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Our thanks to these companies that sup-
ported LIIFT, last year. Join them this

year!

Accurate Ingredients, Inc.
Batory Foods, Inc.
Bio-Botanica, Inc.

Calico Cottage, Inc.

Certified Laboratories, Inc.
Citrus and Allied Essences, Ltd.

Comax Flavors Corp.

Craftmaster Flavor Technology, Inc.

First Spice Mixing Co, Inc.
Fruitcrown Products, Inc.
GNT USA, Inc.

Independent Chemical Corp.
Tishcon Corp.

Virgina Dare Co.

Vegetable Proteins: Trends,

Types and Applications
Presented by Amy Gilliland, Batory
Foods

Protein is the largest growing seg-
ment in the global health ingredients
market. According to Global Industry
Analysis, Inc., the global market for
protein is projected to reach $40.8 bil-
lion dollars by 2022. This growth is
driven by increasing demand for pro-
tein fortified food products. More and
more consumers are looking to plant
proteins to meet their health and well-
ness goals. The presentation will dis-
cuss current market trends, types of
plant proteins and their features and
benefits, as well as, an over view of
plant protein applications.

About Amy Gilliland

Amy Gilliland is a food scientist
with over 25 years experience in the
food industry. She hold a B.S. in
Chemistry, Foods and Nutrition from
Rutgers University and an M.S. in Ap-
plied Chemistry, from the New Jersey
Institute of Technology. A former em-
ployee of Ingredion, Inc., National
Starch and Chemical, Pinnacle Foods
Inc., Beneo Inc., and Celanese Corp.,
Amy has held —>cont’d on pg. 5
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From The Chair:

Welcome back and | hope everyone had a
nice summer.

We have an exciting new year coming up
with great speakers who will be touching on
many different topics. | encourage everyone
to attend and be a part of Long Island IFT.
There are always many different people
attending from all areas of our industry. You
do not have to be a member to attend the
meetings, so come on down, try one out, and
bring a few friends along!

The meetings are conveniently located at
the Inn at New Hyde Park. It is a beautiful
place with terrific food. Hope to see you at
the Oct.2nd meeting where Amy Gilliland of
Batory Foods, will speak on “The Functionali-
ties and Applications of Vegetable Based Pro-
teins.” Stay informed, stay current, and stay
connected.

Joe Minella, Chair

Upcoming meetings for 2017-2018:

October 2, 2017
Dec. 4, 2017- Holiday Party!
Jan. 29, 2018
April 9, 2018

June 4, 2018

check out our website: www.longislandift.org

MEETING PLACE & DIRECTIONS
Date: Monday, October 2, 2017

Place: The Inn at New Hyde Park
214 Jericho Tpk.
New Hyde Park, N.Y. 11040

Directions: go to www.innatnhp.com

Times: 6:00PM-7:00PM, cash bar, networking
7:00PM- 7:45 PM, dinner
7:45PM- speaker

Price: $40.00 per person with reservation
$50.00 per person at the door

Reservations: Carol Zamojcin @ 516-352-5772,
anytime before Fri. Sept. 29th.




‘Clean eating’ is the new norm.

IFT17 featured new dimensions to the clean la-
bel and natural trends

Clean label has become the industry standard
among most food and beverage manufacturers
and ingredient suppliers. During IFT17, the In-
stitute of Food Technologists’ annual meeting
and food exposition, held June 25-28 in Las Ve-
gas, the influence of the trend was readily appar-
ent.

In addition to offering solutions that fit the
many definitions of clean label, many exhibi-
tors at the show were discussing the consumer
research they conducted that they hope better
clarifies how the trend may evolve.

“We’re trying to evolve the discussion be-
yond clean to clear label,” said Mark Rainey,
vice president of global food marketing for
Archer Daniels Midland Co., Chicago, Ill.

Mr. Rainey defined “clear labeling” as start-
ing from zero and reformulating a product from
the ground up with an eye toward achieving
transparency.

“Transparency is the next evolution,” he said.
“It means developing and delivering on the
what the consumer expects.”

Consumer research presented by Kerry,
Beloit, Wis., showed that “all-natural, “ * non-
G.M.O,” and “ no additives or preservatives” are
the most common product attributes consumers
associate with clean label. The study included
survey research with more than 2,600 respond-
ents across the United States, the United King-
dom, France, and Germany.

“Clean label has been a purchase driver for
more than five years, yet confusion still abounds
among consumers as well as manufacturers and
brands looking to meet consumers’ needs,” said
Renetta Cooper, business development director
at Kerry. “Building on our legacy of market in-
sights, we’re working to pinpoint consumers’
specific drivers as they relate to clean label and
understand the commercial opportunities related
to those drivers.”

While more than half of consumers sur-
veyed reported being familiar with the phrase
“clean label,” just 38% indicated a strong un-
derstanding of its definition. Respondents re-
lated such product attributes as “farm grown”
to “sustainably produced” to “minimally pro-
cessed” and “made with real ingredients” to
“clean label.”

“It’s interesting how this is evolving,” Ms.
Cooper said. “It suggests a movement in socie-
ty about what see as really being important.

“There is a health halo associated with clean
label. Consumers see fewer things on the label
as being better for them. The challenge we
face is if something is taken out, the taste of the
product can’t change.”

Ingredient supplier Kemin, Des Moines, lo-
wa, presented consumer research developed in
conjunction with Harris Poll that showed some
consumers make purchases based on specific
health factors or claims they equated with lev-
els of sodium, sugar or fat content. The re-
search also included ingredient comparisons
that showed consumers prefer ingredients la-
bels that are shorter.

“ Most often consumers are still looking at
labels for health,” said Courtney Schwartz,
marketing manager for the food technologies
division of Kemin. “They are also looking for
natural and organic claims and staying away
from the word preservative.”

Naturally-sourced ingredients are increasing
in popularity when compared to chemically-
derived ingredients, according to research con-
ducted by Kalsec, Kalamazoo, Mich./the birth-
place of the N.Y. Yankees great, Derek Jeter].
The ingredient supplier conducted two surveys
to determine consumer preferences. In the first,
consumers were asked about which phrases
they preferred on an ingredient label: “natural
flavor” or TBHQ? Half of the consumers indi-
cated a preference for an ingredient. Of those
stating a preference, 9 out of 10 chose natural
flavor over TBHQ.

Kalsec took the research a step further in a
separate survey that asked consumers if they
preferred the phrase “rosemary extract” or
“natural flavor” on ingredient panels. Most of
the respondents preferred “natural flavor,” but



one demographic group stood out. Of mil-
lennial consumers who expressed a prefer-
ence, almost two-thirds chose “rosemary
extract” over “natural flavor.”

“We see a tendency of millennials to
focus on transparency,” said Gary Augus-
tine, executive director of market develop-
ment for Kalsec. “Natural flavor gets a good
marks for its appeal to consumers. It reso-
nates with them. But we could be seeing an
evolution if the trend evolves to transparen-
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Tasting the rainbow

Skittles manufacturer, Mars, Inc., may
have been ahead of its time when it started
using the tag line “taste the rainbow.” So-
cial media and the success of such phenom-
ena as Starbucks’ Unicorn Frappuccino are
showing product developers the power col-
ors may have on consumer perception and
interest in the new food and beverage prod-
ucts. There is, however, a catch, said Jen-
nifer Zegler, global food and drink analyst
with the market research firm Mintel Inter-
national. The ingredients used to make the
colors must be sourced from raw materials
perceived as clean and simple.

Ms. Zegler said during a June 26 presen-
tation at IFT17, that Mintel analysts are
hearing more from consumers about “eating
their colors,” but she was quick to add it is
not a new trend. In the 1940°s the U.S. De-
partment of Agriculture published a “food
color wheel” that encouraged consumers to
bring a variety of foods into their diets.

“We see more opportunity for plant based
ingredients beyond flavor,” Ms. Zegler said.
“There is an opportunity to engage the con-
sumer’s senses and make things more physi-
cally engaging.”

Areas of the world where the trend is es-
tablished, she said, is in Japan and South
Korea.

“Both countries are a model to follow

for this trend,” she said, “and we see this mod-
el emerging around the world.”

One company embracing the trend is Plum
Organics, a business unit of the Campbell Soup
Co., which is marketing a line of children’s
products branded as Eat Your Colors pouches.
The products are available in six varieties, in-
cluding white, red, green, purple, orange and
yellow. The products feature such ingredients
as strawberry, apple, rhubarb and oats
(orange); cherry , purple carrot, blackberry and
millet (yellow); and sweet potato, apricot, pa-
paya, and cardamom (white).

Ms. Zegler said the Plum Organics line is an
example of a company using color-coded reci-
pes to help get fruits and vegetables into the
diets of children.

As the trend toward color evolves, Ms.
Zegler noted food and beverage product devel-
opers are experimenting with various fruits and
vegetables. She says beets are coming back
onto vogue, citing the inclusion of the ingredi-
ent in products like Dreyer’s Cake and Cookie
Fantasy frozen yogurt and Del Monte red beet
vegetable noodles that are offered in Canada.

But she also called beets “polarizing”
among consumers and showed consumer re-
sponse data that highlighted the positive and
negative feelings consumers have about beets.

Blood orange was cited as trending among
new product introductions, but Ms. Zegler said
some consumers have a negative response to
the name.

“This may be an instance where we need to
give it a new name,” she said.

Two colors that may start trending soon are
purple and grey, Ms. Zegler said. Product de-
velopers are starting to work with ube, a purple
Filipino sweet potato, and they are using black
sesame to add a greyish tinge to food products.



about Amy Gilliland, cont’d (pg.5)

various, regional, national and global po-
sitions in analytical chemistry, product
development , research and development
management and regional, national, and
global technical service. She is currently
employed as a Technical Service Manager
for Batory Foods, in Des Plaines, IL. Amy
supports the Northeast, Southeast and
Southwest Account Management team,
from a technical capacity, in their sales
and distribution of food ingredients, with a
special interest in proteins, starches, and
hydrocolloids. A professional member of
the Institute of Food Technologists, she
has served as the “Program Development
Lead for the Food, Health and Nutrition
Track” for IFT16 and ‘171. A classic car en-
thusiast, Amy spends here free time at-
tending car shows with her 1965 Corvette
Sting Ray or 1968 Pontiac Firebird in her
native state of New Jersey and surround-
ing states.



