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GENERAL SAAFFI NEWS 

 
NEW SAAFFI MEMBER 
 
It is with great pleasure that we welcome the following new SAAFFI Member: 
 
Flavourite Flavours & Fragrances CC, which describes its business as “Local 
manufacturer of flavours for the food & beverage industry and fragrances for detergents and 

cosmetics”. Brett Simpson represents the Company at SAAFFI, and can be contacted 
through +27 (0)12 644 2758 or by emailing him on brett@flavourite.co.za  
 
 

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 

 
 
WATER CHALLENGES COULD RESTRICT BUSINESS GROWTH 
 
A report from CDP indicates that more than four-fifths of food and consumer goods 
companies say that water poses a fundamental risk to their business. For more, click 
here. 
 

 
OBESITY BY NATION 
 
The Food Security Index (FSI) measures food security according to 28 criteria in 109 
nations. For more, click here. 
 
 

mailto:brett@flavourite.co.za
http://www.saaffi.co.za/index.php?page=employment_opportunities
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THE CHOCOLATE LOVERS BY COUNTRY 
 

 
 

ConfectioneryNews has mapped the top 20 chocolate-eating nations using 
Euromonitor International’s 2014 per capita consumption data. For more, click here. 
 
 

CAMBRIDGE LOOKED FOR WILLY WONKA 
 

Cambridge University was searching for a real life Willy Wonka to study the 
fundamentals of heat-stable chocolate, including how it to prevent it from melting in hot 
countries. For more, click here. 
 
 
 

NESTLE INVESTS IN SOUTH AFRICA AND MEXICO 
 

Nestlé South Africa has announced a new five-year, ZAR 2 billion investment plan in 
the country and the appointment of Ian Donald as the company’s new Chairman and 
Managing Director. For more, click here. 

 
 
 

NEWS RELATED TO FLAVOURS, FRAGRANCES & COLOURS 

 
 

THE GLOBAL F&F MARKET IN 2013 
 
Every year seems to get more difficult to draw up a list of the major players in the 
Flavour & Fragrance field. For more, click here. 
 
 

IS THE FRAGRANCE INDUSTRY UNDER THREAT? 
 
Users of products from SC Johnson will soon be able to find out what fragrance 
ingredients are in a given air care product by calling a help line or going to the web site 
WhatsInsideSCJohnson.com. For more, click here. 
 
 

 
NEWS RELATED TO COSMETICS & TOILETERIES 
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NASA’S ANTI-AGING PATENT 
 

 
 
Technology Applications International Corporation (NUUU) has concluded a clinical 
study to test the efficacy of anti-aging products, developed on earth and tested in 
space by NASA. For more, click here. 
 
 

JUICE GENERATION GOING NUTRICOSMETICS 
 
Although the nutricosmetics trend has been around for years, the launch by New York-
based Juice Generation of a line of drinks, containing ingredients normally contained in 
topical skin care products, is different. For more, click here. 
 
 

NESTLE’S TASTE FOR SKIN CARE GROWS 
 

Swiss food giant Nestlé has extended its investment in skin care by buying the rights to 
several of Valeant Pharmaceuticals dermatology products for US$1.4 billion. For more, 
click here. 
 
 

GOOGLE’S ‘CONSUMER BAROMETER 2014’ 
 
Google has launched a new free tool, ‘Consumer Barometer 2014,' to provide planners 
across a variety of industries, including cosmetics, with the latest consumer insights 
that will support their strategies. For more, click here. 
 
 

NEWS RELATED TO FOOD & BEVERAGES 
 
 

FACTS DEBUNKS FOOD ALLERGEN MYTHS – PART 2 

 
In two recent newsletters, FACTS tackles the subject of the myths surrounding food 
allergens. The second part of the article is reproduced here. For more, click here. 
 
 

SOOTHING DRINKS 
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The cost of supplying the global population with antidepressants and psychotherapy 
drugs now exceeds US$70 billion, which is reason enough to search for preventative 
brain bioactive nutrients. For more, click here. 
 
 

SENIORS CAN BE EXPERIMENTAL  
 
Spanish food research technology centre AZTI-Tecnalia found that quality and flavour 
are the most important aspects for senior consumers when buying different products. 
For more, click here. 
 
 

3D PRINTED FOOD FOR THE ELDERLY 
 
The 'Smoothfood’ concept , introduced by German company Biozoon in 2010, aimed 
at producing food for the elderly in nursing and care homes who have mastication and 
swallowing problems. For more, click here. 
 
 

WHO CALLS FOR HARMONISED LABELLING 

 
Representatives of Unilever and the labelling programme Choices International were 
among those backing the World Health Organisation’s (WHO) call for more 
harmonised labelling at an event, hosted by the World Trade Organisation, in Geneva 
earlier this month. For more, click here. 

 
 
UK FACES WRATH OF EU OVER TRAFFIC LIGHT LABELLING 
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The traffic light system, which labels food as green, amber or red, depending on its 
levels of calories, fat, sugar and salt, was introduced despite strong farming opposition. 
For more, click here. 
 
 

FLAVOUR & FRAGRANCE (F&F) COMPANY NEWS 
 
CPL Aromas, based in the UK, recently revealed that its audited accounts for the year 

ended 31st March 2014 showed that turnover of £68.4 million (US$110 million) was up 
by 10% in comparison with the previous year. For more, click here. 
 
Firmenich ended its fiscal year on June 30, 2014, with sales of CHF 2.952 billion, an 

increase of 7% in local currencies and 2% in Swiss Francs, its reporting currency. For 
more, click here. 
 
Firmenich held a conference “Partnerships for Responsible Sourcing: The Case of 
Vanilla in Uganda” on September 23rd in Aarhus, Denmark, to mark the successful 
completion of an innovative collaboration between the company and the Danish 
government in Uganda. For more, click here. 
 
Frutarom Industries has acquired the flavour and natural food colour division of 

Peruvian company Montana SA for a cash payment of US$5.82 million and the 
assumption of debt in the amount of US$6.5 million. For more, click here. 
 
Givaudan recorded sales of CHF 1’122 million in Q3 of 2014, an increase of 4.3% on 

a like-for-like basis and 2.6% in Swiss francs compared to the same period 2013. For 
more, click here. 
 
IFF reported net sales of US$773.8 million, an increase of 4% compared to Q3 2013. 
For more, click here. 
 
Kerry maintained a good business performance in the three month period to 30 

September 2014. For more, click here. 
 
McCormick & Company reported increased sales and profit results for the third 

quarter ended August 31, 2014. For more, click here. 
 
Robertet has expanded its operations on the other side of the Atlantic by opening a 

US$20 million fragrance and flavour facility in Mount Olive, New Jersey. For more, 
click here. 
 
Symrise has launched a subsidiary in Lagos, Nigeria, strengthening its presence in 

Africa For more, click here. 
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Kind regards, 
Michael Gristwood 

 

 
WATER CHALLENGES COULD RESTRICT BUSINESS GROWTH 
 
A report from CDP indicates that more than four-fifths of food and consumer goods 
companies say that water poses a fundamental risk to their business. The report was 
based on responses from 174 large companies. 81% of those in the food and 
consumer goods sector were concerned about water availability and quality, and 22% 
predicted water problems would inhibit business growth. Of the eight business sectors 
covered by the report, the food and consumer goods industry, at 77%, had the highest 
number of respondents reporting exposure to supply chain risks. However, nearly half 
(48%) did not require their suppliers to report on their water use, risks or management. 
45% of food and consumer goods firms said they had experienced “detrimental 
impacts related to water challenges in the reporting year”, the report said. They saw 
the biggest risks from water stress and/or scarcity (47%), flooding (8%) and declining 
water quality (8%). Among measures used to tackle water concerns in the sector, 71% 
said they had set a target to reduce water use, while 26% said they were engaging 
with suppliers and 29% said they were pursuing more sustainable agricultural 
practices. 
Meanwhile, the European Union has proposed legislation that would see about 6,000 
companies required to disclose their water use, among a raft of environmental, social 
and governance criteria. 
The report was carried out on behalf of 573 institutional investors with US$60 trillion in 
assets. It is available online here. 

Back to the next article 
 

 
OBESITY BY NATION 
 
The Food Security Index (FSI) measures food security according to 28 criteria in 109 
nations. Measures like food loss, nutrition and average food spend are grouped 
broadly under ‘affordability’, ‘availability’, ‘quality and safety’ as well as ‘external 
adjustments’.  The FSI’s carefully worded definition of food security states, “Food 
security exists when people at all times have physical, social and economic access to 
sufficient and nutritious food that meets their dietary needs for a healthy and active 
life.” The update to the 3-year FSI was presented last week by Lucy Hurst from the 
Economist Intelligence Unit (EIU) at DuPont’s 50-year celebration of its Brabrand, 
Denmark, HQ. DuPont first commissioned EIU to produce an FSI in 2012 and the 
project is ongoing. 
On the prevalence of obesity, Hurst presented findings that showed, unsurprisingly, 
that the poorest countries had the lowest obesity levels. Bangladesh, Ethiopia, Nepal, 
Vietnam, Madagascar and India all had obesity levels below 2% of their populations. 
The USA – commonly thought to have the highest obesity levels – ranked only the 
8th most obese with a 31.8% level. Kuwait has the world’s highest percentage of obese 
people – 42.8% of its population is obese – and the next four fattest countries Saudi 
Arabia (35.2%), Egypt (34.6%), Jordan (34.3%) and United Arab Emirates (33.7%) 
filled out the top 5.  
“The correlation between food security and obesity is not always direct,” said Hurst. 
“High rates of obesity are found in food secure populations in developing countries and 
less food secure populations in developed countries.”  

https://www.cdp.net/CDPResults/CDP-Global-Water-Report-2014.pdf
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When all 28 factors were considered the USA had the world’s most secure food supply 
with a score of 89.3 out of 100. Next were Austria, the Netherlands, Norway, 
Singapore, Switzerland, Ireland, Canada, Germany, France and Denmark. 
The least secure food security nations were almost all African: The Democratic 
Republic of the Congo, Chad, Madagascar, Togo, Burundi, Tanzania, Haiti, Niger, 
Mozambique and Burkina Faso.  
Other findings included: 
 Food security improved for more than 70% of the 109 countries on the FSI. 
 While sub-Saharan Africa had some of the world’s least secure food systems, 

countries there were also improving the most, gaining on average 2 points on the 
Index. 

 Food consumption as a share of household expenditure averaged 43% in lower 
income countries versus 16% in high-income countries. 

 Central and South American countries have the lowest agricultural import tariffs. 
The rate in Europe is 15.4%. 

 70% of the 109 nations have national dietary guidelines, a national nutrition plan or 
strategy, or monitor national nutrition. 

 Europe and North America have the best access quality protein and some of the 
lowest for vegetal iron. 

 Food loss is best in Finland (0.4% lost) and worst in Ghana (18.9% lost). 
 Serbia was ‘most improved’ in Europe in food safety. 

Back to the next article 
 
 

THE CHOCOLATE LOVERS BY COUNTRY 
 

ConfectioneryNews has mapped the top 20 chocolate-eating nations using 
Euromonitor International’s 2014 per capita consumption data. 
Switzerland, home to chocolate giants Nestlé and Lindt, retained its crown as the top 
chocolate consuming country with the average person consuming 9 kg a year – 
equivalent to 209 regular sized (43 g) bars. The Swiss are eating slightly more 
chocolate than they were two years ago, which is in line with most countries in 
Western Europe, such as the UK, Ireland and Belgium. 
Swiss chocolate sales grew 4% in 2013 to reach CHF 1.7 billion (US$1.9 billion), 
according to trade association Chocosuisse. The rise was primarily due to growing 
export sales, but domestic volume sales also rose 1.4%, which was attributed to 
prolonged winter weather and rising tourist numbers. 
But chocolate consumption in some developed nations has declined since 2012, 
including in the world’s largest chocolate market by value, the USA. Other markets to 
post modest falls in consumption were Scandinavian markets (Norway, Finland 
Denmark) and the Netherlands. 
If you were to eat a regular sized chocolate bar (43 g) everyday, your consumption 
would be 15.7 Kg a year. 
Chocolate consumption has been on the rise in former Eastern bloc countries such as 
Estonia and Lithuania, while Russian chocolate consumption has also been on the up. 
The BRIC and MINT nations are all in the top 20 most populous countries in the world, 
according to the Central Intelligence Agency. These emerging markets account for 
seven of the top 10 most populated countries globally. Consumption levels in the 
emerging BRIC (we know these) and MINT (this is a new one - Mexico, Indonesia, 
Nigeria and Turkey) markets are rising. Russia is the only emerging market to feature 
in the top 20 consuming nations and has the highest chocolate consumption among 
the BRIC and MINT nations by some distance. However, Turkey and India have been 
earmarked as the ones to watch for the future. Although Mondelēz dominated the 
Indian market through its Cadbury brand, other multinationals such as Nestle, Mars 
and Ferrero have made India central to their growth strategies. 
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Major chocolate and cocoa players such as Barry Callebaut and Ferrero have built 
factories in Turkey to take advantage of the growing market.  
There is also an interesting map available from: 
http://www.targetmap.com/viewer.aspx?reportId=38038 

Back to the next article 
 
 

CAMBRIDGE LOOKED FOR WILLY WONKA 
 

Cambridge University was searching for a real life Willy Wonka to study the 
fundamentals of heat-stable chocolate, including how it to prevent it from melting in hot 
countries. The three-and-a-half year project will investigate how chocolate, which has a 
melting point close to human body temperature, could remain solid and retain qualities 
sought by consumers when stored and sold in warm climates. Cambridge University 
said the research would be supervised by academics with “extensive experience” in 
studying soft solids, such as foods. 
The course was open to PhD students and will start in January 2015. The closing date 
for applications was 12pm on Friday August 29. (Sorry for all you potential applicants!). 
Theoretical aspects will require the student to have good mathematical skills, the 
university added. Based in the Department of Chemical Engineering & Biotechnology, 
the research will be co-supervised by Professor Malcolm Bolton (geotechnical 
engineering), Professor Eugene Terentjev (soft matter physics) and Dr Ian Wilson 
(chemical engineering). 
Due to funding regulations, the studentship is only available to EU nationals. 
Applicants must also have experience in experimental investigations and at least four 
years of study at university level and a high 2:1 or equivalent degree in a relevant 
discipline such as physics, chemistry, materials science or engineering. 
Last year, Mondelēz International’s senior vice president and global chocolate leader 
Bharat Puri said heat-resistant chocolate would help the firm to extend its reach in new 
and exciting markets. These areas include Africa, Asia and India. 

Back to the next article 
 
 

NESTLE INVESTS IN SOUTH AFRICA AND MEXICO 
 
Nestlé South Africa has announced a new five-year, ZAR 2 billion investment plan in 
the country and the appointment of Ian Donald as the company’s new Chairman and 
Managing Director. The new investment will be focused on capacity building, general 
capital refurbishment, biomass boilers, and converting Nestlé’s Mossel Bay dairy 
factory to a water neutral one. The new investment is in line with Nestlé South Africa’s 
existing investment plan. 
Donald said that Nestlé believes in Africa as an investment destination and part of its 
ongoing investment will include increasing capacity for the coffee factory in Estcourt, 
with the aim of creating a coffee hub for the region. 
Donald succeeds Sullivan O’Carroll who retired at the end of September 2014. A 
South African citizen who has been with Nestlé for more than 40 years, Donald brings 
back to the country a wealth of experience in emerging markets. Prior to his return to 
South Africa, Donald was Market Head for Nestlé in the Equatorial African Region 
where he was responsible for 21 countries. 
In other news, Nestlé Mexico has announced plans to invest 700 million pesos 
(US$52.7 million) over the next six years to increase milk production in the country. 
The planned investment is part of Nestlé’s ongoing efforts to build close links with dairy 
farmers around the world in order to better understand the practical problems that 
affect their businesses and, ultimately, Nestlé’s over the long term. 

http://www.targetmap.com/viewer.aspx?reportId=38038
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Under the commitments announced, Nestlé Mexico will invest 400 million pesos to 
finance production and infrastructure. Another 300 million pesos will be invested in 
providing technical assistance in the milk and whey supply chains in Mexico. Whey is a 
lactose and protein by-product from the cheese-making process. 

Back to the next article 
 

 
 

THE GLOBAL F&F MARKET IN 2013 
 
Every year seems to get more difficult to draw up a list of the major players in the 
Flavour & Fragrance field. Acquisitions and wild currency fluctuations don’t help. But 
Leffingwell & Associates have been doing this very successfully since 1999. For their 
2013 figures, their comments include: 

 For 2013, based on comparison of major currency rates (on Dec. 31), the Swiss 
Franc vs. US$ had an increase of 2.8%, the Euro vs. US$ gained 4.5%, British 
pound vs. US$ increased 1.9% and the Brazilian Real declined 13.3%. The 
Japanese Yen vs. US$ had a decrease of 17.8% and the Chinese Yuan v. US$ 
increased f 2.9%, while the Indian Rupee decreased 11.3%. However, comparing 
single points in time can be somewhat misleading as during the year major currency 
swings can occur. 

 For several major companies (e.g., Mane & Symrise) 2013 was remarkably 
successful with some of the largest year-to-year gains in recent years. Overall, we 
estimate that the total market grew about 4% in US$ terms from US$22.9 billion in 
2012 to US$23.9 billion. 

 It should be noted that Kerry Ingredients & Flavors possibly should be in the Top 
Ten. However, the inclusion of so many other non-flavor ingredients in their sales 
numbers makes it impossible to estimate their F&F portion of sales. 

 It should also be noted that in Frutarom's February 2014 corporate overview they 
estimate sales would have been US$ 784 million "based on Dec 2013 including the 
acquisitions made in 2013 as if consolidated from 1 January 2013". 

Here below are some estimates for 2012 – the values are in Millions of US$ - with  
market shares for 2013 based on an estimated total global value of US$23’908. The 
2012 sales figures are given in brackets to show how the landscape has changed. 
 
 

 
TOTAL SALES 2013 PERCENT  

COMPANY IN US $ MARKET SHARE 

Givaudan $4905.4 ($4649.2) 20.5% (20.3%) 

Firmenich $3314.4 ($3156.2) 13.9% (13.8%) 

IFF $2952.9 ($2821.4) 12.4% (12.3%) 

Symrise $2521.6 ($2287.4) 10.5% (10.0%) 

Takasago $1244.7 ($1374.1)  5.2% (6.0%) 

Wild Flavors $1233.2 ($1104.9)  5.2% (4.8%) 

Mane $996.3 ($841.7)  4.2% (3.7%) 

Frutarom $674.0 ($618.0)  2.8% (2.7%) 

Sensient Tech $643.3 ($621.5)  2.7% (2.7%) 

Robertet $536.6 ($521.6)  2.2% (2.3%) 

T Hasegawa $428.4 ($512.6)  1.8% (2.2%) 

   SUB TOTAL $19450.6 81.40% 
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ALL OTHERS $4457.0  18.60% 

   The best estimate for the split is as follows: 
 

Fragrance Compounds 35% 

Flavour Compounds 41% 

Aroma Chemicals 12% 

Essential Oils & Other Natural Products 12% 
 
Looking back over the years, it is interesting and, perhaps, sad to see that the 
following large European companies no longer exist: 
W.J.Bush 
Stafford Allen 
Boake Roberts 
Haarman & Reimer 
Dragoco 
Naarden 
Quest 
BBA 

IAL Consultants agree that the global flavour and fragrance market continues to show 
promising rates of growth. In their opinion, the total global market reached US$21.4 
billion in 2013, and is expected to grow at an average annual rate of 3.2% p.a. to reach 
some US$25 billion in 2018. Of the total world market, flavours account for 
approximately 54% and fragrances for the remaining 46%. 
Of the main global regions, the combined flavours and fragrances market is largest in 
Asia-Pacific, followed by North America and Western Europe. 
While the West European and North American markets are mature and quite stable, 
there is more potential for growth in the CEE (Central & Eastern Europe), MEA (Middle 
East Africa), South America and Asia Pacific regions, particularly in parts of Africa and 
Asia where consumers do not yet have ready access to processed foods and 
consumer goods. Urbanisation and changing lifestyles are also boosting market growth 
in developing regions. 
The beverages sector was the largest global end-use market for flavours in 2013 with 
a share of 34%, followed by the dairy industry at 13%. 
The soap and detergents industry is the largest user of fragrances in the global market 
at 32% share, followed by the cosmetics and toiletries sector at 27% and fine 
fragrances at 18%. 

Back to the next article 
 
 

IS THE FRAGRANCE INDUSTRY UNDER THREAT? 
 
Users of products from SC Johnson will soon be able to find out what fragrance 
ingredients are in a given air care product by calling a help line or going to the web site 
WhatsInsideSCJohnson.com. Currently the site lists the company’s fragrance 
ingredients alphabetically and explains that “We don’t specify the ingredients in each 
particular SC Johnson fragrance because we see those as secret recipes. But we do 
share our full fragrance palette, to make it possible for those with allergies or concerns 
about a particular ingredient to see if it might be used.” 
Starting in spring of 2015 those recipes will no longer be secret. SC Johnson 
announced plans for the ingredients disclosure this month at the American Oil 
Chemists’ Society World Conference in Montreux, Switzerland. This is an exceptional 
step away from proprietary formulation for a leading US consumer packaged goods 
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company. Fragrance formulae, in particular, are closely guarded across industries. And 
for very sound reasons – a perfume or odour cannot be patented. 
The Environmental Protection Agency, a US government body charged with protecting 
human health as well as the environment, maintains an index of safe chemical 
ingredients. And, early this year the agency added 40 more fragrance components to 
that Safer Chemical Ingredients List. Yet there’s hardly transparency when it comes to 
the fragrance ingredients used in household products and other packaged goods. The 
EPA clearly states that confidential chemicals are not on the list and that the list may 
not be comprehensive. Nonetheless, just knowing more about what’s in a fragrance 
may alleviate some allergy concerns. A study published in the peer-reviewed Journal 
of Psychosomatic Research found that “When we expect that an odour is harmful, our 
bodies react as if that odour is indeed harmful,” said Cristina Jaén, PhD, the study’s 
lead author and a physiologist at the Monell Chemical Senses Center in Philadelphia, 
Pennsylvania. By 2017 the global fragrance market is projected to reach US$15.7 
billion.  
The IP of the creators and suppliers of fragrances needs to be protected, for which 
reason the intricate formulations are strictly guarded secrets. The safety of the 
thousands of raw materials used by the fragrance industry is ensured by IFRA and 
IFRM. Is it right that the pleasure of 99% of the world’s population should be curtailed 
by a tiny proportion of people who have the impression that they are allergic to some 
chemical used in the fragrance? Would it not be more meaningful for this fringe to 
simply avoid using products that they believe gives them the allergic reaction? What 
happens to this fringe when taking a walk in the country? Do they get an allergic 
reaction to the beautiful smells? Perhaps not because in their minds they are smelling 
natural chemicals! 

Back to the next article 
 
 

NASA’S ANTI-AGING PATENT 
 
Technology Applications International Corporation (NUUU) has concluded a clinical 
study to test the efficacy of anti-aging products, developed on earth and tested in 
space by NASA. After NUUU's subsidiary ‘Renuell Int'l’ signed an exclusive licensing 
agreement with the National Aeronautics and Space Administration (NASA) to develop 
cosmetics and hair care products, the brand has carried out its own clinical studies 
before submitting the testing claims to the FDA. 
The Rejuvel skin care line has been developed using a NASA bioreactor to expand 
plant and mammalian cells in a three-dimensional state. The anti-aging products are 
created in simulated microgravity to create high quality skin care products that promote 
the body’s own healing mechanisms. The range offsets the effects of time by 
stimulating fibroblast cells that offer unparalleled skin rejuvenation benefits that 
effectively promote dermal cell activity. By tightening the dermal connective tissue, skin 
will regain its firmness and significantly reduce wrinkle depth as well as increasing skin 
moisture content and skin tone balancing to give a more youthful appearance. 
The agreement covers two additional U.S. patents, No. 6,485,963 B1 and No. 
6,673,597 B2; and is entitled "Growth Stimulation of Biological Cells and Tissue by 
Electromagnetic Fields and Uses Thereof." 
All products are ‘Space Certified’ and recognized by the Space Foundation as 
technology that has been developed in outer space and the Space Foundation Seal 
will appear on all of NUUU's products. 
Biotechnology company Regenetech opened discussions with lifestyle firm Aristocrat 
Group Corp (ASCC) to develop a line of anti-aging skin care products from stem cells 
also using NASA's bioreactor technology. Using equipment originally created for the 
space program, Regenetech is developing a line of cosmetic products with 
biomolecules that are produced in a weightless environment. The active ingredients in 
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the cream are biomolecules left behind after stem cell expansion, including cytokines, 
peptides and proteins capable of promoting healthy skin. 

Back to the next article 
 
 

JUICE GENERATION GOING NUTRICOSMETICS 
 
Although the nutricosmetics trend has been around for years, the launch by New York-
based Juice Generation of a line of drinks, containing ingredients normally contained in 
topical skin care products, is different. The company is not a known cosmetics player, 
and the interesting approach to the formulation of the drinks. Called Beauty Bombs 
and set to be launched on the market this month, the marketing team behind its 
promotion is using the traditional nutricosmetics mantra that beauty comes from the 
inside. Not only is the line touted as being highly beneficial to the complexion, helping 
to promote a glowing, healthier skin, but it is also being positioned for its wider health-
giving properties and benefits to bodily functions. Beauty Bombs will include a range of 
two shots and three juices, which will be marketed at around US$5 a go. The shots 
include Pure Earth, which is formulated with alkaline water, bentonite clay and 
rosewater, and Le Detox, which includes French green clay – traditionally a favourite in 
beauty masks, as well as cucumber water. The three juices, Activated Lemonade, 
Activated Protein and Activated Greens, have all been blended with charcoal, an 
ingredient that has been creeping into a few skin care lines in recent years due to its 
deep cleansing properties. 
Juice Generation was started in Brooklyn in 1999 by Eric Helms, who has 
subsequently built the business by opening locations throughout the NYC area, before 
expanding nationally and also selling online. The company’s move into the 
nutricosmetics market is interesting because, once billed as a huge growth area, that 
potential has not been realized to date, although the launch of this new line has 
created quite a media buzz, with both Women’s Wear Daily and the New York Times 
featuring. Several press reviews have given the drinks good reviews, praising the 
line's innovative formulation, as well as expressing surprise that they do not taste bad, 
given some of the ingredients the drinks contain. 

Back to the next article 
 
 

NESTLE’S TASTE FOR SKIN CARE GROWS 
 

Swiss food giant Nestlé has extended its investment in skin care by buying the rights to 
several of Valeant Pharmaceuticals dermatology products for US$1.4 billion. Under the 
agreement, Nestlé will acquire rights to commercialise cosmetic dermatology 
and corrective facial treatments Restylane, Perlane, Emervel and Dysport in the USA, 
Canada and various other markets. It will also get rights to Sculptra, a dermal filler for 
cosmetic and medical use. The deal follows Nestlé’s February announcement that it 
had plans to extend its activities to include the field of specialised medical skin 
treatments through ‘Nestlé Skin Health’. At the time, the Swiss giant had just taken 
over the Galderma dermatology joint venture it had with L'Oreal and dropped hints of 
more deals to come. 
Galderma’s Scientific Division has laboratories located in France, Sweden, United 
States, Japan and Switzerland. Nestlé CEO Paul Bulcke explained that this gives 
Nestlé Skin Health a broad commercial and R&D platform to deliver state of the art 
solutions focused on maintaining, treating and restoring the health of the skin. With this 
Valeant deal, Galderma’s leading position in the industry will be reinforced, when it 
becomes Nestlé Skin Health, by allowing it to complete its geographic footprint for its 
strong portfolio of brands and leading medical solutions globally. 
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Back to the next article 
 
 

GOOGLE’S ‘CONSUMER BAROMETER 2014’ 
 
Google has launched a new free tool, ‘Consumer Barometer 2014,' to provide planners 
across a variety of industries, including cosmetics, with the latest consumer insights 
that will support their strategies. The Barometer will allow users to sort through data 
sets across different categories, including make-up, set against regional and 
demographic filters of their choice. Through a dedicated website, data collected from 
150,000 consumers across 46 countries covers a variety of topics ranging from the 
number of connected devices per person to how these devices are used, including 
online viewing and purchasing habits. 
Cosmetic companies will be able to access that information in the form of data and 
graphs for download, including charts compiled by Google and custom graphs that can 
be created in a few easy steps.  
To date, the tool has indicated that in the majority of countries, well over half of 
consumers conduct research online before making an offline purchase. 
Among the key findings presented on the site, Google reveals that the country with the 
highest rate of smartphone usage is Singapore (85%), followed by China (70%) and 
Britain (68%). Social media usage is highest in Turkey, where 92% of those surveyed 
reported using these services. 
Launched last summer, Google+ hangouts has fast been gathering momentum as an 
online platform for showcasing beauty brands and their products; but how does it work 
and what’s the value? Cosmetics Design investigated. Dove, Clinque and Lush are 
three big name brands who have all been leveraging the platform lately, which allows 
live video content to be streamed across the web. It seems its value for brands is 
threefold: it allows a valuable element of interaction between a brand and its 
consumers; allows better control of online content surrounding products; and finally, 
translates into strong digital advertising. 
 

Back to the next article 

 
 

FACTS DEBUNKS FOOD ALLERGEN MYTHS – PART 2 

 
In two recent newsletters, FACTS tackles the subject of the myths surrounding food 
allergens. The second part of the article is reproduced here.  
Given the life-threatening nature of food allergies, one would think that the stakes are 
too high for myths and pseudoscience. Unfortunately, this is not the case and 
confusion surrounding these conditions abounds. Food producers, in particular, need 
to be cognisant of these misconceptions, especially since their consequences may 
manifest in the manner in which allergens are controlled and how their risks are 
conveyed to consumers.  
In the second newsletter, FACTS outlines three more myths, followed by giving the 
truth about them, how the myth may have arisen and then some facts. 
Myth #4: Only certain foods cause allergies. 
More than 160 foods have been reported to cause allergies. Although it is true that eight food 
groups (cow’s milk, eggs, soya, peanuts, tree nuts, fish, crustaceans and molluscs, and wheat) 
are responsible for the large majority (ca. 90%) of food-allergic reactions, any food has the 
potential to cause an allergy.  

Myth #5: Goat’s milk is a safe alternative for those allergic to cow’s milk. Cow’s milk 
allergy (CMA) is one of the most common food allergies, affecting up to 5% of infants and 
young children. Goat’s milk and numerous other mammalian milks have been advocated as 
safe replacements for cow’s milk, however, with very little scientific backing. 
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Several clinical studies have demonstrated that individuals with CMA will also elicit 
allergic reactions to the milks from other mammalian species, primarily due to the 
similarities in the casein proteins of these milks. Up to 90% of CMA patients have been 
shown to react to goat’s milk, meaning that goat’s milk cannot be regarded as a safe 
alternative for these individuals. CMA sufferers are also unlikely to tolerate the milk 
from sheep, water buffalo, deer and ibex. While cross-reactivity to milk from pigs, 
mares, donkeys and camels appears to be lower, comprehensive studies on the 
clinical tolerability of these alternative milks are lacking, thus their use by CMA 
individuals should be supervised by medical professionals.  
Myth #3: All allergen-derived oils are safe for allergy sufferers. Edible oils can be derived 

from a large number of common food allergens, including fish, soybeans, peanuts and tree 
nuts, and not all of these can be broadly regarded as safe for allergy sufferers. 

The safety of allergen-derived oils will depend largely on the extent of the refining 
process used in their production and the levels of residual protein remaining in the 
product thereafter. Crude or unrefined oils can contain significant amounts of protein 
(>300 ppm) and therefore will undoubtedly have the potential to cause allergic 
reactions. Highly-refined oils, on the other hand, are produced using multiple steps, 
including degumming, neutralising, bleaching and deodorizing, the combination of 
which should remove most or all of the protein which would trigger an allergic reaction. 
If highly-refined oils are added as ingredient to other foods, the concentration of any 
residual protein would be further diluted, which would also additionally reduce the risk 
of an allergic reaction.  
In particular, caution should be taken when selecting gourmet oils or items from health 
food stores, especially those marketed as natural, cold pressed, expeller pressed or 
extruded, as the latter do not generally go through rigorous refining processes and 
may still contain potentially allergenic proteins. 
For more information about FACTS and its newsletters, click here: 
http://www.factssa.com/ 

Back to the next article 
 
 

SOOTHING DRINKS 
 
The cost of supplying the global population with antidepressants and psychotherapy 
drugs now exceeds US$70 billion, which is reason enough to search for preventative 
brain bioactive nutrients. Drinks containing polyphenols and other ingredients that 
boost brain health are gaining acceptance by adult consumers, according to market 
analyst, Canadean. Products targeting sleep disorders and anxiety were examples of 
offerings gaining increasing traction, Canadean said, noting scientific backing was also 
rising. According to Karin Nielsen, director of the Ingredients Division, 10% of the 
European population suffers from GAD – generalised anxiety disorder – which inflicts a 
cost of €11.6 billion on the economies in Europe. 
She furthermore said that some properties of fruits, plants or roots, such as ginseng, 
blueberries and chamomile, have a positive impact on cognitive health. As examples, 
she gave Panax Ginseng, a root naturally occurring in Asia, which appears to fight 
idiopathic chronic fatigue, blueberries, which are said to be antioxidants with anti-
inflammatory effects, while also reducing depressive symptoms. Scientists have also 
found that the polyphenol and apigenin naturally found in chamomile, the 
passionflower and to some extend in the sin citrus fruits can have a positive effect on 
people suffering from depression and anxiety. 
 From what Nielsen said, it is to be understood that the blood stream is the transport 
way for all nutrients and signal molecules. However, there is a gate keeping track of 
what molecules are allowed to enter the brain space and impact the grey cells. This is 
a challenge for the food industry, as nutrients are modified during digestion, making it 
difficult to breach the blood-brain barrier. 

http://www.factssa.com/
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While the market was promising, she noted its relative infancy with a global market 
value of about €160 million compared to €32 billion for energy drinks. 

Back to the next article 
 
 

SENIORS CAN BE EXPERIMENTAL  
 
Spanish food research technology centre AZTI-Tecnalia found that quality and flavour 
are the most important aspects for senior consumers when buying different products. 
53% of elderly consumers are happy to try new foods, according to the study. The 
results prompted the researchers to work with the ADIMEN group of sociologists, as 
well as chefs from the AZTI and Mugaritz team, to come up with products that would 
be better adapted for the needs of over-65s. Talking to FoodNavigator, research 
coordinator from AZTI, Matxalen Uriarte, said that eating should be a moment of 
pleasure regardless of age, but should also help older consumers stay healthy. Quality 
and flavour are the most important aspects for senior consumers when buying different 
products, while sustainability, brand, price and simplicity of preparation are the least 
relevant aspects she added. 
The research established that packaging was equally important. Nowadays most 
'healthy' options resemble medical products, and the ageing consumer does not want 
to be reminded that they are losing abilities. Another revelation was that the senior 
consumer does not identify with the products currently on the market; the messages on 
the labels neither address their needs nor coincide with the perception they have about 
their own health. 
Source:Eurosense 2014 Congress 
"Senior consumer preference: Maxdiff methodology as a measure of the relative 
importance of the attributes of the product at the time of purchase" 

Authors: Ríos Y., García-Quiroga M. and Gartzia I. 
Back to the next article 

 
 

3D PRINTED FOOD FOR THE ELDERLY 
 
The 'Smoothfood’ concept , introduced by German company Biozoon in 2010, aimed 
at producing food for the elderly in nursing and care homes who have mastication and 
swallowing problems. Matthias Kuck, CEO of Biozoon, told FoodNavigator that 
Biozoon is a food company specialising in texturising food. Fresh food items are 
transformed into different textures. The aim is to produce a smooth food that looks very 
similar to the original food but can be swallowed without chewing. The company 
coordinated a food processing project called Performance aimed at developing 
technology allowing the manufacturing of convenient, personalised food with a 3D 
printer. The project received €2.9 million funding from the EU and is expected to be 
completed by the end of 2015. It has been supported by 10 industry partners, which is 
very unusual for this kind of research project. Although the project was primarily aimed 
at helping the elderly in nursing homes, Kuck said the researchers were aiming to 
produce the food on industrial scale. In Germany there is a clear trend of people living 
at home for as long as they can. The idea is to produce food on an industrial scale so 
that relatives can buy it, take it home, and reheat it in the microwave. 
Kuck believes that the concept could not only change lives of the elderly with eating 
problems but also revolutionise the food industry in general. It is hoped that printed 
food for the elderly will hit shelves in 2016. 

Back to the next article 
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WHO CALLS FOR HARMONISED LABELLING 
 
Representatives of Unilever and the labelling programme Choices International were 
among those backing the World Health Organisation’s (WHO) call for more 
harmonised labelling at an event, hosted by the World Trade Organisation, in Geneva 
earlier this month. 
Francesco Branca, of the WHO’s department of nutrition for health and 
development, said the WHO had been working with the Codex Committee on Food 
Labelling to amend the mandatory list of nutrients required on pre-packaged foods – 
with agreement eventually reached on sodium, total sugars, saturated fatty acids and 
trans fatty acids. He drew particular attention to problems with front-of-pack logos, 
which may use different nutrition references in different parts of the world, even though 
the logo may look the same. 
Unilever’s global regulatory affairs manager, Paul Whitehouse, pointed to a recent 
study that examined the effectiveness of 40 different front-of-pack labelling schemes, 
with standards defined either by regulation or by private initiatives. “Apart from 
confusing people, it is problematic for business,” he said. “…Each single product 
variant comes with a cost overhead, and when each individual country wants 
nutritional information presented differently on the pack – and I mean here, the 
numbers, the data, or the visual representation – this is going to raise costs, and in the 
end, prices.” He said that industry, governments and others needed to work together to 
harmonise nutrition information as soon as possible, in order to provide people with 
what was needed to help them make informed choices. “We can’t go on inventing new 
approaches to nutrition labelling. Forty is already far too many,” Whitehouse 
added. “…We need leadership from global organisations and we need to know that 
what we’re doing is working.” 
President of Choices International Foundation, Clémence Ross, said that the Choices 
logo was intended to help consumers make healthy choices, and also to encourage 
reformulation. Its criteria are decided by independent, non-industry scientists from 
around the world who work voluntarily for the programme. 
Referring to the UK traffic light label, WHO’s Branca mentioned the infraction 
proceedings recently opened by the European Commission.He said: “This scheme has 
not been considered acceptable recently by the European Commission, but if you look 
at a comparison…this colour coding is the one that consumers find easiest to 
understand when there is complexity of information.” 

Back to the next article 

 
 
UK FACES WRATH OF EU OVER TRAFFIC LIGHT LABELLING 
 
The traffic light system, which labels food as green, amber or red, depending on its 
levels of calories, fat, sugar and salt, was brought in despite strong farming opposition. 
Many products have been adversely affected by the system, including dairy. 
Proceedings have begun as a result of Italian producers lobbying the EC, as they 
believe the traffic light system discriminates against products such as salami, 
prosciutto and cheeses. Critics said it was likely to make the marketing of some 
products more difficult and thus hinder or impede trade between EU countries, as well 
as hinder attempts to harmonise EU food law. 

Prof Michele Fino, professor of European food law at the University of Gastronomic 
Sciences, Italy, said the system was far too simplistic and believed the UK government 
would not be able to defend its use. He argues that diet is not as simple as just 
choosing food with green lights. It is about balance and the traffic lights take no 
account of protein, fibre, vitamins or minerals. Ham with salad, for instance, is perfect 
for your health, but there would not be a single green light on ham. The system is 

http://www.foodnavigator.com/Legislation/Commission-opens-proceedings-against-UK-s-traffic-light-label
http://www.foodnavigator.com/Legislation/Commission-opens-proceedings-against-UK-s-traffic-light-label
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misleading if people think they can buy processed foods with green lights and be 
healthy. The EU has sent a ‘formal notice’ to the UK, which has two months to 
respond. The traffic light system is voluntary, but has been adopted by most large 
retailers and food manufacturers. 
The decision follows an investigation last month into the compatibility of the UK’s 
scheme, introduced by its Food Standards Agency (FSA), with EU law. The system 
ranks four nutrition elements – sugars, fat, saturated fatty acids and salt – by assigning 
the colour red, green or amber, depending on content levels. Supporters say the 
scheme provides consumers with a clear and understandable guide to nutrition. 
Responding to the decision, trade association FoodDrinkEurope said it had always 
expressed concern about an individual member state taking such an approach. 
Meanwhile, the wheels appear to be in motion for a similar colour-coded scheme in 
France. 

Back to the next article 
 
 
CPL Aromas, based in the UK, recently revealed that its audited accounts for the year 

ended 31st March 2014 showed that turnover of £68.4 million (US$110 million) was up 
by 10% in comparison with the previous year. According to the results, the company 
said that emerging markets were the main force behind the growth, listing India, South 
America and the MENA region as being the fastest paced markets. One of the driving 
forces behind the revenue growth was the company rollout for its encapsulation 
technology, called Aromacore. This is a patent protected system that has been 
adopted across the laundry sector as a means of maintaining the longevity of 
fragrances in textiles and clothing. 
The company says that due to the strong performance and the effect it has had on its 
bottom line, it has subsequently been able to invest in a number of projects. One of 
these was to help establish a perfumery course for the visually impaired in India at V.G 
Vaze College. This has given the visually impaired the opportunity to learn perfumery 
skills that utilize their heightened levels of odour perception. 

Back to the next article 
 
 
Firmenich ended its fiscal year on June 30, 2014, with sales of CHF 2.952 billion, an 

increase of 7% in local currencies and 2% in Swiss Francs, its reporting currency. The 
company recorded increases in all business segments and in all geographic regions, 
as it vigorously pursued growth opportunities in both developed and high-growth 
markets. Firmenich continued to expand its global presence during the year, 
inaugurating a new state-of-the-art manufacturing facility near Jakarta, Indonesia, as 
part of its Flavour encapsulated product strategy; opening a new development centre 
with cutting-edge laboratories in Mumbai, India to increase its creation capabilities for 
client-tailored solutions in Asia; and expanding its presence in China with new offices 
in Guangzhou. 
Determined to remain a leader in innovation, Firmenich continued to invest 10% of its 
annual turnover in research and filed 23 new patent applications during the year. This 
led to the development of new solutions to enhance consumer experiences; contribute 
to improving health and nutrition; support global hygiene and sanitation; and further the 
uniqueness of its ingredient palette, in particular with the launch of its new 
biotechnology ingredient, Clearwood. 
In addition, Firmenich launched its ninth annual independently validated sustainability 
report. The company made solid progress on all tracked environmental indicators 
compared with its fiscal year 2009 baseline, bringing Firmenich closer to meeting its 
strategic 2015 sustainability goals. In fiscal year 2014, Firmenich also improved its 
industry leading safety performance by a further 37%. 

Back to the next article 
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Firmenich held a conference “Partnerships for Responsible Sourcing: The Case of 

Vanilla in Uganda” on September 23rd in Aarhus, Denmark, to mark the successful 
completion of an innovative collaboration between the company and the Danish 
government in Uganda. In 2008, a strategic partnership was established between 
Firmenich, Danida, the development arm of the Danish Government, which has a 
particular interest in the role of business development and has a long-standing 
relationship with Uganda and Uvan Ltd, Uganda’s largest vanilla producer. This 
partnership created a sustainable supply of Ugandan vanilla through the education of 
farmers on improved farming practices as well as the implementation of social 
programmes to improve living conditions. It was also one of the first public-private 
partnerships for responsible sourcing in the flavour and fragrance industry. 
The results of this innovative program are impactful: in addition to providing a supply of 
high quality sustainable vanilla, 4,396 farmers have increased their crop production 
capacity both of vanilla and subsistence crops; 355 farmers now benefit from improved 
varieties of sweet potato and cassava; 6,500 anti-malarial bed-nets have been 
distributed; 3,549 farmers received HIV education through 24 specially designed 
workshops; and US$199,000 has been cumulatively saved by a total of 4,880 
members of Village Savings and Loan associations in the farming communities. 

Back to the next article 
 
 
Frutarom Industries has acquired the flavour and natural food colour division of 

Peruvian company Montana SA for a cash payment of US$5.82 million and the 
assumption of debt in the amount of US$6.5 million. In addition to the Peruvian 
operations, Frutarom will also acquire, for no further consideration, the Montana Food 
operations in Chile. Montana Food has assets worth US$24.8 million. Montana Food is 
a division of Montana SA, which was founded in 1964 and has grown into one of South 
America’s leading companies in the field of flavours and natural food colours. Sales of 
flavours and natural food colours, which constitute Montana Food’s core activity, 
reached US$29.5 million in 2013 with operating profit levels in line with those of 
Frutarom’s flavours division with which it will be combined. The acquisition will also 
include Montana Food’s activity in Chile which was established in recent years and 
includes an R&D and marketing centre and a staff of sales personnel for the Chilean 
market. Montana Food employs 250 people in Peru and 30 in Chile.  

Back to the next article 
 
 
Givaudan recorded sales of CHF 1’122 million in Q3 of 2014, an increase of 4.3% on 

a like-for-like basis and 2.6% in Swiss francs compared to the same period 2013. In 
the same period, fragrances grew 4.8% (LFL) to CHF 553 million and flavours 3.9% 
(LFL) to CHF 569 million. In CHF these figures were +3.8% and +1.5% respectively. 

Back to the next article 
 
 
IFF reported net sales of US$773.8 million, an increase of 4% compared to Q3 2013. 

Excluding restructuring and other charges and operational improvement initiative 
costs, adjusted operating profit increased 7% to US$153.5 million from $144.1 
million in the prior year quarter, while adjusted earnings per diluted share increased 
8% to US$1.32 from US$1.22 in the prior year quarter. On a U.S. GAAP basis, 
operating profit rose 8% to US$152.6 million from US$141.5 million for the third quarter 
of 2013. GAAP earnings per diluted share (EPS) rose 9% to US$1.31 versus US$1.20 
prior year Q3. 
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Reported net sales for fragrances for Q3 were US$415.1 million, an increase of 6% 
compared to Q3 of 2013. Reported net sales for flavours were US$358.7 million, up 
3% compared to Q3 2013. 

Back to the next article 
 
 
Kerry maintained a good business performance in the three month period to 30 

September 2014. Sales growth was constrained in developed markets as major 
customer accounts were impacted by weaker consumer sentiment and a competitive 
retail environment. Kerry’s taste and nutritional platforms continued to achieve 
encouraging market growth and development – in particular in Asia. In the nine months 
to 30 September 2014, Kerry Ingredients & Flavours achieved a 3.6% increase in 
continuing business volumes. Pricing declined by 0.2%. The divisional trading profit 
margin increased by 80 basis points - driven by business efficiency improvements 
arising from the Group’s 1 Kerry Business Transformation Programme. 
Americas Region continued to achieve good growth, in particular through all-natural, 
clean-label and nutritional solutions. Continuing business volumes increased by 3.6%. 
Kerry continued to benefit from the Wynnstarr Flavors acquisition completed prior to 
year-end 2013. Beverage systems & flavours again delivered good growth across 
American markets. Beverage flavours continued to drive development in Latin 
American markets. Market conditions in the cereal and sweet sectors remain 
challenging but Kerry maintained development through snacking and ‘bite-size’ 
offerings. Continuing business volumes in EMEA increased slightly by 0.1%. Beverage 
systems & flavours performed well through leading beverage and foodservice 
accounts. In Asia, the beverage category continued to provide solid growth 
opportunities for beverage systems & flavours and Kerry’s branded beverage offerings 
in the foodservice channel. 

 Back to the next article 
 
 
McCormick & Company reported increased sales and profit results for the third 

quarter ended August 31, 2014 and provided the latest outlook for fiscal year 2014. 
McCormick grew third quarter sales 3% and operating income 6%, with increases in 
both the consumer and industrial businesses. Earnings per share rose 21% to 
US$0.94 from US$0.78 in the year-ago period primarily due to higher operating income 
and a favourable tax rate. 
Industrial business sales grew 4% during this period, largely driven by increases in 
snack seasonings in the Americas and higher margin industrial products in EMEA. The 
operating income for this segment has increased 24% year to date. 

Back to the next article 
 
 
Robertet has expanded its operations on the other side of the Atlantic by opening a 
US$20 million fragrance and flavour facility in Mount Olive, New Jersey. The 162-year 
old company, headquartered in Grasse, is known for its sustainable sourcing of both 
natural and organic ingredients, which are supplied to the cosmetics, fragrance and 
food industries. 

Back to the next article 
 
Symrise has launched a subsidiary in Lagos, Nigeria, strengthening its presence in 

Africa. The location will include sales and marketing offices as well as application 
laboratories. Symrise will use the market insights from its presence in the area to serve 
both local and multinational customers with products specifically tailored for the West 
African market. Symrise has incorporated its subsidiary under the name Nigeria Ltd. 
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The facilities will host both segments Scent & Care, including Life Essentials, as well 
as Flavor & Nutrition.  
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