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Jorge Urena, founder and CEO UHTCO 
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By Adriana Michael

PANAM Semences recently 
announced that it would be 
the first company to bring to 
market ORURO®, a chia seed 
variety growing well in the 
south of France. Established 
in Chile as Semameris in 
1986, the Franco-Chilean 
Group started PANAM in 
France in 1998. The family-
owned agro-enterprise has 
been working on plant and 
seed selection, mainly with 
corn and sunflower. Today, the 
Group employs in France 25 
people, 120 in Chile. And it 
has 1% of the market for corn 
and sunflower seeds in Europe, 
which is the more stable and 
profitable of all markets. The 
company has registered over a 
hundred varieties of corn and 

By Adriana Michael

Recognized over the years 
for its high-quality products 
and continued innovation, 
UHTCO Corporation intro-
duces this year at the BioFach 
fair in Germany a new concept 
to enhance its chocolate offer. 
This chocolate, developed 
with yacon root powder as a 
sweetener and no sugar, dairy 
or other unwanted common 
ingredients, offers an amazing 
taste and texture. It bears a low 
glycemic index (GI), which 
promises a great advantage for 
people with diabetes and those 
looking to reduce calories in 
their diet. 
Yacon is an Andean root that 

grows at altitudes of less than 
3,000 meters above sea level. 

By Annemarie Kruse

One of the most interesting 
product trends in the natural 
Cosmetics and Toiletries 
(C&T) market now is “do 
it yourself ” (DIY) beauty: 
customising face creams, body 
lotions, bath additives or 

UHTCO introduces new low 
glycemic chocolate First chia cultivated in France

Kitchen Beauty: Mixing it up 

CHIA WORLD

Beauty Kitchen sells ingredients and DIY beauty kits

Frederic Poujaud, founder of Semameris, PANAM Semences and AGROFÜN, the 
sister firm commercializing the ORURO® chia variety

shampoos to match individual 
skin care requirements.
The popularity of “clean 

beauty” combined with 
steadily growing consumer 
demand for transparent 
product formulations, natural 
ingredients and ethically 
sourced/created cosmetics 

have played a key role in the 
development of this trend 
which started a few years ago.
In fact, UK-based market 

researcher Mintel has identified 
“kitchen beauty” - creating or 
customising your cosmetics 
- as one the most significant 

It is called the “apple of the 
earth” for its similarity to a 
crisp and sweet apple that can 
be eaten directly off the ground 
without further cooking or 
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sunflower seeds in Europe, 
the Middle East, and South 
America.
Ten years ago, PANAM started 

a breeding program with chia 

(Salvia Hispanica L.). The little 
seed has been known, mainly 
in Mexico and Guatemala since  
Pre-Colombian times, for its 
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2017 will be a year where 
wellness and health 
continue to dominate 
the conversation at 
home and work. Ancient 
remedies and superfoods 
will lead the pack, with 
health benefits that 
modern research has 
confirmed, and which are 
being incorporated into 
foods and supplements 
that are convenient 
and time-saving. More 
attention to the role of 
prebiotics and probiotics 
will be paid. Gluten-free 
grains and more plant-
base proteins that could 
potentially feed the world 
are gaining momentum. 
Consumers are seeking 
more knowledge and 

have adopted a DIY 
attitude. 

Within this context 
your OWN Spring 2017 
edition highlights the 
first chia seed grown 
in Europe; the use of 
yacon in chocolate that 
seems to show the 
lowest GI index known 
and DIY cosmetics (cover 
stories); ancient oats 
return in the shape of 
smoothies, exotic dishes, 
syrup and baby food. 
(P.4); more suppliers 
of ingredients and 
commodities diversify 
and introduce products 
with added value and 
retail presentations. 
Read about Wiraccocha 
del Peru (P.24). 
Some importers and 
wholesalers opt to 
develop their retail brand 
and set up offices in 
different countries. Learn 
about Advantage Health 
Matters (P.12)

Meanwhile, the world 
looks to Scandinavia as 
a role model. The region 

and mainly Denmark 
and Sweden is proving 
that organic food for all 
and more sustainable 
ways to live and work 
are possible (P.14). 
Packaging continues to 
be the weak aspect of 
consumer goods, also 
those certified organic. 
In the beverages 
segment, CIRUB offers 
an innovative approach 
(P.16). The organic 
sector continues to 
grow, and trade shows 
are a good way to 
measure expansion, with 
more new companies 
appearing at each 
edition. We are seeing 
more content related to 
sustainable development 
at conferences and other 
industry events around 
the globe. See highlights 
on BioFach and Vivaness, 
Natexpo and HiFi in this 
issue. Hope you enjoy the 
news selected in these 
pages. We welcome your 
feedback.

See you at the fairs.
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From whole grain

 BIOFACH 
2017 

NURNBERG (GERMANY)
15/02 > 18/02/2017

Hall 2  
Stand 2-409 

By Warren Beaumont

Oat-based foods on 
supermarkets and health 
food store shelves seem to 
be expanding and being 
incorporated into a wider 
range of foods such as cereals 
and granolas, snack bars and 
bakery products, often mixed 
with Ancient Grains to tap into 
demand for highly nutritional 
products. 
And organic and gluten-free 

porridge is establishing itself 
as a growing sub-category in 
cereals. Another trend is oat-
based, free-from beverages.
This is despite questions over 

the gluten-free status of oats 
from food safety and celiac 
groups in some countries. 
Under the US FDA and 
international Codex standards, 
oats can be labelled gluten free 
if they contain no more than 
20 ppm of gluten.
In a November 2016 

report on gluten-free bakery 
products, Euromonitor said 
that with the latest research 
suggesting that eating more 
plant-based protein and less 
meat can help you live longer, 

vegetarian protein sources are 
going to be more popular than 
ever. Healthy food companies 
are taking advantage of that 
aspect to bring vegetarian 
proteins to every meal and 
snack.
"Where you’ll see it: Vegan 

protein powders made from 
pea protein, chia and hemp 
protein will continue to be 
launched by health-food 
companies to be used in 
smoothies, baking, “proats” 
(protein-rich oatmeal) and 
more," Euromonitor said.

In the US, one of the top-
selling oat-based cereals is the 
Udi's range of Udi's Gluten 
Free Granola, which are based 
on gluten-free oats.
One of the newest companies 

to move into the oats market 
is Saskatchewan, Canada-
based Oatdeal, which has 
developed a range of products 
led by gluten-free oat-based 
smoothies.
A major cuisine trend that 

has been going off the media 
map in the last few years is 
the New Nordic Wave, a 

continuation of the Danish 
cuisine trend started by 
Copenhagen restaurants such 
as Noma and Geranium. Now 
porridge is being championed 
by Copenhagen restaurants 
such as Grod (which means 
porridge in Danish). Grod 
restaurants only serve porridge 
as a base for delicious dishes.
The Danish porridge trend 

has spread around the globe 
and with it Danish-style 
porridge heavy with fruits, 
nuts and all types of healthy 
food that is being seen in the 
best restaurants and cafes. 
Meanwhile, Sipal Partners, 
a top organic sweetener 
ingredients company based in 
Belgium, will be launching a 
new oat extract sweetener at 
BioFach 2017 in Nuremberg 
this February. 

Sipal launches new oat 
range of oat extracts 
Sipal Partners has presented 
a new range of syrups and 
hydrolysed flour made of oat 
to add to their large range 

Oat-based foods back on trend

Oatdeal’s smoothies 
warm up Canada’s winter 

of organic concentrates for 
sweeteners. 
"These original and natural 

ingredients enables numerous 
functionalities, such as 
sweetness, sugar substitute, 
glucose syrup substitute, cereal 
taste, natural colour, crispness, 
proteins, higher cereal value 
limiting the viscosity," Sipal 
Partners said.
"They offer a more natural 

labelling: oat syrup instead of 
sugar or glucose. Try them in 
all formulations to get original 
solutions and clean labelling 
to your biscuits, cereal bars, 
cereals breakfast, melba toasts, 
dairy products, smoothies, 
baby food and more." Visitors 
are invited to taste this new 
oat syrup at the Sipal Partners 
stand 2-409 during the show, 
BIOFACH 2017.
Besides oats syrup, the Sipal 

range includes wheat syrups, 
rice syrups, manioc, corn, spelt 
and barley malt syrups, and 
date, fig, and prune juice con-
centrates, with most ingredi-
ents sourced in Europe. �

Verival of Austria showed its latest range of organic porridge at BIOFACH 
2016, including four new products set to launch in 2017

By Warren Beaumont

OATDEAL, based in 
Saskatoon, the largest city 
in Canada's Saskatchewan 
province, has produced the 
first gluten-free, dried oat-
based smoothie mix made with 
100 percent oats grown in the 
Canadian Prairies and 100 
percent Canadian dry skim 
milk, all with natural flavours.
The company's range of 

oatmeal-based Smoothie drinks 
are available in Cinnamon, 
Chocolate, and Vanilla in 
attractive pouch packaging.
Smoothies contain only five 

grams of added sugar, while the 
fact that it contains milk (with 
natural sugar) elevates the 
amount of sugar in the label 
to nine grams. OATDEAL 
also introduced an oatmeal 
smoothie with no added milk, 
while consumers can blend it 
with any milk replacement like 
almond milk.
The oat-based food and 

beverage company was 
founded by George Barreras, 
who moved to Canada from 
Colombia with his wife Skay 
in 2006 and launched the 
Oatdeal brand in 2014.
George and Skay came from 

a tropical country, where oat 
drinks and hot cereal drinks are 
very popular, although the oats 
are imported from Canada.
 Mr. Barreras saw a gap in 

the hot beverage category and 
decided to develop oatmeal 
drinks made with 100 percent 
Canadian-grown oats.
"We knew that Canada was 

a large producer of oats and 
cereals and we were surprised 
to learn that oat drinks were 
not popular," he says.
"Canadians are not familiar 

with hot smoothies even 
though it is a very cold country. 
The average Canadian drinks 
hot coffee, hot chocolate or tea 
during winter.
However, Canadians know 

the health benefits of oats. 
They eat them as porridge 
and bake with them. "This is 
when we realised there was an 
opportunity to introduce an 
oatmeal drink in the Canadian 
Market."
The first step for the company 

was contacting the Saskatoon 
Food Centre, a business 
incubator, which helped 
Oatdeal with the product 
development.
"It's one thing to make an 

oat beverage at home with 
Grandma's recipe and another 
story to make it on a larger scale 
in a production facility with all 
the appropriate regulations and 
labels approved," Mr Barreras 
says.
"Once we had the prototype 

ready we needed money to start 
production and promote our 

See OATDEAL on page 8
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processing. This sweet root 
is rich in oligofructose (also 
called fructooligosaccharide), 
a dietary sugar, which the 
human body does not 
metabolize, hence 
its potential use 
for diabetics 

the Raw Yacon Chocolate 
Drops on an empty stomach 
to healthy and diabetic 
individuals along with placebo 
to a controlled group. The 
company expects remarkable 
results from to be certified 
from the study and will be 
presented at the BioFach 
Trade Show in Nuremberg this 
coming February 15-18th.

Jorge L. Urena, Founder, 
President and CEO of 
UHTCO Corporation 
explained that the new 
chocolate promises a great 
future for many looking for 
healthy snacks and treats. 
“We are harvesting the full 
potential of this incredible 
innovation, an all-natural low 
GI yacon product, the first in 
its class!” “We are delighted to 
introduce our yacon powder 
for appetizing but low-
calorie alternative foods and 
treats like chocolate," added 
Markus Pandur, General 
Representative of UHTCO 
Corporation EU, “It is truly 
incredible that we can achieve 
such a taste in chocolate that 
is this healthy, especially 
without the use of any sugar, 
dairy or other common 
ingredients found in this type 
of products.”
The company will be offering 

this product in bulk to other 
manufacturers for various 
applications such as sports and 
nutrition foods, granola bars, 
cereals, mueslis, snacks and 
other confectionery goods. 
“This product will satisfy the 
sweet tooth of your customers 
while keeping the sugar 
intake low; UHTCO’s Raw 
Yacon Chocolate Drops will 
represent a big change in the 
industry” said Jorge Urena.
UHTCO also offers other 

exciting developments made 
exclusively with Peruvian 
ingredients, among them 
Maca, Cacao, Camu Camu 
and Purple Corn. They will be 
at BioFach in booth 5-377. �

and in 
body weight 
m a n a g e m e n t . 
Yacon has also been 
associated as a prebiotic as 
its consumption improves 
gut health because of the 
stimulation of (beneficial) 
Bifidus bacteria in the colon.
UHTCO Corporation 

has developed several base 
products of the yacon root, 
including a yacon syrup, 

yacon powder, and yacon 
chips; UHTCO’s latest sweet 
chocolate incorporates a larger 
amount of yacon powder in 
its formulation. According 
to the University of Sydney 
GI Database, a typical dark 
chocolate has a glycemic 
index of 23, while artificially 
sweetened chocolate shows 
a glycemic index of 21; 
UHTCO’s new chocolate 
GI is surprisingly under 2 in 
preliminary testing, which 
is the lowest known in the 
industry.
The GI values of UHTCO’s 

Raw Yacon Chocolate Drops 
are currently being studied 
at an international accredited 
lab and research centre, 
in conjunction with two 
universities in Peru. The base 
of the study consists in tasting 

“UHTCO’s new 
chocolate GI 
is surprisingly 

under 2 in 
preliminary testing”

By Freek Jan Koekoek 

Coconut palm sugar, or palm 
blossom sugar, is gradually 
being discovered in western 
markets as a natural sweetener 
which brings some surprising 
benefits for companies and 
consumers. 

The product has a distinct 
taste and rich flavour, unlike 
any other natural sweetener. 
Compared to natural cane 
sugar, the sweetness is 
somewhat less pronounced 
and the flavour is more flowery. 
Next to the distinct flavour 

profile, the product has 
important health and nutrition 
benefits. Unlike the empty 

Coconut palm sugar: untapped potential
calories present in white table 
sugar, palm sugar contains 
important minerals such as 
copper, iron, magnesium, zinc 
and potassium and vitamins C 
and B1 (thiamine). 
Surprisingly for a sugar 

product, coconut sugar has a 
low glycemic index, although 

the few existing measurements 
vary from 35 to 54 depending 
on the source. Below 55 a 
product is considered low 
glycemic, which means that 
the glucose level in the blood 
rises more gradually after 
eating. 
A possible explanation for this 

characteristic is the presence 
of inulin, which would slow 

down the uptake of glucose in 
the blood. A word of caution: 
sugar will often be used in 
a composite product, so the 
overall glycemic index of that 
product will be different. 
Still, it is an important 
characteristic.
With respect to sustainability, 

companies like Aliet Green 
and Profil Mitra Abadi from 
Indonesia, Treelife Organic 
and Lao Integrated Organic 
Farms from the Philippines 
are certified organic, and 
some are also fair trade. The 
sugar production provides an 
important source of income 
and employment for the 
household and its members 
retain independence as 
farmers. 
Coconut sugar production 

can be alternated with 
production of coconuts, but 
they cannot be produced 
together. Farmers thus have a 
choice about what to produce 
from the coconut. In the 
traditional setting, the need 
for firewood is a substantial 
cost and environmental factor. 
Many producers have invested 

See COCONUT on page 10
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Flavoured coconut sugar products from Aliet Green in consumer packs
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brand. We applied for a grant 
with Saskatchewan Agrivalue 
Initiative (SAVI), part of the 
Saskatchewan Ministry of 
Agriculture. Our application 
was approved and the first run 
of Oatdeal started. We are now 
in 450 stores across western 
Canada and soon will be in the 
US Hispanic market."
However, there were 

challenges to overcome. 
One was to make Canadians 
understand that they can drink 
oats and that an oats-based 
beverage also tastes good.
"When we do product 

sampling at supermarkets, 
people are skeptical of the 
taste, and some don't want to 
try it. Once they try our oat 
smoothies it is a completely 
different story. We estimate 
that 90 per cent of the people 
that try it like it," Mr. Barreras 
says.
Another challenge was 

approaching retailers with 
an unknown product. Some 
stores do not want to try 
products they don't know.
When Mr. Barreras saw 

that people were putting 
unhealthy whiteners in their 
coffees he realised that there 
was another opening for a 
healthy nutritious alternative. 
He devised an oat-based coffee 
creamer OATFEE that makes 
coffee a more nutritious drink. 
Oatfee is made from oats, 
protein and probiotics.
Oatdeal describes itself 

as a clean label company 
with a gluten-free dried oat 
smoothie mix and while it has 
not considered moving into 
organic products just yet, in 
December it launched a new 
product named OAT BOOST.  
"This product is meant for 

people who prepare fruit 
smoothies and would like to 
enhance them with protein, 
oats and probiotics," Mr 
Barreras explains.
"Unfortunately, most of the 

proteins in the market come 
with artificial flavours and 

are sweetened with sugars or 
sweeteners which do not allow 
consumers to enjoy the real 
flavour and natural sweetness 
of the fruits they are adding."
He believes that Oat Boost 

provides consumers with 
a unique product made to 
enhance fruit smoothies and 
combines gluten free whole 
oats, pea protein and probiotics 
with no added flavours, sugars 
or sweeteners. It is not only 
gluten free, but also lactose and 
additive free, he adds.
"The fact that we use pea 

protein makes it ideal for 
vegans and people avoiding 
whey proteins. We use Bc30 
probiotics which is a type of 
probiotic that enhances protein 
and carbohydrate digestion and 
is very popular within athletes 
and body builders."
Oat Boost is available in (0.88 

oz) one serving individual 
sachets and large bags of 
(13.2oz) and (17.6oz) with a 
shelf life of two years.
In 2015 Food in Canada 

magazine listed Oatdeal as one 
of the top 10 firms to watch. 
"Being selected by the magazine 
was great publicity and helped 
us move our products to 
Alberta, Manitoba, and British 
Columbia. Retailers like to see 
products that get named by the 
media," Mr. Barrera says.
Canadians are supporting 

the line once they try it, he 
says with many people buying 
it just to add it to coffee. 

Most consumers prefer their 
products warm, even though 
they also taste good cold. "That 
is probably why our sales have 
been higher in winter than in 
any other season," Mr Barrera 
adds. 
The company aims to supply 

restaurants and hotels. "We are 
currently designing a larger bag 
with a serving cup to cater to 

restaurant chains. Smoothies 
are trending now and the fact 
that our smoothies are hot can 
attract customers. Our price is 

also very competitive," he says.  
"The good thing about the 

Saskatoon Food Centre is that 
you rent space and equipment 
for your production runs 
without the need of buying 
expensive equipment or 
building up a facility.
"We still use the food centre 

and we are also looking at some 
larger co-packers. Building a 

facility is not yet in our plans 
but depending on the demand 
it can be an option in the 
future." 

Oatdeal has exhibited at 
several US and Canadian food 
events including Expo West 
in 2016. “We did not make 
any deals at that show”. Mr 
Barrera believes the reason is 
that it is a very large event and 
small companies like Oatdeal 
can get lost because of lack of 
visibility.
 "There are so many 

companies promoting their 
products that retailers and 
food distributors don't have 
the time to visit everyone. I've 
been in smaller events and 
find them better for smaller 
companies like us," he says.
The US Hispanic market is a 

promising target for Oatdeal.
Product labels have been 
added in Spanish and English.
The smoothie product 

launched for the Hispanic 
market is known as ATOLE 
DE AVENA, hot oatmeal 
smoothies that are very 
popular within Mexican and 
Central American people, Mr 
Barrera explains.
He expects that by March 

this year, the Oatdeal range 
will be available in Hispanic 
stores and supermarkets in the 
state of Texas.
Exports outside of North 

America are on the company's 
agenda. "We will definitely 
export to Colombia soon, 
with plans to target that 
market the same way we are 
doing with Hispanics in the 
US," Mr Barrera says. �

OATDEAL
(Continued from page 4)
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OatDeal 30g pouches for individual servings 

Skay Rivera and George Barreras, founders, Canadian Oatdeal oat-based foods
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By Adriana Michael

The presentation “The 
Nutritional Benefits of Chia” 
made at the official launch of 
ProChia during SIAL Paris 
last November highlighted 
that one way to improve our 
nutrition and health is to 
consume more foods high 
in omega-3 fatty acids. Chia 
seeds offer a high 3:1 ratio 
of omega-3 compared to 
omega-6 fatty acid.
With cheaper industrially 

produced foods in the 
market, our diet shows a 
lack of nutrients. We are 
eating too much food rich 
in empty calories and the 
wrong (saturated) fat. We 
do not consume enough 
complex carbohydrates, fiber, 
and protein. And the most 
available fresh fruits and 
vegetables, show a vitamin 
deficiency because the soil is 
depleted of many nutrients.
A consequence of poor 

nutrition and unhealthy habits 
is the metabolic syndrome, a 
group of risk factors including 
the rise of obesity rates, and 
elevated blood pressure, 
cholesterol and blood sugar, 

said Dr. Dietrich Paper, who 
made the presentation during 
the launch of ProChia. 
Dr. Paper is the head of 

R&D at AcanChia UG&Co.
KG and at Anoxymer GmbH 
in Germany. He said that to 
feed a growing population, 
“we need better foods that 
help stop and prevent the 
proliferation of allergies and 
chronic conditions such as 
neurodermatitis, diabetes, 
celiac and cardiovascular 
disease. We need nutritious 
cereal substitutes.”
“Chia has a high concen-

tration of protein, soluble 
and non-soluble fiber, 

carbohydrates, vitamins A, 
B1, and B6, and minerals such 
as calcium, potassium, and 
magnesium, and it is low in 
sodium,” said Dr. Paper. Chia is 
also a great source of Omega-3 
polyunsaturated fatty acids.
There are three types of 

Omega-3s: α-linoleic acid 
(ALA), an essential fatty acid 
found in plants such as chia 
seeds; Eicosapentaenoic acid 
(EPA) and Docosahexaenoic 
acid (DHA), both present in 
fish oil and algae.
Two fatty acids are essential 

for the human body: Linoleic 
acid, which converts to the 
longer chain omega-6 fatty 

acid, arachidonic acid, and 
ALA, which converts to the 
long-chain omega-3 fatty acids 
EPA and DHA.
Dr. Paper pointed out that the 

content of fatty oil in chia seeds 
is around 30 percent. "During 
the Stone Age the omega-3: 
omega-6 ratio probably was 
1:1, while modern diets are low 
in unsaturated fats and high in 
omega-6, showing an omega 
6 to omega 3 ratio 20:1. The 
optimal ratio is 3:1," he said.
Conversion of ALA in 

humans is around 5 percent 
on average, but can reach 40 
percent in a balanced ALA-LA 
diet,” said Dr. Paper. The ALA 

conversion can be improved 
when the omega-6: omega-3 
ratio is improved. Important 
to note that “a high intake of 
EPA and DHA block the ALA 
conversion,” he added.
Why is ALA so essential to 

optimal health? “ALA is stored 
in the adipose tissue. It reduces 
chronic disease by converting to 
EPA and DHA; it is necessary 
for proper function of the cell 
membrane and the brain and 
nervous system; it increases 
the cell membrane flexibility 
improving its function, and 
it attenuates inflammatory 
reactions,” said Dr. Paper.
ALA has a key role preventing 

cardiovascular disease, 
decreasing the cardiac rhythm 
and the risk of stroke.
Chia seeds are rich in 
α-Linolenic acids (ALA), 
which contribute to the 
stabilization of the cholesterol 
level in the blood.
Dr. Paper said that the 

problem that arises when a diet 
contains too many omega-6-
fatty acids compared to omega 
3s is the accumulation of 
arachidonic acid. This omega-6 
unsaturated, essential fatty acid 
helps regulate neuronal activity 
and is also involved in the 
inflammation process.
"A sufficient intake of ALA 

leads to reduced production 
of arachidonic acid and an 
enhanced production of EPA 
& DHA (long-chain omega-
fatty acids)," he said.
According to Dr. Paper, the 

recommended dosage for 
omega-3 is 10 to 15 g of chia 
seeds per day (one or two 
spoonfuls). Three grams of 
ALA (15 g of chia seeds) can be 
converted to 150 mg of EPA, 
which represents 60 percent of 
the recommended daily intake.
And what is the benefit of the 

fiber in chia seeds? "A decrease 
in the blood cholesterol level, 
the slow breakdown of sugars 
and decrease level of glucose 
in the blood. The fiber also 
activates digestion and the gut 
microbiome to help it work 
right inducing the formation 
of butyrate," Dr. Paper said. 
This type of fatty acid plays 
a role in gut-related diseases 
such as obesity, autoimmunity, 
and colon cancer.
An interesting property of 

chia seeds is the high capacity 
of water absorption and 
retention. When chia seeds 
are left in water, there is a gel 
formation. Ingestion of chia 
seeds provides satiety, a good 
signal for weight management.

Dr. Dietrich Paper, head of R&D at 
AcanChia UG&Co.KG and at Anoxymer 
GmbH, Germany

In Canada, HolyCrap introduced chia in breakfast cereals

Chia: An old crop that feeds
the needs of modern nutrition

CHIA WORLD

See NUTRITION on page 10
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in improved ovens, which are 
much more efficient and thus 
need less wood. 
An important aspect in the 
discussion of sustainability 
is the yield. When sugar is 
converted to alcohol, coconut 
trees yield a similar amount 
as cane sugar, of about 5000 
litres per hectare. For this 

reason, the economic potential 
of coconut sugar may be much 
larger than as a luxury niche 
product in western markets. 
Incidentally, another palm 
species called nipa, which 
grows in mangroves and is also 
used for tapping, can yield up 
to 15600 litres of ethanol per 
ha, and is therefore even more 
interesting energy-wise.
Coconut palm sugar has a long 
tradition of use over several 

millennia. Today it is a key 
ingredient in Thai, Filipino 
and Indonesian cooking. As 
a sweetener it can be used in 
coffee, tea, desserts, cookies, 
cake and in hot dishes. 
Industrial uses of the product 
are similar to natural cane 
sugar, for example: pastry and 
bakery products, breakfast 
cereals, beverages and desserts. 
Exporters are becoming 
more versatile in adapting 

the product to customer 
specifications, for example the 
colour, size of the granules and 
the sweetness of the syrup. 
Aliet Green, Profil Mitra 
Abadi, Treelife Organic and 
Lao Integrated Organic Farms 
have strict quality and food 
safety management systems, 
such as HACCP and FSSC 
22000. They will be presented 
at BioFach 2017 by CBI Centre 
for the Promotion of Imports 

from developing countries, 
funded by the Dutch Ministry 
of Foreign Affairs this coming 
February 15-18 in Nuremberg. 
The product is available in 
granulated and liquid form 
(syrup), and flavoured, with 
turmeric, ginger and other 
spices. Freek Jan Koekoek is 
a CBI Sector Expert, Food 
Ingredients and Managing 
Director of Mercadero www.
mercadero.nl �

COCONUT
(Continued from page 6)

ORURO
(Continued from page 1)

NUTRITION
(Continued from page 9)

Dr. Paper pointed out that 
chia seeds are a regenerative 
food and energizer that provide 
sustained release of glucose and 
balance of electrolytes. They 
decrease the blood cholesterol 
level, assist with constipation 
and other digestive problems. 
Chia seeds are an ideal 
ingredient for snacks, breakfast 
cereals and energy bars.
ProChia is an association of 

chia producers from Bolivia. 
Chia, the tiny seed cultivated 
first in Mexico and some parts 
of Central America, is now 
grown in Bolivia, Paraguay, 
Argentina, Ecuador, Peru 
and Colombia. It also grows 
in Australia. Production will 
probably continue to expand 
to other countries. The little 
seed has become a superfood 
that is in high demand because 
of its benefits. It is a gluten-free 
food with no starch, no known 
allergens, and with nutritional 
density. It will be interesting 
to find out in which soil and 
region the chia seeds show the 
best nutritional content.
Dr. Dietrich Paper has over 

15 years of experience in 
industrial and academic research 
in the field of carbohydrate-
based compounds with 
antiangiogenic activity for 
the prevention and treatment 
of chronic diseases. He has 
acquired in-depth knowledge 
of the isolation, analysis and 
pharmacological profiling 
of bio-actives from different 
natural sources and has 
authored over 40 publications. 
�

CHIA WORLD

high nutritional value. “After 
dedicated work, we selected 
the ORURO® variety, a chia 
seed with early flowering that 
allows production in temperate 
regions,” said Frederic Poujaud, 
who is also the general manager 
at AGROFÜN, the sister firm 
of the Poujaud Group that 
will be responsible for the 
commercialization of the chia 
seed.
“ORURO ® is a stable and 

homogeneous variety selected 
to bloom in long summer 
days,” said Mr. Poujaud. 
This seed variety contains 
a high density of essential 
fatty acids, and offers a 
stable quality, with 18% of 
linoleic acid (Omega-6) and 
63% of alpha-linolenic acid 
(ALA), Omega-3. ORURO® 
seeds are also rich in protein 
(21%),” said Mr. Poujaud. The 
nutritional content for every 
production may vary slightly 
based on weather conditions 
and soil.
“ORURO® has been obtained 

with traditional breeding, not 
with chemical mutations,” said 
Mr. Poujaud. It is protected 
since 2013 in the European 
Union at the Community Plant 
Variety Office (CPVO). The 
composition of the ORURO® 
variety is substantially 
identical to the chia described 
in the Commission Decision 
2009/827/CE, authorizing on 
22 February 2016 the placing 
on the European market as a 

novel food ingredient under 
Regulation (EC) No 258/97 of 
the European Parliament and 
of the Council. The ORURO®  
variety is protected in the USA 
through USDA, allowing 
AGROFÜN to sell it in the 
US and Canada.
“Since 2013 we have been 

producing around 40 to 50 
Ha for experimental farming 
practice,” said Mr. Poujaud. 

“Now we are starting a larger 
production. In 2017 it will 
reach 500 Ha or more.” 
ORURO® is a frost sensible 
spring crop, planted in April 
and harvested mainly in 
September and October.
What advantages present the 

ORURO® seeds now cultivated 
in France? They are non-
GMO, can grow following 

organic farming methods, 
have limited needs of irrigation 
and do not require pesticide 
crop protection,” says Mr. 
Poujaud. This culture newly 
introduced to Europe provides 
an alternative to the classic 
culture that has been grown 
not only in Mexico and Central 
America, but more recently 
also in Argentina, Bolivia, 
Paraguay, Ecuador, Peru, 

Colombia, and in Australia. 
AGROFÜN ensures the 
traceability of the ORURO® 
variety from the producer 
to the buyer. “Production of 
chia seeds in France reduces 
the carbon footprint and the 
environmental impact and 
allows us to deliver the seeds 
faster and on time,” said Mr. 
Poujaud.

Chia has been in high 
demand in Europe, North 
America, Australia and Asia, 
encouraging over production. 
As result, market low prices 
have caused significant losses 
and bankruptcies to small 
producers in countries like 
Uruguay and Bolivia. “Many 
food producers lose it all 
when buyers enjoy a high 
offer.” To avoid this situation 

AGROFÜN is developing 
its activity securing contracts 
with buyers, to ensure 
growing conditions, price 
stability and the possibility 
for producers and buyers to 
plan their business. “Facing 
the growing demand of chia 
seeds, establishing production 
contracts allow us to provide 

See ORURO on page 11

Frederic Poujaud (center, front) with the PANAM Semences team in France
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By O.W.N. News Network

United Natural Foods, Inc. 
(UNFI) celebrated its 40-year 
anniversary in 2016. It also 
reported first quarter fiscal 
2017 results in December with 
a net sales rise of 9.7 percent to 
US$2.28 billion compared to 
US$2.08 billion for the same 
period last fiscal year, boosted 
by four major acquisitions.
Adjusted net sales for the first 

quarter ended October 29, 
2016, increased 12.9 percent, 
excluding the year-over-year 
impact of the previously 
disclosed termination of 
a customer distribution 
contract. Net income (or 
profit) for the first quarter 
of fiscal 2017 decreased 3.0 
percent, to $29.2 million.
“We are pleased with the 

progress we have made on our 
strategic initiatives, including 
the ongoing integration of 
our recent acquisitions and 
the sales reorganization, which 
was completed at the start of 
our first quarter,” said Steven 
L. Spinner, UNFI’s President, 
and CEO. 
“We believe these initiatives 

will enable us to continue to 
execute our strategy of building 
a national fresh distribution 
platform and capitalize on 
growth opportunities with 
new and existing customers 
in an operating environment 
that remains challenging due 
to deflationary pressures and 

competition.”
The acquisitions of Haddon 

House Food Products, Inc., 
Global Organic/Specialty 
Source, Inc., Nor-Cal Produce, 
Inc. and Gourmet Guru, Inc., 

impacted net sales positively, 
UNFI said.
The increase in gross 

margin of 20 basis points 
to 15.32 percent was due 
to the favorable impact of 
acquisitions completed in the 
past 12 months. Despite the 
year-over-year improvement, 
first quarter fiscal 2017 gross 
margin continued to face 
headwinds from moderated 
supplier promotional activity, 
competitive pricing
UNFI’s non-adjusted net 

sales for fiscal 2016 ended July 
30 increased 3.5 percent to 
$8.47 billion.
The (August 2016) acquisi-

tion of Gourmet Guru has 
enhanced UNFI’s strength in 
finding and cultivating emerg-
ing fresh and organic brands 
and further expands UNFI’s 
presence in key urban markets. 

"Gourmet Guru had $50 mil-
lion in net sales for the twelve 
months ended June 30, 2016,” 
UNFI said.

Sales lifted by 
acquisitions
Reaching its 40-year 
anniversary in 2016, the team 
at United Natural Foods 
looked back on a journey that 
has brought the company from 
one truck in 1976 to over 
1,000 and annual revenues 
approaching $9 billion.
"We are extraordinarily proud 

of the accomplishments and 
contributions we have made 
over the past 40 years, and of 

the many associates that have 
made them possible," Steven 
L. Spinner, UNFI’s President, 
and CEO said in December.
"Every day, we are moving 

food forward and discovering 

what’s next, delivering 
new choices that shape the 
foodscape. At our core, we are 
pioneers, and we will continue 
to be courageous and future-
focused for the next 40 years, 
energizing tomorrow and 
guiding a healthier road ahead.
"In fiscal 2016 we made great 

strides in our core strategy of 
building out the store. We took 
decisive steps to grow our fresh 
and specialty product offering 
through the acquisition of 
four exciting and uniquely 
positioned companies.
"We acquired Haddon 

House, Global Organic and 
Nor-Cal Produce during fiscal 

2016 and Gourmet Guru in 
early fiscal 2017. Each helped 
us strengthen our foundation. 
UNFI is now positioned as 
a large national distributor 
of fresh produce, proteins, 
bakery, deli, specialty and 
'better for you' products in the 
United States and Canada".
Haddon House, the largest 

acquisition of the fiscal year 
was founded in 1960 by the 
Anderson family and is a 
well- respected distributor 
and merchandiser of specialty, 
gourmet, and ethnic products. 
UNFI said it gained from 
seeing how they managed their 
full-service merchandising 
business and picked up 
several warehouses in strategic 
locations and a new customer 
channel of gourmet and 
specialty retailers, many of 
multiple locations.
UNFI carries and distributes 

more than 100,000 products 
to more than 43,000 customer 
locations throughout the US 
and Canada. UNFI, which 
owns distributor Albert's 
Organics, serves a wide variety 
of sales channels including 
conventional supermarket 
chains, natural product 
superstores, independent 
retailers, e-Commerce and 
food service. Other company 
acquisitions include custom 
dried fruits and nuts snacks 
manufacturer Woodstock 
Farms Manufacturing, Select 
Nutrition, Earth Origins, Blue 
Marble Brands, Honest Green 
e-Solutions, and Tony’s Fine 
Foods. �

UNFI Hudson Valley, NY warehouse

Largest distributor celebrates 40 years
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seed of a stable quality at an 
established price on a regular 
basis,” said Mr. Poujaud. 
AGROFÜN and PANAM 
Semences have started the 
2017 contracting season of 
ORURO® chia seeds produced 
in France for deliveries in 
November.
AGROFÜN has accepted 

a call for innovative projects 
launched by the Regional 
government and financed by 
the European Committee. It 
is a three-year public-private 
chia project that involves 
different local Stakeholders, 
eager to develop a chia pool 
of competence in the south 
of France. The University 
of Toulouse, The National 
Center for Scientific Research 
(CNRS), a public organization 
under the responsibility 
of the French Ministry of 
Education and Research; the 
French National Institute 
for Agricultural Research 

(INRA), firms experienced 
in oil extraction, a laboratory 
involved in development of 
cosmetics and even a study 
to research the impact of chia 
seeds against colon cancer, 
will be part of an ambitious 
program to get chia seeds 
to more tables in France 
and the rest of Europe. 
“This opportunity will allow 
development of more products 
based on chia,” said Mr. 
Poujaud. “We are already in 

ORURO
(Continued from page 10)

discussions to launch a chia 
beverage made in France. 
Everything now is happening 
very fast.”
This joint initiative will 

encourage research on the 
health effects of chia and open 
additional opportunities. The 
launch of the project will 
take place in Villemur on 
1 February. Mr. Poujaud will 
also be at BioFach meeting 
with interested chia buyers this 
coming February 15-18. �

Chia seeds are usually white or black. Brown seeds are a sign that they have 
not completed their maturity. The ORURO® variety is gray with black marbling
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ORGANIC WITH love

By Adriana Michael

Canada's Advantage Health 
Matters is expanding direct 
export activities with a new 
distribution center in the EU 
for its extensive line of organic 
and natural superfoods. 
Owner of the Organic 

Traditions brand, the 
Canadian company operates 
under Health Matters America 
in the United States, and 
has now created a European 
corporation selecting Bulgaria 
as the base for logistics and 
operations to serve retailers in 
the European Union and other 
parts of the globe. 
Why Bulgaria and not the 

Netherlands or Germany or 
any other EU country as a port 
of entry?

“We were looking for a central 
location that would still be in 
the EU that would also be easy 
to ship to Asia and the Middle 
East,” said Jerry Zeifman, 
founder of Advantage Health 
Matters who has run the 
company since 2001.
All raw materials will be 

received and packed into 
finished products in Bulgaria. 
“We will not be exporting 
from Canada or the US.  All 
global shipping will be done 
from Bulgaria,” Mr. Zeifman 
added.
“We are proud to be an EU 

corporation and to be able to 

Advantage Health Matters expands EU operations

offer our superfood products 
to the EU after more than 15 
years in the superfood industry 
in Canada and the US. The 
company will be doing its 
logistics and has established 
relationships with trucking 
companies with competitive 
transport costs. “We will have 
very quick delivery to any 
point in Europe.” 
Under the Organic Traditions 

brand, the company sells over 
100 different nutrient-dense 
superfoods in every category 
such as antioxidant rich fruit 
powders, seeds, sprouted chia 
and flax products, detoxifying 
greens, healthy fats, Ayurvedic 
herbs and unique blends and 
smoothie mixes. 
Although their best sellers are 

in demand, all superfoods such 
as cacao nibs, cacao powder, 
goji berries and chia seeds, the 
firm is now focused on more 
complex formulations such as 
trail mixes, coffee substitute 
drink mixes, probiotic 
sprouted cereals, snacks as 
well as some unique symbiotic 
superfood smoothie blends. 
Last year Advantage Health 

Matters started a sprouting 
division mainly for chia seeds. 
The process uses a food–grade 
organic sanitizer made from 

all natural ingredients. The 
service is available to other 
chia suppliers.
“We also distribute products 

like Pukka Tea from the UK, 
Regulat Bio Pro from Germany 
and Henna Plus from Holland 
as well as some other very 
niche, boutique products that 
we feel are the best in the 
class,” said Mr. Zeifman. 

Pukka Tea is an incredible 
award-winning Ayurvedic 
tea line with over 30 unique 
flavors.

Regulat Pro Bio is a fermented 
whole food liquid tonic. It is 
used in clinics of biological 
and functional medicine for 
regulating every system of the 
body.  It is a remarkable product 
that dramatically increases ATP 
to give the body more energy, 
regulates the immune system, 
decreases inflammation and 
increases antioxidant status.
Henna Plus is the cleanest, 

PPD-free, botanically-based 
permanent hair coloring system 
for women. Hair Wonder 
and Men’s Own are PPD-
free, botanically-based semi-
permanent hair colors. 
“It may seem strange that we 

offer hair color from a Certified 
Organic Superfood specialty 
company. However, we wanted 
to do something to help all the 
women that dye their hair.  The 
average woman colors her hair 
every month!  
"That is a lot of exposure to 

carcinogenic compounds such 
as PPD.  Conventional hair 
color is extremely toxic, and so 
we felt it was imperative to offer 
this as part of our range,” said 
Mr. Zeifman.
Organic Traditions has 

introduced to its line 10 new 
dual extract herbal powders 
that are meant to be added 

to water, juice or smoothies 
such as Turmeric, Holy Basil, 
Ashwagandha, Cinnamon, 
and Ginger.  They are all 
instant herbal drink powders 
with incredible therapeutic 
benefits because they are highly 
concentrated, representing the 
full signature of the herb.  
“Turmeric water is the most 

delicious and healthy beverage 
you can drink!  It is nature’s 
primary botanical for lowering 
inflammation as well as a host 
of other benefits for every 
system of the body,” said Mr. 
Zeifman. 
“We also have just launched 

three juices: Acai Berry juice, 
Camu Camu Berry juice, and 
Acai-Camu Camu Berry blend.  
The company will be adding a 
few more juices this year such 
as pure Sea Buckthorn juice 
and a Pomegranate Juice. 
“They are spectacular and in a 
category of juices that is truly 
therapeutic.”
The new line of instant herbal 

drink powders will be on 
display at BioFach in Germany, 
Expo West in Anaheim and 
Natural & Organic Products 
Europe in the UK this season. 
"We will also be present at 
smaller fairs in Canada and the 
US,” Mr. Zeifman added. �

Michel Groothius, Vehgro wholesalers The Netherlands (left), speaks with Organic 
Traditions & Advantage Health Matters’ Jerry Zeifman and William Ketelers

Organic Traditions exhibits at all main international fairs

Organic 
Traditions is a 
brand offering 

over 100 different 
nutrient-dense 

superfoods
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By Adriana Michael

Imagine a portable jar that 
serves as a container and as a 
ready-to-serve glass,  and which 
includes a mix of organic fruit 
concentrate (50 ml).  The jar 
permits you to create your own 
drink depending on the type 
of liquid (200 ml) that you 
add. The liquid could be plain 
tap water, sparkling water, 
boiling water, beer or wine. 
The result? A 250ml finished 
beverage to enjoy as lemonade, 
fizzy soft drink, hot fruit drink 
(tea), a “shandy” or a “radler,” 
or even a cider or wine spritzer. 
All these serving solutions in 
one product, using the same 
concentrate in the Mason jar.
Meet CIRUB, the brain child 

of Danish entrepreneur Murat 
Aksoy, a supplier of innovative 
food concepts at Fast Moving 
Consumer Foods, FMCG.
“CIRUB can also be used 

as an alternative alcohol 
drink by adding vodka, 
gin or rum in a bar, café, 
restaurant, event, reception or 
at a private home party,” said 
Mr. Aksoy when describing 
the concept to OWN at the 
beautiful Torvehallerne, an 
exciting market in downtown 
Copenhagen.
Why CIRUB? “Organic 

ready-to-drink beverages 
are popular and very trendy 
today, but there have not been 
any new products offering 
anything other than new 
flavors,” said Mr. Aksoy. With 
the high demand for innovative 
consumer goods, the waste of 
empty bottles (especially those 
made of plastic) is posing a 
severe problem that needs to 
be addressed. CIRUB proposes 
a new product presentation in 
the beverage category, with 

CIRUB: Thinking beverages outside the bottle

Murat Aksoy, Danish entrepreneur, and product developer, FMCG

ENTREPRENEUR

simple packaging that is re-
usable. Consumers are also 
more interested in food, and 
preparing their meals with 
healthy natural ingredients- 
but they like the convenience 
and prefer brands that save 
them time and offer easy ways 
to do it yourself (DIY). “Health 
conscious consumers do not 
want synthetic additives, 
and they like pre-products, 
where they can create the final 
product.”
“Over 80% of all ready-

to-drink products contain 
mainly water, which increases 
the amount of CO2 during 
transportation as a result of the 

heavy loads,” said Mr. Aksoy. 
By adding tap water to a 
pre-product, CO2 emissions 
can be reduced quickly. And 
why a simple Mason jar as 
a container for CIRUB? In 
Denmark, 90% of all glass 
is recycled. After Sweden, we 
are the best nation to recycle 
glass.”
CIRUB offers a concentrate 

in four flavors: tonic, ginger 
ale, raspberry, and cola.
The innovative concept is 

mainly targeted to HORECA 
customers, a segment that 
includes bars, restaurants, 
hotels, and the food catering 
business. Testing CIRUB at 

the beautiful Torvehallerne 
market for a month, selling 
units and doing many tastings, 
Mr. Aksoy established that the 
container would need to be 
adjusted for consumers on-the-
go, and the label would also 
need some adjustments. The 
amount of sugar also had to 
be reduced, as consumers now 
read labels and expect foods 
low in sugar, salt, and fat. But 
the most critical reaction was 
that people loved the concept 
of a versatile beverage product 
presented in a simple Mason 
type of glass jar. “Some people 
were surprised, some laughed 
at the idea, but everyone loved 
the concept,” said Mr. Aksoy. 
“The Torvehallerne market is 
a popular tourist destination, 
and many people stated that 
they would like CIRUB 
exported to their country,” 
he said. “But my biggest 
challenge now is to make sure 
people will understand the 
concept quickly when they see 
the product.”
At the time of closing this 

edition, the next steps in the 
project were preparing the 
final prototype and finding 
a production partner and 
investors to provide funding 
for a marketing team and an 
advertising campaign.

CIRUB is the first innovative 
product Mr. Aksoy has 
developed under Fast Moving 
Consumer Goods. Prior 
to this he worked for the 
largest producer of syrups 
in Denmark – O. Kavli, a 
Norwegian firm with offices 
in all Scandinavian countries. 
“I come from a family with 
over 25 years in the restaurant 
business. I have a passion for 
food, and I am a problem 
solver.” Mr. Aksoy obtained 
his degree in Economics and 
Marketing at the Copenhagen 
School of Business and did his 
Masters on innovation in small 
and medium size companies. 
“I have plans for extensions of 
the basic prototype ready to 
present when the time is ready 
to surprise consumers again. “ 
It may take a while for 

CIRUB to take take off, but 
the fact that Mr. Aksoy is 
thinking outside the box and 
searching for solutions to 
avoid over-packaging in the 
beverage sector is already a 
sign that he is headed in the 
right direction.
Mr. Aksoy will present 

CIRUB at BioFach this coming 
February 15-18 in Nuremberg. 
He will be exhibiting under the 
Bio aus Daenmark / Organic 
Denmark pavilion in Hall 5. �

CIRUB. One jar, one syrup, one serving of at least six different drinks

Export of Danish organics sets record for the tenth time 
By Adriana Michael

The export of Danish organic 
products has once again 
set a record, said Organic 
D e n m a r k / Ø k o l o g i s k 
Landsforening in December. 
Exports from the smallest of 
the Scandinavian countries 
reached in 2015 approximately 
270 million EUR, an increase 
of 15 percent compared to the 
year before, reports Statistics 
Denmark. Organic Denmark 
raised estimates for Danish 
organic exports to 470 million 

EUR in 2020.
Germany, the only country 

that connects Denmark with 
the inland, is the largest 
export market for Danish 
organic companies followed 
by Sweden, where demand 
for Danish organic goods rose 
significantly to 35 percent 
in 2015. At the same time, 
exports to China have tripled 
and thus is now the third-
largest export country.
Organic breast milk 

substitute from the Danish 
dairy company Arla to China 

is responsible for the largest 
part of the growth in the 
period while organic fruit, 
vegetables, and meat also 
increased significantly.
 
Growing export of 
organics creates green 
growth

The large foreign demand for 
Danish organics is driving 
growth and job creation in the 
green sector in Denmark.
Danish farmers are reacting 

to the market and are 

converting to organics with 
record speed. However, the 
rising import of organic 
fruit and vegetables reveals 
that Danish agriculture in 
this area lacks behind with 
the conversion," said Helene 
Birk, international marketing 
director at Organic Denmark. 
The Danish import of organic 
products also rose in 2015 – 
with 24 percent growth.
"Danish organics are very 

popular on the nearest export 
markets such as Germany and 
Sweden, but sales are also 

increasing in markets from 
China to Dubai," said Ms. 
Birk.
"Demand for organics is on 

the rise globally, and more 
and more retail chains and 
wholesalers are turning their 
eyes towards Denmark. There 
is a lot of interest in how we 
have achieved the highest 
organic market share in retail, 
and our organic companies 
create interest with intensive 
product development and 
decades-long experience with 
organics. �
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Meet us at 
BioFach in hall 5

Treffen Sie uns auf der
BioFach in Halle 5!

By Adriana Michael

After taking part in the 
Natural Products Scandinavia 
fair in Malmo, Sweden on 
16-17 November last year, 
OWN visited Danish organic 
companies and retail shops to 
witness this remarkable land 
of history and its contrast of 
old buildings and traditions 
and a youthful attitude eager 
to explore and embark in 
more sustainable ways to work 
and live. From the moment 

you arrive at the Copenhagen 
airport, you enjoy Scandinavian 
design and style that provide an 
unparalleled sense of quality.
Enter a 7Eleven store, and 

instead of the typical junk 
food loaded with synthetic 
preservatives, colorants and 
other chemicals on display at 
any of those outlets in North 
America, at these convenient 
stores, you will find fresh and 
ready-to-eat salads, wraps, 
smoothies and gluten-free 
and organic certified snacks 
overpowering the cheap sweets 
and chips. The food purchasing 
team at the retail chain 
visited the Natural Products 
Scandinavia and OWN was 
pleased to meet them at our 
booth.

Want to taste a chocolate 
bar? Forget about the standard 
international brands with cheap 
products filled with refined 
sugar, artificial vanilla flavor, 
emulsifiers like soy lecithin 
(E322) and other additives 
that mask the bitter taste of 
conventional cacao when it is 
not properly grown, fermented, 
dried, roasted and mixed with 
the right amount of sugar in 
the conch.
Discover the delicate Oialla, 

organic chocolate for an 

ultimate delight enjoying 
just the taste of wild Beniano 
cocoa beans and organic cane 
sugar. Nothing else. Harvested 
by hand once a year in the 
rainforest between Bolivia 
and Brazil, the wild seeds 
are selected and fermented 
under the exact specifications 
of Danish master chocolatier 
Rasmus Bo Bojensen. He 
started Oialla with his wife 
Pernille Lüzthøft in 2010. The 
beans are shipped to Denmark 
for roasting and conching and 
turn into delicate bars wrapped 
in impeccable white paper with 
a simple design. The wrapping 
mimics an origami.
Oialla is recognized as one 

of the world’s most exquisite 
dark chocolate brands found 

at top shops and restaurants, 
including Tårnet, located in the 
tower of Christiansborg Tårnet 
(Danish Parliament) that Mr. 
Bojensen runs.
At the open markets in 

Copenhagen, visitors may 
enjoy a unique blend of high-
quality design, fashion, and 
gastronomy, old and new. 
Perhaps Torvehallerne is 
the best example of the old 
marketplace concept turned 
into an upscale stage with an 
atmosphere of sophistication. 
The site is in the city center and 
has an impressive structure of 
steel and glass with high ceilings 
and plenty of natural light. The 
outdoor section showcases 
displays of flowers, fresh herbs 
and colorful produce for 
sale. Over 60 stalls including 
GRØD, the trendy restaurant 
that only serves porridge 
adding flavors of cuisines from 
around the world, offer high-
quality local products for every 
taste, from fish and meat to 
coffee and beer to hand-made 
bath and body products.
Besides the fun glass jars 

with homemade scrubs 
that Saltskrub offers at 
Torvehallerne, other health 
& beauty products that got 
attention to OWN during 
this trip are Ginger Organic 
and Tromborg. Ginger 
Organic is a line of feminine 
hygiene products presented 
in sustainable cardboard 
packaging minimizing the 
use of ink, and Tromborg, an 
upscale line of cosmetics made 
with the purest ingredients 
with a presentation and 
merchandising that reflect the 
Scandinavian spirit.
Tromborg is a Danish line of 

skin products with innovative 
formulations containing plant-
based active ingredients with 
scientifically proven health 
benefits.
A professional makeup 

artist, co-founder Marianne 
Tromborg has selected only 
the purest organic essential 

oils. “Plant extracts from 
calendula, malva, passionflower 
and pomegranate infuse the 
skin with moisture and energy 
efficiently, quickly and easily.” 
Tim Schyberg, the mastermind 
behind the Tromborg line 
brought a wealth of experience 
from the biotech and anti-aging 
industry when he joined the 
firm in 2006, and knowledge 
of the right ingredients and 

combination to obtain effective 
skin care products. The 
brand has three distinct lines: 
Tromborg Professional Make 
Up, Tromborg Scandinavian 
Mood and Tromborg 
Treatment.
“While training to become 

a nurse I joined Doctors 
Without Borders and travelled 
to Africa and India, where I 

See DENMARK on page 16

In Denmark 7Eleven stores offer gourmet foods

The Ginger Organic line includes seven products

View of the Torvehallerne market in Copenhagen and its impressive structure of 
steel and glass

Touring the Danish organic scene
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could see the side effects that 
harsh pesticides and fertilizers 
used in modern farming have 
in the health of cotton growers 
and their families,” said Helena 
Fernando-Kristensen, co-
founder, and CEO at Ginger 
Organic. She also dealt with 
the skin irritations caused 
by medical bandages and 
the, sometimes severe, rash 
that non-woven fabrics used 
to make disposable diapers 
cause to the soft and delicate 
baby skin. Back at home Mrs. 
Fernando-Kristensen realized 
that even the organic food 
sector is growing, there are very 
few organic certified products 
for feminine hygiene that 
provide all the support women 
need in their different stages of 
life. Mrs. Fernando-Kristensen 
got married and busy with her 
little kids, but she kept thinking 
even more that there was the 
need for better products to 
provide safe protection for her 
and the children. Encouraged 
by her husband, they embarked 
on a five-year journey planning 
the business and designing a 
line that today offers seven 
different products: feminine 
pads, tampons, and nursing 
pads, to provide proper support 
to young and older women 
anytime of the day and the 
month.
This line is made with 100% 

organic cotton, it is GOTS, 
and ECOCERT certified and 
had not much glue, which 
is what often causes most 
skin irritations. The panty 
liners are offered in cardboard 
boxes, although many 
consumers requested boxes 
with individually wrapped 
pads, and the company added 
them even though this means 
extra packaging and waste. 
“We are now embarked on an 
active social media campaign 
to increase product awareness.” 
It is important to help women 
think how much waste goes to 
the landfill as result of the non-
woven synthetic pads loaded 

with chemicals they dispose of 
every month during their life. 
More women need to know 
100% organic certified hygiene 
products made from cotton 
can replace synthetic products, 
do not hurt their skin, and are 
compostable.
Another example of Danish 

creativity in design and product 
development is found in Is 
Skaro, a delicious ice cream 
formulated for patients that 

have undergone surgery and 
are recovering from the effects 
of general anesthesia. “Ice 
cream is often the first meal 
patients receive after surgery,” 
said the company founder 
Martin Jorgensen. “A cold and 
soft food offers relief to a sore 
and dried mouth and throat.” 
What makes IS Skaro unique 
is its high protein, fiber, and 
probiotic content that the 
body may absorb quickly to 
assist digestion and the healing 
process. “IS Skaro is a great 

food for young, sick patients. 
It provides Omega-3 for brain 
activity, and pro- and prebiotics 
that improve digestion. Is 
Skaro also has an ice cream 
for pregnant consumers that 
experience morning sickness, 
and to provide extra energy 
during childbirth. The line also 
keeps in mind patients in need 
of high-protein intake for faster 
muscle building or athletes 
after training.

The high-protein ice creams 
are obtained with a proprietary 
processing and technology that 
avoids protein denaturalization. 
The ice cream formulation can 
be adapted to consumer needs: 
Some may require proteins 
that will increase appetite, 
while others may produce the 
opposite result, assisting in 
weight control. All products 
are suitable for Kosher and 
Halal diets. Mr. Jorgensen and 
his wife and managing director 
Britta Tarp are focused now 

on the development of the 
domestic market, but they also 
exhibited at Sial Paris last fall 
and will be present at BioFach 
in Germany this coming 
February.
The organic sector in 

Denmark is expanding to 
food and non-food products. 
It has also reached the market 
for alcoholic beverages. OWN 
visited the Nyborg Distillery 
in the former DSB building 
for locomotive workshops at 
the Nyborg port. The project 
aims to offer a broad range of 
organic spirits such as gin, rum, 
whiskey and fruit brandies, 
said Kim Møller-Elshøj, who 
introduces himself as blender 
& storyteller This new venture 
is part of Naturfrisk, which 
was founded by Niels Rømer 
and his son Nicolai in 1996. 
The company first acquired 
the premises of the Ørbæk 
Brewery, producer of organic 
soft drinks and beer. Naturfrisk 
is the brand of a line of organic 
sodas, smoothies and juices, 
one of the first in this segment 
in Denmark.
"The Nyborg Distillery is 

sitting in a restored 125-year-
old building and will offer 
the first organic whiskey in 
Denmark made with local 
barley and other liquors also 
made from local fruits collected 
on the island,” said Mr. Møller-

Elshøj. “Converting an old 
structure to hold 10 million 
liters of alcohol is a quite a 
challenge”. The distillery will 
have its bottling plant. They 
also aim to have their own 
barrels. “There are already 21 
micro distilleries in Denmark; 
eight have popped up in the 
past five years; we will be the 
largest one.” The site aims to 
make great beverages following 
sustainable business practices, 
sourcing local ingredients and 
in organic quality. The site will 
become a place for social and 
cultural gatherings.
There are many interesting 

organic enterprises to visit 
in Denmark, each showing 
the high commitment of 
entrepreneurs willing to 
develop products that meet 
all requirements for a product 
to be sustainable and of high 
quality. And to rest after an 
exciting day visiting projects 
and stores, the Hotel Axel 
Guldsmeden is one that “walks 
the talk” in organic hospitality.  
This season over 50 Danish 

firms will be present at BioFach 
under the Bio aus Daenemark 
/ Organic Denmark pavilion 
showing their latest innovations 
and willing to celebrate the 
results as the country with 
the highest consumption of 
organic products per capita in 
the world. �

DENMARK
(Continued from page 15)

Kim Møller-Elshøj, blender & storyteller, Nyborg Distillery The Nyborg Distillery is sitting in a restored 125-year- old building

Denmark is the world’s most 
energy-efficient nation. There are no 

conventional landfills. All waste is either 
recycled or incinerated to heat buildings 

or generate electricity.
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By O.W.N. News Network

The Organic Trade Board 
(OTB), the UK's peak organic 
industry body, announced in 
January that in partnership 
with Organic Denmark, it 
has been successful in a joint 
funding application to the EU 
to promote the Organic food 
and drink sector. 

The OTB said that the project 
will receive EUR10.4million to 
run a three-year campaign to 
promote organic food working 
with brands, processors and 
retailers to drive growth in the 
sector. 
"The OTB bid was successful 

as the campaign will focus 
on growing retail sales, 
increasing employment in 
organic agriculture and raising 
awareness of the benefits of 
organic food and drink. 70 
percent of the fund will be 
spent in the UK," The OTB 
said.
OTB campaign manager 

Catherine Fookes explained 
to OWN that the OTB met 
Organic Denmark at the 
BioFach show in Germany a 
couple of years ago and felt 
there were some great synergies 
regarding the consumer profile 
of organic shoppers. 

Ms Fookes, who has worked 
on the funding bid for two 
years, said that the OTB 
"also felt we could learn from 
each other’s work and market 
development".
"The EU money has been 

awarded under their promotion 
policy: DG Agriculture and 
Rural Development, European 
Commission, governed by 
EU regulation no.1144/2014, 
other eligible products and 
schemes are all agricultural 
products excluding tobacco; 
also fishery products and EU 
Quality Schemes (including 
organic)."Ms Fookes said.
The EU funding is split 

between the two countries, with 
the UK receiving a budget of 
€7.2m, and Denmark receiving 
€3.2m over three years.
"With the OTB receiving 70 

per cent of the funding and 
Organic Denmark 30 percent, 
each country will have a joint 
advertising campaign for use 
in advertising online, 'Out 
of Home', and at point of 
sale in multiple retailers and 
independent stores, as well as 
PR and events such as Wake up 
to Organic in the UK (Www.
WakeUptoOrganic.co.uk)," 
Ms. Fookes explained.
“This award will enable us to 

triple the investment in helping 
grow the organic food and 
drink sector. The “Organic, 
Naturally Different Campaign” 
succeeded in growing sales and 
changing attitudes to organic 
- many more consumers now 
understand its value. With the 
increased spend we will do 
even more to grow the market, 
including collaboration 
with major retailers, in-
store promotions, shopper 
marketing, and national ad 
campaigns.”
The UK Organic market 

grew by 5.6 per cent in 2016, 
is worth GBP1.4 billion p.a. 
and represents 1.8 percent of 
total grocery sales. In contrast, 
the non-organic sector grew by 
only 0.6 percent last year. 

"Despite this encouraging 
growth, we lag behind other 
countries showing dynamic 
organic growth – Denmark was 
up 18 percent in the second 
half of 2016, representing 10 

percent of all retail food sales," 
the OTB said.
"Across European countries, 

average growth in organic 
sales is 9 percent p.a. The UK 
is half the size of the French 
Market and one third that of 
Germany."
The initiatives in both 

countries were quite a team 

OTB initiatives with Organic Denmark set to boost organic food and drink
effort. On the OTB side, Ms 
Fookes led the submission 
and Paul Moore, CEO of the 
OTB was also involved. On 
the Organic Denmark side the 
team was led by Helle Bossen. 
Adrian Blackshaw, chairman 

of OTB, said “We are delighted 
to have won this bid and to 
be able to share best practice 
with our partner, Organic 
Denmark. The aim of the 
campaign, estimated to be the 
largest international organic 
campaign, is to grow the 
organic sector and increase 
total annual spend on organic. 
"Given the worldwide growth 

in organics, we are excited at 
the export potential for UK 
producers and brand owners.”
The campaign has been 

match funded by 60 OTB 
member companies, which 

account for 70 percent of the 
UK organic market, including 
Tesco, Sainsbury’s, OMSCo, 
major brands such as Doves 
Farm Foods and Rachel’s, 
plus independent retailers and 
wholesalers. 
OTB members have pledge 

GBP340,000 p.a. The total 
fund will be GBP1.7m p.a.

INDUSTRY NEWS

Catherine Fookes, campaign manager, 
Organic Trade Board

Henrik Hindborg, marketing 
director at Organic Denmark 
said: "Denmark has become 
the world’s leading organic 
nation, with organic food sales 
representing 10 percent of all 
food sales in 2016, moving 
organic from “niche” to 
“mainstream.” 
"We have had 10 years of 

consistent growth, with half 
of all Danes now buying 
organic food every week. This 
has been achieved through 
a combination of effective 
organic policies and close co-
operation with Danish retailers. 
We are looking forward to 
working alongside our British 
counterparts and sharing our 
joint enthusiasm and expertise.”
Organic Denmark's chief 

consultant and project 
manager, Helle Bossen told UK 

trade media that a marketing 
campaign would target Danish 
consumers and that details 
of the campaign are being 
finalised. Organic Denmark 
will focus on retailers and 
use promotional materials in 
stores, as well as social media 
and traditional advertising to 
promote organic products. �

Group from left in the Fotex Store, Aarhus, Denmark are, Helle Bossen, campaign manager Organic Denmark; Henrik 
Hindborg, marketing director, Organic Denmark; Jeppe Dah Jeppesen, buying director, Fresh Food, Dansk Supermarket 
Group; Catherine Fookes, campaign manager, Organic Trade Board; Paul Moore, CEO, Organic Trade Board; and Helene Birk, 
international marketing director, Organic Denmark
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TREND REPORT

By O.W.N. News Network

The gluten-free industry is 
capitalizing on consumer de-
mand for clean labels, market-
er transparency and vegan- & 
vegetarian-friendly products, 
confirmed Market research 
company Packaged Facts in its 
report, Gluten-Free Foods in the 
U.S. 6th Edition, launched in 
November last year. The report 
focuses on traditionally grain-
based products in the follow-
ing categories: Salty Snacks, 
Crackers, Fresh Bread, Pasta, 
Cold (ready-to-eat) Cereal, 
Baking Mixes, Cookies, Flour, 
and Frozen Bread/Dough.
It’s almost impossible to hear 

news related to gluten-free 
foods without also hearing 
about how most Americans 
don’t have celiac disease or 
even a gluten sensitivity and 
are essentially wasting money 
on an unnecessary fad. What’s 
sometimes missed is that a 
number of Americans simply 
want to go gluten-free because 
the effort contributes to their 
sense of mental and physical 
wellness, according to Packaged 
Facts.
“Much like veganism and 

flexitarianism or going low-carb 
or dairy-free, avoiding gluten 
has become a true lifestyle 
choice for many Americans,” 
says David Sprinkle, research 
director, Packaged Facts. 
“These consumers may not 

have a specific health-related 
motive necessitating the switch 
to gluten-free. Yet for gluten-
free advocates there’s often a 
satisfaction from furthering 
one’s overall health and 
nutrition goals. Wellness, as 
they say, begins in the mind.” 
These dedicated gluten-free 

dieters have helped the gluten-
free foods market demonstrate 
an annual growth rate of 
36 percent over the five-year 
period ended in 2015, when the 
market reached US$1.6 billion, 
according to Packaged Facts 
based on the specific categories 
analyzed for the report. The 
company forecasts the gluten 
free foods market will reach 
US$2 billion in 2020.
Gluten-free foods are gaining 

popularity partly because 
manufacturers and marketers 
are aligning new product 
developments with other 
emerging trends in the food 
and beverage industry. These 
trends include clean labels, 
marketer transparency, and 
the use of plant proteins and 
Ancient Grains. 
A predominant trend in 

gluten-free product develop-

Clean labels and plant protein 
drive new gluten-free foods

are gluten-free, as are sprouted 
ingredients made from gluten-
free Ancient Grains, nuts, 
seeds, and beans," Packaged 
Facts said.

Gluten-free new industry 
standard in baked goods
In a November report on the 
bakery/baked goods market, 
Euromonitor International 
said that gluten-free is fast 
becoming the new industry 
standard in baked goods, with 
high fibre one to watch.
"Free-from diets continues 

to be a fast-growing trend, 
not only followed by coeliac 
patients, but also by the 
general health-conscious public 
holding the belief that gluten-
free products will help them 
overcome problems related to 
bloating or indigestion," the 
researcher said.
"The global market for 

gluten-free bread was valued 
at USD1.0 billion in 2015, 
accounting for 31 percent of all 
gluten-free food globally, with 
USD953 million coming from 
developed countries, making 
it a mainstream choice for the 
Western consumer."
Many ancient grains, such 

as amaranth, quinoa, chia, 
buckwheat, millet and teff, are 
naturally gluten free, making 
them the go-to choice for 
manufacturers in the bakery 
space. 
The world’s biggest gluten-free 

brand Udi’s, which has recently 
been acquired by Pinnacle 
Foods, has just launched an 
ancient grains variant, boasting 
ancient grains such as millet 
and chia, as well as being high 
in omega 3- ALA and fibre. 
Similarly, Hovis, one of the 

UK’s leading packaged bread 
brands, formed a collaboration 
with The Chia Co to launch 
its chia loaf in February 2016, 
stressing its high omega 3, 
protein and fibre content. 
"Numerous product devel-

opments that include ancient 
grains make it clear that a niche 
market has gone mainstream, 
making it far more accessible 
to consumers than it has ever 
been," Euromonitor said. �

Ancient Grains grown in Peru and South America by Andes Mills, at BioFach 2016

ment reflects the concerns of 
the clean eating/clean-label 
movement such as: fewer and 
simpler ingredients; free-from 
formulations; minimally pro-
cessed with organic, sustain-
able production methods; and 
transparency in business prac-
tices. 
Packaged Facts said that 

makers of gluten-free bean 
pasta are standouts in the 
promise of fewer and simpler 
ingredients, an attribute that 
is touted on product packages 
and on brand websites from the 
likes of Tolerant Foods, Gold 
Harbor, Simply 7 Snacks and 
Explore Cuisine. 
Another is organic snack 

maker Quinn Snacks, which 
has staked out a pioneering 
position when it comes to 
transparency about the origins 
of the ingredients it uses.

Plant protein and Ancient 
Grains grow gluten-free 
options
The desire for clean labels, 
ease of digestion, the need 
or desire to avoid allergens, 
compatibility with vegetarian 
and vegan lifestyles and 
concerns about sustainability 
among the general population 
are putting the spotlight on 
plant proteins. Legumes and 
beans, or pulses, are found in 
a growing array of gluten-free 
foods, along with ancient and 
sprouted grains. 
Pulse-based ingredients are 

particularly valuable in improv-
ing the nutrient quality of glu-
ten-free products, as they are 
richer in fiber, protein, and mi-
cronutrients than gluten-free 
staples rice and tapioca flour. 
There is a growing market for 
these ingredients in gluten-free 
extruded snacks and pasta. 
"The appeal of ancient and 

sprouted grains is much 
like that of pulses. For food 
processors, these ingredients 
provide whole food, plant-
based protein sources that 
enhance appearance, deliver 
unique tastes and textures, 
pack a nutritional wallop, and 
invite variety and innovation. 
A number of Ancient Grains 
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By O.W. N News Network

Market intelligence agency 
Mintel announced in 
November six key trends set 
to impact the global food 
and drink market in 2017 – 
highlighting this will be a year 
of extremes, from “ancient” 
products including grains, 
recipes, practices and traditions 
to the use of technology to 
create more and better tasting 
plant-enhanced foods.
Jenny Zegler, Global Food 

and Drink analyst at Mintel, 
said: “This year’s trends are 
grounded in current consumer 
demands for healthy, 
convenient and trustworthy 
food and drink. Across the 
world, manufacturers and 
retailers have opportunities to 
provide more people with food 
and drink that is recognisable, 
saves time and contains 
servings of beneficial fruits, 
vegetables and other plants. 
"In addition, Mintel has 

identified exciting new 
opportunities for functional 
food and drink designed 
for evening consumption, 
progressive solutions for 
food waste and affordable 
healthy food for low-income 
consumers."
Looking ahead to 2017, 

Mintel’s Ms Zegler discusses 
the top food and drink trends 
set to impact global markets.

In tradition we trust
Consumers seek comfort from 
modernised updates of age-
old formulations, flavours and 
formats.
People are seeking the safety of 

products that are recognisable 
rather than revolutionary. 
The trust in the familiar 
emphasises the opportunity 
for manufacturers to look 
to the past as a dependable 
source of inspiration such 
as “ancient” product claims 
including Ancient Grains and 
ancient recipes, practices and 
traditions. Potential also exists 
for innovations that use the 
familiar as a base for something 
that’s new, but recognisable, 
such as cold-brew coffee.

Power to the plants
The preference for natural, 
simple and flexible diets will 
drive further expansion of 
vegetarian, vegan and other 
plant-focused formulations.
In 2017, the food and drink 

industry will welcome more 
products that emphasise plants 
as key ingredients. More 
packaged products and recipes 
for home cooking will leverage 

fruits, vegetables, nuts, seeds, 
grains, botanicals and other 
plants to align with consumers’ 
nearly omnipresent health and 
wellness priorities. Technology 
will play a part, already we have 
seen one company use artificial 
intelligence to develop plant-
based alternatives to animal 
products including milk, 
mayonnaise, yogurt and cheese.

Waste not
The focus of sustainability 
zeros in on eliminating food 
waste.

More retailers, restaurants and 
philanthropic organisations are 
addressing the sheer amount 
of food and drink that is 
wasted around the world, 
which is changing consumer 
perceptions. In 2017, the 
stigma associated with 
imperfect produce will begin to 
fade, more products will make 
use of ingredients that would 
have otherwise gone to waste 
such as fruit snacks made from 
“ugly” fruit and mayonnaise 
made from the liquid from 
packaged chickpeas, and food 
waste will be repurposed in new 
ways, such as power sources.

Time is of the essence
The time investments required 
for products and meals will 
become as influential as 
nutrition or ingredient claims.
Time is an increasingly 

precious resource and our 
multitasking lifestyles are 
propelling a need for short-cut 
solutions that are still fresh, 
nutritious and customisable, 
already we have seen so-called 
“biohacking” food and drink 
that offers complete nutrition 
in convenient formats. In 2017, 
the time spent on – or saved by 
– a food or drink product will 
become a clear selling point, 
inspiring more products to 
directly communicate how 

long they will take to receive, 
prepare or consume.

The night shift
Evening is tapped as a new 
occasion for functional food 
and drink formulations.
The increasingly hectic pace 

of modern life is creating a 
market for food and drink 
that helps people of all ages 
calm down before bedtime, 
sleep better and restore the 
body while they rest. Products 
can leverage the reputation 
of the tea category and use 

chamomile, lavender and 
other herbs to achieve a sense 
calm before bedtime, while 
chocolate could be positioned 
to wind down after a stressful 
day. 
Ahead, there is potential 

for more evening-focused 
innovations formulated for 
relaxation, satiety and, taking 
a cue from the beauty industry, 
food and drink that provide 
functional benefits while the 
consumer sleeps.

Balancing the scales: 
health for everyone
Healthy food and drink are not 
“luxuries.” Inequality is not 
just a political or philanthropic 
issue — it also will resonate 
more with the food and drink 
industry. Many lower-income 
consumers want to improve 
their diets but the access to 
— and the cost of — healthy 
food and drink is often an 
impediment. 
"More campaigns and 

innovations are to be expected 
that will make it easier for 
lower-income consumers to 
fulfil their healthy ambitions, 
including apps to help people 
make use of ingredients that 
are on sale and, in a tie-in with 
Mintel’s Waste Not trend, a 
value-priced box of “wonky” 
veg," Mintel said. �

Mintel’s six key global food and 
drink trends to continue in 2017 

Whole Food Market’s Health Starts Here. Consumers will look to more plant-based 
foods in 2017, Mintel says
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HEALTH & BEAUTY

By Annemarie Kruse

The natural beauty sector in 
the US is booming. Research 
company SPINS said the 
market for natural and organic 
cosmetics clocked up turnover 
of 1.9bn USD for the 52 weeks 
ending September 2016, an 
increase of 11.8%.
And although organic 

products only account for a 
small share of the overall US 
personal care market - which 
grew 1.9% to 36.6bn USD 
last year - natural cosmetics are 
growing much faster than the 
market average.
Kora Lazarski, a consultant in 

innovation and strategy for the 
US natural products industry 
with Outbound Labs, and 
formerly the Senior Strategic 
Alliance Manager at SPINS, 
says:
"2016 was a great year 

for the organic and natural 
beauty market in the US. 
Distribution picked up in 
conventional mass retailers and 
drugstore chains, getting these 
products in the hands of more 
mainstream shoppers than ever 
before. There were also new 
trade shows and collaborations 
across independent blogs, 
e-commerce platforms, 
and other social media. 
This has really boosted the 
discoverability and perceived 
sophistication of natural 
products."
One of the main retail 

channels for natural and 
organic beauty in the US are 
groceries, a category which 
includes retail giants like 

Walmart or Target but also 
health food stores and organic 
supermarket retailers such as 
Whole Foods. In fact, large 
scale retailers like Target have 
helped to drive the success of 
the natural beauty market, 
Lazarski notes.
"Target has been a great 

champion for the organic and 
natural beauty sector over 
the last few years. Up until 
recently, finding unique brands 

at major US retail chains was a 
bit of a challenge. This has led 
many shoppers to turn to the 
Internet for what’s new and 
exciting in natural cosmetics. 
Target seems to have realized 
this, and moved to curate 
great, exclusive selections of 
rising new star brands like 
S.W. Basics or Fig + Yarrow. 
There are now natural and 
organic brands at Target that 
can’t even be found at many 
natural retailers. I think this 
really highlights their efforts in 
this arena."
Other important retail 

channels are department 
stores with international brand 
boutiques, independent stores 
(including retail boutiques 
and social media-driven online 
stores like blogger platforms) 
but also beauty salons and 
e-commerce sites.

Although pioneer organic 
brands like Dr. Bronner's and 
JASÖN - which were both 
launched in the 1950s - and 
Burt's Bees (from the 1980s) as 
well as more recent arrivals like 
Yes to and Acure still register 
steady sales, a new generation 
of organic beauty brands has 
arrived to further boost the US 
naturals market.
Young brands like 100% Pure, 

Mother Dirt or S.W. Basics 

have a higher functionality and 
more innovative ingredients 
than the classic organic beauty 
labels. With a strong lifestyle 
angle these new organic brands 
are positioned as niche labels 
rather than mass market. And 
several of these new brands 
started out in online retail.
Lazarski confirms: "One of 

the most important trends in 
the US organic beauty market 
at the moment is that the flow 
of getting an innovative, new 
product to market is changing. 
Rather than following the 
path of organic categories like 
foods or beverages - which 
usually start locally, get picked 
up by a natural retailer, sell 
online, and then grow into 
mass retailers – we now see 
e-commerce reversing this 
process. Today, a great new 
product might launch on social 
media and Amazon first and 
then get picked up by Target or 
Walgreens, without ever having 
been sold in a natural retailer."

Leaving it out
A major driving force in the 
US natural beauty market 
last year were clean label 
claims (also called "avoider 
claims") According to SPINS, 
"paraben-free", "SLS-free", 
"non-GMO" and "fair trade" 
were amongst the fast-growing 
label claims in the last year, 
in addition to classics like 
"organic" or "vegan".
A comparatively new but 

fast-growing label claim is the 
"B-Corp certification". B-Cor-
porations are commercial busi-
nesses that act like non-profit 
companies, adhering to strict 
standards of accountability, 
transparency and sustainabil-
ity. At the moment B-Corp is 
primarily a US development 
although European companies 
are now also exploring this 
standard.

What the future holds
According to SPINS there 
are several key developments, 
which are slated to drive the 
US personal care market 
(including the naturals sector) 
over the next few years. 
One of these influences are 
Nutraceuticals in vitamins, 
supplements and beverages.
"The commitment to 

increasing the active ingredient 
content in products is very 
promising, and we’re seeing 
a lot of new products and 
salons cropping up who use 
mostly simple, food-grade 

ingredients", Lazarski states. 
"Conversely, foods, beverages, 
and supplements have been 
getting into the beauty and 
wellness space, so I think we 
will be seeing much more 
beauty-from-within in the 
coming years."
Another significant trend 

is Korean beauty, which is 
continuing to influence the 
conventional and natural 
C&T market in the US.
Lazarski comments: "For a 

long time we’ve seen different 
variations and scents of the 
same product types, but with 
the recent surge of Korean 
beauty products there are 
entirely new classes of products 
to explore and reinvent, like 
gel eye patches, lip masks, oil 
cleansers and essences."
"Active Beauty" is another 

key influence: these are 
personal care products that 

emphasise the convenience 
aspect - deodorant wipes, for 
example, or sweat-proof or 
odour-neutralising products. 
The hair care sector is seeing 
some major "speed-it-up" 
developments: dry shampoos 
and "UnWashes"/"CoWashes" 
(washing the hair with tenside 
free products or conditioners 
instead of conventional 
shampoos) have been amongst 
the biggest market trends of 
the last few years.
"An intriguing trend in 

the natural hair care sector 
are products designed to 
minimize product use overall", 
Lazarski says. "There are hair 
cleaners which extend the life 
of your shampoos and cut 
out the need for conditioners 
altogether, like Beautiful 
Nutrition’s Lemon Hair Rinse, 
Mother Dirt's Shampoo or the 
products of Hair Story."
Another major trend is 

Localisation (focusing 
on regional products and 
ingredients) while ethnic-
positioned products - such as 
skin care, hair care or makeup 
for Latin, African or Asian 
consumers - will also continue 
to grow.
And the concept of "Business 

as a mission" - fair trade and 
community projects or social 
business brands - is yet another 
significant development which 
will influence the C&T sector 
in the US.

Lazarski comments: "The 
organic beauty market 
is poised to grow in the 
coming years thanks to 
several coalescing forces. 
There has been an increase 
in acquisitions and funding 
activity for natural beauty 
brands, similar to what natural 
food and beverages have been 
seeing over the last 5-10 years. 
Together with the increase in 
mainstream distribution, this 
development is supporting 
the continued market growth 
in volume. Using products 
with clean and sustainable 
ingredients has become 
commonplace as US shoppers 
have become more educated 
in their understanding of 
what goes into their products. 
And this in turn will open 
more doors for new organic 
producers to gain market 
share." �

US natural beauty market trending strongly

Burt’s Bees Products is one of the early natural cosmetics brands to reach mass 
retailers successfully. Now owned by Clorox

Target is the second discount retailer in the US with over 1800 outlets
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global beauty trends of the 
next decade.
The customisation trend has 

already hit the conventional 
C&T market.  Last year, US 
brand Kiehl’s started to offer 
personalised skin care serums 
in its domestic stores while 
L’Oréal-owned Lancome 
successfully launched its 
personalised foundation 
concept Le Teint Particulier in 
the US.

Doing it yourself - 
naturally
However, “kitchen beauty” 
is particularly popular in the 
natural and organic cosmetics 
market. There are several 
reasons for this.
As a rule, organic consumers 

tend to pay close attention to 
the ingredients used in the 
formulation of a product. 
They are well-educated about 
ingredients and certifications. 
Transparency in a brand or 
company is of vital importance 
to this demographic, as is 
the quality of ingredients 
and where a product is 
manufactured.
Often, consumers are 

switching from conventional to 
organic cosmetics because they 
suffer from a skin condition, 
such as allergies, excessively dry 
skin or acne, and cannot find 
suitable products amongst the 
conventional beauty brands or 
pharmacy skin care labels.
These customers want 

cosmetics that are fragrance-
free or made without synthetic 
preservatives. Alternatively, 
they might prefer products 
manufactured without alcohol 
or glycerin. Sustainability is also 
a major concern: increasingly, 
organic consumers are 
looking for cosmetics that are 
manufactured regionally (or 
at least in their own country) 
with, ideally, locally-sourced 
ingredients.
Most “kitchen beauty” 

companies are small and 
independently owned 
businesses and do not 
belong to any of the large 
multinational consumer goods 

manufacturers. This trait is 
another important aspect for 
eco-conscious consumers.
The market for “kitchen 

beauty” is becoming 
increasingly diverse, catering 
to different customer 
requirements:  you can purchase 
individual ingredients to make 
your cosmetics from scratch, 
subscribe to DIY beauty kits 
which include everything you 
need, or design your ideal 
shampoo or face cream online 
and have it delivered to your 
doorstep.

Creating cosmetics 
digitally
Fresh cosmetics manufacturers 
like Saltskrub from Denmark 
or Cremekampagne and Mix 
my Shampoo from Germany 
offer their customers the 
chance to personalise products 
online. You choose the base 
formula of a product and then 
add your preferred ingredients 
or fragrances. The company 
will then manufacture the 
product according to these 
specifications and ship it 
directly to your address.
Saltskrub was one of the 

pioneers of clean beauty in its 
native Denmark. The company 
specialises in products for skin 
suffering from eczema and 
psoriasis, and their product 
line-up is simple: salt-based 
skin care scrubs, shea butter 
and plant oils. Saltskrub sells 
its products in Copenhagen 
and London, but the range is 
also available online: the scrubs 
can be personalised with one 
of five different fragrances or 
left unscented.
Birgit Raether founded 

Cremekampagne in 2009 
because she suffered from 
skin allergies herself and 
couldn’t find suitable skin 
care products. She decided 
to launch her own beauty 
brand, offering artisan, high-
quality and locally produced 
cosmetics.
Cremekampagne is especially 

popular amongst customers 
with multiple skin conditions 
since almost every product 
formula can be individually 
tweaked - adding or subtracting 
ingredients or substituting one 

active for another - until the 
optimal product formula is 
reached.
Because Cremekampagne 

manufactures its cosmetics 
in small batches, most of 
the goods are available in 
a preservative-free variant. 
Berlin-based Cremekampagne 
does not operate its retail 
store; distribution is almost 
exclusively online although 
the company also sells some of 
its products on various Berlin 
markets.
An intriguing newcomer in 

the natural DIY sector is Mix 
my Shampoo, a Munich-
based start-up founded by Lisa 
Sobotta, Markus Peetz and 
Hicham Najjari in 2015. As 
the name indicates, Mix my 
Shampoo allows consumers 
to create their personalised 
shampoo online.
Starting with the preferred 

shampoo basis (there are three 
variants - dry hair, normal 
hair or oily hair), customers 
then decide one of four 
colour-enhancing extracts 
(chamomile for blond hair, 
walnut for brown, chestnut 
for red or sage for grey hair) 
and add whichever extra 
ingredients and fragrance they 
want.
Mix my Shampoo offers 

more than fifty different 
organic extracts, plant oils and 

butter and some 20 essential 
oils that can be added to the 
shampoo base. Alternatively, 
customers can fill in a detailed 
hair questionnaire and have a 
specialist from the company 
blend their shampoo. All 
products are manufactured by 
hand and in small batches in 
Munich and shipped directly 
to the customer’s address.

Naturally kitted out
If you prefer to stir up your 
beauty products, you can 
purchase DIY kits online 
or in-store and mix up the 
cosmetics right there in your 
kitchen. The kits will typically 
include everything you need 
to make the product: ready-
prepared ingredients in the 
correct amounts and detailed 
instructions.
US company Loli Beauty, 

founded by Tina Hedges 
in early 2015, offers a 
subscription model for organic 
DIY beauty boxes. Customers 
can order a single box or 
purchase a three-month deal 
(one box per month). Each 
kit contains all the ingredients 
necessary to blend several 
different beauty products: 
there are individually packaged 
product bases, mix-ins and 
booster ingredients. And 
every month, the box features 
different products. Eventually, 

Hedges says, customers will 
also be able to choose boxes 
with specific themes, like 
cleansing products, skin type-
specific beauty treatments or 
nourishing goods. 
All of Loli Beauty’s food-

grade ingredients are ethically 
sourced from local businesses 
or fair trade certified 
companies. At the moment, 
the beauty boxes are only 
available online, but Loli 
Beauty is already planning 
to expand their e-commerce 
model by branching out into 
the real world - with pop-
up beauty blending bars in 
bricks ‘n mortar stores and 
D2C (Direct-to-Consumer) 
strategies like party selling 
(selling products at social 
events). For each parcel that 
is shipped out, the company 
donates 1 USD to charity.
Berlin-based Coscoon was 

founded in mid-2016 by Sonja 
Steberl and Aino Simon. At 
its Berlin store (and online) 
Coscoon sells DIY beauty kits 
for bath truffles, solid body 
butters and lip balms. There 
are refill sets for each DIY kit 
as well as themed DIY beauty 
boxes: Rendezvous for Two, 
for example, also includes a 
candle and a small bottle of 
sparkling wine. Alternatively, 
customers can purchase freshly 

DIY
(Continued from page 1)

Loli Beauty offers a subscription model for organic DIY beauty boxes
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and US figures showing 
growth of around three to six 
percent in total snack foods.
MadeGood™ is a young and 

dynamic brand of Riverside 
Natural Foods, a family 
business based in Vaughan, 
Ontario, Canada. Founder 
and president Nima Fotovat 
brings a rich experience 
obtained at Shandiz, a 

See XXXXX on page X

See SOIL on page 4

See MADEGOOD on page 7 See SUMMIT on page 4

 ENTREPRENEUR

By Warren Beaumont

Almost two years after its 
launch at Germany’s Anuga 
fair in 2013, Canadian 
organic snack bar brand 
MadeGood™ is growing in 
breathtaking volume and value 
and winning consumers seeking 
much healthier alternatives 
with “free-from” attributes. 
MadeGood’s certified 

organic snacks are gaining 
rapid acceptance globally. 
The line is effectively 
responding to the growing 
demand for natural and 
organic snack bars fulfilling 
more consumers dietary and 
convenience needs. 
Recent US research from 

Mintel said that Americans 
claim a preference for healthier 
snacking. And 33 percent said 
they are snacking on healthier 
foods this year compared to 
last year, specifically those 
with simple ingredients and 
low-calorie counts. Nearly 
one-third (30 percent) of 
parents are serving healthier 
snacks to their children.
The US organic snack food 

sector jumped 15 percent to 
$1.7 billion in 2013 (OTA 
survey), compared with global 
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How Organic Farming can 
Solve Global Warming
By O.W.N. News Network

Could organic farming solve 
global warming? For the 
population of a planet asking 
serious questions about our 
survivability, the answer lies 
just under our feet, in the 
soil. Craig Sams shared the 
evidence for this promising 
declaration during his recent 
presentation “The Answer Lies 
in Our Soil,” at the Natural 
Products Scandinavia in 
Malmö, Sweden. 
A dynamic author and 

pioneer in the movement 
toward sustainable farming, 
Mr. Craig is the founder of 

Whole Earth Foods, Green & 
Black’s Chocolate and Gusto 
Cola, and Executive Chairman 
of Carbon Gold. He is also 
part of the Soil Association 
Certification Board.
According to Sams and the 

research and experience he 
has gathered, organic farming 
has the potential to reverse 
and balance climate change. 
By farming organically, he 
suggests, the global warming 
crisis could be over as the 
amount of greenhouse gas 
in the atmosphere decreases, 
and we increase the life 
of the soil. By contrast, 

By O.W.N. News Network

As the UN declares 2016 the 
international year of pulses, 
the sixth edition of the North 
American Sustainable Foods 
Summit in San Francisco on 
20-22 January 2016 will open 
with a keynote presentation 
on plant-based proteins.
Daniel Imrie-Situnayake, 

Co-Founder of Tiny Farms, 
will discuss the potential of 

Edible insects and other top trends 
at Sustainable Food Summit 

edible insects as a promising 
source of protein. While the 
mere thought of voluntarily 
eating insects and bugs 
would turn many green in 
the face, edible insects are an 
established part of the local 
food culture in different 
regions of the world. Not 
only are beetles, mealworms, 
grubs, crickets and other 
insects a highly-concentrated 

previous family enterprise 
and leader in the development 
of natural and organic 
certified energy bars under 
private label. Shandiz also 
introduced its brand Taste 
of Nature, a line of snack 
bars containing nutrient-rich, 
minimally processed and 
certified organic ingredients. 
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MadeGood™ snack bars win 
customers worldwide

Peter Mulherin, Vice President Sales at the Fine Food Australia show in September
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By Adriana Michael

Located in the middle of the 
Andean steep highlands and 
fertile valleys of Ayacucho, 
Wiraccocha del Peru continues 
to support the ancient 
knowledge of communities 
involved in organic food 
production. The family-owned 
business, which began in 
2008, combines old and new 
techniques to preserve soil 
regeneration and biodiversity, 
to bring a sustainable supply 
of Andean grains and other 
superfoods from field-to-table.
"We are proud of the region's 

ancestral practices and are 
engaged in protecting and 
promoting the ancient grains 
of the Peruvian Andes and thus 
providing healthy products to 
many families of the world," 
said Glicerio Felices, general 
manager at Wiraccocha.
Working directly with small 

farmers, during its first seven 
years the company built a team 
of 1100 producers of white, 
red and black quinoa and 
amaranth.  By the end of 2016, 
Wiraccocha had reached 1400 

By Adriana Michael and Warren Beaumont

With increased numbers of 
international visitors and 
exhibitors at NATEXPO 
2015 and sales of organically-
sourced products estimated at 
EUR6.9 billion in 2016, up 
by 20 percent in the first half 
of 2016, the scene is set for 
another successful bi-annual 
event for the organic trade 
when NATEXPO returns to 
celebrate its 24th edition in 
Hall 7 at Villepinte in Paris on 
22-24 October 2017.
France is the second largest 

European market after 
Germany by value, and 24 
percent of organic products 
consumed in the country are 
imported, Agence Bio said.
NATEXPO is the leading 

partners. It also expanded its 
product range, adding other 
super foods such as chia seeds- 
grown originally in Mexico 
and other parts of Central 
America, and introduced to 
South America less than two 
decades ago.
“We work hand in hand 

with small farmers in 117 
communities during the 
whole year under social and 
environmental principles, 
ensuring organic production 
and sustainable and inclusive 

development," said Glicerio. 
At the office, there are now 54 
direct collaborators between 
administrative, production 
staff and agricultural engineers. 
Wiraccocha closed 2016 with 
production of 2400 metric 
tons (mt) of quinoa, 400 mt of 
amaranth and chia, and over 
2700 hectares of cultivation.
The growing demand of chia 

seed has been an increasingly 
important activity for the 
Wiraccocha operation. "Taking 
advantage of our privileged 

location in Ayacucho, near 
valleys between the Andean 
mountains, we project to 
expand production of organic 
chia, in collaboration with 
200 farmers, in an area of 400 
hectares."
Through the cultivation of 

these millenary grains, which 
are in demand due to their 
health benefits, the farmers see 
new opportunities to continue 
working on their lands, and 
therefore remaining close to 
their families. "We have also 
a wider range of products 
to satisfy the demand of our 
customers for Peruvian maca, 
goldenberry, lucuma, and 
cacao," said Glicerio.
“We will continue to 

consolidate our direct work 
with the farmers, assisting 
them technically to strengthen 
their organic farming skills 
and practices to guarantee the 
full traceability and quality of 
all our products."
In 2015 Wiraccocha was 

exporting to 12 countries. 
During 2016 the company 
exported to 18 countries. 
“We are glad to obtain new 

customers while strengthening 
our relationship with our 
current partners," said 
Glicerio. In 2017, Wiraccocha 
expects to supply customers 
in the US, Europe, Asia and 
the Pacific Rim 3500 mt of 
organic foods.

Since the International Year of 
Quinoa in 2013, the price has 
been an issue for some growers 
and suppliers. Production and 
availability increased with the 
boom, and prices fell.
“Price is in direct relationship 

with offer and demand. 
Our work in the field and 

Wiraccocha del Peru expands supply of organic ancient foods 

Natexpo accelerates organic sales growth in France

Inspecting the quinoa fields is a constant task for quality control at Wiraccocha 
del Peru

Wiraccocha introduces private label 

Busy Registration area near the New Products display, NATEXPO 2015

organic business to business 
event in France, stimulating 
sustained growth in this 
high-potential market, show 
organizer Natexbio said.
The fair attracts every other 

year industry buyers and 
decision makers in all product 
categories: organic food and 
wine; cosmetics and hygiene; 
health food and dietary 
supplements; and goods and 
services for the home.
In 2017 the event will host 

two new areas, “Ingredients 
and raw materials” and 
“Services and equipment for 
retail,” to gather together an 
exhaustive organic offering 
under one roof.
Ingredient sourcing and 

supply is the major challenge 
faced by the organic sector in 

Europe. This new area aims to 
speed up business connections 
between processors of dietary 
supplements and food 
products and their suppliers. 
Meanwhile, the “Services and 
equipment for retail” area 
devoted to fittings and services 

for points of sale will focus 
on topics related to online 
retail, vending, farm shops and 
packaging-free stores.
“New countries in 2017 to 

date include confirmations 
from Morocco, The 
Netherlands, and Canada (30 

sqm Pavilion). China, Turkey 
and Spain, the Soil Association 
(UK) and the OTA (USA) have 
also expressed interest hosting 
pavilions, according to Emily 
Gambaro, the international 
manager at Spas Expo, the 
organizer.
For an easy-to-shop 

innovation experience, 
the show is divided into 
identifiable sectors such as 
Organic Food & Wines; 
Health Food & Dietary 

Supplements; Cosmetics & 
Personal care; Ingredients & 
Raw Materials; and Services & 
Equipment for retail.
In 2015 there were 590 

business meetings between 
106 buyers and 165 exhibitors 
from France and abroad. 
The business meetings are a 
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constant coordination with 
our customers has allowed us 
to maintain our prices at stable 
and competitive levels during 
2016. These have fluctuated 
between 2.200 - 2.500 dollars 
per ton depending on technical 
specifications."
While Wiraccocha is 

committed to organic 
production, it also supplies a 
few clients with conventional 
products at a lower volume. 
Currently, 10 percent of 
its sales are conventional 
products.
Wiraccocha is also updating 

its branding and product 
presentations. "Over the 
years, we gained experience 
exporting products in bulk; 
now we are working in the 
retail line. With the consumer 
in mind, we are testing recipes 
and offering different retail 
packaging for projects under 
private label.”
"We believe that the 

consumption of healthy foods 
must be a pleasant experience, 
rich in nutrients and providing 
an excellent taste. Our R&D 
team is always innovating with 
different recipes, to introduce 
new mixes of ingredients and 
ready-to-prepare foods."

Wiraccocha will present 
a dessert with quinoa & 
amaranth flakes and puffed 
quinoa this season. All 
ingredients are precooked so 
that the end consumer will 
only need to add a liquid such 

as a vegetable milk.
“We also have developed 

other products for buyers to 
taste at BioFach, such as an 
instant soup and a mix for 
pancakes,” said Glicerio.
Wiraccocha will introduce 

its retail line with its brand 
to the Peruvian market and 
is currently working with a 
company in the US to offer its 

product range under private 
label.
Besides the USDA, EU, JAS. 

Canada and BioSuisse organic 
seals, Wiraccocha has obtained 
other certifications such as 
UTZ, NSF certified gluten 

free, and Control Union Fair 
Choice, a social and fair trade 
standard. And this year, its 
two factories were granted 
The British Retail Consortium 
(BRC) certification ensuring 
compliance of high quality 
and traceability standards.
Wiraccocha places great 

importance on attending 
shows to meet its customers 

and to seek out opportunities. 
"The trade fairs are an excellent 
opportunity to be close to our 
clients, to see new trends and 
to make us known as a stable 
Peruvian company.”  This 
season they plan to take part 
in BioFach in Nuremberg, 

Natural Products Expo West, 
in Anaheim, Sial Canada 
in Toronto, and the Fancy 
Food Show in New York. 
Commitment and a long-
term vision are key elements 
to succeed, especially in the 
export market. �

Carrefour is the French leading vendor of organic products

Wiraccocha has invested in state-of-the-art equipment and procedures to ensure 
safe and high-quality products

At Wiraccocha trade shows are important 

free service to enhance the 
show participation and assist 
both, buyers and exhibitors 
to organize their agendas in 
advance.
Other show events include 

the Organic Trends Forum to 
examine the trends that will 
fuel the organic market in the 
2020s, and the NATEXPO 
Products Awards, that 
recognize the most innovative 
organic products launched 
over the past 12 months.
The Economic Forum is a new 

event focused on the French 
market that offers economic 
and statistical analysis of the 
organic market and areas of 
potential.
Another new initiative in 2017 

is the Organic Springboards. 
“NATEXPO launches the 
event that will distinguish the 
organic start-ups of the year. 
The Springboards will offer 
the selected firms and new 
concepts additional visibility 
and help them to finance their 

development,” the organizers 
said.
The Organic Incubator 

provides space to young 
companies at preferential rates. 
It has been offered at previous 
NATEXPO events under the 
name “Le Village des Artisans/
Food & Crafts Village” and is 
dedicated to start-ups. For a 
budget of EUR1,000 excl. Vat, 
selected companies will enjoy 
an equipped stand (3 sqm). To 
be considered companies must 
have maximum five employees, 
and an annual turnover in 
2015 of 500,000 euros (excl. 
VAT) maximum the organizers 
explained. 
“NATEXPO continues to 

expand geographically to 
support professionals in their 
development, whether in 
search of new export markets or 
new sourcing opportunities,” 
the organizers said. This year 
NATEXPO expects 650 
exhibitors from 25 countries 
and over 12,000 visitors. �
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made finished cosmetics like 
bath salts, lip balms and body 
lotions.

Single minded
Finally, for those consumers 
who prefer to develop their 
beauty products, some stores 
sell all the necessary individual 
beauty ingredients -  product 
bases, essential oils, actives, 
extracts, and fragrances.
Aroma Zone in Paris is one 

of the best-known DIY beauty 
stores in France. Founded 
by Anne Vausselin in 2000 
- initially as an online store 
selling aromatherapy products 
- Aroma Zone’s product 
portfolio expanded steadily. In 
2009, Vausselin opened a retail 
store in Paris. Aroma Zone sells 

hundreds of product bases, 
plant oils, hydrosols, essential 
oils, emulsifiers, tensides, 
active ingredients and herbal 
extracts as well as containers, 
jars and pump dispensers.

Canadian company Planet 
Botanix was one of the DIY 
beauty pioneers in its home 
city of Ottawa. Founder 
Heather Garrod had been 
manufacturing and selling 

natural body care since 
the mid-1990s. In 2005 
she opened a retail store 
in Canada’s capital. Planet 
Botanix sells around 100-150 
SKU of natural cosmetics, 
including 50 SKU of a hand-
made face and body care. Also, 
customers can buy ingredients 
to create their cosmetics, 
including over 100 different 
essential oils.
In the UK, Beauty Kitchen 

has a similar concept. 
Established in 2010 by Jo-
Anne Chidley, the company’s 
products are stocked by UK 
retailer Holland & Barrett’s 
outlets throughout the UK. 
Beauty Kitchen sells finished 
natural beauty products, 
individual ingredients such 
as essential oil blends, and 
DIY kits for lip balms and 
bath bombs. At the Glasgow 
flagship store, customers can 

attend workshops on how to 
make beauty products and of 
course all goods and recipes 
can also be purchased online.
And US aromatherapy brand 

Aura Cacia sells a broad range 
of single essential oils, oil 
blends and plant oils which are 
available online or via natural 
wholesale distributor Frontier 
Coop. Aura Cacia is Frontier 
Coop’s natural beauty brand; 
the brand’s website offers DIY 
recipes for face care (such as 
face masks, hydrosols and 
creams), body care (lotions, 
butter or shaving products) 
and bath additives (salts, oils 
and soaps). The aromatherapy 
ingredients are retailed under 
the Aura Cacia label, while 
other ingredients such as 
herbs and spices are available 
for retail in suitable glass 
containers under its Simply 
Organic brand. �

DIY
(Continued from page 23)
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By Claudia Vásquez Alarcón

The Health Ingredients Europe 
(HiFi) fair in Frankfurt closed 
its bi-annual edition 29th 
November to 1st December 
reporting 30% more visitors 
than in the previous edition. 
Over 8,600 professional 
attendees of nearly 140 
countries gathered at the Messe 
Frankfurt Exhibition grounds 
to talk with 500 ingredients 
providers about hot topics such 
as the latest research on natural 
ingredients, formulations that 
offer a clean label and the 
increased focus on personalized 
nutrition.
More exhibitors took part in 

the organic section at HiFi this 
time, but most organic farmers, 
processors and traders had their 
booths set up throughout the 
fair.
The “Health & Nutrition” 

week was celebrated 
simultaneously, offering 
additional opportunities to 
hear about key related topics 
during the conferences on 
sports nutrition, gut health, 
plant ingredients, and nutrition 
during pregnancy, infancy and 
other life stages.
Creating increased awareness 

of the benefits from nutritional 
supplements has become a real 
challenge, as not all consumers 
take a supplement for the 
same reasons. Take Omega-3 
for example. The GOED 
Omega-3 Association (Global 
Organization for EPA and 
DHA Omega-3) presented 
a case study that highlights 
how European consumers 
perceive this ingredient. A 
survey showed that consumers 
get their Omega-3 in Europe 

mainly through fish (around 
30%). Meanwhile, in the US 
consumers take Omega-3 
through supplements (45%). 
And while in Germany and 
the US, 50% of consumers of 
Omega-3 had heart disease, 
in France and the United 
Kingdom, almost 50% are 
taking it just to keep an overall 
wellness. In the UK, Omega-3 
is also used among people 
willing to improve their joints 

and mobility. The fact is that 
by measuring the HS-Omega-3 
index, we can optimize levels 
of Omega-3 that improve the 
heart, joints, the vision and 
other organs and functions.

Depending on the target 
for specific formulations and 
ingredients, manufacturers 
could communicate at a 
double level. By adopting 
a B to B approach towards 
industry partners to focus on 
the main health benefits, but 
also selecting a B to C speech 
to reach the different end 
consumers such as Generation 
X, Millennials or the mature, 
baby boomer generation.

Personalised nutrition was 
a topic highlighted across 
different presentations. 
Depending on the lifecycle and 
condition (pregnancy, early 
years, active sports, obesity), 

the industry should customise 
not only the formula and 
product packaging, but also the 
communication channels, for 
instance on-line campaigns to 
reach millennials & Generation 
X and print for baby boomers 
and more mature generations.
Increased collaboration 

among experts in the different 
sectors is crucial to share 
findings on the positive impact 
natural ingredients can have to 
our overall health.

Innova Market Insights
At HiFi, Juliette Kuiken, 
Innova Market Insights´ 
Market Analyst said that in 
terms of wellness, consumers 
want to “feel good.” Innova 
Market Insights based the 
2017 trends on three key 
elements: natural, health and 
clean labels.  After tracking the 
products launched between 
2011 and 2015, the consulting 
firm has identified the growth 
of natural ingredients, 
particularly botanicals such as 
ginkgo, ginseng and curcumin 
that relate to heart and brain 
diseases, and supplements 
such as omega 3 fatty acids B 
vitamin and DHA present in 
fish oil, chia and mixed seeds. 
“Brain health products” are 
being introduced mainly in 
beverages (+30%) and dairy 
products (+23%).
Among the 10 trends 

for ingredients in 2017 
highlighted by Innova Market 
Insights, "transparency" is the 
keyword that connects them 
all. Consumers are paying 
more attention to the origin 
of the products, the supply 
chain (Clean Supreme), 
plant-based formulations 

(Disruptive green), taste 
(Sweeter balance), ethnical 
food (kitchen symphony), and 
the ingredients they are eating, 
selecting those that offer better 
health choices.
Over the last eight years, there 

has been a strong shift towards 
consuming more natural 
products. In 2016 the "clean 
label" became a hot topic. 
Protein snacks such as “slim 
secrets”, a multifunctional bar 
with green-tea extract or “eat 
grub” a natural cricket protein 
bar and healthy drinks are in 
the spot this year, said Ms. 
Kuiken. More products with 
natural sweeteners, fermented 
foods, and botanicals such as 
chlorella, hawthorn, rosehip, 
cinnamon and guarana will 
come to market.
The next HiFi will return to 

Frankfurt 27-29 November, 
2018. �

Natural, clean label and personalised nutrition hot topics at HiFi

HiFi offered a rich conference program

Damian Silva, Peruvian Nature with Marvin Zeifman, Rainforest Herbal Products 
Inc. also based in Peru

Benedicte Meurens, sales & marketing, 
Sipal Partners, Belgian experts in 
natural sweeteners

Mix my Shampoo products are manufactured by hand and in small 
batches in Munich, Germany
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“Your one Contact for Superfoods 
Directly from the Source”

• Retail, Foodservice & Bulk Ingredients
• Private Labels, Pack to Order Capabilities
• Competitively Priced for Container Loads

 For information: � +1- 416-854-2754 • info@incagoldorganics.com • www.incagoldorganics.com

• Sacha Inchi Snacks
  Powder & Oil
• Yacon Syrup 

By O.W.N. News Network

The world's leading 
international trade fair for 
organic foods BIOFACH 
returns 15th – 18th February 
2017 at the Exhibition Centre 
in Nuremberg allowing 
importers, agents, and retailers 
to meet producers and 
suppliers and experience the 
diversity of organic food and 
beverages, wines, products, 
and cosmetics from all over the 
world once again.
The show organizers 

NurnbergMesse said that 
more than 48,000 specialist 
purchasers would come to 
discover the new products over 
2,500 exhibitors will display 
over four trade fair days. In 
2015, there were 44, 624 
visitors from 132 countries.
Plenty of inspiration for 

the catering and gastronomy 
sectors will be at hand at the 
Worlds of Experience OLIVE 
OIL, VEGAN, and WINE. 
These areas are included in the 
theme cluster Experience & 
Discover. In 2017, cook+talk 
will become part of this 
concept and will be renamed 
the GASTRONOMY World 
of Experience. 
Danila Brunner, executive 

director for the BIOFACH 
and VIVANESS, said: 
“Organic represents a holistic 
concept – from cultivation 
via production right up to 
consumption; from raw 
materials, right up to the 
product. It extends across all 
ranges which we depict in all 
their diversity at BIOFACH 
and VIVANESS."

Plant-based nutrition: 
creative and on trend
Once again, the VEGAN 
World of Experience 2017 
promises exciting product 
presentations and cooking 
shows, as well as a top-
class, well-founded specialist 

program. This area will be 
designed and implemented by 
BIOFACH in collaboration 
with the Vegetarierbund 
Deutschland (VEBU) German 
Vegetarian Society. The new 
“Biocyclic vegan standard” will 
be introduced this year.
Key product trends found 

by Organic & Wellness News 
at BIOFACH 2016 included 
more products labeled raw 
and vegan, with Andean grains 
and other superfoods added 
to chocolate bars, snacks and 
energy bars, breakfast cereals, 
beverages, and spreads. The 
VEGAN World of Experience 
was one of the most popular 
areas for visitors to find these 
new product introductions.

Germany will be  
“Country of the year”
Germany, with a population of 
over 80 million, is the second-
largest organic market in the 
world. In 2015 organic sales 
reached over EUR8.6 billion, 
according to the research 
group Biomarkt, The organic 
market has seen growth rates 
of between 5-10 percent in the 
last few years, helped by more 
food retailer shelf space being 
occupied by organic products 
and an active natural food 
specialist store segment.
In 2017, Germany will 

present itself as the “country 
of the year” to highlight its 
achievements as the leading 
organic nation in Europe at 

BIOFACH and VIVANESS, 
its sister fair for health & 
beauty products.
Visitors from all over the 

world will come to gain an 
insight into the diversity of 

the German organic sector. 
Companies, many of which 
will be organic pioneers, will 
be showcasing their attributes 
to exhibitors and visitors as 

potential professional partners 
in the areas of innovation 
and social and environmental 
responsibility. Associations 
and institutions, including a 
number owned by the federal 
or state governments, will be 
doing this as well.
At BIOFACH and 

VIVANESS 2016, the annual 
organic world stage proved 
again it was the place to see 
new trends and products. 
Food and beverage exhibitors 
spoken with by Organic & 
Wellness News said that they 
were happy with the show 
after meeting new and existing 
customers and buyers, many 
reaching their goals even on 
the third exhibition day. �

Vegan and catering boost BIOFACH 2017

Vegan World was popular with buyers with Austria’s Green Panda one of the stand 
outs.

Organics Brasil exhibitors presented a large range of organic products at the show

Nicole Buzengeiger of Naturkost Ubelhor, Germany talked about Sacha chia oil with 
Mats Frederikson, Harlem Foods, Norway

Pacari co-founder Santiago Peralta (on right) shows Pacari Raw Organic Chocolate 
70% cacao to Daniel Lopez Benito, Natursalus, Spain

“Organic represents 
a holistic concept, 

from cultivation via 
production right up 

to consumption”
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By Annemarie Kruse

The fair trade sector in Germany 
is flourishing: the two big 
industry associations Forum 
Fairer Handel and TransFair 
have both announced double-
digit growth for fairly traded 
and ethically manufactured 
products in 2015.
According to industry 

association Forum Fairer 
Handel, turnover of fair trade 
products grew 11% to a total 
of 1.14 billion Euro last year 
while per capita spending 
reached 14 Euro. 
Around 79% of the entire 

turnover came from products 
carrying the Fairtrade seal. And 
80% of these Fairtrade-certified 
products also carried an organic 
seal. 
Just like in the past years, the 

German fair trade market was 
driven by the country's strong 
supermarket and discounter 
chains, who are increasingly 
expanding their line-up of fair 
trade food products such as 

By Annemarie Kruse

It’s that time of year again: 
from 15th to 18th February 
2017, Europe’s largest organic 
Cosmetics & Toiletries (C&T) 
trade show Vivaness will 
take place in Nuremberg. As 
always, the show is organised 
in conjunction with BioFach, 
the world’s premier organic 
food fair.
This one marks the 11th 

edition of Vivaness, and the 
trade show is set to be bigger and 
more international than ever. 
Organiser Messe Nuremberg 
is expecting around 250 
exhibitors from 35 countries. 
The largest exhibitor country 
will be Germany, which is 
also Country of the Year at 
BioFach this time, followed by 
France, Italy, Spain, Austria 
and the Netherlands.
The line-up of German 

bananas, coffee, chocolate or 
flowers. 
The Weltläden (World Shops) 

distribution channel, on the 
other hand, only registered a 
slender turnover increase of 
5% last year. Weltläden are 
small, independently run stores 
that sell fair trade and ethical 
products such as dried foods, 
coffee, chocolate, textiles and 
accessories. In Germany, the 
Weltläden are organised in 
the Weltladen Dachverband 
association. Traditionally, 
Weltläden are one of the key 
retail channels for fair trade but 
with the rise of supermarket-
retailed fair trade products, 
Weltläden have been losing 
market share.

cosmetics exhibitors includes 
big manufacturers such as Dr 
Hauschka, Lavera, Kneipp, 
Logona, Martina Gebhardt, 
Primavera, Santaverde and 
Speick but also smaller brands 
like Mahlenbrey, Yverum and 
Amo Como Soy.
The trade show’s cooperation 

partners COSMOS and 

Breaking it down
Some of the most detailed 
figures about the fair trade 
sector come from non-
profit association TransFair. 
Founded in 1992, TransFair 
is the German member of 
Fairtrade International (FLO) 
which awards the Fairtrade 
seal to ethically traded and 
manufactured products and 
supply chains. 
For 2015, TransFair Germany 

announced a turnover increase 
of 18% to 978 million Euro, 
with a per capita expenditure 
of 12 Euro. Fairly traded food 
product accounted for around 
80% of this total. Around 
72% of these fair trade food 
products are also certified 
organic. And 92% of all fair 
trade turnover came from the 
four key product categories: 
bananas, coffee, cocoa and 
flowers. 
According to the association, 

turnover of fair trade bananas 
grew 32% last year which 
means that 10% of all bananas 

NaTrue - the two biggest 
organic certification 
associations in Europe - will be 
featuring a range of certified 
brands at their communal 
exhibition booth.
And France will again be 

present with its Sud du France 
pavilion displaying a wide 
variety of niche beauty brands 

sold in Germany are Fairtrade 
certified. 
Coffee, the second largest 

product category, registered a 
4% increase in 2015 (around 
3% of the total German coffee 
market), followed by Fairtrade-
certified cocoa which shot up 
88% last year, reaching a 3.6% 
share of the German cocoa 
sector. And Fairtrade-certified 
flowers - especially roses - 
registered a 6% increase last 
year. 
Smaller Fairtrade categories 

included cotton (an increase 
of +17%), honey (+54%), fruit 

and smaller companies from 
the South of France. There 
are also several exhibitors 
from Asia, including Znya 
Organics from Thailand and 
Evergoods from Taiwan - 
both returning exhibitors - 
and from the US.

Organic beauty takes the 
stage
At its 10th anniversary last 
year, Messe Nuremberg had 
overhauled Vivaness’ trade 
show concept and introduced 
several new exhibition features.
The German Federal 

Ministry for Economic Affairs 
and Energy is again sponsoring 
the Newcomers stand which 
showcases innovative German 
beauty start-ups and young 
companies. The Breeze 
exhibition area which features 
international young beauty 
brands and the Novelties 

showcase which presents newly 
launched beauty products 
from Vivaness exhibitors are 
also returning in 2017.
Vivaness on Stage, which 

premiered in 2016, will again 
take place this time offering 
a continuous programme of 
short brand presentations, 
discussions and workshops 
running throughout the day at 
a centrally located stage area in 
the main exhibition hall.
The Vivaness Congress 

this year has been divided 
into four thematic areas: 
Markets & Analyses, Retail 
& Distribution, Consumer 
Insights & Communications 
and Design & Performance. 
Key topics will include social 
media and the influence of 
digitalisation on beauty and 
brand retail, innovative raw 
ingredients and sustainable 
packaging concepts. �

Fair trade thriving in Germany

Vivaness attracts more exhibitors and enhanced program

juices (+37%), tea (+38%), 
wine (+97%) and cosmetics 
(+145%).

Trading fairly
Another key player is German 
fair trade association GEPA, 
the biggest European importer 
for fair trade and ethically 
manufactured foods and non-
food products from the Global 
South (a socio-economic term 
which broadly encompasses 
Africa, Latin America, the 
developing South East Asian 
countries and parts of the 
Middle East). �

New beauty products introduced to the market enjoy visibility among industry 
buyers and experts

In Germany, 80% of Fairtrade certified products also carry an organic seal
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Accelerating 

Organic Trends
The international trade show for organic products

www.natexpo.com
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Bio-Tendances
Accélérateur de

Organisé parUn salon de

www.natexpo.com

Le salon professionnel des produits biologiques, écologiques et des compléments alimentaires

Paris Nord Villepinte, Hall 7 - France

OCT. 201722-23-24

“

”

edition24 th

Benoit Soury 
President of Natexbio

Take advantage of the vitality of a market 
that is driving growth in Europe

High growth in French consumption 
of organic products *

 Excellent medium-term prospects **

And with manufacturer margins 
that remain intact

5.5 billion euros in 2015

14.7% growth

20% of European consumption

2nd market in Europe by value

24% of products consumed in France are imported

Between 8% and 11% per year growth 
forecast for organic product consumption in 
France

6.7 to 7.8 billion euros projected turnover.

    At a time when our sector dealing in production, processing and retail of organic food, dietary supplements and 
cosmetics has conquered new heights in growth and vitality, preparations for the 2017 edition of Natexpo are already 
underway.
Let me offer you three facts to refl ect upon:
-  while the French agricultural sector continues to be rocked by one crisis after another and by a multitude of uncertainties 

about Europe, the year 2015 saw us attain new levels of growth of organically-farmed areas and those under conversion!
-  while food consumption in France experienced quite weak growth in 2015/2016, standing at between 1.3% and 1.4% 

and mainly driven by brands moving upmarket on the one hand and special offers on the other, the market for organic 
products across all distribution channels continued to grow by an astounding 14.7%!

-  while mass food retail continues to dominate in many markets, organic food retail continues to grow substantially in 
specialist retail networks!

These encouraging results can be attributed to our individual and collective endeavours and those of our employees, and to our 
desire to achieve things together! We are right to believe in the coming together of the passion of creators with the realism of 
consumers so that our industry, united within the Federation Natexbio, can continue to maintain all its ambitions and its spirit!
We look forward to meeting you at Natexpo on 22, 23 and 24 October 2017.

*Source Agence Bio.    **Source Precepta (group Xerfi )

A targeted international promotions 
plan in France and abroad

More than 250,000 invitations distributed
80 pages of adverts and web banners
Support from offi cial bodies: Synabio, Synadis Bio, Synadiet, Cosmebio, Agence Bio, France Vin Bio, IFOAM, etc. 
50 partnerships with the sector’s leading media in France and internationally with print, online, advertising and 
editorial coverage
More than 600,000 e-mails sent out
1,650 items of media coverage and 500 journalists kept up to date all year round
More than 350,000 pages views on www.natexpo.com

Natexpo is organised at the initiative of Natexbio, the French 
Federation of the Organic Sector, member of the IFOAM 
EU network, with the support of its member associations 

SYNADIS BIO, SYNADIET and SYNABIO, and the participation of 
Cosmebio, France Vin Bio and Agence Bio.

www.natexbio.com

The Group SPAS, the partner of Natexbio, is the organiser of the trade show NATEXPO. It has over 30 years of 
acknowledged experience in the organisation of consumer and trade shows in the areas of organic farming, 

sustainable development, eco-housing, wellness, natural medicine and personal development: Marjolaine, Vivre 
Autrement, Bien-être Médecine Douce & Thalasso, Thermalies, Zen, Vinibio, Biogourmet, Naturabio, Artemisia, Zen 

& Bio, Respire la Vie, Biofoodle, Innov’Eco, Saveurs des Plaisirs Gourmands. 
Between them, these shows attract nearly 275,000 visitors and 4,000 exhibitors every year. 

The Group also launched the marketplace SEVELLIA.COM in 2015.
160 bis rue de Paris, CS 90001 92645 Boulogne-Billancourt Cedex - France

www.spas-expo.com

A TEAM AT YOUR SERVICE

www.natexpo.com Follow Natexpo on

Organic Food and Wine, 
Ingredients and raw materials, 
services and equipment for retail, 
Sponsorship (France)

Herbert Zamora
hzamora@spas-expo.com
Tel. : +33 (0)1 45 56 09 09

All sectors
International Pavilions
& Exhibitors

Emily Gambaro
egambaro@spas-expo.com
Tel. : +33 (0)1 45 56 09 09

Regional pavilions
Cosmetics and Personal care, Health 
food and Dietary supplements, 
Household and Personal products and 
services (France)

Florence Roublot
froublot@spas-expo.com
Tel. : +33 (0)6 11 23 45 89

A show by Organised by
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The international trade show for  
organic products

Paris Nord Villepinte, Hall 7 - France
www.natexpo.com

Accelerating Organic Trends

22-24 OCTOBER 2017

A SHOW BY ORGANISED BY

EXHIBIT AT NATEXPO 2017
Benefit from the booming growth of French Organic Market

SAVE MONEY! 
Book your stand before 20 March 2017

Your contact: Emily Gambaro  
egambaro@spas-expo.com / +33 1 77 37 63 33

Calendar 2017

Dates may change without notice. For a complete list visit www.organicwellnessnews.com

JANUARY

18-20
SUSTAINABLE FOOD SUMMIT 
San Francisco, USA
www.sustainablefoodssummit.com

22-24
WINTER FANCY FOOD SHOW
San Francisco, USA
www.specialtyfood.com

26-29
GUELPH ORGANIC CONFERENCE
Guelph-Ontario, Canada
www.guelphorganicconf.ca

27-29
THE MEXICAN HEALTHY 
PRODUCTS SUMMIT
Puerto Vallarta, Mexico
www.healthyproductssummit.com

FEBRUARY

10-11
CHFA QUEBEC
Montreal, Canada
www.chfa.ca

8-10
FRUITLOGISTICA
Berlin, Germany 
www.fruitlogistica.de

15-18

BIOFACH  
Nuremberg, Germany
www.biofach.com

26- MARCH 2
GULFOOD
Dubai, UAE
www.gulfood.com

MARCH

7-10
FOODEX JAPAN
Makuhari Messe, Japan
www3.jma.or.jp/foodex/en/

 
8-12
NATURAL PRODUCTS EXPO WEST
Anaheim, USA
www.expowest.com

17-20
COSMOPROF WORLDWIDE 
BOLOGNA
Bologna, Italy
www.cosmoprof.com

APRIL

2-3

NATURAL 
& ORGANIC 
PRODUCTS 
EUROPE
London, UK
www.naturalproducts.co.uk

8-9
CHFA WEST
Conference: 6-7
Vancouver, Canada
www.chfa.ca

17-19
21TH CIHIE-INTL ORGANIC FOOD 
INDUSTRY EXPO 
Bejing, China
www.chinaexhibition.com

18-20
INGREDIENT MARKETPLACE 
Orlando – FL , USA
www.marketplace.supplysideshow.
com

MAY

9-11
VITAFOODS INTERNATIONAL
Geneva, Switzerland
www.vitafoods.eu.com

25-27
BIOFACH CHINA
Shanghai, China
www.biofach.com

JUNE

1-2
SUSTAINABLE FOOD SUMMIT 
EUROPEAN EDITION
Amsterdam, The Netherlands
www.sustainablefoodssummit.com

8-11

BIOFACH AMERICA LATINA – 
BIOBRAZIL FAIR
Sao Paulo, Brazil
www.biofach-americalatina.com.br

25-27
SUMMER FANCY FOOD SHOW
New York, USA
www.specialtyfood.com

25-28
IFT 17
Las Vegas, Nevada, USA
www.ift.org

28-29
SUSTAINABLE FOOD SUMMIT 
LATIN AMERICAN EDITION
Sao Paulo, Brasil
www.sustainablefoodssummit.com

AUGUST

24-26
ORGANIC EXPO - BIOFACH JAPAN
Yokohama, Japan
www.biofach.com

30-SEPTEMBER 1

NATURAL 
& ORGANIC 
PRODUCTS ASIA
Wanchai,  
Hong Kong 
www.
naturalproducts.com.hk/en

SEPTEMBER

8-11
SANA
Bologna, Italy
www.sana.it

11-14
FINE FOOD
Sydney, Australia
www.finefoodaustralia.com.au

16-17
CHFA EXPO EAST
Conference: 14-15
Toronto, Canada
www.chfa.ca

22-24 

BIOFACH AMERICA – ALL THINGS 
ORGANIC 
Co-located with NATURAL 
PRODUCTS EXPO EAST
Baltimore, USA
www.biofach-america.com

26-27
NATURAL COSMETICS 
CONFERENCE
Ellington Hotel, Berlin – Germany
www.naturkosmetik-
branchenkongress.de

26-30
Supply Side West
Las Vegas, USA
www.west.supplysideshow.com

27-29
EXPOALIMENTARIA
Lima, Peru
www.expoalimentariaperu.com

OCTOBER

7-11
ANUGA
Cologne, Germany
www.anuga.com

19-21
PMA FRESH SUMMIT
Anaheim, CA, USA 
www.freshsummit.com

22-24

NATEXPO
Paris, France
www.natexpo.com

NOVEMBER

15-16

NATURAL 
PRODUCTS 
SCANDINAVIA 
Co-located with 
NORDIC ORGANIC FOOD FAIR
Fair Trade City, Malmo, Sweden
www.naturalproducts 
scandinavia.com

28-30
FI NI EUROPE
Frankfurt, Germany
www.figlobal.com



The future of health
at Europe’s favourite 
natural business event!

Join the conversation...
search Natural Products Europe  #NPE17

2-3 April 2017
ExCeL | London

With over 650 companies and thousands of brands all under one roof, discover
the very latest in natural and organic products from the UK and around the world
at Natural & Organic Products Europe.

Book your FREE trade pass at www.naturalproducts.co.uk
Enter priority code NPG22 when prompted
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