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With retailers announcing extension of product lines with healthy 

trends, the options for NPD opportunity have never been greater.
So ........What next!
Following on from our discussion on the topic of health conscious 
consumer in the previous issue of Nutraceuticals Now, we spoke to 
Steve Sutton-Wild and Patrick Scahill of Brenntag UK & Ireland to 
gain their views on the latest in baking and beverage industries. 
BAKERY
Steve Sutton- Wild shares his opinion on health trends in 
bakery segments
Since the creation of the Chorley Wood Bread process in 1961 
through the introduction of protein bars, breakfast biscuits and 
recent introduction of cake ‘On The Go,’ the baking industry has 
good history in meeting the demand of retailers.  According to the 
Federation of Bakers, the UK bakery market is worth £3.6 billion 
a year and is one of the largest markets within the food industry . 
The bread industry is seeing growing competition from other 

continental snacking and sandwich alternatives areas, resulting in 
a shift from the more traditional segments. 

Innovation is therefore vital to engage with existing and new 
potential users. The bakery category is a vitally important part in 
any store o�ering, and it’s crucial that manufacturers keep on top 
of trends and market research to best tailor their NPD to customer 

shoppers increasingly driven throughout the purchasing process 
by health trends as well as price. 

Bakery remains an essential part of most consumer diets, with 
virtually every household buying into it. Consumption trends in 
bakery are largely driven by external factors that are common 
across most food categories- concerns over healthy eating or 
“Macro Trend of Health” being one of the key factors.

The increasing demand for natural bakery products that contain 

obesity, maintain optimum blood sugar levels, and help consumers 
e�ectively manage their energy levels. The ongoing rise in daily 

industry which is predicted to emerge as the fastest growing sector 

In my opinion the market can be segmented into two categories: 

have investigated ways of increasing  bread yield by the 
introduction of Fibre or Starch with claims of up to 3% extra water , 
but tended to result in extra loss during baking or in a poor quality 

resulting in a shorter baking time, without negative e�ect on the 
bread quality. 

The breads that are focused on health and diet have found a 
new lease of life, with seeded breads , diet or low calorie breads 
performing especially well, with reportedly up to 20% growth in 
some categories.

Labelling regulations 2012 allow Inulin or Oligofructose to 
be labelled  as Chicory Root Fibre. According to Sensus, the 
European bakery market has seen in the region of 228  product 
launches in the last 12 months with Inulin, Oligofructose, or 
Chicory Root Fibre labelled on packaging (of these launches 11% 
was in the UK).

and texture that sugar provides.  It o�ers a natural sweetness with 

less than half the calories of sugar, making it the ideal product to 
reduce the amount of processed sugar in Bakery products.  Under 

Brenntag o�er a range of Chicory Fibres in the form of two liquids 
and six powder variants. 

sugar reduction targets can be achieved with little or no detriment 
to taste.  

Fat reduction in Bakery products has always presented 
a challenge as high fat levels give most products the best 
taste experience.  I’d recommend considering two functional 
alternatives:
- When hydrated, Chicory Root Fibre and Cellulose Gum have 
the ability to mimic both the e�ect of Fat in Bakery products and 

combined with water to form a white paste or added direct to 
recipes to replace a portion of the Fat.     
- Dow Cellulose Gum WaloCel™ 45 000 made into a pre- solution 
can be used as a direct fat mimetic. I’d say Dow METHOCEL™ 
is particularly good for reducing Fat pickup in fried products like 
Doughnuts.  Added direct to the dough / base mix, Methocel ™ 
thermo gels in contact with hot oil creating an anti Fat barrier 
around the product.

Pastry fat reduction can be achieved by targeting the base, 

each component can provide good total reduction without too 
much impact on taste.

Salt is essential for food microbial safety, taste quality and 
texture.  During the bread making process salt is crucial not only 
for taste but also to provide a technological function within the 
“gluten forming proteins” during the mixing stage. Present in the 

to form a cohesive gluten structure capable of trapping carbon 
dioxide during  fermentation/ proving  stage.  More importantly, 
without adequate salt the gluten matrix will not stretch e�ectively 
as the dough is rising.  Bread produced with salt levels much 
below 1% results in bread with a very poor coarse grey texture 
with a taste like cardboard. 

without salt these ingredients do not function adequately.   PuraQ 

characteristic metallic taste associated with Sodium Chloride (or 
table salt), but also herbs, spices and black pepper. 
BEVERAGES

At the recent Canadean Soft Drinks Conference 2016 held in 
London a number of pertinent topics and market trends were 
discussed, such as innovation in soft drinks, the decision making 
process when selecting ingredients, health, sustainability all 
with an underlying theme: sugar reduction. Many of the large 
global brands were present amongst many up and coming small 
companies leading to interesting debates. It appears that small 
companies may not necessarily be caught up in the sugar tax as 
much as the large businesses. Beverages containing “no added 
sugar” will also be exempt from the tax leading to the discussion 
on sugars from fruit, sap, honey etc. 

These sweeteners are all containing fructose and sucrose in their 
naturally occurring forms. Will they continue to be exempt in the 
future? Leading to further reformulations? Or will brand owners 

People are increasingly concerned about their diet and the quality of food they consume. The 
growing demand for healthy and natural food products is a major driver of the market.

Meeting the demand of retailers for the baking 
and beverage industry
New products, cost efficiency and sustainability, improved quality – 
Which way do you go?
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make the switch to intensive sweeteners straight away? The 
arguments for and against the usage of so called “natural sugar” 
continue.

Recently there has also been a shift in the public’s desire for 
“healthier” goods as part of a healthy lifestyle choice driven by 
government campaigns. The most prominent and successful 
campaign recently undertaken was against the volume of sugar 
used in soft drinks. The implementation of a so called “Sugar 
Tax” is requiring manufacturers to begin o�ering reduced sugar 
beverages. 

The consumer market continues to look at the cost of products 
and what is perceived as being value for money. Some of the 
simplest and most cost e�ective way to decrease the sugar without 

Cellulose gums can help counter the loss of body following the 
removal of sugar. Cellulose gums by Dow for instance can be 
used with or without the addition of heat and are also available 
in a range of viscosities to suit the application such as to provide 

Fructo-oligosaccharides (FOS) and Inulin, both derived from 
Chicory Root, are also becoming popular alternatives to sugar in 
beverage applications. Providing both sweetness and body to the 
formulation this is certainly a product to be considered, especially 
in dairy-based drinks. Frutalose® from Sensus is available in 
both liquid and powder form with full application support from our 
specialists.

is odourless, tasteless, allergen- and calorie-free, thus addressing 
a number of formulating challenges and market trends. There is 

The new health claim authorized by the European Commission 

Fibre, also labelled as Inulin or fructo-oligosaccharides, contribute 
to better blood glucose management.

Over recent years alcoholic beverage manufacturers have 
seen competition from the soft drink sector. There has been a 

sway towards more premium soft drinks for adults, with the help 

and also virgin cocktails. We are certainly observing a spike in 
interest for alcohol-free takes on typical pub classics. Support can 
be o�ered by manufacturers from concept through to launch and 
samples are made completely fresh each time to ensure that no 
perceivable degradation can occur. 

The ever-growing energy drinks market leads to the need for 
suppliers to provide bespoke food blending at an increased output 

mineral blends in beverage to replace those lost when juices are 
pressed, heat treated and transported. Blending of course is not 
only limited to powders. From simple blends like a 50% Citric Acid 
to solution in bulk, to a more bespoke blend of sweeteners or 
preservatives in an IBC- the highest quality standard such as BRC 
accreditation is key. 

Innovation is key across all beverage applications. Consumer 
enjoyment, sustainability of manufacturing processes, improved 
product lifecycle – these challenges are pertinent in carbonated 
drinks, for instance.   Sustain® 2500 from the Stephenson Group 
is a CO2 solubiliser that is added to carbonated beverage syrup. 

throughout the life of the drink (both unopened and opened) and 
o�er reduced CO2 loss through the packaging. All this potential 
comes with a required dosage of only 0.15%. 
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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 
TOGETHER

Visit us 
Food Matters Live 
22-24 November 2016 
Stand 105 –  ExCel, London, UK
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