls, pasta and pastry.

In industrial production the central goal is to
make flatbreads with consistent quality. In order to
do this, producers need flour that is standardised
to certain specifications. These differ depending on
the product and region. The many flatbreads made
in the traditional way also need flour with the right
qualities. A major challenge is that the flour has to
be easy to roll out, while also being thin, stable and
tear-resistant enough for mechanical working.

Flatbread is best eaten fresh. One sign of fresh-
ness is that the bread is easy to fold. Depending on
the type of flatbread, it may have to stay fresh for
several days without getting too dry or too soft in
its structure. Thus, despite its large surface area the
baked flatbread must not lose too much moisture
through evaporation, as water loss and recrystalli-
sation of the starch would otherwise make the
bread drier and less flexible.

Improving quality and economy
This multiplicity of requirements led

Mühlenchemie’s enzyme specialists to develop a
toolkit that makes the production of all types of
flatbread easier. It consists of a series of enzyme
systems for breads with short baking times
that provide better dough working and baking
characteristics. These include higher stretch,
rollability and dough stability, and better browning
during baking, which also intensifies the flavour. The
solutions in the toolkit extend fresh-keeping as well.
Improving the economy of flatbread production
was an important criterion in the development of
the toolkit. Thus, it includes solutions that make it
possible to use flour with low falling numbers, and
other cheaper wheats, without sacrificing the
quality of the final product. The enzyme systems in

the toolkit also help the dough absorb more water.
This gives higher dough yield for the same amount
of raw materials.

New improvers for specific products
The flatbread toolkit consists of several

Alphamalt improvers, the EMCEbest WA Visco+ and
EMCEbest Flatbread RoG improvers, and specific
enzymes. Used individually and in combinations,
they provide targeted solutions for many different
requirements in the manufacture of flatbread.

Alphamalt Flatbread can be used for a wide
variety of flatbread applications. This improver
makes dough more stretchable and improves
mechanical as well as manual kneading. It also
reduces dough contraction, improves browning
and gives the finished flatbread a better chew
sensation.

Alphamalt Flatbread Plus is likewise applicable
for many flatbreads. It provides the same benefits
as Alphamalt Flatbread, with the additional function
of extended fresh-keeping. Flatbreads stay soft in
storage, so that they still fold and roll well.

Alphamalt Parotha was developed especially for
parotha, a flatbread that is kneaded by hand and
pan-baked. This improver makes the dough less
sticky so it rolls out better, and also provides
extended freshness preservation for the finished
product.

Alphamalt Flatbread Crumb is ideal for thicker
flatbreads like Turkish pide and various types of
tandoori breads. This improver stabilises the dough
during fermentation and baking. It also gives a fluffy
dough, more volume and better browning. The
finished bread is softer and easier to break, without
being too dry.

Alphamalt Tandoori is ideal for naan and
tandoori breads. It reduces the stickiness of the
dough, and gives it more stability. It also increases
water absorption and makes the dough more
flexible without making it sticky. Furthermore, it
extends workability time.

EMCbest Flatbread RoG is used primarily for
tandoori breads and Egyptian flatbread. This
improver raises the dough’s falling number and so
increases its stability. The dough remains workable
for several hours, without sticking.

EMCbest WA Visco+ can be used for making all
kinds of flatbreads. It increases the dough’s water
absorption capacity without making it stickier.

Alphamalt Fresh FB is a family of improvers that
can be used for double layered flatbreads like pita
and Egyptian baladi, to give longer freshness and
softer bread that can be easily folded or rolled. This
group contains the improvers Alphamalt Fresh FB
71015 and Alphamalt Fresh FB 71016.

Ulrick & Short
launch new
clean-label
flour for gluten
free bakery

luten free is now a mature & well-
established trend. So far in 20211, gluten-
free NPD has accounted for over 20% of

all product launches in the Bakery sector – an
increase from 12% in the previous year.2 Further-
more, as premiumisation drives growth in the
sector, and consumer expectations of products
only continue to grow, developing high quality
products is as important as ever.

In response to this, Ulrick & Short has launched
a new functional flour, aimed specifically at
improving viscosity, texture & structure in gluten
free bakery applications. The new ingredient, called
fazenda™ Nutrigel, is the latest addition to Ulrick &
Short’s functional flour range launched last year.
The ingredient acts as a viscosity regulator in
bakery applications and has been designed to
improve the moisture, softness & structure in a
range of products. Nutrigel provides functionality
in both sweet and savoury bakery applications –
from breads & bread products to cakes & muffins,
to gluten free batters & coatings.

Additionally, because of the versatility of
functionality of Nutrigel, it promises to be an
effective option to replace existing rice flours on
the market. The ingredient is also clean-label,
non-GMO, allergen & gluten free, ensuring that all
consumer labelling demands can be met.

Ulrick & Short Development Technologist,
Emma Walker, said “fazenda™ Nutrigel is a really
versatile ingredient for gluten-free bakery applica-
tions. Whether manufacturers simply require
viscosity regulation in doughs or batters without
reformulation or additional textural benefits,
Nutrigel is a viable product on both counts.”

U&S Supply Chain Manager, Matthew Hurst,
added “In recent months, rice flour availability has
been obstructed by a variety of issues impacting
the supply chain. These challenges, coupled with
a subsequent increase in demand has caused
significant price rises across Europe, posing a
challenge for many gluten free bakeries. fazenda
nutrigel offers manufacturers not just an additional
option for the supply of a key ingredient, but also
a highly functional ingredient with additional
textural benefits.”
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ew research* from international
baking and patisserie business
Puratos UK has revealed growth
opportunities for sourdough and
how bakeries, retailers and OOH

can drive sourdough consumption.
The Puratos 2020 Taste Tomorrow report**

shows that consumers are looking for breads that
are fresh, tasty and healthy – all qualities inherent
in sourdough. 63% of shoppers said freshness was
the most important consideration when buying
bread, followed by taste (61%), healthiness (27%).
Furthermore, 21% of Taste Tomorrow respondents
said theywould eat breadmadewith sourdough as
part of a healthier diet and 13% said naturalness
and the source of ingredients (8%) were key
buying considerations.

In order to help bakeries, retailers and OOH
capitalise on this existing consumer interest in
sourdough and contribute to growing the sour-
dough category in the UK, the new research from
Puratos has identified a need to educate
consumers on four key areas - the nutrition
benefits of sourdough, the flavours and formats
available, and its versatility.

Health
Sourdough offers a number of nutritional

benefits, including a simple ingredient list of just
flour, water and salt and possible digestive
benefits***, but the new research reveals that just
24% of non-users think sourdough is healthy. This
is despite 48% of non-users saying that a better
understanding of the health benefits of sourdough
would encourage them to try sourdough and start
buying it. The health benefits of sourdough are also
important to heavy and occasional users of sour-
dough, with 82% and 83% respectively saying that
this is important to them. All of this underlines the
importance of educating consumers on the
nutrition benefits of sourdough. Bakeries and
retailers can do this in store and on pack, OOH can
do this onmenus, and all can promote this online.

Flavour
It is important for brands and businesses to

promote the various sourdough flavour profiles
available.Whennon-users askedwhat had stopped
them from trying sourdough, 19% said they were
worried about the taste and 41% of occasional
users said they would be encouraged to eat sour-
doughmore regularly if they saw new and exciting
flavours and varieties.

Puratos research into consumer taste prefer-
ences has revealed that although a sourdoughwith
mild fermented notes and a slightly creamy flavour
is likely to appeal to most consumers, varying
tastes and textures appeal to different groups. As
a result, retailers and bakeries are encouraged to
include sourdough with three flavour profiles in
their range: one with mild fermented notes likely
to appeal to all consumers, one with a high sour /

tangy profile likely to appeal to regular sourdough
consumers, and one with a malty, toasted flavour
profile likely to appeal to non-sourdough
consumers. Brands and businesses should
communicate and promote the different tastes
and textures available in order to encourage trial
and repeat purchase.

Formats
Promoting the various formats and types of

sourdough products available can also help drive
sales. 71% of heavy users said they bought
sourdough products other than bread, such as
crumpets and crisps, compared to just 32% of
occasional users and heavy users were also more
likely to try different varieties of sourdough such as
rye (89% vs 61%). The heavy users were again
more likely to buy sourdough with additional
ingredients such as grains (78% vs 65%), all
suggesting promoting different varieties and
products could encourage occasional shoppers to
increase purchase frequency.

Versatility
The research suggests that educating

consumers on how to use sourdough in recipes
could offer an opportunity for growth, by encour-
aging occasional users to enjoy sourdough more
often, as 72% of heavy users felt that sourdough
was a good ingredient to cook with, compared to
42% of occasional users.

Educating consumers on the nutrition
benefits, flavour, formats and versatility of sour-
dough may help justify the price of the product.
This is a concern for non, occasional and heavy
users alike, with 40% of non-users saying that if
sourdoughwas cheaper, it would encourage them
to try sourdough and start buying it and 88% of

occasional users and 82% of heavy users saying
price is important to them.

Bakeries, retailers and OOH all have a role
to play in driving sourdough consumption.
Consumers can be habitual when shopping, with
39% of non-users saying they haven’t bought
sourdough as it simply hasn’t crossed their mind,
but the research shows that many heavy users
were first introduced to sourdough when eating
out - suggesting the restaurant and food service
route is key to introducing a large portion of
non-users to the category. The research shows that
once converted however, occasional and heavy
usersmost often purchase frombakeries (45% and
42%), supermarket bakeries (44% and 39%) and off
the shelf in supermarkets (30% and 32%).

Puratos offers a range of fresh and living sour-
doughs for creating authentic sourdough breads
and stabilised sourdoughs for adding a signature
flavour to breads and most recently launched
British-made living sourdough. As the interest in
sourdough continues to grow, Puratos will
continue to conduct research and invest to ensure
it canmeet the UK’s current and future sourdough
needs.

* Puratos Sourdough research, conducted by Good Sense
Research on behalf of Puratos March-April 2021 on 300
people

** Taste Tomorrow survey 2020 (500 UK consumers surveyed)
*** https://www.ncbi .n lm.n ih.gov/pmc/art ic les/

PMC6950244/

www.puratos.co.uk

New research from Puratos UK reveals
growth opportunities for sourdough
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onvenience has been a strong driver in the
food market for years, in retail as well as
out of home. In recent months takeout

and delivery models have experienced a tremen-
dous boom. The operative term is “newwork,” and
home office and mobile working call for need-
oriented solutions. Pizza is a great example. This
familiar convenience classic is undergoing a new
hype. Market research company Euromonitor
International prognosticates global pizza market
revenue growth of almost eleven percent this year,
to 132.3 billion USD. For Eastern Europe the
projected rate is 16%. And nowonder – pizza always
works and is very versatile, from classics like
pepperoni, hamand tuna, to new versions likewhite
pizza, with sour cream instead of tomato sauce. The
growing demand in this category also brings high
potential for plant-based versions.

Vegan alternatives to pepperoni or tuna
With Planteneers’ compounds, manufacturers

can offer the entire range of pizzas with purely

plant-based ingredients, and so address the rising
demand for plant-based convenience foods. The
functional systems in the fiildMeat S range, for
example, are ideal for making plant-based sausage
products of all kinds, including vegan pepperoni and
ham. The system ismadewithout soy, and uses fava
beans and peas as protein sources. Another plus
point is that the products are very easily sliceable
and the edges stay appetizingly fresh on the pizza,
without burning.

The fiildTex D range offers a change of pace.
This pea-based system lets manufacturers produce
a plant-based tuna substitute that is as good on
pizza as the fish original. For maximum pizza
indulgence, fiildDairy CHG can be used to make
plant-based alternatives to grated cheese. These are
relatively easy to produce and have very good
functional properties. They don’t stick during
grating, have the ideal melting behaviour during
baking, and stretch just like real pizza cheese. The
cheese alternatives can bemade in popular varieties
like mozzarella and cheddar.

Strong growth in the deep frozen category
Pizza is just one example in the steadily grow-

ing deep frozen category. Lasagne is another big
favourite. Here again, Planteneers offers the
ingredients for purely plant-based products, from
functional systems for plant-based bechamel sauce
that is heating and heat-thaw stable, to plant-based
cheese alternatives, to groundmeat alternatives for
the filling, the latter made with fiildMeat P series
functional systems. Together with the appropriate
texturate, industry partners can use these systems
to make all the most popular ground meat
products, from lasagna and bolognese sauce to
burger patties. Thanks to innovative solutions using
sunflower and fava bean protein, the final products
can be made soy- and gluten-free.
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Tailor-madestabilisingsystems
support regionalmarkets

eat will remain a popular food going
forward, as shown by the “Agricultural
Outlook 2020-2029” study by theOECD

and FAO. For this decade the report projects a rise
in worldwide meat consumption by a good 12%,
primarily driven by poultry and pork. According to
the study, by 2029 poultry will account for 50% of
global meat production, followed by pork at 28%.
Demand is particularly high in emerging markets.
With the stabilising systems in the PLUSstabil series,
Hydrosol has developed a broad spectrum of
solutions specifically targeted at the different
requirements of individual markets.

Cooked ham products: Strong demand in
East Europe, Russia and Asia
For cooked cured pork, Hydrosol offers the

PLUSstabil CM line for making various products like
cooked ham, cured pork belly and shaped ham.
“With their special combination of functional
ingredients, these are systems formedium to high
yield injection. They ensure good water binding,
accurate portioning, high cut firmness and mini-
mal cooking losses, with outstanding economy,”

reports Hydrosol Product Manager Florian Bark.
They can be used to make high-quality regional
specialities from cuts of pork like neck, loin and
belly, with economic advantages.

Poultry boom in Latin America and MENA
Poultry productsmake up the world’s fastest-

growing meat category, with the main growth
markets being in Latin America and the MENA
region. For this category, Hydrosol has developed
injection brines for fresh chicken and convenience
products, with and without bones. The PLUSstabil

FM range functional systems help these foods
retain their natural meat fibres and give the
final products a tender, moist consistency. The
stabilising systems ensure excellent brine retention,
prevent de-juicing, and give superior yields. They
are partly available with and without phosphate or
preservatives. If desired they can be combinedwith
Hydrosol preservatives and marinades to give the
final product the shelf life and flavour to fit the
needs of the respective market.

“With our long experience, we know the
international meat market very well. Almost every
country has its own specialities,” says Detlef
Rupprecht, Business Development Manager Meat.
“Our answers to country-specific requirements and
food trends are precisely tuned functional systems
for cooked cured products, fresh meat and other
meat products.” With them, meat and sausage
producers can make regional classics and trendy
new products that meet the most rigorous
demands in terms of flavour, texture and
economy.

www.hydrosol.de

Newworkdrivingdemandfor
plant-basedconvenienceproducts
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uratos UK has launched two new
chocolate products containing 40% less
sugar, while maintaining the qualities

of delicious real Belgian chocolate. Belcolade
Selection Noir and Belcolade Selection Lait Sugar-
Reduced are being introduced this month as part
of Puratos’ commitment to reducing sugar with-
out sacrificing taste.

Belcolade Selection Noir is a balanced dark
chocolatemade from55% cocoa, with fruity notes
and a smooth roasted cacao flavour, while
Belcolade Selection Lait contains 34% cocoa and is
a milk chocolate with sweet caramel notes and
cacao flavour.

Aswell as containing less sugar, these additions
to the Belcolade range are 100%natural, using only
clean label ingredients to create a perfectly
balanced flavour that assures great taste quality
and is in line with consumer trends.

The new products are part of Puratos’ Health
& Wellbeing approach, which strives to re-invent
indulgence by creating healthier solutions for
consumers. Not only does the World Health
Organisation (WHO) recommend that a maximum
of 10% of a person’s calorie intake comes from
sugar, limiting daily sugar consumption is also at
the top of the consumers’ minds. According to a
recent survey, 50% of consumers worldwide are
actively trying to reduce their sugar intake.¹

New generation sugar reduction technology
and ingredient expertise allowed Puratos to reduce
the sugar content of its new Belcolade products
with absolutely no compromise on taste or texture
and the products exceeded consumer expecta-
tions during their prelaunch Sensobus test. Belgian
consumers, who participated in the test,
confirmed the reduced sugar chocolate still
provided a delicious, indulgent taste.

Philippa Knight, Marketing Director Puratos UK,
comments: “We know that our customers demand
the best tasting chocolate for their customers,
while consumers are looking for ways to improve
their health andwellbeingwithout sacrificing taste.
Our new Belcolade products allow consumers to
continue to enjoy the indulgent taste of chocolate
while working towards their healthier eating goals,
thereby achieving the best of both worlds.
¹ www.health.havard.edu

www.puratos.co.uk

PuratosUK
launches
reducedsugar
Belcolade
chocolate

irmenich, a privately owned fragrance and
taste company, has announced the
launch of Dynarome® TR, the latest

addition to its proprietary SmartProteins® technol-
ogy portfolio. Dynarome® TR is designed to deliver
a natural, authentic and mouthwatering cooking
aroma for meat analogs across several plant-based
food formats.

“With the BBQ season soon upon us inmuch of
the world, we expect that wonderful smell
generated by a favorite meat on a hot grill. How-
ever, we found that the simple formula of protein
plus fat plus heat, equaling a nice, appetizing
aroma, often does not work formeat alternatives,”
said Antje Ratz, Firmenich VP SmartProteins® Meat
Analog Program. “Instead, sometimes plant-based
products may produce a strong smell even in their
raw state or, in some instances, can release
unpleasant off-notes. Firmenich has developed a
proprietary solutionwhich releases a pleasing aroma
upon heat at exactly the point consumers would
expect it, making for a more authentic meat-like
cooking experience in plant-based proteins.”

With Dynarome® TR, Firmenich has taken a
culinary approach to produce a new natural flavor
delivery system that allows tailored flavor release at
elevated temperatures by customizing the compo-
sition of its lipid phase.

“Animal fat plays an important role in flavor
generation, tending to melt over a slowly rising
temperature range. That is difficult to reproduce
with plant-based fats alone,” said Jian Zhang,
Senior Scientist, Materials Science R&D at Firmenich.
“This new system has less aroma when meat
analogues are chilled and during the early low

temperature phase of the cooking. It then releases
an enticing cooked aroma during the later stage of
cooking and upon eating.”

“At Firmenich, we have a very strong legacy in
flavor encapsulation with a highly comprehensive
set of technologies across all food & beverage
applications. It was intuitive to apply this know-how
tomeat analogs aswell,” added Iain Beck, Firmenich
VP, Delivery Systems. “Natural flavor encapsulation
proves a very effective method to prevent binding
into the protein base, thereby securing flavor
integrity and allowing consumers to enjoy the full
aroma experience.”

Dynarome® TR cooking aromanowgreatly adds
to Firmenich’s industry-leading SmartProteins®

portfolio of integrated solutions encompassing
texture ingredients, juiciness & succulence tech-
nology, salt and umami tools and delicious meat
tastes. This comprehensive toolkit, together with a
global team of meat analog experts, enables
Firmenich to engage with its customers to create
themost delicious plant-based products, today and
for the future.

ynergy Flavours has drawn on the 130-
year heritage of its Italian business to
develop a new Italian Provenance citrus

range, which taps into consumer demand for
premiumisation and increased product trans-
parency. The extracts, developed using traditional
extraction techniques to produce distillates,
infusions and washes, include Calabrian lemon,
Italian blood orange, Italian bergamot, Sicilian
blonde orange, Sicilianmandarin, Sicilian lemon and

Ligurian / Sicilian chinotto.
The new extracts deliver signature flavours to

products frombeverages, to baked goods and dairy
products. Customers can add a sweet and juicy
taste to their products with Sicilian blonde orange,
or a complex sweet and sour note with Sicilian
mandarin. For a distinct fresh, zesty aroma with a
bitter and pungent profile, they can consider Italian
bergamot, which is particularly suited to tea (Earl
Grey), juices and alcoholic beverage applications.

Giorgio Ferluga, technical manager, Synergy
Flavours Italy, commented: “Italy is world-renowned
for citrus and particularly lemon, which has been
cultivated here for over 1,000 years. Processing the
highest quality fruits directly from nature in a
sustainable way enables us to deliver natural and
authentic citrus profiles that meet the specific
application requirements of our customers. Our
contracts and agreements with domestic suppliers
in Italian growing regions guarantee reliable and
efficient supply. Alongside this, our rich heritage
and citrus know-how means we can help provide
new inspiration to our customers so that they can
excite consumers’ taste buds.”
https://uk.synergytaste.com/inspiring-citrus

SynergyFlavoursaddsto its citrus
portfoliowithnewItalianextracts

Firmenich launchesDynarome®TR
fornaturalheat-inducedaromain
plant-basedmeatanalogs
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Ulrick&Short
expandorganic
offeringwith
new functional
binders

n 2020, UK organic sector sales grew by
12.6%1 – the steepest annual trajectory for
the last 15 years. Now, the UK organic

market is worth £2.79bn, and the overall trend is
one of growth as sustainability, ingredient prove-
nance and label transparency become ever more
important in the minds of consumers.

To accommodate for this recent growth,
Ulrick & Short have extended their organic
ingredient portfolio. The new ingredients, including
organic complex™ 1 & organic complex™ E have
been designed to provide improved textural prop-
erties in plant-based meat substitute applications.

More specifically, organic complex™1provides
high binding capacity to plant-based meat
substitutes, helping to provide a better-quality
mouthfeel & eat, while also allowing manufactur-
ers to make front-of-pack ‘Source of/High in’
protein claimswithoutmajor recipe reformulation,
or significant changes to flavour profiles. organic
complex™ E binds moisture in fat when cooked,
providing an open, softer texture for bothmeat &
plant-based products such as burgers, meatballs
& sausage rolls. Both ingredients are clean label,
non-GMO & certified organic.
1 The Organic Market Report 2021 – The Soil Association, 2021

“ ello Hybrids” was one of the Top Ten
Trends identified by Innova Market
Insights last year. “Hello Hybrids” is also

an apt description of a new retail product segment:
Meat and milk products that contain greatly
amounts of animal ingredients but still appeal to
confirmed carnivores, consumers who want to
reduce the amount of animal products they eat for
reasons of climate protection, animal welfare,
or health, but who are unwilling to make any
compromises on flavour or consistency. This is
where combinations of animal and plant proteins
come in. For this new category Planteneers has
developed stabilising systems that already contain
the plant component. They make it easy for meat
producers and dairies to cut the animal ingredients
in the final products by half. Thus, they can profit
from the plant-based hype without completely
eliminating meat or milk from their formulations.

Meat and plants united
With the new blends in the fiildMeat+ range,
Planteneers is closing the gap between flexitarians
and meat eaters who have heretofore rejected
plant-based alternatives for reasons of flavour. “The
meat market is enormous, with a worldwide
production of 333 million tonnes per year. Reduc-
ing the amount of meat in ready meals and meat
preparations by half would have a great influence
on themarket,” says Florian Bark, Product Manager

at Planteneers. “Since the potential customers of
these half & half products are mostly meat-eaters,
this product range has tremendous sales potential.”

Whether for ready meals with burger patties
and nuggets or fresh products like bratwursts and
ground meat, with the plant-based fiildMeat+
compounds producers can make a variety of meat
preparations. Depending on the recipe, protein-rich
legumes like lentils or chickpeas are used, alongwith
vegetableswith the right flavour profiles. “Wherever
possible we avoid ingredients with E-numbers in
our stabilisers, likewise flavourings and flavour
enhancers,” says Bark. The components for flavour
and colour are kept separate, as usual, to give
manufacturers wide scope for adjustment. The
stabilising systems consist of proteins and other
plant-based components. The final products can be
made with normal machines.

Plant-based benefits for dairy products
Flavour, texture and appearance are

advantages for hybrid products in the dairy space as
well. With the compounds from the fiildDairy+
range and normal cow’s milk, dairies can make
blends that reduce the amount of milk by 50%,
replacing it with plant components. The final
productmight be a drink consisting of halfmilk and
half oat drink, for example. “In the development of
our fiildDairy+ range we paid special attention to
getting the original flavour of the milk products,”
reports Planteneers Product Manager Katharina
Schäfer. The new compounds form the basis for
drinks, pudding, fermented milk products like
yogurt, and cheese preparations. Katharina Schäfer
adds, “the final products can naturally be enriched
with proteins, vitamins or minerals. In this way it’s
possible to appeal to the steadily growing number
of consumers who want to eat healthier.”

A survey done for an in-house master’s thesis
shows the potential that the combinations offer. Of
2000 respondents, most of them students, just
under half would try a combined milk and plant-
base beverage, for example. A thirdwould even buy
it. 46% would like to see further hybrid dairy
products. Thus, the combinations offer many new
possibilities for dairies as well as for the meat
industry.

www.planteneers.de

NT has launched two EXBERRY® Coloring
Foodsmade from turmeric and spirulina,
opening up new opportunities for clean-

label greens.
EXBERRY® Shade Jade Green delivers a bright,

bluish green shade, while EXBERRY® Shade Lime
Green provides a yellowish green hue. The
products expand GNT’s range of green Coloring
Foods, helping the company cater to the growing
global demand for cost-effective green colours that
support clean label declarations.

Shade Jade Green and Shade Lime Green are
both liquid-based and can be used in a wide range
of applications. They are ideal for confectionery
such as fruit jellies and hard-panned products; dairy
products including yogurt and ice cream; and dec-
orative coatings for bakery, dairy and more.

They also have no impact on taste in the final
application as a result of the physical, water-based
methods used to create the colours.

Sonja Scheffler, Product Manager at GNT, said:
“Our newgreen Coloring Foods provide good over-
all performance and wonderfully vibrant shades
while supporting completely clean and clear labels.
Turmeric and spirulina are both well-known,
on-trend ingredients, which ensures EXBERRY®

Shade Jade Green and Shade Lime Green offer
widespread consumer acceptance.”

Based on the principle of coloring food with
food, EXBERRY® products are made from edible,
non-GMO fruit, vegetables and plants using
physical processing methods and no chemical
solvents. As a result, they offer a perfect solution
for the modern market.

To find out more about EXBERRY® Coloring
Foods, visit:www.exberry.com

Apromising concept:Animal original
meets plant-based alternative

NewEXBERRY®
ColoringFoods
expandthe
possibilities
forclean
greenshades
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alsgaard has launched a new PGPR
product which offers chocolate manu-
facturers the best ever levels of

functionality and efficiency.
PGPR (polyglycerol polyricinoleate) is used in

chocolate production formould optimisation, flow
control and viscosity reduction. Palsgaard’s exist-
ing product, Palsgaard® PGPR 4150, is already the
market leader, but the company’s latest offering
takes PGPR performance to new levels.

Developed exclusively for chocolate,
Palsgaard® PGPR 4190 is 15% more efficient at
controlling viscosity than Palsgaard® PGPR 4150,
and can be used at a dose 30-40% lower than
other PGPRs, making it highly cost-effective.

Other benefits include easier flow, better coat-
ing of inclusions, and taste- and odour-neutrality.
Palsgaard® PGPR 4190will be subject to Palsgaard’s
unique quality standards, with batch-to-batch
checks guaranteeing uniform stability.

Morten Hoffmann Kyed, Director of Product
Management at Palsgaard, said: “We’ve led the
market for many years, but this really is the next
level for PGPR. Palsgaard® PGPR 4190 is the result
of years of research and innovation, and it will offer
chocolate manufacturers unique, best-in-class
functionality. Furthermore, because a tiny drop
delivers a huge effect, its benefits also include very
high cost-in-use savings.”

Palsgaard® PGPR 4190 is designed for choco-
late spreads and enrobed and moulded products.
Although it works well with traditional chocolate
emulsifier lecithin, it is an ideal partner for
Palsgaard® AMP4455, an alternative to lecithinwith
better organoleptic properties.

The result of intensive research at Palsgaard’s
main R&D centre in Denmark, Palsgaard® PGPR
4190 is manufactured in the company’s specialist
facilities in theNetherlands, where all production is
CO2-neutral, and which have recently undergone
extensive equipment upgrades.
www.palsgaard.dk

ycored has launched a new highly
concentrated D3, creating opportunities
for synergistic products that combine

vitamin D with other ingredients.
Capsudar D3 1000E delivers 1 million IU/g of

vitamin D3. This ultra-high concentration (2.5% of
that of pure vitamin D3) frees up more “space” for
other vitamins, minerals and other actives. The
product also provides 81mg towards a 1g daily dose
of calcium and can be partnered with magnesium
and vitamin K, making it ideal for multivitamin
supplements.

There is a wealth of scientific evidence for the
benefits of such pairings. Taking vitamins D and K
with calcium is more effective than taking calcium
alone, and magnesium assists in the activation of
vitamin D. A combination of calcium and vitamin D
has been recommended in populations such as
seniors to reduce the risk of fractures.

The pandemic has spotlighted the role of
vitamin D in immune health, with groupsmost likely
to be deficient in the micronutrient disproportion-
ately impacted by COVID-19. Lockdowns have also
increased interest – two in three consumers who
responded to a recent Lycored survey were
concerned that they were not getting enough
vitamin D due to less time outdoors.

Capsudar D3 1000E owes its high concentra-
tion to Capsudar®, Lycored’s unique precision
microencapsulation technology. It turns fragile,
volatile and easy-to-spoil ingredients into stable
powders that remain viable throughout the rigors
of processing, packaging and storage.

Vitamin D3 oxidizes easily, is sensitive to light
and usually needs to be kept in a vacuum in the
dark. The Capsudar precision microencapsulation
technology overcomes these challenges – it ensures
the actives in Capsudar D3 1000E are protected
during processing and storage, and released effec-
tively in the body. A core of calcium phosphate is

spray-coated with a layer of vitamin D3, and both
are surrounded by a protective outside layer.

Christiane Lippert, Global Product Manager,
Vitamins, at Lycored, said: “One of the effects of
the pandemic – and lockdowns – has been a surge
in demand for vitamin D. It’s a micronutrient that
works best in combinationswith other vitamins and
minerals, so we set out to develop a product that
would deliver maximum synergy between active
ingredients. Thanks to our Capsudar encapsulation
technology, we were able to create a powerful,
super-concentratedD3 that overcomes formulation
challenges and offers opportunities for fabulous
pairings with a range of other actives.”

Capsudar D3 1000E is the latest addition to Ly-
cored’s comprehensive vitamin D range, which in-
cludes encapsulated D2 and D3, and solutions for
tablets, capsules, softgels, gummies and beverages.
For more details on the vitamin D range, visit:
https://www.lycored.com/vitamin-d

Available in all global markets, it is suitable for
hard shell and tablet applications. With a short
ingredient list, it is free from silicon dioxide,
maltodextrin, carbohydrate and sugar. It is also
kosher, halal and vegetarian.

www.lycored.com

Palsgaard
launches
“next-level”
PGPR for
chocolate

Lycored’s newconcentratedD3
is perfectmultivitamin solution

ycored has supplied its proprietary
nutrient complex Lycoderm™ toHerbalife
Nutrition’s newest Herbalife SKIN product,

LycoGlow™. The product helps support skin
smoothness, brightness, and firmness for an
all-over healthy glow that starts from within with a
once-daily softgel, designed to complement a
holistic skincare routine, supporting its texture and
appearance for a smoother and more radiant
look.1

“Our philosophy is that healthy skin starts on
the inside. A growing number of consumers share
that view, and they’re turning to plant-based
ingredients like tomato-derived carotenoids to
nourish their skin. Lycoderm is our flagship
ingredient for ingestible skincare supplements, and
we're honored that Herbalife Nutrition has chosen
it for Herbalife SKIN LycoGlow, a truly exciting new

product,” said Zev Ziegler, Vice President of Brand
& Marketing at Lycored.

Lycoderm is a proprietary blend of tomato
phytonutrients and rosemary leaf that offers
optimal concentrations of lycopene, phytoene,
phytofluene, and carnosic acid. The synergistic
combination of these nutrients helps balance the
skin's response to sun exposure and environmental
stress.1

“Herbalife SKIN LycoGlow taps into growing
consumer demand for ingestible skincare products
containing plant-based ingredients rooted in
research and sprouted from science," said Ibi
Montesino, Senior Vice President, and Managing
Director, North America at Herbalife Nutrition.

LycoGlow is only available through Herbalife
Nutrition independent distributors.
1 Lycoderm and Herbalife SKIN® LycoGlow are not substitutes for topical sunscreen.

LycoredpartnerswithHerbalife
Nutrition® to launchHerbalife
SKIN®LycoGlow™

Send your Product News items to
Terry Prior

terryprior@innovationsfood.com
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Global cacaofruit expert CabosseNaturals partners
withCacaoBarry to launchWholeFruit chocolate

abosse Naturals, the global cacaofruit
expert, is partnering with Cacao Barry, a
leading artisan chocolate brand since

1842, to celebrate the zesty, fruity taste of the
cacaofruit. The global rollout of new WholeFruit
chocolate has officially started. At the same time,
the 100% pure cacaofruit ingredients behind the
next-gen food and drink segment have been
introduced in snacks, drinks and ice cream.

WholeFruit chocolate across the globe
WholeFruit chocolate will hit themenus of fine

dining restaurants, high-end hotels and top choco-
late and bakery shops in the United States, Canada,
Brazil, the United Kingdom, France, Italy and Japan
through the artisan and chef network of
Cacao Barry. The leading artisan chocolate brand
also plans to introduce another expression of
WholeFruit chocolate in 2022.

Herwig Bernaert, managing director of
Cabosse Naturals: “We are proud to see that our in-
novative supply chain offers us a solid foundation
to partner with iconic brands such as Cacao Barry
and other food and drink producers across the
world to craft and introduce delicious-tasting ca-
caofruit experiences.”

Mastering the supply chain
Over the past two years, Cabosse Naturals, a

brand by Barry Callebaut, has mastered the supply

chain to create a highquality range of 100% pure
cacaofruit ingredients. The range literally unleashes
the full power of the cacaofruit bymaking use of its
beans, its nutrient-dense peel and its fresh and
fruity pulp and juice. It is the most delicious
solution to climate change, since it upcycles 70% of
the delicious cacaofruit – one of the most
harvested fruits around the globe – that used to be
discarded as waste.

Since the first introduction of the next-gen
food and drink segment, Cabosse Naturals has also
partnered with CaPao, a Mondelez brand, to offer
cacaofruit snacks and Rogelfrut, a high-quality fruit
processing brand, with which it introduced a new
cacaofruit gelatomix for ice creamparlors in Italy. In
addition, the global cacaofruit expert recently col-
laboratedwith Belgian craft beer brand ACAN to in-
troduce the trendy Cacaofruit Sour Ale.

Leading a movement together with
Upcycled Food Association
Cabosse Naturals was the first cacaofruit brand

to partner with Upcycled Food Association (UFA). In
2020, it led a global campaign in collaboration with
UFA to build the upcycled food category. This year,
UFA introduced anUpcycled CertifiedTMmark in the
US to help consumers identify upcycled products
and make an impact with their purchasing
decisions. Cabosse Naturals’ partners will be able to
enroll a mark on their packaging. Cacao Barry, a
Cabosse Naturals partner, aims to be the first
chocolate labeled with this mark.

Turner Wyatt, CEO of the Upcycled Food
Association: "Products with the Upcycled Certified
mark on packaging will empower consumers to
prevent foodwaste every time they enjoy a choco-
late. There has never been a more delicious
solution to climate change!"

Innophos helps shakeuphigh-protein beverages
nnophos, a global leader of specialty
ingredient solutions that deliver far-reaching,
versatile benefits for the food, health,

nutrition and industrialmarkets, recently highlighted
ingredient solutions that improve the texture and
appearance and also protect the flavour of high-
protein beverages. Innophos offers Textur-Melt®

LM89 andDKP (DipotassiumPhosphate), which help
stabilize and improve the performance, functional-
ity and quality of drinks that contain protein from
sources including whey, collagen, and plant-based
sources.

As consumer demand for high-protein
beverages continues to grow, product developers
are contending with new formulation and supply
chain challenges. Many manufacturers are seeking
solutions that allow them to incorporate high usage
levels of proteins from various plant-based and
other sources into ready-to-drink beverages—
without losing an ounce of performance.

The amount of protein listed on the label is a
driving factor for consumers when purchasing
nutritional drinks. The demand for protein is
continuously growing and according to Innova
Market Insights, new products launched with “high
protein” or “source of protein” positioning in the
last five years are +188% (Global, CAGR 2016-2020
YTD). Additionally, product developers are seeking
alternative protein sources now more than ever,
due to protein shortages caused by the pandemic
and the need to bring on-trend products to the
market. As plant-based eating moves from trend-
ing to mainstream, formulating new plant-based
protein beverages answers the need for alternative
protein options while appealing to the growing

number of plant-based consumers. In fact, Innova
indicates a +68% annual growth in food &
beverage launches with a “plant-based” claim.

“Textur-Melt® LM89 offers processors buffering
capabilities and also prevents age gelation for plant-
based protein beverages,” said Amr Shaheed,
Manager of Technical Services, Innophos, Inc. “Other
solutions on themarket may just offer buffering. A
buffer is a solution that can resist pH change upon
the addition of an acidic or basic component. It can
neutralize small amounts of added acid or base,
thusmaintaining the pH of the solution as relatively
stable. This is important for processes and/or
reactions which require specific and stable pH
ranges. The protein then becomes more soluble,
more stable and goes through the heat exchanger
of the pasteurization process without issues.
Phosphates are known to be strong buffers, so
product developers need to use only a small dosage
to be effective compared to non-phosphate
ingredients. This results in lower cost-in-use and
the shelf life of the product as it improves stability.”

Innophos Textur-Melt® LM89 is a solution for
longer shelf life, texture improvement and flavour
protection. It delivers many advantages including:

PREVENTS AGE GELATION– stops the formation
of a voluminous three-dimensional protein network
that causes the beverage to lose fluidity.

STABILIZES PROTEIN–ensures stability and
consistency throughout the heating process and on
the shelf.

ALLOWS ALTERNATIVE PROTEIN USE–plant-based
proteins can be used in the current manufacturing
process.

PROVIDES BETTER FUNCTIONALITY–improves the

texture and appearance, while protecting the
flavour of the beverage.

“DKP (DipotassiumPhosphate) is another great
solution for challenging vegan protein beverages,”
added Shaheed. “While it is a well-known
phosphate, its functionality in plant-based applica-
tions has only recently been discovered. Most
importantly, DKP meets the standards of USDA
Organic Program (NOP) and can be a critical
differentiator in organic products. At Innophos, our
team of experts is here to help manufacturers
improve the performance, functionality and
quality of today’s most challenging plant-based
protein products.”

Innophos offers a full range of phosphate
solutions to help food processors develop health-
ier, tastier, and more convenient meat, seafood,
and poultry products while simultaneously
improving efficiency and reducing costs. From
retaining moisture and reducing sodium, to
achieving peak flavour and texture, Innophos
ingredients offer multiple benefits that align with
the latest consumer trends, to please both manu-
facturers and consumers.
www.innophos.com
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Synergy Flavours launches‘Inspiring Fruits’
rangeof natural essences and flavours

Brand-newclear
rice protein from
Cambridge
Commodities

ynergy Flavours has launched ‘Inspiring
Fruits’, a collection of fruit essences,
natural named flavours and depictable

flavours. The newest addition to the Synergy Pure™
range of extracts and essences, the collection
offers manufacturers a range of natural solutions
to suit a variety of food and drink applications.

The Inspiring Fruits collection consists of
essences, natural named flavours, and depictable
flavours, including pear, sour cherry, peach, straw-
berry, raspberry, and blackcurrant. As the essences
are made using only high-quality raw materials,
there aremultiple labelling options formanufactur-
ers, including clean-label, being depictable on-pack,
and natural named flavours, which meet the new
standard for organic-suitable flavours as set by the
EU under regulation 2018/248. With requests for
provenance and transparency increasing, Synergy
has alsoworked closely with suppliers to offer British
provenance with the raspberry, strawberry and
blackcurrant essences.

Drawing on over 130 years’ expertise of its site
in Trieste, Italy, Synergy’s proprietary process uses
steamdistillation to capture the aroma, or ‘essence’,

of the rawmaterial and preserve the authentic taste
of natural fruits at their peak. The essences are
suitable for a range of products, including
beverages (juices, nectars, fruit waters, spirits, hard
seltzers), dairy products (yogurts and ice creams),
and desserts, whilst the natural flavour options offer
further flexibility for manufacturers.

Using this approach, Synergy has been able to
capture and enhance the best aromatic notes that
are associated with each fruit. For example, in the
sour cherry essence, this means efficiently extract-
ing 'dark' aromatic compounds that are characteris-

tic of the sweetness within a cherry's flavour, and
for the strawberry product, capturing the 'jammy'
notes that are typical of ripened strawberries.

Eric Zabiolle, General Manager of Southern
Europe, Synergy Flavours, commented: “Manufac-
turers are innovating and catering to demand from
consumers formore natural ingredients across food
and beverage products. At Synergy, we use a blend
of art, science and insight to capture and preserve
the best of what nature has to offer, so that we can
provide our customers with tailored solutionswhilst
keeping product labels as ‘clean’ and natural as
possible. By developing these essences, natural
named flavours, and depictable flavours, we’re able
to provide a true-to-nature range that offers
authenticity and flexibility to meet the demands of
today's consumers. All of our solutions, including our
wider Synergy Pure™ range, are easily tailored to
meet specific taste challenges, and this is something
we work on closely with our customers.”

For more information about Synergy’s new
Inspiring Fruits flavour range, visit https://uk.syner-
gytaste.com/inspiring-fruits.
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lobal nutritional ingredient supplier
Cambridge Commodities is excited to
announce the launch of its brand-new

range of plant-based clear rice protein powders.
This is the first in their range of clear plant proteins.

Cressida Cable, Head of Product Development
said: “Traditionally, plant-based protein powders
can be gritty and can cause digestive discomfort.
We recognised by using hydrolysed rice protein,
we could mitigate this effect whilst still giving our
customers a plant-based option.”

The range initially has three ready-made
flavours: Cherry Cola, Tropical, and Strawberry &
Kiwi with further flavour launches planned. There is
also the opportunity to develop bespoke flavour
blends upon request. Cambridge Commodities’
clear rice protein has an excellent amino acid
profile and provides 10g of protein per 14g
serving.

Cambridge Commodities also included its
latest ingredient innovation, Librifoam® in the
formulation. Librifoam® is a silicone anti-foaming
agent that helps during themanufacturing process
to minimise unwanted foam.
www.cambridgecommodities.com

Clean label binder for the
productionof high-protein
meat alternatives

ngredients expert Loryma has added two
clean label binding systems to its portfolio.
With the functional blends, manufacturers

can produce meat alternatives that not only
convince with a meat-like texture, but also a high
protein content and short ingredient list without
E-numbers. The combination of wheat and fava
beans completes the amino acid profile and
increases the nutritional value. The binding com-
ponents enable vegan applications for both hot and
cold consumption, for example, vegetable chicken
breast strips and meat-free sausages.

Starches and other functional components of
the wheat grain ensure that plant-based meat
alternatives have the anticipated texture and a
convincing bite. The Lory® Bind component replaces
conventional gelling agents and hydrocolloids,
so that the product has a "clean label" with no
E-numbers.

In addition to the short ingredient list, Lory®

Bind results in end products with a nutritional
profile far superior to other meat alternatives on
the market. The pairing of wheat and fava beans
improves the quality of the proteins and their
efficacy, thanks to the combination of amino acids.
The bean contains lysine and the wheat provides
methioninewhich, when used together, results in a
more bioavailable amino acid profile. The binding
systems have a high protein content of at least
57.3 g per 100 g and, depending on the recipe, a
"high protein" claim is possible.

The clean label ingredients of the Lory® Bind
range can be used for the production of various
vegan products, regardless of whether they are
consumed cold or hot. The gel formation and
texture is irreversible, thus remaining stable at high

temperatures (cooking, pasteurisation, autoclaving)
and after cooling. The products can also be frozen
and defrosted without any problems.

Both wheat and fava beans are considered
sustainable, natural raw materials. Through its links
to parent company Crespel & Deiters Group, Loryma
uses only EUwheat fromcontrolled cultivation, with
regional availability reducing transport emissions.
With only about 0.3 CO2 per kilogram, the fava
bean has one of the smallest ecological footprints
of all crops. It can be cultivated without excessive
mineral fertilisation, makes a meaningful contribu-
tion to biodiversity in crop rotation and serves as an
essential refuge for insects.

Henrik Hetzer, Managing Director of Loryma,
says: "Consumer demand for meat alternatives
continues to rise, making unique selling points all
themore important. Taste andmeat-like texture are
the top reasons for repeat purchases, but
consumers must initially be convinced by visual
appeal, packaging and label claims. We know for
sure that our new Lory®Bind products tap into the
sustainable, clean label and vegan zeitgeist."

www.lorymar.de

© Crespel & Deiters
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he plant-based community is growing
steadily. More and more consumers
wantmore choices in plant-based foods.

According to a Europe-wide consumer survey by
ProVeg International, there is still great potential
for plant-based foods in many categories. These
include baked goods. In addition to bread and rolls,
plant-based alternatives for cakes, tortes and
baked goods are in high demand. According to
ProVeg survey, both vegans and flexitarians want
more choices of purely plant-based fine baked
goods in bakeries and food retail. With the new
plant-based range fromPlanteneers,manufactur-
ers can now offer a vegan product portfolio cov-
ering everything frombrioches, fluffy soft rolls and
burger buns to muffins, cake and cookies, to top-
pings, fillings and plant-based cream alternatives.

Together with sister company DeutscheBack,
Planteneers as pioneers in plant-based products
have developed attractive baking agents,
compounds and all-in mixes that can be used like
a modular system. “We offer customers multiple
application possibilities per article, so they can use
our fiildBake products with maximum flexibility,”
saysMichael Pruss, Head of Business Development.
“By combining the ingredients in different ways,
for example, the consistency and texture of the
final product can be adjusted.”

Making vegan bread and rolls is normally not a
big problem. Nevertheless, with fiildBake Rice
Bread Planteneers offers an expanded solution.
This all-in mix is suitable not just for making bread
and rolls, it is also ideal as a basis for plant-based
and vegan tarte flambee and pizza. It’s gluten-free
as well, which offers an added benefit. Fine baked
goods represent a much greater challenge. “Even
if they’re flour-based, they usually contain eggs,
butter, milk or milk derivatives. Chocolate is
another frequent ingredient,” says Michael Pruss.
“For these products the important thing is to cover
all the functions of the animal ingredients using
only plant ingredients. We have succeeded very
well with the different fiildBake products.”

Thus, it is possible to make soft buns without
eggs or butter. As an alternative to cheesecake,
there is a high convenience all-in mix for a vegan
mousse cakewhose taste and texturemeasure up
very well to the classic original. Muffins, cookies,
pound cake and sheet cake can be made without
eggs or butter using the new complete mix from
Planteneers. The compounds for making plant-
based vanilla creme for many functions, and for
plant-based whipping creme for cakes and tortes,
give sweet baked goods an individual flavour note
and are freeze-thaw-stable, and thus suitable for
deep-frozen products.
www.planteneers.de

oryma presents its innovative portfolio of
TVP (Textured Vegetable Protein) which
comprises six basic types.While serving as

a structure-giving protein base, they also givemeat
alternatives an authentic mouthfeel. Through
targeted selection, combination, and hydrogena-
tion of the dry texturates, different types of meat
and fish can be replicated, as well as an array of
variants, such as sausage meat, fillets and minced
meat. Furthermore, the neutral taste of the
ingredients means there is no need for masking
flavours.

The texturates are available in powder format,
which can be used for protein enrichment or
vegetable sausage meat, and as granules for
products that imitate minced meat. For the repro-
duction of grown meat structures such as poultry,

pork, or veal alternatives, the long fibres, flakes, and
chunks can be used on their own or in combina-
tion.

Lory® Tex consists mainly of wheat gluten - a
renewable rawmaterial that forms meat-like fibres
through an innovative extrusion process. As a dry
product, it can be transported unrefrigerated,
easily stored, and rehydrated individually. The bite
strength determines the water absorption of the
ingredient, with a ratio of between 1:2 and 1:2.5 of
texturate to water. It is available in three shades -
light brown, colouredwith natural malt extract and
reminiscent of cooked pork along with versions in
brown and dark brown, which are coloured with
caramel and resemble cooked beef.

Depending on the combination, different
vegan or vegetarian applications can be realised
with the textured wheat proteins. If softer granu-
lates are combinedwith firmer ones, popular "home
style" burger patties are created, while the exclusive
use of Lory® Tex Fibres for a homogeneous fibrous
texture authentically replicates a schnitzel. When
used in combination with finely granulated Lory®

Tex Powder, the texture is reminiscent of sausage
meat, ideal for vegetable “chicken” nuggets. Lory®

Tex Chunks can also be used to create fibrous,
inhomogeneous structures that authentically
a matured chicken breast.
www.lorymar.de

Combinationofwheat
textures creates authentic
meat alternatives

Hey pretzel! Magical new food
additions from Pecan Deluxe

weet innovator Pecan Deluxe has
launched pretzel pieces to the market, in
a selection of coated and uncoated

options suited for a variety of food applications.
Salted, crunchy pretzel pieces are a familiar

sight in the snacking aisle and a welcome accom-
paniment to a cool glass of beer, but they’ve also
been making a stealthy inroad into the world of
desserts where they add desirable savoury notes to
trending confections like ice cream & chocolate
bars.

The new crushed pretzel range consists of 3
variants (all of which are nut & sesame free):
regular uncoated,milk chocolate coated and barrier
coated with cocoa butter. These latter options
are perfectly suited for adding to foods where
moisture is present, with the coating adding a layer
of protection to maintain that characteristic
crunchy pretzel texture. The individual pieces
measure around 4 to 6mm for the uncoated and
cocoa butter coated options, & the chocolate
coated pieces range up to approximately 10mm.
The sizing is optimal for adding that unique pretzel
experience to foods when used as either an
inclusion or topping. The chocolate coated pieces
are particularly good as a stand-alone foodstuff
with limitless snacking potential.

Hannah White, Pecan Deluxe Business Devel-
opment Manager said: “We’re excited to share
these new products with both existing and new

customers andwe can’t wait to see all the different
ways they plan to use them. We’ve tested them in
ice cream, layered desserts, breakfast cereal &
yoghurt, and on cheesecake, doughnuts and
frosted muffins & honestly, we haven’t found
anything yet that they don’t work with!”

Pecan Deluxe is renowned for being a leading
supplier to dessert, bakery and snacking sectors in
Europe, Middle East & Africa, with an extensive
range of innovative inclusions, including cookie
dough, fudge,moulded chocolate shapes, brownie
pieces and praline nuts, to name just a few, that
enable manufacturers to add new tastes, colour
and texture sensations to elevate their products.

All Pecan Deluxe products made using natural
colours and flavourings in strict allergen controlled,
BRC AA Grade facilities.
www.pecandeluxe.com

Newproduct
range for vegan
goods closes
market gap

© Crespel & Deiters
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Sweegen’s Bestevia®
RebaudiosideM
approved in Europe

Paradise Fruits goes back to
basics for goodmanufacturers

weegen’s footprint in Europe became stronger after the European Union
Commission published its approval of Sweegen’s non-GMO Signature
Bestevia Rebaudioside M (Reb M) for use in food and beverages.

The approval of Sweegen’s Signature Bestevia RebM leads the future of wellness
in food and drink in Europe. Brands in Europe now have access to the best-tasting
highly sought-after stevia sweetener. The availability broadens the toolkit for sugar
alternatives to reimagine food and drink, opening new doors for creating healthy
products for consumers.

“Sweegen’s Signature Bestevia Reb M approval is a celebration of health and
wellness for product developers and consumers alike,” said Luca Giannone, SVP of
Sales. “This is just one of our many milestones in Europe to transform products for
having a positive and lasting impact on our ever-evolving health.”

Consumers are increasingly aware of the need to reduce sugar in their diets for
better health. Yet, when they are making decisions for purchasing food and
beverages, they will ultimately select the brand with the best taste. Therefore,
tackling the toughest sugar reduction challenges is a priority for brands as taste is the
reason for repeat purchases.

The soft drinks industry in Europe is making a pledge to cut added sugars in
Europe. The Union of European Soft Drinks Associations (UNESDA) announced on
June 29 this year to reduce average added sugars in its beverages by another 10%
across Europe by 2025.

In its further commitment to Europe, Sweegen has aligned the availability of its
Reb M with commercializing the high-purity sweetener at its manufacturing facility
in Europe. The facility is open in Europe for helping food and beveragemanufactur-
ers with rapid production and low cost-in-use sugar reduction solutions.

To compliment the approval of Reb M, Sweegen invested in designing and
building its Innovation Studio in Reading, England, near London. The studio opened
its doors in January 2021 with a full applications team to collaborate with food and
beveragemanufacturers on exploring the entire consumer landscape to understand
what trends are driving consumer behavior, and then provide inspirational ingredients
to represent those trend drivers.

“Our rapid innovation in application development enables our customer-focused
solutions to help manufacturers create great-tasting, clean, natural, plant-based,
sustainable products that meet today’s end-consumer needs and desires,” said
Giannone.
www.sweegen.com

aradise Fruits Solutions by Jahncke, the
global supplier of naturally healthy and
delicious food ingredients, has launched a

new range of ready-to-order granulates aimed at
making the production process easier for food
manufacturers.

The company has introduced the Basics Range,
a selection of fruit-based granulates that are
constantly available and can be purchased in smaller
minimum order quantities.

Previously produced at the time of purchase
and tailored to meet customer requirements, the
range now offers food manufacturers access to a
standard selection of ingredients that are ready to
be packed and dispatched as soon as they place an
order.

The granulates, which are suitable for use in a
variety of applications, including chocolate,
confectionery and baking, are available in sizes
ranging from 2mm – 9mm and in eight different
flavours, including Apple, Blueberry, Lemon, Orange,
Raspberry & Cranberry, Strawberry, Woodberry and
Caramel. The inclusions can be purchased in

quantities starting from just 100kg and are also free-
flowing, easy to dose, allergen-free, palm free,
kosher, halal, gluten free and suitable for vegan and
vegetarian diets.

Mike Schmidt, Sales Director of Paradise Fruits
Solutions, comments: “Customer feedback is
extremely important to us and we are always
looking for ways that we can support our clients
further. As well as being available in smaller pack
sizes, to provide our customers withmore flexibility
on orders, all flavours in the Basics Range are always
in stock. The granulates also have a long shelf life
and can be stored in ambient temperatures which

allowsmanufacturers to keep the ingredients on site
for longer periods.”

To complement the newBasics Range, Paradise
Fruits Solutions has also launched the Developers
Kitchen Packs, a selection of product sample pots
that are easy to handle and store. The Packs, which
contains larger than usual sample pots, are filled
with a variety of inclusions from the Basics Range
andwill be occasionally updated to include any new
products introduced in the future.

Mike Schmidt adds: “Our Developers Kitchen
Packs will provide our customers with instant access
to samples of our Basics range, which they can store
on site and use in their development work, without
taking up toomuch space or having to wait around
for the ingredients to be delivered before they can
start creating new and exciting products.”

Paradise Fruits by Jahncke is a global supplier of
naturally healthy and delicious food ingredients. The
company is a trusted partner tomany of theworld’s
leading food manufacturers of baked goods,
confectionery, chocolate, cereals and snacks.
www.paradisefruits.de
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Study reveals synergistic powers of Lycoderm™
ingestible skincare extract
THE BLEND OF TOMATO and rosemary extracts in
Lycoderm™ has a synergistic effect that may help
balance skin cells’ response to environmental
challenges, new research has found.

Developed to promote wellness from within,
Lycored’s ingestible skincare extract contains a
combination of carotenoids and polyphenols
including lycopene, phytoene, phytofluene, and
carnosic acid.

Previous research has shown that Lycoderm™
can benefit overall skin condition as well as visibly
boosting radiance and reducing the appearance
of lines and wrinkles.1 Now, a study published in
Molecules has provided new insights into its
molecularmechanism, further validating the blend’s
ability to support skin health at the cellular level.2

The pre-clinical tests demonstrated that the
phytonutrients in Lycoderm™ cooperate to inhibit
inflammatory cytokines that lead to the degrada-
tion of skin collagen. Its patented combination of
carotenoids and polyphenols was found to inhibit
the secretion of the cytokines and balance
oxidative stress far more effectively than either
tomato extract or rosemary leaf extract alone.

Moreover, the study further substantiated the
bioavailability of Lycoderm™. A group of young,
healthy subjects began taking Lycoderm™ in
addition to their regular diet, with blood tests taken
two and three weeks after beginning supplemen-
tation. The results showed that the average plasma
concentration of the major tomato carotenoids
almost doubled.

As such, the study underlines the benefits of
supplementationwith tomato nutrients on top of a
healthy diet, demonstrating relevant mechanisms
of action that support health and beauty across all
skin types and age groups.

Karin Hermoni, Head of Product and Science at

Lycored, said: “When creating Lycoderm™,wewere
aiming for the ultimatemix of carotenoids naturally
present in the tomato alongside the polyphenols in
natural rosemary leaf extract. This research shines a
light on how these phytonutrients work together
to nourish the body from the inside out, helping to
maintain skin health and wellness to achieve an
‘inner glow.’”

Lycoderm™ is a plant-based, clean-label
solution that can be used in a wide range of dietary
supplements and is GRAS for food and beverage
use.

The full study, ‘Combined effects of
carotenoids and polyphenols in balancing the
response of skin cells to UV irradiation,’ can be
viewed here: https://pubmed.ncbi.nlm.nih.gov/
33808148/

References:
1 Tarshish, E., Hermoni, K. & Schwartz, S.R. 'Effect of oral supplement “Lycopene” on
reducing the signs of skin ageing' Clinical Pharmacology and Biopharmaceutics
(2020)
2 Calniquer, G. et al. 'Combined effects of carotenoids and polyphenols in balancing
the response of skin cells to UV irradiation' Molecules (2021)

www.lycored.com

74 Innovations in Food Technology | August / September | www.innovationsfood.com

Newhumanclinical studydemonstrates
theefficacyandvalueofPhynova’s
Reducose®asa functional ingredient
topromotehealthybloodsugar
PHYNOVA IS PLEASED TO announce that its
natural plant-based functional ingredient,
Reducose®, has further demonstrated its effective-
ness at maintaining healthy blood glucose levels in
a clinical trial run in conjunction with researchers
from Oxford Brookes Centre for Nutrition and
Health, Oxford Brookes University. The trial was a
randomized, double-blind, placebo-controlled study
in healthy individuals that investigated the effec-
tiveness of a small dose of 250mg of Reducose® on
lowering blood glucose and blood insulin responses
after the ingestion of sugar (sucrose). This latest
published study complements the four other
completed trials with Reducose (a sixth study is
ongoing), that showed that Reducose® is effective
with a wide range of carbohydrates.

The study demonstrated that Reducose®

significantly suppressed -by more than 40%- total
blood glucose and insulin rises after ingestion of
sugar in healthy adults, which can help consumers
tomaintain healthy blood glucose and insulin levels.
This finding improved on the reduction in post-
prandial glucose levels from previous published
research and demonstrated that optimizing how

Reducose® is used is important for gaining
maximum benefit. The study reported that
Reducose® is well tolerated and there were no ad-
verse events recorded.

Stephane Ducroux, CEO at Phynova, said: “I am
extremely excited with the positive results of this
new clinical trial that confirms again the benefits of
Reducose® for helping people maintain healthy
blood glucose levels. The results from this study
shows that Reducose is one of the most effective
functional ingredients out there for lowering blood
glucose rises after eating, but it delivers this
benefit in a dose that is considerably smaller than
most other ingredients, offering a compelling cost-

in-use and giving our customers a range of options
for creating bespoke formulations”. Andrew
Gallagher, Phynova’s lead scientist in the study
added “The results of this study again confirmed
the clinical benefits for consumers in using
Reducose®. Excess carbohydrates in our diet can
negatively impact our metabolic health and by
lowering the amount of glucose that gets into the
body, the benefits of using Reducose® may extend
beyond just maintaining healthy blood glucose
levels. Recently published data has shown that
poorly controlled blood glucose levels can increase
risk of complications from Covid-19 and so there
has never been a more important time for people
to look after themselves and eat healthily.”

The findings of the study are now published in
‘Nutrition & Metabolism’, a well-established journal
that publishes studies focused on nutrition and
metabolismwith an emphasis on obesity, diabetes,
lipidemia, metabolic syndrome and exercise
physiology. https://rdcu.be/ciMa8
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DEERLAND PROBIOTICS & ENZYMEShas announced
the publication of a new study that is the first of its
kind to directly investigate the germination of a
spore-forming probiotic strain in the human small
intestines. The study, entitled Presence and
germination of the probiotic Bacillus subtilis DE111®

in the human small intestinal tract, has been
published in Frontiers in Microbiology.

The randomized, crossover, double-blind,
placebo-controlled study investigated germination
activity of Deerland’s Bacillus subtilis DE111® in 11
individuals with stable ileostomies, which was IRB-
approved. An ileostomy involves the disconnection
of the small intestine from the colon, and
reconnection to an external ileal bag. With access
to the contents of the ileal bags, investigators were
able to directly examine spore germination under
real-time in-vivo conditions in the human small
intestine for the first time.

In the study, participants (aged 24 to 75) with
ileal bags consumed 5 billion CFU of DE111 or
placebo with a standardized meal; each participant
first took placebo, had a one-week washout period
then took DE111.

The contents of their ileal bags were collected

every hour following consumption for eight hours,
and the spore and vegetative DE111 cell counts
were investigated. Following consumption of DE111
all participants showed both DE111 spores and
DE111 vegetative cells present in their ileostomy
bags. Another key finding: this was not the case
post-consumption of the placebo.

During the study period of 8 hours — the
average time for food to fully travel from themouth
all the way through the small intestines — the
combined DE111 spore and DE111 vegetative cell
counts emanating from the ileum were the same
or more than the number of spores that were
consumed at the beginning of the study. This
indicates excellent survivability of DE111, as well
as growth and reproduction of the strain in the
digestive tract.

“Germination of spore-forming probiotics in
the small intestines is of particular importance
considering that a significant portion of the
immune system is located in that portion of the gut
and the majority of digestion and nutrient absorp-
tion occurs there.,” explained John Deaton, vice
president of science and technology for Deerland
Probiotics & Enzymes. “Prior to this new study,

others have attempted to determine spore
germination in the small intestine through simu-
lated lab models or animal studies, but none have
investigated actual in-vivo spore germination in the
human small intestine.”

Deaton added, “This study provides clear
evidence that DE111 spores germinate in the
human small intestine. This then provides support to
show that consuming B. subtilis DE111 effectively
promotes and supports immune and digestive
health.”
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Spore-formingprobioticDE111® shownto
germinate in thehumanGI tract

Free curcumin goes to the brain
and beyond in a new study
A NEW STUDY REVEALS Arjuna Natural Pvt, Ltd.’s
CURCUGREEN® (BCM-95®) turmeric extract could
potentially help lessen damage from Alzheimer’s
disease on organs other than the brain. With the
global population of seniors poised to double by
2050, concern about Alzheimer’s is something
of high importance to a third of the world’s popu-
lation, making its prevention and relief from its
symptoms critical issues.

Alzheimer’s disease is the cause of around two-
thirds of dementia cases, worldwide. It ismarked by
progressive deficit in memory and cognitive ability,
leading to deterioration of mood, motivation,
language, immunity, and behavior. The majority of
the focus on Alzheimer’s disease is on what it does
to the brain. But the progress of the disease is not
confined to the central nervous system. Alzheimer’s
disease also involves damage to the peripheral
organs, including the spleen, liver, lungs, kidneys,
and brain stem. These co-pathologies are what
make Alzheimer’s ultimately fatal.

The new study, published in the June, 2021
issue of the science journal Antioxidants, built on
ample previous studies demonstrating the power-
ful antioxidant, anti-inflammatory, and anti-amyloid
properties of curcumin, the most concentrated
source being from the turmeric rhizome (Curcuma
longa). The study was conducted on male and
female transgenic mice by Jayeeta Manna, PhD,
Gary Dunbar, PhD, and PanchananMaiti, PhD, at the
Field Neurosciences Institute, Central Michigan
University, US, and investigated how the highly

bioavailable curcuminoid formulation, CURCUGREEN
(BCM-95), can help prevent abnormalities in
peripheral organs of sufferers of Alzheimer’s
disease.

In the study, the subject mice orally received
the equivalent of 100 mg/kg of CURCUGREEN
(BCM-95) for two months. Cellular changes in the
spleen, liver, kidney, and lungswere investigated for
cell death, amyloid deposition, pTau levels (nerve
fibermarkers of Alzheimer’s), pro-inflammatory and
anti-inflammatory markers, and overall cell death/
survival markers.

Results showed that CURCUGREEN (BCM-95)
reduced enlargement and degeneration of the
spleen, inflammation in the kidney, lung damage,
and damage to the liver, including enlargement of
liver cells and inflammation of the central hepatic
vein. The results also showed a reduction in cell
death in all these areas. In the brain, CURCUGREEN
(BCM-95) also decreased amyloid deposition, pTau,
cell loss, and reductions in inflammatory markers.
“We are encouraged by this suggestion that

curcumin could help protect against secondary
organ stress and cellular damage, and help against
overall damage wrought by this undiscriminating
disease,” says Benny Antony, PhD, Joint Managing
Director for Arjuna and inventor of CURCUGREEN
(BCM-95).

One of the primary advantages of
CURCUGREEN’s (BCM-95) curcuminoid compounds
is the unusually high bioavailability. Curcuminoid
compounds typically have poor solubility in most
body fluids, limiting their bioavailability. However,
free curcumin levels achieved with the bioavailable
formulation of curcuminoids and essential oil of
turmeric in CURCUGREEN (BCM-95) proved to be
about 200 to 300 times more prevalent in the
blood, brain, liver and kidney than levels reported
for natural curcumin in other studies, demonstrat-
ing unprecedented bioavailability.

“Cognitive health is emerging as one of
the more serious health issues facing an aging
population,” adds Antony. “But in the case of
Alzheimer’s disease, the co-morbid damage to the
rest of the body’s critical structures raises the stakes
of prevention andmitigation quite literally to life or
death status. At Arjuna, we believe that maintain-
ing physical brain and body health naturally through
safe and effective plant-based ingredients is a
game-changer. Our highly bioavailable turmeric
extract can be an important weapon in the
campaign against this devastating, yet widely
prevalent, disease.”

www.arjunanatural.com
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ChromaDex shares research findings from the
ChromaDex External Research Program (CERP™)
CHROMADEX CORP. has announced the results of
four recently published preclinical studies, high-
lighting new findings for its patented nicotinamide
riboside (NR) healthy aging nutrient.

Through the industry-leading ChromaDex
External Research Program (CERP™), ChromaDex
provides its patented NR ingredient, Niagen®,
technological and scientific expertise to research
institutions and universities at no cost. ChromaDex
continues to support NAD+ research through CERP
and has developed a global community of
esteemed researchers exploring the potential
impact of nicotinamide riboside and NAD+ on
health. The programhas amassed over 225 research
agreements which have resulted in 12 published
clinical studies and 66 published preclinical studies.

“The body of clinical and preclinical evidence
supporting the impact of nicotinamide riboside and
NAD+ elevation on a variety of health outcomes
continues to grow at a rapid pace,” says Dr. Andrew
Shao, ChromaDex Senior Vice President of Global
Scientific & Regulatory Affairs. “We look forward to
additional studies on NR to build upon the existing
foundation of evidence.”

A first-of-its-kind preclinical study found that
NR administration prevented the loss of bonemass
in aging mice. The study was conducted by

researchers at the University of Arkansas for
Medical Sciences (UAMS) and the results were
published in the journal Aging and Mechanisms of
Disease, part of Nature Partner Journals. This was
the first study to investigate and demonstrate a
beneficial impact of NR on bone health, by
exploring how the Sirt1/FoxO/β-catenin gene
pathway in bone stem cells changes with aging.

In another novel preclinical study, NR restored
youthfulmetabolic capacity of aged hematopoietic
stem cells (HSCs) and shifted the cellular composi-
tion of aged bone marrow back towards that of
young mice. The study was conducted by
researchers at the Australian RegenerativeMedicine
Institute (ARMI) atMonash University and the results
were published in Nature Communications. This was
the first study to explore and reveal the potential
benefits of NR on blood stem cell health in aged
mice. More research is needed to determine
whether NR supplementationmay help counteract
such age-associated changes in humans.

A new preclinical study suggests boosting
NAD+helps reduce neuroinflammation inmice. The
study was conducted by researchers at Kanazawa
University in Japan and the results were published in
the Journal of Neurochemistry. The findings rein-
force previous data from earlier preclinical studies

demonstrating the enzyme CD38 depletes NAD+
levels and deletion of CD38 may help reduce
neuroinflammation. Importantly, this study showed
boosting NAD+ levels both through inhibition of
CD38 and supplementation of NR directly
suppressed neuroinflammation in the brain.

Finally, a new in vitro study demonstrated that
NR reduced the harmful effects of alcohol on
macrophages. The study was conducted by
researchers at the University of Connecticut and the
results were published in Laboratory Investigation.
Consistent with previous studies, NR increased
NAD+ and SIRT1 expression, thereby resulting in a
significant decrease in alcohol-induced inflamma-
tion and oxidative stress.

ChromaDex has invested over $35 million in
investigating,manufacturing and offeringNR in the
form of Niagen® and has secured more than 20
patents. ChromaDex has demonstrated the safety
and/or efficacy of Niagen® in 12 published human
trials (and nearly 40 additional ongoing studies
further evaluating its safety and efficacy) and has
achieved government regulatory acceptance in the
United States, Canada, the European Union, and
Australia.

www.chromadex.com

Highlybioavailablenatural lemon
extract extends thepotential reach
of flavanones’healthbenefits
WITH WELLEMON™, EUROMEDwill officially launch
a new lemon-based botanical ingredient in its line of
Mediterranean fruit and vegetable extracts™ at
Vitafoods Europe (Geneva, Switzerland, 5-7
October). Lemons are a rich source of eriocitrin – a
secondary plant substance with antioxidant and
anti-inflammatory properties commonly found in
the Mediterranean-style diet. A recently published
acute clinical study of the CEBAS-CSIC – a research
centre within the Spanish National Research
Council (CSIC) – compared the eriocitrin-rich
Wellemon™ extract with an hesperidin-rich orange
extract.1 The results showed that Euromed’s lemon
extract yielded more bioavailable metabolites
than hesperidin and may therefore provide more
effective health benefits.

The researchers compared the bioavailability
and metabolism of flavanones from lemon as well
as orange extracts (main endpoint), and analysed
changes inmetabolicmarkers after a high-fat-high-
sugarmeal. The overall excretion ofmetaboliteswas
substantially higher after consuming lemon extract,
as indicated by blood and urine samples of the
participants. In particular, the pharmacokinetic
study showed for the first time in humans, that
intake of eriocitrin from lemon extract yields both

lemon and orange metabolites, thanks to
hesperetin-eriodictyol interconversion, exclusive to
the eriocitrin metabolite. By doing so, Wellemon™
can provide a higher total concentration of
bioactive metabolites, not achievable with the
intake of hesperidin alone. Hesperidin has a low
bioavailability due to poor water-solubility.
Moreover, there is high interindividual variability in
the production of derived bioactive intestinal
metabolites. Wellemon™ intake may be sufficient
to exert health benefits even in so-called low-
producer individuals, reducing interindividual
variability and overcoming poor hesperidin bioavail-
ability. It is alsoworth noting, that the systolic blood
pressure remained stable in subjects consuming
Wellemon™, but increased slightly in those supple-
menting orange extract. Besides cardiovascular and
metabolic health, possible applications include
vascular health, immunity, healthy ageing and
nutricosmetics.

Head of Scientific Communications & Market-
ing, Andrea Zangara says: “The Mediterranean diet,
with a high intake of fruits and vegetables, stands
out as particularly heart-friendly and health-
promoting. Citrus fruits play an important role in
that eating pattern, especially in thewintermonths

due to their rich source of flavanones such as
eriocitrin. Our eriocitrin-standardised compound is
obtained from sustainably sourced Spanish whole
lemons, processedwith our proprietary, water-only
extraction technology, the Pure-Hydro Process™.
We’re looking forward to the official launch of
Wellemon™ at Vitafoods, whenwewill bemaking it
available for new and existing customers.”

Reference:
1 Avila-Galvez M. et al. (2021): New Insights into the Metabolism of the Flavanones
Eriocitrin and Hesperidin:A Comparative Human Pharmacokinetic Study.Antioxidants
2021, 10, 435. https://doi.org/10.3390/antiox10030435

www.euromed.es
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Ubiquinol supplementation helps
fight fatigue in healthcare workers
IN A STUDY CONDUCTED by healthcare market
research company Expansion Consulteam, unvacci-
nated French nurses experiencing intense stress and
fatigue during the COVID-19 pandemic were given
a daily dose of 100mg Kaneka Ubiquinol™. After 60
days of supplementation, almost two out of three
declared themselves less stressed, and more than
half said they felt less physically and mentally
exhausted. These results correspond with previous
studies on ubiquinol’s fatigue-busting effects.

This new study was carried out among 85
French nurses who, like all healthcare professionals,
have endured an exceptional workload as a result
of the pandemic. Half of the participants work in
hospitals and the other half in private practice.
Before the start of the trial, the majority of the
nurses said they were suffering from stress, tired-
ness and mental exhaustion.

At the end of the study, the most cited and
valued effects of ubiquinol supplementation were
reduced stress and decreased physical fatigue,

which were evident after 24 days on average. After
taking 100mg Kaneka Ubiquinol™ daily for 60 days,
62% of the participants said they felt less stressed.
Furthermore, 55% felt less physically fatigued since
starting the ubiquinol treatment, and 56% felt less
mentally fatigued. In addition, more than 7 out of
10 respondents reported improvements in their
overall wellbeing.

Naturally present in the body, ubiquinol – the
active form of coenzyme Q10 – is an essential
micronutrient that helps cells produce energy. As
it’s a true fuel for the body, a lack of ubiquinol
results in a significant decrease in energy, resulting
in fatigue and a lack of stamina.

Filip Van hulle, General Manager at Kaneka
Nutrients Europe, explains: “We are delighted to
see such positive study results, despite working
conditions impacted by a galloping health crisis in
France at the beginning of 2021. The feedback
from the nurses shows that ubiquinol is a valuable
weapon in the fight against daily stress and fatigue.

Many consumers are currently looking to improve
their overall health and ubiquinol could well be the
solution: it supports several areas simultaneously,
such as heart health, immunity and mental
wellbeing, and contributes to improved energy and
endurance.”

www.kaneka-ubiquinol.com

A NEW STUDY BY FrieslandCampina Ingredients,
global innovator in healthy and functional
ingredients and solutions, has demonstrated
the benefits of its Biotis™ SleepWell concept in
reducing stress and providing a better night’s sleep
in healthy adults. The study, conducted in close
collaborationwith researchers from leading contract
research organisation, NIZO.com, showed Biotis™
SleepWell reducedmorning cortisol levels – the fight
or flight hormone associated with stress – and
stimulated Bifidobacterium production, which is
associated with improvements in stress and sleep
quality.

The studywas a double blind, randomised cross
over study with two intervention periods of three
weeks each. During the intervention periods, 70
adults aged 30-50 suffering with moderate sleep
disturbances received a daily dose of Biotis™
SleepWell – a product concept designed by
FrieslandCampina Ingredients, containing Biotis™
GOS (galacto-oligosaccharides), dairy protein-
derived amino acids tryptophan and cysteine, and
complementary vitamins and minerals – one hour
before bed. Participants completed the Pittsburgh
Sleep Quality Index (PSQI) questionnaire tomeasure
sleep quality and cortisol levels were measured
through five saliva samples. In addition, microbiota
analysis was carried out in the first intervention
period and after 3 weeks of intervention.

The results showed that after 21 days,
participants who had taken Biotis™ SleepWell
demonstrated reduced cortisol levels compared to

a control group, while microbiota analysis showed
that participants taking Biotis™ SleepWell had
improved gut health, characterised by enhanced
Bifidobacteria levels, which has been linked to
improving sleep quality. The study also showed that
participants with a PSQI-score of ≥9 at baseline
reported improvements in sleep quality after 14
days of intervention compared to those taking a
placebo.

Commenting on the study, Anne Peter
Lindeboom, Managing Director Innovation at
FrieslandCampina Ingredients, said, “A good night
sleep is highly important to overall health and
wellbeing – a crucial aspect of optimal cognitive
performance is adequate rest. However, achieving
a good night’s sleep isn’t always easy as people
juggle family, social andwork commitments. Added
to this is the impact the pandemic has had on
consumers’ mental health.

“Often unrecognised and underreported,
insufficient sleep is prevalent across demographics,
and tackling it is a top priority for many people.
Which is why we developed Biotis™ SleepWell to
inspire manufacturers to innovate to improve
consumers’ sleep quality. Our aim has been to
leverage a unique combination of high-quality
ingredients to support falling asleep, helping people
to sleep through the night, and facilitate waking up
refreshed.

“We’re very excited that this study has provided
further evidence of the link between the gut
microbiome and mental wellbeing, as well as how

psychobiotics like
Biotis™ SleepWell could
reduce feelings of stress
and improve sleep
quality. These findings
are crucial, not only for
further exploration of
the gut-brain axis, but
also to help food, drink
and supplement manu-
facturers produce clinically-proven solutions that
respond to consumer desire to improve overall
health and wellbeing.”

NIZO CEO, Gisella Frijlink, added, “Nutrition and
health go hand in hand – consumers are increas-
ingly turning to natural products with substantiated
health benefits to improve their quality of life. We
believe partnership and amultidisciplinary approach
are essential elements to deliver on this expectation
and solve the health problems faced by today’s
consumers. We’re really excited to yet again be
collaborating with FrieslandCampina Ingredients
to bring this innovative field of research to life,
demonstrating the most cutting-edge nutritional
science in relation to the microbiome and the
gut-brain axis.”

The full study can be found on the MDPI
website here and more information about Biotis™
SleepWell is available at https://www.biotis.com/
brain-health/

New study shows FrieslandCampina
Ingredients’Biotis™ SleepWell
contributes to a better night’s sleep
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Study:Saffron extract could help
menopause symptoms
A NEW RANDOMIZED, DOUBLE-BLIND, placebo-
controlled study reveals the positive effects of
affron® saffron extract on menopausal symptoms
in women during perimenopause. The saffron
extract, administered for 12weeks at 28mg at day,
was associated with greater improvements in
psychological symptoms.

Perimenopause, a period of hormonal turmoil
that hits women usually in their 40’s, often comes
with a series of symptoms that can last anywhere
between a few months to 10 years. For many, it is
a particularly distressing life event, especially when
occurring at a time the woman is particularly busy
and active. This transition often includes a broad
spectrum of symptoms, from hot flushes, night
sweat, and sleep disturbances, to changes in
cognitive function, performance, and mood
including depression and anxiety. Depression is seen
as the most clinically disabling event for women at
large.

In the two-arm, parallel-group, 12-week,
randomized, double-blind, placebo-controlled trial,
published in the Journal of Menopausal Medicine,
June 2, 20211, healthy perimenopausal women
aged between 40-60 experiencing menopausal
complaints but without severe hot flushes, were
recruited and randomized to receive either a
placebo or 28mg of a saffron extract (affron).
Results revealed a 33% reduction in anxiety symp-
toms and a 32% reduction in depression scores from
baseline to week 12. There also was a significantly
greater reduction in the negative effects of mood
(p=.043) compared to the placebo. However,

saffron had no impact on vasomotor symptoms or
other somatic symptoms, suggesting affron’s
capabilities are predominantly active in alleviating
the negative stress effects of menopause without
influencing hormones. This avoids the some of the
problems associated with the estrogenic approach
and allows the safe integration of affron with other
hormone influencing/ balancing ingredients.

Saffron has traditionally been used in
complaints related to the eye, skin, respiratory,
gastrointestinal, and genitourinary tracts; labour
pains; and for its mood-enhancing affects
(Hosseinzadeh and Nassiri-Asl, 2013; Javadi et al.,
2013). There also is an increasing body of evidence
supporting its mood enhancement and relaxation
effects in adults (Marx et al., 2019).

“This is the first study of affron examining
menopause symptoms in average perimenopausal
women,” explains Alberto Espinel, Manager of
Strategic R&D in Active and Functional Natural In-
gredients for Pharmactive. “It opens a new health
category in our offering of evidence-based person-
alized nutrition targeting specific demographics.”

Themechanisms associatedwith themood en-
hancement and relaxation effects of saffron have
not yet been determined, although it is postulated
to be multifactorial. For example, saffron has been
demonstrated to influence neurotransmitter
activity, mitigate inflammation, regulate hypo-
thalamic-pituitary-adrenal (HPA) axis activity, reduce
oxidative stress, boost mitochondrial activity, and
improve neuroplasticity (Lopresti and Drummond,
2014).

Affron does not contain estrogenic
compounds. The active ingredients — crocins and
safranal — are well tolerated and have a proven
capacity for helping to control symptoms related to
mood health, including, occasional anxiety, stress,
sleep disruption, and more.

“These benefits have not been recognized in
herbal extracts focused on the balance of estrogens
as alternative hormonal therapy replacement,”
notes Espinel. “This means that in comparison to
other botanical extracts that target menopause
symptoms, affron doesn’t have undesirable
estrogenic effects. This is a key advantage for
perimenopausal women seeking natural solutions.”

Affron is an all-natural, saffron extract (Crocus
sativus L.), with the lowest dosage— just 28mg per
day — with proven bioavailability and rapid
one-hour absorption. This clean-label saffron extract
is backed by 7 clinical studies demonstrating its
capacity to improve mood, relieve stress and
occasional sadness, support relaxation and help
enhance sleep. It is also the first saffron extract
clinically studied on adolescents.
Reference:
1 https://e-jmm.org/DOIx.php?id=10.6118/jmm.21002

www.pharmactive.eu

Goodtolerance innewbornsof two
specificprobiotic strains fromProbi®
PROBI® HAS PERFORMED ONE of the first tolerance
studies with both a L. plantarum strain and a
L. rhamnosus strain in a newborn population.
L. plantarum has not been studied in an infant
this young before. The youngest baby in the study
was recruited already at 4 days of age and started
consuming probiotics at 11 days of age.

The primary objective of this parallel, double
blind, randomized, placebo-controlled pilot study
was to evaluate the tolerance of L. plantarumHEAL9
(HEAL9TM) and L. rhamnosus 271 in healthy
infants. The study has now been published.
https://pubmed.ncbi.nlm.nih.gov/34429515/

Infants are born with a low microbial content
of the gastrointestinal tract which might be
susceptible to distress. Over time, they develop the
microbiota that will help thembuild a barrier in their
GI tract, gain a stronger immune system, and
prevent infections. A baby acquires good bacteria

from breast milk and later food, but probiotics may
help add good bacteria to a newborn’s gastroin-
testinal systemmore quickly.

Newborns are a vulnerable group, and it is of
utmost importance that any supplements adminis-
tered are safe. It is also important to bear in mind
that probiotics have strain-specific effects, and
safety aspects of each new strainmust be assessed.
Strains of L. rhamnosus have for a long time been
used as probiotics for infants and children in a wide
range of different probiotic products, marketed in
many countries. However, L. plantarum is a species
that seldom has been analyzed in infants.

Titti Niskanen, Director R&D&Clinical Operations
at Probi explains: “Even though L. plantarum is a
species that seldomhas been analyzed in newborns,
it could be detected in 25% of the subjects
before administration (mean age 41 days). The
L. plantarum and L. rhamnosus strains establish well

in the intestine of the newborns and are safe.
Intake of the study product was safe and did not
result in any adverse effects on growth and infant
behavior.”

“Furthermore, the study suggests that the two
strains might have immune-supporting effects, as
none of the newborns in the probiotic group
experienced an upper respiratory tract infection
(URTI) while 25% in the placebo group suffered from
an infection during the study.” Niskanen adds.

Tom Rönnlund, CEO at Probi says: “Safety data
are necessary for marketing and sales of probiotic
strains, in particular targeting infants or young
children, but also for products targeting adults and
sensitive populations.” “This study adds to our
knowledge of probiotics in newborns and children,
and we will evaluate further investigations in the
health benefits in infants,” Tom Rönnlund ends.
www.probi.com

COPY DEADLINE FOR NOVEMBER (FiE) ISSUE IS OCTOBER 23
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A NEW STUDY HAS SHOWN that eating millets can
reduce the risk of developing type 2 diabetes and
helps manage blood glucose levels in people
with diabetes, indicating the potential to design
appropriate meals with millets for diabetic and
pre-diabetic people as well as for non-diabetic peo-
ple as a preventive approach.

Drawing on research from 11 countries, the
study published in Frontiers in Nutrition shows that
diabetic people who consumed millet as part of
their daily diet saw their blood glucose levels drop
12-15% (fasting and post-meal), and blood glucose
levels went from diabetic to pre-diabetes levels. The
HbA1c (blood glucose bound to hemoglobin) levels
lowered on average 17% for pre-diabetic individuals,
and the levels went from pre-diabetic to normal
status. These findings affirm that eating millets can
lead to a better glycemic response.

The authors reviewed 80 published studies on
humans of which 65 were eligible for a meta-
analysis involving about 1,000 human subjects,
making this analysis the largest systematic review
on the topic to date. “No one knew there were so
many scientific studies undertaken on millets’
effect on diabetes and these benefits were often
contested. This systematic review of the studies
published in scientific journals has proven that
millets can keep blood glucose levels in check and
reduce the risk of diabetes. It has also shown just
how well these smart foods do it,” said Dr S Anitha,
the study’s lead author and a Senior Nutrition
Scientist at ICRISAT.

Millets, including sorghum, were consumed as
staple cereals in many parts of the world until half
a century ago. Investments in a few crops such as
rice, wheat and maize, have edged nutritious and
climate-smart crops like millets out of the plate.

“Awareness of this ancient grain is just starting
to spread globally, and our review shows millets
having a promising role in managing and prevent-
ing type two diabetes. In the largest review and
analysis of research into different types of millet

compared to other grains such as refined rice,
maize and wheat we found that millets outperform
their comparison crops with lower GI and lower
blood glucose levels in participants,” observed
Professor Ian Givens, a co-author of the study and
Director at University of Reading’s Institute of Food,
Nutrition and Health (IFNH) in the UK.

According to the International Diabetes
Association, diabetes is increasing in all regions of
the world. India, China and the USA have the
highest numbers of people with diabetes. Africa has
the largest forecasted increase of 143% from 2019
to 2045, the Middle East and North Africa 96%
and South East Asia 74%. The authors urge the
diversification of staples with millets to keep
diabetes in check, especially across Asia and Africa.

Strengthening the case for reintroducing
millets as staples, the study found that millets have
a low average glycemic index (GI) of 52.7, about
36% lower GI than milled rice and refined wheat, and
about 14-37 GI points lower compared to maize. All
11 types of millets studied could be defined as
either low (<55) or medium (55-69) GI, with the GI
as an indicator of how much and how soon a food
increases blood sugar level. The review concluded
that even after boiling, baking and steaming (most
common ways of cooking grains) millets had lower
GI than rice, wheat and maize.

“Millets are grown on all inhabited continents,
yet they remain a ‘forgotten food’. We hope this
will change from 2023, when the world observes
the United Nations declared International Year of
Millets, and with studies like this that show that
millets outperform white rice, maize and wheat,”
said Rosemary Botha, a co-author of the study who
was based in Malawi at the time of the study, with
the International Food Policy Research Institute
(IFPRI).

“The global health crisis of undernutrition and
over-nutrition coexisting is a sign that our food
systems need fixing. Greater diversity both on-farm
and on-plate is the key to transforming food

systems. On-farm diversity is a risk mitigating
strategy for farmers in the face of climate change
while on-plate diversity helps counter lifestyle
diseases such as diabetes. Millets are part of the
solution to mitigate the challenges associated
with malnutrition, human health, natural resource
degradation, and climate change. Trans-disciplinary
research involving multiple stakeholders is required
to create resilient, sustainable and nutritious food
systems,” said Dr Jacqueline Hughes, Director
General ICRISAT.

Professor Paul Inman, Pro-Vice-Chancellor
(International) of the University of Reading, stressed
that “The rapidly accelerating threats of climate
change and global health crises, including obesity
and diabetes, require everyone to pull together in
action. The partnership between ICRISAT and the
University of Reading is doing exactly this, bringing
together our world leading expertise in human
nutrition with ICRISAT’s long established role as a
leader in agricultural research for rural develop-
ment.”

The study also identified information gaps and
highlighted a need for collaborations to have one
major diabetes study covering all types of millets
and all major ways of processing with consistent
testing methodologies. Structured comprehensive
information will be highly valuable globally, taking
the scientific knowledge in this area to the highest
level.

Full citation:
Anitha S, Kane-Potaka J, Tsusaka TW, Botha R, Rajendran A, Givens DI, Parasan-
nanavar DJ, Subramaniam K, Prasad KDV,Vetriventhan M and Bhandari RK (2021) A
Systematic Review andMeta-Analysis of the Potential of Millets for Managing and Re-
ducing the Risk of Developing Diabetes Mellitus. Front. Nutr. 8:687428. doi:
10.3389/fnut.2021.687428
www.icrisat.org
https://research.reading.ac.uk/ifnh/
www.ifpri.org
www.nin.res.in
www.kobe-u.ac.jp
https://avinuty.ac.in

Innovations in Food Technology | August / September | www.innovationsfood.com 79

Millet-baseddiet can lower risk of type 2
diabetes andhelpmanagebloodglucose levels

LALLEMAND HEALTH SOLUTIONS’ convenient orally
administered probiotic shown to support women’s
intimate health, L. plantarum ROSELLA1, has gained
new indications from Health Canada, recognizing its
capacity to help support a healthy vaginal micro-
biome.

More precisely the claims obtained are:
• Source of probiotics
• Helps support female or vaginal health
• support a healthy vaginal microflora
• a healthy vaginal microbiome

“This unique probiotic strain, isolated from a
healthy vaginal flora with full mechanistic and
clinical evidence, is one of the most documented
strains in the world in the women’s health area. It

has been studied in over 800 women, in six clinical
studies, including two by oral intake. Health Canada
just confirmed the strain’s ability to support
women’s intimate health while taken orally,”
explained Solange Henoud, Global Regulatory Affairs
Director at Lallemand Health Solutions. “Women will
be enthusiastic to rely on such a natural solution
with a convenient route of administration” she
added. “On a separate note, it is important to notice
how Canadian regulators are recognizing terms such
as microbiome which at the end will also serve to
enlighten consumers, through accurate labelling,
on the most modern scientific language used in our
field” she concluded.

Last year Lallemand Health Solutions acquired

the right to license and commercialize
Proge Farm®’s well established probiotic strain
L. plantarum P17630 (Proge P17630®), which is
recognized for its specific women health benefits
on a wide spectrum of benefits, from helping to
maintain proper vaginal balance, to being used for
recurrent Vulvovaginal Candidiasis (rVVC).

ROSELLA is available in various convenient
dosage forms and handy packaging and can be
specially formulated with other carefully selected
ingredients for extra health claims relevant to this
specific targeted population2.

1 L. plantarum ROSELLA is L. plantarum P17630 (Proge P17630®), licensed from
PROGE FARM®, Italy.

2 *Formulas composition and claims based on strains scientific data and according
to local regulation

Health Canada confirmsROSELLA canmaintain
ahealthy vaginalmicrobiome
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Efficacy of amulti-strain probiotic formulation
in pediatric populations:
A comprehensive reviewof clinical studies
LALLEMAND HEALTH SOLUTIONS’ Probiokid®, the
world’s best-selling pediatric probiotic formulation,
makes the scientific news with its most recent
review: “Efficacy of a multi-strain probiotic
formulation in pediatric populations: A compre-
hensive review of clinical studies1” published on
June 1st, in Nutrients.

This comprehensive review summarizes the
clinical studies in infants and children, including the
safety studies, to evaluate the efficacy of
Probiokid®, a specific probiotic for pediatric indica-
tions combining Lactobacillus helveticus Rosell®-52,
Bifidobacterium infantis Rosell®-33, Bifidobacterium
bifidum Rosell®-71 and fructooligosaccharides. With
a total of 28 clinical studies, Probiokid® is one of
Lallemand Health Solutions most documented
probiotic formulation which can be marketed under
different product categories, for different uses,
depending on applicable regulatory provisions. The
main evidence comprises:
• Twelve studies show that the probiotic signifi-

cantly increases the efficacy of standard diarrhea
treatment regardless of etiology, reducing the risk
of unresolved diarrhea (RR 0.31 [0.23; 0.42]; p <
0.0001) by 69%.

• In eight studies, the probiotic enhanced immune
defenses, assessed by levels of various immune
competence and mucosal immunity markers (six
studies), and reduced the incidence of common

infections (two studies).
• The probiotic improved iron deficiency anemia

treatment efficacy (three studies), reducing the
risk of unresolved anemia by 49% (RR 0.51 [0.28;
0.92]; p = 0.0263) and significantly reducing
treatment side effects by 47% (RR 0.53 [0.37;
0.77]; p = 0.0009).

• Other studies support further investigation
into this probiotic for oral candidiasis, eczema,
feeding intolerance in premature babies, or
hyperbilirubinemia in newborns.

“Probiokid® is a real superhero for infant and
child immunity, proven efficient to support immune
system maturation and gut microflora. This com-
prehensive review recaps why it has been the most
popular pediatric probiotic product in the World in
the last decade” reminds Morgane Maillard, Product
Manager, at Lallemand Health Solutions.

Probiokid® Regulatory Status:
• Probiokid® single strains have been authorized for

use in infant food in China.
• Both combination and single strains have been

successfully notified as Generally Recognized as
Safe (GRAS) to the United States (US) Food and
Drug Administration (FDA) for non-exempt infant
formula.

• In Canada, the probiotic combination has been
granted the following health claims:

helps to reinforce the body’s natural
defenses and participates to the microflora
balance in children.
could promote a favourable gut flora and is a
source of probiotics from three months old
babies, up to older children.
To ensure both proper delivery to babies and

children as well as proper survival of the bacteria
during the complete shelf life of the finished
products, Probiokid® is offered as a ready-to-
market probiotic formulation in different conven-
ient and leading formats such as bulk powder,
sachets, orodispersible sticks and drops.

Read the full article here: https://www.mdpi.
com/2072-6643/13/6/1908/htm
Reference:
1 Tremblay, A.; Xu, X.; Colee, J.; Tompkins, T.A. Efficacy of a Multi-Strain Probiotic
Formulation in Pediatric Populations: A Comprehensive Review of Clinical Studies.
Nutrients 2021, 13, 1908. https://doi.org/10.3390/nu13061908

NewstudyrevealsAB-Bioticsnature-backedprobiotic
blendfor infants significantly improves symptomsof colic
NEW SCIENTIFIC RESEARCH highlights the beneficial
effect of AB-Biotics’ AB-KOLICARE® – which contains
a 100% natural blend of science-backed probiotics
– in infants with colic. Adding to an existing bank of
science exploring the role of probiotics in infantile
colic, the findings revealed that daily oral supple-
mentation of AB-KOLICARE® significantly improves
symptoms of the condition, including crying time –
creating opportunities for innovation in the infant
nutrition space.

Infant colic, also known as excessive crying
syndrome, is a common disorder in 1 – 5-month-
old infants, marked by frequent and prolonged
crying or fussing in otherwise healthy babies. Its
etiology is unclear, but evidence regarding the
implications of infant gut microbiota and overall gut
health is rising in importance. This latest random-
ized double-blind controlled study investigated the
impact of daily oral administered AB-KOLICARE® –
combining patented probiotic strains Bifidobac-
terium longum KABP®-042 (CECT 7894) and
Pediococcus pentosaceus KABP®-041 (CECT 8330)
– on the symptoms of infantile colic. Conducted in
112 exclusively breastfed or mixed fed infants, it
found that supplementation with AB-KOLICARE® for
21 days resulted in shorter crying and/or fussing

time and less episodes of crying and/or fussing
compared to the placebo group. Of note, although
both groups showed a response, infants receiving
the probiotic solution displayed a clinically signifi-
cant response in the first week compared to babies
in the control group (83% vs 36%), and despite
babies in both groups improving over time,
probiotic treatment offered superior results on day
21. In addition, the probiotic formula improved fecal
consistency. It was therefore concluded that
AB-KOLICARE® is an effective solution for the
prevention and treatment of infant colic.

“Colic can be an extremely distressing
experience, for both babies and their families,”
comments Jordi Riera, Chief Business Development
Officer, AB-Biotics. “Emerging research shows that
babies with infant colic have a different microbiota
composition than those without. For instance, the
presence of Bifidobacterium – beneficial bacteria
that digest dietary fiber, help to prevent infection,
and produce vitamins – is just 0.3% in colic babies,
compared to 10% in non-colic infants. This suggests
that gut microbiota may play an important role in
the development of the condition and explains why
probiotics are being explored as a potential treat-
ment due to their gut-strengthening properties. In

this study, the probiotic solution contained a strain
of B. longum, which is a Human Resident
Bifidobacteria (HRB) and one of the most common
Bifidobacteria in healthy infants. This is significant
since most other probiotic solutions for infants
contain non-HRB such as B. animalis.”

AB-Biotics’ AB-KOLICARE® is a 100% natural and
safe probiotic formula of human origin, specially
designed for infant gut health. Opposed to some
other probiotic products for infants on the market,
the strains in AB-KOLICARE® are present in healthy
infants, not adults or other mammal sources.
AB-KOLICARE® promotes the maturation and
balance of intestinal microbiota in babies and
stimulates the growth of Bifidobacterium, while
reducing pathogens. The oil-based solution is also
demonstrated to have anti-inflammatory and
anti-bloating properties and is easy to administer
and effective regardless of type of feeding (breast-
fed or formula), gender or weight, making it an
attractive option for colic babies.

To learn more about how AB-KOLICARE® is
supporting innovation in the infant nutrition
market, visit https://www.ab-biotics.com/
products/pediatric-health/
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New scientific support for curcugen’s
enhanced bioavailability
DOLCAS BIOTECH, LLC announces release of
pharmacokinetic data in support of the 39-fold-
enhanced bioavailability of free curcumin claim for
its Curcugen® curcumin extract. The 17-subject
randomized, double-blind, crossover study1

published July 9 (volume 100) in the journal
Medicine by Sanjib Panda, MPh, et alia, evaluated
the dispersible, 98.5% native turmeric (50%
curcuminoid concentrate) formulation, against
conventionally extracted C-95 (also a 95% curcum-
inoid extract) to determine the degree of enhanced
absorption by the patented brand.

Taking a holistic approach to bioavailability
Curcugen takes a more natural approach to

optimize curcuminoids absorption. In concentrat-
ing curcuminoids to a 50% standard, Curcugen
uniquely co-extracts turmeric-native resins that are
polar in nature and offers the patented “Self-D®”
bioenhancer-like benefits that facilitate dispersibility.
Owing to its 98.5% turmeric-derived base,
Curcugen also prioritizes the presence of other
turmeric natives, like polysaccharides and essential
oils, which, through enhancement of the brand’s
dispersion characteristics, contribute additional
value to both bioavailability and bioactivity.

Prior research suggests that enhanced free
curcumin is directly linked to the compound’s
ability to circumvent the inherent resistance
unformulated curcuminoids encounter entering the
bloodstream and target tissues. Free curcumin
analysis is a direct measurement of the proportion
of curcumin ingested that is absorbed across the
intestinal barrier and found intact in the plasma.

“While Curcugen is not the first curcuminoid
ingredient to assess for free curcuminoids, it is one
of the first to assess it within the context of a
pharmaceutically-aligned study protocol,” notes
Dr. Shavon Jackson-Michel, Director of Medical &
Scientific Affairs for DolCas. “Dispersion was the
principle mechanism enacted to overcome the
challenge of curcuminoid absorption.”

The Total Curcuminoid analysis of individual and
composite curcuminoid analogues — specifically
total curcumin, total demethoxycurcumin, total
bis-demethoxycurcumin, and total curcuminoids—
also was assessed in this novel study. The enhanced
absorption (as determined by the difference in area
under the curve) over the study duration yielded
enhanced bioavailabilities of 49.5-, 43.5-, 46.8-, and
52.5-fold, when compared to the C-95 reference.

“Curcuminoid conjugates are intestinal and liver
metabolites and considered both inactive and
intermediate in terms of their functionality. To be
effective, they must be liberated, and while this
process is simulated predictably outside the body,
the literature suggests that inside the body the
process is highly variable,” Jackson-Michel adds. In
fact, the natural process of deconjugation occurs
under distinct conditions, inclusive of, but not
limited to, an inflamed state or lowered pH, and in
the presence of certain white blood cells, or in
kidney tissues. This study sought to distinguish this
unsettled concept of free vs. total curcuminoid
analysis and its relationship tomarketed claims that
must be evaluated contextually.

Tetrahydrocurcumin, is a metabolite of
curcumin that, unlike the no-to-low activity
curcuminoid-conjugates, expresses notable bioac-
tivity, especially via its antioxidant and anticarcino-
genic activities. Metabolized from curcumin in the
liver and among the bacteria present in the gut, it
is not naturally present in turmeric nor derived from
basic extraction methods. As such, tetrahydrocur-
cuminwas additionally assessed in this comparative
bioavailability study.When compared to C-95, it was
found in 31-fold higher quantities in the plasmawith
Curcugen.

Pharmaceutical guidance for assessing
Curcugen bioavailability
“Given C-95’s known resistance to absorption,

equivalent concentrations of curcuminoids
between it and Curcugen were assessed in accor-
dance with acceptable pharmaceutical guidances
for bioavailability study,” says DolCas CEO K. G. Rao.
The study was designed to highlight and align with
published best practices in curcuminoid pharmaco-
kinetics, including minimum and matching dosing
between test and reference products, analyte
selections and proper definitions (i.e. free vs. total;
analogues vs. metabolites). This was inclusive of
preparation methods both with and without
exogenous deconjugation steps; the need for
internal standards use; neutral fasting and feeding
conditions for subjects; and the use of plasma
analysis instrumentation that offered the best
accuracy and consistency.

“Curcuminoid bioavailability also was assessed
over a 24-hour period — a rarity among studies
backing other bioavailability-enhanced curcumin
formulations on themarket,” Jackson-Michel points

out. “The 24-hour assessment, evidenced a primary
peak of enhanced free curcumin at approximately
1.5-2 hours after intake; a moderately high second
peak at about 8-hours post intake; and low but
notably higher plasma levels over the duration of
the 24 hours when compared to C-95.”

Bioavailability enhancement above and beyond
the 95% standardized curcuminoid extract is a
function of formulation. Bioavailability-enhanced
curcuminoid formulations have benefited from an
array of applications, including natural, but non-
turmeric native bioenhancers such as piperine, or
emulsifiers such as lecithin-derived phospholipids.
Also, binders and dispersants, such as cyclodextrin,
or synthetic pharmaceutical actives like polysorbates
have been used. Certain extra processes sometimes
have been employed to benefit bioavailability
enhancement, including nanoparticle manufactur-
ing or the manipulation of native ratios of essential
oils from turmeric to effect cell transport.

“With peer-reviewed scientific evidence of
enhanced bioavailability for a clean, full-spectrum
formulation patented by Olene Life Sciences, plus
recently acquired expert conclusion of safety for
use in foods and combined with a native turmeric-
derived dispersion mechanism, Curcugen is
positioned to be among the leading brands in the
turmeric category for food, beverage and dietary
supplement actives,” concludes Rao. “This is even
more evident when considering Curcugen’s
consumer-friendly taste profile, and clinical benefits
assessed to, and supported by, research in the areas
of gut-health, mood balance, exercise efficiency
and pain and inflammation.”
Reference:
1The enhanced bioavailability of free curcumin and bioactive-... :Medicine (lww.com)

www.dolcas-biotech.com
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