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The global meat market has been facing a number 
of challenges recently, although the general picture 
remains positive. Meat products enjoy unceasing 

popularity, especially in developing eco-nomics. Their 
popularity also helps meat processors to capitalize on wider 
consumer trends, such as the surge in demand for protein 
products, which are expected to grow. However, the rapidly 
growing global population puts pressure on the available 
food resources. Henk Hoogenkamp, a protein application 
specialist, suggests that innovative technology needs to be 
implemented in order to increase food and meat production 
without causing damages to the ecological infrastructure. 
In his article about hybrid-meat products, he states that  
their manufactur-ing  is “an example of safeguarding 
sustainability, nutrition, and affordability.”

In this issue, Steve Mott, technical director of ATM, addresses “Capturing Convenience in Meat 
Products: Catering to the Price- conscious Consumers”. In addition,  Tim Waterman, the technical 
director for Corintech Ltd., puts some insight into “How Handling, Storing and Transporting Food 
Items can be Practically and Logistically Challenging.”

As usual, you will read about some industry novelties, new equipment and packaging solutions 
for meat, poultry and seafood industry. Since this is the end of the year, it is time to review the 
achievements of those, who were recognized for their successful businesses, products, operations 
and processes embedding sustainability and demonstrating their outstanding innovations and 
en-gagements. Take a look at WHO they are!

Moreover, we tackle issues such as climate change and the consequences of climate disasters 
which pose growing threat to food security, which were among the main topics discussed at 
the 2015 United Nations Climate Change Conference in Paris held at Let Bourge from 30th 
November to December 11th.

Last but not least, let me remind you about some of the most significant “meating“ points in 
the be-ginning of 2016. Do not miss to visit IPPE, Atlanta, USA, from January 26th to 28th, 
2016 which is expected to attract more than 28,000 attendees. It is a collaboration of three 
trade shows: Interna-tional Feed Expo, International Poultry Expo and International Meat Expo 
representing the entire chain of protein production and processing. Then, VIV MEA 2016 is 
taking place in Abu Dhabi, the United Arab Emirates, from February 15th to 17th. It is dedicated 
to serving animal protein providers from the Middle East and Africa to Turkey, Iran and the 
countries of the Indian subcontinent.

Meating Point Mgazine team wishes you a happy, joyous, prosperous and happiest New Year!

... EDITORIAL ...

Dear Reader,

Enjoy your read!
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... CONVENIENCE ...

Although the global meat 
market has been faced with a 
number of challenges in recent 

months, the outlook remains positive. 
Meat products enjoy continued 
popularity – especially in developing 
economies – and also help processors 
to capitalise on wider consumer 
trends, such as the surge in demand 
for protein products. The world’s top 
20 meat and poultry markets are now 
worth an estimated US$209.3 billion 
per annum, and it is predicted that 
Asia will continue to drive processed 
meat and poultry segment growth 
through to 20181 . There is also rising 
demand for meat products in regions 
such as Eastern Europe and Africa, 
creating a wealth of opportunities for 
meat processors based in the EU and 
South America, who often supply into 
such markets.

On-the-go opportunities
Convenience continues to drive 
global innovation, with two-thirds 
of consumers in countries such as 
Germany, Italy, France and Spain 
now looking for products that are 
easy to prepare2. People are looking 
for quick, ready-to-go foods that 
have great taste and texture, and as a 
result, the convenience foods segment 
is forecast to experience strong 
ongoing growth. In the UK alone, 
the market is expected to be valued 
at £49 billion by 2019 – an increase 
of more than 30 percent compared to 
20143. The category includes canned 
and frozen foods, as well as ready-to-
eat snacks and meals. Meat features 
heavily in many of these products, 
which include applications such as 
fried chicken, kebabs, pizza toppings 
and microwave meals, like lasagne. 

Related to the convenience trend is 
the rise in popularity of meat snacks 
such as beef jerky, with the US 
market estimated to grow by 18.86 
percent to US$1.2 billion in 20185. 
The products are often targeted at 
millennials and marketed on a high-
protein positioning in order to appeal 
to consumers looking for healthy and 
convenient snacks. The trend is now 
beginning to have an impact on the 
market in Western Europe. There is 
increased demand in the region for 
fermented or dried shelf-life stable 
snacks, such as biltong beef, which is 
exported from South Africa.

Cost remains a key consideration for 
all consumers, and meat processors 
that want to profit from the ‘on-
the-go’ trend need to find a way to 
match organoleptic expectations 
with an acceptable price. This is 
particularly the case in regions such 
as the Middle East and South Africa, 
where ingredients that can replace or 
extend meat are gaining a significant 
position in the ready-to-eat market 
as a result.  Despite the emphasis on 
cost, however, the European market is 
also becoming more polarised, with 
some shoppers prepared to pay more 
for better quality meat.

Meeting consumer demand
Per capita meat consumption 
and income are highly correlated. 
Other socio-economic changes, 
such as increased urbanisation and 
population growth, are also closely 
linked to rising meat uptake amongst 
consumers. In recent years, there 
has been an increase in demand for 
meat in developing markets such 
as Africa and Asia, which are often 

supplied by producers in the EU and 
South America5. Poultry in particular 
is featuring in an increasing number 
of meat products due to its high 
availability and low cost, with the 
meat typically taken from chicken or 
turkey. There is also strong potential 
for meat and meat products in 
Eastern Europe, where demand for 
foods such as kebabs, shawarma and 
gyros is high. In Poland, for example, 
meat is a main constituent of the diets 
for the majority of the population, 
and the market is expected to grow 
at a compound annual growth rate of 
two percent until 20166.

The opportunities for processors 
to profit from increased meat 
consumption are clear, but rising costs 
throughout the supply chain have 
historically put the industry under 
significant pressure. With fluctuations 
in raw material prices due to high 
margins and unpredictable weather 
conditions affecting animal feed 
supplies, it can be difficult for meat 
processors to ensure they remain 
profitable. There are a number of ways 
of countering rising costs, including 
improving yield by incorporating cost-
effective ingredients that can extend 
or optimise meat products, whilst also 
continuing to appeal to shoppers. 
Choosing the correct ingredients is 
essential to achieving the levels of 
quality demanded by consumers, 
while finding ingredients at a price 
point that allows for profit is equally 
as important.

Consumers want to purchase 
convenient foods that match 
perceptions of taste and texture, 
regardless of price. It is therefore 

CAPTURING CONVENIENCE IN MEAT PRODUCTS: 
CATERING TO THE PRICE CONSCIOUS CONSUMER
    
By Steve Mott

  1  Mintel, Meat, Poultry and Fish Global Annual Review, January 2015
  2  Mintel, Meat, Poultry and Fish Product Innovation, August 2014
  3  IGD Retail Analysis

4  Datamonitor
5  Prospects for EU agricultural markets and income, December 2014
6  Mintel
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... CONVENIENCE ...

critical that any changes to the 
formulation of meat products do not 
impact the quality of the end products. 
Meat extenders or meat replacers 
are a popular method of reducing 
the cost of meat products and can 
be used to improve the mouthfeel 
and structure of ground, emulsified 
and reformed meat products, whilst 
optimising product costs. The use 
of meat extenders is not without 
challenges, however. There can often 
be formulation issues to overcome; 
for example, skeletal meat, MSM, fat 
and skin typically need to be stabilised 
using functional ingredients. Other 
problems are variations in the quality, 
price and availability of meats such 
as kebab meat, which can result in a 
need to reformulate more frequently 
than desired in order to continue to 
match consumer expectations.

Soya protein potential
Meat processors need economical, 
highly functional and nutritious 
ingredients that are easy to incorporate 
into recipes without additional capital 
investment or significant process 
changes. Functional soya proteins can 
help manufacturers to economically 
extend their product range, while 
delivering consistent quality with the 
desirable texture required by today’s 
consumers. 

Soya protein concentrate is a 
minimum of 65 percent soya protein 
and is made by removing the soluble 
sugars from dehulled and defatted 
soybeans. Functional soya proteins 
deliver numerous benefits when used 
to replace or extend meat and have a 
nutritional value comparable to high 
quality animal protein sources like 

beef or milk, whilst offering significant 
cost savings. Soya protein isolates and 
concentrates are currently recognised 
by the Food and Agriculture 
Organisation and the World Health 
Organisation as having nutritional 
quality such that they can be used 
as the sole source of dietary protein, 
without supplementary amino acids.

Isolated soya proteins have 
traditionally been a popular choice 
for processors looking to use meat 
extenders, but tests show that such 
ingredients are in fact outperformed 

by functional soya proteins. Functional 
soya proteins can be used to achieve 
virtually the same texture as isolated 
soya proteins and emulsify more fat, 
as well as binding as much – or more 
– water into the system. Functional 
soya proteins are also easier than 
isolated soya proteins to handle and 
more straightforward to incorporate 
into formulations in line with modern 
processing methods. 

A formulation for success
If looking to extend meat with other 
ingredients, there are a number 
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of factors that need to be 
taken into consideration. For 
manufacturers looking to 
produce convenience foods 
such as ready meals, water 
absorption, binding and purge 
are all typically important. 
Processors should also look to 
maintain a meat-like texture, 
appealing flavour and a good 
colour range in order to ensure 
consumer acceptance. It is 
critical that the meat extender 
can be easily incorporated into 
product recipes, so technical 
expertise is often required to 
select the right ingredient. 

With the potential to aid water 
absorption and binding as 
well as gelation, emulsification 
and cohesion, functional soya 
proteins offer a number of 
important technical properties 
when used in meat products. 
The ingredients can be used 
to achieve cost savings by 
ensuring optimised raw 
material usage and product 
yield. Functional soya proteins 
also enhance eating quality 
by improving the structure, 
mouthfeel and bite as well as 
delivering increased product 
consistency and shelf life. If 
such requirements are met, 
the products will be better 
accepted by consumers and 
stand out from competitor 
brands on busy supermarket 
shelves.  

When choosing a meat replacer 
or extender, requirements vary 
considerably depending on 

... CONVENIENCE ...
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the stages in the production process 
and on the specific meat product. 
Different functional soya proteins 
provide specific attributes. For 
example, emulsified or ground meat 
kebab manufacturers may look for 
fat binding ability, whereas dried 
sausage producers look for ways of 
enhancing structure, without affecting 
the ripening or drying phases. 

Technical expertise
ADM offers a full portfolio of 
functional soya protein ingredients 
that includes Arcon® soya 
protein concentrates and textured 
concentrates, which can be tailored to 
meet product-specific needs to deliver 
consistent quality and value. The 
functional soya proteins are suitable 
for a wide range of meat applications 
including ground, emulsified and 
reformed products. For ground meats 
and snack foods, ADM’s Arcon T 
is a versatile textured soya protein 
concentrate with a neutral flavour 
profile and is available in a variety of 
sizes and colours. Its meat-like texture 
promotes moisture and fat retention 
while maintaining an excellent 
mouthfeel. For canned luncheon meat 
and other sterilised products, which 
are subject to intensive heat stress 
resulting in potential degradation of 
their sensory quality, ADM’s Arcon 
F can be added to reduce jelly 
separation, aid structure and improve 
nutrient content.
 
Meat manufacturers may also choose 
the fat binding ability of Arcon SJ, 
which delivers a more sliceable 
structure in emulsified or ground 
hamburger meat systems, helping to 
reduce product losses. Furthermore, 

textured vegetable protein (TVP®) 
can be used to impart juiciness into 
meat products by binding water and 
absorbing fat to provide a more 
attractive consumer product.
It is important to find a method of 
incorporating functional soya proteins 
that best suits the individual recipe and 
manufacturing equipment in order to 
avoid processing challenges and the 
associated time and cost implications. 
With its innovative, proprietary 
hybrid application technology, ADM 
takes a partnership approach where 
ADM’s technical experts work closely 
alongside customers to meet the 
needs of specific projects.

The future of functional soya proteins
With diverse benefits offered to 
different meat systems, functional soya 
proteins can enhance finished product 
quality, reduce costs and eliminate 
process variations to offer consistent 
quality and value for consumers. 
ADM continues to explore novel ways 
of formulating with functional soya 
proteins and is currently developing 
new techniques that can be used to 
incorporate its ingredients into meat 
products without requiring equipment 
changes in order to eliminate the 
need for any capital investment. 

The potential uses of functional soya 
proteins continue to expand, and the 
meat-free sector is also becoming 
an area of particular interest. There 
is a growing interest in vegetarian 
diets in countries such as the UK, 
where initiatives such as ‘meat-
free Mondays’ are indicative of the 
growing trend towards reducing 
consumption of meat due to economic, 
health and ethical factors. Brand 

owners can profit from the growing 
market of so-called ‘flexitarians’ by 
developing meat alternatives that 
deliver appealing – and meat-like – 
flavours and textures. There are clear 
opportunities for those manufacturers 
that are already successfully using 
functional soya proteins to extend 
product ranges to capitalise on these 
burgeoning trends.

About the author:

Steve Mott is technical 
director at ADM for the 
EMEA region. He has 
more than 40 years’ 
experience in the meat 
industry and has led 
the development of new 
methods of incorporating 
functional soya proteins 
into a variety of meat 
applications.
 
ADM International SARL, 
A One Business Center, 
La piece 3, 1180 Rolle, 
Switzerland

www.adm.com

... CONVENIENCE ...
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... PACKAGING ...

Global fresh food packaging 
manufacturer, LINPAC, has 
been crowned a champion 
after scooping a prestigious 
Sustainability Leaders Award 
for its prize-winning Rfresh 
Elite® tray for meat, fish and 
poultry.

The awards recognise 
businesses, products, 
operations and processes 
from multiple sectors which 
have sustainability embedded at their 
core and deliver demonstrable results 
through innovation and engagement.

LINPAC was nominated in the 
Sustainable Packaging category 
and beat off competition from 
Samsung Electronics, rigid plastics 
packaging manufacturer RPC 
Promens Industrial, Polish wheat bran 
tableware manufacturer Biotrem/Aston 
Investment SP.ZO.O and beverage can 
manufacturer, Rexam Group Plc.

Other winners on the night included 
Tesco, M&S, National Grid, Heathrow 
Airport, Willmott Dixon and Southern 
Water, chosen by a panel of judges with 
specialist knowledge and expertise in 
the field of sustainability.

The judges said: “With its Rfresh Elite 
trays, LINPAC has demonstrated 
consideration of functionality alongside 
environmental factors. A pack is only 
as good as its seal; otherwise the food 
goes to waste. The development of 
this new sealant, that can be easily 
removed, enables the use of just one 
polymer rather than two, with massive 
waste reduction benefits.”

Alan Davey, director of innovation at 
LINPAC, collected the award at the 

ceremony, which was held at the Grand 
Connaught Rooms in London.

He said: “This is a fantastic award to 
win. It’s great that Rfresh Elite has 
been recognised for its sustainability 
credentials beyond the packaging 
industry. The whole team is extremely 
proud and we are thrilled that the 
judges recognised the positive impact 
Rfresh Elite is having across the entire 
food supply chain.”

The Rfresh Elite tray took two years 
to develop by the innovation team at 
LINPAC. It uses a unique, patented 
sealant on the tray flange to create 
a secure seal with the lidding film, 
removing the need for the industry 
standard laminated PE base film. The 

ingenious sealing system, which 
is food contact approved, can 
be removed in the hot wash 
processes employed by Europe’s 
PET recycling companies, 
meaning a recycled Elite tray 
will yield 100 per cent crystal 
clear PET - a breakthrough in 
tray packaging design.

To enhance the environmental 
credentials of the range, Elite 
trays are manufactured from up 

to 95 per cent post consumer recyclate 
in a bid to create a closed loop recycling 
process and have been developed in 
conjunction with the manufacturer’s 
light weighting programme. The 
initiative was implemented to reduce 
the overall weight and carbon footprint 
of many of their trays whilst maintaining 
operational efficiency and product 
integrity.

It is the ultimate solution for meat 
and poultry packers in search of a 
sustainable packaging option.

On the packers’ production line, the new 
sealing system requires a reduced seal 
temperature and dwell time, delivering 
an estimated 15 per cent reduction in 
energy use per line and higher packing 
speeds, boosting capacity. For retailers, 
the improved seal strength which Elite 
offers, also minimises the number of 
leaking packs, helping to reduce in-
store food waste and again contribute 
to a sustainable food supply chain.

LINPAC has won a number of awards 
for its Rfresh Elite tray including a 
PackTheFuture Award and Plastics 
Industry Award.

www.linpacpackaging.com

RFRESH® ELITE WINS AGAIN FOR 
LINPAC IN SUSTAINABILITY 

LEADERS AWARDS

LINPAC director of innovation, 
Alan Davey (centre), collects the 
sustainable packaging award.
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... PACKAGING ...

Meat and poultry processors in Canada 
can reap the benefits of LINPAC 
technology now that the packaging 
manufacturer has teamed up with 
leading Canadian food materials and 
equipment supplier, Heat Sealing 
Packaging (HSP).

LINPAC will supply HSP with its 
LINtop® films which have been 
innovatively designed to be thinner than 
standard laminated films. It means 
Canadian processors and packers 
can have the cost and environmental 
benefits of a lighter film without 
compromising product functionality 
and performance.

Daniel Strickland, market development 
manager, barrier films, at LINPAC, 
said: “By partnering with HSP, the 
Canadian market can now access some 
of the most technologically advanced 
films for food packaging.

“LINPAC has invested significantly 
to produce a variety of film ranges 
which meet the needs of packers and 
retailers in terms of food safety and 
hygiene, cost, presentation and carbon 
footprint. HSP has a well-established 
reputation for delivering world-class 
solutions to its customers, making 
them an ideal company for LINPAC to 
partner with when entering a market for 
the first time. Indeed, we are already 
seeing success with some key packers 
in Canada so our decision to work with 
HSP is paying off.”

HSP is based in Ontario, Canada, 
and partners with some of the world’s 
leading manufacturers to supply food 
packaging materials and equipment 
to customers operating in the meat, 
poultry, fish, dairy, fresh produce, 

bakery and confectionary sectors 
across the country.

HSP vice president, Dan Margorian, 
said: “Our partnership with LINPAC 
enables us to offer our customers a 
wider choice of film solutions, ensuring 
we are able to meet their requirements. 
We are immensely proud to be able 
to bring LINPAC technology to our 
customers in Canada and believe 
this is the start of a long, successful 
collaboration.
LINPAC is currently supplying HSP 
with its LINtop Star PE CXO and 
LINTOP PE HB OSL films.

LINtop Star PE CXO is a high barrier, 
medium shrink lidding film with anti-
fog properties. It is a thin, robust film 
designed for outside cut tray sealers 
and case ready MAP pack formats.

LINtop PE HB OSL is a high barrier, 

low shrink film suited to both inside 
and outside cut tray sealers and 
thermoforming lines – delivering two 
solutions from one film. Incorporating 
excellent anti-fog properties, the OSL 
film provides a neat attractive pack 
with high gloss and transparency for 
maximum consumer appeal.

Both films have been developed 
with a co-extruded structure, making 
them between 20 and 30 per cent 
thinner than standard laminated films, 
creating two competitive, low weight, 
sustainable pack solutions.

The specially designed structure also 
means the packs do not deform when 
sealed and are robust enough to stand 
up to the rigours of the supply chain, 
boosting efficiency and reducing 
wastage.

www.linpacpackaging.com

CANADIAN MEAT PROCESSORS BENEFIT 
WITH LINPAC THANKS TO NEW 
HSP PARTNERSHIP
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... PACKAGING ...

Zelfo Technology and Upgrading 
have partnered to trial production of a 
wheat straw-based packaging solution 
that could provide the opportunity for 
any waste food or fibre to be used for 
packaging.

Zelfo Technology GmbH is focused on 
the development and optimisation of 
cellulosic materials for the advancement 
of sustainable manufacturing. Zelfo® 
fibre solutions are offered through Zelfo 
Technology GmbH and are the result of 
several years of know-how and patented 
systems development. A pool of in-house 
expertise and a series of international 
partnerships substantiate the company’s 
bio-based materials, as well as design 
and manufacturing knowledge. The 
company is headquartered in Germany 
with bases in France and the United 
Kingdom.

Eduardo Gordillo, Managing 
Director of BIO-LUTIONS was 
kind to reveal some interesting 
insight into the new packaging 
technology, its advantages and 
applications.

Meating Point Magazine: Mr. 
Gordillo, what are the advantages 
of your concept?

Mr. Eduardo Gordillo: We are 
offering packaging solutions 
created using 100% agriculture 
waste, which is converted into 
self-binding micro- and nano-fibrillated 
natural fibres (M/NFNF), which will 
be marketing the technology globally. 
Successful trials have been made using 
wheat straw, because it was available 
and allowed us to test the principle.
However, almost all fibres based on crop 
residue or waste sources are suitable for 
conversion to packaging using the BIO-
LUTIONS/ZELFO system.   

Beyond the obvious ecological, cost 
saving and logistic novelties, there is 

another benefit, which from my point 
of view, could be the most important 
milestone of the last decades in 
packaging and related materials 
industries. The perfect matching 
between our invention, the simplicity of 
the process, the size of the machinery 
and the local production allows us 
to create a really new relationship 
with our customers…. They will also 
be our raw material suppliers. This 
new business symbiosis pivots upon 
the absolute control over the prices of 
the raw materials involved, thereby 
automatically transforming our 
customers into our business partners. 
We can produce packaging for them 
using their own agriculture waste or for 
other customers, in the case where there 
is an excess of agriculture waste. In both 
cases, the benefits to their pockets will 
be obvious.

It is very important for us to engage 
with businesses that have a substantial 
ecological impact and people who wish 
to embrace the idea of sustainability. 
All kinds of packaging made of 
petroleum based plastics, processed 
energy or resource intensive cellulose 
should be replaced ASAP, which means 
„YESTERDAY“. Within this conceptual 
framework, we are not interested in 
producing long life products. In other 
words, we are not going to produce 
cars… not yet!

Meating Point Magazine: What kind 
of innovations and solutions are you 
offering?

Mr. Eduardo Gordillo: Beginning 
with Agro-industry and moving 
beyond, the need for cellulose 
(new or recycled) or petroleum 
based plastics (new or recycled) 
in packaging is diminished if not 
entirely removed. Additives or 
chemical processes are no longer 
needed because fibres are self-
binding. We do not need extra 
fields, no animal bi-products are 
required, forests are preserved, and 
no problematic ‘geo-technology’ is 
employed. Our raw material is just 
there: simple agricultural waste.

The technology is compact so there 
are no big machines or support plant 
required! The production is at source!

We aim to fulfil our customers’ technical 
and logistic expectations. Thus, we work 
on a just-in-time basis and produce 
simple and very complex 3D shapes. 
We are potentially the cheapest and 
most ecological packaging alternative, 
which is biodegradable under normal 
conditions. It is also recyclable and it 
has the lowest possible carbon footprint 

PACKAGING NOW GROWS IN FIELDS!
ONE CROP, TWO PRODUCTS: 

FOOD AND PACKAGING. 

Eduardo Gordillo, Managing 
Director of BIO-LUTIONS
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fresh thinking...

Rfresh® Elite - Advanced tray technology 
for today’s meat packer and retailer

 High barrier packaging for 
extended shelf life

 Crystal clear presentation

 Enhanced seal strength minimises 
leakers and instore waste

 Increased packing speed due to 
reduced sealing dwell time and 
temperature

 Fully recyclable & contains up to 
95% super cleaned recycled PET

150660 PhdM LINP Rfresh Quarter page Advert 110x145.5mm.indd   1 24/11/2015   13:24

because it is burnable and therefore 
close to being CO2 neutral.
       
The material uses only the food 
producers’ lingo-cellulosic fibre (in this 
case wheat straw) and requires no 
additional binder. Designed to meet 
food industry packaging demands, the 
resulting products have a robust and 
flexible form with a smooth surface. 
Trial mouldings are approximately 250 
x 150 x 50mm, but other sizes will be 
offered as standard; and non-toxic dyes 
can also be used to colour the product 
as required.

And last but not least, as a solution, it is 
entirely elegant!

Meating Point Magazine: Where it can 
be used?

Mr. Eduardo Gordillo: Biodegradable 
under normal conditions and recyclable, 
the resulting packaging material can 
be used to produce 3D packs such as 
tomato trays (retail packaging) made 
from the yearly agriculture waste from 
tomato plants; olive oil bottles made 
from the agricultural waste from olive 
trees; chocolate packaging made from 
the agricultural waste from cacao; 
biscuit packaging made from the 
agriculture waste from wheat; corn soup 
packaging made from the agriculture 
waste from corn; or packaging for 
the premium gifts made from the tree 
leaves.

Meating Point Magazine:Which 
industries can benefit from your 
technology?

Mr. Eduardo Gordillo: Our product 
range will be oriented around containers 
for fruit and vegetables at first. These will 
be offered with and without additional 
barrier and graphic surface treatments. 
Fully waterproof vessels will form part 
of the second wave of products and 
these are already being reviewed. We 

can also produce packaging for non-
food products. Generally speaking we 
can offer a substantial range of opaque 
containers and casings. Transparent 
packaging is part of a parallel project, 
which remains ‘secret’… for now.

Meating Point Magazine: Have you 
already approached some potential 
customers? What’s your main strategy?

Mr. Eduardo Gordillo: Based on our 
history and extraordinary network 
in China, we have  already started 
negotiations with potential customers 
in China, while sales are starting in 
Germany where the partnership has set-
up its R&D/production plant. This plant 

will have a capacity of 3,000,000 
packages per year, which is sufficient 
for “mini orders”. In Spain, discussions 
are ongoing with a potential customer 
looking to build a plant in Tunisia, where 
it has a tomato plantation.

Since I am from Colombia, I have 
also activated my contacts there to 
find both agro-industrial partners and 
commercial partners. We also have 
good contacts in India and we will find 
appropriate partners. Our strategy is 
very clear- we move globally but we act 
locally with our local partners.

www.zelfo-technology.com
www.bio-lutions.org

... PACKAGING ...
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... INDUSTRY NEWS ...

Followings its acquisition of WILD 
Flavors GmbH last year, Archer Daniels 
Midland Company (NYSE:ADM) is 
one of the world’s leading flavours 
and specialty ingredients companies. 
As a result, ADM has an enhanced 
portfolio and is in a better position to 
serve customer demand for healthier 
ingredient solutions. ADM’s flavour 
expertise combined with its meat 
capabilities has led to the introduction 
of sodium reduction technology for 
use in meat applications.

Emerging studies show that high 
sodium diets increase the risk of 
cardiovascular diseases1,2. The 
World Health Organisation (WHO) 
has stated that globally, in 2010, 
1.7 million cardiovascular deaths per 
annum were attributed to excess 
salt and sodium consumption and 
strongly recommends a reduced 
salt intake of five grams per day 
for adults, compared to the current 
global daily intake of ten grams3. 
Similarly, the European Council is 
actively campaigning to decrease 
salt intake and invites Member 
States to encourage salt reduction 
within their respective populations4. 
Lowering salt consumption by three 
grams per day may have a significant 
impact, reducing the risk of strokes by 
approximately 22 percent and heart 
attacks by 16 percent5. 

Amongst other functions, salt delivers 
enhanced taste, improved texture and 
ensures product preservation, as well 
as increased water holding capacity. 
These crucial formulation benefits 

have made it difficult for meat 
product manufacturers to reduce the 
salt in processed meats. By combining 
their expertise, ADM’s WILD Flavors 
& Specialty Ingredients group has 
overcome these technical difficulties 
and is proud to support global sodium 
reduction efforts. 

The SaltTrim® product range includes 
a variety of solutions designed 
for sodium reduction in meat 
applications by to up 30 percent. 
Sea SaltTrim®, part of the SaltTrim® 
range, is based on sea salt, which is 
naturally rich in potassium chloride 
and other minerals. The combination 

of Sea SaltTrim® with ADM’s natural 
flavourings delivers full salty notes 
without the bitterness that is usually 
associated with potassium. 

Also available is Salt Enhancer, a 
natural flavouring designed for food 
with low sodium levels. It facilitates 
the removal of up to 30 percent 
sodium from product formulation 
while preserving the products’ salty 
taste and mouthfeel. Presented in 
a dry powder form, Salt Enhancer 
can be easily blended with other dry 
ingredients and is suitable for a wide 
range of applications including fresh 
processed meat, cured meat pieces, 

ADM TO LAUNCH SODIUM REDUCED 
TECHNOLOGIES FOR MEAT AND READY 

MEAL APPLICATIONS

1  www.food.gov.uk/northern-ireland/nutritionni/salt-ni/salt_targets 
2  www.who.int/mediacentre/factsheets/fs317/en/
3  WHO Non-communicable Diseases Report, January 2015.
4  Council Conclusions on Nutrition & Physical Activity, 20.6.2014
5  World Action on Salt, 2015
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raw-cooked and precooked products, 
as well as raw and dry meat. SaltTrim® 
products and Salt Enhancer are both 
temperature stable, Kosher and Halal 
certified.

ADM’s Arcon® range of functional 
soya protein concentrates reinforces 
its commitment to reducing salt in 
meat applications. With the potential 
to aid water absorption and binding—
as well as gelation, emulsification and 
cohesion—functional soya proteins 
offer a number of important technical 

properties when used in meat 
products. Functional soya proteins 
enhance eating quality by improving 
the structure, mouthfeel and bite as 
well as delivering increased product 
consistency and shelf life. ADM’s 
functional soya proteins can help 
manufacturers address concerns for 
texture and water retention often 
associated with sodium-reduced meat 
applications.

“Our sodium reduction solutions will 
allow the end-customer to adopt a 

healthier lifestyle without sacrificing 
the salty taste and mouthfeel that 
they are used to,” said Tim Symons, 
ADM sales director EMEA, meats 
and meals. “Our goal is to help meat 
product manufacturers achieve local 
and international salt reduction 
targets and provide a variety of 
reduced-sodium meat applications 
using the latest technology to satisfy 
market demands.”

www.adm.com

... INDUSTRY NEWS ...
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... INDUSTRY NEWS ...

CSB - SYSTEM SHOWCASES EFFICIENCY 
IMPROVEMENTS

www.csb.com 

Solutions for effective traceability, 
automation and ‘mobile business’ will 
be some of the highlights of the CSB-
System International stand at IPPE 
in Atlanta, where the IT specialist will 
showcase its 35 years’ experience in the 
meat and poultry sector that enables 
companies to continuously improve the 
efficiencies of their business processes 
and resources.

CSB-System software allows meat 
and poultry companies to control all 
processes of the value-added chain 
in an integrated way and to optimize 
them - from breeding via slaughter 
and the different meat processing 
and refining stages up to sales.   A 
key focus at the exhibition will be new 
solutions for seamless traceability of 

products and components as well as 
for a secure standard-compliant quality 
management. Other key aspects 
include integrated recipe optimization, 
IT-controlled cutting planning and 
cutting optimization. 

Another major theme of the stand will 
be automation, where the guiding 
principle is to increase performance 
and quality across all areas by using 
information technology while at the 
same time reducing costs. With the 
help of various application scenarios 
in production and intralogistics, CSB 
experts will demonstrate how this can be 
achieved, utilizing elements such as new 
weigh labeling solutions, line control 
applications and control station systems 
as well as efficient picking methods.  

In addition, CSB will showcase new 
developments for business intelligence 
and other areas of administration.

Another key requirement of the meat 
industry is increased mobility of business 
processes as the positive economic 
effects of “Mobile Business” become a 
key factor for success in the sector.  CSB 
will therefore showcase the numerous 
applications of its mobile solutions inside 
and outside a company.  The major 
focus will be on mobile automated data 
capture, for example in receiving, in the 
production process or in the inventory.  
With the CSB-System, any business and 
quality data can be captured directly 
during the process and this enables 
information quality to be improved and 
information processing accelerated. 



... INDUSTRY NEWS ...

Ishida Europe’s unique solution for leak 
detection in sealed MAP (Modified 
Atmosphere Packaging) food packs has 
won a major award for innovation.

The Ishida AirScan took the Innovation 
Award for Quality/Traceability at the 

recent Europack Euromanut CFIA 
exhibition in Lyon, France.   The 
Innovation Awards celebrate the most 
ground-breaking equipment and 
services from exhibiting companies, with 
winners selected by an international 
jury of industry experts and leading 
journalists.

The Ishida AirScan minimises spoilage 
in a wide variety of pre-packed retail 
food products, including fresh, cooked 
and cured meat, poultry, seafood, fruit, 
vegetables, cheese and ready meals.  
It uses advanced laser technology to 
identify leaks of CO2 from holes as 
small as 0.3mm in sealed MAP packs at 
speeds of up to 180 packs per minute, 
ensuring that maximum quality can 
be achieved without compromising on 
high throughput speeds and minimum 
packing time. 

By maintaining the optimum gas fill for 
each pack, the leak detector provides 
consistent product quality.  Any 
production problems can be identified 
and rectified quickly, reducing the 
amount of packaging that has to be 

scrapped, while the non-destructive 
testing process allows product to be re-
packed.

The elimination of leaking packs also 
helps to minimise customer complaints 
and the costs of product returns, 
leading to a fast return on investment 
and helping to enhance a supplier’s 
reputation for quality and reliability.

The Innovation Awards were presented 
at a gala dinner at Europack, attended 
by over 400 guests.  

www.ishidaeurope.com

INNOVATION HONOUR FOR
 ISHIDA AIRSCAN

Peter Friis Mortensen, General Manager, 
Ishida France (right) receiving the 

Innovation Award from Jean-Baptiste 
Philippon of Technopole Alimentec.

Turkish aquaculture producer More 
Aquaculture has achieved Friend of the 
Sea certification in combination with 
the GLOBALG.A.P. Integrated Farm 
Assurance (IFA) Certificate Version 4 
for its plants located near Izmir on the 
Aegean Coast.

The company, which is controlled by 
the AKG Group Company, was found 
compliant with GLOBALG.A.P. IFA 
Aquaculture Version 4 including the 
four criteria defined in the Friend of the 
Sea Add-on. Certified seabream and 

seabass under the More Aquaculture 
brand can now display the Friend of 
the Sea logo in combination with the 
GLOBALG.A.P. Number.

“More Aquaculture has adopted 
strict quality standards in observance 
of human health and environment 
preservation,” says Mrs Asli 
Kahramanoğlu, Export Responsible for 
More Aquaculture. “For this reason, we 
are particularly fond of the combined 
Friend of the Sea and GLOBALG.A.P. 
Certification, as it confirms our full 

engagement to sustainability and social 
accountability,” she added.

More Aquaculture has three farms 
with a capacity of 3,350 tons per year. 
The seabass and seabream producer 
has installed an efficient traceability 
system in place that monitors, measures 
and digitally records all production 
stages, from hatching to harvesting to 
distribution. Today, More Aquaculture 
exports the highest volume of seabass 
and seabream fillets from Turkey to the 
United Kingdom.   www.globalgap.org

GLOBALG.A.P. CERTIFIED MORE AQUACULTURE 
ACHIEVES FRIEND OF THE SEA CERTIFICATION
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... INDUSTRY NEWS ...

Systems Integration (SI) is excited to 
announce that Campbells Prime Meat 
is its latest customer.

The catering butcher is based near 
Linlithgow in Scotland and mainly 
supplies the food service sector. With 
a turnover of £60M, the family-run 
business offers a wide range of meat, 
fish and deli products. 

Management decided to partner with 
SI due to the company’s food expertise 
and because they are confident that 
its system, Integreater®, will provide a 
good return on investment. 

Campbells’ Financial Director, Stephen 
Sweeney, explains: “We spoke to several 
suppliers in the market place and found 
that the rest had generic IT solutions 
they were offering to put into our food 

manufacturing business. They failed to 
understand our processes and what we 
are trying to achieve.”

“When we met SI’s MD, Rob Stephens, 
it was different. We’d found someone 
from a food manufacturing business 
who’d created an IT solution specifically 
for this environment. We were impressed 
because he was from our side of the 
fence. He’s someone that understands 
food manufacturing and that was the 
point of connection for us. What he 
says carries a lot of weight because he’s 
done our job.”

“At the moment all of our processes 
are recorded manually, but we are 
feeling the pressure of legislation, 
and to some extent our own internal 
demands, to record this information 
electronically. Visibility and traceability 

are particularly important as we run 
a transactionally intense business. 
Campbells produces 1500 orders a day, 
with 5 or 6 different types of product 
in each one. Everything we sell is made 
to order, there is no line production and 
we despatch around 7500 items a day.”

“Our order to fulfilment time is also very 
short. We take orders up until midnight 
and despatch the following morning 
before 6am. Under this kind of pressure, 
complete visibility and traceability will 
make things a lot easier and we believe 
the system will also help us to become 
more profitable. At the end of the day, it 
has to pay for itself and we believe that 
the operating efficiencies Integreater® 
will generate will help us to recoup our 
investment.” 

www.integreater.co.uk

CAMPBELLS IS LATEST BUSINESS TO 
INVEST IN INTEGREATER®

Following a successful initial trial in 
three London stores, Irish pre-pack ham 
brand Brady Family has secured a listing 

across the full estate of Budgens UK 
stores, for its two best-selling products 
– Glazed By Hand and Traditional ham.
 
Launched in 106 Budgens stores on 
October 12th, the two hams were on 
offer at two for £4 until the end of the 
year, compared to a RRP of £2.59 per 
pack.
 
Audrey Aspell, Brand Manager, O’Brien 
Fine Foods, said: “Having created 
strong awareness and a loyal consumer 
base for the brand across Ireland over 
the past number of years, we are excited 

to see our delicious range of Irish ham 
lining the shelves in Budgens stores. 
 
“Initial research we have carried out 
has shown that the UK consumer is 
very interested in our premium quality 
product, so this listing represents a huge 
opportunity for the brand.”
 
Made from the finest 100% Irish 
topside pork sourced only from quality 
approved farms, Brady Family Ham 
has been cured, cooked, glazed and 
chilled using the same traditional recipe 
for decades.          www.bradyfamily.ie

BRADY FAMILY HAM SECURES 
BUDGENS UK LISTING
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... INDUSTRY NEWS ...

With the series F150 / F200 for small and 
medium-sized producers and FD175 / FD225 
for larger production,  KS emulsifiers make 
effective use of the required optimisation 
possibilities and therefore constitute a very 
interesting and most of all cost-effective 
solution. 

Using the F-Series emulsifier for the production 
of the emulsion will drastically reduce the 
process time and the energy consumption.  

Energy-saving potentials of 20 % - 30 % can 
easily be achieved.

The uniquely designed cutting system is key to 
the performance of the KS F-series emulsifiers.

The wide variations and different configurations 
make them the ideal choice for many 
applications.

KARL SCHNELL PRESENTS THE LATEST 
ENERATION OF ITS F-SERIES EMULSIFIERS 

PROCESS OPTIMISATION AND STANDARDISATION

KS Emulsifier F150 The main advantages are:

Reproducable and consistent 
emulsification

Significant reduction in time 

Minimum temperature rise

Finest emulsions 

Greatly reduced energy costs

Mobile, movable, can be easily 
positioned

Minimum investment and 
operating costs

www.karlschnell.de

LIMA extended two additional 
sizes of machines for his meat-bone 
separators, deboners and desinewers.

Among the recently developed 
models, the NEW LIMA RM 20 DD/
DDS is the smallest one, specifically 
designed for customers willing to start 
on a small scale desinewing poultry, 
beef or pork meat or producing high 
quality structured meat out of poultry 
carcasses or fish. 

Capacity : 
• Chicken trimmings : 100 – 200 kg 
/ hr (220 – 440 lbs/hr).
• Chicken carcasses : 200 – 300 kg 
/ hr (440 – 660 lbs/hr). 

Many customers in Europe and 
overseas are already taking benefit 
of the high quality recovered meat 
from LIMA DD / DDS technology. 
They also enjoy the very simple yield 
adjustment and short down time for 
cleaning. This range of deboners - 
desinewers known as “DD / DDS” 
have a capacity of 100 kg/hr (220 
lbs/hr) up to 10 000 kg/hr (22 000 
lbs/hr), and have all the benefits 
you can expect from the Quality in 
Separation, LIMA can offer, such as :

• No extra pre breaking or pre 
grinding,
• Low temperature increase,
• Low calcium content,

• High quality desinewed meat at 
high yield
• High quality textured deboned 
meat similar to minced meat etc.

Another major NEW model, the RM 
2000 S is now the biggest meat-bone 
separator available on the market, up 
to 20 000 kg/hr (44 000 lbs/hr).

To know more about it, please come 
and see us at IPPE exhibition in 
Atlanta, U.S.A. at our booth No. 
B5530.

www.lima-france.com

EXTENSION OF LIMA’S RM DD / DDS AND 
RM 2000 S RANGE OF MODELS
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... INDUSTRY NEWS ...

Britain’s premier professional body of 
food safety practitioners, the Society 
of Food Hygiene and Technology 
(SOFHT), has been recognised 
Yorkshire based Detectamet Limited as 
its Company of the Year for 2015 with 
less than 100 employees. 

It was presented today at the Savoy 
Hotel in London to Detectamet’s 
Managing Director James Chrismas, 
Angela Musson-Smith Group MD and 
Sean Smith the company Chairman 
and this award completes a momentous 
year for the company.

“To be recognised by this respected 
independent body of food safety 
specialists is a great honour” said James 
Chrismas “Over the past 12 months we 
have launched dozens of new products 
to improve food safety. We have been 
honoured for our technical innovation 
by the Hull and Humber Chamber of 
Commerce and received the Queens 

award for Enterprise in Export.”

The presentation was made by 
the SOFHT Chairman Alan 
Lacey and the Awards Panel 
Chairman Chris Turner, Director 
at Rokill Pest Control following 
the Society’s annual lecture by 
the BBC Countryfile presenter 
Tom Heap.

Detectamet is the leading 
manufacturer of metal detectable 
products and equipment for the 
food industry with a range of 
hundreds of products that help 
to prevent the contamination of 
food. The company exports its products 
to over 100 countries around the world.

“We strive to meet the food safety 
needs of the food industry and this 
award will be a further boost to all 
our staff” said Angela Musson-Smith 
the Detectamet Group Managing 

Director “In September we opened our 
new USA business in Richmond Virginia 
and we are discovering new customers 
every day as US food producers strive 
to comply with new legislation and 
customer expectations.”

www.detectamet.co.uk

DETECTAMET’S THIRD AWARD COMPLETES 
A MOMENTOUS YEAR

Angela Musson-Smith Sean Smith and James Chrismas of 
Detectamet receive the SOFHT Company of the Year 

Award for 2015 at the SOFHT lunch.
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... CASE - STUDY ...

A new 37,500 birds-per-hour poultry 
plant created for leading Saudi 
Arabian food company Almarai 
has been developed to keep pace 
both with growing demand and with 
changing consumer preferences.

Almarai is a dynamic, $3.36 billion 
turnover food company based in Saudi 
Arabia.  Already the world’s largest 
vertically integrated dairy company 
and the biggest food manufacturer 
and distributor in the region, the 
company entered the poultry business 
in 2009 with the launch of Alyoum, its 
brand of premium chicken products.

“We became involved after identifying 
the opportunity to provide consumers 
with a high quality, premium poultry, 
which is an important part of the 
family food basket in Saudi Arabia,” 
says Larus Asgeirsson, General 
Manager of Almarai’s poultry division. 

“There was also an important food 
security issue: a strong commitment 
to build local production,” he added.

While whole birds are, and will 
continue to be, an important part 
of the market, consumer demand 
is also driving development more 
in the direction of fixed weight 
packs of, for example, breast fillets, 
drumsticks, thighs, legs or wings, or 
combinations of different pieces. 
Almarai’s objective was to be able to 
satisfy such demand with fully sealed, 
fixed-weight products meeting the 
highest standards of hygiene and 
presentation. 

The launch of Alyoum involved the 
purchase of a factory and farming 

site in Ha’il Province, where Almarai 
first came into contact with the 
Meyn Ishida alliance. The advanced 
technical expertise and integrated 
approach of Meyn Ishida was in line 
with Almarai’s expectations for this 
sector’s development and, in keeping 
with the company’s ambitions, the 
scope of the project increased as the 
work proceeded. What began as a 
21,000 bph (birds per hour) project, 
escalated over a 3-year period in 
three phases to become a 37,000 
bph facility.

The new factory, with its 200 million 
birds per year capacity, is now one 
of the largest single output poultry 
plants in the world.

The equipment supplied included 
re-hanging and cut-up systems, 
deboning machinery, multihead 
weighers, checkweighers, tray sealers 
and batching and grading systems as 
well as X-ray inspection systems and 
metal detectors. In addition there 
are scanners, strapping and trussing 
machines and glazing equipment 

and also the many associated infeed 
systems. 

The level of integration is exceptional, 
thanks to a single organisation being in 
charge of supply and installation. Live 
bird handling, slaughter, evisceration, 
chilling, cut-up, deboning, batching 
and grading, weighing, piece mixing, 
packing, labelling and crating are 
all linked by, and contribute to, 
information exchange that enhances 
quality, efficiency and speed. 

Once plucked, eviscerated and 
chilled, chickens can be sent for 
grading and packing as whole birds 

MAJOR SAUDI POULTRY PROCESSOR NOW 
WELL - EQUIPPED TO MEET PRESENT AND 

FUTURE DEMAND
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or delivered to one of the plant’s three 
cut-up systems.

For the whole birds, there are separate 
lines for packing into bags and trays.

Special fillet lines pack chicken 
breasts that have been removed with 
the greatest precision and then X-ray 
inspected for bone fragments. There 
are also separate packing lines for 
thighs, legs, wings and drumsticks. 
Little or nothing of the chicken is 
wasted, with lines also for giblets and 
for feet.

Other lines are devoted to producing 

mixtures of chicken pieces, such as 
drums, chops and wings, according to 
availability or market demand.

Most of these items can be delivered 
into fixed-weight trays or bags of high 
hygiene and appearance standards 
and as fresh or IQF (individually 
quick frozen) products. In addition, 
threaded through the plant are 
systems capable of collecting any of 
these parts for bulk packing.

Almarai’s view of what has been 
achieved reflects the reasons that 
Meyn, the poultry processing systems 
experts, and Ishida, the  weighing, 
packing and end-of-line experts, 
came together to form Meyn Ishida 
as a one-stop shop for complete-
factory projects.

“Meyn provided fast and efficient 
processing systems and machinery, 
as well as the expertise needed to 
train staff and production managers. 
Ishida provided automation of the 
weighing and packing processes to 
the same advanced level,” explains 

Larus Asgeirsson. 

“The main benefit here, apart from 
the speed needed to keep up with the 
Meyn cut-up lines, was the reduction 
of giveaway to low levels.

“We see the new Ha’il plant as 
equipping us to meet demand far into 
the future and also of enabling us to 
serve the market’s movement towards 
poultry pieces sold in fixed weight 
packs,” continues Mr Asgeirsson. 

“Meyn Ishida provided us with a 
strong team of professionals to drive 
the installation.  They were well 
prepared and extremely professional.

“The Meyn Ishida lines have now been 
operating for two years, and I find 
them robust and reliable: we have 
had minimal downtime.”

Mr Asgeirsson also praised the 
dedication of the Ha’il workers, whose 
dedication and readiness to learn 
enabled them to adapt to the change 
from a 30-year old factory to possibly 
the most modern poultry processing 
plant anywhere today.

www.ishidaeurope.com

Mr Larus Asgeirson,
Poultry Division, 

General Manager at Almarai

... CASE - STUDY ...
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... CASE - STUDY ...

Donstar is the name of the 
first large-scale duck meat 
manufacturer in Russia, situated in 
the Rostov region near Millerovo. 
The vertically integrated company 
produces a wide variety of duck 
products, known under the brand 
name “Utolina”. For processing 
the ducks the company teamed 
up with Marel Stork Poultry 
Processing. A high capacity duck 
processing plant was built using 
the latest available technologies 
and highest level of automation. 
Because of the huge success 
further extension plans are being 
developed. 

Vadim Shalvovich Vaneev, CEO of 
the Eurodon Holding, the Mother 
company of Donstar, says: “Our 
brand represents high-quality fresh, 
tasty, tender and succulent duck 
meat. We are reviving this great 
forgotten Russian tradition, a classic. 
It is a 100% Russian product, made 
in our Russia for our Russians. Duck 
is becoming an affordable luxury 
product and is growing in popularity 
just like turkey meat. Consumers 
can choose from a wide variety of 
attractive Utolina products such 
as whole ducks, half ducks, legs, 
quarters, fillet, wings, giblets etc. They 
are superior to what the market had 
been supplying until now.” 

Controllable production for high 
quality 

The whole Donstar project involves the 
construction of a feed mill, a hatchery, 
over 60 growing sheds, a processing 
plant and a waste treatment facility. 
Control over the whole production 

chain ensures quality control at all 
stages of the process and guarantees 
consumers reliable top quality, a safe 
product grown and processed in an 
optimum environment. 

High capacity, high automation 

The ducks are processed at a high 
capacity plant with a current capacity 
of 4,000 ducks per hour (66 pm). The 
initial yearly capacity of this project 
is 26 thousand tons of duck meat. 
Expansion plans are being developed 
to expand up to 40 thousand tons 
and more. The modern state-of-the-
art plant employs 900 workers and is 
unique for Russia. A duck processing 
plant of a similar high capacity with 
such level of automation is a rarity 
anywhere in the world. 

GP dedicated for Ducks 

The Donstar project includes a Stork 
GP Live Bird Handling system. This 
smooth way of supplying live ducks 

DONSTAR: TOP CLASS HIGH SPEED DUCK 
PROCESSING

DEDICATED TECHNOLOGY FOR A DEDICATED PROCESSOR
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makes a significant contribution to 
the overall efficiency of the processing 
plant and safeguards the quality of 
the ducks. 

Scalding with extra agitation 

After stunning and killing, ducks are 
scalded. The dedicated duck scalders 
are equipped with extra agitation 
necessary to ensure that ducks are kept 
immersed and that the temperature 
of the scald water throughout the unit 
remains constant. 

Custom-made defeathering 

After scalding the ducks are 
defeathered. This is of crucial 
importance for product presentation. 
Plucking action will also determine the 
extent to which the epidermis remains 
attached and is especially important 
if whole ducks or portions are to be 
sold fresh, skin on. Marel Stork’s duck 
pluckers are based on the well-known 
A-frame concept and have adaptable 
plucking speeds and adjustable 
individual beams. Their position can 
be altered and there are frequency 
converters at the breast side, all to 
optimize the plucking result. 

Waxing for perfect skin 
presentation

 
In duck processing perfect breast skin 
presentation is essential. Feathers 

should be completely removed, but 
the skin must remain undamaged. 
Marel Stork is master of the waxing 
process. A fully in-line, compact 
waxing system has been installed 
at Donstar, including an efficient 
wax recycling system. Products are 
conveyed through a bath filled with 
plucking wax. Then they are immersed 
in a wax cooling tank. Here the wax 
solidifies and is ready to be removed 
automatically in a wax peeler, taking 
off pins and smaller feathers. 

The wax is recycled. It is melted, 
filtered and brought back into the 
process to be re-used at the correct 
temperature. 

Evisceration 

The entire viscera pack is removed 
completely in a single automated 
operation. The viscera pack is hung 
over the breast side. In various 
automated steps the ducks are 
prepared in the best possible way 
for chilling and all other downstream 
operations. 

Giblets harvested are chilled in-line 
and distributed. Feet are processed 
into valuable products. 

After air chilling using the Stork 
Downflow Plus chilling concept, whole 
products are selected by weight and 
quality and processed in the Marel 
Stork cut-up area. 

Labeling & packing solutions 

At the end of the process products 
are weighed, batched, packed and 
labeled in the most efficient way using 
a Marel Weigh Price Labeler. Labels 
are produced with support of user-
friendly Innova Software. 

The labeling module is part of the 
complete Marel Innova software 
solution. This solution enables plant 
management to oversee the processes 
and their KPI’s, allowing any 
necessary remedial action to be taken 
at an early stage. 

For Marel Stork Donstar is its latest 
successful, high speed, automated 
duck processing greenfield project. It 
brings the best and latest dedicated 
duck processing technology together 
and enables Donstar to stay in pole 
position in duck processing. 

The Utolina brand has every 
opportunity to build on its popularity. 

www.marel.com  /  www.utolina.ru
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Hybrid Burgers gain popularity
by Henk W. Hoogenkamp Part 2

The rapid global population 
growth puts pressure 
on the available food 

resources. Subsequently, 
innovative technology needs to be 
implemented to increase food and 
meat production without damaging 
the ecological infrastructure. 
Manufacturing hybrid-meat 
products is such an example of 
how to safeguard sustainability, 
nutrition, and affordability.

Going Forward
Before discussing processing 
equipment and its relation to 
functional ingredient interactions, 
it is best to first tackle the meat 
of the matter: “Knowledge is not 
power. The power of knowledge is 
in its application.” Breakthrough 
innovations are rare, and are seldom 
immediately propelled into the 
limelight. Smaller entrepreneurial 
companies searching for an edge 
are usually compelled to experiment 
with innovative ideas and techniques. 
Apparently, innovation is usually an 
incremental step forward, based on 
existing designs and ingredients.

Processing innovations should be 
related to operational savings, 
product safety, and primarily 
reduction of environmental footprint. 
For example, faster throughput, 
greater yields and more accurate 
portion control needs to be modeled 
to require less energy, less water, and 
reduce waste. These are the buzzwords 
that trigger interest and acceptance 
among manufacturers and consumers 
alike. Of course, producing more at a 
lower cost is a goal all processors try 
to achieve, generally with a multitude 
of process-optimization tactics. 
Being an equipment innovator, 
however, requires real out-of-the-box 
thinking and a deep familiarity with 
fundamental design principles. It also 
requires a level of honesty to sort out 
which trends truly match the needs of 
the processors and consumers.

In response, equipment innovation 
and novel ingredient applications 
have come to the fore. Several 
recently introduced forming, 
shaping, and portioning machines 
underline what the next generation of 
equipment can do. For example, the 
RevoPortioner (Marel) is an example 
of a groundbreaking innovation 
that showcases environmental 
sustainability coupled with cost 
efficiency.

The most eye-catching innovation for 
forming and portioning meat and 
food is the new portioning technology 
that uses a shaping mechanism 
controlled by variable pressure that 
retains shape, dimension, and weight 
accuracy. This new wave of portioning 
equipment like the RevoPortioner 
operates on a low-pressure principle 
– same as how old-fashioned cookie 
dough former allows topographically-
shaped products that freely exit the 
forming cavity with minimal force and 
no water spraying. These portioning 
machines operate with barely any 
noise, a blessing for in-plant operators.
Here is how the RevoPortioner 
operates: The machine positions 

the meat dough according to the 
contours and dimensions of the 
forming cylinder; the drum uses air 
to release the product; and, water is 
not needed. This is advantageous for 
product quality, process control, and 
worker safety, not to mention being 
environmentally ahead of the curve.

Ground meat or formulated-meat 
dough is then pressed at low pressure 
from the pump unit into the portioner 

distribution housing, at the end of 
which is a continuously-rotating 
forming cylinder. The filled form then 
turns through a blade that assures 
proper shape configuration. Finally, 
airflows move the product from the 
cylinder or roller and are picked up by 
a conveyor belt.

This new technology adds another 
level of expertise to the world of 
further processing:

• Accurate shape and weight 
dimensions
• Improved thermal processing 
conditions
• Higher portioning temperatures 

RevoPortioner (Marel)
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with the use of alginates
• Fast changeover to new size and 
shape product
• Substrate release without using 
water
• Improved product safety
• Minimal meat leakage and 
giveaway weight
• High output capacity
• No knockout noise

In comparison, traditional forming 
equipment usually operates with high 
pressure and tends to alter or even 
destroy some the meat integrity. High 
forming pressure perfectly manages 
shape and size but often negatively 
impacts organoleptic parameters, 
such as meat texture.

The new portioning technology is 
clearly a step above traditional 
forming with an added bonus 
that portioning can continue at 
substantially higher temperatures - 
quite often, the ambient temperature 
of the meat mixture prior to adding 
CO2. The new portioning technology 
ensures identically-shaped contours 
of consistent weight and accurate 
shape, plus ease of maintenance and 
low product give-away. For certain 
products such as formed and shaped 
chicken tenders, a setting compound 
like alginates - creates an invisible 
“film” for product reinforcement - 
further enhances products that need 
topographically-contoured portioning. 
This feature also allows shaping at 
temperatures slightly above 0°C.

Controlling Cooking Variables
Since most meat patties are cooked, 
grilled or fried directly from the 
frozen state, product safety is a 
major issue. Fast-food restaurants 
in the US are known to overcook 
hamburger patties, just to be on the 
safe side and avoid microbial risks. 
Though consumers appreciate the 
fully-cooked appearance, those same 
consumers complain bitterly about 
dry hamburgers. They want juiciness 

and flavor, which have been missing 
for a number of years since the speed 
of restaurant operations has increased 
without much attention to changing 
sensory parameters. This is a serious 
issue for the food-service operators, 
and it’s just a matter of time before 
formulated meat patties that address 
those consumer preferences are 
universally introduced.

Another factor is overcooking meat 
patties at high temperatures on a grill, 
which raises the levels of chemicals 
known as amines that have been 
linked to increased cancer risk in 
animals. The trick is to cook the patties 
at temperatures that kill bacteria 
without increasing the risk of amine 
formation. A possible solution is to flip 
or turn the patties frequently, which 
speed up cooking time while reaching 
the desired 71°C internal temperature 
and reducing the accumulation of 
chemicals that may pose long-term 
health risks.

Unfortunately, the degree of how well 
it is cooked (medium or well-done) 
is still mostly based on observation, 
rather than on technology and 
science. Cooking color is an unreliable 
indicator to determine degree of how 
well it is cooked. Even if the targeted 
core temperature has been reached, 
a patty might still exhibit pink color. 
Pinking can also be caused by nitrogen 
dioxide when patties are cooked in 
a gas oven, and prolonged frozen 
storage can increase the occurrence 
of pinkness in extra-lean formulations.

The reverse is also true: A patty can 
appear fully-cooked - greyish in color 
- but still carry bacteria that cause 
food-borne disease. The main risk, 
however, is premature browning. 
Premature browning occurs when thin-
formed patties, such as 10:1 patties 
(45 grams), undergo a premature 
transition from myoglobin oxidation 
to metmyoglobin at temperatures as 
low as 55°C.

The pH of meat also has specific 
effects on cooked patties. Electrically-
stimulated meat, especially beef, 
hastens rigor and a faster drop in pH. 
Though meat with a pH > 6.0 usually 
has good binding properties, such 
meat retains its native myoglobin (red) 
color when heated and is more prone 
to microbial spoilage. At this pH, color 
does not always denature at a given 
temperature, therefore, meat at pH > 
6.0 can have a fixation effect on color 
attributes. It is common knowledge 
that as animal’s age, tissue myoglobin 
increases which potentially influences 
the amount of oxidized myoglobin.  
Furthermore, when steer meat is used, 
more pink-colored patties tend to 
appear.

All these variables can give patties 
the appearance of pinkness, while 
they are actually fully-cooked. These 
situations occur more frequently 
when a clamshell-cooking grill, where 
anaerobic conditions prevail, is used. It 
seems plausible that freezing systems 
- which determine ice crystal size and 
meat formulas, play decisive roles in 
the thermal destruction of microbes 
during cooking.

Managing Fat Variables
There is little doubt that the percentage 
of fat relates directly to perceived 
juiciness and mouth-feel. Despite the 
technologies used to reduce the fat 
content of meat patties to < 10%, 
consumers continue to prefer patties 
with a fat content ranging from 15% 
to 25% for beef, and 25% to 40% 
for pork. Mutton patties popular in 
the Middle East usually have a fat 
content ranging from 10% to as much 
as 30%. Mutton patties are almost 
always formulated to include the use 
of sheep tail fat, hydrolyzed vegetable 
protein, spices and seasoning, as well 
as added water to facilitate flavor 
diffusion.

Uncoated chicken patties are 
traditionally low in fat (< 10%), but 
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the lack of fat probably hinders 
wider acceptance of these products 
because of perceived dryness. 
Problems sometimes arise when thin 
meat patties, such as the 10:1 weights 
(45 grams), are formulated with 
high levels of fat. During cooking or 
grilling, the unstable beef fat simply 
flows out and holes appear. When 
fat loss occurs in a meat patty, the 
fatty tissue cells are broken at some 
stage during grinding. Fat-releasing 
mechanisms accelerate at increasing 
temperatures during grilling and are 
particularly strong under anaerobic 
conditions after processing, forming, 
and freezing.

Due to genetic breeding and different 
feed regimens, much of the animal 
makeup has changed to the degree 
of hardness of fat in the last 40 years. 
For example, pork back fat research 
studies in 1970 often show different 
results when compared to similar tests 
in 2014. It is therefore necessary to 
understand that the implications of 
animal fat quality in meat products 
have also changed.

Animal fat provides not only superior 
flavor but also firmness, texture, 
and oxidative stability in formed 
meat products, considering that 
all processing variables have been 
successfully met. Fat is typically 
composed of triglycerides, which 
are made up by glycerol and fatty 
acids, water, and protein. The fatty 
acids have different saturation levels 
depending on the number of double 
bonds present. The saturation or 
number of double bonds of the fatty 
acids influences the melting points 
or firmness. Saturated fatty acids 
contain no double bonds, whereas, 
mono-unsaturated fatty acids 
have one double bond and poly-
unsaturated fatty acids contain two 
or more double bonds. This explains 
why high saturated fat containing 
sausages or burgers have a higher 
melting point or firmness.

Generally, the diet regimen of animals 
has a great impact on the fat quality 
that directly correlates with specific 
flavor profiles. However, it is not only 
the composition of the fatty acids that 
determines the quality and suitability 
of fat in processed meats, but also the 
anatomical location of the fat since 
different fatty acids are typically at 
different parts of the carcass.

For example, pork ham fat is softer 
than jowls, which in turn are softer than 
back fat. Softer fats normally have a 
higher degree of poly-unsaturated 
fatty acids. Hard fat is preferred for 
sausage products that require specific 
fat particle definition, such as dry 
fermented sausage, mortadella, and 
coarse-ground Bratwurst.

The degree of fat saturation also 
affects shelf life. Harder fats have a 
lower percentage of unsaturated fatty 
acids that directly correlates in a lower 
degree of initiation of lipid oxidation. 
This is also influenced by the lower 
degree of fat cell damage during 
grinding or chopping which leads to 
less smearing, and subsequently less 
exposure of fatty acids to oxygen 
and other oxidative catalysts like salt. 
When sodium nitrite or some of the 
natural organic alternatives such as 
celery extract is used, the oxidative 
impact from fat is adequately 
controlled via curing. Obviously, this 
method is not applicable for ground 
meat patties. In general terms, it can 
be concluded that the use of softer 
fat types negatively influence product 
deterioration related to protein 
dehydration and moisture loss.

This is especially the case for meat 
products that are heated more than 
once. Product attributes like flavor and 
texture might be affected resulting in 
a poorer eating experience. To offset 
or reduce the negative impact of soft 
fat, some effective solutions can be 
implemented during the processing 
stages. The two most important 

variables that can be controlled are:

• Maintaining a low grinding 
temperature at max. 4°C or lower
• Maintaining sharp grinding 
plates or chopping knives to ensure 
distinctive particle size

If the use of softer types of animal fat 
like pork leaf fat (flare fat in English 
and flomen in German language) 
and/or if vegetable oils are part of the 
formula, it is usually preferable to pre-
emulsify these soft fats or oils by using 
a specific ration of fat:water:protein. 
The most effective protein to pre-
stabilize fat or oil is sodium caseinate 
(a milk protein). A typical emulsion 
ratio is 1 part of sodium caseinate, 5 
parts of fat or oil, and 5 parts of water. 
Soy protein isolate or pea protein 
isolate is also an option, though the 
stability and fat:water ratios and 
flavor are not quite as impressive.

Calorie Calculations of Formulated 
Meat Patties

Melting Points of Fat

With varying fat contents, the calories 
found in typical meat patties vary as 
well. A patty with a 20% fat contains 
18% protein, or 72 calories out of 
252 total calories per 100 gram 
serving. That patty provides 180 fat 
calories, or 71% calories out of 166 

% per 
100 gr.

Kcal per 
100 gr.

% of Calo-
ries

Patty 20% fat

Protein 18.0 72.0 29.0

Fat 20.0 180.0 71.0

Patty 10% fat

Protein 19.0 76.0 46.0

Fat 10.0 90.0 54.0

Meat Temperature 

Poultry 30 to 38°C

Pork 36 to 45°C

Beef 41 to 48°C
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total calories from fat. By contrast, 
a patty with 10% fat contains 19% 
protein, or 76 calories out of 166 total 
calories per 100 gram serving. That 
patty provides only 90% fat calories, 
or 54% of calories from fat.

To a large extent, the factors controlling 
fat loss operate independently from 
those controlling water losses. The 
variables that influence fat loss include 
type of grinder, sharpness of the plate 
and knives, temperature of the fat, 
as well as anatomical origin of the 
fat. Besides those variables, smaller 
fat particles apparently increase fat 
losses during cooking. This can often 
be seen with thin meat patties that 
have extraordinary cook loss during 
cooking or grilling. The perception 
of flavor, juiciness, and tenderness 
decreases proportionally as the fat 
content of ground meat decreases.

The specific type of fat is another 
variable influencing fat loss during 
cooking or grilling. In general terms: 
the harder the fat, the greater the cook 
loss. Softer fat cells are more pliable, 
hence, better at avoiding damage. 
The specific grinding temperature 
also influences the degree of fat cell 
damage. Cold grinding temperatures 
usually provide clear and cleaner 
cutting, thus reducing the friction that 
increases fat loss during cooking.

The size of meat particles and 
the method of size reduction also 
influence the texture of formed 
ground-meat patties. Particle size of 
lean meat usually varies from 3 mm 
to as small as 1 mm. As a general 
rule, the lower the skeletal quality of 
the meat block, the smaller the grind 
sizes. When decreasing fat levels, it is 
advantageous to slightly increase the 
grind size to about 5 mm.

Patty reformulation represents 
more than just saving on food costs. 
Consumer expectations also change. 
For instance, fast-food chains have 

realized that they cannot continue 
exporting dogmatic specifications. 
After the initial thrill of eating an 
“imported sandwich” is gone, regional 
differences continue to have strong 
following. Examples of these are: 
gyro flavorings in the Middle East, 
exquisite garlic-sugar-soy sauce in 
the Philippines, ginger-and-sake 
flavorings in Japan, and curry-
flavored mutton patties in India which 
have all made strong comebacks in 
recent years. Despite heavy promotion 
by the US fast-food chains, many 
consumers go back to their emotional 
roots of preferred local or regional 
flavors. 

Formula Example:
• Grind meat and fat through an 
8mm plate.
• Blend for 3 minutes at low speed 
-8rpm- and add fully-hydrated 
structured plant protein fibers, mince, 
or flakes.
• Continue at low speed blending/
mixing for 5 minutes while adding the 
remaining ingredients like seasoning 
and salt.
• Temper meat blend to -3°C. 
• Re-grind the combined meat 
mixture to 3 to 6mm. The final 
grinding largely influences patty 
organoleptic and cooking properties. 
Higher quality of meat is usually 
ground at a larger grind size, while 
low-quality meats are preferably 
ground through a smaller plate size, 
i.e. 3mm.

Meat and Fat Contingency
In preparation for a catastrophe, 
like a massive outbreak of health-
threatening diseases, fast-food 
companies have contingency plans to 
quickly switch muscle meat sourcing. 
An example of which is replacing 
beef with chicken and turkey while 
maintaining the beef flavor and 
texture expected by the consumers. 
Flavor infusion and meat source 
transformation will ultimately change 
the position and price structures of 

meat raw materials with regard to 
least-cost protein selection.

Freezing Variables
All food contains enzymes –a form 
of protein that catalyzes chemical 
reactions, including color and flavor 
changes. When meat products are 
frozen, the enzyme reaction is slowed, 
thus unfavorable deterioration is 
avoided for a longer period of time. 
For meat products, freezing is a 
commonly used method to preserve in 
order to extend shelf life.

Once meat is standardized for fat 
content and blended to its desired 
formula, it is final-ground, tempered, 
and formed into desired shapes 
and sizes. A fast freezing rate is 
preferred, because smaller ice crystals 
form within the muscle fibers, which 
support minimal water movement 
to the extracellular spaces. Freezing 
meat always has a negative influence 
on quality due to mechanical damage 
to muscle fibers and a reduction in 
the solubility of myofibrillar proteins. 
The use of functional plant protein 
ingredients can manipulate some of 
those variables, especially when meat 
patties are made from frozen raw 
materials that need to be refrozen a 
second time.

During cold storage, small ice crystals 
can re-crystallize into larger crystals, 
causing loss of water-holding capacity 
and general loss of functionality. A 
faster drop in temperature during 
freezing causes less water movement. 
Myosin fibers, in particular, can be 
damaged during slow freezing which 
leads to the formation of larger ice 
crystals, meat protein denaturation, 
and a drier, tougher texture.

As a side note, there are contradictory 
reports on the influence of thawing. 
Generally, quick-frozen meat patties 
should be fast-thawed, whereas, 
slow-frozen patties should be slow-
thawed. These empirical observations 
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can be directly translated into ideal 
temperature settings and cooking 
times on a flat grill or oven by 
calculating the rate of ice transforming 
into steam and the rate of fat 
melting, which influences sensory and 
safety parameters. Hence, smaller ice 
crystals that are uniformly distributed 
throughout the ground meat system, 
with relatively small fat particles, 
promote faster and more effective 
heat transfer during cooking.

The cryogenic systems to freeze a 
product are liquid nitrogen (LN2) or 
carbon dioxide (CO2).

Liquid Nitrogen:
• Faster freezing locks in moisture 
and preserves texture
• Lower processing temperatures for 
LN2 result in larger throughput using 
same footprint
• Chemically inert
• The freezing process requires less 
cryogen and –relatively speaking- 
less LN2 is used

Carbon Dioxide:
• Slower freezing (compared to LN2)

• Faintly reactive
• CO2 is less expensive than LN2
• CO2 can carry “snow” into product 
substrate as it leaves the processing 
equipment

Individual quick-frozen (IQF) meat 
products have been successfully 
manufactured for many years.  It 
dates back to the 1920’s, when 
fruit and vegetables were frozen at 
temperatures of -28°C to -40°C.   
Since the 1960’s, cryogenic freezing 
can achieve temperatures as low as 
-150°C. Cryogenic systems, like the 
spiral and tunnel freezers, as well as 
fluidized bed systems primarily use 
liquid nitrogen or carbon dioxide. 
Mechanical or conventional freezing 
still plays a major role in IQF-
processed meat products, especially 
for large-volume applications. 
Mechanical or blast-freezing systems 
not only increase dehydration, but 
also compromise taste and aroma. 
Impingement cryogenic tunnels 
provide the lowest dehydration 
rates while stabilizing finished 
product characteristics. The major 
disadvantage of cryogenic freezing is 
the cost associated with the nitrogen 
and carbon dioxide gases. Volume 
throughput can also be an obstacle.

Cryogenic systems have certain 
advantages, compared with 
conventional systems, such as:
• Increased moisture retention
• Smaller footprint 
• Faster cooling and smaller ice 
crystals

Anti-oxidative Measures
As a general rule, the higher the quality 
and percentage of lean meat in the 
formula the less the need for added 
salt and phosphate. The percentage 
and the timing of added functional 
ingredients regulate both the texture 
and the tightness of the patty. For 
example, salt and phosphate should 
be added early on during blending 
if a tighter texture is needed. If a 

more open texture is preferred, salt 
and possibly phosphate should be 
added towards the end of blending. 
Moreover, encapsulated salt can be 
beneficial to maintaining an “open 
texture” meat patty.

The influence of salt and phosphate 
in conjunction with mixing/blending 
can control product density, weight, 
and sensory properties like texture. 
The addition of salt promotes the 
release of salt-soluble myofibrillar 
proteins, but at the same time 
increases oxidative activities that 
often accelerate rancidity.

Saltiness and flavor intensity usually 
increases with higher salt and fat levels 
(15-20-30%). Phosphate addition 
does not really affect perceived 
saltiness, but does provide a positive 
effect on cooked patty dimension and 
firmness.

On the other hand, phosphate can 
be viewed as an antioxidant since 
it boosts the effects of salt on the 
salt-soluble protein (SSP) extraction. 
It is believed that both lipid and 
myoglobin oxidation are closely 
related. Phosphates inhibit lipid 
oxidation by acting as chelators of 
free metals, especially iron, and by 
increasing pH. These two additives 
can markedly influence the sensory 
characteristics of a meat patty.

A related dilemma is the presence 
of additives or functional ingredients 
that can shorten or prolong shelf 
life. Globalization, leading to longer 
transportation channels and lengthier 
storage times plus the growing need 
for a “clean and green” label, has 
created renewed interest for natural 
ingredients on product labeling.

Oxidation promotes rancidity, and 
thus shortens shelf life. This is true 
for both raw frozen patties and 
semi-cooked or fully-cooked patties. 
The pro-oxidative properties of salt 
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generally limit its inclusion level to 
< 0.8 percent. Higher levels 
promote the development of 
rancidity, yet some salt is still 
needed to improve meat flavor 
and texture. Encapsulated salts 
serve a useful purpose here.

On the other hand, there are a few 
natural additives and functional 
ingredients that have anti-
oxidative properties. Phosphate, 
which acts as a strong anti-
oxidative agent, typically requires 
inclusion levels of 0.1 - 0.3 percent. 
Stabilized rice bran can also assist 
to delay the onset of rancidity. Rice 
bran anti-oxidative properties, 
or “scavenging” action, have 
been attributed to polyphenolic 
acids and isoflavones because of 
their ability to inhibit free radical 
reactions.

The addition of 1.0 – 2.0 percent 
of functional rice bran can increase 
the shelf life by as much as 20.0 
percent, when compared with a 
control made without plant protein 
sources. A similar claim can be 
made for using plant extracts, 
such as ground peppers, prune 
paste, and lycopene in meat 
patties. These compounds delay 
and significantly inhibit not only 
the oxidation of both myoglobin 
and lipids but also the growth of 
psychotropic bacteria. This results 
in improved meat color and odor, 
while extending shelf life.

Besides rice bran, other functional 
ingredients that have shown 
beneficial results in formulated 
meat patties are: fruit flakes or 
fruit powder derived from cherries, 
cranberries, plums, apples or pears. 
These ingredients allow creative 
product development basically due 
to positive consumer awareness as 
well as their positive organoleptic 
effects like moisture retention, 
improved flavor and texture. For 

example, it has been reported 
that a 3.0 percent addition of 
dried plum paste to raw ground 
meat is effective in suppressing the 
growth of pathogens, such as E. 
coli O157:H7, salmonella, listeria, 
and staphylococcus. Other gifts 
of nature, such as sage, oregano, 
cinnamon and garlic, also deliver 
a certain degree of microbial 
suppression.

Precooked meat patties are often 
susceptible to warmed-over flavor 
(WOF), which are off-flavors 
produced by chemical reactions 
involving oxygen that causes 
oxidative rancidity. As a result, meat 
loses its fresh-cooked flavor. These 
hard-to-define WOFs are often 
characterized as “stale,” “rancid” 
or “cardboard-like.” Oxidation is 
promoted by salt, heat, ultraviolet 
light, as well as low pH and metal 

ions - especially iron - since they 
act as catalysts in lipid oxidation. 
In ground and comminuted meat 
products, iron is liberated from 
the meat pigment myoglobin. In 
combination with entrapped air 
and liberated fat from cell walls, 
WOF can develop. Meats high 
in poly-unsaturated fatty acids 
(PUFAs) are particularly prone to 
WOF development.

About the Author:
Henk W. Hoogenkamp is 
Member of the Executive Board 
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... COLD CHAIN ...

Handling, storing and transporting 
food items can be practically 
and logistically challenging. In 

this article, Tim Waterman, Technical 
Director of Corintech, developer 
and manufacturer of environmental 
monitoring devices, discusses some of 
the technologies that can help supply 
chain companies monitor temperatures 
to ensure the safe delivery of perishable 
goods. 

Temperature control is crucial to the 
food supply chain. But while ensuring 
products reach the shelves correctly 
refrigerated can come at a significant 
cost to the industry, food distributors 
and manufacturers both know that it’s 
a process they can’t afford to neglect. 
Failure to do so comes at much greater 
cost to health, confidence and in turn 
the bottom line.  

Thankfully, there is increasingly help 
at hand and it comes in automated 
form.  Technological advances that 
allow us to remotely monitor and adjust 
the temperature our own homes from 
a phone, play a growing role in the 
workplace helping food manufacturers 
and distributors automate this 
monitoring process and increasingly 
reduce the human error element that 
previously has caused so many issues in 
the cold chain process. 

This new wave of environmental 
monitoring products has enormous 
reach and frankly needs it. Cold chain 
monitoring can start at the farm, storage 
in warehouses, logistics trucks delivering 
the produce, to supermarket chillers in 
retail environments. It’s a complicated 
and broad logistical process but one 
which demands a simplified solution. 
Technology has wide reach but has 
also brought us simplicity, with a new 
generation of logging products that 
take the punch out of what could be a 
very complex monitoring problem.  

Simplicity starts in many cases with a 
remote solution. New wireless data 
loggers be they Wi-Fi or Bluetooth-
based ensure that the temperature and 
humidity of food and drink products 
and the ambient environment in 
which they’re stored can be closely 
monitored regardless of their location, 
or the location of those tasked with the 
monitoring. The net result is efficiency, 
reduction of waste and lastly assurance.  

Due diligence isn’t just a whim though. 
Regulators have worked hard to 
improve safety measures, increase 
compliance and in so doing reduce risk. 
Improving traceability is one approach 
to strengthen the link between safety 
and compliance, and it is fast becoming 
a crucial element of the security of the 
food supply chain. Food manufacturers 
and distributors are implementing new 
processes to help bypass hazards in 
the supply chain because they have to. 
Regulation of temperature-controlled 
produce is paramount and mandated.  

So should we all rely on a thermometer, 
clipboard and pen to make those 
checks? Thankfully no. The rapid 
adoption of cloud computing and the 
use of mobile devices now present 
opportunities to further enhance supply 
chain management by making sure data 
collection, storage, access and sharing 
of critical data is online. Anytime, 
anywhere.  Due diligence is key. When 
there’s an issue with a food product and 
someone gets sick, having electronic 
data to hand to prove optimal storage 
conditions throughout the cold chain is 
vital.

Modern IT for an optimised 
supply chain 

We’ve seen the industry taking 
advantage of new technologies to 
optimise business operations, and 
to address the challenges affecting 

modern supply chain management; 
from improved fleet tracking systems 
with optimised GPS, to equipping 
warehouse staff with headsets to instruct 
them on what items to pick ready for 
despatch. 

In line with the rise of these technologies, 
the popularity of advanced remote 
environmental monitoring systems is 
also now growing. 

Historically, the manual collection of 
data along the supply chain has been 
challenging and resource-hungry. This 
could often lead to inaccurate or missing 
data, compromising the effectiveness of 
monitoring throughout.

While logging data as accurately 
as possible is vital, it is now equally 
important to have uninterrupted 
insight into the temperature of the 
produce at each stage. Perhaps most 
importantly, the data gathered needs 
to be accessible remotely so that it can 
be monitored and managed by anyone, 
from anywhere and at any time. 

While the range of operations and 
legislation-related challenges involved 
in modern supply chains may be 
daunting, a quality remote data 
logger can save the day. The ability to 
record and manage databases, which 
automatically scale to meet demand, 
has quickly become an indispensible 
element of supply chain optimisation. 
Professionals can now spot and target 
issues or technical problems remotely 
and tackle them head on – at the time 
they occur. 

It’s no wonder that remote data logging 
sensors are already making a distinct 
impact on the way we run modern 
supply chains. Data can be logged for 
24 hours a day, 365 days a year with 
no interruption due to absent staff or 
misreading. The fact that there is no 

WHETHER YOU ARE HANDLING, STORING OR 
TRANSPORTING FOOD, DON’T BREAK THE COLD CHAIN 
          By Tim Waterman 
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limit to the amount of information that 
can be stored remotely in the cloud is a 
great benefit. 

This is a huge improvement on data 
logging systems of the past, when 
logging was done physically and was 
therefore an expensive exercise. As a 
result, it enables better co-operation 
between manufacturers, suppliers and 
retailers for improved inventory quality 
management, by allowing each party to 
access details about the environmental 
data at each step of the supply chain 
whenever required.

Ensuring safe handing of high-
risk perishables like seafood

We’ve covered a lot of ground on 
monitoring temperatures of food in 
general but what happens when it 
comes to foods like seafood, fresh and 
live.

There are basic guidelines when 
it comes to handling, storing and 
transporting food safely however, it is 
not an unknown fact that seafood is 
more delicate than most food items. 
Because of this it is important that extra 
attention is paid when handling these 
perishables. 

The most common cases of food 
poisoning usually involve seafood 
and often happens as a result of 
eating contaminated shellfish. A good 
example of this is oysters – which a 
number of people enjoy consuming raw. 
Not breaking the cold chain could not 
be more important when it comes to the 
seafood supply chain. 

Exporting and importing live oysters 
in a safe, yet practical manner can 
be challenging. The transportation of 
these delicacies is a major activity for 
Harnet Corporation, a company based 
in Tokyo that was founded by Frank 

D. Hart in 1988. The company was 
originally established to import grain-
fed beef from Australia however, as the 
business has grown, so has the number 
of products, and for the last ten years 
the company has seen a steady growth 
of live oyster imports from Australia, 
New Zealand and even the EU.  

It is important that the product arrives in 
the best possible condition at the point 
of sale – this goes for both fresh and live 
items. Products should then be handled 
very carefully at the farm and the same 
amount of care should be made when 
it is packed in order to arrive in the 
best possible condition because price is 
often dependent on the quality of the 
product. 

Harnet uses specially designed 
Austmarine Tank systems for all live 
produce, and oysters are able to live 
within these tanks for up to and over 
three months without suffering any 
weightloss. Built to be energy efficient 
and cheap to maintain, the tanks are 
uniquely engineered to ensure all 
organic and inorganic waste, ammonia 
and nitrates, is removed from the 
system automatically. As a result, the 
tank’s water never has to be 
changed.  

Ensuring a consistent 
environment 

Keeping temperatures within an 
acceptable range also plays a vital part 
in keeping oysters alive and healthy. 
As a result, temperature monitoring is 
essential, not only allowing the company 
to prove to interested customers that 
their products are being kept in optimal 
condition but also to safeguard their 
crop.

Before moving to a new warehouse in 
early 2015, Harnet relied on a third 
party company to carry out daily 

checks on the tanks; using a traditional 
‘pen and clipboard’ approach to take 
readings from thermometers embedded 
in the side of the tanks. While monitoring 
was done regularly, monitoring of 
temperatures over 24 hours was much 
more difficult often with problems being 
identified many hours after the event. 

It was understood then that monitoring 
of live product, plus chilled and frozen 
beef items kept at the new warehouse, 
needed to be a 24/7 process. Harnet 
Corporation decided to examine Wi-
Fi logging systems and after a short 
online search, the company came 
across Corintech’s TP sensors. Harnet 
purchased and deployed six of these 
units, with five of these being connected 
to the FilesThruTheAir cloud system for 
remote monitoring and management.

Sensors installed in the warehouse are 
to monitor the water temperature in its 
Austmarine tanks, along side its freezers 
and chillers for the company’s other 
imports. Email alerts from the devices 
in the event of problematic temperature 
swings, give Harnet the confidence of 
knowing that any tank issues, or simply a 
freezer door left open, can be identified 
quickly and resolved.

As well as being commercially 
advantageous, the sensors allow 
Harnet to provide their customers with 
an easy to read, professional data sheet 
that listed logged temperatures during 
storage. Peace of mind on product 
quality, but also enhancing Harnet’s 
value-added service in the wider market.

Transporting seafood – 
live and fresh

Harnet oysters are shipped by air from 
its production regions weekly, which 
helps guarantee a level of freshness. 
However, sea and road are common 
modes of transport for perishables like 
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seafood. Again, a vital element is the 
maintenance of the cold chain and this 
goes for fresh, chilled and frozen. There 
are insulated containers and transport 
vehicles with adequate quantities of 
coolants or refrigeration equipment 
however, again, anything can go wrong, 
temperatures can drop and goods can 
be compromised. 

There are temperature monitors 
available that can constantly monitor 
temperatures and can warn users if they 
go above or below the desired range. 
These monitors can be used to provide 
evidence that the cold chain has not 
been broken during transportation. 

For the cost of this set up, the system 
makes for cheap insurance when 
you think about the value of losing 
a batch of products or worse – losing 
your reputation and potentially 
your customers by selling them a 
compromised batch of seafood.
Careful monitoring of the supply 
chain only works when it is holistic and 
comprehensive in its scope. It needs to 
start where food begins its life on the 
farm, through to the warehouses it is 
stored in, the logistics trucks used for 
deliveries, and the supermarket chillers 
it is retailed from.

Primarily, the use of data loggers 
helps mitigate health risks, principally 
the growth of dangerous bacteria 
on food. But more generally, failure 
to comprehensively and accurately 
monitor the supply chain can lead to 
reduced revenues through loss and 
damage to produce. Therefore, the use 
of modern automated data loggers 
helps reduce these risks by ensuring 
continual monitoring across all stages 
of the cold chain. 

Having control of 
your controlled 

environment

As control and logging is handled 
remotely, cloud-based data loggers 
can now be entirely battery powered. 
As a result, power outages and surges 
no longer impact negatively upon the 
logger – and the use of external logging 
servers, managed by expert technical 
teams, means there’s no risk of an onsite 
power outage disabling the system used 
for monitoring and data storage. 

Many businesses already have a mains 
powered logging system in place, and 
are not in a hurry to simply throw out 
the resource they’ve invested in the 
installation of this. Thankfully, battery 
powered loggers can work alongside 
these systems, serving as an incredibly 
low cost backup system that can pick 
up where the other system failed in the 
event of an outage – resulting in no loss 
of data.
It goes to show that as supply chains 
become ever more complex, and the 
logistical and regulatory pressures on 
manufacturers and suppliers increase, 
so technology continues to evolve to 
meet the needs of the industry. Remote 
data loggers are now essential to the 
effective and safe operation of food 
supply chains and will continue to be a 
vital component of maintaining control 
of the supply chain in the future.
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The achievements of eight Irish food 
companies were recognised at the 
BordBia Food and Drink Awards in 
Dublin’s Mansion House held on 12th 
November. The Awards, organized 
every two years, reward excellence 
within the Irish food and drink industry 
across eight categories – Branding, 
Con-sumer Insight, Digital Marketing, 
Entrepreneurship, Exporting, 
Innovation, Success at Home and 
Sustainability. Over 300 industry 
representatives from Ireland’s leading 
food and drink companies gathered for 
the ceremony, where they also heard 
from guest speaker, Joe Schmidt, the 
Irish Rugby Team’s Head Coach who 
provided his insight into leadership and 
teamwork.

Opening the event, the Minister for 
Agriculture, Food and the Marine, 
Mr. Simon Coveney T.D. said, “I am 
delighted to be here this evening at the 
‘Oscars’ of the sector as we take pride 
in the exceptional achievements of our 
food and drink companies. Last year’s 
record €10.5 billion in ex-ports follows 
five years of sustained growth by the 
sector, which is now well positioned 
as it seeks to expand towards its €19 
billion export goal set in Food Wise 
2025. He added, “As the industry 
continues to develop premium positions 
in established markets, significant 
progress is also being made in opening 
up new markets that can help sustain 
its growth. I am deeply conscious that 
business is not easily won and Irish 
food and drink companies are to be 
commended for their suc-cess and 
determination in developing Ireland’s 
largest indigenous industry.

In congratulating the winners, Aidan 
Cotter, Chief Executive, Bord Bia 
said “As the industry seeks to grow 
output and expand its export reach, 
it is important to recognise the 
achievements and on-going progress 
of the sector, which are underpinning 
growth and competitiveness and 

elevating the industry’s reputation 
at home and abroad. The awards 
highlight the talent, imagination and 
sheer professionalism that is at the 
heart of the industry’s current success 
and that will secure its continued 
growth and expansion.

Award Winners

This year, Bord Bia received in excess 
of 160 award entries across the eight 
categories which were judged by an 
independent judging panel . Gallagher’s 
Bakery was honoured with two 
awards while two companies received 
Sustainability Awards reflecting the 
high calibre of entries. 

Export and Entrepreneurial Awards 
- Gallagher’s Bakery was honoured in 
both the Export and En-trepreneurial 
categories, for what the judges 
described as a “stunning success 
story and turnaround demonstrating 
great credibility and huge ambition”. 
Gallagher’s Bakery, established in 
1968 as a family run business in 
Ardara, Co. Donegal, traditionally 
serviced the North West region with 
conventional bakery products, until 
2012 when they entered the gluten free 
market having identified the scale of 
opportunity. Export growth has been 
steep, now accounting for more than 
70% of turnover, while the company 
successfully trades with some of the 
biggest retailers in the world.

Innovation Award
Nobó, founded by Brian and Rachel 
Nolan, has produced the world’s first 
dairy free alternative to ice cream 
made from avocado and coconut milk. 
The brand name ’Nobó’, meaning 
no cow, has played a clever role in 
communicating the Irishness and 
dairy free approach. The judges 
highlighted the “strong vision for 
future development” noting that the 
product has already successfully grown 
with retail and foodservice listings 

nationwide and they are exporting to 
Dubai and about to expand into the 
UK market.

Success at Home Award
Celtic Pure, a family owned company 
established in 2000 by the McE-
neaneys, has grown to sell over 40 
million bottles of Irish spring water. 
Over the past eight years, the lowest 
percentage increase on sales year on 
year was 15%. Last year, the company 
invested over €3m in a new bottling line 
that increased the production capacity 
to 100 million bottles per an-num. The 
company, which the judges deemed 
a “great Irish success story”, has also 
built a strong management team which 
the judges stated was crucial to the 
company’s success.

Branding Award
Glanbia’s Avonmore SuperMilk, 
Ireland’s leading milk brand, 
outperformed overall milk sales by as 
much as 6.3% in volume terms in a 

Irish Food Companies Honoured at 
BordBia Awards

BordBia Food & Drink Awards 2015

Michael Carey (Bord Bia’s Chairman), 
MiRachel Nolan, Brian Nolan, Simon Coveney 

(Minister of Agriculture, Food&the Marine)

Michael Carey (Bord Bia’s Chairman), 
Padraig Mc Eneaney,  Pauline Clarke Mc 

Eneaney, Simon Coveney (Minister of 
Agriculture, Food&the Marine)
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sector with declining sales, and con-
sumer brand awareness and loyalty 
increased across the board. The 
campaign, called “Playground of Life”, 
was based on insight that consumers 
are increasingly concerned about the 
lack of vitamin D in the diet and posing 
Super Milk as the solution.

Digital Marketing Award
Britvic Ireland’s Club Orange #the 
best bits campaign was created to 
tap into themes of Irishness, nostalgia 
and colloquial humour. The campaign 
reached over 5.3 million influencers 
through online and PR mentions, 
while over 350,000 consumers viewed 
the video con-tent on Facebook and 
YouTube. Club Orange sales increased 
by close to 10% compared to the 
previous year.

Consumer Insight Award
Glenisk used consumer insight to 
develop their new range of high pro-
tein, authentically strained Greek 
Yogurt. The judges acknowledged the 
“huge lengths” Glenisk went to to get a 
deep understanding of their consumer, 

in commissioning intensive research 
over a 12 month period and in engaging 
with consumers to innovatively ‘co-
create’ the new range in a dif-ficult 
yogurt category.

Sustainability Award Boasts 
Competitive Edge

Due to the competitive nature of the 
category, the high calibre of entries 
and the strategic impor-tance of 
Origin Green, Bord Bia’s sustainability 
programme, the judges deemed it 
appropriate to recognise the efforts of 
two companies. Aidan Cotter stated, 
“In a week when Bord Bia hosted its 
inaugural Global Sustainability Forum 
and released its first Origin Green 
report, it is encouraging to note the 
importance placed on sustainability 
by food and drink producers, with 
over a quarter of the total entries 
received for this award. This is also 
evident in the fact that, over 85% of 
total Irish food and drink exports are 
now coming from companies that 
are fully verified members of Origin 
Green. Sustainability is an established 
driver for the industry in terms of how 
it conducts business, and Origin Green 
has provided a renewed sense of 
purpose of how we can be different and 
still make a difference in a challenging 
marketplace.”
The judges recognised Glanbia 
Ingredients Ireland, Ireland’s leading 
dairy company, processing 1.8 billion 
litres of milk annually into a range 

of ingredients for export to over 
60 countries, for their outstanding 
achievements in this area. As a 
founding member of Origin Green, 
GII is committed to auditing its entire 
milk supply base to establish a baseline 
under a number of sustainability 
indicators by 2016. Their ambition is 
to reduce carbon emissions by 10% 
by 2020, zero waste to landfill by 
2015 and a 25% reduction in water 
abstraction by 2020.

Island Seafoods Ltd is a family owned 
and run business, which was established 
in 1986 in the popular fishing village of 
Killybegs. Both the quantity and quality 
of sustainability undertakings sur-prised 
the judges for a company of its size. 
They were also impressed by the level 
of innovation in driving sustainability 
within their business. For instance, 
new technology has given them the 
ability to track the kWh consumed 
per tonne of fish processed. As part of 
their Origin Green sustainability plan, 
they are working to reduce the overall 
operational electricity usage and water 
consumption for cooling and cleaning 
by 15% by 2016. In addition, there is 
a comprehensive plan in place in terms 
of food waste, renewable energy, cold 
store lighting and social sustainability.

Overall Category Winners – 
Company Profiles 
Branding Award Winner: Glanbia, 
Avonmore Super Milk Glanbia is 
a leading performance nutrition 
and ingredients group, employing 
over 5,800 people in 34 countries. 
Headquartered in Kilkenny, Glanbia 
has leading brands in cheese, cream 
and liquid milk and its products are sold 
or distributed in over 130 worldwide. 
Avonmore Super Milk is its flagship 
brand and in 2014, Glanbia set out on 
an aggressive growth strategy. 

As Ireland’s leading milk brand, 
Glanbia sought to strengthen the 
consumer connection with a new 

Michael Carey (Bord Bia’s Chairman), 
Tim Ryan, Eoin Doyle, Simon Coveney 

(Minister of Agriculture, Food&the Marine)

Michael Carey (Bord Bia’s Chairman), 
 Leonie Doyle, Stephen Cramp, Simon Coveney 

(Minister of Agriculture, Food&the Marine)

Michael Carey (Bord Bia’s Chairman), 
Vincent Cleary, Simon Coveney (Minister of 

Agriculture, Food&the Marine)
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creative campaign called “Playground 
of Life”. It showed the generations of 
Irish families growing up, enjoying life 
and not slowing down at all as they 
got older. The campaign included TV, 
outdoor, radio and digital advertising, 
video on demand content, a new website 
highlighting the benefits of Vitamin 
D for all ages, in-store sampling and 
point of sale marketing.

Consumer Insight Award Winner: 
Glenisk, High Protein Greek Yoghurt
As part of their 2014/2015 business 
plans, Glenisk set out to grow the 
declining Fresh Dairy Pro-duce (FDP) 
category, otherwise known as yogurt, 
as well as their own market share. 
They relied heavily on consumer insight 
to identify a real consumer need, to 
develop a new product and market it in 
a way that resonated with consumers.

The marketing challenge was to launch 
the range in April 2015, and to build 
awareness in the eight week window 
post-launch. The new range was 
targeted broadly at those aged 18-44, 
but more particularly at millennials, 
and those with a specific interest in 
fitness and nutrition.

Digital Marketing Award Winner: 
Britvic Ireland for Club Orange #the 
best bits campaign

Britvic Ireland is the number two soft 
drinks company by volume on the 
island of Ireland. It is owned by Britvic 
plc, which also has market leading 
operations in Great Britain and France, 
and a worldwide presence through 
Britvic International.

The company have a proud brand 
history that spans over 240 years. Their 
powerful portfolio in-cludes Irish brands 
such as Ballygowan, MiWadi, Club and 
TK which have been trusted and en-
joyed by Irish people for many years.

They have been shortlisted for this 

award based on the success of its Club 
Orange #BestBits online campaign. 
Following consumer research, the 
campaign was created to tap into 
themes of Irishness, nostalgia and 
colloquial humour, all relevant to the 
Club Orange audience.

Entrepreneurial Award Winner: 
Gallagher’s Bakery, Pure Bred Range
Gallagher’s Bakery was established in 
1968 as a family run business in Ardara 
Co. Donegal. The bakery traditionally 
serviced the North West region with 
conventional bakery products, until 
2012 when they entered the gluten free 
bakery market. Today, they export all 
over the world.

Three years ago, having analysed the 
traditional bakery market in Ireland 
and UK, the group con-cluded the 
bakery market was in continued 
decline as consumers moved away 
from traditional bread for health/
lifestyle reasons. In stark contrast they 
had identified the Gluten Free bakery 
mar-ket as a high growth/high margin 
category that seemed destined for 
continued strong growth, across many 
countries around the world.

In addition to engaging with Coeliac 
Associations around the world, they 
invested in comprehensive global 
qualitative and quantitative research 
to understand consumer experience 
of existing brands.  In a series of taste 
tests, their newly developed gluten free 
products rated highest and feedback 
from consumers and retailers alike 
was unanimously positive. Today, 
Gallagher’s Bakery successfully trade 
with the biggest and best retailers in 
the world.

Export Award Winner: 
Gallagher’s Bakery, Pure Bred Range
Gallagher’s Bakery was established in 
1968 as a family run business in Ardara 
Co. Donegal. In 2012, they entered 
the gluten free bakery market and 

today they export all over the world 
under the PureBred and Promise Gluten 
Free brand names. Gallagher’s Bakery 
successfully trades with some of the 
biggest and most successful retailers 
in the world, and everyday consumers 
right across Canada, USA, Australia, 
UK and Ireland enjoy gluten free 
breads and cakes produced from their 
facility in Ardara Co. Donegal.

Today the company employs 260 
people, up from 95 in 2012, with 
employment expected to con-tinue to 
grow further, as their brands continue 
to flourish in overseas markets. Export 
sales growth has been steep, now 
accounting for more than 70% of 
turnover. 

Innovation Award Winner:         Nobó
Nobó is a young Dublin based food 
company dedicated to creating the 
world’s finest dairy-free, healthy, and 
supremely delicious foods. Founded by 
Brian and Rachel Nolan, the company’s 
first product is Frozen Goodness, an 
award winning dairy free alternative 
to ice cream. It is the world’s first ice 
cream alternative made from avocado 
and coconut milk and sweetened with 
pure honey.

To gauge consumer reaction, in 2012, 
Brian and Rachel spent the summer 
weekends at Marlay Park and Dun 
Laoighaire farmers markets. These 
markets provided the ideal testing 
grounds and resulted in key consumer 
feedback on the taste, texture and 
branding. Nobó also secured a place 
on the first Food Works programme, 
where the product was fine-tuned 
further and put under rigor-ous testing 
from a market suitability perspective.

Since then, the product has been 
successfully grown with retail and 
foodservice listings nationwide. They 
are exporting to Dubai and about to 
expand into the UK market. The brand 
name ’Nobó’ - meaning No-Cow, has 
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played a role in communicating the 
Irish-ness and dairy free approach, but 
in a clever and subtle way.

Success at Home Award Winner: 
Celtic Pure
Celtic Pure Limited is a family owned 
company established in 2000 by 
Padraig and Pauline McE-neaney. 
In the early years, the husband and 
wife team produced and ran all 
its operations from their garage, 
delivering door to door in the evenings. 
In 2014, the company manufactured 
and sold over 40 million bottles of Irish 
spring water from its state of the art 
40,000sq ft production facilities.

During its start-up phase, Celtic Pure 
was confident Irish consumers’ habits 
had changed consi-derably towards 
drinking bottled water on a more regular 
basis. However, they acknowledged 
that the only way they could remain 
competitive in this growing market, was 
if it manufactured their own bottles. 
Last year, the company invested 
over €3m in a new bottling line that 
increased the produc-tion capacity 
of the overall business to 100 million 
bottles per annum.

Sustainability Award Winner: 
Glanbia Ingredients and Island 
Seafoods 
Glanbia Ingredients Ireland
With decades of industry success 
and expertise, Glanbia Ingredients 
Ireland (GII) is Ireland’s lead-ing dairy 
company, annually processing 1.8 billion 
litres of milk into a range of ingredients 
for export to more than 60 countries. 
GII supplies international food and 
nutrition companies – across a range of 
sectors from branded cheese and butter 
through to the infant, sports, clinical 
and affordable nutrition markets. GII is 
a 60:40 joint venture between Glanbia 
Co-op and Glanbia plc.

As a dairy processor of scale, GII 
has always been focussed on energy 

consumption and the as-sociated costs. 
The removal of the dairy quota system 
in 2015 will open up opportunities for 
the expansion of dairying in Ireland. 
In order to seize this opportunity and 
to sustain our farmers’ busi-nesses into 
the future, it is GII’s ambition to lead 
the international field in Sustainable 
Dairying.

Sustainability targets across its 5 
manufacturing plants are delivered 
as part of the overall envi-ronmental 
objectives and targets, headed up by 
its Environmental Management team.

As part of its Origin Green membership 
and as a founding member of 
Origin Green, GII is commit-ted to 
auditing its entire milk supply base to 
establish a baseline under a number 
of sustainability indicators by Q1 
2016 as well as driving environmental 
excellence, reducing energy use, GHGs 
and water abstraction per tonne of 
milk processed at manufacturing plant 
level. GII’s ambition is to reduce carbon 
emissions by 10% by 2020, zero waste 
to landfill by 2015 and a 25% reduction 
in water abstraction by 2020.

Island Seafoods Ltd
Located just outside the popular fishing 
village of Killybegs, Island Seafoods 
Ltd is a family owned and run business, 
established in 1986. Their products 
range from mackerel, herring, sprat 
and blue whiting.  Inspired by green 
ethics, the organisation constantly 

strives to build on the continual process 
of environmental improvement that has 
underpinned the business over the last 
20 years. Mick O’Donnell, Managing 
Director, has been responsible and 
integral in driving the green initiative 
within the organisation. Earlier this 
year, Island Seafoods were selected as 
Green Seafood Busi-ness of the Year at 
the annual Green Awards, in addition 
to the Overall Green Business of the 
Year Award.

Sustainability is reflected in all areas 
of the business from world-class water 
treatment and waste procedures 
to advanced energy management 
techniques. New technology has given 
Island Sea-foods the ability to track 
the kWh consumed per tonne of fish 
processed. In this way, energy data has 
become critical business information 
for Island Seafoods.

In April 2014, Island Seafoods Ltd. 
became a verified member of Origin 
Green, Bord Bia’s sustai-nability 
programme for the food and drink 
industry. Companies are asked to sign 
up to the Origin Green sustainability 
charter and set out an action plan with 
clear targets. As part of the plan, they are 
working to reduce the overall operational 
electricity usage, energy consumption of 
ice machine by 33% by 2016, and water 
consumption for cooling and cleaning 
by 15% by 2016. In addition, there is a 
comprehensive plan in place in terms 
of food waste, renewable energy, cold 
store lighting and a number of social 
sustainability initiatives.

Michael Carey (Bord Bia’s Chairman), 
 Audrey O’Shea,  Sean Molloy, Simon Coveney 

(Minister of Agriculture, Food&the Marine)

Michael Carey (Bord Bia’s Chairman), 
 Audrey O’Shea,  Sean Molloy, Simon Coveney 

(Minister of Agriculture, Food&the Marine)
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Beef industry could become 
most carbon efficient in Europe, 
generating additional €300 million 
on-farm income per year 

A new report launched by Bord Bia 
in Dublin sets out the Irish food and 
farming industry’s ambition to be 
a world-leader in sustainable food 
and drink production. The report 
is a comprehensive summary of 
the first three years of Bord Bia’s 
groundbreaking Origin Green 
programme. Launched in June 
2012, Origin Green is the world’s 
first sustainability programme for a 
country’s entire food and drink sector.

Although Ireland’s green image has 
been a key platform for the success 
of the Irish food and drink export 
industry – last year Ireland exported 
to 175 markets and generated in the 
region of €10.5 billion for the Irish 
economy – Bord Bia insists that it is no 
longer sufficent for Ireland to simply 
declare that the we are ‘green’. In a 
world facing challenges from climate 
change and resource scarcity, we 
must prove it as well.

Since Origin Green was established, 
more than 55,000 Irish farms and 
122 food and drink companies have 
become fully-verified members of the 
programme. These farms account 
for 90% of Ireland’s beef production 
and half of its milk output, while the 
companies are responsible for 85% of 
the country’s food and drink exports.

As part of the programme, food and 
drink manufacturers have commited 
to over 800 sustainability targets 
around raw material sourcing, 
manufacturing processes and social 

sustainability. The targets provide 
for reductions of €12 million and €17 
million in energy and water usage 
respectively by 2017, and seek to 
reduce general waste generation by 
14,000 tonnes. According to Bord 
Bia, Origin Green has met with 
universal acclaim from the World 
Bank, the World Wildlife Fund, and 
from global leaders in the food and 
drink industry.

“Three and a half years following 
its launch, Origin Green has gained 
traction at home and won plaudits 
abroad, and on a scale few of us 
might have imagined,” said Bord Bia 
Chief Executive, Aidan Cotter. “It is 
transforming our thinking about how 
we produce food and how we do 
business. It has presented our industry 
with a renewed sense of purpose; 
of how we can be different, and 
make a difference, in a challenging 
marketplace and a changing world.”

A unique feature of Origin Green is the 
practice that all participating farms 
be audited and carbon-footprinted 
once every 18 months. Since its launch, 
almost 90,000 carbon assessments 
have been carried out on Irish farms. 
This action alone, according to Aidan 
Cotter, makes Ireland a world-leader 
in sustainability.

“No other country anywhere is 
carbon foot-printing its farms on, 
what is, in effect, a national scale. 
And we are not just doing this once; 
we are doing it routinely over an 
18-month cycle. This is a process 
of measurement, feedback and 
continuous improvement. Farms are 
also measured on their performance 
around water conservation and 

biodiversity, as well as on animal 
health and welfare and on food 
safety.”

The Bord Bia report indicates total 
greenhouse gas emissions from 
agriculture could be reduced by 6%, 
or by 1 million tonnes if the lower-
performing beef and dairy farms were 
brought back in line with the national 
average. Ireland’s dairy herd already 
enjoys the joint-lowest footprint in 
the European Union, while its beef 
herd ranks at number five. The 
report goes on to state that were the 
carbon footprint of the beef herd to 
be reduced by 10% - by achieving 
a range of specified performance 
measures - it could become the 
most carbon efficient in Europe and 
generate improved on-farm income 
of €300 million per year.

Under Origin Green, food and drink 
companies are required to create three 
to five year sustainability development 
plans in which targets are set in areas 
such as raw material sourcing, energy 
usage and emissions, water and waste 
management and social sustainability 
such as producing healthier foods 
and investing in their communities. 
While 122 companies to date have 
had their membership independently 
verified, a further 352 companies are 
preparing or have submitted plans for 
verification. Bord Bia’s ambition on 
launching the programme in 2012, 
and which it regards to be on track, 
was to have the entire industry signed 
up by 2016.

“The launch of Origin Green marked 
the beginning of a remarkable 
journey and our goal of Ireland 
becoming a world leader remains 

IRELAND’S FOOD INDUSTRY SETS 
800 GREEN TARGETS
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on track,” said Mr Cotter. “While we 
have made measurable progress, 

there is still much to be done and as 
the momentum for change intensifies, 

it also encourages us to look beyond 
the first milestones and plan for the 
future.”

Bord Bia’s focus will now turn to how 
Origin Green can help lower the 
industry’s environmental footprint, 
with a major focus on emissions, 
biodiversity and water quality, while 
enhancing its impact on society by 
prioritising health and wellbeing.
Bord Bia will also soon look to 
extend the programme to retail and 
foodservice to complete the food 
supply chain, and ultimately reach 
out to consumers.

Concluding Mr. Cotter added “Greater 
levels of demand from a growing 
population represent a significant 
opportunity for Irish food and drink 
producers. However, we must remain 
cognisant of our responsibility to 
expand in a manner which will not lead 
to the long-term degradation of our 
natural resources. To simultaneously 
mitigate the onset of climate change 
through the reduction of greenhouse 
gas emissions, remains one of the 
great challenges of the modern era 
and one in which everyone must play 
their part.”

The Origin Green sustainability 
report was launched by Bord Bia 
on the opening day of its Global 
Sustainability Forum taking place 
in the Convention Centre, Dublin. 
Some 400 delegates, including 120 
from overseas, attended the event 
coordinated by Bord Bia in partnership 
with the World Wildlife Fund (WWF) 
and Sustainable Agriculture Initiative 
(SAI). 

 www.origingreen.ie 
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HAND-IN-HAND APPROACH NEEDED 
TO ADDRESS HUNGER AND 

CLIMATE CHANGE

GLOBAL - Providing support to 
developing countries and their 
agricultural sectors is essential for 
the global goals of eradicating 
hunger and tackling the challenges 
of climate change, said FAO 
Director-General José Graziano da 
Silva.

As world leaders gather to discuss 
commitments necessary to prevent 
average temperatures from rising 
by more than two degrees, “we are 
already crossing tipping points for 
families and communities,” he said at 
the UN Climate Summit, COP21.

Poor family farmers are being driven 
off their land by prolonged drought, 
coastal fishing communities are losing 
their homes due to rising sea levels, 
and pastoralists are being forced to 
migrate in search of grazing lands, Mr 
Graziano da Silva said. “These are not 
distant scenarios. All this is happening 
now,” he added.

That the poor and most vulnerable 
peoples are already suffering from the 

brunt of climate changes they did the 
least to cause is “clearly an injustice,” 
he said.

Mr Graziano da Silva spoke at a 
special event on agriculture co-
organised by France and FAO, and 
held under the aegis of the Lima-
Paris Action Agenda, that showcased 
existing solutions to the challenges of 
climate change, including FAO’s Blue 
Growth Initiative and its Save Food 
Initiative.

At a related event focusing on forestry, 
FAO Deputy Director-General 
Maria Helena Semedo noted the 
importance of forests in responding to 
climate change and reducing hunger 
and poverty. It is important to make 
sure that high quality research and 
analyses is actually used, she said.

A hand-in-hand approach

FAO argues that hunger and climate 
change must be tackled “hand-
in-hand,” at the same time, an 
approach that requires building more 
sustainable, productive and resilient 
agricultural sectors, Graziano da Silva 
said. Actions geared to that end can 
transform human lives and also “cut 
across the usual distinction between 
adaptation and mitigation,” he added.

While the inhabitants of the 50 poorest 
countries are responsible for less than 
one per cent of global greenhouse gas 
emissions (GHG), many developing 
nations have prominently focused on 
their agricultural sectors as part of 

the Intended Nationally Determined 
Contributions (INDCs) that all 
countries are required to formulate.

Wealthier nations must now support 
their less developed peers to “bring 
their INDCs to life,” Graziano da 
Silva said, saying the international 
community can help them move to 
the next stage by identifying “specific 
adaptation strategies, finance 
opportunities, technology transfer and 
robust data collection and monitoring.”

FAO is ready to support its members 
in implementing their plans and 
help them “seize the transformative 
potential” of resilient agricultural 
sectors, he added.

Noting how many problems - climate 
change, water scarcity, energy 
shortages, global health, women’s 
empowerment along with food security 
- are intertwined, Graziano da Silva 
quoted UN Secretary-General Ban 
Ki-Moon: “Solutions to one problem 
must be solutions for all.”

“At FAO we firmly believe that 
sustainable agriculture is certainly one 
of these solutions,” he said.

It is now time to act after more than 
two decades of talking about climate 
change, he said. “This Conference 
(COP21) must be the beginning of 
a new era on how to tackle climate 
change. We have a long way ahead,” 
he said.

www.thepoultrysite.com
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GLOBAL - Droughts, floods, storms 
and other disasters triggered 
by climate change have risen in 
frequency and severity, putting 
many developing countries at risk 
of growing food insecurity, FAO 
warned in a new report released 
ahead of the United Nations 
Climate Change Conference (COP 
21) in Paris.

Worldwide, between 2003 and 
2013 - the period analysed in the 
study - the average annual number 
of disasters caused by all types of 
natural hazards, including climate-
related events, almost doubled 
since the 1980s. The total economic 
damage caused is estimated at $1.5 
trillion.

Focusing specifically on the impact of 
climate-related disasters in developing 
countries, some 25 per cent of the 
negative economic impacts were 
borne by the crop, livestock, fisheries 
and forestry sectors alone. In the 
case of drought, over 80 per cent of 
the damage and losses affected the 
agriculture sector, especially livestock 
and crop production.

The FAO report is based on a review 
of 78 on the ground post-disaster 
needs-assessments conducted in 
developing countries coupled with 
statistical analyses of production 
losses, changes in trade flows and 
agriculture sector growth associated 
with 140 medium and large scale 

disasters - defined as those affecting 
at least 250,000 people.

The report clearly demonstrates that 
natural hazards - particularly extreme 
weather events - regularly impact 
heavily on agriculture and hamper 
the eradication of hunger, poverty 
and the achievement of sustainable 
development.

The situation is likely to worsen unless 
measures are taken to strengthen the 
resilience of the agriculture sector and 
increase investments to boost food 
security and productivity and also 
curb the harmful effects of climate 
change.

“This year alone, small-scale farmers, 
fisherfolk, pastoralists and foresters 
- from Myanmar to Guatemala and 
from Vanuatu to Malawi - have seen 
their livelihoods eroded or erased 
by cyclones, droughts, floods and 
earthquakes,” said FAO Director-
General José Graziano da Silva.

He noted how the international 
community recently committed 
itself to achieving the Sustainable 
Development Goals and the 
Sendai Framework for Disaster 
Risk Reduction 2015-2030 and is 
expected to reach a climate change 
agreement at the COP 21. Measuring 
progress made in meeting these 
global targets will require accurate, 
up-to-date information, including on 
the impact of disasters, Graziano da 
Silva stressed.

“National strategies for disaster 
risk reduction and climate change 
adaptation that support resilience 
must address the types of disasters 
with the greatest impact on the 
agriculture sector, the FAO Director-
General said. He noted how sector-

specific data on damage and losses 
are essential for effective policy 
and practice,” and that the FAO 
study aims to contribute to national, 
regional and global efforts to 
develop comprehensive disaster data 
collection and monitoring systems.

Drought critical in sub-Saharan 
Africa, flooding and storms are a 

scourge in Asia

Drought has an especially detrimental 
impact - around 90 per cent of 
production losses - on agriculture 
in sub-Saharan Africa where the 
sector on average contributes to 
a quarter of GDP, rising to a half 
when agribusiness is included. At a 
conservative estimate, total crop and 
livestock production losses after major 
droughts were equivalent to more 
than $30 billion between 1991 and 
2013 in the region.

Drought often has a major cascading 
effect on national economies as 
shown in Kenya where between 
2008 and 2011 it caused significant 
losses in the food processing industry, 
particularly grain milling and coffee 
and tea processing.

Many Asian countries are particularly 
vulnerable to the impact of floods 
and storms. For example, crop 
production losses caused by the 2010 
floods in Pakistan directly affected 
cotton ginning, rice processing and 
flour and sugar milling, while cotton 
and rice imports surged. In this case, 
some 50 per cent of the $10 billion in 
total damages and losses fell on the 
agriculture sector.

Different disasters require different 
responses

Understanding the impact of different 
types of disasters is crucial to ensure 
that the most appropriate policies 

CLIMATE DISASTERS POSE GROWING 
THREAT TO FOOD SECURITY
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and practices are implemented.
Floods cause more than half of the 
total damage and loss to crops which 
are also very vulnerable to storms 
and drought. Around 85 per cent of 
the damage caused to livestock is 
due to drought, while fisheries are 
overwhelmingly affected by tsunamis 
and storms such as hurricanes and 
cyclones. Most of the negative 
economic impact to forestry is caused 
by storms and floods.

Beyond production losses, the study 
shows how disasters can cause 
unemployment and erode incomes 
especially for small scale family 
farmers, thus threatening rural 

livelihoods. For instance, the 2010 
floods in Pakistan affected 4.5 million 
workers, two-thirds of whom were 
employed in agriculture and over 70 
per cent of farmers lost more than 
half of their expected income.

Directing more investments towards 
resilient and sustainable agriculture

Worldwide, the livelihoods of 2.5 
billion people depend on agriculture, 
yet only 4.2 per cent of total official 
development assistance was spent on 
agriculture between 2003 and 2012 
- less than half the United Nations 
target of 10 per cent. Investment in 
disaster risk reduction is extremely 
low: only around 0.4 per cent of 

official development aid in 2010 and 
2011.

FAO stresses that aid should better 
reflect the impact of disasters on the 
agriculture sector.

Investments into disaster response 
and recovery should also build 
resilience to future shocks through 
risk reduction and management 
measures, particularly in countries 
facing recurrent disasters and 
where agriculture is a critical source 
of livelihoods, food and nutrition 
security, as well as a key driver of the 
economy.

www.thepoultrysite.com

NORTHERN IRELAND, UK - Pork 
from Northern Ireland (NI) has 
been provisionally recommended 
for approval to export to China.

The announcement comes after 
numerous visits and negotiations 
between the two countries this year.

NI has been seeking approval 
from China for several years. This 
announcement is therefore a step 
forward and a boost to the local agri-
food industry, said NI Agriculture 
Minister Michelle O’Neill.

Ms O’Neill commented: “I am 
delighted that China’s certification 
agency, the CNCA has announced 
its intention to approve plants in the 
north of Ireland to export pork subject 
to them completing some remedial 

actions identified as part of their 
audit earlier this year. My officials 
are working closely with the two 
pork processors to ensure this work 
is progressed expeditiously and to a 
very high standard.”

The opening of the market will 
also benefit NI pig producers and 
processors as products such as pig 
trotters, which are not popular on 
the domestic market but popular in 
China, will add value to the carcase.

“I, and my Department, continue to 
invest much time and energy into 
opening new markets to expand 
the agri-food industry in the north 
and I look forward to making more 
positive announcements on market 
opportunities in the future,” the 
Minister concluded.

Enterprise Minister Jonathan Bell 
also welcomed the announcement. 
Mr Bell said: “There is huge potential 
for Northern Ireland in this huge 
marketplace, which is why our local 
companies have participated in 
Food Hotel China with Invest NI 
for the past four years. There is no 
quick fix to doing business in China; 
relationships and trust have to be 
built up over time. Our companies 
have been doing that through various 
trade missions, including Food Hotel 
China, and are now beginning to see 
tangible benefits.

“Today’s announcement is further 
proof that our food companies are 
beginning to gain traction in the 
market and this should significantly 
boost our economy in the near future.”

www.thepigsite.com

CHINA SETS ITS SIGHTS ON NORTHERN 
IRELAND PORK
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Food production counts for 30 
per cent of global greenhouse gas 
emissions and this is largely due to 
growing crops and rearing livestock.

Unless action is taken to reduce these 
emissions from farming, production of 
food will be responsible for the whole 
of the two per cent increase in global 
temperatures that scientists believe are 
allowable before the consequences for 
the world become devastating.

Ruth Clements, a vet with the Food 
Animal Initiative, told the British 
Veterinary Association Congress during 
the London Vet Show, that as the world’s 
population grows and the demand 
for food becomes greater, there is an 
urgency to change production methods.

She said that the world is going to see 
a change in the number of animals on 
farms and the way they are reared.

“We are dealing with some pretty rapid 
changes,” Dr Clements said.

“There is an urgency to do things 
differently.”

Dr Clements showed that between 
2000 and 2011, production of beef 
had increased by 12 per cent globally 
and fish and chicken production had 
risen by 81 per cent and 54 per cent 
respectively.

She showed that the UK was already 

seeing the effects of climate change, 
and these changes, such as flooding, 
were also creating problems in 
spreading diseases such as liver fluke.

Dr Clements said there is a need to 
develop systems that are not only good 
for the animal in welfare terms, but also 
good for the environment and good for 
the farmer.

She said production systems need to 
concentrate on preventative rather than 
curative and therapeutic management, 
with nutrition as the key to getting the 
most out of an animal.

She said that farmers need to be helped 
to farm more sustainably to get the best 
from their livestock, and at the same 
time improve the lives of their livestock.

Agriculture needs to be ‘rebalanced’

Dr Tara Garnett from the Food Climate 
Research Network at the University 
of Oxford told the congress that food 
production had to be rebalanced to 
take into account the effects it is having 
on the climate.

However, she showed that while food and 
livestock production create greenhouse 
gas emissions, they also meet a social 
need - creating employment, feeding 
people and in some cases using land for 
livestock that cannot be used for other 
purposes.

She said that one view would be to 
produce more intensively, and another 
to switch production from ruminants to 
monogastrics to reduce emissions.

But she added that intensification of 
production has implications for the 
welfare of the animals.

She said there needs to be a rebalancing 
of the way farms are managed and 
there also needs to be a new focus on 
what and how much people consume.

“Diets that have less meat in them have 
a lower impact on the environment,” 
said Dr Garnett.

She added that reducing food waste 
also needs to be taken into account 
when developing more sustainable food 
production systems.

“We have to address livestock emissions 
if we are to keep within the 2°C limit,” 
said Dr Garnett.

She added that the problem need to be 
attacked not only from the production 
side but from “multiple perspectives”.

“We need to shift our consumption 
patterns,” she said.

Dr Vivienne Nathanson, director of 
strategic relationships and CSER at 
the British Medication Association and 
Health Alliance to Combat Climate 
Change said there is a relationship 
between health, wealth and nutrition.

She said the poorest people have the 
worst health expectation and the richest 
the best, and the animals of the poorest 
people also fare less well.
She said food animals do not do well 
in poor countries because they get poor 
nutrition.

Dr Nathanson said that with a changing 
climate there is also a change in the 
spread of disease and she warned that 
diseases such as malaria could become 
common in Europe as the climate gets 
warmer.

She said that one way to do something 
about climate change is to eat less red 
meat.

“It is a very inefficient way of producing 
protein,” she said.

“Eating less luxury food makes the world 
more equitable.”

www.thepoultrysite.com

SHOULD FOOD PRODUCTION CHANGE 
TO COMBAT CLIMATE CHANGE?

             By Chris Harris
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COPENHAGEN
In November 2015 Marel 
Stork Poultry Processing 
organized its first Poultry 
ShowHow in Copenhagen. 
Poultry processors 
from all over the world 
gathered in Denmark to 
be informed about the 
latest developments in their 
industry.

Processors from countries such as UK, 
Poland, France, Romania, Turkey, 
Russia, Colombia and Australia got 
together in Marel’s own Progress Point 
demo center in Copenhagen for an 
inspiring day full of product launches, 
live demonstrations and interesting 
knowledge sessions. The participants 
were at the front row of experiencing 
a thorough, in-depth picture of the 
most advanced solutions Marel Stork 
has to offer now and in the near 
future.

Reducing complexity

All of the activities during this day 
were centered around the theme 
‘from Complex to Relax’. The event 
showed how processors can relax, 
while their daily complex production 
challenges are perfectly managed. 
Integrated line solutions revealed the 
obtainable reduction in complexity of 
the poultry process flow. Showcases 
featuring working portioning, 
grading, batching, packing and 
labeling lines provided a unique 
hands-on experience. The real-
life systems and software solutions 
offered a clear outlook on the way 
Marel Stork envisions the future of 
poultry processing. 

Looking back, Arie Tulp, Marel Stork 
Marketing and Sales Director, was 
very satisfied with the successful event: 
“In Copenhagen, we could pay much 
more attention to our customers than 
we usually can at trade shows, that’s 
why we feel our Poultry ShowHow 

is so significant and valuable to all 
participants.”

Highly focused

Marel Stork specialists gave 
interesting presentations about key 
topics like smart product allocation, 
value-added fillet processing and 
smooth order handling. Besides 
Marel Stork’s own expert presenters, 
two external speakers, Nan-Dirk 
Mulder (Rabobank) and Shai Barbut 
(University of Guelph) put the poultry 
industry in new perspectives.

“We were pleased to share our high-
tech knowledge and to be able 
to exchange experiences with our 
customers in such a highly focused 
setting. All attendants expressed 
that this Poultry ShowHow was a 
very enlightening and useful event,” 
says Arie Tulp. “Considering the 
visitors’ enthusiastic responses, a 
second Poultry ShowHow in 2017 will 
certainly be put on our agenda.”

MAREL STORK SHARES HIGH-TECH 
KNOWLEDGE  AT THE POULTRY 
SHOWHOW

www.marel.com
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ANIMAL AGRICULTURE SUSTAINABILITY 
SUMMIT RETURNING TO 2016 IPPE

The eighth annual Animal 
Agriculture Sustainability 
Summit will be held during 
the 2016 International 
Production & Processing Expo 
(IPPE) at the Georgia World 
Congress Center in Atlanta, 
Georgia.

Sponsored by US Poultry & Egg 
Association (USPOULTRY), this 
timely programme will compare the 
sustainability of today’s industry to 
the past and provide viewpoints from 
industry and agriculture experts on 
sustainability and why it matters to 
the animal agriculture industry.

The Summit will also highlight 
the poultry industry sustainability 
workgroup’s efforts to develop a 
sustainability assessment programme 
to identify measureable indicators that 
can gage industry’s efforts to maintain 
and improve its sustainability. The 
half-day programme, which will be 

held Tuesday, Jan. 26, 2016, is free to 
all IPPE attendees this year.

This year’s Animal Agriculture 
Sustainability Summit will include a 
presentation by Dr Marty Matlock 
and Dr Greg Thoma, University 
of Arkansas, on a “Retrospective 
Analysis of US Poultry Production – A 
50 Year Comparison of the Meat Bird 
Industry.”

Dr Joy Mench, University of California, 
Davis, will discuss “The Sustainability 
of the Layer Industry - Laying Hen 
Housing Research – The Coalition for 
Sustainable Egg Supply.”

Dr. Claudia Dunkley, University 
of Georgia, will review a “Carbon 
Footprint Tool for Poultry and Egg 
Producers,” and a panel discussion 
by the Poultry & Egg Sustainability 
Workgroup will provide an 
update on the Poultry and Egg 
Industry Sustainability Assessment 
Programme.

The Summit will conclude with a 
ceremony to recognise and present 
honours to winners of USPOULTRY’s 
2016 Family Farm Environmental 
Excellence Award.

IPPE is expected to attract more 
than 28,000 attendees and is a 
collaboration of three trade shows - 
International Feed Expo, International 
Poultry Expo and International Meat 
Expo - representing the entire chain 
of protein production and processing.

The event is sponsored by the 
American Feed Industry Association, 
North American Meat Institute and 
US Poultry & Egg Association. The 
Animal Agriculture Sustainability 
Summit is scheduled from 9 a.m. – 12 
p.m. on Tuesday, Jan. 26, 2016.

More information about IPPE, 
including registration details, lodging 
& education offerings, is available at 

www.ippexpo.org.
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VIV MEA 2016 takes place in Abu 
Dhabi, the capital of the United Arab 
Emirates, between 15-17 February. It 
is dedicated to serving animal protein 
providers from the Middle East 
and Africa to Turkey, Iran and the 
countries of the Indian sub-continent. 

Priority for poultry

While VIV MEA will cover all parts of 
the animal protein spectrum except 
pork, organizer VNU Exhibitions 
Europe states that its particular 
emphasis will be on the production 
and processing of poultry meat and 
eggs. “The region wants to develop 
its own production of animal proteins 
and especially poultry in a responsible 
and sustainable way,” says VIV 
shows manager Ruwan Berculo. “We 
were delighted to agree to requests 
from regional leaders to help in this 
development by adding VIV MEA 
as the third international hub in our 
portfolio of business events for the 
animal protein sectors, alongside VIV 
Asia and VIV Europe.”

“Global suppliers to the animal 
protein sectors have also shown their 
support for the initiative, by making 

sure to book their place at the show. 
The available stand-space is complete 
sold out, meaning that there will be 
about 200 stands in three halls of the 
Abu Dhabi national exhibition centre 
(ADNEC).” Preliminary estimates from 
the organizers suggest that there will 
be approximately 4,000 visitors over 
the three days of the trade fair, with 
about 65% of them coming from the 
countries bordering the Persian Gulf 
along with Iran and Turkey. Another 
25% or so are likely to be from African 
countries and around 10% from India, 
Pakistan and Bangladesh.

Sustainable theme

“Abu Dhabi is the perfect location for 
our new regional platform,” Berculo 
continues. “VIV MEA fits exactly 
into the policy of the Abu Dhabi 
government to lead the way regionally 
in developing sustainable agriculture. 
For them, being sustainable begins 
with using the least possible water and 
energy in production and processing.”

Business boosters

For the first time at any VIV event, 
executives from the region’s top 

companies are being invited to join 
a hosted buyer programme. The 
campaign team is visiting the largest 
poultry integrations in the Middle 
East and offering their directors a 
complete package of travel to attend 
VIV MEA with a guide to help make 
the trip as productive as possible. 
Additionally, as at other VIV events, 
the show-time agenda features a VIP 
programme for larger players from 
the target area and for established 
names from the VIV Europe/VIV Asia 
network.

Each of the promotional activities 
reaching out to animal protein 
producers in the Middle East, Africa 
and Central Asia alerts them to an 
exciting series of opportunities for 
business conversations, networking 
and technical updates that is coming 
in the United Arab Emirates early next 
year. As well as VIV MEA, three other 
major agri-food events will be held at 
Emirates locations on the Persian Gulf 
during the month of February.

Multiple attractions

Between 15-17 February 2016, VIV 
MEA will be co-located at ADNEC 

VIV MEA SIGNALS A STRONG FIRST EDITION
NEWLY-LAUNCHED REGIONAL TRADE FAIR VIV MEA LOOKS TO BE SET FOR A GREAT START, 

WITH ALL STAND SPACE NOW FULLY BOOKED FOR THE INAUGURAL EDITION.
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with a world event known as the Global 
Forum for Innovation in Agriculture. 
A renowned showcase for innovative 
and sustainable technologies relating 
to food production, GFIA works with 
organisations including the United 
Nations, the World Bank and the 
Bill & Melinda Gates Foundation. In 
2016 its global edition returns to Abu 
Dhabi for the third consecutive year. 
Therefore VIV MEA visitors also can 
check at the same location what GFIA 
2016 demonstrates for innovative 
technology, not least devoted to the 
conservation of resources of water 
and energy. 

Then, just a few minutes away from 
ADNEC, a third event begins on 17 
February that should also appeal to 
poultry producers. This is the spring 
conference of poultry world leaders 
organised in Abu Dhabi for the first 
time by the International Poultry 
Council. It will be open to VIV MEA 
visitors who have IPC membership.

“The line-up of Emirates occasions 
does not end there,” Ruwan Berculo 
points out. “On dates of 21-25 
February at the Dubai World Trade 
Centre there will be the 2016 edition 

of Gulfood. It is now considered the 
world’s largest annual show on food 
and related hospitality products. In 
2016 it will have over 110 international 
pavilions as well as hundreds of 
stands of individual food companies. 
For anyone from the Middle East 
involved in animal protein production 
and processing, this important focus 
on food product developments is not 
to be missed.”

Knowledge sessions

The appeal of VIV MEA to technicians 
from the animal protein sector has 
been enhanced by including an 
appetising menu of seminars and 
conferences prepared in association 
with media partners. Middle East 
Agrifood Publishers MEAP are 
teaming up with the World’s Poultry 
Science Association to discuss 
commercial and scientific trends in 
poultry production. Reed Business 
International will focus on poultry 
health. Watt Global Media brings 
a discussion of broiler breeding and 
housing. Perendale Publishers will 
address feed management. 

On the day before the show opens, 

International Poultry Production 
presents a one-day conference on 
giving chicks a healthy start and 
follows this during show time with 
half-day sessions on poultry meat 
quality and International Dairy Topics 
with the commercial viability of milk 
production on large dairy farms. 
There will also be a contribution 
from the Dutch Poultry Centre in 
partnership with the International 
Egg Commission, looking at some 
egg quality issues.

Entry to the show and to these 
knowledge sessions will be free of 
charge to everyone who has registered 
in advance through the website viv.
net, where full details of the VIV MEA 
programme can also be found. 

Centrally located

“Abu Dhabi is centrally located within 
the VIV MEA region and has excellent 
links by air, plus all the facilities needed 
for a modern business exhibition. The 
ADNEC venue even has hotels on 
site. The exhibition centre is only 20 
minutes from the international airport 
in Abu Dhabi and just one hour by 
taxi from neighbouring Dubai.”

www.vnuexhibitions.com

... “MEATING” POINTS ...
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For operators in the butchery trade, 
IFFA – the No. 1 for the meat industry, 
in Frankfurt am Main – provides an 
opportunity to get some important 
new ideas for their own future in the 
business. Informative events relating 
to the butchery trade, innovations in 
sales products and services, quality 
competitions organised by the German 
Butchers’ Association (Deutscher 
Fleischerverband - DFV) and the many 
technical innovations on display, make 
a visit to IFFA 2016 an absolute must 
for your diary. Heinz-Werner Süss, 
President of the German Butchers’ 
Association: “A visit to IFFA is a must, 
for it is only here that people working 
in the butchery trade can keep abreast 
of all the ways in which the whole sector 
is going to develop over the next few 
years. Many of the trends that are 
presented here will most definitely gain 
in importance for the butchery trade in 
the future.”

With its 22,197 fixed sales outlets in the 
middle of 2015 – of which 8,916 were 
subsidiaries – the German butchery 
trade was a major supplier of meat 
and sausage products. The trend is 
towards fewer, but, in return, larger 
units. Statistically, across the whole of 
the Federal Republic of Germany – and 
subject to regional variations – there are 
today still

28 specialist butcher’s shops for every 
100,000 of the population. According 
to information supplied by the German 
Butchers’ Association there remains 
potential growth still in mobile sales, 
given the progressive thinning out of 
locally-based provision and the ageing 
of the local population. At the same 
time, the number of mobile sales units 
at weekly markets is considered to have 
remained constant for years now at 
4,000. The 1,000 sales vehicles which 

have fixed routes and stop at regular 
times, on the other hand, are seen as a 
growth opportunity for additional sales. 
Some of these mobile shops already 
offer an ordering service and delivery to 
the door.

Quality from the region

Alongside high quality and a plentiful 
variety of products, artisan butchers 
often include regionality in their mission 
statements, thus scoring highly with 
many customers who see it as taking a 
stand against globalisation. The latter 
place considerable value on transparent 
economic cycles, with as few food miles 
covered as possible, and a commitment 
to the home-grown. In their attempt to 
attract customers, artisan butchers take 
advantage of this, either by working with 
raw materials from the region in their 
production processes, or by using their 
skills in manufacturing products that 
are typical of the region. Additionally, 
they can also set themselves apart from 
other suppliers by using so-called ‘prime 
meat’ which comes from specific breeds 
and is mostly raised using extensive 
farming methods. Another trend in this 
segment is to use different cuts such as 
‘flank steaks’, for instance, which are 
more and more in evidence.

Snacks and dishes to take away

Specialist butcher’s shops are 
increasingly offering other, hand-
produced foodstuffs and this 
consolidates their reputation as 
established suppliers of artisan foods. 
Salads and cheese have been part of 
the standard product range for some 
considerable time. Now you can also 
find vegetarian, sometimes, though 
more rarely, even vegan products – 
particularly in party catering services. 
At the same time, butchers also do 

full justice to the current popularity 
of so-called meat substitutes, which 
often enable them to achieve good 
profits with meat-free dishes. In terms 
of convenience foods, there is now a 
whole string of opportunities, given the 
changed eating habits in society – fixed 
mealtimes are becoming increasingly 
rare. On the one hand, customers want 
ready-made dishes, including side 
dishes, that they can just heat up at 
home. There is now, for instance, a form 
of expanded polystyrene packaging 
which keeps the heat in and which is 
also suitable for use in the microwave. 
On the other hand, many foods are 
now bought as snacks ‘to go’, which 
can be consumed standing up, on the 
premises, or more frequently, as people 
are walking along the street. When it 
comes to hamburgers, which are very 
much on trend at the moment, specialist 
butchers prepare their mince themselves 
according to their own individual recipe, 
unlike the fast food chains.

Power from energy pools

As the preparation and storage of meat 
and sausage products are extremely 
energy intensive, butchers spend a lot of 
money in this sector. Alongside energy-
efficient electrical equipment, lighting 
and temperature-regulated plant, there 
are also issues relating to improving the 
way in which power is used. Alternative 
forms of power supply such as small-
scale combined heat and power units 
(cogeneration units) and regenerative 
energies are increasingly coming to play 
a role. And there is ever greater use of 
a strategic pooling of energy resources, 
as, for instance, in the case of links with 
other food-producers, already seen in 
Bavaria, or between members of the 
same artisans’ guild. It works on the 
principle that, the greater the amount 
purchased, the lower the price. There is 

IFFA 2016: TRENDS IN THE 
BUTCHERY TRADE

QUALITY AND VARIETY FROM TRANSPARENT AND RESOURCE - FRIENDLY PRODUCTION
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a dedicated advice centre at which the 
German Butchers’ Association will be 
providing tips and assistance relating to 
these and similar opportunities as well 
as other, easily implemented ways of 
making savings in practice. In addition, 
an energy advisor from the Association 
will be available to answer questions in 
Hall 4.1 throughout IFFA.

Animal well-being

It is not only the very critical consumers 
who perceive the protection and well-
being of animals to be an ever more 
important factor in the purchase of 
meat and sausage products. This is 
an area where artisan butchers can 
underline their strengths and set the 
right priorities;

regional origins for the animals, 
minimal food miles and slaughter by 
the butchers themselves, using humane 
methods before and during the process. 
That all indicates appropriate respect 
for the creatures who provide a high-
quality, valuable foodstuff.

Mechanisation simplifies production

A glance at the development of the 
market in both skilled manpower 
and young entrants to the profession 
reveals a severe shortage in both 
areas, which can only get worse. Even 

today, one out of five training places 
remains unoccupied and there are lots 
of businesses with vacancies for skilled 
practitioners, according to information 
supplied by the German Butchers’ 
Association. In order to remedy this 
deficit, companies are investing in 
the mechanisation of the production 
process. Equally, modern machines are 
supposed to simplify working procedures 
and make them easier to accomplish. 
Not least, greater efficiency can be 
achieved through greater cooperation 
between colleagues. That involves 
better utilisation of capacity in the 
sausage factory and a larger range of 
high-quality artisanal products.

Practicable hygiene systems

Hygiene is the alpha and omega 
when it comes to the manufacture 
of healthy food products and is also 
a good recommendation for any 
butchery business. Constant investment 
is required here – both at the sales 
stage and in the production stages, as 
well as for the workforce. This ranges 
from suitable building modifications to 
training of staff in current regulations 
and involves effective monitoring of 
all measures taken. The effort involved 
in the documentation continues to 
increase, which is why economical and 
practicable checking and verification 
systems are required, so as to leave 

butchers sufficient time to do their 
actual job.

IFFA 2016: the leading trade fair for 
meat matters

IFFA is the number one port of call for 
the butchery trade. Some 960 suppliers 
will be showcasing their new products 
and latest trends here from 7 to 12 May 
2016, covering the entire chain involved 
in meat processing. An important 
product group for the trade here can be 
seen in Hall 4.1. The emphasis in this hall 
will be on presentations of products and 
services relevant to the section on retail, 
entitled “Sales – everything for butchers’ 
shops”. The display area for the German 
Butchers’ Association’s competition 
also has its home here. In Hall 4.0, 
visitors will see trends and new products 
relating to ingredients, spices, additives, 
sausage skins and packaging materials. 
The market leaders represented here 
are all important partners in artisanal 
meat processing. Hall 11 contains 
products and services relevant to 
packaging, utilities, measuring and 
weighing instruments as well suppliers 
in the field of processing and cutting. 
Manufacturers from the slaughtering 
and primary cutting segments are 
again represented in Halls 9.0 and 9.1. 
The general processing product group 
will be located in Hall 8.

www.iffa.com
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