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EDITORIAL

As the air gets crisp and leaves fall, there tends to be 
a collective ‘fun is over’ attitude: summer is gone, 
no more sandals and ice cream on the beach and 

cocktails at sunset. I will admit it, I am from those who 
is the first to complain.  Although autumn is summer’s 
much-scorned cousin, it’s our chance to chill.  However, 
in terms of business, you have a golden opportunity to 
grow your business : autumns is the busiest season for 
trade shows and conferences, which are great places to 
network, discover new clients and generate new leads.

To get the maximum from a trade show, however you 
have to get prepared. Find some useful tips on “How to 
Make the Most out of Exhibiting at a Trade Show” on 
pages 45-47.

In this issue, we tackle the topic of growing world population with global demand to reach 
70 percent more by 2050. Henk Hoogenkamp assumes that demand can outstrip crop 
harvest, especially when resource limitations continue to constrain global food systems.  
How can the world provide a sustainable protein supply that meets growing nutrition and 
health expectations? Find the answers on pages 30-36.

Don’t miss our exclusive interview with the CEO (Juan De Dios Hernandez) and the R&D 
Manager (Isidro Guillén) of Prosur, Spain, a world leading company focused on the 
development of ingredients, nutritional and clean label solutions for the food industry. 
They provided some interesting insights about the company’s core values, product range 
and future challenges.

Last but not least, an article by Joanna Rychlicka-Rybska, (R&D Department, Smakovita) 
explores how frozen or chilled meat hydrolysate replaces ice, commonly used as chilling 
agent. Thanks to this patented and innovative method of meat processing, flavour and 
taste improvements have been achieved, along with yield growth of cured and cooked 
products, sausages and frankfurters.

As always we have the latest industry news, research and analysis, along with some 
upcoming “ Meating” Points.

Enjoy your read!

Tristan Bogaard

Dear reader, 
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INDUSTRY NEWS

Ishida’s just-launched bagmaker for 
snacks will take centre stage at this 
year’s Gulfood Manufacturing alongside 
the company’s latest developments 
in multihead weighers, tray sealers 
and advanced quality inspection 
systems, underlining the company’s 
versatility in meeting a huge variety 
of food packing requirements.

The new Inspira bagmaker, shown 
in both continuous and intermittent 
versions, offers the highest levels of 
productivity performance, system 
efficiency and pack quality.  Other 
highlights on display include a 
comprehensive inspection system for 
pre-packed food comprising Ishida’s 
pioneering AirScan leak detector, 
advanced IX-GN X-ray inspection 
system and new DACS-GN-SE 
checkweigher; a high-performance 
20 head multihead weigher; and 
Ishida’s entry-level semi-automatic 
QX-300-Flex traysealer.

Ishida says the Inspira bagmaker is 
the world’s fastest VFFS bagmaker, 
with top production speeds of 120 
for the intermittent and exceeding 
200 bags per minute for the rotary 
motion versions. At the same time it is 
able to deliver an Overall Equipment 
Effectiveness (OEE) in excess of 
99%. It features an intuitive colour 
touch-screen for easy operation and 
machine diagnostics and improved 
access to essential mechanical parts 

The rotary motion version is being 
demonstrated as part of Ishida’s 
iTPS™, the world’s only single-source 
packing system which combines the 
bagmaker with an advanced Ishida 
multihead weigher.    
    
The system on display at Gulfood 
Manufacturing also includes an 
Ishida TSC-RC seal tester, which 

is available with AAF auto air-fill 
feedback to automatically monitor 
and adjust the pack inflation level on 
the bagmaker and a force 
balance checkweigher that 
provides a high speed 
pack weight and fill level 
control solution.

The pioneering Ishida 
AirScan offers unsurpassed 
levels of leak detection with 
its ability to identify leaks 
of CO2 in MAP packs, 
spotting holes as small 
as 0.25mm at speeds 
of up to 180 packs per 
minute.  In addition to its 
speed, the non-destructive 
process allows product to 
be re-packed. 

The advanced Ishida IX-
GN-4044 X-ray inspection 
system provides excellent 
sensitivity in the detection 
of a wide variety of foreign 
bodies in both packed and 
bulk food, with the ability 
to find even the tiniest 

amounts of steel, aluminium, tin, glass, 
stone, hard rubber, plastic, bones 
and shells at high inspection speeds.  

ISHIDA EMPHASISES ITS VERSATILITY

Ishida AirScan 

Ishida X-Ray IX-GN
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The unique Ishida Genetic Algorithm 
(GA) technology enables the machine 
to be trained to more easily detect 

specific contaminants 
and the system can also 
provide a variety of other 
quality control functions 
such as spotting deformed 
or missing product and 
weight estimation.

The new DACS-GN-SE 
has been developed as 
a high-value economy 
weigher combining 
except iona l  speed 
and accuracy at an 
affordable price.  An 
intuitive, menu-based 
display ensures ease of 
use and fast set-up, and 
an open frame design 
provides easy cleaning.  
The checkweigher can 
also be specified with 

Reject Confirmation software to 
help food manufacturers meet 
the latest retail codes of practice.

The 20-head CCW-R-220-1D-30-
WP multihead weigher is ideal for 
frozen and fresh semi-sticky products 
such as chicken pieces.   Advanced 
Ishida features include its unique 
combination calculation software, 
5-stage digital filter, anti-floor vibration 
and Pulse Width Modulation (PWM).  
These deliver controlled feeding of 
product and high weighing speeds 
while maintaining excellent accuracy 
and efficiency, with speeds up to 60 
weighments per minute.  Special 
contacts parts are available to 
handle more challenging products 
and a diverting timing hopper can be 
specified to interface with batching 
tables.

The entry-level semi-automatic 
QX-300-Flex traysealer is ideal for 
low volume production runs or new 
product development work, providing 
the right balance of sealing pressure 
and temperature to ensure excellent 
pack appearance and seal integrity.  
Fast set-up is via a simple-to-use 
colour touch screen and quick release 
features allow easy changeovers of 
film and sealing tools.

www.ishidaeurope.com

Ishida DACS

Ishida CCW-R-220-1D-30-WP

Ishida QX-300
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The recent addition of the GEA 
PowerGrind 200 alongside the 
larger 280 model completes this 
robust, high capacity PowerGrind 
family. These grinders cut up fresh 
and frozen meat, and supersede the 
GEA AutoGrind range. The twin-screw 
design, an innovative GEA design 
introduced with the AutoGrind, is 
still the benchmark technique for 
grinding fresh or frozen meat without 
the need for changing the cutting 
set or screw. It results in fewer fines 
and less dust and no crushed meat. 
Improvements include auto-reverse 
screw that prevents blockage and 
an even more robust construction. 
Faster infeed possibilities, hygienic 
and safety design that has earned 
DGUV approval and PLC control that 
facilitates standardization thanks to 
automation within the production line 
are additional new features of the 
GEA PowerGrind models. This stream 
of refinements helps meat processors 
improve operational efficiency and 
reduce costs.

Cut blocks rather than break 
them

The double-screw configuration 
features a slowly rotating feeder worm 
that cuts frozen blocks rather than 
breaking them. Particle definition is 
excellent and fat separation is kept 

to a minimum. This technique also 
generates very little heat, so quality 
is maintained with no squashing 
or smearing. Product Manager for 
GEA’s grinders Willem Prinssen 
says, “The double-screw widened the 
application window for grinders. To 
take things to a higher level, we’ve 
made the screws more robust and 
the grinder smarter. The PowerGrind 
features a patent pending technology 
that automatically reverses and then 
restarts feeder screw if the machine 
senses that the processing screw is 
being fed with too much product. 
This Auto Reverse Drive keeps the 
machine going.”

More applications, higher 
capacity

The capacity for the 280 version is 
up to 30 tons per hour for fresh meat, 
and 11 tons per hour for frozen. GEA’s 
product expert for grinders Harrie van 
Beers says, “The capacity is so high, 
the challenge is not getting ground 
meat out of the grinder, it’s getting 
enough raw material in.” To overcome 
this, the GEA PowerGrind´s ability for 
uninterrupted continuous operation 
has been boosted with an infeed 
hopper designed to ensure loading 
meat blocks from meat trolleys or bins 
does not lead to stoppages relating 
to bridging.

Easier to work with

Another boost to productivity is the 
reduced changeover times for the two-
worm configuration. Reverse operation 
of the processing worm enables the 
cutting tool to be changed with ease 
even if the machine is loaded, and 
because it uses a smart trolley and 
doesn’t need a crane, changing the 
tooling is a one-man job.

DGUV approval for hygiene 
and safety

In terms of hygienic design, the 
PowerGrind also sets high standards. 
Cleaning is simplified thanks to a unique 
hinged lining that simplifies access to the 
channels and interior without the need 
for hoisting or supporting equipment. 
With the correct tools, the machine is 
ready for cleaning in just five minutes. 
All joints in the processing areas are 
welded and rounded, and all surfaces 
are inclined to prevent water collecting. 
The drive zone and processing zone are 
fully separated, virtually eliminating the 
risk of contamination across zones. It is 
the first industrial grinder to receive the 
prestigious DGUV approval, Europe’s 
highest safety and hygiene standard.

Automation saves costs

With PLC control, the GEA PowerGrind 
can be integrated into an automated line, 
which opens the door to standardization 
incorporating continuous fat analysis. 
In combination with the recently 
introduced GEA ProMix twin-shaft 
mixer and GEA’s real-time fat analysis, 
fat percentages can be kept very close 
to agreed specifications. This prevents 
costly lean meat being given away 
and it provides the means to verify the 
quality of incoming raw materials. The 
potential cost savings are considerable.

www.gea.com

THE SMART GRINDER
Gea Powergrind Models Improve Efficiency in Meat Processing Companies
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A first-of-its-kind metal detection 
platform from Thermo Fisher Scientific 
rapidly scans up to five frequencies 
to help food and consumer goods 
manufacturers confidently find ferrous, 
non-ferrous and stainless steel metal 
contaminants in products to improve 
safety for their customers. The Thermo 
Scientific Sentinel multiscan metal 
detector also enables users to identify 
contaminants that are up to 70 percent 
smaller in volume than previous 
technologies, including the Thermo 
Scientific APEX 500 metal detector.
 
The Sentinel metal detector will 
make its global debut at Pack Expo 
Las Vegas, Sept. 25-27, at the Las 
Vegas Convention Center, Las Vegas, 
booth C-2200.
 
“The Sentinel metal detector’s multiscan 
functionality raises the bar for detection 
capability, flexibility and performance,” 
said Bob Ries, lead product manager, 
product inspection for Thermo Fisher 
Scientific. “Scanning many frequencies 
with one detector means that the 
probability of detection exponentially 
increases, reducing the risk of costly 
contamination events that require rework, 
scrap and recalls. With the Sentinel 
metal detector, it is like having five 
separate metal detectors combined, 
each looking for contaminants at a 
different frequency.”

 The Sentinel metal detector is designed 
for a wide range of applications, offering 
improved performance for products 
such as dairy, meat, poultry, fruit, 
vegetables, bread, and health and 
beauty. Inspecting these products for 
foreign objects is especially challenging 
because of what is known as product 
effect, where the signal from a particular 
type of metal can be hidden inside the 
electromagnetic response of the product. 
With prior technology, switching the 
operating frequency could make the 
hidden metal detectable, but could 

then make a different type of metal 
undetectable. Thermo Fisher designed 
the Sentinel to alleviate this problem 
by scanning multiple frequencies, 
increasing the probability of finding 
all random sizes, shapes and types 
of embedded metal foreign objects.
 
Because the Sentinel metal detector 
has the same footprint and aperture 
location as the APEX 500 metal 
detector, users seeking to upgrade 
to the new platform can do so easily.

www.thermofisher.com

NEW METAL DETECTION PLATFORM IMPROVES FOREIGN 
OBJECT DETECTION IN FOOD AND CONSUMER PRODUCTS

Thermo Scientific Sentinel Multiscan Metal Detector Finds 
Previously Undetectable Metal Contaminants
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 At this year’s Gulfood Manufacturing in 
Dubai, Hydrosol, a leading international 
supplier of stabilising and texturing 
systems, will present attractive new 
products for dairy, poultry, and vegan 
alternative products. At booth S3-E24 
trade visitors can learn about the 
benefits of the various formulations 
in detail. 

High protein and vegan: 
profit from the current 

top trends 

Vegan and dairy products with high 
protein content are internationally 
growing food trends. Hydrosol has 
developed a series of product concepts 
for both areas that open up many 
possibilities. For meat alternatives, the 
company has new stabilising systems 
for the production of vegan nuggets, 
burger patties and schnitzel. In the dairy 
alternative area, as one of the leading 
international suppliers of solutions for 
vegetable whipping cream, Hydrosol 
offers various functional systems for 
making products like non-dairy yogurt, 
vegan cream cheese and vegetable 

cooking and whipping cream. The 
company is also presenting its latest 
products for hot regions at the Dubai 
trade show. 

With the help of special stabiliser and 
texturising systems, countries with low 
milk production can also profit from 
the accelerating high protein trend. 
Hydrosol’s offerings for protein-rich 
dairy products comprise solutions for 
Greek yogurt, drinking yogurt, cocoa 
drinks, pudding and dressings. They 
can be made from recombined milk 
very successful. In addition, they can 
be enriched with vitamins and minerals 
in order to address different customer 
needs and offer added value. 

Cost-effective alternatives 
to cheese

Whether for bread spread, snack 
fillings, pizza or ready meals, the 
new ingredient mixes for recombined 
cheese alternatives offer economic, 
manufacturing, and quality advantages. 
The long curing times hard and sliced 
cheeses require are a cost factor, and in 
hot regions volumes are limited by the 
low availability of fresh milk. Hydrosol’s 
alternatives deliver convincing product 
quality. On pizza, the recombined 
cheese product is satisfyingly stringy 

and enables individual flavour and 
colour adjustment. For spreadable 
products, selected Hydrosol systems let 
manufacturers set the desired texture 
from liquid to gelling. Snacks with 
alternative fillings are highly stable 
in frying and baking. They form well 
and are freeze-thaw stable. 

Economic poultry products

Poultry is the world’s fastest-growing 
meat category, and producers can 
get the most out of this potential 
with Hydrosol functional systems. 
The portfolio includes solutions for the 
economic production and long shelf 
life of poultry sausages, plus injection 
brines for raw chicken meat that give 
a higher yield in tender, moist meat. 
There are also stabilising systems 
for the cost-saving production of 
reconstituted chicken breast and poultry 
cold cuts. Special functional systems 
provide good binding of animal and 
vegetable constituents for products 
with reduced meat content. They 
have an appealing meat-like texture 
and are very suitable for nuggets, 
burger patties and schnitzel. Visitors 
to the Hydrosol booth can also learn 
about the benefits of customer-specific 
stabiliser and texturing systems.

www.hydrosol.de

HYDROSOL: LUCRATIVE STABILISING SYSTEMS 
FOR DAIRY, MEAT AND VEGAN PRODUCTS
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The modularity of Handtmann process 
solutions caters to a diversified production 
of convenience products. The production 
systems with their most essential functions 
of filling, portioning, 
separating, depositing, 
forming and co-
extruding, feature state-
of-the-art technology 
for new end products 
that facilitate long-term 
success. They are well-
suited for a wide variety of applications 
in the convenience food sector: forming 
devices, depositing lines, co-extrusion 
systems, ConPro systems and other 
versatile auxiliary devices. All Handtmann 
processing systems provide flexibility for 
upstream process steps as well as for 
professional downstream processing. 

In the forming area of application, 
Handtmann has added three new forming 
systems for the multi-lane production 
of convenience products to its range. 

The FS 520 is designed for industrial 
production on a conveyor belt. The FS 
521 is suitable for formed products in vat 
applications and the FS 522 with conveyor 

belt and flattening 
belt is for formed and 
flattened products. 
A wide variety of 
shapes for many 
different product 
materials − creativity 
for developing new 

products knows virtually no limits. 
Th e  c u s t o m e r 
benefits from high 
production output 
and products with 
extremely accurate 
weights with the RF 
440 round former 
for the production 
of spherical, conical and oval products 
as well. Another professional solution is 
the ConPro system, for example for the 
booming vegetarian convenience sector: 

tofu sausages and yoghurt sticks for 
dipping, in an alginate casing. 

Product examples for Handtmann projects 
in the field of convenience applications 
are depositing cheese onto peppers, 
filled potato pockets and balls, formed 
potato products with a wide variety of 
fillings, spring rolls and formed and cut 
rice products. Deposited fish pieces, 
cheese on ready-made pizza, formed 
and cut cheese rings, tofu/vegetable 
mixtures which are deposited and 

packed, ready-made 
pies, extruded cheese 
rings and much, much 
more. The Handtmann 
Forum is open to all 
interested parties, for 
product development, 
practical trials of new 

product ideas and the presentation of 
projects carried out in the convenience 
food sector.  

www.handtmann.de

FOR CONVENIENCE PRODUCTS FROM FILLING 
THROUGH TO PACKAGING

Multi-lane 510 forming system

AlgaPrimeDHA, a sustainable, omega-3-
rich whole algae ingredient produced by 
the joint venture partnership of Corbion, 
N.V. (AMS: CRBN) and Bunge Limited 
(NYSE: BG), has received the 2017 
Global Aquaculture Innovation Award 
from the Global Aquaculture Alliance. The 
Global Aquaculture Alliance (GAA) is a 
leading standards-setting organization for 
aquaculture seafood. GAA established 
the award in 2012 to recognize individuals 
and companies finding new solutions to 
the key challenges facing aquaculture.

According to GAA, the 2017 Global 
Aquaculture Innovation Award garnered 
the strongest competition to date with 
entries from more than 10 countries. 
Many of the innovations, including 
AlgaPrime DHA, originated from the 
aquafeed ingredient sector.

Walt Rakitsky, Emerging Business & 
Corporate Account Leadership for 
Corbion stated, “We are extremely 
honored to receive this award. The 
Global Aquaculture Innovation Award 
represents the future of aquaculture, 
and we believe that AlgaPrime DHA is 
a key feed ingredient for the industry’s 
continued growth. A new sustainable 
and transparent source of long-chain 
omega-3 DHA, AlgaPrime DHA can  
responsibly enhance the nutritional value 
of seafood, delivering an important 
win-win for both people and the planet.”

Miguel Oliveira, Bunge’s Vice President of 
Global Innovation, added, “Aquaculture 
is one of the fastest growing food 
production systems in the world - a 
market estimated to reach $200 billion 
annually by 2020. We’re producing 

AlgaPrime DHA at an unprecedented 
scale to address this growing need, 
offering supply chain resilience and 
on demand production without the 
constraints of geography, seasonality 
and changing climate conditions.”

AlgaPrimeDHA is currently produced at 
Corbion’s and Bunge’s SB Renewable 
Oils joint venture facility in Brazil. 
The facility embodies the principles 
of sustainable production to produce 
algae-based products with low carbon, 
water and land use impacts. Based 
on sugarcane feedstock, AlgaPrime 
DHA has a lower carbon and water 
footprint and higher yield per hectare 
than DHA produced from most other 
non-marine sources.

www.corbion.com

CORBION ALGAPRIME DHA RECEIVES THE 2017 
GLOBAL AQUACULTURE INNOVATION AWARD

Stew in casing
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Handtmann offers a groundbreaking 
system for the production and portioning 
of cooked sausage and ham products 
based on the world-leading VF 600 
vacuum filler technology: the high 
vacuum filler (HVF) system. HVF 
664 and HVF 670 high vacuum 
fillers open up new dimensions in 
terms of performance, quality and 
cost-effectiveness. Examples of the 
technical highlights are the vane cell 
feed system, latest generation control 
technology, Handtmann’s servo drive 
technology and the Intelligent Vacuum 
Management System IVM. The perfect 
interaction between these components 
results in first-class product quality and 
allows a wide variety of applications 
while ensuring exceptional cost-
effectiveness. The customer benefits 
from optimum product protection, a 
high production output and accurate 
portioning.

By focussing the two HVF 664 and 
HVF 670 models on clearly defined 

market segments, target groups and 
product types, the system is able to 
cover the entire market volume in 
all its diversity. Formed ham from 
small-piece initial product or ground 
material with pieces weighing up 
to approx. 500 grams as well as 
cooked sausage can be produced 
with maximum quality and weight 
accuracy for the industrial volume 
market with the new HVF 664. The 
HVF 670 covers the segment including 
large and whole muscle pieces with 
individual pieces weighing over 500 
grams, up to entire silversides/top sides. 
Adapted in line with various different 
performance requirements the HVF 

670 is available as the HVF 670-7 
version with 7-tonne filling capacity, 
HVF 670-11 with 11.5-tonne filling 
capacity and the proven large-scale 
industry version, the HVF 670-16 with 
16-tonne filling capacity. However 
there are no compromises in terms 
of processing quality − all the versions 
operate with the proven high vacuum 
hopper system and the special vane cell 
feed system for whole muscle pieces.

The requirements placed upon cost-
effective automation solutions in 
industrial ham and sausage processing 
are continuously increasing. These 
requirements are met by the Handtmann 
high vacuum filling technology. 
The filling and portioning units are 
compatible with all standard additional 
equipment and are synonymous with 
most modern production. The Windows 
CE-based control system developed by 
Handtmann combines the mechanical 
and electronic components to form a 

perfectly matched and 
synchronised overall system. 
As reliable production 
factors, the HVF 664 and 
HVF 670 provide process 
reliability, which is decisive 
for long-term success in 
high-performance industrial 
production.

www.handtmann.de

HIGH VACUUM FILLERS FROM HANDTMANN 
OPEN NEW DIMENSIONS IN HAM AND 

COOKED SAUSAGE PRODUCTION

Handtmann HVF 670 HVF 664

Cooked SausageCooked Ham

Yes of course, 
I have already packed my suitcase!

Are you coming along to Anuga?

PorkBeef
meatinfo@vlam.be

www.belgianmeat.com

THE BELGIAN 
MEAT SUPPLIERS 
PRESENT:

Belgian meat, an excellent tailor-made choice. Find out for 
yourself at Anuga, from the 7th until the 11th of October. 
Let’s meet in Cologne! Hall 6 | booth E10
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FESSMANN is currently convincing 
with the latest generation of its tried-
and-tested systems for smoking, 
cooking, baking and cooling of 
foods. The global market leader in 
the area of hot smoking is highly 
successful in the area of crafts, as 
well as industrial food production. 
The company has ambitious plans 
for the future in particular in the 
area of fully automated production.

FESSMANN has existed since 1924 
and has since been known for systems 
for the thermal treatment of foods in 
best quality. Over the last 90 years, 
they have been continually improved 
and adjusted to the requirements 
of modern food production. “The 
outstanding work of our development 
department has kept our systems at 
the latest technical status throughout,” 
explains Hans Heppner, sales manager 
at FESSMANN. “This way, we ensure 
that our own demands are met: If 
you choose FESSMANN, you will 
get the best system on the market!” 
This assessment is shared by most of 
the industry: Fessmann is currently 
holding the “Best Image” award of 

dfv media group in the area of crafts 
(last awarded in 2015), for which a 
survey was conducted among more 
than 300 meat-processing operations. 
This success is likely mainly due to the 
universal system T3000, the “classic” 
from FESSMANN.

The T3000 by FESSMANN is one of 

the most successful universal systems 
around the world. The Turbomat 
permits everything from drying and 
roasting of the goods, to cooking, 
smoking and cooling processes, in 
a single machine. The system, made 
completely of stainless steel, convinces 
with high-quality processing and 
fastest drying times. The particularly 
high and flexible volume flows of 
approx. 5,200 m³/h per trolley station 
permits up to 26 complete air volume 
cycles in the system per minute. For 
gentle treatment of products with 
a low air output, the fan speed can 
be smoothly adjusted by the serial 
frequency inverter. The FESSMANN 
TRIPLEX insulation guarantees for 
best energy efficiency. Its special 
combination of high-temperature 
insulation plates, PU-foam and 
stainless steel reduces the U-value 
(heat transition coefficient) of the 
system walls and ceiling to 0.36! For 
comparison: When insulating with 
rock wool, only an U-value of 0.64 is 
reached. Without insulation, it is 12.81! 

THERMAL TREATMENT
THE GLOBAL MARKET LEADER TAKES THE LEAD
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The default package of the T3000 
includes an automated cleaning 
unit; on demand, an additional 
air conditioning package can be 
installed for optimised maturing 
processes.

FESSMANN holds a leading 
position not only in crafts, but also 
in the industry segment. In addition 
to systems for industrial batch 
production, either manually loaded 
or as semi-automatic solutions with 
pneumatic transport systems, the 
company offers a fully automated 
line in the TF4000 as well! The 
TF4000 is the company’s flagship 
that permitws continuous production 
of goods in premium quality. The 
system is made up of individually 
controllable chamber parts that are 
coordinated with each customer’s 
specific products. The serpentine chain 
routing not only makes the goods 
particularly even, but also keeps the 
system’s space demand down to 25 
% of that of batch systems. 

“Due to increasing wage costs, 
automation of production processes 
is an important subject for many 
manufacturers around the world,” says 
Hans Heppner when interviewed. “Our 
great experience in this area often 
makes us the first point of contact. 
We can help producers develop the 
ideal concept for their products.” 
The great flexibility pays off: Many 
customers return to expand their 
capacities later. Some manufacturers 
are running up to five continuous 
lines by now.

FESSMANN is thinking 
even further for the 
future. “We want to 
continue to expand 
our leading position in 
particular in the area 
of fully automated 
production,” says Hans 
Heppner. In particular 
the coming year of 

2018 will be decisive for this. It is to 
see the introduction of several new 
products. Whether this will maintain 
the innovation leadership position in 
the industry or not will become evident 
at the upcoming trade fairs – at the 
latest at IFFA 2019. The company 
doubtlessly has the potential for it, 
though.

www.fessmann.com
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The market for thigh fillet is opening 
up, offering plenty of opportunities 
worldwide. To benefit fully from this 
development, poultry processors can now 
process thighs by using the revolutionary 
Stork Thigh Fillet System. It is an 
inline solution which can keep up with 
the highest hourly throughputs while 
processing thighs with utmost precision 
and consistency.

Marel Poultry has developed a globally 
unique inline thigh deboning concept, 
which can handle high speed lines. This 
system can produce thigh fillets of high 
yield and quality with minimal trim 
operators or inspectors required. The 
system turns whole legs into deboned, 
deskinned thighs and drumsticks, 
operating at the same speed as the 
rest of the processing plant. 

“There’s a global trend to upgrade 
thigh meat.”

THIGH MEAT ON THE RISE

In some countries, mainly in the Far 
East, chicken thigh meat has always 
been more popular than breast fillet. 
But nowadays, there’s a global trend 
to upgrade thigh meat, especially for 
its taste. It’s not just the big market in 
China, where thigh deboning equipment 
is almost a standard facility in every 
processing plant. Scandinavia also has 
a large appetite for thigh fillets, while 
Latin American markets love thigh 
meat products too. In the USA and 
Russia thigh products are appreciated 
more and more. As a consequence, 

industrial thigh deboning solutions will 
be needed worldwide to produce the 
required amounts of thigh fillets.

In parts of the world where thigh meat 
is popular, the Stork Thigh Fillet System 
will be fully operative in a plant’s 
double shift operation. Other poultry 
processors, operating in markets where 
breast fillet still leads, now have the 
option of processing fresh thighs up to 
the required capacity, turning boneless 
thigh meat into a high value product.

BUTCHER QUALITY FROM 
AN INLINE SYSTEM

The Stork Thigh Fillet System makes 
use of five carrousel modules. From 
knee joint incision, via skinning and 
bone extraction to knee cap removal 
and fillet harvesting, every single task is 
meticulously performed. The techniques 
used are ingenious, though simple and 
easy to control. The processor can 
choose which thigh products he wants 
to debone with easy management of 
production orders.

Manual shackling or rehanging is no 
longer necessary, as the process remains 
completely inline after the cut-up process. 
The system mechanically mimics the 
manual work of a skilled operator, 
ensuring a consistently processed 
“butcher quality” thigh meat. A consistent 
performance can be achieved for all 
products entering the system, irrespective 
of size or quality. The inline concept 
is more stable and much faster than 
manual deboning could ever be. The 

reliable process requires an absolute 
minimum of operators to check and trim. 
Therefore it saves considerable labor.

“The new deboning technique 
ensures ‘butcher quality’ 

thigh meat.”

GENTLE HANDLING

It is the task of the thigh deboning 
system to preserve the quality of the 
supplied anatomic legs throughout the 
deboning process. That’s why bone 
handling is very gentle and far from 

being “aggressive”. Putting too much 
pressure on the bone to get it out could 
mean the loss of a carefully harvested 
oyster and thus loss of quality, which 
is exactly what Marel Poultry wants 
to prevent. Instead, this system uses 
a unique push-pull technique which 
makes for long-term reliability and low 
cost of ownership. During the entire 
process, thigh bones are never subject to 
excessive forces but are gently handled, 
notwithstanding the high speeds.

A REVOLUTIONARY KNEE 
CAP SOLUTION

Around the knee cap of a chicken 
leg, there is always valuable meat 
which usually isn’t harvested. The new 
Stork Thigh Fillet System succeeds in 
efficiently adding the knee joint meat 
to the higher value thigh meat. A 
maximum of meat from around the 
knee is harvested without putting undue 
stress on the drumstick. What pops out 

INLINE THIGH FILLETING UP TO HIGH CAPACITIES
Global Trend: Thigh Meat Consumption On The Rise

Thigh Fillet System Deskinner

Thigh Fillet System Deboner

Stork TFS harvester
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automatically, without any human labor 
needed, is a bare knee cap. 

YIELD AND QUALITY

The Stork system produces thigh fillet 
with highest yield and with minimal 
loss of valuable meat. Thigh fillets 
now can have a maximum amount 
of meat attached, with virtually no 
losses, damage or bone remnants. 
Meat is smooth without roughness or 
raggedness. Product presentation – 
natural or marinated – is truly first class 
and is eminently suitable for retail sale 
and for delicious meals.

How does it work?

The precise positioning of the leg, before 
operations are executed, is a precondition 
for proper deboning. Hanging in the 
ACM-NT shackles, legs are accurately 
presented to the various modules of 
the Thigh Fillet System. Each leg is 
automatically put into place, having 
adopted its natural bend, for gentle 
and precise processing.

The Stork Thigh Fillet System consists of 
up to five carrousel machines. The Knee 
Joint Cutter performs the first operation 
by making a pre-cut. It is of utmost 
importance for the rest of the process 
to have an extremely precise drumstick-
pre-cut. It guarantees optimal process 
results as well as quality drumsticks.

The Thigh Skinner carrousel is an 
excellent example of Marel Poultry’s 
ability to carry out precise operations 
at high speed. Automated skinning is 
critical for premium product presentation 

and hygienic processing. The skinning 
carrousel can also be bypassed if the 
market requires skin-on thighs. 

The Thigh Deboner left removes the bone 
of the left thigh. A unique, ingenious 
though simple technique separates 
bone and meat in the most effective 
and profitable way. The Thigh Deboner 
right does the same with the right thigh. 

Finally, the Thigh Fillet Harvester 
demonstrates the art of removing the 
knee cap without leaving any meat on 
it. All meat surrounding the knee cap 
remains attached to the thigh meat.

Without any human intervention the 
products passes five carrousels, with a 
retail quality thigh fillet as the end result. 

www.marel.com

Austrian quality

We are your reliable partner for steel belts when it 
comes to continuous production or transportation in 
the meat industry. We can provide you with complete 
solutions, no matter if you need steel belts or machine 
parts. 

Your advantages: 
 Continuous production
 Higher output
 Various processes possible
 Unique product quality
 Perfect tracking

www.berndorfband-group.com

T: +43 2672 800 0
band@berndor f. co.a t

Endless Steel Belts
for the Meat Industry

Booth D3-7

Thigh Skin Bone Kneecap Drum
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How would it be if maintenance of 
industrial gear units or automobile 
transmissions were to consist simply 
of topping up with mains water? If 
contaminations by lubricants could 
be eliminated without any problems 
using clear water? Not only would 
that render work in industrial plants 
safer and cleaner, but at a stroke all 
worries regarding the sustainability 
of the lubricant being used would be 
dispelled. This was the thinking behind 
Klüber Lubrication’s development of 
a concept that has the potential to 
revolutionise the future of specialty 
lubricants. The tribology experts have 
succeeded in developing homogeneous 
lubricants with functional water contents: 
the Hydro Lubricants.
 
“Compared with the present-day oil-
based lubricants, water offers numerous 
important functional advantages: 
it is sustainable, globally available, 
non-toxic, and non-flammable”, 
explains Dr. Stefan Seemeyer, Head 
of Research and Product Development 
at Klüber Lubrication. “As a lubricant, 
it had up to now been of limited 
utility, since water is subject to certain 
physical and biological limitations, 
like evaporation and freezing points, 
oxidation or microbiological growth. 
By means of additives in the lubricant 
or technical solutions at the component 
concerned, however, these limits can be 
shifted, and the water-specific effects 
rendered beneficially usable. With a 
water-based product concept, we’ve 
even been able to reduce the friction 
involved far enough to bring the range 
of ‘superlubricity’ within reach.”

Water as a deliberately selected 
lubricant component offers entirely 
new possibilities, not least with the 
newly acquired sheer diversity of 
raw materials. Since water-soluble 

substances are not usually soluble in 
oil, they were well-nigh irrelevant in 
classical lubricant development. With 
innovative lubricant components of 
this kind, it is now possible to achieve 
performance parameters hitherto 
unattainable, like very good cooling 
properties or energy-savings thanks to 
significantly reduced friction.

The water-specific effects can likewise 
be rendered beneficially usable by 
technical solutions at the component 
itself. For example, evaporated water 
can be retained in the circuit inside an 
enclosed component, and even be 
used for cooling purposes. Another 
line of approach is to render usable 
the obvious properties of water, like 
electrical conductivity or cooling effects. 
This opens up entirely new options for 
many application categories, not least 
in the field of e-mobility.

“The speciality lubricant of the future 
will have to solve hitherto unknown 
challenges,” explains Michaela Wiesböck, 
Group Leader at Klüber Lubrication in 
the Research and Product Development 

Department. “In view of progressively 
more stringent expectations of lubricants 
in terms of performative capabilities, 
energy-efficiency and eco-compatibility 
on the one hand and the finitude of 
fossil raw materials on the other, the 
demand for innovative lubrication 
concepts based entirely on renewable 
raw materials is already becoming 
apparent.”

The Hydro Lubrication technology is 
meanwhile being used in the Klüberplus 
C 2 series. In this lubricant, conceived for 
conveyor belts, water and water-soluble 
oils form a homogeneous solution, 
which leads to improved metering of 
the lubricant, and thus to reducing 
the incidence of malfunctions in the 
production operation. This means, 
however, that Hydro Lubrication 
technology is only just beginning to 
explore its potentials. Together with 
cooperation partners from different 
sectors, Klüber Lubrication is currently 
working on Hydro Lubricants for 
applications in gear units, bearings, 
chains, and other components.

www.klueber.com

HYDRO LUBRICANTS – THE LUBRICANTS 
OF THE FUTURE

Energy-efficient, sustainable, harmless
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The production capacity of MULTIVAC 
Marking & Inspection in Enger is to 
be expanded with a modern extension 
to the production hall – and this 
will also enable the lo-gistics and 
assembly processes to be optimised. 
The building work has already 
begun, and the planned date for 
putting the new pro-duction hall 
into operation is April 2018. The 
investment amounts to 2.5 million 
euros.

The business development of MULTIVAC 
Marking & Inspection is very positive: 
the number of machine orders increased 
by a total of 25 per-cent between 
2014 and 2016, and last year the 
export share of the busi-ness was 
77 percent. The growth is due to a 
rise in the sales figures for all types 
of machines, although the sectors 
of inspection systems and conveyor 
belt labellers showed the strongest 
growth. The core market continues 
to be the food industry, but the sector 
of healthcare and life sciences also 
registered a significant increase in 
turnover.

There are currently 197 staff in total 
employed at Enger. After the new 
building has been completed, the 
current operating area of around 5,800 
m² will increase by approx. 1,600 m². 
Around 900 m² will be taken up by 
the new Assembly/Production and 
Logistics areas, while 300 m² will be 
made available for machining and 
welding. In addition to this, some 30 
new office spaces will be created in 
an area of 370 m² on the top floor.

MULTIVAC is investing in total around 
2.5 million euros in the new pro-duction 
hall, which, with its reinforced concrete 
supporting structure and its flat roof 
made of trapezoidal steel sheets, is 
being constructed in accordance with 
the latest energy-saving regulations 

and renewable energy legislation. Due 
to the current building foundations, 
it is necessary to install 20 drill piles, 
each with a length of 15 metres, under 
the existing building to prevent any 
subsidence of the new production hall. 

The building work is due to be completed 
by the end of 2017. The in-ternal work 
will follow in the winter, and completion 
is planned for the early part of 2018. 

“With this extension to our production 
hall, we primarily want to expand our 
production capacity in the sectors of 
conveyor belt labellers and in-spection 
systems, so that we can meet the 
constantly increasing demand for these 

solutions,” explains Volker Gerloff, CEO 
of MULTIVAC Marking & Inspection. 
“Parallel to this, we will also use the 
opportunity after completion of the 
building work to further optimise our 
logistics and assembly processes”. 
This will involve reorganizing all the 
process sequences in Goods Inward 
and Stores, as well as in the Machining, 
As-sembly and Dispatch departments. 
With the introduction of new shop-floor 
management systems, there is also the 
expectation in Enger of more efficient 
planning and monitoring of operating 
processes, as well as a higher level of 
transparency, shorter reaction times 
and improved handling of resources.

www.multivac.com

MULTIVAC IS EXPANDING CAPACITY AT ITS 
ENGER PRODUCTION SITE
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STEAM-COOKING bags for the 
oven and microwave are becoming 
increasingly popular the world over 
and Sirane can now offer this great 
product as a stand-up pouch. 

Sirane’s steam-cooking bag range 
contains cook-in bags which allows all 
the flavours to be sealed in 
for simple, tasty cooking – 
perfect for healthy cooking 
and portion control, without 
sacrificing flavour. Heat-
sealable and self-seal versions 
are available.

The bags are designed to be 
used safely in a conventional 
oven up to 200 degrees 
celsius, in a microwave - 
and even in a freezer for 
subsequent reheating and 
eating. But there’s always 
been one format which we 
have had to say no to – 
stand-up pouches.

Jeremy Haydn-Davies, 
Sirane sales director, said: 
“Steam-cooking bags are 
a great way for retailers to 
sell over-the-counter food, 
either pre-packed or filled at 
the counter. But there’s one 
format we’ve been asked for 
again and again, which is 
the stand-up version.

“This version would be ideal for retailers 
from a presentation point of view, so 
we’ve listened to requests and found 
a way to deliver the bag in the exact 
format they require.”

Our steam cooking bags have been 
developed by Sirane’s engineers and 
scientists. They are made from very 
high temperature resistant film, which 
combines practicality with simplicity. 
The meal is sealed in using a fold-over 

flap and the bag becomes odour and 
leak-proof.

The bags can be made in a range 
of sizes and colours, and can even 
incorporate a carry-handle. As with 
all our other cooking bags, Sira-Cook 
Stand-Up Bags can be custom printed.

Jeremy Haydn-Davies added: “All the 
possibilities that exist with our current 
steam-cooking bag range will be offered 
with the Stand-Up Bag. Whether you 
want a clear bag with a handle or a 
custom-printed bag with your own 
brand, the options are all available.”

Steam-cooking bags are a great 
way to increase sales - simple healthy 
steam cooking and straight-to oven 
or microwave food doesn’t have to 

sacrifice on flavours like many people 
think and the bags can be used by 
retailers to create fresh ready meals.

The bags are fantastic for fresh fish 
or meat counters in supermarkets, 
allowing a whole meal to be sealed 
in a bag and handed to the customer 

– it just needs cooking. The 
new stand-up version would 
allow easier presentation if 
the retailer was to make up 
a batch of bags.

Just by adding sauces, butters 
and glazes to meat, fish or 
even vegetables, the product 
can be transformed into 
a premium ready-to-cook 
meal, with a premium price 
to match.

Simon Balderson, Sirane 
MD, said: “We have many 
customers now who are 
running full cooking bag 
programmes: one in the US 
which is doing very well offers 
a range of flavoured butter 
and marinades to the retailer, 
who then either makes up 
meals as a ‘grab and go’ or 
allows the customer to choose 
their flavour combinations 
over the counter.

“This Sira-Cook Stand-Up Bag 
would work tremendously as 

part of a ‘grab and go’ offer, but it also 
opens up a range of other possibilities 
and I am sure will prove very popular.”

Sirane is a food packaging development 
and manufacturing company based 
in Telford, Shropshire, with specialisms 
including absorbency and oven/
microwave-ready packaging. Company’s 
Sira-Cook range also includes nylon 
roasting materials and oven/BBQ bags.

www.sirane.com

STEAM-COOKING BAGS FOR OVEN OR MICROWAVE 
NOW AVAILABLE AS A STAND-UP POUCH
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 In the light of the current debates and 
consultations on the upcoming EU 
Strategy on Plastics and the revision 
of the EU waste legislation, European 
Bioplastics (EUBP), the association for 
the bioplastics industry in Europe, echoes 
the call for greater investments in the 
implementation of separate recycling 
streams, made by the association of 
Plastics Recyclers Europe (PRE) earlier 
this week. In a press release, PRE calls for 
the development of separate recycling 
streams for biodegradable* plastics to 
improve waste management efficiency 
throughout Europe. EUBP supports 
these efforts to ensure a high quality of 
recycled plastics. In order to implement 
a circular economy throughout Europe 
and to achieve higher recycling rates, 
stronger investments in the modernisation 
of the waste management infrastructure, 
including separate mechanical and 
organic recycling streams, are needed.

Biodegradable plastics help to reduce 
contamination of mechanical recycling 
streams by facilitating separate collection 
of biowaste and therefore diverting organic 
waste from other recycling streams. 
Organic recycling is a well-established 
industrial process ensuring the circular use 
for biodegradable plastics while creating 
a strong secondary raw material market 
and opportunity for renewable energy 
generation. Numerous beacon projects 
throughout Europe demonstrate the 
positive effects of compostable bags on 
the efficiency and quality of separate 
organic waste collection, including in 
the cities of Milan, Munich, and Paris.

Currently, the share of biodegradable 
plastics designed for organic recycling 
sold in the EU is comparatively small. 
Therefore, the potential of misthrows 
by the consumer to reach a critical 
volume that could impact the quality 
of mechanical recycling streams is an 
unreasonable assumption at this point 
in time. This has also been tested and 

confirmed in a recent study by the 
University of Wageningen, which analysed 
biodegradable plastics in mechanical 
recycling streams and detected levels 
not higher than 0.3%. When tested 
within the EU FP7 Open-Bio project, 
Wageningen Food & Biobased Research 
found that there were no negative 
effects on the properties of recycled 
film products containing starch film and 
PLA film recyclates. If biodegradable 
plastic products do, however, enter 
mechanical recycling streams, they can 
easily be sorted out. Research by Knoten 
Weimar, a scientific knowledge-cluster 
and institute at the Bauhaus-University 
Weimar focussed on optimising utilities 
and waste infrastructures, shows that 
available sorting technologies such as 
NIR (near infrared) can easily detect 
biodegradable plastic materials such as 
PLA (polylactic acid), PBAT (polybutylene 
adipate terephthalate), and other starch 
or cellulose based materials.

On the other hand, however, contamination 
of organic waste streams by misthrows of 

non-biodegradable plastics is high and 
constitutes a real problem for composting 
facilities and negatively affects the quality 
of compost. This problem can only be 
tackled by establishing mandatory 
separate collection of organic waste 
supported and facilitated by the use 
of biodegradable plastic bags and 
packaging and accompanied by consumer 
education and information on correct 
ways of organic and mechanic recycling.

EUBP urges all involved stakeholders to 
consider recycling as both mechanical 
and organic recycling and to contemplate 
the corresponding plastic materials in this 
context. Furthermore, investments into 
sound waste management infrastructure 
across Europe as well as comprehensive 
projects to increase the consumers’ 
knowledge about correct disposal 
need to be considered. Only then, 
recycling can become more efficient, 
contamination can be limited, and a 
strong secondary raw material market 
in a circular economy will flourish.

www.european-bioplastics.org

BIODEGRADABLE PLASTICS NEEDED TO 
INCREASE RECYCLING EFFICIENCY
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Fresh food packaging 
manufacturer, LINPAC 
(Klöckner Pentaplast) is to 
unveil a premium range 
of EPS solutions for fast 
food retailers and caterers 
as the company looks to 
challenge the myths and 
misconceptions surrounding 
the material.

The company is set to 
launch five of its most 
popular EPS box solutions 
in black to deliver a distinctive, more 
exclusive, look to packaging for the 
foodservice sector.

Mark Durston, Sales Director for 
Foodservice and Convenience, said: 
“The foodservice sector is currently 
undergoing quite a transformation. 
The huge trend for upmarket street 
food has put dining on-the-go in 
the same arena as dining out; street 
food caterers can serve up anything 
from tantalising Vietnamese noodles 
to flavoursome Mexican tortillas and 
consumers are enjoying this new dining 
experience.

“As a leading food packaging 
manufacturer at the forefront of 
innovation, LINPAC (Klöckner 
Pentaplast) recognised the growing 
potential of this market. We have 
rejuvenated some of our EPS solutions 
to deliver a premium offering that ticks 
all the boxes in terms of functionality, 
sustainability and performance for 
foodservice packaging, whilst at 
the same time providing a solution 
that reflects the market and dining 
experience it is intended for.”

Durston added: “For our traditional 
fast food outlets and caterers, the 
new black EPS solutions offer a novel, 

stand-out pack that will enable them 
to tier their food offering and present 
food to a high standard.”

The new black EPS packs, which 
are manufactured in the UK, will be 
available from stock in a range of 
shapes and sizes to suit a wide variety 
of meal options.

EPS has been discredited in the press 
recently, encouraging some cities to 
consider banning the material without 
understanding the true value of this type 
of packaging. This is predominantly 
due to misconceptions.

Durston added: “In reality, EPS has 
extremely strong sustainability credentials 
and excels in terms of functionality 
and performance, particularly for hot 
food packaging. The root of the issues 
raised in the media stem from littering, 
rather than EPS, as some consumers 
do not dispose of their rubbish correctly. 
Moving from EPS to another form of 
packaging will not reduce litter.

“Consumer education is fundamental to 
combat the challenge. The packaging 
industry as a whole must do more to 
inform consumers about the facts, 
rather than allow myths to become 
accepted.”

10 Facts About EPS 

1. EPS is 100% recyclable 

2. EPS represents efficient 
use of natural resources - it 
contains 93 per cent air 
making it one of the lightest 
packaging materials on 
the market, with a very 
low carbon footprint and 
reduced fuel consumption 
during transportation

3. EPS is a great insulator, keeping 
food cold or warm depending on use

4. As it does not biodegrade EPS 
does not contaminate the air or 
water with gases or hydro soluble 
substances

5. The manufacturing process 
consumes less energy and water 
than other materials and does not 
generate waste

6. EPS has a high calorific value. 
1kg of EPS is equivalent to 1.3 litres 
of liquid fuel, making it an ideal 
material for energy recovery 

7. EPS makes up only a tiny part of 
Municipal Solid Waste (0.1%)

8. Fungi and bacteria cannot easily 
grow on EPS, helping to ensure food 
safety

9. EPS packaging protects products, 
enhancing shelf-life and helping to 
reduce food waste

10. EPS does not damage the ozone 
layer since it does not use CFCs or 
HCFCs in the manufacturing process.

 
www.linpacpackaging.com

LINPAC (KLÖCKNER PENTAPLAST) SEEKS TO BUST 
EPS MYTHS WITH LAUNCH OF BLACK EPS PACKS 
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Heat sealing specialist Proseal has 
received a supplier award from 
Sainsbury’s for its work with DuPont in 
running a series of ‘sealing masterclasses’ 
to help the retailer deal more effectively 
with complaints about seal failures.  
Accordingly to Sainsbury’s the initiative 
has resulted in a double digit reduction 
in complaints.

Sealing is the cause of the majority 
of Sainsbury’s packaging complaints, 
with typical issues including sealing 
breaches, sealing failures and even 
imploding seals.  Following an initial 
briefing from DuPont to the Sainsbury’s 
packaging team on the causes of 
sealing failures and how to avoid 
them, Sainsbury’s decided that its 
supply base would also hugely benefit 
from this knowledge.  Sainsbury’s and 
DuPont therefore teamed up with 
Proseal, as a leading manufacturer 
of tray sealing equipment, to create 
a sealing masterclass.

The class focuses on two key aspects 
of sealing – polymer science and good 

heat seal practices.  The polymer 
science examines how plastic film 
is able to stick to the wide variety 
of materials used for food trays, 
including plastic, smooth wall foil 
and board, and explains how the 
contact time of the film to the tray 
and contact temperature can vary 
for different trays. 

Heat seal best practice looks at machine 
and heat seal tool design and the 
different nuances that need to be taken 
into consideration depending on the 
tray material.  It also focuses on the 
importance of good housekeeping for 
the machine and tooling, and details 
other issues on a production line that 
can affect seal quality.

Sainsbury’s has described the positive 
impact that the masterclasses have had 
on sealing complaints as ‘phenomenal’.  
“As a business double digit complaint 
reduction is something that we rarely 
see,” explains Debbie Parry, Sainsbury’s 
Brand Packaging Technologist.  “The 
support that Proseal and DuPont have 

given us with these masterclasses has 
been very much appreciated.”

Although not a direct supplier to 
Sainsbury’s, the work and achievement 
of the two companies were recognised 
by a special award at Sainsbury’s 
recent supplier awards.

“This was a total surprise but one that 
we were extremely proud to receive,” 
comments Proseal’s Head of Sales 
and Control Systems, Tony Burgess.

“Sealing technology has advanced 
a great deal in recent years and 
Proseal continues to be at the forefront 
of developments to ensure food 
manufacturers can achieve the consistent 
seal quality and reliability that their 
customers require.  We have been 
delighted to be able to share our best 
practice knowledge and advice with 
Sainsbury’s supplier base.”

www.nielsenmcallister.com

PROSEAL REWARDED FOR BEST 
PRACTICE SEALING MASTERCLASS
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 PROSUR  -  YOUR BEST 
SOLUTION TO PRODUCE NATURAL 

FOOD PRODUCTS 

Juan De Dios Hernandez
CEO

Isidro Guillén
R & D Manager

Productos Sur, S.A (Prosur), a company focused on 
the development of ingredients, nutritional and clean 
label solutions for the food industry, is located in 
the southeastern corner of Spain, Murcia, Europe’s 
fruit and vegetable garden.

Meating Point Magazine interviewed Mr. Juan De 
Dios Hernández, PhD (chemistry), CEO of Prosur 
and Mr. Isidro Guillén, PhD (chemistry), Research 
& Development Manager, who provided some 
interesting insights about the company´s core values, 
product range and future challenges.
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WHAT’S YOUR COMPANY 
HISTORY?

Mr. Juan de Dios:
We are a family business. Prosur was 
founded in Murcia (Spain) in 1965 
by my father, Ginés Hernández, who 
started out the company as a spice 
and herb blender for the meat industry. 
The year 2000 was a turning point 
in our history, as we began to work 
on the development of a new series 
of products, natural antioxidants 
and preservatives that can remove 
E-numbers from the labels of our 
customers.

Now as the second-generation of the 
company, we keep developing clean 
label solutions and expanding into 
new international markets.

WHAT ARE THE MOST 
CRUCIAL ASPECTS IN THE 
PROCESS OF LAUNCHING 
YOUR COMPANY AND 
PRODUCTS AT AN 
INTERNATIONAL LEVEL?

Mr. Juan de Dios:
I would say several. First of all, and the 
most important, we need to develop the 
products in our R&D department. This 

is a complicated process of ingredient 
research and in vivo trials in our pilot 
plant; second, we need to find the 
right people to spread our products all 
around the world, taking into account 
the particularities of each country in 
labeling rules, food safety laws, culture, 
tradition and gastronomic tastes; 
and last but not least, we need to be 
able to communicate the differential 
value to our customers of choosing a 
natural solution and the competitive 
advantage of having a clean label 
on their products.

WHAT ARE SOME OF YOUR 
CORE COMPANY VALUES?

Mr. Juan de Dios:
Our collaborative approach and our 
customer focus. We are always pursuing 
complete customer satisfaction. Our 
dedicated team considers its customers 
as part of the Prosur family and is always 
ready to give them a personalized 
service to solve their issues.

Mr. Isidro Guillén:
Innovation, quality and safety.

Our R&D team is continuously 
looking for ways to redefine food. 
And quality and safety of our products 
are primordial. To prevent accidental 
allergen contamination, we have 
implemented strict protocols as well as 
rigorous quality management systems 
that are Grade A certified by BRC.

WHAT’S YOUR MAIN 
PRIORITY?

Mr. Juan de Dios:
The customers are our main priority. 
We are always striving to improve 
the service we offer to our customers 
by listening and responding to their 
needs. Most of the time what we do is 
offering tailored solutions because they 
have specific problems and specific 
products in specific conditions. So, 
what we do is to analyze all these 

“Our R&D department is the 
spearhead of our company” 

Mr. Juan de Dios - R&D Manager
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conditions and all their targets in our 
R&D department. This way we are 
able to find the best solution for them.

WHAT DO YOU CONSIDER 
AS YOUR COMPETITIVE 
ADVANTAGE?

Mr. Juan de Dios:
Our main advantage is our people. 
We have the best people in our R&D, 
production, marketing, commercial 
and financial departments… We 
have a very enthusiastic team which 
is fundamental for having a very 
successful company.

However, if we have to highlight a 
specific department, that is the R&D 
department. It is the spearhead of 
our company.

Mr. Isidro Guillén:
We have created connections and 
great agreements with different 
universities around the world, in the 
USA, in Europe, and other parts of 
the world.

We try to know the problems, challenges 
and specific needs of our customers. 
And what we are doing here, in Prosur, 
is to find the way to answer those with 
natural solutions.

In summary, our main advantages 
are our human capital, our R&D 
department and our focus on offering 
unique solutions tailored to the specific 
needs of each client.

HOW DO YOU ENSURE FOOD 
SAFETY?

Mr. Isidro Guillén:
One of the things we have been 
developing in the last ten years is 
our quality department and also the 
certifications we obtained from a quality 
point of view. All our production and 
management processes are certified 
by BRC to assure that our products 
meet the most stringent international 

food safety standard. We comply 
with all the HACCP-protocols of 
the Codex Alimentarius. Thus, we 
can bring to the final customers the 
assurance that we are producing 
correctly, in a safe way and always 
in the same conditions and that they 
will always get the same products.

What we do also is to evaluate our 
suppliers and check all the raw material 
we are receiving from them, its quality 
and its traceability. This is one of the 
most important things because we 
want to produce safe and natural 
products.

WHAT’S UNIQUE ABOUT 
YOUR SOLUTIONS, 
PRODUCTS AND THEIR 
APPLICATIONS? WHAT’S 
YOUR STRONGEST SELLING 
POINT?

Mr. Juan de Dios:
We are focused on natural solutions 
and clean label.

The number of Clean Label products 
has tripled in the last 10 years. Clean 
Label is not just a trend. It is becoming 
the new European standard and it is 
expected to become the new standard 
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globally. And the manufacturer that 
is ahead of this new standard will 
have a clear competitive advantage 
over the rest.

In an increasingly competitive market 
and with a more informed, more critical 
consumer, it becomes necessary to 
offer products that satisfy this new 
demand. Consumers want to know 
what they eat.

Mr. Isidro Guillén:
Consumers increasingly read product 

labels and do not want to see a 
label full of E’s and ingredients 
with rare or unintelligible names. 
That is why we create natural 
solutions that give to our customers 
an understandable, friendly, clean 
label on their products. We believe 
that a product with a clean label 
gives an important competitive 
advantage to our clients.

Apart from our focus on Clean Label 
solutions, I would add personalization. 
We create custom solutions tailored 

to each client’s needs. This makes 
them unique.

HOW IS YOUR COMPANY 
COMMITTED TO 
ENVIRONMENTAL 
SUSTAINABILITY?

Mr. Juan de Dios:
Prosur’s Corporate Social Responsibility 
policy incorporates social and 
environmental concerns. Recently, 
we have been awarded with the 
certificate which guarantees that we 
have calculated our carbon footprint 
by the year 2016 and that we have 
complied with previously established 
emissions reduction commitments.

We have been calculating our CO2 
emissions since 2012 and we will 
continue with our commitment to the 
environment and contributing our bit 
in the fight against climate change. 
And for that, we are studying a series 
of measures that will reduce CO2 
emissions and waste reduction, such 
as the installation of solar panels or 
the optimization of logistics processes.

WHAT WOULD YOU SAY TO 
YOUR FUTURE CUSTOMERS? 
WHERE THEY CAN MEET YOU?

Mr. Juan de Dios:
I would invite them to visit us, see our 
factory, our team and see how we work. 
We will listen to their specific needs 
and explain in detail our products 
and solutions. We are convinced 
that we can offer them the perfect 
solution and help them increase their 
market share.

Mr. Isidro Guillén:
I would say “come and meet us”. I am 
sure that we can add value to their 
products with our unique, tailored 
solutions that combine nature’s best 
and our know-how in biotechnology. 
Safe, flavourful, clean label foods will 
make them more competitive.

www.prosur.es
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By 2050, the global population 
is predicted to reach 9.8 billion 
of which more than 8 billion will 

live in the developing world of today. 
The expected increase in income per 
capita will confer increased competition 
for resources and subsequently there 
will be great need to “produce more 
and using less”.

Population growth, climate change, 
ecosystem degradation, energy- 
water- and land scarcity are making 
today’s food production increasingly 
unsustainable. Land, water and energy 
are three major limited resources to 

increasing future food production; 
particularly it may challenge resource-
intensive livestock industry.

Extensive production systems tend to 
increase environmental impacts, especially 
when considering that sustainability is 
the balance of responsibility, economic 
viability and social acceptability.

Especially for the growing population in 
developing countries the availability of 
animal protein sources i.e. meat, dairy 
and eggs, should not be underestimated. 

These foods are deeply embedded in 
societal culture and are signs of wellbeing 
and prosperity and consumption will 
continue to increase.

People, Food and Choice

In a world with a rapidly increasing 
population and a growing number of 
people moving up the food chain who 
are consuming grain-intensive animal 
proteins such as meat and dairy, chances 
are real that a major disruption in food 
supplies is looming. Even now, some areas 
of the world can be seen as inhabiting 
a “food bubble,” the result of using 

unsustainable agricultural methods like 
over-pumping groundwater in order to 
keep farming yields at unrealistically high 
levels. Moreover, the rapidly changing 
consumption patterns, the growing 
world population, and depletion of 
natural resources pose real challenges 
for future generations.

In 2018, the global meat production is 
expected to increase by a staggering 
675.000 metric tons, and –fast forward- 
with the demand for meat going through 
the roof, the world is not going to be 

able to satisfy that using animals.
The need to feed a growing number 
of people globally has resulted in 
widespread environmental degradation 
and loss of biodiversity, affecting about 
25 percent of global soil. Shifts to 
more protein-rich diets in developing 
countries and a growing demand for 
biofuels and biomaterials –especially 
in developed countries- will ultimately 
exceed sustainable supply capacities.

Approximately 130 million babies are 
born worldwide each year, according 
to the World Health Organization 
(WHO). With the planet’s net-population 

growing by some 83 million people a 
year and the quality of life in developing 
countries improving, the demand for 
food will definitely expand. It is safe to 
predict that meeting the needs of some 
9.8 billion people expected to be living 
on planet Earth in 2050 will require 
some heroic efforts. (United Nations, 
Department of Economic and Social 
Affairs: The World Population Prospects: 
The 2017 Revision).

The world population by 2050 will call 
for approximately 70 percent more food 

PROTEIN: A JOURNEY TO A NEW REALITY
By Henk Hoogenkamp                                                                                                   Part 1
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to meet global demand. Demand can 
outstrip crop harvest, especially when 
resource limitations continue to constrain 
global food systems. As such, it can be 
expected that food issues could become 
politically destabilizing, in very much 
the same way nuclear energy is today.

Most expert studies predict the world 
needs to close a 60-70 percent food 
gap between crop calories available in 
2018 and expected calorie demand in 
2050. Especially the world’s middle class 
is growing fast and as cities urbanize 
and people become more affluent, 
consumption of resource-intensive foods 
–such as meat- is expected to increase.

Although eating less meat is better 
for the environment, it is unrealistic to 
expect that total meat consumption will 
decrease. On the contrary: because of 
increased purchasing power in developing 
countries, total world meat consumption 
will increase sharply. Especially beef 
with a large environmental footprint 
–more land, more water, more feed, 
more greenhouse gas emissions- will 
negatively impact available resources. 
Although beef is a very tasty, healthy 
and universally liked by many, it is one 
of the least efficient foods to produce 
when considered from a feed input to 
food output perspective.

As the world’s population continues to 
expand and becomes more prosperous, it 
is hardly a surprise that meat consumption 
is increasing. On a global level, total meat 
consumption is growing by 2 percent in 
volume and demand has been largely 
driven by emerging markets where 
increased prosperity in regions such 
as Asia-Pacific, Africa and the Middle 
East results in a growing consumption 
of meat, including expensive meat 
options like veal and beef.

In most developed and affluent countries, 
meat consumption typically stagnates or 
decline because consumers increasingly 
are concerned over the negative health 
effects associated with –especially- red 
meat consumption linking it to colon 

cancer, cardiovascular disorders, 
hypertension and obesity. Consumers 
also object to intensive animal farming 
systems.

Another variable is the increase of 
popularity of a flexitarians diet when 
consumers interchange their daily diet 
with plant-based food options as well as 
including leaner types of meat and fish.

But make no mistake, animal derived 
protein is still king. Affluent consumers 
continue to focus on their overall health 
and wellness. In the US and Canada, 
meat, eggs and dairy are the top three 
protein sources, followed by seafood 
and legumes, nuts and seeds taking spot 
number 4 and 5 respectively. Though 
meat is a crucial source of protein, 
iron, vitamin B12 and zinc, excessive 

intake is associated with higher risk 
of conditions like breast cancer and 
colorectal cancer.

Disruptive innovation for 
disrupted consumers

Disruptive innovation can be defined as 
the introduction of new technologies and 
products –such as generated by cellular 
biotechnology like cultured meat- that 
unexpectedly displace an established 
technology and often “disrupts” the 
status quo. Take a page from the Apple 

handbook: companies often tend to 
innovate faster than their customer’s 
needs evolve. These disruptive products, 
services and solutions are generally first 
available for sophisticated customers 
at the top of the market. In contrast, 
legacy food companies typically prefer 
to maintain the status quo and rely on 
small incremental change, also termed 
sustaining innovation.

Click-and-Collect

Going forward, it can be expected that 
the explosion of artificial intelligence 
(AI) is unlocking many of these new 
consumer experiences. The ability 
to use voice activation, rather than 
opening up an app, makes for seamless 
consumer-food interaction, including 
personalized nutrition.

It is likely that –for example- Amazon’s 
purchase of Whole Foods will greatly 
change the landscape of food distribution. 
Whole Foods –a 480 US store chain- is 
often seen as an overpriced monument 
of healthy organic and natural food 
choices for yuppie and foodie indulgence.

The technology heritage of Amazon has 
the potential to completely refashion 
supermarkets from design and layout 
to bringing value to high-margin foods 
like organic, proteins and ready-to-eat 
natural packaged products.
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Amazon’s purchase of Whole Foods is 
expected to revolutionize the grocery 
business. A physical store devoid of sales 
clerks and checkout lines will accelerate 
the trend towards increasing automation 
and use of robots.

Now that Amazon has physical store 
presence, it is likely that the typical 
food selection make-up will change: 
increasing the number of fresh food, 
more protein choices meat, poultry, 
seafood and dairy, baked goods and 
natural-formulated ready-to-eat “made-
to-order” connotations. All of these 
projected changes will be executed with 
much less emphasis on lower-margin 
processed packaged items. 

Seismic Changes

Until the 1970s, people ate almost no 
convenience food: meals were cooked 
from scratch. The good news is that 
convenience has broken the housewife’s 
shackles from the kitchen. The bad 
news is that overprocessed food has 
replaced home cooking and is largely 
responsible for the obesity epidemic.

As obesity becomes a greater concern 
and pressure for marketing foods 
full of fat, salt and sugar is building, 
companies across the food industry are 
trying to evolve into a nutrition, health 
and wellness business.

The current food industry resembles 
a perfect storm. Everything seems to 
come together at the same time: the 
Millennial consumer with their distinct 
mindset is changing the makeup of the 
healthy food marketplace. Increasingly, 
consumers in affluent countries want 
“real food” as close to “farm fresh” 
as possible, although they still insist 
these foods to be convenient for easy 
consumption. For example, consumers 
increasingly move away from sugary 
breakfast cereals and processed food 
in general.

Health, wellness, and convenience will 
continue to impact the way people eat. 

The same is true for genetically modified 
food (GMOs), as many consumers in 
affluent societies have made up their 
minds: no genetic tinkering with food.

With consumers more conscious than 
ever of the health, lifestyle, environmental 
and ethical considerations of their food 
choices, the market for plant-based 
protein foods is currently expanding 
at a faster rate than its legacy food 
products. Milk made from plants such as 
rice, almond, coconut and soy is driving 
the growth in this category, though 
dietary-driven specialty foods -including 
meatfree- is also gaining mainstream 
momentum. Going forward, some 5 
to 10 years from now, the landscape 
of plant protein formulated foods is 
going to look very different.

Related this change, there is a socio-
demographic evolution of the family 
structure, higher education for women, 
a greater number of professional 
women in the workforce and perhaps 
most importantly the onslaught of 
diet-related diseases.

The food landscape over the last 20 
years has substantially altered consumer 
behavior. For legacy food companies, a 
fundamental shift is needed to survive 
changes in eating habits. In an effort 
to stop consumers from walking away 
from the most iconic food brands, the 
big food companies are cleaning up 
their ingredient labels. In addition, 
they are acquiring healthier brands 
owned by entrepreneurial-operated 
food companies that are meaningful 
for the new generation of consumers. 
Artificial dyes, colors and flavors are 
being dropped from the ingredient 
line-up in droves. The same is true for 
eliminating the use of antibiotics in 
chickens and farm raised salmon. 

The bottom line is that the consumer 
shift in eating preferences comes at the 
expense of formulated, overprocessed 
packaged food. The outlook for the center 
space in food stores is actually very bad 
as the rapidly increasing number of 
consumers associate packaged foods 
with products stripped of essential 
nutrition and loaded with meaningless, 
cheap and ugly trans-fat and sugar. 
This perception is the result of years 
of deceptive marketing strategies 
and sponsored research by the large 
multi-national corporations not shying 
away from heavy government lobbying. 
When food companies pay universities 
for research, they usually “sponsor” their 
own marketing efforts and to manipulate 
critics and public opinion. It happens 
that large legacy food companies 
provide funding and use name-fame 
professors to propagate their views.

When it comes to the food industry, 
distrust by Millennials in big businesses is 
at an all-time high. There is no question 
that Millennials believe that legacy food 
brands make them eat less healthy.

Basically this all centers to a self-inflicted 
wound by the large food conglomerates 
because of an opaque complex food 
system that leave consumers in the 
dark what they are eating.

No More Trust

Large food companies need to stop 
underestimating the intelligence of their 
core customers. In this day and age of 
social media, personal intelligence is 
(partly) replaced by group intelligence. 
For starters, large food companies 
will have to make bold changes and 
drastically cut sugar from their product 
offerings. They also need to put much 
more emphasis on regional or local 
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sourcing, more fruits and vegetables, 
wholegrain and other whole foods 
including increasing diversity such as 
natural and organic.

Millennials are less concerned about 
calories and fat and this powerful 
demographic and psychographic group 
uses technology and social media as 
a tool to reach its health goals. They 
also have shifting attitudes about the 
value of certain nutrients; especially the 
perception of fat and protein differs 
from the general population. In general, 
Millennials are more optimistic than 
other age groups about future food 
innovation that may support healthful 
living and wellbeing.

The future will belong to healthy, 
freshly prepared, natural meals that 
are convenient to consume and meet 
the expectations of the various groups 
of the internet-savvy lifestyle consumers. 

And yes, it still needs to taste great 
and be affordable, preferably in a 
sustainable setting.

Today’s young adults prefer to spend 
their time in the perimeter of the store 
–if not by shopping online- and seeking 
out the rapidly growing assortment of 
fresh products, fruits and vegetables, 
freshly prepared meats and bakery 
products. Sales of most segments of 
fresh prepared natural foods have 
grown by some 30 percent since 2010.

There is no question that today “fresh 
and natural” beats low-calorie and 
processed packaged food. “Packaged 
fresh” is the new mantra for affluent 
consumers, and the social media savvy 
Millennial generation in particular. The 
change from overly processed, using 
“chemically-loaded” additives, seems 
unstoppable and signals that a new age 
of whole and unadulterated food has 

arrived. The modern affluent consumer 
now wants simplicity that often translates 
to purity and minimalism. Modern 
consumers are now too informed to 
fall for the gimmicks of the large food 
companies that dress up their products 
as “natural” but offer little else to 
substantiate the claim. 

Natural Foods

Many consumers do not make a 
quality distinction between the terms 
“natural” and “organic,” and expect 
the same standards for both. This is 
an issue that further clouds a clear 
understanding and ultimately confuses 
most consumers.

Natural foods have a broad audience 
these days. In principle, “natural” should 
indicate something that is found in 
nature, not something synthesized or 
created in a laboratory. Consumers 
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are waking up and are seeking out 
real, whole foods over highly processed 
food-like products.

Natural and/or organic food products 
have arrived and are no longer on the 
fringes of the food store shelves. With this 
arrival, the mainstreaming is entering 
a new phase and momentum needs 
to be built and maintained to exceed 
expectations by delivering authenticity, 
promoting health, and the promise of 
a better and sustainable world.

It is clear that natural food products 
should not only be an option for the 
privileged consumer. Mainstream is 
only attainable when the price points 
allow affordability for most. For now, 
however, the industry still has a long 
way to go to reach the underserved 
consumers with healthy food choices.

From Start-up to 
Major League

 
The many small-scale upstart companies 
that enter the market might be fragmented 
alternatives, but collectively they can 
become a force and steal market 
shares from legacy food companies. 
Moreover, increasingly, business is 
generated through multilevel marketing 
channels, which puts another level of 
proliferation in place for the classic 
food shopping patterns.

There is little doubt that “Silicon Valley 
sponsored” entrepreneurial startups such 
as Perfect Day Foods, Beyond Meat, 
Memphis Meat and Impossible Foods, 
will fundamentally change food culture. 
Also arriving on the scene: mayonnaise 
free from factory-farmed eggs and 
instead formulated with pea protein 
and starch. 

The plant-based food category is no 
longer a niche industry relegated to 
the natural food world. Ultimately, 
plant-based foods will replace many 
traditional animal-based foods. In 
addition, post-animal biotechnology 
or cell-cultured agriculture will provide 

sustainable and healthy food solutions for 
the rapidly increasing world population. 
This will also include a change in the 
practice of food science, including 
a reframing of the debate platform 
surrounding GMOs.

A New World in America

The top 20 US food and beverage 
companies have started to lose business 
ever since the turn of the century. These 
legacy companies are on a slow decline 
and –in fact- have become less relevant. 
There is a clear discrepancy between 
the image they want to portray and the 
suspicion in the minds of consumers. 
Increasingly the word “processed” 
translates to “unhealthy” and this is 
basically the cornerstone issue of the 
distrust plaguing the current food system.

The big food companies have been 
put on notice and are changing their 
vocabulary accordingly. New language 
is now inserted to attract the interest 
of consumers: organic, natural, high-
protein, extra veggie, and glutenfree. 
Out are words such as low fat, light, or 
reduced. Not only consumer language, 
also industry-speak has changed. Now, 
food is no longer “processed but rather 
“preserved” and “formulas” has changed 
to “recipes.” These seem subtle changes, 
but the wholesome vocabulary is picking 
up great momentum.

The paradigm shift is needed in order 
to align with consumer expectations 
preferring a clean and clear ingredient 
label. It is too early to tell if the multibillion-
dollar remake and transformation of 
the food and meat industry will be 
successful. There is obvious distrust 
in the mind of the consumer who is 
turning away from the colossal legacy 
food companies. Instead, an increasing 
number of consumers is seeking out 
authentic natural and pure food and 
meat products across nearly every 
category.

Some of America’s best-known food 
brands are losing shelf space to new, 

trendier products. Food manufacturers 
struggle to adapt to more selective 
customer tastes and whom are 
increasingly eschewing ingredients 
perceived as artificial and thus unhealthy. 
Consumers still want tasty food, just 
not the unpronounceable ingredients 
and (hidden) additives that are often 
required to give packaged food the 
right sensory appeal.

Over the past few years, the volume 
of packaged food in the US has fallen 
and there is little doubt that mainstream 
supermarkets are suffering from a decline 
in sales of conventional processed foods. 
But then again, why wonder if these 
mammoth food and meat companies 
for too long misused chemical sounding 
and unhealthy additives? Consumers 
have wised up and increasingly reject 
the notion that they are eating foods 
made with growth hormones, antibiotics, 
pesticides, gluten, genetically modified 
organisms (GMOs), preservatives, high 
fructose corn syrup, artificial flavors, 
colors, and dyes. 

It seems the rebellion of American 
consumers has taken the big food 
companies by surprise. These companies 
are now figuring out whether the change 
is a fad or a long-lasting trend. But 
facts cannot be ignored and declining 
sales in categories such as sugar-loaded 
breakfast cereals, canned soups, canned 
vegetables, lean cuisine, and frozen 
foods speak volumes.

Dietary choices eventually morph into 
lifestyle choices. The future will belong 
to fragmentation and personalization in 
consumer products: a lifestyle choice to 
innovate on formulations and condition-
specific targets. Ultimately, personalized 
lifestyle food products will become the 
core diet of the generations succeeding 
the Baby Boomers (1946-1964).

Translated this means, that part of natural 
food will be somewhat “faddish” and 
partly indoctrinated by the lifestyle in 
search of nutrient-density, “free-from” 
attributes, quality, and above all the 
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convenience of packaged foods. All 
these labels do not necessarily need to 
be singled out by the positioning of a 
brand: “stealth health” is often a good 
enough proposition to entice consumers’ 
psyche to purchase.

Protein Sustainability

The quadrupling of the world’s 
population since 1900 has caused a 
fundamental change in soil and crop 
harvest management to meet the 
rapidly growing food demand globally. 
The future of food security needs 
to be based on the professionalism 
of agriculture through translational 
research and applications, education, 
output efficiencies, and the redirecting 
of feed to food. 

Especially for developing countries, 
including India, Africa and China, the low 
levels of fertilizer nutrients uptake result in 
soil and water acidification, contamination 
of surface and groundwater, and rising 
greenhouse gas emissions.

Just consider the thought that feeding 
livestock accounts for about a third 
of harvested grain. In addition, farm 
animals consume some 8 percent of the 
global water supply and they produce 
around 15 percent of greenhouse-gas 
emissions, too.

Sustainable sourced protein ingredients 
will become of major importance to fairly 
balance nutrition globally. The current 
agricultural increase in productivity of 
slightly more than 1 percent per year 
needs changing, and intense farming 
based on new technologies needs to be 
implemented. Agricultural productivity is 
closely interconnected with food safety, 
genetically modified organisms, health, 
nutrition, sustainability, environment, 
and obesity. Diet, climate change, 
and agriculture are intertwined and 
it is difficult to tackle one without 
consideration of the others.

How can the world provide a sustainable 
protein supply that meets growing nutrition 

and health expectations? Demand 
for premium protein is experiencing 
exceptional global growth and it can 
be expected that ultimately availability 
may fall short. As income levels in 
developing countries rise, together 
with subtle changes to a Western 
diet, per capita protein consumption 
is expected to grow by 15-20 percent. 
In addition, nutritional awareness by 
specific segments of the population 
in affluent countries, such as those 
affected by sarcopenia and those with 
an interest in lifestyle nutrition will put 
further pressure on premium protein 
availability. 

Protein sustainability is not an easy 
issue, but most probably the answer is to 
optimize diet and health by promoting 
increased consumption of premium 
plant protein sources and a reduction 
of animal protein. To answer the rapidly 
changing market dynamics, it is likely 
that a blend of both plant and animal 
protein will optimize health as well as 
the utilization of available agricultural 
resources. 

To make effective use of all protein 
sources it is necessary for companies to 
stop polarizing practices selling single 
protein solutions. Collaborative action 
is essential to address complex issues 
that no single protein source can solve 
by acting alone.

To accelerate joint protein solutions it 
will be necessary to take pressure off 
the animal sources. The way forward is:

* Boost plant-based protein consumption
* Reduce protein waste
* Scale up integrated animal/plant 
protein foods
* Utilize existing protein waste streams

Global Protein Market

The global protein ingredient market 
enjoys an annual growth of 4 percent. 
This growth will continue until at least 
2025. Most of the growth is driven 
by the developing world, particularly 

Indonesia, the Philippines, India, China, 
and sub-Saharan Africa. As of 2018, 
Asia has an estimated population size 
of 4,4 billion, of which it’s continuously 
growing segment of middle-class 
consumers totals about 500 million. 
This number is projected to reach 1,25 
billion by 2025, hence it is obvious 
that this demographic presents a large 
potential for growth in premium food, 
meat, and beverage products.

In terms of quantity, the total world 
functional protein ingredient market 
is estimated at 5 million ton per year. 
Functional soy protein demand is hovering 
around 1.1 million metric ton per year, 
with wheat protein making up about 
900.000 ton per year. Dairy protein, 
including milk powder, whey protein, 
and caseinates are slightly higher than 
1 million ton per year. Pea protein has 
emerged as a formidable new source of 
plant protein with a market capacity of 
about 160.000 ton per year, and will 
increase further in 2018 and onwards 
as new production capacity in Canada 
becomes available. Rice protein is now 
also appearing in serious numbers 
on the radar screen with an annual 
production of approximately 32.000 
ton per year, a number that can grow 
quickly if demand continues to increase.
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BESPOKE MEAT PRODUCTS 
TAILORED FOR YOU

By PhD Joanna Rychlicka-Rybska, Smakovita R&D Department

Regis Ltd. patented innovative 
method of meat processing. 
Frozen or chil led meat 

hydrolysate replaces ice, commonly 
used as chilling agent. Flavor and 
taste improvement as well as yield 
growth of cured and cooked products, 
sausages and frankfurters produced 
following invention, were achieved. 
Quality of the meat products and 
profitable economic results will 
surprise you.

INTRODUCTION

Methods of meat extract production 
have been in development for more 
than 150 years and the raw materials 
acquired from chicken and beef, 
were quickly adapted by the market. 
Extracts were promoted as an excellent 
source of protein, important from the 
nutritional point of view, especially for 
those suffering from illness. They were 
widely used as a cheap and healthy 
meal replacing ‘solid’ meat in the daily 
diet. Developments in food science, 
especially biotechnology promoted 
the evolution of protein extraction 
methods, combined with enzymatic 
hydrolysis and the application of 
proteases as a catalytic agent. This 
not only led to an enhancement 
in protein recovery but also to the 
modification of protein structure 
providing improved nutritional and 
functional properties [1]. 

During hydrolysis protein structures 
break down into an abundance 
of molecules of a lesser molecular 
weight [2]:

Protein → Primary Proteoses → 
Peptones → Polypeptides → 
Simple Peptides → Amino Acids

The end product is a mixture of peptides 
of different chain lengths, which may 
be modified in specific ways. Through 
the selection of particular reaction 
parameters specific properties can 
be achieved [3]: 

* physicochemical - solubility, viscosity, 
emulsification, gel forming abilities 

* nutritional  - selected peptides or 
amount of amino acids

* sensory - flavour precursor content

The process of enzymatic hydrolysis 
can be schematically presented as 
follows:

Fresh Protein Raw Material → 
Pretreatment → Temperature And 
Ph Stabilization Enzyme  → 
Enzyme React ion  (Ph , 
Temperature, Time Control) → 
Enzyme Inact ivat ion → 
Purification → Final Product

Raw protein may consist of: fresh scrap 
meat recovered from deboning, skin 
or bones with meat residue. In the 
pretreatment stage substrates are 
ground or milled to the desired particle 
size. Mechanical fragmentation of 
raw material as well as the reaction 
chamber design, influences protein 
recovery and properties of the final 
product. At the next stage water 
is added to the reaction chamber. 
The hydrolysis process may also be 
designed differently depending on 
the required final product.

The splitting of peptide bonds in the 
presence of an enzyme proceeds 
as follows [3]:  

-R1CH-CO-NH-CR2H-  +  H2O                    
E

-R1CH-COO-  +  +H3N-CR2H-

In the aqueous solution, the reaction 
balance moves towards the product 
site. Enzyme choice influences process 
conditions. The course of reaction, 
nitrogen recovery and structure of final 
products are dependent on: protein 
content of substrates, enzyme to 
substrate ratio, temperature, pH, time 
of reaction and of course specificity 
and properties of the enzyme itself. 
Due to its sensitivity, the enzyme 
must be added after temperature 
and pH stabilization. The extensive 
range of varied raw material and 
its proteolytic reaction is described 
in the literature [2,3], concentrating 
on the control and optimization of 
enzymatic hydrolysis. Systematic 
changes within the reaction parameters 
(above) resulted in discovering the 
best conditions for protein recovery 
measured by degree of hydrolysis 
and protein solubility index as well 
as desired peptide chain length [4,5]. 

After achieving the preferred enzymatic 
reaction within the peptide and amino 
acid solution an enzyme thermal or 
pH-adjusted deactivation is performed. 
At the purification stage the solution 
is separated from solid parts and fat; 
these byproducts may be subjected 
to further recovering processes and 
become a source of new raw material 
for other procedures.   

The resultant hydrolysate is usually 
concentrated, about 35% of protein 
or spray dried, up to 90%. Due 
to its high level of functionality, 
especially for the processes of hydration, 
emulsification and texture forming 
qualities, hydrolysate is an excellent 
food additive tailored to operate well 
with varied products and differing 
types of meat. The high protein 
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content raises nutritional value and 
delivers an easily absorbed protein. 
Moreover hydrolysate recovered 
from unit piece of meat, following 
enzymatic hydrolysis contains more 
natural meat flavour than obtained 
by traditional cooking methods [2]. 
Meat hydrolysates, especially those 
containing sulfur compounds, provide 
flavour precursors responsible for 
flavour formation. The structure of 
components released during hydrolysis 
is dependent on reaction conditions 
furthermore the selection and control 
of the parameters of reaction results in 
the particular properties of the desired 
flavour [6,7]. Moreover hydrolysates 
exhibit flavour-enhancing properties, 
which means that they function in a 
similar way to a MSG replacer and 
also as a salt reduction agent. 

MATERIALS AND 
METHODS

All the mentioned methods of recovering 
meat hydrolysates have prompted 
Regis Ltd. to use such reactions in 
meat processing. The scheme for 
natural hydrolysis was planned as 
follows:

Four reaction types were carried 
out on the basis of differing raw 
material: chicken carcasses, chicken 

bone mixed material, pork and beef 
flat bones respectively. Each process 
was optimized with respect to raw 
material fragmentation, raw material 
to water and enzyme to substrate 
ratios, temperature, pH and time. 
The resultant hydrolysate was filtered 
and cooled.  For chicken and pork 
hydrolysates 5,7% and 5,0% protein 
respectively was achieved. 

The main benefit of the process is 
to recover valuable proteins from 
meat scraps or bone flesh, which are 
abundant in every meat-processing 
factory. From the residual byproducts 
of 1 MT, on average a 5% protein 
hydrolysate is achieved, which is 
equivalent to 250 kg of meat - taking 
into consideration that raw lean meat 
contains about 20% of protein. To 

summarize there is a chance to rescue 
up to 25% meat from, probably up 
till now, unutilized material. 

APPLICATION OF MEAT 
HYDROLYSATE

Applications concentrate on the 
usage of chicken, pork and beef 
hydrolysates in meat products 
[8,9, unpublished work]. Recently 
published and patented research 
work by Regis has discovered 
that utilizing a freshly obtained 
hydrolysate, separated from fat 
and un-dissolved matter, could 
be used instead of water in meat 
processing.

Meat products produced with and 
without hydrolysates were compared 
paying particular attention to 
physicochemical analysis, efficiency 
of processes and sensory and texture 
evaluation. 

Very good results were achieved 
for frankfurter stuffed into cellulose 
casings ø 19 mm as well as for smoked 
and cooked sausages stuffed into 
natural pork casings ø 26-28 mm, 
both with a primary yield of 30%. 
In the case of products made with 
hydrolysates the amount of protein 
[PN-A-04018: 1975/Az3:2002] 
was up to 1,4% higher than for the 
same products without hydrolysates. 
Sensory analysis i.e. one-sided paired 
comparison test [ISO 5495] and five 
point scale test [ISO 4121] were applied 
to assessment taste, scent, colour and 
texture of the products manufactured 
with and without the addition of 
hydrolysates. Research showed a 
perceptible difference for both poultry 

Flow chart
Raw material

ExtractionAdditives

Fat - byproduct Meat and bone - byproduct

Mechanical Filtration

Boiled Meat

Separation

Residue

Pet Feed

Ice production

Filtration

Cooling of extractNatural Filtration

Standarisation

Fat

Storage of extract

Diagram.1

Products Raw material

Chicken 
carcasses

Chicken 
bones

Pork Beef

Bullion  
(5% of protein) kg 1000 1000 900 900

Fat  
(FFA 1,25%) kg 140 100 120 80

Meat after separation 
(40% of protein, 55% of water) kg 280 100

Residue kg 200 800 600 800

I II

95kg meat 95kg meat

5kg meat 20kg meat extract

60kg brine 45kg brine

SUM: 160 kg SUM: 160 kg

 

Brine Protein

[%]

H2O

[%]

NaCl

[%]

Fat

[%]

Ash

[%]

Final yield

[%]
Brine on the basis of pork 
extract 15,3 77,0 2,5 2,1 4,1 165

Brine on the basis of water 12,8 78,4 2,4 2,8 4,0 160

Tab.1 Presents the amount of hydrolysate and fat which may be 
recovered from 1 MT of raw material:
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and pork types of frankfurters and 
sausages. Tests supported the belief 
that products with hydrolysate exhibit 
a better flavour and textural effect. 
The deep red colour of pork products 
with hydrolysate was pointed out as 
particularly effective. 

Exceptionally good sensory results 
were achieved for fresh meat injection. 
Brine containing meat hydrolysate 
in cooled and frozen form was used 
to inject chicken fillet with the yield 
of 15%. The injected meat was then 
tumbled under vacuum conditions and 
the day after the fillet was roasted 
at 140o C to reach 80o C at the 
geometrical center. A control sample 
was manufactured by using water 
and ice instead of meat hydrolysate. 
The chicken fillet processed with the 
addition of hydrolysate contained 1,7% 
more protein than the reference. A 
sensory panel evaluated both fillets 
and emphasize the better flavour 
and juiciness of the meat injected 
by hydrolysate. 

Especially good results were obtained 
for injected meat products - to highlight 
the benefits of application a simple 
calculation was made concerning the 
peptide mixture: 20kg of 5% protein 
hydrolysate represents 1kg of meat 
protein. Assuming that raw lean meat 
contains about 20% protein, 20kg 
of hydrolysate is a protein equivalent 
to 5kg meat of the same origin. This 
calculation shows that the replacement 
of 5kg of meat in a technological 
recipe by 20kg of hydrolysate allows 
an increase in efficiency of the final 
product without reducing the amount 
of protein within the whole system. 

Furthermore, better results may 
be achieved by applying meat 
hydrolysate as a brine solvent 
instead of water. 

An extreme test was carried out on 
pork loins. Fresh meat was injected 

(up to 100%) with a solution of two 
brines of the same content of additives 
but different solvents i.e. water and 
5% pork hydrolysate. The injected 
meat was tumbled in 3 hours cycles, 
20 min. work/10 min. rest. Then, the 
loins were subjected to a thermal 
treatment – drying at 650C for 90 
min., smoking at 600C for 20 min. 
and steaming at 780C until reaching 
the temperature of 700C at the centre 
- followed by cooling to achieve the 
temperature of approximately 100C. 
The performance parameters at every 
stage of the process were monitored. 
The average final efficiency of the 
loins produced with addition of meat 
hydrolysate was 5% higher compared 
to products made on the basis of 
water as the solvent. 

Loins produced on the basis of 
meat hydrolysate stand out by their 
containing a higher protein content 
– 2,5% difference averagely. This is 
due to the application of protein rich 
hydrolysate as the solvent. Moreover 
meat content calculated on the basis 
of the analytical results is of 76% for 
loins treated with hydrolysate, this 
value is typical for a 60% injection 
product. Meat content calculated for 
the loins processed with the addition 
of conventional brine was at 64,1%. 

The sensory panel evaluated the 
loins produced with the addition of 
pork hydrolysate as more attractive 
than those produced without. During 
sensory evaluation it was pointed out 
that meaty taste, flavour and texture 
of the loins were more common for 
lower injection levels.

CONCLUSIONS

* meat scraps and fresh bones subjected 
to enzymatic hydrolysis may be processed 
to produce a superior product
* meat extract may be applied in meat 
processing with success, especially for 
sausages, frankfurters, cured and 
smoke meat as well as culinary meat
* application of peptide rich hydrolysates 
in meat processing cause a range of 

further reactions running during the 
cooking and smoking stage, which 
lead to a large increase of volatile 
compounds responsible for taste and 
smell of processed meat products
* meat hydrolysates are excellent, 
natural alternatives to food additives 
and may replace, especially in clean 
label products, or support the addition 
of ‘E’ ingredients
* application of meat hydrolysates 
into meat processing enrich the finale 
product with a protein of the same origin

Products Raw material

Chicken 
carcasses

Chicken 
bones

Pork Beef

Bullion  
(5% of protein) kg 1000 1000 900 900

Fat  
(FFA 1,25%) kg 140 100 120 80

Meat after separation 
(40% of protein, 55% of water) kg 280 100

Residue kg 200 800 600 800

I II

95kg meat 95kg meat

5kg meat 20kg meat extract

60kg brine 45kg brine

SUM: 160 kg SUM: 160 kg

 

Brine Protein

[%]

H2O

[%]

NaCl

[%]

Fat

[%]

Ash

[%]

Final yield

[%]
Brine on the basis of pork 
extract 15,3 77,0 2,5 2,1 4,1 165

Brine on the basis of water 12,8 78,4 2,4 2,8 4,0 160

Products Raw material

Chicken 
carcasses

Chicken 
bones

Pork Beef

Bullion  
(5% of protein) kg 1000 1000 900 900

Fat  
(FFA 1,25%) kg 140 100 120 80

Meat after separation 
(40% of protein, 55% of water) kg 280 100

Residue kg 200 800 600 800

I II

95kg meat 95kg meat

5kg meat 20kg meat extract

60kg brine 45kg brine

SUM: 160 kg SUM: 160 kg

 

Brine Protein

[%]

H2O

[%]

NaCl

[%]

Fat

[%]

Ash

[%]

Final yield

[%]
Brine on the basis of pork 
extract 15,3 77,0 2,5 2,1 4,1 165

Brine on the basis of water 12,8 78,4 2,4 2,8 4,0 160

Tab.2 compares 60% brine based on water (I) and water partly replaced by meat 
hydrolysate (II). Both recipes in the example contain the same protein content 

and it is clearly seen that meat extract application allows an increase in efficiency 
maintaining the same protein amount. 

Tab.3 Chemical analysis for both products.
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* by using meat hydrolysates the yield 
of the product may be increased 
while protein content remains at the 
same level 
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NEW UN REPORT 
SAYS WORLD 

HUNGER ON THE 
RISE AGAIN

GLOBAL - After steadily declining 
for over a decade, global hunger is 
on the rise again, affecting 815 million 
people in 2016, or 11 per cent of the 
global population, says a new edition 
of the annual United Nations report 
on world food security and nutrition 
released on 15th September.

At the same time, multiple forms of 
malnutrition are threatening the health 
of millions worldwide.

The increase - 38 million more people 
than the previous year - is largely due to 
the proliferation of violent conflicts and 
climate-related shocks, according to The 
State of Food Security and Nutrition 
in the World 2017, FAO reports.

Some 155 million children aged under 
five are stunted (too short for their age), 
the report says, while 52 million suffer 
from wasting, meaning their weight is 
too low for their height. An estimated 
41 million children are now overweight. 
Anaemia among women and adult 
obesity are also cause for concern. 
These trends are a consequence not 
only of conflict and climate change but 
also of sweeping changes in dietary 
habits as well as economic slowdowns.

The report is the first UN global 
assessment on food security and 

nutrition to be released following 
the adoption of the 2030 Agenda 
for Sustainable Development, which 
aims to end hunger and all forms 
of malnutrition by 2030 as a top 
international policy priority.

It singles out conflict - increasingly 
compounded by climate change - 
as one of the key drivers behind the 
resurgence of hunger and many forms 
of malnutrition.

“Over the past decade, conflicts 
have risen dramatically in number 
and become more complex and 
intractable in nature,” the heads of the 
Food and Agriculture Organization 
of the United Nations (FAO), the 
International Fund for Agricultural 
Development (IFAD), the United 
Nations Children’s Fund (UNICEF) 
the World Food Programme (WFP) 
and the World Health Organization 
(WHO) said in their joint foreword to 
the report. They stressed that some 
of the highest proportions of food-
insecure and malnourished children 
in the world are now concentrated in 
conflict zones.

“This has set off alarm bells we cannot 
afford to ignore: we will not end hunger 
and all forms of malnutrition by 2030 
unless we address all the factors that 
undermine food security and nutrition. 
Securing peaceful and inclusive societies 
is a necessary condition to that end,” 
they said.

Famine struck in parts of South 
Sudan for several months in early 
2017, and there is a high risk that it 
could reoccur there as well as appear 
in other conflict-affected places, 
namely northeast Nigeria, Somalia 
and Yemen, they noted.

But even in regions that are more peaceful 
droughts or floods linked in part to the 
El Niño weather phenomenon, as well 
as the global economic slowdown, have 
also seen food security and nutrition 
deteriorate, they added.

KEY NUMBERS

Hunger and food security

Overall number of hungry people 
in the world: 815 million, including:

In Asia: 520 million

In Africa: 243 million

In Latin America and the Caribbean: 
42 million

Share of the global population that 
is hungry: 11 per cent

Share of Asia’s population that is 
hungry: 11.7 per cent

Of Africa’s: 20 per cent (in eastern 
Africa, 33.9 per cent)

In Latin America and the Caribbean: 
6.6 per cent

Malnutrition in all its forms

Number of children under 5 years of 
age who suffer from stunted growth 
(height too low for their age) : 155 million

Number of those living in countries 
affected by varying levels of conflict: 
122 million

Children under 5 affected by wasting 
(weight too low given their height): 
52 million

Number of adults who are obese: 
641 million (13 per cent of all adults 
on the planet)

Children under 5 who are overweight: 
41 million

Number of women of reproductive 
age affected by anaemia: 613 million 
(around 33 per cent of the total)

The impact of conflict

Number of the 815 million hungry 
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people on the planet who live in 
countries affected by conflict: 489 
million

The prevalence of hunger in countries 
affected by conflict is 1.4 - 4.4 percentage 
points higher than in other countries

In conflict settings compounded 
by conditions of institutional and 
environmental fragility, the prevalence 
is 11 and 18 percentage points higher

People living in countries affected by 
protracted crises are nearly 2.5 times 
more likely to be undernourished than 
people elsewhere

You can view the FAO report The State 
of Food Security and Nutrition in the 
World 2017 by clicking here.

www.thebeefsite.com

REPORT GIVES 
LAY OF THE LAND 

ON GRAZING 
LIVESTOCK’S 

CLIMATE IMPACT

GLOBAL - An international research 
collaboration has shed light on the 
impact that grass-fed animals have 
on climate change. Its new study 
adds clarity to the debate around 
livestock farming and meat and dairy 
consumption.

The newly published report dissects 
claims made by different stakeholders 
in the debate about so called ‘grass-
fed’ beef, the greenhouse gases the 

animals emit, and the possibility that, 
through their grazing actions, they 
can help remove carbon dioxide from 
the atmosphere. It evaluates these 
claims and counterclaims against 
the best available science, providing 
an authoritative and evidence-based 
answer to the question: Is grass-fed 
beef good or bad for the climate?

Grazed and Confused? Ruminating on 
cattle, grazing systems, methane, nitrous 
oxide, the soil carbon sequestration 
question - and what it all means for 
greenhouse gas emissions is written by 
Dr Tara Garnett of the Food Climate 
Research Network at the University of 
Oxford, Cécile Godde at Australia’s 
national science agency the CSIRO 
and a team of international experts. 
The report finds that while grazing 
of grass-fed animals can boost the 
sequestration of carbon in some locally 
specific circumstances, that effect is 
time-limited, reversible, and at the 
global level, substantially outweighed 
by the greenhouse gas emissions they 
generate.

Lead author Dr Tara Garnett explains 
the key takeaways from this report: 
“This report concludes that grass-fed 
livestock are not a climate solution. 
Grazing livestock are net contributors 
to the climate problem, as are all 
livestock. Rising animal production and 
consumption, whatever the farming 
system and animal type, is causing 
damaging greenhouse gas release 
and contributing to changes in land 
use. Ultimately, if high consuming 
individuals and countries want to do 
something positive for the climate, 
maintaining their current consumption 
levels but simply switching to grass-
fed beef is not a solution. Eating less 
meat, of all types, is.”

Published just ahead of the COP23 
meeting in Bonn, the report places 
emphasis on the need to consider animal 
production and meat consumption, 
if we are to reach the climate goal 
of a 2-degree warming limit. More 

than laying out the bones of the 
grass-fed grazing dispute, the report 
also helps fill the knowledge gaps 
about emissions and sequestration, 
and aims to provide more nuance 
to the debate.

The report reflects two years of close 
collaboration between researchers at 
the Universities of Oxford, Aberdeen 
and Cambridge in the UK; Wageningen 
University & Research in the Netherlands; 
the Swedish Agricultural University; 
CSIRO in Australia and the Research 
Institute of Organic Agriculture (FiBL) 
in Switzerland. It is aimed at policy 
makers, the food industry, civil society 
and all those concerned with the future 
of land use, climate change, and 
the role of livestock in a sustainable 
food future.

Lead author Cécile Godde explains the 
focus on climate and the significance 
of these questions for the overall 
debate on land use and environmental 
sustainability: “’The big question’ that 
needs answering is whether farmed 
animals fit in a sustainable food system, 
and if so, which farming systems 
and species are to be preferred. Of 
course, there are many dimensions 
to sustainability and this report only 
considers one of them - the climate 
question. But the climate question 
alone is important to explore and in 
doing so, this report takes us a step 
further towards understanding what 
a sustainable food system looks like.”

Dr Tara Garnett adds: “When thinking 
about different livestock production 
systems there are many important 
aspects to consider: people’s livelihoods 
and jobs, animal welfare, biodiversity, 
nutrition and food security and more. 
Grazing systems and grass-fed beef 
may offer benefits in these respects, 
benefits that will vary by context. But 
when it comes to climate change, 
people shouldn’t assume that their 
grass-fed steak is a climate change-
free lunch. It isn’t.”

www.thecattlesite.com
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HOW TO MAKE THE MOST OUT OF 
EXHIBITING AT A TRADE SHOW

By Raya Drenski, Head of Business Development

Despite the rumours of trade fairs’ 
decline over the past years, 
they are alive and kicking. 

Still, exhibiting at a trade show is a 
huge investment and many question 
its value or ROI. As a business owner, 
you should know that the answer is 
in your hands. The key to success is 
called preparation.

From greater exposure and target 
reach to credibility or brand awareness 
increase, exhibiting at a trade show 
has countless benefits for your 
business. It provides you with a robust 

platform for meeting new customers, 
catching up with existing clients, and 
building a more established and 
trusted brand. Beyond the obvious 
sales potential, networking, trends-
learning, trade shows can also be 
an excellent place to launch a new 
company or product.

To book success though, you need a 
considerate plan of action based on 
before-during-after trade show strategy. 
Let spontaneity or improvisation be 
just a tiny and charming part of your 
exhibition.

BEFORE THE EVENT

Set your goals

First, you should sit with your team 
and answer the fundamental question: 

What goals do you wish to achieve by 
exhibiting at the trade show?

Is it to:
1. Sign contracts and close deals? 
2. Expand your company’s customer 
base?
3. Increase brand awareness? (for 
your business, for your brand, for 
your division, in a new industry, in a 
new geography, for a new product, 
for your re-brand, after a merger or 
re-positioning)
4. Promote your brands?
5. Showcase your strengths, capacity, 
product diversity?
6. See the newest trends? 
7. Keep an eye on the competition?
8. Get inspiration?
9. Get a first-hand feedback from 
your customers, peers, rivals, etc.? 
10. Or what else?

How will you take advantage of 
such unique chance to communicate 
your brand message to your target 
audience? How will you implant your 
brand in the minds of thousands of 
visitors? How will you address their 
most pressing question: “What is in 
there for me?”

Appoint the right 
team

In an era of digitalization, nothing 
yet beats the personal contact. 
Make sure that your best people 
are at the event. Your true and most 
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passionate brand ambassadors. Team 
members who hold the most extensive 
knowledge about your products 
and have the charisma to explain 
their benefits most convincingly. 
Train them, practice in advance, 
and let them be prepared to pay 
100% of attention to every person 
that stops by. Treat every attendee 
with respect and care, regardless 
of how busy or overwhelmed your 
representatives are.

Pre-sale and prepare 
your pitch

Align your sales goals with your team 
before your next trade show. They 
should generate as many leads as 
possible. 

Prepare  a  shor t,  sharp and 
straightforward pitch. There will be 
thousands of visitors, overwhelmed 
by the plethora of companies 
and brand presenting themselves. 
Therefore, expect a very short span 
of attention. 

Start a pre-event 
communication campaign

Being at a trade show gives you the 
best possibility to have a face-to-face 
interaction with your prospective 
clients. Do not just expect that they 
will come and stop by. Invite them 
proactively.

You should communicate well in 
advance your presence at the event. 
Ask as many people as possible – your 
current customers, your followers in 
social media, your prospective clients 
Make a big fuss about it. Create digital 
banners, include news on your website, 
on LinkedIn, on all social media. Think 
about creating your hashtag.

Keep the branding simple

As you wish to stand out at a trade 
show, it is easy to fall into the trap of 
glitter and glamour without considering 
visual consistency. Your brand (and 
what it stands for) is your starting 
point. By following your brand guide, 

you rest assured that your message 
remains on target with the values your 
brand wants to push forward. Keep 
it simple and be authentic. 

Create a visual anchor that attracts 
visitors to your stand. Be disruptive and 
unexpected. Think out of the box – you 
can put a screen projecting faces that 
stare at people, for example. On a 
psychological level, they get drawn 
up and pay attention. It is impossible 
not to look at it. Unlike brochures or 
sales folder, the “visual anchor” is 
more engaging and entertaining. If 
“A picture is worth a thousand Words,” 
what is a video worth?

Do not do this by yourself. Partner with 
a good branding agency to support 
your mission. Getting a professional 
advice at this point is an absolute must.

Position yourself 
strategically

Think about the right place of your 
booth. Do you wish to be associated 
with a particular geographic region? 
Do you want to be among the start-ups 
or the blue-chip companies?

Prepare your handout 
materials (leave-behinds)

The right leave-behind materials have 
the power to ‘make or break’ your 
initial goals. They also position you 
as digitally-native or more traditional, 
or even old-school. There is a great 
variety of materials – a sales folder, 
a USB stick with your presentation, 
a business card or brochure, some 
samples or a price list, etc. Make 
sure that there is a clear call to action 
embedded: a landing page, a phone 
number, or contact email. 

You can always test the materials 
before the event: ask some of your 
clients or potential customers about 
their feedback. It is also a good moment 
to reconnect. Not to mention that in 
our human nature, we get flattered 
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when our opinion is considered. So, 
extra points. 

Also, do not forget that trade shows 
usually get significant media coverage. 
It will be smart to prepare a small 
information package that you can 
give away to journalists. 

AT THE EVENT

The event itself will be a rather 
exhausting experience for your team. 
They should be at their best to persuade 
prospective clients in the benefits a 
future collaboration holds. 

There are three fundamental rules 
that you should follow like a mantra 
during the exhibition:

* Pay respect and attention and 
interact with all visitors to your exhibition 
stand, as they could turn into customers

* Keep notes of your interactions, 
and write them down duly after each 
conversation, so that you can follow 
up after the event

* Use every quiet moment to 
leave your booth and walk around 
on a quest of learning what your 
competitors are doing right and better. 
Observe which stands are attracting 
the most attendees and learn from 
their approach

Remember that a trade show gives 
a unique setting for your sales team 
– for a change, the prospects are not 
busy or unreachable by phone, on the 
contrary – they are physically present 

at your stand. Typical objections or 
‘not-interested’ mode gives in to a 
buying or research-focused mood. 
Capitalise on this opportunity. Treat 
every interaction with a prospect 
as a fair chance to close the deal. 
Right now.

AFTER THE EVENT

Follow-up is probably the most critical 
phase of an event participation. Now 
is the moment to sit with your team 
and evaluate your performance. You 
should be transparent and point out 
the areas of improvement. 

It is also crucial to capitalize on the 
mood of the event and follow up with 
the hot prospects as soon as possible. 

Additionally, generate content about 
your experience at the show (before-
during-after). 

Think about how sharing news on 
your website or social media, videos 
and images can be instrumental in 
conveying the amount of work invested 
into setting up your stand. 

In conclusion, exhibiting at a trade 
show is an excellent way to strengthen, 
sharpen and shorten your sales cycle. 
To maximise your ROI when exhibiting 
at a trade show, focus on these: 

* Choose the right trade show

* Create and follow a plan

* Appoint the right team

* Team up with good partners like a 

trusted branding and communication 
agency

* Put yourself in the shoes of your 
customers and answer the question 
‘what is in there for me?’

* Build a community around your 
business

* Think outside the box, be 
transparent, authentic and reliable

* Get feedback

* And FOLLOW UP.

About the author:

By Raya Drenski
Head of Business Development

Raya has more than 10 years of experience 
in business development. She supports 
fast growing start-ups or established 
businesses as well as sales managers 
to create, streamline and improve their 
sales cycle. The goal is to sell more to the 
target group with the right sales tools. 

Active in branding, communication, 
and design, Raya has been focused on 
consumer touch points in a multicultural 
environment across EMEA, FMCG, and 
B2B as playgrounds. 
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Dubai, UAE – 09 September 2017: As 
the rise of robots gathers pace across 
global industries, Gulfood Manufacturing, 
the Middle East’s biggest ingredients, 
processing, packaging, and logistics 
exhibition, will shine the spotlight on 
how automation is revolutionising 
the world’s food supply chain when it 
returns for its fourth edition at Dubai 
World Trade Centre (DWTC) this 31 
October to 2 November, 2017.

According to the Pricewaterhouse 
Coopers (PwC) 2016 report ‘Middle 
East Industry 4.0’, companies in the 
Middle East anticipate significant 
gains with the adoption of digitisation 
and integration over the next four 
years, witnessing increased annual 
revenues of up to USD 17 billion 
across various industries, including 
product development and purchasing, 
manufacturing, logistics and service. 

Automation and Controls will be one 
of five dedicated sectors at Gulfood 
Manufacturing this year, as the spin-

off to Gulfood enters its fourth year. 
The show, which will span more than 
80,000 square metres of exhibition 
space across 13 halls at Dubai World 
Trade Centre, and which has cemented 
Dubai’s reputation as a major player in 
the global food supply chain, provides 
the perfect platform for industry leaders 
to demonstrate the latest automation 

innovations alongside complete food 
and beverage solutions reshaping the 
global food manufacturing industry.

Other dedicated sectors within the 
mammoth exhibition include Ingredients, 
which will cover the latest in taste and 
flavour solutions – from amino acids to 
yeast nutrients; Processing – featuring 
the latest answers to all needs from 
baking to water treatment; Packaging; 
and Supply Chain Solutions – covering 
everything from cold storage to forklifts.

“Gulfood Manufacturing offers a unique, 
tailored platform for international food 
producers and companies across the 
global food production value chain 
to connect and network with local 
and regional partners,” said Trixie 
LohMirmand, Senior Vice President, 
Exhibitions & Events Management, 
DWTC. “The show is a conduit for 
industry stakeholders eager to accelerate 
their regional distribution and sales 
potential, and develop new routes in 
the food manufacturing sector.”

AUTOMATION TAKES CENTRE STAGE AS GULFOOD 
MANUFACTURING RETURNS FOR FOUR-MIDABLE EDITION 

WITH END-TO-END FOOD INDUSTRY SOLUTIONS
With Industry 4.0 Movement To Drive Usd 17 Billion Annual Revenue Growth Across Middle East 

Industry And Manufacturing Sectors By 2021, Automation Will Be A Key Focus At The Food 
Manufacturing Trade Show Among Other Latest F&B Production Innovations
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“The continued growth in the show’s 
participation emphasises how the 
world’s leading equipment, ingredients, 
logistics and chain suppliers view Gulfood 
Manufacturing as the preferred platform 
to leverage an operational foothold in 
the regional market, specifically via 
Dubai. Despite global political and 
economic challenges, Dubai continues 
to offer a supremely stable base in 
which to do business, backed by a 
visionary leadership and a government 
that is committed to investment and 
diversification of the economy as part 
of its long-term future growth strategy.”

Gulfood Manufacturing 2017 will present 
food and beverage manufacturers with 
the unique opportunity to connect with 
more than 1,600 local, regional and 
international, suppliers and industry 
service providers, while creating easier 
access for these exhibitors to meet 
new customers to boost their business 
potential.

With consumer tastes and preferences 
constantly changing and with experience, 
sustainability and affordability now 
more in focus than ever, exhibitors will 
be eager to show that they have the 
answers to address the latest demands.

Exhibitors from more than 60 countries 
will be showcasing their latest innovations, 
including 30 national pavilions, with 
first-time participation from countries 
including Poland and across the CIS. 
Gulfood Manufacturing 2017 will see 
the biggest Italian participation in 
the show’s history, with 3,800 square 
metres dedicated to companies 
spanning all sections of the country’s 
food manufacturing and equipment 
industry supply chain. Every major 
manufacturing nation will be present 
at Gulfood Manufacturing including 
Austria, France, Germany, Italy, 
Korea, Malaysia, Spain, Switzerland, 
Taiwan, Turkey, USA and the UK. 
China, meanwhile, will also roll-out its 
biggest participation to date as the 
Far East giant challenges the status 
quo across the industry.

Andrea Caselli, Managing Director, 
Organizzazione Vittorio Caselli, 
representing the Italian participation 
said: “Italian participation at Gulfood 
Manufacturing 2017 is bigger than ever 
with more than 200 direct companies 
exhibiting in the different sectors of the 
show, including Ingredients, Processing 
and Packaging, covering all food & 
beverage manufacturing sectors,”

“At this unique trade show, international 
trade visitors can discover the best 

Italian technology from some of Italy’s 
leading companies. Italy occupies an 
important position in the ranking of 
the main exporting countries and the 
Middle East is one of the key areas. 
All of the major Italian companies 
in the food technology industry will 
take part in Gulfood Manufacturing 
2017, such as Ima Industries, Sacmi, 
Coesia, Enrico Giotti, Selmi, Pavan 
and much more.”

A vast range of industry heavyweights 
have already confirmed their participation, 
including Tetra Pak, IFFCO, Cargill,  
Döhler, Multivac, Aasted, Kerry Foods, 
REDA, Ishida, Mecatherm, ABB, 
Coesia, Johnson Controls, Sensient, 
Symrise and many more.

To ensure participating companies can 
connect with the right partners and 

investors, Gulfood Manufacturing 2017 
will host the ‘Big Buyers’ Programme, 
which will host more than 2,000 pre-
qualified serious buyers at the show 
from across the Middle East and 
Africa, with a pre-determined budget 
to spend with participating exhibitors.

Also new for this year are the Gulfood 
Manufacturing Awards, which will 
recognise industry excellence in a 
glittering ceremony on the evening 
of October 31, while the Innovation 

Tours will offer visitors a memorable 
journey showing real-life innovations 
within some of the region’s top, award-
winning food factories.

An industry-leading conference will 
also be held on the sidelines of the 
exhibition featuring in-depth analysis, 
debate and discussion on topics 
including digitisation in the industry, 
smart manufacturing, big data and 
analytics.

Gulfood Manufacturing 2017 will open 
from 10 am – 6 pm on 31 October and 
1 November, and 10 am – 5 pm on 
2 November 2017. The show is only 
open to F&B trade professionals and 
visitor attendance is free of charge. For 
more information, please visit:

 www.gulfoodmanufacturing.com
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Frankfurt / Amsterdam, 7 September 
2017: What started as a trend is now 
the standard: Rising consumer demand 
for Clean Label ingredients has been 
a huge influence on the food industry 
for several years now. In order to offer 
suitable solutions for this growing market, 
producers of colours and flavours 
have committed major investments 
in creating natural alternatives to 
synthetic materials. Food ingredients 
Europe & Natural ingredients 2017 
offers a clear overview of a sector 
that has developed like few others in 
the food and ingredients industries. 

Solutions for an expanding and 
complex market

What began in the ‘80s with initial 
concerns about synthetic colours in 
food has led to today’s dominating 
demand for natural colours. As a result, 
nearly 60 per cent of the total food 
colours market is now comprised of 
natural solutions, according to Future 
Market Insights. 

In parallel, Clean Label has affected the 
global flavours market, and both colour 
and flavour producers have responded 
with innovation and investments in 
R&D . “Consumers are highly sceptical 
about artificial additives, especially 
those carrying E-numbers. They avoid 
products with long, complex ingredient 
lists and have a strong wish for greater 
naturalness in food”, says Guido de 
Jager, Head of Group Marketing at 
GNT. For suppliers, natural colours 
and flavours today are part of  their 
standard portfolio. Nevertheless, achieving 
successful results while reverting back 
to all things natural, is far from simple. 
Attaining Clean Label status requires 
standardised raw materials of the highest 
quality – a challenge when it comes to 

ingredients made by Mother Nature. 
In addition, stability concerns still exist 
around long-term or high temperature 
warehousing. Paul Janthial, director of 
the Food & Beverage Business Unit at 
Naturex, says: “Every natural pigment 
has its own specific properties in terms 
of heat or pH sensitivity, light stability 
and solubility. In order to find the right 
solution efficiently, the most important 
thing is not to focus only on the desired 
shade or color intensity but to share 
from the very beginning all relevant 
details about the application matrix 
and the process applied to it.” 

With thousands of products presented 
in the colours and flavours categories 
and a high quality conference program, 
Fi Europe & Ni is the roadmap for the 
whole natural solutions sector. Barbara 
Lezzer, European Marketing Director 
at Sensient Flavours, says: “Consumers 
nowadays shouldn’t have to accept a 
compromise between health  and taste 
– they want it all. This is why the focus 
of all of our research and development 
is to offer natural solutions based on 
our proprietary extraction and taste 
modulation technologies. FIE gives 
us the opportunity to share our latest 
developments and capabilities, to bring 

new product concepts to  life in various 
sweet beverage categories.”

Fi conference and exhibitors: 
innovation at a glance

During the four-day Fi conference, 
visitors can experience concentrated 
knowledge and market insights. On 28 
November under the headline “Clean 
Label & Natural Ingredients”, experts 
from university and industry as well as 
market analysts will explore subjects 
such as the consumer’s view of Clean 
Label, and technical topics from stability 
issues in natural colours to reformulation. 
“Reduction & Reformulation” on 30 
November will cover sugar reduction 
with case studies and speeches focusing 
on innovative solutions without loss of 
flavour or functionality. 

Fi Europe & Ni organiser UBM has 
announced a record number of exhibitors 
for 2017, with 1,500 suppliers. More 
than 350 of them will present over 
2,500 products in the colours or 
flavours categories. The exhibitor list 
ranges from flagships like GNT, SVZ, 
Naturex, Sensient and Symrise as well 
as innovative.

www.figlobal.com

NATURAL COLOURS AND FLAVOURS: 
ROADMAP TO A BURSTING MARKET

Fi Europe & Ni, From 28 To 30 November In Frankfurt, Bundles Innovation, 
Market Knowledge And Expert Know-How To Meet Clean Label Demands
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