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14:10~14:20 Photo Time
| SRy
Promotional Video
14:20~14:30 for FOODPOLIS
Keynote Speech Robert Peterson
14:30~15:00 Time for the Change in Food Industry! (Vice-President for Research ,
Innovation and Creative Challenge The University of Texas at Austin)
Session1 :
_ Dr. Ronald W. Visschers
15:00~15:30 Creative Examples of Food R&.D (Business Line Manager, TNO) B
i that Catching Worldwide Attention ;
15:30~15:50 Coffee break o,
Session2
e . Dr. Helen Chun
15:50~16:20 Global ma-\rketlng N foo‘d |ndus-try_ and (Professor, Cornell University)
strategies of brand differentiation '

Session3 Patrick Mannion
16:20~16:50 Catch the Potential Food Consumers (CEO, Innova Market Insight)
16:50~17:50 Panel Discussion
17:50~18:00 Closing Ceremony
18:30~20:00 Networking Dinner
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Time for the change in food industry!
Innovation and Creative challenge

2 HE 1|E{2 /Robert A. Peterson
3, SAIA FRICHsm HTRER/

Vice-President for Research ,The University of Texas at Austin




Keynote Speech

Robert Peterson

Nationality
United States of America

Current Position
Vice President for Research

Organization
The University of Texas at Austin

Education

BS, University of Minnesota, 1966
MS, University of Minnesota, 1968
PhD, University of Minnesota, 1970

Professional Experiences

ROBERT A. PETERSON is Associate Vice President for Research at the University of Texas at Austin,
John T. Stuart Ill Centennial Chair in Business Administration and Charles Hurwitz Fellow.

Before taking up the current position, he had worked as deputy director and director of research
at IC2 Institute, the University of Texas at Austin from 2004 to 2013 and, is director at IC2 Institute
since 2013.

In June 2012, he made a keynote speech at the Academy of Innovation and Entrepreneurship Con-
ference in Macau, China, under the theme of “Entrepreneurship, Open Innovation and the Research
University” and, in 2006 he won the Incentive Marketing Assaciation’s Distinguished Teaching
Award.

He co-edited AMS Review in 2008 and was President of the Academy of Marketing Science.
Currently, Peterson’s writings are used for marketing textbooks in around 100 prestigious universi-
ties world-wide.
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10 | Time for Change in the Food Industry! Innovation and Creative Challenges

Time for the change in food industry!
Innovation and Creative challenge

Robert A. Peterson

The University of Texas at Austin
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The traditional food value chain has experienced major changes in the past decade, and more changes lie TEX A2k 71R| A2 KL 10E7E =R HEIES Zioigtn, Yoz O e HEIE0| of7|=m QUCt
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the increasing diversity in consumer preferences. This is primarily a first world challenge and reflects the
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increasing heterogeneity and fragmentation of the marketplace. The second challenge is supplying food to %t S&at= 20 2 & S0l OF= MA X & ol St
9.6 people by 2050. o &= gttt FHM| =HAAOIXE M MAIQ] MK =82 20501 7K 96 Q1720 AlRE S5
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This is primarily a third world challenge. Both of these challenges can be addressed through open innova-

tion, the collaboration of entities both within and outside of the food value chain. Of particular assistance in SHZISH 4 OIC} JHEKS SIAIS =5t SRR SHZ0] Q0] St HIOKS SHLt= X AJA|S| Cosst
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addressing the challenges through open innovation is the creative use of technologies sourced globally from
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a variety of disciplines. SH =2 YoHe &€&
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THE UNIVERSITY OF

I XA S

AT AUSTIN

Time for Change in the Food Industry!
Innovation and Creative Challenges

ROBERT A. PETERSON
Associate Vice President for Research
Director, IC? Institute
John T. Stuart III Centennial Chair
November 2014

Az Aol wisfo| Al7|| SR} A HA

THE UNIVERSITY OF

g XA S

AT AUSTIN

ROBERT A. PETERSON
Associate Vice President for Research
Director, IC? Institute
John T. Stuart III Centennial Chair
2014. 11

n | C,%ST”UTE The University of Texas at Austin

IC2 = Innovation, Creativity, Capltal

Global Presence:

Brazil, Chile, Colombia, India,
Kazakhstan, Mexico, Poland,
Portugal, Singapore, South Korea,
Turkey

2009, Office of Technology Commercialization

e The 4" International Food Cluster Forum e
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|(:INST1TUTE (The University of Texas at Austin )

L&2H, 42

(Innovatlon, Creatwlty, Capital)
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2009, Office of Technology Commercialization
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u ICl%snTuTE Current Programs in South Korea

Gyeonggi-do

Jellabuk-do

Daejeon

KAIST University

Korea Institute for Advancement of
Technology

©2009, Office of Technology Commercialization
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©2009, Office of Technology Commercialization

Traditional Food Value Chain

Food Value Chain

bsi Food Sal Regulati

Non-Agricultural Inspections & Supermarket
Ingredients Certifications Distribution Centers
Packaging

1
1 ) . Terminal & Other Retail
1

Markts
Agricultural
Production
Fish and Fish
Products

Local Foundations:
Support for f

Source: Project Team "Designing an Inner City Food Cluster Strategy” (Next Street, ICIC, Karp Resources)

©2014, Office of the Vice President for Research

O U O F IS

=X DZAE G 0IHAIEl £& 2eIAE &2 40" (Next Street, ICIC, Karp Resources)

©2014, Office of the Vice President for Research @

e The 4" International Food Cluster Forum e
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Two Distinctly Different Food Challenges

#1: Addressing || #2: Supplvin #1: Lt 3tE #2: 062 012
Increased FOOdPtI:) 3971.6g AU HSE i = 7.5_9} Az 22
Diversity in Billion People
Consumer
Preferences

£2014, Office of the Vice President for Research

£2014, Office of the Vice President for Research
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Challenge #1: Addressing Increased Diversity in CA 1}

Consumer Preferences

- 15t World challenge « MIAIDHACISEABH &N
- 2 50, 98, ZL0| L2 SAIX, OtAIOF SOl

- Affects primarily North America, Europe and selected
urban centers in Latin America, Asia, etc.

£2014, Office of the Vice President for Research

£2014, Office of the Vice President for Research

e The 4" International Food Cluster Forum e

e The 4" International Food Cluster Forum e




18 | Time for Change in the Food Industry! Innovation and Creative Challenges

Factors Relating to Diversity in
Consumer Preferences

ASA Heto| APl =M

ot &

Social networking

Modern food trucks & trailers
Mobile technology integration
Humane treatment of animals The decline of soda and rise of replacements
SRy Convenience

Fusion meals
Limited service specialty restaurants Pro-whey '
5 Going green Anti-whey
o Anti- sugar
HRGEEIND Artisanal produce
Wellness Modern farmers’ markets
Free-range food Functional foods
“Generally recognized as safe” ingredients
Ghenging demographics Gliten free foods Gourmet food courts
Expanded food service roles Innovations in cafeteria programming
Flavor & health Insects-as-food Small plates
£2014, Office of the Vice President for Research
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Challenge #2: Supplying Food to 9.6 Billion
People

« 3" World challenge

Affects primarily broad areas of Asia and sub-Saharan Africa
plus rural regions in Latin America

£12014, Office of the Vice President for Research

A2 Zd0l E(Small plates)
Al A=

£12014, Office of the Vice President for Research
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o The 4" International Food Cluster Forum

£12014, Office of the Vice President for Research
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Factors Relating to Feeding 9.6 Billion People

A Solution to Creative Challenges

e The 4" International Food Cluster Forum e e The 4" International Food Cluster Forum e



22 | Time for Change in the Food Industry! Innovation and Creative Challenges

AF MY Hao| A7 || =Xt FEH S

|23

Open Innovation for FOODPOLIS

competencies exist

£2014, Office of the Vice President for Research

Open innovation must be global in scope

Open Innovation = Substantive Collaboration and sharing
- With food value chain stakeholders
- With governments and universities
- With non-food value chain firms and R&D entities

Open innovation requires formal, structured creativity
Open innovation requires cultural changes
Open innovation can be evolutionary and/or disruptive

Open innovation assumes resources, capabilities, and

FEZC2[A(FOODPOLIS)E ?let S Sl
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£2014, Office of the Vice President for Research
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Open Innovation: Convergence Required

Nanotech

Biotech

Material Science

£2014, Office of the Vice President for Research

e The 4" International Food Cluster Forum e
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ASA Heto| AP|| =HMat = A

Open Innovation:
Value Chain Approaches

Raw h;ateﬁal COI]S?][IIBI‘
RefinedOProduct End—Pi'oduct
End—Pi'oduct ReﬁnedUProduct
COHS{:.IIIIEI' Raw B;aterial

#2014, Office of the Vice President for Research
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#2014, Office of the Vice President for Research

Challenge #1: Addressing Increased
Diversity in Consumer Preferences

Open Innovation Example: Food Trucks & Trailers in Austin, TX.

Food Truck Characteristics:
- Nimble infrastructure
- Consumer convenience
- Small lot/batch sizes
-+ Frequent consumer research
- Focus on point-of-sale with consumer implications all the way back to the farm
« Frequent rounds of innovation
«  Low barrier to entry
«  Vehiele for testing food offerings

2014, Office of the Vice President for Research
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Challenge #2: Supplying Food to 9.6
Billion People
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Open Innovation Example: Nanotechnology in Agriculture

* Nanosensors for
monitoring soil conditions

* Nanocapsule infusion of
plant based steroids to

* Nanoparticles 10 deliver
DNA 10 plants {targeted
Bemclic engineering)

ent for Research

and crop growth replace a met's

= Nanochips for identity cholesierol
preservation and tracking  * Nanoparticles 1o

* Nanosensors for detection sehectively bind and
of animal and plant remove chemicals or
pathagens pathogens from food

* Nanocapsules 10 deliver N lsions and
vacines partaches for better

availability and dispersion
of mutricnts

Characteristics: ,
+  Massive scale
+  Large investments )|
+  Long-term payoff .
o et : Agriculture Food Processing Food Packaging Supplements
= Bl 2 e . * Single molecule detoction = Nanocapsules to improve  * Antibodses attached to = Nanosize powders 1o
- Efficient high volume production | 1) geermine enryme bioavailability of flsorescent nanopanicles increase absoeption of
and distribution to meet the substrate interactions neutraceuticals in standard 1o detect chemicals o nutnents
* Nanocapsules for delivery ingredients such as foodborne pathogens * Cellulose nanocrystal
needs of the masses of pesticides, fertilizers cooking oils & P p as drug camier
and other ag =N i Mavor for temp  molsture | * N il of
more efliciently enhancers and timse monitoring neutraceuticals for betier
= Delivery of growth = Nanotubes and = Nanoclays and nanofilms absorption, betier stability
hormones im a controlled nanoparticles as gelation s barrier materials 1o o targeted delivery
fashion and viscosifying agents peevent spoilage and = Nanocochbeates coiled

prevent oxygen absorplion

* Electrochemical nano-
sensors o detect ethylene

* Antimicrobial and
antifungal surface coatings
with nanoparticles (silver,
magnesium, 7inc)

* Lighter, stronger and more
heat-resistant films with
silicate nanopartiches

* Modified permeation
behavior of foils

nanoparticles) 1o deliver
nutnients more efficiently
1o cells without affecting
color o taste of food

* Vitamin sprays dispersing
active molecules ino
nanodroplets for betier
ahsorption
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_ Open Innovation Example:
u | C I%Smm Portuguese Food-related Companies in the IC?
Institute Portfolio

ey (&) foadintech

b . ——

e Farmodiética

2009, Office of Technology Commercialization
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u' ) NS A 0f: IC2 & 3l(IC2 Institute)
ICINSTITUTE E_E_%E]QQI EE—%%‘ M%E"Ed j|g%

ey (&) foadintech

b . ——

e Farmodiética

2009, Office of Technology Commercialization

Open Innovation Example:
3D Printed Food

2014, Office of the Vice President for Research @

e The 4" International Food Cluster Forum e

2014, Office of the Vice President for Research @

e The 4" International Food Cluster Forum e
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Open Innovation Example:
Burger flipping robots

s some informatoin on how our machine =

C

#2014, Office of the Vice President for Research
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ne informatoin on how our machine
A

Open Innovation Example:
Complete picture of food from a scan (calories, etc.)

#2014, Office of the Vice President for Research

#2014, Office of the Vice President for Research

e The 4" International Food Cluster Forum e

e The 4" International Food Cluster Forum e
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Open Innovation Example:

: 5 .5 HEHS SA0 Off: A EA HECZ EAIWA Xet A0
Beef in a petri dish- lab grown beef i 2l ol HECI EA0A Atel |

£2014, Office of the Vice President for Research £2014, Office of the Vice President for Research

Open Innovation Example:

OhE & AlO
Crickets for Lunch HEE A2

el E Bal=

£2014, Office of the Vice President for Research £2014, Office of the Vice President for Research

e The 4" International Food Cluster Forum e e The 4" International Food Cluster Forum e
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Primary and Secondary Consequences of
Open Innovation

Example: Completely automated automobile

Primary consequence? Conventional automobiles
replaced

©2014, Office of the Vice President for Research @

AF MY Hao| A7 || =Xt FEH S
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©2014, Office of the Vice President for Research @

Secondary Consequences of Completely
Automated Automobile

- Hospitals will need fewer emergency rooms and orthopedic wards as the rate
of road traffic accidents is dramatically reduced.

- Hotels will lose business as travelers sleep overnight in their automobiles.
= Much less need for automobile insurers and brokers.

+ Bad news for taxis.

+ Less demand for road signs, traffic lights, signals and guard rails.

+ Arise in house prices in more distant suburbs.

» Less demand for parking meters and lots (automobiles can be sent home or
elsewhere). i A SET TR T

Source: PRESCOUTER. Journal

©2014, Office of the Vice President for Research

()

o The 4" International Food Cluster Forum
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Creative examples of food R&D
that catching worldwide attention

SYC H|H|A /Dr. Ronald W. Visschers
1§, TNO S72A H|=L|A 2421 OHL|A / Business Line Manager, TNO

e The 4" International Food Cluster Forum e




Session1

Ronald W. Visschers

Nationality
Netherlands

Hu
T
Im
E
m
r1>

Current Position
Business Line Manager

=%

HEEE

Organization
TNO

z|x
H|X|L|ASLE OjL|K]

Professional Experiences

Dr. Ronald W. Visschers (1965), is manager of the TNO research program Efficient Development and
Production of Food. He is responsible for the research strategy ranging from understanding taste
and texture of solid and semi-solid food materials for reformulation purposes to the screening and
development of new processing methods for functional health ingredients.

The program is executed by more than 40 researchers within TNO and has national and interna-
tional collaborative partners. The program assists many companies in developing specific inno-
vations for their food products. His main expertise includes protein and polysaccharide structure
and functionality, rheological aspects of oral processing as well as flavour release and perception.
Dr. Visschers is co-author on more than 45 scientific publications and co-inventor of two patent
applications.

10-present Business Line Manager TNO

Integral responsibility for strategic development, acquisition and excution of research and project
portfolio focussed on Food Quality and Production

TNO, Quality of Life, Zeist

09-10 Knowledge and Program Manager TNO

08-09 Program Manager TNO

managing a research and project portfolio focussed on Food Quality and Production

TNO, Quality of Life, Zeist

05-08 Principal Scientist and Account Manager

Delivering unique texture and flavour sensations

NIZO Food Research, Ede

99-05 Project Leader WCFS / NIZ0

1. Food Biopolymer Dispersions and Gels

2. Dynamics of Biopolymer Networks and Textures

NIZO Food Research, Ede

97-99 PULS Fellow

NWOAssembly and Aggregation of Integral Membrane ProteinsStructural Biology, VU Amsterdam
95-97 EMBO

Fellow'De-Novo' Design and Oligomerization of Porphyrin Binding ProteinsDept. of Biochemistry

and Biophysics, University of Pennsylvania, Philadelphia
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‘ - ‘ ! TNO [yation ‘ - ‘ !

life w—— m iflt'..lvr“f:‘flr#:tbﬂ——
TNO Food and Nutrition ~ &Q\I4 TNO AlZD} A Qi
14 November 2014 FOODPOLIS 2014.11.14 FOODPOLIS
Dr. Ronald Visschers Dr. Ronald Visschers
Ronald.visschers@tno.nl Ronald.visschers@tno.nl

2 2

18-5-2011

Jan Pieler van der Lugt Jan Piler van der Lugt

Corporta slory Do N iton
e innovation 2

innovation
for life s —

for life s —

TNO: founded in a time of crisis (1932) TNO: {212 AlIJ|0l &€8(1932)

Mission Mission 0/

TNO aligns knowledge and people to create innovations to TNOE= XISJtsE AISIOIA o212 2 X102t ot &Y SaS 9
enhance the competitive power of industry and to increase well Al AES SHE XA AIES ZUI8H.

being in a sustainable society.

TNO &(TNO Act) Xl 4%

Article 4 TNO Act EJEE Iz I8E0t F 2 L IIE 2EE NS E Fstd FAT
The Organisation aims to ensure that applied engineering and scientific SN LEN S 5ot FO/E 0/9/2 Flof 38 JISo6I=5 o= X2
research and other associated social scientific and applied research is SFHE 5}

made suitably serviceable for the general good and the distinctive
interests contained therein.
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TNO in the knowledge infrastructure

MA7 F251= A= RD SAAE | 43

3
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e TNO i

life m———

XIAQIZ LA 2] TNO

4
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Jan Pleler van der Lugt
=3
gl innovation
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for life ms —

The power of TNO
From idea to innovation

4
l T
e innovation

for life ms —

TNOZ| &
OLOICI OOl A S AR
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TNO in
The Netherlands

l R
e innovation
for life ms —

HIE8tE2 TNO

Jum Pieler va dex Lugt
i innovation
for life ms —

TNO Globally

™0
™o
Sevey ™o Shanghai

TNO TNO
Nogent 5/ Frankfurt
Mame  Stuttgart

i

Bangalore Wheelers Hill

l [
e innovation
for life ms —

HIAIZ 2] TNO

T™NO
CEHE 08

e The 4" International Food Cluster Forum e
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TNO aligns knowledge and people to create innovations to enhance

the competitive power of industry and to increase well being in a

sustainable society.
Numbers Themes International
* Healthy living * 200 mE€ turn over
) 4500 employees + Industrial Innovation
+ Integral Safety
» 600 mé€ turnover, not for profit + Energy
) market-driven, customer-focused * Mobility
+ Built environment
) objective and independent «ICT

~

broad knowledge and technology base

-

international client base

-

offices in: Brussels, Detroit, Boston,

Washington, Tokyo

TNO

Innovation for Life

M7} 25l A RID SAME | 47
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TNOE X/SIISE! AISI0IA £12S FS Uf B8 W 2E 98t 84/ SIES

SHS

A4/ AFEE F |8t

e

=X ZH
AT ME

y 4500 2 & o AbOY B A

_ . VT E OFF

) HE 6 R, HIF2 kil
RIEp

Y AE EZ, DM =4 =
. =

) HBH SYH e

) BHS NI IS e

) R DA HolA

TNO | Innovation for Life

SHA

8
- ! e
Jan Pieler van der Lugt
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Strategy period 2011-2014:

THEMES INNOVATION AREAS

TERIALS

5 HIGH-TECH SYSTEMS AND MA

INDUSTRIAL INNOVATION HIEAIGERESHChE

INTEGRAL SAFETY

7 CHEMISTRY
& WORLDWIDE DEPLOYABLE ARMY
9 SAFE SOCIETY

MOBILITY
12 RELIABLE TRAFFIC SYSTEMS

13 SAFE AND CLEAN TRANSPORT MEANS
14 VITAL URBAN ENVIRONMENT

15 BUILDING SUSTAINABLY

16 INFORMATION UNDERGROUND

17 FUTURE INTERNET USE

18 SOCIETAL IMPACT OF ICT

19 VITAL ICT INFRASTRUCTURES

BUILT ENVIRONMENT
INFORMATION SOCIETY

&
- ! G o e
I TG Food and Nutrition
2 innovation

for life ms —

e The 4" International Food Cluster Forum e

&=F (2 2011-2014:
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B4l 20k

BHNESR B JtsE 20
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1228+ U= 08 HA
1ATFS L PRE WE
14 @EUE TN 2F

15 X Jiset A

16 X5t B2

17 01202 QIEY A8
18ICTY AMBIE g

1B ESFAICTAZY
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TNO accelerates Food innovations

Nutrition and Health — Food concepts in a healthy life style
» Human volunteer studies

» Efficacy models in nutrition

» Digestion, bioavailability of food and ingredients

Microbiology, Ingredients and Processing — Efficient production of functional
ingredients

» Microbial genomics: preservation strategies — screening microflora

» Food Chemistry — Application - Processing knowledge

» Novel processing for clean label and new functionality of ingredients

) Bioraffinage concepts (new proteins)

Toxicology and food and feed safety to contain safety and prevent crises
» Analytical chemistry

» Toxicology

» Microbiological safety/risk assessment

Chemical safety/risk assessment

» Protein allergenicity assessment and food allergy risk assessment
» Regulatory affairs

» Consultancy

MA F251= A= RD SAAE | 49
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Fundamental research

Kluyvericenmre sminsi= {break through) IF
TIFO

@&CFA 1

Research ~ INUTRITI

D

¥ Netbocls
Metabolomics  cnir

UTRECHT CENTER FOR FOOD ALLERGY tknWlE d; e Creation}
o A
et @z | roota )
CEE Development

(applied research)

psM 3 I CSM ..

n Demonstration
po— (multi company benefit)
cargir = & |
GENERAL MILLS

Implementation

@
PEPSICO ..
KIXKCMAN FOO0S, INC.

< - ) . (¢ DSimé'
. U Yoo @ ol puys, G
Givaudan® 222 C€PKelco MARS % Yakult "
Nestis

A MUBIE COMPANY

1w
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TNO Food and Nutrition
L. m innovation
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Kluyvericenmre sminsi= (M2 )
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A MUBIE COMPANY
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2014

A toolbox to accelerate industrial product development, product
introduction and product acceptation in order to make food
production in 2020 healthy, appetizing, safe and robust
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_Foodgcignce

ingredients Nano | MESO-structure - food
structures
" &%
polysaccharide fiber .
.fat globule
carbohydrates
-
- @ flavor capsule
flavors — . ]
» micronutrient
micronutrients proteins capsule
o rotein fiber
water o = — P
e ©® - The Meso Gap
.. fats  Separation Food Assembly
Aggregation Printing?
Polymerisation Spinning? E :
xtrusion
Interaction Deposition? :
Drying P Shaping

sources - ingredients

Food Cincering

» MESO-structures ) food

‘ innovation
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TNO SOLUTA is a simple one-step
characterization of many important salt
enhancing compounds in a food product:

) Umami
» Glutame en look-a-likes (bijv. Aspartate, N-acetyl-glutamate,
peptides)
» Nucleotides (eg. AMP, GMP)
» Organic Acids (eg, lactic acid)
) Maillard-products
in tomatoes, meat, soy sauces, mushrooms, cheese
) Salt Enhancing
» Volatile Maillard componens (ec. pyrazines, pyridines, pyrroles,
thiazoles)
In coffee, roast beef, crisps, fried potatoes

- ! oot i
| THO Food and Nutrition
: TNO (5

or life m— ——

TNO SOLUTAE= A= 32| 3tgt=S 2 8tot)| #&t
el =2 S(EF)2 1= F2l0ICh

» 20t (Umami)
) Glutame en look-a-likes (bijv. OFA TS EALE N-OHAIE 2 T EHAL
BE|C)
y 72dILEIZ(AMP, GMP 8)
Yy RIGH(EES)
) DHOIOFZ (Maillard) M2
E0E, 7, 28, HA, I=20 &5
) & S2(Salt enhancing)
y &4 010|102 (Maillard) & =2 (Tl 2HA, TI2IE, TIE, EIOLE S
HIO, 22 4400|, &, 220 &8

4
! e
Jan Pieler van der Lugt
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Complex role of sodium

Physical properties of
& PRODUCT proteins, gluten strength
oL Affects dough processability
and bread quality
Regulates fermentation,
g, chemical leavening

TASTE

Preservative against
microbial growth

Salty taste, overall
| taste enhancement,
masking off-tastes

N
- ! G o e
I TG Food and Nutrition
B m innovation

LIEES eItk S&

W ha

gumo 221X sS4, 224
YT BEO B WO
ol YHS F0 LS Y BB
yHg X

WQF MHMIE Ol g
X, 0128 2Z

Hl 0l 2 E(masking off
taste) =
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TNO SOLUTA is a simple one-step
characterization of many important salt
enhancing compounds in a food product:

) Umami
» Glutame en look-a-likes (bijv. Aspartate, N-acetyl-glutamate,
peptides)
» Nucleotides (eg. AMP, GMP)
» Organic Acids (eg, lactic acid)
) Maillard-products
in tomatoes, meat, soy sauces, mushrooms, cheese
) Salt Enhancing
» Volatile Maillard componens (ec. pyrazines, pyridines, pyrroles,
thiazoles)
In coffee, roast beef, crisps, fried potatoes

TNO Food and Nutrition
m innovation

for life s —

TNO SOLUTAE= A= 32| 3tgt=S 2 8tot)| #&t
O] =2 S(E8)2 15 Z20ICh.

) $0t0l(Umami)
) Glutame en look-a-likes (bijv. OtATFE EAH  N-OHAIE 2 F E&HA
HEID)
) 523 2ES(AMP, GMP £)
) RIEH(HELS)
) OtOIOFE (Maillard) Ml S
E0E, S5, 28, H4, X200 &7
» & &2(Salt enhancing)
» B2 d 0HOIOFE (Maillard) & S(TI2tE!, TI2IE!, TIE, EIOIE S
HIOl, 72 2100, &, RSB0 SR
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lon-pair LC-MS one step detection and
quantificiation of » Successfully tested with
— » Broths (Chicken, Beef)
Glu Succinic acid
» Soy Sauce
Asp Lactic acid
) Mushrooms
N-acetyl-Glu Gallic acid y Tomato
N-acetyl-Gly 5-AMP ) Cheese
Pyroglutamic acid 5-GMP » Potato
Glu-Ala 5.UMP
» And validated for
Glu-Glu 5-IMP ) Tomato
Glu-Val-Phe 5-XMP ) Potato :'M-
Asp-Glu 5-CMP " el e
o
Cunﬁd‘ mria!l'f_m il'leE:SIE:' i !

‘ m THO Food and Nutrition m}gﬁz}’:""“
Ol2¥ LC-MSs 2H) ZE € 23
Hd3FOZ oY I M

y (S ND], A0T])
Glu Succinic acid

y 2
Asp Lactic acid

> B4
N-acetyl-Glu Gallic acid y EOIE
N-acetyl-Gly 5-AMP y XX
Pyroglutamic acid 5-GMP » R
Glu-Ala 5-UMP

WEN 58

Glu-Glu 5-IMP

) EOIE N
Glu-Val-Phe 5-XMP y 2T i
Asp-Glu 5-CMP '.I| W |

o
Confidtntial TNG i Predd’ Hlx,
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‘ Voltage clamp of Sodium Channel
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Injection ofcDINA of

a,f3,y subunits of EN
In the nucleus

Current measureme

/ electrode
xenopus @ Testliguid N | B L [ Test tiquid ouT |
et

Oocyt isolation
Reference electrode  Measure electiode '.’J I

laevis

1-4daniimuhnﬁnu
. ﬁ—,.@‘ ~ ENaC expression ot
<~ ODCYL ~ Diuretic
- 3 Soroed - ve;
S r’T‘F
1. Expression of EnAC receptor § | ————== e =
2. Clamping of single Channel g i
3. Monitor single Channel activity £ m *Diretic i
" o

Time (~15 min)

”

Jan Plaler van der Lugt

TRO Food and Nutritton
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UEEB E209| Mot 1F

Injection ofcDINA of

a,f3,y subunits of EN
In the nucleus

Current measureme

/ electrode
xenopus 9 Tostliguid | [Gieg’  — 5 [ Testligudour |
—,

laevis Ta—
Docyt isolation
Reference electrode  Measure electrode 'Z'

1-4 daniimub ation
5 — Tk

~ Shocwt . ENaCexpression Divretic "2
| oo - {1
+53969 [ M
1. EnAC =EX 2 28 E|— | _— == =
2. CtA S22 1H g | e i
3. B SR 88 2UHY 8 Iﬁ o S ¥
Stopped
2 (wash out)
Time (~15 min)
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1%
S o vam der Lt
spect
2 m innovation

oty
sa

TNO Voltage clamping of single n
channels provides industry witha  _, ,_.--fm r’w
new way to screen fornatural :

compounds in e.g. Fermentation | -
products that enhance a salty

taste “

Bleciric curment

Time {~15 min)
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Principle of sensory contrast
NaCl (%)
) Pulsed delivery of salt P
solution CorRbon
) enhances taste intensity taste delivery
(Meiselman & Halpern,1973)
Interval Time
Taste
intensity

3

Area gain for pulsed taste delivery

L1 TN,

Area continuous taste delivery

Time

03

-

18
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2 ESCIR

NaCl (%)
HEHBA MY ' ==
EEEE A& kg

{Meiselman & Halpern,1973)
] Az
P
A E E 9y
JLLLLL TN
Az g g

Time
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Saltiness enhancement increases with increasing contrast
00 -
180 -
§ 60 -
e
£
: 120 4
£
g 100 +
&0 -

Noart, Bult, Stieger,

11 1:2.2 1:3. 1:12 1118 Harmer, J. Cereal Science
contrast ratio low NaCl : high NaCl bread layer 2010

|| | WO 2009/108058 &
. WO 2009/108057

& FIHE(%)

20
Jan Plaer van des Lugt
THO Food and Nidrition innovati
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Jt= = SI1H0ll Bl 8L

1o
Ol

Noort, Bult, Stieger,
1 1:2.2 1:3. 112 1115  Stiegen

Hamer, 1. Cereal Sci
o XEAUIEB  : H S AUUEE S Sotg | Cereasaence
S]]

|| | WO 2009/108058 &
. WO 2009/108057
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Salt reduction in bread without loss of taste
80
n=64*2
70 4
60 4
T - — — - 28%reduclion _ _ _
w -
1
o 1 !
g - !
£/ 1 :
= 1
& 0 : Noort, Bult, Stieger,
: i Hamer, J. Cereal Science
' 1 2010
20 1 | 1
| : WO 2009/108058 &
10 . 1 WO 2009/108057
1
1
1
0 r +. . . . . | : : : \
08 0.9 1.0 11 1,2 1.3 1.4 1.5 16 1.7 1.8 1.9 20 21 22
NaCl (%fb)
# homogeneous salt distribution 1:1 M heterogeneous salt distribution ~1:10

‘." ]
4 Jdan Plales van des Lugt
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rol &4l 10| Mol Y AL

80
n=64*2

70 4

60 4

501 1
1
1

40 1 .
1

DﬂlL'- 20 Noort, Bult, Stieger,

: Hamer, 1. Cereal Science
. 2010

20 |
: WO 2009/108058 &

10 4 ] WO 2009/108057
1

0 v +. v v v v T v v v v
08 0.9 1.0 11 1,2 1.3 1.4 1.5 16 1.7 1.8 1.9 20 21 22
NaCl (%fb)
¢ TREZE an 1:1 m ESREEE on ~1:10
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Current TNO contract research activities:
product specific solutions (in progress)

Concentration contrast based on particles (as ingredient)

. . [ I
— IR Hﬁ"«;"oal'
|I . L] . ||I II [ ] L] .|||
 — | _*e® o L O © |
Dough layers with different salty “spots” to boost
salt content saltiness perception
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Production
Systems

4
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Applications

= %

24
l R
TNO Food and Nutrition
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%
- ! e
Jan Pieler van der Lugt
2 m innovation

for life e ——

Let’s be realistic:

To make algae production really sustainable
We have to get maximal value from all their
ingredients

%
! R
TNO Food and Nutrition
m innovation

for life e ——

NHIIss ZR(algae) HME A LE H222
2H E st JtXIE 20 LHOFEH 8HCY.

o oo

e
o
= =

2%
- ! e
Jan Pieler van der Lugt
2 m innovation

for life e —

So what is in algae?

Bulk chemicals High-value chemicals

Astaxanthin

Omega-3 & omega-6

Carbohydrates

2%
! R
TNO Food and Nutrition
m innovation

for life e —

X Z(algae)lil L& U= A2?

g3 3s8iE 1IHX BEE

2MHIt-3 & 20716
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27

7
18-5-2011
TRO Food and Nutrition
m innovation ‘ Z m innovation
for life e ——

for life e ——

Algae concentrate

7N\

( soluble | ( insoluble |
| %
N\ /

X

|
Oy
Sl

e ['R"Tm J ce"lwa" N pies ouz - esas) [;"Hlﬁ J HITQ}]
fermentation fo?;l food fibre fee “‘I ot s ’%'i ME S M ,_:
- ¢ _. - P e

2 s
1852011
- m pr— - m oot i
TRO Food and Nutrition
2. m innovation L m innovation

for life e —— for life e ——

Algae disruption A5 I
» Focus on mild technologies Supematants of homogenized algae at » MILD 2|=0fl =& 20| CHE pHsOI A 2 E & B 282
different pH's _ AbEon
» Methods tested ) AEE 9"
» Successful: Dyno mill, homogeniser and ultrasonic (small scale) yE&Z:0IEE, 22|, =E8IHAAR)
» Unsuccessful: ultrasonic (large scale), Microcutter, high pressure (4000 bar), y &0 ZESIHHAL), 01 HIE D], 1214000 bar), PEF, 24
PEF, enzymatic » I Xl 4-HI: 0.9 kWh/kg dw -> 0fl L4 Xl HI=: € 0.06 / kg dw

» Energy consumption: 0.9 kWh/kg dw = energy costs: € 0.06 / kg dw

=500
=850 bar (1)
== TS0bar (1)

=500
=850 bar (1)
== TS0bar (1)

— 0 b —

O A==2h 220 320 Tt

" RPSEE

Colour release as function of number
of passes and pressure drop

e The 4" International Food Cluster Forum
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2%
18-5-2011
Jan Pieler van der Lugt

for life e ——

Pilot Mobile
Refinery

Foamability
o ImProvgd Impro'ved
aacompositon | Specifications Ingredients

Application
Tests

2

Jan Plaler van der Lugt

TRO Food and Nutritton
for life e —

QEI k=
MAIE

Jas Avet gt

AA A4

0
Jan Pieler van der Lugt

for life e ——

TNO’s core capabilities for bio-based processing

» Our key knowledge: Facilities:

« Cell disruption: relation between cell * Lab Equipment
disruption technologies and ingredient * Pilot plant(s)
functionality

+ Separation technologies: extraction,
crystallization, membrane knowledge,
adsorption

* Madification: Relating the ingredients
properties to applications

0
- ! oot i
| THO Food and Nutrition
2 m innovation

for life e —

HHOIL JIBt XI2|E fI8t TNOS| =2 HE

)y SAl X4 Al
« NIE OHH: ME DY J1SD HE aEa Sl
AE BE

=4 2o 3

« el s =&, Z3E,L Y=Eel s
= A
=T

- HE:. S SE4S I8 A
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3
18-5-2011
Jan Pieler van der Lugt

VALORIE: A MOBILE BIO-REFINERY PILOT
PLANT

TNO i
for life e —

MA7H F25H= AIZ RD AN | 71

0
Jan Plaler van der Lugt
THO Food and Nutriton

TNO i
for life e —

&£ Z2[(VALORIE): O|S HIOI2 EXHl A& S&

2
18-5-2011
Jan Pieler van der Lugt

Towards producing 3D food products?

TNO i
for life e —

ingredients —— structures — tissues / food

innovative innovative
processing processing
technology technology

—

- 0o.

= particles &
o= capsules

® =

o0

N

integrated multitechnology
building platform (RM + ?)

“food replicator”

fibers .

electrospinning

2
Jan Plaler van der Lugt
THO Food and Nutriton

TNO i
for life e —

e The 4" International Food Cluster Forum e

3D A2E MM A2

e ) T ) /S
SNF0l HZ I|&

MO IR J|=

S8 28J= HE SHERM+?)

“AlE o 827 0/E(replicator)”

& XHE A
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L = a ﬁsmn
e Jan Plater van des Lugt
oy TNO [oiaton
for life

Food printer concepts

Atomium - Image: Electrolu

MA7 F25H= A= RD SANE | 73

=7 a
m— e m ifgrhﬁggﬂon

Atomium - image; Electrolux

[ =] -
a 1852011
e Jdan Pleter van des Lugt
m. innovation

for life ms —

Food printers

innovation
for life ms —

e The 4" International Food Cluster Forum e
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o~ Do

L]
18-5-2011
Jan Pieler van der Lugt

m innovation
for life e ——

Parties active in 3D food printing

2007 2008 2009 2010 201 2012 2013 2014
. P
(.?/50( ()((é’(’ chacalates

PHILIPS

@ Cornell University

EXETER

o U [T

& Electrol
| TNO e
- ser &

| NIUUEL IS ?__h |
'TN’ BOES ST EAMS
O @) "=

the sugar lab

innovation H}HEHH :J

‘m
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o~ Do

m innovation
for life e ——

L

3D AIE TR0 H2FQ XX

min

2007 2008 2009 2010 201 2012 2013 2014
. P
(.?/50( ()((é’(’ chacalates

PHILIPS

@ Cornell University

EXETER

& Electrolux m

II-I-I_-
Wi ==

CandyFab
Project

the sugar lab

| NIUUEL TSETE ?__h |
w|m- BOES ST EAMS
O @) "=

innovation H}HEHH :J

@
‘m

-~ )

EL]

18-5-2011

Jan Pieler van der Lugt

innovation

for life ms —

Technologies — FDM

e The 4" International Food Cluster Forum e
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B B ar
‘ 0 1852011
g Jan Piater van der Lugt
innovation

I — for life e —

|
Technologies — PBP

HIA7 FEsHs Al RED AR | 77

o~ | ag innovation

for life ms —

Jl& -PBP

B B as
‘ 0 1852011
g Jan Piater van der Lugt
innovation

for life ms —

Technologies — SLS

e The 4" International Food Cluster Forum e

b
-
@

innovation
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P ®
a 1852011
e Jdan Pleter van des Lugt
m. TNO [noation
for

life m———

Technologies — SLA
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=y

m innovation
for life ms —

Jl& - SLA

[ =] -
a 1852011
e Jdan Pleter van des Lugt
m. innovation

for life ms —

From idea to 3D printed shap

material and
process parameters

a e innovation

for life ms —

OLOICICiOIl A 3D ZelE & EEHDHA
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i " “ :;-smn
3 Jan Pleler van der Lugt
‘ innovation

I — m«nm — —

New food products: not straightforward

=

material and
process parameters

MA7E F251= AIZ RD AN | 81

" m innovation
I — for life e —

NZ2 AE: AEH0IXN &S

| " “ pye
3 dan Pletes van des Lugt
‘ innovation

I — for life e —

Formulation + process optimization

‘ Formulation 1 Formulation 2 Formulation ##

e The 4" International Food Cluster Forum e

z | “ innovation

I — for life e —

|
g+ 28 2 =3

‘ BHEF 1 e 2
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‘ | :
18-5-2011
=
- TNO 5
for i

ife ——

Optimized formulation

‘ Settings
yLine distance = 0.1 mm
YWriting speed = 1250 mm/sec
yLaser power = 50 %
yLayers = 50
yShape = Hollow cube 15x15x15 mm
yLayer thickness = 0.3 mm

MA7 F251= A= RD SAAE | 83

m- | e m;grngvatlon

ife ——

Z &gt = HiE

‘ Ay
yerel H2l =01 mm
»JE £ 5£=1250 mmisec
yellOld S22 =50%
y&= 50
»& El{= Hollow cube 15x15x15 mm
E SMH =0.3mm

L =] ' "
18-5-2011
oy 0 Q I
| innovation

for life m m—

- RY SNACKS
} THE ESSENTIAL DIGITAL COOKBOOK SECTION & SAVOU

SPICE BYTES

P 04 be, Papri nnamon Cylinder Pepemoot Pent
ge U Curry Cu ika Pyramid, Ci ' agon
) my

innovation
for life s m—

- RY SNACKS
} THE ESSENTIAL DIGITAL COOKBOOK SECTION & SAVOU

SPICE BYTES

semmnme]

Page 104 Curry Cube, Paprika Pyramid, Cinnamon Cylinder . Pepemoot Pentagon
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48

Jan Plaler van der Lugt
THO Food and Nutriton

45 d
18-5-2011 ! s
Jan Pieter van der Lugt e L
m innovation 4 5 m innovation
for life m— ——— for life s —

Examples: different ingredients & products Ol: I JHKl M &2 KIS

chocolate ‘oFo! Z(wine gums)’ ZL(doughs)

—y
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4 )

Qp

FOODPOLIS

E KOREA NATIONAL FOOD CLUSTER

Global marketing in food industry and
strategies of brand differentiation

X542 / Dr. Helen Chun

1f, 0= Fchstn w4~/ Professor, Cornell University

e The 4" International Food Cluster Forum e




Session2

Helen Chun

Nationality
Republic of Korea

Current Position
Professor

Organization
Cornell University

Education

Bachelor’s and master’s degrees in Consumer Studies at Seoul National
University

Doctoral degree in Business Administration (with specialties in marketing)

at University of Southern California.

Professional Experiences

HaeEun (Helen) Chun is an Assistant Professor of Services Marketing in the School of Hotel Admin-
istration at Cornell University since 2009. Prior to joining Cornell University, she earned her bach-
elor's and master's degrees in Consumer Studies at Seoul National University and completed her
doctoral degree in Business Administration (with specialties in marketing) at University of Southern
California.

Her research interests include consumer experience management in the service context, with a fo-
cus on the role of consumer emations, anticipation, and memory. Her other research topics include
food marketing and food consumption behavior, specifically with respect to nudging consumers to
make healthier choices. She also investigates consumer behavior and psychological processes in
response to companies’ green marketing strategies and other broader branding strategies.

She was granted the Best Paper Award in the Social Responsibility & Sustainability Track from
the American Marketing Association Summer Educators’ Conference and the Annual Best Article
Award from the Journal of Korean Society of Consumer Studies. She teaches Consumer Behavior
and Marketing Management for Services, and she has been honored with the Teacher of the Year
Award and Ted Teng Dean’s Teaching Excellence Award.
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T3) st ZofollA AL SIS OFEl 2, T tistwof RstA ot

9| At 2ok= AH[X &E, Z|tidzE], 71He] % | 2HE H&E MHlAZ=E
FUOIMS AH|XF FE #2|E Glsks AO|H, E OE A7 FA= AHIXPE
£5| 210l E2 MEiS & 4 UEE MRS 2= I"—%QI AZ OE R A
Aol et Aolct, E +7|°,=19| T2 OfA|E Mt V(e 2§22 BE HEl| tiS
S04 AH[XQ| ESat H2| IFYE ZARSIE U

D> rOII [IJ|0 |]

0= oA &3] 5H4 n=2Xt ChE|(American Marketing Association Summer Edu—
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Consumers’ Unconscious Responses
to Food Packaging and Branding
Strategies

SCHOOL OF HOTEL ADMINISTRATION
CORNELL UNIVERSITY

P tes ) ~ornell University
./(/?\ Cornell University

11 ] School of Hotel

II\:’ﬁ Administration

Al E ROl THRE AHI RS B Ol A &
Hb-S2 Boind Rl

R BT HTHRY(SCHOOL OF HOTEL ADMINISTRATION)
3 4 THR I (CORNELL UNIVERSITY)

P tes ) ~ornell University
./(/?\ Cornell University

:{ ] School of Hotel

II\:’y’ Administration

How Do Personalities impact
Consumer Perceptions and Choice

Green Packaging and

Consumption

Aol AR QLA Ol A Eloll bl Kl &
R

AIR474 RIS AH

e The 4" International Food Cluster Forum e
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Impact Consumer
Perceptions and Choice

ASEHO| Cigt AHIRS S| FoIAXQI US|

Cornell Dairy Bar

e The 4" International Food Cluster Forum e

Cornell Dairy Bar
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VELTIE!

Coffee

French Vanilla

Mint Chocolate Chip
Chocolate
Strawberry

Cookies & Cream

Peanut Butter Cup
Cornelia's Dark Secret
Italian Lemon Cream Cake
Coconutii Spring Tha
Coconut Chip

Cookie Dough Dream
Bavarian Raspberry Fudge
Triple Play Chocolate
Black Raspberry

Mexican Sundae

VELTIE!

Coffee

French Vanilla

Mint Chocolate Chip
Chocolate
Strawberry

Cookies & Cream

Peanut Butter Cup
Cornelia's Dark Secret
Italian Lemon Cream Cake
Coconutii Spring Tha
Coconut Chip

Cookie Dough Dream
Bavarian Raspberry Fudge
Triple Play Chocolate
Black Raspberry

Mexican Sundae

Big Five

Traits

Openness (Leonardo da Vinci): creative,
imaginative, curious, inventive, value

aesthetic experiences

Conscientiousness (Robocop): thorough,
dependable, reliable, hardworking, task

focused, efficient

Extraversion: talkative, energetic,

wspppomaN

SS8USTIONUSIOSUOD)

Neuroticism: anxious,

upset, worried, moody

enthusiastic, outgoing, sociable

Agreeableness: helpful, kind, trusting,
considerate, cooperative

easily ruffled or

H| mrol ¥ (Big Five) ]

THES A (B L2 T THYI RI): REQIF]
ZHA AR RTIK0I B, EREA,

| RS UBQLE, YFQ,
|

A A Q

QF, & 7HI

wspppomaN

SS8USTIONUSIOSUOD)

i/

o
=1}

THAH L AT O

Rors, R 71 5ol ARt

e The 4" International Food Cluster Forum
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Flavor Choice by Personality Traits

M Standard Unique

Extraversion Agreeableness Conscientousness  Neuroticism Openness

J
W
[o2a}
=)
=
o
B>
=
Pl
i
10
40
10
1>
It
re
-
0/0
i1

QI BkA

AIBrAg

[EA THES A

65% of the unique flavor choosers
picked the cone (vs. cup).

Cone

Extraversion Agre eableness| Conscientiousness Neuroticism Openness

e The 4" International Food Cluster Forum e
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Your food and packaging attract
certain types of consumers with
different personalities.

Canyou to

or
portray certain intended perceptions?

AZZH0| gt AHIXSC| 22

Al
ol

AELERZUNHEALAYEE R
ER] Q¥ AHIRIEE QQIRITH

Sincerity

Down to Earth

Honest
Wholesome
Cheerful

e The 4" International Food Cluster Forum e
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ABH
CHE QL

T E
J’CJQ,[ F_j D‘_I_
RITHA QL

Excitement
Daring

Spirited
Imaginative
Up-to-date

Sophistication
Upper class

Charming

e The 4" International Food Cluster Forum e
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Competence
Reliable

Intelligent

Successful

Dhitean Lagarer

b

—

AZZH0N that AbIRISO| POl S}

gy

=2t | 103

&Y

RS HRt

=4 - 4 Y
b Kl |

HBHQ

Dhitean Lagarer

b

—

Ruggedness

Masculine

Tough

e The 4" International Food Cluster Forum e
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What type of brand personality do you

want to portray?

Using

Imageries

Concrete
Words

(Available

to Senses)

Easy to Process

xH

—
ME o

ofl CEt AHIXIS 2| RojAxl gigat ey M2t | 105

oIt £ 20| HTHE THAY(brand personality)<

LEHATY YBHETR?

olOI Kl AHE

A NIR ol
(BUon =g

Xzl oll 8ol

Not really memorable...

 SOTTIMANO

TXAKOL|

DE GETARIA

GETARIAKO

TXAKOLINA

|
N1

TAVERNELLO

Codezione

TREBBIANO
CHARDONNAY

RUBICONE

Indicarione Geogafica

e The 4" International Food Cluster Forum e
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 SOTTIMANO

BXAKOL]

DE GETARIA

GETARIAKO

TXAKOLINA

|
N1

TAVERNELLO

Codezione

TREBBIANO
CHARDONNAY

RUBICONE

Indicarione Geogafica
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“You'll be hard pressed
to find a better $13
Chardonnay than this
Central Coast bottling.”

“You'll be hard pressed
to find a better $13
Chardonnay than this
Central Coast bottling.”

(88 points) (88 points)
James Laube, James Laube,
Wine Spectator Wine Spectator

March 16, 2009 March 16, 2009

[ yellow tail |’ the Little Penguin. DAREFCDT [ yellow tail |’ the Little Penguin.

PINOT GRIGIO ' » W PINOT GRIGIO

PRODUCT OF AUSTRALIA / PRODUIT D'AUSTRALIE

PRODUCT OF AUSTRALIA / PRODUIT DAUSTRALIE

e The 4" International Food Cluster Forum e e The 4" International Food Cluster Forum e
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[ yellow tail ]
i ) \)

-

[ yellow tail]

AZTRO) et ABIRSO| SOIARP! YSt HAHe T2t |

[ yellow tail ]
i ) \)

-

How do numbers influence a consumer’s

sensory expectations?

e The 4" International Food Cluster Forum e
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and Sensory Evaluation

Which wine will be perceived as more

full bodied or complex?

AZZH0N that AbIRISO| POl S}

OitH 2 Qlol Btol B & S H 3 HU
SRR Y RO E QIRIEIETH?

and Sensory Evaluation

FULL-BODIED | COMPLEX

NUMBER

WRITTEN

e The 4" International Food Cluster Forum e

wEhERbSGE
T

NUMBER WRITTEN NUMBER WRITTEN
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Wine and

REDNEWT CELLARS |Jj REDNEWT CELLARS

REDNEWT CELLARS ||| REDNEWT CELLARS

Finger Lakes

2008

Finger Lakes

2008

Wine and

Full-Bodied Acidic Velvety
Dry Parching Silky
Aggressive Thin-bodied Buttery
Oaky Crisp Mellow
Soft
Light-bodied

ZHd n HIEITE S
E2toj S prET AF13E
INE=YSIe]] EHEI Qk0l b
o3%ol E 2 =153
e b2 sJcge

2ol E dtt
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Wine and

AZZH0| that AbIRISO| SO

b

=

o1 HHSat

Wine and

FULL-BODIED

e The 4" International Food Cluster Forum
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Your strategic decision for

and labels can

convey brand personality and shape
consumers’ sensory experiences.

AZZI0l Cigt AH|XIS| FolAHel HiSnt 2k

Bl 2o TRt R A
OINEARIS HEliE T S Riddrn
SHIRH PUR HAG YA Y 4
QlT+.

Il. Green Packaging and
Food Consumption

e The 4" International Food Cluster Forum e
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Green Packaging

67% of consumers in the US
consider sustainable packaging
a priority issue when grocery
shopping.

Cone communications
March 2014

SR ER

DI FolM = 2HIRF2 67%TH
NREE JOHY oH KI 5T7Hs]E
AT ZRES THRE QA
AISO = I3 HOE
EH,

Cone communications
March 2014

Green Packaging as a BRAND Element!

“A brand is a customer experience represented by a collection of
images and ideas; often it refers to a symbol such as a name,
logo, slogan, and design scheme which may be developed to
represent implicit values, ideas, and even personality.”

- American Marketing Association

C"HEHE = OIDIRIZOFOITI 012 RLQEO B THH =l & Adl Rt

=
otk 5 WX E X, otoitiof, 4 TH 5€ LFERHTI

QIHTHELEI O1, 2T, S22 YL AR URbTH”

- OFLHIZI T OFHIEL B4 21 (American Marketing Association)

e The 4" International Food Cluster Forum e
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Exposure to brands induce

implied by the
brand.

AZTRO) et ABIRISO| SOIAEP! WS} R T2t |

HejColoiyt &2 1
2 ]

What goals do green branding elements
evoke in the mind of consumers?

responsibiti&j

e The 4" International Food Cluster Forum e
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responsibiti&j
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Implicit Association Test

The Right
Thing To Do

eating right, working hard ,exercising ,voting, saving for retirement, helping others
donating to charity

Sustainable
Packaging

The Wrong
Thing To Do

gossiping

Typical
Packaging

AZZF0N that ABIRISO| oA

o
L
olo
B
T
£
il

Thing To Do

gossiping

The Right eating right, working hard ,exercising ,voting, saving for retirement, helping others
Thing To Do | donating to charity

Sustainable

Packaging

The Wrong

Typical
Packaging

Implicit Association Test

= “Sort words and picture into categories as quickly as possible”

Sustainable Package
or
Right Thing To Do

Typical Package Typical Package Sustainable Package
or or or
Wrong Thing To Do Right Thing To Do Wrong Thing To Do

-

f(‘!m-di-‘r' |

Ifthe E and I keys do not work, click the mouse mside the whate box and wy agan
If the red X appears, press the other key to make the red X go away.

[f the E and I keys do not work, click the mouse inside the white box and try again
[f the red X appears, press the other key to make the red X go away.

e The 4" International Food Cluster Forum e

& Ab(Implicit Association Test)
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Sustainable Package
or
Right Thing To Do

Typical Package
or
Wrong Thing To Do

Ifthe E and I keys do not work, click the mouse mside the whate box and wy agan
If the red X appears, press the other key to make the red X go away.

Typical Package
or
Right Thing To Do

Sustainable Package
or
Wrong Thing To Do

-

<o |

[f the E and I keys do not work, click the mouse inside the white box and try again
[f the red X appears, press the other key to make the red X go away.
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“Sustainable packaging & being

Response Time (milliseconds)
cng responsiie-var NN
being responsible” pair

“Sustainable packaging & |
being responsible” pair
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The Statler Hotel Recent Lounge at Cornell
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T O & AEHE® R E(The Startler Hotel) 22Kl
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Ate less meat-based soup in a green 127 RO 2 HIolA £ I A
packaging
Average Daily Consumption of
Soups (grams)

QUEF 4T AHIS¥(gram)

Non-sustainable days

M sustainable Mregular

meat soup veggie soup

Ate less buttered popcorn in a green AR I RO HHE §tQ2ko) /L HE

packaging

Popcorn Consumed (grams) HE LHIT(grams)

| sustainable packaging B regular packaging

13.26

aired pop buttered popcorn
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Ordered more fruit salads but less
mm unhealthy food in a green packaging
= 1

Order Size
(1 = snack size, 5 = extra large)

sustainable packaging M typical packaging

Y

AT I RIOIM Y I EE T
meBonalas 750! 2 EOHTL TS0 HE R A S
rE
~E AOIE
(1= Ay M-OJEI 5= %L_,H)

AIRT IR L ICIETE- 451

Making sustainability as a salient
part of your branding elements:

= May backfire if the food you serve is
perceived rather unhealthy. Make it subtle in
your food packaging.

= Helps consumers order more healthy food
and consume it more.

» TIAIOl FIFERL 240l THYOIDME R THO2
QARH AR UE FZ 4 Qrh AF ERLE
A B3 H S oligt.

» AHIRFIFEE WU SAH L Z BT E
5t Mol &AHlE 7T,
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Catch the potential food consumers

I{E2! ojL| / Patrick Mannion
15, O|'=H} O}Z4 QIALO|= CHEOIA} / CEO, Innova Market Insight
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Patrick Mannion

Nationality
Netherlands

SR

HEZ] oL A

Current Position
CEO

=%

Hiats

Organization
Innova Market Insight B.V.

xH

CHEEOIAL

Education

Ireland’s National University

A
S

O|'cH} OF2 QIALO|= CHEEO|A}

Professional Experiences

A graduate of Ireland’s National University Patrick has worked in Ireland the United Kingdom and
for the past twenty years in his adapted country, The Netherlands.

He founded CNS Media, a technical publisher focusing on food marketing and technology and is
Co-founder and President of Innova Market Insight.

The Innova Database is the world's largest collection of knowledge on the food and nutrition busi-
ness providing full text patents to literature abstracts, new products in 80 countries as well as a
deep knowledge of markets.
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Major trends in food & beverages

Patrick Mannion, Managing Director
November 2014
1% INNOVA

'{ i3 MARKET
“rse INSIGHTS

ASSYH =R =&

IHE2! DHLIY (Patrick Mannion,
Managing Director)

20144 118

si%, INNOVA
i @ MARKET
=73e* INSIGHTS

Introduction to Innova Market Insights

o900 (

News Alert

series Patents Health Claims
[R{ia" Regu.:fm@*"ﬂ* eénds Food

i Drciags Beverage
Professionals L afialysis

Market-research“’"

oot Newsiener s = Foodservice

Flavor I'aC II'I Technology
Reglonal va I nC'JEgsgrtgr New
Rewewln5|ghts IntelllgenceMa Briefing Ingredient s
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P:EaclIJmh?‘S DrillPatent Specialist Coverggpre“ewcggr?mg Flexibility

: spotting
Drinks statistics Science  Series Trend
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o900 (

Ol =Bt O3 21 AFOl £ (Innova Market Insights) 2~ JH

News Alert

series Patents Health Claims
[R{ia" Regu.:fm@*"ﬂ* eénds Food
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Market-research“’"
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Innova is the ideal tool to quantify trends

«  With the Innova database it is possible to track which health topics are communicated
more often on new product launches (NPLs).
« Forinstance, gluten free as a positioning is booming in Asia.

——Protein =——\fitamin/Mineral Fortified

Macro health trends tracked in Asia
(2010-2013) index: 2010=100%

Digestive/Gut Health Clean label == « Gluten Free

—_ = =] =
0l '=HH(Innova)= S8 2= X| 30l O] A E QI 4=Ch
« Ol=BHOOIEHHIOIAZE Soll A HE = Al(New Product Launch, NPL) Al H2 S
- FHZ S OHAMA S0l 4 20| 020 A0 ASS 018 = US
+ OIZ S0, OLAIOF AIF UM 2 ‘SH Ze'e LI AHY S 2att) US

OFAIOH XIHOIIA 2] HAIH 2 S8
(2010-2013) X| &: 2010=100%

R 1
m
IH
w

— CHHE —

" HEo0IHE 28 LB A2 P 2
200% 600%

150% 400%

100% 200%

50% 0%
2010 2011 2012 2013

2% INNOVA
3 {3 MARKET
S INSIGHTS
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: Strawberry top candy flavor in Asia

+ Innova also supports discovering category specific flavor trends.

+ For exam

ple, among all new candy product launches tracked in Asia in 2013, 10%

has a fruity flavor.

Fruity
Strawberry
Mint
Orange
Lemon
Milk

Grape
Peanut
Plum

Nougat

Top 10 candy flavors in Asia (2013)
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I
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OtAIOF Top10 2HCISE (2013)
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® Topics for today’s presentation © 9H =
*  Concerned about sugar . O 8l 22
* Opting for natural alternatives
« NAUNAS 85
« Food that supports healthy aging
- AYBLLSIE SEAMS

Concerned about sugar

e The 4" International Food Cluster Forum e e The 4" International Food Cluster Forum e
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: Sugar reduction is relevant for everyone : SdE A2 2= 0lS0AH HEE= =M
. Weight Management The Health . HE 2l 212000 T8t
. Conscious . ae
Children cielol AL 5t
1% INNOVA 1% INNOVA
7 { % MARKET 7 { % MARKET
“Lae® INSIGHTS “Lae® INSIGHTS
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@ @
@ @
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: Where is sugar reduction emerging : g2 20| 24012 U= XY
» The development on sugar reduction claims per region is still in different phases. « HEZE HIMEE=E AU [AHMH= NGE = A01IF /UAS
': » In Australia the penetration is high but not growing, opposite of the Middle East. ': « SFC AEEE2 =X0SIotd UK Z20, 5= MY ER0= et
. . AAS 201D AS
NPLs tracked with sugar positioning - per region (2013
o gar positioning -per region (2073) o2 B X MY S S8 NPL 24 - X8 (2013)
§ MATURED ﬂl: g0 Bt AN
S . @ Australasia -
& g 7%
g ot North America ;
g'-' . Latin America REO% o
Z sy West Europe ?rj o =
s = 5% s
2 =
s o
- 4% East Europe _ ? 4% o3 %
% Affica Middle East s
§ Asia 3% OFAIOF
o EMERGING HAE
2% 2%
0% 10% 20% 30% 40% 50% 60% 0% 10% 20% 30% 40% 50% 60%
CAGR 2010-2013 CAGR 2010-2013
'-'.!._ IMNMNOWVA, '-'.!._ IMNMNOWVA,
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® Soft drinks biggest category for reduced sugar claims
u+.
* In 2013, 22% of the soft drinks launches tracked has a sugar related claim.
» Confectionery shows the 4" highest penetration of sugar reduction launches.
Top 5 markets for reduced sugar claims
w2012 w2013
25.0%
8 22.0%
S 2069
S 20.0%
=
©
E
g 15.0%
o 11 50;012.01%
13 9,
g 10.0% 8.4% 8.6% 95% 5 6o
z 6.6% 6.5%
=
® 50%
@
=
D
o 00%
Soft Drinks Cereals Spreads Confectionery Desserts & lce
Cream
o T aer
- ;'."-: INSIGHTS
-w
®
=]
® No slowing down of sweeteners in confectionery
-
« Sweeteners are widely used in Asian confectionery launches and therefore very
important.
«  The share of launches with sweeteners in 2013 is 40%.
Share of NPLs with sweeteners among Asian
confectionery launches tracked (2013)
Sweeteners
40%
o INNOVA
10 o d MAREL

-
®
®
= = o ==
® IdE LY TN SE P20 A IHE 0| LIEHS
Ii+.
+ 2013¢ E40 ZEE MHE HES22 2%t EE 23 ZAIJEH US
« WA RE0 EE 2 HAQ BEE 49 UK E
Top 5 Z= 2 HAl AIE
=2012 w2013
o 250%
uk 22.0%
0
Wo 20.0%
ta
=
< 150%
H 11,5%)2.0%
70 .
< 100% 8.4% 8.6% 5% 5 69%
6.6% 6.5%
5.0%
0.0%
"y ez Nelg Amys DR} CIME & Otol A28
9 "% MARKEr
“Uae® INSIGHTS
-
®
®
== = — = o
¢ WU RE2Y 20 BHM= B AS
-
+  OFAIOHOIA 2 AIE DA HIS0= 201201 2l X010 A20, 0= 2 S8t
24
+ 2013E 20lg X8 HS2 SAE2 40%0 €8
OLAIOHUIA &l EAIE X HIS S 2018
8% HE2| HIE (2013)
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Sugar free sweets with sweeteners

L] L ]

L] L

. .

. .

. .

L] .

. .

L] L ]

L] L

'] .

L] L

[] .
Ricola Alpin Sugar Free ° Mondelez Stride Endless : Wrigleys Sugar Free Xylitol
Fresh Swiss Herb Lozenges _ Mint: Sugarless Mint Gum , Gum: Strawberry Flavor
(Hong Kong, Oct 2014) o With Xylitol (Japan, Sep o (China, Jul 2014)
Claims/Features: Sugar free. Ricola e 2014) e Description: Strawberry flavored
Herbs are grown in Swiss mountain e Description: Twenty eight sticks of e sugar free gums with 50%
area. e sugarless mint gum with xylitol e Sweetener, in a innovative plastic

. o Dottle. Get 2 pieces of gum by

shaking a bottle and press the
: : button.
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20| = &I I (Sugar free) AHE XIS
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cl2et 28 #H 22| ZalH 2= AECQIE dSE|A cl2cl RIte HCIE A:
612 ZCI (Ricola Alpin Sugar _ BIE: X122 &% SIIg 2|9} (Wrigleys Sugar Free

Free Fresh Swiss Herb : 2IE & (Mondelez Stride : Xylitol Gum: Strawberry
Lozenges) (20144 108 82 _ Endless Mint: Sugarless Mint | Flavor) (2014 78 32 &Al)
EA” - Gum With Xyiltol}(2014h‘i 98 o IES SAIR BalAE S &2
DASE @otg a12e sies o SE &) o 50% 208 &% Lopg 2013 2
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No-added-sugar gaining momentum

*  While sugar free is still the most tracked sugar claim among global confectionery
launches, 6.6% in 2013, no-added-sugar is showing impressive growth.

= This claim is more in reach, especially when made from natural ingredients.

Development of non added sugar claims among global
confectionery launches tracked (2010-2013)
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YU FH Z2RE LD
I =ZE Z(Yoyos Bear Pure
Fruit Mango Fruit Rolls)
(20144 98 20| FAl)
BA/MEE: 8 4% 28 2%

D& e s58 0I&IL

SF: AL BH, 2

® & & & 8 & 8 & 5 8 8 8 8B

HEA ARX FAY: AL
HlI2! (Mentos Squeez
Chewing Gum: Mixed Berry)
(2014 78 ZT2A EA)
DAISE: &= 018 HEES
99% ™ gl Mo SR E#R

® 8 & & 8 0 8 O 0 9 0 OB 08 S8 0B e B

D2 fE 100% Z2=
E &2 (Frootz Apple 100%
Fruit Drops) (2014 108
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: Natural occurring sugar is preferred
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Yoyos Bear Pure Fruit Mango * Mentos Squeez Chewing * Frootz Apple 100% Fruit
Fruit Rolls (Norway, Sep 2014) ®* Gum: Mixed Berry (France, * Drops (United Kingdom, Oct
® Jul 2014) * 2014)
Claims/Features: No added ™ °
nonsense. With no added sugar or o Claims/Features: No added sugar. Description: 100% apple flavored
fruit concentrates. Filling based on 99% real fruit. fruit drops made with apple juice
* Contains naturally occurring sugars ® and apple puree.
Ingredients: Apples, pears and . .
mango. . o Claims/Features: No artificial colors,
- . flavors or sweeteners. No added
sugar. y
oot INNOWVA
1 o i
-
@
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: Real sugar” response to concerns about additives
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Pepsi Cola Soft Drink Made with
Real Sugar (United States, Jun
2014)

Description: Carbonated cola flavored soft
drink made with real sugar.

Claims/Features: Made with real sugar.
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MADE WITH

Al &2 HOF BA 22t SE(Pepsi

Cola Soft Drink Made with Real

Sugar) (2014 73 01= &Al)
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Opting for natural alternatives

000 (

16

“ ”
What does “natural” mean to US consumers?
No preser-
vatives
49%
No No
artificial artificial
sweeteners flavors
35% 47%
Is in its
No natural state
artificial (meat, fruit,
coloors vegetables)
39% 32%
Has not
been
genetically
modified
32%
Source: HFI i INNOVA
{3 MARKET

Ui INSIGHTS

000 (

0l= 2HIXH0ll QL0 ‘LH =& (Natural)’ 2| 2| 0] &f?
LA 01& I
49%
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35%
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32%
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g Clean label claims still on trend
= Globally, more new product launches (NPLs) tracked with one or more clean label
claims each year.
Global new product launches tracked with clean label related claims
index: 2010=100% (2010-2013)
—GMO Free ==—NMatural =——No Additives/Preservatives e===Organic
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; Asia in different stage of clean label trend
» Clean label positions are booming in Asia, growing in NPLs tracked.
« Organic positioning seems more on trend in Asia compared to global.
Asian new product launches tracked with clean label related claims
index: 2010=100% (2010-2013)
—GMO Free ==—NMatural =——No Additives/Preservatives e===Organic
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Penetration of clean label claims (2013)
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Consumers want to understand ingredient lists

+  E-numbers are seen as artificial and non-transparent by consumers, therefore slowly
more food companies avoid printing them on the ingredient list and instead use the
full ingredient name.

Share of global NPLs with an e-number in the ingredient list

(2006-2013)
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" New ways of making clean label claims
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e
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® Success of Stevia

= Stevia, the natural low calorie sweetener, is booming in confectionery compared to its
artificial counterparts, its penetration increased 13% from 2010-2013.

Development of top 5 non-nutritive-sweeteners tracked in
confectionery (2010-2014)

——Acesulfame K ——Asparitame ——Saccharin =——3Sucralose wss=Stevia
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“stevia

Torras

Toms Nellie Dellies
Juicy Winegums
(Sweden, Sep 2014)

Haribo Stevia-Licorice
(Denmark, Aug 2014)

Torras Stevia Chocolate
Negro: Dark Chocolate
(Belgium, Sep 2014)

22%

of NPLs with

stevia have a
clean label
positioning

1% INNOVA

AlZMelol olfAlE Tt 3t otole | 157

XX X

=

Jo

gt O E HIAIXIZ 8851 A= AHIHIO

23 {3 MARKET
“Usw® INSIGHTS
-
&
@
g Major soft drink brands launched Stevia edition
» Pepsi Cola and Coca Cola have a keen interest in Stevia and are testing its potential
by launching special sub-brands sweetened with Stevia based ingredients.
L ]
L ]
® "
- ™ - 1 1% 4 P
OPureVia® - truvia
(Whole Earth) N (Cargill )
L ]
L ]
Pepsi Next Car . Coca-Cola Life
(France, Jul 2013) : (Argentina, Jun 2013)
Claims/Features: Contains 30% less . Claims/Features: Sweetened
sugar. No artificial sweetener. % naturally. Low calorie
Ingredients: Carbonated water, sugar, * Ingredients: Carbonated water,
coloring: caramel E150d, acid . sugar, INS 150d, INS 338,
phosphoric acid, flavors: natural . steviol glycosides, sodium
flavors and caffeine, sweetener: ° benzoate.
steviol glycoside, flavor enhancer: -
thaumatin, glutamic acid. .
ol INNOVA
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Ystevia 0
TorRrAS i nﬂ"" —— | 22%
A Wp @2 FA el oty
21912 (Toms Nellie EZXAMEES
= S Dellies Juicy F st
5tele AEIHIO-2E Winegums) (20144 AEf|H|OF
(Haribo Stevia- 98 A9E EA) &S NPL
Licorice)(2014\d 8% Hlg
o3 &A1)
EctA AHBIOFHE=SSH UIOZ:
Ct=3 ==& (Torras Stevia
Chocolate Negro: Dark
” Chocolate) (20143 98 #D|0j| 17 mamer
éj\” “Lae® INSIGHTS
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OPureVia® - truvia
(Whole Earth) ' (Cargill )
.
BAl YAE (Pepsi Next Car) ° Z3tEct ct0| 2 (Coca-Cola
(201348 78 T2tA EAl) b Life)
_' (2013 78 OLE#EILF
BAUSE: 98 30% 2. 02 . &A)
2012 DI&F. .
M EAA DR A Y H HA/SH: #e 2012 87 W
E150d, & Ol & & &0 3 o . 2=el
3tH e, 2012: AHHIS . A= EAS S INS 150d,
BEIMOIS, 20l SH: SOIE, 4 INS 338, ABIHIS B2I2MOIE,
S=g B HIZALIES
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Natural preferred over artificial colorings

« Natural coloring additives are winning share compared to artificial alternatives.

Development of global NPLs with artificial / natural colorings (2010-2014)

=—natural colorings =—artificial colorings
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e Total per year >100% because
2 g . products can contain both
5o 0% natural and artificial colorings.
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g No artificial colors standard rather then differentiating
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Food that supports healthy aging
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® The ignored age group is significant and growing ® 2t0E 0 QE HEU SQAU A2 SUH S
[ [
» The 55+ consumer group is rapidly increasing relative to other age groups in most « 55H Ol & AHI X2 8= ZEHSt OLAIOF =221 OtLI 2 M2 CHEE2 XS0l A
parts of the world, including Asian countries such as South-Korea. JIEF SN ol WEH A&6tD US
= This age group is often underestimated as a target for new product development. - Y CEl=s AHS L et Jed Al S35 "It E2otE D US
Male Korea, South - 2014 Female i) I 20144 2132 old
3 24 18 1.2 i L 1 18 24 3 3 24 18 1.2 0.6 0 0 0.6 1.2 18 24 3
Population (in millions) Age Group Population (in millions) 213 (e 3y L] | QI (0 o)
Source: Index Mundi 510, INNOVA & X: Index Mundi 1%, INNOVA
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g Recognizing the needs of seniors as opportunities
Product attributes older consumers can benefit from
and might be appealed are for example:
+« Convenience
— Easy to open
— Easy to read labels
— Lightweight packaging
* Health
— Easy to digest
— For strong bones
— Eyesight
+ Taste
— Stronger flavor
— Less spicy
— Easy to swallow/ chew Hak Apple Puree. Features a
1-2-easy opening lid
1% INNOVA
29 {8 MARKET
i INSIGHTS
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e
g Reduce the risk of osteoporosis
» Osteoporosis is a disease that weakens bones, increasing the risk of sudden and
unexpected fractures.
«  One of every two women over age 50 will likely have an osteoporosis-related fracture
in their lifetime. That's twice the rate of fractures compared to men.
Lactose Free Chocolate Milk Benefits
* Rich Chocolate taste
* Lactose Free
* 9g of protein 1o help maintain muscles
e ety storgbone”
um.-. ‘f' ree Fred Meyer Grade A Lactose Free Chocolate
Ll Flavored Low Fat Milk
(US, Jul 2012)
Claims: 8g of protein to help maintain muscles. Calcium fortified
for strong bones*; *adequate calcium throughout life, as part of
well-balanced diet, may reduce the risk of osteoporosis.
1% INNOVA
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Ll (Fred Meyer Grade A Lactose Free Chocolate
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: Vitamin D supports bone health
« Vitamin D is found in more and more NPLs tracked (excl. baby food).
« The ‘sunshine’ vitamin supposedly supports bone health, which makes it interesting
for seniors.
Global NPLs tracked with vitamin D as ingredient
Index: 2010=100% (2010-2013)
mmm Share of total NPLs ~ =—=NPLs tracked
250% 1.4%
1.2%
200% T
1.0% g
150% o @
0.8% 2
=
100% 06% 2
o O
. 04%
’ 02% >
0% 0.0%
2010 2011 2012 2013
-
&<
®
; Dairy brands talking about osteoporosis

» Densia is a dairy brand solely focused on bone health for aging women: “Densia
provides 50% of recommended daily calcium allowance and up to 100% of

recommended daily vitamin D allowance per pot.”

« NutiFood targets senior citizens explicitly, including bone health claims and avoiding

osteoporosis positioning.

Danone Densia Morango:
Strawberry Yogurt
(France, Feb 2013)

32

Nutifood Nucalci
Gold Milk Powder
(Vietnam, Sep 2014)

Nutrition solution milk
powder that help build
strong bones from within
for age 51 plus. Helps
strong bones. Helps
prevent osteoporosis.
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- To maintain is better than to prevent T——_
. ; . believe food can
= Seniors do not want to be approached as h_awng a decl_mmg help slow the
B health. As a lot of marketers have found, it is much easier to process of aging
talk about staying healthy than prevent disease. oo
[ ] [ ]
. * ——
L] L ]
L] L]
L] L]
L] L ]
® L
L] L
[ ] L ]
[ ] L ]
[ ] L ]
L] L o z
2 - . Gusturi Romanesti
» Super Nature Mediterranean _ Chamomile Tea (Romania,
o Polenta Super Foods o May 2014)
Halls Vitamin D Supplement (Australia, Jul 2014) ® Claims/Features: Supports the
Drops (Canada, Jul 2014) ® Claims/Features: Super Nature ® health and the normal functioning
Claims/Features: Helps in the o talking superfoods, loaded with e of the digestive and respiratory
development and maintenance of ¢ nutrients to energize your body, fuel ¢ systems. Help relax, induces a
bones and teeth. A factor in the o Your brain, fight infection and help o  restful sleep, support good mental
maintenance of good health. o You stay lean longer. . health.
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: Seniors addressed in adverts not on products
= Older people have an increased risk of high cholesterol levels. However, food
9 products that lower cholesterol do not address this target group directly on pack.
« Elderly are dominant in advertisements, but in a healthy, happy and active manner.
Benecol 6 Smooth &
Fruity Yogurt Drinks:
Strawberry Flavor
(United States, Jun 2014)
Claims/Features: Proven to
lower cholesterol. With plant
stanol.
Becel Pro-Activ
Margarine
(Netherlands, Jul 2014)
Claims/Features: It has been
proved that blood cholesterol
is lowered by plant sterols.
IMNMNOWVA,
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What’s next: some opportunities

F)

gt

+ Sugar reduction important positioning for the

confectionery market to meet growing consumer

concerns about obesity and diabetes

» Clean label trend to carry on

» Developing new products for growing 55+ age group
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Thank you for viewing

patrick@innovami.com
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