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Global trade in food and 
agricultural products more than 
doubles in last two decades

Global agri-food trade has more than doubled 
since 1995, amounting to $1.5 trillion in 2018, with 
emerging and developing countries’ exports on the 
rise and accounting for over one-third of the world’s 
total, according to a new report issued today by the 
Food and Agriculture Organization of the United Na-
tions (FAO).

The State of Agricultural Commodity Mar-
kets, 2020 (SOCO 2020) argues that global trade and 
well-functioning markets lie at the heart of the devel-
opment process as they can spur inclusive economic 
growth and sustainable development, and strength-
en resilience to shocks. 

“We need to rely on markets as an integral part of 
the global food system. This is all the more important 
in the face of major disruptions, whether they come 
from COVID-19, locust outbreaks or climate change,” 
wrote FAO Director-General QU Dongyu in his intro-
duction to the report.

The rise of global agri-food value chains
The report estimates that about one-third of 

global agricultural and food exports are traded within 
a global value chain and cross borders at least twice.

The rise of global value chains is driven by income 
growth, lower trade barriers and technological ad-
vancements, which have transformed markets and 
trade processes, linking farmers to traders and con-
sumers across regions and countries.

“Global value chains can make it easier for de-
veloping countries to integrate into global markets. 
As they link our food markets closely, they also pro-
vide a mechanism to diffuse best practices to pro-

mote sustainable development,” said the FAO Direc-
tor-General.

In turn, by participating in global value chains, 
smallholder farmers can boost their food production 
and income. On average and in the short term, a 10 
percent increase in agriculture’s global value chain 
participation can result in an increase of around 1.2 
percent in labour productivity, finds the report. 

Smallholder farmers, however, are often missing 
out on the benefits of global value chains. Further-
more, the emergence of global value chains with the 
stringent food quality and safety requirements could 
further marginalize smallholders.

“We need to redouble efforts to include smallhold-
er farmers in modern food value chains, thus secur-
ing rural incomes and food security in both rural and 
urban areas,” said Qu.

To achieve this, there is a need for broad policies to 
create an environment that enables markets to flour-
ish and bolsters smallholders’ participation in global 
value chains - for example, better rural infrastructure 
and services, education and productive technology. 

Digital technologies can help markets to function 
better and can improve farmers’ access to them. In-
novations, such as food e-commerce, can benefit 
both farmers and consumers. However, to guarantee 
that the dividends of digital innovation are shared 
with the poorest, the current digital divide in agricul-
ture needs to be reduced.

The adoption of more inclusive business models, 
such as contract farming and blockchains, can also 
help farmers to better integrate into modern and 
more complex value chains. 

http://www.fao.org/publications/soco/en/
http://www.fao.org/publications/soco/en/
https://www.worldbank.org/en/topic/global-value-chains


For example, participation in contract farming can 
increase farm income by more than half - based on 
an analysis of main studies on contract farming. The 
report underlines, however, the overall lack of infor-
mation on the different impacts of contract farming, 
apart from its impact on farmers’ welfare.

How can agricultural and food markets 
foster sustainable development?

The report makes the case for the role agri-food 
markets can play in fostering sustainable development.

It argues that the promotion and wider application 
of voluntary sustainability certification schemes and 
standards in agriculture, for example, can address 
tradeoffs between economic, environmental and so-
cial objectives.

Sustainability certification schemes can promote 
fair trade, inclusion, nondiscrimination, and environ-
mentally-friendly farm practices. They also can en-
sure occupational safety, ban child labour, and en-
courage investments.

For instance, according to data from smallholder cof-
fee farmers in Uganda, sustainability-certified families 
spend 146 percent more on child education and keep 
children at school longer than noncertified families.

Another study on certification schemes that pro-
mote sustainable forests show that the production of 
forest shade-grown coffee in Ethiopia can help allevi-
ate forest degradation.

The report also points out that whilst bananas are 
one of the most traded tropical commodities in the 

world, only an estimated 5-8 percent are covered un-
der sustainability standards.

The evolution of trade and markets - 
trends and drivers

International agri-food trade has been driven by 
technological progress; urbanization, population and 
income growths, lower transport costs, trade policies 
and a decline in average import tariffs. 

Upper and lower middle-income countries togeth-
er have increased their share in global agri-food ex-
ports from about 25 percent in 2001 to 36 percent 
in 2018. 

Whilst global agri-food trade has doubled since 
1995 in real value, its growth rate has been slower 
since the 2008 financial crisis. This is expected to be 
further impacted by the COVID-19 pandemic.

The 2008 financial crisis and consequent econom-
ic slowdown stalled the evolution of agri-food global 
value chains, and the COVID-19 pandemic could fur-
ther disrupt their potential in global trade and growth. 

Digital technologies are transforming all stages of 
the food value chain - from farm to table. They im-
prove efficiency, create jobs and save resources. But 
it is difficult to foresee all the impacts technological 
innovation can have on how we grow, process, trade 
and consume food. 

While countries in Europe and Central Asia, and 
East Asia and the Pacific tend to trade within the 
same regions, countries in South Asia, Latin America 
and the Caribbean, subSaharan Africa, North Ameri-

ca, and the Middle East and North Africa 
trade more globally. About 90percent of 
exports in agricultural commodities from 
sub-Saharan Africa, and Latin America 
and the Caribbean are destined for oth-
er regions.

Trade will continue to play an impor-
tant role in global food security and nutri-
tion, by moving food from surplus to defi-
cit regions. 

Regional trade agreements can stim-
ulate global value chain participation 
and spur institutional and policy reform. 
However, as many vulnerable countries 
continue to rely on global markets, the 
promotion of the multilateral trading sys-
tem is important.

The larger part of agrifood trade is 
made up of processed food products.

www.fao.org

http://www.fao.org/3/a-i8008e.pdf
http://www.fao.org
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Citrus: world markets 
and trade

The U.S. Department of Agriculture has released 
its semi-annual January report on trade, production, 
consumption and stocks in addition to analysis of de-
velopments affecting global citrus trade. It includes 
data on fresh oranges, orange juice, tangerines, lem-
ons and limes, and grapefruit.

Oranges 

Global orange production for 2020/21 is forecast 
to rise 3.6 million metric tons (tons) from the previ-
ous year to 49.4 million as favorable weather leads to 
larger crops in Brazil and Mexico, offsetting declines 
in Turkey and the United States. Consequently, con-
sumption, fruit for processing, and fresh exports are 
also forecast higher. 

Regarding European Union (EU) production is 
forecast up 6 percent to 6.6 million tons due to fa-
vorable weather and an increase in area harvested 
as new orchards in Italy begin production. Imports 
are down while consumption, oranges for process-
ing, and exports are all up on higher supplies. 

Orange Juice 

Global orange juice production for 2020/21 is 
forecast 17 percent higher to 1.8 million tons (65 
degrees brix) as production in Brazil and Mexico 
more than offsets the drop in the United States. 
However, global production continues in a gener-
al long-term decline. Similarly, consumption is pro-
jected to continue its long-term decline, although 

exports are forecast up with the rebound from 
Mexico. 

European Union production is projected up slight-
ly to 88,000 tons on an increase in oranges available 
for processing. Consumption is up slightly as higher 
production more than offsets lower imports. Brazil 
remains the top supplier to the EU. 
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Global Orange Juice Production Forecast to Again Outpace 
Consumption.

Lemons/Limes 

Global production in 2020/21 is forecast down 
slightly to 8.3 million tons as lower production in 
Argentina and the United States more than offsets 
gains in the European Union and Mexico. Global con-
sumption and exports are forecast up with less fruit 
being used for processing.

European Union production is forecast up 11 per-
cent to 1.6 million tons as a result of favorable weath-
er and greater harvested area. Consumption and ex-
ports are up with the higher supplies, while imports 
are expected to be lower. 

Global Lemon/Lime Consumption Climbs Even With Lower 
Production as Less Fruit is Used for Processing.

Tangerines/Mandarins 

Global production for 2020/21 is forecast up 
slightly to 33.1 million tons with larger supplies in 
China, the European Union, Morocco, and Turkey. 
Consumption and exports are both up with the in-
crease in supply. 

European Union production is expected up 10 
percent to 3.1 million tons due to favorable weath-
er. With larger supplies, consumption and exports are 
anticipated to rise while imports slide. Morocco and 
South Africa are expected to remain the leading ex-
porters to the EU. 

Grapefruit 

Global production in 2020/21 is forecast up slight-
ly to a record 6.9 million tons due to favorable weath-
er and expanded area in China and Mexico. Global 
consumption is forecast to reach a new record with 
the higher supplies, and exports grow to their high-
est level in 3 years. 

European Union production is forecast up slight-
ly to 96,000 tons due to favorable weather but is still 
the third lowest level in 10 years. Consumption is up 
on higher imports. 
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Sweet & Snacks innovation 
boosted by successful 
sustainability storytelling

Potential developments in the highly innova-
tive sweets & snacks categories reflect some of 
the key trends identified by Innova Market In-
sights in its Top Trends for 2021.

Provenance, sustainably sourcing 
and packaging comes into play

Learning more about where their foods 
come from, was of interest to 85% of glob-
al consumers in the Innova Consumer Sur-
vey 2020. As Transparency Triumphs emerged 
as the Top Trend, brands upping their game 
to meet evolving ethical, environmental, and 
clean label consumer demands using creative, 
meaningful storytelling to communicate this. 
When it comes to sweets and snacks, ingre-
dient provenance for raw materials such as 
nuts, cocoa, and sugar is increasingly being 
highlighted, along with ethical credentials and 
packaging sustainability.

Plant-based indulgence powers snack 
and sweets NPD

The “plant-based” trend has continued to 
evolve. It has featured in Innova Market In-

https://www.innovamarketinsights.com/
https://www.innovamarketinsights.com/
https://www.foodingredientsfirst.com/Webinars/top-ten-trends-2021.html
https://www.innovamarketinsights.com/innova-identifies-top-10-food-and-beverage-trends-to-accelerate-innovation-in-2021/
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sights top trends for several years, with Plant 
Forward in 2021 seeing the rising appeal of plant-
based products in different regions and catego-
ries. Consumers demand new formats, new plant 
proteins, and an extra level of sophistication. 

In sweets and snacks, taste has always been a 
key driver and plant-based indulgence is powering 
NPD, combining natural and free-from benefits 
in established areas such as chocolate, extruded 
snacks, nuts and snack mixes, while also featuring 
novel ingredients as varied as hemp and hibiscus.

Tailored to Fit

Personalized nutrition continues to be in the 
spotlight, with Tailored to Fit cited as Innova’s num-
ber three trend for 2021. Research indicates that 

64% of global consumers have found more ways 
to tailor their life and products to their individu-
al styles, beliefs and needs. Cereal and snack bars 
in particular continue to develop their role as carri-
ers of all kinds of healthy ingredients, targeting key 
areas of interest including performance and weight 
management, as well as specialist diets such as ve-
gan, organic, high protein and keto.

At-home eating comes to the fore

As foodservice and retail domains increasingly 
overlap, consumers can eat what they want, when 
and where they want it. Consumers can now direct-
ly access many specialty products previously only 
accessible via retail points or entertainment estab-
lishments. New Omnichannel Eating takes a varie-

ty of forms in sweets and snacks. It includes 
the availability of branded cinema-style 
snacks in the home, as well as restaurant 
branded snacks offering a range of flavors 
and formats, already familiar but not previ-
ously available for in-home consumption.

Covid boosts demand 
for immunity-supporting
 ingredients

In Tune with Immune was another of In-
nova Market Insights’ Top Trends for 2021, 
reflecting how immunity and health has be-
come more top–of–mind for consumers, 
with ongoing anxieties over COVID-19 con-
tinuing to be a key focus for the forthcom-
ing year and beyond. According to Innova’s 
Consumer Survey 2020, six out of ten glob-
al consumers are increasingly looking for 
food and beverage products that support 
their immune health, with one in three say-
ing that concerns about immune health in-
creased in 2020 over 2019. Immunity boost-
ing ingredients will play a significant role for 
the coming year, with awareness of the an-
tioxidant content and potential immune 
health benefits of snacks featuring dark 
chocolate and so-called superfruits, as well 
as the use of vitamins and zinc in hard can-
dy and gummies.

www.innovamarketinsights.com

https://www.innovamarketinsights.com/covid-19-drives-prioritization-of-immune-health/
http://www.innovamarketinsights.com
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Plant-based confectionery 
to gain ground in 2021

In the confectionery market, milk-free and gela-
tin-free products are hitting the shelves more fre-
quently, answering the demands of health-conscious 
consumers who still want to indulge in sweet appli-
cations. As highlighted in a new report from  Innova 
Market Insights, the plant-based confectionery space 
is snowballing.

Innova Market Insights’ number two trend for 
2021, “Plant Forward,” signifies the evolution of 
plant-based concepts beyond the core dairy and 
meat alternatives categories. In 2020, no fewer than 
67 percent of all new products with “plant-based” 
claims were launched outside of these pioneering 
sectors, the market researcher has revealed. 

While total confectionery launches rose at a 
CAGR of less than 2 percent between 2016 and 
2020, introductions of those carrying vegan claims 
increased at 17 percent CAGR. More dynamic still 
were confectionery launches under the “plant-
based” banner, with introductions more than dou-
bling in 2020 alone.

Moving to mainstream

A review of vegan and plant-based confectionery 
NPD also demonstrates the shift of animal-free prod-
ucts further into the mainstream. 

While vegan claims were once predominantly used 
as secondary or tertiary claims combined with other 

https://www.foodingredientsfirst.com/supplier-profiles/innova-market-insights.html
https://www.foodingredientsfirst.com/supplier-profiles/innova-market-insights.html
https://www.foodingredientsfirst.com/news/transparency-triumphs-in-innova-market-insights-top-trends-for-2021.html
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“free-from,” organic or health positionings, they are 
now coming to the fore as a primary focus.  

“Mars’ introduction of vegan Topic and Bounty 
bars in the UK this month demonstrates the grow-
ing importance of the vegan message,” says Lu Ann 
Williams, director of innovation at Innova Market In-
sights. 

“Although the bars are also positioned as glu-
ten-free, ‘vegan’ is the most important claim on the 
packaging, while the Vegan Society logo is also prom-
inent.” 

Big names brands are also unveiling their ani-
mal-free launches in line with Veganuary, a UK organ-
ization encouraging consumers to go vegan for the 
month of January. 

Some confectionery producers are taking formu-
lation and marketing cues from the established dairy 
and meat alternatives categories. 

For example, in plant-based chocolate, some of the 
newer products use terms such as “mylk” or “m!lk” to 
reflect their dairy-free recipes, while others incorpo-
rate nut or oat milk as ingredients. 

Meanwhile, in gelatin-free sugar confectionery, 
“veggie” terminology is being used on some occa-
sions.

What’s happening 
in the plant-based arena?

Launches of plant-based and vegan-friendly prod-
ucts have significantly increased across all sweet cat-
egories to keep pace with growing consumer demand 
for healthy and indulgent products. 

This comes as the burgeoning interest in plant-
based ingredients pushes plant-based eating from 
trend to food revolution status.

Iconic and indulgent brands like Magnum and Gal-
axy introduced new plant-based products with indul-
gence at heart. This is growing the category from its 
niche into the mainstream.

Last August, indulgent chocolatier Lindt launched 
a vegan chocolate range made from oat milk. The 
launch was part of the Swiss chocolate and confec-
tionery company’s HELLO range and promised to be 
“vegan and exquisite.”

Last September, a descendant of John Cadbury 
and founder of British chocolate specialist, Love Co-
coa, James Cadbury, launched his latest venture – the 
UK’s first oat milk chocolate range.

Motivated by his own dairy-free journey, James 
created a creamy plant-powered chocolate using a 
“secret recipe” which utilizes “completely different 
production techniques” to formulate HiP (Happiness 
in Plants).

Also in September 2020, chocolate and cocoa gi-
ant Barry Callebaut extended its “Plant Craft” range 
of vegan and dairy-free indulgent chocolate, cocoa 
and nut products for food and beverage manufactur-
ers.

In February 2020, Barry Callebaut launched a 100 
percent dairy-free milk chocolate coined “M_lk Choc-
olate” as part of Plant Craft, which has been devel-
oped to satisfy the growing demand for plant-based 
indulgence, particularly among Millennials and Gen-
eration Z. It was part of a broader portfolio of Plant 
Craft products ranging from chocolate, cocoa, nuts 
and fillings to decorations.

www.innovamarketinsights.com

https://www.foodingredientsfirst.com/news/veganuary-sign-ups-reach-540000-how-has-covid-19-propelled-the-movement.html
https://www.foodingredientsfirst.com/news/magnum-expands-plant-based-ice-cream-range-and-boosts-texture-with-shell-in-tubs.html
https://www.foodingredientsfirst.com/news/no-sacrifice-to-indulgence-lindt-launches-vegan-chocolate-in-germany.html
https://www.foodingredientsfirst.com/news/dairy-free-cadbury-descendant-creates-oat-milk-chocolate-range-happiness-in-plants.html
https://www.foodingredientsfirst.com/news/dairy-free-indulgence-barry-callebaut-taps-into-texture-to-create-plant-based-treats.html
https://www.foodingredientsfirst.com/news/indulgence-without-the-dairy-barry-calleabaut-debuts-plant-based-mlk-chocolate.html
https://www.innovamarketinsights.com
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Powering up 
on plant protein

Plant protein is continuing to gain traction as the plant-based revolution 
marches on. Plant-based eating has continued to evolve, reaching not just 
mainstream but what might even be described as global phenomenon sta-
tus. It has developed strongly in recent years, moving on from the disrup-
tor status highlighted by Innova Market Insights in its Top Trends for 2017. 
Plant-based has continue to feature in Innova Market Top trends since then 
and now for 2021, Innova’s Plant-Forward trend is heralding the rising ap-
peal of plant-based products in different regions and categories. This comes 
as consumers demand new formats, new plant proteins and an extra level of 
sophistication.

Health still dominates 
plant protein interest

Innova’s 2020 Consumer Survey indicated that the top four reasons for 
considering plant-based alternatives were health, variety, sustainability and 
taste. Health was the clear leader, cited by 53% of respondents globally.

In the meantime, terminology has also moved on, with plant-based claims 
increasingly in evidence alongside more established vegetarian and vegan po-
sitionings. According to Innova Market Insights data, the use of plant-based 
claims for global food and beverage launches had a CAGR of 37% over the 2016 
to 2020 period. This compares with 10% for vegan positionings and a marginal 
decline for the more mainstream and established vegetarian category. Research 
in 2020 also indicated that six in ten consumers preferred plant-based claims 
when buying alternatives to meat and/or dairy.

The use of more specific plant protein claims is also booming, as protein 
from plants is increasingly and more prominently presented as a key product 
feature and terms such as ‘plant power’ more commonly used.

https://www.innovamarketinsights.com/
https://www.innovamarketinsights.com/plant-based-spotlight-on-dairy-alternatives/
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Alternative plant proteins 
and plant/animal protein blends 
are growing forces 

The use of a wider range of plant proteins is 
also in evidence, with fava bean and hemp by far 
the fastest growing proteins tracked in meat and 
dairy alternative launches globally over the 2017 
to 2019 period. 

This is from smaller bases than the more estab-
lished rice, bean and potato proteins, which also 
saw ongoing, if more modest, growth over the pe-
riod.

Looking forward, a variety of alternatives is ex-
pected to disrupt the segment still further using a 
wider variety of ingredients. It has also been sug-
gested that there are opportunities for plant + 
animal protein blends, mixing whey and vegetable 
protein in sports nutrition products, for example, 

or dairy and plant milks for beverages, or meat 
and vegetable components for burgers. An Inno-
va Consumer Survey indicates that 36% of global 
consumers would prefer a mix of plant and animal 
products, while 25% would prefer 100% plant-
based options.

“As consumers are powering up on plant pro-
tein” concludes Lu Ann Williams, Director of Inno-
vation at Innova Market Insights “opportunities 
and challenges are attracting even more atten-
tion in the industry, particularly with regard to re-
gional preferences and sustainability expectations. 
Key challenges for plant-based tend to be similar 
to those for the food industry as a whole, includ-
ing the provision of clean label and sustainable op-
tions, targeting ingredients simplicity, the use of 
minimal processing and optimization of taste and 
textural experiences”.

www.innovamarketinsights.com

http://www.innovamarketinsights.com
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Flavor is king, but is not 
the only trend in ice cream

Flavor is the single most important 
choice factor and purchase driver for ice 
cream shoppers. However, there are oth-
er  trends in ice cream development  that 
help to build further competitive edge. 
These include non-dairy formulations, low 
sugar recipes, cleaner labels and ethical 
ingredients.

Non-dairy ice cream has certainly been 
booming in recent years. Launch numbers 
rose at a CAGR of almost 30% over 2016-
2020 and non-dairy lines now account for 
10% of all ice cream introductions. This 
rises to as much as one-quarter of all ac-
tivity in North America and one-fifth of 
launches in Australasia.

Low sugar  formulations are also 
gaining ground, reaching penetration of 
6% of launches in 2020. “The development 
of more natural sweeteners has attracted 
more attention to sugar reduction,” says 
Lu Ann Williams, Director of Innovation at 
Innova Market Insights. “Artificial sweet-
eners have steadily lost ground, and 
erythritol, stevia and monk fruit are now 
the top three choices in low sugar and 
sugar-free ice cream.”

Meanwhile, when it comes to clean label develop-
ment, shorter and simpler ingredients lists are pop-
ular. Some brands have even flagged the number of 
ingredients, or indeed the full ingredient list, on their 
packaging.

Although these are all interesting trends in ice 
cream development, flavor is still king. Even where 
alternative positionings are used to target specif-

ic consumer interests, taste choices remain vital. In 
fact, they can be even more important in healthier 
recipes, helping to cement an indulgent image. For 
example, salted caramel is one of the biggest win-
ners in recent flavor development, rising to fifth in 
the flavor rankings in 2020. However, its penetration 
in non-dairy ice cream is more than twice as high as 
in regular dairy ice cream.

www.innovamarketinsights.com

https://www.foodingredientsfirst.com/news/flavor-is-king-while-dairy-free-and-reduced-sugar-offer-competitive-edge-for-ice-cream-says-innova-market-insights.html
https://www.innovamarketinsights.com/cutting-sugar-and-boosting-protein-in-better-for-you-sweet-treats/
http://www.innovamarketinsights.com/
http://www.innovamarketinsights.com
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generation of automatic labelers.
Completely innovative cutting system and gluing 
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New lines for gluten free products

A new concept of Alba & Te-
knoservice for next 2021 affirms 
its sensitivity to the gluten free 
product with the study of equip-
ment entirely dedicated to the 
enhancement of special doughs.

Green light to the growing 
demand for croissants, pies, 
crackers, pizza, bread and many 
other gluten-free products. They 
will be the protagonists of this 
2021 with an increasing focus on 
the final yield and the nutritional 
qualities of the product itself.

In addition to providing the 
latest generation machinery de-
signed for "difficult" doughs to 
work, Albaequipment is increas-
ingly closer to its customers and 
consumers by opening the doors 
of its laboratories to those who 
want to test or try their own 
doughs.

The owner himself comments: 
"The increasing demand to pro-
duce healthy, good, organic, ve-
gan or gluten-free foods by our 
customers and market trends have led us to develop a line com-

pletely dedicated to respecting 
the product and its particularity ".

The success of Albaequipment 
is due to this, a company with an 
all-Italian brand with over thirty 
years of experience in the world 
of bakery and pastry equipment.

Now the company introduced 
the Gluten Free Line – artisan 
lines for gluten-free products; 
extrusion, lamination and form-
ing systems for delicate or 
gluten-free dough. High-tech 
solutions to make what seems 
difficult simple.
- Gluten Free Croissant Line
- Gluten Free Tart Line
- Gluten Free Cracker Line
- Gluten Free Pizza Line*
- Gluten Free Bread Line
- Customizable Gluten Free Line

The “Gluten Free” lines are
the right choice for those who Gluten Free pastry injector (ALBA & Teknoservice).

Gluten Free Piadina bread line 
(ALBA & Teknoservice).

http://www.albaequipment.it/
http://www.albaequipment.it/
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work with gluten free products 
but also special doughs such as 
wholemeal: buckwheat, Korasan 
wheat (Kamut), Arso wheat, soy, 
and much more.

The use of the lines is facilitat-
ed by a PLC touch screen with an 
intuitive interface that allows to 
save different configurations de-
pending on the number of layers 
to be made and the yield of the 
dough. The programs are cus-

tomizable and can be remotely 
controlled.

From the dough to the fin-
ished product: the Gluten Free 
Line range is all you need to 
ensure taste and quality, even 
for the most difficult processes. 
Bruschetta, ciabatta, sandwich-
es, classic or flavored crackers, 
pizza, croissants, pies and many 
other products dedicated to the 
growing number of intolerant 

people and those who appreciate 
a healthy diet.

From the artisan line for small 
workshops to the industrial plant, 
Albaequipment will be the trust-
ed partner of your success!

(ALBA & Teknoservice - Via delle 
Industrie 26 - 35010 Villafranca 
Padovana - PD - Italy - Tel. +39 049 
9070380 - Fax +39 049 9074042 
- email: sales@albaequipment.it - 
www.albaequipment.it)

Nut processing system
Tecno 3 Nut Processing Sys-

tem is a complete line that fore-
sees the cleaning of the product 
from any foreign bodies, drying 
and/or roasting, peeling (where 
necessary) and feeding it  to a 
later stage, such as whole fruit, 
chopping or refining to get the 
paste.

The cleaning unit makes it 
possible to remove all parts with 
a specific weight higher or lower 
than the nut to be processed, 
dust, ferrous and non-ferrous 
materials.

The perfectly clean fruit is 
automatically transferred to the 
drying and/or roasting unit for 
the specific application. The ma-
chine can be configured according 
to the process to be carried out 
and the required productivity. 

The process occurs in a con-
tinuous mode, with the possibil-
ity of varying processing param-
eters and technology. This makes 
it possible to get a product with 
excellent structural features, 
guaranteeing a longer shelf-life 
and preventing oxidation phe-
nomena.

In certain cases, dried or 
roasted nut can be peeled before 

undergoing the subsequent step, 
by means of a unit specifically 
conceived to remove the peel 
without affecting the product 
surface. It is possible to match 
the machine with the scrap sep-
aration device, in order to select 
only the whole fruit.

Thanks to suitable cyclone 
separators connected to the 
various suction units, the dust 
contained in the sucked air is re-
moved, in order to be ejected into 
the external environment with-
out pollutants.

The line is managed by PLC 
and works in a continuous and 
autonomous mode according to 
specific recipes and parameters 
set on the basis of the kind of nut 
to be processed.

The complete lay-out is tai-
lored to the customers’ needs, 
from the product loading area to 
the outlet.

(Tecno3 - Via Mastri Cestai 2 - 
12040 Corneliano d’Alba - CN - Italy 
- Tel. +39 0173 610564 - Fax +39 
0173 619494 - email: a.mattis@
tecno-3.it - www.tecno-3.it)

Nut Processing System 
(Tecno3).

mailto:sales%40albaequipment.it?subject=
http://www.teknoservice.com/
http://www.tecno-3.it/
mailto:a.mattis%40tecno-3.it?subject=
mailto:a.mattis%40tecno-3.it?subject=
http://www.tecno-3.it
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No more ignition problems
With its 50 years of history, 

Crei is a reference point for the 
food&beverage world.

An important foreign com-
pany complained about some 
critical issues during the ignition 
phase caused by harsh weather 
conditions that made the oil bath 
of the reduction gear too thick 
or solidified, leading to a lack of 
smoothness of the gears and a 
consequent difficulty in starting 
in the morning, forcing the cus-
tomer to adopt emergency sys-
tems to remedy the problem.

The aim was to avoid an exter-
nal heating system in the fear that, 
once the gear motor was started, 
any element placed outside could 
prevent the dissipation of exces-
sive heat caused by mechanical 
movement. Crei decided to apply 

a HMC series microtubular heater 
directly inside the gear motor, 
in close contact with its internal 
part and the oil bath. In this way, 
through electronics that manages 
the thermoregulation, the heater 
allows to bring the oil tempera-
ture to a level consistent with the 
fluidity required for ignition. After 
starting, the heater switches off 
automatically without affecting 
the operation of the gear motor. 
The mechanical movement of the 
gear motor generates heat, pre-
venting the solidification of the oil 
even at low temperatures.

With this solution Crei was able 
to offer the customer a unique 
and efficient system, able to keep 
the oil temperature a few degrees 
above zero, thus preventing the 
deterioration and burning that 

A HMC series microtubular heater (Crei).

would occur through excessive 
heating, and making the ignition 
phase easier, eliminating down-
time, increasing productivity and 
optimizing energy efficiency.

(Crei - Via Minghetti, 19 - 40057 
Granarolo dell’Emilia loc. Cadriano 
- BO - Italy - Tel. +39 051 6259831
- email: information@creiheaters.
it - www.creiheaters.it)

Online chemical analysis

Online and 
non-destructive analysis 
unit mod. Inspect (Detector).

Inspect is an innovative tool 
for online and non-destructive 
analysis along the manufacturing 
line. This system is developed by  
Detector company to be in-
stalled in production plants, per-
forms real-time measurements 
that are currently carried out 
only on representative samples 
in the lab and identify chemical 
compositions of the examined 
target. With Inspect the user can 
set integrated chemical analy-
sis along the production line in 
order to verify in real time the 
conformity of all items being 
processed, thus enhancing the 
efficacy and reproducibility of 
quality standards. 

The device is equipped with 
sources of varying energy and 

intensity, which illuminate the 
target. As a result, the reflect-
ed characteristic spectrum de-
scribes the intrinsic properties 
of the analyzed material, making 
the invisible visible. 

These information are pro-
cessed in real time by a sophis-
ticated software capable of 
instantaneously recognize the 
analyzed product, compare them 
with set thresholds and store 
them in a dedicated database. 
The deep-learning function al-
lows to calibrate the device and 
to extend its functionalities.

(Detector - Lungo Dora 
Voghera 36/A - 10153 Torino - 
Italy - Tel. +39 011 19010766 - 
email: info@detector-group.com -  
www.detector-group.com)

https://creiheaters.it/
mailto:information@creiheaters.it
mailto:information@creiheaters.it
http://www.creiheaters.it
http://www.detector-group.com
mailto:info%40detector-group.com?subject=
http://www.detector-group.com
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Next generation lifting systems with Servomech 
high performance screw jacks
Servomech innovates current applications with the performance of the new series of ball 
screw jacks. This evolution meets the new needs of the designers and the applications.

Based on this evolution,  
Servomech promotes a new con-
cept in lifting systems, with an 
innovative approach, focused on 
the application of its high-per-
formance ball screw jacks, with 
brushless motors and related 
drives and controls. Customers 
and designers are free to choose 
the brand of motors and drives 
they prefer.

The next generation of lifting 
systems proposed by Servo-
mech allow to reach high linear 
speeds, high dynamic operations 
with relevant acceleration and 
deceleration, high positioning 
accuracy, exact position re-
peatability and operations with 
a continuous duty cycle. The 
synchronism between the var-
ious lifting points is carried out 
in the electrical axis, with the 
control in position or in both 
position and torque. The use of 
ball screw jacks equipped with 
servomotors, absolute multiturn 
encoders and drives capable of 
managing the motion capability 
of the motors and the control of 
the required current, allow for 
reaching high speed, precision 
and repeatability performance.

The traditional lifting sys-
tems are in low linear speed 
applications, with intermittent 
operating cycles, preferably 
with the use of acme screw 
jacks. Through different con-
figurations depending on the 
needs and dimensions and 
through the mechanical connec-

tions with connecting shafts, 
mechanical couplings and mo-
tion transmission reducers, the 
screw jack with motor transmits 
the movement to the other lift-
ing points through a mechanical 
synchronism. This solution has 
some limits, mostly related to 
linear and rotation speed, iner-
tia masses involved and the lost 
power in the various transmis-
sion components, vibrations, 
noise and play that can be cre-
ated between the mechanical 
connections, and the uncertain 
accuracy of the positioning of 
the various lifting points.

The new generation of lifting 
systems proposed by Servo-
mech therefore broadens the 
application horizons of lifting 
systems in general with a mod-
ern and advanced approach. 
Lifting systems can now be used 
for continuous operations, for 
process functions, with also 
heavy load working cycles, with 
highly dynamic conditions, high 
speed, high accuracy and con-
trol.

Servomech Spa was founded 
in 1989 and from the very be-
ginning has followed the entire 
production cycle internally within 
its factories in Anzola dell’Emilia, 
in the Bologna area. Specialized 
in linear actuators, acme and ball 
screw drive, ball screw jacks, acme 
screw jacks, bevel gearboxes, ball 
screws and nuts. Appreciated in 
all European Union countries and 
industrialized countries around 

Servomech’s new range of high 
performance ball screw jacks are made 
with an innovative patented design.

the world, the company provides 
to the market a wide range of 
high quality and performances 
products for the linear motion, 
and ensure top flexibility and 
care for its customers.

(Servomech - Via Monaldo Ca-
lari 1 - 40011 Anzola dell’Emilia - 
BO - Italy - Tel. +39 051 6501711 
- email: info@servomech.com - 
www.servomech.com)

http://www.servomech.com
mailto:info@servomech.com
http://www.servomech.com
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Metal packaging: on the front 
lines of tackling food waste
Didier Sourisseau, President of Crown Packaging Europe, looks at the impact food waste 
has on the environment and how metal packaging can play a key role in its reduction

According to the United Nations Environment 
Programme, approximately one third of the food 
produced in the world each year - more than 1.3 bil-
lion metric tons – is wasted. This is not only a huge 
waste of resources, but also has a significant impact 
in terms of greenhouse gas emissions – the food 
wasted globally represents 3.3 billion metric tons in 
annual carbon dioxide emissions. To put this into per-
spective, if food waste were a country it would be the 
third largest producer of greenhouse gases (GHGs) in 
the world, after China and the U. S.1

Much of this wasted food could be put to better 
use if manufacturing processes, attitudes and the 
general approach to this important issue evolved.

Wasting food results in wastage of all of the en-
ergy, water, soil nutrients and natural resources used 
to grow, package, transport and market that food,2 
which many may not consider. This is especially true 
for consumers who may feel far removed from the 
growing process when they mostly purchase food in 
supermarkets. 

Aside from the obvious financial element, the 
greatest and most tragic statistic is that one in nine 
people globally do not have enough food to live a 
healthy life. This is particularly difficult to compre-
hend when we consider that food wasted in the U.S. 
and Europe alone would alleviate the hunger of those 
1.5 billion people living in poverty worldwide.

1 https://www.bbc.com/future/article/20200224-how-cutting-
your-food-waste-can-help-the-climate 

2 www.wrap.org.uk

https://www.bbc.com/future/article/20200224-how-cutting-your-food-waste-can-help-the-climate
https://www.bbc.com/future/article/20200224-how-cutting-your-food-waste-can-help-the-climate
http://www.wrap.org.uk
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3 http://www.fao.org/news/story/en/item/74192/icode/  

To put this into further perspective, statistics 
show that3:
• Almost half of the fruit and vegetables produced 

in Europe go uneaten.
• In the U.S., two thirds of food is wasted due to 

spoilage.
• 1.3 million metric tons of food is thrown away 

while still in its packaging.
• The average family in the U.K. throws away £400 

worth of food per annum.

Packaging as a waste prevention tool

Packaging has received some negative attention 
in recent years, with brands constantly looking to 
lightweight and reduce packaging of their products. 
However, it is important to consider that, in fact, 
packaging can make a significant contribution to food 

waste reduction. This con-
clusion, along with the fact 
that food waste can actually 
have a greater impact on 
the environment than pack-
aging waste, is supported 
by a research study under-
taken by Dr. Lilly Da Gama, 
a food waste consultant and 
founder of The Food Waste 
Doctor. The study encour-
ages brands to take both 
food and packaging waste 
into consideration when se-
lecting formats for food and 
beverage products.

If we look at a product’s 
journey from the production 
line to the retail shelf, we will 
see that packaging efficient-
ly contains and protects 
foods and beverages, plays 
a critical role in maintaining 
freshness, taste, nutritional 
value and safety, and pro-
longs shelf life. Finally, pack-
aging can deliver portion 
control, which can also help 
to reduce food waste.

Metal packaging, for 
example, offers great size 
versatility, allowing brands 

to manufacture products of the same superior qual-
ity whether sold in single-serve packages or fam-
ily-sized versions. This helps consumers minimize 
wastage by giving them a choice to buy according to 
their needs. This versatility can also be extended to 
ergonomics – packaging that is easier to grip or open 
for those with reduced dexterity – which can prevent 
unnecessary spillages.

Metal is also incredibly robust and reliable, pro-
viding the most tamper-resistant and tamper-ev-
ident package on the market. Its strength enables 
it to withstand processes such as heat sterilization 
and effectively locks in nutrients until consumption, 
whereas fresh products lose their nutrients from the 
moment they are harvested. 

The benefits of metal packaging

As a packaging format that is hermetically sealed, 
cans keep the good in and the bad out. Both light and 
oxygen are key contributors to the premature deg-
radation of food and beverage products, and the can 
provides a 100% impenetrable barrier to both. 

In addition, in food processing, canning destroys 
a variety of pathogens and deactivates enzymes 
that might otherwise cause continued deteriora-
tion of the contents within. The format has an un-
precedented safety record in terms of food-borne 
illness.

The benefits are clear for beverages as well. 
Craft beer, for example, often has a shorter shelf 
life than mass produced alternatives, therefore 
these products benefit enormously from the barri-
er qualities of metal in bringing the product to the 
consumer in the manner in which it was intended. 
Similarly, the difference between the shelf life of 
canned tomatoes compared to fresh tomatoes is 
several years. 

The impact of cans on food waste

In terms of reducing food waste, packaging for-
mats that contribute to long shelf lives – such as the 
can – can have a huge impact. Research conducted by 
Crown in partnership with the University of Delaware 
calculated the extent of the impact metal packaging 
has on reducing food waste in North America. The 
exercise focused on fruit and vegetables, due to the 
high percentage (on average about 50%) of food loss 

http://www.fao.org/news/story/en/item/74192/icode/
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in this category, and examined the rate of food losses 
arising when the food was packed as fresh (refriger-
ated), frozen and canned.

The results were interesting and for many of the 
products examined, canned varieties had the lowest 
consumer loss estimate. Below are two examples:

- Sweetcorn
Fresh = 32% loss - Frozen = 36% loss - Canned = 7% loss 
- Peaches
Fresh = 42% loss - Frozen = 35% loss - Canned = 8% loss 

In addition, five times less pineapple was wasted 
when compared to fresh and frozen and similar data 
was presented for many other food items.

Fruit and vegetable wastage in the U.S. alone costs 
approximately $50 billion annually, but by packaging 
in metal cans the country could in theory save ~340 
million liters of food. This figure, once extrapolated, 
means that metal food cans globally could save >1 
billion liters of food.

Cans deliver environmental benefits

Canning, without question, saves energy and re-
sources and the packaging itself is effortlessly sus-
tainable. The global metal packaging industry saves 
~110,000,000 Gigajoules (GJ) compared to if the same 
products were refrigerated, and an extraordinary 
~500,000,000 GJ when compared to if that product 
was frozen. One GJ is equivalent to a barrel of oil and, 
based on the average consumption of electricity, 
some 34 million households worldwide could be pow-

4 Metal Packaging Europe (https://metalpackagingeurope.org/
article/metal-packaging-true-circular-economy)

ered by the energy saved by 
the metal packaging industry 
using cans to preserve food, 
instead of freezing food.

In terms of transporta-
tion, metal cans stack high 
and efficiently, can be trans-
ported at ambient tempera-
tures and require three times 
less energy than is required 
to transport and store fro-
zen produce. Even fresh food 
transportation uses twice as 
much energy as the transpor-
tation of canned food.

Finally, the material itself 
is a key contributor to the 
circular economy. Metal is 

infinitely recyclable without loss of properties, and 
the infrastructure in place to ensure it is kept in the 
material loop is outstanding around the world. It is 
estimated that 80% of aluminum and steel extracted 
globally is still in use today4, therefore it is the pack-
aging format that keeps on giving from the beginning 
of the supply chain to the end.

Making an impact

There is no easy fix to the food waste issue world-
wide, but by looking at sustainable, common sense 
packaging to reduce the amount of food we waste, 
consumers can make a big impact. Whether canning 
sweetcorn instead of selling it fresh – particularly 
if there is a glut of the product – or simply provide 
single-serve alternatives to the standard options for 
certain fruit or vegetables, metal has the credentials 
to deliver.

The stakes are high, but by making changes, we 
can combat global hunger, raise income, improve the 
standard and quality of life for those living in poverty, 
and improve global food security. All of this, and we 
contribute to the protection of our environment too. 
In short – where packaging is needed, metal makes 
sense.

For a more detailed overview of how packaging 
can help to drives food waste reduction, download 
the white paper: https://bit.ly/2SbmVtN

https://metalpackagingeurope.org/article/metal-packaging-true-circular-economy
https://metalpackagingeurope.org/article/metal-packaging-true-circular-economy
http://bit.ly/2SbmVtN
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The global bioplastics market 
is set to grow by 36% 
over the next 5 years

The results of the European Bioplastics’ (EUBP) 
annual market data update, presented today at 
the 15th EUBP Conference, confirm the continued 
dynamic growth of the global bioplastics industry. 
“Our industry has successfully weathered the chal-
lenges posed by the Covid-19 pandemic. And the 
outlook for bioplastics is also promising as the glob-
al market is predicted to grow by 36% over the next 
5 years”, says François de Bie, Chairman of European 
Bioplastics.

The global bioplastics production capacity is set 
to increase from around 2.1 million t in 2020 to 2.8 
million t in 2025. Innovative biopolymers, such as 
bio-based PP (polypropylene) and especially PHAs 
(polyhydroxyalkanoates) continue to drive this 
growth. Since PHAs entered the market, the share 
of this important polymer family continued to grow. 
Production capacities are set to increase successfully 
almost sevenfold in the next 5 years. The production 
of polylactic acid (PLA) will also continue to grow due 
to new investments in PLA production sites in China, 
the US, and in Europe. Currently, biodegradable plas-
tics account for almost 60% of the global bioplastics 
production capacities. PHA and PLA are bio-based, 
biodegradable, and feature a wide array of physical 
and mechanical properties.

Production capacities of bio-based PP are set to 
more than triple by 2025. This is due to the wide-
spread application of PP in a wide range of sectors. 
PP is a very versatile material that features excel-

lent barrier properties and is one of the most wide-
spread commodity plastics. A bio-based version of 
this olefine has been awaited for many years. Bio-
based, non-biodegradable plastics, including the 
drop-in solutions bio-based PE and bio-based PET 
(polyethylene terephthalate), as well as bio-based 
PA (polyamides), currently make up for 40% (0.8 
million t) of the global bioplastics production capac-
ities. For bio-based PE new capacities are planned 
to come on-line in Europe and South America over 
the coming years. In contrast, bio-based PET will 
contribute only a small share to the overall capac-
ities. Intentions to increase production capacities 
have not been realised at nearly the rate predicted 
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 comparable to PET but is fully bio-
based and furthermore features superior barrier 
properties, making it an ideal material for beverage 
bottles.

Packaging remains the largest field of applica-
tion for bioplastics with almost 47% (0.99 million 
t) of the total bioplastics market in 2020. The data 
also confirms that bioplastics materials are already 
being used in many other sectors, and the portfo-
lio of application continues to diversify. Segments, 
such as consumer goods or agriculture and horti-
culture products, continue to increase their rela-
tive share.
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With a view to regional capacity development, 
Asia remains a major production hub with over 46% 
of bioplastics currently being produced there. Pres-
ently, one fourth of the production capacity is locat-
ed in Europe. This share is predicted to grow to up 
to 28% by 2025. “Recently, significant investments 
have been announced by our industry, also in the 
heart of the European Union. Europe is set to become 
a key producer of bioplastics. The material will play 
an important role in achieving a circular economy. 
The ‘local for local’ production will accelerate the 
adoption of bioplastics in the European market”, says 
Hasso von Pogrell, Managing Director of European 
Bioplastics.

The land used to grow the renewable feedstock 
for the production of bioplastics is estimated to 
be 0.7 million hectares in 2020 and continues to 

account for 0.015% of the global agricultural area 
of 4.7 billion hectares. Despite the market growth 
predicted in the next five years, the land use share 
for bioplastics will only slightly increase to 0.02%. 
„We do not weary of emphasising that there is no 
competition between renewable feedstock for food 
and feed, and the use for bioplastics” says von Po-
grell, “94% of all arable land is used for pasture, feed 
and food.”

The market data update 2020 has been compiled 
in cooperation with the nova-Institute (Hürth, Ger-
many). The data for the global production capacities 
of bioplastics is based on the market study “Bio-
based Building Blocks and Polymers” by nova-Insti-
tute (2020). For more information on the study and 
full market data report, please go to www.bio-based.
eu/markets

http://www.bio-based.eu/markets
http://www.bio-based.eu/markets
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Packaging at the dawn 
of its revolution

The objective of this ALL4PACK Paris talk is to 
discuss the transformations that humanity is likely 
to undergo in the coming decades, and more particu-
larly the impact of these changes on packaging. All 
the studies surrounding the issue arrive at the con-
clusion that packaging is the perfect reflection of our 
society.

Four strong themes emerge from these studies: 
the impact of an ageing population on packaging 
design; the depletion of the natural resources used 
in the manufacturing of packaging; the advent of ar-
tificial intelligence (AI) for processing data; and the 
mobilities revolution in transport.

Ageing population

Around 53% of consumer goods in France are pur-
chased by the over 50s. Over 65’s represent almost 
20% of the European population, and this figure will 
increase by 80% by 2050. Worldwide there are 500,000 
centenarians; there will be 26 million in 2100.

Packaging on which the writing is hard to read is 
becoming a problem for consumers. The same applies 
to the opening and closing of products, their weight, 
their format and the messages they convey.

The graphic codes conceived by the younger gen-
erations are not understood by the elderly. Also, the 
more difficulties you have in reading, opening or car-
rying products, the less you are likely to continue us-
ing the brand concerned. There is still a lot of progress 

that needs to be made on the ease of use of packag-
ing. Smart packaging would be an essential component 
of this scenario, providing intelligence about the risks, 
use and history of the products contained therein.

The depletion of the natural resources 
used for producing packaging

It is now an indisputable certainty: the planet’s 
resources cannot be treated as though they were 
infinite. The “Earth Overshoot Day”, which is the day 
on which the annual worldwide consumption of re-

http://www.all4pack.com/
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sources was higher than the planet was capable of 
regenerating in one year, first occurred on 29 Decem-
ber 1970. That year the world therefore had to go 
two days “in the red”.

In 2018, this day fell on 1st August, and if we con-
tinue at the current rate it will arrive in April in 2050, 
and at the start of the year by the end of the century. 
We will therefore have consumed one year in advance 
the resources that can be regenerated by the Earth.

Oil could run out in 2050 or 2070, iron between 
2072 and 2092, silica between 2100 and 2150 and 
aluminium between 2140 and 2160. We are therefore 
heading toward a situation in which packaging mate-
rials will no longer exist.

To mitigate this, it would be necessary to prohib-
it superfluous packaging, overwrap, composite pack-
aging, non-recyclable packaging and plastic packaging 
from fossil fuel sources. It would also be necessary to 
limit the quantity of these packagings, favour recycla-
ble materials, develop biosourced materials, relaunch 
the concept of  reusable packaging  and create prod-
ucts that need no packaging.

For these solutions to succeed, the citizenry 
needs to be educated and informed. More also needs 
to be done in terms of obligations, crackdowns, tax-
ation, facilitation, reward, as well as in terms of new 
materials and models.

Furthermore, adopting  plant-based and bio-
sourced solutions  must not create an adverse phe-
nomenon, at the risk of overusing natural resources 
once again and depleting them in turn. It is impor-
tant to find more viable solutions in terms of ecology, 
aimed in particular at using less packaging.

It is not possible for retailers and brands to create 
spaces where there is absolutely no packaging what-
soever, and so it is important to avoid certain mate-
rials, reduce the use of the most polluting materials 
and rethink what can be rethought.

Certain more radical policies would enable con-
sumers to be rewarded or, conversely, sanctioned. In 
China, for example, there is a citizen ratings system. 
Adapting this system for the processing of waste in 
France could yield results. Another solution might be 
to put in place systems of traceability from pack to 
home.

The advent of AI in all fields

Artificial intelligence is making real inroads. It will 
extend into every area of our lives, with the aim of 
providing greater safety and more information for 
consumers. AI offers many benefits:
• Selling and communicating better thanks to bet-

ter knowledge of the consumer.
• Combating fakes and guaranteeing the quality of 

the contents.
• Making products easier to use.
• Combating waste.
• Assisting ageing populations.
• Artificial intelligence can serve to prick our con-

science as consumers, making our consumption 
more intelligent, and based more on logic or 
conscience than today, when it tends to be linked 
more to emotions.

The mobilities revolution

With the mobilities revolution, the problems of 
packaging will be linked to its dimensions and form, 
along with its sealing, stability, thermal conditions 
and waste management. Mobility will give the impe-
tus to new products, which are less prone to spillage, 
for example, and which have a longer shelf life.

Lastly, the advances in  self-driving vehicles  and 
the associated technology are promising, although 
there is a risk of making a car into a moving garbage 
can. A car that does not need a driver will only carry 
passengers, who are potentially  consumers of food 
and packaging during their journeys. We therefore 
need to develop packaging which can be sealed and 
which isn’t easily knocked over, while at the same 
time considering the question of how to deal with 
waste in a moving vehicle.

www.all4pack.com

https://www.all4pack.com
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New packaging solution 
for Cantuccini delivers 
maximum reliability
A significant efficiency update 
for traditional baked goods

Manufacturers of traditional confectionery products count on the 
best handcrafted quality. They also have to ensure high production 
volumes. This presents the packaging processes in the factories with 
challenges time and again. Asolo Dolce, a long-established Italian 
company, turned to Schubert for its new packaging line. The robot-
assisted TLM line from Crailsheim packs Cantuccini and Amaretti 
quickly and flexibly. The crunchy, crispy biscuits are protected 
by bag-in-box packaging, which was designed by the Schubert 
Packaging Development team.

The bag-in-box concept is 
quite popular. And it’s no won-
der. 

The packaging which com-
bines flowpacks with cartons 
offers numerous advantages. In 
addition to the variable packag-

ing sizes, the cartons convey a 
high quality and sustainability, 
while elegantly showcasing the 
products inside. And, depending 
on the material selected, the 
flowpack also ensures maximum 
product protection. 

A breath of fresh air 
in the packaging process 
at the long-established 
biscuit manufacturer

Asolo Dolce also wanted to 
capitalise on these advantages 
for its Cantuccini. The tradition-
al manufacturer from northern 
Italy has been producing the 
double-baked biscuits for many 
years, as well as Amaretti and 
other confectionery products. 
And Asolo Dolce has long fa-
voured flowpacks for its pack-
aging. 

After all, baked goods depend 
on a reliable protective barri-
er to stay fresh and crunchy 
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for a long time. Until recently, 
however, the treats were pack-
aged in pre-glued cartons – an 
expensive and labour-intensive 
process that Asolo Dolce want-
ed to optimise due to increasing 
demand.

The owner-managed com-
pany turned to Schubert for 
the efficient modernisation of 
its packaging and process. This 
packaging combination can be 
processed extremely efficiently 
and flexibly by the modular ro-
bot-assisted TLM systems. Aso-
lo Dolce was especially interest-
ed in easy format changes that 
require little effort on the part 
of the operating staff. To meet 
these requirements, Schubert 
designed a new packaging ma-
chine that could pack the pre-
filled flowpacks of various sizes 
into optimised cartons. The pre-
vious pre-glued packaging was 
replaced by a less expensive and 
machine-compatible version in 
the form of flat blanks.

More efficiency thanks 
to optimised cartons

The Cantuccini are sliced into 
small pieces after the first bak-
ing of the raw dough, and are 
then baked a second time. What 
consumers enjoy, however, pre-
sents a challenge for automated 
handling as part of the packag-
ing process. 

This is because the irregular 
shape of the biscuits gives each 
filled bag its own geometry. “We 
redeveloped the design of the 
previously cost-intensive pre-
glued cartons from scratch,” 
explains Valentin Köhler, Head 
of Packaging Development at 
Schubert. His team designed 
two carton formats as flat 
blanks and with two different 
heights in order to fill the car-
tons flexibly with bags weighing 
150, 200 or 250 grams – all on a 
single machine. 

To save Asolo Dolce time and 
money over the long term, the 

Schubert machine experts work-
ing with Area Sales Manager Dirk 
Andrich opted for the top-load-
ing process. Although bag-in-
box solutions traditionally use 
side-loading, i.e. filling via a nar-
row opening on the side, the ad-
vantages of top-loading, which 
is possible today, are evident: 
With the Schubert solution, the 
cartons are filled robotically via 
the largest possible opening. 
This means that the system not 
only works more quickly, but 
also more flexibly and reliably, 
because the robots responsible 
for the filling process can act in-
dependently of the height of the 
cartons. 

Transport robots 
seamlessly connect 
all packaging steps

The new packaging machine 
is responsible for automatic bag 
grouping, erecting and gluing 
the flat blanks, filling the cartons 
with Cantuccini flowpacks and 
then closing the filled cartons. 
The full output of 75 cartons per 
minute is always guaranteed, 
regardless of the format. “Dur-
ing the final approval process 
conducted under production 
conditions, we demonstrated an 
efficiency level of at least 98%”, 
confirms Andrich. One of the 
technical highlights of the mod-
ern line is the Transmodul. The 
transport robot – an in-house 
Schubert development – seam-
lessly links the individual steps 
in the machine’s packaging pro-
cess. “Our machine erects the 
flat blanks and places them onto 
the Transmodul, which brings 
the prepared cartons to the 
filling station. As soon as the 
grouped bags with the biscuits 

In the TLM machine, the Transmodul connects all packaging steps seamlessly and 
efficiently.

http://www.schubert.group/
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and the cartons are aligned, the 
robot places the flowpacks into 
the packages. The Transmodul 
then moves the cartons to the 
closing station,” says Andrich, 
explaining the process.

Maximum efficiency - 
both today and in the 
future

In the event of a format 
changeover, only the magazine 
plate for the carton blanks needs 
to be changed, as the packaging 
machine’s filling tool is equipped 

Despite the uneven geometry of the 
bags, all biscuit varieties are quickly and 
reliably packed in cartons.

with specially adapted suction 
cups. It automatically adjusts 
to the new pouch format via a 
spreading motion. This makes the 
changeover very quick and easy 
for the machine operator – and 
production can proceed quickly. 
In order to integrate the more 
efficient packaging of the Can-
tuccini into the entire production 
process, the Schubert experts 
also took into account a uniform 
logistics concept that extends all 
the way through to the pallet.

Thanks to its increased effi-
ciency, cost savings, reliability 
and ease of use, the Schubert 
solution has resulted in a high 
level of satisfaction at Asolo 
Dolce. And in the future, further 
formats will be possible with the 
new packaging machine as well. 

“Like Schubert, we are a fami-
ly business with a long tradition,” 
says CEO and Company Founder 
Sergio Gallina. “As a family, we 
value partners who can be count-
ed on. With Schubert, we have 
had a machine designer and part-
ner for more than 25 years who 
impresses us again this time.”

Facts & figures

• 3 formats: 150 grams, 
• 200 grams, 250 grams
• 75 cartons per minute
• Machine in 24-hour operation
• Transmodul in use
• Efficiency of 98%
• Packaging developed by Schubert

A family tradition 
of sweet temptations 
in many variations

Asolo Dolce is a family busi-
ness based in the municipality 
of Asolo in the Italian province of 

Treviso. The company has been 
producing Cantuccini, among 
other sweet delicacies, for over 
40 years. In order to guarantee 
the highest level of indulgence, 
Asolo Dolce pays attention not 
only to the best ingredients, but 
also to the sensory quality of 

The cost-effective, easy-to-process 
design of the cartons for the bag-in-
box concept was newly developed by 
Schubert.

the goods, such as the unique 
crunch of the traditionally 
twice-baked Cantuccini. 

The Sfogliatine from Asolo 
are also very popular – the puff 
pastry varieties traditionally 
prepared with a sugar crust, 
with fruit filling and chocolate 
icing. Filled Strudelini, Amaret-
tini and other biscuit varieties 
round off the selection.

(Gerhard Schubert GmbH - In-
dustriegebiet Südost - Hofäck-
erstraße 7 - 74564 Crailsheim 
- Germany - Tel. +49 79514000 
- email: info@gerhard-schubert.
de - www.schubert.group)

mailto:info@gerhard-schubert.de
mailto:info@gerhard-schubert.de
http://www.schubert.group
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A spirit of change for the best solutions
Duetti Packaging design and 

produces complete end of line 
solutions, and its range pro-
duction includes depalletizers, 
carton formers, carton packers, 
carton closers, traditional and 
robotic palletizers in addition to 
product diagnostic and product 
inspection systems.

Customization is a primary as-
pect of the company production 
policy. In fact, studying with the 
customer to find the best per-
sonalized and flexible solutions 
has made it possible to create 
high performance systems. The 
care taken in each project phase, 
which is the result of an exclu-
sive know-how, together with a 
precise assistance service has 
permitted to successfully install 
Duetti Packaging solutions in all 
international markets. Special at-
tention is given to technological 
development in each department, 
from electronics to electrome-
chanics, from pneumatics to pro-
gramming, allowing the company 
to present itself with the latest 
up-to-date solutions as regards 
robotic developments in the field 
of packaging automation.

The commitment to techno-
logical innovation has always 

been a must and the study and 
realization of bottle gripping sys-
tems is the best example of how 
appropriate applications repre-
sent the winning solution.

The skill of its departments 
combined with a strong sense 
of teamwork are of primary im-
portance to Duetti Packaging, 
convinced that this converts into 
human and technical reliability. 
The company has developed 
over more than two decades ex-
perience especially in the area of 
rigid containers and bags and its 

clients are companies in the bev-
erage sector but also canning, de-
tergent, chemical, pharmaceuti-
cal, cosmetic, cereal and fertilizer 
industries. To ensure the quality 
of production and services Duetti 
Packaging operates with Industry 
4.0 standards and is ISO 9001 
certified.

(Duetti Packaging - Via 
Leonardo da Vinci 43 - 35015 
Galliera Veneta - PD - Italy - Tel. 
+39 049 9471274 - email: sales@
duettipackaging.com - www.
duettipackaging.com)
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A “cutting edge” solution 
for the labeling market

been especially strong in Western 
Europe, South America, Mexico 
and the United States. We clearly 
understand the importance of lo-
cal service and support and have 
made significant investments in 
our aftermarket infrastructure 
to be able to support our clients 
around the world.”

One of the earliest adop-
ters of Simpl-Cut technology 
in the United States has been 
Silver Springs Water. According 
to President Kane Richmond, 
“Silver Springs has been a cus-
tomer of P.E. Labellers and their 

Roll-fed systems for years. We 
saw the Simpl-Cut technology 
soon after it was released and 
liked the simplicity of the single 
drum, the reduced setup time 
and the quick-change knife sys-
tem. We liked it so much that 
we ordered two Simpl-Cut ma-
chines. I expect this to be the 
standard for Roll-fed labeling 
moving forward.”

(P.E. Labellers - Via Industria 
56 - 46047 Porto Mantovano - 
MN - Italy - Tel. +39 0376389311 
- email: pelabellers@pelabellers.
it - www.pelabellers.it)

P.E. Labellers’ latest devel-
opment is called Simpl-Cut, and 
it is revolutionizing the Roll-fed 
labeling market. The patented 
Simpl-Cut technology optimizes 
the labeling process, virtually 
eliminating maintenance-relat-
ed downtime and reducing cost 
thanks to the simplicity of the 
cutting system that uses fixed 
blades, contained in a cartridge, 
on a rotating drum; the hot-melt 
glue application prior to the cut-
ting of the label; the use of only 
one drum to transfer and cut the 
label. These features significant-
ly reduce maintenance, improve 
uptime and allow for much faster 
format changes.

“The response from our cli-
ents has been outstanding,” says 
Scott Smith, Senior Vice Presi-
dent of Business Development of 
ProMach, the global group leader 
in packaging which P.E. Label-
lers is part of. “The prob-
lems that the Simpl-Cut 
technology is solving are 
universal, so these sys-
tems are being purchased 
by a wide variety of clients, 
from multinational soft drink 
manufacturers to regional 
bottled water companies.”

P.E. Labellers 
has an extensive 
sales and service 
network around 
the world. The 
company believes 
that its global foot-
print is key to ensuring 
the success of Sim-
pl-Cut. “This is truly a 
global product,” Smith 
says. “Adoption has Simpl-Cut labeling machine (P.E. Labellers).

mailto:pelabellers%40pelabellers.it?subject=
mailto:pelabellers%40pelabellers.it?subject=
http://www.pelabellers.it
http://www.pelabellers.it/
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In nature everything is functional 
and regenerates it self! 
SMI solutions for edible oil

wards eco-friendly solutions in 
the use of plastic packaging, a 
growing number of companies 
have chosen to use rPET (100 % 
recyclable PET) preforms, that 
allow to produce bottles with a 
high mechanical and aesthetic 
quality in a context with low en-
vironmental impact.

Manufacturing and filling 
rPET or PET bottles

Recent studies clearly show 
the advantages related to the 
use of PET plastic bottles, con-
tainers that are unbreakable, 
safe, with great barrier prop-
erties, light and above all recy-
clable. When compared to other 
packaging materials, like glass or 
aluminium, traditional PET and, 

above all, its 100 % recyclable 
version (rPET), has a good en-
vironmental profile, especially 
thanks to its lightweight, that 
results in less material to be 
produced, less material to be 
disposed of, less energy used to 
manufacture it and less fuel used 
for the transport of packed prod-
ucts. Thanks to its recyclability 
and to its great weight/capacity 
ratio, many oil producers choose 
this packaging material as ideal 
solution in terms of environ-
mental sustainability. Bottling 
and packaging solutions offered 
by SMI include a wide range of 
stretch-blow moulders from the 
EBS ERGON range, that allow to 
produce rPET or PET containers, 
of integrated filling-capping 
systems from the ECOBLOC® 
ERGON range and of different 
types of secondary and tertiary 

Future is always full of chal-
lenges, especially for extremely 
competitive market segments, 
like that of edible oil.

The challenge of flexibility 
and competitiveness

The companies of the edible 
oil sector, influenced by the trend 
of strong product diversification, 
need very flexible and efficient 
bottling and packaging plants in 
order to reach high levels of opti-
mization and competitiveness of 
production lines.

The challenge 
of eco-sustainability

In an economic environment 
that is increasingly oriented to-

http://www.smigroup.it/
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packaging machines capable of 
meeting just about any require-
ment in terms of pack format 
and production output.

Compact rotary stretch-
blow moulders, ideal for 
those who produce oil

Stretch-blow moulders from 
the EBS K ERGON range are the 
ideal solution for productions up 
to 9,200 bottles/hour and offer 
all the advantages of the rotary 
blowing technology. Thanks to 
the compact and ergonomic de-
sign, they can be installed even 
on small bottling plants and en-
sure advantages in terms of ease 
of use and control by the line 
operator.

Eco-friendly processes

The stretch-blow moulding 
carousel is equipped with mo-
torized stretch rods, controlled 
by electronic drives, that do not 
require mechanical cams. This 
solution ensures a precise man-
agement of the movement of the 
stretch rod, significant energy 
saving and reduced mechanical 
interventions. The stretch-blow 
moulding system makes use of 
high-performance, low dead vol-
ume valves, that allow to reduce 
pre-blowing and blowing times, 
ensuring greater machine perfor-
mance and higher quality of the 
bottles produced.

Precise and reliable 
electronic fillers

Oil filling technology supplied 
by SMI is extremely precise and 
reliable, thanks to the use of the 
mass flow meter, an electronic 
device installed next to each 
valve that detects the prod-

uct flow placed in each bottle. 
In this solution there isn't any 
contact between the valve and 
the bottle, thanks to a gripper 
that grabs the bottle by the 
neck, keeping it in line under 
the filling valve, with undoubted 
advantages in terms of process 
hygiene and safety. The wide 
range of solutions offered by SMI 
also include that with the weight 
filling system. 

If you want to find out oth-
er advantages of EBS ERGON 
stretch-blow moulders or 
stretch-blow moulding, filling 
and capping ECOBLOC® ERGON 
integrated systems, visit SMI 
web site www.smigroup.it

(SMI - Via Carlo Ceresa 10 - 
24015 San Giovanni Bianco - BG 
- Italy - Tel. +39 034540111 - 
email: info@smigroup.it - www.
smigroup.it)

mailto:info%40smigroup.it?subject=
http://www.smigroup.it
http://www.smigroup.it
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Milk chocolate is a consumer 
favorite worldwide, prized for its 
sweet flavor and creamy texture. 
This confection can be found in all 
types of treats, but it isn’t exact-
ly health food. In contrast, dark 
chocolate has high levels of phe-
nolic compounds, which can pro-
vide antioxidant health benefits, 
but it is also a harder, more bit-
ter chocolate. Today, research-
ers report a new way to combine 
milk chocolate with waste peanut 
skins and other wastes to boost 
its antioxidant properties.

The researchers present-
ed their results at the American 
Chemical Society (ACS) Fall 2020 
Virtual Meeting & Expo.

“The idea for this project be-
gan with testing different types 
of agricultural waste for bioac-
tivity, particularly peanut skins,” 
says Lisa Dean, Ph.D., the pro-
ject’s principal investigator. “Our 
initial goal was to extract pheno-
lics from the skins and find a way 
to mix them with food.”

When manufacturers roast 
and process peanuts to make 
peanut butter, candy and oth-
er products, they toss aside the 
papery red skins that encase the 
legume inside its shell. Thou-
sands of tons of peanut skins are 
discarded each year, but since 
they contain 15% phenolic com-

More healthful milk chocolate  
by adding peanut, coffee waste

pounds by weight, they’re a po-
tential goldmine of antioxidant 
bioactivity. Not only do antioxi-
dants provide anti-inflammato-
ry health benefits, they also help 
keep food products from spoil-
ing.

“Phenolics are very bitter, 
so we had to find some way to 
mitigate that sensation,” Dean 
says. In fact, the natural pres-
ence of phenolic compounds is 
what gives dark chocolate its 
bitterness, along with less fat 
and sugar compared to its cous-
in milk chocolate. Dark varieties 
are also more expensive than 
milk ones because of their high-
er cocoa content, so the addi-
tion of a waste like peanut skins 
provides similar benefits for a 
fraction of the price. And pea-
nut skins are not the only food 
waste that can enhance milk 
chocolate in this way; the re-
searchers are also exploring the 
extraction and incorporation of 
phenolic compounds from used 
coffee grounds, discarded tea 
leaves and other food scraps. To 
create their antioxidant-boost-
ed milk chocolate, Dean and her 
team of researchers at the U.S. 
Department of Agriculture’s 
(USDA’s) Agricultural Research 
Service worked with peanut 
companies to obtain the peanut 

skins. From there, they ground 
the skins into a powder, and ex-
tracted the phenolic compounds 
with 70% ethanol. The lignin 
and cellulose left behind can be 
used in animal feed as roughage. 
They also worked with local cof-
fee roasters and tea producers 
to obtain used coffee grounds 
and tea leaves, using a similar 
methodology to extract the an-
tioxidants from those materi-
als. The phenolic powder is then 
combined with maltodextrin, a 
common food additive, to make 
it easier to incorporate into the 
final milk chocolate product.

To make sure their new con-
fection would pass gastronom-

https://www.acs.org/
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ic muster, the researchers creat-
ed individual squares of choco-
late with concentrations of phe-
nolics ranging from 0.1% to 8.1% 
and had a trained sensory pan-
el taste each one. The goal was 
to have the phenolic powder be 
undetectable in the flavor of the 
milk chocolate. The taste-testers 
found that concentrations over 
0.9% were detectable, but incor-
porating the phenolics at 0.8% 
resulted in a good compromise of 
a high level of bioactivity without 
sacrificing flavor or texture. In 
fact, more than half of the taste 
testers preferred the 0.8% phe-
nolic milk chocolate over the un-
dosed control milk chocolate. 
This sample had higher chemi-
cal antioxidant activity than most 
dark chocolates.

While these results are very 
promising, Dean and team also 
acknowledge that peanuts are a 
major food allergy concern. They 
tested the phenolic powder made 
from the skins for presence of al-
lergens, and while none were de-
tected, they say that a product 
containing peanut skins should 
still be labeled as containing pea-
nuts.

Next, the researchers plan to 
further explore the use of pea-
nut skins, coffee grounds and 
other waste products into addi-
tional foods. In particular, Dean 
is hoping to test whether the an-
tioxidants in peanut skins ex-
tend the shelf life of nut butters, 
which can go rancid quickly be-
cause of their high fat content. 
While commercial availability of 
their boosted chocolate is still a 
ways off and subject to corporate 
patents, they hope that their ef-
forts will eventually lead to a bet-
ter milk chocolate on supermar-
ket shelves.

www.acs.org

Noodles made from high amylose 
wheat flour attenuate 
postprandial glycaemia

Previous research has not 
considered the effect of high am-
ylose wheat noodles on post-
prandial glycaemia. The aim of 
the study conducted by Austral-
ian Researchers is to investigate 
the effect of consumption of high 
amylose noodles on postprandi-
al glycaemia over 2-h periods by 
monitoring changes in blood glu-
cose concentration and calculat-
ing the total area under the blood 
glucose concentration curve. 
The results were published in  
Nutrients.

Twelve healthy young adults 
were recruited to a repeat-
ed measure randomised, sin-
gle-blinded crossover trial to 
compare the effect of consuming 
noodles (180 g) containing 15%, 
20% and 45% amylose on post-
prandial glycaemia. Fasting blood 
glucose concentrations were tak-
en via finger-prick blood sam-
ples. Postprandial blood glucose 
concentrations were taken at 15, 

30, 45, 60, 90 and 120 min. Sub-
jects consuming high amylose 
noodles made with flour contain-
ing 45% amylose had significant-
ly lower blood glucose concen-
tration at 15,30 and 45 min (5.5 
± 0.11, 6.1 ± 0.11 and 5.6 ± 0.11 
mmol/L;  p  = 0.01) compared to 
subjects consuming low amylose 
noodles with 15% amylose (5.8 
± 0.12, 6.6 ± 0.12 and 5.9 ± 0.12 
mmol/L). The total area under 
the blood glucose concentration 
curve after consumption of high 
amylose noodles with 45% amyl-
ose was 640.4 ±9.49 mmol/L/min, 
3.4% lower than consumption of 
low amylose noodles with 15% 
amylose (662.9 ± 9.49 mmol/L/
min),  p=0.021. Noodles made 
from high amylose wheat flour 
attenuate postprandial glycae-
mia in healthy young adults, as 
characterised by the significant-
ly lower blood glucose concentra-
tion and a 3.4% reduction in gly-
caemic response. 

http://www.acs.org
http://dx.doi.org/10.3390/nu12082171
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Anti-obesity activity 
of sweet potatoes extracts

The anti-obesity effects of 
anthocyanin and carotenoid ex-
tracts from color-fleshed pota-
toes were studied by Korean re-
searchers with 3T3-L1 cells in 
vitro and high-fat diet (HFD)-in-
duced obese mice in vivo.

Treatment of 3T3-L1 adipo-
cytes with anthocyanin and ca-
rotenoid extracts, respective-
ly, after differentiation induction 
significantly inhibited fat ac-
cumulation by 63.1 and 83.5%. 
Studies of adipogenesis inhibi-
tion showed that the anthocya-
nin extract acts at intermediate 
stages, whereas the carotenoid 
extract influences all the stag-
es. The extracts significantly di-
minished triglyceride (TG) con-
tent and peroxisome prolifera-
tor-activated receptor gamma 
(PPARgamma) protein expres-
sion during adipogenesis of the 
intermediate stage. Oral admin-
istration of anthocyanin and ca-
rotenoid extracts, respectively, 
to HFD-fed mice significantly re-
duced weight gain and restored 
TG levels to normal or lower as 
compared to the HFD-fed group 
with improvement of a lipid pro-
file, TG to HDL-C ratio. Histolog-
ical differences in liver tissues 
revealed that the extracts pro-
tected the liver tissue from ad-
ipogenesis by HFD fed. This re-
search presents the first direct 
demonstration that the two pig-
ment extracts from sweet po-
tato exhibit anti-obesity activi-
ties. Practical applications: An-
thocyanins and carotenoids are 
the main pigments of purple-and 
orange-fleshed sweet potatoes, 
respectively, which are high-

ly nutritious foods with antidi-
abetic and antioxidant proper-
ties. Obesity is a rapidly growing 
health problem that increases 
major risk factors of several se-
rious diseases including cardio-
vascular diseases, diabetes, and 
cancer. 

The results of this research 
published in Journal of Food Bi-
ochemistry suggest that antho-
cyanin and carotenoid-rich ex-
tracts from color-fleshed sweet 

potatoes may be useful as sup-
plementary ingredients for the 
treatment of obesity and related 
diseases. 

Cholesterol-lowering and  
prebiotic effects of bamboo shoot

Chinese Researchers have in-
vestigated the physicochemi-
cal and physiological properties 
of soluble dietary fiber (SDF) 
and insoluble dietary fiber (IDF) 
from bamboo shoots and the 
study was published in Food 
Chemistry.

IDF showed better adsorption 
capacity than the corresponding 
SDF from the same species. Mi-
crostructure observation results 
indicated that the surface of IDF 
was porous, whereas the SDF was 
relatively flat and compact. The 
cholesterol-adsorption capaci-
ties of IDF and SDF from  Farge-
sia spathacea  were relative-
ly higher than the other species. 
Both SDF and IDF from F. spath-
acea  showed potential prebiot-
ic effects, although the Lactoba-
cillus and Bifidobacterium promo-
tion effects of SDF were relative-
ly stronger than IDF. Compared 

with control, the concentration 
of total short chain fatty acids in 
IDF and SDF supplement groups 
were increased by 1.28 and 0.71 
folds, respectively. These results 
suggested that F. spathacea die-
tary fibers with strong cholester-
ol-adsorption activity and prebi-
otic potential, could be used as a 
bioactive ingredient in functional 
foods production. 

http://dx.doi.org/10.1111/jfbc.13438
http://dx.doi.org/10.1111/jfbc.13438
http://dx.doi.org/10.1016/j.foodchem.2020.127372
http://dx.doi.org/10.1016/j.foodchem.2020.127372
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Global food and drinks trends 
for 2021

Mintel has announced  three key trends for the 
global food, drink, and foodservice industries, includ-
ing analysis, insights, and recommendations centred 
around the ‘now’ (next 12 months), the ‘next’ (18 
months+), and the ‘future’ (five+ years) of consumer 
behaviour:
• Feed yhe Mind: Innovative food and drink formu-

lations will offer solutions for mental and emotion-
al wellbeing that will create a new foundation for 
healthy eating.

• Quality Redefined: Brands will be challenged to 
respond to new definitions of trust, quality, and 
‘essential’.

• United by Food: Food and drink brands can balance 
a person’s need to feel unique and special with the 
desire to be part of communities of like-minded 
individuals.
Looking ahead,  Alex Beckett, Associate Director, 

Mintel Food & Drink, discusses how shifts in consum-
er behaviour related to wellbeing, value, and identity 
will inspire formulation, packaging, marketing, and 
more in the years to come:

Feed the Mind

In 2021 and beyond, expect to see food, drink, and 
foodservice brands offer moments of respite through 
product rituals and formulations that enhance stress 

http://www.mintel.com/
https://news.mintel.com/2174-773WF-K16PX9-4BFB9M-1/c.aspx
https://news.mintel.com/2174-773WF-K16PX9-4BFB9M-1/c.aspx
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relief activities. As the singular focus of avoiding 
COVID-19 fades, people will make more serious com-
mitments to reduce the health risks associated with 
unhealthy eating, become more interested in mindful 
and intuitive eating, and seek proof and incentives 
through the use of technology.

“The COVID-19 global pandemic has made con-
sumers recognise that wellbeing is a vital concern. In 
the coming years, consumers will be looking for more 
products and services that offer mental and emo-
tional health benefits.

“Functional formulations and emotionally en-
gaging multisensory products will help food, drink, 
and foodservice brands command a larger share 
among a myriad of mental and emotional health 
options. We predict that innovative food and drink 
formulations will help people learn how diet can im-
pact mental and emotional health, which will lead 
to new interest in psychology-based approaches to 
healthy eating.”

Quality Redefined
Expect to see consumers look for approachable 

upscale meals for special ‘hometainment’ occasions. 
Expect to see brands and retailers launch appropri-
ately priced products with ethical or environmental 
claims and consumers increase their expectations for 
contactless retail that will expand to include experi-
ential services. Over the next five years and beyond, 
brands and operators that invest in seamless retail 
and equitable access to healthy food will come out 
on top.

“When it comes to value, pandemic-shocked con-
sumers are seeking a return to what is essential. Con-
sumers are now focused on minimal consumption and 
getting the best returns from their purchases.

“As markets reopen, the pace of life will get bus-
ier and consumers will expect time-saving, hygienic, 
and adventurous convenience food, drink, and food-
service. In the next few years, brands will also be 
challenged to respond to new definitions of quality 
and ensure ecommerce is accessible to shoppers of 
all socioeconomic levels. The focus on getting the 
best value for one’s money will motivate brands to be 
more transparent about product price by providing 
details about the ingredients, processes, and people 
that are reflected in a product’s price.”

United by Food
In the next 12 months, food, drink, and foodser-

vice companies will encourage people to use their 
brands as a form of self-expression and a way to re-
connect with their pre-pandemic identities. Expect 
to see social commerce develop as a new way for 
brands to capitalise on building communities that 
will, in turn, give brands actionable ways to give 
back and use their resources, reputation, and reach 
to help consumers take action on important causes.

“Consumers’ understanding of the community 
has been strengthened by COVID-19. Recognising 
the importance of connection and support, con-
sumers will organise in like-minded communities 
for socialisation and camaraderie. Food, drink, and 
foodservice brands can take advantage of their po-
sitions as common interests and passions to which 
consumers can tie their identities and actively bring 
individual fans together. Bound by the brand(s) they 
have in common, communities will expand people’s 
social circles and introduce collective ways to make 
a difference.”

www.mintel.com

http://www.mintel.com
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Tailored to fit: 
the potential 
for personalization

Tailored to Fit is one of Innova Market In-
sights’ Top Trends for 2021, bringing person-
alized nutrition further into the spotlight and 
highlighting how lifestyle-specific personalized 
nutrition services are gaining traction.  

According to Lu Ann Williams, Global Insights 
Director at Innova Market Insights,  “Technolog-
ical advances and  the  ever-expanding choice in 
food service and retail are  combining to allow 
consumers to adopt a more individual approach 
to eating, with personalized nutrition on the rise 
and moving beyond tailored diets”. 

Nearly two-thirds (64%) of global consumers 
in an Innova Consumer Survey said that they 
had found more ways to tailor their life and the 
products they bought to their individual style, 
beliefs, and needs.  The survey also found that 
the leading choice for personalizing nutritional 
experiences was based on specific nutritional 
needs, ahead of lifestyle and body composition. 

As this demand for  personalized  nutrition 
and nutrition services steps up, there are in-
creasing numbers of personalized nutrition of-
ferings, ranging from supplements to complete 
diets. Meanwhile, new technologies are being 
used to develop aids such as wearable devices, 
mobile apps, and even more forward-looking 

https://www.innovamarketinsights.com/
https://www.innovamarketinsights.com/
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options such as artificial intelligence and genetic 
profiling.

“Sophisticated personalized nutrition advice is 
still expensive” reports Williams “but the emergence 
of digital-driven solutions allows for a similar level of 
service in a completely automated way. Advances in 
technology are allowing this diversification and per-
sonalization to be feasible even when focusing on 
relatively small consumer bases.”  

As a result, nutrition that supports both physical 
and emotional well–being  is thriving and can target 
the needs and preferences of different generations 
with more specific holistic approaches to help iden-
tify  opportunities and  optimize  innovation. Earlier 
research from Innova Market Insights identified key 
characteristics and differences among Generation Z, 
the Millennials, Generation X, and the Baby Boomers, 
highlighting the form that a more holistic and cus-
tomized health approach might take in each case.  

There is a particular focus on aging well, both for 
seniors and for younger demographics already en-
gaging with preventative care.  Joint health, energy/
alertness, immune health, brain health, and bone 
health are some of the fastest-growing active health 
claims for food and beverage launches in recent years 
while targeting physical appearance via nutrition and 
diet is another area of growing interest. 

There is also strong growth in product develop-
ment for individual needs as consumers shift to new 
diets, with rising use of selected dietary claims in food 
and drinks products tracked by Innova Market Insights 
(Global CAGR 2016-2020). The use of keto-friendly 
claims rose 165% over this period, for example (al-
though from a small base and highly  regionalized), 
while  plant–based  positionings rose 36%. There 
was also rising activity in vegan products as well as 
in more established protein-rich and organic areas.

www.innovamarketinsights.com

http://www.innovamarketinsights.com
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Top trends in dairy focus 
on holistic health benefits

The traditionally natural and nutritious image of dairy products is con-
tinuing to be a key driver in NPD, according to Innova Market Insights’ Top 
Trends in Dairy 2021. This is despite the challenge posed by rising interest 
in plant-based diets and concerns over environmental and ethical issues.

Covid-19 concerns drive immune interest

Key health related trends from the top ten with a particularly positive 
influence on dairy are led by Innova’s #5 Top Ten Trend 2021 “In Tune 
with Immune”. Ongoing anxiety stemming from Covid-19 is pushing con-
sumers to prioritize their immune health. Innova’s 2020 Consumer Survey 
indicated that 54% of global consumers claimed to have spent time edu-
cating themselves on ingredients that could boost their immune health.

Dairy products such as yogurt and fermented drinks have long been 
associated with immune health, largely as a result of the development and 
mainstreaming of probiotics. More recently interest has also risen in the 
immune benefits of antioxidants, and the greater use of fruit, herbal and 
spice extracts for flavor and function.

Achieving balance with complete solutions

The influence of Innova’s #6 Top Ten Trend 2021 “Nutrition Hacking” is 
also seen being seen within the top trends in Dairy. Four-out-of-five glob-
al consumers said that they believed in progress in food and beverages 

https://www.innovamarketinsights.com/
https://www.foodingredientsfirst.com/news/top-trends-in-dairy-innova-market-insights-highlights-probiotics-adaptogens-and-mood-boosting-formulas.html
https://www.foodingredientsfirst.com/news/top-trends-in-dairy-innova-market-insights-highlights-probiotics-adaptogens-and-mood-boosting-formulas.html
https://www.innovamarketinsights.com/covid-19-drives-prioritization-of-immune-health/
https://www.innovamarketinsights.com/covid-19-drives-prioritization-of-immune-health/
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through science. Developments are focusing on tap-
ping into improving nutrition, leveraging technology 
and balancing diets.

Traditionally, popular claims included high protein 
for the protein-loving consumer, fiber-rich for diges-
tive health, or sugar-reduced for weight and overall 
health. However, this is now evolving toward more 
complete balanced solutions. Products such as dairy 
drinks offering “advanced” or “complete” nutrition 
are leveraging the best of both worlds for natural and 
technology-driven options.

Boosting mood health

Another Top Trend in Dairy is “Mood: The Next 
Occasion”. Concerns over mental health are more 
significant than ever. According to the WHO, depres-
sion may be the leading illness globally by 2030 if no 
action is taken. Dairy NPD around mood is seeing rap-

id growth, with rising use of on-pack claims relating 
to specific mood platforms.

Calming/relaxing and energy boosting are the 
most established platforms, while sleep promotion 
is still niche, but growing from a smaller base and 
showing potential for further innovation. The use 
of adaptogenic herbal extracts for combating the 
mental and physical effects of stress is also trend-
ing as upward interest in more holistic well-being 
develops.

“There is clearly ongoing potential for the dairy 
market”, says Lu Ann Williams, Director of Innovation 
at Innova Market Insights. “It remains one of the 
world’s most valuable food sectors, with a healthy, 
nutritious and versatile image and the potential for 
ongoing added value. However, the recent struggle 
with Covid-19 and a generally tougher consumer en-
vironment may prove challenging.”

www.innovamarketinsights.com

http://www.innovamarketinsights.com
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Health vs. indulgence: 
polarizing trends in North 
American breakfast cereals

Breakfast cereals are something of a staple food in 
North America, with 60% of households saying they 
are a regular part of their grocery basket. However, 
times have never been more challenging for these 
core products as competition for the breakfast dollar 
has intensified considerably over the past decade or 
so.

According to a new report from  Innova Market 
Insights, which assesses cereal trends in the US and 
Canada, there has been polarization between healthy 
and indulgent products in recent years. This is evi-
dent in flavor trends such as with launches contain-
ing turmeric rising at a CAGR of 50% over 2014-2019, 
while those containing marshmallows increased at a 
CAGR of 104%.

The focus for brands in these two areas is also 
very different: new healthier products – particularly 
wholegrain granolas – are increasingly supported by 
messages related to sustainable/organic sourcing, 
artisanal production, and plant-based formulation, 
while more indulgent cereals tend to concentrate 
on their sweet ingredients in order to occupy a 
taste-driven platform. “There has also been some 
indulgent brand extension into this market,” says Lu 
Ann Williams, Director of Insights & Innovation at In-
nova, “with the Dunkin’ donuts and Hershey’s Kisses 
candy brands both having arrived on the breakfast 
scene within the past year.”

Meanwhile, with over 40% of American and Cana-
dian consumers saying that convenience is a reason 

why they buy breakfast cereals, 
there is ongoing pressure to de-
liver ever more convenient for-
mats. Snackability is a growing 
focus, as over 10% of consum-
ers now claim to eat breakfast 
cereals as either a morning or 
evening snack. There has been 
interest in single-portion pots 
or bags that can better target 
out-of-home snacking occasions. 
On-the-move snacking may have 
stalled a little during the corona-
virus crisis. However, it is still the 
case that higher levels of home 
working have opened up new 
snacking opportunities for ce-
reals that could persist into  the 
years ahead.

www.innovamarketinsights.com



FOOD SECURITY
Listeria risks 

the remedy is HPP 

HPP Italia srl 
Parma - Italy - info@hppitalia.it

The power of the High Pressure
HPP ITALIA, your reliable partner able to provide 
the innovative hyperbaric HPP treatment for all 
perishable products.    

      Brand protection
      H24 Security
      Export no limits

In HPP ITALIA we treat the products at very high 
hydrostatic pressure (thousand atmosphere) 
inducing in this way the bacterial inactivation: 
an innovative cold process thanks to which food, 
stabilize and safe, keep unaltered its precious 
nutritional and organoleptic elements. 

Thanks to the HPP technology (High Pressure 
Processing) your products can increase their shelf 
life safely!

We were first in Italy to provide the High Pressure 
Treatment for third parties and we guarantee 
maximum confidentiality. 

Discover more about the extraordinary potential 
of our HPP treatment booking 
your free tests on hppitalia.it.

hppitalia.it


 50 italian food & packaging technology - xcvii (2021) - april

RESEARCH

Dutch Researchers evaluat-
ed the influence of the particle 
size distribution (PSD) of ingre-
dients used for chocolate prepa-
ration (cocoa powder and sug-
ar) on viscosity of model choco-
lates with different fat contents. 
The study was published in Food 
& Function.

Model chocolates with vary-
ing PSDs and two particle size 
ratios (cocoa particles: sugar 
of 1:4 and 1:6) were prepared 
by mixing highly defatted cocoa 

powder as a fine fraction and 
sugar as coarse fraction in sev-
eral proportions. Samples con-
taining spherical quartz beads 
were included as a reference 
to gain insight into the role of 
particle properties. Compar-
ing chocolate samples with the 
same composition, but differ-
ent particle size ratio, the larg-
est difference in viscosity was 
found at a proportion of coarse 
fraction of 0.6. This shows that 
at this proportion of coarse par-

ticles, the highest maximum 
packing fraction was reached, 
which is in accordance with the-
oretical predictions. Howev-
er, for the investigated choc-
olate samples, the lowest vis-
cosity values were obtained at 
a proportion of the coarse frac-
tion of 0.8 or 1. This could be 
attributed to parameters other 
than PSD, such as a decrease in 
surface area with an increasing 
amount of coarse particles. Also 
the morphology and surface 
properties were shown to influ-
ence viscosity. Compared to co-
coa and sugar particles, spheri-
cal and smooth quartz beads led 
to an improved particle packing, 
and therefore a lower viscos-
ity. The addition of lecithin led 
to a decrease in viscosity due 
to a decrease in particle-parti-
cle interactions, particularly for 

hydrophilic sugar parti-
cles. 

The knowledge ob-
tained in this study 

provides possible 
approaches on how 
to reduce fat content 

of chocolates. 

Effect of particle size distribution 
on rheological properties of chocolate

http://dx.doi.org/10.1039/d0fo01655a
http://dx.doi.org/10.1039/d0fo01655a
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Xanthan-based biodegradable 
packaging for fish and meat products

Nowadays, the development 
of environmentally-friendly pack-
aging materials is relevant world-
wide. Biodegradable packaging 
materials are promising due to 
their safety and ability to extend 
shelf life of food products.

A study published in Food 
and Raw Material by Russian Re-
searchers aimed to investigate 
the properties of biodegradable 
film based on a bacterial exopol-
ysaccharide (xanthan) with the 
view to extend the quality and 

tributed to the preservation of 
quality and freshness of carp, 
which was confirmed by senso-
ry and microbiological indicators. 
Total microbial contamination 
in carp packed in biodegradable 
film was significantly lower than 
that in unpacked samples, which 
extended its shelf life for one 
day compared to control. Biode-
gradable packaging also allowed 

Increasing strawberry fruit shelf-life

shelf life of chilled meat prod-
ucts. They studied pork and carp 
samples packed in biodegradable 
film and stored at 0-2°C. Biode-
gradable packaging had positive 
effects on sensory, physicochem-
ical, and microbiological parame-
ters, as well as on ecological safe-
ty of the raw materials. During 
storage of packed chilled pork, its 
mass loss decreased from 2.16 to 
0.21% (norm to 0.30%), and wa-
ter activity reduced from 0.985 
to 0.960, which had a positive ef-
fect on the microbiological resist-
ance of pork during storage. The 
use of biodegradable film con-

mass loss and pH value to de-
crease during storage and inhib-
ited oxidation processes in the 
samples under study. Free fatty 
acid content decreased by a fac-
tor of two, and peroxides, by 7%. 
Thus, biodegradable films can be 
effective film coatings to use in 
the food industry. This method 
of packaging not only preserves 
the functional and technological 
properties of food products, low-
ers their mass loss, and extends 
their shelf life, but also reduc-
es costs and is environmentally 
friendly.

Strawberry fruit is character-
ized by a unique flavour and taste. 
The fruit are harvested at full ma-
turity, causing high susceptibili-
ty to mechanical damage, patho-
logical and physiological disor-
ders during postharvest storage, 
with a maximum shelf-life of 4 
days. Due to high levels of post-
harvest spoilage, increased fun-
gicide resistance and a grow-
ing health concern from the con-
sumer, the industry is currently 
searching for an economically via-
ble, effective and affordable alter-
native to improve fruit quality and 
reduce spoilage. Although various 
postharvest treatments, including 
a chitosan coating and hot water 
treatments have been investigat-
ed, an effective standard treat-
ment is yet to be identified. 

The aim of this study pub-
lished in Acta Horticulturae was 
to investigate the efficacy of 
a dual-release sulphur dioxide 
(SO2) generating pad, in combi-
nation with modified atmosphere 
packaging (MAP) to control post-

harvest fungal development on 
strawberry fruit. The study spe-
cifically focused on preventing 
postharvest development of Bot-
rytis cinerea, commonly referred 
to as grey mould. Strawberry 
fruit exposed to SO2  showed a 
noticeable decrease in decay de-
velopment, especially when the 
SO2treatment was combined with 
MAP. The treatment successful-
ly decreased the  B. cinerea  inci-
dence by more than half, allow-
ing for a longer cold storage peri-
od than is currently available with 
standard industry practices.

http://dx.doi.org/10.21603/2308-4057-2020-1-67-75
http://dx.doi.org/10.21603/2308-4057-2020-1-67-75
http://dx.doi.org/10.17660/ActaHortic.2019.1256.91
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Antioxidant potential 
of seaweed extracts for 
enrichment of convenience food

In recent years, there has 
been a growing interest in natu-
ral antioxidants as replacements 
of synthetic compounds because 
of increased safety concerns and 
worldwide trend toward the us-
age of natural additives in foods. 
One of the richest sources of 
natural antioxidants, nowadays 
largely studied for their poten-
tial to decrease the risk of dis-
eases and to improve oxidative 
stability of food products, are 
edible brown seaweeds. Never-
theless, their antioxidant mech-
anisms are slightly evaluated 
and discussed. The aims of this 
study conducted by Italian Re-

searchers and published in An-
tioxidants were to suggest pos-
sible mechanism(s) of  Fucus ve-
siculosus  antioxidant action and 
to assess its bioactivity during 
the production of enriched rye 
snacks. Chemical and cell-based 
assays indicate that the effi-
cient preventive antioxidant ac-
tion of Fucus vesiculosus extracts 
is likely due to not only the high 
polyphenol content, but also 
their good Fe2+-chelating abili-
ty. Moreover, the data collected 
during the production of  Fucus 
vesiculosus-enriched rye snacks 
show that this seaweed can in-
crease, in appreciable measure, 

A chemical valorisation of melon peels towards 
functional food ingredients

the antioxidant potential of en-
riched convenience cereals. This 
information can be used to de-
sign functional foods enriched in 
natural antioxidant ingredients 
in order to improve the health of 
targeted consumers. 

(26.46%) in the solid fraction. 
The liquid fraction had the high-
est antioxidant activity based on 
results from DPPH, A B T S 
and ORAC assays. 
Flavones, hydrox-
ybenzoic and hy-
droxycinnamic acids 
were the main phe-
nolic classes found in 
all fractions. In addi-
tion, beta-carotene, lu-
tein, beta-cryptoxanthin 
and violaxanthin had also 
been quantified. Melon fractions 
were rich in nutrients and bioac-
tive substances and could be use-
ful in the development of nov-

The goal of a study by Portu-
guese Researchers was to char-
acterize the profile of bioactive 
compounds and the antioxidant 
activity of inodorus melon peels. 
The results were published in 
Food Chemistry.

Melon peels were divided into 
three fractions: a solid fraction 
with a higher content of carbo-
hydrates (84.81%); a liquid frac-
tion with a higher ash content 
(11.5%); and a pellet fraction 
with a higher protein content 
(34.90%). The structural carbo-
hydrates study revealed a com-
position of cellulose (27.68%), 
hemicellulose (8.2%) and lignin 

el functional products, 
considering the growing market 
demand for safe and healthy food 
products. 

http://dx.doi.org/10.3390/antiox9030249
http://dx.doi.org/10.3390/antiox9030249
http://dx.doi.org/10.1016/j.foodchem.2020.127579
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Preservative effect 
of essential oil from pistachio 
in ground beef meat

Tunisian Researchers investi-
gated the biological properties 
and natural preservative effect 
of the essential oil from pistachio 
by-product and the results were 
published in the Journal of Food 
Measurement and Characteriza-
tion.

(IC50=4.6 mg/ml), beta-caro-
tene bleaching inhibitory effect 
(IC50=2.7 mg/ml) and 2,2’-az-
inobis-(3-ethylbenzothiazo-
line-6-sulphonic acid) (ABTS) 
free radical scavenging effect 
(IC50=0.2 mg/ml). The antibac-
terial activity of EOPB was also 
tested against eight strains. The 
results indicated that EOPB has 
the highest activity against Sal-
monella thyphi,  Enterococcus 
faecalis  and  Escherichia coli  at 

Design, calculation and use  
of the multipurpose vacuum 
ground meat mixer

Ground meat mixers mixing 
minced muscle tissue with oth-
er pre-formulated ingredients, 
are among the most common 
types of specialized meat pro-
cessing equipment. The quali-
ty of minced meat, this being a 
food dispersed medium, includ-
ing a solid, liquid and, in part, a 
gas phase, is determined by the 
dispersity and uniformity of its 
structure, as well as the uniform-
ity of the distribution of compo-
nents, that is, by the efficiency 
of the mixing process.

A Study carried out by Ukrain-
ian Researchers made it possible 
to theoretically substantiate the 
processes of mixing minced meat 
with the help of specialized tech-
nological equipment, including 
that providing vacuuming of pro-

cessed food masses, and the re-
sults were published in Vestnik 
of MSTU journal.

A list of regulatory require-
ments for the structures of in-
dustrial meat mixers, which de-

Essential oil was extracted 
for the first time from pistachio 
by-product (EOPB) by hydrodis-
tillation then analysed by gas 
chromatography-mass spec-
trometry (GC-MS). Forty two dif-
ferent components were identi-
fied in EOPB. The major compo-
nents were E-9-Octadecen-1-ol 
acetate, 11-Hexacosyne, 1-Ei-
cosanol, 3-Eicosanol and 2-Me-
thyl-EE-3,13-Octadecane. 

The antioxidant and anti-
bacterial activities of EOPB 
were also investigated. There-
fore, EOPB displayed high an-
tioxidant activity, in terms of 
DPPH-radical scavenging effect 

the concentration of 100 mg/ml. 
Finally, the EOPB applications as 
food preservatives were stud-
ied. Indeed, the effect of dif-
ferent percentages (0.1 and 
0.5%, w/w) of EOPB on thiobar-
bituric acid reactive substances 
(TBARS), meat color, and micro-
biological parameters of ground 
beef meat stored at 4°C for 9 
days was evaluated.

The findings showed a reduc-
tion in lipid oxidation, meat color 
stability and an inhibition of bac-
terial growth in minced beef meat 
containing EOPB. In summary, the 
results suggested that EOPB can 
be used as natural preservatives 
for future application in meats in-
dustries. 

http://dx.doi.org/10.1007/s11694-020-00546-6
http://dx.doi.org/10.1007/s11694-020-00546-6
http://dx.doi.org/10.1007/s11694-020-00546-6
http://dx.doi.org/10.21443/1560-9278-2020-23-3-224-236
http://dx.doi.org/10.21443/1560-9278-2020-23-3-224-236
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termine their technological ef-
ficiency, safety and hygiene, is 
given. 

Two main layouts of the spec-
ified equipment, horizontal and 
vertical respectively, are de-
scribed. The design of a horizon-
tal compact vacuum meat mix-
er with a coaxial double work-
ing spiral is presented. The re-
sults of work on the creation of a 
model range of vertical vacuum 
meat mixers are described, then 
the possibility of using vertical 
vacuum machines for maceration 
by massaging medium-sized and 
small-sized meat raw materials 

Effect of grape seed extract 
on quality of MAP packaged roast chicken

The purpose of the study car-
ried out by Chinese Researchers 
was to screen out the appropri-
ate concentration of grape seed 
extract solution and study the 
effects of grape seed extract 
combined with modified atmos-
phere packaging on the physi-
cal and chemical properties of 
roasted chicken during storage 
at 4°C. 

Samples were stored in 3 dif-
ferent packages: A (air packag-
ing), M (modified atmosphere 
packaging, CO2/N2=40%/60%), 
and P (0.5% grape seed extract 
solution treatment combined 
with modified atmosphere pack-
aging, CO2/N2=40%/60%). Mi-
crobiological analysis, pH, head-
space composition, color, and li-
pid oxidation of roasted chicken 
were measured. 

The results, published in Poul-
try Science, showed that 0.5% 
is the suitable concentration 
of grape seed extract preserv-
ative for the storage of modi-
fied atmosphere packaged roast 
chicken. Compared with normal 
packaging (A) and single modi-
fied atmosphere packaging (M), 
0.5% grape seed extract solu-
tion combined with modified at-
mosphere packaging (P) could ef-
fectively reduce the growth rate 
of total aerobic bacteria,  Pseu-
domonas spp., mold, and yeast in 
roast chicken during low-temper-
ature storage, reduce the lipid ox-
idation rate in roast chicken, and 
maintain the color stability of the 
product. This result could help 
the roast poultry processing in-
dustry to find more efficient ways 
to store and sell products. 

is proven. It is advisable to car-
ry out such a transformation of 
the equipment by replacing the 
working bodies of mixing with 
special massaging arms, these 
ensuring the most efficient per-
formance of the specified tech-
nological operation. 

The study presents the di-
agram and the design, and the 
working cycle of the vertical 
vacuum machine with the ge-
ometric capacity of the working 
bowl is 0.15 m3 is described; the 
main technological and dynamic 
calculations of the said machine 
are given. 

The calculations made it pos-
sible to create an advanced 
non-metal-intensive design of 
a vacuum machine for mixing 
minced meat and/or massag-
ing meat raw materials, which 
meets current requirements 
for equipment of the purpose. 
Studies of the quality of mix-
ing of ground meat have shown 
that vacuuming makes it pos-
sible to consistently achieve a 
better density of minced meat, 
and for minced meat processed 
on an atmospheric mixer, a more 
uniform distribution of compo-
nents was characteristic.

http://dx.doi.org/10.1016/j.psj.2019.11.024
http://dx.doi.org/10.1016/j.psj.2019.11.024
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In order to resolve the prob-
lems associated with the water 
loss, oil loss and loose structure of 
beef meat mince products, the ef-
fects of the binding between a gum 
gel and beef meat mince on the 
structure of mince products were 
studied by Chinese Researchers 
through setting up the blank con-
trol group, 3 g/kg guar gum group, 
3 g/kg konjac group and 3 g/kg car-
rageenan group, and measuring 
the cooking loss, water migration, 
texture and microstructure (scan-
ning electron microscopy). 

The results published in Mod-
ern Food Science and Technolo-
gy showed that the cooking loss, 
total juice loss, water loss and fat 
loss of the guar gum group de-
creased by 2.44%, 5.93%, 5.92%, 
and 1.42%, respectively, com-
pared with the blank control. The 
mince-binding ability of the three 
gums was in the order of the guar 
gum group>konjac group=car-
rageenan group > blank control 
group. The hardness of the blank 
control group was 27286.00 g, 
with that of the guar gum group, 
konjac group and carrageen-
an group decreasing to 32.33%, 
55.58% and 83.30% of the blank 
group respectively. The a* val-
ues of the blank control group, 
guar gum group, konjac group 
and carrageenan group were 
8.35,10.17,10.26 and 9.76, re-
spectively. The T22 values of the 
plant-derived gums were small-
er than that of the blank control 
group (p < 0.05), indicating that 
the degree of restriction upon 
proton movements increased af-
ter the addition of a plant-de-
rived gum. In terms of micro-

structure, fat particles of the 
guar gum group and the konjac 
gum group were evenly distribut-
ed throughout the network, with 
almost no large voids. 

Binding and gel properties 
of edible gums on beef paste

In conclusion: The 3 g/kg 
guar gum group had the highest 
mince-binding ability and exhib-
ited the greatest impact on the 
structure.

Sprayed bioactive fruit extracts 
against protein oxidation  
in lamb cutlets

High-oxygen packaging atmos-
phere (High-Ox-MAP) promotes 
meat protein oxidation and leads 
to texture deterioration. A study 
carried out by Spanish Research-
ers was conceived to assess the 
extent to which sprayed fruit ex-
tracts could inhibit the oxidative 
damage to proteins in lamb cut-
lets subjected to High-Ox-MAP (10 
days/4°C) and subsequent roast-
ing (10 min/180°). The results were 
published in Foods Journal.

Extracts from oaknut (Quer-
cus ilex  subsp. Ballota; QI), rose 

http://dx.doi.org/10.13982/j.mfst.1673-9078.2020.4.025
http://dx.doi.org/10.13982/j.mfst.1673-9078.2020.4.025
http://dx.doi.org/10.13982/j.mfst.1673-9078.2020.4.025
http://dx.doi.org/10.3390/foods9111715
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Novel food colorants from tomatoes

hips (Rosa canina  L.; RC), com-
mon hawthorn (Crataegus mon-
ogyna  Jacq.; CM) and  strawber-
ry tree  (Arbutus unedo  L.; AU) 
were characterized for bioactive 
compounds (phenolic subclass-
es, tocopherols and ascorbic 
acid) and in vitro bioactivities. 
While the four fruits showed rel-
evant antioxidant potential, CM 
had the highest phenolics and 
tocopherol content and that 
was reflected in efficient anti-
radical activity. The in vitro ac-

ral food colorant from unsold to-
matoes. 

The 30-day stability of chro-
moplasts (Chr), in comparison to 
free carotenoid-based extract 
(Free car), was investigated by 
the kinetic degradation model 

of carotenoids (UV-visible spec-
trophotometer assay), and by 
the color attributes as CIELab* 
parameters [i.e.total color dif-
ference (DELTAE); red-yellow 
ratio (a*/b*) and chroma value 
(C*)], under dark and UV-light 
exposure at different tempera-
tures (4, 25 and 40°C). 

Regardless of the different 
storage conditions (temperature 
and UV-light exposure), the low-
est pigment degradation rates 
were found for Chr [0.014 days-

1  (25°C in the dark)-0.057 days-

1(40°C under UV-light)] rather 
than Free car [0.018 days-1 (25°C 
in the dark)-0.071 days-1  (40°C 
under UV-light)]. Furthermore, 
Chr better retained the colori-
metric parameters, especially at 
4°C (DELTAE ~ 4.0) and 25°C (DEL-
TAE ~ 4.5) in the dark. 

These results, published in 
LWT - Food Science and Technol-
ogy, proving that a tailored en-
zymatic-assisted extraction al-
lowed the recovery of stable nat-
ural red-orange pigments better 
preserved by their chromoplast 
envelop. 

tivity of this fruit to inhibit meat 
protein oxidation was, however, 
lower than that displayed by the 
other fruits. 

Taking the results altogether, 
CM was also found to be most ef-
ficient in protecting lamb cutlets 
from lipid oxidation. All fruits 
were able to inhibit thiols oxi-
dation except RC, which seemed 
to reduce protein thiols. Among 
fruits, QI was the most effi-
cient in protecting lamb cutlets 
against protein carbonylation as 

a plausible involvement of ellagi-
tannins. The inhibition of protein 
oxidation by QI was reflected in 
significantly lower instrumen-
tal hardness in cooked lamb cut-
lets. Spraying lamb cutlets with 
extracts from QI, RC and CM im-
proved consumers› purchase in-
tention after chilled storage. This 
antioxidant strategy seems to 
be a feasible and efficient solu-
tion to the pro-oxidative effects 
caused by High-Ox-MAP in red 
meat. 

Despite years of research, the 
application of natural pigments 
as food ingredients is still limited 
by their low stability. Research-
ers from Italy investigated the 
storability of carotenoid-contain-
ing chromoplasts, as novel natu-

http://dx.doi.org/10.1016/j.lwt.2020.110725
http://dx.doi.org/10.1016/j.lwt.2020.110725
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With the 2020 publication of 
two new hygienic design bench-
marking requirements, the Global 
Food Safety Initiative (GFSI) paves 
the way to incorporate hygienic 
design in food safety manage-
ment programs. What practical 
implications can be expected for 
food processing companies and 
their equipment suppliers? 

Rick Heiman, Board Member 
of 3-A Sanitary Standards Inc. 
(3-A SSI) and Patrick Wouters, 
Vice-President of the European 
Hygienic Engineering and Design 
Group (EHEDG) agree: “GFSI de-
serves much acclaim for taking 
this important step forward. The 
new GFSI hygienic design bench-
marking requirements demon-
strate that hygienic design plays 
a pivotal role in safeguarding 
food safety, food quality and pro-
ductivity across the food supply 
chain.” 

Current status and beyond

The new GFSI benchmarking 
requirements for the Hygienic 
Design of Food Buildings and 
Processing Equipment are pub-
lished in 2 scopes: JI for build-
ing constructors and equipment 
manufacturers, and scope JII for 
building and equipment users. 
Heiman: “JI and JII address both 

New GFSI benchmarking requirements  
underline necessity for hygienic design

food processing companies and 
food equipment providers, thus 
contributing to a better commu-
nication between end-users and 
developers of food processing 
sites and equipment.” 

Wouters (EHEDG): “In recent 
years, hygienic design guide-
lines have been widely adopted 
and applied by food processing 
companies and their equipment 
suppliers, which contributed to 
improved cleanability of food 
processing lines and environ-
ments. But not all food industry 
stakeholders are sufficiently 
aware of the necessity of hy-
gienic design yet. Since the GFSI 
benchmarking process has been 
adopted by the global food in-
dustry, these new benchmark-
ing requirements are bound to 
change how hygienic design is 
integrated in food safety man-

agement systems. Consequent-
ly, hygienic design will assume 
a central role in food equipment 
development processes. We also 
expect this to have a harmoniz-
ing effect on certification sys-
tems, since these new hygienic 
design benchmarking require-
ments set a clear and unified 
baseline for all standards.” 

Heiman (3-A SSI): “Last but 
not least, we expect these new 
GFSI hygienic design benchmark-
ing requirements to encourage 
more food industry stakeholders 
to look into the proven benefits 
that hygienic design brings to 
the table: safe food production, 
more productive and sustainable 
food processes due to minimized 
cleaning intervals, and spotless 
reputations for responsible stake-
holders in the global farm to fork 
food supply chains.” 

https://www.3-a.org/
https://www.ehedg.org/
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3-A SSI and EHEDG

3-A SSI
The first standards known as 

‘3A’ were developed in the 1920s 
and 3-A SSI today consists of 
the associations representing 
U.S. regulatory sanitarians, pro-
cessors and equipment fabrica-
tors.  3-A SSI maintains a large 
inventory of standards accepted 
by both USDA and FDA for vir-
tually all types of major food 
processing equipment and ac-

Potential impact of meat replacers on nutrient  
quality and greenhouse gas emissions  
of diets in four European Countries

Meat replacers could play a 
role in achieving more plant-
based diets, but their current 
consumption is limited. The pres-
ent modelling study published 
in Sustainability journal aimed 
to explore the nutritional and 
greenhouse gas emissions im-
pacts of meat replacers.

Using dietary surveys from 
Denmark, Czech Republic, Italy 
and France (~6500 adults), Dutch 
Researchers composed alterna-
tive diets in which all the meat in 
the observed diet (in grams) was 
substituted by similar use meat 
replacers (with and without for-
tification). Starting from the ob-
served diets and meat-replace-
ment diets, diets with improved 
adherence to food-based dietary 
guidelines (FBDGs) were mod-
elled using Data Envelopment 
Analysis. These improved diets 
were then further optimised for 
dietary preferences (MaxP, diet 

similarity index), nutrient quality 
(MaxH, Nutrient Rich Diet score, 
NRD15.3) or diet-related green-
house gas emissions (GHGE) 
(MaxS, CO2equivalents). In all op-
timised modelled diets, the total 
amount of meat was lower than in 
the observed diets, i.e., 30% low-
er in the MaxP, 50% lower in the 
MaxH, and 75% lower in the MaxS 
diets. In the MaxP diet, NRD15.3 
was ~6% higher, GHGE was ~9% 
lower, and ~83% of food intake 
remained similar. In the MaxH 
diet, NRD15.3 was ~17% higher, 
GHGE was ~15% lower, and ~66% 
of food intake remained similar. 
In the MaxS diet, NRD15.3 was 
~9% higher, GHGE was ~33% 
lower, and ~65% of food intake 
remained similar. When using 
fortified meat replacers, for all 
modelled diets, the diet similarity 
was on average 2% lower and the 
GHGE reduction was on average 
3% higher as compared with the 

cepted practices for processing 
systems.  3-A SSI also oversees 
a voluntary program for use of 
the 3-A Symbol on conforming 
equipment. Website 3-A SSI: 
www.3-a.org

EHEDG
Founded in 1989, the Euro-

pean Hygienic Engineering and 
Design Group encompasses 
members of different stakehold-
er groups in the food supply 
chain and has regional sections 

in Europe and other regions in 
the world. Its main goals are the 
promotion and improvement of 
hygienic design and engineering 
solutions in all aspects of food 
manufacture. EHEDG has active 
working groups for develop-
ing and publishing guidelines, 
develops training materials 
and organizes trainings, and 
certifies processing compo-
nents through third party test-
ing facilities. Website EHEDG:  
www.ehedg.org

same scenarios without fortifica-
tion. 

This analysis showed that 
meat replacers, provided their 
preference is similar to meat, can 
provide benefits for GHGE, with-
out necessarily compromising 
nutrient quality. 

http://dx.doi.org/10.3390/su12176838
https://www.3-a.org/
https://www.ehedg.org/
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BBM Service expands its production plant
The choice to open a plant in 

a more convenient logistical area 
would have been the most obvi-
ous, but BBM Service wants to 
continue to grow in Valle Brem-
bana, that’s why it decided to 
expand its production facility in 
Lenna. The new extension of the 
plant will allow further growth in 
terms of volumes and customer 
base, all this will bring new work 
in Valle Brembana. The aim is to 
increase the company’s produc-
tivity by a further 25% over the 
next two years, with a conse-
quent increase in the number of 
employees; it is estimated that 
this will reach triple figures by the 
year 2022.

Local companies will take care 
of the expansion, which will be 
on two levels for a total of about 
2600 m2 more surface area. A 
major investment that was nec-
essary because the old plant had 
reached full saturation of space. 
This investment is in addition 
to the one already completed 
in 2014, which had led to the 

construction of an extension of 
about 1200 m2.

As with the previous project, 
the current one will also have a 
focus on environmental issues. 
Photovoltaic panels will be in-
stalled on the roof of the shed 
and underfloor heating inside, 
allowing it to achieve a high en-
ergy class. The design of this 
extension has also tried to take 
into account the aesthetics of 

the building itself in order not to 
spoil the rural beauty of the Val-
ley. It was therefore given much 
importance to the architectural 
attention, taking into account the 
harmony of volumes.

(BBM Packaging Solutions 
Via Pregalleno 24 - San 
Pellegrino Terme - BG - Italy - 
Tel. +39 0345 23642 - email: 
info@bbmpackaging.com - 
www.bbmpackaging.com)

The world of refrigeration will meet at Bologna
Refrigera 2021 has been 

postponed to 1-2 July 2021 in 
order to give all operators of the 
sector the possibility of develop-
ing their business and organize 
their participation in the best 
way possible. 

Associations of the sector 
supporting the event, along with 
the Scientific Committee, are 
already working on the organisa-
tion of the programme of top-lev-

el meetings and conferences part 
of the Show.

About 10,000 operators of 
the sectors are expected to be 
present at Fiera Bologna in com-
plete safety, who have expressed 
their need and wish to finally be 
able to really participate in an 
event on the development of 
commercial collaboration and 
professional updating. The Or-
ganizers have been able to con-

firm the use of the brand new, 
modern and efficient exhibition 
space in Hall 37, which has just 
been built. 

The marketing and organ-
isational team of Refrigera 
2021 is therefore completely 
operational, continuing the de-
velopment of the project, which 
is organised by A151 Srl, in col-
laboration with Assofrigoristi - 
Associazione Italiana Frigoristi, 
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22-25 June 2021 - Bologna: Cosmofarma, cosmetic and nutraceutical 
show - www.cosmofarma.com

1-2 July 2021 – Bologna: Refrigera, refrigeration industry show – 
www.refrigera.show

31 August – 3 September 2021 - Parma: Cibus, int. food show - 
www.cibus.it

22-26 October 2021 - Rho (MI): Meat Tech, meat industry show -  
www.meat-tech.it

22-26 October 2021- Rho (MI): TuttoFood & Host - food and food-
service show - Milano - www.tuttofood.it - www.host.fieramilano.it

22-26 January 2022 - Rimini: Sigep, confectionery, pastry and ice 
cream show - www.sigep.it

10-13 April 2022 - Verona: Vinitaly, Italian wine show  -  
www.vinitaly.com

3-6 May 2022 - Rho (MI): Ipack-Ima, packaging, food processing and 
pasta exhibition - www.ipack-ima.com

25-28 October 2022 - Parma: Cibus Tec, int. food processing show 
- www.cibustec.it

15-18 November 2022 - Rho (MI): Simei, beverage and wine industry 
show - www.simei.it

INTERNATIONAL EVENTS IN ITALY

ATF - Associazione Tecnici del 
Freddo, Centro Studi Galileo, 
OITA - Osservatorio Interdis-
ciplinare Trasporto Alimenti, 
AREA - European Association of 
Refrigeration, Air Conditioning 
and Heat Pump Contractors, 
ASERCOM - Association of Euro-

pean Refrigeration Component 
Manufacturers. 

With Refrigera 2021 Italy re-
confirms its position as leader in 
industrial, commercial and logistic 
refrigeration and looks forward to 
meeting you in Bologna in June. 

www.refrigera.show

Cibus 2021: dates confirmed  
1st week of September

Following the monitoring the 
evolution of the pandemic on in-
ternational scale and the involve-
ment of all stakeholders, Italian 
and international buyers and 
agrifood companies, Fiere di Par-
ma in agreement with Federali-
mentare – the Italian Food & Drink 
Industry Federation- is confirm-
ing the dates of Cibus 2021: the 
show is scheduled from Tuesday 
August 31st to Friday September 
3rd. The evaluation of the vaccine 
campaign and air travel bubbles 
for overseas professionals have 
been taken into account for the 
final decision. 

The XX edition of Cibus, the 
International Food Exhibition, will 
be the restart of the Italian food 
industry, the first showcase for the 
domestic food & beverage sector. 
On show, new products will haul the 
recovery of domestic consumption 
and international exports for all 
categories: cured meats, cheese, 
pasta, tomato-based products, oil, 
bakery, beverage, grocery, frozen 
local specialties and more... 

The re-opening of Cibus (the 
2020 edition was cancelled as a re-
sult of the pandemic) corresponds 
with a revival in food exports: 
Istat – Italian National Institute for 
Statistics- elaborated by Feder-
alimentare indicate a substantial 

stability in 2020 (+0,1% in the first 
10 months of 2020), that should 
evolve into significant increase in 
the first half of 2021. This data 
gives a glimpse of a large inflow 
of international buyers, so much 
so that a huge budget has been 
allocated to promote their incom-

ing (travel and accommodation). 
The dialogue with the overseas 
buyers has never stopped, even 
during the harshest months of 
the pandemic, thanks to the rein-
forcement of the B2B platform My 
Business Cibus and the Cibus Lab 
webinars. 

Around 3000 Italian compa-
nies will attend Cibus 2021 to-
gether with the food sector main 
players. The show will therefore 
be a not to be missed occasion to 
analyze the great changes accel-
erated by the pandemic, both for 
production and consumption. A 
program of dedicated conferenc-
es will be organized in the unique 
and coherent frame of “Cibus Fo-
rum” pointing out the continuity 
with the event presented in Sep-
tember 2020. 

www.cibus.it 

http://www.cosmofarma.com
http://www.refrigera.show
http://www.cibus.it
http://www.meat-tech.it
http://www.tuttofood.it
http://www.host.fieramilano.it
http://www.sigep.it
http://www.vinitaly.com
http://www.ipack-ima.com
http://www.cibustec.it
http://www.simei.it
https://refrigera.show
http://www.cibus.it/
http://www.cibus.it


italian food & packaging technology - xcvii (2021) - april 63 

news

Tuttofood and HostMilano 
in October

Tuttofood Milan, the global, 
innovative B2B event for the 
agri-food sector and national and 
international point of reference, 
traditionally held in May, has been 
postponed to October 2021. 

The event will now take place 
between 22 and 26 October to 
seize the opportunity to take 
advantage of all the strategic 
and system synergies with Host-
Milano, the world’s leading event 
in technologies and solutions 

for hospitality and out of home 
sector. 

“We are aware of the focus 
of our events and we want to 
transform the uncertainties at 
this time into opportunities”, 
says Luca Palermo, CEO of Fiera 
Milano. “The fact that these two 
strongly connected events will 
be running at the same time, 
will allow for an enhancement of 
the entire Food and Hospitality 
sector, and Milan will once again 

be confirmed as an international 
exchange hub and facilitator of 
meetings and business opportu-
nities between the supply indus-
tries”. 

Tuttofood, the agri-food ex-
hibition with the most complete 
offer in Italy, which embraces 
all the Food & Beverage chains, 
alongside HostMilano, already 
the undisputed leader, will be a 
unique and indispensable event 
for all professionals and a solid 
platform of international stand-
ing, providing networking op-
portunities between all the key 
players of the supply industries. 

www.tuttofood.it

54th Vinitaly postponed to 10-13 april 2022
Veronafiere has decided to 

postpone the 54th Vinitaly - the 
international wines and spirits 
exhibition - now scheduled 10-13 
April 2022. “The ongoing uncer-
tainties within the national and 
international scenario and the ex-
tended lockdowns have prompted 
us to reschedule the exhibition 
definitively to 2022,” said Maurizio 
Danese, President of Veronafiere 
S.p.A. It is a question of making 
an albeit painful choice of respon-
sibility; yet another compulsory 
halt that deprives Italian wine of 
its landmark event for nation-
al and international promotion. 
While waiting for the scenario to 
become more favourable once 
again,” Danese concluded.

Against this background, the 
CEO of Veronafiere, Giovanni 
Mantovani, added: “We confirm 
OperaWine attended by Wine 
Spectator and the top companies 
in the sector identified by the 
American magazine for the 10th 

anniversary of this event, which 
remains scheduled in Verona next 
19-20 June. The event will focus 
on restarting the sector, thanks to 
the involvement of the trade press 
and national and international op-
erators,” said Mantovani, “and will 
also act as a point of attraction 
and a driving force for all the wine 
companies keen to take part in a 
b2b calendar that Veronafiere is 
already preparing.” 

Operawine will be preceded, 
again in June, by the Vinitaly De-
sign international Packaging Com-
petition (11 June) and Vinitaly 5 
Stars Wine The book (16-18 June). 
The Vinitaly international Acade-
my (21-24 June) will close the at-
tended events scheduled for the 
summer. Innovations also include 
an exceptional promotional event 
with significant institutional in-
put next October and which will 
guide the sector during the run-
up to the 54th Vinitaly in 2022. 
Giovanni Mantovani went on: “We 

are talking about Vinitaly - Special 
Edition, a strictly b2b event that 
will highlight the resumption of 
national and international busi-
ness in Verona 16-18 October.” 

“We want to keep attention on 
Italian wine alive all over the world 
as one of the most meaningful 
ambassadors of Made in Italy,” said 
the President of ICE-Italian Trade 
Agency, Carlo Ferro. The initiatives 
implemented by Veronafiere to 
keep the ball rolling between Vinit-
aly 2019 and 2022, with the Vinita-
ly Special Edition and other events 
we will develop together share this 
objective. This seamless approach 
was achieved despite the global 
pandemic and thanks also to the 
use of new tools in terms of digital 
commerce. I send my best wishes 
to the entire Veronafiere team and 
wine producers in the belief that 
the events scheduled for 2021 will 
help support Italian wine-making 
excellence.” 

www.vinitaly.com 

http://www.tuttofood.it/
http://www.tuttofood.it
http://www.vinitaly.com/
http://www.vinitaly.com
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“BEAN TO BAR” system 
operating at ZDS laboratory

www.tecno-3.it
www.beantobarmachine.com



