






Dear Reader! 
Welcome to the September issue of our Magazine. In keeping with 
the new normal Food Marketing and Technology Magazine is now 
available across multiple digital platforms. As we all know that coming 
months are full of festivals so the theme of our September issue is 
about packaging.
We have lot of articles on packaging of food like Packaging 
Adhesives, Intelligent Food Packaging, ASLT parameter prioritization 
and PANDEMIC LOCKDOWN: Advantage Packaged Food Product 
Manufacturers. When you go through the articles you will come to 
know that all of them are so informative and knowledgeable. Adhesive 
packaging for foods are durable and can preserve food for a long 
period of time than any other packaging materials. The adhesives can 
effectively resist water vapour with good transparency. Due to their 
high tensile strength, low packaging cost and multiple applications, 
adhesive packaging can be a boon for the food industry.
There is one more article on intelligent packaging. Intelligent food 
packaging is an innovative technology which is developing in recent 
years. The reason of development intelligent packaging is thinking 
the outside of package. On the other hand to extend shelf life, enhance 
safety, improve quality, provide knowledge, and warn about possible 
issues, this packaging technology is developed and also these 
parameters are the benefi ts of the system. Similarly bar codes, RFID 
tags, thermo-chromic inks, holograms and tear taps provide solutions 
to the industry, retailers and consumers to protect food products from 
counterfeiting and theft. Some legal issues are also there that are raised 
by the food administrative agencies, which are related to the successful 
implementation of the intelligent packaging system rather than just 
focusing on the development of new tools and instruments, and these 
issues should be solved for further applications of the technology.
If you go through the article POST PANDEMIC LOCKDOWN: Outlook for 
Packaged Food and Beverage Industry, you notice that the whole article 
written so beautifully. The two months plus Covid Pandemic Lockdown 
period is a Disruptor for many industries including the Indian packaged 
Food and Beverage Industry. Due to the Covid Lockdown, changes in the 
Indian Consumers habits and their behaviour will result in the changes 
in demand and needs of the Indian Consumers are going to change in 
comparison to the pre Covid Lockdown period.
Apart from these articles we have also a webinar “Traceability to 
Credible Traceability - Whether supply Chain digitization is suffi cient?”  
This webinar mainly focused on Understanding broad expectations of 
Label/Packaging Converters for deployable Non-clonable Solution. This 
webinar also includes signifi cant hidden cost of traditional clonable 
codes causing futile ground investigations draining budget quickly and 
further impacts in view of COVID necessitating automation in-addition 
to digitization. 
Apart from packaging section this issue also consist of two more 
sections,  these are food ingredients and food processing.

 Ian D. Healey
healey@harnisch.com 

Benno Keller
keller@ harnisch.com

We’ll sleep to that

As students, many years ago, our main hobbies 
included sleeping. As we grow older, have children 
and teenagers we recognise sleep as a treasure 
to take care of. Getting older still, we regard an 
afternoon nap as a reward and not a punishment. 
Sleep is a topic which is always relevant. The food 
industry has started to acknowledge that there is a 
market for ingredients and products which can help 
provide rest and peace for our body and mind.

Whilst possibly not as sexy as energy drinks, or 
health products for men or women, the market for 
products which help us rest and sleep is poised to 
explode globally.

The market has found and produced many new 
ingredients to boost and energise the body, but only 
a few to help introduce rest and relaxation. The food 
and supplements industry is starting to notice that 
another sector is opening up.

Mind health can be supported by some nutritional 
ingredients. Around 20% of the body’s energy has 
been found to be needed by the brain to support 
thought processes and give a sense of feeling awake 
and alert, so clearly relaxation and sleep are essential 
for health and well-being.

It is well-known that sleep is encouraged by 
melatonin, a hormone which the body can produce 
naturally through absorbing light. It is made in the 
brain by converting trytophan fi rst to serotonin and 
then to melatonin, which is secreted at night by the 
pineal gland to induce and maintain sleep.

The essential amino acid tryptophan is found 
naturally in dairy and ‘green‘ foods, direct from 
the garden, such as lettuce, vegetables, nuts and 
cherries. Even more tryptophan is found in milk 
crystals. Melatonin can be synthetically produced 
from tryptophan.

Other ingredients, extracts and compounds are 
being developed. These include lemon balm and 
chamomile. The best sleep comes most easily from 
calming the brain and reducing stimulants as the 
day goes on. But a little help does not go amiss.

Sincerely

Linda Brady Hawke
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Harris Williams Advises Universal 
Corporation on its Pending Acquisition 
of Silva International

LANXESS CEO Zachert: 
“We are more strongly positioned than ever before.”

Richmond, Virginia, September 8, 
2020 – Harris Williams, a global 

investment bank specializing in 
M&A advisory services, announces 
that it is advising Universal 
Corporation (NYSE: UVV; Universal) 
on its pending acquisition of Silva 
International (Silva). Universal 
sources, processes and supplies 
agri-products and is the leading 
global leaf tobacco supplier. The 
transaction is being led by Tim 
Alexander, Andy Warczak and Ryan 
Ghazaeri of the Harris Williams 
Consumer Group.

“This transaction builds on the 
momentum of Universal’s expansion 
into food ingredients, a space that 
continues to exhibit robust growth,” 
said Tim Alexander, a managing 
director at Harris Williams. “We’re 
excited to have facilitated the 

partnership between Universal and 
Silva, which will be a highly strategic 
combination based on the global 
sourcing models of both businesses.”

“Universal’s acquisition of Silva 
is complementary to its recent 
acquisition of FruitSmart, which 
was completed earlier this year,” 
said Andy Warczak, a vice president 
at Harris Williams. “Universal is 
building a leading plant-based 
food ingredients platform that is 
well positioned for growth given 
underlying food and beverage trends 
and increasing consumer preference 
for clean-label and plant-based 
alternatives.”

Harris Williams, an investment 
bank specializing in M&A advisory 
services, advocates for sellers and 
buyers of companies worldwide 

through critical milestones and 
provides thoughtful advice during 
the lives of their businesses. By 
collaborating as one fi rm across 
Industry Groups and geographies, 
the fi rm helps its clients achieve 
outcomes that support their 
objectives and strategically 
create value. Harris Williams is 
committed to execution excellence 
and to building enduring, valued 
relationships that are based on 
mutual trust. Harris Williams is a 
subsidiary of the PNC Financial 
Services Group, Inc. (NYSE: PNC).

Cologne, At its Annual Stockholders’ 
Meeting, specialty chemicals 

company LANXESS looks back on a 
successful fi scal 2019 and is proving 
to be robust even in the current corona 
crisis. “I am proud that we at LANXESS 
have held together in recent months. 
In a borderline situation, the likes 
of which none of us have ever seen 
before, we have all pulled together,” said 
Matthias Zachert, LANXESS Chairman 
of the Board of Management. 

In fi scal 2019, the company’s 
realignment to focus on high-quality 
specialty chemicals, which LANXESS 
initiated in 2015 with its decision to 

divest itself of the rubber business, 
proved successful. Since then, the 
company has consistently pursued 
its growth course in line with the 
principle of “class not mass” and has 
positioned itself much more profi table 
and stable. The EBITDA margin pre 
exceptionals came in at 15.0 percent 
for the fi rst time, compared with 
14.4 percent in the previous year. 
The company has also set itself an 
ambitious climate protection target 
for 2019: By 2040, LANXESS aims to 
become climate-neutral and reduce 
its greenhouse gas emissions from 
the current level of around 3.2 million 
metric tons of CO2e.

News
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DuPont Launches Series of Cultures to 
Re-shape Fermented Dairy Industry

DuPont Nutrition & Biosciences 
(DuPont) today announced the 

launch of the latest series of dairy 
cultures and probiotic formulations 
for China, offering yogurt producers 
new solutions for differentiation 
today and positioning them for 
future growth.

These new cultures enable faster 
fermentation and higher probiotic 
counts while maintaining a mild 
taste and premium texture for 
consumers. The new cultures 
include:

YO-MIX® PRIME – The YO-MIX® 
PRIME cultures offer manufacturers 
the ability to create optimal mildness 
and premium creamy texture for 
consumers. The culture enables 
the reduction of added sugars 
and a high probiotic count, while 
maintaining quality throughout 
challenging distribution channels. 
It also allows manufacturers to save 

on formulation costs by reducing 
protein addition in recipes, and 
greater process fl exibility due to 
fast fermentation and full control 
of acidity before cooling and 
packaging. YO-MIX® PRIME 900 
offers manufacturers the option 
to fi ne tune the texture of yogurt 
according to consumer preferences.

YO-MIX® FAST 1.0 – The YO-
MIX® FAST 1.0 cultures enable fast 
fermentation, delivers thick and 
smooth Setexture, and are adapted 
to different yogurt recipes and 

processes. Discovered and designed 
by French scientists, YO-MIX® 
FAST 1.0 is manufactured in the 
French Alps and protected with a 
China-granted patent (patent no. ZL 
200910224873.X).

DuPont™ Danisco® LPC 800 – 
The German-made DuPont™ 
Danisco® LPC 800 cultures allow 
for refreshing beverages without 
too much acidity, while maintaining 
high Lactobacillus bacteria count 
until the end of product shelf life. 
Compared to market alternatives, it 
enables faster fermentation within 
24 hours which helps to reduce the 
risk of contamination. DuPont™ 
Danisco® LPC 800 is an ideal choice 
in low-sugar recipes, resulting in a 
more stable and refreshing fl avor 
than currently available cultures.

HOWARU® Bifi do – HOWARU® 
Bifi do combined with YO-MIX® 
cultures creates new opportunities 
for a higher dose of documented 
probiotics in premium probiotic 
yogurt.

Diversey Takes Industry Lead to Combat Airborne Covid-19 
Infection in Food Production Facilities

Northampton, the leading global 
hygiene and cleaning company 

– has applied its acknowledged 
expertise in the Food and Beverage 
(F&B) sector to provide key safety 
advice designed to protect against 
airborne transmission of Covid-19 
in food production and processing 
facilities. This has been developed 
by the company in response to the 
recent increase of infection in plants 
across Europe. 

These multiple outbreaks come in 
what has already been a severely 
testing time for the industry, 

factors have also been highlighted. 
These include the transient nature 
of workforces - who routinely share 
accommodation - and are then 
transported to work together; where 
they will also be close to each other 
for long shifts.”

As Covid-19 is thought to be primarily 
transmitted via large respiratory 
droplets, an increasing number of 
outbreak reports implicate the role 
of aerosols in indoor environments 
- with the duration of infectivity 
depending on temperature and 
humidity.

endeavouring to continue production 
in the diffi cult environment created 
by the pandemic despite having 
fewer employees, and with increased 
absence due  to infection and self-
isolation. 

Hein Timmerman, Global sector 
specialist – Diversey, comments: 
“Initially the investigation into the 
primary causes of outbreaks in 
Food production facilities has seen 
the focus directed toward typical 
working practices in F&B plants 
- such as the close proximity of 
workers in production lines. External 
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Food Safety Helpline answered the 
following queries raised on its platform

By Sumedha Jalgaonkar*

  What does “Blue” dot mark (on food products) 
stand for?

As per Food Safety & Standards (Packaging & Labelling) 
Regulations, 2011; Green & Brown symbols need to be 
printed on the labels of Veg & Non-Veg Food articles 
respectively. The blue symbol has not been discussed 
and it does not hold any relevance to the labels of the 
food products.

  Is there any clarifi cation on skimmed milk 
powder treated as proprietary food as per FSSAI?

It is a Standardized food and not a proprietary food. 
Please see: Regulation 2.1.2 (1) (c) under FSS (Food 
Products Standards and Food Additives) Regulations, 
2011. As per Regulation 2.12 of the said regulations, the 
proprietary food is defi ned as; “Proprietary food means 
an article of food that has not been standardised under 
these regulations, but does not include novel foods, 
foods for special dietary uses, foods for special medical 
purposes, functional foods, nutraceuticals, health 
supplements and such other food articles which the 
Central Government may notify in this behalf.”

You can further read on Proprietary food: FSSAI 
Clarifi es on Proprietary Food

  I want to enter into the market of India with 
dietary supplement, what should I do to register this 
product?

Please refer FSSAI regulation; Food Safety and 
Standards (Health Supplements, Nutraceuticals, Food 

for Special Dietary Use, Food for Special Medical 
Purpose, Functional Food and Novel Food) Regulations, 
2016 to check if your food product complies with the 
requirements of the standards. For registration of 
your product, please refer the following link for online 
licensing: https://foodlicensing.fssai.gov.in/index.
aspx#  

  I intend to start manufacturing the user 
customized meal replacement shakes having 
different nutritional content for each customer, 
though the ingredients will be same but the 
percentage composition might differ from customer 
to customer. In such a scenario it is not practically 
possible to have the customized food tested for each 
customer. I have a standard composition tested. 
What is the best way in such a scenario?

You need to ensure that only standardized ingredients 
including additives should be used. Also, ensure that 
those ingredients should be permitted to be used in 
the said food product. As per FSSAI regulations, you 
are also responsible for testing of all ingredients & the 
fi nal product on chemical and biological parameters 
from a NABL Accredited/FSSAI notifi ed laboratory 
to ensure that they are free from contamination & 
adulteration for the recommended parameters.

  Is there any test for the detection of the quantity 
of Sodium Chloride present in milk?

The presence of extraneously added Sodium Chloride 
in milk can be detected by silver nitrate & potassium 
chromate reagent. For more details on the same, please 
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refer the following link: https://fssai.gov.in/upload/
uploadfi les/fi les/Manual_Milk_25_05_2016(1).pdf

  Does Irradiation of food products remove 
Afl atoxin Microorganism?

Irradiation kills all micro-organisms including those 
that produce Afl atoxin, but it cannot remove the 
Afl atoxin that has already been formed in the food 
products.

  Is it required to get the central license if a single 
manufacturing unit is in one state but marketing or 
selling in all over India?

If you are operating your food business in multiple 
states and having premises/establishments for 
managing operations & marketing activities then you 
certainly require a Central License for your Head Offi ce 
and separate licenses would be required for different 
locations. If you would require a state license or a 

central license, that would depend upon the annual 
turnover of that particular location.

  What is the time period that a sample should be 
kept from sampling to analysis?

As per Food Sampling procedures as laid down under 
the FSS Act, Rules & Regulations; after the date of the 
receipt of the sample by the food analyst he/she has 
to submit the analysis report within 14 days. So, the 
analyst has the time not more than 14 days to analyze 
and submit the analysis report.

  How can we say the sample is Misbranded?

If the batch no., list of ingredients, best before/expiry 
date etc are not given on the label of a food product 
then all these come under misbranding. Another 
example; if the best before date is not given in the 
Capital Letters on the label a food product, then also it 
will be treated as misbranded food.
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Food Safety Culture 
and its Elements

INTRODUCTION
A new buzz word “food safety culture” has become 
very popular in food processing industries lately. 
Along with the concepts of food safety compliance 
and conformance, the most discussed concept in 
food processing industry now a days is “food safety 
culture”. One of the very important reasons for it is 
introduction of the concept of food safety culture as 
part of the requirements of the standards like BRC, 
SQF and other GFSI certifi cation schemes. So when 
organizations start developing food safety culture, 
they go with developing documentations like SOP, 
checklists and records for the same. Also when 
auditor do assessments for food safety culture, food 
safety culture is judged by system, documentation, 
checklists and records for monitoring and verifi cation 
of  effectiveness of food safety culture. However, 
food safety culture is a “practical” concept more than 
a “theoretical” concept. Along with the objective 
evidences of SOPs, checklists and records, the food 
safety culture will be judged by some practical 
approach of the organization towards food safety.

WHAT IS FOOD SAFETY CULTURE?
Food safety culture is the values of an organization with 
respect to food safety. The culture especially means 
“doing the things with responsibility, awareness and 
integrity even when no one is watching”. It is just not 
about understanding of importance of food safety but 
also knowing what is individual’s role in protecting it. 

By Sumedha Jalgaonkar*

A strong food safety culture helps a facility both to 
prevent and catch deviations in their processes that 
impact the safety, quality, and legality of their products 
and also likelihood and severity of a recall impacting 
that site.

Just like the concept of PRP and HACCP, food safety 
culture also proves to be “preventive measure” for 
ensuring food safety in organization.

Here is the list of a few important factors which are 
crucial for developing, consistently maintaining and 
improving food safety culture of the organization:

LEADERSHIP
For any organization, the culture in the organization 
is defi ned by the leaders/ top management of the 
organization. Their awareness and actions decides 
the culture of organization positively or negatively. 
To give an example- one day while performing audit, 
I was entering into a food processing area along with 
the plant head. After completing all the essential 
activities in change room, we were just about to enter 
processing hall. Suddenly a food handler came and 
said to plant head “sir you are wearing wrist watch, 
please remove it before entering the processing area”. 
I was astonished to see the reaction of plant head. He 
said” Oh I am sorry. I almost forgot to remove it. Thank 
you for reminding me before we enter the processing 
hall”. This is something we say demonstrating 
leadership while “lead by example”. Top management 
need to fi rst be aware enough to understand and 
follow the practices and create suitable environment 
for food safety to be followed by everyone in his/her 

IN THE PRESENT SCENARIO, 
INFRASTRUCTURE & INDUSTRY PRESENCE 
FOR PROCESSING AND VALUE ADDITION 
OF SPICES IS MINIMAL HENCE FARMERS 
ARE FORCED TO SELL THEIR FRESH/ RAW 
PRODUCES AT LOW PRICES.
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organization. Thus leadership defi nes food safety 
culture of the organization.

EMPOWERMENT OF EMPLOYEE
Above mentioned example is equally applicable for 
empowerment of employees along with leadership. 
The food handler could stop and say something about 
noncompliance of jewellary policy by plant head only 
because he felt empowered to do so. Empowering 
and trusting the employees to take decisions and 
talk openly about food safety issues, problem solving 
and continuous improvement is the key strategy for 
ensuring food safety culture within organization. 
Empowerment and trust of employees can be 
achieved through transparency in communication 
and supporting each other.

ENCOURAGEMENT AND APPRECIATION
The environment and culture of the organization, 
the actions of top management should refl ect into 
encouragement and appreciation of employees. In 
one organization where I did project for food safety 
management system implementation, I observed 
a very good practice of giving award to employees 
who had done exceptional work in food safety or 
contributed in problem solving and continuous 
improvement. These employees then share their story 
and actions with everyone in that award ceremony. 
By this kind of practices within organization, the 
person awarded feel appreciated and other hearing 
the story of awardees feel motivation and inspiration 
to do better things. When employee gets appreciation, 
they are more likely to follow rules and procedures, be 
more adoptive to changes and will be ready for greater 
contribution towards food safety. They will always do 
much more and much better than expected. On the 
contrary if employees feel fear, discouragement and 
not appreciated, they will not feel responsible and 
accountable for their actions and the results of the 
actions.

RESPONSIBILITY AND ACCOUNTABILITY
The culture of the organization should be such 
that every employee should feel the sense of his/
her responsibility as well as accountability in case 
something goes wrong. The trust and environment 
in organization will make employees work with 
greater sense of awareness and understanding of 
importance of food safety. Responsibility will see 
if the activity assigned to the person is done or not 
while accountability will ensure that the activity 
is completed appropriately and effectively. Food 

safety culture requires employees to understand 
responsibility and accountability towards food safety.

TEAM WORK
Team work is one of the very important ingredients 
in the recipe of of food safety culture of organization. 
Team work often results into developing good culture 
in the organization along with ensuring food safety. 
Example In one organization where I started food 
safety system implementation project, in kickoff 
meeting, director was mentioning proudly about 
nearly 80% women food handlers and their excellent 
team work. In every step of implementation, I realized 
how true and important team work in implementation 
of system in that organization was. While on the other 
hand if organization lacks the team work, developing 
and maintaining food safety culture will be “impossible 
task”.

AWARENESS AND TRAINING
Food safety culture is not a “fi xed” formula or 
concept. It is a concept which has to be constantly 
evolving for better and better food safety culture in 
the organization. Creating awareness by providing 
valuable trainings importance of food safety, will 
motivate employees to learn and do better things 
contributing in continuous improvement and thereby 
refi ning food safety culture of organization. Trainings 
about values of organization, benefi ts of ensuring food 
safety and ways and means to achieve food safety will 
form a strong foundation for food safety culture of the 
organization.

CONCLUSION
While developing food safety culture within 
organization, these factors should be taken into 
consideration which is responsible for creating 
strongest and deepest relationships of organization 
and employees. If people started believing that the 
organization and top management is interested in 
their well being, the foundation of the food safety 
culture strengthens. 

Thus when food safety culture foundation is strong, 
it goes beyond slogans, procedures, checklists and 
records and benefi t the organization for proactively 
for food safety endlessly and effortlessly.

*  Author is Consultant-NER, CSIR- Central Food Technological 
Research Institute Former Managing Director, NERAMAC Ltd, 
Ministry of DoNER, Govt. of India, Guwahati



INTRODUCTION
North Eastern Region (NER) of 
India has an ocean of opportunity, 
resources and unexplored potential 
when it comes to agriculture & 
horticulture. Region is blessed with 
several comparative advantages 
like fertile soils, favorable climatic 
conditions, rich biodiversity, forest 
wealth, educated manpower as 
well as a geographically strategic 
location acting as a gateway to the 
South East Asian countries. It is the 
hub of organic & exotic produces, 
spices & herbs & is a basket full of 
opportunities for the unusual. 

With its proximity to south East 
Asian markets, being home to 
diverse & exotic variety of fruits & 
spices, this region could emerge as 
a major Centre of agribusiness & 
can command a high price both in 
domestic & international market. 
Though it has all the potential to 

of the population of north east, 
prosperity of the region hinges on 
the processing of agro-horticultural 
produce and production to value 
added products.

NE Region has conducive agro-
climatic conditions for the 
production of high-valued spices like 
Turmeric, Ginger, King Chillies (Naga 
Chilli), Bird’s eye chilli (Mizo Chilies), 
Bay leaves and Large Cardamom. 
Spices grown are naturally organic 
or by default. Region is the largest 
producer of Large Cardamom in 
India (more than 90%) and largest 
germplasm conservatory of large 
cardamom in the world; largest 
producer of Ginger in India (more 
than 40% of total production of the 
country) and high curcumin varieties 
of Turmeric (Lakadong turmeric); 
high pungent Chilli grown in India is 
the King chilli, Bird’s eye chilli also 
known as Mizo Chilli, Dalle khursani 

Ingredients

IN THE PRESENT 
SCENARIO, 
INFRASTRUCTURE & 
INDUSTRY PRESENCE 
FOR PROCESSING AND 
VALUE ADDITION OF 
SPICES IS MINIMAL 
HENCE FARMERS ARE 
FORCED TO SELL THEIR 
FRESH/ RAW PRODUCES 
AT LOW PRICES.

By Subhas Bhattacharjee*
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Spices from North 
East for Commercial 
Exploitation

actively contribute to the betterment 
of farm incomes, reduce poverty 
and speed up the overall economic 
growth, but due to multitude of 
challenges at several levels, the true 
potential of the region is not getting 
realized and the region has not grown 
as fast as it should have. Realizing 
that agriculture & Horticulture as 
the main occupation of the majority 
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(round chilli); organic Black pepper, 
best quality Bay leaves (Tejpatta) and 
the region is also potential source 
of Cinnamon, Aniseed, and Long 
pepper. 

INFRASTRUCTURE
In the present scenario, 
infrastructure & industry presence 
for processing and value addition 
of spices is minimal hence farmers 
are forced to sell their fresh/ raw 
produces at low prices. Though 
there ere are huge potential for 
the processing industry as in the 
present scenario, status of Spices 
processing industry is in its infancy 
in the region and most of the 
produces are marketed either raw 
or semi-processed stage resulting 
to low income to the producers. 
However, few processing facilities 
set up by the Government or other 
agencies are running at a low key. 

In the north east, low productivity 
is mainly due to biotic factors like 
non availability of quality planting 

material, lack of awareness on 
how to control the diseases. Socio-
economic factors also have an 
impact as most of the farmers are 
having low holding capacity and 
most of them are resource poor. Due 
to inadequate storage facilities at the 
farm level and also due to inadequate 
post harvest & processing facilities 
most of the surpluses are sold as 
fresh. Farmers are even forced to 
sell their produces at a throw away 
prices because of non existence of 
any organized market or trade. 

In order to have a sustainable and 
commercial venture in spices, region 
need to be pro-active and initiate few 
activities on priority:

1.  Sourcing of Quality & High 
Yielding planting materials 

2.  Post Harvest Management 
-  Low cost storage 

infrastructure at farm / 
cluster level 

-  Low cost processing units at 
cluster

3.  Marketing 
-  Effective logistic 
-  Marketing linkages 
-  Adequate Packaging

Selected food processing 
opportunities for spices from NE 
Region can be from Ginger, Turmeric, 
Chilli, Large Cardamom. They can be 
commercially exploited as Whole 
Spices, Dehydrated Spices / Flakes, 
Grinded Powder, Chutneys, Paste, 
Oil. Oleoresins and even Natural 
colours etc. 

Different products developed 
by CSIR-CFTRI (Central Food 
Technological Research Institute), 
DFRL (Defence Food Research 
Laboratory), IIFPT (Indian Institute 
of Food Processing Technology) 
can support the processors with 
technology back up. 

Assorted products that can be made 
from each of these Spices are:

Ginger- Products like Bleached 
ginger, Unbleached ginger, Salted 
ginger, Ginger preserve, Ginger 
candy, Ginger paste, Ginger powder, 
Ginger oil, Ginger oleoresin, Ginger 
pickle, Ginger syrup, Ginger ale, 
Ginger fl akes, Ginger squash, Ginger 
beer, Ginger wine,  Crystalline ginger, 
Brined ginger.

Turmeric - Products like whole 
turmeric, Turmeric Powder, Dry 
Turmeric slices, Turmeric Oil, 
Oleoresin, Curcumin, Curry Powder, 
natural colour  etc. 

Chilli - Different products like Pickle 
& chutneys, Powder, Whole dried  
product, Flakes etc.

Large Cardamom - Whole large 
cardamom. NERAMAC Ltd in 
association with Spices Board are 
arranging large cardamom auction 
from more than a decade in Sikkim. 
A software has also been developed 

FEW OF THE IMPORTANT SPICES OF NORTH EAST 
LIKE GINGER AND TURMERIC ARE GOOD IMMUNE 

BOOSTER. TODAY, CONSUMERS ARE MORE 
HEALTH CONSCIOUS & ARE VERY MUCH AWARE 

OF WHAT THEY CONSUME

Ingredients
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through C-DAC, Govt of India for its 
online auction. 

Many of the horticultural produts of 
NE Region have got a GI tag which 
help the producers in a big way for 
branding, marketing and protecting 
the exclusive, special local crops as 
an identity of the products. Among 
these, three important spices like 
Assam Karbi Anglong Ginger from  
Assam, Naga Chilli from Nagaland, 
Mizo Chilli from MIzoram and Sikkim 
Large Cardamom from Sikkim 
has already got the coveted GI tag. 
Meghalaya has taken initiative for GI 
registration of Lakadang Turmeric 
which is in proposal stage while 
GI application have been fi led for 
Thingpui Mizo Ginger, Thinglaidum 
Ginger from Mizoram and Dalle 
Khorsani from Sikkim.

In the north east, even today, 
marketing to pre-harvest contractors 
is prevalent in certain areas where 
farmers receive advance payments 
immediately after acceptance of 
offer. Farmers are naturally risk 
averter and prefer to be safe than 
sorry. Mostly they intend to prefer 
an inferior outcome that is relatively 
certain to the prospect of a higher 
average return with a greater 
degree of risk attached. Markets are 

thin, unorganized & lack of market 
power to small holders makes 
market more risky. Lack of fi nance 
also undermines the capacity of 
private sector to invest in its trading 
enterprise & limits the scope & scale 
of market. Govt of India’s  initiative 
of setting up of FPO/FPC through 
its different schemes have started 
giving a boost in its productivity and 
market linkages.

Few of the important spices of north 
east like Ginger and Turmeric are good 
immune booster. Today, consumers 
are more health conscious & are very 
much aware of what they consume. 
Hygiene products has a preference 
as consumers are changing their 
behaviour towards personal hygiene 
& look for quality product. Food 
safety & health consciousness, the 
demand for quality foods is on rise 
and that’s where the Investors / 
manufacturers need to ensure that 
food they produce are safer and 
healthy. Processing & value addition 
will be the key to success wherein 
the products are processed in a 
condition where the consumers are 
confi dent of consuming it. Primary 
processing of different spices will 
be the best proposition followed by 
quality consumables in spices in the 
region. 

In order to spur industrial growth 
and make the region investor-
friendly, initiative of the Government 
through its different schemes 
including Atmanirbhar Bharat 
Abhiyan can evolve new product 
development based on consumer 
behavior to support open up new 
opportunities for processing by 
reducing wastage. Entrepreneurs 
and Investors can take advantage of 
different Schemes under Ministry of 
Food Processing Industries, Spices 
Board, National Horticulture Board, 
MOVCDNER (Mission on Organic 
Value Chain Development of North 
Eastern Region) etc to create and set 
up facilities in the region. Besides, 
Government is also making efforts 
to promote startup companies 
& develop entrepreneurship 
particularly in the north east to make 
a favorable change in the scenario of 
the North Eastern Region. 
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By Prasad Rajaram Gaikwad*

As rightly said, “Being healthy 
is not a life goal, but it’s a 
way of living life”, keeping 

yourself healthy is the real-life 
intonation. Nowadays, health 
concern is increasing tremendously 
because of the changing lifestyle. 
And the recent rampant epidemic 
of COVID- 19 is transforming this 
concern into a social revolution. 
World health organization (WHO) 
defi ned health as “state of complete 
physical, mental & social wellbeing 
and not merely the absence of 
disease or infi rmity”. Your wellness 
is considered as health promotion 
by improving quality of life, proper 
functioning of body and practice to 
avoid diseases1. And how one can 
achieve this wellness? The answer 
lies in three fundamental facts 
of life.

Ingredients

Flavourings for Health, 
Wellness And Clean Label 

has no regulatory defi nition nor any 
particular customer understandings, 
but roughly it means all-natural or 
made from all-natural ingredients 
with minimal processing. The 
clean label also shelters other 
ambiguous terms like organic, 
Genetically Modifi ed Organisms 
GMO-free, dairy-free, low sugar, 
low salt or low fat. The consumer 
perception recognizes clean label as 
an ultimate way towards sustaining 
health and wellness. It should 
provide information about the list of 
ingredients, nutritional information 
& sustainability practices. Many 
consumers are unaware of the 
background from where the 
ingredients are coming. They are 
dependent on the label of the product 
for their understandings. So it should 
be clear enough and knowledgeable 

• Nutrition
• Exercise
• Sleep

Nutrition is the food which you 
eat to feed your body through the 
meal. Intake of proper nutrition 
is a critical aspect of maintaining 
health and wellness. So when it 
comes to nutrition, health-conscious 
societies are changing their habits to 
prefer high-quality food. During the 
purchase of any food product, the 
keen customer is curious about what 
are ingredients? Why are they used? 
Where they came from? How much 
is added? And so on.  If the label does 
not contain anything of a consumer’s 
uninterest, then it satisfi es the 
consumer. This label appears to be 
clean for the consumer. And this 
gives rise to the term “clean label”. It 
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to the layman. The clean label makes 
it easy for the consumer to recognize 
what they are purchasing2.

The data reported by Market Watch 
shows that the global market for 
“clean label ingredient” in 2020 
will be 10.35 Billion USD and it is 
estimated to rise by 17.14 Billion 
USD in 2026 with the CAGR of 7.4%3. 
The estimation by Euromonitor 
shows the sale of 160 billion USD 
clean label foods in the year 2020. 
A global study by Ingredion found 
82% of consumers give importance 
for recognizing the ingredients 
present in the food they purchase. 
At the same time, a short and simple 
ingredient list was preferable for 81% 
consumers. It shows the clean label 
trend is now a thumb rule to survive 
the cutthroat brand competition. The 
quest for clean ingredients without 
compromising taste or economy is 
need of time now. Several packed 
food companies have already 
announced their clean labelled 
product and started reworking on 
existing product formulations. 

In the food formulations, the 
fl avourings are added to impart 
desired taste and odour to the fi nal 
product. It plays an essential role in 
satisfying the requirements of taste 
buds. The fl avour blends, spices, 
herbs, aroma compounds, essential 
oils, extracts, oleoresins, absolutes 
all broadly contribute to fl avourings. 
And they can be a prominent tool 
for claiming clean label if used 
suitably. The understanding of 
different perspectives for the clean 
label can make it easier to decide 
the use of fl avourings in product 
formulations.

IN THE FOOD FORMULATIONS, THE FLAVOURINGS ARE 
ADDED TO IMPART DESIRED TASTE AND ODOUR TO 

THE FINAL PRODUCT. IT PLAYS AN ESSENTIAL ROLE IN 
SATISFYING THE REQUIREMENTS OF TASTE BUDS. 

WHAT IS NATURAL?
While dealing with fl avourings for 
the clean label, we fi rst need to realize 
what is natural. Dictionary defi nition 
suggests natural means something 
“as found in nature and not involving 
anything made or done by people”. 
The commodity should be derived 
from nature having an animal, plant 
or microbial origin. It is obligatory to 
broaden the term natural for relating 
it to wellness and healthiness of 
consumer. The consumer relates 
naturalness to authenticity, purity or 
transparency in an ingredient used.  
According to the origin of the fl avour 
ingredients, they are classifi ed into 
three categories. 

1.  Natural Flavour Ingredients
2. Nature Identical Flavour 

Ingredients
3.  Artifi cial Flavour Ingredients

To claim the product as clean, food 
manufacturers are now shifting 
from artifi cial fl avour ingredients to 
natural for fl avouring purpose. The 
natural extracts derived from herbal 
plants at low temperature are too 
used to impart desired fl avouring 
character. Simultaneously we also 
have to deal with the price expected 
hike. When we conduct their safety 
testing as strict as artifi cial, then the 
chances of hazard surely reduce. 
Generally Recognized As Safe 
(GRAS) is the usage level permitted 
by Flavor Extract Manufacturers 
Association (FEMA) upon safety 
testing of fl avour ingredients.

REPLACEMENT IS THE REMEDY
One trick to clean label for the 
food industry is “replacement”. Itis 
better to avoid artifi cial fl avour, 

colour, or chemical preservatives 
in the food product. Use of natural 
fl avour over artifi cial, natural 
colour over synthetic dye, natural 
preservatives over chemical 
can be the replacement. Flavour 
professionals need to alter the 
composition of artifi cial fl avour 
by using permitted natural fl avour 
ingredients. Similarly, monk fruit 
extract, curcumin, beetroot extracts 
are some natural colouring agents 
which can replace synthetic dyes. 

NATURAL FLAVOUR INGREDIENTS 
BEYOND FLAVOURING
As we have seen, natural fl avour 
ingredients are useful for giving taste 
to a food product. But they are capable 
of doing far more than this. There 
hidden properties can be benefi cial 
to achieve health benefi ts naturally. 
It is well known that many herbs & 
spices have a natural antimicrobial 
agent in them, e.g., Eugenol in clove 
or cinnamaldehyde in cinnamon.
These agents can be applied during 
formulating clean product. Many 
essential oils have antimicrobial 
as well as antioxidant properties. 
The citrus essential oils are rich 
in limonene which is attributed to 
antibacterial & antifungal properties. 
The hydroxyl group present in 
phenolic compounds of essential 
oils are vital for its antimicrobial 
action. Oregano oil, clove oil, thyme 
oils etc. are already tested for their 
antimicrobial activity in meat & 
meat products. The intense aroma of 
these essential oils can be a hurdle, 
but encapsulation can reduce the 
excess intensity. It is a promising 
way for clean labelling where you 
are using natural ingredients over 
the chemical one5.

Some studies showed the usage of 
antioxidants in product formulations 
when loaded on nanocarriers. 
Natural antioxidants like β-carotene, 
curcumin or spice oleoresins can be 
employed on natural nano carrier 





22Food Marketing & Technology September 2020

Ingredients

*  Author is a student of M. Tech, Institute 
of Chemical Technology, Mumbai, 
Maharashtra

like casein micelles or cyclodextrin 
to apply in the fi nal product. Thus it 
can satisfy the claim of clean label 
6. For oxidative stability, rosemary 
extract and ascorbic acid is an 
effective combination. So we can 
say that fl avourings are the versatile 
player in clean labelling. But as such 
inclusion of natural ingredients in 
food can lead to sensory dislike by 
the consumer. So, sensory properties 
should also maintain through FMPs.

Aromatherapy is the art of using 
aromatic essential oils for the 
wellbeing of a person. It keeps the 
person rejuvenated, relaxed and 
refreshed. The specifi c essential 
oils applied in aromatherapy are 
extracted without any chemical 
solvent by physical extraction 
methods. Such essential oils have 
multiple uses in aromatherapy apart 
from its sensory characteristics 
7. In the recent era of life, the 
demand for aromatherapy is highly 
increasing for mental health. So the 
same essential oil which is used 
for fl avouring can also benefi t our 
health.

THE WAY TOWARDS CLEAN LABEL
The industry needs a well-defi ned 
strategy to achieve clean labelling.
The shorter list of added ingredients, 
eco-friendly packaging, and certifi ed 
products is the need of time. There 

is a four-stage strategy given below 
in the pursuit of clean label8. And 
it applies very well for the use of 
fl avour and fl avouring ingredients in 
any food product. 

1.  Short ingredient list
•  Easy for consumer 

understanding
•  Complicated to formulate
•  Maintain the sensory quality

2.  Replace artifi cial ingredients
•  Artifi cial fl avour by natural
•  Artifi cial ingredient by 

natural
•  Artifi cial additives by natural

3.  Clean packaging & supply chain
•  Eco-friendly supply chain
•  Reusable packaging material
•  Clean technology

4.  Sustainable practices
•  Environment-friendly 

practices
•  Corporate social 

responsibilities
•  Ethical farming practices

SUMMARY
The perception for clean label 
product may vary for each individual 
due to the absence of fi x regulatory 
standards, and it may create 
some doubts. The high-intensity 
sweetener Stevia which obtained 
from stevia leaves is not acceptable 
by some consumers as a natural 
ingredient. Being organic doesn’t 

make every ingredient clean because 
the potassium bicarbonate is allowed 
by the National Organic Program 
(USDA) as organic but not for clean 
label. So the ingredient suppliers 
can even get puzzled because what 
appears clean today may not remain 
the same for tomorrow. The science 
will defi nitely answer these doubts 
one day, but what consumer deserves 
now is transparency. The clean 
label has extended responsibility 
of the producer, supplier, processor 
and even consumer of ingredients 
towards health and environment. 
Each one has to be aware and awake 
to contribute to the change. Till that 
we can only say “what matters is 
the inside product, not just outside 
label”.

References
1.  Mullen KD. Wellness: the missing 
concept in health promotion 
programming for adults. Health 
Values. 1986;10(3):34-37.

2.  Bowen J. The rise of clean 
label. New Food Mag. 2019. 
https://www.newfoodmagazine.
com/article/91202/controlling-
contaminants-the-new-facet-of-
clean-label/. Accessed April 13, 2020.

3.  Clean Label Ingredients Market 
2020 With Top Countries Data.; 
2020. https://www.marketwatch.
com/press-release/clean-label-
ingredients-market-2020-with-
to p - c o u n t r i e s - d a t a - b u s i n e s s -
revenue-future-growth-trends-
plans-top-key-players-business-
oppor tunit ies-industry-share-
global-size-analysis-by-forecast-
to-2026-2020-02-04. Accessed April 
13, 2020.





24Food Marketing & Technology September 2020

Ingredients

Why Single Origin Cocoa 
Ingredients are on the Rise

The trend for single origin 
cocoa ingredients is going 
strong as consumers continue 

to satisfy their sweet tooth but look 
more closely at how and where cocoa 
is sourced. Industry fi gures suggest 
there has been a 25% increase in 
chocolate launches with a single 
origin claim since 2015, presenting a 
huge opportunity for cocoa suppliers 
and chocolate manufacturers.

Single origin cocoa ingredients, de-
rived from cocoa beans from a single 
source, are not a new concept, but 
have recently enjoyed a huge boost 
in popularity. The trend has been 
strongest in cocoa liquors – no sur-
prise given these are the critical com-
ponent in the manufacture of choco-
late – but it is now expanding to other 
ingredients too, like cocoa powders 
as its many varieties and applica-
tions become better understood.

Blends are still very popular and form 
the majority of the cocoa ingredient 
market. However, more customers 
are starting to see single origin 
ingredients as desirable because 
they concentrate those fl avors and 
create distinctive new tastes.

When mixing cocoa beans from 
different origins, the terroir is 
obviously lost; with a single origin, 
you reveal the unique character of 
the cocoa.

We are responding to this demand 
at our state-of-the-art processing 
facility in Koog, in the Netherlands, 
where we create our own distinctive, 
single origin cocoa liquors. From 
a beautifully aromatic Ecuadorian 
single origin cocoa liquor, to a bold, 
smooth tasting liquor exclusively 
from Ghana, to a complex and rich 
whole bean roasted liquor from Côte 

By Leo Palmer

There are lots of reasons behind 
this, from growing consumer 
demand for premium products 
and new fl avor profi les to the 
drive for greater traceability in 
the cocoa supply chain. Certainly, 
single origin cocoa ingredients can 
deliver many benefi ts to chocolate 
and confectionery manufacturers 
looking to keep up with these trends. 
Here we explore some of them.

DISTINCTIVE FLAVOR PROFILES
Just like the grapes used to make 
wine, cocoa beans from specifi c 
regions have their own terroir. The 
taste of the cocoa beans is affected 
by the soil and landscape in which 
they are grown which gives them 
their own unique fl avors. Often 
cocoa beans from different origins 
are blended in the manufacturing 
process to create the perfect color or 
fl avor for a particular customer.
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d’Ivoire. Each is unique in its own 
way.

The next step in the single origin 
cocoa ingredients journey is to 
seek out new cocoa territories and 
fresh terroirs in established growing 
regions, all in the pursuit of cocoa 
beans with fl avors customers may 
not have experienced before. We 
can expect to see more sourcing 
from remote areas or regions with 
smaller-scale production, like 
Uganda and Madagascar, for their 
particular taste profi les.

PREMIUM COCOA PRODUCTS
Single origin ingredients play 
into the desire for more premium 
products. While single origin cocoa 
does not automatically equate to 
better cocoa – quality has as much 
to do with methods of production 
and processing as it does with terroir 
– it often equates to higher quality in 
the mind of consumers. Many see 
single origin cocoa ingredients as 
more luxurious.

They are voting with their wallets. 
Research suggests nearly one-third 
of UK confectionery buyers would 
pay more for chocolate with high 
quality ingredients like single-origin 
cocoa, when buying for themselves, 
and nearly a quarter would do so 
when buying chocolate as a gift. It 
explains in part the rise in artisanal 
single origin products coming onto 
the market.

In Western Europe and North 
America, we’ve seen affl uent and 
health conscious consumers 
consume less cocoa products but 
buy better quality when they do – 
but this isn’t only the case in the 
West. We are also seeing a big spike 
in demand for higher quality cocoa 
ingredients across Asian markets. 
In fact, the primary market for our 
D11MG Ghana single origin cocoa 
powder, from our premium cocoa 

brand, deZaan, is Japan. This is due 
to the fact that Japanese customers 
highly value the quality associated 
with purely Ghanaian cocoa beans 
and the smooth cocoa fl avor it 
lends to dairy, bakery and dessert 
applications like chocolate milk and 
chocolate ice cream.

FULLY TRACEABLE INGREDIENTS
The surge in single-origin products 
is not simply down to fl avor or 
quality. A key driver is the demand 
for greater traceability in the supply 
chain. Consumers are becoming 
more interested in where their food 
comes from and how it is sourced. It 
is why we are seeing such interest 
in bean-to bar and an uptick in 
brand storytelling around origin and 
provenance.

While traceability is possible with 
blended ingredients, sourcing 
ingredients from a single origin 
allows companies like ours to further 
improve the traceability of our cocoa 
supply chain, right down to farming 
cooperative or sometimes even 
farmer level. This in turn allows 
manufacturers to reassure end 
consumers that their products have 
been produced in the right way.

Leo Palmer is Head of Specialty Cocoa, Olam
Cocoa

For example, because our D11MG 
cocoa powder is crafted from 100% 
Ghana cocoa beans, it can be of-
fered as a fully traceable ingredient. 
Shaped by the industry-leading goals 
in our sustainability ambition, Cocoa 
Compass, and reported on through 
our sustainable sourcing platform, At 
Source, we are able to leverage envi-
ronmental and social data to create 
unprecedented levels of transpar-
ency for our customers at each stage 
of the supply chain journey.

The market for single origin cocoa 
powders is still relatively narrow 
compared to the market for single 
origin cocoa liquors, but we see this 
growing in the future for two reasons. 
Firstly, the way people think about 
cocoa powder in general is changing. 
Its uses are not only numerous and 
varied but the creative edge it can 
offer to recipes is limitless. When 
this is combined with the desire for 
ever greater levels of traceability 
beyond chocolate and into products 
that use cocoa as a core ingredient, 
we think that single origin cocoa 
powders will be on the up.

LOOKING TO THE FUTURE
Blended cocoa ingredients offer high 
quality and come with many benefi ts 
in terms of price, availability, fl avor 
and color. But the growing interest in 
single origin products in undeniable. 
It has grown at pace and will 
continue to do so, spreading across 
different cocoa categories and ever 
more exotic production regions.

With the desire for distinctive 
fl avors, premium ingredients and 
more visibility of the supply chain 
only set to intensify, single origin 
cocoa ingredients will, without 
doubt, have an important role in the 
future of the cocoa industry.

www.fmtmagazine.in
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Innovative powder and oil 
application technologies 
developed by UK-based Spice 

Application Systems (SAS) are 
leading the way in helping food 
companies deliver new snack 
fl avors to market. 

SAS has been working closely with 
food processors in Scandinavia and 
the Middle East as they produce 
new ranges of energy snacks and 
vegetable-based snacks.

Both companies are using the 
electrostatic systems to ensure 
they maximize fl avor and taste 
and minimize powder drop-off and 
wastage.

Peter King, founder of Spice 
Application Systems, said: “More 
and more food processors like these 
are now realizing the benefi ts of 
electrostatics, which can transform 
the application of liquids and 
powders to many different types of 
snacks and other foodstuffs.

“Working with both companies, we 
carried out a series of trials and 
once these were successful, we 

supplied our complete electrostatic 
systems, including in-feed trays, 
screw feeders, drums and our unique 
electrostatic oil spray heads.

“The feedback from both customers 
has been excellent and we’re 
delighted to have played an integral 
part in helping them get their new 
products to market.”

In Scandinavia, consumers are 
nowenjoying new-style energy-
boosting snacks pumped full of 
fl avor; while in the Middle East, the 
customer wanted to strengthen the 
natural fl avors of its new mushroom 
vegetable snacks by adding extra 
mushroom powders.

SAS’s electrostatic equipment 
atomizes the oils and powders as 
they are sprayed onto the snack 

product, creating an electrostatic 
charge which then ensures an 
all-over coating, guaranteeing a 
minimum 98% coverage. A control 
panel measures exact quantities 
of fl avoring and helps to ensure 
consistency. The system promises 
to dramatically reduce powder 
wastage, helping to keep costs down, 
and it also means any powder residue 
in the air is minimal, leading to 
both cleaner equipment and a more 
pleasurable working environment.

A recognized leader in the 
development of electrostatics for 
the food sector, SAS has a portfolio 
of different spray technologies for 
different products.

All SAS’s spray heads can be 
retrofi tted onto existing production 
lines or provided on new equipment.

Powder Technology Boost 
for New Snack Flavors

Processing
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Food-grade 
Screw Feeders

As one of the worldwide leading manufacturers 
of screw conveyors, WAMGROUP offers the 

TXF-type tubular screw feeder, which meets the 
specifi c needs of the food industry in applications 
where minimum residue is a strict requirement. 
The TXF is manufactured from stainless steel in a 
food-grade fi nish. Helicoid fl ighting is continuously 
welded and smoothly fi nished, which prevents 
residue and bacteria nesting inside the housing.

Minimum clearance between screw and tubular 
housing and a reverse pitch fl ight section beyond 
the outlet that keeps the end plate clean ensure that 
the material handled is completely discharged.

The TXF is available in different inlet and outlet 
confi gurations to suit a variety of process layouts. 
The feeders are powered by a direct drive. 
Optionally, they are equipped with coupling or 
chain transmission.

WAMGROUP screw feeders have been successfully 
operating in the food sector for decades. Economies 
of scale through standardization of components 
and their constant availability on the production 
lines ensure a high-quality industrial product, while 
the Group’s global subsidiary network guarantees 
effi cient customer service and spare parts supply.

Caption: Screw Feeders for milk powder, WAM GROUP

Decades of science, imagination, 
and commitment that help bring 

your best products to market

Heat and Control has 
been on a mission to 
modernise equipment 
solutions since our 
founding in 1950. For 
70 years, our passion 
for advancing the 
food, pharmaceutical, 
and other industries 
has guided our work. 
From the machinery 

we manufacture and 
the customers we 
serve, to our process 
breakthroughs and 
the partnerships we 
develop, we have always 
found new approaches, 
believed in bold ideas, 

is the essence of who 
we are and how we lead.

info@heatandcontrol.com        
 Learn more > heatandcontrol.com/alwaysinnovating
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Intelligent Food 
Packaging

A class of packaging that can 
detect the temperature, pH, 
etc either the packaged food 

or the food environment inside 
the package is called Intelligent 
food packaging. A package can 
be intelligent if it has the ability 
to track the product, sense the 
environment inside or outside the 
package, and communicate with 
human. For example, an intelligent 
package can monitor the safety and 
quality condition of a food product 
and provide early warning to the 
consumer or food manufacturer. 
The development of this emerging 
technology has been greatly 
accelerated in recent years, with 
a focus on informing consumers 
about food quality. Advances in the 
fi elds of sensors and biosensors 
have enabled the development 
of new materials, devices, and 
multifunctional sensing systems 
to monitor the quality of food. The 
disadvantages of the system are the 
potential migration of the packaging 
particles into food. By the way the 
concept of intentional migration of 
substances, like antioxidants and 
preservatives from the package 
into the food are new perspectives 
for the food packaging which are 
introduced and these are related 
with intelligent packaging. Work 
should be done to reduce the price 
of the intelligently packaged food 
products. It is estimated that the cost 
of the original food product is almost 
doubled with the use of intelligent 
packaging.

TYPES OF INTELLIGENT FOOD 
PACKAGING
There are mainly three types of 
technologies which are used for 
intelligent packaging systems: data 
carriers, indicators, and sensors. 
Apart from these types there is also 
a subdivision

• Data carriers: These systems are 
only used to store and transfer 
data, while indicators and sensors 
are used to monitor the external 
environment and display the 
information afterwards

•  Environmental conditions: This 
species monitors conditions 
which can lead to changes in 
the quality characteristics of the 
food. Examples of these types are 
time temperature indicators, gas 
leakage indicators, and relative 

humidity sensors. Depending 
on the monitoring factor, these 
systems can be placed outside or 
inside the packaging.

•  Quality characteristics or quality 
indicator compounds: This type is 
used for the direct monitoring of 
the quality attributes of the food 
itself. Examples are bio sensors 
and freshness sensor/indicators. 
These devices are usually located 
inside the packaging.

INTELLIGENT PACKAGING 
APPLICATIONS

Tamper evidence 
- Breach of pack containment 

Quality and safety indicators 
- Gas sensing devices 
- Detection of pathogen 

INTELLIGENT FOOD PACKAGING IS AN INNOVATIVE 
TECHNOLOGY WHICH IS DEVELOPING IN RECENT 
YEARS. THE REASON OF DEVELOPMENT INTELLIGENT 
PACKAGING IS THINKING THE OUTSIDE OF PACKAGE.
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- Time-Temperature indicators 
(TTIs) 

- Growth of Microbes 

Traceability devices 
- Radio frequency identifi cation 

(RFID) chips/tags 

Product authenticity 

- Holographic images, logos
- Hidden design print elements
- RFID 

Barcodes and radio frequency 
identifi cation devices (RFID) 
Barcodes and RFID tags are mainly 
data carrier devices. A bar-code 
is widely utilised in multi-scale 
departmental stores to expedite 
record keeping, goods reordering 

and price checking. Usually barcode 
is the arrangement of systematic 
side by side lines, which contains 
hidden encoded data. The message 
is decoded and interpreted by an 
optical barcode scanner that conveys 
the required message to a system 
where it is kept for further necessary 
action. There are different types of 
barcodes used in the food sector.

CONCLUSION
Intelligent food packaging is an 
innovative technology which is 
developing in recent years. The 
reason of development intelligent 
packaging is thinking the outside 
of package. On the other hand to 
extend shelf life, enhance safety, 
improve quality, provide knowledge, 
and warn about possible issues, this 

packaging technology is developed 
and also these parameters are the 
benefi ts of the system. Similarly bar 
codes, RFID tags, thermo-chromic 
inks, holograms and tear taps 
provide solutions to the industry, 
retailers and consumers to protect 
food products from counterfeiting 
and theft. Some legal issues are 
also there that are raised by the 
food administrative agencies, 
which are related to the successful 
implementation of the intelligent 
packaging system rather than just 
focusing on the development of new 
tools and instruments, and these 
issues should be solved for further 
applications of the technology.

Author is Copy editor in Food Marketing 
and Technology Magazine
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Adhesive 
Packaging

Packaging

INTRODUCTION
Adhesives are non-metallic 
substances that are capable of 
joining materials by surface bonding 
(adhesion), with a bond possessing 
adequate internal strength (cohesion). 
Adhesion is the force of attraction 
between molecules in different 
layers.1 There are different types of 
adhesive materials depending on 
their characteristics and functions 
which are shown in Table 11-10:

By Dr. Parul Thapar* and Riya**

S.No. Types of adhesives Characteristics Applications

1. Bio-based adhesives Derived from renewable resources 
like lignin, starch and plant protein. 
They have high mechanical strength, 
excellent thermal stability and low 
initial viscocity.

Used for wood composites, for 
manufacture of products like plywood 
and softwood.

2. Ocular adhesives These are easy to use. They can 
potentially minimize post-operative 
complications.

Substitutes for sutures in operational 
surgery.

3. Cyanoacrylate 
adhesives

Effi cient with ease of application; 
feasible; adhesive strength; 
biocompatibility; polymerization in 
moist environment.

Used in medicine and dentistry for 
oral wounds and surgical procedures.

4. Epoxy adhesives Resistant to high heat and chemicals; 
high cohesion; elasticity and minimal 
shrinkage

Automobile industries

5. Emulsion/ Dispersion 
based adhesives

High molecular weight, low viscous and 
good workability

Used in paper packaging and food 
packaging

6. Polyurethane 
adhesives

High fl exible and bonding strength Food packaging

7. Water based 
adhesives

Contain starch- dextrin or casein Food packaging
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ADHESIVES FOR FOOD PACKAGING
Based on the above mentioned 
characteristics, the adhesives used 
in food packaging are mentioned as 
following1:

Emulsion/ Dispersion based 
adhesives: These are further of 
following types:

a) Vinylacetate based homo and 
copolymer dispersions- These are 
used for production and processing 
of packaging made of paper. These 
can be utilized in different forms:

•  Bags- Sugar bags, bread
•  Cardboard and corrugated boards- 

Fruits/ vegatables
•  Folding box- Side beam
•  Pouches and snacks- Milk powder, 

fl our
•  Core and tube winding- Aluminium 

foil

b)  Pressure sensitive adhesives- 
These can adhere to the 
surface when gentle pressure is 
applied. These have permanent 
adequate cohesion. Application: 
Self-adhesive paper and fi lm 
labels or tapes. Labels can be 
applied on food, such as, fruits 
and vegetables as well as 
sausages.

c) Laminating adhesives- These 
include acrylic dispersions to 
produce multi-layer lamination 
of various fi lms. These can 
be applied for retorts, acrylic 
dispersions are cross-linked 
with water-dispersible aliphatic 
polyisocyanates.

d)  Hot melt adhesives- These can 
be applied for carton and case 
closing. They can be applied for:

•  Tray erection- fruits, vegetables

•  Case and carton sealing- cereals
• Folding boxes- confectionary, 

biscuits and frozen meals
•  Wrap around- chocolate
•  Bag-in-box- Juice, wine

e)  Cold seals- These can be used 
in the temperature range of 15- 
25°C. Applications- Ice-creams, 
chocolates and biscuits. 
Reclosable food packaging- 
chocolate bars

f)  Heat seals- These are used for 
lidding applications, where 
aluminium or plastic lids are 
bound to food containers. Appli-
cation- Packaging of dairy prod-
ucts such as yogurts, plastic 
trays and instant noodle cups.

Polyurethane adhesives: These have 
high fl exibility and bonding strength. 

Application- a) Bags for coffee powder 
and chips at room temperature (31°C) 
or low temperature (0-4°C).

b) Flexible packaging of aggressive 
food stuffs such as fruit juices or 
liquid pet food- used for elevated 
temperature, which is found in 
pasteurization or retort applications.

Water- based adhesives: These are 
the natural polymers, which are of 
different types:

Application: a) Adhesives containing 
starch (dextrin or casein)- used in 
labelling applications. Starch glues 
are widely used for production of 
corrugated boards.

b)  Casein adhesives- These are used 
for labels of cold and wet bottles. 

c) Colloidal adhesives- These 
adhesives contain tackifi er resins, 
eg. Plastic bottles

Conclusion: Adhesive packaging for 
foods are durable and can preserve 
food for a long period of time than 
any other packaging materials. The 
adhesives can effectively resist water 
vapour with good transparency. 
Due to their high tensile strength, 
low packaging cost and multiple 
applications, adhesive packaging can 
be a boon for the food industry.
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Three new Bag Gripping Products 
Ready for Robots
Piab offers a wide range of End Of Arm Tooling (EOAT) for industrial robotic palletizing and 
depalletizing operations, which are now available.

Created for both standard and custom 
confi gurations, all tools are designed to ensure 
safety of goods and more importantly, of humans. 

Due to the robust and smart design of the bag gripping 
tools, your operational effi ciency will be streamlined 
and maintenance minimal. The EOAT tools are available 
with variety of options such as pallet handling, slip sheet 
systems, sensors, etc.

The bag grippers come in three versions: fi xed bag width 
(FBG), adjustable bag width (ABG), and servo adjustable 
bag width (SBG). The FBG model is ideal for when you 
handle only a few bag sizes, the FBG can be re-adjusted 
within 4 minutes to fi t the new bag size.

Packaging

The ABG is for low to medium frequency of bag changes, 
it can be re-adjusted within 30 seconds to fi t the new 
bag size. The SBG can be adjusted within seconds and is 
suitable for medium to high frequency of bag changes. 
For all models, independent decking plates square-up 
and align the bag for precise and tight placement on the 
pallet. Top mounted clamps maintain the EOAT position 
during robot travel to the pallet which also allows for high 
speed and precision. Slip sheet and pallet hook options 
are available to increase the fl exibility even further.

Piab created digital 3D models of each version, which 
can be tested virtually for compatibility with all industry 
robots.
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Evergreen Packaging Equipment 
Celebrates 140 Years

Cedar Rapids, Iowa, USA: With a dairy heritage 
dating back to 1880, Evergreen Packaging 
Equipment is celebrating 140 years in business. 

John Cherry developed the fi rst insulated cream can. At a 
similar time, David Burrell introduced the fi rst American 
centrifugal cream separator. The two would merge their 
businesses and form the Cherry-Burrell Corporation. 
Many years later, its name would change to Evergreen 
Packaging Equipment. The company maintained its dairy 
focus through many owners, name changes, and even the 
manufacture of military parts during World War II.

Entry into the manufacture of gable top packaging equip-
ment began in 1966. As needs of processors evolve, Ev-
ergreen continues to provide fresh packaging solutions 
with state-of-the-art gable top fi lling equipment for re-
frigerated dairy, juice, liquid eggs, and other liquid food 
products. Available for standard pasteurized, ESL (Ex-

tended Shelf Life), and 
ELL® (Extended Long 
Life) applications, a broad 
machine portfolio fi lls 
cartons from 4 ounce up 
to half-gallon (150ml up to 
two liter), at speeds from 
50 up to 340 cartons per 
minute in various cross-
sections. Highly skilled 
technical staff and genu-
ine OEM parts support all 
Evergreen fi lling machines worldwide.

General Manager, Gary Nissen, would like to thank 
processors for their continued business partnership, and 
ensure them of Evergreen’s ongoing commitment to the 
industries served.
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When we conceived this project, three years back, 
we studied the liquid carton industry and what we 
realized is that there is obviously one global leader 
and there are two or three big companies. By and 
large, as a fi nal product, the difference is only in 
the shape and sealing technology. But nobody is 
able to come up with packaging that makes the 
product look really different and attractive at the 
retail shelf because these days, packaging plays a 
signifi cant role in attracting customers’ attention 
when the product is on the shelf. And that’s how 
we introduced our value-added innovation for the 
fi rst time to the world of aseptic liquid packaging. 
Eye-catching dazzling effects: ASEPTO - Spark, 
Premium and Eye holographic, are innovations 
that separate it from other beverage packaging. 
It stands for its uniqueness to offer smarter pack 
versions, promising high visibility value, a strong 
attraction quotient to brands. These ostentatious 
packaging give brands an evolutionary edge to 
their existing packs or altogether create a new 
brand proposition to their existing line of products.

Engineering Capabilities: With Asepto, Ufl ex 
has adopted a backward integration strategy to 
move the innovative packaging strategy forward. 

Interview

ASEPTO IS INDIA’S FIRST LIQUID CARTON 
MANUFACTURER. WHAT DIFFERENTIATES 
ASEPTO FROM OTHER BEVERAGE 
PACKAGING COMPANIES?
Ashwani Sharma: Innovation is the key to our 
approach towards creating disruption in aseptic 
liquid beverage packaging. Asepto from the house 
of Ufl ex has ascended from several key aspects of 
packaging. We want to offer maximum benefi ts 
to our customers who want to revitalize their 
branding through unique packaging solutions. Our 
packaging serves safety, aesthetics and longer 
shelf life. The brand is constantly striving for 
excellence in aseptic beverage packaging.  

We are very proud of the fact that Asepto from the 
house of Ufl ex is the fi rst Indian manufacturer 
to enter the aseptic liquid packaging material 
business. There are many factors which 
differentiate Asepto from other beverage 
packaging companies:

Product differentiation: With the various kinds of 
never seen before holographic effects, multi-lens, 
fresnel lens, embossing and foil stamping effects 
on aseptic packs are revolutionary innovation. 

With the motto of ‘Freshness Preserved’, ASEPTO – from 
the house of Ufl ex Ltd. becomes India’s fi rst aseptic 
liquid packaging material brand with state-of-the-art 
manufacturing plant in the industrial hub of Sanand 
in Gujarat. FMT recently spoke with Ashwani Sharma, 
President & CEO at UFLEX Group to gain his perspective on 
aseptic liquid beverage packaging and the road ahead.

“Innovation is the 
founding pillar for the 
brand ASEPTO”
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With our in-house engineering capabilities, we 
manufacture the fi lling and sealing machine 
at our Engineering Division facility in Noida. 
For best results of seamless productivity and 
performance, we offer technical support to our 
clients in an endeavour to assist them with real-
time intervention to ensure operational continuity, 
because we do understand that your every 
single minute is precious. Above all, we have a 
demonstration machine too in addition to a testing 
laboratory that helps our customers understand 
the total effi cacy and performance of the laminate 
and packaging. Materials are also periodically sent 
to internationally approved labs for establishing 
globally accepted norms and certifi cations for the 
laminate and the process. 

Reliability on Quality: We promise reliability 
on quality, assured timely delivery, effi cient 
commissioning of projects in the shortest possible 
time with lowest capital cost, effi cient operation 
of the plants with higher productivity, innovative 
packaging concepts, providing higher growth 
opportunities. In the short span of our inception, 
we have been able to obtain all the mandate 
certifi cations to ensure the best quality to our 
customers. 

Longstanding Customer Relationships: We maintain 
a strong relationship with many global brands 
for a long, both from the domestic and offshore 
standpoint. We will continue to maintain the 
existing relationship, and take them a step further 
toward excellence through innovation offerings the 
aseptic liquid packaging business holds. 

FMT: WHAT IS ASEPTO’S MANUFACTURING 
CAPACITY AND INFRASTRUCTURE 
CAPABILITIES? 
Ashwani Sharma: The manufacturing plant 
we have in Sanand, Gujarat is world-class. It is 
one of the best plants you will get to see in the 

packaging industry with the latest technology in 
place. The Asepto plant is located at a distance of 
just a 75-minute drive from Ahmedabad airport. 
The project’s magnitude and its purpose are 
comparable with the world’s best with unique and 
thoughtful architecture. The plant facility has the 
latest top of the line converting machines, which 
can manufacture world-class aseptic packs. The 
facility with a production capacity of 7 billion 
packs per annum is a fi rst of its kind. It is spread 
over 21 acres of the sprawling 72-acre land parcel 
that Ufl ex had bought in Sanand, Gujarat. The 
investment towards the aseptic packaging plant 
is INR 580 crore (approx. USD 85 million), and 
currently employs about 250 people and in full 
capacity has a potential to employ 2000 people Our 
total investment over the next two to three years is 
INR 1500 crore in a phased manner.

Future Ready: The plant has been planned keeping 
in mind the growth, capacity choices, an optimal 
requirement where output can be achieved with 
limited capex on infrastructure. Therefore, we are 
well-positioned to address the varied needs of 
changing times ahead. We have ensured world-
class manufacturing standards at the plant, 
focusing on cost effi ciency. Overall Equipment 
Effi ciency (OEE) improvement is imperative for 
us to achieve sustainability and a cost agenda 
that directly relates to our responsible growth 
mission. 

Compliance & Certifi cation: Together with 
offi cial Indian standards, our plant is certifi ed in 
accordance with the International ISO 9001:2015, 
ISO 14001:2015, ISO 22000:2005 and OHSAS 
18001:2007 management systems as well as the 
BRC Global Standard for Packaging and Packaging 
Material. It is also FSC certifi ed which is very 
important for aseptic packaging. All our products 
are compliant with the USFDA norms and are 
SEDEX certifi ed. 
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Our process owners and key machine operators at 
the Sanand plant have rich experience in the liquid 
packaging industry. Therefore, they contribute 
signifi cantly to help establish the unique Asepto 
laminate. In addition, Asepto has built up strong 
engineering and technical teams. The production 
block of 300,000 square feet contains the raw 
materials and fi nished goods stores, services, 
printing, laminating, slitting and rewinding 
machines, materials testing and quality control 
laboratory and automated logistics. The space 
is completely air-conditioned and hygienically 
maintained to keep the microbiological load of the 
production environment to global standards. 

Sustainable Manufacturing: We accord very 
high importance to sustainability and it forms 
the cornerstone of our business processes 
and the packaging solutions that we develop. 
Innovation remains inalienable to sustainability 
at Ufl ex. Our multipronged approach towards 
sustainability includes but is not restricted to 
light-weighting, down-gauging; reduction in 
production waste, transforming production waste-
to-energy, optimizing post-consumer-recyclate 
and economies energy consumption. Our aseptic 
liquid packaging manufacturing facility at Sanand 
Gujarat is gold-rated. It’s a zero discharge plant, so 
zero liquid discharge. So, from a facility point of 
view, sustainability, water consumption, electricity 
consumption, are all dialed-in so that we are 
contributing in a big way to the environment. 
When you come to the plant, you will see and you 

will appreciate the kind of facility we have created. 
It’s really, really world-class.

FMT: WHICH FACTORS HAVE BEEN 
CRITICAL TO PUSH ASEPTO TO EMERGE AS 
A STRONG INDIAN BRAND, DOMESTICALLY 
AS WELL AS GLOBALLY? 
Ashwani Sharma: Innovation is the founding pillar 
for the brand Asepto. Innovation guides all other 
aspects that make Asepto emerge as a strong 
brand. Even the manufacturing plant, for example, 
highlights Asepto’s focus on innovation. The 
indigenous plant in Sanand, Gujarat, aims at being 
progressive to help food and beverage brands 
achieve a sound aseptic packaging solution from 
us to help them be competitive on a global platform. 

Innovation benchmarks our growth: Ufl ex already 
commands more than 150 patents and Asepto 
came as a feather in the cap. We took forward the 
concept as briefed above integrating value-added 
features in aspetic liquid packaging which was 
deprived from ages in its aesthetic presentation. 
Now, with Asepto’s dazzling luxurious appealing 
packs on the shelves will do the talking. 

Operational Effi ciency: We are well-known for our 
operational effi ciency having delivered effectively 
even during the on-going global pandemic. We 
have manufacturing facilities par excellence, 
large capacities to strategically address different 
locations in the country and other parts of 
the world, effi cient project commissioning in 
the shortest time with the lowest capital cost, 
reliability of quality, assured timely delivery, etc. 
We are known for consistency and effi ciency that 
bring about strong competitiveness among our 
customers. 

Market Reach: In the past few years, we have 
created a niche in the market for the brand name. 
Asepto has created a strong customer base for 
itself in different segments majorly for the speedy 
approach we take for our targets. In a short time 
period, we have created a signifi cant market base 
for Asepto in the home ground and globally in all 
three key segments — juice, dairy and alcohol.

FMT: HOW CHALLENGING IS THE 
BUSINESS FOR ASEPTO ESPECIALLY WHEN 
YOU ALREADY HAVE ONE COMPANY WITH 
A MAJOR MARKET SHARE? 
Ashwani Sharma: Challenges are opportunities 
for us. We started from that step. So everything 

Interview
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that followed was the only opportunity for us. 
Asepto has an inherent advantage of being 
an Indian company, solely using indigenous 
capabilities at a time when we need to promote 
Indian manufacturing and sustenance. Our own 
heartland gives us a big market to serve and 
penetrate into. Being part of the Asia Pacifi c, 
which counts as the top-most growth market in 
the world for aseptic packaging, India is a key 
growth country. For being the home-grown brand, 
we stand an advantage to address the needs of the 
country in aseptic packaging. The tireless efforts 
have been, therefore, since the launch of Asepto, 
concentrated upon reaching and educating this 
market to imbibe the strength that we propose 
through Asepto. Although we have ventured into 
the international markets and global companies 
are leveraging our know-how and capabilities of 
our product offerings, we want to consolidate our 
position in the home front. There is a lot of ground 
we are yet to cover and reach out to. India, thus, 
is a defi nite dominant market for us where we 
have made substantial inroads for Asepto, yet it is 
just a beginning for us still, given the size we are 
looking at.

FMT: HOW ARE YOU POSITIONING ASEPTO 
IN THE MARKET? WHAT VALUE ARE YOU 
OFFERING TO YOUR CUSTOMERS?
Ashwani Sharma: The strong fundamental 
approach of Ufl ex enables it to create a holistic 
picture of packaging. We are positioning Asepto as 
a total system supplier for aseptic liquid packaging. 
Our backward engineering is the strength that helps 
us project that position. We enjoy the distinction of 
being a total system supplier for the aseptic liquid 
packaging and exceeding global standards while 
reducing the total cost of ownership. As a system 

supplier, our offering includes packaging material, 
design solutions and fi lling lines under the name 
Asepto Smart 78 and the generation next Asepto 
Flexpress 10000. In fact, now with the multi-format 
machine (Asepto Flexpress 10000) launched last 
year which is servo-based offering advanced 
integration with PLC will be a revolutionary move 
to the entire beverage industry. 

It also comes with operator-friendly HMI (Human 
Machine Interface). Ufl ex is pitching this unique 
machine for optimum packaging in the dairy, 
dairy product, juice and alcohol segments. The 
advantage of ASEPTO Flexpress 10000 machine is 
that it offers high fl exibility for all-in-one portion 
packs from 90ml to 200ml. Having operator-
friendly HMI, this machine works on a servo-based 
drive mechanism and is a highly fl exible machine 
with low changeover times and has a low TCO 
(total cost of ownership). It offers high output with 
minimal machine downtime.

These fi lling and sealing machines have 
strengthened our laminate advancements on the 
back of smart engineering and technical prowess 
that Ufl ex boasts of. Our aseptic fi lling machines 
augurs the outcome of aseptic packaging and takes 
forward our endeavour to consistently deliver a 
quality product.

We are also providing a very strong technical 
support to our customers on the machine and 
spare parts side. Aseptic liquid packaging needs 
special technical skills and expertise. We deliver 
end-to-end personalized support, ensuring 
packaging material machine interface that 
includes assistance and maintenance of packaging 
material from concept to commissioning.
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Hamdard is an old brand. Could 
you share with us its legacy?
Hamdard holds the heritage of being 
a proud Indian brand for 114 years, 
instilling trust in consumers minds. 
The company was established in 
1906 in Delhi, by Hakim Hafi z Abdul 
Majeed with the purpose of creating 
an organisation that would stand to 
benefi t society through the Unani 
system of Medicine. An year later, 
the iconic Roohafza was launched 
which has since continued the 
lineage of being the most popular 
Indian beverage, enjoying the 
loyalty of millions of consumers. 
Aptly called the ‘Drink of India’, 
the brand is a market leader in it’s 
category, and is now seeing a variety 
of extensions being launched in the 
market. We are also on the verge 
of launching a continuous array of 
exciting new products in the foods 
category. As a trust, the organisation 
also does far reaching charity work 
in the areas of education, feeding 
and helping poor in times of crises, 
art and culture.

In an informative interview Mr. Mansoor Ali, Chief Sales and 
Marketing Offi cer, Hamdard Laboratories shared his thoughts and 
perspective on digital transformation and  new product launches 
that has transformed Hamdard Laboratories even in the time of 
Covid 19.

Mr Ali also discussed marketing strategies used nowadays and the 
effects of Covid-19 on production. . 

Hamdard Laboratories India has a legacy of more than 100 years 
and is one of India’s largest and most trustworthy names in the 
FMCG and foods sector. The company is expanding its product 
portfolio with the launch of ‘ready to drink’ products. The brand is 
taking their widely loved and recognized RoohAfza into two new 
extensions – RoohAfza Fusion and RoohAfza Milkshake.

How is the brand placed today 
in the times when there is a two 
way communications with the 
customers? 
Brand Hamdard has seen a journey 
that has charted an evolutionary path. 
Consumer trust, communication and 
engagement are the most critical 
elements for us. While Hamdard 
and it’s brands enjoy a huge number 
of loyalists in the consumers, it is 
crucial for us to keep the youth and 
millennials engaged. Our essential 
task is to build bridges with these 
consumers, by engaging with them 
on the platforms they interact on. 
Social media and digital marketing, 
infl uencer based campaigns and 
insight based communication are 
our focus areas, and it is through 
these that we build communication 
paths with the youth. Our brand 
positioning and packaging is also 
done through extensive consumer 
research, to give them aspirational 
products that have the unbeatable 
combination of heritage, health and 
modernity.

How has COVID 19 affected the 
pace of digital transformation in 
your company?
Communicating with consumers 
digitally had started some time 
back for us, but Covid has defi nitely 
accelerated this process. Media 
and content consumption habits 
have compeletely turned digital, 
and traditional media vehicles had 
seen a slowdown. Search, social 
media and video display alongwith 
e-commerce took the largest chunk 
of share. Our spends too, in this period 
grew substantially on digital and 
social media platforms, including 
engagement through infl uencers 
and user generated content to keep 
our consumers connected, and to 
acquire new ones.

Whatare your marketing 
strategies right now? How is 
your communication different 
from the Pre-Covid times?
Our overarching marketing 
strategy, as I mentioned is to keep 
building bridges with the younger 

Interview
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consumers, while keeping our 
loyalists close to us. The transition 
of heritage brands to be relevant and 
exciting to the new generation is 
an exciting journey. It entails us to 
keep the brand lineage intact, while 
creating aspirations to consume 
and adopt through delving into 
insights of consumers, and creating 
communication that connects 
with the way they think. While 
this is happening, our new product 
launches are designed to acquire new 
consumers through convenenience 
based formats&packaging, and by 
being present on the platforms 
they engage on. The discerning 
consumer of today adopts brand 
philosophies that connect with 
their values and beliefs system, 
rather than being led away by fl ashy 
over the top communication. Our 
endeavour will always be to delve 
into the insights that drive people, 
and engage with them at that level. 
Building trust and aspiration is also 
done through carefully nuanced 
infl uencer marketing and insight 
based advertising.

What has been the impact of 
COVID 19 in your production 
line? 
While there was initial disruption, 
we managed to very soon get 
resources in place and mobilised our 
production. The entire value chain 
from raw and packaging material 
had been planned in advance for 

the season, and the onward supply 
chain was quickly put in place. The 
inventory already present across 
various stock points in the country 
helped keep the consumer supply 
intact. Our ultimate objective of 
being accessible to consumers 
across markets was quickly put 
back in place after a few weeks of 
planning.

What is your revenue 
expectation from the second 
quarter?
The second quarter has been good 
so far, and our beverage products 
have done well. The newly Tetrapak 
products – Roohafza Fusion (a 
unique blend of Roohafza and fruit 
juices), and Roohafza Milkshake 
(a delightful mix of milk and 
Roohafza) have done very well, with 
consumers loving these unique and 
exciting offerings. Our latest launch, 
Hamdard Honey is just getting 
launched and we expect this product 
offering to delight consumers at fi rst 
go. So, this quarter is getting it’s due 
share of excitement, and our new 
product pipeline is heavy, with a 
slew of new launches every quarter.

What is the percentage revenue 
from the export market out of 
the total turnover?
The export market is approximately 
6% of our total turnover, and is 

expected to grow exponentially, as 
the covid impact reduces.

What is your message to CMOs 
of food companies?  
My message is simple. Covid has 
created an unprecedented disruption 
to people, processes and the overall 
fabric of existence. The new normal 
has made people think differently, 
adapt and adopt newer ways of 
consumption – be it products, 
media or services. While businesses 
have seen huge disruption, it is the 
marketers who think ahead of the 
curve that will see success. Do not 
fl y blind, and reframe uncertainity 
as an opportunity. Disruption needs 
to be dealt with disruption. The 
brands which stand apart, create 
differentiated reasons to buy and 
are able to sync with the consumer 
in her current state of mind, while 
capitalising on digital and e-com 
platforms are the ones that will rise 
above the current crisis.

What are the challenges that 
you will face in next six months 
because of this crisis? How will 
you overcome them?
Challenges have been many, and 
will continue for some time to come. 
The most critical impact has been 
the hit on cash fl ows, whether it is 
the consumers’ or a for company. As 
loss of revenue sunk in, marketing 
budgets were slashed. in a time 
where it is all the more critical for 
trusted brands to engage with their 
loyalists. Disruption of physical 
retail due to lockdowns continues 
and has reduced consumer footfall. 
Overcoming such challenges will 
be through recognising each of 
these deep impacts as opportunity. 
Buiding strong e-commerce 
relationships and platforms will be 
one of the major recovery strategies 
for any consumer company. Keeping 
the consumer continuously engaged 
through cost effective digital and 
social media strategies will be the 
other.

THE MOST CRITICAL 
IMPACT HAS BEEN THE 
HIT ON CASH FLOWS, 
WHETHER IT IS THE 
CONSUMERS’ OR A FOR 
COMPANY. AS LOSS 
OF REVENUE SUNK IN, 
MARKETING BUDGETS 
WERE SLASHED.
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ASLT Parameter Prioritization Tool: 
A Novel Approach

By Muhammad Salman Chukkan*

Shelf-life assessment is an 
important part of New-Product 
Development (NPD) because it 

is the assessment where a team is 
analysing the stability of the product 
in the supply-chain. It is mandatory 
to comply with the regulatory 
requirement too, i.e. the amount of 
the nutrients given shall only have a 
tolerance of minus 10% of label.

In Shelf-life assessment, parameter 
prioritization is an important 
activity. This is particularly diffi cult 
if the product is new to organization 
or if the activity is dealt by someone 
without experience. Thus, to 
simplifi ed by a novel prioritization 

tool. This tool helps in decision 
making regarding prioritization. 
Please mind that, the effi ciency 
of this tool solely depends on how 
deep the brainstorming is done. The 
priority may change from company 
to company and product to product.

PROCEDURE:
1. Brainstorm all the important 

parameters, be it sensory 
attributes like appearance, fl avour 
etc. Or Chemical Attributes like 
moisture content, Acidity etc. Or 
Microbial count.

2. Also, try to link these sensorial 
properties to any chemical 
attributes, which is easily 

assessable. Like Appearance 
into moisture content or Glass 
transition temperature.

3.  Now, list down all the parameters 
into the table given below.

4.  Now, if there is multiple methods 
for assessment of a parameter, list 
all the possible methods 

5.  Now, fi ll the prioritization table for 
each given quality-column out of 
5.

6.  If there is label requirement make 
sure that it gets 5 and if not give 1.

7.  While fi lling, make sure that the 
quickest and cheapest will get 
high rating. Do for all the quality-
columns.

8.  Now to fi nd APPS (ASLT parameter 

Food Technology
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prioritization Score) multiply all 
the ratings given in each quality-
column. Higher the APPS, most 
important parameters.

9.  Make sure that there is justifi cation 
for each ratings given.

TIPS TO PERFORM WELL:
1.  While brainstorming try to bring 

any customer or anyone not 
aware of the project. This will 
help to get the most important 
parameter regarding customers.

2.  Also, try to fi nd all the parameters 
for a product. Please don’t limit 
the number of the parameters. 
The criticism can be followed 

Param-
eter

Method of 
Analysis.

Sensorial 
Impor-
tance

Label 
Require-
ment

Detect-
ability

Activity Capability Quickness Reliability Cost APP 
Score

List of 
Param-
eters

Find 
Number 
of ways to 
analyse.

How 
important 
for Con-
sumer? 

Does 
Label 
contains 
this pa-
rameter?

Does this 
param-
eter get 
detected 
by basic 
senses 
or simple 
experi-
ments?

How Fast 
the degra-
dation is 
happen-
ing?

Are you 
capable 
to do the 
test In-
House?

How 
quick is 
the test?

How 
reliable is 
the test?

How 
costly is 
the proce-
dure?

Higher 
the 
score the 
important 
it is.

Colour Sensory 
Evaluation

5 1 3 3 5 5 2 5 11250

Flavour Sensory 
Evaluation

5 1 3 4 5 5 2 5 15000

Aftertaste Sensory 
Evaluation

5 1 3 4 5 5 2 5 15000

Moisture 
Content

Oven 
Method

5 1 5 5 5 5 4 5 62500

Vitamin C Titration 1 5 4 5 5 5 5 5 62500

UV Spec-
troscopy

1 5 4 5 1 3 5 1 1500

Vitamin E HPLC 1 5 1 3 1 2 5 1 150

ASLT Parameter Prioritization (APP) Tool for Health Mix.

CASE-STUDY: HEALTH-MIX BY A SMALL SCALE COMPANY.

after a through Brainstorming 
exercise.

3.  Also, try to list down all the 
possible methods of analysis 
which can be held in-house.

4.  Now, while giving rating make 
sure you have a very versatile 
team. Include at-least one person 
with knowledge in Analytical 
Chemistry.

5.  Complete this exercise by giving 
ample amount of time, please 
don’t rush because it will reduce 
the effi ciency of this exercise.

Below, there is an example given 
for a health-mix which is having 

The assessment is entirely based on the individual requirement. In this case it was found out that Vitamin C by 
Titration Method and  Moisture Content is having the highest APP Score, thus it can be the most important parameters. 
But Sensory evaluation is also used to understand the  sensorial aspects.

* The Author is a student of MTech (Food 
Engineering and Technology) in Institute 
of Chemical Technology.

Vitamins and minerals which  
are labelled too. This product is 
launched by a fi ctions company 
named as Chuk-de Foods Ltd. This 
company is a small scale company 
with limited facilities in the area of 
analytical testing. In this case the 
Appearance, Flavour and Colour are 
important parameters. Appearance 
can be quantifi ed by the moisture 
content as we have Critical Moisture 
Content.
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resumes. Employees are worried 
about whether they will have 
their jobs retained in coming 
months and at the same time 
business owners are worried about 
whether they will be able to pay to 
employees and retain them. The 
challenge for business owners is 
how they are going to manage to 
pay to employees in a situation 
where there is less production, 
reduced demands for processed 
foods, diffi culty in supply chain 
due to transportation restrictions, 
diffi culty in timely availability of 
raw materials and so many similar 
issues. IMF (International Monetary 
Fund) predict overall job losses in 
India to nearer to 200 Millions which 
will have long lasting, severe impact 
on everything and everyone related 
to farming. There will be situation 
of “Great Depression” after the 
lockdown which is predicted worse 
after the depression in 1930.

2. MIGRATION OF WORKERS ( 
FOOD HANDLERS): 
Food sector in India is still 
dependent on manual activities 
to the great extent e. g. hotel and 
catering industry. One of the key 
challenge for processing sector will 
be facilitation of migrant workers 

INTRODUCTION
Year 2020 started with knowing, 
understanding and familiarization 
of new vocabulary of words like 
“Pandemic”, “Quarantine”, “lockdown” 
and so on. Currently we are 
constantly bombarded with these 
words since more than Four months. 
For the fi rst time in this generation 
we are witnessing the “irreversible” 
and “unavoidable” impact of COVID 
19.

The global corona virus pandemic 
originated from the city of Wuhan in 
China has not left any part of world 
unaffected. Nearly 180 nations are 
under threat of this deadly invisible 
microorganism. News and other 
piece of information received from 
social media are just soul shattering 
and this is true for everyone right 
from people of metro cities to 
villages and from leaders, business 
owners to daily wager. 

Even when it seems the world is 
coming to a standstill situation and 
everywhere there is lockdown across 
the major part of the world, one thing 
that can not and should not stop 
or undergo lockdown is “supply of 
food”. Like they say the show must 
go on so that to safeguard “our lives”. 

However now and hereafter all the 
sectors specially food processing 
and health care sectors are going 
to witness tremendous impact of 
COVID 19 not only from the economic 
but psychological and social point 
of view. Famous writer Mr. Achyut 
Godbole mentioned in one of his 
video regarding impact of COVID 
19 that hereafter the time will be 
identifi ed as BC (Before Corona) and 
AC (After Corona). Such deep rooted 
impact is going to happen to world 
due to the spread of Corona virus 
and food processing industry will 
among top few sectors which will be 
majorly impacted ones.

Here is list of few key challenges 
which food processing industries 
across the world and particularly 
India is probably going to face. 
Food processing business owner, 
employees and consumers need 
to think about these challenges 
and way forward to deal with these 
challenges.

1. UNCERTAINTY OF 
EMPLOYMENT:
Across the food processing industry, 
employees specially food handlers 
are fearful about the unemployment 
post lockdown when processing 

The “New 
Normal” for 
Food Processing 
Industry

By Sumedha Jalgaonkar*

Food Technology
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to return to jobs after lockdown for 
continued production and meeting 
the demands of food products supply.

3. AVAILABILITY OF 
AGRICULTURAL RAW MATERIALS:
Amidst the current situation of 
lockdown, good seeds and other 
farm inputs reaching in time to 
farmers for plantation season will be 
a challenge. This particular situation 
is going to impact the availability of 
good quality and required quantity 
of the raw materials at right prices 
for processing. Further this will 
be affecting the availability of 
processed products and its prices.

4. FOOD IMPORTS AND EXPORTS 
RESTRICTIONS:
The slowdown in manufacturing 
activities in China, Europe, US 
and other Asian countries due to 
pandemic is hitting the imports 
and exports of the raw materials, 
ingredients and products. Food 
processing industries that strongly 
rely on food imports will have to 
face the challenge of unavailability, 
shortage or availability at higher 
prices of raw materials and 
ingredients. It will be extremely 
important and urgent to fi nd out 
local sources of same/ similar 
materials for continued production. 
Similarly export restrictions will 
also have deep impact on global food 
security. Brainstorming over this 
emergency and its preparedness will 
be great challenge for government 
and organizations in coming time.

5. HYGIENE AND SANITATION AT 
PROCESSING SITES:
Ensuring increased hygiene and 
sanitation efforts for safety of 
employee will be very important 
during and after lockdown. New 
technology and innovations in 
sanitation and disinfection will be 
key challenge for food processing 
to prevent contamination. Effective 
cleaning, sanitation and pest control 

activities after the gap in production 
before production resumes is yet 
another important aspect for food 
processing industry for ensuring 
safe food products for consumers.

6. HEALTH AND SAFETY OF 
EMPLOYEES:
Ensuring proper health monitoring 
and safety of employees working 
in food processing, handling, 
transportation will be next 
challenge post lockdown. Enforcing 
recommended “six feet” social 
distancing norms between workers 
can be challenge for food processors. 
Organizations need to make every 
possible effort to identify and 
implement operational changes that 
facilitates employee separation as 
well as reduction of impact of the 
same on productivity. Organizations 
specially HR departments need to 
work on creative staffi ng options 
so as to prevent the person to 
person transmission of the virus 
and extension of production (shift) 
timings so as to accommodate same 
level of productions. Measures to 
reduce contact between workers and 
about keeping employees safe will 
further help to boost morale among 
line workers who are hesitant to 
work due to fear of transmission of 
Corona virus. Increased scrutiny 
when evaluating vendors, visitors 
and employees will be new area 
for quality assurance and HR 
departments to work upon.

7. TRAINING AND CREATING 
AWARENESS:
 Amidst of all sort of information 
which may be facts or misleading 
information from all the sources 
about COVID 19, providing right and 
relevant training related to virus 
transmission, precautions, hygiene 
and sanitation is great challenge for 
HR persons. Time demand creating 
awareness and reducing the panic 
among the employees. Providing the 
trainings before production resumes 

and then frequently in coming 
time will be important activity to 
be taken care by organizations for 
safeguarding the employees. HR 
people need to fi nd out simple yet 
effective ways for spreading the 
awareness about the crises and 
precautions to be taken e.g visual 
displays or videos.

8. SURVIVAL AND SUITABILITY IN 
FOOD PROCESSING INDUSTRY:
Creating synergy in agriculture, food 
processing and biotechnology will 
of need of the hour. Food processing 
business owners along with the 
employees need to focus on effective 
utilization of available resources to 
survive and sustain in this diffi cult 
times. Proper organizational risk 
assessment for sustainability and 
business continuity considering all 
the factors, situation and its impact 
on organization would be crucial for 
time to come.

CONCLUSION
After this unprecedented issue 
of COVID 19, the words like risk 
assessment, hygiene, sanitation, 
sustainability, emergency 
preparedness and personal hygiene 
will have clearer and deeper meaning 
in implementation rather than just 
being addressed in documents, SOP 
and checklists.

Briefi ng note on COVID 19 and its 
impact by Mc Kensey and Company 
emphasis the on horizons of Resolve, 
Resilience, Return, Re-imagination 
and Reform related to challenges of 
industries. And while we Resume to 
“New Normal” after this diffi cult time, 
two things we need to safeguard is 
“our lives” and “ our livelihoods”.

* Author is in Foodiesys Consulting, Pune. 
And can be reached at foodiesys@gmail.
com 
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moving towards plant-based foods. 
In the past decade, scores of studies 
have hinted at the increasing 
health benefi ts of plant-based diets. 
Studies have shown that people 
who consume more vegetables 
and legumes are less likely to be 
overweight compared to those who 
consume meat regularly. Diets like 
the Mediterranean-type diet that 
emphasize on plant-based foods 
and protein sources are now gaining 
popularity in the west that has long 
battled high rates of obesity and 
diabetes.

Plant-based dairy alternatives are 
also highly preferred by people 
with digestive issues such as 
lactose intolerance. Several plant-
based dairy alternatives make for 
a better and healthier gut health. 
Plant-based milks also have longer 
shelf life in comparison to fresh 
dairy products and can be useful 

Consumer interest in plant-
based meat has been 
steadily rising over the 

past few years. This is because 
people are increasingly health and 
environment conscious. We hear the 
terms veganism, vegetarianism, and 
fl exitarian much more today than 
we did say ten years ago. However, 
the rise of the plant-based foods 
industry has been very gradual and 
there aren’t too many takers for the 
product, but the current coronavirus 
pandemic has caused a clear shift in 
consumer preferences.

A report published by the World 
Economic Forum and Reuters last 
month said that suppliers are seeing  
a surge in demand for plant-based 
protein foods in Asia because the 
Covid-19 has raised concerns over 
links between meat consumption 
and viral diseases. The trend of 
plant- based meat is also catching 
up in countries like Brazil and 
Mexico. And in China, the trend was 
already receiving a push because of 
newly imposed dietary guidelines 
that are aimed at reducing meat 
consumption by half. 

Apart from the pandemic, there are 
several other trends and reasons 

that are pushing the plant-based 
foods industry into the limelight. 

CLIMATE CHANGE
The climate crisis is signifi cant 
reason driving the market for plant-
based foods. Animal agriculture is 
responsible for 13–18% of greenhouse 
gas emissions globally and people 
are becoming increasingly aware of 
this fact. There is also a generally 
increased awareness of the impact of 
our food habits on the environment 
and a growing number of people 
want to make the right choices 
for themselves and their families. 
Hence, plant-based eating has 
gradually become a popular trend 
among a signifi cant demographic in 
wealthy western countries.

HEALTH BENEFITS
The proven health benefi ts of plant-
based eating are another reason 
why more and more people are 

By Mr. Dheeraj Talreja*

Coronavirus 
pushes the 
case for plant-
based foods

Analytical Marketing
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in unforeseen situations like the 
Covid-19 pandemic.

CLEAN LABEL TREND
Another up and coming trend of the 
‘Clean Label’ has also contributed 
to plant-based eating and its 
cause. Clean label foods have easy 
to recognize ingredients that are 
natural, non-GMO, unprocessed, and 
contain no synthetic chemicals. 
Health food brands and companies 
are incorporating this concept 
through their offerings, products, 
and ethos. Companies are now well 
aware of the fact that the modern-
day consumers are wary of artifi cial 
ingredients and their negative 
impact on health. Consumers want 
to know about how their food is 
grown, the steps of production, and 
the properties of the fi nal product. 
Consumers are willing to pay a 
premium price to experience the 
benefi ts associated with clean-
label ingredients. The Asia Pacifi c 

MILLENNIALS!
Last but not least, Millennials are 
one of the biggest reasons why the 
plant-based foods industry is seeing 
a sudden uptick. The reason being, 
millennials are acutely health and 
environmentally conscious. They 
are also driven by the need to make 
an impact in the world and plant-
based products offer them the unique 
chance to alleviate both the climate 
crisis and improve their health.  

RISE OF THE FLEXITARIAN DIET
A few years ago, veganism was all 
the rage, but the fl exitarian diet 
has been slowly denting the vegan 
market. Over time, many have 
found it cumbersome to adhere 
to a vegan diet’s strict parameters 
and have sought out a more fl exible 
diet. Hence, the fl exitarian diet 
was born; it entails not giving up 
meat or dairy completely but just 
making more way for non-meat 
and non-dairy products in one’s 
diet. Flexitarianism is increasingly 
popular as it allows for people to 
be environmentally friendly and 
health conscious along with some 
leeway to consume meat and dairy. 
According to a survey conducted by 
Nestlé, 87 percent of consumers in 
the US, including vegans and meat-
eaters, are including plant-based 
protein into their diets, and over 50 
percent of consumers in the UK are 
reportedly following a fl exitarian 
diet.

A growing number of people 
following a fl exitarian diet is driving 
the demand for dairy and meat 
alternatives that are made from 
plant-based ingredients. Plant-
based cheeses, ready meals, seafood, 
and alternatives to eggs are among 
the biggest opportunities in the 
plant-based sector. According to 
fi gures provided by Markets and 
Markets—a market research fi rm 
based in India—this industry was 
valued at US$12.1 billion in 2019 and 
is predicted to grow at an annual rate 

around 15% reaching almost US$28 
billion by 2025. 

All the above reasons have led to 
an increasing number of global 
companies entering the plant-
based foods market. Several fast-
food restaurants and grocery stores 
across the globe are now selling 
vegan and plant-based food because 
they know that consumers are 
looking for ways to increase their 
daily intake of fruits and vegetables. 

India too is an emerging market 
for plant-based foods and dairy 
alternatives. AAK Kamani recently 
partnered with the Good Food 
Institute (GFI) India to collaborate on 
research and business promotions 
aimed at advancing projects in this 
space. 

According to Innova Market Insights, 
the Plant-Based Revolution ranks 
second out of the top ten food trends 
for 2020 that is expected to infl uence 
a host of new product developments 
(NPD) in the future. With support 
from the Good Food Institute India, 
AAK Kamani will also provide “Co-
Development expertise” for guiding 
companies on how to accelerate the 
formulation of new products, with a 
focus on achieving optimal texture 
and appealing to local tastes. 

AAK Kamani believes in the 
concept of plant-based foods and 
has introduced the AkoPlanet™ 
food solution which seeks to 
move towards a sustainable 
world. AkoPlanet™ focuses on co-
Development facilities keeping 
sustainability at its core. Together 
with the customers, we develop 
great-tasting plant-based food made 
with love for people, plants, and the 
planet.

* Author is is President in AAK Kamini and 
can be reached at dheeraj_talreja@
huntsman.com

INDIA TOO IS AN EMERGING 
MARKET FOR PLANT-
BASED FOODS AND 
DAIRY ALTERNATIVES. 
AAK KAMANI RECENTLY 
PARTNERED WITH 
THE GOOD FOOD 
INSTITUTE (GFI) INDIA 
TO COLLABORATE ON 
RESEARCH AND BUSINESS 
PROMOTIONS AIMED AT 
ADVANCING PROJECTS IN 
THIS SPACE.

clean label market has registered 
an increase of 7.4%, making it the 
fastest-growing clean label market 
in the world. The primary reason for 
this steady growth is an increase 
in standard of living of consumers 
along with increase in their 
purchasing power.
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sustainable public health strategies 
to address the challenge of micronu-
trient defi ciencies. Bio-fortifi cation 
is a cost-efffective and sustainable 
sloutions that uses conventional 
plant breeding and agronimic prac-
tises to increase the density of mi-
cronutrients such as Vitamin A, 
Zinc and Iron in staple foods such 
as Wheat, Rice, Pearl Millet, Maize 
Beans and other food crops. 

III. The rise of value-added Culinary 
Ingredients for Home Cooking: The 
new Home Cooking will also demand 
the intermediate Gravy mixes such 
as Red Tomato Gravy mix for Dal / 
lentils, vegetable, rajma and Chick 
peas / Chole and paneer curries, 
White Gravy mixes for Mughlai  
dishes and paneer dishes and the 
Non-Veg Gravy mixes for preparing 
the Non-Veg dishes. 

NEW OUTLOOK AND PIVOT FOR 
THE PACKAGED FOOD & BEVERAGE 
INDUSTRY: 
The two months plus Covid 
Pandemic Lockdown period is 
a Disruptor for many industries 
including the Indian packaged Food 
and Beverage Industry. Due to the 
Covid Lockdown, changes in the 
Indian Consumers habits and their 
behaviour will result in the changes 
in demand and needs of the Indian 
Consumers are going to change 
in comparison to the pre Covid 
Lockdown period. The changes will 
dictate the new norm and outlook 
for the post Covid Lockdown Decade 
for the Indian packaged Food and 
Beverage Industry in the following 
ways: 

I. New Age Grains / NUTRI-
CEREALS will gain momentum: 

Millets comprising of  Sorghum 
(Jowar), Pearl Millet (Bajra), Finger 
Millet (Ragi / Mandua), Minor 
Millets i.e. Foxtail Millet (Kangani 
/ Kakun), Proso Millet (Cheena), 
Kodo Millet (Kodo), Barnyard Millet 
(Sawa / Sanwa / Jhangora), Little 
Millet (Kutki) and two Pseudo 
Millets (Black-wheat (Kuttu) and 
Ameranthus (Chaulai) have high 
nutritive value as “Nutri-Cereals” for 
production, consumption and trade 
instead of Coarse Cereals. Quinoa 
is another new age Grain which has 
an incredible nutrition base and are 
considered better sources of fi bre, 
protein, vitamin B, iron, and high 
levels of protein in comparison to 
other grains available. 

II. Fortifi ed and Biofortifi ed foods 
will be the new Norm: Food fortifi ca-
tion is one of the simplest and most 

POST PANDEMIC LOCKDOWN 
Outlook for Packaged Food and 
Beverage Industry

By P. Rajan Mathews*
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Ready to Cook Culinary 
Ingredients

Cut vegetables, Peeled Garlic and 
Ginger.

Retail / Supermarket Brands and 
private labels

Cooking Pastes– Ginger & Garlic, 
Green Chilies, Tamarind, Kanda-
Lasun etc

Mother’s Recipe, Dabur’s 
Hommade, Smith & Jones,

White Gravy Mixes, Red Gravy 
Mixes, Non-Veg Gravy mixes

Maggi Bhuna Masala and Brands 
present in Food Service such as 
Knorr, Mother’s Recipe, Cremica. 

Spice Mixes for Indian Curries – 
Veg & Non-Veg

Mother’s Recipe, Suhanaa, MTR, 
Eastern, Kohinoor.

Spice Mixes for S.E Asian Curies Imported Brands
Tomato Puree and Paste. Hommade, Easy Cook, Kissan,
Coconut Milk and Milk powder. Hommade, Maggi

IV. Working from Home and more 
Home Stays will stir up demand 
for the Ready to Cook and Ready 
to Eat Foods: In the future post 
Covid Pandemic Lockdown most 
Companies will look at Working 
from home as the new working 
norm. Schools and Colleges with the 
need to maintain social distancing 
and as precautionary measures 
will encourage students lesser time 
in School / Colleges and will have 
alternate coaching / teaching online. 

V. Future of the Indian DAIRY 
industry post the Covid Lockdown: 
As Indian Consumers is more 
dependent on the Milk and Milk 
products for its nutrition the 
Covid-19 pandemic has thrown up 
the real possibility for the dairy 
industry to benefi t as large sections 
of consumers will strongly shift from 
meat-based to dairy-based protein. 
The Covid Pandemic Lockdown has 
made people more aware of the need 
to adopt a healthy diet and this will 
increase the demand on the Dairy 
products with more solids and fat 
through.…

Homogenised Standardised Milk 
will be in more demand: In India 
the most prevalent milk is the 

Toned Milk but, in the future, there 
will be more demand for Milk with 
higher fat and milk solids and hence 
Homogenised Standardised Milk 
will grow faster and will ultimately 
overgrow the Toned milk category. 

VI. Poultry Meat and Meat Products 
will have to reorient for the post 
Lockdown Period: During the initial 
phase of Novel Corona Viral breakout 
the demand for poultry meat had 
dropped to dismal levels as a result 
the wholesale rates of poultry meat 
touched as low as Rs.40 per kg when 
the average production cost of one 
kg poultry meat is above Rs.77 per 
kg. 

Wet Live Poultry Bird / Fish / Lamb 
Slaughter houses will move out of 
Cities: With the hygiene becoming 
a high priority concern during the 
Corona Virus Lockdown, the wet 
markets such as the Live bird / Lamb 
slaughter shops are bound to be 
moved out of cities or closed down 
during the post Lockdown period. 
This will then require Poultry / Meat 
Processing plants to be located 
outside the cities and the processed 
meat in chilled / frozen formats will 
be sold in Retail outlets. Many of 
the Countries have this in place and 

Poultry / Meat / Fisheries majors 
will have to initiate Retailing of the 
processed meat and other value-
added products. 

The market for Chilled Chicken meat 
and processed Chicken products are 
bound to grow as poultry meat is the 
cheapest form of non-veg protein 
available and with the Post Covid 
Lockdown the demand for these 
products are bound to increase. 

VII. Post Covid, Food will become 
rightly Spiced: Indian Consumers 
are well aware of the medicinal 
and health benefi ts of all the Spices 
that they consume and hence post 
Covid Lockdown there will be more 
utilisation of all Major Spices ( 
Chillies, Turmeric, Coriander ), many 
of the Minor Spices ( Black Pepper, 
Cinnamon, Cardamom, Cloves, 
Nutmeg etc ) and Ginger & Garlic. 
There will be a higher surge in the 
demand for Whole spices than Spice 
Powders (Blends and Straights) 
as Dietitians / Doctors have been 
prescribing the usage of these spices 
for improving immunity. 

The conversion of the unorganised 
loose spice / masala powders to the 
Organised Packaged spice / masala 
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powders will be at a faster pace. 
Within a few years of the post Covid 
Lockdown period the Organised 
packaged Spice powders is bound to 
double in size. Hence Spice Brands 
that Market themselves with easy 
reach and availability will gain 
momentum and among them the 
true national brands will emerge.  

New Quality parameters will emerge 
in the Packaged Spice / Masala 
powder market as consumers 
become more conscious of the 
quality parameters of freshness with 
the fl avour content. Brands that will 
manage their Supply chain better 
and make the latest manufactured 
products to its consumers will score 
over others. 

VIII. Future of Food Service / 
HoReCa / Bakery: In the Post Covid 
Lockdown future, one of the biggest 
losers will be the Food Service / 
business such as Restaurants, Food 
stands, vendors and Corporate 
entertainment is likely to recede. 
Even team celebrations, family 
outings etc. are likely to remain low 
key for the next few years till the 
pall of gloom and fear lifts. Another 
point for eating-out will be that the 
55 plus aged customers will drop 
very substantially which are, in fact, 
the better, richer customers. The 
International QSRs such as Dominos, 
McDonald’s, Pizza Hut, KFC, Burger 
King etc and the Indian QSRs will get 
impacted for at least two years as 
lesser number of parents will want 
their younger kids and teenagers to 
hang out / eat out.

Catering segment of the Food 
Service will be the most affected 
business during the post Covid 
Lockdown period as most of the 
Corporates will have Work from 
Home policy and Corporate offi ces 
will have a staggered Offi ce hours / 
working policy. Even Employees will 
mostly try to get their own packed 
food from home rather than having 

food from offi ce canteens or outside 
due to the hygiene factor. Hence 
Institutional Caterers along with the 
Wedding Caterers and Party Caterers 
will have to look for alternatives as 
their business will drastically reduce 
to a minimal and it will take a longer 
time for their Catering business to 
recover. 

New format of Restaurants with 
only takeaways / Deliveries and 
Cloud Kitchen formats will emerge. 
Street food will close for few years 
as the middle-class consumers 
would want to avoid anything that 
looks suspect or seems unhygienic. 
Opportunity therefore, for many 
‘Home Restaurants / Takeaway or 
only Delivery Restaurants / pop-
up kitchens / Bakeries who will 
make small quantities fresh in their 
kitchens and supply anything from 
dhokla to sandwiches / Burgers / 

Biryani and curries by Kilo to homes 
and offi ces not very far away, in 
clean, safe, hygienic packaging. 
Cloud Kitchens which do not have 
any major Chefs but depend and use 
only the Ready to Cook or Instant 
Mixes by not so Culinary skilled 
persons will emerge.

IX. Shortening the Supply Chain 
Network: During the Novel Covid 
Pandemic Lockdown the supply 
chain was disturbed even for the 
packaged food companies and 
especially for the essential goods 
suppliers such as milk and Dairy 
products. Many of the FMCG and 
packaged Food Manufacturers had 
multi-level / layer of Distribution 
wherein stocks were locked up at 
different levels and was unable to 
reach out to the retail and the end 
consumers. 

Removing unwanted layers of 
Distribution Channels such as Super 
Stockist, Wholesale Distributors and 
few of the App based E-Distribution 
platforms in FMCG and Packaged 
Food and Beverage Products (such 
as Ebutor and NumberMall) will 
become redundant. 

The Post Covid Pandemic Lockdown 
opens a Gigantic Opportunity for 
creating the world’s biggest direct-
to-home channel for everything 
from staples, packaged Food and 
Beverages, Clothes, and electronic 
gadgets. The investment of 
Facebook into Jio has an opportunity 
to change the retail face of India 
with Facebook’s social messaging 
app WhatsApp having 400 million 
users in India, and Reliance’s retail 
network of around 1,000 stores with 
the six million-odd  Kirana / Mom & 
Pop Stores across the country, riding 
as Jio’s telecom subscribers.

Analytical Marketing

EMPLOYEES WILL 
MOSTLY TRY TO GET 
THEIR OWN PACKED 
FOOD FROM HOME 
RATHER THAN 
HAVING FOOD FROM 
OFFICE CANTEENS OR 
OUTSIDE DUE TO THE 
HYGIENE FACTOR.
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‘Traceability to Credible Traceability - Whether 
Supply Chain Digitization is suffi  cient?’

SPEAKERS
• Dilip Saha, Global Product 

Management & Enterprise Digital 
Transformation Leader, Robert 
Bosch

•  Venkat Maroju, CEO, SourceTrace
•  Ajay Raorane, Asst. Vice 

President - Digital Printing, 
Domino Printech India LLP

•  Priyank Vasa, Development and 
Strategy Director, Unick Fix-a-
Form & Printers Limited

•  Ashish Anand, Technical 
Director, Linksmart Technologies

•  Dinesh Pilgaokar, Sr. Vice 
President, Barcode India

•  Mohit Agarwal, General 
Demand, Distribution & Channel 
Management, Janssen (J&J)    
Pharmaceutical Company

•  P S Easwaran, Partner and 
Leader, Supply Chain, Deloitte 
India (Moderator)

The webinar helps understand how 
traceability works, and what it holds 
for the future? And whether supply 
chain digitization is suffi cient? 

There were various important points 
raised during this webinar some of 
which are as follows.

•        Credible Traceability - Ecosystem 
partner together makes it all 
- Role of printing equipment 
vendors?

• Understanding broad 
expectations of Label/Packaging 
Converters for deployable Non-
clone  Solution

• What it truly means by being 
Non-clone and making these 
readily adoptable by industry-at-
large and last mile customers as 
well?

• Credible Traceability in Agri/
Food/Automotive sectors 
whether driven by regulation or 
market demand?

• BlockChain Alright - But physical 
layer of supply chain remains 
unsecured in requirement of 
Non-clone copy-proof QR/GS1 
codes?

• Whether Non-clone Printing can 
be made as simple as traditional 

printing but sophisticated such 
as to prevent unoffi cial print of 
originals in connivance?

• Signifi cant hidden cost of 
traditional clone codes causing 
futile ground investigations 
draining budget quickly and 
further impacts in view of COVID 
necessitating automation in-
addition to digitization

CONCLUSION
Ashish Anand, Technical Director, 
Linksmart Technologies concluded 
that we should automate all the 
process and tightly control the 
supply chain. There should be 
complete digitalization.   

Dilip Saha, Global Product 
Management & Enterprise Digital 
Transformation Leader, Robert 
Bosch pointed out that the internal 
process must be taken care of;  to 
make a system really effi cient  
you centre of attraction should be 
technology not the people which 
make it more sustainable. 

 Ajay Raorane, Asst. Vice President 
- Digital Printing, Domino Printech 
India LLP said that printing and 
packaging partners and brand 
owners need to engage with and 
understand each other. 

Venkat Maroju, CEO, SourceTrace  
recommended that every industry 
should improve their infrastructure 
otherwise there would be big 
disruption that leads to hazards.

By Swati Solanki*

* The writer can be reached at 
fmteditorial@lbassociates.com 
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