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Business & Market Intelligence 
 
Saputo buys Southeast Milk division; adds to US dairy foods operations 
Saputo, the Canada-based dairy giant, has snapped up part of US firm Southeast Milk. The 
deal, struck for an undisclosed sum, sees Saputo take on Southeast Milk's interests in 
extended shelf-life dairy products. Saputo will acquire a factory located in Plant City in 
Florida. The division generated revenue of CAD59m (US$74.5m) in the year to the end of 
June. It employs 66 staff. Saputo said the new assets would "complement" its own dairy 
foods operations in the US. The company manufactures a range of dairy products in the US 
through two units - cheese and dairy foods. Its dairy foods unit markets products including 
aerosol-whipped toppings, iced coffee and cottage cheese. TD Securities analyst Michael van 
Aelst described the deal as a "modest tuck-under acquisition" for Saputo. "We believe 
Saputo Dairy Foods has reasonable growth prospects but is operating near full capacity….. 
Read  
 
China Mengniu Dairy teaming with Alibaba on rural distribution 
Producer taps online solution to address nation's growing demand for fresh milk 
China Mengniu Dairy will partner with domestic e-commerce giant Alibaba Group Holding to 
capture untapped dairy demand in rural areas. Mengniu CEO Jeffrey Lu Minfang disclosed 
those plans while reporting first-half earnings. Not only will Mengniu collaborate with 
various Alibaba group online portals starting this month, the dairy company will gain access 
to the tech group's wealth of customer data to maximize sales. Milk treated to stay fresh 
even at room temperature has dominated China's market. But that unrefrigerated milk 
sacrifices taste for shelf life, and consumers in urban centers with developed supply 
networks have flocked to chilled milk. A health-consciousness trend also underpins demand 
for yogurt, lactic acid beverages and other dairy products….. Read  
 
McDonald's to bring bottled McCafe drinks to store shelves 
McDonald's said Wednesday that it will sell bottled McCafe drinks at supermarkets and 
other stores early next year, following in the footsteps of coffee rivals Starbucks and Dunkin' 
Donuts. The fast-food giant said it signed a deal with Coca-Cola Co. that will bring three 
flavors of its McCafe Frappe drinks to stores. Dunkin' Donuts signed a similar deal with Coca-
Cola in 2016. And Starbucks has sold bottled Frappuccinos with soda maker PepsiCo for 
years. McCafe already has a presence in grocery stores: its ground and whole coffee beans 
are sold there. McDonald's Corp. also said Wednesday that it plans to remodel McCafes in its 
restaurants next year and is rolling out new espresso drinks, such as cappuccino and caramel 
macchiato….. Read  
 
Nestlé buys Plant-Based Food Company, Sweet Earth Natural Foods! 
The plant-based food sector is a booming and eating plant-based has been described as the 
fastest growing lifestyle movement. According to some estimates, the plant-based meat 
market is set to reach $5.2 billion by 2020 and could make up one-third of the market by 
2050. This move away from meat is largely due to consumers’ rising concerns about animal 
welfare, personal health, and importantly, sustainability. Food giant Nestlé seems to 
understand this shift in food because they recently bought Sweet Earth Natural Foods, a 
Californian-based company known for vegan meals and snacks made from plant-based 
proteins. Up to half of Nestlé’s customers are seeking more plant-based foods in their diet, 
“and 40 percent are open to reducing their traditional meat consumption,” Paul Grimwood, 
Nestlé USA Chairman, and CEO said in a statement. Indeed, meat consumption in the U.S. 

http://www.ozscientific.com/
https://www.just-food.com/news/saputo-buys-southeast-milk-division_id137632.aspx
https://asia.nikkei.com/Business/AC/China-Mengniu-Dairy-teaming-with-Alibaba-on-rural-distribution
http://www.houstonchronicle.com/news/article/McDonald-s-to-bring-bottled-McCafe-drinks-to-12176402.php
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has been in steady decline over the past few decades, driven by reasons ranging from 
health, concerns over animal welfare, to environmental factors. Recent studies estimate that 
nearly one-third of Americans (roughly 100 million people) are consciously choosing to keep 
meat off their plates more often, and millennials are transforming the American consumer 
marketplace by demanding fresh, healthy and plant-based options….. Read  
 
MGP Ingredients expands clean-label wheat protein portfolio 
US supplier of specialty wheat proteins and starches MGP Ingredients is planning a further 
expansion of the company’s portfolio of non-GMO Project Verified food ingredients.  Along 
with all of the company’s specialty wheat starches and various other specialty wheat 
proteins, these ingredients now also include MGP’s Arise 5000, Arise 5500 and Arise 6000 
wheat protein isolates, and HWG 2009 lightly hydrolyzed wheat protein. They additionally 
include the company’s recently announced series of clean-label wheat protein isolates, 
which consist of Arise 8000, Arise 8100 and Arise 8200. “This new development provides 
increasing evidence of MGP’s strong commitment to the “better for you” market segment 
and to meeting rigorous testing and production requirements,” said Michael Buttshaw, vice 
president of ingredients sales and marketing. In addition to providing protein enrichment, 
the Arise protein isolates deliver a multitude of functional benefits across a wide range of 
bakery products and other food applications…… Read  
 
 
Back to the Table of Contents 
 
 

 
 
 

Consumer & Market Trends and Market Size 
 
Millennials Consider Coconut as Healthy Food Ingredient 
Once shunned for its high saturated-fat, coconut has been reborn as a star ingredient of 
better-for-you foods and beverages. Today, millennials largely perceive coconut as a 
naturally healthy food, and say it’s one of the main reasons they purchase coconut-based 
food products, according to new research by New Nutrition Business. In a series of focus 
groups, people aged 24-33 from 13 different countries tasted several coconut-based milks, 
yogurts, snacks and an ice-cream, and discussed their opinions. Most of the participants 
liked the taste of coconut, with many expressing surprise at how much they enjoyed 
coconut-based products. The overwhelming opinion was that coconut was best combined 
with other flavors, preferably sweet ones. The most appealing categories for coconut were 
bakery and confectionery, while coconut-based yogurts were the least well-received. These 
results reveal a gap in the market and an opportunity for companies to develop coconut 
yogurts. Coconut-based dairy alternatives were popular among both dairy-avoiders and 
regular milk consumers, indicating that companies should target dairy-free products with 
coconut at a wider audience than dairy-avoiders, and highlight taste as a benefit. The 
research findings add to a growing number of factors lining up in favor of coconut, such as: 

• A 318% increase in the number of products launched with coconut from 2010 to 
2016 

Please recommend the Functional Foods Weekly to your  colleagues, 
suppliers and customers

http://www.ozscientific.com/
http://www.onegreenplanet.org/news/nestle-bought-plant-based-food-company-sweet-earth-natural-foods/
http://www.foodingredientsfirst.com/news/mgp-ingredients-expands-clean-label-wheat-protein-portfolio.html
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• A steady growth of scientific studies on coconut 

• Google searches for “coconut” and “health” that show consumer interest in 
coconut’s health benefits has been growing globally since 2010. 

……….. Read  
 
Chinese Shoppers Are Turning Their Backs on Foreign Brands 
Foreign brands are falling from favor in China, the world’s biggest consumer market, 
according to reports by Nielsen Holdings Plc and Bain & Co. Domestic companies producing 
consumer goods such as food and beverages or personal care products are slowly but 
steadily eroding market share from foreign competitors, leaving them with 30.2 percent of 
the market last year versus 33.5 in 2006, according to Nielsen. Bain found foreign companies 
increasing their market share in just four of 26 categories. That’s notable because Chinese 
consumers are more concerned with brand origin than any other country aside from the 
Czech Republic, according to Nielsen’s survey of attitudes in 70 countries. Chinese 
consumers are interested not only in low prices but also higher quality, and there’s an 
increasingly noticeable trend of consumers upgrading, Vishal Bali, a managing director at 
Nielsen in Shanghai, said in the report. Domestic brands get a sale boost as they embed the 
concept of natural and healthy in their products, he said…… Read  
 
China backs its baby formula, but consumers aren’t convinced 
State-run TV in China has run a report saying Chinese baby milk powder is as good and 
sometimes superior to foreign brands, but internet users have cast doubts over its 
conclusions. The reputation of China’s dairy industry was massively damaged in 2008 after it 
was found that some producers were adding the chemical melamine to watered down milk 
to make it look like it was still high in protein. An estimated 300,000 children suffered from 
kidney stones and six babies died. The scandal led to a huge increase in the number of 
people on the mainland trying to buy foreign baby milk formula brands. State broadcaster 
CCTV carried out tests on brands of baby formula on its programme Consumer Views on 
Wednesday. They included brands based in Germany, Holland, Japan and the United States, 
plus three Chinese manufacturers – Firmus, Ilactou and Anlicong. The programme said there 
were no problems with these brands during the 2008 melamine scandal. The samples were 
tested by a centre controlled by the agriculture ministry and inspection and quarantine 
authority…… Read  
 
Frozen desserts and snacks are the next frontier for plant-based proteins – Euromonitor 
Much of the focus for growth of plant-based proteins in the US to date has been on 
alternatives to meat and cow’s milk, but new research from Euromonitor International 
suggests significant potential lies in the frozen desserts and emerging protein snacks 
segments. “Plant-based protein alternatives are no longer niche products, but rather 
something that is going mainstream and something that major companies are getting on 
board with,” Alice Yu, a research analyst with Euromonitor, said during a recent webinar 
hosted by the market research firm. She added as such products are becoming more 
sophisticated and are expanding beyond the obvious animal-based product replacement 
such as meat and milk. For example, she noted, by 2021 the US, which continues to be the 
world’s biggest market for ice cream, will become the most attractive country for dairy-free 
ice cream options. “US consumers are greatly attracted to free-from dairy ice cream that is 
fortified in protein, which helps in both weight management and muscle gain,” Yu said, 
adding, “what we are seeing in the US is an increased demand for free-from variants of 
existing products.” A pivotal example of this was when Ben & Jerry’s announced the creation 

http://www.ozscientific.com/
https://www.nutraceuticalsworld.com/contents/view_breaking-news/2017-09-05/millennials-consider-coconut-as-healthy-food-ingredient/
http://uschinahpa.org/2017/09/chinese-shoppers-are-turning-their-backs-on-foreign-brands/
http://www.chinabevnews.com/2017/09/china-backs-its-baby-formula-but.html
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and launch of a line of vegan-certified alternatives to ice cream using almond milk as the 
base, she said……. Read  
 
Rabobank: Demand for pulses on the upswing 
Increases in both area and yield have boosted global production of pulses 50% since 2000, 
according to Rabobank. Prices of pulses have been volatile over the past two years, primarily 
reflecting weather-reduced supply shortages for two seasons, Rabobank said, but good 
yields and an expanded area in most key pulse-producing regions during the 2016-17 season 
have spurred a recovery. In its “Checking the Pulse” report, Rabobank noted that food use is 
expected to remain the key driver for pulse demand, mainly in developing countries. “Pulse 
markets are — and will remain — fragmented, made up of many different pulse categories, 
each with specific characteristics,” said Stefan Vogel, Rabobank’s global sector strategist – 
grains and oilseeds. “Supply can quickly outpace demand in the case of high prices (and thus 
increased plantings), while weather-related yield issues in a key producing country can drive 
prices upward in order to ration demand.”……. Read  
 
Health and Wellness Market Outpaces Standard Food and Beverages – Euromonitor 
The global health and wellness market continues to outpace standard foods and beverages. 
Multinationals follow the United Nation’s sustainable development goals and link their 
business strategies towards the provision of healthy and nutritious food and this is reflected 
in the reformulation of specific brands and acquisitive activity. Regulatory challenges such as 
labelling of probiotic products remain an issue in some markets despite the growth 
potential…… Read  
 
Nielsen: Label transparency can boost sales 
A new report from Nielsen is highlighting the big role that easy-to-understand labels can play 
in driving product sales. The report shows that consumers want clarity from their product 
labels about what they contain, and that products with specific product claims are seeing 
dollar growth. According to insights from Nielsen strategic partner Label Insight, 39% of 

consumers in the United States 
say they would switch from their 
current brand to one that 
provides clearer, more accurate 
product information, and 68% 
are willing to pay more for foods 
and beverages that don’t have 
ingredients they perceive as bad 
for them. For 53% of consumers, 
the exclusion of undesirable 
ingredients is more important 

than including beneficial ingredients. This interest is taking place across categories. While 
food and beverage categories tend to be the ones most commonly associated with label 
transparency demand, sales of organic vitamins and supplements have grown 25% over last 
year, and sales of personal care products free of artificial fragrances that also tout a natural 
claim have increased 6% since last year, the report says. Among food and beverage products, 
packages that say “free of additives and artificial ingredients” see an 8% dollar growth, with 
“all natural” claims spurring 7.8% dollar growth and products without artificial colors see 
nearly 6% dollar growth. However, Nielsen data has found that only 7% of products free of 
artificial colors advertise that fact…….. Read  
 

http://www.ozscientific.com/
http://www.foodnavigator-usa.com/Trends/Healthy-snacking/Frozen-desserts-snack-are-next-frontier-for-plant-based-protein
http://www.world-grain.com/articles/news_home/World_Grain_News/2017/09/Rabobank_Demand_for_pulses_on.aspx?ID=%7b52A9CB95-E94A-45AD-A89A-CA0095112694%7d
http://blog.euromonitor.com/2017/09/health-wellness-market-outpaces-standard-food-beverages.html
http://www.drugstorenews.com/article/nielsen-label-transparency-can-boost-sales
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Beverage trends 2017: Google data reveals what’s satisfying consumers’ thirst 
Now more than ever, maximizing your marketing efforts requires careful consideration of 
people’s rapidly changing consumption habits. With tastes becoming more adventurous and 
options galore, marketers are thirsty for answers on where to place their bets. The beverage 

category is evolving so 
quickly that it’s a challenge to 
pinpoint which trends matter 
most. Our Beverage Trends 
Report alleviates the 
guesswork. Using Google 
Search data to help 
marketers identify and 
quantify changes in the 
beverage industry, our deep 

dive highlights the trends that are taking off in four key markets: the U.S., U.K., Spain, and 
Mexico. Here, we highlight a few of the trends worth watching. Whether driven by health, 
taste, or connoisseurship, beverages described by the process in which they are made have 
shown a big spike in interest. The cold brew process, which involves brewing a beverage 
using room-temperature or cold water, is said to enhance the flavor of coffee by making it 
less bitter, less acidic, and more chocolatey and sweet. Our research found that people also 
like its DIY factor, with many turning to YouTube for content on how to master the process 
themselves……. Read  
 
Back to the Table of Contents 
 
 
 

 
 
 

Innovations, new products, IP 
 
Java Shots Releases New Cold Brew Coffee Line 
Harmonies Brew announced the launch of its newest product line: Java Shots! Java Shots are 
100% Natural and Organic Cold Brew Coffee shots that are equivalent to a double espresso, 
making them a great natural and convenient energy booster. Harmonies Brew gathers 

premium coffee beans from around 
the world and utilizes a unique 
brewing process to extract their 
natural flavors and caffeine to create a 
drink with a smooth, delightful taste. 
They have incorporated the brew into 
great tasting RTD coffee beverages, 
starting with the Java Shots, which 
launch in Nov. 2017. Harmonies Brew 
began as an artisan company in 2014 
to help support its sister 501(c)(3) 

Please recommend the Functional Foods Weekly to your  colleagues, 
suppliers and customers

http://www.ozscientific.com/
https://www.thinkwithgoogle.com/consumer-insights/2017-beverage-industry-consumer-habits/
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non-profit Harmonies of Hope, and now it is a growing wholesale and manufacturing 
company that donates a percentage of its net profits to supporting youth in the arts. 
Harmonies of Hope is a performing arts after-school program tailored for youth regardless of 
economical background to teach them vocals, dance, instruments, and drama…… Read  
 
Green Giant® Refreshes the Freezer with New Green Giant Veggie Spirals™ 
Iconic Vegetable Brand Continues to Transform the Frozen Aisle Following the Successful 
Introduction of Veggie Tots, Riced Veggies, Mashed Cauliflower and Roasted Veggies. B&G 
Foods, Inc has announced the latest innovation in the growing line of Green Giant® frozen 
veggie swap-ins – Green Giant Veggie Spirals™. These spiral-shaped vegetables are a great 

alternative to 
pasta and will 
initially be 
available in 
Zucchini, Carrots 
and Butternut 
Squash varieties. 
Green Giant 
Veggie Spirals 

are 100 percent vegetables, with no sauces or seasonings and provide consumers with an 
easy way to add more nutritious veggies to any meal. Each variety of Green Giant Veggie 
Spirals is gluten-free, Paleo-friendly, low calorie and ranges from 65-90 percent fewer carbs 
than traditional pasta. Recipe-ready Green Giant Veggie Spirals allow consumers to 
conveniently swap-in more veggies, without the time, trouble and product waste of spiraling 
their own vegetables. Frozen at the peak of freshness, Green Giant Veggie Spirals are ready 
to heat and serve as a standalone dish, a tasty side or as a delicious addition to a soup or 
salad. “The Green Giant frozen vegetable innovations that we launched last fall have been 
very successful, proving that consumers are hungry to embrace Green Giant once again 
while incorporating new formats and varieties of vegetables in their diet,” stated Robert C. 
Cantwell, President and Chief Executive Officer of B&G Foods…..  
 
Onken launches personalised online yogurt-making service 
Dairy brand Onken has launched a limited-edition personalised yogurt service, allowing UK 
customers to create their own flavours. Working in collaboration with experimental food 
designers the Robin Collective, the 
public have been invited to visit the 
online Onken YouGurt factory and 
choose three ingredients to create 
their own yogurt. A total of 12 
ingredients are available, including: 
agave syrup, rhubarb, pumpkin and 
chilli. The virtual YouGurt factory is 
live until 30 September with 50 
personalised pots available to win 
every day. Emmi UK managing director 
Julie Plant said: “This campaign is new and playful and really brings out the characteristics 
that make Onken famous – creamy, bold-flavoured, delicious yogurt. We can’t wait to see 
the public’s exciting fruity combinations throughout September.”…… Read 
 

http://www.ozscientific.com/
https://www.drinkpreneur.com/beverage-industry-news/brand-news/java-shots-releases-new-cold-brew-coffee-line/
http://www.foodbev.com/news/onken-launches-personalised-online-yogurt-making-service/
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A2 Protein Natural Yoghurt 
Australian company Jalna makes this wholemilk natural yoghurt 
in the traditional pot set way from milk containing only the 
naturally-occurring A2 beta-casein protein and which is free 
from all A1 beta-casein protein. The milk comes from specially 
selected Australian dairy cows which produce milk containing 
only A2 beta-casein protein and no A1…. Read  
 
 
 
Activia introduces new grains and seeds yogurt range 
Activia is introducing a new grains and seeds range to its yogurt portfolio as it aims to tap 
into the ever-growing demand for healthy breakfast options. Activia grains and seeds is a 
combination of creamy yogurt and tasty grains, seeds and nuts. The range comes in four 

flavours: walnut and oats, spelt 
and seeds, quinoa and seeds; 
and muesli and fruit. The 
launch will be supported by a 
£2.1m media campaign across 
the UK, including TV 
advertising, which goes live 
October 23.  Activia senior 
brand manager Ceyda Tort 

Turgay said: “We know that breakfast is the occasion where consumption of yogurt is 
increasing most rapidly. We also know that adding grains to food is a big consumer trend at 
the moment. Our new Activia Grains & Seeds range gives retailers the opportunity to tap 
into both trends, offering a real opportunity to bring incremental growth to the chilled 
yogurts and pot desserts category.”……. Read  
 
Barry Callebaut launches first ever “ruby chocolate” 
A breakthrough by a Swiss chocolate maker expands the industry’s hues beyond just dark, 
milk and white. Barry Callebaut AG, the world’s largest cocoa processor, has come up with 
the first new natural color for chocolate since Nestle SA started making bars of white 
chocolate more than 80 years 
ago. While it has a pinkish hue 
and a fruity flavor, the Zurich-
based company prefers to 
refer to it as “ruby chocolate.” 
The new product may help 
boost sales in a struggling 
global chocolate market that 
producers hope has touched 
bottom. As Hershey cuts 15 
percent of its staff and Nestle 
tries to sell its U.S. chocolate 
business, ruby chocolate raises 
the possibility that next Valentine’s Day may arrive with store shelves full of natural pink 
chocolate hearts. The innovation, based on a special type of cocoa bean, comes after about 
a decade of development, according to Chief Executive Officer Antoine de Saint-Affrique. 
The chocolate, unveiled in Shanghai Tuesday, has a natural berry flavor that’s sour yet 

http://www.ozscientific.com/
http://www.jalna.com.au/products/a2-yoghurt.html
http://www.foodbev.com/news/activia-introduces-new-grains-and-seeds-yogurt-range/
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sweet, according to the Zurich-based company, which works behind the scenes to produce 
chocolate sold by all the major producers including Hershey Co. and Cadbury….. Read  
 
Straus Family Creamery adds chocolate milk to its organic range 
Straus Family Creamery is extending its range of organic products with a 
new chocolate milk variant available throughout the US. The new 
organic chocolate milk is the company’s first chocolate whole milk 
offering in the creamery’s 20-plus years of producing flavourful organic 
dairy products. It is processed with only five ingredients with no 
stabilisers or emulsifiers are used. Straus Family Creamery chief 
executive officer Albert Straus said: “The high-quality flavour of our milk 
starts at the organic family farms, with sustainable land stewardship and 
good animal welfare practices. “All of Straus Family Creamery’s 
products, including the chocolate milk, retain the quality of the milk 
sourced daily from the nine family-operated organic dairy farms working 
with us in Northern California.”….. Read 
 
Arnott's launches new category“cracker chips” 
Arnott’s is expanding the Vita-Weat brand with its launch of a new snacking category called 

Cracker Chips. The new range has been formulated with 70 per 
cent wholegrain brown rice, corn and seeds, and flavoured with 
"real food ingredients", according to the company. Offering a 
unique chip-like texture, the baked Cracker Chips are bite-sized, 
thin and crispy, and come in a share box and in snack packs. 
Brand manager Renee Fowler said the chips are aimed at 
consumers wanting healthy snacks that satisfy their savoury 
cravings. “Cracker Chips are an exciting new addition to the Vita-
Weat family. We’re taking Australia’s original wholegrain 
powerhouse into the flavoured snacking world!” Fowler said. 
“Our Vita-Weat range has been an Aussie pantry staple since 
1976. We know Aussies are going to love how Vita-Weat Cracker 

Chips taste while still giving them all the goodness of Vita-Weat wholegrains.” There are 
three flavours: Multigrain & Sea Salt; Chilli, Lime & Coriander; and Classic Cheddar & 
Chives……….. Read  
 
New ice cream flavor by Blue Bell inspired by pink camouflage designs 
Blue Bell Ice Cream has announced its latest flavor and this time is introducing a sidekick to a 
popular item from last year with its new "Pink Camo ’n Cream Ice Cream", the company said 

Thursday. Pink Camo ’n Cream is a 
combination of strawberry ice cream, milk 
chocolate ice cream and a cream cheese ice 
cream swirled together in a camouflage 
pattern. “Our Camo ’n Cream was inspired by 
the camouflage design you see on just about 
everything,” said Carl Breed, executive 
director of marketing for Blue Bell. “The flavor 
sold very well and we knew we were onto 
something. Pink camouflage is popular too, so 
we thought why not create an ice cream in 

http://www.ozscientific.com/
https://www.bloomberg.com/news/articles/2017-09-05/chocolate-gets-first-addition-to-color-palette-in-80-years-ruby
http://www.foodbev.com/news/straus-family-creamery-adds-chocolate-milk-to-range/
http://www.foodanddrinkbusiness.com.au/new-in-store/arnott-s-takes-vita-weat-brand-into-new-territory
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this color pattern? We swapped the Pistachio Almond Ice Cream for Strawberry Ice Cream 
and Pink Camo ’n Cream was created.”….. Read 
 
Garden Lites offers new products that are a “gateway” to loving vegetables for life 
Recognizing most Americas have a love-hate relationship with vegetables, Garden Lites is 
introducing a series of new products that either celebrate or hide vegetables to help ensure 
all consumers can hit their recommended five a day. “In many ways veggies are the perfect 
food, because they are nutritionally dense from a vitamin and minerals standpoint, 

high in fiber, low in calories 
and sugar, and they offer 
uniquely different health 
benefits because of the 
nutritional profile of all of 
them,” Andy Reichgut, 
executive VP of Garden Lites, 
told FoodNavigator-USA. 
“But,” he added, “They 
inherently aren’t easy to 
make taste great, like fruit, 
which is why many 
Americans don’t eat enough 
of them.” In fact, he said, 
only one in 10 Americans 

eats the daily recommended amount vegetables – a statistic that Garden Lites thinks it can 
improve, and in doing so also improve the country’s obesity and health care crisis. One way 
the company is doing this is by showing Americans how vegetables can taste good in both 
products that don’t resemble vegetables and in ones that showcase the produce front and 
center. “We have debated with ourselves a lot,” whether it is better to hide vegetables and 
trick people into eating them, or whether it is better to place them front and center, and 
“the reality is, we don’t think there is a right answer – we think both are fine.” To that end, 
the company created a line of frozen muffins that that are non-GMO, gluten-free and 
feature zucchini and carrots as the first ingredients – yet the sensation is of a decadent 
chocolate muffin, Reichgut said. “Yes, we hide the flavor of zucchini and carrots in our 
chocolate muffin, but we are also showing people how vegetables can be used to make a 
chocolate muffin taste great. The zucchini adds tremendous moisture and the carrots add 
sweetness,” he said……. Read  
 
Bulletproof Releases Cold Brew Line of Ready-To-Drink Bulletproof Coffee 
Bulletproof 360, Inc., creators of Bulletproof ® coffee and other 
high-performance food and nutrition products, announced today 
the largest product launch in company history with the release of 
Bulletproof Coffee Cold Brew. The new grab-and-go version of the 
signature coffee is available in four flavors and made with 
Bulletproof coffee beans, Brain Octane® oil and grass-fed butter, 
delivering a convenient and delicious coffee drink with the same 
benefits Bulletproof fans have come to love, including sustained 
energy and mental focus, all without sugar or chemicals….. Read  
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'Wow, no cow': the Swedish farmer using oats to make milk 
Adam Arnesson, 27, is not your usual milk producer. For 
starters, he doesn’t have any dairy cattle. Our first 
photo opportunity is in the middle of one of his fields of 
oats. Until last year all these oats went into animal 
feed, either sold or fed to the sheep, pigs and cows he 
rears on his organic farm in Örebro county, central 
Sweden. With the support of Swedish drinks company 
Oatly, they are now being used to produce an oat milk 
drink – tapping into the growing market for dairy 
alternatives across the country. Livestock still provides 
most of the income of the 80ha farm Arnesson runs in 

partnership with his parents. But he wants that to change. “The natural thing for us would 
be to increase our livestock numbers, but I don’t want a factory,” he says. “The number of 
animals has to be emotionally right so I know each of them…… Read  
  
DRINKmaple Grapefruit Maple Water 
DRINKmaple is a natural refreshing, hydrating water with a 
hint of maple flavor that contains fortifying vitamins, 
minerals, polyphenols, antioxidants, prebiotics, and 
naturally low in calories. We tap it straight from the tree 
and bottle it with absolutely NOTHING added. Our mission 
is simple: to tap pure nutritious maple sap straight from 
the trees and bottle it for all to enjoy year round. Up until 
now it has only been available to the lucky people who 
have maple farms and know the secret of drinking the sap 
before boiling it to syrup. Not anymore. The secret is out….. Read  
 
Ready-to-drink purple tea  
Kabaki purple tea – made from a phytonutrient-rich purple-hued cultivar grown in Kenya – 
could follow RUNA’s playbook by bringing something disruptive to the US ready-to-drink tea 
market, while at the same time improving the livelihoods of small growers, says new general 

manager and investor Vera 
Adamovich. When Adamovich – 
chief marketing officer at 
branding agency Gammon 
Ragonesi Associates – met 
Kabaki LLC founder Martin 
Kabaki at the Expo West trade 
show earlier this year, she was 
immediately intrigued by the 
novelty of his product and the 
compelling narrative behind it. 
However, the branding and 

positioning needed some work, she told FoodNavigator-USA: “I was walking the show with a 
colleague, we started talking to Martin, and we just fell in love with him. He had a concept 
we really believed in, and I was able to convince my agency to partner with Martin so we 
could look at everything, from market segmentation, logos, sell sheets, positioning, 
branding, and formulations to a new packaging design. “We invested in the business and it’s 
now no longer a concept, it’s ready for prime time. We have manufacturing production 
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ready to go with a co-packer in Detroit, we have other co-packers lined up across the 
country, we’re talking to retailers, and we’ve built an inventory that’s ready to ship.”……….. 
Read  
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Regulations, Labelling, Health Claims & Food Safety 
 
Recommended fat intake should increase, Canadian researchers say 
Low-fat diets have led to dangerously high carbohydrate consumption, study suggests. 
Global dietary guidelines should change to suggest people can eat more fat than previously 
thought, with a view to preventing overconsumption of carbohydrates, according to a new 
international study led by Canadian researchers. "Our findings do not support the current 
recommendation to limit total fat intake to less than 30 per cent of energy," said the paper 
published in the Lancet on Tuesday. "Individuals with high carbohydrate intake might benefit 
from a reduction in carbohydrate intake and increase in the consumption of fats." Scientists 
from McMaster University in Hamilton and other researchers used questionnaires to 
document the fat, carbohydrate and protein intake of 135,335 people in 18 countries, then 
followed them over an average of about seven years…… Read 
  
General Mills' effort to trademark yellow box fails 

General Mills, Inc.’s effort to trademark the yellow background color 
of its Cheerios cereal boxes has been denied. In a ruling issued Aug. 
22, the Trademark Trial and Appeal Board of the U.S. Patent and 
Trademark Office said that a single-color mark is not inherently 
distinctive, and because General Mills failed to demonstrate 
acquired distinctiveness, the applied-for trademark fails to function 
as a mark. In its original request for the trademark, General Mills 
stated that “consumers have come to identify the color yellow, 
when used in connection with the goods, comes from not only a 
single source, but specifically the Cheerios brand.” To support its 
claim, General Mills provided the U.S. Patent and Trademark Office 
with a range of evidence, including a survey and expert report. The 

survey asked consumers who were shown an image of an unmarked, yellow, rectangular box 
“If you think you know, what brand of cereal comes in this box?” Nearly 53% of those 
surveyed identified the brand as Cheerios, according to General Mills…… Read  
 
 

Please recommend the Functional Foods Weekly to your  colleagues, 
suppliers and customers
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New US guidelines seek to combat hypertension in children 
The first new national guidelines since 2004 on identifying and treating high blood pressure 
in children and adolescents (aged 3 to 18 years old) in the US have been published by the 
American Academy of Pediatrics (AAP), which convened a panel of experts to produce the 
new recommendations. The AAP report, “Clinical Practice Guideline for Screening and 
Management of High Blood Pressure in Children and Adolescents,” offers a series of 
evidence-based recommendations for pediatricians taken from a comprehensive review of 
nearly 15,000 medical studies published since 2004. The first-line treatment remains lifestyle 
changes, the Case Western Reserve University School of Medicine press release points out, 
as there is a high correlation between hypertension and obesity. When untreated, long-
standing hypertension can damage the heart, kidneys and brain…. Read 
 
US Judge Tosses Suits Over '100 Percent Parmesan' Claims 
A judge has dismissed lawsuits that allege labels touting "100 percent grated Parmesan" are 
deceptive because the products include non-cheese ingredients. Judge Gary Feinerman on 
Thursday tossed five lawsuits against major producers and retailers that were consolidated 
into a single case in Chicago federal court. His 25-page written ruling concludes that the 
companies' "labeling and marketing, when viewed as a whole ... are not deceptive." He 
noted that full ingredients are listed on the products and make clear that cellulose, a filler 
made from wood pulp, is mixed into the Parmesan. Feinerman cites one Kraft Heinz 
Parmesan product that lists "cellulose powder" as an ingredient meant "to prevent caking….. 
Read  
 
Roasted Coffee could soon carry cancer warnings on packaging 
A bitter legal “brew-ha-ha” that could roil the coffee world has kicked off in Los Angeles. 
Starbucks and a host of other coffee sellers are fighting a lawsuit that alleges roasted coffee 
beans contain low levels of a carcinogen — and therefore coffee products sold in California, 
from lattes to packaged beans, should carry Surgeon General-like warnings. A bench trial on 
the 7-year-old suit kicked off on Tuesday. A little-known public interest group, the Council 
for Education and Research on Toxics, or CERT, sued roughly 70 companies, claiming the 
state’s Proposition 65, which requires warning labels on anything that contains materials 
that cause cancer, should apply to coffee. Roasted coffee beans contain low levels of 
acrylamide, a carcinogen, CERT claims in court papers….. Read  
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Nutrition, Diets, Health Benefits & Related Research 
 
Dairy’s Counterintuitive Effects on Cardiovascular Disease Risk 
A new meta-analysis finds that there is a neutral association between dairy consumption and 
cardiovascular disease (CVD) risk. The study also suggests that greater consumption of 
fermented dairy products, including cheese and yogurt, may decrease the risk of CVD. The 
findings add to the body of evidence that despite being a major source of dietary saturated 
fats, dairy products may not be bad for heart health and may even be beneficial. Consuming 
fats, and particularly saturated fats, increases the odds of cardiovascular disease (CVD). CVD 
is the major cause of death and disability worldwide, and many public health guidelines 
recommend diets that are low in saturated fats. Although dairy products are a major source 
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of dietary saturated fats, they have been shown to have various beneficial effects on 
cardiovascular health, including a reduced risk of stroke and coronary heart disease. “That 
was surprising, and to many people it is still surprising,” says Professor Ian Givens of the 
University of Reading. “To some it’s a bit of a paradox, that you don’t see a big increase in 
coronary heart disease risk in particular, from high consumption of dairy products,” he says. 
“One of our biggest challenges has been to explain to the public why we either see a 
reduced or neutral cardiovascular disease risk with most dairy products when in many 
people’s minds they would expect the risk to be increased.” In a new meta-analysis that 
looked at 29 prospective cohort studies, Givens and his colleagues found a neutral 
association between dairy consumption and cardiovascular and all-cause mortality [8]. “We 
thought it’s been quite a while since there has been an up-to-date meta-analysis,” says 
Givens. “We end up with a kind of neutral outcome. In other words, increasing consumption 
isn’t associated with increased risk,” he says….. Read 
 
Plant-Based Milk Beverages Affect Children’s Height 
A recent large-scale scientific study concluded that children drinking plant-based substitutes 
for cow’s milk were associated with slightly shorter height. The authors speculate the study 
provides the first indication that the increasingly popular consumption of nondairy milk 
substitutes may not adequately support the full nutritional requirements of rapidly growing 
young children. Geneticists conclude that human height has a strong genetic component 
accounting for about 60–80% of the variation in height of a population, i.e. tall parents 
usually produce tall offspring. The remaining 20–40% of the variation in height is due to 
factors such as nutrition and illness……. Read  
 
Higher fruit, vegetable, and legume consumption was associated with a lower risk of non-
cardiovascular, and total mortality 
Fruit, vegetable, and legume intake, and cardiovascular disease and deaths in 18 countries 
(PURE) was investigated in a cohort study. Researchers did a prospective cohort study 
(Prospective Urban Rural Epidemiology [PURE] in 135 335 individuals aged 35 to 70 years 
without cardiovascular disease from 613 communities in 18 low-income, middle-income, 
and high-income countries in seven geographical regions: North America and Europe, South 
America, the Middle East, south Asia, China, southeast Asia, and Africa. They documented 
their diet using country-specific food frequency questionnaires at baseline. Standardised 
questionnaires were used to collect information about demographic factors, socioeconomic 
status (education, income, and employment), lifestyle (smoking, physical activity, and 
alcohol intake), health history and medication use, and family history of cardiovascular 
disease. Higher fruit, vegetable, and legume consumption was associated with a lower risk of 
non-cardiovascular, and total mortality. Benefits appear to be maximum for both non-
cardiovascular mortality and total mortality at three to four servings per day (equivalent to 
375–500 g/day)….. Read  
 
Whole grains decrease colorectal cancer risk, report states 
Daily consumption of whole grains, such as brown rice or whole-wheat bread, reduces 
colorectal cancer risk, with the more you eat the lower the risk. This is according to a report 
by the American Institute for Cancer Research (AICR) and the World Cancer Research Fund 
(WCRF).  “Diet, Nutrition, Physical Activity and Colorectal Cancer” also found that regularly 
consumption of processed meats, such as hot dogs and bacon, increases the risk of this 
cancer. There was strong evidence that physical activity protects against colon cancer. 
“Colorectal cancer is one of the most common cancers, yet this report demonstrates there is 
a lot people can do to dramatically lower their risk,” says Edward L. Giovannucci, MD, ScD, 
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lead author of the report and professor of nutrition and epidemiology at the Harvard TH 
Chan School of Public Health…… Read  
 
The Macular Carotenoids Lutein and Zeaxanthin Are Related to Increased Bone Density in 
Young Healthy Adults 
Lutein (L) and zeaxanthin (Z) status can be quantified by measuring their concentrations 
both in serum and, non-invasively, in retinal tissue. This has resulted in a unique ability to 
assess their role in a number of tissues ranging from cardiovascular to central nervous 
system tissue. Recent reports using animal models have suggested yet another role, a 
developmental increase in bone mass. To test this, we assessed L and Z status in 63 young 
healthy adults….. pdf, 8 pages…. Read  
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Reviews, Views & Full text publications 
 
To Nutraceuticals and Back: Rethinking 
a Concept 
The concept of nutraceuticals as 
pharma-foods comes fromfar. This 
termismade fromthe two words 
“nutrient” and “pharmaceutical”, was 
coined by Stephen DeFelice, and is 
defined as “a food or part of a food that 
provide medical or health benefits, 
including the prevention and/or 
treatment of a disease. …. Pdf, 3 
pages…. 3 pages…. Read  
 
Examining the Relationship between Free Sugars and Calorie Contents in Canadian 
Prepacked Foods and Beverages 
To align with broader public health initiatives, reformulation of products to be lower in 
sugars requires interventions that also aim to reduce calorie contents. Currently available 
foods and beverages with a range of nutrient levels can be used to project successful 
reformulation opportunities. The objective of this study was to examine the relationship 
between free sugars and calorie levels in Canadian prepackaged foods and beverages. This 
study was a cross-sectional analysis of the University of Toronto’s 2013 Food Label Database, 
limited to major sources of total sugar intake in Canada (n = 6755). Penalized B-spline 
regression modelling was used to examine the relationship between free sugar levels (g/100 
g or 100 mL) and caloric density (kcal/100 g or 10mL), by subcategory. Significant 
relationships were observed for only 3 of 5 beverage subcategories and for 14 of 32 food 
subcategories….. pdf, 9 pages….. Read  
 
Antioxidants in Food: The Significance of Characterisation, Identification, Chemical and 
Biological Assays in Determining the Role of Antioxidants in Food 
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There is a vast research literature on the antioxidant activity in food. Figure 1 shows the 
linear growth in the number of papers per year as found in the Web of Science database 
using the search item “food AND antioxidant”. In 2016, the number was 3304 papers on this 
topic. Most of these determine total antioxidant activity or capacity and an ever-increasing 
number analyze and identify the individual antioxidant molecules. Combined with these 
measurements, a number of antioxidant assays, such as DPPH, ABTS, ORAC, FRAP and TEAC, 
are commonly used (Appendix A). In a few cases, biological assays, typically involving cell 
culture, also provide useful information on the effectiveness of antioxidants….. pdf, 4 
pages….. Read 
 
Sodium Chloride and Its Influence on the Aroma Profile of Yeasted Bread 
The impact of sodium chloride (NaCl) concentration on the yeast activity in bread dough and 
its influence on the aroma profile of the baked bread was investigated. Key aroma 
compounds in the bread samples were analysed by two-dimensional high-resolution gas 
chromatography-mass spectrometry in combination with solvent-assisted flavour 
evaporation distillation. High-sensitivity proton-transfer-reaction mass spectrometry was 
used to detect and quantify 2-phenylethanol in the headspace of the bread dough during 
fermentation. The analyses revealed significant (p < 0.05) changes in the aroma compounds 
2-phenylethanol, (E)-2-nonenal, and 2,4-(E,E)-decadienal. Descriptive sensory analysis and 
discriminating triangle tests revealed that significant differences were only determinable in 
samples with different yeast levels but not samples with different NaCl concentrations. This 
indicates that a reduction in NaCl does not significantly influence the aroma profile of 
yeasted bread at levels above the odour thresholds of the relevant compounds, thus 
consumers in general cannot detect an altered odour profile of low‑salt bread crumb….. pdf, 
12 pages…. Read  
 
Benefit of Lactose Concentration between Goat’s Milk and Commercialized Powder Milk 
Even though goat’s milk naturally has lower lactose than cow’s milk (~4.39% compared to 
4.51%), when it's consumed in a large amount, those intolerant to lactose may suffer several 
inconvenient symptoms, such as bloating, nausea, and diarrhoea. Previous study had 
established that a high level of lactose removal from goat’s milk could be attained by 10 KDa 
sized ultrafiltration (UF) membrane. Hence, the concentrated goat’s milk obtained from the 
UF process and five local brands of commercial milk powder were compared in terms of 
nutrition facts. Lactose concentration as important nutrition is evaluated for the quality and 
the competitiveness between the products. While, proximate analysis was used as part of 
method to determine the chemical composition in the goat’s milk, including moisture, 
protein, fat, ash, and carbohydrate. Then, the composition of the reconstituted 
concentrated powder milk and five others commercialized milk which homogenized with 
water was analysed by HPLC to determine the lactose concentration. As a finding, 
concentrated milk contained 5.63 g per 100 ml lactose concentration, which ranked at the 
second lowest concentration in the range of 2.81 to 7.91 g per 100 ml, proved that it is 
similar and comparable in standard as to commercial milk….. pdf, 4 pages…. Read  
 
Relation Between αS1-Casein Content and Coagulation Properties of Milk from Swedish 
Dairy Goats 
High frequency of Swedish Landrace goats are the carriers of a mutation, where the affected 
goats are not able to produce αS1-casein (αS1-CN) in the milk. As a consequence the lack of 
this protein is connected to lower cheese yield. The aim of this study was thus to determine 
the relationship between the αS1-CN content and coagulation properties of milk from 
Swedish Landrace goats. Milk samples from 62 dairy goats from two herds were analysed. As 
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many as 44% goats showed low or no production of αS1-CN. Only 24% of the investigated 
goats showed high production of this protein. The coagulation properties of milk from the 
dairy goats were clearly influenced by the concentration of αS1-CN. The milk from low level 
αS1-CN animals resulted in 15% longer coagulation time and 60% weaker gels compared to 
the gel firmness of the high expressing group….. pdf, 4 pages…. Read  
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Agricultural Commodity Prices Updates 
 
Source: http://www.quandl.com/markets/commodities  (Please click on the price (blue value) to see the trend graph). 

 

Grains and Cereals 
 

Name Price Units As Of Source Market 1D Chg MTD Chg YTD Chg Alternative Source 

Barley 140.80  $/mt Jun-2017 ODA Canada -0.90% -0.90% 9.91% World Bank: n.a. $/mt, n.a. 

Corn 344.50  cts/bu 08-Sep-2017 CME Chicago 0.80% 0.80% -1.99% ODA: n.a. $/mt, n.a. 

Oats n.a. cts/bu n.a. CME Chicago -3.21% -3.21% 2.30% 
 

Rice 12.41  $/cwt 08-Sep-2017 CME Chicago -0.24% -1.00% 31.72% ODA: n.a. $/mt, n.a. 

Sorghum 166.60  $/mt Aug-2017 WB US Gulf 0.00% 0.00% 20.19% 
 

Soybeans 956.75  cts/bu 08-Sep-2017 CME Chicago -0.88% 1.94% -4.06% ODA: n.a. $/mt, n.a. 

Soybean Meal 301.30  $/st 08-Sep-2017 CME Chicago -0.43% 2.20% -3.83% ODA: n.a. $/mt, n.a. 

Soybean Oil 34.64  cts/lb 08-Sep-2017 CME Chicago -1.20% -0.32% 0.52% ODA: n.a. $/mt, n.a. 

Wheat 412.50  cts/bu 08-Sep-2017 CME Chicago -0.96% 0.61% 0.92% ODA: n.a. $/mt, n.a. 
 

 

Agriculture Softs 
 

Name Price Units As Of Source Market 1D Chg MTD Chg YTD Chg Alternative Source 

Cocoa n.a. $/mt n.a. ICE New York n.a. n.a. n.a. ODA: n.a. $/mt, n.a. 

Coffee, Arabica 129.40  cts/lb 08-Sep-2017 ICE New York 1.17% 0.98% -5.58% ODA: n.a. cts/lb, n.a. 

Coffee, Robusta 104.83  cts/lb Jun-2017 ODA New York 3.31% 3.31% 1.08% 
 

Cotton 75.59  cts/lb 08-Sep-2017 ICE New York 0.75% 5.75% 6.99% ODA: n.a. cts/lb, n.a. 

Sugar 14.09  cts/lb 08-Sep-2017 ICE New York 0.43% -2.15% -27.78% ODA: n.a. cts/lb, n.a. 

Tea 381.22  cts/kg Jun-2017 ODA Mombasa (Kenya) 2.62% 2.62% 13.24% World Bank: n.a. cts/kg, n.a. 

Tobacco n.a. $/mt n.a. WB USA n.a. n.a. n.a. 
 

 

Vegetable Oils 

 

Name Price Units As Of Source Market 1D Chg MTD Chg YTD Chg Alternative Source 

Olive Oil 4,632.07  $/mt Jun-2017 ODA UK -0.07% -0.07% 16.02% 
 

Palm Oil 621.18  $/mt Jun-2017 ODA Malaysia -5.24% -5.24% -12.73% 
 

Please recommend the Functional Foods Weekly to your  colleagues, 
suppliers and customers
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Name Price Units As Of Source Market 1D Chg MTD Chg YTD Chg Alternative Source 

Sunflower Oil 936.24  $/mt Jun-2017 ODA US Gulf -1.43% -1.43% -7.51% 
 

Groundnut oil n.a. $/mt n.a. WB Rotterdam (Netherlands) n.a. n.a. n.a. 
 

Palmkernel Oil n.a. $/mt n.a. WB Rotterdam (Netherlands) n.a. n.a. n.a. 
 

Rapeseed Oil 830.44  $/mt Jun-2017 ODA Rotterdam (Netherlands) -0.38% -0.38% -9.47% 
 

 
 
 

Dairy Price trends in Europe, Oceania and US 
 

 
 
 
Source: USDEC  https://www.usdec.org/research-and-data/market-information/dairy-data-dashboard (Please visit the 
Website for interactive data) 
 
 
Dairy commodity trade price index and prices from recent Global Dairy Trade auction ($US/MT) – Source: Global Dairy Trade (for details on each 
dairy product, please log into the GDT Web site….. Read  

http://www.ozscientific.com/
https://www.quandl.com/ODA/PSUNO_USD
https://www.quandl.com/ODA/PROIL_USD
https://www.usdec.org/research-and-data/market-information/dairy-data-dashboard
https://www.globaldairytrade.info/


 

ISSN 1837-7971                                       © 2004-2017, OzScientific® Pty Ltd 19 

 

 
 
 

 

 
Sources:  CME Daily Dairy Report,International Grains Council, Global Dairy Trade, International Cocoa Organization, 

NASDAQ, Indexmundi, USDA, World Bank, CLAL; TradingCharts 
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Webinars Worldwide 
Webinars or Web seminars often provide a free or cost-effect way of enhancing knowledge 
or help stay on top of market trends and opportunities. 
 
This Section is regularly updated. Please recommend a webinar to Functional Foods Weekly 
 

Date What Presenter Timing* Price  

12 Sept Making your clean label dairy products 
stand out in a Clean & Simple world….. 

Read  

Ingredion 2 PM ET (4AM 
AEST 13 Sept) 

Free 

20 Sept Innovation: The Lifeblood of the Beverage 
Market….. Read  

Beverage 
Industry 

2 PM ET US 
(4AM AEST 21 
Sept) 

Free 

20 Sept Gluten-free baking webinar: Addressing 
the trends, challenges and solutions….. 
Read  

Ingredion 2 PM ET US 
(4AM AEST 21 
Sept) 

Free 

28 Sept Seize the opportunities in milk and 

nondairy beverages….. Read 

Dairy Foods 2 PM ET US 
(4AM AEST 29 
Sept) 

Free 

* For your local time, please use the Time Zone Converter 
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Conferences & Meetings Worldwide 
This Section is regularly updated. Please recommend a conference to Functional Foods Weekly 
 

When What Where 
   
2017   
   
Sep 11-15 Drinktec….. Read  Munich, Germany 
Sep 11-15 oils+fats International Trade Fair for Technology and Innovation…. Read  Munich, Germany 
Sep 12-14 NIZO Dairy Conference: Innovations in Dairy Ingredients…. Read Papendal, The 

Netherlands 
Sep 17-20 International Whey Conference……. Read  Chicago, US 
Sep 20-22 GRAIN TECHNOLOGY FOR CONSUMER NUTRITION….. Read  Christchurch, NZ 
Sep 25-26 NUTRITIONAL SCIENCE FUELLING INNOVATION 

High-Value Nutrition NZ Conference 2017….. Read  
Auckland, New Zealand 

Sep 25-27 PACK EXPO 2017…… Read  Las Vegas, US 
Sep 25-26 A Taste of the States – 21st Annual Americas Food & Beverage Show and 

Conference……. Read  
Miami, US 

Sep 26-28 14th-international-symposium-milk-genomics-human-health…… Read Québec City, Canada 
   
Oct 1-3 10th NIZO Dairy Conference….. Read  Papendal, The 

Netherlands 
Oct 2-4 18th Global Summit on Food & Beverages…. Read  Chicago, US 
Oct 2-4 19th International Conference on Food Processing & Technology…. Read  London, UK 
Oct 3-6 2nd Innovations in Food Packaging, Shelf Life and Food Safety 

Conference…. Read  

Munich, Germany 

Oct 4-5 XV International Conference on Food Science and Biotechnology….. Read Lisbon, Portugal 
Oct 4-5 Juice Summit 2017……. Read  Antwerp, Belgium 
Oct 7-11 ANUGA 2017………. Read Cologne, Germany 
Oct 10 The Pacific Alliance Food & Beverage Seminar….. Read  Melbourne, Australia 
Oct 11-12 Australia China BusinessWeek 2017 – Melbourne….. Read  Melbourne, Australia 

Oct 12-13 NZ Bio, NZ Biotech Conference…. Read  Wellington, NZ 
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Oct 15-20 21st International Congress of Nutrition….. Read  Buenos Aires, Argentina 
Oct 17-21 IDF World Dairy Summit……. Read  Istanbul, Turkey 
Oct 22-25 ISNFF 2017 — The 10th International Conference and Exhibition on 

Nutraceuticals & Functional Foods…. Read  

Jeonbuk, Korea 

Oct 24-27 Food Structure, Digestion and Health…… Read  Sydney, Australia 
Oct 25-26 ICFSN2017 — International Conference on Food Science and Nutrition 

2017…. Read  

Sabah, Malaysia 

Oct 30- 2 
Nov 

Total Food 2017…. Read  Norwich, UK 

Nov 1-2 China International Food Safety & Quality Conference 2017….. Read  Beijing, China 
Nov 2-3 The 2nd Probiotics Congress: USA…. Read  San Diego, USA 
Nov 2-4 Food Chemistry and Technology - III Edition — III International 

Conference on Food Chemistry & Technology (FCT-2017)…. Read  

Baltimore, US 

Nov 3-5 Re-Think Food – Innovation at the intersection of technology, behaviour, 
design and food…… Read  

Napa Valley, CA, US 

Nov 3-5 World Food India 2017…… Read  New Delhi, India 
Nov 6-8 International Probiotics and Antimicrobial Proteins Conference…. Read  Barcelona, Spain 
Nov 5-8 7th International Symposium on Delivery of Functionality in Complex 

Food Systems….. Read 
Auckland, New Zealand 

Nov 6-8 Probiotics — International Probiotics and Antimicrobial Proteins 
Conference…. Read  

Madrid, Spain 

Nov 7 NPD & Innovation Summit….. Read Coventry, UK 
Nov 7-10 Recent Advances in Food Analysis (RAFA 2017)….. Read  Prage, Czech Republic 
Nov 9-11 2nd International Conference on Food Microbiology…… Read  Madrid, Spain 
Nov 13-14 7th European Food Safety & Standards Conference….. Read  Athens, Greece 
Nov 13-16 31st EFFoST International Conference…. Read  Sitges, Spain 
Nov 14-17 15th ASEAN Food Conference….. Read  Ho Chi Minh City, 

Vietnam 
Nov 16-17 R&D 100 Conference - Innovations & Emerging R&D Capabilities…. Read  Orlando, US 
Nov 20-22 FoodTech-2017 — International conference on Food Technology and Bio 

Process Technology-2017…. Read  

Dubai, UAE 

Nov 20-22 2nd World Summit & Expo on Food Technology and Probiotics…. Read  Las Vegas, US 
Nov 21-22 Australia China BusinessWeek 2017 – Sydney….. Read  Sydney, Australia 

Nov 21-23 Food Matters Live…… Read  London, UK 

2018   

   

Jan 22-24 3rd International Conference on Food Properties…… Read  Dubai, UAE 
Feb 21-22 US Wine and Beverage Expo….. Read  Washington, DC, US 
Mar 8-10 21st Euro-Global Summit on Food and Beverages…. Read  Berlin, Germany 
Mar 14-16 Food Science and Technology…. Read  Tokyo, Japan 

Mar 19-20 Nutraceuticals as Pharmaceuticals: A New Therapeutic Approach…. Read  Singapore 
Mar 20-23 ANUGA FoodTec…. Read Cologne, Germany 
Apr 8-11 17th Food Colloids Conference: Application of Soft Matter Concepts…. 

Read  
Leeds, UK 

May 23-25 3rd International Conference on Food Chemistry & Nutrition… Read  Montreal, Canada 

May 27-28 Food Service Australia…… Read  Sydney, Australia 
Jul 25-26 21st International Conference on Food & Nutrition……. Read Vancouver, Canada 

Oct 23-25 19th International Conference on Food Processing & Technology…. Read  Paris, France 
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Disclaimer 
Functional Foods Weekly uses Web links to reach original sources of information and as Web links can be unreliable, we cannot guarantee the 
validity of the link (although we do test the links before the Weekly is delivered). Web links can expire over time and some sources may require a 
subscription or registration to view. The Weekly is mailed as a bulk email and we cannot guarantee the delivery every week as individual 
organisations/servers have capacity to block emails and we have no control over that (although we do attempt to resend the Weekly if it bounces 
back; we also try to contact the subscriber).  The use of the information is at the discretion of the user. OzScientific® is not liable for any damage 
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whatsoever caused by the email or newsletter or by use of the information in this email or newsletter. As a subscriber, you agree to this disclaimer 
and the detailed disclaimer at http://www.functionalfoods.biz 

 

Subscription Conditions 
Functional Foods Weekly is addressed (unless library/site/corporate subscription is taken) to an individual and we request that you do not forward 
or share the newsletter without prior consent of OzScientific Pty Ltd. Your subscription may be cancelled without refund if there was an evidence 
of the misuse of the subscription licence. OzScientific Pty Ltd reserves the right to refuse subscription, vary subscription rates and offer variable 
rates. Invoice for renewal is sent at the end of the subscription; subscribers are required to confirm if renewal is not required within 2 weeks. 
Failing that, OzScientific will assume that the subscription is renewed. Renewal subscription payments are due within 4 weeks of renewal; delayed 
payments may incur an additional service charge. 
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Subscription & Contact Information 
 

Functional Foods Weekly (46 electronic 
Issues/year) subscription is available as single, multiple, library, academic, site and 
corporate user licenses. It is targeted at FMCG food, dairy, nutrition, beverage & ingredient 
industry CEOs, Marketing and R&D executives and their teams. Academic & governments 
institutions and libraries receive special subscription rates. 
 
For current subscription rates, terms of use, please contact:  
OzScientific Pty Ltd, PO Box 8018, Tarneit (Melbourne), VIC 3029, AUSTRALIA; email: 
weekly@functionalfoods.biz;  http://www.functionalfoods.biz 
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