
https://www.bryair.com/chips-wafers-and-namkeens/


Coating and Frying 
Solutions built 
around your 
requirements

Coating Frying

Working closely with you, Marel specialists 
can help you find the best way possible to 
create your required product. 

marel.com





4Food Marketing & Technology September 2022

Linda Brady Hawke
Ian D. Healey

healey@harnisch.com 
Benno Keller
keller@ harnisch.com

Effi cient Food Sensory Technology
What is the most important aspect of food processing? We would 
argue the sensory aspect trumps everything else, since taste, smell, 
mouthfeel are essential to purchase and repurchase of almost any 
food product.
Fortunately there are tried and tested methods to ensure this quality 
dimension. Food sensory evaluation is undisputedly an important 
tool in terms of product development and modifi cation as well as 
in the scope of the quality assurance. Empirically consumers only 
continue buying foodstuffs if – in addition to the cost and product 
concept – the experienced multisensory enjoyment in combination 
with the appearance, taste, aroma and texture/haptics satisfi es the 
personal expectations.
Hence, a professional  food sensory evaluation,  both in terms of 
an analytical process with trained experts as well as in the scope 
of market research in collaboration with the consumers, is more 
important than ever. A sensory evaluation that develops the recipes 
and product profi les in a way that doesn’t suit consumer’s demands 
won’t satisfy the consumers’ requirements in the end. These 
products will ultimately stay on the shelves unsold.
The observance of hygiene regulations has already become part of 
the routine in sensory testing and adhering to the safety distance 
has been solved relatively quickly by erecting partitions and forming 
fi xed teams. Skilled sensory can thus currently sample foods in 
the sensory labs again in many establishments depending on the 
sensory methods implemented. The size of the groups has been 
reduced and as a result the number of test runs carried out increased 
in order to achieve the statistically required number of participants.
It is already possible today to carry out food sensory evaluation using a 
contactless process particularly in consumer research. Especially in 
the light of the pandemic this brings additional security, and benefi ts 
from a strong social media presence and the intensive involvement 
of online communities via digital tools, sensory home-use tests and 
automated customer surveys. The product profi les provided by the 
testers in the course of “virtual sampling” and their taste preferences 
are the basis for big data. Via targeted data analyses and machine 
learning, sensory evaluators as well as the participants themselves 
can draw valuable insights from this data.
Manufacturers can draw fast conclusions on the acceptance of 
new products, new recipes or modifi cations and consumers receive 
targeted product recommendations based on their individual taste 
preferences and profi les. This leads to a clear win-win situation, 
which is attracting more and more interest within the industry and 
worldwide.
Sincerely

Automation in food sector has become 
imperative to keep production going. There 
was a fear of humans losing out to machines 
which would lead to job losses and fi nancial 
instability. The situation is the other way 
round due to lack of enough blue collar 
workers. Amid Covid 19 labour workers 
moved back to villages for food and security; 
they have not returned to cities. 
Current estimate of work force shortage in 
factories is 15% to 25% . Hence automation 
and digitalization become the heroes that 
succour manufacturers to run their plants at 
full capacity. 
Automation also played an important 
role in food safety and traceability. Covid 
brought both these factors to the forefront as 
consumers became more aware of how foods 
were prepared and from where did products 
originate. They were careful not to consume 
anything that could hamper their health. 
Automation brings standardization of 
systems and processes with predictability of 
product quality. When there is a production of 
thousands of products it becomes impossible 
for humans to keep track of them. FMCG 
companies, in the past, faced product recall 
which is a huge cost to the company both 
in terms of money and reputation. With 
tractability companies are able to reduce 
these challenges. 
As much as it sounds – automation – can 
be as simple as counting by machines. A 
great number of machinery companies are 
helping manufactures to seamlessly transit 
from semi to fully automated plants. This 
way investment gets covered over a period of 
time. 
Food marketing and Technology, India will be 
present at ANUTEC and Fi Hi in Mumbai and 
Bengaluru this September.  We make much 
effort to be near to customers and interact 
with them face to face;  such events are one 
of the best options to do so.  
Happy reading 
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With changing consumer 
dining preferences and 
economic conditions, the 

Foodservice industry mainly QSRs 
(Quick Service Restaurants) and 
HORECA (Hotels, Restaurants, Fast 
Casuals, Travel & Entertainment, Ca-
terers & Cafés), are taking bold steps 
in 2022 by fi nding innovative ways 
to improve on-site and off-site expe-
riences for guests.

To simplify their cooking 
experiences, Griffi th Foods has 
launched a new line of sauces, 
specially customised to cater to 
the Indian market. These culinary-
inspired sauces are authentically 
produced to deliver made-from-
scratch quality and fl avours that are 
popular among Indian consumers 
and are sure to exceed their 
expectations.

India’s Food Service Industry is one 
of the largest in the world and its 

Griffi  th Foods New Range of Sauces Ready to 
Flavour-up Culinary Market

output is expected to reach $535 
billion by 2025-26 – which means 
an increasing global population 
will have a greater demand for food 
in 2030. At the same time, greater 
differentiation will be required 
due to an ageing population and 
individualisation.

Culinary innovation is more 
important than ever to meet the 
evolving needs of today’s restaurant 
patrons. The brand has perfected the 
integration of consumer insights 
into culinary arts, food science and 
sensory science, to deliver best-in-
class products and solutions. The 
new range of sauces is sure to hit the 
consumers’ taste buds with fl avours 

ranging from innovative to popular 
variants to must haves.

Created by culinary experts 
established state-of-art 
manufacturing facilities in 
Bangalore, the sauces, dressings 
and gravies are crafted to deliver 
innovation, authenticity and 
convenience.

Dhiren Kanwar, president and 
managing director-India and the 
Middle East, Griffi th Foods, said, 
“Griffi th Foods establishment will 
benefi t Foodservice operators-QSRs, 
HORECA (Hotels, Restaurants, Fast 
Casuals, Travel & Entertainment, 
Caterers & Cafés), across the food 
Industry to delight their customers 
with tasty delicacies but also aid in 
business scalability opportunities 
for players in India. The global food 
organisation is expected to see more 
momentum in its product adoption 
due to multiple reasons.”

News

GoodDot Signs Rohan Bopanna as Goodness Ambassador
GoodDot, the pioneer in the plant-
based meat industry in India, has 
signed up Indian tennis player, 
Rohan Bopanna, as its goodness 
ambassador. The global Indian 
athlete will be a key part of its ‘Do 
Good’ mission of creating awareness 
about the exciting new category of 
plant-based meats and enabling 
people to make healthier and 
more compassionate food choices. 
The association will also aim to 
propagate the message that small 
changes in lifestyle and food choices 
can go a long way in making the 
world a better place. 

Bopanna said, “I am excited to 

partner with GoodDot to create a 
more compassionate world. I truly 
believe in the philosophy that if it’s 
good for the planet, it’s good for you. I 
have been fortunate to represent my 
country on the global stage for over 
two decades now. Amongst other 
things, it comes down to staying fi t, 
and eating right is the foundation for 
staying fi t to that end. I have started 
incorporating a more balanced diet 
by including alternate sources of 
protein. I believe in Abhishek and 
his team’s purpose to educate people 
about the long-term benefi ts of 
making compassionate choices and 
I am looking forward to championing 
this cause – both on & off the fi eld.”
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Biryani By Kilo, India’s most 
loved & biggest biryani & 
kebab delivery chain is 

projected to grow its revenue to Rs 
300 crore in FY 22-23. The brand 
specialises in offering 4 variations 
(Hyderabadi, Lucknowi, Kolkata 
& Guntur) of freshly dum cooked 
handi biryani along with curated 
menu replete with kebabs, korma, 
desserts and breads to more than 5 
million customers since inception. 
The company currently operates 
100+ outlets across 45+ cities 
including Delhi NCR, Mumbai, 
Bangalore, Hyderabad, Lucknow, 
Jaipur, Dehradun, Goa and 
Kolkata among others. With 
a scalable business model 
and best-in-class unit 
economics, the brand 
also has an omni-channel 
strategy by having its own 
website, dine-in restaurants, 
and dedicated customer care centre, 
aiming to achieve 35-40% (from 
current 30%) of the business through 
their own channels by Dec 2022.

The company delivers freshly 
prepared biryani to its customers 
in 60-90 minutes since the brand 
fi rmly believes that “Every good 
thing takes time”. Fresh biryani dum 
cooking unlike pizza takes at least 
30 mins. Constant innovation and 
experimentation with processes, 
tech and fl avours has contributed to 
the growth of the brand. Apart from 
biryanis, BBK menu also features 
dishes such as Chicken Ghee Roast; 
Chicken & Paneer 65, Veg & Mutton 
Galoutis, and preferred desserts like 
Phirni. Vegetarian options include 
Veg, Peshawari Chole, Kathal and 
Paneer Biryanis; curries and kebabs 
such as Paneer Nawabi, Paneer 65 
and Burani Raita, all of which are 
in keeping with the tradition of the 

Biryani by Kilo to Achieve 
Rs 300 crore Revenue in FY’22-23

Nizams and are utterly delectable. 
Also BBK delivers premium melt 
in mouth – Veg & Non Veg Kebab 
Platters.

The brand processes around 4-5 
million orders in year currently, 
with an average order value of Rs 
725. The company dum cooks each 
handi biryani for every individual 
order & delivers the same handi to 
the customer to preserve freshness, 
taste, authenticity, and hygiene. It 
also truly believes in the concept of 
sustainability, thus sources its handis 
from local artisans eliminating 

the middlemen and 
providing sustainable 

employment to 
craftsmen. Also these 
handis are reusable 
for cooking, putting 

plants & DIY activities.

Biryani By Kilo, India’s most loved 
& biggest biryani & kebab delivery 
chain is projected to grow its 
revenue to Rs 300 crore in FY 22-23. 
The brand specialises in offering 4 
variations (Hyderabadi, Lucknowi, 
Kolkata & Guntur) of freshly dum 
cooked handi biryani along with 
curated menu replete with kebabs, 
korma, desserts and breads to more 
than 5 million customers since 
inception. The company currently 
operates 100+ outlets across 45+ 
cities including Delhi NCR, Mumbai, 
Bangalore, Hyderabad, Lucknow, 
Jaipur, Dehradun, Goa and Kolkata 
among others. With a scalable 
business model and best-in-class 
unit economics, the brand also has 
an omni-channel strategy by having 
its own website, dine-in restaurants, 
and dedicated customer care centre, 
aiming to achieve 35-40% (from 
current 30%) of the business through 
their own channels by Dec 2022.
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News

Hyderabad based 3F Oil 
Palm Pvt. Ltd., a leading oil 
palm company in India, an-

nounced that it will kick off its in-
vestment in the northeast by setting 
up an integrated Oil Palm factory in 
Arunachal Pradesh.

The factory groundbreaking 
ceremony will take place on 
September 30, 2022, at Roing in 
lower Dibang Valley. The company 
had already acquired 120 acres of 
land for the project in the month of 
February. All necessary approvals 
and statutory clearances pertaining 
to the land were also obtained.

The integrated Oil palm project 
will consist of a State-of-the-
art Oil palm factory (Palm Oil 
Processing and Refinery), a Zero 
discharge effluent plant, a power 
plant based on palm waste, and 
other buildings and godowns for 
support functions. The addition of 
this factory will supplement the 
existing company operations that 
include Nursery, Area Expansion/ 
Crop Maintenance, FFB Harvesting 
and Collection and other ancillary 
farmer services.

As the country gears up to 
commemorate the arrival 
of its most beloved festival 

Ganesh Chaturthi, Fabelle Exquisite 
Chocolate joins the festive zeal with 
its newly launched creation namely 
Fabelle Chocolate Modak Creations.

Encased with the goodness of 
traditional ingredients like coconut, 
jaggery, saffron, almond and 
turmeric, these exotic chocolate 
modaks are enveloped in milk 
and white chocolate handcrafted 
to perfection. Fabelle Master 
Chocolatiers have intrinsically 
woven the magic of traditional 
ingredients with chocolates to recreate 
an exquisite modak experience just 
the way Bappa likes it.

3F Oil Palm to Kick Start 
Arunachal Pradesh investment 
of Rs 250 crore

This Ganesh 
Chaturthi, Fabelle 
Chocolates 
launches 
Chocolate Modak 
Creations

The factory is set to be developed in 2 
phases and phase 1 is expected to be 
commissioned by September 2023. 
Phase 1 of the project is expected to 
generate local employment to over 
300 people.

It is a front runner and pioneer in the 
Oil Palm Development programme 
in Arunachal Pradesh with total 
Oil Palm Area under planting of 
around 2,000 hectares spread across 
a farmer base of 500 Farmers. All 
the area under Oil Palm is linked to 
satellite with 100% traceability.

The company is the fi rst in the state 
to import high quality hybrid variety 
imported seed sprout from selected 
identifi ed countries, for the benefi t 
of the farmer. The company is also 
the fi rst to be allotted a fertiliser 
distribution license for timely and 
cost effective supply of fertilizers to 
the farmers. Both of these initiatives 
are expected to signifi cantly increase 
farmer yields and promote ease of 
planting. With all of these fi rsts and 
the additional traction created by 
the Oil Palm Factory, the company 
is expected to add 5000 Ha per year 
over the next 5 years.





F1rst recently launched 
TooTLabs on Google Play 
Store, which went LIVE on 26 

July 2022. This app was designed 
as a means to bridge the gap 
between Indian academia and the 
food industry using technology. 
TooTLabs is a boon to students and 
universities/colleges across India, 
providing formative knowledge and 
training to prepare the students for 
food industry.

For the launch of the mobile 
application, F1rst invited esteemed 
members of faculty from prestigious 
Indian foodtech universities, food 
associations and food industry 
to have a brief discussion on the 
importance of such platforms in the 
current scenario, and the benefi ts 
of enrolling in a pre-vocational 
knowledge sharing platform. The 
eminent speakers were Dr. Usha 
Antony, Dean, College of Fish 
Nutrition and Food Technology, 
Dr. Suman Majumder, Professor 
Chemistry, Director Projects, 
Brainware University, and Dr. 
Jagadish Pai, Executive director 
of PFNDAI. The app launch event 
was titled “Bridging the industry & 
academia gap through Technology: 
TooTLabs, a curtain-raiser event”. 
An overwhelming response was 
amassed from various foodtech and 
interdisciplinary sciences students 

across the country attending the app 
launch virtually.

While it is exceedingly important 
to gain technical knowledge 
before entering the food industry, 
textbooks often fall short on 
providing the right tools to utilize 
this knowledge effectively upon 
entering the workforce. This app 
gives the users the experience of 
real time industry news, expert 
talks, webinar interactions, quizzes, 
and features product development 
contests. 

We certainly hope this app can be 
useful for all foodtech students to 
prepare themselves well before 
setting foot in the professional 
world for a smooth transition from 
studentship to employment.

F1rst Launches TooTLabs, an App that Aims to Bridge 
the Gap Between Indian Academia and Food Industry

* F1rst is a business research and consulting 
fi rm off ering its services to the food and 
beverage (F&B) ingredients space in the 
Indian sub-continent. To know more about 
TooTLabs, reach out to Kishore@fi rstmr.
com or visit https://www.facebook.com/
TOOTLabsbyF1RST/.

By Kishore*

News
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A leading dairy-FMCG com-
pany in India, Parag Milk 
Foods Limited, has an-

nounced that it has raised a total 
of Rs 131 crore through preferential 
allotment from marquee investors 
and promoters. Investors have put 
in around Rs 113 crore, demonstrat-
ing their trust in the company’s 
ethos, values as well as a promis-
ing growth strategy. In addition, the 
promoters will also invest Rs 18.75 
crore.

Devendra Shah, chairman, Parag 
Milk Foods Ltd, said, “We have 
delivered a robust Q1 performance 
with a 57.6% Y-o-Y increase in 
revenue; surpassing our internal 
growth targets both in terms of 
volume and value. The overall 
growth is broad-based and driven 
by strong traction across all our 
verticals. As we enter into the festive 
season, the demand momentum 
for dairy products continues to 
accelerate and all our brands are 
witnessing a surge in the overall 
offtake. This fund raise comes at an 
opportune time to enable us to meet 
our expanded working capital need 
to capitalise on demand potential 
and pave the way for a profi table 
business ahead.”

He added, “We are delighted by 
the trust and belief shown by the 
marquee investors in the business 
and are thankful to our existing 
shareholders for their continued 
support. The current proceeds of 
preferential shares and warrants 
would be utilised to fund our 
long-term capital requirements 
and to enhance the working 
capital needs. This will aid in 
further strengthening our balance 
sheet and drive the company for 
accelerated growth ahead.”

Parag Milk Foods Limited Raises Rs 131 cr Through 
Preferential Allotment

Investment 
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Food Safety

Edible oils are a crucial 
part of our diet as it is 
not only used as cooking 

oil but also in food product 
formulation and manufacturing of 
cosmetic products and biodiesel 
fuel feedstock. It has  high 
nutritional and economic values.  
Obtrusively, adulteration of edible 
oil has emerged as a major issue 
worldwide due to their increasing 
market demand and the potential 
profit. This is why it has become 
pivotal to monitor the purity and 
quality of edible oils to reduce the 
plethora of risks. 

In the same wake,Food Safety and 
Standards Authority of India(FSSAI) 
from time to time holds a  nation-
wide campaign against adulteration 
in edible oils (single oil as a 
constituent), trans-fatty acids and 
sale of Multi Source Edible Oils 

without proper labeling. Recently,  
a massive surveillance drive was 
carried out  across the country with 
a total of 4431 surveillance samples 
of vegetable oils, multi-source 
edible oils, vanaspati etc.across 
35 States/ UTs. In the same wake, 
the Commissioners of Food Safety 
in all States/UTs were directed to 
lift surveillance samples of these 
products in a staggered manner 
from the markets so that the sample 
base is wider and representative of 
all Food Business Operators (FBOs)/ 
Brands being sold therein. 

The purpose of the survey was 
to assess the quality, safety and 
misbranding of the cooking oil sold 
in the market.  During the campaign, 
all States/UTs Food Safety 
Departments carried out intensive 
surveillance to track down heavily 
upon the delinquent FBOs who may 
be found selling adulterated edible 
oils or loose edible oils. 

This in turn, refl ects that the 
government is willing to curb the 
adulteration menace. However, 
despite all initiatives and measures 
taken by the apex body of food 
safety and concerned authorities the 
adulteration menace is still rampant. 
There have been several incidents 
where the FBOs were caught and a 
penalty imposed  on them. 

It is important to keep a stringent 
vigil on adulteration in edible oils, 
presence of trans-fatty acids in 
hydrogenated oils, curb on sale 
of loose edible and sale of multi-
source edible oils without proper 
labeling. 

It is necessary for the health of 
consumers and smooth functioning 
of business to maintain the purity 
and authenticity of edible oil. 
The ideal way is to get the edible 
oil tested from a recognised 
laboratory. 

Why is Laboratory Testing of Edible Oil Crucial? 

By Dr Saurabh Arora*



* A prolifi c inventor, pharmacist, scientist, 
technophile, and visionary entrepreneur. 
He has been leading the contract, testing, 
certifi cation, and research business at 
Arbro and Auriga since 2005 with labs in 
seven locations. Invented, patented, and 
commercialized SNEC 30, a scientifi cally 
advanced curcumin supplement; Founder 
of Food Safety Helpline; Founder and 
Mentor of Lab-Training.com

WHY IS IT IMPORTANT TO TEST 
YOUR EDIBLE OILS FROM A 
RECOGNISED LABORATORY?
It is indispensable to ensure that the 
oils and fats are of utmost quality, 
pure and free from rancidity. In order 
to meet the entire specifi cation 
the best and easiest way is to get 
a laboratory test. Moreover, it is 
foremost to fulfi ll the regulatory 
requirements and standards laid 
down by FSSAI and as per Prevention 
of Food Adulteration Act and other 
governing bodies like Bureau of 
Indian Standards.

BENEFITS OF EDIBLE OIL TESTING
• Ensure that the Edible Oil is 

safe for consumption and there 
is no trace of contamination, 
adulteration of rancidity.

• Comply with national and 
international standards laid down 
by the regulatory bodies. 

• Determine the Shelf Life of 
the Edible Oil to establish the 
consumption period or the ‘Best 
Before’ date which helps maintain 
the quality of the fi nal product

EDIBLE OIL TESTING AND 
LABELING AT AURIGA RESEARCH
Our laboratories in pan India 
locations provide one stop solution 
for your edible oil testing and labeling 
requirements. We have avant-garde 
equipment in our laboratories. 
We also provide inspection and 
assurance services in order to 
ensure that your product complies 
with all the regulatory requirements. 
Our laboratories are authorized by 
Bureau of Indian Standards(BIS).We 
are accredited by (NABL) National 
Accreditation Board for Testing and 
Calibration laboratory. We ensure 
product solutions for the entire cycle 
of production. Be it near-infrared 
(NIR) spectroscopy,inductively 
coupled plasma-optical emission 
spectroscopy (ICP-OES), liquid 
chromatography (LC), or gas 

chromatography (GC), we deliver 
critical information of the entire 
process whether it involves 
raw material identifi cation, 
compositional analysis, 
contaminant testing, or additive 
analysis.

We provide a comprehensive 
state of the art edible oil testing by 
conducting testing and analysis 
of edible oil samples for quality 
confi rmation, blending evaluation 
in order to ensure that there is 
no contamination. We confi rm 
and validate that it meets all the 
regulatory requirements of national 
and international standards.Our 
profi cient team of researchers 
and scientists have in-depth 
knowledge and understanding. Our 
testing process is accurate, timely, 
precise and affordable. We handle 
each sample and your testing and 
analysis needs with an accurate and 
service-oriented approach to ensure 
the accurate results.  We also fulfi ll 
the food labeling requirements in 
compliance with FSSAI. 

To avail our services contact us at;
SPoC +91-8588851888
Email : auriga@aurigaresearch.com , 
arbrolab@arbropharma.com 
Website: https://aurigaresearch.com/
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Logistics 

With Diwali round the corner, 
dry fruits will be much in 
demand.

Over years we at Safexpress, have 
transported tonnes and tonnes of 
dry fruits all over India.

One that is certainly an interesting 
one to talk about, is fox nut 
(makhana). A dry fruit which was 
not so popular say, fi ve years back, is 
suddenly in high demand, all thanks 
to its growing popularity as  a super 
food.

Great for bone health, gut, heart, skin 
and hair, blood sugar control and 
several other things, the demand  for 
Fox nuts is on an all time high not 
just in India but also internationally 
with major exports to Europe, 
USA, China, Japan, Singapore, and 
Thailand.

The global makhana market size was 
estimated at USD 40 million by the 
end of 2020. Asia Pacifi c has been 
the market leader in makhana with a 
huge pie of 85.2 per cent in 2019 and 
India has been a crucial player.

In India, Bihar accounts for more 
than 85 percent of the makhana 
produced in the country. Madhubani, 
Darbhanga, Sitamarhi, Saharsa, 
Katihar, Purnia, Supaul, Kishanganj 
and Araria in Bihar are climatically 
suitable for makhana cultivation. 

According to agriexchange.apeda.
gov.in, the estimated value of the 
production of foxnuts at the farmers’ 
end is Rs 250 crore and it generates 
revenue of Rs 550 crore at the traders’ 
level.

What also makes the Makhana story 
heartwarming is that every time 
our vehicles move them, we know 
some home in some remote village 

must have generated some income 
for themselves in their growing or 
sorting or processing.

Planted in about 1.5 feet deep water, 
picking makhanas in India is a 
labour-intensive process where 
every piece is picked by hand. What 
is also very labour intensive is their 
processing. Ravi Atal, Shridhar 
Patil, Subodh Kumar, Suman Lata 
and Sonam Roy in a study titled, 
‘Processing of Makhana and 
Value Chain Financing in Bihar’, 
published in November 2020 in the 
International Journal of Current 
Microbiology and Applied Sciences, 
say as much. 

According to their study, almost 
100 per cent makhana is a “labour 
intensive activity without any kind 
of processing mechanisation.”

So washing the seeds, drying 
them, popping them is still done 

Going Nuts Over Fox Nuts
By Vijay Vashisht*
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Logistics 

* Associate Vice President, Business 
Development Management, Safexpress 
Pvt. Ltd

traditionally. All of this is pretty time 
consuming. There have been efforts 
to mechanise  the process but most 
have been unsuccessful.

Also unlike in other products where 
business men go directly to source 
what they want, they don’t always 
prefer to come to Bihar. This means a 
company from say Delhi or Mumbai 
will source it and then further 
repackage and sell it. We are a part of 
this entire chain, transporting from a 
village to a big city and then within 
the city.

What makes foxnuts a somewhat 
challenging commodity to transfer 
is the fact that even though they 
are light, they are volumetric. Also, 
better the quality of makhanas, 
the fl uffi er they will be, thereby 
occupying more space. This makes it 
a little more challenging to transport 

them. And because they need to be 
kept safe from getting wet (which 
will spoil them), they are packed in 
special bags.

These little problems make the 
overall process of transporting and 
storing Foxnuts a bit tricky and 
complicated.But we at Safexpress 
keep these little but extremely 
crucial nuances in mind. So we make 
sure we transport these special bags 
with care and safety.

The fact that the fox nuts could 
traverse long distances with different 
geographical conditions  in the place 
of packaging and delivery, we make 
sure they are transported with extra 
safety. Any extra pressure and the 
perfect white round nuts could 
break. Which is why Safexpress 
takes great pride in meeting each 
of the transport demands of each 

of our products and foxnuts are no 
exception. 

Because we at Safexpress thrive 
on challenges and never let our 
partners down!









Pentalabel® eklipse®
Keep your products fresher longer
eklipse® is perfectly suited for high-impact branding and makes your products 
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Wheat Texturates and Ingredients for Vegan Cold 
Cuts High on the Agenda

The great reaction of visitors to the Loryma booth 
showed the relevance of sustainability issues, and 
industry’s continued demand for plant-based solu-

tions. The portfolio of extrudates, in particular, attracted 
huge interest among attendees. When water is added, the 
textured wheat proteins of the Lory® Tex range develop 
a fi brous, meat-like structure. They are available in vari-
ous shapes and sizes and are suitable for the production 
of a wide variety of alternative and hybrid products. Also 
of interest to meat producers were Lory® Crumb extruded 
breadcrumbs, which can serve as a crisp coating for virtu-
ally any substrate.

Another example of the functionality of wheat-based 
ingredients is the vegan mortadella that was available for 
tasting. Thanks to the wheat-based binding component 
Lory® Bind, the purely plant-based cold cut has an 
elastic, fi rm structure and, as a result of enrichment 
with hydrolysed wheat protein (Lory® Protein H12), a 
protein content similar to its meat-based counterpart. 
Manufacturers can use Loryma’s prototypical concept 
as a stimulus for new product development, and adapt it 
according to individual requirements with the inclusion 
of, for example, peppers or mushrooms. The mouthfeel is 
very similar to that of the animal original, but the vegan 

alternative has signifi cantly less fat, is low in sugar and 
contains additional fi ber.

Henrik Hetzer, Managing Director of Loryma, says of 
the company’s show success: “The great response from 
visitors to our stand proved that our ingredients are at 
the forefront of current consumer demand. Optimized 
nutritional values, in particular, are playing an increasingly 
important role in meat alternatives and our high-protein 
applications received a lot of attention. My team and I had 
great, stimulating discussions and are looking forward to 
new collaborations and product innovations.” 

Ingredients

Plant-based application concepts from Loryma impressed during tasting Textured wheat proteins in 
high demand.  
Ingredients specialist Loryma presented functional solutions made from wheat for the production of 
meat products, vegan alternatives and hybrid applications at IFFA, in Frankfurt. The vegan snack plate 
with protein-rich mortadella, salami, beef jerky and delicatessen salads attracted particularly positive 
feedback, as did the Lory® Protein (hydrolysed protein) and Lory® Tex (textured wheat proteins) product 
ranges, and their possible areas of application.
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WHY TURN TO SWEETENERS?
FMCG Gurus consumer insights 
found that 66% of global consumers 
seek out products containing 
sweeteners as an attempt to avoid 
or moderate sugar intake. With a 
greater focus on improving diet 
and lifestyle to aid healthy ageing, 
more consumers are making 
efforts to reduce the amount of 
sugar in their diet. Additionally, 
plant-based sweeteners with 
free-from claims can appeal to 
health-conscious consumers 
looking for better-for-you options 
in their diets. This, alongside 
organic and sustainability claims, 
can help products containing 
sweeteners instead of sugar be 
seen by consumers as a guilt-free 
alternative.

However, it is interesting to note 
that FMCG Gurus consumer insights 
found that 50% of consumers deem 
natural sweeteners to be healthy, 
but only one in four consumers are 
making active attempts to seek out 
products that contain them. This 
suggests that there is not enough 
motivation alone from natural 
sweetener claims on packaging and 
this is something that brands need 
to address. 

BARRIERS FOR THE SWEETENER 
MARKET
One of the main barriers for the 
sweetener market is a lack of 
education. 

Many consumers are simply not 
educated enough about the different 

types of sweeteners on offer. Only 
27% of global consumers regularly 
conduct research into different 
types of natural sweeteners. This 
highlights that consumers will seek 
out products where information is 
clearly available on the packaging 
about the sweetener content. The 
industry should address this and look 
for ways to  encourage consumers to 
research and educate themselves on 
natural sweeteners. This can help 
avoid confusion where consumers 
might label a sweetener as artifi cial 
if they believe the ingredient sounds 
chemical, even if this is not the case. 

Another issue to address is cost. 
FMCG Gurus consumer insights 
found that only 29% of consumers 
were willing to pay a premium for 

Consumer Attitude Towards Sweeteners
The ongoing war on sugar has shaped consumer attitude towards sugar and what excessive sugar intake
is associated with. As more consumers have become conscious about their health and wellbeing in the 
last couple of years this is something that has amplifi ed. As many consumers view sugar as a cause of 
obesity and link excessive consumption with health problems, sugar intake is something that people are 
looking to reduce.

Ingredients
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food and drink containing natural sweeteners. 
In a time of reduced fi nancial confi dence with 
living costs on the rise, consumers are looking to 
cut they amount they spend on food and drink. 
Consumers can associate betterfor- you products 
with a higher price point and may avoid products 
with sweeteners due to this preconception.

This also demonstrates that natural sweetener 
claims alone are not enough to infl uence 
consumers to pay a premium price. Again, brands 
should encourage consumers to understand 
about individual sweeteners rather than natural 
sweeteners as a collective. This can help them 
make informed decisions about the products 
they consume and the sustainability, heath and 
quality benefi ts of these ingredients. 

Most importantly, the biggest barrier that 
sweetener brands need to overcome is the 
sensory appeal of sweeteners. Globally, 57% 
of consumers state that natural sweeteners 
lack in taste and 36% state that they regularly 
experience a bitter taste when eating or drinking 
products that contain natural sweeteners. This 
is something that the sweetener market has 
been faced with for a long time. Consumers will 
want to seek out products that are guilt-free and 
healthier, but will not want to compromise on 
taste. The industry should continue to innovate 
and work on improving the taste of ingredients 
so consumers are more likely to turn to products 
containing sweeteners.
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Processing

Traditional foods consumption 
is deeply rooted in culture 
and an expression of people’s 

values and identity. Certain tastes 
are linked to cultural backgrounds, 
and by eating them, we not only 
satisfy our cravings, but also 
gain a sense of belonging. The 
development of processed Indian 
traditional meals has been driven 
by consumer tastes. The idea of 
traditional dishes in packaged form 
has also been supported by the 
demand for rapid cooking choices as 
a result of changing lifestyles. The 
most pressing issue currently facing 
Indian Traditional Food Processing 
(PITF) companies is product 
standardization by replicating 
homemade recipes on an industrial 
scale. The potential for growth in 
the Indian processed food sector is 
high due to consumer resistance 
to Western foods and positioning 
of current Western foods as “in-
between” meals or children’s snacks. 
PITF were created as a result of 
consumer preferences for traditional 
foods and a desire for convenience, 
so their potential remains untapped. 
Current dominance in the traditional 
processed foods sector by beverages, 
snacks, and sweets.

TRENDS 
PITF has witnessed incremental 
attention in recent years due to 
FSSAI regulations, technology 
developments, social changes, and 
many more macro developments. 
Processed Indian traditional Foods, 
encompassing food service and 
packaged foods, has been part of this 
trend with an increasing contribution 
within the foods industry. Trends 
observed with changing consumer 
perception towards traditional 

The Potential of Processed Indian Traditional 
Foods (PITF) Still Exists in India 

tastes with healthier options and 
rising demand for Indian products 
in the global market is evident 
from the presence of Haldiram’s 
and Bikanervala in over seventy 
countries in the Indian snacks 
sector and look out of for innovative 
and convenient food products 
with traditional fl avors among the 
consumers, emphasizing the use 
of healthier ingredients. Kellogg’s, 
a global player, tailor products such 
as breakfast cereals fl avours thandai 
badam, Kesar pista and rose badam, 
and Upma (a popular south Indian 
dish) for Indians.

PROCESSED TRADITIONAL 
BEVERAGES 
The organized traditional beverage 

market in India is small and growing 
rapidly, but the unorganized market 
is substantial. Customers are 
looking for healthier alternatives 
as carbonates grow slowly across 
the globe. Due to the growing 
demand for healthier alternatives, 
the development of the traditional 
beverage sector in India has the 
potential to dominate the beverages 
market. Because of this, Demand 
for Indian processed traditional 
beverages will rise further. In a 
market dominated by soft drink 
multinationals, the move to provide 
Indian traditional tastes in the 
beverage sector, such as nimbu 
paani, tender coconut water, and 
sugarcane juice, is expected to bring 
about change. Dabur, Paper Boat 

By Vijayendran M*
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(Hector Beverages), Milk Mantra, and 
Raw Pressery are a few companies 
that have beverage products with 
a traditional touch. The range of 
traditional beverages are panakam 
(South), kokum, thandai (North), 
aam panna, golgappa ka pani, lassi, 
fl avored milk shakes (curcumin, 
mango etc.), and conventional fruit 
juices without additives or artifi cial 
fl avors. 

New investments in the traditional 
beverage sector in 2022: A traditional 
snack-food company in India, 
Haldiram’s, is opening its own 
manufacturing facility in Nagpur 
for traditional beverages like Aam 
Panna, Jal Jeera, a variety of Lassi 
products. Beverage start-up, Lahori 
has raised funding to sells packaged 
nimboo (lemon) soda, kacha aam 
(raw mango) soda, and shikanji 
(Indian lemonade). It represents the 
potential of the sector.

PROCESSED TRADITIONAL 
SNACKS 
The Indian savoury snacks market 
can be broadly segmented into 
western snacks and traditional 
snacks. Western snacks continue 
to dominate the organized market, 
with traditional snacks being the 
unorganized with ethnic fl avors. 
Traditionally, snacks are prepared 
from ingredients commonly 
available at home without a 
great deal of preparation. Indian 

Organised processed traditional 
snacks key players are Halidram’s, 
Bikaji, Bikanerwala, Townbus, 
A1Chips, A2B and more. Broaden 
their consumer base and expand 
their product portfolio, Indian snack 
manufacturers are introducing 
value-added products in various 
traditional fl avors, textures, and 
seasonings. The trend indicates 
that consumption of traditional 
snacks is increasing as the leading 
international players enter this 
sector with their diversifi ed product 
offerings. PepsiCo India introduced 
Lay’s Wafer Style in ‘Salt with 
Pepper’ and ‘Sundried Chilli’ fl avors, 
inspired by the traditional home-
dried pappadams that are part of a 
traditional South Indian meal.

The two main categories of fl avors 
used in snacks are traditional 
fl avors and international fl avors 

Traditional fl avors include chilli, 
masala, tomato, ginger, garlic 
etc., and international fl avors are 
BBQ, Jalapeno, Pizza, Maggie, and 
Mexican. There is high demand for 
local fl avors in snacks and trend is 
towards traditional fl avors. Many 
key players have introduced new 
products with traditional fl avors; 
Parle has introduced new products 
in the namkeen sector making use of 
traditional masala fl avor (Chatkeens 
lite chiwda, Chatkeens Gujarati 
mixture, Chatkeens farali chiwdo). 

TRADITIONAL SWEETS 
The Indian sweets market is largely 
unorganised classifi ed as dairy, 
cereal and pulse and nuts and fruit 
based or different combinations of 
different ingredients. Standalone 
mithai shops are located throughout 
India and sell regional as well as 
traditional sweets such as Gulab-
Jamun, Rasgulla, and a variety 
of Barfi s. Product offerings from 
organised players in the sweet 
market include tinned Gulab Jamun, 
Rasgulla, Bengali mithai, and so on. 
Because of the pressing issues of 
hygiene and safety caused by the 



Covid-19 pandemic, there has been 
a gradual increase in demand for 
packaged sweets. Haldiram’s, Bikaji, 
Bikano are the major players in the 
organized sweet industry which 
offer a wide range of packed sweets. 

Chocolate in traditional taste, Nestle 
KitKat Cheerful Break Mango Flavor 
was recently launched in India, 
with the aroma of traditional Indian 
alphonso mango. 

GOVERNMENT SUPPORT 
In India, there are thousands of 
unorganized traditional processing 
units. The Government of India is 
taking all necessary steps to boost 
investments and organise the 
food processing industry through 
the Ministry of Food Processing 
Industries (Mofpi) by sanctioning 42 
Mega Food Parks (MFPs) to be set up 
in the country under the Mega Food 
Park Scheme. 

The Government of India is 
commemorating the ‘Azadi Ka 
Amrit Mahotsav’ to mark the 75th 
anniversary of India’s independence. 

As part of the celebrations, Food 
Processing Week 2.0 was held 
by MoFPI in April 2022 as part of 
the ‘Kisan Bhagidari, Prathmikta 
Hamari’ Campaign by the Ministry 
of Agriculture & Farmers Welfare 
development this social media 
campaign helps development of the 
food processing sector of the food 
processing sector and will greatly 
benefi t the farmers, producers, 
processors and consumers. 

CONCLUSION
Snacks, beverages, and sweets are 
key PITF sectors with enormous 
potential but are largely untapped 
in India due to unorganised 
disposition. Since global key players 
recognise the potential of the Indian 
market, they tailor their products 
to traditional tastes. There are 
huge opportunities for start-ups 
and private equity companies in 
the traditional food category here; 
if Indian companies fail in this 
category, international companies 
will occupy this space. The consumer 
will be the sole decider of what food 
he or she will consume and the 
amount that food should cost. Food 
producers have the responsibility 
of providing healthy, tasty, and safe 
food by consumer preference. All 
the stakeholders, the government, 
food industry, the consumer, and 
nutritionists, should agree for it to be 
a winning game for all. 

At F1rst, we are committed to 
addressing PITF’s key issues such as 
affordability, packaging, processing 
technologies, ingredient price 
stability, availability, shelf life, fresh 
taste, nutrition, taxation, technology, 
and innovation, among others, 
through a series of events and jointly 
taking a step toward growing PITF.

* About the author: Vijayendran M, is 
an Associate Project Manager at F1rst 
with a postgraduate in Bio-Chemical 
Technology (BCT). For more information 
about this study, you can reach out to 
Vijayendran@fi rstmr.com
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Foodlink F&B Holdings India 
Pvt. Ltd, one of India’s 
largest luxury F&B service 

companies has been honoured with 
two prestigious awards at the 13th 
edition of ‘WOW Awards Asia 2022’ 
held in Mumbai. The company was 
recognised for Concept, Design, 
and Presentation for a social event 
and for providing an incredible 
F&B experience through its luxury 
catering division, Foodlink Luxury 
Catering. Also, the company 
was honoured for its signifi cant 
contribution during the COVID-19 
pandemic in the F&B industry as 
‘Best CSR Initiative in Covid Time’.

The award was received by Mr. 
Siddharth Mehta, Business Head, 
Foodlink Luxury Catering (Mumbai), 
Priyanka Bhambhani – Marketing 
Head and Drishti Hingorani – Brand 
Manager of Foodlink F&B Holdings 
India Pvt. Ltd. The ‘WOW Awards 
Asia 2022’ is the region’s largest 
business & recognition platform for 
the Experiential Marketing, MICE, 
LIVE Entertainment & Wedding 
Industry.

The award was conferred upon 
Foodlink F&B Holdings India Pvt. Ltd. 
after following stringent protocols 
and a screening process. The KPMG 
(Registered) – Process Advisors and 
Evaluators of WOW Awards Asia 
in India, Jury members included 
dignitaries with absolute expertise 
and experience to judge particular 
categories of awards such as 
Experiential Marketing, Experiential 
Celebrations, Experiential 
Management, Experiential Venues 
and Live Quotient.

On receiving the award, Mr. Sanjay 
Vazirani, CEO, Foodlink F&B 
Holdings India Pvt. Ltd. said,

“Through the journey of building 
Foodlink from a 13-member team to 
an 800-plus member team, I always 
aimed to make it an organisation 
that actively participates in 
making this world a better place for 
everyone. We run a lot of activities 
for the social welfare of our team and 
society at large. I am proud of our 
‘The Khichdi Project’ initiative which 
was launched in Mumbai to help 
the masses during the challenging 
times of the COVID-19 pandemic. 
I thank Wow for recognizing our 
efforts. I wish all the best to Deepak 
Chaudhary (Founder & Director of 
Event FAQ’s) and his team for putting 
together such a phenomenal WoW 
Awards 2022 event.”

“We are delighted to receive the Wow 
award because everything we do is 
to WoW the world with our world-
class culinary experiences. Such 
industry recognitions boost the 
morale of the team and spread the 
cheer of motivation to continuously 
deliver the best.”, Mr. Vazirani, added 
further.

Foodlink Bags Two Notable 
Awards at WOW Awards Asia 2022
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Packaging

In Germany around 60 percent 
of fresh fruit and vegetables is 
sold pre-packed in retail outlets. 

Two thirds of the packs are based 
on plastic, and the remaining one 
third on cardboard or other paper 
fi bre materials. Plastic packs 
in particular are often viewed 
critically by environmentally-
conscious consumers - but without 
justifi cation. Because packs protect 
food along the entire process 
chain. They preserve the freshness 
and appetising appearance of the 
product. They extend the shelf 
life and therefore make a major 
contribution to preventing food 
waste due to premature spoilage. 
And last but not least, their CO2 
balance is also very impressive. 
The latest studies show, that the 
ecological footprint of a processed 
food product is generally up to 30 
times higher than the footprint of its 
packaging. Within the food sector in 

Sustainable Closure Sealing and Labelling of 
Fruit and Vegetable Trays 

Germany, the proportion taken up 
by the packaging is just one to three 
percent.

MULTIVAC RECOGNIZED THE 
SIGNS OF THE TIMES AT AN EARLY 
STAGE
In spite of these fi gures, every gram 
of packaging material saved helps 
the environment. As does every 
conventional packaging material, 
which is replaced with a recyclable 
and more material-effi cient 
substitute. MULTIVAC is a solution 
provider, which has been working 
intensively for years on optimising 
the sustainability and effi ciency of 
packaging and labelling concepts. 
The labelling specialists from the 
Westphalian town of Enger have 
already set the benchmark in the 
sector with their full wrap labelling. 
Now follows the next stroke: Top 
Wrap and Top Close appear just in 
time for FachPack 2022 - two more 

powerful concepts for the closure 
sealing and labelling of fruit and 
vegetable trays. 

Whereas Top Wrap involves applying 
a label to the top and both sides of 
the tray, Top Close seals the tray 
closed just with a label from above. 
Both concepts are the ideal choice 
for all fresh products, which do not 
have to be packed under modifi ed 
atmosphere or airtight in a vacuum. 
This means that a label can be used to 
simply seal the tray closed and label 
it attractively at the same time. Both 
labelling solutions have one thing 
in common: They provide a strong 
purchasing incentive thanks to their 
attractive label and recyclable pack. 

The self-adhesive labels on a 
backing material not only offer a 
large area for customer information 
and marketing purposes, they also 
open up a wide range of possibilities 

Wolfertschwenden, 18 August 2022 - A new trend is evident, particularly with natural products such as 
fruit and vegetables: Packaging and labelling has to be very sustainable nowadays - and also especially 
secure. Rethinking is the new creed. In addition to its groundbreaking concept of Full Wrap, MULTIVAC 
Marking & Inspection now offers two more high-quality and sustainable labelling solutions for fresh 
produce trays - Top Wrap and Top Close.
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for product presentation in terms of 
material thickness and label shape. 
It is possible for example to have cut-
outs in the label, as well as adhesive-
free zones, so that contact with the 
product is prevented. Perforations 
serve as opening aids and make the 
handling of the packs easy for the 
consumer.

WITH TOP WRAP ...
The label makes sure, that the 
content can not fall out of the tray 
or be removed by the customer. But 
in contrast however to full wrap 
labelling, the label is only applied to 
the top and two sides, and not around 
the complete pack. This saves 
material and ultimately resources, 
and the label achieves its purpose in 
equal measure.

“Thanks to a combination of 
cardboard trays and standard self-
adhesive labels made of paper or 
renewable materials, this produces 
a pack that can be sorted perfectly 
into its separate components for 
recycling,” emphasizes Michael 
Reffke, Product Manager for 
Labelling Technology at MULTIVAC 
Marking & Inspection in Enger. 

In addition to this, it is also possible 
with Top Wrap to use fi lm labels made 
of polypropylene. Polypropylene 
labels offer the great benefi t of 
providing the optimum view of the 

product thanks to a transparent 
window on the top of the tray. Since 
the backing material is not peeled off 
in this area, the content of the tray 
is protected against contact with 
the label adhesive. And as Michael 
Reffke says, “The proportion of 
plastic in such a pack is under 10 % 
depending on the label material used. 
The label can also be easily removed, 
making it simple for the consumer 
to separate the materials into the 
different recycling channels.”

WITH TOP CLOSE ...
Plastic or cardboard trays with a 
wide fl ange or even round trays can 
be sealed closed simply and securely 
on the top and labelled at the same 
time. The label only adheres to the 
fl anges of the tray. Thanks to an 
adhesive-free zone or retention of 
the backing material in the middle 
of the label, the product does not 
come into contact with the adhesive. 
Transparent labels also allow an 
optimum view of the product, while 
ventilation holes ensure that there 
is air circulation. The label can also 
be printed on the labeller itself with 
a best-before date for example, and it 
is even possible to inspect the print 
on the label.

With an output of up to 200 products 
per minute, a labeller with Top Close 
has a particularly high output. The 
trays are automatically labelled 

on the run, and they are either 
fed in manually or transferred 
automatically from an upstream 
module. When compared with time-
consuming, manual packaging 
solutions, this provides tangible cost 
savings and a very effi cient process. 

MULTIVAC CONVEYOR BELT 
LABELLERS - HIGH-OUTPUT AND 
VERY FLEXIBLE
MULTIVAC’s high-output conveyor 
belt labellers, such as the L 310 FW 
or the L 312 FW with weigh price 
marking, which was presented for 
the fi rst time at Anuga FoodTec 
2022, offer a wide range of different 
labelling solutions depending on the 
type and content of the tray as well 
as the packaging materials used. The 
models can be integrated seamlessly 
into existing lines, or they can be 
used as a stand-alone solution with 
manual product infeed. 

Since MULTIVAC Marking & 
Inspection is currently celebrating 
its 50th anniversary, an attractive 
birthday bonus is on offer for all 
customers, who decide on the 
purchase of a conveyor belt labeller 
before the end of 2022.

Packaging
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It is always recommended to 
check the package’s seal before 
making a purchase of packaged 

food from any market. Buying an 
unopened package could expose one 
to a great deal of contaminants and 
bacteria. There are numerous new 
food packaging innovations that aim 
to extend many foods’ shelf lives so 
that relief food can reach those who 
need it in a world that is working to 
end global hunger. 

A very specifi c set of safety 
requirements for food and beverage 
packaging must be followed. 
Preferred glues are the ones that 
can withstand extremely high 
temperatures and are secure for 
both direct and indirect food contact. 
Certainly, sealing is essential to 

Glue and Sealing – Functions in Packaging; 
Types of Glue and Sealing Methods

Packaging

preserving product quality over the 
course of storage and avoiding food 
waste. 

Case and carton sealing and folding, 
seal tray forming, package labelling, 
windowing, fi lters, and many other 
tasks require the use of food and 
beverage packaging glues. There are 
various types of glues. For instance, 
liquid glues are frequently used for 
labelling, case and carton sealing, 
and folding while gelatin glues are 
frequently used for rigid food boxes 
like cereal or candy boxes.

BASED ON THE TYPE OF 
PACKAGING , DIFFERENT TYPES 
OF GLUES OR ADHESIVES ARE 
USED:
• In case of plastic packaging , 

which is the most common type of 
packaging , UV curable adhesives 
are preferred. 

• For paper packaging ,water-based, 
solvent-based, and hot melt 
adhesives are the most suitable 
types. 

• Pressure-sensitive adhesives 
function well with foam that has 
a smooth surface, such as poly or 
charcoal foam. 

• Many acids, bases, and solvents 
are resistant to epoxy-based 
adhesives. Due to the incredibly 
solid bond, they produce, 
polyurethane reactive hot 
melts are also fantastic for 
aluminium.

By Yashvee Vaghela*
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THERE ARE VARIOUS TYPES OF 
SEALING:
• Heat sealing:

With a set of crimp seal heating bars, 
conventional heat-sealing systems 
use a combination of heat, time, and 
pressure to form a seal. The melting 
of a layer of plastic and the joining 
of the two layers of fi lm occurs when 
the jaws come together.

• Ultrasonic sealing:

Since the seals at the longitudinal 
and transverse seams are smaller, 
ultrasonic sealing requires less 
energy than heat sealing and results 
in noticeable fi lm savings. The level 
of seal integrity that can be attained, 
though, is the primary argument 
in favour of ultrasonic sealing. It is 

quite useful in the salad industry. 
For the sealing technique , there are 
various types of jaws employed for 
applications. Rotary jaws, D-cam, 
long dwell and box motion are 
the kinds of jaws used in sealing 
methods.

There are different packaging 
requirements for various types 
of food. The adhesives industry 
provides products based on a wide 
range of technologies for use in 
food packaging in order to satisfy all 
requirements. Companies in the food 
and beverage industry are starting to 
modify the way they handle plastic 
bottles, food packaging in response 
to the damaging effects that plastic 
waste has on the environment. Eco-
friendly food packaging options 
made of biodegradable materials 

have started to become a widespread 
trend in the industry as F&B 
packaging starts to move away from 
plastic. The use of environmentally 
friendly glue will rise as a result of 
sustainable food packaging, which 
will ultimately aid the industry in 
lowering its environmental impact.

All in all , the safety of the food you 
eat every day is greatly infl uenced 
by the use of appropriate food 
packaging equipment, which also 
makes it possible to transport food 
items safely and easily. If done 
properly, packaging can prevent food 
from going bad. Glue and sealing 
is one of the important domains of 
packaging. 

* In-house writer, FMT Magazine
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Packaging waste question 
started raising few years ago 
aiming to eliminate packag-

ing in order to stop the millions of 
tonnes of packaging waste going to 
landfi ll or making its way into our 
rivers and oceans. All packages fl y-
ing around the globe are great for 
our convenience, but they are not 
always so great for the environment. 
Materials like cardboard boxes have 
low ecological impact, but many oth-
er materials, like plastic packaging 
and Styrofoam packing, will not bio-
degrade, and they are not recyclable. 
Consumer packaging, such as the 
rings around soda cans and bottles, 
adds even more to the waste. Ac-
cording to the Environmental Pro-
tection Agency (USEPA), packaging 
contributes to an astonishing 77.9 
tons of municipal solid waste per 
year — almost 30% of the total quan-
tity of waste. Packaging represents 
a staggering 65% of all household 
trash. There’s an increasing variety 
of alternative materials on the pack-
aging market. After the development 
of compostable packaging, plantable 
packaging is the next big thing. We 
are talking about whatever pack-
aged product, which incorporates 
seeds and allow the packaging to be 
buried in the soil and disintegrate 
while fl owers or herbs are fl ourish-
ing. Plantable packaging is the epito-
me of the zero-waste concept, that is 
been gaining popularity over the last 
years. It leaves no trace in our envi-
ronment.

PLANTABLE PACKAGING
Green packaging, also called 
sustainable packaging, uses 
materials and manufacturing 
techniques to diminish energy use 
and reduce the harmful impacts 
of packaging on the environment. 
Green packing solutions often 

include biodegradable and recyclable 
materials in preference to materials 
like plastic and Styrofoam. Green 
manufacturing processes take steps 
to reduce their power output and 
diminish the number of greenhouse 
emissions they produce. This zero-
waste plantable packaging is made 
with post-consumer materials 
embedded with seeds, after using 
the product the package can be 
buried in soil and the seed converts 
into some plant, so it will defi nitely 
show your eco-commitment and 
promote corporate sustainability. 

PLANTABLE PACKAGING AS ZERO-
WASTE PACKAGING
Plantable packaging comes under the 
zero-waste concept, since whatever 
product has seeds embedded in its 
packaging material, which then 
can be planted after the product is 
consumed, ending up with fl owers 
or plants and zero packaging waste. 
Plantable packaging is a zero-waste 
solution for products that require 
traditional paper packaging such as 
small boxes, belly bands, inserts and 

Plantable Packaging: A Zero-Waste Concept

box fi llers. Made with post-consumer 
materials embedded with seeds, this 
biodegradable paper doesn’t leave 
any waste behind and will grow into 
something that will actually have a 
positive impact on the environment. 
As pollinator plants, wildfl owers are 
incredibly benefi cial to important 
species such as declining honeybee 
populations. 

KEY PLAYERS IN PLANTABLE 
PACKAGING
1. Pangea Organics: The very fi rst 

company introducing a plantable 
packaging. Pangea’s moulded fi bre 
box for ecocentric body/skin-care 
products is the fi rst of its kind. It 
is manufactured with zero waste 
and created from 100% post-
consumer paper board, without 
glues and dies.

2. Connor Davey: Created chocolate 
packaging that can be planted 
after use. The packaging designer 
came up with a range of different 
fl avor chocolates packaged in 
a biodegradable seed infused 

By Harshita Sonarthi1* and Supreetha. S2

Packaging
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Packaging

card like the orange fl avoured 
chocolate grows an orange plant.

3. Daniel Stankus: This prototype 
is for a 100% compostable 
tea packaging, made entirely 
from biodegradable materials, 
including a moulded fi bre 
paperboard embedded with 
medicinal herb seeds.

4. Eden’s Paper: A line of 100% 
plantable wrapping paper 
embedded with seeds that grow 
vegetables, fruits, herbs and 
fl owers. The brand is currently 
offering the paper in nine 
varieties: Sunfl owers, English 
Wildfl owers, Onions, Carrots, 
Tomatoes, Beetroot, Bell Peppers, 
Gem Lettuce and Broccoli.

5. Reduce, Reuse, Grow: A creative 
company based in California 
has designed a coffee cup that 
can be planted and grown. The 
cups, which are currently part 
of a Kickstarter Campaign, will 
have seeds embedded in their 
walls based on their locations. 
Participating stores will 
encourage people to plant the 
cups themselves or to return them 
to be planted by the company.

ADVANTAGES
• Sustainable packaging reduces 

your carbon footprint

• Greener planet

• Easy disposal

• Get more storage and more space

• Free of allergens and toxins

• It is biodegradable

• Improves the brand image

APPLICATIONS:
Plantable packaging is ideal for 
small boxes for cosmetics and other 

light-weight items, product wraps 
and toppers, or shredded as box 
fi ller. There are all kinds of creative 
things you can do with seed paper 
packaging. No matter what you use, 
this eco green packaging is sure to 
make a great impression on anyone 
that receives it.

FUTURE
An important step towards a 
zero-waste future is Plantable 
packaging. The rapid change 
towards sustainable packaging 
is pushing brands to be socially 
and environmentally responsible. 
Companies should evaluate their 
own packaging, set sustainability 
benchmarks, and fi nd ways to 
make improvements. Often times, 
a simple component reduction 
can lead to a notable reduction in 
greenhouse gas emissions and 
end-of-life impacts. Also, there is a 
huge scope for packaging industry 
to grow, as the consumption of 
per capita packaging is still as 
low as 8.7 kg in India compared 
to other regions. As sustainability 
is becoming the new lingo, the 
demand for green packaging has 
increased substantially. Overall, food 
is proving to be the biggest challenge 

when it comes to zero waste 
packaging because of sanitary and 
contamination issues. Most people 
wouldn’t want to eat something that 
has been transported and stored 
without some sort of container for 
good reason. However, there have 
been inventive ideas in recent years. 

CONCLUSION
Sustainability is a fast gaining 
importance among companies, as 
consumers increasingly look for 
products that are ‘green’. Plantable 
packaging is one of the zero-waste 
packaging as it will not leave any 
traces behind after dispose, and 
helps in making environment 
greener. Plantable packaging can 
be a good alternative packaging 
material for light weight product.

 About Us 
* 1Ph.D. Scholar, ICAR- NDRI, SRS, 

Bengaluru

 2Senior Research Fellow, ICAR- NDRI, 
SRS, Bengaluru

 https://orcid.org/0000-0002-5919-3519 

 Corresponding author: 
hsonarthi@gmail.com





44Food Marketing & Technology September 2022

1HOW HAS BEEN YOUR JOURNEY IN 
BÜHLER AND WHAT IS YOUR AREA OF 

RESPONSIBILITY?
I have been working with Bühler India since 2015. 
I have handled various businesses within the 
company, and since 2019, lead the Consumer Foods 
and Human Nutrition business for South Asia. This 
journey has been very exciting, and we strive to 
create innovations for a better world, with a special 
focus on healthy, safe, and sustainable solutions.

2WHAT ARE BÜHLER’S BUSINESSES?
Founded in 1860, Bühler is a Swiss family-

owned company and the world leader offering 
technology solutions in businesses we operate. We 
have three business pillars: Grains & Food solutions 
ensure safe and healthy food and feed; Consumer 
Foods solutions create culinary delights; Advanced 
Materials contribute to the production of energy-
effi cient vehicles and buildings.

Two billion people each day enjoy foods produced on 
Bühler equipment; and one billion people travel in 
vehicles manufactured with parts produced with our 
machinery. Having this global relevance, we are in a 
unique position to turn today’s global challenges into 
sustainable and good business. Our technologies are 
in your smartphone, solar panels, diapers, lipstick, 
banknotes, the foods you eat, and the vehicles you 
drive.

We are present in more than 140 countries and our 
philosophy is ‘in the region, for the region’. Our sales 
and service stations across countries help us being 
close to our customers and offer support in the 
shortest time.

3COULD YOU TELL US HOW BÜHLER 
BUSINESSES HAVE FARED IN INDIA?

Bühler started operations in India in 1992 with a 
sales offi ce in Bengaluru. Our operations have grown 
over the years, and we now have the fourth largest 
manufacturing plant in Bühler. Our South Asia 
headquarters is in Bengaluru, and we have sales and 
service stations across the country. 

Bühler India is one of the leading players in 
Flour Milling, Speciality Milling, Pulses, Rice, 
Sortex products, Animal & Aqua Feed, Chocolate, 
Confectionery, Breakfast Cereals, Pasta, and Noodles. 
With the acquisition of HAAS, we now have solutions 
for Biscuits & Wafer category. We are in a unique 
position to offer solutions from ‘Grain to Biscuits’ 
and work closely with all leading corporations and 
entrepreneur driven family-owned companies 
offering our technology solutions.

4WHAT ARE THE DEVELOPMENTS IN THE 
FOOD TECHNOLOGY SECTOR? ARE INDIAN 

COMPANIES READY TO INVEST IN NEW AND 
UPGRADED TECHNOLOGIES?

Industry Speak

Food Marketing and Technology Magazine had an 
interaction with Ajith Dharan, Head of Consumer 
Foods - Bühler India. He talks about various 
businesses Bühler operates and how their solutions 
impact so many people globally. He highlights 
company’s commitment on sustainability.   

Bühler Solutions 
Touch 2 Billion People 
Every Day Globally



www.fmtmagazine.in

Bühler’s vision is Innovations for a better world. 
We invest 5% of our revenue into research and 
development, enabling us to bring new technologies 
and solutions to the market. With our innovations 
we want to create impact and contribute to a better, 
more sustainable world.

Indian companies continue to search and invest 
in new technologies and are no different from 
their global counterparts. They are equally agile 
in adapting to new technologies. Investment in 
digitalisation and automation has increased by leaps 
and bounds in the last few years, with COVID-19 only 
accelerating this process.

Bühler India plays a leading role in developing 
solutions for the Indian market – the PesaMill™ for 
stone-free atta grinding, coffee roasters, pulses & 
rice milling solutions. All these solutions are well 
accepted in the market. 

5YOUR THOUGHTS ON THE RISE OF BAKERY 
INDUSTRY IN INDIA.

India is the largest producer of biscuits in the world. 
Bakery products suit the fast-moving consumer 
lifestyle. It is one of the cheapest food products you 
can grab that is relatively healthy and hygienic. 
With availability of technologies and better skill sets, 
there is variety of quality products available. With 
rising disposable income and exposure to foreign 
destinations, consumers are aspirational and want 
to try new products.

6HOW IS GLOBAL INFLATION GOING TO IMPACT 
BÜHLER’S REVENUE FORECAST FOR 2022?

Everybody’s life has been impacted due to infl ation, 

be it machinery or food manufacturers or common 
man like you and me. Since COVID-19, there has been 
a major rise in costs for logistics, steel and other 
process chains that have impacted all manufacturers 
– equipment producers and food product companies. 
Customers understand the supply chain economics 
and are continuing with their investment. Now in 
2022, we are fi nally able to see a positive impact on 
our top line growth. 

7YOUR THOUGHTS ON PLANT-BASED PROTEIN
By 2050, the global population is estimated to 

touch 10 billion. To meet this extra demand, we need 
an extra 270 million tons of proteins. Finding new 
protein sources is a must and Bühler is leading the 
way in developing sustainable alternatives through 
texturized vegetable proteins from pulses and soya.

Consumption of plant-based proteins is not new in 
India. We have been consuming lentils, soya as part 
of our daily food for centuries. The challenge is to 
develop plant-based proteins mimicking the texture 
and taste of meat, while still making it attractive 
enough for the Indian palette.

We are extremely excited about the growth of plant-
based proteins in India. We are commissioning 
the first High Moisture Meat Analogue (HMMA) 
line in India, and this will be a game changer for 
the industry. We work closely with GFI, PBFIA 
and other industry bodies to promote plant-based 
proteins in India. The market estimates for dry and 
wet plant-based proteins for 2030 is 3 billion USD 
for domestic and export market together. Bühler is 
well positioned to take the lead with solutions for Dry 
Extrusion and High Moisture Meat Analogues.

www.fmtmagazine.in
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The global frozen dessert 
market size is expected to 
reach USD 145.16 billion by 

2030, according to a new study by 
Polaris Market Research. The report 
gives a detailed insight into current 
market dynamics and provides 
analysis on future market growth.

The growing popularity of 
convenient munching among 
customers for desserts is paving 
the way for ice creams and yogurt; 
therefore, it is expected to drive the 
growth of the industry. In addition, 
increasing customer awareness 
involving a healthy lifestyle and 
following specifi c diets with low-
sugar intake is anticipated to drive 
the demand for vegan desserts.

Various players are introducing 
products in response to the growing 
demand for frozen desserts. For 
instance, in October 2019, in the 

Frozen Dessert Market Size Worth $145.16 Billion 
By 2030 | CAGR: 5.4%

U.S., Zendegii Frill Ltd. introduced 
its fi rst dairy-free, whole fruit and 
vegetable-based frozen sweet that 
contains natural ingredients such 
as cinnamon and elderflower. 
Moreover, the company specifies 
its product as vegan, paleo 
diet-friendly, gluten-free, and 
containing no-GMO.

The increasing trend of snacking 

on sweets after a meal to prevent 
effective digestive products is 
stimulating the growth of the 
industry. Climate change is another 
factor expected to generate demand 
for frozen sweets such as ice cream 
and yogurt worldwide.

The ice-creams product segment 
was the largest revenue share in 
the product category in 2021. The 

Marketing Insight



* About Us 
 Polaris Market Research is a global 

market research and consulting company. 
The company specializes in providing 
exceptional market intelligence and 
in-depth business research services for 
our clientele spread across diff erent 
enterprises. We at Polaris are obliged to 
serve our diverse customer base present 
across the industries of healthcare, 
technology, semiconductor.

increasing tendency of snacking 
and munching among customers, 
especially millennials and Gen Zs, 
on account of time limitations is 
driving the demand for the segment 
globally.

According to a study by National 
Frozen & Refrigerated Foods 
Association in 2019, states that 
around 40% of millennials and 30% 
of baby boomers snack at least 
thrice a day at home. Additionally, 
the ease of availability of ice creams 
in various fl avors, such as chocolate, 
vanilla, chocolate, strawberry, and 
others, will boost the demand during 
the forecast period.

The supermarket/hypermarket 
distribution channel segment is 
anticipated to observe the fastest 
growth over the forecast period. 
This is due to the rising penetration 
of retail giants such as Walmart 
and Costco, increasing product 
visibility and expanding into a more 
extensive consumer base. Moreover, 
customers’ preference to buy such 
products physically by verifying 
these products before buying is 
helping in increasing the sales of 
desserts through this channel.

FROZEN DESSERT MARKET 
REPORT HIGHLIGHTS
• Ice-creams accounted for the 

largest revenue share in 2021. 
Super/hypermarkets accounted 
for the largest revenue share 

during the forecast period.

• North America is expected 
to grow signifi cantly over the 
projected period on account of 
rapid urbanization, economic 
development, and increased focus 
of key players for developing 
technologically advanced in this 
region.

• The global industry is highly 
competitive owing to prominent 
players with a worldwide 
presence, including Nestle S.A., 
London Dairy Co. Ltd., Unilever, 
Baskin Robbins LLC, and General 
Mills.

Polaris Market Research has 
segmented the frozen dessert 
market report based on product, 
distribution channel, and region:

FROZEN DESSERT, PRODUCT 
OUTLOOK (REVENUE – USD 
BILLION, 2018 – 2030)
• Ice-cream
• Frozen Yogurts
• Confectionary & Candies
• Others

FROZEN DESSERT, DISTRIBUTION 
CHANNEL OUTLOOK (REVENUE – 
USD BILLION, 2018 – 2030)
• Supermarket/Hypermarket
• Convenience Stores
• Cafes & Bakery Shops
• Online
• Others
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