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When it comes to providing highly engineered products 

that improve productivity and efficiency for industrial 

applications worldwide, Rexnord is the most reliable in 

the industry. From durable products like plastic bottles, 

to a more delicate product like a bag of chips, Rexnord 

works to ensure the sustainability of your product 

through production and distribution. Our commitment 

to customer satisfaction and superior value extends to 

every area of our business.

By assessing your individual needs and objectives, 

Rexnord’s skilled Engineers will help you obtain the 

lowest Total Cost of Ownership (TCO), while running your 

operation safe and green.

Please contact Rexnord at +31 174 445 111 to request 

a technical survey of your production line to identify the 

opportunities for sustainable improvements.
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The COVID-19 outbreak is causing 
massive disruption globally as supply 
accomodate weekly changes, travel is 
all but stopped and people practice 
social distancing.

As we confront the coronavirus crisis with a 
shutdown unseen in living memory, we're being 
reminded of some basic truths.

First, we really are all in this together, despite 
all our differences and opinions. Second, iso-
lated at home, we're reminded that the simple 
things matter. Third, truth matters. Facts mat-
ter. And that's another way of saying science 
matters. One last lesson we can learn from this 
pandemic – organisation matters and we can't 
take it for granted. 

Confronting Covid-19 is a serious struggle. 
It is a challenge for that requires responsibility 
from all around, recognising that our interde-
pendence is a fact of life. Overcoming it will not 
be a quick fix — it will take time, innovation and 
tremendous sacrifice. 

In the time that we've been given, we should 
resolve to learn the right lessons from the coro-
navirus crisis so that we can emerge stronger 
and wiser as a result of all we've experienced.

With the coronavirus affecting people’s working 
lives across the world, Food & Drink Technology 
wants to do what we can to help everyone stay 
in touch with their industry. So we are suspend-
ing the log-in requirement on the 

latest digital edition so you can read it at your 
leisure. You’ll find it at the top of the home page 
foodanddrinktechnology.com

If you’d prefer to read the print edition, and 
would like to have it delivered to your home 
address, please let us know by sending the 
details to subscriptions@bellpublishing.com

Keep in touch
As the Coronavirus outbreak is bringing chal-
lenging times for all of us, we hope everyone is 
keeping safe and well under the circumstances. 
The team at Food & Drink Technology is now 
working from home. That means it's business as 
usual as we are all set up to carry on as normal. 
Email is the easiest way to get in touch, and you 
can find our contact details at: foodanddrink-
technology.com/contact/

Rodney Jack, Editor,
Food & Drink Technology

The lessons of living 
with coronavirus (so far)
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Food shortage in UK would be a 
serious crisis under lockdown
Food shortage in the UK 
would be a serious crisis 
under a coronavirus lock-
down and it is imperative 
that plans are in place to 
ensure the supply chain 
remains open, functional 
and optimised, according 
to Andre Laperriere, ex-
ecutive director at Global 
open data for agriculture 
and nutrition (GODAN).
Suppliers are trying their best to meet 
the challenges head on while at the same 
time implementing the most stringent 
procedures and protections to keep their 
workforce safe and healthy.

Laperriere said: “There is enough 
supply for all, as long as everyone stays 
calm and stops hoarding. We may tend to 
waste more food if we hoard more than 
required. Hoarding would also artificially 
increase food prices because of the pres-
sure on supply chain.”

The UK farming sector is deeply 
integrated with the global supply chain, 
and any macro changes in global markets 

Free From Functional & Health 
Ingredients (FFFHI) and Free From 
Packaging (FFP), which were planned 
to take place at the RAI Amsterdam 
from June 24-25, will be postponed to 
November 24-25 2020.

Free From Functional & Health 
Ingredients (FFFHI) is a key European 
platform for the dynamic free-from 
industries. The Expo sits alongside Free 
From Packaging (FFP). Bringing togeth-
er more than 4,500 high calibre profes-
sionals from more than 63 countries, 
FFFHI offers a platform to establish 
and grow business relationships, with a 
range of networking opportunities. 

FFFHI and FFP move 
after postponement

such as through higher 
prices for arable farmers, 
price volatility or impact in 
reliability can have an effect. 

Laperriere explained that 
it is imperative that farms 
and the food sector receive 
short-term exemptions from 
lockdown regulations, and 
workers are provided with 
safe work and self-protec-
tive equipment to enable 

them do the necessary work required to 
keep the food supply chain robust.

Laperriere concluded: “Farmers 
depend on exports, as much as the UK 
depends on food imports. China is a big 
market for UK produce and in turn the 
UK is dependent on China for a lot of 
supply chain equipment from fertilisers 
to packaging materials. The UK also im-
ports 30 per cent of its food needs from 
the EU, including for fresh fruit and veg, 
meat, cereals and diary. Closing borders 
within the EU would result in some sup-
ply disruption for sure. Open data would 
be really indispensable.”

Industry rallies to curb impact of coronavirus
Food companies from around the world 
are rallying to offer support during the 
coronavirus (COVID-19) pandemic.
The wholes industry from equipment 
makers to ingredients suppliers are 
assisting as best they can to counter the 
virus’s negative effects.

Minebea Intec is building its show-
rooms into virtual exhibition theme stands. 
Customers can arrange 1:1 appointments 
with sales and application specialists and 
have devices demonstrated live and in 
person to them in a virtual setting.

HB Ingredients is fully functional and 
has created a package of support, includ-
ing cutting the order value threshold to 
qualify for free deliveries from £200 to 
£125; and having a team of eight gelato 
artists, chocolatiers and bakers providing 
free NPD consultancy on products and 
recipes via web conference. 

Tasneem Alonzo, joint manag-
ing director, Lähde brand by EHL 
Ingredients, said during the ongo-
ing Coronavirus situation, EHL 
Ingredients has noted a shift in 
demand for its products, which it 
supplies under its Lähde brand.

In the last week, products such 
as rice, flours, lentils, grains such as 
quinoa and cous cous, and bakery 
ingredients have been shipped out 
to food retailers and food manufac-
turers across the UK. 

2 Sisters is filling hundreds of posi-
tions due to “unprecedented” demand 
as the nation stays at home. Müller is 
looking for additional key workers after 
seeing a jump sales of its dairy products 
like fresh milk, yogurts and butter.

Unilever has unveiled a package of 
measures worth up to €600m (£545m) 

to help people and companies affected 
by the coronavirus outbreak.

The consumer goods giant will offer 
€500m of cashflow relief for business-
es in its supply chain. Unilever will pay 
vulnerable small and medium-sized 
suppliers early to help with liquidity. It 
will also extend credit to smaller retail 
customers to help them protect jobs.

Image coutesy of Center for Disease Control
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NEWS IN BRIEF

Test your mettle
With sustainable practices a fundamental 
priority for many businesses, Bureau Veritas 
is encouraging packaging companies that 
utilise aluminium in their products to limit 
the environmental impact of aluminium 
by applying robust certification standards. 
According to Bureau Veritas, certification 
to Aluminium Stewardship Initiative (ASI) is 
key, which are designed to promote sustain-
able practices in aluminium production, use 
and recycling.

BFFF launches transport 
support platform
The British Frozen Food Federation has 
launched a Transport Support Platform, 
to match unused temperature-controlled 
vehicles with food manufacturers looking to 
launch food delivery services or simply get 
product to retailers. The move is primarily 
designed to support hard-pressed food pro-
ducers who supply the out of home market 
in the current climate. 

IFF-Evolva join forces for 
vanillin production
Evolva has entered into a new agreement 
with International Flavors and Fragrances 
(IFF), to further develop and expand the 
commercial opportunities for vanillin. 
Under the terms of the new agreement, 
IFF will expand commercialisation of the 
product and Evolva will be responsible to 
further develop vanillin. 

Urban land could grow fruit and veg
Growing fruit and vegetables in just 10% 
of a city’s gardens and other urban green 
spaces could provide 15% of the local pop-
ulation with their ‘five a day’, according to 
new research.  Academics from the Institute 
for Sustainable Food at the University of 
Sheffield found that green spaces including 
parks, gardens, allotments, roadside verges 
and woodland cover 45% of Sheffield – a 
figure similar to other UK cities.

Nestlé to beef-up prototyping 
Nestlé has changed its 
approach to innovation in 
a bid to make its processes 
quicker, enhance rapid proto-
typing and create accelerators 
to give it a competitive advan-
tage and keep pace with rap-
idly-changing consumer preferences.

The company said it has funded 50 
additional fast-track innovation projects 
leading to product launches within six to 
12 months. It has significantly reduced 
the average duration of centrally-led 
research and innovation projects.

During 2019, Nestlé shortened time-
lines of research projects by 30%. It 
introduced around 1400 new products 
worldwide and reformulated 4000 prod-
ucts to improve nutritional value, the 
company reported in its latest results.

Nestlé added that alongside innova-

tion, digitalisation 
is key to con-
tinued business 
success.

The compa-
ny is moving to 
connect with 

consumers in a “relevant and personal-
ised way”. In 2019, 20% of all consumer 
contacts with Nestlé were personalised. 
The objective is to reach 40% by the end 
of 2020.

Nestlé has built a network of 25 
e-content studios. These studios create 
“impactful” and locally relevant content 
with speed and efficiency, producing 
market- and consumer-specific commu-
nication materials in less than 48 hours.

Nestlé is also transforming operations 
by further digitalising its supply chains to 
create a competitive edge.

Keep the dates May 11-15, 2020 free in your 
diary, as Bühler is inviting you to a virtual 

BÜHLER TO HOLD VIRTUAL INTERPACK TRADESHOW

A Star is Born is one of Innova Market 
Insights Top Ten Trends for 2020 
(number 8), highlighting how the food 
industry continues to experiment with 
novel and unusual ingredients to move 
them into the mainstream.

Some ingredients are relatively slow 
to emerge, such as prebiotics, which 
only recently started to gain acceptance. 
Innova Market Insights reports a 20% 
global growth for food and beverage 
launches with prebiotics in 2018 versus 
2017 and a further rise of over 13% for 

2019. At the other end of the scale, can-
nabis/CBD (cannabidiol) is more familiar 
to consumers in terms of its benefits – 
pain relief, reducing anxiety/distress and 
promoting relaxation – leading to new 
product launches such as mood-uplifting 
chocolate, relaxation tea, sleep aid gum-
mies and nootropic bars.

Less familiar ingredients with low 
awareness but seeing strongly rising 
NPD include ashwagandha, the 
botanical herb best known for its role in 
traditional ayurvedic medicine. 

New stars seek familiarity and acceptance

interpack under the motto “Creating food 
sensations” with digital showrooms, chats, 
and webinars to present its latest technolo-
gies and solutions.

Germar Wacker, CEO of Bühler’s Consum-
er Foods business said the company is explor-
ing new ways of reaching out and preparing 
for the future by running events digitally and 
discovering the potential of virtual events.

“We will take this occasion to focus on digital 
communication alternatives, virtual presenta-
tions, and online conversations to keep our 
customers fully up-to-date,” said  Wacker.

P.06-07 NEWS√.indd   3P.06-07 NEWS√.indd   3 30/03/2020   13:0130/03/2020   13:01



foodanddrinktechnology.com

EU INTERNATIONAL REGULATORY ROUND UP EU NEWS

8   APRIL 2020  

Brussels look to food and drink free 
trade in final status deal
The European Union (EU) has set out 
plans for a future trading relationship 
with the UK after the current 
transitional period, where Britain follows 
EU rules, expires on December 31. It 
includes unfettered free trade in food 
and drink products, without tariffs and 
without restrictive quotas. 

Under the proposals, the UK and EU 
would also not impose authorisation 
requirements on food and drink traded 
between them, unless approved in a 
future economic partnership deal. 

These would include enhanced rules 
on import and export licensing, import 
and export monopolies, repaired goods, 
transhipment, remanufactured goods 

and origin marking. 
As for food and drink health controls, 

the EU wants to reach a deal that 
prevents these becoming trade restric-
tions, with a deal insisting on trans-
parency, non-discrimination, avoidance 
of undue delays, harmonisation of 
rules, mutual recognition of the EU 
health and pest statuses, inspection, 
acceptable approval procedures, audits, 
certification, import checks, emergency 
measures, approval of export producers 
without prior inspections and coop-
eration on combating antimicrobial 
resistance.

There would also be continued coop-
eration on promoting livestock welfare.

EFSA approves fungus
The EFSA has approved the use of a 
new novel food ingredient, a seleni-
um-enriched biomass from yarrowia 
lipolytica fungus, to make special med-
ical foods, food supplements and diet 
replacements for weight control.

EU challenges 
anti-dumping
The EU has requested the creation of 
a WTO disputes panel to challenge 
the legality of anti-dumping duties that 
Colombia has imposed on exports of 
frozen fries from Belgium, Netherlands 
and Germany. 

USTR DUTIES
The US Trade Representative (USTR) 
confirmed on February 14 it would 
maintain a wide range of duties on 
EU food and drink exports imposed 
in retaliation to the Airbus subsidies, 
which have been found to breach 
global trading rules by the World Trade 
Organisation (WTO). As well as wine, 
these cover olives, biscuits, cheese, 
Scotch whisky, yogurt and more see full 
details on the USTR website.

Perchlorate limits set
The EU Council of Ministers has 
approved tightening the amount of per-
chlorate that can be present in foods 
sold in the EU because of concerns 
these salts can harm human health. The 
new limits apply to tea, processed 
cereals, baby food, fruit and vegetables. 

Cambodia rice trade 
under review
Cambodia’s duty free rice exports to 
the EU of $188 million-a-year (in 2018, 
according to international trade data) 
could be at risk, with the European 
Commission triggering a one year 
review of the southeast Asian country’s 
everything but arms free market access 
over concerns about human rights 
abuses by the Cambodian government. 

Parliament backs plans 
on promotions
The European Parliament’s key 
agriculture committee has backed 
plans to prolong and improve 
EU-financed promotion campaigns for 
EU-made wines. 

The proposal is to help winemakers 
cope with the 25% duties imposed by 
the USA last October on exports from 
France, Germany and Spain (plus the 
UK) in protest against European Airbus 
subsidies. 

Under the plan, EU co-financing of 
such campaigns would rise to 60% from 
50%; and give national governments the 
flexibility to change promotion activities 
more than twice a year, including alter-
ing target markets (countries, regions 
and even towns).

BY KEITH NUTHALL

PDO for cheese
The European Commission has included 
a spicy and salty Greek goat and sheep 
cheese Arseniko Naxou in the EU reg-
ister of protected designations of origin 
(PDO). Only manufacturers from its 
traditional Greek Cyclades islands home 
production region can sell this product 
in the EU using this name for marketing.

Pig meat exports at risk
The European Food Safety Authority 
(EFSA) has warned that African swine 
fever continues to spread in the EU, 
posing a risk to EU pig meat exports. 
Its latest epidemiological report noted 
that the disease was present in nine 
EU countries – Lithuania, Poland, 
Latvia, Estonia, Romania, Hungary, 
Bulgaria, Slovakia and Belgium from 
November 2018 to October 2019, 
with outbreaks limited to wild boar in 
Belgium and Hungary. 
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FoodDrinkEurope signs letter
for EU to act on digital future

FoodDrinkEurope and organ-
isations representing a broad 
number of consumer-facing 
industry sectors, supported by 
retailers, wants to bring the 
benefits of the digital age to 
the European Union – and has 
written a letter to spell out the 
opportunities.

The European Commission 
announced in the European 
Green Deal that it will “look 
at exploring new ways to give 
consumers better information, 
including by digital means”, 
recognising that digitalisa-
tion can help deliver a clean 
and circular economy. This 
was recently reinforced in 
the Communication from the 
European Commission “Shaping 
Europe’s digital future”, in which 
the Commission announces its 
ambition to deliver on a new 
Consumer Agenda by the end 
of this year, “which will empow-
er consumers to make informed 
choices and play an active role 
in the digital transformation”.

FoodDrinkEurope’s list of 

measures includes:
• Establish a dedicated 
European Stakeholders 
Forum for Digital Consumer 
Information to facilitate the 
regular exchange of views and 
best practices and the develop-
ment of guiding principles for 
the digitalisation of consumer 
and product information
• Investigate where opportu-
nities exist for digital means 
as a legally recognised option 
to provide mandatory product 
information and adapt the rele-
vant EU regulatory framework 
including general product and 
consumer legislations
• Ensure that all enterprises, 
regardless of their size, can use 
and benefit from digital infor-
mation technologies
• Consider further guidance to 
ensure that consumer informa-
tion delivered through digital 
means, including from third par-
ties, are accurate, transparent 
and fair to inform consumers 
and build trust among 
consumers and businesses.

Organisations call for mandatory product information and 
leadership from the European Commission to make Europe 
fit for the digital age

P.08-09 EURO NEWS√.indd   3P.08-09 EURO NEWS√.indd   3 30/03/2020   15:1830/03/2020   15:18



foodanddrinktechnology.com

INSIGHT

10   APRIL  2020  

G
eographical indications can be con-
troversial legal protections. Some 
food manufacturers regard them 
as being unjust restrictions on 
trade in quality food items that are 

inspired by traditional products. 
Of course, for companies based in traditional 

production regions of goods, such as Prosciutto 
ham and Irish whisky, they can be a godsend 
– preventing illicit competition (as they see it) 
from banking on a reputation for taste that has 
been created by protected manufacturers in 
previous decades, even centuries.

So, court cases over geographical indica-
tions (or GIs) can be hotly contested.

One such important case has recently 
been settled at the European Court of Justice 
(ECJ), the EU’s highest judicial body, and it 
has ruled that EU-authorised geographical 
indications only protect the full name listed 
in the law, and not a portion of that name 
that may be associated with a region, but is 
used by manufacturers based elsewhere to 
market their products.

The ECJ said that these more generic names 
– in this case Balsamic vinegar – can be used 
by other manufacturers, when the registered GI 
also has another geographical term attached. 
The case at issue focused on ‘Aceto Balsamico 
di Modena (PGI)’ – Balsamic Vinegar from 

Modena, Italy. A Modena Balsamic vinegar 
consortium challenged the rights of German 
vinegar makers to produce vinegar sold as 
Balsamic because of this GI. Judges said no – 
the Germans just could not say they were 
making Modena Balsamic vinegar.

Under this precedent, the EU could 
block sales of cheese called Camembert de 
Normandie that is not made in Normandy, 
but not cheese called ‘Camembert’ without 
the geographical descriptor. The same applies 
for Parmesan – that is fine – but if non-Ital-
ian cheese makers seek to use the name 
Parmigiano Reggiano to sell ‘Parmesan’ in 
the EU – that is a hard ‘basta’ (enough)! The 
same applies to Prosciutto Toscano – make 
a fancy ham and call it ‘Prosciutto’ – that is 
allowed. Suggest it is Tuscan-style Prosciutto 
and GI controls will stop you.

Some EU GIs have no additional names, 
such as Greece’s ‘feta’ and Italy’s ‘gorgonzola’ 
cheese – and this means companies must be 
especially wary of using these names if they 
are not based in the traditional production 
regions for these products. The European 
Commission, for instance, has said that it will 
take Denmark to the ECJ for allegedly failing 
to prevent Danish companies from labelling 
Denmark-made cheese as feta and exporting 
from the EU.

And the issue has also prompted concerns 
in Australia, which is negotiating a free trade 
deal with the EU, and where cheesemak-
ers have traditionally availed themselves 
of established European cheese names to 
market their cheese. Ongoing negotiations 
will seek to limit the use of these terms in 
Australia – and a number of dairy manufac-
turers have argued that their business would 
be under threat if they lost the ability to use 
common food names, such as feta, but also 
– for example – Roquefort and mozzarella, 
amongst others – both of these products 

PROTECT 
AND DETECT

EU geographical indications will prompt review of product names 
by some food and drink manufacturers. Keith Nuthall reports 

The ECJ has ruled on the use of the 
generic name, Balsamic vinegar 
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have EU GIs with no additional geographical 
descriptors attached.

Which EU food GIs also lack a place-
name descriptor and so should be avoided 
by food manufacturers who are not based 
in these products’ traditional production 
regions? A trawl through the EU GI database 
‘eAmbrosia’ reveals a significant number. 
Some more of the better known lines include 
‘Havarti’ cheese, a semi-soft Danish cow 
cheese; Tuscan salami ‘Finocchiona’; France’s 
‘Charolais’ and ‘Saint-Marcellin’ cheeses; 
Germany’s ‘Kölsch’ beer (of the style made 
near Cologne); Belgium’s sweet ‘Faro’ beer; 
and a string of lesser known items that 
are unlikely to be copied – such as Latvia’s 
‘Sklandrausis’ vegetable tart. 

France even lays claim to GI protection for 
French producers of ‘Gruyère’ cheese, which 
is generally made in non-EU Switzerland 
and named after a Swiss town of that name. 
So, if you are not French and make Gruyère 
cheese, be careful using that name when 
selling it in the EU.

Of course, for UK food and drink produc-
ers, Brexit poses all kinds of potential prob-
lems for British foods that have thus far ben-
efited from EU GIs. It is still unclear whether 

a permanent UK-EU relationship agreement 
will include mutual recognition of EU and 
UK GIs that currently have protection under 
EU law. A good example of a product whose 
manufacturers might have concerns is the 
humble Cornish Pasty. Currently only pasties 
made in Cornwall from a traditional recipe 
can be sold in the EU as ‘Cornish Pasties’. 
Could these popular snacks be sold into the 
Irish market, with this name, but made in 
Wexford, after the current transitional peri-
od when the UK remains protected by EU 
law ends next January? That will be down 
to the deal thrashed out by the European 
Commission and the UK government. D

NATURAL FOOD INGREDIENTS

www.kanegrade.com
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The cornish pasty is potentially of 
concern to manufacturers
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ON THE MOVE

Graham 
Packaging has 
recently hired 
Balaji Jayasee-
lan to serve 
as director of 
sustainability 
and regulatory 
affairs. In his 
role, Jayaseelan 
will drive company-wide sustainability 
initiatives for plant operations, design, 
engineering, procurement, finance and 
marketing. He will actively seek out ways 
to maximise efficiencies in the areas of 
energy and waste/water management 
while pushing the boundaries for the 
amount of recycled content in plastic 
packaging. 

Jayaseelan has expertise in governance 
planning and the implementation of sus-
tainable strategies across a multifaceted 
portfolio of consumer and professional 
brands. Prior to joining Graham Packag-
ing, Jayaseelan was senior manager of 
sustainability for Newell Brands.

12   APRIL 2020 

Rumbol joins Bahlsen
Phil Rumbol is to 
leave the Mullen 
Lowe ad agency 
to join the biscuit 
maker, Bahlsen. 
Rumbol, famous 
for the Cadbury’s 
Gorilla ad, will be the first non-family 
member to run the company. His ap-
pointment coincides with changes at 
the privately-owned business. Verena 
Bahlsen, 27, will take over from her 
father, Werner Bahlsen. Verena has expe-
rience in the food business as founder of 
Hermann’s, a “food innovation network” 
focused on sustainability and innovation, 
which also operates a restaurant and 
event space in Berlin. Rumbol who said 
he was drawn to the “inspiring vision” of 
the business joins next month, and will be 
based in Germany.

Graham Packaging
hires director

Flava People take on five
The Flava People has announced the ap-
pointment of Alison O’Brien as commer-
cial director. O’Brien, who has worked for 
brands such as Kellogg’s, McCain’s and 
Warburtons, has been brought on board 
to build partnerships and drive the busi-
ness towards its big ambitions for 2020 
and beyond. Also part of the team is Mat-
thew Davison, who heads up the retail 
sales team. Davison spent nine years at 
All About Food, who markets brands for 
retail outlets. Other recruits are Andy 

Robinson as head 
of bespoke sales; 
Samantha Buckley 
as senior national 
account manager; 
and Andy Birchall 
as national account 
manager.

Producer of specialty foods and home 
goods Stonewall Kitchen has announced 
that Rick Lees has joined the company 
as chief financial officer. Expanding the 
executive leadership team, Stonewall 
Kitchen also announced the promotion 
of Natalie King to chief sales & marketing 
officer and Dean Frost to chief operating 
officer. Rick Lees joins Stonewall Kitchen 
with broad experience in the consumer 
products sector in corporate and opera-
tional finance. Most recently, Lees was 
Ocean Spray’s chief financial officer for 
eight years, growing the now $2+ billion 
company.

A decorated military 
hero who has built 
a successful sales 
career since leaving 
the armed forces is 
the latest recruit to 
Seymour Manufac-
turing International’s 
growing team. Chris 
Davies has been 
appointed by the Telford-based thermal 
insulation specialist as divisional sales 
manager for the Midlands and Ireland.

Davies, who received the Queen’s 
Medal for Bravery during his time in the 
Gulf, has held a string of sales manage-
ment roles at companies including BDC 
Commercial, Barrett Steel, Pland Stainless, 
and Wisharts of Scotland. SMI is the com-
pany behind Tempro, the lightweight ther-
mal insulation material, which has been 
scientifically proven to cut energy loss by 
25% in chillers, and 33% in freezers.

Stonewall Kitchen
welcomes senior hires Divisional sales

manager at SMI

Lonza Group strengthens 
exec. Committee
Lonza has appointed 
Caroline Barth as the 
new chief human re-
sources officer (CHRO) 
for Lonza Group. She 
will also take a place on 
the Lonza Group ex-
ecutive committee. Barth brings a wealth 
of experience from different countries 
and cultures, alongside specific expertise 
in the healthcare industry, following a 
15-year career with Novartis. She will 
commence her new role on 1 May 2020, 
and will be based in Basel.

GREENCORE NAMES NEW FD
The Board of Greencore Group has 
announced the appointment of Emma 
Hynes as executive director and chief 
financial officer with effect from 19 May 
2020. The appointment follows the an-
nouncement last month of Eoin Tonge’s 
departure from Greencore in May 2020. 
Hynes has held a number of senior 
finance roles during her career, including 

more latterly as 
chief financial 
officer of Press 
Up Entertain-
ment Group. 
Prior to joining Press Up Entertainment 
Group in 2019, Emma spent over 11 
years with Greencore in a variety of 
finance leadership roles. 
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INSIGHT...Supply Side – Defra secretary praises ‘hidden heroes’ in food industry
Defra secretary George Eustice has writ-
ten an open letter to the food industry, 
which recognises the contribution of the 
people running and working in conveni-
ence stores.

In the face of what is perhaps the 
greatest health challenge this country 
has faced in our lifetime, he said he 
wanted to pay tribute to all those who 
are working around the clock to keep 
the nation fed – in our fields, processing 
plants, factories, wholesalers, stores and 
takeaways and all of those moving goods 
around the country and to our homes.

“The last three weeks have been 
stressful and difficult for everyone work-
ing to feed the country and provide them 
with other essential items. Food retailers 
have faced an unprecedented increase 

in demand and those 
working in food produc-
tion and distribution have 
had to work harder than 
ever to ensure that food 
and drink are kept on the 
shelves,” Eustice said.

The Government has 
recently taken some 
unprecedented steps to 
close cinemas, leisure 
centres and other public 
venues and to instruct 
people to stay at home, protect our NHS 
and save lives.

Eustic added: “Everyone working in 
the food and drink industry has rallied 
in an extraordinary way to respond to 
this unprecedented challenge. Having 

worked in the food industry myself, I am 
personally enormously proud and thank-
ful for all the work that you have done in 
recent weeks, and will be asked to do in 
the weeks ahead. In many cases you are 
the hidden heroes, and the country is 
grateful for all that you have done.”

APRIL  2020  13
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SEASONAL
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S
easonal special editions are good 
business for many brands – and 
confectionery is no exception. While 
some consumers are buying less 
confectionery on a day-to-day basis 

they still want to treat themselves and their 
loved ones at key seasonal occasions and, 
importantly, they’re prepared to pay a premium 
versus standard lines.

As it stands the hollow figures market is 
worth £59m in the UK, divided between £27m 
for Christmas 2018 and £32m for Easter 2018. 
(IRI Market Research).

But it’s not just about additional sales value: 
seasonal offerings present a prime opportunity 
to leverage a brand’s distinctive assets – an 
opportunity overlooked by most brands in the 
category. 

The shape of a product or its packaging is 
a powerful way to signal the distinctiveness of 
a brand, with many famous examples in con-
fectionery: Toblerone’s mountainous triangles, 
Ferrero Rocher’s golden clusters or Kit-Kat’s 
fingers, to name just three.

But when it comes to seasonal offerings, 
confectionery brands all too often default to 
generic moulded shapes with a bolted-on logo.

Nestlé’s decision to shake up the sector by 
creating distinctive and innovative new product 
formats for key seasonal occasions has result-
ed in an on-going collaboration with Osborne 
Pike, 2D brand specialists and Studio Davis, 3D 
innovators. Harnessing the combined power of 

2D and 3D branding expertise this partnership 
has so far seen exciting new product launches 
for Smarties with more Nestlé brands to follow 
suit this year.

For Smarties we drew on the brand’s key 
Distinctive Assets – the specific lentil shape 
of the product, the rainbow of colours and the 
shakeability of the iconic tube. The resulting 
figures are brought to life as individual person-
alities through the use of Smarties colours and 
a specially created illustration style on the foils. 

A key requirement of the brief was that the 
shape could translate across a range of sizes 
and price points – from 18.5g impulse single 
figures to a full character ‘family’ gift set. For 
the single impulse SKU, clever cardboard engi-
neering allows the simple lentil shape to be 
turned into the seasonal character by applying 
graphics to the backing card.

Following the successful launch of Smarties 
Penguins for Christmas 2019 (a 75% YOY 
increase over last season’s generic figures 
IRI 8we 26th October, Value Sales, Smarties 
Novelties vs YA), Smarties Bunnies are now 
appearing in-store ready for Easter. 

Both ranges have been designed to share 
the same design language and manufacturing 
principles. This not only helps to build brand 
recognition at key occasions throughout the 
year but the use of common moulds also 
reduces complexity and cost in the 
manufacturing process – surely a win- win for 
any brand.  D

Building year-
round brand

equity through
SHAPE

www.osbornepike.co.uk 
www.studio-davis.com

Steve Osborne, MD at Osborne Pike and 
Will Davis, founder, Studio Davis, explain 

how to create a range of colourful 
Smarties characters for seasonal gifting
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A FRESH OUTLOOK 
FOR PERFORMANCE 
NUTRITION: 

A global report highlights three distinct trends in the performance 
nutrition market, which will help brand owners and formulators 

develop products for a rapidly changing consumer audience 

16   APRIL 2020

A collaboration between 
FrieslandCampina Ingredients, and 
market researchers, FMCG Gurus, 
outlines “conveniently nutritious”, 
“nutrition for me” and “engaging 

females” as key topics for 2020 and beyond. 
Conveniently nutritious
One in four of the consumers feel restricted 

from leading a healthier lifestyle as they regu-
larly eat and drink out-of-home. As such, they 
are making improvements to their diets and 
snacking habits to compensate. 67 per cent 
choose to consume protein snack bars on-the-
go, while 51 per cent have made a conscious 
effort to substitute traditional snacks, such as 
chocolate, for high-protein/low-sugar alterna-
tives. With convenience as a powerful motiva-
tor, drinks shots are a growing area of interest. 

“There is an opportunity to develop functional 
snacks that aid preparation before exercise, power 
during it, and recovery afterwards – and that fit 
into everyday life,” comments Vicky Davies, glob-
al marketing director, Performance and Active 
Nutrition, FrieslandCampina Ingredients.

Nutrition for me
Consumers are increasingly taking nutrition 

HEALTH & NUTRITIONAL INGREDIENTS

into their own hands, proactively seeking infor-
mation not only from conventional sources, 
such as medical professionals, but also personal 
trainers and gym instructors (45 per cent), and 
friends and family (53 per cent). Similarly, they 
are educating themselves about the different 
ingredients that will benefit them.

Engaging females
“Nutrition for me” is being observed on a 

broad scale, with women now being seen as a 
clear and distinctive market in their own right. 
Women account for an increasing proportion 
of the performance nutrition market, but are 
lacking products tailored to them, according to 
the report. 63 per cent have looked to improve 
their general health and wellness over the last 
two years, while 41 per cent have attempted to 
improve their diet. The priorities of this group 
are also shifting from purely weight management 
to improving strength (37 per cent), increasing 
lean muscle mass market (32 per cent) and 
boosting cognitive health (41 per cent).

MEETING SPECIFIC REQUIREMENTS
There is now a significant blurring of the lines 
between the health and wellness markets, 
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Performance nutrition is an expanding and
fast-paced market, so it is important that
manufacturers stay up to date with the
latest trends and consumer preferences“ ”

Vicky Davies, 
global marketing 

director, Performance 
and Active Nutrition, 

FrieslandCampina 
Ingredients

which means both have needed to adapt – and 
continue to do so – to meet the requirements 
of their “new breed” of customers.

“For traditional food manufacturers, this often 
entails both reformulation and the development 
of completely new product lines that include 
ingredients known for their role in supporting a 
physically active lifestyle,” says Davies. “In many 
cases, format changes are needed too, as con-
venience and nutrient density are particularly 
important for these consumers.”

“Everyday active” consumers are seeking 
many of the benefits of sports nutrition prod-
ucts but are not committed to the extent they 
are happy to painstakingly make up shakes 
from bulk powders, or compromise in any way 
on taste or texture.

And where the performance athlete often 
has strong interest in, and a detailed under-
standing of, protein and its role in performance, 
the same cannot be said for active consumers, 
whose knowledge tends to be more generic. 

All this means brand owners and manufac-
turers have very different requirements from 
ingredients providers like FrieslandCampina 
Ingredients. The brief for traditional sports 
nutrition brands is often based around product 
development beyond “pinking and shrinking”. 
Taste improvement is a common requirement. 
Sensory problems that could be overlooked or 
tolerated by consumers will not be accepted 
by today’s larger market that has more complex 
demands. In this category, FrieslandCampina 
Ingredients’s focus is in areas such as:

• Market insights and associated concepts: 
keeping a finger on the pulse of a fast market, 
understanding how best to service the needs of 
“new” customers and making concepts and sug-
gestions for end products that will resonate

• The development of highly pure proteins 
that are taste-neutral and colourless; vital 
attributes for water and beverage applications

• The co-creation of applications that meet 
the changing nutritional needs before, during 
and after exercise. Snacks are fundamental

• Personalisation – working with custom-
ers to develop portfolios that are aligned to 
the varied needs of consumers. This normally 
entails not only different types and quantities 
of protein, but also complementary ingredients 
like carbohydrates, vitamins and minerals, as 
well as flavour and format variety.

DEVELOPMENT SPECIFICATIONS
Differentiation is increasingly important, so 
additional benefits are an effective way to 
stand out. Ingredients are a key element in 
the “protein +” trend. A good example of 

this is hypotonic clear water, an application 
FrieslandCampina Ingredients has explored 
extensively. We recently unveiled an example 
of this, which contains not only very pure 
protein (isolate, which has a 90 per cent pro-
tein content) but also carbohydrates and elec-
trolytes, which are valuable in refueling and 
rehydration.

Convenience is one of the biggest influ-
encers in this category, so while powders still 
account for the majority of products, on-the-go 
concepts, especially ready-to-drink (RTD) and 
ready-to-eat products, are the biggest expan-
sion area. Another very interesting new con-
cept is protein pockets (or “pouches”). There is 
definitely an opportunity to develop functional 
snacks that aid preparation before exercise, 
power during it, and recovery afterwards - and 
that fit into everyday life.

Sports nutrition inherently implies relatively 
high quantities of protein. High protein on-the-
go drinks and snacks continue to grow in popu-
larity as they appeal to younger and time-pres-
sured adults who eat and drink on-the-go more 
often. By increasing the nutrient density of 
sports nutrition products, and offering formats 
that fit into busier lifestyles (such as shots 
and gels), brand owners enable consumers to 
replace meals or divide their nutritional intake 
into more, smaller, snacking moments through-
out the day. 

Developing stand-out products is of course 
a priority, but speed to market is equally impor-
tant. For this, a detailed and current under-
standing of consumer trends and preferences 
can be challenging due to the market’s fast 
evolution, but holds significant benefits, where 
FrieslandCampina Ingredients has developed a 
wealth of experience. Similarly, collaborations 
are becoming increasingly prevalent and a val-
uable tool in the creation of unique and differ-
entiated specifications that answer the varying 
needs of consumers.

All this, of course, has to happen against a 
backdrop of unprecedented consumer interest 
in, and control of, their own nutrition. They 
want information and seek it from a broad 
range of sources, meaning the need has never 
been greater for transparency, robust corporate 
responsibility and sustainability leadership.  D
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The benefits of 
inulin production

There are many possibilities with inulin. In fact, new and
innovative uses for inulin are constantly being found

18   APRIL 2020

D
igestive wellness is trending 
across the globe, as more                     
consumers come to realise the 
impact it has on their health. In 
fact, 77 per cent of consumers 

are now affected by digestive issues, or are         
concerned about digestive health.

The rise of inulin
There are a number of fibres that promote 
different properties related to digestive health. 
Some particular fermentable fibres have the 
unique property to be prebiotic, in addition 
to being a fibre. They selectively grow benefi-
cial gut bacteria; typically, bifidobacteria are a 
marker for this. 

Inulin and oligofructose, such as those 
produced by Beneo, are the only plant-
based proven prebiotics according to ISAPP 

(International Scientific Association for Pro- 
and Prebiotics). The prebiotic effect of Beneo’s 
inulin and oligofructose, derived from chicory 
root has been scientifically proven. A com-
prehensive body of high-quality studies (in 
excess of 150) confirms their health benefits 
including a balanced gut microbiota and a 
person’s overall well-being. Orafti Inulin even 
has an exclusive 13.5 EU health claim for its 
promotion of digestive health, which is prov-
ing successful in various countries. In fact, 
only recently, industry expert Julian Mellentin 
highlighted the potential for inulin, naming 
it a top ingredient for 2020 in the new New 
Nutrition Business report, “10 Key Trends in 
Food, Nutrition and Health 2020”. 

Bridging the gap
Growing consumer understanding of the 
intrinsic link between the gut microbiome and its 
beneficial effect on overall well-being are mak-
ing digestive health a focus for food and drink 
producers worldwide. This, in turn, is leading 
to a rising interest in the application of chicory 

HEALTH & NUTRITIONAL INGREDIENTS

Organic vanilla yogurt
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root fibres in new food and drink product devel-
opments, creating a high market demand for 
Beneo’s inulin and oligofructose ingredients. 

Not only are Beneo’s prebiotic chicory root 
fibres helping to bridge the fibre gap, they are 
also being widely used in both food and beverag-
es as they help to reduce fat, sugar and calories. 

Unlike other fibres, Beneo’s fibres are natu-
rally derived from chicory roots via a gentle hot 
water extraction method and are natural, clean 
label and non-GMO. They are highly soluble 
and have a mild natural taste, allowing manu-
facturers to reformulate their products while 
keeping the same taste, body and mouthfeel as 
the original options.

Prebiotic fibres for digestive health
Inulin and oligofructose, such as those pro-
duced by Beneo, are the only plant-based prov-
en prebiotics according to ISAPP (International 
Scientific Association for Pro- and Prebiotics). 
They have been scientifically shown to support 
a range of functional health benefits, includ-
ing a balanced gut microbiota and a person’s 
overall well-being. There is a wealth of scien-
tific evidence available and Orafti Inulin even 
has an exclusive 13.5 EU health claim for its 
promotion of digestive health, which is proving 
successful in various European countries. 

The future of prebiotic dairy
One in four product launches with a digestive 
health claim are dairy products and accord-
ing to MarketWatch, the dairy market is also 
predicted to drive the growth of prebiotics by 
more than nine per cent in Europe in the 
coming few years. 

With a clear consumer interest in dairy prod-
ucts that offer digestive health benefits, there 
is a significant market opportunity for those 
manufacturers that can combine prebiotic fibre 
with dairy products that appeal to consumers. 
Yogurt is a case in point as the application is 
already known by consumers for its positive 
effect on digestive health. Examples include 
Bieluch, a spoonable yoghurt in Poland that 
promotes digestive health and is supported 
by Beneo’s prebiotic logo, as well as Brownes 
Dairy’s ‘Wiggles’ that deliver prebiotic yoghurt 
in pouches, to appeal to young consumers. 

More and more food producers are tapping 
into the consumer desire for indulgence and 
on-the-go products by reformulating dairy 
products to promote digestive health benefits. 
Examples of such innovation include the Dos 
Pinos Dos Pinos in Line Fresa Helado de Yogurt 
(Strawberry Yogurt Ice Cream) from Panama. 
This homogenised and pasteurised product 

features a mix of skimmed yogurt, strawberry 
pieces and ice cream. It is low in fat with two 
per cent content, high in prebiotic fibre and is 
sugar-free. The product is said to help maintain 
blood sugar levels.

The Beneo-Technology Centre has also 
developed a range of innovative new prod-
uct concepts that incorporate prebiotics and 
offer people convenient ways to increase their 
fibre intake, such as a fibre-enriched, prebiotic 
ready-to-drink coffee beverage that promotes 
digestive health while keeping the blood glu-
cose level in balance.         

Organic and fibre-enriched yogurt, the vanilla 
yoghurt sample with Beneo’s organic rice starch 
and chicory root fibre is not only organic, but 
also high in fibre. By using native rice starch in 
the vanilla preparation, the final product has a 
creamy mouthfeel and good body.

As digestive wellness continues to trend 
across the globe and more consumers come 
to realise the impact it has on their health, this          
significant production expansion will ensure 
Beneo is well-placed to maintain efficient deliv-
ery of its high-quality ingredients throughout 
the years to come.  D

Beneo is keeping up with demand for its chicory root fibres, inulin and 
oligofructose, by increasing capacity. Following an investment of more than 
€50 million into the plant in Chile, Beneo’s total production volumes of inulin 
will be increased by 20 per cent. The work has already begun and is expected 
to be completed in 2022, with continued supply and delivery of the inulin to 
be maintained throughout the expansion process.  

The existing plant in Pemuco already operates using 75 per cent                         
renewable energy. Beneo also focuses on using water wisely, using satellite                                 
surveillance to identify the level of soil humidity in the chicory root fields in 
Chile, minimising water irrigation usage. As well as this, Beneo is committed 
to conserving resources, through continued reduction of energy and water                                 
consumption and CO2 emissions. 

Meeting demand for inulin

Chicory root
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THE ONLY 
WAY IS UP

The snacking category is evolving away from sweet offerings 
to tasty products that are healthier for consumers, 

writes Paul O’Mahony, product strategic manager for 
Dairy and Plant Proteins, Glanbia Nutritionals

20   APRIL 2020

B
ars are having a moment; the 
market has exploded over recent 
years – and it’s not showing any 
signs of slowing down. According 
to Mintel figures, bar launches 

reached an all-time high in 2019, with more 
choice on the shelves than ever before. Once 
solely the domain of athletes and bodybuilders, 
bars have shifted from high-protein sports 
nutrition style products, to encompass added 
functional ingredients, such as fibre, to help 
fuel consumers’ busy, on-the-go lifestyles. In a 
recent presentation by Mintel, 47 per cent of 
UK shoppers indicated looking for high fibre 
when searching for healthy snack options. 
High-protein bars still reign supreme, with 
growing interest in functional, clean tasting 

bars that offer a slice of indulgence leading the 
way in new product development.

Raising the bar on protein
Part of the reason for the shifting interest in 
functional bars is the great strides that man-
ufacturers have been making in the develop-
ment of new functional ingredients. For exam-
ple, while consumers are interested in the 
benefits that high protein brings, it can often 
be difficult to formulate options with a palata-
ble taste and texture. It has therefore become 
a balancing act between maintaining consumer 
appeal for the right mouthfeel and incorpo-
rating the necessary functional ingredients. It 
is, however, a hurdle that manufacturers have 
been quick to address.

HEALTH & NUTRITIONAL INGREDIENTS
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High protein claims are the fastest growing 
category in bars, featuring on more than 400 
product launches in the UK alone in the past 
five years. With manufacturers like Mars and 
Cadbury recently launching their own high-pro-
tein bars, the market is ripe for innovation.

To aid new product development, manufac-
turers are increasingly experimenting with the 
latest ingredients, such as BarPro Milk Proteins 
and BarFlex Whey Protein from the Glanbia 
Nutritionals protein range, to differentiate 
themselves in the marketplace with improved 
taste and texture profiles. These ingredients 
are helping bar formulators to incorporate 
high levels of protein while maintaining the 
soft texture and long shelf life that consumers 
have come to expect. Glanbia Nutritionals has 
also developed Crunchie Milk Protein Crisps, 
which deliver light and airy crunchy bites for 
bar products, with up to 74 per cent protein 
– providing great taste without sacrificing 
indulgence. These offerings are in line with the 
latest consumer trends for layered bars, that 
are using added ingredients such as caramel, 
lighter aerated fillings and new flavours to fulfil 
growing consumer needs for a texture and a 
more premium feel.

Plant power
As part of the growing interest in premi-
um-style snacks, the trend for plant-based pro-
teins looks here to stay. With vegan and veg-
etarian diets growing in popularity, consumers 
are looking to alternative sources of protein. 
Ingredients, such as peas, beans, chickpeas, 
lentils, rice, wheat and soy are increasingly 
being used to meet rising demand for added 
protein in savoury snack bars. As such, the 
market is booming; the number of healthy bar 
launches containing plant-based proteins rose 
by 65 per cent between 2017 and 2019. Bars 
with pea protein isolate saw the highest growth 
rate in that timeframe. As well as delivering an 
alternative protein source, plant-based proteins 
are helping manufacturers to develop nutri-
tious, sustainable and even allergen-free bar 
variations – and ensuring the consumer base 
remains diverse. Despite these benefits, there 
are challenges to formulating with plant-based 
proteins. For example, pea protein can bring 
a bitter after-taste and poor texture to snack 
bars, encouraging manufacturers to look for 
innovative solutions. Products such as Glanbia 
Nutritionals’ Bar HarvestPro Pea Protein 801 
provides excellent texture for high protein 
vegan bars

In addition, grains and seeds continue to 
be a popular choice for consumers seeking 

natural protein, nutrition and flavour, while still 
meeting rising demand for plant-based ingredi-
ents. Manufacturers are keen to formulate with 
ingredients like oats, flax seeds and chia seeds, 
as they help form a crunchy multi-layer texture 
that consumers desire, as well as providing 
an excellent source of ALA omega-3s, protein 
and fibre. Particularly as consumer lifestyles 
become even busier and snacks start to replace 
traditional mealtimes, these so-called ‘super’ 
ingredients help to boost nutrition in a conven-
ient format – for consuming on-the-go. 

The right tools
With the bar market continuing to gather 
pace, it is important that manufacturers speed 
up their time to market, to gain a competi-
tive edge. Keeping up to date with the latest 
consumer insights, partnering with the right 
expert providers, as well as ensuring access to 
a strong R&D and technical teams, will remain 
key to navigating the challenging marketplace 
as it becomes more crowded. For example, 
Glanbia Nutritionals’ extensive Bar Library 
offers a range of prototypes to help spark ideas 
and custom concept development, allowing 
customers to get to market faster. Innovation 
in the past few years has shown that with the 
right technology and formulation expertise, 
there is a wide range of possibilities in the bar 
sector – and there’s plenty more to come. D

Particularly as consumer lifestyles become even 
busier and snacks start to replace traditional 
mealtimes, these so-called ‘super’ ingredients 
help to boost nutrition in a convenient
format – for consuming on-the-go“ ”

Milk crisp bars
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Q. What is a Novel Food?
A. Novel Food is defined by the European Food 
Safety Authority (EFSA) as food that had not been 
consumed to a significant degree by humans in 
Europe before 15 May 1997, when the first regu-
lation on Novel Food came into force.

Q. Why are CBD products on the market 
without Novel Food authorisation?
A. CBD products have seen a massive growth 
in the past 4 years with many consumers 
claiming they gain therapeutic value from, with 
sparse evidence showing negative side effects. 
This led to incredible growth in the UK CBD 
market. A policy report from the Centre for 
Medicinal Cannabis in June 2019 indicated a 
market size in excess £300 million with fore-
casted growth of just short of £1 billion by 
2025 and a market larger than the Vitamin C 
(£119 million) and Vitamin D (£145 million) 
industries combined. 

The FSA has been consistent in their stance 
that companies should be going through the 
Novel Foods process to ensure safety of the 
compounds within their products on the market. 

Given the popularity of CBD this provides 
a difficult situation for the FSA, and trading 
standards, to police effectively. This has led to 
them allowing products to remain on the mar-
ket providing they are engaged in the Novel 
Foods application process.  

Q. What does the statement from the 
FSA mean for the UK CBD industry?
A. All stakeholders in the UK CBD industry 
need to begin looking at their products and 
processes to see how they conform to Novel 
Foods and wider regulations.

Raw material manufacturers must gath-
er appropriate safety and stability data, with 
appropriate standardised testing methods to 
submit a Novel Food’s authorisation process, 
should they wish their products to remain on 
the market beyond the 31st March 2021.

Manufacturers of finished products must ensure 
their suppliers are engaging with the Novel Foods 
process and making a Novel Foods application 
before the 31st March 2021 and they have appro-
priate stability data on finished products.

Brand owners using a third party manufac-
turer must begin a consultation process with 
their suppliers to ensure they are using raw 
materials, which will be going through the nec-
essary authorisation.

Q. What has the ACI done to address 
Novel Foods authorisation?
A. Over the previous six months we have 
drawn on our vast expertise in the regulatory 
environment to put all the necessary plans in 
place to begin the Novel Foods authorisation 
process for our members.
This includes:
• Engagement with Global Regulatory Services 
(GRS) to determine regulatory pathways and 
support companies create the necessary dossier.
• Equivalency work with validated testing labo-
ratories to ensure flawless validation of any ana-
lytical results to be presented within the dossier.

FAQ for CBD consumers, 
retailers, manufacturers and 

health care professionals
In light of the FSA’s recent 
announcement, relating to CBD 
regulation and precautionary health 
advice, the Association for the 
Cannabinoid Industry’s (ACI) experts 
answer questions on CBD
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• Constant engagement with leading toxicolog-
ical experts and testing houses to put in place 
the necessary studies to smoothly gain Novel 
Foods authorisation. 

What does the dosing requirements and 
guidance for pregnant and breastfeeding 
women stipulated by the FSA mean to 
brands and consumers? 
A. Brand owners must ensure their labelling 
adheres to the advice given around maximum 
daily dose of 70mg per day. They must also 
indicate pregnant, breastfeeding women and 
children must not consume CBD products. They 
need to indicate that those taking prescribed 
medication must consult their doctor before 
consuming CBD products.

Consumers should also heed the advice 
given the recent release of information from the 
Committee Of Toxicology (COT) indicating at 
certain doses CBD can be harmful to the liver. 
They recommend that anyone taking medication 
must not consume CBD.

While there is evidence to show the prod-
ucts used in the Committee on Toxicity (COT) 
report, which was used as a basis for FSA’s 

APRIL 2020  23

guidance, are not equivalent in formulation to 
the foods supplements currently on sale in the 
UK, this is the only data available to the FSA to 
date and they had to take this into considera-
tion when advising consumers. 

It is important to note, the ACI is in the 
process of performing our own study with our 
members to accurately define safe doses of CBD 
within commonly used edible CBD products. 

Q. How should retailers react to the 
announcement?
A. Retailers should be in constant communication 
with their suppliers to ensure they are aware of 
the recent announcement from the FSA and are 
adhering to these recommendations.

Q. What impact does the ACI expect this 
to have on the CBD sector? 
A. It will standardise the testing methods and 
initiate safe dose evaluation. This is the best 
outcome for consumers as well as the suppliers. 
Responsible suppliers are already working on 
this, this clear guidance from the FSA means 
that companies are now rewarded for ensuring 
their products are safe.  D

www.beneo.comFollow us on:

Give green light to better food choices.
Build consumer trust with BENEO’s ingredients.
Where consumers in general aim for a healthy lifestyle with matching nutritional habits, now more than ever, 

they look for balance and moderation. When in the past a “diet” label on the Front-Of-Pack would be enough, 

today’s buyer takes a more holistic approach of health and wellness. People look for simple solutions and 

focus on familiar ingredients and inherent goodness. Brands can gain consumers’ loyalty by being open 

about their ingredients. Improve your product’s nutritional content with the naturally sourced, functional 

ingredients from BENEO.
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F ood and beverage manufacturers 
understand that they must reduce 
food waste to improve profitability 
and their envi-ronmental impact. 
Freezing is a simple way to preserve 

food for long periods of time, particularly as 
food can be frozen either directly at the source 
or once it has gone through processing. 

This flexibility to preserve perishable food at the 
source is crucial across the globe. For example, in 

developing countries it is estimated that up to 50 
per cent of root crops, fruits and vegetables are 
wasted due to improper transport and storage. 

However, this is not to say that producing fro-
zen food is simple. There are many different and 
complex processes that must work together to 
deliver frozen food to the consumer market. For 
example, freezing, storing and maintaining tem-
perature during transportation all require specialist 
technology to properly maintain the product and 
ensure that it is kept safe for consumption.

24    APRIL 2020  

FROZEN FOODS: 
a waste solution

Tatjana Milenovic, food and beverage group vice president at 
ABB, explains how frozen food can help reduce food waste
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FREEZING METHODS
Freezing is a well-established food preservation 
method. However, it is a delicate task. If large ice 
crystal form within the products cells it can easily 
destroy the cellular membrane of the product, 
which can not only alter the thawed products taste 
but can potentially make it unsafe for consumption. 

There are three main freezing methods; air blast, 
contact and immersion freezing. Each of these 
methods has a number of additional variants to 
cater for specific food types or cellular structures, 
which can affect the ability to freeze and subse-
quently thaw food correctly. 

Air blast freezing works by passing products 
through below-freezing air flows. Since air blast can 
freeze products on the move, this method ben-
efits rolling production. Contact freezing is when 
products are placed between two metal plates 
with internal cooling systems. This method is three 
times faster than air blast but is only suitable for 
products with two flat surfaces, such as prepack-
aged items. 

Immersion freezing requires products to be 
immersed or sprayed with liquid refrigerant. There 
are a variety of different refrigerant liquids availa-
ble, however, the most common are liquid nitrogen 
or a mixture of ethanol and dry ice.

Regardless of the method, freezer components 
must be tough to cope with the drastic temper-
ature shifts between their insides and outsides. 
Furthermore, to keep up with hygiene require-
ments in the food industry, freezers must be 
regularly and thoroughly cleaned. This can mean 
that certain parts, such as paint, can corrode which 
could contaminate the food products. 

For this reason, at ABB we provide motors that 
have been designed from the ground up to only 
include unpainted com-ponents. These motors 
are made for use in freezer applications where the 
rapid changes in temperature — from 25 degrees 
to minus 30 degrees Celsius — and humidity from 
0–50 per cent, can lead to flaking and chipping on 
painted motors.

COLD SUPPLY CHAINS
Cold supply chains are the leading modern meth-
od for transporting items that must be kept at a 
constant cold tempera-ture. In a cold supply chain, 
every part of storage and transportation is temper-
ature controlled to stop products from decaying. 
Food products can be very sensitive to tempera-
ture fluctuations, with sudden changes often lead-
ing to prema-ture spoilage.

In fact, research demonstrates that there are 
several key variable factors in the food spoilage 
process: pH, water activity, salt content, gas com-
position, pressure, humidity and temperature. Of 
these, temperature is the main instigator, as when 

Overall, freezing is an extremely flexible method 
of preventing food waste. It can cater for all 
types of food and, though intricate, the tools for
implementing cold supply chains are 
prevalent and widely accessible “ ”a product is stored above its individual temperature 

limit it can encounter rapid bacteria growth, which 
accelerates decay.

Modern food supply chains are also long, mean-
ing that keeping produce at a constant temperature 
is vital. However, due to the rigorous standards 
that implementing a cold supply chain requires, not 
everyone is able to use them. This is because the 
window of temperatures at which products must 
be kept is very narrow, so any deviation and the 
produce will be deemed unsafe and rejected. As 
such, the cold system must be able to be moni-
tored and controlled from start to finish.  

Therefore, paper controls and monitoring cannot 
keep up with the precision needed for cold food 
supply chains, because they can only register an 
average temperature. Accurately controlling the 
temperature inside cold storage requires a smart 
system, because multiple sensors can record and 
analyze a constant temperature. 

For example, imagine a refrigerated container 
being kept at minus eight degrees Celsius to store 
frozen fruit. If one of the cooling systems was to 
malfunction, a paper-based system would only reg-
ister a slight anomaly in temperature variation. 
A smart sensor-based system would be able to 
identify exactly which cooling system was malfunc-
tioning and directly identify the affected packages 
as well as alert maintenance and monitoring teams. 

ABB’s ControlMaster range offers a choice of 
communications options. Ethernet communications 
provide the ability for users to be automatically 
notified of critical process events via email. The sys-
tems also allow for remote monitoring through the 
ControlMaster’s integrated webserver, or by simply 
using a standard web browser.

Overall, freezing is an extremely flexible meth-
od of preventing food waste. It can cater for all 
types of food and, though intricate, the tools for 
implementing cold supply chains are prevalent and 
widely accessible. 

As food consumption and the global population 
continue to grow, food waste must be reduced. 
One easy method of achieving this is extending the 
life span of the products on the market. Freezing 
food is a well-developed technique that can reduce 
food waste in all parts of the food chain and hope-
fully, the one billion tons of food wasted every year 
will be reduced.   D

Tatjana Milenovic, 
food and beverage group 

vice president at ABB
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The range includes the award-winning 
Earthpouch, a plastic-free pouch suita-
ble for dry and moist foods, which can 
also be supplied as flow-wrap film. 

It also includes compostable prod-
ucts such as cling-film and shrink-wrap film for 
fresh produce such as cucumbers, as well as paper-
based absorbent pads. 

Simon Balderson, Sirane MD, says: “Our Earth 
Packaging range now includes many ways to 
replace plastics effectively in the supply chain. 
Many plastics can be replaced, and new materials 
and technologies are coming on board all the time.

“Plastic is not the enemy, there are undoubtedly 
cases where plastic is the correct material to use, 
and it will continue to be used. However, there are 
also many instances where it can be replaced by a 
more sustainable solution.

“Sirane’s a development company as well as 
a manufacturer – and we’re working with many 
companies to understand the challenges faced in 
replacing plastics, identify where the opportunities 
are, and to find effective solutions.” 

Sirane recently completed the acquisition of a 
UK-based manufacturer of board products – and 
now has ambitious growth plans for the new site, 
as well as plans to enhance the Earth Packaging 
range, by combining technologies.

Olympic is a highly respected and successful 
manufacturer of board products supplying the bak-
ery, fish and cake/snacks industries among others. 

Based just outside Stroud, Gloucestershire, it 
has specialised board processing equipment and 
is highly skilled in board processing operations. 
Key products include salmon boards, cake boards, 
U-cards, sleeves and sandwich boards. 

Simon Balderson adds: “This acquisition is a 
strategic step for Sirane to enhance and improve 
our product offering into new areas of the food 
industry. 

“In particular this supports our continued devel-
opment into plastic replacement technology for all 
types of food. Olympics’ product range is based 
around fibrous board products, many of which are 
compostable and recyclable. 

“We plan to extend this product range, using 
our Earth Packaging banner, into all areas of food 
packaging which currently use plastic-coated and 
laminated boards.

“Plastic-free cake boards, patisserie boards, pizza 
boards, U-cards and sleeves are all possible using 
Olympic’s existing technology and Sirane’s know-
how. These are products where the use of plastic 
coatings & laminates is absolutely avoidable.” 

An eco-friendly and plastic-free sandwich pack 
is one of the developments, which the acquisition 
will allow Sirane to manufacture. The packs – 
branded as Earthwedge – will combine recyclable 
boards with our plastic-free coated papers. 

“The result is a sandwich pack, with a window, 
which gives the required barrier, but which is 
completely free of plastic,” adds Simon Balderson, 
“Earthwedge will remove a lot of unnecessary plas-
tic from supermarket shelves. 

“This will be the first of many innovative new 
products which combine existing Sirane technology 
with the board-processing operations at Olympic. 
But there will be more…we’re a development com-
pany, always looking at new ideas.”

Sirane is an innovative packaging develop-
ment-to-manufacture company, with expertise in 
absorbency and material science.

Specialisms include bags and pouches, absor-
bent products, shelf-life extension and dual-ovena-
ble products.

The company will feature in the second series 
of BBC One’s War on Plastics – due to be aired in 
April – with filming having taken place in January, 
when presenter Hugh Fearnley-Whittingstall visited 
to learn about alternatives to plastics.  D
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Smart solutions enhancing life
SIRANE’S Earth Packaging 
range now includes many 

innovative plastic-free 
packaging solutions – 

with more exciting
developments on the way 
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SUSTAINABILITY

Recycling is in the spotlight. Following 
China’s import restrictions on 
American recycling in 2018, which 
included most plastics waste manage-
ment companies across the country 

began telling municipalities there was no longer 
a market for certain grades of plastic due to the 
negative financial impact. This left communities 
with two choices  to pay much higher rates to 
get rid of recycling or to throw it away.

RECYCLING CHALLENGES
Where recycling does occur, there is a lack of 
understanding of what can be recycled and 
how to recycle. The reason for this is that when 
recycling programs were initiated decades ago, 
they were designed with few restrictions to 
ultimately lower the barrier of entry for com-
munities who weren’t accustomed to recycling. 
These less restrictive practices have continued, 
making it difficult for recycling centers to prop-
erly sort and manage an increasing variety of 
waste materials.   

While some plastic material cannot be recy-
cled, resins such as PET and HDPE are two of 
the most recyclable materials on the market. 
Unfortunately, the recycling rate for plastic con-
tainers in the U.S. remains at less than 10 per 
cent. Now, more than ever, manufacturers must 

work tirelessly to reduce the amount of waste 
that makes its way to landfills or oceans.

CREATING A CIRCULAR ECONOMY
The circular economy is an economic system 
aimed at eliminating waste and the continual 
use of resources. In the face of todayís chal-
lenges, the best outcome for plastics is through 
the reuse of this valuable, finite resource. 
Therefore, the first and most important contri-
bution to the circular economy is to collect and 
reuse bottles that exist today through vigorous 
recycling efforts.

Transitioning to a circular economy not only 
requires adjustments aimed at reducing the 
negative impacts of the linear economy. It also 
represents a shift that builds long-term resilience 
and generates business and economic opportu-
nities while delivering environmental and societal 
benefits. To be part of the solution, manufactur-
ers must exist and grow in an environmentally, 
socially and economically sustainable way.

DESIGNING FOR RECYCLABILITY
One of the best ways that companies can support 
sustainable packaging is by designing for recycla-
bility. This includes using shapes, process technol-
ogy and design technology to promote recycling 
that minimises the environmental impact of pack-

RECYCLING
REVOLUTION

28   APRIL 2020  

Manufacturers are finding innovative ways to
support a circular economy, writes Tracee Reeves, 
chief sustainability officer, Graham Packaging

Tracee Reeves, chief 
sustainability officer, 
Graham Packaging
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aging. Below are a few examples of how man-
ufacturers are revolutionising recycling through 
grassroots efforts and product innovation.

Packaging companies who embrace this mis-
sion are developing new technologies that allow 
different types of bottles to pass through the 
recycling stream. For example, in the past, black 
plastic packaging materials were a challenge to 
recycle since they couldnít be properly identi-
fied and sorted by optical sensors. New designs 
allow containers to maintain their opaque 
appearance while being easily detected during 
the recycling process.

RESCUING OCEAN-BOUND PLASTICS
Keeping oceans clean starts with preventing 
waste  including plastic  from entering them. 
Having the ability to recycle those plastics is 
even better. Rescuing ocean-bound plastics 
(OBP) involves taking materials that are at risk 
of becoming ocean pollution and turning them 
into a reusable plastic resin. 

Every pound of rescued OBP is pollution 
transformed into a recyclable resource. OBP can 
be refined to quality levels with up to 100 per 
cent inclusion in nearly any application where 
HDPE is the preferred material. This versatile 
resin can be used for both injection and blow 
molding products, making it suitable for a wide 
range of packaging applications.

POST-INDUSTRIAL RECYCLING
For decades, there has been a strong interest 
in post-consumer recycling (PCR) in an effort to 
keep plastics and other waste out of landfills. 
However, many consumers fail to realize the 
positive impact post-industrial recycling (PIR) 
can have on the environment. PIR  sometimes 
referred to as post-industrial regrind  involves 
any closed-loop, recaptured scrap resin that is a 
direct result of the manufacturing process. 

There are several ways PIR occurs in a plastic 
packaging plant. First, there are the rejected 
parts that come from the production lineís 
quality control units during leak tests or other 
inspections. Bottles that are noncompliant or 
defective are ground and reintroduced into 
the manufacturing loop. The use of industrial 
materials might minimize the ability to increase 
post-consumer material when a package has a 
limited amount of recycled plastic in its design.

RECYCLABLE PIGMENTED PACKAGING
In the past, black plastic packaging materials 
were a challenge to recycle since they couldnít 
be properly identified and sorted by optical sen-
sors. Manufacturers are developing unique ways 
to combat this by creating bottles that offer the 

benefit of opacity found in a traditional, car-
bon-based bottle while allowing the bottle to be 
detected in recycling streams.

The unique design offers the same opaque 
appearance as carbon black containers but 
can be recycled due to a three-layer structure, 
including non-carbon black with black opacity. 
This contributes to fewer bottles in landfills, 
where colored bottles often end up due to the 
wrong material fraction. Companies can now 
keep their packaging ìon brandî while contribut-
ing to a sustainable environment.

ENCOURAGING REUSE WITH TEXTURE
There are several reasons why a bottle may be 
thrown away after a single use. The most com-
mon is due to scuffing on the exterior of the 
bottle, which lowers its shelf appeal. Since most 
bottles are rejected for cosmetic reasons, com-
panies are exploring ways to cut down on the 
ìusedî appearance of a bottle by using texturing 
that takes on the appearance of bubbles and 
helps to eliminate scratches and scuffs on areas 
where they commonly occur. When tested, 
these textured bottles showed 75 per cent less 
scuffing than non-textured bottles and they are 
designed to be reused up to 25 times.

SUSTAINABLE PACKAGING – FUTURE
To move forward in a positive direction, manu-
facturers are making commitments, like signing 
the Ellen MacArthur Foundationís New Plastics 
Economy Global Commitment, joining the U.S. 
Department of Energyís Better Plants Program 
and partnering with The Recycling Partnership.

Communities, companies and government enti-
ties must work together to overcome barriers for 
recycling and push for solutions that support the 
best possible environmental outcomes. When 
used responsibly, plastic packaging can lead to 
reduced pollution and lower energy usage than 
other forms of packaging available today.  D
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S
ince the invention of plastic in 
1907, 8.3 billion metric tonnes of 
non-recycled plastic has been pro-
duced. This has generated 6.3bn 
metric tonnes of waste, 79 per cent 

of which has piled up in landfills while just nine 
per cent has been recycled. 

Yet plastic is not the enemy, it is our inability 
to properly recycle it that has created a need 
to continue producing more virgin plastic. 

It has been estimated that a total of 12bn 
metric tonnes of plastic are expected to be in 
landfills or the environment by 2050 if current 
production and waste management trends 
continue.

Governments and organisations around the 
world are exploring ways to eradicate produc-
tion of virgin plastic and increasing our recy-

cling efficiency is key to achieving this.
According to a 2019 report by the European 

Commission, of the 27.1m tonnes of plastic 
waste collected in Europe in 2016, only 31.1 
per cent went to recycling facilities. The rest 
went to incinerators or landfills.

Identification
One of the main hurdles to boosting plastic 
recycling is the absence of an automated meth-
od for sorting and separating mixed plastic 
waste such as PET, HDPE and PP based on 
prior food contact.

Up until now food grade plastic has been 
the most complex to obtain due to the risks of 
using second-hand plastics potentially contain-
ing toxic chemicals that could be dangerous to 
human health. 

Point of 
differentiation

Meeting EFSA’s PET requirements with fluorescent markers is achievable, 

Professor Edward Kosior of Nextek, tells Food & Drink Technology
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Not being able to differentiate between a 
food tray, soup pot and a fertiliser tub obvi-
ously hampers the full recycling potential of 
numerous polymers such as polypropylene.

The stumbling block is that recyclers need 
to be able to identify a packís plastic past his-
tory during the sorting process, and with no 
effective way of separating food grade from 
non-food grade polymers most of it ends up 
being recycled into non packaging applications 
like crates and bins or goes straight to landfills 
or incinerators.

Up until now
A British consortium has combined their exper-
tise and resources to find a solution to this 
pressing issue. Their aim has been to meet 
the European Food Safety Authorityís (EFSA) 
requirement to achieve 95 per cent food grade 
plastic input in one single sorting step.

It took six years of research and trials and 
the consortiumís innovative tech is ready to be 
launched on the market.

Plastic Packaging recycling using intelligent 
separation technologies for materials (PRISM) 
applies high performing luminescent materials 
to labels on plastic packaging, creating what is 
best described as an invisible barcode for 
plastics recycling.  

Labels
The process is simple. Fluorescent markers 
– produced from materials recovered from 
fluorescent lamp recycling and non-rare earth 
based compounds – are printed on labels or 
plastic packaging sleeves.

As the mixed plastic waste runs along the 
conveyor belt, the high-speed sorting system 
is illuminated by an ultraviolet (UV) light source 
that identifies the coded PRISM label, reads its 
code and air-jets propel it into the appropriate 
recycling category. 

Following extensive trials PRISM is now 
well proven in materials recovery facilty (MRF) 
setups and is plug and play ready. It is comple-
mentary to existing near infrared (NR) technol-
ogy and can easily be adapted to most sorting 
facilities around the world to target specific 
recycling streams such as food contact plastic 
packaging. 

Until now the near infrared radiation (NIR) 
techniques used to identify different polymers 
were unable to detect dark-coloured plastics as 
they absorb the radiation. PRISM allows recy-
clers to efficiently distinguish between food-
grade and non food-grade polymers, identify 
black plastics and tag full-length shrink-sleeves.

This technology uses traditional labelling and 

REFERENCES
Video – youtube.com/watch?v=R8_c3LdAzvo

British Consortium of PRISM Partners

Nextek – nextek.online

Brunel University – brunel.ac.uk

Greenwich University – www.nri.org

Solutions 4 Plastic – solutions4plastic.co.uk/
home/4575501993

Earth Champions Foundation – earthchampi-
ons.org

Manbras Plastronics – manbrasenp.com

MIT WPU – mitwpu.edu.in

Punjab Agricultural University – pau.edu/

Professor Edward 
Kosior, Nextek

branding methods that can be coded to spec-
ify the status of the pack. The PRISM labels 
can be flattened, crumpled and soiled and will 
still be easily detected and the markers can be 
removed during recycling leaving no traces for 
the next cycle of use.

Even the most challenging plastic waste can 
now be sorted in a single step at full speed of 
three m/s and two tonnes per hour to over 96 
per cent purity with a yield in excess of 95 
per cent. 

Certainly this meets EFSAís stipulated 95 
per cent purity for PET food grade plastic in a 
single sorting step at full sorting speed. In fact 
the PRISM tech goes further, purity of greater 
than 99.7 per cent can be obtained with two 
steps of sorting.

Step forward
The first commercial trials have been complet-
ed, they include beverage bottles for a large 
international drinks company and a European 
recycling company that aims to utilise PRISM’s 
unique sorting capacity to select specific prod-
ucts in the waste stream that require special 
treatment.

This is a significant step forward in the cate-
gorisation of plastics which are sorted automat-
ically at high speed, and it opens up a wealth of 
new opportunities for brand-owners wishing to 
recover their packaging as part of the circular 
economy. 

Harnessing the untapped potential of 
post-consumer plastic waste should go a long 
way towards revitalising the recycling sector 
and reducing our current dependence on virgin 
plastics in food packaging.   D
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F
ood waste and its environmental impact 
have become a major focus in the 
ongoing sustainability debate. Around 
one third of all food produced globally 
is wasted or lost annually – some 1.3 

billion tonnes. Of this, one third is lost after purchase 
by the consumer.

Packaging has a key role in helping to minimise 
food waste – protecting and preserving it throughout 
the supply chain and at the place of consumption. 
It can also respond to changing demographics. In 
the UK, for example, with an increasing number of 
households now containing just one or two persons, 
we have seen the development and introduction of 

smaller and segmented packs, which allow for effec-
tive portion control.

However, such pack formats bring with them 
additional challenges, as they can be more expensive 
to produce. This further underlines the importance of 
maximising efficiencies during production and pack-
ing to help keep costs down.

At the same time, although much of the focus on 
food waste – in the Western world in particular – is 
on consumer behaviour and our tendency to buy too 
much or to throw products away unnecessarily, this 
is clearly only part of the problem. 

If just one third of food waste occurs after the 
consumer has purchased it, then the problem of food 
lost from production to the retailer is twice as bad 
and also needs addressing.

The potential for waste during production and 
packing can take many forms. If a pack is not sealed 
properly, it can lead to food deteriorating before it 
reaches the retail shelf. Contaminants in the pack will 
cause the food to be rejected by the consumer. In 
the worst-case scenarios, such problems could result 
in a complete product recall.  

Food spoilage is also not the only quality issue 
when it comes to waste. A pack with missing items, 
for example five biscuits where there ought to be six, 
may be returned by the consumer. Packs containing 
deformed product, such as a beef burger that has not 
been shaped properly, also run the risk of being reject-
ed. Inconsistencies in a pack – being underweight or 
not containing the ingredients in the ratio expected – 
can similarly lead to complaints and returns.

Equally significant, as well as unnecessary food 
waste, any such problems can have serious commer-
cial implications for a business. A quality problem or 
product recall may have a detrimental impact on a 
brand’s reputation. A product withdrawal or recall will 

THE TECHNOLOGY 
TO TACKLE 

FOOD WASTE
Packaging equipment can play a crucial role in preventing

and minimising food waste, says Ross Townshend, 
business manager, tray sealing, Ishida Europe 

Gentle seal testing processes 
mean rejected product can 
be saved and re-packed
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also incur major costs, as well as the potential for a 
hefty retailer fine.  

Investing in the appropriate packaging equipment 
is therefore critical, both to prevent these problems 
from occurring in the first place and to minimise their 
impact if they do.

The latest multihead weighing systems will ensure pack 
weight accuracy and pack content consistency; check-
weighers provide a final confirmation of this accuracy and 
will highlight any problem that might have occurred during 
the weighing, filling and packing operation.

To minimise the cost implications if any such prob-
lems are detected, the position of the checkweigher 
can be critical. For example, in the packing of fresh 
products such as meat or poultry, if the checkweigher 
is positioned before the sealing operation, then both 
product and pack are easily removed for repacking. 
However, if the tray is already sealed and labelled 
by the time the weight problem is identified, costs 
can start to escalate to cover the labour required 
to unpack the product, the waste of the packaging 
materials and the possibility of damaging the product.

For the detection of foreign bodies in a pack, 
X-ray inspection systems offer the versatility to iden-
tify metal, plastic, glass, stone and hard rubber down 
to very small sizes. In addition, they have the flexibili-
ty to check for quality issues such as missing items or 
deformed or broken products.

Again, where they are positioned on the line will 
be important. For many quality checks, the system 
will need to X-ray the complete pack. However, in 
some applications, monitoring of individual compo-
nents can be beneficial. For a retorted ready meal, 
where various ingredients are added individually, by 
X-raying the key ingredient streams separately, the 
cost of any discovered contamination will only affect 
that single ingredient; if the pack is only inspected 
after all the ingredients have been added and the 
meal cooked, the entire contents will be wasted, and 
there will be further additional costs in the wasted 
packaging and the energy expended in the cooking.

To minimise food spoilage, a well-packaged prod-
uct will help to maintain freshness and deliver the 
longest shelf life, be that for a tray, bag or pouch. 
The use of gas flushing in tray sealers creates MAP 
packs (modified atmosphere packs) that help to 
preserve fresh foods. New technologies are also 
being introduced, such as skin packing for meat and 
fish where the tray film is placed tightly around the 
product to prevent any air getting to it. This delivers 
extended shelf life without the need for gases.

It is, nevertheless, extremely important that the 
integrity of these packs is also monitored. This is 
particularly vital in today’s automated operations 
with little human intervention to spot a problem, for 
example if product has been trapped in the seal. In 
addition, tiny holes in a film will not be visible to the 
naked eye but let air in and cause deterioration.

For effective inspection of each pack, seal testers 
ensure the integrity of top sealed, thermoformed, 
flow-wrapped or lidded trays in different materials 
and sizes by applying controlled pressure to each 
pack going across a conveyor in order to detect any 
unwanted ‘give’. In addition, a recent innovation in 
the field of in-line leak detection is the use of laser 
technology which enables leaks of CO2 from holes as 
small as 0.25mm in MAP packs to be ‘’sniffed out’’ 
directly on the line, without stopping production and 
at an impressive speed of 180 packs per minute.

 As the testing process is very gentle, both of 
these technologies further minimise food waste, so 
that product can be saved and re-packed.

Mis-labelling can be another cause for a product 
recall. As part of tray sealing checks, vision systems 
are able to verify the accuracy of a label, ensure that 
it is positioned correctly and relate the overprinted 
data to a company’s information systems to check 
that dates, weights, prices and barcodes are present, 
correct, legible and in the place they should be.

This information can form part of a comprehen-
sive traceability system. In the event of a problem, a 
single number on the pack can identify all the rele-
vant information about the product. Data such as the 
gas mix, X-ray checks, checkweigher and vision sys-
tem results, and even the crate it was packed in, can 
all be easily accessed. This means that any recall can 
be extremely focused, minimising both costs and the 
potential damage to brand reputation in the eyes of 
the retailer and the consumer. Such detailed informa-
tion helps to counter and prevent fraudulent claims.

The key priority for food manufacturers and pro-
cessors will always be on maximising throughput and 
efficiencies to help businesses keep ahead in crowd-
ed and competitive markets. As part of this, effective 
quality control is vital to maintain brand reputation 
and be viewed as a reliable supplier. Investing in the 
best packaging equipment is critical to achieving this.  

At the same time, the use of this equipment can 
also help to deliver valuable reductions in both con-
sumer and food industry wastage.   D

Multihead weighing 
ensures pack accuracy and 

content consistency
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In the continuing drive for sustainability in the food and drinks sec-
tor, plastics are very much part of the solution, says Katherine Fleet, 

sustainability manager at Berry Global
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I
t is hard to recall a television programme 
that has had as big an impact on the public 
than the Blue Planet II episode, which high-
lighted the international problem of marine 
litter. Since then manufacturers, retailers 

and consumers have focused much of their ener-
gies on ways to reduce their use of plastic.   

The ability of a single programme to have such 
wide-ranging influence is indeed impressive, and 
undoubtedly the issue of litter and waste – both 
sea and land – is a global challenge that needs to 
be tackled. However, for food products in particu-
lar, this desire to move away from plastic at seem-
ingly any cost does risk causing as many problems 
as it seeks to solve.

The climate issue
It is important to remember that while plastic pol-
lution has become a worldwide issue, an equally 
important challenge is that of climate change. 
In terms of the energy required to manufacture 

products and to transport them, plastic is far more 
efficient than many other popular materials and 
can therefore play a role in helping to reduce 
the environmental impact of products. This is a 
particularly important benefit for the food sector, 
where markets are increasingly global.

In fact, it requires 82 per cent more energy to 
produce, process and transport plastic alternatives 
than it does plastic. As a result, using plastic gener-
ates 2.6 times less greenhouse gas emissions than 
alternative materials (sources: Trucost, Franklin 
Associates and www.thisisplastics.com). 

Equally important, plastics’ protection and por-
tion control abilities are a crucial factor in helping 
to minimise food waste. Plastic packaging can triple 
– and sometimes even more than that – the shelf 
life of fruit and vegetables. For example, a cucumber 
wrapped in film stays fresh for up to 14 days; with-
out the film, it would be past its best in just three. 
Such reductions in food spoilage and wastage also 
significantly reduce greenhouse gas emissions.

A fresh perspective 
on plastics

The lightweighting of containers while maintaining their 
performance capabilities has produced food packs, which 
are very resource efficient
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The plastics industry is working hard with its 
customers to further improve the material’s sus-
tainability profile. There are many initiatives to 
tackle the issue of plastic waste and litter such as 
Operation Clean Sweep, which aims to reduce pel-
let loss to the environment from plastic conversion 
operations, and The Alliance to End Plastic Waste, 
which is driving change through innovation and 
infrastructure development to end plastic leakage 
to the environment.

Many companies across the supply chain 
have also signed up to the Ellen MacArthur 
Foundation’s global commitment to drive a circular 
economy for plastic through ambitious targets 
related to recyclability, reusability and the use of 
recycled plastic. 

Lifecycle of materials
Nevertheless, it would be very wrong to suggest 
that all this activity is purely the result of Blue 
Planet II. The plastics industry has long focused on 
the continual improvement of the material’s sus-
tainability profile.

Under circular economy principles, the lifecycle 
of a material is extended as long as possible, with 
recovery, recycling and regeneration at the end of 
each service cycle, and in areas such as the need 
to reduce, reuse and recycle, the industry has 
been proactive for many years.

For reduce, the lightweighting of containers 
has produced food packs which are very resource 
efficient in terms of both the amount of material 
used and the energy needed for manufacture and 
transportation. And there are many examples of 
reuse, from storage boxes and containers for bulk 
transportation to providing a USP and point of dif-
ference in retail markets.

Collected material
Most important of all is the work that the indus-
try has put into recycling. In many respects the 
term single use plastic is something of misnomer, 
born out of the throwaway society that we have 
become. Now that attitudes to this are changing, 
plastics companies are more than ready to make 
use of any additional collected material. 

Much has already been achieved in this area. 
For example, Berry bpi’s recycling plants now 
reprocess over 135,000 tonnes of waste from 
industrial, commercial, agricultural and domestic 
sources, and the company is one of Europe’s larg-
est recyclers of PE films. Throughout Berry, the 
company manufactures a range of packs and prod-
ucts containing recycled plastic.

Ongoing technical developments are making 
more things possible. Further examples include 
the introduction of carbon black free masterbatch 
to allow packs to be more easily sorted for recy-
cling, and the collaboration between Berry and 
SABIC to drive the innovation and use of material 
derived from chemical recycling where the plastic 
would otherwise have been destined for landfill or 
incineration. These are all part of our Impact 2025 
strategy to design all our packaging to be reusable, 
recyclable or compostable by 2025 and to increase 
our use of recycled plastic.

End goal
Growing consumer awareness of environmental 
issues is a positive development – but for plas-
tics, this needs to be combined with a greater 
understanding of the material’s many sustainability 
attributes.

Plastic has developed to reflect the world we 
live in. It is safe, hygienic, functional, lightweight 
and durable. It can provide a pathway to improv-
ing sustainability by lowering a product’s carbon 
footprint and increasing its recyclability. Working 
together, industry and consumers can create a 
system where plastic packaging never becomes 
waste. This will enable its many other benefits to 
remain an important part of food packaging.  D

Plastic packaging can provide 
important protection and

portion control benefits

Ice cream packs being 
reused for storage
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Jim Hardisty, MD of Goplasticpallets.com, The Responsible 
Plastic Pallet Company, explains why increasing environmental 
concerns in the food and drink sector points to a promising

future for reusable transit packaging

36   APRIL 2020  

A
ccording to the World Economic 
Forum, only 14 per cent of 
plastic packaging is recycled, 
resulting in a loss of $80 billion 
to $120 billion per year to the 

global economy. The culprit here is single-use 
packaging which, until recently, was favoured by 
consumers for its convenience and by manufac-
turers for its ability to reduce shipping costs. 

Where demand for conveniently packaged 
food continues today, the negative media cov-
erage on plastics pollution that has escalated in 
the last two years has led to consumers having 
increasing sustainability concerns. Consumers 
changing buying behaviours is evidence of this.

Two years ago, few consumers would have 
thought twice about buying a single-use plastic 
water bottle. Yet today, more and more of us 
are opting for reusable plastic water bottles as 
we are more conscious of how our purchasing 
decisions are impacting on the environment.

The same applies to manufacturers and their 
buying behaviours. By exchanging the dispos-
able pallets, boxes and shipping containers 
that enter the factory floor daily with reusable 
transit packaging, manufacturers are investing 
in a more environmentally-friendly solution that 
offers multiple benefits. 

Let’s take plastic containers for 

transporting fresh produce as an example. 
Firstly, they reduce  and sometimes eliminate 
the need for additional waste packaging, such 
as apples that come in plastic bags or brocco-
li that is shrink wrapped, as plastic containers 
can be repeatedly washed, ensuring they 
remain contaminant-free. 

Secondly, reusable plastic boxes are much 
more durable than corrugated carboard boxes, 
which helps prevent soft produce from get-
ting crushed, both during handling and when 
stacked in storage. 

Thirdly, plastic containers with a ventilated 
base and side walls allow for additional airflow 
that can prolong the life of fresh produce and 
delay mould growth. Lastly, many plastic con-
tainers can be recycled at the end of their long 
working life, meaning that the plastic can be 
reground and used to produce the next wave 
of sustainable plastic containers.

Educating customers to reuse and recycle 
their plastic pallets and containers is something 
we have been focussing on wholeheartedly in 
the last couple of years. Now, 15 months since 
launching our plastic pallet recycling scheme, 
we have recycled more than 302 tonnes of 
customers’ plastic waste and helped them 
overcome some of their recycling challenges 
along the way.

Why RTP 
has a 

promising 
FUTURE

Ventilated plastic 
containers can prolong the 
life of fresh produce and 
delay mould growth
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Food ingredients specialist
champions plastic pallet 
recycling scheme
EDME Food Ingredients, which specialises in 
creating natural flours, mixes and grains for the 
bakery sector, is a prime example. 

Plastic pallets are well known for their dura-
bility and long life span, yet when they eventu-
ally come to the end of their long service life, 
disposing of them can be a challenge for some 
businesses. This situation was very familiar to 
EDME, until it found out last year about our 
plastic pallet recycling scheme.

EDME started using plastic pallets some 
nine years ago when it placed its first order for 
our recycled polypropylene Qpall 1210 HR 5R 
pallets. It uses these strong, heavy duty plastic 
pallets for the storage and distribution of food 
ingredients, since the majority of EDME’s cus-
tomers request that their goods are delivered 
only on plastic pallets. 

Once the customer receives and unloads 
its consignment, EDME collects the empty 
plastic pallets and returns them 
to its warehouse, ready for 
reuse, and repeats the cycle. 
However, when the 
plastic pallets were reach-
ing the end of their service 
life, EDME was having varying 
degrees of success disposing of them. In 
some instances, it was giving them away or 
having to pay for their disposal. 

That is, until it heard about our pioneering 
plastic pallet recycling scheme that guarantees 
to retrieve and recycle every plastic pallet and 
box we supply to our customers.

Lynne Smith, transport manager for EDME 
Food Ingredients, said: “In March last year, 
we were able to use this recycling scheme for 
the first time where we returned our expired 
plastic pallets to Goplasticpallets.com. This is a 
terrific service and we are fully supportive of 
the scheme. 

“Previous to this, retired plastic pallets were 
a challenge to dispose of and in some cases, 
we were paying to dispose of them. With this 
scheme, not only are we confident that any 
expired plastic pallets are being managed in a 
responsible manner, but we also get a reasona-
ble recompense for them. This is a scheme that 
I am happy to be part of and we will continue 
to be part of.”  D

Jim Hardisty, MD of 
Goplasticpallets.com 

Two-colour plastic containers 
stack when in use and nest 
when empty

EDME placed its first order 
with Goplasticpallets.com for 
its Qpall 1210 HR 5R pallet  

nine years ago
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Researchers, university professors, brand 
owners, converters, raw material pro-
ducers and technology providers recent-
ly met up at Packaging Speaks Green, 
the international sustainable packaging 

forum held at FICO Eataly World in Bologna on 
20 and 21 February. The event was sponsored by 
Sacmi, the international closures-beverage technol-
ogy supplier. Over the two days the participants 
explored the latest developments in green pack-
aging, disclosing unpublished data and illustrating 
unconventional viewpoints.

So which topics came to the fore?
Packaging is essential, especially in light of sus-
tainability. This was the first point to emerge, one 
that seemingly contradicts mainstream logic. Yet, 
just think of the role the packaging industry plays 
in increasing the shelf life of food. Think of how it 
offsets food waste (which can be as high as 40 per 
cent owing to poor preservation and packaging). 
Then there are the mega-trends of e-commerce 
and food delivery.

On the up – Over the next 20 years, worldwide 
plastic demand will double. Why? These days, it’s 
an easy-to-recycle material (especially PET) that, 
compared to other forms of packaging, is both effi-
cient and economic. Above all, in-depth life cycle 
assessment ( LCA) studies have shown that the 
environmental impact of plastic is, when properly 
disposed of and re-used, significantly less than that 
of other materials like glass and aluminium.

Economic – The consumer: only 50 per cent of 
consumers are willing to pay more for packaging 
that’s perceived as more sustainable. Furthermore, 
at least a quarter of so-called fast moving consum-
er goods are distributed via discount retail chains, 
making the cost variable even more relevant. And 
this is without even considering that informed 
consumers tend, when making their purchase 
decisions, to give product quality precedence over 
packaging concerns.

A ‘Plastic-waste-free world’ instead of a ‘Plastic-
free world’ – this point was actually made by uni-
versity professors and researchers. This is because 
there are no technically sound alternatives and 
because alternative materials have a higher (eco-
nomic and environmental) cost. Coming up with 
plastic-waste-free solutions is both more realistic 
and more urgent: today, the world recycles just 12 
per cent of its plastic.

Global trends – In the EU, strict new stand-
ards are set to come into force in 2024 in the 
form of the Single Use Plastics (SUP) Directive 
(EU) 2019/904. Four key trends are emerging: 
packaging must be largely recyclable. All multilayer 
packaging (which typically contains plastic but also 
paper, aluminium, etc.) should be replaced by sin-
gle-material solutions that can be fed back, after 
proper processing, into the same supply chain to 
make new packaging. Lastly, management strate-
gies for residual waste (the portion of plastic that 
cannot be recycled) need to be assessed from a 
waste-to-energy perspective.

SACMI’s contribution – The SACMI range lets 
producers use post-consumer recycled resin (PCR) 
in the manufacture of both standard PET preforms 
(IPS platform injection preform system) and con-
tainers (CBF compression blow forming platform). 
Indeed, the intrinsic superiority of compression 
technology in which SACMI leads the way lets pro-
ducers process, alongside standard resins, different 
materials such as cellulose, wood fibre, etc. and 
engage in more flexible management of resins with 
different viscosities and properties. The outcome? 
Simpler, more economic, reuse-oriented manage-
ment of the entire product life cycle.  D
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SUSTAINABLE PACKAGING: 
The key themes at Packaging Speaks Green

How can industry become ever-more strategic at a time of 
changing environmental standards and public awareness?
A two-day Bologna-based event provides some answers
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NNaattuurraall  aanndd  nnaattuurree--iiddeennttiiccaall  flflaavvoouurrss
for confectionery, bakery, dairy, 

coee and tea.

Curt Georgi GmbH & Co. KG
Otto-Lilienthal-Str. 35-37   71034 Boeblingen

Tel +49 (0) 7031 640101  Fax +49 (0) 7031 640120
www.curtgeorgi.de   curtgeorgi@curtgeorgi.de
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Membrane Solutions 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Motion Control 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Natural  Colours & Flavours 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Packaging  Machinery 

Kanegrade Ltd
Ingredients House,

Caxton Way,
Stevenage, Herts SG1 2DF
Tel: +44 (0) 1438 742242
Fax: +44 (0) 1438 742311

E-mail: info@kanegrade.com
Web: www.kanegrade.com

 Fruit Juice Concentrates

Fruit & Vegetable Juice 
Concentrates & Purees

Aseptic Packed
Immediate delivery 

from stock 

Muntons Ingredients offers an
extensive range of malted

ingredients – from flours to extracts, 
spraymalts to kibbled and flaked 
grains, makes malt the perfect,
versatile ingredient for adding

natural flavour, texture and
colour to your foods. 

www.muntons.com 
Tel: 01449 618300

Office@muntons.com

Manufacturers and
suppliers of labels
and labelling
equipment

Tel: +44 1444 239 970
www.labeller.co.uk

New Contract Labelling Service

REVERSE OSMOSIS, 
ULTRA-OSMOSIS, 

ULTRAFILTRATION & 
MICROFILTRATION 

SYSTEMS AND
MEMBRANES

Tel: 01981 570611  Fax: 01981 570599
Email: sales@davidkellett.co.uk
Web: www.davidkellett.co.uk

Maple Court  Wormbridge House
Wormbridge  Hereford  HR2 9DH

Kanegrade Ltd
Ingredients House,

Caxton Way,
Stevenage, Herts SG1 2DF
Tel: +44 (0) 1438 742242
Fax: +44 (0) 1438 742311

E-mail: info@kanegrade.com
Web: www.kanegrade.com

iwis www.iwis.com

iwis has many years experience in development and manu-
facturing of high precision chains for automotive, agricultural 
and specialist equipment producers, with many respected 
“blue chip” manufacturers using our products. 

•   Simplex & Duplex Spike Chains for 
thermoform equipment.

•   Simplex & Duplex Grip chains for film 
and tray sealing equipment.

•   Extended pin chains for packaging 
and carton erecting machinery.

Our excellence in quality, innovation and resource lies unpar-
alleled within the industry and many manufacturers rely on 
our products to surpass expectation and fulfil arduous and 
precise operations.

iwis drive systems Ltd. / Unit 8c Bloomfield Park / Bloomfield Road, Tipton / West Midlands, DY4 9AP
Tel. +44 121 5213600 / Fax +44 121 5200822 / salesuk@iwis.com

For more information, contact us: 

Product range

Order your 
catalogue 

now!

iwis – Specialist Industrial Chain Applications

•   Lubrication free chains (Megalife) 
for high speed applications giving 
additional service life.

iwis - Specialist Industrial Chain Applications
Product range
• Simplex & Duplex Spike Chains for thermoform equipment.
• Simplex & Duplex Grip chains for film and tray sealing equipment.
• Extended pin chains for packaging and carton erecting machinery.
• Lubrication free chains (Megalife) for high speed applications  
 giving additional service life.

For more information, contact us:              www.iwisuk.com
iwis drive systems Ltd. / Unit 8c Bloomfield Park 
/ Bloomfield Road, Tipton / West Midlands, DY4 9AP
Tel. +44 121 5213600 / Fax. +44 121 5200822 / salesuk@iwis.com

ADM WILD Europe  
GmbH & Co. KG 
Rudolf-Wild-Str. 107-115 
69214 Eppelheim / Germany

Learn more at  
wildflavors.com

ADMWildEurope_SupplierEntry-Food+DrinkTech_40x60-RZ.indd   107.01.19   14:11
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GmbH & Co. KG 
Rudolf-Wild-Str. 107-115 
69214 Eppelheim / Germany

Learn more at  
wildflavors.com
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www.packline.co.uk     
info@packline.co.uk     

T: +44 (0)1202 307700 

To advertise in the

Suppliers' Directory

please contact  

Katie Healy  

+44 1474 558976

katie@bellpublishing.com

TECHNOLOGY
D

HIGH QUALITY CLEANING 
EQUIPMENT AVAILABLE IN 

UP TO 12 COLOURS

hillbrush.com/uk/hygiene
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Packaging 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Pipework 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Power Transmission 

Reusable Transport
Packaging 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Shrink Wrapping  
Machinery 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Temperature, Humidity
and Water activity 
 

Training 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Valves & Steam Traps

 Viscosity & 
 Texture Analysis 

 Water Quality Monitoring
 
 
 
 
 

 Weighing 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 

 
Manufacture & supply of 
continuous water quality 

instrumentation 
……………………………. 

Product Loss  
Effluent Quality 

Plant Load 
Spill Detection 

……………………………. 
pH, Conductivity, DO 
Temperature, TOC, Oil 

Turbidity, Ammonia 
 

www.pollution-ppm.co.uk 
Tel: +44 (0)1732 882044 
s.tuck@pollution-ppm.co.uk 

Sans titre-1   1 25/07/2016   16:32:41

Weighing Solutions for
the Food & Drink Industry

  Backed up by a Nationwide Service Organisation
APPLIED WEIGHING INTERNATIONAL LTD
Tel: (0118) 9461900   Fax: (0118) 9461862

Email: sales@appliedweighing.co.uk  
Web site: www.appliedweighing.co.uk 

ROTRONIC manufactures 
precision

Temperature, Humidity, Water 
Activity, CO2, Pressure and 

Airflow instruments.
Our RMS monitoring system 
provides all data remotely.

 
Contact us to discuss your 

application.
 

Rotronic Instruments (UK) Ltd
Email: instruments@rotronic.co.uk

Web: www.rotronic.co.uk

 Tel:  01293 571000

jacob-uk.com
E sales@jacob-uk.com  
T +44 1694 722841

NUMBER ONE FOR 
PIPEWORK SYSTEMS
MODULAR PIPEWORK 
- FAST ASSEMBLY
- TIGHT CONNECTIONS

                www.iwisuk.com
iwis drive systems Ltd. / Unit 8c Bloomfield Park / Bloomfield Road, 
Tipton / West Midlands, DY4 9AP 
Tel: +44 121 5213600  E-mail: salesuk@iwis.com
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To advertise in the
Suppliers' Directory

please contact  

Katie Healy  
+44 1474 558976

katie@bellpublishing.com

foodanddrinktechnology.com

TECHNOLOGY
D
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60-SECOND INTERVIEW

foodanddrinktechnology.com

Describe yourself in three words
Scientist, recycler and waste hater.

What’s your biggest professional 
achievement?
Developing food grade recycling 
technology for HDPE and PP.

How did you get to where 
you are today?
Curiosity about how to excel in recycling 
of plastics. 

What have been the biggest 
challenges you have faced in 
your professional life?
Taking laboratory success to 
commercial successs.

How do you relax? 
Cycling on the bike path or sailing. 

Edward Kozior, MD, Nextek

Edward has over 37 years’ experience 
in plastics and rubber and has worked 
globally with many government and 
commercial organisations. 
His expertise is based on 23 years as 
an academic and 14 years working 
with the recycling of plastics
packaging including the design of 
many modern plants and achieving 
patented recycling breakthroughs... 

42   APRIL 2020  

Sixty
seconds

What does a typical day look like?
Managing multiple projects in UK, India 
and Australia requires lots of phone calls 

and until recently meetings, travel out 
of home to London or a European city.  
Now all of this is done from home. 

If you weren’t in your current 
position, what might you be doing? 
Farming fruit and vegetables or 
building furniture.

What is your pet hate?
Wastefulness and its practitioners.
Tell us something about yourself 
that few people know? 
I love opera and classical music

Give us a positive prediction for 
food industry over the next 
12 months...
Packaging will dramatically change to 
become either more sustainable or ap-
parently sustainable.   D

Professor 
Edward Kozior

with ...

How do 
you 
relax?
Sailing

Tell us
something 

few people 
know?

I love opera
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Introducing ...

PRODUCTION
CONFECTIONERY

chocolate, sweets, snacks & bakery

Organised by

Brussels, Belgium
September 2020

confectioneryconference.com
With support from Offi cial SponsorWith support from Offi cial Sponsor



Sugar Reduction in Baked Goods:
Mission Impossible? 

The solution from Symrise: Our research shows that 
consumers like a 30 % sugar-reduced biscuit with 

symlife® Sweet Optimizer Baking MFC 
as much as they like the full sugar version.  

www.symrise.com

SCan Me
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