
A health and nutrition concept is increasingly applied to what 
can be called a traditional food category such as bakery, 
beverages or dairy, as consumers search for “healthier” goods 
as part of the live-well lifestyle choice driven by government 
campaigns. Innovative ideas evolve o�ering new experience 

lifestyles of busy consumers is also high on the formulators 
agenda. 

The health oriented consumer market continues to look at 
the cost of products and what is perceived as being value for 
money. One of the challenges faced in the food business is 

need for cost optimization of the total food formulation.  

population groups or habits such as athletes or health 
conscious, convenience products for quick preparation or 
consumption on the go, meal components to prepare chef’s 
quality at home, healthy meal options for children. End 
products may have shorter life cycles and more varieties 
need to be developed and introduced. Each of these factors 
can lead to the search for alternative ingredients, to replace 
or optimise part of the current formulation. At the same time 
the properties and quality standards of the food should be 

new market trends.

the raw materials situation and on market trends. In many 
cases there is not just one ingredient that can satisfy all the 
requirements in an alternative formulation. The whole recipe 
should be reviewed taking into consideration processing 
conditions and ingredient interaction to arrive to a tailored, 

 Finding ingredients that meet clean label criteria and still 

challenge. The choice of appropriate ingredients depends on 

Positioning can range from Better-For-You products which 

health platforms such as bone, heart, digestive health, to Feel 
Good relating to feeling energetic and focused. Demand for 
“food on the go“  o�ers extensive opportunities for products in  

safety and shelf life require protection against oxidation and 
microbial degradation, driving the choice of ingredients. The 
right ingredient, in combination with the correct processing, 
packaging and storage conditions, helps to ensure product 
quality. When working on a health and nutrition objective 
such as salt reduction, for instance, the shelf life and the taste 
are  a�ected. The pH of a product a�ects its shelf life and 

complexity in food development and food design making the 
selection of ingredient a vital step for success. 

The free-from market has e�ectively doubled in size 
between 2009 and 2014 , and is now worth in the region of 
£365 million, with the likelihood to grow a further 51% by 2019 
(Mintel). The growth in Free From range can be seen from 
visiting any supermarket. The positioning of products within 
Free From segment has changed dramatically, from being 
considered somewhat “faddy” a few years ago to becoming 
one of the staples in some diets. The Gluten Free market 
segment performing well in particular, as reports show that 
over 60% of adults have bought a gluten-free product and 
10% of households contain someone who believes gluten 
is bad for them. For the Gluten Free bakery market and in 
particular the bread sector Dow Pharma & Food Solutions 
have recently introduced Wellence ™ Gluten Free 321,  
designed to allow for the leavening of the dough to obtain 
crumb structure and volume comparable to wheat bread. 

Recent labelling legislation has enabled food buyers to 
more clearly identify the constituents of their purchases, 
further raising awareness. Meat Free, Fat Reduction, Sugar 
Reduction / No Added Sugar, Sodium Reduction and of 
course Clean Label are some of the key messages that are on 
the mind of health-driven cost savvy consumers. The amount 

factor contributing to the levels of  obesity and various health 
implications such as heart disease and Type II diabetes. 
The demand for reduction in salt levels for instance is being 
driven by the EU / UK government guidelines (for example 
yeast raised morning goods 2017 target is an average sodium 
content = 290 mg sodium per 100 g).

With the changing demography of the UK population, 
there is an increasing need to provide products which deliver 
necessary calories but are in a small portion size as well 
as easy to handle and eat, designed to cope with a smaller 

Health and wellness continue to increase in importance,  leading to a sustained consumer 
demand for well-being products such as supplements, nutrition, weight management and 

industry; innovations are developed through the introduction of new nutritional and functional 
ingredients, while new technologies or processing may also provide opportunities for further 
optimisation of the formulation.   
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age group. There are a variety of products available to solve 
challenges when formulating for this consumer category, eg 
structure forming to allow puree products to be handled & 
eaten easily , stabilisation of oils to allow high calorie, salt 

With the current adverse publicity on the amount of sugar 
in our diet coming from most sectors of the food industry, 

instance, the new health claim, recently authorised by 

inulin or fructo-oligosaccharides, contribute to better blood 
glucose management, as they support a lower rise in blood 

European Food Safety Authority (EFSA) by Sensus together 

has a natural sweetness and less than half the calories of 
sugar, which means that it can be used to reduce the amount 
of processed sugar and fat needed within food products. 
It also enhances the taste and texture of foods, and with 
the new health claim approved, manufacturers now have a 
strengthened opportunity to encourage consumers to opt for 
healthier food and drinks.

Health and wellbeing trend is set to continue, a�ecting 
the food and beverage industry through the re-formulation 
and introduction of new healthier and free-from products 
in a number of categories. Consumers become more 
aware of aspects of healthy as well as unhealthy diets: 
as their interest in ingredients that constitute the meal of 
their choice increases, so is the industry’s need for more 
transparency.  This presents numerous opportunities for the 
industry to create products using innovative ingredients that 
formulators harness these trends to deliver taste and texture 
improvements in a wide range of applications.

30      nutraceuticals now

www.brenntag.co.uk

We understand the importance of striking 
the right balance, from a product’s taste 
and texture to its appearance and shelf life.

Brenntag Food & Nutrition partners with the
best manufacturers of ingredients and 
additives, delivering the highest quality 
products in applications such as: 
 

 Meat, Poultry & Fish processing
 Bakery & Bread
 Dairy & Ice Cream
 Beverages & Alcoholic Drinks
 Chocolate & Confectionary
 Convenience Food
 Fruit & Vegetable processing

FORMULATING 
THE FUTURE 
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