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Farmers in South-America have been growing quinoa for
thousands of years. In the Netherlands the crop is cultivated
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WHAT DOES
THE FUTURE
HOLD
FOR THE
BIGGEST
INGREDIENT
TRENDS?

Consumer preferences often shift, but there are some
underlying themes driving much of the innovation in
food and drink today. Innova Market Insights shares
its expectations of some of the top megatrends in
ingredients, from clean label and organics to healthier
formulations and plant-based eating.
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1.

Transparency: clean and clear labels

Clean label generally refers to simple, recognisable,
easy-to-understand ingredients, but a precise definition has
been notoriously difficult to pin down. Innova Market
Insights first noted a move from ‘clean’ to ‘clear’ as a trend
in 2015, reflecting demand for more transparency around
ingredients, and that demand is still strong today.
“Consumers want to know more about what ingredients are
in the food and how the food was produced,” said a spokesperson. “Shoppers are examining package labels to look for
GMOs, human welfare claims and animal-related claims
such as ‘cage free’ and ‘antibiotic free’.”
Meanwhile, companies continue to remove any ingredients
that consumers might consider artificial in an ongoing quest
for simpler, ‘cleaner’ ingredient lists.
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2.

Healthy reduction

Many health conscious consumers are looking for foods and
drinks that are lower in salt, sugar, saturated fat and calories.
However, rising global rates of obesity and cardiovascular
disease tell a different story, and governments are beginning
to step in with targets and taxes to ensure food and drink
companies play a part in improving public health.
“With sugar taxes in effect in Saudi Arabia and the UAE, and
European countries like Ireland and the UK, future launches
in soft drinks in these and nearby countries will consist of
mostly low/zero-sugar beverages,” said an Innova spokesperson.
Across product categories, the market researcher says that
most reformulation is likely to be ‘stealth reduction’, as
consumers often equate reduced salt, sugar and fat with
reduced flavour.
“For fats, the content of saturated and trans-fat is going to
be the focus, since there is an ongoing debate about the
healthy versus unhealthy fats.”
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3.

Indulgence

On the flip side of the healthy reduction trend, there is also
robust demand for indulgent flavours, textures and premium
ingredients. According to Innova Market Insights, this reflects
consumer desire for pleasurable foods, even as they aim for
a healthy diet overall.
“Consumers are looking for healthier balance. The pursuit
of healthier eating for the long term is driving interest in
products that successfully balance enjoyment and health
without compromise.”
In addition, Innova highlighted labelling initiatives such as
Nutriscore in France and the traffic light system in the UK,
which aim to educate consumers about the macronutrient
composition of their foods, helping them make more
informed decisions. Sometimes, consumers will use this
information to eat healthily, and at other times to choose
more indulgent foods.
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Free from foods

European sales of allergen-free foods rose sharply in 2017,
but most of the sales growth did not come from consumers
with allergies. Foods with a gluten-free or lactose-free
positioning have become particularly well-established, and
many consumers say they consider such products healthier
and easier to digest.
“Though gluten-free products have slowed down, there is
still room to grow as companies introduce new product
innovations such as frozen pizza with a cauliflower crust to
retain the interest of lifestyle users, and incorporate other
claims such as grain-free and Paleo/Keto-diet friendly,” said
Innova’s spokesperson.

5.

Dairy alternatives

The number of new dairy alternative product launches
witnessed an average annual growth of +17% from 2013 to
2017, according to data from Innova Market Insights, and
the global market for dairy alternatives drinks alone has
more than doubled in value since 2010. It predicts that the
rise of veganism for ethical and health reasons will continue
to boost demand for dairy alternatives – but such products
are gaining broader appeal too.
“The non-dairy market in the western world is becoming
increasingly established and mature, which is expected to
result in greater uptake of dairy-free options from the wider
population,” Innova’s spokesperson said. “As has been seen
with some dairy-free ice cream alternatives and single serve
shakes, the ability of non-dairy options to compete in the
mainstream is improving all the time. In line with this, more
indulgent flavours are expected to make a greater mark in
the coming years.
“In the case of non-dairy cheese, these products have more
complex recipes than dairy alternative drinks or non-dairy
yoghurts, and blends of ingredients are most common to
achieve the best flavour and mouthfeel from a plant-based
formulation.”
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6.

7.

Plant-derived meat alternatives have been making headlines as technological advances have led to more realistically
meat-like products. According to EU figures, sales of meat
substitutes grew by 451% in Europe in the four years from
2013 to 2017 – and the market shows no sign of slowing down.
“Plant-based foods are poised to continue growing strongly
as they appeal to consumers on a number of levels: personal
health, animal welfare, and environmental sustainability,”
said Innova’s spokesperson.
The market researcher pointed out that despite the sometimes long lists of ingredients, meat alternatives are expected
to do well in the longer term, largely because of their
appeal to values-driven consumers.

Consumer interest in natural formulations has also spurred
innovation with herbs, spices and extracts. Popular botanical
ingredients in soft drinks include ginger, elderflower and
yerba mate, which provide sophisticated flavour with less
sweetness, either on their own or in combination with fruit
flavours.
According to Innova, “The importance of the ‘health halo’
in foods and beverages will likely expand as consumers,
especially millennials, seek out low and no alcohol drinks
that are low in sugar content. Consumers continue to be
much more focused on quality over quantity, preferring
premium soft and alcoholic drinks that focus on high-end
ingredients.”
Apart from in beverages, botanicals are beginning to
appear in other categories too, such as yoghurt, ice cream
and sweets, and floral flavours like rose and hibiscus are
on the rise.

Plant-based protein
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Organics

In ten years, sales of organic products have more than
doubled in Europe, according to IFOAM, but demand
continues to outstrip supply for many ingredients. What is
more, expansions in the amount of EU farmland dedicated
to organics is not keeping up with increased demand.
“We are likely to see the ‘made with organic...’ claim to
become more frequent in new launches,” said Innova’s
spokesperson. “There is still a supply shortage for many
kinds of ingredients preventing brands from labelling the
whole product organic. Employing the ‘made with organic…’
claim, the brand can assure consumers about the soundness
of the chief constituent(s) of its product.”
The market researcher predicts that demand for organics
will continue to grow, spurred by controversy over claims like
‘natural’, which lack a precise definition. By contrast, certified
organic products benefit from an officially recognised
framework, standards and certification process.
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Plant-based ingredient Meatless

MEAT PRODUCTS
WITH UP TO
80% PLANT
MATERIAL

Jos Hugense was ahead of his time when he started in
2005 the company Meatless. With the ingredient that
is also called Meatless meat companies can enhance
their products with plant-based ingredients.
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Meatless is developing and producing textured products
based on grains and legumes for the food processing
industry worldwide. Meatless helps meat companies
creating a leaner product with a better taste. Hence they
can make hybrid products with a lower footprint. Thanks to
a lot of research it is possible to create meat products with
up to 80% plant material.
However, Meatless not only supplies ingredients for meat
products, but also delivers solutions for the production of
better tasting fish, vegetarian and vegan products. Nowadays
half of the production is for hybrid products and the other
half for vegetarian or vegan products.
Meatless is clean label. It can be declared as rice flower,
wheat flower and fava bean flower. All Meatless products
are GMO free and vegan.
In a production line, the Meatless fibres can be added
automatically to the products. There is a hamburger
production line of 5,500 kilograms per hour, where 1,500
kilograms of Meatless fibres are included.

Growing demand

According to Hugense, CEO of Meatless, the demand for
vegetable proteins grew only slowly in the early days. In
2006 Meatless had a production capacity of 1,500 ton per
year, ten years later it was extended to 5,000 tons per year.
In this period there was an average annual growth of 20%.
“If you look at the demand for vegetable proteins, the
market is accelerating,” Hugense says. “We see that young
people are moving more towards plant material.”

Protein transition

Hugense thinks hybrid products can play an important role
in the protein transition. “You can mix meat and vegetarian
which might be a good idea, because it is a smaller step for
people to go to a partly plant material based product than
to a vegetarian product.” He argues that if you would add
20% or 25% plant material to processed meat, it would have
a large impact.
The mission of Meatless is ‘Making our customer loved by
their customers’. The company only has business-to-business
activities. Meatless has a production facility in the Netherlands
and has 23 employees. Hugense was one of the inspiring
speakers at the 2018 Foodvalley Summit Proteins of the Future.

’30 to 40 serious business leads’
Meatless, a Foodvalley Member, presented
their products on the Foodvalley booth on
Health ingredients Europe in Frankfurt in
November 2018. “It was a very good trade
show”, says Jos Hugense. “The Hi is not so big,
so the visitors could pay attention to all the
booths they are interested in.” Joining the
Foodvalley booth resulted Meatless in 30 to
40 “very serious business leads”.
In 2019 Foodvalley NL also offers companies
active in the Foodvalley ecoystem the opportunity to highlight their innovations at the
Foodvalley booth during the Food ingredients
Europe, 3rd to 5th of December in Paris.
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AVEBE TO
BOOST
INNOVATION
IN POTATO
INGREDIENTS

Avebe’s new centre in the Netherlands aims to spur
innovation in potato-derived ingredients, and encourage
collaboration between researchers, established
businesses and start-ups.
Starch Technology Officer Piet Buwalda says Avebe’s
decision to situate the centre close to the University of
Groningen, University Medical Centre Groningen and Hanze
University of Applied Sciences allows the company to
develop joint projects with researchers there, as well as with
scientists at other universities and knowledge institutes
around the country. The field of potato starch and potato
protein ingredients has developed rapidly in recent years,
and this is not the first time Avebe has partnered with
researchers as it develops new products and applications
for its ingredients.

Health and cleaner labels

The role of potato starch, for example, has evolved from
an energy source to a texturiser, and most recently as a
potentially health-promoting ingredient. Buwalda says
coming innovations will include the use of novel enzymetreated potato starch as a food fibre to help improve gut
health.
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allergens. Because they are free of the most common food
allergens, potato protein ingredients stand out among
current options for vegetarian meat and dairy alternatives,
such as proteins derived from soy and wheat. What is more,
potato protein is a high quality protein compared to many
other vegetarian sources.
Avebe has already doubled capacity for production of
potato protein at its nearby facility , where it makes functional
proteins with gelling and emulsifying properties.

“In carbohydrates, we are aiming at health and also cleaner
label food products that our customers can use without
compromising on quality,” he said. “That’s a big trend in the
food industry and it’s also our strategy.”

Growing potato protein market

Meanwhile, the global potato protein market is projected to
grow at 4.1% per year to reach a value of $88.2 million by
2022, according to a recent report from ResearchAndMarkets.
Demand has been driven by increased interest in vegetarian
protein ingredients and the strong nutritional profile of
potato protein, as well as rising awareness of potential food

“We are also aiming in the direction of nutritional functionality,”
Buwalda said. “The amino acids are all there in the right ratio.”

More efficient innovation

Avebe’s new innovation centre officially opened at the end of
September 2018. It brings together more than 100 employees
in marketing, sales and R&D who previously were scattered
over three locations in the Netherlands.
Buwalda explained that this had made it difficult to drive
innovation in an efficient way. Avebe has now moved all its
existing laboratory facilities to the new centre, which also
includes a test facility, offices and a customer innovation centre.
“Also from a commercial perspective, we were looking for an
innovation centre close to a university campus,” he said.

Creating a sociable environment

The company chose the Groningen knowledge institutes for
their expertise in process technology, chemistry, biology and
biochemistry. Part of Avebe’s strategy to stimulate innovation
is to encourage employees to socialise and share ideas with
researchers at the university.
“In our centre, you are not supposed to lunch and have coffee
behind your desk,” Buwalda said. “You are supposed to go out.”
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He explained there are three levels to the collaboration with
the university: a research level, an educational level, and a
social level. Several of Avebe’s employees give lectures at the
university, for example, as part of the partnership.

Encouraging collaboration

In addition, there are a lot of start-ups already on campus,
and the company’s new building also includes space for
startups in the Innolab Agrifood, developed by Campus
Groningen and partners. As well as laboratory facilities,
Innolab Agrifood provides business support to help entrepreneurs with business development strategy, intellectual
property and patenting. Buwalda says this kind of teamwork
between the corporate world, universities and researchers is
a particularly Dutch way of doing business.
“Suppose that you envisage healthier solutions for elderly
people for 2020,” he said. “It would be wise to start a
cooperation between different universities and companies
that have expertise in that area. In the Netherlands it is
possible to have a private-public collaboration.”
Avebe has already benefited from such cooperation in the
past, he said, giving the example of a plant-based yoghurt
the company developed using Avebe’s potato starch
texturising ingredient, ETENIATM 457.
“We knew there was an interest in the marketplace for really
good tasting, interesting yoghurt-style products,” he said.
“With Groningen and Wageningen, we were able to develop
a healthy, low fat yoghurt along with other companies that
is now doing well on the market…It could not have been
achieved without this public-private cooperation.”
He stressed that the company still has strong connections
with other universities, including Wageningen University
and Research.
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Piet Buwalda received in
2009 the Foodvalley Award for
potato starch product ETENIA.

Avebe’s biggest focus is on food industry
applications for its ingredients, where they
provide clean label solutions for a wide variety
of products. However, it also works with
customers in other industries, such as construction, textiles, adhesives, paper, textiles
and animal feed.
In the food industry, the company’s potato
starches have high and stable water binding
capacity and are non-GM and allergen-free.
Among other applications, it has developed
starches for crispy coatings on fish and
meat, vegetarian gelling ingredients for wine
gums and jellies, and a range of texturizing
and emulsifying ingredients that can reduce
fat and improve texture in dairy products
and creamy dressings. The starches can also
replace a number of ingredients that some
manufacturers may want to avoid, such as soy,
carrageenan and phosphates.
Meanwhile, Avebe’s functional potato protein,
sold under the Solanic brand, has good emulsification properties, is non-GM, allergen-free,
kosher- and halal certified.
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e-commerce China

‘CHINA OFFERS
A VIEW TO
THE FUTURE OF
E-COMMERCE’

“People often look at the US to see what will happen to us
in the near future, but when you talk about e-commerce
it is China to look at.” According to Ching Ping Au from the
company Your Op, “China offers a view to the future.”
Your Op focuses on business development and market
entree for European companies in Asia and China in
particular. Co-founder Ching Ping Au was one of the
speakers at the Foodvalley Breakfast Session Exploring the
Chinese Market on 13 February 2019 in Wageningen.

Importance of e-commerce

Ching Ping Au stresses the importance of people doing
business in China being aware of how big e-commerce in
the country actually is. “In 2010 there were 130 million
people buying online, the same amount as in the United
States. Now in China there are three times as much consumers
buying online as in the US, and the amount is still growing.
So, in China the playing field is much bigger.”
The popularity of e-commerce is related to the high rate of
cell phone possession. “Last year 57% of the total population
had access to internet and 54% of the total population are
mobile internet users. Paying is easy. Everything offline and
online is integrated, the technology is user friendly. In China,
you don’t need a wallet anymore, just your cell phone is
sufficient.”
Imported food attractive
Imported food is very attractive for Chinese people. “Chinese
don’t trust their own food after many cases of food fraud.

Foodvalley Update

They expect products from abroad to be more safe because
of the stricter control regimes. Moreover, in China there is a
growing middle class that have the means to by the
imported products.”

Branding and selling

She argues that branding is important. “Local people and
expertise are indispensable if you want to build a brand.
It is common to hire key opinion leaders, influencers, for
example models or actresses.”
Ching Ping Au discourages Dutch SMEs to sell products
through their own website. It is more effective to benefit from
existing platforms. “Alibaba and JD.com are the biggest ones.”
During the Foodvalley Breakfast Session Exploring the
Chinese Market, Yellow Valley Farmhouse Cheese shared
their experiences in setting up a cheese business in China.
Jasmin Buijs from Wageningen University & Research and
Axon Lawyers talked about ‘Access to the market: differences
between European and Chinese Food Law.’ Foodvalley
organized ‘Exploring the Chinese market’ together with New
Frontiers in Food – Fast Forward (NF4) and GO4EXPORT.
You will find more information about Foodvalley Breakfast
Sessions on page 35.
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FRUITFUL
MATCHMAKING
“I am looking forward to this spring. Not just because of the
weather, but because then I will visit China with a group of
enthusiastic entrepeneurs who will investigate the possibilities for their companies in new markets in Asia. China is the
fastest growing Asian market in food, and it offers many
opportunities for innovative companies. With a population
of almost 1.4 billion people it is a very large market. Moreover,
China is a gateway to other Asian countries.
Foodvalley NL is involved in the New Frontiers in Food – Fast
Forward (NF4) project of five European Food clusters that
facilitates SMEs in the field of food and beverage entry to
new markets. During the project there will be innovation tours
to four major markets. The mission to China will take place
from May 12th to 17th. During this tour the participating
companies will attend Sial China in Shanghai. Moreover, they
will visit two important agfood regions in China, including
Xiamen where Foodvalley China is located.
The tour facilitates SME companies to investigate new
frontiers and supports the acceleration of activities outside
Europe. Small and medium sized companies can connect
with local organisations and intensively explore multiple
aspects of the markets in a short time. Besides, companies
can apply for an ‘internationalisation voucher’, co-funded
by the EU, to cover travel and trade show expenses.
The tour is the first step for several participants to bring
their innovations to new markets. We have contacts with
local organizations which makes networking more effective.
We hope to help companies active in the Foodvalley ecosystem
to make a kick-start in China.

Vitagora in France and Wagralim in Belgium. The aim of the
project is to share knowledge and link SMEs with networks
of industry experts in four countries.
We have seen how inspiring these innovation tours can be.
In October 2018 a delegation of members from our partners
Vitagora and Wagralim visited Canada, including the
healthy food event BENEFIQ. One of the participating
companies was Atelier du Fruit from France, that provides
natural solutions to enhance taste and preservation, as well
as solutions to reduce sugar in food. The solid preparation
from Atelier du Fruit enabled successful matchmaking with
Canadian counterparts during the tour. Two months after
the mission one partnership had been signed and four
others were still being discussed. Very fruitful indeed for
Atelier du Fruit!

US and Brazil

In 2019 NF4 also organises innovation tours to the United
States and to Brazil. While the China tour is mainly focussed
on processed food, the main theme of the US innovation
tour is ‘connected food’, ICT in the food industry. This tour,
which is organised by our partner Valorial, will visit the
Future Food-Tech Summit in San Francisco, as well as the
Chicago, Milwaukee area and San Francisco. There will be
company visits and matchmaking. This tour will be held
March 17th to 22nd. The program of the Brazil tour in the
second half of 2019 is not yet known. We will keep you
updated through our website www.foodvalleyupdate.com
and the dedicated website newfrontiersinfood.eu.”
Tjerna Ellenbroek

NF4

The NF4 project is a collaboration of five food clusters in
Europe. Apart from Foodvalley, based in the Netherlands,
these food clusters are Clusaga in Spain, Valorial and
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FERMENTATION
TO REDUCE
SUGAR
AND SALT
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Producing foods and
drinks with reduced sugar
and salt continues to be
a major challenge for
manufacturers, especially
as they aim for clean
label solutions. Herwig
Bachmann, Group Leader
of Fermentation at NIZO,
says fermentation could
meet consumer demand
for products that are
naturally lower in sugar
and salt, without compromising on taste, texture or
product image.
What are the benefits to using fermentation as a tool to
cut salt or sugar?
“There are a number of benefits. From the consumer side,
the important thing is that it is natural and clean label.
Once you have implemented it into a product it is relatively
simple. Let’s take yoghurt as an example. If you have a
fermentation that allows to reduce sugar no more additional
steps are needed because it’s a fermented product anyway.
In fermented plant-based products, flavour profiles and
textures can be improved, such as removing off-flavours
and creating a smoother mouthfeel. By removing off-flavours you can get by with using less sugar.”
How does it work?
“Every customer need is unique, the power is in working
together on tailored solutions. Every approach will need to
be adjusted for the specific need and situation, leading to a
number of options and custom solutions. One could be to
produce sweet compounds through fermentation and
another is to use strains that split lactose into galactose and
glucose, which leads to enhanced sweetness.

Foodvalley Update
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With salt, often used as taste booster and preservative,
we also see plenty of opportunities to reduce it through
fermentation. Take the example of the addition of specific
starter cultures, which produce a lot of volatile compounds.
This introduces much more flavour that compensates for a
reduction in salt. Besides our fermentation know-how, at
NIZO we have in-depth knowledge on application, flavour
and texture, so we can monitor and characterise the impacts
of fermentation.”
In which products is it possible to cut salt using fermentation?
“If you are talking about salt, the main example we have is
cheese. There we have been able to reduce salt by up to
40% just by adding different cultures. Although cheese is
the main product where we have examples, other products
that use fermentation would also be suitable. You could use
it in condiments, for example.”
How is flavour retained when using this method?
“Fermentation can be used to add flavour through the
production of flavour volatiles, or to remove off-flavour
by enzymatic degradation. Either of these can be used to
compensate for the omission of sugar or salt in specific
products.”

What are the main challenges in producing salt-reduced
foods?
“The main challenge in such products is to retain good
sensory properties.
Besides that, safety might be something that starts playing
up as well, because salt and to a lesser extent sugar are
important in preservation. Together, sensory changes and
food safety are the two biggest challenges. At NIZO we can
monitor safety issues that arise from reducing salt, and once
we have mapped the potential issues we can work efficiently
together with costumers on possible effective solutions.”
How can companies cut sugar using fermentation, and in
which applications?
“There are examples with dairy and plant-based applications.
Besides sweetness, sugar is often used to mask bitterness,
for instance. A number of companies are looking at production of sweeteners, such as erythritol production from yeast.
It produces a very high potency sweetener while also
consuming carbohydrates. However, during fermentation
undesired molecules such organic acids might be produced.
This limits the use of fermentation to some extent.
Undesired flavour molecules might be avoided by fermenting
a side stream and, after evaporating undesired volatiles,
bringing it back into the product.”
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Apart from taste, how does fermentation help improve
texture in reduced sugar products?
“This is something where there is a lot of experience and
again, much of it is captured in our rich dairy history, which
we are applying more and more to other food applications.
What people do to increase the viscosity of yoghurt, for
example, is to use strains that produce exopolysaccharides,
which hold water and can have a big effect on texture and
mouthfeel. It’s a very nice, elegant and clean label way to
change the texture of yoghurt. There are studies of using
EPS-producing strains in cheeses too, and I think you should
be able to use a similar concept in other products.
Very recently, I supervised a PhD student who looked at a
new concept, using Lactococci to increase the hardness of a
gel. We found that the expression of bacterial pili make the
gel structure of fermented milk harder and more viscous,
most likely through direct interaction with milk proteins. This
is a totally new and different approach that I think could be
very interesting.”

to be masked or produced differently. On the regulatory
side, if one would be allowed to use GMOs, there would be
more options to consider.”
Why would a company choose fermentation to cut sugar
or salt over the use of sweeteners or salt replacers?
The nice thing about it is that it is clean label and natural,
but you could also ask the question, are there other benefits
of fermentation that you can bring along? This depends on
the product, but you could consider using strains that
overproduce a vitamin. With Lactobacillus for example, we
have strains that can produce vitamin B12. A lot of companies are looking at probiotics too, so why not bring along
some of those extra benefits if you are fermenting a product
anyway?
Think also about the increasing consumer demand for more
transparency. Fermentation is an ancient method (bread,
wine, tempeh, etc.) that is seen as natural. Using fermentation can support the transparent stories of food products as
they are presented to consumers.

Currently, what are the main limitations to using
fermentation as a tool for salt and sugar reduction?
“Limitations could be either technological or regulatory.
From a technological aspect, when you produce certain
molecules through fermentation you may end up with some
unwanted flavours. Certain sweeteners have an intrinsic
flavour that you don’t want to have, which would then need
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Vegafit

PLANT-BASED
FOOD WITH
LOCAL
INGREDIENTS

Vegafit is the brand name of the plant-based products
of Bobeldijk Food Group from the Netherlands.
The company offers startups the possibility to test on
industrial scale. Bobeldijk is a member of The Protein
Cluster (TPC).
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Test factory

Bobeldijk puts a lot of effort in new product development,
but also stimulates innovation of startups in the field of plantbased products. Bobeldijk offers them facilities to test an
industrial production. It is a small investment for the startup
companies, explains Vogelenzang. “They can produce small
quantities, starting from only 500 kilograms. It supplies
them with the final product that they can present to their
clients, and gives them samples for microbiological analysis
and nutritional value. Moreover, it gives them insight in the
cost of production.”
Bobeldijk helps the startups during the test production.
The company hopes it doesn’t end there. If the innovation
turns out to be successful, they want to want to keep on
producing the product.

Health ingredients
Vegafit has a large assortment meat-free products with for
example nuggets, cordon bleu, burgers, falafel and minced
meat. Vegafit uses wheat or soy protein that comes from
European farmers. The other ingredients are also sourced
locally wherever possible. In the Netherlands, their home
market, the Vegafit products are exclusively sold at the
largest retailer of the country Albert Heijn, and online.

Faba beans

Vegafit is participating in a faba beans value chain project
in the East of the Netherlands. Bobeldijk developed faba
bean balls, a 100% plant-based protein rich product, made
from Dutch faba beans. The company used the first batch of
50 kilograms from a test field in Lelystad for finetuning the
product, but suffered a delay in the actual production. The
harvest of the only farmer growing faba beans for Vegafit
failed, due to the extreme drought in the Summer of 2018.
Moreover, the crop was affected by beetles. “You are
dependent on the conditions in the field, especially when
you are experimenting with a new crop,” Bobeldijk Director
Remko Vogelenzang says. They will learn from their
experiences. Besides, Vegafit is looking for more partners
to grow faba beans.
The problems caused by the failed harvest could have been
solved by importing faba beans, but Vogelenzang stuck to
his principle to use local ingredients. As a result the introduction, scheduled for mid-February 2019, had to be postponed by several months. Vogelenzang is looking forward
to the next harvest of the winter faba beans in March or
April 2019.
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Vegafit was one of the participants on the Foodvalley booth
on Health ingredients Europe in November 2018. “We stood
there next to Duplaco and GreenFood50 and we all benefitted
from being there together. It was a successful tradeshow for
us, although my neighbours got more attention with their
ingredients than I did with my consumer products. But that
is not surprisingly on a ingredients tradeshow.”
In 2019 Foodvalley NL also offers companies active in the
Foodvalley ecosystem the opportunity to highlight their
innovations at the Foodvalley booth during Food ingredients
Europe, 3rd to 5th of December in Paris.

The Protein Cluster
Bobeldijk is a member of the Protein Cluster
(TPC), a global platform for ingredient
suppliers, food manufacturers and other
stakeholders working with plant-based,
vegan or vegetarian solutions. TPC enables
them to expand their business. “We especially
benefit from the diversity of the TPC members
with their own knowledge and expertise.
They are all specialists who want to share their
knowledge.” The Protein Cluster is managed
by Foodvalley NL. For more information,
please visit theproteincluster.com, or send
an email to info@theproteincluster.com.
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Novel foods

DOES
THE NEW
NOVEL FOOD
REGULATION
LIVE UP TO ITS
PROMISES?
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Novel foods

The new Novel Food Regulation (Reg. 2015/2283) applies
since 1 January 2018 in the EU. In this article Karin
Verzijden and Jasmin Buijs from Axon Lawyers report
on the implementation of the new Novel Food Regulation
and the available guidance available.
food authorizations under the old Regulation have been
included in the European Union list. This led to an initial list
containing 125 entries (numbers as mentioned on the website
of the European Commission).
Following up on the ‘old’ Novel Food Regulation (Reg. 258/97),
the new Regulation serves to streamline procedures and to
regulate new technological developments. Indeed, the old
Novel Food Regulation has often been criticized for not
being innovation-friendly, as Novel Food authorization
procedures could take various years. Moreover, new food
categories such as insects as a whole and cultured meat
called for an extended scope of the Regulation.

Categories added

Novel foods are defined as foods which were not used for
human consumption to a significant degree within the EU
before 15 May 1997, and which fall under at least one of the
listed categories. This list of novel food categories has been
expanded from 4 to 10 under the new Regulation. Examples
of added categories include foods originating from cell
cultures, foods consisting of whole animals (such as insects),
and foods consisting of engineered nanomaterials.

Centralized authorization procedure

Applications no longer need to be submitted to the national
competent authority. As a result of the centralized authorization procedure, they are now sent directly to the European
Commission. This is expected to increase the speed of the
authorization procedure.

Generic authorizations

Another remarkable change is that authorizations are no
longer individual. Instead, authorized novel foods are
added to the EU list, which serves as a so-called ‘positive
list’. Every food business operator that complies with the
conditions of the authorization can place the respective
novel food on the market. Also the applicant-specific novel

Foodvalley Update

Data Protection for 5 years

This system of generic authorizations replaces the equivalence
principle, which meant that foods substantially equivalent
to existing foods were not subject to authorization. To protect
business interests, applicants that submit newly developed
scientific data can request for data protection for 5 years.
Competitors cannot benefit from the application during this
period unless they are able to provide the required scientific
evidence (being essential for the safety assessment of the
novel food at stake) themselves.

Faster procedures

The new Novel Food Regulation also introduces a faster
notification system for traditional foods from third countries,
based on history of safe food use for at least one generation
(25 years). Also, the new Regulation includes a more fixed
time frame for the authorization procedure than previously,
with the purpose to run a full authorization procedure
within eighteen months. This is a time reduction of about
half as compared to the average authorization procedure
under the old Regulation.

Qualification assistance

Assistance to facilitate market access under the new Novel
Food Regulation comes from various angles. Since it all
starts with the qualification as a novel food, there is now an
official consultation procedure for food business operators
(FBOs) that are uncertain whether their product or ingredient
qualifies as such. They can consult the responsible authority
in their Member State, which may in its turn consult responsible authorities in other Member States as well as the
European Commission.

25

Novel foods
The Commission has published an overview of the responsible
authorities of Member States to decide on the novel food
status. For the Netherlands, this is the Novel Food Unit of
the Medicines Evaluation Board (CBG-MEB) (in Dutch:
Bureau Nieuwe Voedingsmiddelen van het College ter
Beoordeling van Geneesmiddelen). When the responsible
authority in the Member State decides the food under
evaluation is not a novel food, it can be marketed without
having to go through the full authorization procedure.
Currently 9 national qualifications have been published
(numbers as mentioned on the website of the European
Commission).

Guidance

Once it is clear that a food qualifies as a novel food,
Commission Implementation Regulations 2017/2469 and
2017/2468 become relevant as they clarify the application
and notification requirements for respectively novel foods
and traditional foods from third countries. Next to the
already existing EFSA guidance, the scientific requirements
for novel food applications are further specified in an EFSA
completeness checklist. This guidance document supports
applicants in the compilation of their technical dossier and
literally contains a tick box for the data required by EFSA. It
also contains tables that applicants can use to summarize
the results found in toxicological and human studies.
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Cut-off date 1 January 2018

Foods that on the one hand fall in one of the new novel
food categories under the new Novel Food Regulation,
but on the other hand were lawfully placed on the market
before 1 January 2018 now need to be backed by a novel
food application. These foods may be continued to be
placed on the market until an authorization has been
obtained, which should take place by no later than 2
January 2020. Recalling that the European Commission
aims to finish authorization procedures within eighteen
months, FBOs having legally marketed foods that now
qualify as novel, such as whole insects, must have submitted
their dossiers to Brussels by now.

Actual status quo

So far, 57 applications have been made under the new
Novel Food Regulation, and 3 notifications of traditional foods
from third countries. A summary of the applications and
notification made under the new Novel food Authorization
are publicly available at https://ec.europa.eu/food/safety/
novel_food/authorisations/summary-applications-and
-notifications_en.

Insects

A number of applications involve insects for human consumption, which obviously does not equal the number of insect
companies on the market. This difference can be explained
by the fact that FBOs can now, in principle, benefit from the
generic authorization of novel food applications submitted
by others. Applicants may also be industry organizations.
An example of the latter involves the Belgian Insect Industry
Federation, which has submitted applications for different
species. This is especially beneficial for smaller companies such
as startups, for which it is usually not easy to start an individual
authorization procedure for financial and other reasons.

Novel foods

CBD-products

Another listed application that is worth mentioning concerns
the cannabis compound cannabidiol (CBD) for use in food
supplements. So called ‘cannabis-infused foods’ have recently
gained media attention, not only because they are a new
food trend, but also because CBD and other cannabinoids
are now explicitly classified as novel foods.
While not all products derived from the Cannabis sativa
plant qualify as novel foods according to the EU Novel Food
catalogue, an update to the Catalogue of 20 January 2019
clarifies that ‘extracts of Cannabis sativa L. and derived
products containing cannabinoids are considered novel foods
as a history of consumption has not been demonstrated’.
This also applies to extracts of other plants containing
‘cannabinoids [and] synthetically obtained cannabinoids’.
As a result, FBOs that have placed cannabinoids containing
products on the market may face enforcement. There is a grey
area here, however. For instance, the European Industrial
Hemp association requests that the Commission recognizes
hemp extracts with naturally occurring CBD levels as
traditional, not novel foods.

Cultured meat

Finally, the new Novel Food Regulation also applies to
cultured meat, being meat grown in a lab using cell culture
techniques to obtain meat for consumer consumption. As this
is an unprecedented technology for the production of food, it
is important to establish that the controlled environment in
which these foods are produced, results into safe products.

Relevance for FBO’s

As mentioned before, the Novel Food Regulation promises
to be more innovation-friendly. To benefit the most from the
new Regulation, FBOs starting a novel food application for
authorization are strongly recommended to make use of the
available guidance, especially EFSA’s completeness checklist. For smaller food companies it may be interesting to
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explore the possibilities to team up with other FBOs to
submit applications, or to join industry associations that are
active in this regard.
By way of comparison, under the old Regulation only 228
applications were submitted. Looking back at one year of
the new Novel Food Regulation, it seems that it has at least
lowered the threshold for filing applications. At the same
time, it is yet to be seen whether all current applications (and
notifications) will also lead to successful authorizations. Until
this moment, 24 authorized have been granted since the
new Novel Food Regulation entering into force. Taking into
account the Commission’s intended 18-month time frame for
authorization procedures, a more substantial evaluation
could take place this summer.

Before or after
Some FBOs had the choice to submit their
application either still before or after the
new Novel Food Regulation became applicable.
For many of them, this has been a strategic
choice. When a risk assessment was provided
by the competent authority of the Member
State where the application was submitted
and no other Member State had raised any
reasoned objects to the assessment before
1 January 2018, the application has been excluded from a second risk assessment by EFSA
under the new Regulation. All other applications submitted, but not finalized, before
1 January 2018, have been treated as an
application under the new Novel Food Regulation from its application date.
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Science

During the intervention, the
Greendish team works in the kitchen
carefully measuring each ingredient
and making sure the presentation is
attractive and inviting.

How can people’s diets be made more healthy and
more sustainable? In the out of home market
consumers eat more greens when they are offered
a larger quantity. Several studies of the public-private
partnership Food Value Impact showed that
presentation and a good taste are key.
Out of home

MAKING EATING
PATTERNS
MORE GREEN
28
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Science
Most people in the Netherlands eat less vegetables than
recommended. In March 2016, the daily recommendation
was raised from 200 grams to 250 grams daily. However,
the intake of most people does not even meet the old
recommendation. Offering more greens in restaurants can
help consumers to increase their daily intake.

Helping hand

“We know from many studies that consumers do want to eat
healthy food. Health impact is one of the most important
considerations when shopping. Eating healthy, however,
is not easy. People are tempted to consume unhealthy
things all the time. They need a helping hand to make
the right choices,” explains Marieke Meeusen, researcher
at Wageningen Economic Research, part of Wageningen
University & Research.
“Food Value Impact hopes to help consumers to eat more
healthy and more sustainable.” Nineteen knowledge
institutions, companies and non-profit organisations form
together the public-private partnership (PPP) Food Value
Impact. Aim of the project is to obtain insights in interventions that lead to healthier and more sustainable food
choices.

Besides, the appreciation of the restaurant guests was the
same or better than before. In the studies, the guests didn’t
know they were participating in the study until afterwards
their opinion was asked. In a smaller pilot the customers
were asked in advance whether they wanted the regular
meal or the variety with more veggies and less meat or fish.
A third of the subjects chose for the more healthy option.

Next steps

The out of home project has ended recently. In February
2019 started a follow-up project of 3 years. “In the PPP we
were trying to find out which interventions work. In the next
one we will test if it works on the long term as well. What do
the people on the work floor think of it? Will consumers at
home adapt the way of preparing their meals accordingly?”
Not all the partners that took part in the first PPP also
participate in the new one. “But the findings will be implemented by all of them.”

The project consists of three parts. One is about food boxes
that are delivered at home. This project is at an early stage
and there are no results yet. The second is about increasing
vegetable consumption in the working environment. This
study is also still pending, but already can be concluded
that presenting vegetable snacks during meetings can help
people to eat more greens.

Out of home

The third project is about the out of home market. The study
showed that the vegetable intake can be increased up to
113% when meals are presented in an attractive way.
“Just putting a large pile of salad leaves on a sandwich or
on a plate is quite clearly not the solution,” Meeusen argues.
“It is all about paying more attention to the vegetables.
You have to play with greens. You have to present a
colourful dish with many different vegetables, a variety
in texture and taste. That results in a completely different
experience.”
Apart from more vegetables, the dishes contained less
animal proteins. The restaurant guests ate up to 13% less
meat or fish. The PPP was more about health issues than
about sustainability, but health and sustainability often go
hand in hand. By offering less meat or fish the environment
benefits because of a smaller CO2 footprint and less use of
water.

Appreciation

Offering more vegetables and less meat or fish only leads to
a higher intake if the consumers actually eat them. The
research showed that the amount of waste of the new style
meals was comparable to the regular dishes.
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Wide range
The research was done by Wageningen Economic
Research, the Louis Bolk Institute and consultancy firm Greendish. The research took
place at a wide range of restaurants, from
a sandwich bar to an a-la-carte restaurant,
and from a brasserie at the station to an
in-house restaurant at a ministry.
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Sustainability

Dutch Quinoa Group

BUILDING
NEW LOCAL
VALUE CHAINS

Farmers in South-America have been growing quinoa
for thousands of years. In the Netherlands the crop is
cultivated on a commercial scale only since April 2014.
Since it is such a new crop, Dutch Quinoa Group could
set up a local value chain from scratch. Therefore, it is
sustainable in every sense.
Rens Kuijten has been interested in quinoa for a long time.
After several years of research Kuijten and his business partner
founded Dutch Quinoa Group in 2014. Now he is one of the
directors of the company. Dutch Quinoa Group, a Foodvalley
Member, supplies quinoa as an ingredient to the food industry,
and quinoa products to retail and catering industry.
“In April 2014, the first farmers in the Netherlands sowed
quinoa,” Kuijten remembers. “We wanted to gain experience
in growing and process the crop successfully. One of our main
concerns was security of supply. That is why we dedicated the
first two years to resolving technical issues, and organizing
the value chain; from grower and processor to the sales on
the local market. By the end of 2015 we had a working value
chain with a network of growers and a scalable processing
line. As a result we could build up a supply, and offer the food
industry and retailers security of supply.”
“At the end of 2015 we also started to focus more on product
development and marketing. We wanted to make consumers
more familiar with quinoa and stimulate the demand. The
demand is the key factor for the amount of hectares and the
number of growers. We started with 13 farmers in the Netherlands and now there are 40, and we even have a waiting list.”
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Sustainability
Brand

At the beginning of 2016, Dutch Quinoa Group introduced
Lola Quinoa, a brand for retail and catering industry. The
brand name is an abbreviation of ‘low lands quinoa’. “It was
not our aim to build a large international brand, that was not
realistic. We launched the brand to make our company and
the value chain more visible. We wanted to tell consumers the
story behind the product and our growers,” Kuijten points out.
Dutch Quinoa Group built the value chain with all the ethical
values in mind. “That is our philosophy. We wanted to show
that we do not only meet the high quality requirements of the
Dutch consumers, but also take into account the impact on
the environment and point out that it is a local product,
established by local people with local ethics and standards.
The farmers can decide not to cultivate the crop anymore.
For them it is an extra crop option that improves soil fertility,
but it also provides the opportunity to spread risks.”

A second reason for the Lola Quinoa brand was that
interaction with consumers taught them valuable lessons.
“After all consumers are the clients of our B2B clients. But we
aspire to become a centre of expertise; therefore we need
contact with all the parts of the chain, including consumers.”

Copy the system

Dutch Quinoa Group sells their products mainly in an area
of around 500 kilometers in Northwest Europe, but also in
Poland, Greece and Switzerland. However, the company
intends to implement the Dutch system internationally.
These value chains in other countries should be orientated
locally, just as the one in the Netherlands. “We don’t want to
transport quinoa all over the world, so these value chains
are also local. The cultivation techniques will be adapted to
the local conditions.”
Dutch Quinoa Group is involved in the plant breeding of
Wageningen University & Research, and took on a worldwide license to commercialize quinoa varieties based on
R&D of the knowledge centre. “At the moment we are
strongly expanding our network of local quinoa production
partners around the world with Wageningen varieties.
These varieties have some benefits. For example they are
‘non-bitter’ and therefore easier to process without using
water, while maintaining taste and important nutrients as
fibre and minerals.”
There are many opportunities with Quinoa. It is a draught
tolerant crop that can also grow in salty conditions, and in
different climates. “Originally quinoa grows in the Andes
region. The name comes from Quechua. It means ‘grain that
grows where grass can’t grow’.

Superfoods
In the media and on the internet quinoa is
often called a ‘superfood’. Dutch Quinoa
Group, however, does not use this word in
their communication. “Quinoa is not a panacea,
but a natural product with a high nutritional
value. It is a glutenfree source of high quality
proteins, is high in fibre and minerals, and has
– in its natural form – a low glycemic index.
Superfoods are a hype that may soon be over,
while we created a long-term vision. However,
the company benefited from the product
becoming more popular, and consumers becoming
more conscious about food and the way
products are produced. It made it easier to
get financing and convince clients that there
is a market for the products.”
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Foodvalley Summit

PROTEINS OF
THE FUTURE

The consumption of plant-based proteins is growing
rapidly. During the Foodvalley Summit on 10 October
2018 pioneers in the field explained to 250 participants
from 15 countries that their growth is accelerating, and
demands exceed production capacity.
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Foodvalley Summit

There are still challenges to overcome, explained Thijs Geijer,
economist of ING Economics department. He pointed out
“the five hurdles companies need to overcome”: taste and
texture, health aspects and availability could be improved,
and consciousness needs to be increased. Moreover, there
is the price issue.
Mariët van de Noort, owner of MFH Pulses noted that pulses
are making a come-back. The assortment is much bigger
than 20 years ago. “Nowadays you find in supermarkets
organic pulses, pulses in a jar, in a can, in a pouch, in ready
meals.”
Apart from inspiring speakers the international Foodvalley
Summit offered tastings, matchmaking and excellent
networking opportunities. Moreover, companies presented
their ingredients on stage as well as off stage.
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Column

INNOVATION
SCAN
“If you would summarize Foodvalley NL in just one word, it
would be ‘innovation’. We guide and support innovation by
connecting companies, knowledge centres, educational
institutes and governments. Our Foodvalley community of
creative, innovative people, who often resolve issues of
worldwide importance, inspired us at Foodvalley NL to
continuously renew ourselves as well.
We discussed how we could add even more value to the
Foodvalley Membership. The Members already benefit from
our international network and matchmaking activities, our
knowledge events and company visits. Moreover, we offer
free publicity on our platforms, for example Foodvalley
Update and WorldFoodInnovations.com. Members can also
submit innovation-related questions. But we decided to go
one step further.
We came up with the ‘Innovation Scan’, using our knowledge
and expertise to provide a company an overview of companies, organisations and projects that they may not be aware
of and can be useful during the development of their innovation or bringing their new product to market. The scan can
even be followed by a tailormade programme of company
visits, which is very useful to, for example, our foreign Members.
A second extension of our portfolio is that we want to share
even more knowledge with our Foodvalley Members. We
will therefore organize in 2019 at least six Breakfast Sessions
on current issues in the food industry. Venue: our Foodvalley
Café in Wageningen. Every Breakfast Session is open to 30
Members, but starting from this year we will also offer video
recording to Members who could not participate, so they
can get inspired, too. It is better to be there though. In that
case you will have interaction with other companies, and of
course you won’t miss breakfast.
I look forward to meet you (again) in person!”
Roger van Hoesel
Managing director, Foodvalley NL

PS. Are you curious about the topics of our Breakfast Sessions?
You can find them on our calendar on page 35.
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Calendar

EVENTS
•
•
•

MARCH 2019
Joint booth Foodvalley and partners on World Agri-Tech
Innovation Summit and Future Food-Tech, 19-22 March,
San Francisco, USA
Innovation Tour USA – New Frontiers in Food Fast
Forward (NF4), 17-22 March
Foodvalley Members company visit GRO Mushrooms,
27 March, Amsterdam (Foodvalley Members only)

••
•

APRIL 2019
Kick-off Foodvalley Accelerator, 1 April, Ede
Keygene Crop Innovation & Business Conference 2019,
14-16 April, Amsterdam
Foodvalley Breakfast Session the True Price of Food,
17 April, Wageningen

•
•
•

MAY 2019
Innovation Tour China – New Frontiers in Food Fast
Forward (NF4), 12-17 May
F&A Next – investors meet food & agri startups,
15-16 May, Wageningen
Foodvalley Members company visit Suiker Unie,
21 May, Dinteloord (Foodvalley Members only)

•
•

JUNE 2019
Breakfast Session CRISPR-Cas for Dummies, 5 June,
Wageningen
Foodvalley Members company visit Noldus, 18 June,
Wageningen (Foodvalley Members only)

•
•

SEPTEMBER 2019
Breakfast Session Robotization in the Food Industry,
11 September, Wageningen
Foodvalley Members company visit Duplaco,
17 September, Hengelo (Foodvalley Members only)

•
••

OCTOBER 2019
11th NIZO Dairy Conference - Milk Protein Functionality,
8-11 October, Papendal
Foodvalley Summits, 9-10 October 2019
Breakfast Session Cultured Meat, 23 October,
Wageningen
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•
•
•

NOVEMBER 2019
Global Future Farming Summit – Wageningen Academy
& Proagrica, 5 November, Wageningen
Foodvalley Members company visit Protifarm,
13 November, Ermelo (Foodvalley Members only)
Breakfast Session Packaging without Plastics,
20 November, Wageningen

•

DECEMBER 2019
Joint booth Foodvalley and partners on Fi Europe,
3-5 December 2019, Paris, France

The events will take place in the Netherlands unless stated
otherwise. More information: www.foodvalley.nl/events
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