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GENERAL SAAFFI NEWS 

 
PRECISE SHORT TRAINING COURSES (PSTCs)  
 

This month sees the re-start of SAAFFI’s PSTCs. The following have been organized: 
18th September:  
Course #3B “An Introduction to the Ins and Outs of Essential Oils” 
Course #35 “Flavour & Fragrance Ingredients” 
Course #19G “Numeracy in the Workplace – Basic Numeracy Concepts” 
Full details are available by using this link: 
http://www.saaffi.co.za/index.php?page=pstc  
 
Further courses are planned for October (the 9th) and November. 
 
SAAFFI is well aware that many would like these courses to be available to those 
based in Cape Town and Durban, and are actively looking into ways of satisfying this 
wish. If anyone knows of, or has had experience with, video training, please be kind 
enough to let me have details. 
 
 

THE “EMPLOYMENT OPPORTUNITIES” PAGE ON WWW.SAAFFI.CO.ZA  
 

It doesn’t take a minute, and costs nothing! Take a look at this web page. Spreading 
the news about this cost-free service to those looking for employment and to those 
with vacancies to fill can fulfill a whole load of dreams! 
Click on this link: http://www.saaffi.co.za/index.php?page=employment_opportunities 

  
 

NEWS & COMMENTS OF A GENERAL NATURE 

 
 
DID YOU SEE THE GOOD NEWS? 
 

In case you didn’t (reported in The Times on 24th July) we are getting happier. 
Apparently we are a happier bunch than those of many first-world nations. According 
to the latest Ipsos Global Trends survey, the only people happier than South Africans 

http://www.saaffi.co.za/index.php?page=pstc
http://www.saaffi.co.za/
http://www.saaffi.co.za/index.php?page=employment_opportunities
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(83%) are Swedes (88%), Canadians (86%) and Australians (85%). Well let’s have a 
party. 
  
 

THE MARCH OF THE DISCOUNTERS CONTINUES 

       
 

In the current market, discounters are a worldwide success. Market shares are growing 
and where Lidl or Aldi appear, both consumers and other retailers quiver with 
anticipation. For more, click here. 
 
 

BOOST TO SMEs FROM THE EU 
 
Last month the EU announced that funding worth €7.75 million will be given to 155 
small and medium-sized enterprises from 21 countries, including Israel and Turkey, for 
innovation studies. For more, click here. 
 
 

POOREST HIT HARDEST BY CONSUMPTION TAXES 
 
Tax is the single biggest area of expenditure for those who live in poverty, and indirect 
taxes are a major cause of Britain’s cost of living crisis. For more, click here. 
 
 

MAGNITUDE 6.0 EARTHQUAKE HITS WINE COUNTRY 
 
California Governor, Jerry Brown, made an emergency declaration after a strong 6.0-
magnitude earthquake rocked northern California last weekend, causing dozens of 
injuries, damaged buildings and power outages. For more, click here. 
 
 

THE FAT LIE 
 
The rise in obesity amongst the UK population has been primarily caused by a decline 
in physical activity. Using government figures, this new study debunks the popular 
belief that the rise in obesity in recent decades is the result of increased calorie 
consumption in general, and sugar in particular. For more, click here. 

 
 

COCA COLA PUMPS US$5 BILLION INTO AFRICA 
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A month ago, The Coca-Cola Company and its African bottling partners announced a 
new investment of US$5 billion to be made over the next six years. For more, click 
here. 
 

 
 

NEWS RELATED TO FLAVOURS, FRAGRANCES & COLOURS 

 
 
 

RECOGNISING ODOURS 
 
New research investigating the chemistry of how we recognise the characteristic 
odours of foods like strawberries, coffee, barbecued meat or boiled potatoes by smell 
alone has shown that there are around 230 key substances that can determine the 
odour of a food - with a maximum of around 40 of these odours present in any one 
foodstuff. For more, click here. 
 
 

COULD FRAGRANCE ALLERGY BE PARTLY PSYCHOSOMATIC? 
 
New research from the Monell Chemical Senses Center reveals that simply believing 
that an odour is potentially harmful can increase airway inflammation in asthmatics for 
at least 24 hours following exposure. The findings highlight the role that expectations 
can play in health-related outcomes. For more, click here. 
 
 

THE MILLENNIALS 
 

As the largest generation since the Baby Boomers, Millennials are no doubt leaving 
their mark on the way we as a society shop for and consume food, leaving indelible 
footprints on the marketplace. For more, click here. 
 
 

 

NEWS RELATED TO COSMETICS & TOILETERIES 

 
 
 

A NEW SLANT ON TOOTHPASTE 
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The rapidly broadening energy category has a new slant – energy toothpaste! For 
more, click here. 
 
 

WINE OR SKIN CARE OR BOTH 
 
After years of perfecting the extraction process to produce a more stabilized form of 
resveratrol, Leeds University spin-outs, Keracol Ltd and Critical Processes Ltd, now 
have a skin extract using the red English Pinot Noir grapes once Marks & Spencer 
have done with them in making their wine. For more, click here. 
 
 

IS LOVE IN THE AIR FOR ARDEN? 
 
Elizabeth Arden, maker of celebrity fragrances for Taylor Swift and Justin Bieber, said 
it’s evaluating a tender offer by Rhone Capital LLC’s funds to acquire as much as 20% 
of the company. For more, click here. 
 
 

POTENTIAL TO MANIPULATE HAIR COLOUR 
 

Researchers at Stanford University say they have discovered that a molecule crucial to 
stem cell function plays a major role in determining the different shades of hair colour 
and have also demonstrated how colour can be manipulated. For more, click here. 
 
 

ESTÉE LAUDER 
 
Net sales for the year ending June were up 8% to US$2.73 billion – a figure that was 
not impacted by exchange rates, but rather by accelerated retail orders. For more, click 
here. 

 
 

NEWS RELATED TO FOOD & BEVERAGES 

 
 

DON’T MESS WITH OUR BACON 
 
The view from Brussels is that given that smoking is a form of processing, there can be 
no such thing as a ‘naturally smoked’ product, even when done by traditional means. 
For more, click here. 
 
 

BURGER KING NOW No.3 
 
Burger King Worldwide Inc. and Tim Hortons Inc. have announced a definitive 
agreement under which the two companies will create a new global entity in the quick 
service restaurant sector. For more, click here. 
 
 

BANANAS WILL HAVE WINGS 
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The mass-production of so-called ‘super-bananas’ enriched with vitamin A may begin 

in Uganda as early as 2020 pending approval by the country’s legislators, according to 
the project’s lead scientist, James Dale. For more, click here. 
 
 

SEASONINGS & SPICE MARKET BY 2019 
 

According to a new market report published by Transparency Market Research 
"Seasonings and Spices Market - Global Industry Analysis, Size, Share, Growth, 
Trends and Forecast, 2013 - 2019" the global seasonings and spice market was 
valued at US$12.0 billion in 2012 and is estimated to grow to US$16.6 billion by 2019. 
For more, click here. 
 
 

GLOBAL HALAAL MARKET = US$1.6 TRILLION BY 2018  
 

A research note by the Dubai Chamber of Commerce and Industry based on a recent 
study by Thomson Reuters in collaboration with Dinar Standard says that the market 
for halaal food and beverage was worth US$1.1 trillion in 2013. For more, click here. 
 

 
FLAVOUR & FRAGRANCE (F&F) COMPANY NEWS 

 
 
Afriplex, producer and supplier of wellness product solutions from source, has 

founded a joint venture with Doehler, the global active specialist of ingredients and 
ingredient systems, located in Darmstadt, Germany. For more, click here. 
 
Firmenich appoints Gilbert Ghostine as New CEO to take over from Patrick Firmenich, 
who has been at the helm for more than 12 years. Patrick has been named Vice 
Chairman of Firmenich. Gilbert Ghostine was, most recently, President, Asia Pacific at 
Diageo, the world’s leading premium drinks company. 
 
Frutarom Industries Ltd reports record highs in the second quarter and first half in 

sales, gross profit, operating profit, EBITDA, net income and earnings per share, along 
with a jump in profitability margins.  For more, click here. 
 
Givaudan reported a 4.5% increase in half year sales on a like-for-like basis to 

CHF2.2 billion, being a decline of 1.5% in Swiss Francs compared to H1 2013. For 
more, click here. 
 
International Flavors & Fragrances reported sales growth of 4% to US$788.4 million 

in Q2 2014, up from US$757.6 million in Q2 2013. For more, click here. 
 
Sensient Colors, a business unit of Sensient Technologies Corporation, recently 

announced it plans to invest and expand production and distribution facilities in South 
Africa to better serve this important region. For more, click here. 
 
Symrise reported a 5.9% increase in sales in local currencies and a growth of 9% in 
EBITDAN to €209 million for H1 compared to the same period last year. For more, 
click here. 
 
Kind regards, 
Michael Gristwood 
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THE MARCH OF THE DISCOUNTERS CONTINUES 
 
In the current market, discounters are a worldwide success. Market shares are growing 
and where Lidl or Aldi appear, both consumers and other retailers quiver with 
anticipation. The cheap retail prices are said to provoke price wars, and the success of 
Aldi has even coined the 'Aldi effect'. But are the effects really that big? 
Germany is the birthplace of the discount concept. From here, Aldi and Lidl have built 
their empire, other chains quickly adopting the formula. Germany has nearly 15,500 
discount supermarkets. No European country has as many supermarkets per square 
kilometre, nowhere is the competition so intense. Aldi and Lidl are the market leader in 
Germany. Together, these discounters represent 37% of discount supermarkets. Other 
major discounters are Tengelman's Netto (18%), Penny (11%) and Norma (4%). 
In October 2013, German periodical Focus published the growth expectations of Aldi 
and Lidl for years to come. Worldwide sales of Aldi will grow from 56.8 billion Euro in 
2012 to a prospected 65.8 billion in 2016, an increase of 15.8%. With Lidl, the growth 
rate is even higher. Coming from 54 billion Euro in 2012 to 65.8 billion in 2016, a 
21.9% growth. 
Aldi and Lidl are both in private hands. Aldi officially consists of Aldi Nord and Aldi Süd, 
both owned by the Albrecht family. Lidl is owned by Dieter Schwarz. Schwarz is the 
third richest man in Germany, after the two owners of Aldi Nord and Süd. 
In four ways, the discounters are very different from the traditional supermarket 
concept. For one thing, the range is noticeably smaller. Secondly, the number of 
branded goods is considerably reduced, or even completely absent. The products are 
sold under a private label, whose quality is often comparable to brand products. In 
addition, the stores are relatively smaller, with less service offered. And perhaps the 
most important difference: the prices are lower. 
During the recent years of crisis analysts used the term Aldi effect to describe changes 
in the spending patterns of consumers. The term is also applied in other sectors. 
Where the consumer is forced to cut down spending, he often opt for discounters. The 
Aldi effect is therefore the definition of discount and low-budget companies that are 
growing despite the crisis. 
The market shares of both Aldi and Lidl grew firmly in recent times. In Ireland, Aldi saw 
its market share grow by 20% to 7.4% of the market. The growth of Lidl was slightly 
more modest with 8%, 6.9% of the market. In Q1 2014, the Irish spent 18 million Euro 
more. Aldi saw sales grow 22%, and Lidl 12%.  
In Britain, the advent of German discounters has led to a price war. The growth, again, 
comes at the expense of the market shares of the other major UK supermarkets: 
Morrisons, Asda, Tesco and Sainsbury's. Tesco is the largest player with a market 
share of 28.6%, which was 29.7% a year earlier. Asda had 17.4%, Sainsbury's and 
Morrisons 16.5% and 11.1% respectively. Aldi and Lidl are relatively small players with 
4.6 and 3.4% respectively.  
Continuing expansion of discounters on the British market is a worry for the 
conventional retailers. Morissons, for one, slashed prices in a bid to win back 
customers. The supermarket chain saw revenues decline last year and recorded a 
gross loss of £176 million. The management called the current situation "the biggest 
crisis since the '50s."  
Cathy Barnes, professor of retail innovation at the University of Leeds, concludes that 
traditional supermarkets themselves have played a role in the rise of the discounters. 
"The four big supermarkets have become victims of their own success," said the 
professor in the Yorkshire Post. "They have trained consumers to buy on price rather 
than brand. That has been so successful that there are people who only buy laundry 
detergent when it is on offer, regardless of what brand, if the price is right. As a result, 
consumers are less loyal. They buy where the price is best." 
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A report in IOL mentioned that private label in SA is steaming ahead with 11.4% 
growth per annum, for a total approaching R25 billion across all retailers. Good news 
for them: they achieve margins of 8-10% higher than they do on national brands. And 
lest you are concerned about the plight of the traditional suppliers to the trade, they’re 
responsible for between 5% and 20% of the stuff that is edging their own brands off 
the shelves and out of the baskets. Funny old world! 

Back to the next article 
 
 
 

BOOST TO SMEs FROM THE EU 
 
Last month the EU announced that funding worth €7.75 million will be given to 155 
small and medium-sized enterprises from 21 countries, including Israel and Turkey, for 
innovation studies. 2’666 businesses applied for the first round of grants under the 
EU's SME Instrument, submitting a business plan. Spain was the most successful, with 
39 proposals selected, followed by the UK with 26, Italy with 20, Germany with 11, and 
Ireland with ten. Eight non-EU businesses will receive a total of €400,000 in EU 
money. While Israel (four proposals), Norway (two proposals), and Turkey (two) are 
not in the EU, they are part of the Horizon 2020 programme. The SME Instrument is 
worth €3 billion over seven years and is part of Horizon 2020, the EU's biggest ever 
research and innovation framework with a seven year budget worth nearly €80 billion. 
The EU will also provide three days of business coaching to successful 
applicants. They can apply for further funding at later stages of the company’s 
development. The two later phases cover areas such as research and development 
and commercialisation. 
Innovative businesses sometimes struggle to get the finance they need to grow, 
especially after the financial crisis. The EU believes that SMEs and innovations are 
drivers of growth, jobs, and the economic recovery. 
The SME Instrument aims to be a simple and fast way for high-growth business to get 
investment and support. The focus is on “potentially disruptive” businesses, like the 
digital music service Spotify, for example, that can revolutionise their market. 
The Instrument is aimed at high-growth, SMEs with ambitions of reaching a global 
market. About 645 projects should be funded in 2014, rising to 670 in 
2015. Applications can be submitted at any time but are evaluated four times each 
year. 
European Commissioner for Research, Innovation and Science Máire Geoghegan-
Quinn said, "The response to the new SME Instrument is encouraging. There is clearly 
demand out there for this kind of support. We hope many of the business plans being 
financed will mature to become real products and services, generating growth and jobs 
for our economies." 

Back to the next article 
 
 
 

POOREST HIT HARDEST BY CONSUMPTION TAXES 
 
Tax is the single biggest area of expenditure for those who live in poverty, and indirect 
taxes are a major cause of Britain’s cost of living crisis. Despite significantly lower 
rates of alcohol consumption and car ownership, the poorest income group spends 
twice as much on sin taxes and VAT than the wealthiest income group as a proportion 
of their income. 
New research, Aggressively regressive: The ‘sin taxes’ that make the poor 
poorer, proposes cutting taxes on fuel, alcohol and tobacco by half, scrapping green 
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energy subsidies and reducing VAT to 15%. This would put money back in the pockets 
of those who are in greatest need of it. All told, the poorest households pay 37% of 
their gross income in direct and indirect taxes. To put it another way, the single biggest 
expenditure for people in poverty is tax. This leads us to the conclusion that the most 
effective way for the state to lift people out of poverty is to stop taking their money. 
This is a growing problem. In 1977 the poorest quintile spent 22% of its income on 
indirect taxes; in 2012 it spent 30%. By contrast, the richest quintile has seen its share 
of income spent on indirect taxes fall from 20% to 15%. This can be partly explained by 
incomes at the top rising more quickly than those at the bottom, but it is primarily due 
to indirect tax rates rising and new indirect taxes being introduced. 
 The poorest 20% of households in Britain spend an average of £1,286 per year 

on ‘sin taxes’, including betting taxes, vehicle excise duty, air passenger duty, 
‘green taxes’ and duty on tobacco, alcohol and motor fuels. 

 The £1,286 spent on sin taxes represents 11% of the disposable income of 
Britain’s poorest fifth of households. For every £8 spent by the poorest fifth of 
households, £1 is taken from them in sin taxes. 

 The average smoker from the poorest fifth of households spends between 18 
and 22% of their disposable income on cigarettes. The tax on these cigarettes 
consumes 15 to 17% of their income.  

 Motoring taxes absorb 8% of the income of a typical driver from the bottom fifth 
of households. 

 Alcohol taxes consume 2 to 4% of the income of moderate drinkers in the bottom 
fifth of households. 

 People in the bottom fifth of the income stream who drink moderately, smoke 
and drive a car spend 37% of their disposable household income on sin taxes 
and VAT. The comparable figure for people in the top fifth of the income stream 
is 15%. 

 The poorest 20% of households in Britain spend an average £1,165 on VAT. 
 

Back to the next article 
 
 
 

MAGNITUDE 6.0 EARTHQUAKE HITS WINE COUNTRY 
 
California Governor, Jerry Brown, made an emergency declaration after a strong 6.0-
magnitude earthquake rocked northern California last weekend, causing dozens of 
injuries, damaged buildings and power outages. He said there had been significant 
damage to buildings in the city, including some of historic import. 
Although Napa appeared to be hardest hit, the area affected stretches from Santa 
Cruz to Wine Country, including 2.3 million people. The epicentre was just north of the 
Bay area, near Sonoma Valley and Napa Valley and American Canyon. The quake 
struck at a depth of 6.7 miles. It was the largest to hit the Bay Area since a magnitude 
6.9 hit Loma Prieta in 1989 and was felt across Northern California. Luckily it did not 
result in the loss of any human life. The wine country, however, was deeply affected. 
While it's still too early to tell just how much the quake will cost Napa Valley, what's 
clear is that some wineries lost some of their most cherished reserves, worth hundreds 
of thousands of dollars. While Napa produces only 4% of California's total wine crop, 
its wines are the most prestigious. 
B.R. Cohn lost 'as much as 50%' of its wine, said Tom Montgomery, a winemaker for 
the company. The winery focuses on high-end, single estate wines that retail between 
$40 and $100 a bottle. At Dahl Vineyards, a rack full of wine barrels was teetering and 
in danger of coming down. One barrel containing $16,000 worth of pinot noir fell and 
was lost as a result of the quake. The owners were trying to save the rest, removing 
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the barrels with a forklift. Elsewhere in the region, red wine stains were visible outside 
doors of warehouses indicating what sort of damage could be expected inside.  
In other related news, the San Jose Mercury News reported that California's 
earthquake early-warning system, which is still being tested, worked. It gave a UC 
Berkeley lab 10 seconds of warning. Hmm! 

Back to the next article 
 
 
 

THE FAT LIE 
 
The rise in obesity amongst the UK population has been primarily caused by a decline 
in physical activity. Using government figures, this new study debunks the popular 
belief that the rise in obesity in recent decades is the result of increased calorie 
consumption in general and sugar in particular. In The Fat Lie, Christopher Snowdon 
studies evidence from DEFRA, the National Diet and Nutrition Survey, the ONS and 
the British Heart Foundation, finding that all the evidence indicates that per capita 
consumption of sugar, fat and calories has been falling in the UK for decades. Despite 
public health campaigners portraying Britain’s obesity ‘epidemic’ as a result of 
increased availability of junk food, this conventional wisdom has no basis in fact. 
People have reduced the number of calories they consume, but have reduced the 
amount they move around even more. 
Key statistics: 
 Since 2002, the average body weight of English adults has increased by two 

kilograms. This has coincided with a decline in calorie consumption of over 4% 
and a decline in sugar consumption of nearly 7.5%. 

 Of food eaten outside the home, daily calories consumed have fallen from 310 in 
2001/02 to 219 in 2012, a drop of nearly one hundred calories per day in ten 
years. 

 Data for eating out does not go back prior to 2000, but we do know that Britons 
were consuming more calories in the home in 1974 than Britons consumed in 
and outside the home combined in 2012. 

 Despite falling calorie intake, average body mass has increased by 5 kilograms 
since 1993. The crucial missing variable, often overlooked by campaigners, is 
energy expended. 

 Britons walk an average of 179 miles a year, down from 255 miles in 1976 and 
also cycle less; averaging 42 miles a year compared to 51 miles in 1976. 40% of 
people report spending no time even walking at work. The rise of office jobs and 
labour saving devices means people have fewer opportunities for physical 
activity, both at work and at home 

Key findings: 

 ‘Big Food’ is not to blame 
Food supply is a more inviting target for health campaigners than the sedentary 
lifestyles of the general public. A war on the food industry requires no 
stigmatisation of individuals and there are a readymade set of policies available 
which have been tried and tested in the campaigns against tobacco and alcohol. 

 Under-reporting of eating habits does not change conclusions 
Although measuring the diet can be difficult because people tend to downplay 
the amount they eat, the question is not whether people under-report but the 
extent to which under-reporting has changed over time. It is extremely unlikely 
people have become so forgetful that the large and virtually uninterrupted fall in 
calorie consumption reported in successive studies can be explained by 
misreporting. 

 A one-size-fits-all response is not the solution 
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The fact that Britons, on average, are eating fewer calories does not mean that 
everybody is eating less, but we should be sceptical about those who claim that 
reducing calorie intake across the population will lead to less obesity. That 
clearly hasn't happened in the past. 
 

Back to the next article 
 

 

COCA COLA PUMPS US$5 BILLION INTO AFRICA 
 
A month ago, The Coca-Cola Company and its African bottling partners announced a 
new investment of US$5 billion to be made over the next six years. This increases its 
total announced investment in Africa to US$17 billion from 2010 to 2020. The 
Company and its bottling partners anticipate that this investment will fund new 
manufacturing lines, cooling and distribution equipment and production; create 
additional jobs and opportunities across Coca-Cola’s African supply chain; and support 
key sustainability initiatives and programmes focused on safe water access, 
sustainable sourcing, women’s economic empowerment, community well-being and 
operational efficiency improvements. 
The Company has also signed a Letter of Intent to launch Source Africa, an initiative to 
secure more consistent and sustainable local ingredient sourcing for its products in 
partnership with the New Alliance for Food Security and Nutrition and Grow Africa. The 
initiative will initially focus on sustainable mango and tea production in Kenya; citrus, 
mango and pineapple production in Nigeria; and mango in Malawi. Longer-term, the 
programme could expand to focus on sustainable ingredient production in Ethiopia, 
Senegal, Tanzania and Mozambique.  
At the Summit, Muhtar Kent, Chairman and CEO of Coca Cola also announced that 
The Coca-Cola Africa Foundation (TCCAF) will expand its Replenish Africa Initiative 
(RAIN) to support Pan-African safe water access and sanitation programmes for an 
additional 4 million African people. The original RAIN commitment is to bring safe 
water access to 2 million people across the continent by 2015. 
The Company and its Foundations also remain committed to other programmes 
focused on improving community well-being and women’s economic empowerment in 
Africa, including Project Last Mile, 5by20 and EKOCENTER. 

Back to the next article 
 
 

RECOGNISING ODOURS 
 
New research investigating the chemistry of how we recognise the characteristic 
odours of foods like strawberries, coffee, barbecued meat or boiled potatoes by smell 
alone has shown that there are around 230 key substances that can determine the 
odour of a food - with a maximum of around 40 of these odours present in any one 
foodstuff. 
Writing in Angewandte Chemie, researchers from Technische Universität München 
(TUM) and the German Research Center for Food Chemistry (DFA) carried out a 
meta-analysis on the odorant patterns of 227 foods. Led by senior author Professor 
Peter Schieberle, the team were surprised to find that the almost unlimited variety of 
food smells is based on 230 key odorants. In addition, each foodstuff has its own 
odour code comprising of a core group of between just three and 40 of the 230 key 
odorants – in specific concentrations. 
These small groups of odorous substances are what give all kinds of foods – from 
pineapple to wine to roast meat – their unmistakable aromas, said the team. The 
German team said their findings are important for the basic understanding of how we 
perceive foods, but also has great importance to creating more authentic flavours and 
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odours. So far, scientists have identified 42 receptors that respond to food odours – 
with the majority binding multiple odour molecules, noted the team. 
The mapping of odour codes also opens up new possibilities for biotechnology 
applications, they said. For example, knowing more about the odour codes of crop 
plants and fruits at molecular level can be useful to breeders. In the past, increasing 
yield and ground coverage had a much higher priority than sensory quality. 
The findings also lay the scientific groundwork for the next generation of aroma 
products, which use the potential of optimized biosynthetic pathways in plants for 
industrial-scale production of high-quality food odorants, they said. 
Source: Angewandte Chemie International Edition 

Volume 53, Issue 28,  pages 7124–7143, July 7, 2014, doi: 10.1002/anie.201309508  
"Nature’s Chemical Signatures in Human Olfaction: A Foodborne Perspective for 
Future Biotechnology" 
Authors: Andreas Dunkel, Dr. Martin Steinhaus, et al 

Back to the next article 
 
 

COULD FRAGRANCE ALLERGY BE PARTLY PSYCHOSOMATIC? 
 
New research from the Monell Chemical Senses Center reveals that simply believing 
that an odour is potentially harmful can increase airway inflammation in asthmatics for 
at least 24 hours following exposure. The findings highlight the role that expectations 
can play in health-related outcomes.  
Asthma is a chronic inflammatory disorder of the lungs. According to the National 
Institutes of Health, over 25 million Americans have the disease, which can interfere 
with quality of life. The airways of asthmatics are sensitive to ‘triggers’ that further 
inflame and constrict the airways, making it difficult to breathe. There are many 
different types of triggers, including pollen, dust, irritating chemicals, and allergens. 
Strong emotions and stress also can act to trigger asthma symptoms. Because asthma 
has no cure, it is important for individuals with the disease to understand how to 
manage their symptoms to help prevent severe asthma attacks. Many health 
organizations list scents and fragrances as asthma triggers, leading patients to 
become anxious when exposed to environmental odours. The current research was 
conducted to determine whether odour-triggered asthma symptoms can be elicited or 
worsened by associated negative expectations. 
In the study, 17 individuals characterized as moderate asthmatics were exposed to the 
odour phenylethyl alcohol (PEA) for 15 minutes. Often described as rose-smelling, 
PEA is regarded as a ‘pure’ odorant with no associated physiological irritant qualities. 
Eight subjects were told that the odour had potential therapeutic properties, while nine 
were told that it potentially could cause mild respiratory problems. During odour 
presentation, the subjects rated the odour’s sensory properties, including intensity, 
irritancy, and annoyance. Measures of lung function and airway inflammation were 
collected before and immediately after exposure and again at two hours and 24 hours 
post-exposure. Subjects’ beliefs about the odour, specifically whether it was potentially 
harmful (asthma-triggering) or therapeutic, influenced both their psychological and 
physiological responses to odour exposure.  
Individuals who were told that the odour was potentially harmful rated it as more 
irritating and annoying as compared to those who thought it might be therapeutic. In 
addition, airway inflammation increased immediately following odour exposure in 
subjects who believed the odor might be harmful and remained elevated 24 hours 
later. There was no increase of inflammation when the odour was characterized as 
therapeutic, even in individuals who described themselves as sensitive to perfumes 
and other odours. The findings suggest that some fragrance effects on asthma 
symptoms may be related to the expectation of harm as opposed to chemical 
properties of the odour. 

http://onlinelibrary.wiley.com/doi/10.1002/anie.v53.28/issuetoc
http://onlinelibrary.wiley.com/doi/10.1002/anie.201309508/full
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Back to the next article 
 
 

THE MILLENNIALS 
 

As the largest generation since the Baby Boomers, Millennials are no doubt leaving 
their mark on the way we as a society shop for and consume food, leaving indelible 
footprints on the marketplace. They have been the darlings and devils of marketers. 
How to influence these masters of customization and self-expression remains a 
mystery to many. With more Millennials entering the workplace, getting married and 
becoming parents, how will their evolving interests and cravings impact and reshape 
your business? What do you need to know to connect with Millennials?  
The Hartman Group’s Outlook on the Millennial Consumer 2014 report helps crack the 

Millennials’ path-to-purchase code. They are not the fragile, spoiled and overprotected 
generation that they have been portrayed to be. These consumers are maturing, and 
many of their values can be traced to life stage more so than generational differences. 
Millennials are at a stage in their lives where they are proactively crafting their futures 
and making distinct choices about how they want to live their lives.  
For the Outlook on the Millennial Consumer 2014  study, a mixture of qualitative and 

quantitative methods were used, and Millennials were defined as anyone between 19 
and 33 years of age.  
Qualitative consumer engagements were held in Seattle and Chicago. Sample 
included Millennial consumers at various life stages, including those in college, those 
living on their own and those with families. Topics explored included attitudes and 
lifestyles, health and wellness, food and beverage consumption, and shopping 
behaviours. All participants completed a homework assignment, where they were 
asked to creatively represent what makes them happy.  
The quantitative online survey was fielded in February 2014 to a nationally 
representative sample of 2’155 U.S. adult (ages 19–68) primary shoppers:  
 Millennials (ages 19–33) n= 1,438 
 Gen X (ages 34–50) n= 422 
 Boomers (ages 51–68) n= 295  
The survey provided data on such topics as attitudes and lifestyles, food and culture, 
and technology and communications. 

Back to the next article 
 
 

A NEW SLANT ON TOOTHPASTE 
 
The rapidly broadening energy category has a new slant – energy toothpaste! The 
product made by Estonian-listed company R.O.C.S. (Remineralizing Oral Care 
Systems) is a symptom of the very successful category that always is on the look-out 
for new delivery methods. The active ingredient in R.O.C.S. is taurine, which features 
in many energy drinks. Oral care has a special place among personal hygiene 
products as the ingredients can be ingested in small amounts, despite being spat out. 
R.O.C.S. is traded online and is present in several European markets. 
 

Back to the next article 
 
 
 

WINE OR SKIN CARE OR BOTH 
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After years of perfecting the extraction process to produce a more stabilized form of 
resveratrol, Leeds University spin-outs, Keracol Ltd and Critical Processes Ltd, now 
have a skin extract using the red English Pinot Noir grapes once Marks & Spencer 
have done with them in making their wine. Keracol teamed up with M&S to produce the 
natural skin care range, making the high street retailer the first to recycle its own grape 
waste into a beauty product range. The Pure Super Grape range is the first natural 
skin range to feature resveratrol from English grapes. Grape is the world’s largest fruit 
crop with more than 65 million metric tons per annum, and the wine production industry 
provides a significant waste stream in the form of skins, seeds and stems. M&S feels 
this is an excellent use of a waste-product, being a good source of resveratrol, a 
natural molecule and antioxidant known to have protective anti-ageing properties. 
 

Back to the next article 
 
 

IS LOVE IN THE AIR FOR ARDEN? 
 
Elizabeth Arden, maker of celebrity fragrances for Taylor Swift and Justin Bieber, said 
it’s evaluating a tender offer by Rhone Capital LLC’s funds to acquire as much as 20% 
of the company. The company’s board and management are consulting with financial 
and legal advisers about the offer. Rhone, a private-equity firm, is looking to acquire 
more than 6.4 million shares, a move it announced earlier this week. 
Elizabeth Arden Chief Executive Officer E. Scott Beattie said at the time that the 
company was excited to have Rhone as an equity partner while it tries to execute a 
turnaround. The Miramar, Florida-based company has been struggling with a drop in 
sales of celebrities’ fragrances, particularly Bieber’s and Swift’s. Elizabeth Arden has 
lost about half its value this year, hurt by concerns about sluggish sales and mounting 
losses. 

Back to the next article 
 
 
 

POTENTIAL TO MANIPULATE HAIR COLOUR 
 
Researchers at Stanford University say they have discovered that a molecule crucial to 
stem cell function plays a major role in determining the different shades of hair colour 
and have also demonstrated how colour can be manipulated. Understanding the 
mechanism of hair colour could be particularly useful to developers of hair colour 
formulations and products, and could even point to new developments in future 
product conceptions. 
The study is said to be the first time that the molecular basis that determines hair 
colouring has been unravelled, and also outlines tiny DNA changes that can 
reverberate through the genome, ultimately determining certain characteristics of 
evolution and migration. 
The research found that blond hair is caused by a single change in the DNA that 
regulates the expression of a gene that encodes a protein called KITLG, which is 
known as stem cell factor. The change in hair colour is determined by how much 
KITLG is expressed in the hair follicles, but does not change how it is expressed in the 
rest of the body, the scientists noted. 
The change is accounted for by the fact that a single nucleotide called an adenine is 
replaced by another called a guanine on human chromosome 12, causing a tiny blip 
on the biological scale, but one that is discernible in hair colouring. 
 

Back to the next article 
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ESTÉE LAUDER 
 
Net sales for the year ending June were up 8% to US$2.73 billion – a figure that was 
not impacted by exchange rates, but rather by accelerated retail orders. Net earnings 
were up 18% to reach US$1.2 billion this year. 
Full year results were driven by the make-up and fragrance categories, both of which 
recorded growth of 9% to reach US$4.21 billion and US$1.42 billion respectively. The 
fragrance growth came from luxury brands such as Tom Ford and Jo Malone. The 
mainstay skin care category reported an increase of 7% to US$4.77 billion, while hair 
care was up 5% to US$515.6 million. 
Regionally, the Europe, Middle East and Africa region showed the strongest growth 
with sales going up by 11% to US$4.16 billion. The Americas achieved a 6% increase 
to US$4.57 billion and Asia Pacific a 5% increase to US$2.23 billion. 
 

Back to the next article 
 

 

DON’T MESS WITH OUR BACON 
 

The view from Brussels is that given that smoking is a form of processing, there can be 
no such thing as a ‘naturally smoked’ product, even when done by traditional means. 
The EC concluded that such an indication would be misleading for consumers across 
the EU and therefore shouldn’t be allowed. However this is in direct contradiction of 
advice from the Food Standards Agency (FSA), which allows traditional products, 
smoked without chemicals, to be described as natural. The FSA also allows cooking 
processes such as baking, roasting or blanching and traditional methods of 
dehydration to be described as natural. 
The latest EC guidance states “The term ’smoked’ should be included in the 
denomination of the product when the smoking process is used. When smoke 
flavourings are used, the description should be ‘smoke flavoured’ or ‘smoked by 
regenerated smoke’ and the list oif ingredients should include the term ‘smoke 
flavourings’.” 

Back to the next article 
 
 
 

BURGER KING NOW No.3 
 
Burger King Worldwide Inc. and Tim Hortons Inc. have announced a definitive 
agreement under which the two companies will create a new global entity in the quick 
service restaurant sector. With approximately US$23 billion in system sales, more than 
18,000 restaurants in 100 countries, and two independent brands, the new company 
will have an extensive international footprint and growth potential. The new global 
company will be based in Canada, the largest market of the combined company. 
Tim Hortons and Burger King each have strong franchisee networks and iconic brands 
that are well known by consumers. Following the closing of the transaction, each brand 
will be managed independently, while benefitting from global scale and reach and 
sharing of best practices that will come with common ownership by the new company. 
Under the terms of the transaction, which has been unanimously approved by the 
Board of Directors of both companies, Tim Hortons’ shareholders will receive C$65.50 
in cash and 0.8025 common shares of the new company per Tim Hortons share. 
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Based on Burger King’s unaffected closing stock price as of Aug. 22, 2014, this 
represents total value per Tim Hortons’ share of C$89.32 and based on Burger King’s 
closing stock price as of Aug. 25, 2014, this represents total value per Tim Hortons’ 
share of C$94.05. 

Back to the next article 
 
 
 

BANANAS WILL HAVE WINGS 
 
The mass-production of so-called ‘super-bananas’ enriched with vitamin A may begin 

in Uganda as early as 2020 pending approval by the country’s legislators, according to 
the project’s lead scientist, James Dale. The Queensland University of Technology 
(QUT) project is backed by $10m from the Bill and Miranda Gates Foundation, and 
involves biofortification of bananas - one of the region’s main staple foods - to help 
reduce vitamin A and iron deficiencies in East Africa. It offers a practical and long-term 
solution to the often life-threatening consequences of nutrient deficiencies, said Dale. 
Around 650,000-700,000 children world-wide are dying as a result of vitamin A 
deficiency, explained Dale. This can lead to an impaired immune system and affects 
brain development. 
Initial laboratory tests on the bananas - which have orange-coloured flesh - were 
performed at QUT in Brisbane with field trials in far north Queensland, which were later 
extended to Uganda. The next phase involves an ‘elite’ breed of banana plants 

selected for a three year programme of multi-location field trials in Uganda which will 
run in tandem with six-week long independent human trials in the USA. Professor Dale 
explained the ultimate goal was to distribute plants free of charge to Ugandan farmers. 
Once legislation on the mass-production of the GM bananas is ratified Professor Dale 
is confident the technology could be used to enrich crops across East Africa, including 
in Rwanda, Kenya and Tanzania. 

Back to the next article 
 
 
 

SEASONINGS & SPICE MARKET BY 2019 
 
According to a new market report published by Transparency Market Research 
"Seasonings and Spices Market - Global Industry Analysis, Size, Share, Growth, 
Trends and Forecast, 2013 - 2019" the global seasonings and spice market was 
valued at US$12.0 billion in 2012 and is estimated to grow to US$16.6 billion by 2019. 
Seasonings and spices form an integral part of any cuisine as they are responsible for 
developing the taste and aroma associated with the cuisine. Increasing income levels 
leading to increased expenditure on food products, changing food habits of Asian 
consumers and changing demographics are the major growth drivers for the global 
seasonings and spice market. Increasing demand for foreign cuisines, such as Italian 
and French and changing consumer food habits in Asian countries will also drive the 
global seasoning and spice market in years to come. Greater health awareness will 
also play a role, as the use of certain spices and herbs in medicinal fields will increase 
demand. 
Traditionally, seasonings and spices have been produced and consumed very 
extensively in Asian countries, such as India. However, the changing demographics in 
western countries has also boosted the market. Uncertain economic conditions 
coupled with inefficient logistics act as major growth restraints for producing countries 
such as India. Government policies in favour of domestic demand also hamper the 
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growth of the international market. Increasing demand from the organic segment offers 
great opportunity.  
The seasonings and spice market is split into five broad segments: Salt and salt 
substitutes, Pepper, Herbs, Spices and Others. Salt and salt substitutes and pepper 
dominates the market, constituting more than 50% of the global market share. 
Asia-Pacific and Europe were the largest market in 2012, in terms of both volume and 
value. These regions are expected to continue their dominance during the forecast 
period. The Asia-Pacific market increased from 409.4 million kg in 2008 to 511.1 
million kg in 2012. The European market is expected to grow to US$ 5.7 billion in 
2019. Certain countries, such as the UK, the USA and Spain, currently have low per 
capita consumption but could grow as consumers have started building interest in 
spices only in the last few years. Countries such as India and China have high 
consumption (although low per capita consumption owing to their large population 
base) and high growth rate, which will serve as growth drivers for the global market as 
consumer in these countries are demanding traditional as well as new products. 
 

Back to the next article 
 
 
 

GLOBAL HALAAL MARKET = US$1.6 TRILLION BY 2018  
 

A research note by the Dubai Chamber of Commerce and Industry based on a recent 
study by Thomson Reuters in collaboration with Dinar Standard says that the market 
for halaal food and beverage was worth US$1.1 trillion in 2013. The halaal food market 
includes a large variety of products from raw chicken and beef to halaal processed 
foods and cold drinks. It estimates that in 2012, halaal food and beverages accounted 
for 16.6% of the global market. The outlook remains bright as the report expects the 
market to be worth US$1.6 trillion by 2018, growing at a Compound Annual Growth 
Rate (CAGR) of about 6.9%. 
Commenting on the report, Abdul Rahman Saif Al-Ghurair, chairman of Dubai 
Chamber, said that the research finding is of considerable importance for the UAE food 
and beverage business, especially since halaal food is a key pillar in the Dubai Capital 
of Islamic Economy initiative launched in 2013. He went on to say that Dubai has the 
capability to create new avenues for growth in this sector, and become an international 
center for halaal industry. 
On the other hand, Malaysia intends to to keep on top of the organised halaal industry 
by injecting US$88 million into a business development fund to push more domestic 
businesses into the international market. Jamil Bidin, CE of the country’s halaal 
development centre said that this is one of many government initiatives to keep 
Malaysia as the world’s biggest exporter of halaal products and services. 
The halaal industry is said to be one of the world’s fastest growing businesses as the 
world’s Muslim population of 1.8 billion continues to grow steadily, and is predicted to 
make up half the world’s inhabitants by 2050. 

Back to the next article 
 
 

 
Afriplex, producer and supplier of wellness product solutions from source, has 

founded a joint venture with Doehler, the global active specialist of ingredients and 
ingredient systems, located in Darmstadt, Germany. Their common goal is to deliver 
integrated ingredient solutions that are tailored to the needs of Southern African 
markets in terms of taste preferences, technological and regulatory requirements.  
The joint venture has multiple positive synergies for both of the companies. Doehler 
has been active in South Africa with its sales office since 2009. Afriplex produces more 
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than 100 different plant extracts. Backed by its own cultivation and latest technology, 
the company produces a variety of indigenous plant extracts, with a focus on rooibos, 
honeybush, hoodia, pelargonium, buchu, baobab and a selection of African aloe 
species. Making use of the Doehler Group´s supply chain network and distribution 
channels, customers of the food and beverage industry all around the globe will have 
preferential access to this extraordinary extract portfolio. 

Back to the next article 
  
 
Frutarom Industries Ltd reports record highs in the second quarter and first half in 

sales, gross profit, operating profit, EBITDA, net income and earnings per share, along 
with a jump in profitability margins.  Company sales in Q2 2014 grew by 29.3% to 
US$218.1 million and gross profit rose 28.5%. The operating profit climbed at an even 
steeper rate of 41.7%, EBITDA rose 33.5% to US$43.4 million, and net income grew 
by 44.5% to US$25.5 million. Earnings per share climbed 44.2% to reach US$0.43 per 
share. 
In the first half of 2014 sales grew by 26.7% and attained a half-year record of 
US$406.5 million. The gross profit from Frutarom’s core business rose by 24.6% and 
reached US$152.8 million with the gross margin reaching 41.3% compared with 39.8% 
in the first half of last year. The operating profit from core business rose 33.9% to 
reach US$ 58.2 million (15.7% of sales) compared with US$43.5 million (14.1% of 
sales) in the equivalent period last year) with EBITDA from core business increasing 
28.5% to US$74.3 million (20.1% of sales) compared with US$57.9 million for the 
same period last year (18.8% of sales). 

Back to the next article 
 
 
Givaudan reported a 4.5% increase in half year sales on a like-for-like basis to 

CHF2.2 billion, being a decline of 1.5% in Swiss Francs compared to H1 2013. 
EBITDA was up 10.5% to CHF562 million, the margin being 25.6% (up from 22.9%) 
and net income up 12.6% to CHF305 million. This meant that the net profit margin 
increased to 13.9% from 12.2% in 2013. Earnings per share climbed to CHF13.13 from 
CHF29.61. 
Fragrance division sales were CHF1.1034 billion and Flavours CHF1.157 billion on a 
like-for-like basis, but a decline in both cases in real terms. 

Back to the next article 
 
 
International Flavors & Fragrances reported sales growth of 4% to US$788.4 million 
in Q2 2014, up from US$757.6 million in Q2 2013. There was no currency impact. 
Operating profit increased 8% to US$153.1 million, up from $142.4 million in Q2 2013. 
Gross profit was 44.7% of gross sales, compared to 44.1% in the prior year quarter. 
Research, selling and administrative (RSA) expenses increased US$10 million to 
25.3% of sales compared to 25.0% in Q2 2013. Operating profit increased 8% to 
US$156.4 million compared to Q2 2013. Flavours reported net sales of US$375.5 
million in Q2, being flat compared to the same quarter in 2013. Fragrances achieved 
an 8% increase in net sales to US$412.9 million in Q2. 

Back to the next article 
 
 
Sensient Colors, a business unit of Sensient Technologies Corporation, recently 

announced it plans to invest and expand production and distribution facilities in South 
Africa to better serve this important region. Sensient has been operating successfully 
in South Africa since 1995 and considers the region to be a key growth market. 
Business development has led to the investment decision to strengthen its offering to 
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food, pharmaceutical and cosmetics, as well as household product customers, both 
locally and across the Sub-Saharan region. The construction of the new facility will 
position Sensient as the only international colour supplier with a local sales, 
development, production and distribution centre in South Africa. 
Sensient South Africa is a level 7 BBBEE contributor and an ISO 9001:2008 accredited 
company. It also has FSSC 22000:2010 food safety certification 22000, a GFSI 
recognised certification. 

Back to the next article 
 
 
Symrise reported a 5.9% increase in sales in local currencies and a growth of 9% in 

EBITDAN to EUR209 million for H1 compared to the same period last year. The recent 
acquisition of Diana Group was also confirmed, with integration already underway. 
The Flavour & Nutrition business unit achieved sales growth of 6% at local currency 
(1% in Euros) to EUR449 million, with Latin America being the fastest growing region. 
The Scent & Care segment boosted sales by 6% in local currencies (0.5% in Euros) to 
EUR493 million. 
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