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Effects of dietary fiber and antioxidant-rich ingredients 
on quality characteristics of pasta

In this study, published by Turk-
ish Researchers in Quality Assur-
ance and Safety of Crops & Foods 
10, (3): 315-324, 2018, different 
sources of antioxidant (flaxseed, 
black cumin and pomegranate 
seed) and dietary fiber (wheat fi-
ber, oat fiber and barley fiber) were 
used in fresh and dry pasta formu-
lation to improve functional prop-
erties of pasta.

Antioxidant (5%) and dietary 
fiber (15%) sources were re-
placed with wheat semolina in 
pasta formulation. These func-

tional ingredients both individ-
ually and in combinations were 
used to create nine different 
pasta formulations. Control fresh 
and dry pasta were prepared us-
ing wheat semolina.

The effect of different ingredi-
ents and drying process on some 
physical (color values, cooking 
properties and firmness), chemi-
cal (ash, protein, fat, total dietary fi-
ber, antioxidant activity, total phe-
nolic, phytic acid and mineral mat-
ter contents) and sensory proper-
ties of pasta were determined. An-

tioxidant activity, total phenolic 
and phytic acid contents were also 
determined in the raw and cooked 
form of fresh and dry pasta. Color 
values (L* and b*) and sensory prop-
erties of fresh pasta were found su-
perior in comparison to dry pasta. 
Drying process did not affect the 
antioxidant activity and total phe-
nolic contents of raw pasta, on the 
other hand phytic acid content de-
creased significantly (P<0.05) with 
drying application.

Fresh pasta containing oat fi-
ber and pomegranate seed has the 
highest antioxidant activity and to-
tal phenolic content in both raw 
and cooked form. In fresh pasta, 
combination of dietary fibers and 
antioxidant sources resulted in the 
greatest increments with respect to 
Ca, Fe, K, Mg, P and Zn contents, 
followed by the sources of oat and 
barley fibers.

Combinations of antioxidant 
and dietary fiber improved the 
chemical and nutritional prop-
erties of pasta samples where-
as black cumin had the most neg-
ative effect on the sensory quali-
ty of pasta despite its high antioxi-
dant capacity.

http://dx.doi.org/10.3920/QAS2018.1311
http://dx.doi.org/10.3920/QAS2018.1311
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Impact of the timing and the nature  
of nitrogen additions during 
winemaking fermentation

During alcoholic fermentation, 
many parameters, including the ni-
trogen composition of the must, 
can affect aroma production. 

French Researchers from INRA, 
Université Montpellier (France) ex-
amined the impact of several types 
of nitrogen sources added at differ-
ent times during fermentation and 
the results were published on Food 
Microbiology (76, 29-39, 2018).

Nitrogen was added as ammoni-
um or a mixture of amino acids at the 
beginning of fermentation or at the 
start of the stationary phase. These 
conditions were tested with two Sac-

charomyces cerevisiae strains that 
have different nitrogen requirements. 
The additions systematically reduced 
the fermentation duration. The 
aroma production was impacted by 
both the timing of the addition and 
the composition of the nitrogen 
source. Propanol appeared to be a 
metabolic marker of the presence 
of assimilable nitrogen in the must. 
The production of ethyl esters was 
slightly higher after the addition 
of any type of nitrogen; the 
production of higher alcohols other 
than propanol was unchanged, and 
acetate esters were overproduced 

due to the overexpression of the 
genes ATF1 and ATF2. Finally the pa-
rameter affecting the most the syn-
thesis of beneficial aromas was the 
addition timing: The supply of organ-
ic nitrogen at the beginning of the 
stationary phase was more favorable 
for the synthesis of beneficial aro-
mas. 

Effect of soybean roasting 
on soymilk sensory properties

Chinese researchers have eval-
uated the changes in descrip-
tive sensory properties and over-
all consumer acceptability of soy-
milk prepared from roasted soy-
beans and the results were pub-
lished in the British Food Journal 
120, (12): 2832-2842, 2018.

In total, 12 purposively selected 
post graduate students majoring in 
Food Science conducted descriptive 
sensory analysis after being trained 
for 18h in sensory analysis, while 75 
untrained students conducted con-
sumer acceptability test of soymilk 
prepared by roasting soybeans at a 
temperature of 110 °C for 20, 40, 
60, 80 and 100min and at 120°C for 
20min. 

Results have revealed that roast-
ing soybeans improved sensory 

properties by significantly (p<0.05) 
decreasing the objectionable green, 
beany flavours and increasing sweet 
taste, viscosity and roasted flavour. 
Furthermore, results from the prin-
cipal component analysis revealed 
that aroma and sweet taste were the 
most critical sensory attributes. In 
addition, it was found out that soy-
milk samples prepared by roasting 
soybeans at 110°C for 40 and 60min 
and at 120°C for 20min were signifi-
cantly more acceptable than the con-
trol soymilk. 

The participants in this study 
were from one locality and predom-
inantly soybean consuming commu-
nity and therefore there is need to 
conduct the study in a different lo-
cality in order to validate the study 
findings.  The study can be used 

as a guide for connecting the food 
processers with the external world 
of consumption.

For the first time, the study find-
ings have demonstrated that con-
trolled soybean roasting can be a 
useful strategy for improving soy-
milk sensory properties and con-
sumer acceptability. The findings 
in this study can be usefully used 
in the quality control of soy bean-
based products.

http://dx.doi.org/10.1016/j.fm.2018.04.005
http://dx.doi.org/10.1016/j.fm.2018.04.005
http://dx.doi.org/10.1108/BFJ-11-2017-0646
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Beef peptides block  
bitter tastes

From burgers to steaks, beef 
has a long history of being a deli-
cious part of dinner. But what if 
that pleasant experience of eating 
beef could extend beyond the din-
ner plate? Now, one group reports 
in ACS’ Journal of Agricultural and 
Food Chemistry that beef protein, 
when broken down into peptides, 
can block bitter taste receptors on 
the tongue. Such peptides could 
someday be used to make oth-
er foods and even medicines taste 
better.

Most people try to avoid bitter 
flavors because they find them to 
be unpleasant. But some health-
ful foods are bitter, as are some 
medications. So, the food and 
pharmaceutical industries have 
been looking at ways to reduce or 
eliminate bitter sensations, which 
are detected in humans by 25 re-
ceptors known as T2Rs. 

Only a few inhibitors of T2R ac-
tivity have been identified so far. 
In recent years, bioactive pep-
tides created from breaking down 
food proteins, through a process 
known as enzymatic hydrolysis, 
have gained attention for reduc-
ing bitterness and inflammation. 
Because beef proteins have been 
shown to generate desirable fla-
vor-promoting peptides, Prash-
en Chelikani, Rotimi E. Aluko and 
colleagues wanted to see if these 
peptides could block bitter tastes.

The researchers hydrolyzed 
beef protein with six different en-
zymes: alcalase, chymotrypsin, 
trypsin, pepsin, flavourzyme and 
thermoase. Peptides produced 
from trypsin and pepsin digestion 
were the most effective in reduc-
ing the intensity of the bitterness 

of quinine in a test with an elec-
tronic tongue. These peptides were 
also the longest, which suggests 
that peptide size might play an im-
portant role. The group notes this 
could impact not only the food in-
dustry but the pharmaceutical in-
dustry as well.

The effect of packaging  
on consumer eating quality of beef

Australian Researchers analyz-
ed 3 meat packaging systems in 
order to evaluate the beef quality; 
the results were published on Meat 
Science journal.

This experiment examined 
3 packaging systems: overwrap 
packaging using oxygen permea-
ble film (OWP); vacuum skin pack-
aging (VSP) and modified atmos-
phere packaging (MAP, 80%O2 and 
20%CO2) on consumer senso-
ry. Three primals from 48 carcass-
es were aged in vacuum packs for 
5, 12 or 40 days. Steaks from lon-
gissimus lumborum, gluteus medi-
us and psoas major muscles were 
packed in OWP, VSP and MAP 

for 9 days. Untrained consum-
ers scored grilled steaks for ten-
derness, juiciness, liking of flavour 
and overall acceptability. Steaks in 
MAP had 10-12 points lower sen-
sory scores (on a 100 point scale) 
compared to the OWP, or VSP sys-
tems (P<0.001). The packaging ef-
fect was independent of days aging 
and muscle. It was concluded that 
high oxygen MAP has the poten-
tial to be included as an input vari-
able in the Meat Standards Austral-
ia beef grading model. This would 
be contingent upon research into 
when the MAP effect occurred and 
the effect of using different gas 
mixtures on eating quality. 

https://www.emeraldinsight.com/doi/abs/10.1108/BFJ-11-2017-0646
https://www.emeraldinsight.com/doi/abs/10.1108/BFJ-11-2017-0646
http://dx.doi.org/10.1016/j.meatsci.2018.04.002
http://dx.doi.org/10.1016/j.meatsci.2018.04.002
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A new way to preserve healthy food 
with natural ingredients

A natural antioxidant found 
in grain bran could preserve food 
longer and replace synthetic anti-
oxidants currently used by the food 
industry, according to researchers 
at Penn State.

“Currently, there’s a big push 
within the food industry to replace 
synthetic ingredients with natural al-
ternatives, and this is being driven 
by consumers,” said Andrew S. Elder, 
doctoral candidate in food science. 
“Consumers want clean labels – they 
want synthetic chemical-sounding 
ingredients removed because of the 
fact that they don’t recognize them, 
and that some of them (the ingredi-
ents) have purported toxicity.”

The Penn State researchers 
studied a class of compounds called 
alkylresorcinols (AR). Plants such as 
wheat, rye and barley produce ARs 
naturally to prevent mold, bacteria 
and other organisms from growing 
on the grain kernels. The research-
ers wondered if ARs could also pre-
serve food in the same way from a 
chemical standpoint.

Along with using more natu-
ral ingredients, the food industry 
is also supplementing more foods 
with healthy oils rich in omega-3 fat-
ty acids. Adding these healthy oils to 
foods that normally would not con-
tain them could boost the health 
benefits of these foods to consum-
ers. However, omega-3 rich oils have 
a shorter shelf life, which could cause 
these foods to spoil more rapidly. 

“Most people consume omega-3s 
from marine sources,” said Elder. “As 
they break down, they can make the 
product smell and taste fishy. Con-
sumers then throw these products 
out and don’t buy them again, and 
this results in an economic loss.”

Antioxidants are compounds 
that slow the rate at which omega-3 
fatty acids degrade, preserving their 
health benefits and preventing food 
from spoiling as quickly. While con-
sumers demand more natural ingre-
dients, the food industry has strug-
gled to find natural antioxidants that 
are as effective as synthetic ones. 

“There are not many natural alter-
natives for synthetic antioxidants,” 
said Elder. “Our work is focused on 
identifying new natural antioxidants 
to extend the shelf life of food and 
meet consumer demands.”

ARs have health benefits for hu-
mans as well and can help protect 
against cancer, according to a review 
published in European Food Re-
search and Technology, making them 
ideal natural additives. ARs also 
come from the bran layer of cereal 
plants, which the food industry usu-
ally discards or uses for animal feed. 

“Bran is often a waste stream,” 
said Elder. “We’re taking something 
that’s usually discarded in a waste 
stream and turning it into some-
thing useful.”

The team developed a technique 
to extract and purify ARs from rye 
bran, then studied how well ARs 
were able to preserve omega-3-rich 

oils in emulsions, where two fluids 
do not fully mix – for example, vin-
egar and oil. The researchers chose 
to study AR action in emulsions be-
cause most people consume oils as 
emulsions, such as salad dressings. 
The researchers reported their find-
ings online in Food Chemistry, and 
the study will be published in the 
January print edition. 

The researchers found that ARs 
did act as antioxidants in an emul-
sion, preventing omega-3 oils from 
spoiling as rapidly as they did in 
emulsions with no antioxidants add-
ed. Then, they compared ARs to 
two antioxidants widely used by the 
food industry – alpha-tocopherol or 
Vitamin E, a natural antioxidant; and 
butylated hydroxytoluene, a syn-
thetic antioxidant. However, ARs 
were not as effective as either the 
natural or the synthetic antioxidant.

Although the ARs did not work 
as well as other antioxidants in 
this round of experiments, the re-
searchers noted that their AR ex-
tracts were not completely pure, 
which could have reduced the ef-
fectiveness of the ARs. Also, the re-
searchers used a blend of differ-
ent ARs that had different molec-
ular structures. Future work look-
ing at different types of ARs will re-
veal whether an individual AR type 
is more or less effective than con-
ventionally-used antioxidants. 

“We’re trying to identify natu-
ral antioxidants that are consum-
er-friendly, safe and effective,” said 
Elder. “We hope that one day this 
work will lead to ARs being available 
on the market and provide more op-
tions for the food industry to use.”

The various stages of processing 
rye, from berries to alkylresorcinols 
(top left to bottom right): rye ber-
ries, rye chops (coarsely ground rye 
berries), rye bran, and alkylresorci-
nols (extracted and purified from 
rye bran).

http://dx.doi.org/10.1016/j.foodchem.2018.08.011




10

italian food & beverage technology - xci (2019) - march italian food & beverage technology - xci (2019) - march

Inactivation of Listeria monocytogenes  
on paperboard

Researchers from The Hebrew 
University of Jerusalem, Israel, 
have developed a method to inacti-
vate Listeria monocytogenes on pa-
perboard used as a food packag-
ing material; the results were pub-

lished on Food Control 96, 281-
290, 2019.

Light emitting diodes of 
wavelength 410 nm were used 
to inactivate Listeria monocy-
togenes stains on paperboard, an 
increasingly popular food packag-
ing material. The integrity of the 
cell membranes was examined us-
ing differential fluorescent stain-
ing. Scanning electron micros-
copy (SEM) was used to obtain a 
deeper understanding of L. mono-
cytogenes stain formation on pa-
perboard and the damage caused 
to the cells by the LEDs. While the 
planktonic L. monocytogenes pop-
ulation could be completely inac-
tivated following a brief lag phase 
that lasted about 20 min, the illu-
mination of the sessile population 

left some persisters despite imme-
diate commencement of the inac-
tivation. Planktonic populations of 
inocula sized 3, 5 and 7 log CFU/
mL were reduced below the de-
tection limit in 54, 80 and 84 min 
respectively, whereas it took 120 
and 390 min to reach constan-
cy in the sessile populations of in-
ocula sized 5 and 7 log CFU/cm2. 
The number of membrane-dam-
aged cells was seen to increase 
with the illumination time. SEM 
images provided evidence of the 
protection conferred by the stain 
on the underlying cells. This study 
demonstrates that blue LEDs have 
the potential to reduce the risk 
of L. monocytogenes contamina-
tion from paperboard cartons un-
der refrigeration.

Flax and wattle seed powders enhance volume  
and softness of gluten-free bread

Gluten-free bread is generally 
associated with several quality de-
fects such as reduced volume, dry 
texture and poor mouthfeel. Flax-
seed gum has been shown to in-
crease viscosity of bread dough.

Researchers from New Zea-
land evaluated the effect of 1% (to-
tal base) addition of seed powders 
from flax (Linum usitatissimum) and 
four acacia cultivars (Acacia dealba-
ta, A. decurrens, A. terminalis and A. 
verniciflua) on pasting properties, 
texture and volume of gluten-free 
bread. The results were published 
on Food Science and Technology 
International 25, (1): 66-75, 2019. 

The incorporation of all seed 
powders reduced crumb hardness 
by 30-65% and increased specific 
loaf volume by 50%. Water absorp-
tion capacity and emulsifying abili-
ty contributed to these textural im-
provements and were attributed to 
water-soluble carbohydrates and in-
soluble fibre, while no foaming abil-
ity was detected. Darker crumb was 
observed upon flax addition, while 
dark particles were visible upon aca-
cia addition. Scanning electron mi-
croscopy depicted absence of holes 
in the pore surface and viscoelastic 
starch-protein network in the seed 
powder containing bread.

http://dx.doi.org/10.1016/j.foodcont.2018.09.026
http://dx.doi.org/10.1177/1082013218795808
http://dx.doi.org/10.1177/1082013218795808


research  11

italian food & beverage technology - xci (2019) - march

The effect of the addition of water, soy protein, inulin, 
and maltodextrin on the quality of gluten-free breads

Researchers from Poland have 
published on Italian Journal of Food 
Science 30, (4): 762-774, 2018 a 
study to improve the textural prop-
erties of dough and the physico-
chemical properties of gluten-free 
breads derived from mixtures. The 
mixtures contained hydroxypro-
pyl cellulose, soy protein isolate, in-
ulin, and maltodextrin. During ex-
periments the amount of water in 
dough was changed in the range 
from 80 to 100 g of the total weight 
of the mixtures. The textural prop-
erties of gluten-free dough (TPA’s 
test) were measured. Bread volume, 

porosity, moisture, and hardness of 
crumb in the obtained breads were 
determined. 

The obtained results show that 
the best positive impact on the tex-
tural properties of the gluten-free 
dough has the addition of 0.5 g/100 
g of hydroxypropyl cellulose, 5.0 
g/100 g of soy protein isolate, and 
10.0 g/100 g of maltodextrin, with 
100 g of water/100 g mixture. The 
results also suggest that water con-
tent is strongly associated with 
bread staling. Despite differences in 
their sensory properties, the breads 
were accepted by consumers.

Primary concerns regarding the application  
of electrolyzed water in the meat industry

The application of electrolyzed 
water effectively reduces microbial 
contamination and has greatly con-
tributed to delayed meat spoilage. 
However, concerns about apply-
ing electrolyzed water in the meat 
industry, which include the stabil-
ity of available chlorine in various 
storage conditions, corrosion resis-
tance and residual chlorate, have 
attracted much attention.

In this study, Chinese Research-
ers from the Nanjing Agricultural 
University evaluated primary con-
cerns regarding acid electrolyzed 
water (AEW) and slightly acid elec-
trolyzed water (sAEW) in compari-
son to those of sodium hypochlo-
rite (SH) widely used in meat pro-
cessing plants. The results, pub-

lished on Food Control (95, 50-56, 
2019) showed that closed and 4°C 
storage conditions, which just de-
clined about 30% ACC of available 
chlorine concentration (ACC), were 
more beneficial than open and 
20°C storage conditions for main-
taining the stability of electrolyzed 
water, whereas no differences in 
stability were observed between 
dark and light storage. The decline 
of ACC positively depended on the 
concentrations of organic materials 
ranged from 0.1% to 0.3%, and the 
ACC was close to 10 mg/mL after 
30 min treatment. The corrosion of 
AEW was equal to that of SH, but 
it was higher than that of sAEW. In 
addition, the concentration of re-
sidual chlorate in meat sprayed by 

electrolyzed water was less than 
meat sprayed by SH. The findings 
suggested that electrolyzed water 
is a great potential substitute for 
SH in the meat industry. 

http://dx.doi.org/10.14674/IJFS-1085
http://dx.doi.org/10.14674/IJFS-1085
http://dx.doi.org/10.1016/j.foodcont.2018.07.049
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Impact of different S. cerevisiae yeast strains 
on gluten-free dough and bread quality parameters

Yeasts have been used for cen-
turies for the leavening of bread. 
The main emphasis on the selec-
tion of yeast strains has been in re-
lation to wheat products. 

This study, published by Irish Re-
searchers on the European Food 
Research and Technology 245, (1): 
213-223, 2019, is the first evalua-
tion of different yeasts coming from 
the baking and brewing industry in 
a gluten-free system. Five different 
yeast strains (US-05, WB-06, T-58, 
S-23 and baker’s yeast) of the spe-
cies Saccharomyces cerevisiae were 
evaluated for their suitability to leav-
en gluten-free dough. A wide range 
of dough quality characteristics such 
as the time and temperature-de-
pendent rising behaviour, the chem-
ical composition of the dough and 

the pH were determined. In addi-
tion to this, the bread quality attrib-
utes like, volume, texture, structure, 
aroma and flavor were evaluated. 
Obtained results indicated different 
activity levels between the select-
ed yeast strains. Doughs prepared 
with US-05 showed a slower dough 
rise during proofing and a decreased 
height, in comparison to the bak-
er’s yeast control. The application of 
WB-06 and T-58, however, resulted 
in a faster dough rise and increased 
dough height with greater gas cells 
(p< 0.05). These observations were 
also found in the baked breads, 
where these two yeasts reached a 
higher specific volume and a softer 
breadcrumb than the baker’s yeast 
bread (p< 0.05). Statistical analy-
sis revealed strong correlations (p< 

0.05) between activity level, dough 
properties and bread properties. Re-
sults obtained showed that the se-
lected yeast strains reached differ-
ent level of activity due to diverse 
preferences in temperature, time 
and sugars. Yeast strains which orig-
inated from the brewing industry 
were found to be suitable for glu-
ten-free bread making.

Impact of long bottle aging on volatile composition 
of red wines micro-oxygenated with oak alternatives

The adding of wood pieces to-
gether with small amounts of ox-
ygen to simulate the processes for 
aging red wine in barrels is the most 

common alternative to oak barrels. 
The evolution of these wines aged 
with alternatives in bottle has not 
been examined in depth as they 
are considered to be for rapid con-
sumption.

Spanish researchers present for 
the first time the evolution in bot-
tle for 10 years of the same wine 
aged in oak barrels and subjected 
to diverse alternative aging process-
es using different woods; the results 
were published in LWT - Food Sci-
ence and Technology 101, 395-403, 
2019. Wines subjected to this alter-
native have evolved after 10 years in 
the bottle in a similar way to those 
aged in barrels. Wines aged in bar-

rels retain significantly higher levels 
of blue tonalities than those treated 
with chips + FMOX and the loss of 
compounds responsible for red is al-
most double in wines treated with al-
ternatives than in those aged in bar-
rels.

Wines aged in barrels showed 
higher concentrations of cis- and 
trans-whiskylactones than those 
treated with alternative products. 
In both the cis/trans whisky lac-
tone ratio has been around 2 in 
wines aged in French oak, and over 
5 in wines aged in American oak. 
Adequate oxygen management 
during treatment with oak alterna-
tives provides long-life wines.

http://dx.doi.org/10.1007/s00217-018-3154-9
http://dx.doi.org/10.1007/s00217-018-3154-9
http://dx.doi.org/10.1016/j.lwt.2018.11.049
http://dx.doi.org/10.1016/j.lwt.2018.11.049
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food processing

Optimised production 
thanks to digitalisation

Optimising production process-
es is increasingly based on digital-
isation and interlinked networks. 
The objective is to increase secu-
rity of production and optimise 
the use of the machinery, to work 
in ways that are more energy-effi-
cient and to be able to react more 
flexibly to changes in the market.

From 4 to 9 May, leading interna-
tional companies will be showcasing 
their latest technologies at IFFA in 
Frankfurt (Germany) and providing 
information on the major trends and 
developments in the meat-process-
ing industry. A considerable amount 
of space is devoted to the optimisa-

tion of production processes. The 
examples of best practice on show 
at the trade fair offer trade visitors a 
host of valuable hints in this regard, 
together with assistance in making 
relevant decisions.

Smart sensors – 
senses for the machines

In the ‘smart factory’, products 
and individual machines spread 
throughout the factory must com-
municate with one another and or-
ganise, regulate and monitor them-
selves. One of the basic require-
ments for this is the ready availa-

bility, at all times, of status data 
on products, machinery and drive 
mechanisms, bearings and so on. 
This task is undertaken by so-called 
‘smart sensors’. As well as the ac-
tual sensor itself, which captures 
the magnitude of the relevant pa-
rameter, they include integrated 
micro-processors for processing 
and analysing the signals. Along-
side traditional parameters such as 
temperature, power usage, torque 
and pressure, they also record gas-
es and microbial contamination.

Paradigm shift 
in ‘condition monitoring’

Traditional maintenance at fixed 
intervals or at a given number of 
hours of operation usually takes 
place too early, for reasons of safe-
ty, and thus shortens unnecessari-
ly the running time of still perfect-
ly serviceable components such as 
drives, shafts and bearings. As a re-
sult, companies lose both money 
and valuable resources. Mechanical 
damage does not just appear from 
nowhere. It makes itself known 
well in advance with unusual nois-
es, vibrations that suddenly appear, 
or temperature increases, as well 
as increased power consumption 

http://www.iffa.com/
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and the like. These changes can be 
picked up with the help of intel-
ligent sensors in real time, moni-
tored online and assessed, using 
appropriate CMS (Condition Moni-
toring Software). This makes it pos-
sible to target maintenance more 
specifically and provides valuable 
information on further possible op-
timisation of machinery and plant.

RFID chips provide 
a convincing 
electronic job ticket

RFID (Radio Frequency Identifi-
cation) makes it possible to transmit 
data wirelessly in real time between 
transponders and read-write heads. 
Integral transponders in slaughter-
ing hooks, feeding troughs, palettes, 
packaging or machine parts com-
municate bi-directionally with read-
write heads installed at the process-

updates the transponder data, in-
cluding details of remaining ser-
viceability. This principle can be ap-
plied to many other processes and 
procedures along the value creation 
change.

Visualisation systems make 
for efficiency, transparency 
and quality

The combination of digital cam-
era and image-assessment software 
provide machines with the ability to 
see and, with it, open up the possi-
bility of their reacting, in specific and 
appropriate ways, to changes in their 
environment and of taking decisions. 
As a result, they can recognise lo-
cation, position, orientation, shape, 
size and colour of all sorts and kinds 
of object on conveyor belts. The data 
acquired in this way can then be 
used, for instance, to control robots 
and extraction/rejection units or to 
assess proportions of fat and lean 
in the in-line classification of bacon 
cuts as A, B or C class goods. Further 
applications include checking that 
packages are complete in number 
and undamaged, as well as the cor-

ing and packaging stations. Thus, for 
example, not only do the factory-fit-
ted RFID chips in the slicer knives 
store the geometrical data of the 
blades, they also store the sharpen-
ing schedules that go with them and 
the encoded item and serial num-
bers. The RFID read-write head in-
stalled in the sharpening module 
reads the data from the blade, iden-
tifies it, carries out the appropriate 
sharpening procedures and then 

rect positioning and printing of ex-
planatory and address labels.

More effective planning 
with a digital ‘twin’

A digital simulation is more than 
just a 1:1 digital representation of 
its physical counterpart. It possess-
es the same sensors, behaviours 
qualities and software, and is linked 
to other systems in exactly the same 
way. And that makes it the ideal de-
velopment tool for designers and 
builders of plant and installations.

Typical areas where the prin-
ciple can be used include virtu-
al simulations of processes and 
functional testing of components, 
component modules, machines 
and, indeed, whole installations, 
including the control and appli-
cation software. This enables de-
signers to flag up and correct er-
rors in advance of actual manu-
facture and saves costs, time, re-
sources and energy. Professionals 
working in sales, planning, man-
ufacture and maintenance, from 
both the manufacturing and con-
sumer sides, can run through, dis-
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cuss and optimise all the different 
options with the help of the digi-
tal ‘twin’, as if they were working 
in the real world. Other possibili-
ties that arise as a result of digital 
simulation include training for fu-
ture machine and plant operators 
and maintenance staff relating to 
both the system itself and the vir-
tual commissioning system. And fi-
nally, the digital simulator can be 
used to operate and maintain the 

real plant and equipment in the 
real world. And this can be done 
across geographical borders, too.

IFFA will be opening its doors 
in Frankfurt am Main from 4 to 9 
May 2019. All the signs augur well 
for the meat industry’s next leading 
international trade fair: more than 
1,000 exhibitors from some 50 
countries have already signed up to 
be part of this sector highlight. They 
will occupy a gross exhibition space 

of 120,000 square metres – eight 
per cent more than at the previous 
event. The inclusion of the new Ex-
hibition Hall 12 has enabled IFFA 
to spread its wings and grow. At 
the same time, the trade fair is now 
concentrated at the western end of 
the Frankfurt Exhibition Centre for 
the first time, and thus offers an ex-
tensive and ground-breaking trade-
fair experience.

www.iffa.com

Terminator rotary cross-flow filter (TMCI Padovan).

Double performance with rotary cross-flow filter
TMCI Padovan presents Termi-

nator, a revolutionary rotary cross-
flow filter that guarantees a filtrate 
recovery of up to 95%. It is the first 
dynamic rotary crossflow filter with 

innovative calibrated back-wash 
system and a filter-aid free alternate 
to the vacuum and press-filters for 
juice and wines lees, as well as for 
all liquids with high solids content.

The cross-flow filtration is ac-
tuated by means of a series of ro-
tary discs that spin themselves into 
the product to be filtered. It is a 
self-cleaning process and moreover 
the discs are open and fully inspecta-
ble. The high quality filtered product 
can be bottled directly as with a tra-
ditional cross-flow filter. There is no 
red colour reduction (Abs at 520nm) 
and no oxygen pick-up (with a very 
limited nitrogen sparging).

Compared to the convention-
al cross flow techniques, the Ter-
minator machine ensures very low 
energy requirement, long filtration 
cycles of up to 72 h without any 
cleaning, and high nominai flow-
rates (25-100 I/m2 h with lees).

The maximum versatility of 
this machine allows to filter not 
only lees but also wines, juices 
and sugar syrups with superior re-
sults compared to the convention-
al crossflow techniques. Compact 
and easy to use models are availa-
ble from 1 to 80 m2 and multiples.

(TMCI Padovan - Via Caduti del 
Lavoro 7 - 31029 Vittorio Veneto 
- TV - Italy - Tel. +39 0438 4147 
- Fax +39 0438 501044 - email: 
padovan@tmcigroup.com - www.
tmcigroup.com)

http://www.iffa.com
http://www.tmcigroup.com
mailto:padovan%40tmcigroup.com?subject=
http://www.tmcigroup.com
http://www.tmcigroup.com
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Storage and dosing automation systems

B&B Silo Systems was estab-
lished as a design and construction 
company for the storage, transport, 
dosing, and automation systems of 
raw materials.

Formed by a dynamic and suc-
cessful management group, offer-
ing engineering solutions associat-
ed with a vast know-how in tech-
nological processes, in a few years 
it successfully established itself 
on the national and international 
scene, addressing the food, chem-
ical, cosmetic and pharmaceutical 
sectors.

The experience and know-
how make B&B Silo Systems a 
unique partner in the food sec-
tor, geared towards increasing pro-
ductivity, flexibility, and reliabili-
ty. This company develops solu-
tions for the automation of pro-
duction processes, involving mac-
ro and micro ingredients, in pow-
der and/or liquids; with the aim 
of minimising manual operations 
and ensuring maximum accuracy.

Each B&B system adapts to its 
context, providing the storage of 
raw materials in internal and/or ex-
ternal silos, whose loading takes 
place through sack or big-bag un-
loading systems, or directly from 
the supplier’s truck. Subsequently, 
the raw materials are conveyed to 
the dosing point, by means of ap-
propriate mechanical or pneumat-
ic transport systems. Finally, the 
powder and/or liquid ingredients 
are dosed and mixed in the hop-
pers placed near the mixers. For 
micro-ingredients, the company of-
fers micro-dosers with manual or 
automatic loading.

In addition to the actual sys-
tems, B&B Silo Systems provides 
the appropriate accessories or 

special components such as dust 
extraction systems, sieve shak-
ers, mixers, mills for sugar grind-
ing, fermenters, and flour cooling 
systems.

The management and control of 
the single component or the com-
plete system is carried out by mi-
cro-processors and operator pan-
els, developed specifically by B&B 
technicians.

B&B Silo Systems provides si-
los model SBA-SBI-SBF. These are 
monolithic or bolted silos for exter-
nal use made of aluminium, stain-
less steel, or painted iron, with 
smooth and specular inner surface 
and skirt support structure. They 
are equipped with safety valve for 
pressure/vacuum control, vibrat-
ing cone or fluidized bed extrac-
tion, anchoring ferrule to the sup-
port platform, access door, loading 
tube, vent pipe complete with fil-
ter, and inspection porthole. They 
also have maximum and minimum 

level probes, loading safety valves, 
anti-explosion hatch, weighing sys-
tem, access ladder to the roof with 
platform, and railing. There’s also 
the possibility of adding anti-con-
densation, dehumidification, and 
insulation systems.

The capacity of these silos var-
ies from 10 to 120 m3; the same 
models are available in the assem-
bling-bolted version, with “M” - 
modular extension.

Among the other products, B&B 
Silo Systems provides powders’ 
and liquids’ dosage and mixing 
systems. The first ones for dosing 
and mixing of macro and micro in-
gredients, powders or granules by 
weight or volume, with a modular 
hoppers’ capacity. The other ones 
are suitable for macro and micro in-
gredients, liquids or viscous fluids 
by weight or volume, with temper-
ature control, through the use of 
mains water, hot water and refrig-
erated water.

Powder dosage station (B&B Silo Systems).

http://www.bebsilos.com/
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In continuous dosage, mac-
ro and micro-products (powders, 
granules, solids, and liquids) are 
dosed by volume from the extrac-
tion system of the silos, the hop-
pers, the big-bag or sack unload-
ing systems. 

The product is taken in the ex-
act quantity required by the pre-
set recipe and conveyed through 
transport systems to the feeding 
cyclone. The use of filters allows 

the transport air to escape, sep-
arated from the product, and the 
cleaning of the sleeves.

Finally, B&B Silo Systems de-
velops fermenters for the produc-
tion and cultivation of liquid sour-
dough yeast, by means of special 
electro-agitators and timed phas-
es, which guarantee constant qual-
ity and a safe product.

An automatic temperature ad-
justment system allows the opti-

mum pH to be achieved, ensuring 
the ideal maturation of the sour-
dough yeast. 

The fermentation is therefore 
totally controlled by means of an 
automatic cooling system managed 
by PLC.

(B&B Silo Systems - Via M. 
Buonarroti 3 - 44020 San Giovan-
ni di Ostellato - Ferrara - Italy - Tel. 
+39 0533311163 - email: info@
bebsilos.com - www.bebsilos.com)

Electric heaters for industrial applications

Elmiti is specialized in the pro-
duction of electric heaters since 
1979 and its great versatility allow 
to manufacture customized heat-
ers, using different tube diameters 
(6.5 - 8 - 10 - 12.5 - 16 etc.) as well 
as various materials as mild steel, 
AISI 304, AISI 321, AISI 316 and 
INCOLOY 800.

Their main features are quality, 
flexibility and fast delivery times. 
The delivery time is of 3-4 work-
ing weeks for special heaters and 
of 3 working days for standard 
products.

These are the Elmiti main items:
- Tubular armoured heating ele-

ments for beverage sector
- Cartridge heaters 
- Finned heat-generating units 

and sets 
- Immersion heaters 
- Heat-generating sleeves 
- Nozzle heaters 
- Heat exchangers 
- Heating cables 
- Infrared ceramic heaters
- Electric heaters for industrial ov-

ens 
- Electric heaters for coffee ma-

chines

- Electric heaters for chocolate 
manufacturing process

- Heating elements for the toast-
ing of nuts
(Elmiti - Via E. Fermi, 36 - 10051 

Avigliana - TO - Italy - Tel +39 011 
9367310 - email: mirna.bizzi@
elmiti.com - www.elmiti.com)

mailto:info@bebsilos.com
mailto:info@bebsilos.com
http://www.elmiti.com
file:///Volumes/TLG/XraidTLG/Chiriotti/IFBT%2019-91%20/Food%20Processing/%22mailto:
file:///Volumes/TLG/XraidTLG/Chiriotti/IFBT%2019-91%20/Food%20Processing/%22mailto:
blocked::http://www.elmiti.com/
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Chocolate processing
Tecno 3 successfully took part 

in the Pro-Sweet trade fair in Co-
logne, held last January. The ma-
chines displayed at the stand raised 
great interest and there was a con-
tinuous flow of visitors during the 
entire the show.

The two units of the BEAN TO 
BAR LINE, the Multiprocess R and 
the Multiprocess C, were always in 
operation, showing the whole pro-
cess: from bean roasting, debac-
terisation and winnowing, to the 
separation of the cocoa nib in the 
first machine; from grinding the 
nib, mixing the ingredients, refin-
ing and conching, to the finished 
liquid chocolate in the second one.  
The Multiprocess C version is also 
equipped with a tempering machine 
and a cooling cell, so it was possible 
to model the chocolate in the napol-
itains format and let visitors taste it, 
allowing them to evaluate the result 
that the line can offer.

It is always wonderful to see 
the ORM Robotic Station at work, 
in this case reintegrating the miss-
ing nuts into the moulds. The con-
trol software, entirely designed 
and developed by Tecno 3, en-
ables different products to be 
handled in the most diverse con-
ditions and can be used in differ-
ent lines, thanks to the mobility of 
the structure that is mounted on 
wheels.

The Fat-Based Creams Line is 
designed for the preparation of var-
ious types of mixtures made with 

bakery confectionery

Continuous doser mixer mod. MDC (Tecno 3).

http://www.tecno-3.it/
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fatty substances, starting from the 
ingredient mixing process up to the 
refined and filtered finished prod-
uct. Although it was not in opera-
tion, it received great appreciation 
from technicians, especially for its 
compact size, minimum overall di-
mensions, development technol-
ogy and easy sanitisation due to 

the absence of product conveying 
pipes. 

The interest shown by visitors for 
the various machines has led to the 
creation of numerous contacts with 
various companies located world-
wide, which have requested in-
depth meetings and offers, and es-
pecially the stipulation of some sales 

contracts. For this extremely positive 
result, special thanks go to all the 
technicians, employees and collab-
orators of the big TECNO 3 family.

(Tecno 3 - Via Mastri Ce-
stai 2 - 12040 Corneliano d’Al-
ba - CN - Italy - Tel. +39 0173 
610564 - email: a.mattis@ 
tecno-3.it - www.tecno-3.it)

Custom laminating lines  
for high quality products

Thanks to more than 35 years 
of experience, Alba & Teknoservice 
has designed the most compact 
System to make perfect Dough 
Blocks for Croissant / Puff Pastry. 
Moreover, the continuous laminat-
ing system allows a very soft lam-
ination, with better results than a 
standard sheeter. These Laminat-
ing / Block Lines guarantee high 
quality for the final product and 
perfect distribution of the fat. 

ALBA uses a double technology 
controlled by the operator, which 
can be combined together: 

1) traditional technology with 
programming of each speed as 

used by most or all the produc-
ers;

2) a technology which detects 
by sensors the curve of tension of 
the dough and applies - by an elec-
tronic feedback - the control of 
the lamination by the dough itself 
(dough controls and adjust the pro-
cess and not vice versa). 

The scraps generated by the 
junction of the billets is avoided 
(approx. 6/8 pieces for each joint, 
which are generally of poor quali-
ty). If the billets are prepared cor-
rectly, Alba Laminating Lines al-
lows a constant width and so a re-
duction of the lateral scraps, which 

are always present in a standard 
lamination by sheeter.

These equipment allow to ho-
mogenize the temperature of the 
process, as the time between the 
beginning and the end of the pro-
cess is always the same (not possi-
ble with a sheeter).

Flour dusters allow more elas-
ticity and constancy in the distribu-
tion of the flour.

From calculations made by our 
customers it results that - sum-
ming all the advantages (no stops 
to load the dough, no scraps, etc) - 
the production increase is approx. 
15% compared to a lamination by 
sheeter.

Finally, Alba touch screens and 
programs are user-friendly, with 
few words and many icons which 
help the user to understand the 
process better.

(Alba & Teknoservice - Via delle 
Industrie 26 - 35010 Villafranca 
Padovana - PD - Italy - Tel. +39 049 
9070380 - email: sales@albaequip 
ment.it - www.albaequipment.it)

The perfect fat distribution in the dough 
(Alba & Teknoservice).

Alba laminating line for croissant (Alba & Teknoservice).

mailto:a.mattis%40%20tecno-3.it?subject=
mailto:a.mattis%40%20tecno-3.it?subject=
http://www.tecno-3.it
http://www.albaequipment.it/
mailto:sales%40albaequip%20ment.it?subject=
mailto:sales%40albaequip%20ment.it?subject=
http://www.teknoservice.com/
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ed with titanium nitride, in or-
der to grant a long life and avoid 
the sticking of the product on 
the surface during the produc-
tion phases; 

- all the machine parts which get 
in contact with cereals/pellets 
and/or with the final product are 
built with materials that are cer-
tified suitable for the processing 
of food as EC Reg. 1935/2004; 
they have also been tested and 
certified by TIFQ, an institute 
for the hygienic quality certi-
fication of materials getting in 
contact with food-stuff; 

-  the upper and lower moulds 
heating is carried out with high 
density cartridge heaters and 
the temperature is separately 
controlled with 2 OMRON ther-
moregulators; 

- each single machine is managed 
by its own PLC interfacing with 
a touch-screen control pan-
el, both of which are SIEMENS 
brand and from which you can 
set up all the production stages, 
save the recipes and check the 
anomalies, thanks to an effec-
tive diagnostic system.
The customers can rely on an 

excellent and fast spare parts ser-
vice as well as after-sales service 
both on the customer’s site and/
or through “on-line” technical sup-
port, thanks to the modern com-
munication technologies. 

Rely with confidence on Re Pi-
etro Srl for your projects, they will 
be happy to support you with their 
experience.

(Re Pietro - Via G. Galilei 55 - 
20083 Gaggiano - MI - Italy - Tel. 
+39 029085025 - email: info@ 
repietro.com - www.repietro.com)

flavouring lines and systems, rang-
ing from snacks to puffed cakes, 
sweet products as well as pet-
food, covering all types of produc-
tion needs.

Re Pietro manufactures its ma-
chines entirely in Italy with metic-
ulous attention to details and com-
ponents. In fact: 
- all the hydraulic and pneumatic 

components are of prime qual-
ity such as Bosch-Rexroth and 
SMC brands; 

- the cakes and snacks moulds 
are built in tempered steel coat-

Rice cake machine RP 
Series (Re Pietro).

Italian artisan tradition at the service  
of the food industry

Re Pietro has been in the agro-
food industry with cereal process-
ing machines for over 80 years. In 
the last 20 years, the company has 
used its knowledge and experi-
ence to broaden its product range 
by introducing machines and 
plants for the production of puffed 
cereal cakes and non-fried snacks.

The request for puffed cereal 
cakes as well as non-fried snacks 
is constantly growing on the glob-
al market, as they are tasty but very 
healthy food thanks to the absence 
of fat and for not being fried. Suit-
able for people of any age, they 
also satisfy the increasing demand 
of special food requirements 
particularly for gluten free and 
Vegan dietary restric-
tions, often due to al-
lergies and intoleranc-
es.

The know-how ac-
quired in this field en-
ables the company to 
create complete pro-
duction and packag-
ing lines, on specific 
customer’s demand 
by providing sup-
port both in the de-
sign phase, as well 
as in the process 
and product devel-
opment phase. Be-
sides, thanks to well 
established part-
nerships, Re Piet-
ro can supply you 
with professional 

mailto:info%40%20repietro.com?subject=
mailto:info%40%20repietro.com?subject=
http://www.repietro.com/
http://www.repietro.com/
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GRINDING MILLS
AND PLANTS
ITALO DANIONI manufactures grinding mills,
mixers and crushers since 1918.
The Company also produces closed circuit,
refrigerated and conditioned and explosion
proof plants for products in powder.
Customers have at their disposal a test room
with industrial machines
for verification of functioning
and capacity

Via Mecenate, 78/b
20138 Milano - ITALY
Tel. +39 02 504095
+39 02 504195
Fax +39 02 5062646
info@danioni.com

w w w . d a n i o n i . i t

Upgrading
to existing
installations
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CSC Sartori presents the mould-
ing station MDS that consists of 
the SVP automatic volumetric di-
vider rounder and the L-500 RT 
moulder.

Modular and adjustable, the 
MDS allows the user to churn out 
different types of bread. Moulding 
Station is handy, ergonomic and 
comfortably adjustable according 
to the customer s’needs. Through 
the SVP touch screen panel one 
can set the moulding belts speed, 
having the opportunity to save ev-
ery single setting.

Moulding station gives the pos-
sibility to obtain several kinds of 
bread: it’s the solution for anyone 
who wants to produce hot dogs, 
baguettes, finger rolls and so on. 
It’s composed by two systems: the 
first one is the dividing and round-
ing; the second one is the wrapping 
and pressing. Combined together 
with a double motorized belt, they 
allow the user to feed the machine 
and have as a output the moulded 
dough, ready for the following pro-
cessing.

The MDS is adaptable and 
user friendly, thanks to the touch 
screen panel that allows the opera-
tor to control quickly and intuitive-
ly all dough processing parameters; 
once the machine is fed, the user 
receives the moulded dough balls  
without moving from her working 
place. It is designed to be cleaned 
quickly in all its part and, built on 
wheels, it is handy and easy mov-
ing. 

(CSC Sartori - Via Pioveco Pri-
ma Strada 9 - 35010 Arsego - PD - 
Italy - Tel.+39 0495742899 - email: 
trade@csc-sartori.com - www.
csc-sartori.com)

Starmix, specialized in the 
manufacture of planetary mix-
ers for industrial pastry produc-
ers and pastry shops, presents 
the bowl elevators/tilters for 
200, 300, 400, 600 and 800 litre 
bowls. This machine is used to lift 
and pour the contents of the bowl 
into hoppers that supply produc-
tion lines for pastry products; it 
can be used for any type of pastry 
product mixture.

The rugged structure is made 
of micro-peened AISI304 stain-
less steel; the transmission sys-
tem includes the gear motor, dou-
ble chain, and single safety chain; 
two swivel wheels and two fixed 
wheels make the machine easy to 
move. The safety cage is manu-
factured according to EC regula-
tions with micro switch controlled 
access door; also the automatic 
slowdown during the final stage 
of the downward movement of 
the bowl and the bowl presence 
and locked position monitored 

MDS moulding 
station for bread 
(CSC Sartori).

Bowl elevator/tilter 
(Starmix).

Bread moulding solution

Bowl elevators
are to EC regulations. The posi-
tion of controls ensures the max-
imum visibility at all times, lift-
ing, tipping and downward bowl 

http://www.csc-sartori.com/
mailto:trade%40csc-sartori.com?subject=
http://www.csc-sartori.com
http://www.csc-sartori.com
http://www.starmix.it
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Handcraft bread as if they were handmade

Gravi-Line for handcraft-style 
bread production (Turri).

Turri presents the Gravi-Line 
that produces a wide variety of 
handcraft breads exactly as if they 
were handmade such as ciabatte, 
round breads and long loaves, 
thanks to its the No-Stress tech-
nology. Natural, well-alveolat-
ed and high quality, the products 
are always obtained without using 
chemical additives.

The heart of the Gravi-Line is 
the Gravi-Flux divider that en-
sures high-precision in the weight 
thanks to its high accuracy weigh-
ing cells. The beating roller lami-
nation and the guillotine cutting 
ensure a stress-less dough and 
ready to be directly rounded and 
even moulded with no need of ex-
pensive and bulky intermediate 
proofers.

Due to its high automation lev-
el, the whole production line can 
be operated by one single opera-
tor, thus ensuring a rapid return on 
investment. 

The finished product is always 
delivered at the end of the pro-
duction line, whatever the desired 
form is (rectangular, round, or long 
loaves) thus meeting the require-
ments of an efficient organization 
of the bakery.

The Gravi-Line consists of the 
Gravi-Flux Divider No-Stress and 
the Gravi-Rondo Rounder No-

Stress. The beating roller lamina-
tion and cutting with weight con-
trol processes gently dough and 
produce light and well-alveolat-
ed bread texture; while the round-
ing with adjustable eccentric move-
ment gently stroking the dough like 
the baker’s hand.

The Gravi-Split Splitting convey-
or belt distances the dough pieces 
when the line works at two rows; 
the Gravi-Forma long-loaf moulder 
No-Stress is provided with a motor-
ized loaf moulding table and it gen-

tly lengthens dough without dam-
aging its texture. The Gravi-Cen-
tra optical centering device centers 
and aligns dough pieces for subse-
quent panning, and the Gravi-ln-
teglia automatic panning system is 
equipped with motorized roller for 
loaves/baguettes and it is suitable 
for pans width 800 mm and differ-
ent lengths.

(Turri F.lli - Via De Gasperi 1428 
- 45023 Rovigo - Italy - Tel. +39 
0425 497075 - email: turrisrl@
turri-srl.com - www.turri-srl.com)

movement, while the control pan-
el with seven-position selector 
switch and icons assures an easy 
use. 

The tipping height is standard 
(3000 mm) and the pouring height 
is established when placing the 
order.

The other main features of the 
bowl elevators are the hold-to-run 
machine controls, the independent 
bowl tipping and up-down move-
ment, the double inverter speed 
management, the transmission bel-
lows, the automatic transmission 
wear monitoring.

In order to make cleaning eas-
ier, a motorized bowl scraper sys-
tem integral with the bowl move-
ment is available as optional. 

(Starmix - Via dell’Artigianato 5 - 
36035 Marano Vicentino - VI - Italy 
- Tel. +39 0445576659 - email: 
info@starmix.it - www.starmix.it)

http://www.turri-srl.com/
mailto:turrisrl%40turri-srl.com?subject=
mailto:turrisrl%40turri-srl.com?subject=
http://www.turri-srl.com
mailto:info%40starmix.it?subject=
http://www.starmix.it/
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Bottling machines for carbonated products

Metalnova has been engineer-
ing and producing bottling ma-
chines since 1981. The compa-
ny’s greatest news of recent years 
has been the BASELESS project, 
the new philosophy of engineering 
and making bottling machines. The 
new design features the machine 
carousels hanging from an upper 
structure where motorization and 
gear elements are installed; hence, 
there is nothing below the bottles 
for remarkably easy interventions 
and cleaning operations to be car-
ried out.

The following filling solutions 
are present in different beverage 
sectors:

• SCS gravity-level filling ma-
chines for non-carbonated 
products, developed to reduce 
contamination risk in sensitive 
products like still water.

• LG or LG-EP isobaric filling ma-
chines with mechanical or elec-
tro pneumatic controls for car-
bonated products, studied to 
fill various kinds of soft drinks, 
avoiding foaming.

• VMAG electronic volumetric 
filling machines for conductive 
non-carbonated products, stud-
ied to guarantee highly precise 
dosing and avoid any contact 
between bottle and filling valve. 
Versions for PET bottles of 5 to 

12 litres and 5 gallons are also 
available.

• LG-VMAG electronic isobaric 
volumetric filling machines for 
carbonated products studied to 
guarantee filling precision, sim-
plify operations of change of 
formats and sanitization.

• VMAS weight filling machines 
with mass meters for oil, stud-
ied to guarantee filling precision 

beverage processing

Baseless bottling line mod. LG EP 36-42 8 (Metalnova).

Bottling unit LG 513 for carbonated 
products (Metalnova).

http://www.mnmetalnova.it/
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Isobaric filling machine with electro 
pneumatic controls LG-EP (Metalnova).

and reduce any cleaning prob-
lem about oil.

• HVR/LVR vacuum recirculation 
filling machines with external 
tanks for hot and/or highly vis-
cous filled products; studied to 
guarantee filling temperature 
and ease CIP operations.

Bottle washing
The automatic washing of re-

turnable bottles has today reached 
a high level of specialization.

Akomag is a young, flexible and 
dynamic company that bases its or-
ganizational strategy on Customer 
Satisfaction, the quality of its sys-
tems, its assistance services and 
technological innovation.

The company has been work-
ing in the bottling sector for many 
years, and boasts a long construc-
tion experience, which allows it to 
guarantee maximum yields for the 
client, together with the highest lev-
el of operational practicality, mini-
mum working costs and long-last-
ing equipment, due mainly to the 
fact that the machines are built us-
ing certified, top quality materials.

This experience and the compa-
ny research are made available to the 
clients who demand only the best.

The simple, modular structure 
of the company’s production range 
has allowed for the progressive in-
crease in the functions and level 
of sophistication, including special 
washing and sanitization sections, 
automatic process parameter con-
trol, system security devices, en-
ergy saving devices, the reduction 

of exhaust waste and automatic 
sanitization of the most important 
parts in terms of hygiene.

During the design, the utmost 
attention has been paid to en-
sure the adoption of all details for 
health protection and operator ac-
cident prevention, along with all 
the necessary protective devices 
for noise reduction.

Great efforts have also been 
made to reduce the size of these 
traditionally large and awkward ma-
chines, in order to facilitate space 
optimization in the bottling plants.

The AKOMAG production 
range includes bottle washers, 
rinsers and sterilizers for glass and 
PET bottles and for large 3, 4 and 
5 gallon bottles, crate washers and 
various complementary machine 
accessories.

The company’s operational site 
is in Soragna (PR), and has a covered 
surface area of more than 1,500 m2 
for production, plus a spare parts 
warehouse and technical, adminis-
trative and sales offices.

(Akomag - Frazione Diolo 15/D 
- Soragna - PR - Italy - Tel. +39 0524 
599097 - email: info@akomag.com 
- www.akomag.com)

• VP low vacuum assisted level fill-
ing machines for liquors, studied 
to guarantee no dripping.
Metalnova range of products 

also consists of complete lines for 
5-gallons bottles (available for re-
turnable polycarbonate containers 
and one-way PET containers) and 
turnkey bottling lines for which 
Metalnova provides an engineer-
ing line lay-out service and inte-
gration with machines from spe-
cialized subcontractors.

Attention to cleaning operations 
in its filling machines, and accurate 
and flexible customer service from 
purchase right to after-sales assis-
tance, are the pivotal points of the 
corporate strategy.

(Metalnova - Via Mercalli 4/a 
- Quartiere Spip - 43100 Parma - 
PR - Italy - Tel. +39 0521 607568 
- email: info@mnmetalnova.it - 
www.mnmetalnova.it)

Bottle washer for 
large containers 

(Akomag).

http://www.akomag.com/
mailto:info@akomag.com
http://www.akomag.com/
mailto:info@mnmetalnova.it
http://www.mnmetalnova.it
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How the digital shift 
is impacting the packaging industry
As a carrier of digital technologies, packaging offers promising options 
for improving logistics and production processes – how smart does it need to be to do this?

In Germany, the VVL (Associa-
tion for the Promotion of Innova-
tive Logistics Solutions) tests and 
researches innovative packaging 
solutions and approaches for logis-
tics planning. In the TechBox Forum 
at FachPack 2018, experts from 
the association’s network talked 
about the wide range of options for 
making packaging intelligent us-
ing digital solutions. One such ap-
proach, for example, is the Intelli-
Data Project, which is intended to 
discourage consumers from throw-
ing away edible foodstuffs so indis-
criminately in future. 

Until now, those consumers 
daring enough to do so have re-
lied on taste or smell to determine 
whether the milk in the fridge is 
still drinkable although the expi-
ry date has passed or it has been 
opened for several days. The ob-
jective of a project led by QuoDa-
ta GmbH is to develop an app that 
will be able to determine this accu-
rately in future. However, it won’t 
be done using smell or taste but 
by means of a sensor label in or on 
the milk packaging, says Christian 
Bläul, IT Manager at QuoData. To 
do this the label determines certain 

variables that together can accu-
rately determine whether the milk 
is still drinkable. In collaboration 
with the project’s partners, who 
represent the entire supply chain 
including the consumer, a predic-
tion algorithm and sensor label are 
now being tested that do not im-
pede the logistics and provide re-
liable use-by dates. Christian Bläul 
stressed that this system could also 
be adapted to other foodstuffs.

How intelligent 
does packaging need to be?

RFID chips on or in the packag-
ing of a product, which share data 
and communicate with the environ-
ment, are what make this an intel-
ligent packaging solution, explained 
Matthias Grzib, Project Manager 
IDH (Institute for Distribution and 
Trade Logistics) at the Association 
for Innovative Logistics Processes, 
during his presentation. In this con-
text, the properties of smart prod-
ucts, Packaging 4.0 and intelligent 
packaging overlap – but they are not 
necessarily identical. A smart prod-
uct is therefore a vital component of 

Industry 4.0. It needs to be able to 
communicate and interact with oth-
er stakeholders in the production 
chain. Matthias Grzib argues that 
packaging also needs to be regard-
ed as a smart product and meet the 
requirements of Industry 4.0. Along-
side its previous functions like prod-
uct protection, marketing and han-
dling, it performs other tasks, e.g. 
communicability, interconnectivity 
and the control of processes. If sup-
plied with dynamic information on 
an RFID chip, intelligent packaging 
can turn a “normal” product into a 
smart product that was previously 
not suitable for the demands of In-
dustry 4.0. For example, the pack-
aging can then communicate from 
the warehouse with the manufac-
turer via appropriate readers and in-
dicate which products that it can be 
used for.

According to Matthias Grzib, the 
benefit of intelligent packaging lies 
in the customer and product-spe-
cific choices it provides. Other ad-
vantages of intelligent packag-
ing are optimum product protec-
tion, lower costs and self-organi-
sation within the supply chain. As 
well as product packaging, this also 

packaging equipment

http://www.fachpack.de/
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includes a considerable amount 
of transport packaging, such as 
the plastic packaging produced by 
Walther Faltsysteme.

Reusable transport 
packaging with 
additional benefits

Thomas Walther, Managing Di-
rector of Walther Faltsysteme, intro-
duced his presentation by pointing 
out that that in his view the dynam-
ics of the smart factory still need-
ed to be put into practice. Howev-
er, for companies that are already 
incorporating these principles into 

In this context, the transport 
packaging always has to be suit-
ed to the relevant supply chain: it 
must be identifiable, controllable 
and ideally, also be able to com-
municate in future. Despite these 
wide-ranging requirements, the 
packaging manufacturer has to be 
capable of offering a durable and 
economic product that can pro-
vide and receive this kind of in-
formation. 

The great advantage is that in-
formation technology is becoming 
increasingly less expensive and 
therefore it is now much more 
feasible to implement the tech-
nology than it was ten years ago.

3D printing of packaging

While rapid prototyping of 
packaging is already being realised 
with 3D printing, the further de-
velopment of this application, i.e. 
printing the packaging in serial pro-
duction, has not yet been econom-
ically viable. The progressive indi-
vidualisation of packaging could 
change this in future, stressed Jörg 
Loges from VVL. Already, 3D print-
ing can be worthwhile for prod-
uct protection purposes, i.e. for 
the custom manufacture of special 
transport containers or packaging 
for valuable goods. Batch sizes are 
getting smaller and the packaging 
has to follow suit, stressed Loges, 
pointing to customised serial pro-
duction in this context. At the mo-
ment, 3D printing is experiencing 
widespread use, as the technolo-
gy is becoming more and more ma-
ture and cheaper. It is not possible 
to predict at the moment whether 
the technology will also be suita-
ble for serial manufacturing. Nev-
ertheless, 3D printing structures 
can produce a weight reduction 
and stability that was not previous-
ly possible.

Today packaging is already play-
ing a major role in ensuring an ex-
change of information in produc-
tion, logistics and commerce. The 
growing demand for individual-
ised, safe and inexpensive products 
is continuing to drive the develop-
ment of intelligent add-on func-
tions. As a result, manufacturers in-
creasingly have the opportunity to 
set their products apart from the 
competition through their pack-
aging and to significantly improve 
their logistics processes. Once 
again, the exhibitors at FachPack in 
Nuremberg in September 2019 will 
offer solutions to these require-
ments.

www.fachpack.de

their processes, Walther is already 
offering returnable containers with 
various smart functions. The plastic 
containers therefore meet the re-
quirements imposed on intelligent 
information carriers. For example, 
RFID data carriers can be attached 
to a reusable container from the 
outside, or integrated into the ma-
terial of the container or pallets.

Intelligent reusable packaging 
can be used, for example, in com-
mercial logistics. Thomas Walther 
also talked about its use in intel-
ligent design, where simulations 
provide security throughout the 
complex development process – 
from the 3D CAD drawing to 3D 
printing pre-production and serial 
production.

http://www.fachpack.de
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Packaging automation at Baldi Carni
The story of Baldi Carni and its experience with Tecno Pack

Umberto Baldi started his first 
butchery in 1965 and his knowl-
edge of the craft and its raw mate-
rials, the cutting, the working tech-
niques and daily contact with end 
consumers, all inspired him to es-
tablish Baldi Carni S.r.l. in 1970. 
Continuous listening and attention 
to the needs of an expanding mar-
ket have allowed him to specialize 
in the treatment of industrial meat.

His continuous travel abroad, 
his passion, his ability and a vision 
already projected toward a future 
market, guided Baldi Carni S.r.l. to 
expand his business in the succes-
sive years, together with a pioneer-
ing activity of selecting and import-
ing prestigious meats from interna-
tional farms. This enterprise start-
ed a new branch of the company, 
and was dedicated to the distri-
bution of food products to restau-
rants and foodservice. Baldi Food-
services thus began.

All the experiences accumulat-
ed with time have become a char-
acteristic that have distinguished 
this company, and made it become 
an important national player for its 
“Quality in Restaurant Catering”. 

For this, many international Brand 
Leaders in the years have chosen 
the Baldi label for important sup-
plies, and for the development of 
“Tailor Made” and “Private Label” 
products: Autogrill, MSC, Costa 
Crociere, Alitalia, Metro.

Today, Baldi with its own de-
partments, proposes quality, solu-
tions and innovative opportuni-
ties for schools, universities, hospi-

tals, resorts, supermarkets and res-
taurants. Because of its 4 compa-
ny departments, Baldi Carni, Baldi 
Mare, Baldi Foodservices and Baldi 
Bottega, the company has gradually 
developed a larger and more com-
plete vision of the market, and is 
always in close contact with many 
different, interconnecting profiles. 
In fact, the diversity of the informa-
tion originating from many differ-
ent channels gives a broad vision 
that enriches the companies. 

The Baldi products are there-
fore part of a larger and greater 
project, that includes every cus-
tomer as an accomplice, on a path 
of real growth, where the core of 
the brand expresses itself on the 
market through: 
• development of the products 

through rigid protocols oriented 
towards food cost. This method 
guarantees savings and certain, 
tangible profit for every cus-
tomer, and rewards the excel-

Automatic packaging plant for hamburger at 
Baldi Carni (Tecno Pack).

Unscranbler for hamburger (Tecno Pack).

https://www.baldicarni.it/
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lence of the meat and the ser-
vices.  

• the advice that the Baldi oper-
ators offer to all customers, the 
special and precious support 
that can build choices and stra-
tegic purchasing based on each 
specific case. 

• the training, the marketing and 
information activities offered, 
beginning from the communica-
tion system of the company it-
self, guaranteed on the field by 
the Baldi personnel: a competi-
tive instrument at the service of 
the customers business.
The subdivision into the three 

product lines that Baldi proposes, 
coming from its own experience, 
starts from different recipes, inven-
tions and ingredients, and offers to 
each customer new forms of busi-
ness with added features. 

For Baldi srl, quality is a val-
ue and an evolving procedure: its 
presence on the international mar-
ket and its confrontation with a 
legislative framework that is even 
more rigid and meticulous, and the 
specific and wide-ranging activi-
ty of its distribution channels of-
fer stimuli and even more efficient 
organizational procedures, that are 
more incisive on every level of the 
company. 

Baldi srl, equipped with the dis-
tinctive health mark CE number IT 
624 S, has long been implement-
ing in its production activity pro-
cedures based on the principles 
of the HACCP system. It also mar-
kets selected supplier goods which 
are able to certify the quality of its 
products. 

Innovation is the pivotal point 
on which all of Baldi srl activities 
rotate: information and technology 
play an extremely significant role 
in automation management, in ad-
ministration and in the control of 
the production process.  It is with 

this perspective that the collabo-
ration with Tecno Pack began. It 
is one of the most important play-
ers in the study and “turnkey” im-
plementation of totally automatic 
packaging lines. This request which 
was defined in various work and 
study sessions, has worked specif-
ically with frozen hamburgers that 
arrive from high productivity lines.

The requirement was for to-
tal automation, protection of the 
product, its presentation in various 
forms, in cases that could be done 
in multipack / bundles in shrink-
wrapped film. 

The operative site as is typical 
of this sector, has strict require-
ments that provide for the com-
plete realization of all machinery 
in stainless steel, and all the parts 
that treat products not yet pack-
aged with IP65 “wash down” tech-
nology.

The various phases of prelim-
inary study and design, realiza-
tion, initial and final testing, have 
been complied with in every min-
imum detail. For Baldi, they were 
followed by the Director of Indus-
try Valerio Mincarelli, and for Tec-
no Pack by the area manager An-
drea Motta, with everything scru-
pulously evaluated, reviewed and 
finalised. 

It includes a high velocity sys-
tem with automatic powering for 
loose products, a horizontal elec-
tronic packaging flow pack ma-
chine FP 100 in shrink version, a 
shrink tunnel TT with three cham-
bers, a robotic power station for 
the cartoning machine with 2 del-
ta high performance robots and 
three loaders served by six inclined 
warehouses which allow to realize 
cases containing a mix set of prod-
ucts of different origins. It also in-
cludes the introduction of gadgets 
and identification flags in format 
burger tour. The completely elec-

tronic packaging machine guaran-
tees high performance and excel-
lent quality in the final product. 
To conclude the cycle, there is the 
foil - wrapping machine with dou-
ble coil for shrink-wrap film which 
assembles many different shapes. 
All of this results in high operating 
speed, reliability, versatility, eas-
iness in the change of size, com-
plete automation, total fabrication 
that follows completely the dis-
position of the law of 4.0 Indus-
try, and finally, complete traceabil-
ity of the products made with ad-
vanced printing systems both in 
ink jet and laser. 

A pathway has started; a way 
that Tecno Pack follows day by day, 
with each of its customers; a re-
lationship full of meaningful daily 
collaboration aimed at the optimi-
zation and implementation of new 
formats and functions. A new life-
cycle of this new work instrument 
was made available to Baldi Carni 
of Jesi (AN).

(Tecno Pack - Via Lago di Al-
bano 76 - 36015 Schio - VI - Ita-
ly - Tel. +39 0445 575661 - email: 
comm@tecnopackspa.it - www.
tecnopackspa.it)

Cartoning unit (Tecno Pack).

http://www.tecnopackspa.it/
mailto:comm@tecnopackspa.it
http://www.tecnopackspa.it/
http://www.tecnopackspa.it/
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The sustainable choice of SMI 
for the beverage industry

Technological innovation plays 
a crucial role in helping bottling 
companies choose packaging solu-
tions that reduce waste and opti-
mize resources, as the experience 
of the company Bebidas Refres-
canteds de Nogales (BRN) an im-
portant bottler in Mexico part of 
the Mexican Coca-Cola company, 
shows.

For the secondary packaging 
of the PET bottles, produced un-
der the brands Coca-Cola and Ciel, 
Bebidas Refrescantes de Noga-
les turned to SMI by purchasing 
a compact wrapper from the CSK 
range equipped with a methane 
gas shrink-tunnel, and a conveyor 

system to transport the loose and 
packed bottles.

The installation of the new CSK 
40 F ERGON series compact pack-
er was the most suitable choice, as 
these technological cutting-edge 
packaging machines are distin-
guished for energy saving, environ-
mental respect, advanced automa-
tion and flexibility of use.

The CSK ERGON series com-
prises numerous models, each with 
a compact and ergonomic design 
which incorporates the leading 
technology within the sector, ca-
pacity to work up to 50+50 packs/
minute (maximum speed is according 
to the bottle capacity and pack for-

mat), in shrink-film only, cardboard 
pad + film or in tray + film (accord-
ing to the model).

The advantages 
of SMI solution

- Packer equipped with motor-
ized system of oscillating guides 
situated at the machine infeed 
to facilitate the channelizing of 
loose products on the convey-
or, equipped with chains made of 
thermoplastic material featuring 
low friction co-efficiency

- Continuous motion product 
grouping device for grouping 
loose products in the desired for-
mat by means of electronically 
synchronized fingers

- High efficiency motors attached 
directly to the drive shaft with 

CSK 40 compact packer equipped with a methane gas shrink-tunnel (SMI).

CSK 40 F ERGON series packer installed at Bebidas Refrescanteds de Nogales in Mexico (SMI).

http://www.smigroup.it/
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the consequent advantage of 
reducing maintenance, energy 
waste and noise

- Machine equipped with an op-
tional device to register printed 
film with reference mark.

- Compact film cutting unit, with 
film cutting blade driven by “di-
rect-drive” brushless motorization 
which makes the cutting more pre-
cise and facilitates maintenance

- New ICOS brushless motors, 
equipped with integrated digital 
servo-driver, able to simplify ma-
chine cabling and ensure greater 
energy efficiency, less noise and 
reduced component wear and tear

- Machine equipped with optional 
shrink-tunnel driven by methane 
gas, an innovative technological 
solution with low environmental 
impact.

Friendly solutions 
for the environment

Energy efficiency is a key factor 
in every company for the manage-
ment of available resources and for 
this reason, the SMI Research & De-
velopment laboratories are constant-
ly studying new solutions to optimize 
energy saving and ensure high levels 
of efficiency from the systems they 
produce. Among solutions available 
within the secondary packaging sec-
tor, a shrink tunnel driven by meth-
ane is without a doubt an innovative 
technological proposal, with reduced 
environmental impact especially 
in those countries where electrici-
ty is produced by fossil combustion.

The new tunnel can be com-
bined with all the packers in the 
LSK, CSK, AFW and SK ranges and 
with the combined machines in the 
CM and LCM range.

It is a highly technological solu-
tion that guarantees remarkable 
advantages, as it:

- is eco-friendly (low environmen-
tal impact);

- guarantees considerable energy 
saving. From a study on the costs 
of electricity in Italy carried out 
in 2016, it is estimated that there 
is a saving of 60% compared to 
a standard tunnel with electrical 
resistances;

- ensures a reduction in electricity 
costs;

- has a gas tunnel that reaches the 
ideal temperature faster than one 
run by electricity. In addition, the 
amount of methane that it con-
sumes is minimum, ensuring en-
ergy savings, low CO2 emission 
and immediate operational avail-
ability;

- is extremely safe, thanks to the 
latest generation safety systems 
and sensors;

- reduces maintenance, the only 
parts that need replacing are the 
electrodes;

- is possible to use thinner shrink-
film thanks to a more efficient 
distribution and control of the 
tunnel temperature compared to 
traditional tunnels.

Compared to traditional fuels 
used to produce electrical energy, 
natural gas has various advantages:
- it guarantees zero pollution, as 

it burns in a clean way (harmful 
emissions are practically non-ex-
istent);  

- it costs less than electricity (in 
some countries);

- it has a high level of safety;
- it is an abundant source of ener-

gy;
- it is available everywhere and 

has no supply restrictions (as 
happens in some countries with 
electricity);

- it can easily be stored inside the 
factory. It can be put in special 
tanks within the plant where it is 
to be used;

- it immediately transforms into 
heat and guarantees a consider-
able reduction of CO2 emissions 
compared to the production of 
electricity, that has many phas-
es during its transformation pro-
cess.;

- it is a continual source of ener-
gy in countries where there are 
frequent power surges or supply 
failure.
Global commitment to innova-

tion is the main motor for sustain-
able growth and for this reason it is 
fundamental to continually invest 
in innovative installations and sys-
tems designed to successfully fol-
low its development plans, respect-
ing the territory where it operates.

(SMI - Via Carlo Ceresa, 10 - 
24015 San Giovanni Bianco - BG 
- Italy - Tel. +39 0345 40111 - 
email: info@smigroup.it - www.
smigroup.it)

CSK 40 compact packer equipped with a methane gas shrink-tunnel (SMI).

mailto:info@smigroup.it
http://www.smigroup.it/
http://www.smigroup.it/
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Linear and multihead weighers
For over twenty years, Comek 

has been designing and manufac-
turing automatic weighing and 
packaging systems, developing 
the widest of linear and multihead 
weighers range currently present in 
the world market.

Its linear weighers have the 
frame and the main body exclusive-
ly made of stainless steel AISI 304; 
the easy and quick disassembling 
of all the components coming into 
contact with the product ensures a 
complete cleanliness and sanitation.

The electronic control is de-
centralized by CAN open field bus 
and the weight signal is filtered by 
means of the DSP of peripheral 
devices management. Among the 
other features of excellence, there 
are the integrated compensation of 
tare weight offset, the acquisition 
of the load cell temperature for the 
compensation of the read value, 
a vibrator control unit with PWM 
system with frequency adjustment, 
and a remote connection for the 
assistance and monitoring service.

The linear multihead weighers 
are made of certified plastic ma-
terial; the weighing modules are 
characterized by low profiles and 
mechanisms on the rear side in or-
der to grant an easier cleaning.

The configuration equipped 
with collecting conveyor minimizes 
the drop height of the product; this 
feature is very suitable when han-
dling fragile products. The configura-
tion provided with memory buckets 
grants compact solutions and high 
precision of weight, which are essen-
tial for medium-sized productions. 

(Comek - Via Levadello 4/P - 
46043 Castiglione delle Stiviere - 
MN- Italy - Tel. +39 030 9698647 
- email: info@comek.it - www. 
comek.it)

Improved performance  
in MAP wrapping

Comek booth at Packexpo in Chicago.

Schib Packaging, a Barry-We-
hmiller Flexible Systems company, 
has recently improved its CO50TG 
Horizontal Flow Wrapper by de-
signing a faster box motion sealing 
system. The new machine version 
has successfully been tested with 
up to 75 packs/min, i.e. 30% faster 
than the previous Schib CO50TG 
model.

The machine is fully servo driv-
en, featuring multi-axis drive tech-

nology with as many as 5 independ-
ent brushless motors so as to con-
trol the in-feed conveyor, the belt 
before the sealing bars, the sealing 
wheels, the box motion as well as 
the closing of the sealing bars.

Ideal for modified atmosphere 
packaging, the box motion system 
can deliver high integrity seals if 
used in conjunction with MAP bar-
rier films. This makes the machine 
suitable for products that require 

CO50TG Flow Wrapper 
featuring faster box motion 
HFFS technology provides 

increased speeds (Schib 
Packaging).

http://www.comek.it/
http://www.comek.it
http://www.comek.it
http://www.schib.it/
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hermetic sealing as in protective 
gas flush applications.

In any case, the Schib CO50TG 
flow wrapper is capable of handling 
various packaging materials that 
include polypropylene, laminated 
foil, and barrier films.

The Schib CO50TG flow wrap-
per is reliable, efficient, easy-to-op-
erate and to clean. Moreover, it of-
fers the operator the ease of a 7” 
touch screen mounted on a swivel 
arm. The machine can be equipped 

with many options, including reel 
run out detection, motorized film 
pre-feed, pre-printed film registra-
tion and gas flush kit (gas lance and 
valve). Remote machine checks, 
diagnostics and maintenance are 
possible with State-of-the-Art se-
cure remote service device.

(Schib Packaging - Viale del La-
voro, 7/9 A - 36030 Monte di Malo 
- VI - Italy - Tel. +39 0445 602300 
- Fax +39 0445 605510 - email: 
info@schib.it - www.schib.it)

Form-fill-seal machines
The multinational industri-

al group Alimenta is composed of 
three different divisions: Parma 
Food is specialized in the engineer-
ing and manufacturing of machines 
and complete lines for processing 
vegetables; Newpack provides in-
tegrated solutions, upstream and 
downstream lines; Brewtech sup-
plies brewing and filtration equip-
ment, packaging lines, raw materi-
als, and spare parts.

Newpack, in particular, has dec-
ades of experience in the field of the 
form-fill-seal packaging machines, 
and it provides increasingly more 
performing technical solutions. 
These machines are developed us-
ing the latest technologies and, 
among the advantages that make 
them appreciated around the world, 
there is the possibility to have each 
machine tailor-made to perfectly 
meet the customer’s needs.

In order to optimize the use 
of plastic films indispensable for 
the production of the containers, 
Newpack has developed a system 
that allows replacing them without 
time loss and stop of the machine. 
Thanks to this added feature, these 
machines are easier to use and eas-

automatically carries out the filling, 
and it applies a lid on each contain-
er by heat sealing. This system en-
sures high production while keep-
ing to a minimum the headspace 
within the containers; the risk of 
oxidation is thus reduced, resulting 
in a longer shelf life of the product.

The Ultra-Clean version – 
continuous or intermittent – is 
equipped with a tunnel kept in 
overpressure with sterile air, while 
the cover film is sanitized with ul-
tra violet rays; all parts in contact 
with the final product are made of 
AISI 316 and all components of 
the machine are subject to FDA 
certification.

The Totally Aseptic version 
both sterilizes the plastic mate-
rial (which will form the contain-
er) and the lid, through immersing 
them in tanks containing hydro-
gen peroxide. Starting from the in-
itial end of the packaging up to the 
welding stage, the film advances in 
a pressurized tunnel with dry ster-
ile air, which prevents contamina-
tion. Special mechanical scrapers, 
further assisted by a laminar flow 
of hot sterile air, remove the hydro-
gen peroxide residues.

(Newpack - Via San Giusep-
pe 13 G - 31015 Conegliano - TV 
- Italy - Tel. +39 0438 373211 - 
email: info@alimenta-group.com - 
www.alimenta-group.com)

ily accessible for quick inspection 
and routine maintenance.

The new software has also 
made the set-up more intuitive and 
quick to adapt to the changes in 
the conditions of the product and 
supplies. Each machine is equipped 
with Modem Service, which allows 
operators at Newpack headquar-
ters to analyze remotely the cus-
tomer’s operating parameters, and 
to implement any corrective ac-
tion, or optimization process that 
will prevent malfunctioning. 

Starting from a plastic coil, the 
form-fill-seal Clean packaging ma-
chine forms the containers accord-
ing to the predetermined shape, it 

The Clean version 
of the form-fill-seal 
packaging machine 
(Newpack).

mailto:info@schib.it
http://www.schib.it/
http://www.alimenta-group.com/
http://www.alimenta-group.com/dep/5/alimenta-group-parma-food-machinery-newpack-brewtech-conegliano-italy
mailto:info%40alimenta-group.com?subject=
http://www.alimenta-group.com
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nutrition

More accurate measure 
of body fat developed

Researchers from the Cedars-Si-
nai Medical Center (Usa) investiga-
tors have developed a simpler and 
more accurate method of estimat-
ing body fat than the widely used 
body mass index, or BMI, with the 
goal of better understanding obesi-
ty. The new method is highlighted in 
a study published in Scientific Re-
ports, one of the Nature journals.

“We wanted to identify a more 
reliable, simple and inexpensive 
method to assess body fat per-
centage without using sophisticat-
ed equipment,” said the study lead-
er, Orison Woolcott, MD, of Ce-
dars-Sinai. While the BMI is com-
monly accepted, many medical ex-
perts in the field of obesity consider 
it to be inaccurate because it can-
not distinguish among bone mass, 
muscle mass and excess fat. BMI 
also does not account for the influ-
ence of gender -- women generally 
have more body fat than men.

The new formula developed at 
Cedars-Sinai is called the relative 
fat mass index, or RFM, and it uses 
only height and waist circumfer-
ence measurements.

“Our results confirmed the val-
ue of our new formula in a large 
number of subjects: Relative fat 
mass is a better measure of body 
fatness than many indices current-
ly used in medicine and science, in-
cluding the BMI,” Woolcott said.

For the first time, researchers ex-
amined more than 300 possible for-
mulas for estimating body fat using a 
large database of 12,000 adults who 
participated in a health and nutrition 
survey conducted by the Centers for 
Disease Control and Prevention.

In the next step, investigators 
calculated the relative fat mass for 
3,500 patients and compared the 
results to the patients’ outcomes 
from a specialized, high-tech body 
scan called DXA, widely considered 

one of the most accurate methods 
of measuring body tissue, bone, 
muscle and fat. The patients’ RFM 
results corresponded most closely 
with the precision of the DXA body 
scan.

“The relative fat mass formula 
has now been validated in a large 
data base. It is a new index for 
measuring body fatness that can 
be easily accessible to health prac-
titioners trying to treat overweight 
patients who often face serious 
health consequences like diabetes, 
high blood pressure and heart dis-
ease,” said Richard Bergman, PhD, 
the senior author of the study and 
director of the Cedars-Sinai Sports 
Spectacular Diabetes and Obesity 
Wellness and Research Center.

And the best part, according to 
Woolcott: “You don’t need a bath-
room scale to determine your rela-
tive fat mass, just a measuring tape.”

To determine relative fat mass 
(RFM), you need to measure your 
height as well as your waist circum-
ference. To measure your waist, 
place the tape measure right at the 
top of the hip bone and reach it 
around your body for the most relia-
ble result. Next, put those numbers 
into the relative fat mass equation 
– making a ratio out of the height 
and waist measurements. The for-
mula is adjusted for gender:

Relative Fat Mass Formula
MEN: 64 – (20 x height/

waist circumference) = RFM
WOMEN: 76 – (20 x height/
waist circumference) = RFM

http://dx.doi.org/10.1038/s41598-018-29362-1
http://dx.doi.org/10.1038/s41598-018-29362-1
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Milk protein shown to alleviate 
chemotherapy side effects

Chemotherapy and other can-
cer therapies can wreak havoc on 
the taste buds and olfactory sens-
es, depriving recipients of the intri-
cate interplay between taste and 
smell that is critical to grasping fla-
vors and enjoying foods. Over time, 
taste and smell abnormalities (TSA) 
can lead to a loss of appetite and 
anorexic behaviors, compromising 
patients’ ability to recuperate from 
the disease.

In a new paper published in the 
journal Food & Function, Virgin-
ia Tech College of Agriculture and 
Life Sciences (Usa) researchers Su-
san Duncan and Aili Wang investi-
gated the feasibility of lactoferrin, 
a highly bioactive protein found in 
saliva and milk, as a treatment for 
TSA. Their findings could bring re-
lief to millions of patients undergo-
ing cancer treatment.

“The underlying molecular mech-
anisms of TSA are not well-under-
stood,” said Duncan, associate di-
rector of the Virginia Agricultural Ex-
periment Station and a professor in 
the Department of Food Science and 
Technology. “The prevailing symp-
tom described by patients under-
going chemotherapy is a persistent 
metallic flavor or aftertaste, with or 
without food intake. This can last for 
hours, weeks, or even months after 
the completion of treatments.”

As a consequence, cancer pa-
tients suffer poor appetite, weight 
loss, depression, and diminished 
nutrition, all of which are detri-
mental to recovery. Although TSA 
is widespread and a frequent com-
plaint of cancer patients, until now, 
there have been no established 
therapies that reliably prevent or 
treat this problem.

“Our research shows that daily 
lactoferrin supplementation elicits 
changes in the salivary protein pro-
files in cancer patients – changes 
that may be influential in helping to 
protect taste buds and odor percep-
tion,” said Duncan. “By suggesting 
lactoferrin as a dietary supplement, 

of Engineering; and Glenn Lesser, 
from Wake Forest Baptist Medical 
Center, previously identified the 
role of lactoferrin, a specific milk 
protein, in diminishing the metallic 
flavor stimulated by chemother-
apy medications.

The substance is well-known 
as a first-line defense, aiding the 
body’s immune response, but little 
is known about its ability to impact 
salivary proteins. Their most re-
cent study builds on the previous 

we can reduce TSA for many pa-
tients, restoring their ability to en-
joy foods during a time in which nu-
trition can play a key role in their re-
covery. This research could help us 
develop TSA-targeted biomarkers 
and strategies for improving quality 
of life during chemotherapy. Cancer 
patients and their supporting family 
and friends may again find comfort 
in enjoying a meal together. “

The transdisciplinary team, in-
cluding William Ray, Department 
of Biochemistry; Andrea Diet-
rich, of the Charles E. Via Jr. De-
partment of Civil and Environ-
mental Engineering in the College 

body of work through the applica-
tion of lactoferrin supplements in 
treating taste and smell abnormal-
ities.

The team’s findings will make 
it possible for cancer patients to 
taste foods properly and to en-
joy a healthier appetite, enabling 
more optimal nutrition during a 
critical period of recovery. Lacto-
ferrin supplementation also en-
hances the expression of salivary 
immune proteins, which may help 
reduce oxidative stress and re-
sulting side effects. Oral infec-
tions, such as thrush, also may be 
diminished.

nutrition  41

http://dx.doi.org/10.1039/c8fo00813b
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Low carbohydrate diets are unsafe 
and should be avoided

Low carbohydrate diets are un-
safe and should be avoided, ac-
cording to a large study presented 
at European Society of Cardiology 
Congress 2018.

Study author Professor Maciej 
Banach, of the Medical Universi-
ty of Lodz, Poland, said: “We found 
that people who consumed a low 
carbohydrate diet were at greater 
risk of premature death. Risks were 
also increased for individual causes 
of death including coronary heart 
disease, stroke, and cancer. These 
diets should be avoided.”

Obesity is a major health is-
sue worldwide and raises the risk 
of several chronic conditions, in-
cluding cardiovascular disease, 
hypertension, type 2 diabe-
tes, and cancer. Different diets 
have been suggested for weight 
loss, such as diets low in car-
bohydrates and high in protein 
and fat. The long-term safety of 
these diets is controversial, with 
previous studies reporting con-
flicting results of their influence 
on the risk of cardiovascular dis-
ease, cancer, and death.

This study prospectively ex-
amined the relationship between 
low carbohydrate diets, all-cause 
death, and deaths from coronary 
heart disease, cerebrovascular dis-
ease (including stroke), and cancer 
in a nationally representative sam-
ple of 24,825 participants of the 
US National Health and Nutrition 
Examination Survey (NHANES) 
during 1999 to 2010. Compared 
to participants with the highest 
carbohydrate consumption, those 
with the lowest intake had a 32% 
higher risk of all-cause death over 
an average 6.4-year follow-up. In 

addition, risks of death from cor-
onary heart disease, cerebrovas-
cular disease, and cancer were in-
creased by 51%, 50%, and 35%, 
respectively.

The results were confirmed in a 
meta-analysis of seven prospective 
cohort studies with 447,506 par-
ticipants and an average follow-up 
15.6 years, which found 15%, 13%, 
and 8% increased risks in total, car-
diovascular, and cancer mortality 
with low (compared to high) carbo-
hydrate diets.

Professor Banach said: “Low 
carbohydrate diets might be useful 
in the short term to lose weight, 
lower blood pressure, and im-
prove blood glucose control, but 
our study suggests that in the 
long-term they are linked with an 
increased risk of death from any 
cause, and deaths due to cardio-

vascular disease, cerebrovascular 
disease, and cancer.”

Participants in the NHANES 
study had an average age of 47.6 
years, and 51% were women. They 
were divided into quartiles based 
on the usual percentage of carbo-
hydrates in their diet. The risks of 
all-cause and cause-specific death 
over an average 6.4-year follow-up 
rose with each fall in carbohydrate 
intake, and remained significant af-
ter adjusting for all available factors 
that might have influenced the as-
sociation.

The researchers also exam-
ined the link between all-cause 
death and low carbohydrate di-
ets for obese (body mass index 
[BMI] 30 kg/m2 or greater) and 
non-obese (BMI under 30 kg/m2) 
participants in two age groups 
(55 years and older versus under 

http://www.escardio.org/
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55) and found that the link was 
strongest in the non-obese older 
participants.

Regarding the mechanisms un-
derlying the correlation between 
low carbohydrate diets and death, 
Professor Banach noted that an-
imal protein, and specifically red 
and processed meat, has already 

been linked with an increased risk 
of cancer. He said: “The reduced 
intake of fibre and fruits and in-
creased intake of animal protein, 
cholesterol, and saturated fat with 
these diets may play a role. Dif-
ferences in minerals, vitamins and 
phytochemicals might also be in-
volved.”

He concluded: “Our study high-
lights an unfavourable associa-
tion between low carbohydrate di-
ets and total and cause-specific 
death, based on individual data and 
pooled results of previous stud-
ies. The findings suggest that low 
carbohydrate diets are unsafe and 
should not be recommended.”

Consuming milk at breakfast  
lowers blood glucose throughout the day

A change in breakfast routine 
may provide benefits for the man-
agement of type 2 diabetes, ac-
cording to a new study published 
in the Journal of Dairy Science. H. 
Douglas Goff, PhD, and the team 
of scientists from the Human Nu-
traceutical Research Unit at the 
University of Guelph (Canada), in 
collaboration with the University 
of Toronto, examined the effects 
of consuming high-protein milk at 
breakfast on blood glucose levels 
and satiety after breakfast and af-
ter a second meal. Milk consumed 
with breakfast cereal reduced 
postprandial blood glucose con-
centration compared with water, 
and high dairy protein concentra-
tion reduced postprandial blood 
glucose concentration compared 
with normal dairy protein concen-
tration. The high-protein treat-
ment also reduced appetite after 
the second meal compared with 
the low-protein equivalent.

“Metabolic diseases are on the 
rise globally, with type 2 diabetes 
and obesity as leading concerns in 
human health,” Dr. Goff and team 
said. “Thus, there is impetus to de-
velop dietary strategies for the risk 
reduction and management of obe-
sity and diabetes to empower con-

sumers to improve their personal 
health.”

In this randomized, controlled, 
double-blinded study, the team 
examined the effects of increas-
ing protein concentration and in-
creasing the proportion of whey 
protein in milk consumed with a 
high-carbohydrate breakfast ce-
real on blood glucose, feelings of 
satiety, and food consumption 
later in the day. Digestion of the 
whey and casein proteins natural-
ly present in milk releases gastric 
hormones that slow digestion, in-
creasing feelings of fullness. Di-
gestion of whey proteins achieves 
this effect more quickly, whereas 
casein proteins provide a longer 
lasting effect.

Although the team only found 
a modest difference in food con-
sumption at the lunch meal when 
increasing whey protein at break-
fast, they did find that milk con-
sumed with a high-carbohydrate 
breakfast reduced blood glucose 
even after lunch, and high-protein 
milk had a greater effect. Milk with 
an increased proportion of whey 
protein had a modest effect on pre-
lunch blood glucose, achieving a 
greater decrease than that provid-
ed by regular milk.

According to Dr. Goff and col-
leagues, “This study confirms 
the importance of milk at break-
fast time to aid in the slower di-
gestion of carbohydrate and to 
help maintain lower blood sug-
ar levels. Nutritionists have al-
ways stressed the importance of 
a healthy breakfast, and this study 
should encourage consumers to 
include milk.”

http://dx.doi.org/10.3168/jds.2018-14419
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Correlation between genetics
and obesity is modified by diet

A correlation between obesity 
and genetics has been found to be 
modified by diet, according to a sci-
entific paper in the American Jour-
nal of Clinical Nutrition. A research 
group led by a U.S. Department of 
Agriculture (USDA) scientist found 
that a specific gene—APOA2—can 
result in a higher body mass index 
(BMI).

The APOA2 gene encodes a 
protein that is part of high-density 
lipoprotein (HDL) cholesterol, so-
called “good” cholesterol. An epige-
netic mark, which can be thought 
of as a type of natural chemical 
decoration on the genome that 
regulates gene activity, can be in-
duced and modified by environ-
mental factors, such as dietary in-
take and lifestyle habits.

Led by molecular biologist 
Chao-Qiang Lai from Agricultural 
Research Service’s (ARS) Nutrition 
and Genomics Laboratory at Tufts 
University, Boston, the study found 
the same epigenetic mark also is 
likely associated with greater ap-
petite, and this can result in great-
er food consumption and a high-
er BMI. This study is the first of its 
kind to take such an in-depth ex-
amination of a gene-diet interac-
tion, one that pertains to obesity 
and the differential response to di-
etary saturated fat between indi-
viduals carrying variants of a spe-
cific gene, APOA2.

The research group started with 
80 individuals and then replicat-
ed their initial findings in two addi-
tional populations. They found per-
sons who took in a high-saturat-
ed fat diet and carried the APOA2 
variant had a stronger epigenetic 
mark near APOA2. This variant has 

a role in regulating the activity of 
the APOA2 gene.

“Obesity is not simply a result of 
food intake alone. It is a product of 
genetic and environmental factors 
acting together,” says Dr. Jose Ordo-
vas, the senior author and director 
of Nutrition and Genomics, the Jean 
Mayer USDA Human Nutrition Re-
search Center on Aging (HNRCA) at 
Tufts University. “Among the latter, 
diet is the most important. We re-
fer to these combinations of genet-
ic and dietary factors acting togeth-
er on a health outcome as ‘gene-di-
et interactions.’”

“In the current study, we sought 
to gain an understanding of the bi-
ological mechanisms driving this 
interaction between APOA2, sat-
urated fat in the diet and obesity. 
We selected participants in three 
groups according to this genetic 
factor and conducted a series of 
molecular analyses,” says Lai. The 
group’s analyses identified an epi-

genetic mark—a genetic feature 
not directly governed by the ge-
netic code—that is associated with 
saturated fat intake exclusively 
in subjects who carry this genet-
ic factor. According to Lai, these 
discoveries could explain why in-
dividuals with this genetic factor 
consume more food and have a 
higher BMI.

In earlier studies, the research 
group found and replicated an in-
teraction between dietary fat and 
a genetic variant of APOA2 for the 
outcome of body weight. Specifi-
cally, greater consumption of satu-
rated fats (found mostly in foods of 
animal origin) was associated with 
greater weight in people who car-
ried this genetic factor.

The current research study iden-
tified biochemical, physiological and 
genetic processes that are involved 
in this common gene-diet interac-
tion. “Altogether, these findings in-
crease our understanding of how 
genetics and diet act together to 
promote weight gain and may even-
tually have implications for dietary 
recommendations that make use of 
genetic information,” says Lai.

https://doi.org/10.1093/ajcn/nqy081
https://doi.org/10.1093/ajcn/nqy081
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Vitamin D supplements may promote 
weight loss in obese children

Vitamin D supplements may 
promote weight loss and reduce 
risk factors for future heart and 
metabolic disease in overweight 
and obese children, according to 
research presented at the 57th 
Annual European Society for Pae-
diatric Endocrinology Meeting. 
These findings indicate that sim-
ple vitamin D supplementation 
may be part of an effective strate-
gy to tackle childhood obesity and 
reduce the risk of serious health 
problems, such as heart disease, in 
adulthood.

Obesity in childhood and ado-
lescence represents a major health 
problem worldwide, which leads 
to the development of expensive, 
serious and debilitating complica-
tions, including heart disease and 
diabetes, in later life. Although 
vitamin D deficiency is typical-
ly associated with impaired bone 
health, in recent years it has been 
increasingly linked with increased 
body fat accumulation and obesi-
ty, with the precise nature of this 
relationship currently under in-
tense investigation by research-
ers. However, the effect of vitamin 
D supplementation on the weight 
and health of obese children and 
adolescents had not yet been in-
vestigated.

In this study, Dr. Christos Gi-
annios, Prof. Evangelia Char-
mandari and colleagues at the Uni-
versity of Athens Medical School 
and the ‘Aghia Sophia’ Children’s 
Hospital in Athens, assessed 232 
obese children and adolescents 
over 12 months, with 117 ran-
domly assigned to receive vita-
min D supplementation, in accord-
ance with the Endocrine Socie-

ty’s guidelines on treatment and 
prevention of deficiency. Levels 
of vitamin D, body fat, and blood 
markers of liver function and heart 
health were assessed at the start 
of the study and 12 months later. 
The study reported that children 
given vitamin D supplements had 

significantly lower body mass in-
dex, body fat and improved cho-
lesterol levels after 12 months of 
supplementation.

“These findings suggest that 
simple vitamin D supplementa-
tion may reduce the risk of over-
weight and obese children de-
veloping serious heart and met-
abolic complications in later life,” 
says lead researcher Prof Char-
mandari.

The team now plan to investi-
gate the effects of vitamin D sup-

plementation on the health of 
obese children and adolescents 
that already have unhealthy condi-
tions, such as high blood pressure, 
high blood glucose and high cho-
lesterol, all of which increase the 
risk of heart disease, stroke and di-
abetes.

Prof Charmandari cautions, 
“Although these initial findings 
indicate that vitamin D could be 
used in the treatment of obesity, 
there remains a lack of evidence 
on the safety and long-term ef-
fects of supplementation, particu-
larly if there is no vitamin D de-
ficiency. However, if your child 
is overweight or obese I recom-
mend that you consult your pri-
mary care physician for advice 
and consider having their vitamin 
D levels tested.”

https://www.eurospe.org/
https://www.eurospe.org/
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Taste is key in promoting 
insect-based food

A new study finds that promot-
ing insect-based food as pleasur-
able, rather than healthy or envi-
ronmentally friendly, could be the 
most effective marketing strategy 
for these currently taboo or unap-
pealing foods. Published in Fron-
tiers in Nutrition as part of a spe-
cial research collection on food 
systems, the study is the first to 
compare promotional methods for 
insect-based food. Promoting in-
sects as tasty, or even as a luxuri-
ous and exotic delicacy, could help 
to change attitudes and achieve 
more sustainable food production 
and healthier diets.

Food production accounts for an 
enormous 25% of all human green-
house gas emissions. Livestock is a 
huge contributor to these emissions 
and researchers and policymakers 
are trying to develop and promote 
more sustainable ways to produce 
animal protein. One controversial 
option is farming and eating insects.

“Insects have numerous health 
benefits as a source of protein and 
dramatically outperform conven-
tional meats in terms of green-
house gas emissions,” said Profes-
sor Sebastian Berger, of the Univer-
sity of Bern in Switzerland. “There-
fore, insect-based food might help 
in the fight against climate change.”

Despite these benefits, peo-
ple in Western countries rarely eat 
insects. Many people are wary or 
even disgusted at the thought of 
eating insect-based food. However, 
many of these same people will hap-
pily eat a lobster or crayfish, despite 
their insect-like appearance – so it is 
possible such attitudes can change.

So far, no-one had investigat-
ed the best way to promote or mar-

ket insects so that they are more 
appealing to the public. Highlight-
ing their health and environmental 
benefits seems like an intuitive way 
to do this, as social labels such as 
“eco-friendly” or “fair trade” have 
appealed to consumers in the past.

Berger and colleagues set out 
to investigate the factors influenc-
ing people’s attitudes towards in-
sect-based food. They asked mem-
bers of the public in Cologne, Ger-
many, to participate in the study. 
First, the participants viewed an ad-
vertisement for a company offering 
insect-based food. Some of the ad-
vertisements aimed to highlight the 
environmental or health benefits of 
the food, while others highlighted 
pleasurable aspects, such as its taste. 
Then, the participants had the op-
tion to eat a mealworm chocolate 
truffle. They completed a question-
naire to record their expectations 
about the truffle quality and whether 
they were willing to try it. Those who 
tried the truffle also rated how nice 
it tasted. Surprisingly, the research 

team found that advertisements 
promoting health and environmen-
tal benefits were significantly less ef-
fective than those promoting pleas-
urable aspects of the food. Claims of 
quality and luxury enhanced the par-
ticipants’ expectations of the truffle 
and made them more likely to try 
it. These participants also rated the 
taste of the truffles more highly.

So, why may insects differ from 
other products where social issues 
have positively influenced sales? 
Long-term social considerations, 
such as environmental protection or 
improved health, don’t appear to be 
enough for consumers to overcome 
the insect “disgust” factor. As peo-
ple’s aversion towards insects is large-
ly emotional rather than rational, it 
makes sense to try to influence their 
emotions rather than make ration-
al appeals about long-term issues.

The team’s results suggest that 
future marketing campaigns should 
portray insect-based food as deli-
cious, trendy or even luxurious, if 
they are to effectively change peo-
ple’s eating habits. Further larg-
er studies are needed to estab-
lish if a large-scale switch from 
conventional animal protein to in-
sect-based foods is feasible.

http://dx.doi.org/10.3389/fnut.2018.00088
http://dx.doi.org/10.3389/fnut.2018.00088
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Diet affects the breast 
microbiome in mammals

Diet influences the composi-
tion of microbial populations in the 
mammary glands of nonhuman pri-
mates, researchers report in the 
journal Cell Reports. Specifical-
ly, a Mediterranean diet increased 
the abundance of probiotic bacte-
ria previously shown to inhibit tu-
mor growth in animals.

“We showed for the first time 
that breast-specific microbiome 
populations are significantly af-
fected by diet, and this was in a 
well-established nonhuman pri-
mate model of women’s health, in-
creasing the likelihood that these 
findings will be important for hu-
man health,” says first author Carol 
Shively of the Wake Forest School 
of Medicine. “The breast microbi-
ome is now a target for interven-
tion to protect women from breast 
cancer.”

Diet has been extensively stud-
ied as a lifestyle factor that could 
influence breast cancer develop-
ment. Breast cancer risk in women 
is increased by consumption of a 
high-fat Western diet full of sweets 
and processed foods but reduced 
by a healthy Mediterranean diet 
consisting of vegetables, fish, and 
olive oil. Intriguingly, a recent study 
in humans revealed that malignant 
breast tumors have a lower abun-
dance of Lactobacillus bacteria 
compared to benign lesions, sug-
gesting that microbial imbalances 
could contribute to breast cancer.

“However, it was unknown 
what possible factors could modu-
late the breast tissue microbiome,” 
says senior study author Katherine 
Cook of the Wake Forest School of 
Medicine. “Diet is a strong influ-
encer on the gut microbiome, so 

we decided to test the hypothe-
sis that diet can impact mammary 
gland microbiota populations.”

To address this question, Shively 
and Cook used macaque monkeys 
because the animals mimic human 
breast biology and have been used 
to study breast cancer risk. One ad-
vantage over human studies is that 
the food intake of the monkeys can 
be carefully controlled for a pro-
longed period of time, increasing 
the chance of observing profound 
effects of diet.

The researchers assigned 40 
adult female monkeys to receive ei-
ther a Western or a Mediterranean 
diet for 31 months. The breast tis-
sue of monkeys that consumed a 
Mediterranean diet had a 10-fold 
higher abundance of Lactobacillus, 
which is commonly used in probiot-
ics and has been shown to decrease 
tumor growth in animals with breast 
cancer. The Mediterranean diet also 
increased levels of bile acid metabo-
lites and bacterial-processed bioac-
tive compounds that may decrease 
breast cancer risk.

Taken together, these results 
suggest that diet directly influences 
microbiome populations outside of 
the intestinal tract and could impact 
mammary gland health. But for now, 
it is not clear what impact these mi-
crobes or microbial-modified me-
tabolites have on breast cancer risk.

Moving forward, the Cook lab 
plans to investigate the physiologi-
cal impact of increased Lactobacil-
lus in mammary gland tissue. They 
will also assess whether oral inter-
ventions such as fish oil or probi-
otic supplements can impact mi-
crobial populations in mammary 
glands and breast tumors. In addi-
tion, they are exploring the role of 
bacterial-modified bioactive com-
pounds and bile acids on inflamma-
tion, breast cancer tumor growth, 
and therapeutic responsiveness.

“Our future studies are de-
signed to validate the use of probi-
otics, fish oil, or antibiotics during 
neoadjuvant therapy to improve 
therapeutic outcomes,” Cook says. 
“We hope to translate our studies 
into the clinic in the near future.”

http://dx.doi.org/10.1016/j.celrep.2018.08.078


 italian food & beverage technology - xci (2019) - march

50

Effects of replacing diet beverages 
with water on weight loss

Beneficial effects of replacing 
diet beverages (DBs) with water on 
weight loss, during a 24-week hy-
poenergetic diet were previously 
observed. However, it is not known 
whether this difference is sustained 
during a subsequent 12-month 
weight maintenance period. 

Researchers from the University 
of Nottingham, UK, evaluated the 
effects of replacing DBs with water 
on body weight maintenance over 
a 12-month period in participants 
who undertook a 6-month weight 
loss plan. The study was published 
on International Journal of Obesity 
42, (4): 835-840, 2018.

Seventy-one obese and over-
weight adult women (body mass 
index (BMI): 27-40 kg m-2; age: 

18-50 years) who usually con-
sumed DBs in their diet were ran-
domly assigned to either substi-
tute water for DBs (water group: 
35) or continue drinking DBs five 
times per week (DBs group: 36) 
after their lunch for the 6-month 
weight loss intervention and sub-
sequent 12-month weight mainte-
nance program. 

As a result, a total of 71 par-
ticipants who were randomly as-
signed were included in the study 
by using an intention-to-treat anal-
ysis. Greater additional weight 
loss (mean s.d.) in the water group 
was observed compared with the 
DBs group after the 12-month fol-
low-up period (-1.7±2.8 vs -0.1±2.7 
kg, P=0.001). BMI decreased more 

in the water group than in the DBs 
group (-0.7±1 vs -0.05±1.1 kg m-2, 
P=0.003). There was also a great-
er reduction in fasting insulin lev-
els (-0.5±1.4 vs -0.02±1.5 mmol 
l-1, P=0.023), better improvement 
in homeostasis model assessment 
of insulin resistance (-0.2±0.4 vs 
-0.1±0.3, P=0.013) and a greater 
decrease in 2-h postprandial plas-
ma glucose (-0.2±0.3 vs -0.1±0.3 
mmol l-1, P<0.001) in the water 
group compared with the DBs over 
the 12-month weight maintenance 
period. 

In conclusions, replacement of 
DBs with water after the main meal 
in women who were regular users 
of DBs may cause further weight re-
duction during a 12-month weight 
maintenance program. It may also 
offer benefits in carbohydrate me-
tabolism including improvement 
of insulin resistance over the long-
term weight maintenance period.

http://dx.doi.org/10.1038/ijo.2017.306
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The plant kingdom flourishes

According to the Innova Market Insights’ 2018 Consumer Lifestyles Sur-
vey, 8 in 10 US consumers have changed their own or their family’s diet to 
try to be healthier, with over 39% of them have increased their consumption 
of fruit and vegetables in order to be healthy. 

Interest in plant-based nutrition shows no signs of slowing down, with 
The plant kingdom being one of Innova Market Insights’ Top Trends for 2019. 
Companies and brands are greening up their portfolios to attract consum-
ers who want to add more plant-based options to their diets. For the main-
stream consumer, going plant based is about achieving a healthy and sus-
tainable balance between meat and vegetables rather than adopting an all-
or-nothing way of eating. 

consumer trends

http://www.innovamarketinsights.com/
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“Although vegan numbers are rising globally – reports Lu Ann 
Williams, Director of Innovation at Innova Market Insights – this has 
not been the key factor in the growing interest in plant-based eating. 
Rather it is the well-documented boom in the popularity of flexitari-
an diets that is fueling the mainstreaming of vegan products and the 
use of vegan-friendly certification.” 

The appeal of plant-based alternatives has widened far beyond 
the relatively small group of people who avoid animal products 
for ethical reasons, to the much larger group of people looking for 
healthier, cleaner foods. As a result, vegan labelling and certifica-
tion schemes are now increasingly common in the mainstream food 
and beverage market across a whole range of product sectors. 

Nearly 6% of global food and beverage launches recorded by 
Innova Market Insights in the 12 months to the end of September 
2018, used vegan-friendly positionings, up from just 1.4% five years 
previously. Even in the relatively developed US market, shares has 
more than doubled from 3.4% to 8% over the same period, while in 
the UK it is up from less than 5% to a substantial 13.5%. 

The broadening interest in plant-based diets has also resulted in 
meat alternatives moving beyond their original vegetarian and ve-
gan domain to encompass a much broader base of flexitarians, as NPD has 
been focusing on improving quality to replicate real meat. Meat substitutes ac-
counted for 14% of global meat launches in the first nine months of 2018, up 
from 6% in 2013. There has been considerable activity and innovation from 

new plant-based meat brands targeting opportu-
nities for good-tasting, nutritious and sustainable 
options among vegetarians, vegans, meat reduc-
ers and flexitarians. 

The dairy alternatives market has also been 
a beneficiary of the interest in plant-based diets, 
with the growing availability and promotion of 
plant-based options to traditional lines, especial-
ly dairy beverages, but also cultured products such 
as yogurt, frozen desserts, and ice cream, cream-
ers, and cheese. In the move to offer something 
new, we are also seeing an increasing variety of 
non-soy plant-based ingredients for beverages, in-
cluding cereals such as rice, oats and barley and 
nuts, such as almonds, hazelnuts, cashews, wal-
nuts and macadamias, as well as coconut and more 
unusual options such as lupin, hemp and flaxseed. 

“Plant based innovation is flourishing” con-
cludes Williams “with health, sustainability and 
ethics making plant-derived products and ingre-
dients increasingly popular. Innova Market In-
sights data indicate that plant-based claims rose 
62% globally (CAGR 2013-2017), with further 
growth to come in areas such as plant proteins, 
active botanicals, sweeteners, herbs and sea-
sonings, and coloring foodstuffs.” 

www.innovamarketinsights.com

http://www.innovamarketinsights.com
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Healthy confectionery 
is better in Asia-Pacific

Rising disposable incomes and 
increasing health awareness across 
emerging countries in the Asia-Pa-
cific (APAC) region are boosting 
the demand for functional prod-
ucts in the confectionery sector. As 
a result, manufacturers must posi-
tion their products as healthy offer-
ing rather than just gourmet treats, 
says leading data and analytics 
company GlobalData.

The company’s report, ‘Oppor-
tunities in the Asia-Pacific Con-
fectionery Sector’, reveals that 
the market, which was valued at 
US$39.2bn in 2017, is expected to 
register the fastest growth across 
regions with a compound annual 
growth rate (CAGR) of 5.6% over 
the period 2017–2022.

Debakshi Sarkar, Consumer Ana-
lyst at GlobalData, says: “The grow-
ing popularity of natural ingredients, 
which are free from artificial flavors 
and preservatives, in food is boost-
ing the demand for confectionery 
products. In addition, the sizeable 
proportion of young age consum-
ers with adventurous palates is fuel-
ling the growth for novel varieties 
of confectionery products in the re-
gion.”

Within APAC, China held the 
largest value share with 42%, fol-
lowed by Japan (25.5%), India 
(10.1%) and Australia (7.1%) in 
2017. India is expected to register 
the fastest value CAGR of 10.3%, 
followed by China with 6.7% dur-
ing the review period.

In terms of categories, sugar confectionery accounted for the largest share 
with 43.3%, followed by chocolate (37.7%) during the same year.

Demand for these categories is driven by consumers seeking a gourmet 
treat after a busy day. This is also supported by GlobalData’s 2018 Q3 con-
sumer survey, according to which 58% consumers across the Asia & Australa-
sia region stated that they consume chocolate/sugar confectionery while re-
laxing at home.

The top three companies in the APAC confectionery sector accounted for 
36.5% value share in 2017. Mars, Incorporated led with 14.4% value share, 
followed by Mondelez International, Inc at 12.8% and Lotte Co., Ltd. at 9.3% 
while private label products accounted for 2.5% share during the same year.

Sarkar concludes: “With the increasing health awareness levels among 
consumers, the confectionery sector is expected to witness a growing de-
mand for functional chocolates which are high in nutritional value. There-
fore, confectionery manufacturers must position their products as a healthy 
offering rather than just a gourmet treat, in order to cater to a wider consum-
er base.”

www.globaldata.com

http://www.globaldata.com/
https://www.globaldata.com/store/report/cs0077rr--opportunities-in-the-asia-pacific-confectionery-sector-analysis-of-opportunities-offered-by-high-growth-economies/
https://www.globaldata.com/store/report/cs0077rr--opportunities-in-the-asia-pacific-confectionery-sector-analysis-of-opportunities-offered-by-high-growth-economies/
https://www.globaldata.com/store/report/cs0077rr--opportunities-in-the-asia-pacific-confectionery-sector-analysis-of-opportunities-offered-by-high-growth-economies/
http://www.globaldata.com
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New trends 
for sweets and snacks

With one in four global consumers increasing their consumption of con-
fectionery over the past year (Innova Market Insights Consumer Survey, 
2018) because “there is more variety & novelty available,” the food indus-
try is responding. New data from Innova Market Insights finds a 15% aver-
age annual growth in global confectionery launches with a “discovery” claim 
(CAGR 2013-2017). 

Consumer curiosity to discover something new and different is 
leading to more unusual and often bolder flavors and blends, sur-
prise textures and a greater focus on visual appeal in the sweets 
and snacks arena. 

Heightened sensory delivery is also being increasingly combined 
with an element of the unexpected. As such, we are seeing activi-
ty in areas such as unusual colors, popping candy, hot & spicy op-
tions, cooling effects and more interactive, personalized packaging. 

Amid this dynamic environment, a 17% average annual growth 
in confectionery and snacks launches over the past five years (Glob-
al, CAGR 2014-2018) has been reported. 

Snacking is no longer the optional extra, but the definitive occasion. 
Companies are focusing their new product development on trends 
such as bite-site formats and on-the-go options. There is a 20% growth 
in new snack launches with “bite-site” claim (Global, 2018 vs. 2017). 

The three leading drivers of choice in snacks and confection-
ery remain flavor, cost and indulgence, with health considerations lower 
down the pecking order in this segment. “In the light of rising health aware-
ness, consumers are not necessarily reducing confectionery consumption 
levels,” Lu Ann Williams, Director of Innovation at Innova Market Insights 
notes. Confectionery remains an affordable everyday treat that is success-
fully building on opportunities around premiumization, sharing and gifting. 

Even the move to plant-based eating has been seen in confectionery as 
well as snacks as brands “green up” their portfolios to attract the mainstream 
consumers who want to add more plant-based options to their diets. Both 
categories are seeing more plant-based ingredients and flavors, with veg-
an-friendly positionings also increasingly in evidence. 

The use of vegan-friendly claims for global confectionery and snacks NPD 
rose an average of 27% annually over the 2014 to 2018 period, according to 
Innova Market Insights data. These launches now account for 6.6% of new 
launches in 2018, which is slightly higher than the 6.2% penetration level for 
food and drinks launches as a whole. 

www.innovamarketinsights.com

http://www.innovamarketinsights.com/
http://www.innovamarketinsights.com
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Savory foods may promote 
healthy eating through 
effects on the brain

Neuropsychopharmacology, researchers evaluat-
ed changes in the brains of healthy young women 
after they consumed chicken broth with or with-
out MSG added.

The investigators used three laboratory tools to 
detect changes: a computer test that measured in-
hibitory control (a key mental process that is neces-
sary for self-regulation of eating), a buffet meal dur-
ing which participants ate freely while wearing spe-
cial glasses that tracked eye movements, and a func-

tional brain scan that measured brain activity while participants made food 
choices. Following intake of the umami-rich broth, participants performed the 
inhibitory control test better, had more focused gazes during the meal, and had 
more engagement of a brain area that is linked to successful self-regulation 
during food choice. Also, after consuming the umami-rich broth, those at high-
er risk of obesity consumed less saturated fat during the meal.

“Previous research in humans studied the effects of umami broths on ap-
petite, which is typically assessed with subjective measures. Here, we ex-
tended these findings replicating the beneficial effects of umami on healthy 
eating in women at higher risk of obesity, and we used new laboratory meas-
ures that are sensitive and objective,” said senior author Miguel Alonso-Alon-
so, MD, PhD, an Assistant Professor at the Center for the Study of Nutrition 

Medicine in BIDMC’s Department of Surgery, BIDMC. 
He also noted that much research has examined the ef-
fects of sugar and sweetness on the brain, but the study 
of savory taste has been limited.

The results may open new ways to facilitate healthy 
eating and reduce food intake in the general popula-
tion. “Many cultures around the world advocate drink-
ing a broth before a meal. Our study suggests the pos-
sibility that people at high risk of obesity could ben-
efit from an umami-rich broth before a meal to facili-
tate healthy eating and healthy food choice,” said Alon-
so-Alonso. “However, here we only evaluated immedi-
ate effects and in a laboratory context. Future research 
should address whether these observed changes can 
accumulate and affect food intake over time and/or 
whether they can be leveraged to help people lose 
weight more successfully.”

Researchers have found 
that consuming a broth rich 
in umami – or savory taste 
– can cause subtle changes 
in the brain that promote 
healthy eating behaviors 
and food choices, especially 
in women at risk of obesity.

Umami is a Japanese 
word to express a delicious, 
savory meal, and it repre-
sents one of the five basic 
tastes, together with sweet, 
salty, bitter, and sour. A key 
component of umami taste 
is glutamate, a naturally oc-
curring non-essential ami-
no acid that can be found 
in nearly all foods, and especially in 
foods high in protein such as dairy 
products, fish, and meat.

Previous experimental studies 
have shown that intake of a broth 
or soup supplemented with mon-
osodium glutamate (MSG), a so-
dium salt of glutamate, prior to a 
meal can decrease appetite and 
food intake, especially in women 
with a propensity to overeat and 
gain weight. In a study published in 

https://doi.org/10.1038/s41386-018-0044-6
https://www.bidmc.org/
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The three global food 
and drink trends 
for 2019 according Mintel

Mintel, the world’s leading market intelligence agency, has an-
nounced three forward-looking trends which will lead the momentum of 
global food and drink innovation in 2019 and beyond.
• Evergreen Consumption: A circular view of sustainability that spans the 

entire product lifecycle requires action from suppliers to consumers.
• Through the Ages: Food and drink will build on today’s dialogue about 

wellness and transition into more solutions for healthy ageing.
• Elevated Convenience: To match the premium expectations of con-

sumers in the on-demand age, convenience food and drink will get an 
upgrade.
Looking ahead, Jenny Zegler, Associate Director, Mintel Food and 

Drink, discusses how issues of sustainability, health and wellness, and 
convenience will inspire formulation, packaging, marketing and more in 
the years to come: “In 2019, support of and demand for more corpo-
rate sustainability programmes will grow as consumers better understand 
what’s required to get closer to achieving a truly circular food and drink 
economy. These sustainability efforts will include not only improving ac-
cess to recycling, but creating products with ingredients that are grown in 
accordance to regenerative agriculture practices.

“Expect to also see food and drink manufacturers look to the 
beauty and personal care industry for inspiration for healthy age-
ing product development. More food and drink will address lon-
gevity-related health concerns, be marketed with positive lan-
guage that rejects terms like ‘anti-ageing’ for its negative conno-
tations, and appeal across ages.

“Finally, we predict the rising segment of consumers who are 
often on-the-go, yet want to spend more time at home will in-
crease demand for upscale, ‘speed scratch’ solutions and restau-
rant-quality, ready-to-consume products. As meal kits and food-
service-inspired beverages lead the way, there will also be more 
opportunities for brands to develop healthy, flavourful, custom-
isable, and quick premium convenience products for breakfast, 
lunch, dinner, snacks and dessert occasions.”

product trends

http://www.mintel.com/
http://www.mintel.com/global-food-and-drink-trends/
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Evergreen Consumption

The definition of sustainability is extending to encompass the entire prod-
uct lifecycle. From farm to retailer to fork to bin and, ideally, to rebirth as a 
new plant, ingredient, product or package, this 360-degree approach will en-
sure resources are kept in use for as long as possible. The movement towards 
circularity as the new sustainability will require collaboration between suppli-
ers, manufacturers, governments, nonprofits, retailers and consumers.

A seismic shift in how consumers think about plastic is underway, with 
bio-based packaging materials set to be a key component to the next gen-
eration of responsible packaging. In 2019 and beyond, sustainability efforts 
will include not only improving access to recycling, but incentivising consum-
ers to recycle packaging and offering upcycled goods. At the same time, ef-
forts to improve air pollution, support plant welfare, restore soil health and 
embrace regenerative agriculture will emerge as crucial elements of holis-
tic sustainability programmes that are important to companies and consum-
ers alike.

Through the Ages

Preparing oneself for a longer, healthier lifespan is particularly relevant as 
consumers prioritise health and wellness as a holistic, proactive, and ongoing 
pursuit. Longer lifespans present significant opportunities for food and drink 
manufacturers to take inspiration from the beauty industry, which has suc-
cessfully established a model for healthy ageing by designing proactive prod-
ucts that are marketed with positive language to people of all ages.

Specific to the world’s diverse senior populations, their needs can be ad-
dressed through food and drink for medical purposes, as well as products de-
signed for prevention, with formulations that are nutritious, flavourful, and 
easy to consume. Yet as humans are living longer, more food and drink can 
be formulated to address concerns from people of all ages about bone, joint, 
brain and eye health as well as other age-related health concerns.

 
Elevated Convenience

From breakfast to dinner, a new generation of modern convenience food 
and drink is emerging as manufacturers respond to rising healthy eating pri-
orities, quests for foodie-inspired flavours, interests in personalisation and 
competition from speedy delivery services. Looking ahead, a new wave of 
shortcuts will be available, offering new conveniences such as the expansion 
of individual meal kits sold at retail, foodservice-inspired packaged beverag-
es, and a new generation of prepared meals, sides, and sauces that emulate 
the flavours and formats of restaurant meals. 

Advancements in technology also will elevate the expectations of conve-
nient food and drink options for consumers moving forward, from planning to 
shopping to preparation. Interest in premium convenience will not be limit-
ed to dinnertime, creating opportunities for every meal, snack, and beverage 
break.

www.mintel.com

http://www.mintel.com
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Europe now dominates craft 
beer innovation

 

According to Mintel Global New Products Database (GNPD), only five 
years ago (2013) North America (and the US especially) dominated the global 
craft beer industry, accounting for 52% of all craft beer retail launches com-
pared to just 29% for Europe. Since then, the story has flipped. In 2017, 54% 
of launches originated in Europe, and just 19% in North America. Since 2013, 
Europe’s craft beer scene has experienced huge growth with new craft beer 
product launches more than doubling, experiencing growth of 178%. While 
the US is still the single most innovative market globally, with 17% of all glob-
al craft beer launches originating there in 2017, six of the top ten most inno-
vative markets are in Europe.
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Jonny Forsyth, Associate Director, Mintel Food & Drink, said: “Over the 
last few years, interest in craft beer has migrated from the US into the UK and 
now into continental Europe. Our research suggests that Europeans are embrac-
ing craft beer because they are looking for new, more exciting offerings compared 
to their usual beer options, especially in markets such as Germany, where brewers 
and beer styles have remained unchanged for centuries. While markets like Ger-
many, Belgium and Czech Republic are still dominated by their own beer styles 
when it comes to innovation, consumer interest in craft beers is already there and 
offers ample opportunities for manufacturers.”

Indeed, beer drinkers in Poland (64%), France (63%), Italy (61%) and Germa-
ny (50%) are all interested in trying different types of craft beer, such as Indian 
Pale Ales or other pale ales, which are already common place in the more ma-
ture UK craft beer market. Europeans are also willing to spend more on craft 
beer. Around half of beer consumers in Italy (52%), France (51%), Germany 
(46%) and the UK (45%) agree that craft beer ‘is worth the extra money’.

 “Craft is the ‘new premium’ in beer, and consumers are happy to pay more for 
smaller-batch, more hand-crafted options, rather than those that are mass-pro-
duced. For these consumers, craft beer taps into their desire for new experiences 
with a nod to the past for inspiration, offering new beer styles that they have nev-
er drunk before.” Jonny continues.

However, Mintel research reveals that European consumers do not care 
too much about the difference between a ‘true craft’ beer (i.e. small, indepen-

dent) or a ‘craft-like’ brand owned by 
big global brewers. Nearly half of Span-
ish beer drinkers (45%) say it’s not clear 
what makes a beer craft and less than a 
fifth (17%) of German beer consumers 
say it would impact their purchase de-
cision if a craft brand was owned by a 
large company. This points towards an 
uphill challenge for true craft manufac-
turers. But there is reason for optimism 
as over two in five (44%) beer drinkers 
in the UK would like to see a system of 
certification of craft beer.

“The term ‘craft’ lacks a formal defini-
tion which has enabled larger beer compa-
nies to capitalise on the craft boom, either 
by launching their own craft-style prod-
ucts or acquiring craft breweries, challeng-
ing what ‘craft’ really means for this indus-
try. This practice of big brewers swallowing 
up profitable, smaller craft operators shows 
no signs of slowing down. An industry-wide 
definition could be both helpful to smaller 
manufacturers and welcomed by Europe-
an consumers, as many beer drinkers want 
greater clarity and assistance in navigating 
the category.” Concludes Jonny.

www.mintel.com

http://www.mintel.com
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Hot drinks infused 
with natural ingredients 
will thrive in Asia-Pacific

erages which impact their health and wellbeing always/often influence their 
product choice.

In terms of categories, hot tea held the largest share, accounting for 
57.4% of total value sales, followed by hot coffee (36.8%) in 2017. The share 
of hot tea is expected to increase to 60.7% by 2022. During the same peri-
od, hot coffee’s share is forecast to decline to 33.8% while the share of ‘oth-
er hot drinks’ is expected to marginally drop to 5.5%.

The hot tea category is expected to register the fastest CAGR of 10.4% in 
terms of value during the review period, followed by ‘other hot drinks’ (8%) 
and hot coffee (7%). Khaleelulla concludes: “APAC consumers, who are fre-
quently on-the-move, are driving the demand for hot drinks with packaging 
solutions that facilitate on the go consumption. Therefore, manufacturers 
must focus on launching drinks made with natural ingredients in convenient 
and efficient packaging solutions.”

www.globaldata.com

Rising disposable incomes, 
busy life styles and growing health 
awareness levels among a size-
able proportion of millennial con-
sumers across emerging coun-
tries in the Asia-Pacific (APAC) re-
gion, are driving the demand for 
hot drinks infused with natural in-
gredients. As a result, manufactur-
ers must capitalize on this trend 
to stay ahead of their competitors, 
says GlobalData, a leading data and 
analytics company.

The company’s report, ‘Op-
portunities in the Asia-Pacif-
ic Hot Drinks Sector: Analysis of 
Opportunities Offered by High 
Growth Economies’, forecasts the 
market to register a compound 
annual growth rate (CAGR) of 
6.3% from US$159.3bn in 2017 to 
US$215.9bn in 2022.

Syed Khaleelulla, Consumer An-
alyst at GlobalData, says: “Time-
pressed millennials, who are open 
to experimenting with new flavors, 
are increasingly looking for hot 
drinks infused with natural ingredi-
ents such as ginger, tulsi (holy ba-
sil), cardamom and mint, which are 
known to be natural anti-oxidants, 
and black sesame powder, which is 
perceived to offer anti-aging bene-
fits.”

This is supported by the com-
pany’s 2018 Q3 consumer sur-
vey, where 63% of Asian consum-
ers stated that non-alcoholic bev-

https://www.globaldata.com/consumer/
https://www.globaldata.com/store/report/cs0105rr--opportunities-in-the-asia-pacific-hot-drinks-sector-analysis-of-opportunities-offered-by-high-growth-economies/
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Five beverage trends in 2018

Jonathan Davison, Beverage Analyst at GlobalData, a leading data and an-
alytics company, has identified the defining beverage market trends in 2018

1. Company diversification 

Responding to a game-changing shift in consumer attitudes towards 
health and wellness, carbonated soft drinks giants looked to protect their 
volume and value sales through category diversification. Delivering on its 
promise to become a “total beverage company”, Coca-Cola led this trend 
through a wave of acquisitions across multiple industry sectors, as well as re-
vamping the marketing of Diet Coke and Zero Sugar. 

The company also expanded into other categories such as dairy alterna-
tives, increased its energy and juice drinks portfolios and made its presence 
felt in Foodservice with the £3.9bn acquisition of Costa Coffee. 

2. Combatting packaging waste 

The strength of consumer demand for sustainable packaging solutions is 
driven by industry collaboration and company innovation. Over 106 brands 
signed up to the UK’s ‘Plastic Pact’, while PepsiCo joined Nestle, Danone and 

https://www.globaldata.com
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Origin Materials in the NaturALL Bottle Alliance. When asked about the ef-
fect of a tax on plastic products, *79% of global consumers indicated their 
shopping behaviour would change. In the UK, Government and industry have 
reflected this sentiment in a number of actions this year. 

The Gov’t continues its consultation on a UK wide deposit return scheme 
(DSR) for drinks containers. Starbucks introduced a ‘latte levy’ of 5p on sin-
gle-use paper cups, Carlsberg launched its pioneering ‘snap packs’ solution 
to bond packs of multiple cans together without using plastic rings and a 
number of resealable and recyclable can innovations have been launched.

3. Cannabis-infused drinks 

Functional beverages continue to play an important role in the bever-
ages market with the perceived health benefits of cannabidiol (CBD) driv-
ing a surge of interest amongst young consumers in 2018. This emerging 
sub-category has caught the attention of the biggest players in the mar-
ket. Constellation Brands and Molson Coors made significant investments 
in August and both Coca-Cola and PepsiCo are keeping a watching brief on 
developments. 

4. Blossoming plant-based sub-category 

Vegans and vegetarians make up just 7% of the world’s population so it is 
significant that attitudes to plant-based drinks from non-vegetarians shifted 
markedly in 2018, as the multi-layered benefits of these drinks became more 
apparent. The growing consumer interest in this sub-category has taken it 
mainstream, with market volumes set to increase by 5% in 2018.

Key developments in 2018 included Coca-Cola’s relaunch of its 
dairy-free smoothie brand AdeZ and the introduction of a range 
of plant-based milks under its Innocent brand, together with 
new launches from Starbucks and PepsiCo.  

5. Individualism and self-tailoring 

GlobalData’s latest report, ‘‘TrendSights Overview: Indi-
vidualism & Expression - Exploring the impact the Individ-
ualism & Expression mega-trend has on innovation across 
the FMCG space, 2018”, reveals that consumers are look-
ing for more bespoke, individual experiences, with 61% of 
global consumers expressing an interest in creating their 
own products. 

In the crisps market, Walkers’ ‘Salt ‘n’ Shake’ provides 
a good example of how well this concept can work and 
some soft drinks brands are now including similar options 
for customization. Kolibri Drinks launched of a range of 
botanical products this year which allow consumers to tai-
lor the flavour and sugar content themselves, by using a 
syrup-based sweetener stored in the cap. This concept 
could be widely adopted by ready-to-drink (RTD) formats, 
providing consumers with more choice by offering custom-

isation with convenience.

http://email.prnewswire.com/wf/click?upn=7pXYN9UXijMIpxbYHNPIYqk952x-2BLRvJYHrifuJ4c7g76hM7mMHMlmc1IboxaX-2F19XcoEETy2Lj5un-2FGGkfPF0cq4bZ3-2FB2c6anHTjjxNx5xw0L6-2FLGZ2iXABDN9uHDGSC3g8Vd-2BAdwqTqpgulW8g2esda-2FRSQnNrDc67p6XZVO1m30sAM83FH5-2BnkgqZ-2Fyo6Q-2BMnCNNSDdBHCCQCqf-2Bd743TB2A4cw6WB5a8iwb3NNByLVmP0zcI-2BrQ4BUew43g_TY2zSaKDdtJBgRjOfkhYmHbFuE02eYWk-2FpdZovZ19j7KpJwUCYGr7BTKoigZYG-2BY5AOidQnJK-2ForNG-2FuBLm9ipPxF2alFrSZPJfL0ANKq-2BQ6Rj0Ja09Qwb0NKAUPaOwzbtVUzX6GvZZRTmupCqZicuxPxZzWCu-2FEHdoq36W0pPXDl0UzWId-2BkbMPinsdpE4i7-2BcXpiUBRzVoi2Y6rVBYYqUd2BLGFVBioRCXhg-2Bd-2B2c0Nbz-2FWuFZ4xrnqKFy7zSPyFzfAixzdVOUIgMaGvdXI7PToLFQmzCJBW-2BLesDCe8OgjdhFlR-2F5LWdA3Kg7c-2F9F
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The rise of canned wines

Producers are increasingly grasping that wine needs to be made more ap-
proachable and inclusive if it is to engage a younger consumer base. The mil-
lennial generation, for example, is far more interested in convenience and cool-
ness than conceit, opening the door to alternative marketing and packaging. 
A Nielson study from 2017 found that canned wine’s dollar growth rose by 
54% in the 52 weeks ending Dec 30, 2017, the highest of any alternative wine 
packaging. Cans are indulgences of the here and now, and an appreciation of 
a muss-free lifestyle. No equipment needed: even the single size serving con-
tainer is included. And in the Instagram era, cans are eye-catching as well.

The case for cans thus seems pretty iron-clad. They’ve got convenience, 
portability, sustainability and coolness (tins are in, see: vintage sardines) all 
locked up. Although for many consumers it is counter-intuitive, the carbon 
footprint of cans is smaller than that of glass bottles. There’s more reasons to 
like them than not – save one. But it’s a big one: the narrative.

Canned wine has long had a reputation more in line with gas station plonk 
than delicious al fresco bliss. Changing that narrative in the minds of consum-
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ers has proven at times a heavy lift. 
Ironically enough, the path to lib-
eration arrived courtesy of wine’s 
step-sibling beer, and specifically: 
craft beer. While the history of beer 
is no shorter than wine’s, it is more 
steeped in tradition than ceremo-
ny and symbolism. That, taken to-
gether with the added bonus that 
it had not only precedent but also 
in many cases production lines al-
ready in place, meant that consum-
er resistance was minimal. As such, 
it was craft beer that paved the way 
for a new era in aluminum packag-
ing, and the success of craft brews 
in cans helped shift public percep-
tion of cans as packaging for inferior 
quality beverages.

Wine-in-cans has been around 
in Europe for decades, but it’s real 
renaissance began in the USA at 
the turn of the century. In 2003, 
California-based Coppola winery 
(Hall 9, Stand A 06) was the first 
American winery to launch wines 

in a can. They started with their Sofia Blanc de Blanc sparkling mini, in 187 
ml aluminum. This single size serving, stemware included, hit big and was a 
game-changer.

Oregon’s Union Wine Company (Hall 9, Stand D 08) continued to build 
on the approachability factor with the launch of their Oregon based winery 
in 2005. Founder Ryan Harms says he started Union in an effort to defy the 
concept that Oregon-made wines needed inherently be very pricey: “With 
cans, we embrace the artistry of making great wine, minus all the fuss.” In 
addition to straightforward labels, Union’s marketing has focused on poking 
fun at the empty ceremony and tired stereotypes surrounding wine. This lack 
of pretension and good fruit forward flavors have given them truly rock-sol-
id footing in both on- and off-premise sales – a feat unheard of only twen-
ty years ago. And they are often credited with being the first to make canned 
wines truly mainstream. Other countries are following suit with tasty afford-
able options springing up in Chile, California and even Australia.

The other elephant in the room: taste. Here the news is mostly good, es-
pecially light, slightly sweet wines with plenty of spritz, e.g. Mosel Kabinett 
or Moscato d’Asti. Unsurprisingly, a quick review of the market leaders shows 
a frequent repetition of the words: fresh, crisp, clean. These are classic “ter-
rassenwein,” aperitifs and sundowners. Or a current vintage feinherb for the 
beach where glass is not welcome. Whites and rosés in particular, cool cli-
mate, lower alcohol and maybe a slight refreshing effervescence.

Cans generally provide a stable environment for 1-2 years. From a tech-
nical viewpoint there remain issues to be addressed regarding the stability of 
that sugar and the sterilization necessary to achieve stability. This problem 
is being worked upon, not least because hipsters don’t like products treat-
ed with food and beverage industry chemistry like dimethyl dicarbonate, aka 
E242. (Pasteurization is also unsuited for products like these because it car-
amelizes the aromas.) The ultimate take-way here is this: these are not wines 
for cellaring, these are wines for drinking. Of course, why just take our word 
for it? Attendees to our ProWein Forum (17 & 18 March at 6:00 pm) will have 
the opportunity to test some of these products for themselves.

It should also be said that the anaerobic atmosphere of canned wines means 
that some wines certainly fare or show better than others. Red wines, for exam-
ple, often prefer a bit of oxidation, not to mention a little age, so in these humble 
authors’ opinions: save your aged Rioja for the dinner table, and opt instead for a 
can of fresh white, rosé or light young red al fresco.

The packaging should also match the content. Antiquated labels with 
gothic script embossed in gold are going to fail unless they are heavy on iro-
ny. Whimsy and clarity are on the other hand just what the Sommelier or-
dered, reinforcing rather than contradicting the character of what is inside. 
Just as when we smell a wine, we form expectations based on what we smell. 
Here the eye is serving the same function as the nose.

To be clear, we’re not suggesting bottling Chateau Lafite Rothschild in 250 
ml aluminum cans (the most common size) or investing in 6 packs of Montrach-
et for your wine cellar. That is and remains the realm of bottles. But as with so 
much of life, there’s a time and a place. Rather than demonizing cans (or tetra-
paks or kegs), accept them for what they are: effective and ecologically sound 
packaging. As we teach our kids, what matters is what’s inside. And these days, 
the wine inside the can is often downright delicious.

www.prowein.com
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Trends, issues & drivers 
on meat market

According to the latest market survey carried out by Research and 
Markets company, the global market for Fresh Meat is projected to ex-
ceed 318million tons by 2024, driven by the rising popularity of meat as 
a powerful and valuable animal protein in the food industry amidst the 
vital need to meet food security concerns of the expanding global pop-
ulation.

Consumption of meat, over the years, improved significantly across 
the world. The meat market is markedly influenced by variations in in-
come, population, exports and meat consuming preferences and is a com-
plex web of culturally diverse markets with high political sensitivity. With 
rapidly increasing world population, healthy growth in meat consumption 
is inevitable. The global push for higher protein diets will inevitably lead 
to a spurt in per capita consumption of meat. Urbanization promotes the 
spread of retail, in turn boosting the sale and consumption of meat prod-
ucts. 

Meat can typically be classified into two types, fresh and processed. Fresh 
meat is cut from freshly slaughtered carcasses. Processed meat is a product 
wherein properties of fresh meat are modified by means of various proce-

https://www.researchandmarkets.com/publication/mry2oj6/338674
https://www.researchandmarkets.com/publication/mry2oj6/338674
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dures such as mincing, grinding or chopping, salting, curing, and addition of 
seasoning, among others.

The reasons for growth

Future growth will be primarily driven by rising awareness about the im-
portance of protein in diets. Over the years, consumer demand for proteins 
has recorded strong growth, led by their perceived deficiency of this vi-
tal nutrient, increasing awareness and use of meat proteins, and the grow-
ing proliferation of protein-based products in a variety of food & bever-
age products. With convenience-seeking and high-income consumers be-
ing the primary user group, value-added poultry and meat products present 
huge opportunities for future growth. Recent innovations in flavors, tex-
tures, size, shapes, and value additions such as convenient on-the-go food 
characteristics have all taken meat snacks to higher levels. 

Other important growth drivers encouraging market expansion through 
better quality and quantity of meat include low transportation costs, im-
proved distribution system, highly developed slaughter facilities, improved 
disease control measures, better management policies and improved genet-
ics, among others. Growing prominence of lab-grown meat or clean meat, 
touted as the next big food revolution, is also expected to benefit market 
prospects in the long term. 

Clean meat represents the real meat with the same texture, consistency, 
and taste that people like to eat but grown under a sterile, controlled envi-
ronment without using antibiotics and eliminates the risk of fecal contami-
nation, like salmonella.

The growing markets

Asia-Pacific (including China) represents the largest and the fastest grow-
ing market worldwide with a CAGR of 2.4% over the analysis period. Fast-
paced economic development, changing consumer lifestyles, ballooning pop-
ulation, rising income levels, increasing demand for convenience foods, sig-
nificantly lower per capita consumption levels of meat compared to the de-
veloped counterparts, and strong demand for poultry meat that is consid-
ered the most easily accessible as well as the cheapest source of animal pro-
tein represent important growth drivers in the region. China represents the 
single largest producer, consumer, importer as well as exporter of meat and 
meat products in the world.

Key players in the market include BRF S.A., Cargill Meat Solutions Cor-
poration, Conagra Brands, Inc., Cremonini S.p.A., Dawn Farm Foods Limit-
ed, Elpozo Alimentacion, S.A., Foyle Food Group Ltd., Hormel Foods Cor-
poration, Itoham Foods, Inc., JBS S.A., Kepak Group Limited, Danish Crown 
AmbA, Marfrig Global Foods S.A., Perdue Farms Inc., San Miguel Pure Foods 
Company Inc., Tyson Foods, Inc., VION Holding N.V., WH Group Limited, and 
Smithfield Foods, Inc., among others.

This market research can be purchased from USD 5,600; order online 
or request additional information at www.researchandmarkets.com/publica-
tion/mry2oj6/338674

https://www.researchandmarkets.com/publication/mry2oj6/338674
https://www.researchandmarkets.com/publication/mry2oj6/338674
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Edible insects market 
is expected to reach 
USD 710 million by 2024

Growing consumer awareness pertaining to various health concerns and 
shift in trends in consuming protein rich foods, should drive edible insects 
market size according the latest report by Global Market Insights, Inc. Inver-
tebrates have a vital role in plant ecosystems and minimizes cardiovascular 
diseases risks, thus propelling the industry growth over the forecast time-
frame.

Edible insects produce less emissions during production process and re-
quire less water which act as sustainable source. The products are used in 
wild harvesting and semi-domestication farming practices owing to its or-
ganic properties which in turn enhances the individual and industrial farming 
techniques, thus increasing the product demand.

Increasing sports & dietary supplements consumption by 
sportspersons & athletes owing to presence of protein, vitamins, 
and amino acids will drive edible insects market demand. Strin-
gent government norms regarding fishing and decline in seafood 
resources will enhance product demand.

Asia Pacific driven by Vietnam and China edible insects mar-
ket size, should exceed USD 270 million by 2024. China and Thai-
land are regions where insect feeding is routine, due to large num-
ber of invertebrate farms and are accepted as dietary substitute, 
thus enhancing product demand. Increase in medical application 
owing to health benefits along with shifting consumer preference 
towards packaged edible insects in BBQ or raw forms is likely to 
fuel market demand.

Edible insects market size from snacks applications may ex-
ceed USD 240 million by 2024. Cricket based protein products 
are used as healthy snacks as they reduce saturated fats and car-
bohydrates. Grasshoppers are sold in markets as snacks on road-
side. Snacks are high in protein, zinc, potassium, vitamin, amino 
acid and calcium which may further stimulate industry growth.

Bees, wasps & ants based edible insects market size may wit-
ness a significant growth of over 43.5%. Consumer awareness re-
garding health benefits and rising application in food industry has 
led to increase in product demand. Adult bees are often roasted 
and grounded into a nutritious flour. In China, ground bees are 
used for medicinal purpose mainly to cure sore throat.

North America led by the U.S. edible insects market size 

https://www.gminsights.com/industry-analysis/edible-insects-market
https://www.gminsights.com/industry-analysis/edible-insects-market
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may exceed USD 80 million by the end of foreseeable timeframe. FDA has 
also confirmed that consumption of crickets and mealworms is safe and 
act as natural protein source to consumers. Increasing product demand 
in various dietary supplements farming applications have fostered mar-
ket growth. Rise in automation techniques used for harvesting, rearing 
and processing will bolster product demand. Out of 2,000 species global-
ly, 90 are used as food supplements in the U.S. and are accepted as nat-
ural food product.

Scale insects & true bugs based edible insects market demand will wit-
ness a steady gain at over 43.5% by the end of projected timespan. Marchali-
na hellenica, scale bug is mainly introduced in Turkey and Greece to increase 
honey production and hence will increase the food source demand congru-
ently. Carmine, a red dye produced by scale insect is used to color foods, tex-
tiles and pharmaceuticals, thus promoting industry demand.

Edible insects market size from flour applications is likely to surpass USD 
230 million by 2024. The products are rich in omega 3 fats, iron and high 
protein and cricket flour is chiefly used due to its gluten-free characteristics, 
thus driving market demand.

EnviroFlight, AgriProtein and Haocheng mealworm are key operators in 
edible insects market. Strong R&D spending by manufacturers in order to 
fulfill with various environmental guidelines may advance product portfolio 
thereby stimulating industry growth.

www.gminsights.com

https://www.gminsights.com/industry-analysis/edible-insects-market
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Natural ingredients 
will gain edge in Asia-Pacific 
ice cream market

Companies focusing on offer-
ing ice cream products made with 
natural ingredients, catering to dis-
cerning consumers who are wary of 
artificial flavors and preservatives, 
will have a competitive edge over 
others in the Asia-Pacific (APAC) 
ice cream market, says leading data 
and analytics company GlobalData.

The company’s report, ‘Opportu-
nities in the Asia-Pacific Ice Cream 
Sector’, reveals that the ice cream 
sector in APAC, which was valued 
at US$18.4bn in 2017, is expected 
to register a value compound annu-
al growth rate (CAGR) of 4.1% over 
the period 2017–2022.

Meenakshi Haran, Consumer An-
alyst at GlobalData, says: “Rising dis-
posable incomes and improving re-
tail infrastructure are driving the 
growth of the APAC ice cream sec-
tor. Furthermore, growth will be driv-
en by the large proportion of work-
ing population seeking to unwind af-
ter a long day’s work, boosting the 
demand for ice cream products that 
offer an indulgent experience.”

According to GlobalData’s 2017 
Q1 Consumer Survey, 53% Indians 
and 67% Chinese consumers stat-
ed that they think whey protein has 
a positive impact on their health. 
This presents a potential opportu-
nity for ice cream manufacturers to 
introduce new variants of ice cream 
products with whey protein to tap 
such health conscious consumers.

Within APAC, China accounted for the largest value share of 39%, fol-
lowed by Japan (25.3%), South Korea (9.4%) and Australia (9.2%) in 2017. 
Thailand is expected to register the fastest value CAGR of 11.2% during 
2017–2022.

In terms of categories, impulse ice cream – single serve accounted for the 
largest share with 66.3% in 2017, followed by take-home and bulk ice cream 
which accounted for 27.8% share during the same year.

The top three companies in the APAC ice cream sector accounted for 
25.8% value sales in 2017, with Unilever accounting for 13.3%, followed by 
Lotte Co., Ltd. and Yili Group with 8% and 4.5% share respectively while arti-
sanal producers accounted for 5.9% share during the same year.

Haran concludes: “Protein-based ice creams which are popular across 
the European and American regions are expected to gain prominence in the 
APAC region, which can be attributed to the large proportion of young age 
consumers trying to keep fit and healthy.”

www.globaldata.com
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The positive trend 
for the bioplastics industry 
remains stable
The results of the European Bioplastics’ annual market data update, presented 
at the 13th European Bioplastics Conference in Berlin, confirm a stable growth 
of the global bioplastics industry.

packaging trends

According to European Bioplastic, the global bioplastics production ca-
pacity is set to increase from around 2.1 million tonnes in 2018 to 2.6 mil-
lion tonnes in 2023. Innovative biopolymers such as PLA (polylactic acid) 
and PHAs (polyhydroxyalkanoates) are driving this growth. PHAs are an im-
portant polymer family that has been in development for a while and that is 
entering the market at a larger commercial scale, with production capacities 
set to quadruple in the next five years. These polyesters are bio-based, bio-
degradable, and feature a wide array of physical and mechanical properties. 

https://www.european-bioplastics.org/
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Production capacities of PLA are set to double by 
2023. PLA is a very versatile material that fea-
tures excellent barrier properties. High-perfor-
mance PLA grades are an ideal replacement for 
several conventional fossil-based plastics such as 
PS (polystyrene) and PP (polypropylene).

Bio-based, non-biodegradable plastics, includ-
ing the drop-in solutions bio-based PE (polyethyl-
ene) and bio-based PET (polyethylene terephtha-
late), as well as bio-based PA (polyamides), current-
ly make up for around 50% (1 million tonnes) of the 
global bioplastics production capacities. The pro-
duction of bio-based PE is predicted to continue 
to grow as new capacities are planned to come on 
line in Europe in the coming years. Intentions to 
increase production capacities for bio-based PET, 
however, have not been realised at the rate predict-
ed in previous years. Instead, the focus has shifted 
to the development of PEF (polyethylene furanoate), a 
new polymer that is expected to enter the market in 2023. PEF is compa-
rable to PET, but is fully bio-based and furthermore features superior barri-
er and thermal properties, making it an ideal material for beverage bottles. 
In 2023, bio-based polypropylene is expected to enter the market at com-
mercial scale with a strong growth potential.

Packaging remains the largest field of application for bioplastics with al-
most 65% (1.2 million tonnes) of the total bioplastics market in 2018. The data 
also confirms that bioplastics materials are already being used in many other 
sectors, including textiles, consumer goods and applications in the automotive 
and transport sector as well as the agriculture and horticulture sector.

With a view to regional capacity development, Asia remains a major pro-
duction hub with over 50% of bioplastics currently being produced there. 
Presently, only one fifth of the production capacity is located in Europe. 
This share is predicted to grow to up to 27% by 2023. The expected growth 
will be supported by recently adopted policies in several European Member 
States, such as Italy and France.

The land used to grow the renewable feedstock for the production of bi-
oplastics is estimated to be 0.8 million hectares in 2018, accounting for less 
than 0.02% of the global agricultural area of 5 billion hectares. “Land use for 
bioplastics continuous to be insignificant” says Francois de Bie, Chairman of 
European Bioplastics, “97% of all arable land is used for pasture, feed and 
food.” Despite the market growth predicted in the next five years, the land 
use share for bioplastics will remain around 0.02%. This clearly shows that 
there is no competition between the renewable feedstock for food, feed, 
and the production of bioplastics.

The market data update 2018 has been compiled in cooperation with the 
research institute nova-Institute (Hürth, Germany). The data for the global 
production capacities of bioplastics is based on the market study “Bio-based 
Building Blocks and Polymers” by nova-Institute (2019). For more informa-
tion on the study and full market data report, please go to www.bio-based.
eu/markets

www.european-bioplastics.org

https://www.european-bioplastics.org/mailster/8466/32e947576d123cd9ff2e1b5460fb4b3f/aHR0cDovL3d3dy5iaW8tYmFzZWQuZXUvbWFya2V0cw
https://www.european-bioplastics.org/mailster/8466/32e947576d123cd9ff2e1b5460fb4b3f/aHR0cDovL3d3dy5iaW8tYmFzZWQuZXUvbWFya2V0cw
http://www.european-bioplastics.org
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Sustainability, help or hindrance 
for high barrier films?

GLOBAL POLYMER FILM 
DEMAND FOR HIGH BARRIER 

FOOD PACKAGING IN 2018

Demand for high barrier films for food packaging is growing faster than 
regular packaging films in almost every part of the world according to a new 
report from industry consultants, AMI Consulting, published in November 
2018. Defined as films which have oxygen permeability of less than 10cc 
m2/day, demand is being driven by several different drivers which vary from 
region to region. One of the most consistent trends though is the sustain-
ability driver, which is acting as a key disruptor. With consumers increasingly 
questioning the use of plastics in general and in particular, those not widely 
recycled such as multilayer high barrier films, brand owners and retailers are 
calling for sustainable and recyclable solutions, which is influencing the mix 
of substrates as well as the barrier methods used for food packaging. 

At the same time the prevention of food waste across the supply chain is 
also a major global concern. Providing a sufficient barrier against gases, aro-
mas and flavours is imperative for the prevention of food waste, product loss 
in the supply chain and for maintaining food security. When provided with 
sufficient barriers, flexible films offer food manufacturers and retailers fan-
tastic benefits for prolonging shelf-life, protecting product quality and easi-
er transport and distribution thanks to their light weight, clarity and strength. 

Other consumer trends helping to drive the market include health and 
wellness. Consumers seeking healthier food products are increasingly opt-
ing for fewer preservatives and additives. High barrier packaging films pro-
vide an alternative way to preserve the food and avoid the use of such in-
gredients. 

AMI Consulting estimates that 8% of the 20 million plus tonnes of flex-
ible films used for food packaging in 2018 were high barrier. Polyethylene 
forms the largest volume, thanks to its use in multilayer coextrusions with 
EVOH, followed by PET, which is mainly metallised for high barrier although 
the use of vacuum deposition of aluminium oxide or silicon oxide coatings to 
provide transparent barrier is growing rapidly. For BOPP, PVdC coating still 
provides the main method for improving oxygen barrier performance while 
producers are looking to develop coextruded or metallised grades to com-
pete with the more widely used polyethylene and BOPET alternatives. 

Film extruders and converters are investing in high barrier film technol-
ogies to capitalise on value-added options in an otherwise steady market 
for regular films where some categories are suffering from overcapacity. The 
costs of capital investment in high barrier films are coming down, making the 
market more accessible for those seeking to enter. This will help to drive de-
mand but will also drive down the cost of films. 

AMI’s High Barrier Flexible Films for Food Packaging report investigates 
the numerous solutions on offer, how they are developing by region and by 
end-use applications and what the future scenarios might be. 

www.ami.international 

http://www.ami.international/
https://www.ami.international
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Packaging materials market 
worth over $1.3 trillion by 2024

High growth in the global food & beverage industry will propel packaging 
materials demand during the forecast years. These products are extensively 
used in the packaging of raw & processed food items. They are also increas-
ingly used in packaging bulk food products such as grains, cereals, etc. Rising 
consumption of frozen meat products, canned sea-foods, and ready-to-eat 
meals across the globe will augment the packing materials market growth. 
High consumption of alcoholic and non-alcoholic beverages will also be a 
major growth enabler for the market. 

The global food & beverage industry size exceeded USD 4.8 trillion in 
2016 and, according to the latest report by Global Market Insights, Inc., will 
grow by a CAGR of around 4% in the next five years. This enormous size of 
the global food & beverage industry coupled with a steady growth rate in the 
next few years will be the major factor behind the packaging materials mar-
ket growth during the forecast period.

The Asia-Pacific region

Developments in the Asia Pacific food & beverage 
sector will be a major reason behind the growth of 
packaging materials market growth. The Asia Pa-
cific region includes a large number of emerging 
economies such as China, India, South Korea, etc. 
These countries have been witnessing increased 
consumption of food & beverage products which 
will in turn drive packaging materials market de-
mand. In 2016, the Asia Pacific food & beverage 
industry registered a turnover of exceeding USD 
3 trillion and is likely to witness a high growth 
rate. The three most important food segments 
that are driving the Asia Pacific food market are 
grain mill products, meat products, and oils and fats. 
These developments will boost demand for flexible & 
rigid plastics, glass, metal, and paper packaging materi-
als demand throughout the forecast span.

Consumption of beverages in Asia Pacific has also 
been on the rise in the last two decades. The region is 
the largest beverage market in the world accounting for 
more than 40% of the worldwide consumption. Among 
all beverage products, alcoholic drinks were an important 
segment in the region with beer being the major product. 
Beer consumption in Asia Pacific is the highest in the world 

https://www.gminsights.com/industry-analysis/packaging-materials-market
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while China is the largest market among all countries in the world. Annual 
consumption has been on the rise in some Asia Pacific countries such 
as Vietnam, India, and South Korea. The consumption of non-alcoholic 
beverages such as sugar sweetened drinks, health drinks, and fruit juic-
es are also on the rise in Asia Pacific owing to increasing income levels 
and changing consumption trends. These factors will drive demand for 
beverage packaging materials such as rigid plastic, metal, and glass and 
will augment the packaging materials market growth through the forecast 
period.

Flexible plastics

Flexible plastics is the largest materials segment in the packaging ma-
terials market in terms of volume. This segment is likely to be valued over 
USD 190 billion by 2024. The segments growth will be augmented by ex-
tensive usage in packaging food items and household products. The avail-
ability of a broad range of flexible plastic materials with distinct character-
istics has turned this segment into one of the most important materials in 
the industry. The ability of flexible plastics to be manufactured in a range 
of shapes and sizes, lower weight, inert nature, superior performance char-
acteristics, low cost, and easy printability makes it the most versatile pack-
ing material.

Bags & wraps

Bags, pouches & wraps is the largest product segment in the pack-
aging materials market as they are used for packaging a wide variety of 
items including food, detergents, beverages, etc. 

This segment will cover over one-third of the overall packing industry 
in terms of value. 

Characteristics such as lower comparative costs, ease of storage and 
handling, along with the availability of many specialty products like retort 
packaging, shrink films, etc. will augment bags, pouches & wraps packing 
materials market growth in forecast timeframe.
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Among the end-users in the packaging mate-
rials market, beverage segment is likely to grow by 
a CAGR above 4% to reach a market value exceed-
ing USD 300 billion by 2024. Rising popularity of 
health drinks, plant-based waters, sugar sweetened 
beverages and alcoholic drinks will be the key fac-
tor behind this segment’s industry development. In-
creasing consumption of packaged drinking water 
in across the globe also augment this end-user in-
dustry’s development throughout the forecast time-
frame.

The key playes

The global packaging materials market has sev-
eral key global players along with a large number of 
smaller regional manufacturers. Some major manu-
facturers of packing materials include Ball Corpo-
ration, Amcor, Crown, Mondi, Bemis, Owens-Illi-
nois, Sealed Air, and many more. Major companies 
in the packing industry rely on production capacity 
expansions and acquisitions to strengthen their in-
dustry positions. 

For example, Amcor’s expansion of the produc-
tion capacity of PET bottles in its Texas plant in 
2017 was intended to cater to the needs of North 
American customers and is likely to help the com-
pany to increase its business in the region. With 
further enhancement in material characteristics by 
the technological beneficiaries, overall packaging 
materials market is forecast exceed a massive val-
uation of USD 1.3 trillion by 2024.

About Global 
Market Insights 

Global Market Insights, Inc., is a global mar-
ket research and consulting service provider; offer-
ing syndicated and custom research reports along 
with growth consulting services. Our business in-
telligence and industry research reports offer clients 
with penetrative insights and actionable market data 
specially designed and presented to aid strategic de-
cision making. 

These exhaustive reports are designed via a pro-
prietary research methodology and are available for 
key industries such as chemicals, advanced materials, 
technology, renewable energy and biotechnology.

www.gminsights.com

http://www.gminsights.com
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Demand for reusable plastic 
containers to grow 
7.6% annually

These and other trends are presented in Produce Packaging Market in 
the US, 7th Edition, a new study from The Freedonia Group.

The number of RPCs in use is much larger than demand due to the mul-
tiple trips made per year by most of these containers and their ability to be 
used for up to 100 trips. 

Still, there will be growth opportunities due to:
• replacement needs due to wear or breakage
• compatibility with modular corrugated box systems and other packaging 

formats
• handling efficiencies due to size standardization
• stacking efficiencies compared to boxes
• efforts to reduce overall packaging waste

US demand for all types of produce packaging is projected to increase 
4.0% per year to $6.5 billion in 2022. This will represent an improvement 
over the 2012-2017 period, when domestic produce production declined. 
Beyond a modest rebound in production, a number of other factors will 
boost demand, including increased packaging of heretofore unpackaged pro-
duce items, and the widening availability of cut and shredded produce in con-
venience-oriented packaging.

Produce Packaging Market 
in the US, 7th Edition 

(published 6/2018, 231 pages) is 
available for $5500 from 

The Freedonia Group, 
www.freedoniagroup.com

US demand for new reusable 
plastic containers (RPCs) for fresh 
produce is projected to increase 
7.6% per year to $185 million in 
2022, making them one of the fast-
est growing produce packaging 
products. 

Gains will be due to the imple-
mentation of RPC-based logisti-
cal systems for produce by grocery 
chains. Walmart and several re-
gional grocery chains have adopt-
ed full or partial RPC-based sys-
tems. Demand for new RPCs will 
increase much faster than the over-
all produce packaging average but 
is expected to continue decelerat-
ing due to the size of the existing 
RPC pool.

https://www.freedoniagroup.com/industry-study/produce-packaging-3632.htm
https://www.freedoniagroup.com/industry-study/produce-packaging-3632.htm
http://www.freedoniagroup.com
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Marrying food safety and sustainability

Consumers, manufacturers and 
brand owners require a lot from 
packaging. We need packages to 
promote and protect products, 
provide necessary ingredient, in-
struction and safety information 
and enhance supply chain effi-
ciency to ensure products reach 
consumers while maintaining the 
highest safety and quality stand-
ards. 

Over the last decade, as sus-
tainability has become a priori-
ty, we have asked even more of 
our packaging materials. Compa-
nies are spending more on pack-

news

aging made of sustainable materi-
als, including recycled corrugated 
cardboard, high-density polyethyl-
ene (rHDPE) and recycled polyeth-
ylene (rPET) film, according to the 
2017 PMMI State of the Industry 
U.S. Packaging Machinery Report 
produced by PMMI, The Associa-
tion for Packaging and Processing 
Technologies. 

When considering sustaina-
bility and thinner materials, food 
companies must look for solutions 
that allow the package to do what 
it needs to do: protect the prod-
uct. Part of sustainability of food 

packaging is lightweight, more sus-
tainable materials. The other part 
is keeping food fresh and protect-
ed throughout the supply chain, re-
ducing food waste. 

Safety is non-negotiable for 
every food manufacturer and re-
tailer. Packaging innovations like 
oxygen scavengers and tempera-
ture indicators offer solutions to 
increase shelf life of food prod-
ucts. These technologies provide 
an ideal solution for food manufac-
tures prioritizing safety and work-
ing towards reducing their ecolog-
ical footprint.

Innovations in sustainability

The past few years have seen 
great advancement in technolo-
gy and nanomaterials for tracking 
products throughout the supply 
chain, verification of the authen-
ticity of products and brand pro-
tection. Supply chain traceability 
in particular has seen great growth. 
Companies like FoodLogiQ offer 
software that allows full farm-to-
fork traceability when combined 
with packaging serialization. As 
consumers, we trust that our food 
supply moves through the supply 
chain safely. Supply chain trace-
ability technology makes it easier 
for food companies to ensure their 
products remain safe and to react 
quickly to product recalls. 

https://www.foodlogiq.com/
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Fresh and perishable food prod-
ucts can benefit from the use of 
temperature indicators to ensure 
customers are receiving products 
at their optimal quality. These in-
dicators track a food’s temperature 
history and change color, showing 
how long food is still consumable. 
For example, Freshpoint produces 
temperature indicators that change 
color faster at higher temperatures, 
and labels that can be adjusted for 
the shelf-life of various foods. The 
company also offers a mobile app, 
which consumers can use to de-
termine the remaining shelf-life of 
their product. This helps ensure 
consumer safety and also prevents 
disposal of food that is still con-
sumable. 

Oxygen absorbers and scaven-
gers are another solution for com-
panies that want to boost sustain-
ability by reducing food waste. 
Companies like MultiSorb, Clari-
ant and Mitsubishi Gas Chemical 
produce oxygen absorbing tech-
nology that protects food prod-
ucts from spoilage, mold, color 
and flavor change and loss of nu-
tritional value. Oxygen absorbers 
have applications across food cat-
egories – Multisorb’s FreshPax and 
Clariant’s Oxy-Guard packets and 
strips work well with dry packaged 
foods, while Mitsubishi’s NutraS-
ave resin is better suited for re-
tort packaging applications. By in-
creasing shelf life and preserving 
the fresh look and taste of food, 
oxygen absorbers do their part to 
decrease food waste.

Making sense 
of expiration dates

Confusion over “use by,” “sell 
by” and “best by” dates is a major 
contribution to food waste. With 
more than 10 different date labels 

(1) http://www.npr.org/sections/thesalt/ 
2017/09/20/552116399/global-plan- 
to-streamline-use-by-food-labels-aims-
to-cut-food-waste 

on packages, consumers often 
find it difficult to discern when 
and for how long a food product 
is okay for consumption, and they 
end up discarding perfectly safe 
products. 

In September 2017, the Con-
sumer Goods Forum, a network of 
400 of the world’s largest food and 
consumer goods companies, an-
nounced an initiative to fight food 
waste. By asking retailers and food 
producers to simplify food date la-
bels, the Consumer Goods Forum 
aims to harmonize expiration dates 
around the globe. 

The voluntary initiative calls on 
food manufactures to use just two 
standard phrases for expiration 
dates – “BEST if Used By” and “Use 
By.” “BEST if Used By” will convey 
the quality of the food product, 
meaning that the food might not 
taste or perform its best after the 
date, but is still safe to consume. 
In contrast, “Use By” will apply to 
highly perishable products, which 
should be eaten by the date listed 

on the package and discarded after 
that date.1

Be safe, not sorry 

When it comes to food safety, 
there is no room for negotiation. 
Whether by keeping food fresh-
er for longer or by informing con-
sumers on when food is safe to eat, 
modernizations in packaging tech-
nology and initiatives from industry 
organizations offer solutions that 
both protect food and offer sus-
tainability benefits.

Packaging professionals found 
the latest in food safety and sus-
tainability technology at PACK 
EXPO International 2018.

By Tom Egan
vice president, Industry Services, PMMI

http://freshpoint-tti.com/time-temperature-indicators/
http://www.multisorb.com/
https://www.clariant.com/en/oxy-guard-oxygen-scavenger
https://www.clariant.com/en/oxy-guard-oxygen-scavenger
http://ageless.mgc-a.com/product/ageless-omac/
http://www.npr.org/sections/thesalt/2017/09/20/552116399/global-plan-to-streamline-use-by-food-labels-aims-to-cut-food-waste
http://www.npr.org/sections/thesalt/2017/09/20/552116399/global-plan-to-streamline-use-by-food-labels-aims-to-cut-food-waste
http://www.npr.org/sections/thesalt/2017/09/20/552116399/global-plan-to-streamline-use-by-food-labels-aims-to-cut-food-waste
http://www.npr.org/sections/thesalt/2017/09/20/552116399/global-plan-to-streamline-use-by-food-labels-aims-to-cut-food-waste
https://www.packexpointernational.com/
https://www.packexpointernational.com/
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Exclusives flavours and ingredients 
for the meat industry

2019 is an important year for 
Fratelli Pagani: it is celebrating 110 
years of activity and the consolida-
tion of the position of the 5th gen-
eration in the company.

These 110 years have been 
characterised by emotion and 
taste, that have led it on a great 
path. It all started from flavours in 
a grocery store, and now Fratel-
li Pagani S.p.A. produces and mar-
kets exclusives flavours and ingre-
dients for the meat industry all over 
the world, adapting them to every 
country, but still respecting the 
great Italian tradition.

Its experience has allowed it to 
achieve a leading position on the 
Italian market and a continuous 
growth on the international mar-
ket, which is even more eager to 
get to know Italian taste. As a con-
sequence, it has recently expanded 
the activity by opening a new sub-
sidiary in the USA.

Its great experience in treat-
ing and transforming meat-based 
products allowed the creation of 
a wide range of products. Among 
them, the Pagani Chef line stands 
out: it was designed specifically for 
the butchery world to help butch-
ers make their recipes more crea-
tive, innovative and closer to the 
new gourmet style. It certainly a 
bet that was won.

The meat industry survives 
thanks to innovation and Fratel-
li Pagani knows it: in the last ten 
years the company has been in-
vesting a lot in the creation of a 
state-of-the-art Research & De-
velopment & Analysis Laboratory, 
in order to have an extremely pre-
cise and strict control on the en-
tire production process, from the 
raw material to the end product.

“Skybridge” is now the feather 
in the cap of the company: this cus-
tomer care service guarantees tai-

lormade projects to its customers. 
The service counts on four depart-
ments: Research & Development, 
Quality Assurance, Technical On-
Site Assistance and Flavour Lab. It 
is therefore ideal to make tailorma-
de projects and flavours for every 
customer, so and can offer a com-
plete service.

This new year brought many 
new ideas and products with a spe-
cial focus on the engagement of 
the company in health and well-
ness. A big innovation is the Line of 
Starter Cultures: these new prod-
ucts are able to reduce in a natu-
ral and healthy way the bacterial 
count and the pathogenic agents in 
the meat during its transformation, 
but they also guarantee the main-
tenance of the organoleptic fea-
tures of the end product. This inno-
vation is the best answer to a spe-
cific need of the market.

Another important innovation is 
the Healthy Line, an exclusive offer 
that only Fratelli Pagani is able to 
make: the mixtures in this line are 
sugar-free, allergen-free, high in 
proteins, low in fats and, as usual, 
natural (100% natural flavours) and 
organic.

Twenty years ago, Fratelli Pa-
gani was already a pioneer com-
pany in the production of mixtures 
without sulphites, and so placed a 
bet on the “Clean Label”. Now they 
are market leaders.

(Fratelli Pagani - Via Ennio, 20 - 
20137 - Milano - Italy - Tel. +39 02 
5456785 - email: fpagani@fratelli 
pagani.it - www.fratellipagani.it)

http://www.fratellipagani.it/
mailto:fpagani@fratellipagani.it
mailto:fpagani@fratellipagani.it
http://www.fratellipagani.it/




88

italian food & beverage technology - xci (2019) - march italian food & beverage technology - xci (2019) - march

Flavourings, 
infusions, 
and extracts

Four divisions: Beverage, Sa-
voury, Health and Nutrition and 
Sweet Applications offer an in-
finite number of possible combina-
tions. This is how L’Italiana Aromi 
promptly meets the requirements 
of the international food and bev-
erage industry. 

With dedicated, highly special-
ised staff and constant research 
and production activities, com-
bined with in-depth technical-sci-
entific knowledge and stringent 

L’Italiana Aromi produces a large 
range of flavourings, infusions, ex-
tracts, distillates and flavoured fruit 
compounds for the food and bever-
age industries.

It combines its long-lasting ex-
pertise that dates back to 1890, 
to Italian taste and its highly tech-
nological and scientific approach, 
based on very significant invest-
ments in the most up-to-date 
equipment and constant training 
of its qualified personnel. IT inno-
vation has proved to be fundamen-
tal in the organisation of the daily 
work and to maintain secrecy and 
confidentiality of the most impor-
tant data.

A “must” of L’Italiana Aromi’s 
policy is product quality and con-
tinuous innovation. As a matter of 
fact, the production has been di-
versified for a few years now. As 
well as the solid beverage, confec-
tionery, bakery and dairy sectors, 
the recently added savoury and nu-
traceutical market segments are 
growing fast.

In the R&D, Application and 
QC laboratories – among the larg-
est and most advanced in Europe – 
a team of professionals works fol-
lowing a rigorous methodology. 
Raw materials are carefully stud-
ied and new isolates are created. 
All raw materials, semi-finished and 
finished products are checked fol-
lowing a rigid control plan and ap-
plication solutions are proposed to 
customers. 

The goal is to guarantee high 
quality standards, speed, absolute 
reliability of analytical data and 
innovative projects for the cus-
tomer.

control and analysis plans, high 
and constant quality standards are 
guaranteed.

With its 13,000 m2 factory ar-
eas and its advanced R&D, Appli-
cation and QC laboratories, it can 
meet the needs of an ever-evolving 
market.

(L’Italiana Aromi - Via Lombardia, 
24 - 20841 Carate Brianza - MB 
- Italy - Tel. +39 0362990053 - 
email: sales@litalianaaromi.it - 
www.litalianaaromi.it)

7 - 10 April 2019 - Verona: Vinitaly, int. wine show. VeronaFiere  - www.
vinitaly.com
12 - 14 April 2019 - Bologna: Pharmintec, Cosmofarma, Nuce - Food-
Ing, int. Pharmaceutical and nutraceutical industry show. Bologna fiere 
- www.cosmofarma.com
6 - 9 May 2019 - Rho (MI): TuttoFood, int. food show. Fiera di Milano - 
email: info@tuttofood.it - www.tuttofood.it
8 - 10 May 2019 - Rimini: Macfrut, int. fruit processing show. Rimini 
Fiera - www.macfrut.com
22 - 25 October 2019 - Parma: CibusTec, int. food equipment show. 
Fiere di Parma - www.cibustec.it
19 - 22 November 2019 - Rho (MI): Simei, int. beverage and wine 
industry show. UIV - www.simei.it
18-22 January 2020 - Rimini: Sigep, int. confectionery, pastry and ice 
cream show. Rimini Fiera - www.sigep.it
11 - 14 May 2020 - Parma: Cibus, int. food show. Fiere di Parma - www.
cibus.it

INTERNATIONAL EVENTS IN ITALY

The headquarter of L’Italiana Aromi.

http://www.litalianaaromi.it/
mailto:sales@litalianaaromi.it
http://www.vinitaly.com
http://www.vinitaly.com
http://www.cosmofarma.com
mailto:info@tuttofood.it
http://www.tuttofood.it
http://www.macfrut.com
http://www.cibustec.it
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Marullo: the best Sicilian pistachio that gives 
birth to the tastiest Italian ice cream

Marullo flourished in the 60s 
and 70s in Bronte, a Sicilian town 
located at the foot of Etna, consid-
ered the home of high quality pista-
chios. And it really is the pistachio 
that remains at the forefront of our 
production process.

The Pistacchio Verde di Bron-
te PDO is one of the highest qual-
ity pistachio varieties in the world, 
that’s why in Sicily we call it “the 
green gold”. This noble fruit takes 
on different forms and consisten-
cies at Marullo: whole (shelled or 
peeled), natural, toasted, as a flour 
or a praline, semi-processed. The 
latter in particular gives life to the 
most authentic and tasty special-
ties of Sicilian tradition, such as the 
beloved pistachio ice cream.

All production processes use 
high-quality raw materials, mak-
ing up our main means of supply-
ing major confectionery indus-
tries. Nothing is overlooked in our 
production chain and we carefully 
monitor all potential risks, be they 
physical, chemical or microbiolog-
ical. The HPLC and microbiologi-
cal laboratory, dedicated to Marul-
lo sites, constantly monitors quality 
levels to ensure that the food cre-
ated along the production chain is 
safe for consumption.

All work that we carry out is 
characterised by numerous checks 
in order ensure that no physi-
cal contaminants are present. The 
pride we take in this process is re-
flected in the use of trichromat-
ic sorters, which can detect min-
ute variations in colour, thanks to 
their high-resolution RGB cameras, 
assuring that we use raw materials 
that are free from any foreign ma-
terial. Scrupulous checks are then 

carried out on the finished product 
with the use of an accurate X-Ray 
testing. 

It’s also thanks to these care-
ful checks that we are presently 
a leader in the processing of Pis-
tacchio Verde di Bronte PDO, not 
just nationally, but also on a glob-
al scale.

(Marullo - Via F. Baracca 59/a 
- 95034 Bronte - CT - Italy - Tel. 
+39 095 7722994 - email: info@
fmarullo.com - www.marullospa.it)

Huel “ready to drink”,  
a complete nutrition “on the go”

With a turnover of £14 million 
in 2017 and £40 million in 2018, 
Huel is one of the fastest grow-
ing companies in the UK. Revolu-
tionising the nutrition game in less 
than four years, it offers custom-
ers nutritionally complete meals 
with a mission surrounding con-
venience, affordability and lessen-
ing the impact on animals and the 
environment. Adding to their prod-
uct line of Huel Powder, Huel Bars 
and Huel Granola, the Huel Ready-
to-drink was launched in Decem-
ber 2018, in a practical 500ml PET 
bottle developed by PET Engineer-
ing in collaboration with Gea Pro-
comac.

The packaging design meets the 
brand’s two main requirements: co-
herency with the existing product 
portfolio and functionality. 

The first requirement was met 
by creating a simple shape, by 

choosing white to colour the pre-
form, which is also useful to pro-
tect the bottle’s contents, and 
by using a full-sleeve to give the 
brand great visibility, as is also the 
case for the cardboard packaging 
and single packs already on the 
market. 

With regard to functionality, the 
large 38mm mouthpiece allows the 
bottle to be quickly used on-the-
go in a practical way, making it per-
fect if you don’t have much time 
and when you don’t have access to 
a kitchen to prepare a healthy and 
well-balanced meal. 

A complete and affordable meal 
in a handy bottle, the Huel Ready-
to-drink contains all 26 essential 
vitamins and minerals, 20g of pro-
tein, only 5g of sugar and comes in 
two delicious flavours (Vanilla and 
Berry). Perfect when time is short 
or you’re on the go.

http://www.marullospa.it/
http://www.petengineering.com/
http://www.petengineering.com/
https://www.gea.com/
https://www.gea.com/
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Focus on the technology

The bottle is produced with an 
aseptic line supplied by GEA, which 
includes a GEA ABF 1.2 system. The 
GEA aseptic line – which obtained 
the FDA LONO certificate for pro-
ducing and distributing in the USA 

Huel “ready to drink” bottle designed by PET Engineering.

ambient temperature shelf-stable 
low acid beverages – is based on 
an integrated aseptic blowing, fill-
ing and capping process and it is 
equipped with a 100% aseptic blow-
er. The FDA clearance confirms that 
GEA’s ABF 1.2 technology ensures 
maximum sterilization efficiency and 

reliability during every step of sensi-
tive beverage bottling.

Thanks to the microbiological 
isolator extended also to the blow-
er module, GEA ABF 1.2 aseptical-
ly blows preforms that have been 
previously sterilized with hydrogen 
peroxide vapor (VHP), treating si-
multaneously their inner and outer 
surfaces. The result is a single step 
preform sterilization process that 
grants a 100% process treatment 
monitoring and requires no rinsing 
water and significantly low chem-
ical consumption. With ABF 1.2, 
which features continuous moni-
toring of each sterilization process 
parameter as fully automated oper-
ation cycles, the risk of recontami-
nation of any sensitive drinks dur-
ing bottling is erased.

(PET Engineering - Via Celti-
ca 26/28 - Z.I. Ungheresca Sud - 
31020 San Vendemiano - TV - Italy 
- email: italy@petengineering.com - 
www.petengineering.com)

Specialized ingredients for food and beverage
AromataGroup is a group of 

companies that manufacture and 
distribute flavors, aromatic ex-
tracts and colorings for the markets 
of food & beverage, cosmetics and 
pharmaceutical. It provides exper-
tise and an extensive portfolio of 
products, always granting elastici-
ty and responsiveness. 

The Group aims to become a 
strong presence in foreign coun-
tries, combining the flexibility and 
the local presence of the individu-
al operating units, with all the ad-
vantages of a large company with 
a global presence and a “state-of-
the-art” range of products.

All AromataGroup’s technical 
departments are operating with 
one specific goal: to develop inno-

vative products ensuring high qual-
ity. Each product is the result of an 
extensive experience and in-depth 

knowledge of the products’ compo-
sition and of the latest production 
methods. The entire supply chain is 

mailto:italy@petengineering.com
http://www.petengineering.com
https://www.aromatagroup.net/
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subject to strict quality control pro-
cedures, in compliance with all le-
gal and labour safety requirements 
with respect for of the employees 
and the environment.

AromataGroup is an ideal part-
ner who is able to meet even the 
most demanding requirements. 
Creativity, expertise and flexibility 
are part of the DNA of the differ-
ent companies which today, with 
their history and experience, are 
part of the Group and are able to 
offer a wide range of high-quali-
ty products in the flavours and co-
lours sectors.

The latest new entry is Fiorio 
Colori, which since 2016 is the co-
lour business unit of the Group; 
the company is a European leader 
with over 100 years of experience 
in the production of food grade 
colours, offering a wide range of 
natural and synthetic colours and 
extracts.

Thanks to its long experience, 
Fiorio Colori proposes powders, 
liquids and pastes products togeth-
er with customized solutions for 
different fields of applications such 
as food & beverage, pharmaceuti-
cal industry, cosmetics, detergency, 
personal care, agro & animal feed 
and industrial sectors.

Beside the food colouring prod-
uct range, Fiorio Colori maintains 
its traditional production of in-
dustrial dyes for wood, textile and 
leather applications which are by 
today all REACH certified.

AromataGroup provides its ex-
perience and its deep know-how 
to support its customers, in the 
development of both standard 
solutions and totally customized 
projects.

(AromataGroup - Via Caroli-
na Romani, 35 - 20091 Bresso - 
MI - Italy - Tel. +39 0266501860 
- email: info@aromatagroup.com - 
www.aromatagroup.net)

53rd Vinitaly: Organic and Design 
among the innovations  
at the 2019 edition

Organic Hall and Vinitaly Design 
are two of the innovations at Vinit-
aly 2019 (7-10 April 2019, Verona), 
made with the intention of provid-
ing further impetus to the project 
for an even -greater business-ori-
ented specialization of the trade 
fair.

This project was launched on 
the occasion of the fiftieth anni-
versary, and has helped the Inter-
national Wine and Spirits Exhibi-
tion attract, during the last edition, 
32.000 international buyers out of 
a total of 128.000 visitors from 143 
countries, while equally managing a 
gradual decrease in the total num-
ber of consumer visitors, for whom 
the Vinitaly and the City event has 
been upgraded and redesigned at 
the same time. 

This formula is earning the ap-
proval of companies, as confirmed by 
sold out exhibition spaces more than 
three months ahead of the inaugura-
tion of Vinitaly, with reconfirmed at-
tendance by almost all exhibitors.

Thanks to the upgraded format 
of Hall F and Hall 8, it is also pos-
sible to welcome new companies 
or allow other companies attend-
ing several editions to expand their 
stands. In 2018, Vinitaly was at-
tended by 4.461 exhibitors from 35 
countries over a net area of 95.449 
m2. 

Vinitaly and Enolitech will also 
be joined on the 7th-10th of April 
2019 by Sol&Agrifood, the Inter-
national Exhibition of Quality Agro- 
Foods dedicated to extra virgin ol-
ive oil (Evoo), craft beers and food 
products by small and medium size 
companies in the sector. 

Organic Hall (Area F)

A large and clearly identifia-
ble space has been set up in Hall F. 
named the Organic Hall. It will wel-
come Vinitalybio, the event dedi-
cated to organic wines produced 
in accordance with the Europe-
an legislation and promoted along-
side Federbio, as well as the group 
show by craft producers belong-
ing to Vi.Te - Vignaioli & Territori, 
thereby continuing the collabora-
tion with Veronafiere which start-
ed seven years ago. The expansion 
of available space aims to enhance 
the visibility of companies which 
focus increasingly on production 
sustainability, and in the case of 
artisanal wines, boost awareness 
among buyers regarding this pro-
duction sector through a calen-
dar of initiatives and appointments 
that includes conferences and spe-
cific master classes. 

Vinitaly Design 
and Enolitech (Area F)

Enolitech has also undergone 
significant rationalisation and will 
also be present in Hall F, along-
side the new Vinitaly Design event, 
highlighting all products and ac-
cessories that complete the offer-
ing associated with promoting wine 
and sensorial experience: from 
items used for tasting and ser-
vice, to furniture for wine cellars, 
wine bars and restaurants, as well 
as customised packaging and gifts. 
This initiative means that Enolitech 
will focus exclusively on produc-
tion technologies and equipment, 

mailto:info@aromatagroup.com
http://www.vinitaly.com/
http://www.vinitaly.com/
http://www.solagrifood.com/
http://www.enolitech.it/
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with a view of the change of sched-
ule for the event that as from 2020 
will be held in conjunction with Fi-
eragricola. 

Vinitaly Design International 
Packaging Competition

The new Vinitaly Design event 
is linked with another innovation: 
the renaming of the Internation-
al Packaging Competition, which 
on reaching its 23rd edition will be-

come the “Vinitaly Design Inter-
national Packaging Competition”. 
This substantial change seeks to 
give even more emphasis on a mar-
keting key for the presentation of 
wine, viewed as one of the driving 
forces guiding the choices of con-
sumers. Another new feature of the 
competition is the addition of two 
new categories: vermouth and oth-
er aromatic wines and beers. 

www.vinitaly.com
www.solagrifood.com

www.enolitech.it

SAVE Milano, conference  
and exhibition on automation

The next edition of SAVE Mi-
lano, Conference and Exhibition on 
Vertical Solutions and Applications 
for Automation, Instrumentation, 
and Sensors, is scheduled on April 
18th 2019 in Milan.

Smart instruments, Big Data, sen-
sors, systems monitoring and con-

trol, asset management, vision sys-
tems, energy efficiency, data collec-
tion and analysis, and much more, 
are some of the themes that will be 
investigated during the event, to 
understand the challenges and op-
portunities (also in terms of Indus-
try 4.0) that are a point of reference 

for innovation and competitive-
ness for different industrial markets.

SAVE Milano is the industrial 
leader’s appointment and thanks to 
the winning features of its format, 
based on the combination of an ex-
hibition and a rich training agenda, is 
open to all qualified operators who 
wish to keep up to date, learn about 
new developments, best practices, 
and applications for the different 
markets of the process industry, as 
well as business development.

The vertical event is organized 
by EIOM and can count on the sup-
port and collaboration of the most 
important and relevant associations 
and institutions, among which we 
would like to mention G.I.S.I. (Ital-
ian Association of Instrumentation 
Companies - an association that 
gathers over 250 instrumentation 
companies operating in Italy and 
recognizes SAVE as the exhibition 
of reference in Italy for automation, 
instrumentation and sensors for the 
process industry), PLC Forum (the 
leading Italian online association for 
automation promotion), AIS/ISA Ita-
ly Section(Italian Association Instru-
mentation Specialists) and ANIPLA 
(National Association for Automa-
tion) which takes care of its scien-
tific aspects.

SAVE Milano is aimed at quali-
fied companies and operators - such 
as designers, technical managers, 
engineers, plant engineers and plant 
managers, production and mainte-
nance managers, managers, instru-
mentalists, and many more.

To maximize synergies and op-
portunities SAVE Milano takes place 
concurrently with MCM Milano, a 
leading event for industrial mainte-
nance, and together with mcT Ali-
mentare / Visione e Tracciabilità, is 
an event of reference for the Food 
& Beverage sector and related logis-
tics and industrial traceability.

www.exposave.com/milano

http://www.vinitaly.com/
http://www.solagrifood.com/
http://www.enolitech.it/
http://www.exposave.com/milano
http://www.exposave.com/milano
https://www.exposave.com/milano/
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New ingredients  
for the 2019 edition of Tuttofood

Tuttofood is preparing the 
menu for its seventh edition, which 
will take place at Milano from 6 to 
9 May 2019, adding new ingredi-
ents to a recipe that will be as suc-
cessful as ever.

The new partnership with the 
Fondazione Umberto Veronesi will 
make its debut during the event. 
The foundation will provide its ex-
pertise in healthy nutrition with a 
series of activities addressed es-
pecially to children of primary and 
secondary schools and their fami-
lies.

The Retail Plaza will be back 
at Milano Food City with a new 
look. After the successful experi-
ence at Tuttofood 2017, the inno-
vative retail arena will be back with 
a new and more articulated formu-
la, which opens up to Italian and 
international exhibition and retail 
markets. Partners of the event will 
be Nielsen, Carrefour, Coop, Grup-
po Végé and Unes with Il Viaggia-
tor Goloso. 

A business platform 

Fiera Milano and Tuttofood have 
also extended to 2021 the alliance 
with Netcomm, who, in 2019, will 
organise the eCommerce Food Lab, 
i.e., events and workshops dedicat-
ed to innovation 4.0 at the service 
of the agrofood business.

Tuttofood confirms and 
strengthens its role of trendsetter – 
from the “new” natural, to function-
al food, novel food, and agrifood 4.0 
– to reclaim local identities and tra-
ditions. A must-attend event for in-
ternational professionals. “Besides 
organic food and healthy trends, I 
expect to see at Tuttofood 2019 

even more niche and gourmet prod-
ucts – said Robert D’Amato, Gener-
al Manager of Casa Italia Gourmet 
Food & Wines (Australia) –. Thanks 
to its location in Milan, Tuttofood is 
a unique event in Italy and I won’t 
miss it for sure next year”. 

“Innovative segments are on the 
rise also in the Middle East. We are 
moving towards “free-from” and 
frozen food – added Bechara Sal-
iba, General Manager of Dal Mare 
Group (Lebanon) –. We will come to 
Tuttofood 2019 to find quality dairy 
products, fruit, vegetables, and sea-
food”. 

But there’s still room for more 
news! The 2019 edition will have 

a more effective and engaging lay-
out. Italian and international exhib-
itors will grow together, as they will 
showcase their authentic top-qual-
ity products in two new areas, Tut-
toregional and Tuttoworld. Tut-
todrink, Tuttoseafood, Tuttofro-
zen, Tuttopasta, Tuttobakery, Tut-
togreen will place other food sec-
tors under the spotlight. The fo-
cus will be mainly on the authen-
ticity and protection of brands and 
designation of origin. 

More than 500 exhibitors have 
already confirmed their presence, 
10% of which are international. 
Tuttofood continues to focus on in-
ternational markets, such as USA, 
Eastern Europe, Mediterranean 
Area and Middle East, Iran, South 
America, Far East and South-West 
Asia, and South Africa. 

www.tuttofood.it

Piedmont to be the 
Partner Region of Macfrut 2019

Renowned for its red apples, 
Piedmont – a region in Northern It-
aly – will be the Partner Region of 
the next edition of Macfrut, to be 
held in Rimini from 8 to 10 May 
2019. For several years now, the 
Piedmont Region has been partic-
ipating in Macfrut, the internation-
al trade fair for the fruit and vege-
table sector.

Macfrut, organised by Cese-
na Fiera, is an international fruit 
and vegetable trade fair. It is also 
the only international trade fair 
for the fruit and vegetable supply 
chain, with 11 exhibition sectors 
representing all the segments of 
the industry: seeds, breeding and 
plant nurseries, field technology, 
technical equipment, production, 

trading and retail, organic farm-
ing, post-harvest machinery and 
technology, packaging and pack-
ing materials, fresh-cut produce, 
logistics, and services. The 2018 
edition attracted 43,000 visitors, 
25% of whom were from abroad.

In addition to Piedmont be-
ing the Partner Region, Sub-Saha-
ran Africa will be the internation-
al Partner of the 36th edition of 
Macfrut. The focus session on Af-
rica will be divided into four mac-
ro themes: efficient water man-
agement, the new frontiers of hor-
ticulture, technologies for agricul-
tural companies, and small indus-
trial processing plants.

There will be two dynamic are-
as: Acqua Campus, showcasing all 

http://www.tuttofood.it/
http://www.tuttofood.it
https://www.macfrut.com
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the innovations in irrigation in a 
demonstration field; and Macfrut 
Field Solution, a 700 m2 test field 
to see cutting-edge technologies 
for the fruit and vegetable sector in 
operation.

The conference programme 
will include an international event 
dedicated to table grapes and the 
second edition of the Tropical 

Fruit Congress, the European sum-
mit on tropical fruits. This year, 
the Congress will be divided into 
three sessions: tropical fruit mar-
ket trends in Europe and emerging 
produce (Limes, Papayas and Pas-
sion Fruits); The Pineapple Day, 
focusing on pineapples; Temper-
ature Management and ripening 
protocols. 

SIMEI 2019: wine,  
at the centre and not only

From architecture to the use 
of barrels, from women in wine 
to packaging and heroic viticul-
ture and advanced training activ-
ities in wine-making: SIMEI 2019, 
which will be held from 19th to 
22nd of November, 2019, in Mi-
lan, gives a glance at the guide-
lines of a programme of events 
and meetings that will make the 
date in Milan with technology 
and products for wine-making 
even more inspiring. 

We will begin with one of the 
most important French architects 
who has designed iconic winer-
ies such as Chateau d’Yquem and 
Cheval Blanc, Olivier Chadebost, 
the protagonist of meetings on the 
role of architecture in the design 
and marketing of a winery. Then, 
some of the greatest winemak-
ers and wine producers worldwide 
will be discussing the new frontiers 
of the use of wood in the produc-
tion and aging of wines, in an ex-

clusive international symposium, 
while women in wine, from asso-
ciations operating in all continents, 
will be meeting in their first world 
convention. After a feature article 
on the growth prospects now fac-
ing heroic viticulture, SIMEI’s pro-
gramme of meetings will be inves-
tigated by a series of events fo-
cusing on training and updating in 
wine research. Lastly, from wine 
we will be moving on to extra vir-
gin olive oil in an international dis-
cussion between the two main pro-
ducing countries in the world, Italy 
and Spain, on packaging and visual 
design, trying to answer the ques-
tion on how to dress extra virgin ol-
ive oils so that they are successful 
on the market. In short, a series of 
events where the extensive and au-
thoritative participation of leading 
personalities from the internation-
al scene will help to build a glob-
al debate, thus turning the exhibi-
tion into a large stage: a debate on 
the main trends of today that drive 
and condition the development of 
the economic sector that is present 
at SIMEI.

www.simei.com
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“BEAN TO BAR” system 
operating at ZDS laboratory



“RAPID” PUMPS
Sanitary - Self priming.
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HYGIENIC 
DESIGN
for an easy cleaning.

SAFETY
FDA certified materials, 
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contact with foods.
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made of stainless steel 
machined from bars, 
NO CAST PART, NO WELDINGS.

“FARMINOX” 
FILTERS

Packingless plate filters.
Working through 
paperboard filter-sheets.
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