NUTRITIONAL OUTLOOK • DECEMBER 2021

The industry resource for dietary supplements
and healthy foods & beverages
December 2021
Vol. 24, No. 10

BEST OF THE INDUSTRY 2021

BES T
2021

VOLUME 24, ISSUE 10 • NUTRITIONALOUTLOOK.COM

The year’s top industry leaders,
suppliers/providers, and retail brands

Hundreds of
ingredients.

One convenient place to buy them.
Directly purchase amino acids, vitamins,
functional ingredients, and more
Get live pricing & factory transparency
Request samples & regulatory docs

Register for an account
today and get started!

prinovaglobal.com

Create an Account

(630) 868-0300 / info@prinovausa.com / PrinovaGlobal.com
©2021 Prinova Group LLC. All rights reserved.

I

...-.
I'

1 500 000
16
30
1 00
40I 000
1 I 200
2 500 000
I

I

Sq.�t �f Manufacturing
:
Fac1llt1es

Extraction
_
Lmes
Tons of Raw Materials
Produced Daily

Tons Milled, Granulated
or Blended Daily

Sq.ft. of Laboratory
and R&D Facilities

Employees
Worldwide

I

I

Kgs of Raw Materials
Warehoused in NJ and CA

Strength In
Numbers
Botanical Extracts & Powders
Fruit & Vegetable Powders
Spices & Natural Sweeteners
Premix Blends & Organics
Plant Proteins
Visit Us at SupplySide West
Booth 2965

-�s�!���!
1.888.JIAHERB
www.jiaherbinc.com

EDITORIAL & PRODUCTION
JENNIFER GREBOW Editor-in-Chief

APRIL 2020
VOLUME 23, ISSUE 3

609-917-4196 | jgrebow@mjhlifesciences.com
Sebastian Krawiec Editor
732-346-3036 | skrawiec@mjhlifesciences.com

EDITORIAL ADVISORY BOARD
20

KEVIN M. BELL

Kaylynn Chiarello-Ebner Managing Editor, Special Projects
732-346-3033 | kebner@mjhlifesciences.com

GEORGE
PARASKEVAKOS, MBA

Partner
Arnall Golden Gregory LLP

Executive Director

JUDY BLATMAN

International Probiotics
Association

Judy Blatman Communications LLC

TODD BAKER Vice President/Group Publisher
732-346-3002 | tbaker@mjhlifesciences.com

IRFAN QURESHI, ND

Tim Baudler Publisher/Brand Director
310-289-1969 or 310-740-9050 | tbaudler@mjhlifesciences.com

NUTRITIONAL OUTLOOK • APRIL 2020

Vice President,
24
MARK BLUMENTHAL
Product Development and
Founder and ExecutiveMAIN
DirectorISSUEQuality Assurance
TRENDS

HEALTH FOCUS

INGREDIENTS

Turmeric’s Ongoing
Promise, 12

Brain Health Claims:
What Can You Say? 38

Marine Ingredients:
All Hail Algae, 32

American Botanical Council
April 2020

12
24
Principal, Client Insights
32
38
IRI Worldwide
50
Vol. 23, No. 3

HERBS & BOTANICALS • ACTIVE NUTRITION • MARINE INGREDIENTS

Gold
LISA C. Still
BUONO
Turmeric continues to surprise in studies
showing multifaceted health benefits.

PLUS

NEWS

FDA Scales Back Inspections
Due to Coronavirus

SCIENCE

Defending Vitamins

FOOD

No Dairy? No Problem.

Jonathan Gonzalez Account Executive
609-250-4664 or 732-208-8589 | jgonzalez@mjhlifesciences.com
Melissa Stillwell Marketing Director

VOLUME 23, ISSUE 3 • NUTRITIONALOUTLOOK.COM

Healthy Directions
Botanicals/Herbs
VitaminsHARRY B. RICE, PHD
Marine Ingredients
Vice President,
Brain Health
Regulatory and
PackagingScientific
and Labeling
Affairs

Brianne Pangaro Senior Marketing Manager
Stacy Argondizzo Audience Development

CORPORATE

JOHN R. ENDRES, ND
Global Organization for
Chief Scientific OfficerSPORTS NUTRITION SPECIAL
On the Cover:
EPA and DHA Omega-3s
AIBMR Life Sciences Inc.

Photo © aamulya - www.AdobeStock.com

59 Market Reports
KANTHA SHELKE, PHD, CFS
DANIEL FABRICANT,
66 PHD
Esports Arena
Principal
Executive Director and72
CEOSports Drink Trends
Corvus Blue LLC
76 In the Field: Student-Athletes
Natural Products Association
Senior
Lecturer
78 Last Word:
Banned Substances

DAVID FOREMAN, RPH

Johns Hopkins University

Founder and President

PAULA SIMPSON, BSC

NUTRITIONAL OUTLOOK

■

APRIL 2020

Herbal Pharmacist

007_NO0420_TOC.indd 7

KIMBERLY KAWA, BSC
Wellness Product Specialist
The Movitz Group

(NUTRITIONAL SCIENCES),

Melissa Feinen Creative Director, Publishing

PUBLISHING & SALES

50

Founder and President

Alissa Marrapodi Custom Content Editor

7

3/28/20 12:33 PM

RNCP, R. HERBALIST
Founder
Nutribloom

Mike Hennessy Jr. President & CEO
Jack Lepping Vice Chairman
Neil Glasser, CPA/CFE Chief Financial Officer
Michael Baer Chief Marketing Officer
Joe Petroziello Executive Vice President,
Global Medical Affairs & Corporate Development
Silas Inman Senior Vice President, Content
Michael Ball Senior Vice President, Operations
Michael Tessalone Senior Vice President, Industry Sciences
Shari Lundenberg Vice President, Human Resources & Administration
Chris Hennessy Vice President, Mergers & Acquisitions
Jeff Brown Executive Creative Director, Creative Services
C H A I R M A N

&

F O U N D E R

Mike Hennessy Sr

ASHISH TALATI

C.A.S.T. Data and List Information Melissa Stillwell | mstillwell@mjhlifesciences.com

Partner

Reprints Todd Baker | tbaker@mjhlifesciences.com

Senior Vice President,
Dietary Supplements

Amin Talati Wasserman LLP

Licensing Kim Scaffidi | kscaffidi@mjhlifesciences.com

Consumer Healthcare
Products Association

BRIAN TANZER, MS
Senior Manager,
Scientific & Regulatory Affairs

©2021 MultiMedia Pharma Sciences LLC. All rights reserved. No part of this publication may be
reproduced or transmitted in any form or by any means, electronic or mechanical, including by
photocopy, recording, or information storage and retrieval without permission in writing from the
publisher. Authorization to photocopy items for internal/educational or personal use, or the internal/
educational or personal use of specific clients, is granted by MultiMedia Pharma Sciences LLC for
libraries and other users registered with the Copyright Clearance Center, 222 Rosewood Dr., Danvers,
MA 01923; phone 978-750-8400, fax 978-646-8700, or online at www.copyright.com. For uses beyond
those listed above, please direct your written request to the Permission Department by e-mailing
arockenstein@mjhlifesciences.com.

DOUGLAS “DUFFY”
MACKAY, ND

OSVALDO
MARINOTTI, PHD
Senior Biochemist
CV Sciences

MICHAEL MCGUFFIN
President
American Herbal Products
Association

SUSAN HAZELS
MITMESSER, PHD
Vice President,
Science and Technology
Pharmavite LLC

The Vitamin Shoppe Inc.

JOHN E. VILLAFRANCO
Partner
Kelley Drye & Warren LLP

LU ANN WILLIAMS
Global Insights Director
Innova Market Insights

BRIAN WOMMACK
Senior Vice President,
Communications
Council for Responsible Nutrition

MultiMedia Pharma Sciences LLC provides certain customer contact data (such as customer’s name,
addresses, phone numbers, and e-mail addresses) to third parties who wish to promote relevant
products, services, and other opportunities that may be of interest to you. If you do not want
MultiMedia Pharma Sciences LLC to make your contact information available to third parties for
marketing purposes, simply e-mail mmhinfo@mmhgroup.com and a customer service representative
will assist you in removing your name from MultiMedia Pharma Sciences LLC lists.
SUBSCRIPTIONS: For subscription and circulation information: Nutritional Outlook, P.O. Box 457,
Cranbury, NJ 08512-0457, or e-mail mmhinfo@mmhgroup.com.
CHANGE OF ADDRESS: Send change of address to Nutritional Outlook, P.O. Box 457, Cranbury, NJ
08512-0457, or send change via e-mail to mmhinfo@mmhgroup.com. Allow four to six weeks for change.
Publications Mail Agreement No. 40612608. Return all undeliverable Canadian addresses to: IMEX Global
Solutions, P.O. Box 25542, London, ON, N6C 6B2, Canada. Canadian GST number: R-124213133RT001.
CUSTOMER INQUIRIES: Customer inquiries can be forwarded directly to MJH Life Sciences,
Attn: Subscriptions, 2 Clarke Dr., Ste. 100, Cranbury, NJ 08512; e-mail: mmhinfo@mmhgroup.com.
Nutritional Outlook (ISSN 1098-1179) is published monthly, except combines Jan/Feb and Jul/Aug,
by MJH Life Sciences, 2 Clarke Dr., Ste. 100, Cranbury, NJ 08512. Every precaution is taken to ensure
accuracy of content, but the publishers cannot accept responsibility for the correctness of the information
supplied or advertised or for any opinion expressed herein. Nutritional Outlook does not verify any claims
or other information appearing in any of the advertisements contained in the publication and cannot take
responsibility for any losses or other damages incurred by readers in reliance of such content.

life sciences

™

MJH Life Sciences | 2 Clarke Dr., Ste. 100, Cranbury, NJ 08512 | 609-716-7777

4

DECEMBER 2021

■

NUTRITIONAL OUTLOOK

We don’t make natural products.
We make them better.

253.286.2888

AIBMR.com
© 2021 AIBMR Life Sciences, Inc.

@AIBMRinc

AfperFIT™ is a next generation thermogenic for enhancing
metabolic rate* at a total daily dose of just 500 milligrams
per day. Early research suggests AfperFIT™ exerts its
benefits by enhancing the activity of brown adipose tissue
(BAT)*. AfperFIT™ is an ideal ingredient for both healthy
lifestyle and sports nutrition applications.

•

Supercritical grains-of-paradise (Aframomum
melegueta) seed extract standardized ≥2% 6-paradol

•

Backed by a double-blind, randomized, placebocontrolled trial that demonstrated significant
improvements in energy expenditure*

•

Thermogenic effect without the use of caffeine or
harsh stimulants for broader product applications*

•

Free of the 8 major food allergens
Milk | Eggs | Fish | Crustacean Shellfish
Tree Nuts | Peanuts | Wheat | Soybeans

SOFTGEL

POWDER

RTD

RO

DUC

F I DI
N

FUNCTIONAL FOOD

A

H

SEARC

P

I CA

T

TABLET

E

GMO

L IN

O

CAPSULE

B
SED ASED GMO

R

BA

NON

ANT

L

PL

C

Thermogenesis
reimagined*

GUMMY

*These statements have not been evaluated by the Food and Drug Administration. This product is not intended to diagnose, treat,
cure or prevent any disease. Claims should be reviewed under the guidance of regulatory and/or legal counsel for compliance.

331 Newman Springs Road
Bldg. 1, 4th Flr., Ste 143
Red Bank, NJ 07701
(732) 784-1587 | info@vidyaherbsusa.com

APRIL 2020
VOLUME 23, ISSUE 3

CONTENTS

The industry resource for dietary supplements
and healthy foods & beverages

DECEMBER 2021 / VOLUME 24, ISSUE 10

20

50

24
NUTRITIONAL OUTLOOK • APRIL 2020

TRENDS

HEALTH FOCUS

INGREDIENTS

Turmeric’s Ongoing
Promise, 12

Brain Health Claims:
What Can You Say? 38

Marine Ingredients:
All Hail Algae, 32

April 2020
Vol. 23, No. 3

HERBS & BOTANICALS • ACTIVE NUTRITION • MARINE INGREDIENTS

Still Gold
Turmeric continues to surprise in studies
showing multifaceted health benefits.

PLUS
NEWS

FDA Scales Back Inspections
Due to Coronavirus
SCIENCE

Defending Vitamins
FOOD

No Dairy? No Problem.

VOLUME 23, ISSUE 3 • NUTRITIONALOUTLOOK.COM

On the Cover:
Photo © aamulya - www.AdobeStock.com

MAIN ISSUE
FEATURES
12
24
32
38
50

36

Botanicals/Herbs
13 Best of the Industry
Vitamins
Nutritional Outlook’s editors highlight four winners
MarineforIngredients
their standout achievements in 2021.
Brain Health
36 Foodand
andLabeling
Drink
Packaging
Food to feel good about: Functional formulation,
post-pandemic

SPORTS
NUTRITION SPECIAL
42 Drinks
59
66
72
76
7842

NUTRITIONAL OUTLOOK ■ APRIL 2020
NUTRITIONAL OUTLOOK ■ DECEMBER 2021

44

Bright future for beverages

Market Reports
44 Sustainability
Esports
Arena
we can’t turn our back on regenerative
SportsWhy
Drink
Trends
agriculture
In the Field: Student-Athletes
Last Word: Banned Substances
7

7

PUBLISHER’S NOTE

APRIL 2020
VOLUME 23, ISSUE 3

20

CONTENTS

(CONTINUED)

UP FRONT
8

50

Publisher’s Note

Sustainability in
Supplements
As supplement companies work individually on improving their sustainability practices, one
organization is hoping to play a significant role in showing them the way. In November, the
International Alliance of Dietary/Food Supplement Associations (IADSA) announced it has
established an action plan “to help every part of the global food supplement supply chain to
accelerate and collaborate on sustainability.” The plan’s eight “guiding principles” are:
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These goals support the United Nations’ own 17 Sustainable Development Goals
(SDGs), explaining how supplement companies can align themselves with the UN’s
goals. They also position IADSA “at the forefront of the international supplement sector’s
efforts to create a more sustainable present and future,” IADSA’s press release states. This
industry must take an active role in adopting sustainable practices, said Simon Pettman,
IADSA’s executive director. “First of all, it is the right thing to do. In addition, taking a lead
on sustainability is important since many of the discussions the industry will have with
stakeholders in the future will be framed within the sustainability context and will focus
on how the sector is contributing to the achievement of the UN’s 17 SDGs.”
Regenerative agriculture has a role to play in the sustainability of the food and
supplement industries moving forward. Nutritional Outlook’s December issue focuses
specifically on this movement. Turn to page 44 to learn why the move to regenerative is
so challenging—but also so rewarding for everyone.

Mike Hennessy, Jr

President & CEO
MJH Life Sciences
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FROM THE EDITOR
Follow me on Twitter.
Using your smartphone
camera, hover over the
QR code or follow:
@JenniferGrebow

Hard-Won Achievements
You made it. As we look back on our second
pandemic year—for dietary supplement, natural product, and food manufacturers, another year filled with extraordinary professional
and personal challenges—it’s heartening to
see how many companies navigated 2021
with smarts, fortitude, and empathy. It hasn’t
been easy, but as an industry you found a way
to pull through yet again and make products
that, at the end of the day, made a difference
to the health and wellness of many.
In Nutritional Outlook’s Best of the Industry awards
this year, we are highlighting four winners for their
contributions in 2021. Our 2021 Industry Leader is
NOW, whose testing of dietary supplement products
sold on Amazon.com showed how one supplement
company can roll up its sleeves to try to improve the
state of the market. This is the second time Nutritional
Outlook has named NOW a Best of the Industry award
winner. Back in 2011, we awarded NOW for a rapid
adulteration-screening method that the company
shared with the rest of the dietary supplements industry. In 2011, the company set an example; 10 years later,
it continues to lead.

Our 2021 Best of the Industry Ingredient Supplier is
Seraphina Therapeutics for its groundbreaking work in
odd-chain fatty acids and pentadecanoic acid. Seraphina’s story shows how innovation did not take a break,
even in the most challenging of times.
In the Service Provider category this year, we are
awarding the Botanical Adulterants Prevention Program (BAPP). Five years ago, we also awarded BAPP
in our Best of the Industry awards. This year, BAPP
celebrates its 10th anniversary educating and warning
the botanicals industry about ongoing adulteration—a
role that became additionally significant during the
past two tumultuous pandemic years.
Finally, we celebrate Good Catch with our 2021 Best
of the Industry award for Retail Brand/Product. Within the crowded plant-based alternatives market, Good
Catch stands out for pioneering plant-based seafood.
Join us in congratulating our 2021 Best of the Industry award winners. Read their stories and listen to our
December episode of The Nutritional Outlook Podcast
in which we take you beyond the page with one-onone interviews with each of our award winners.
This year marks the 10-year anniversary of Nutritional
Outlook’s Best of the Industry Awards. We can’t wait to see
what excellence the next 10 years bring thanks to you,
companies and individuals committed to making the natural products industry bigger and better each passing year.

Jennifer Grebow
Editor-in-Chief

Hear bonus interviews with our award winners
on The Nutritional Outlook Podcast!
10
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Add to Cart
Ingredient suppliers head online.
BY MELISSA KVIDAHL REILLY

12

is much-needed as supply chain and transportation issues become the norm.
For brands, the main benefit of shopping
for ingredients online is convenience. “With a
simple search and the click of a button, supply
chain teams can source high-quality ingredients for their finished products,” Cortez says.
Plus, online purchasing can often cut down
on the back-and-forth emails and phone calls
that hold up sales by giving customers access
to all the information they need from one
source right away.
As supply chain issues become a bigger
concern for brands, online marketplaces can
help them decide where they should source
their ingredients, according to Cortez. Having
access to an online platform with real-time
ingredient inventory not only shows what’s in
stock and when, but it also gives customers
the opportunity to be proactive and create a
backup plan if their preferred supplier cannot
fulfill an order.
That said, selling and purchasing nutraceutical ingredients online doesn’t come
without its share of challenges. One major
issue that brands and factories might face
is a hesitancy from customers to purchase
bulk ingredients without knowing the quality of the raw materials beforehand. To solve
this issue, Cortez recommends sending
sample sizes of ingredients for manufacturers to test in-house. Or, suppliers can upload their quality control documents to be
as transparent as possible. “We have found
that quality control needs are easy to combat with access to quality assurance/quality control documents and, in some cases,
third-party testing,” Cortez says. “We have
been able to be a solution when quality control needs are high and offer our customers
factory transparency so they never have to

worry when sourcing international ingredients through us.”
In fact, all IngredientsOnline.com sellers
undergo a strict qualification process that
includes the submission of cGMP self-audit
questionnaires and a standard operating
procedure documentation review. “Our quality control team ensures that each factory
that sells with us follows regulatory guidelines and can guarantee the quality and integrity of their ingredients,” Cortez explains.
“Our customers can find fully downloadable
quality control/quality assurance documents on each ingredient listing, including
ingredient documentation, ingredient certification, and factory documentation.”
Brands wary of online ingredient marketplaces should know that this sourcing method isn’t going anywhere and will, in fact, only
become more popular going forward as many
supply chain teams move to exclusive e-commerce sourcing, he says. “We set out to prove
business-to-business ingredient sourcing and
purchasing could move online, and we feel we
have done just that,” Cortez says. “That focus
now shifts to proving how much better doing
business online can be for the markets we serve.
We challenge any supply chain team looking
for raw ingredients for their products to make
the change to our online marketplace and see
firsthand the benefits that come with it.”

Melissa Kvidahl Reilly is a freelance journalist
and copywriter specializing in the health and
wellness industry.

Reference
1.

Evans M. “Pandemic Gives Rise to More Sophisticated Online Shoppers.” Euromonitor
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rom groceries to home goods, signs to
stock, consumers and business owners alike took to the internet for many
of their purchases during the COVID-19
pandemic. According to data from Euromonitor International1, not only are people
buying more products online than ever, but
they’re also turning to e-commerce for a
broader range of products and services: 60%
of shoppers explored four to five categories
online in March 2020 (up from just 42% in
January/February), and nearly half of shoppers purchased products and services across
more than three categories, representing
a more than 12% increase from earlier that
year. According to Euromonitor, companies
are making significant operational and strategic shifts to meet these rising demands
for digital shopping. And the nutraceutical
ingredient market is no exception. Indeed,
selling and buying ingredients online is increasingly popular for suppliers and brands,
and its appeal is equipped to outlast the
COVID-19 pandemic.
If you ask Cris Cortez, director of
e-commerce at IngredientsOnline.com,
sellers experience a wide range of benefits when selling their ingredients online.
First, they gain access to the global market
and can build relationships with manufacturers anywhere in the world. “During
the pandemic, many companies learned
that access to in-person trade shows and
conventions is not guaranteed,” he says.
“By selling online, factories can transition
their in-person connections to a virtual
platform and leverage the vast networking
potential of the online world to reach an
even wider audience.” Selling ingredients
online can also provide suppliers with a
unique channel for communication, which
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Nutritional Outlook’s editors highlight these
four winners for their standout achievements.
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NOW
NOW shows how an industry leader can expose bad products in the dietary supplement market,
raise public awareness, and make a difference.

WHO AMONG US hasn’t clicked through the endless pages of dietary
supplements sold on Amazon.com and wondered just how many of
those products are junk? For good reason. This past summer, U.S. FDA
sent a letter to Amazon CEO Andy Jassy warning him that nearly 30
sexual-enhancement and weight-loss supplements sold on Amazon
that FDA tested contained “undeclared and potentially harmful drug
ingredients.” FDA said it was “concerned” that Amazon’s “filters” for
catching unlawful products were “inadequate.”
Not all problems with supplements on Amazon rise to the level of
drug spiking, but that doesn’t mean they aren’t concerning. Some products might not contain the amount of active ingredient promised—or
might not even contain the ingredient at all—cheating customers paying good money for a product they’re relying on to support their health.
These problems also risk the reputation of the entire dietary supplements industry, an unfortunate reality that keeps responsible
supplement brand leaders—of which there are many—up at night.
But has any supplement brand actually rolled up its sleeves to find
subpar products on Amazon—and then launched a public initiative
to share those findings with the entire dietary supplements industry,
with Amazon itself, and last, but not least, with FDA?
NOW has. Starting in 2017, the family-owned giant, now in its
sixth decade manufacturing its global line of dietary supplements
and other products, began testing select supplement products
sold on Amazon.com. Many of those products competed with
NOW’s own. The company has since tested finished supplement products in some of the most popular categories, including
L-carnitine, SAMe, CoQ10, phosphatidylserine, alpha-lipoic acid
(ALA), curcumin/turmeric, and glutathione.
“NOW has been testing products purchased on Amazon for several years before we began this strategic program that involved making
the results public,” says Dan Richard, NOW’s vice president of global
sales and marketing. “We first tested a variety of products in 2017
and did our first category group of CoQ10 products in March 2018.”
The company focuses on testing products from lesser-known
brands, often containing ingredients known to be pricey. “We chose
categories in which the ingredients are expensive so there is more
14

incentive for the cheaters to cheat. We chose brands that are unknowns, which we guessed would have lower quality-control systems,” says Richard. “NOW did not test larger natural brands because our experience has shown that these brands are typically
made with good quality and adhere to FDA’s cGMP requirements,”
he adds, referring to current good manufacturing practices.
NOW has vested interest in testing products that compete with
its own. “We also chose products that NOW sells, where we saw
NOW sales declining on Amazon to ‘no-name’ brands,” Richard says.
“Our motive is to level the playing field with equal-quality brands
competing with branding and value. We feel that NOW can win
when competing fairly.”
Evening the playing field is what drove NOW’s efforts from the
start. “Like many manufacturers, from time to time we do quality
checks on many brands in the marketplace. It was obvious to us that
many of the products sold on Amazon in the higher-priced categories, from brands no one ever heard of, could not possibly be what
they claimed on the label. It was also clear many of them were not
following the cGMPs as required by law,” Richard explains. “It was
enraging, really, to see these unknown brands cheating customers
and taking sales from legitimate brands that invest in quality and
regulatory compliance. After several rounds of testing just to satisfy
our curiosity confirmed our worst suspicions, we decided to strategically test more products in specific categories and share the results
with the industry, Amazon, and FDA.”
Once products are purchased from Amazon, they’re tested for
content, potency, contaminants and heavy metals, labeling accuracy, and more. In addition to testing in its own laboratories, NOW
sends samples to reputable third-party labs such as Eurofins and the
University of Georgia’s Center for Applied Isotope Studies to ensure
results are not biased.
“One of the important elements of competent testing is that the
results are reproducible and can be confirmed,” Richard explains.
“Although the industry is well aware of the excellence of NOW’s inhouse labs, having confirmation from another well-respected lab
removed the potential for questioning the accuracy of the results
DECEMBER 2021
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Lactobacillus rhamnosus
IDCC 3201 Tyndallizate
RHT3201™ can relieve hypersensitivity symptoms by
regaining balance in the immune system

Hypersensitivity Reaction
Hypersensitivity reactions are undesirable overreactions produced by the normal immune system,
such as allergies and autoimmunity.
They can occur when immune functions work excessively against a foreign substance entering the
body, resulting in an immune balance breakdown.

Clinical trial of RHT3201
Postbiotics for relieving
hypersensitivity symptoms
Efficacy on hypersensitivity reactions validated
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we publicized.” Not only that, “Additionally, Amazon told NOW
that only third-party assays would be considered for action. They
felt that in-house labs could not be independent, which may be
fair,” he says.
Outsourcing also ensures testing is done by the right experts.
Curcumin, for instance, has become a red-hot ingredient, with economic adulteration giving rise to synthetic curcumin adulteration.
To test for the presence of synthetic additives, NOW sent curcumin
product samples to the University of Georgia’s Center for Applied
Isotope Studies for radiocarbon testing. The Center found that 4 out
of 23 non-NOW samples tested were spiked with synthetic material. Says Richard: “In the case of checking curcumin to see if it is
from turmeric or a synthetic substitution, radiocarbon testing is the
method used. It’s highly specialized equipment, and the University of
Georgia’s Center for Applied Isotope Studies has experience testing
curcumin to determine origin. This is an extra test beyond normal
quality control; most brands would only test curcumin/turmeric for
potency, not to confirm the source. Because this is a known problem in the industry, quality brands should be testing to confirm their
products are not spiked with synthetics.”
After NOW shared such negative findings with both Amazon and
FDA, weak reaction from those corners drove NOW to report the
results publicly in the hopes of spurring a stronger response.
“We were very frustrated that Amazon would not take any action given that we supplied detailed information on quality lapses,”
Richard says. “We also submitted the test results to FDA, and that
also didn’t seem to lead to any actions or enforcement. I checked
some products that I put in one-star reviews [ for], with details on
who I am and what the product tested at, to warn potential buyers.
These are still selling today on Amazon, so that’s unfortunate.”
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Richard recounts some of the problems NOW’s testing uncovered.
“Our initial red flag was seeing CoQ10 in 400-mg potencies in dry capsules. Our experience showed that CoQ10 is too sticky to fit 400 mg
in a dry capsule with normal encapsulation machines. That’s why we
suspected foul play as well as pricing that looked too good to be true.”
“I think the worst we found,” he continues, “was zero potency
found with a 400 mg CoQ10 label claim. That is seriously negligent
and hard to believe.” It also seriously risks the consumer. “It is well
known that many cardiologists recommend CoQ10 400 mg to their
patients, so this failure could lead to a very dangerous problem,”
Richard points out.
In fact, “All of the expensive ingredients are candidates for quality
problems from these no-name brands,” he says. “We have also found
items as simple as zinc oxide with under 5% labeled potency, so it’s
buyer beware for unknown brands.”
He adds: “Products made with ingredients that are expensive
and therefore have a higher price tag are the ones less likely to
meet label claims. Cheaters are less likely to put effort into making a low-quality vitamin D even though it’s a popular product,
because it isn’t an expensive ingredient. Conversely, cheaters will
cheat in various ways even to save a small amount. We did find
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several brands that labeled products in vegetarian capsules that
we tested and found to be gelatin/animal capsules.”
Not all test results are as bad. Richard reports that results from
glutathione testing the company shared this October actually “were
pretty good.” He comments: “This was really a surprise, a good surprise,
and demonstrates progress in cleaning up products sold on Amazon.”
NOW hopes Amazon can progress in cleaning up its supplements marketplace. The wheels may be turning. Last December,
Amazon launched new rules for supplements sold on its site. Supplement marketers must now submit a certificate of analysis and/
or third-party certification from reputed third-party certifiers before
they can retail on Amazon. This November, Amazon also announced
it will require marketers to submit a “valid good manufacturing
practice (GMP) certificate issued by an accredited third-party certification body.” It also strengthened rules for high-risk categories like
sexual-enhancement and weight-management supplements.
Was it NOW’s public reports that motivated Amazon to toughen
up? Or was it FDA’s letter? It could have been both. “We have been
providing the test results to Amazon but not gotten direct feedback
from them,” says Richard. “While we have no direct statement from
Amazon [linking] NOW making the appalling testing results public
and the stricter requirements for sellers being instituted, the timing
certainly suggests a strong correlation.” Last December, NOW expressed its support for Amazon’s stricter supplement policies.
For now, says Richard, NOW will continue testing products
bought on Amazon and sharing the results with everyone. “We do
plan to resume testing products we purchase on Amazon in the new
year with different products we suspect are likely to be problematic.
We may phase out of this as Amazon’s new quality program leads to
positive actions.”
NOW also always includes its own products among those tested
from Amazon. “A NOW product is included as a benchmark of what
the product test results in the category should look like,” says Richard.
“We purchased our own brand from Amazon and tested internally
and externally to be consistent with other brands’ testing.” As a testament to NOW’s quality control, “We have not found our own products below label potency in any of our Amazon tests,” he says, noting
that the company always comprehensively tests both its raw materials
and finished products—conducting approximately 16,000 tests every
month—including high-performance liquid chromatography potency
verification, “exhaustive” microbial and heavy metal testing, and pesticides and steroids screening. “NOW does such extensive testing that
we would find any quality problems before the products left the manufacturing facility,” he declares.
Still, as a result of its initiative, NOW has found at least one area
where it may change its practices or products. But it’s not due to
poor performance. Richard explains: “When we tested ALA products, it raised the question if we were putting too much overage in
our product. NOW adds 5% overage generally, and we formulate our
blends to use the most conservative calculations. If ALA purity is
96%-99%, we will formulate to assume 96% is the purity even if we
test it higher, meaning we ‘double-add’ overage. There is also some
variance with encapsulation to allow some higher and some lower
levels. Because of this test, we are reviewing our retained samples to
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see if NOW should reduce our overage from normal 5% down to 3%
for this particular product.”
Richard says NOW has received positive industry feedback for
its work. And what of the companies whose negative results NOW
broadcasted? “We expected to get pushback, and in fact made sure
the NOW board of directors understood that this program could result in legal action against us,” Richard says. But so far it hasn’t. “The
fact that this has not happened may mean that the brands we tested
could not disprove our findings,” he surmises. “We did have one company contact us about how their product was labeled ambiguously,
and we had a friendly exchange,” he adds. “The product was still mislabeled as our test results show zero detectable CoQ10.”
“Some competitors were concerned there would be a negative
impact,” he continues, “and others pushed back about the requirements, but far more were pleased to see these bad practices
highlighted…A lot of smaller brands and retailers were very happy that NOW was taking this on for the industry.”
Of course, not every supplement sold on Amazon is bad. A good
number of respectable companies like NOW sell products online.
Not all lesser-known brands are bad, either. Still, Richard points out,
“Well-known brands have a reputation to protect, are generally honest, and have quality checks and balances to comply with cGMPs. No
one is perfect, but it’s apparent that larger brands that have stood the
test of time tend to pass most quality checks.”
The fact is that Amazon needs stronger scrutiny. “Sellers on Amazon can quickly jump into the market and sell a lot of product if they
know how to market,” Richard says. “So many marketing brands have
launched and stayed exclusively on Amazon because it can be easier
to build a brand there.” It’s even easier to get away with selling subpar products online than in brick-and-mortar, he points out, because
“physical store brands must be more legitimate in order for chain
stores to invest their shelf space into that brand.”
Would NOW ever extend its testing to other online platforms or
marketplaces besides Amazon? Not yet. Says Richard: “Only Amazon
sells enough product to have such a great effect. eBay would be another platform to investigate, but it would be a much harder search
and the impact not nearly as far reaching.”
By exposing those who dare to sell low-quality supplements, NOW
is doing what it can to help improve the supplements market. NOW’s
leadership and dedication to industry excellence is why Nutritional
Outlook named the company this year’s Best of the Industry award
winner in the Industry Leader category.
“We want a level playing field, and it’s better for NOW when we are
not competing with far lower prices that are only possible because
the products are very low quality,” Richard concludes. “We all stand
to lose when consumer confidence in our industry’s products is undermined by products that do not deliver the expected benefits, so
we benefit from removing all those bad products from the market
and preventing new ones from using the same tricks.”

Hear bonus interviews
with our award winners on
The Nutritional Outlook Podcast!
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Seraphina Therapeutics
With the discovery and commercialization of what may be a new essential fatty acid,
Seraphina Therapeutics is poised to become a leader in developing scientifically substantiated
nutritional solutions.
BY SEBASTIAN KRAWIEC, EDITOR

20

Seraphina Therapeutics co-founders:
Eric Venn-Watson, COO, and
Stephanie Venn-Watson, CEO

company called XpandOrtho, which created a device to improve total knee replacements.
Both Stephanie and Eric have a great deal of experience in creating solutions, so it’s no surprise that when they discovered the therapeutic potential for C15, they took action. “With both Eric and I
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IMAGES COURTESY OF SERAPHINA THERAPEUTICS.

FOUNDED BY THE husband-and-wife team of Eric and Stephanie
Venn-Watson, San Diego, CA–based Seraphina Therapeutics has
played a central role in the scientific investigation and now commercialization of pentadecanoic acid, an odd-chain fatty acid that the scientific literature shows meets the criteria for being an essential fatty
acid. Pentadecanoic acid is an odd-chain saturated fatty acid with
15 carbons (C15) that is naturally present in foods such as whole-fat
dairy, but has found itself removed from our diets for the last four decades over fears of saturated fats in general. This decision may have resulted in higher risk of type 2 diabetes, coronary heart disease, chronic inflammation, and obesity globally. C15 is a key nutrient with the
potential to support global health. Seraphina Therapeutics has commercialized it as the ingredient FA15, and as a finished product called
Fatty15. The company has not only taken on the mantle of bringing a
completely novel nutrient to market, but a larger ambition of correcting a major nutrient deficiency.
“We have methodically removed and lowered C15 levels in our
diets population-wide across the globe, and so the big hypothesis
that we’re chasing here is that we have created population-wide
C15 deficiencies that are the cause of the rise of heart disease and
diabetes and liver disease, and what keeps Eric and me and the
Seraphina team going every day is that we have the opportunity to
fix, to restore, C15 in a vegan-friendly, sustainable way, and hopefully reverse this increase in diseases that impact all of us every
day,” says Stephanie Venn-Watson, DVM, MPH, Seraphina’s CEO.
Stephanie is a veterinary epidemiologist by training who has
worked for the Centers for Disease Control and Prevention to help
investigate outbreaks, as well as for the World Health Organization
to help install disease surveillance systems all over the world. Eric
Venn-Watson, MD, MBA, Seraphina Therapeutics’ COO, is a physician and U.S. Navy veteran who was deployed multiple times to
places like Afghanistan, Iraq, and East Africa, where he was tasked
with “creating medical systems where none existed and taking care
of people in very austere environments.” Eric went on to use the skills
he developed in the military to get his MBA and become an entrepreneur, starting successful companies such as a medical device

coming from long careers in civil and military service, it instilled in
us that if you are going to make a discovery, you need to translate it,
and it needs to be meaningful, or you leave it and move on to something else,” says Stephanie.

The Discovery
Stephanie first learned about the potential health implications of C15
when she was recruited by the U.S. Navy Marine Mammal Program
20 years ago to help start and lead a clinical research program to
improve the health and welfare of Navy dolphins. There, she explains,
she “was able to bring the passion and excitement for pattern recognition to look at improving dolphin health, the same way we look at
improving global public health. I came to understand that the Navy
dolphins live 50% longer than dolphins in the wild because the Navy
takes really good care of them. As the dolphins get older, like people,
some but not all develop chronic aging–associated conditions like
high cholesterol, and chronic inflammation, and even the full suite
of changes in the brain consistent with Alzheimer’s disease.”
In short, mammals with the same healthcare and diets were seeing different health outcomes. But why? To determine this, Stephanie
applied advanced metabolomics on the serum of what she called an
“unprecedented longitudinal cohort of long-lived, large-brained mammals” to discover which small molecules in their serum were predictive of healthy aging dolphins. As it happened, higher serum C15 levels
were associated with better health outcomes in the dolphins.
The quality of the population cannot be overstated, as it lends
immense credence to the results Stephanie found. “It’s a really
healthy population of animals,” states Eric. “They see their doctor
every day, get routine labs, they don’t smoke and don’t eat fatty
foods. It would be very hard to recreate something on the human
side that would be as healthy as this population. So that really allows us to get through all the white noise of drinking coffee and
other things, and use these advanced technologies like metabolomics, lipidomics, and genomics to understand what molecules are
beneficial and which are essential.”
“The sole intent was to improve the dolphins’ health, and it was
through understanding and improving this incredible population
that we came to understand the parallels between aging dolphins
and aging people,” says Stephanie. “And that opened up this incredible world where not only can we help dolphins, but we can help
people, too, and that’s where C15 came from.”

The Science
“When we really came to understand that C15 is not only an active and
beneficial fatty acid, but met the criteria of being essential, it changed
from exciting research to a moral obligation to get the science out and
move quickly to be able to help improve global health,” says Stephanie.
Being scientists and medical professionals, credibility, and therefore
scientific substantiation, were paramount to the Venn-Watsons. Eight
studies were conducted over three years, and the results were published in Scientific Reports. It was in this study that Seraphina Therapeutics made the case for C15 to be an essential fatty acid.
The results showed that C15 attenuated inflammation, anemia,
dyslipidemia, and fibrosis in vivo, potentially by binding to key
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metabolic regulators such as peroxisome proliferator-activated
receptors (PPARs), as well as repairing mitochondrial function.
The study argues that the odd-chain saturated fatty acid is essential because C15 is not made endogenously in the body, and lower
intakes and blood concentration are associated with higher mortality and poorer physiological states, while supplementation has
demonstrated activities and efficacy that parallel associated health
benefits in humans.
The body of research on C15 continues to grow. Seraphina recently announced an upcoming randomized, double-blind, single-center,
controlled study that will investigate whether supplementation with
C15 will reduce the risk of metabolic syndrome in young adults. This
study is being led by Jeffrey Schwimmer, MD, from the University of
California, San Diego, who is a pediatric gastroenterologist at the
Rady Children’s Hospital. The interest in C15 also extends well beyond Seraphina Therapeutics.
“When you look at the peer-reviewed scientific literature, an
average of 2.4 peer-review papers are on C15 over the last seven
years. This year alone, and we’re not done yet, there have been at
least 18 independent peer-reviewed published papers on the benefits of C15,” says Stephanie. “And this is coming from folks like
Harvard, Johns Hopkins, and Cambridge, and many of them are
these large, longitudinal studies showing that people who have
higher C15 blood levels, or in their diet, are less likely to develop
type 2 diabetes, heart disease, and heart failure, and are even less
likely to die during the study period.”
All this will only contribute to the credibility of C15 as an essential
fatty acid and as FA15 as an ingredient for supplementation and food
fortification.

Hear bonus interviews
with our award winners on
The Nutritional Outlook Podcast!
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The Product
Seraphina Therapeutics launched its finished-product brand Fatty15
in January 2021 to serve as an ambassador for its FA15 ingredient and
spread the word of C15. Fatty15 is sold directly to consumers with a
subscription program that helps determine customer retention. Despite being a product that is novel and largely unknown, Fatty15 has
been immensely successful.
“We sold out within six weeks,” says Eric. “Then we scaled up
production to one ton and now have the supplies to continue to
sell. Right now, we have almost 4,000 subscribers, and they’re staying. We have retention rates of over 90% per month, which is incredible, and part of the reason for this is people are seeing both
near-term and long-term effects. People are feeling better, they’re
sleeping better, they have more energy, they’re snacking less, and
it’s amazing to hear from our customers because they’re becoming
incredible advocates.”
The direct-to-consumer model is a great resource for Seraphina
as it grows, serving not only as a proof of concept but also building a
consumer base that will buy other products featuring FA15 down the
road. These consumers also serve as an anecdotal research population, offering insights about C15’s benefits. With a recent self-GRAS
(Generally Recognized as Safe) affirmation, FA15 can now be used
in food and beverage products. Seraphina Therapeutics touts FA15
as highly pure, tasteless, scentless, and vegan-friendly, making it a
versatile ingredient for food and beverage formulators.
“We advertise our ingredient as being over 98% pure. But if you
look at our recent batches, the last two were 99.8% and 99.7%, so it
is an extremely pure ingredient. That’s our promise to customers on
the supplement and the food ingredient side, that we will provide
the purest, most bioavailable ingredient that we can,” says Eric. “So,
the GRAS status was important to further our research and our safety studies, and everything we’ve done is accessible to everybody. The
plan now is to start getting that [knowledge] out to the world of food
and beverage.”
Compared to other essential fatty acids such as omega-3 fatty acids, for example, FA15 is not susceptible to the same challenges as
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fish oil, such as lipid peroxidation, poor organoleptic properties, or
large dosage sizes, says Stephanie.
“From a dosing side, FA15 offers similar benefits but at much lower doses,” says Eric. “We’re looking at a hundred milligrams per our
very small size-two capsule, and then using that same dose or less,
potentially, in a food ingredient.”
Stephanie and Eric see a great deal of potential in food and beverage fortification, particularly where C15 is lacking. “Of particular nearterm interest includes foods that have typically had C15 in them, like
whole-fat dairy, and to look at the rise in the market of non-dairy alternatives,” says Stephanie. “Milk alternatives, for example—oat milks,
soy milks, and others—are completely devoid of C15. People choosing
plant-based milks, or meats, could benefit from having those products
fortified with FA15.”

The Future
Seraphina Therapeutics is not interested in being a one-trick pony,
and while the company is a thought leader and innovator, it will only
be a matter of time before other companies follow its lead. With more
and more companies applying the same advanced technologies like
metabolomics, which have become rather accessible and affordable,
Stephanie says that it’s a wonderful moment for new discoveries
in nutrition, and that Seraphina Therapeutics will not be alone in
forging new ground. Seraphina’s advantage is having access to the
advanced technologies as well as the Navy dolphin population and
50 years’ worth of longitudinal serum samples collected throughout
their lifetime. As a result, Seraphina Therapeutics has 200 molecules,
of which C15 was one, to study and potentially commercialize.
“The data from these populations are so clean that it’s like finding
a needle in a needle stack when you’re looking for important molecules. We’ve taken those molecules, and we’ve run most of them now
through cell-based studies to look for not just associations with better
health but with direct activities that support them,” explains Stephanie.
“We’ve had an amazingly high positive hit rate on that batch of molecules. [Seraphina Therapeutics] and also Seraphina’s parent company,
Epitracker, have been funded by the Department of Defense to basically rinse, wash, repeat what we did for C15 for the next molecules.”
The goal with the new batch of molecules is to look for broad benefits that can support the health of a large population, says Stephanie. “The biggest win for nutrition and for public health is to find
something generic that’s essential, that has these widespread benefits,” she explains. “However, we’re also working on finding molecules
that may be more targeted towards liver health or brain health. In
the nearest term, we have three molecules that we are actively working on and pursuing, and we hope to be able to share new information on the next exciting discovery in the coming six months.”
Despite making a big splash, the story has only just begun for
Seraphina Therapeutics. We won’t know the true impact of C15 until there is widespread adoption of the odd-chain fatty acid through
supplements and food, which will take time in our saturated and
competitive nutrition space. In the meantime, the scientific literature continues to grow, and Seraphina Therapeutics will continue
to innovate by analyzing the therapeutic potential of hundreds of
molecules. Put quite simply by Eric, “There’s a lot to do.”
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Botanical Adulterants
Prevention Program
BAPP’s crucial mission, warning the botanicals market about adulteration, reaches its 10th year.
BY JENNIFER GREBOW, EDITOR-IN-CHIEF

botanicals world, that entity is the Botanical Adulterants Prevention Program (BAPP), whose mission is to “educate members of the
herbal and dietary supplement industry about ingredient and product adulteration.”1
Since it started 10 years ago, BAPP has been a partnership among
three nonprofit-organization founders: the American Botanical
Council, the American Herbal Pharmacopoeia (AHP; Scotts Valley,
CA), and the University of Mississippi’s National Center for Natural
Products Research (NCNPR; University, MS).
On BAPP’s 10-year milestone this year, “The term celebration is not
what I would use for the BAPP anniversary,” say Gafner, who serves
as technical director of BAPP, and Blumenthal, BAPP’s founder and
director. “All of the BAPP partners are in this to improve the quality
of herbal dietary supplements for the benefit of the consumer. We
might celebrate on the day that adulteration is no longer an issue
and BAPP is no longer needed.”

PHOTO © UTAH51 - STOCK.ADOBE.COM

ADULTERATION IN COMMERCE is an age-old problem, one that
never has and likely never will go away.
“Adulteration and fraud in the food, spice, and botanical drug
market is not new; it has been going on for literally thousands of
years,” say the American Botanical Council’s (ABC; Austin, TX) Chief
Science Officer Stefan Gafner and Founder and Executive Director
Mark Blumenthal. “It’s a truism that some people cheat and do not
respect the implicit and explicit rules of society and commerce.”
Adulteration wears many faces in the botanical products market today. It often takes the form of economic adulteration when
fraudsters substitute authentic botanical ingredients with cheaper
imposters. Plenty of factors contribute to adulteration: the globalization of commerce, the rise of e-commerce, and supply chain turmoil
caused by natural disasters and a global pandemic.
It’s pretty bleak. But for every bad actor looking to cheat the market, there is a good actor standing up for legitimate trade. In the
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BAPP is still very much needed. BAPP researches and tracks adulteration in the global botanicals market. It reports those findings to
those inside the botanicals industry and outside the industry (regulators, the media, the public).
From BAPP, we learn that most adulteration occurring in the botanicals space is still economic fraud. The good news is it’s largely
not fraud that presents a public health concern; the bad news is
this may be of small comfort to consumers hoping to derive health
benefits from a botanical product. “In our experience, there appears
to be a greater number of cases of adulteration where the type of
adulteration is based on the addition of undisclosed, lower-cost ingredients that not only provides an economic benefit to the seller
of the fraudulent material but is also designed to fool the prevalent
analytical methods being used in industry analytical laboratories,”
Gafner and Blumenthal report. “Such adulteration would almost
always be in the form of extracts.”
The adulteration landscape evolves over time, making BAPP’s monitoring vital. For instance, say Gafner and Blumenthal, “One of the unfortunate trends is the occurrence of herbal extract fortification with
highly enriched fractions or isolates made by fermentation or chemical
synthesis. While this type of adulteration has been around for a while in
the essential oil industry, it hasn’t been very common in herbal dietary
supplement ingredients to our knowledge.” Adulteration with synthetic
ingredients isn’t always surprising either. By now, it’s an “obvious problem” in the turmeric/curcumin market, for instance. But other adulteration incidents are harder to uncover. For instance, animal-derived
fatty acids can be used to adulterate “saw palmetto” berry extracts, a
practice Gafner and Blumenthal say is “difficult to detect” using common analytical methods, though it can be done.
“Another issue that we noticed more frequently,” Gafner and Blumenthal add, “is the admixture of different plant parts to an ingredient. This was first reported from goldenseal and Asian ginseng,
where undeclared extracts of the leaves or aerial parts were added
to root extracts. In the past five years, the same type of adulteration has been reported for ashwagandha roots and more recently
also for eleuthero roots.” It’s the transparency that matters here,
Gafner and Blumenthal point out. It’s not considered adulteration
if a company discloses, both on the certificate of analysis and the
finished product label, that it’s added botanical materials from another part of the same plant. “So, for example,” they say, “a ginseng
root extract with a relatively high level of ginsenosides that also
contains transparently labeled ginseng leaf extract is not adulteration so long as the leaf material’s addition is transparent.”
When it is adulteration, it is a problem. What BAPP brings to the
table is an arsenal of educational tools aimed at helping the public
understand how, when, and where adulteration can happen—and,
most importantly, how to detect and fight it.
The company’s resources include its Botanical Adulterants Prevention Bulletins and Botanical Adulteration Reports providing
detailed information on plant-specific adulteration observed in
the market. BAPP also circulates its Botanical Adulterants Monitor
newsletter containing timely news, science updates, industry alerts,
and regulatory alerts, using information gathered from “other published sources in the global medicinal plant literature, as well as
26

reports of relevant regulatory activity internationally,” Gafner and
Blumenthal explain.
The key is that many of these materials, especially the longer reports and guides, go through many layers of peer review to ensure
their reliability.
“It always starts with an extensive literature search, since all our
documents are based to a large extent on published data,” Gafner
and Blumenthal explain. “We sometimes add in quotes from industry experts in areas where data are unavailable, especially pricing of
ingredients, but we are really cautious about using personal communications in support of adulteration, as we have to avoid publishing
any BAPP documents based on hearsay or the sole opinion or view
of one expert. If we get industry data, we ask our BAPP experts to review them and verify the accuracy of the data. Once we have chosen
an author, this author is in charge of writing the first draft. If there
are questions (and there always are), we reach out to experts in the
field to help us get the answers.”
Additional reviews are conducted by botanical experts such as
Dr. Ikhlas Khan of NCNPR, Roy Upton of AHP, and Steven Foster
and John Cardellina. “Eventually, we send each document to experts
of the ingredient in question, but also to experts within our BAPP
supporters, usually [approximately] 30-40 individuals per document,” Gafner and Blumenthal add. ABC staff, such as ABC’s Special
Projects Director Gayle Engels, compile and address the feedback,
then finalize the draft. As a final step, the publication’s layout is
done by ABC’s Art Director Matt Magruder. The entire process is
labor and time intensive.
Another key BAPP production is its Laboratory Guidance
Documents. In essence, these guides provide industry with the
“how” to detect adulteration. The documents, which are also peer
reviewed, educate readers about current analytical methods for
testing for adulteration.
Test methods need to keep up with the adulteration they’re meant
to catch. “Adulteration is a bit of a cat-and-mouse game,” Gafner and
Blumenthal explain. “The fraudsters try to come up with ways to
avoid detection of adulteration by a quality control laboratory using common and prevalent analytical methods. In many instances,
as analytical methods get better to find adulterated ingredients, the
fraudsters come up with new ways to adulterate (e.g., by manipulating botanical extracts in various ways), making it even more difficult
to detect adulterated material. It is important for the quality control
groups to be aware of the analytical methods that are easily fooled
and replace them with assays that are more specific (i.e., better able
to distinguish between the genuine ingredient and its adulterants).”
As of November 2021, BAPP has produced 67 peer-reviewed publications, with more to come. One doesn’t have to imagine how much
better equipped the industry is to combat adulteration with these
tools in hand.
BAPP’s publications have grown in stature over time—so much
so that they are their own standalone publications and no longer
just part of ABC’s esteemed HerbalGram journal. They are released
in their own electronic versions and exist as standalone publications
on the BAPP website. These resources also have global reach, with
Gafner and Blumenthal noting that most Botanical Adulterants
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Prevention Bulletins and Laboratory Guidance Documents can be
viewed via ResearchGate by scientists worldwide. BAPP publications have also been translated into Chinese, they’re told. Moreover,
Gafner and Blumenthal often speak about global adulteration at international conferences, spreading the word.
The Botanical Adulterants Prevention Bulletins are usually published first “to document and provide confirmation of the available
data on adulteration of a specific botanical ingredient,” they say. A
Laboratory Guidance Document will be published on the ingredient
after that with more information on corresponding analytical methods. BAPP also expanded the supply chain and ingredient market information in the Bulletins “since this appears to be helpful in providing
greater understanding of the adulteration issues for many ingredients.”
BAPP has turned the spotlight on herbal supplement and food ingredients like pomegranate, Ginkgo biloba, boswellia, ashwagandha,
grape seed extract, cranberry, Aloe vera, ginseng, and many more.
This past year, BAPP also made sure to include elderberry, whose
adulteration risk rose during the COVID-19 pandemic.
During the pandemic, BAPP warned the public about potential
increases in economic adulteration due to supply chain problems,
supply shortages, and price increases. “In April 2020 as the pandemic was just in its initial stages, ABC and BAPP sent out a notice
to all ABC members, BAPP supporters, and the botanical industry
in general, cautioning all responsible players that the increased
consumer demand for herbs and other dietary supplements coupled with predicted supply chain shortages and delays would most
likely result in the presence in the global market of additional
quantities of adulterated, fraudulent botanical ingredients,” say
Gafner and Blumenthal. “ABC suggested that responsible players
increase their identity testing programs to help ensure that they
were sourcing authentic material.”
BAPP doesn’t come by these findings easily. After all, there isn’t
always a clear starting point or an easy source of information when
one is trying to unmask hidden fraud in the market. For instance,
they say, “The information gathering of adulteration isn’t any different during a pandemic than in other times. However, there aren’t
any publicly available data on specific topics (e.g., the ingredients for
which the pandemic has led to a supply shortage).”
That’s when BAPP and its partners’ diligent research and outreach
come into play. “In the case of elder berry,” they continue, “BAPP
has initiated a request for information from contract analytical
laboratories, reputable suppliers, and manufacturers of elder berry
ingredients. For other plants, such as ashwagandha roots, forsythia
fruits (which is in high demand in the traditional Chinese Medicine
community), or the mushroom category (e.g., reishi mushrooms),
which have seen large increases in sales compared to previous years,
we don’t have much information. We know that several academic
groups are investigating the quality of elder berry products on the
market, but these data have yet to be published.”
For what it’s worth, there is no clear consensus yet on just how
the pandemic impacted botanical adulteration. “We are not able to
determine at this time whether the incidence of adulteration (i.e.,
the frequency) or the type of adulteration has increased during the
pandemic,” say Gafner and Blumenthal.
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There’s also no clear answer as to what the extent of adulteration
has been. “Michal Ichim published a series of papers2 in which he
and his co-authors attempted to find an answer to this question,”
they point out. “One of the papers reviewed publications using genetic methods to detect botanical ingredient adulteration, while
the second reviewed botanical microscopy, and the third chemical
methods. Interestingly, the same percentage of adulterated materials (27%) was reported in the review paper on genetic authentication
as in the paper on chromatographic and spectroscopic authentication, contrary to 41% adulteration reported when botanical ingredients were assessed by microscopy.”
BAPP is always cautious when drawing conclusions about adulteration, because there’s not always a clear explanation for why it’s
happening.
“One of the challenges in the interpretation of the results, especially when evaluating the percentage of adulterated ingredients,
is the variability in the definitions among authors of exactly what
constitutes adulteration, and the changes over time in the criteria
for adulteration,” Gafner and Blumenthal explain. “Taking ginkgo
leaf extract as an example, for which we have a large number of
published data, the earliest report of ginkgo leaf extract adulteration in 2003 noticed that one out of 10 commercial samples was
fortified with rutin. A 2005 paper reported fortification with quercetin in addition to rutin, eventually leading to the establishment of
quercetin/kaempferol ratio specifications for the detection of adulteration. The possibility of using Japanese sophora extract (which
contains some of these compounds) as an adulterant was mentioned for the first time in a 2010 paper, leading to further method
developments for ginkgo leaf extract analysis and the proposal to
use genistein as a marker compound for adulteration with Japanese sophora in 2014, adding another albeit controversial criterion
to determine adulteration of ginkgo leaf extracts. While the reported adulteration rate of ginkgo products is generally below 50% prior
to 2014, a number of subsequent papers reported that 72%-88% of
commercial samples analyzed by the researchers were adulterated.
It is not clear if this change is due to an increase in adulteration, an
expansion of the number of criteria and target analytes to detect
adulteration, or an improvement in the analytical methods to detect adulteration. In short, we don’t really have a reliable baseline or
comprehensive enough data to answer this question.”
Support for BAPP’s nonprofit work has grown over the years.
In the beginning, say Gafner and Blumenthal, some were worried
about how BAPP’s findings would make the industry look. “There
was a good amount of skepticism from parts of the herbal dietary
supplement industry at the start of the program with concerns
that BAPP bringing some of the adulteration issues to prominence
may make the whole industry look bad,” they say. The prospect of
reducing adulteration undoubtedly wins out, however, given that
“responsible suppliers have struggled with unfair competition from
low-cost adulterated ingredients for far too long, and saw BAPP as
a means to explain quality differences among brands and emphasize the importance of the authenticity of botanical ingredients.”
Gafner and Blumenthal note that, “To date, BAPP has been financially supported and/or publicly endorsed by over 200 entities.” This
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includes both members of the U.S. and international medicinal plant
industry, including ingredient suppliers and product manufacturers,
as well as third-party labs, trade associations, professional research
and clinician organizations, research centers, and more. They add
that “BAPP’s financial support has been relatively stable over the past
five years, after substantial growth during the initial five years. Most
responsible industry members that support BAPP continue to do so,
although there have been some companies that have dropped their
support, for a number of reasons. This is to be expected as numerous
companies have had changes in ownership and/or management, some
of which may not understand the vital importance of supporting such
a unique research and educational international program like BAPP.”
They conclude: “BAPP would not be possible without the generous financial support of companies representing dietary supplement
ingredient suppliers, manufacturers, trade associations, contract analytical laboratories, and analytical instrument manufacturers.”
BAPP has also expanded its partnerships with other education
and resource providers. In 2021, ABC and BAPP signed a memorandum of understanding with the International Association for the
Advancement of High Performance Thin Layer Chromatography
(HPTLC Association) in Switzerland so that ABC members and visitors to BAPP’s website can access the HPTLC Association’s research,
analytical, and educational content, including its extensive Methods
Collection for identifying herbal ingredients.
“One of the main positive outcomes of these partnerships is the exchange of information,” Gafner and Blumenthal say. “You mentioned
the partnership with the HPTLC Association, which has a large collection of methods to identify botanical ingredients, and to detect
adulteration by HPTLC. Raising the awareness of this resource may
prompt some in the industry to have a look at the collection and possibly add some of these methods to their quality control protocol. Another example is the 2019 workshop on botanical ingredient adulteration which BAPP organized as part of the 67th Annual Conference of
the Society for Medicinal Plant and Natural Product Research (GA),
which was held in Innsbruck, Austria. Sometimes, collaborations with
research centers cumulate in the development of a new method to detect adulteration of a specific botanical ingredient. An example is the
2021 publication3 of a NMR method to detect the adulteration of turmeric extracts. Again, this should benefit industry, especially for botanicals for which authentication is difficult and methods are scarce.”
And always, at the core, is the hard work of BAPP’s collaborators.
Gafner and Blumenthal note that BAPP “has had active participation from several expert colleagues and industry members who volunteered to write some of the documents we published. And we had
181 different peer-reviewers (excluding BAPP management) from the
herbal dietary supplement industry, contract analytical laboratories,
academia, government, trade organizations, and the nonprofit sector
over the years in the U.S. and internationally for the Bulletins and Laboratory Guidance Documents. Some of these reviewers have looked at
over 20 documents in the past 10 years, and some of our documents
have had up to 29 peer reviewers’ input from these experts.”
“ABC and BAPP’s partners are truly grateful for the wide range of
support, recognition, and endorsement that BAPP has received and
continues to receive across such a broad spectrum of the responsible
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elements of the herb and dietary supplement industry and the extended research and integrative healthcare communities,” they say.
So, BAPP provides a wealth of information. How companies choose
to use that information to protect themselves and their customers is up
to them. Have many companies changed their practices based on tips
from BAPP? In February 2020, BAPP sent a survey to ABC members to
gauge BAPP’s effect. “Approximately half (50) of the 103 respondents
were industry members, with others being healthcare professionals,
from academia, consultants, or respondents who declined to provide
such information. Based on the feedback from the industry members,
24 companies implemented new quality control measures, 18 changed
suppliers, and 15 changed ingredient specifications based on input
from BAPP,” say Gafner and Blumenthal. At the very end of the chain,
“Consumers benefit from improved measures by having access to
products that have gone through a more robust quality control system.”
“Using BAPP information doesn’t necessarily mean that the product quality has improved (especially since our industry supporters
already are among the best in town),” they add, “but we certainly
hope that it ultimately leads to better products on the market.”
Adulteration will exist as long as there is a propensity to defraud the
market for money. There will never not be a need for BAPP. Nutritional
Outlook previously awarded BAPP in its Best of the Industry awards in
2016; in 2021, we again salute BAPP’s service for the past decade as a
lookout for the botanicals market, the industry, and consumers.
“In general and historically, adulteration has always been part of
commerce…Unfortunately, it is predictable that it will continue, despite our best efforts,” say Gafner and Blumenthal. “The best we can
do is try to ensure that responsible, ethical members of the industries
that utilize botanical ingredients know about BAPP, know about the
free access to all of BAPP’s extensive library of publications on adulteration, and will use BAPP publications to help ensure that they are
not victimized by the unscrupulous sellers of fraudulent ingredients.
So, as far as we’re concerned, this creates a form of ‘job security’ for
all of us at BAPP, because as much as we produce high-quality, reliable information for the use of industry members and others, the
fact remains that someone will still try to cheat, and people cannot
let down their guard. After all, the herbal products industry is about
providing healthful products for consumers to help them improve
and maintain their health, naturally.”
References
1.
2.

3.

Botanical Adulterants Prevention Program website. https://www.herbalgram.org/resources/botanical-adulterants-prevention-program
Ichim MC et al. “Chemical authentication of botanical ingredients: A
review of commercial herbal products.” Frontiers in Pharmacology. Published online April 15, 2021.
Kim SB et al. “The untargeted capability of NMR helps recognizing nefarious adulteration in natural products.” Journal of Natural Products,
vol. 84, no. 3 (March 12, 2021): 846-856

Hear bonus interviews
with our award winners on
The Nutritional Outlook Podcast!
29

BES T

RETAIL BRAND & PRODUCT

2021

Good Catch Foods
Leader in the small, but growing, plant-based seafood space, Good Catch Foods is making
the category more accessible through its aggressive expansion into food service.

CONSUMERS ARE ACTIVELY seeking
“We know that curating the taste
plant-based alternatives to their faexperience is absolutely paramount to
vorite poultry, beef, dairy, and seafood
success, especially when you have someproducts. Plant-based seafood is a small
thing that’s new,” explains Christine Mei,
but growing member of the plant-based
CEO of Gathered Foods. “Our consumproduct segment. One company leaders are typically millennial flexitarians;
ing the charge for plant-based seafood
they’re food explorers, they’re advenis Good Catch Foods, a subsidiary of
turous, they’re experiential foodies that
Gathered Foods. Good Catch offers a
want to learn and discover new things.
suite of finished products that includes
Also, they’re awfully health conscious,
plant-based tuna, fish sticks, fish fillets,
they’re transparency seekers, they’re alcrab cakes, fish burgers, and fish cakes,
truistic, but ultimately, if you present the
all made with the company’s propriconsumer with something that’s new,
etary blend of six legumes—peas, chickthe best way to be able to compel them
peas, lentils, soy, fava beans, and navy
to enjoy the experience is to curate this
beans—that help create the ideal taste,
experience.”
texture, and protein content consumers
Interest in plant-based alternatives
are looking for.
is at an all-time high, but not everyone
According to data published by the
may be willing to take the risk of purPlant Based Foods Association, in 2020
chasing an entire box of plant-based
plant-based meats—the second largest
crab cakes if they don’t understand the
plant-based category—grew 45%, up
potential for taste and texture. “We’ve
Christine Mei, CEO, Gathered Foods
$962 million, compared to the previous
already had some really good lessons
year, with plant-based meat accounting for 2.7% of retail packaged and experiences with food service partners over the last year and
meat sales. This growth was twice as fast as that of conventional a half, reinforcing that you have to meet the consumers where they
meat. Refrigerated plant-based meat grew 75% in 2020, and frozen are, where they are trying to discover new foods, and where they are
plant-based meat grew 30%.
trying to have new experiences,” says Mei. Consumers have to be inWithin the plant-based meat market, plant-based seafood account- spired to take the leap.
ed for $12 million in sales in 2020, growing 23% over the previous year.
There is a lot of hype around certain plant-based meats, focused Chef Driven
on burgers and milk alternatives, so plant-based seafood has some Widespread adoption of novel, plant-based alternatives to well-loved
work to do when it comes to consumer awareness. What’s unique food is not achieved by virtue alone. Taste is paramount. It’s therefore
about Gathered Foods’ approach to evangelizing plant-based sea- no surprise that Good Catch was co-founded by Chef Chad Sarno, a
food is that it is actively expanding into food service to reach as pioneer of plant-based cooking who has launched restaurants in Ismany consumers as possible, making its products more accessible tanbul, Munich, London, and Belgrade, and served as vice president
and relatable to everyday people.
of plant-based education at Rouxbe Cooking School as well as global
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Plant-based crab-free cakes

wellness coordinator, media spokesperson, and R&D chef for Whole
Foods Market. Sarno has also written and contributed to numerous
cookbooks dedicated to plant-based and health-conscious cooking.
It is this chef-driven focus on great taste and texture, and a
quality culinary experience, that makes Gathered Foods so well
suited to partnering with food service providers. “The opportunity for us when we approach food service partners is, because we
have clear culinary expertise, we can look at their menus, and we
curate a menu suggestion that is customized to what they serve,”
explains Mei. “So, we work with those food service partners and
their chefs or their culinary teams to come up with something
that is customized for them. And that’s the fun of it, to unleash
culinary creativity.”
Currently, Good Catch’s food service partners include Bareburger
(New York City), Champs Diner (Brooklyn, NY), Daily Veg (Newark,
DE), Honeybee Burger (Santa Monica, CA), Malibu’s Burgers (Oakland, CA), Pause…itively Vegan (Deerfield Beach, FL), and Veggie Grill
(CA, MA, NY, OR, WA). Additionally, Whole Foods Market now stocks
a plant-based tuna salad made by Good Catch in the prepared foods
section of its store in ten states. Recently, in July of 2021, Good Catch
entered into a partnership with Long John Silver’s, the nation’s largest
quick-serve seafood food chain, which offered Good Catch’s PlantBased Bread Fish-Free Fillet and the Plant-Based Breaded Crab-Free
Cake in five locations in California and Georgia, for a limited time.
That, too, was successful, and Mei reports that the two companies are
working together on next steps.
32

“We do reach a range of food service partners, from fast food to
casual dining to fine dining,” says Mei. “Our goal is not to just be a
limited-time offer, and we’ve actually had some really good experiences of migrating from limited-time offers to a permanent placement on the menu.”
Once consumers are inspired by their experience of eating Good
Catch plant-based seafood in a restaurant, the brand also provides
further support for those buying products at retail by offering recipes on its website as well as its YouTube channel, with additional
instruction for some recipes. This is important because plant-based
options are often presented in formats such as frozen foods that
most people may associate with convenient, no-effort meals. Good
Catch wants consumers to understand that, with some creativity
and effort, they can elevate plant-based seafood to be a rewarding
culinary experience.
“We offer that creativity so you don’t have to just think of it on
your own, if you want some guidance,” says Mei. “Again, this is about
curating that taste experience. We can curate it at the food service
establishment, and if you want to recreate it yourself or want to experiment, but need a little bit of inspiration, we have ways to be able
to help you get on your way.”
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Plant-based fish burger

Bee Foods (San Diego, CA), one of North America’s largest seafood
companies, entered into a joint distribution venture.
“What binds us together is the genuine ambition to be purposefully
sustainable. We each do it in our own different and respective ways,
but the end goal, quite frankly, is still the same: to nurture healthy
oceans,” explains Mei. “We have to raise awareness, we have to reduce
harm, and we have to preserve our environmental resources.”
The partnership was also strategic for Gathered Foods because as
a mission-based startup, it had limited access and points of distribution. “We’re not huge, and so by forming a partnership with a company like Bumble Bee, we can reach far more consumers who want
seafood alternative products,” says Mei. “It’s been pretty exciting to
pair up with Bumble Bee because they are taking a bold step for the
industry, but together we’re also providing choice for consumers—
and, ultimately, it is about choice.”
Plant-based tuna hoagies

Big Picture
There are many strategies consumers take to reduce their negative
environmental impact on the planet. One of them is either completely removing animal-based foods from their diet or restricting
the amount of meat or dairy they eat. Others remove red meat and
poultry but continue to eat fish. For those who eat fish, the story of
commercial fishing’s impact on marine life may be overshadowed by
the environmental impacts and welfare concerns of animal agriculture. However, both animal agriculture and commercial fishing have
a significant impact on our planet.
“One of the shocking facts, at least for me, is realizing that 40% of
the fish that are caught worldwide is bycatch. Eight hundred dolphins,
whales, and porpoises are killed from fishing every day. Hundreds of
thousands of sea turtles are caught as bycatch every year,” says Mei.
“And when I think about the over-exploitation of fishing resources, that’s
another huge issue. There is going to be a significant reduction in the
population of some species of fish in the next several years. Oceans and
sea life really need some attention. And we have got to align all kinds of
interested parties to really have a commitment to a new approach to
seafood. That’s really needed to allow fish to remain in the ocean.”
Even major brands associated with fish see the writing on the
wall. For example, in March of 2020, Gathered Foods and Bumble
34

Looking Ahead
Gathered Foods and Good Catch are poised for immense growth as
the desire for plant-based alternatives climbs. By driving distribution through both retail and food service channels, Gathered Foods
is making huge progress in enlightening a diverse set of consumers
about the culinary possibilities of plant-based foods, specifically the
emerging category of plant-based seafood, and contributing to their
growing acceptance.
“Our mission at Gathered Foods is really about positive disruption,” says Mei. “We’re specifically focused on propelling change with
craveable plant-based food solutions, and it’s primarily because
we’re united by the love of really good food, plant-based eating, and
animal welfare. That’s the combination that enables us to really stay
focused and committed to raising consciousness, reducing harm,
and preserving environmental resources, all while delivering a great
culinary experience.”
As a leader in the plant-based seafood space, Gathered Foods
anticipates continued innovation. “There are two to three hundred
species that live in the ocean, and we are looking to leverage our
technical and culinary innovations to deliver plant-based solutions
to support ocean health,” states Mei. “That is the front and center priority for us. In order to do that, we really want to make Good Catch
more accessible, more available. We want that full range of consumers, from vegans to flexitarians, to experience Good Catch.”
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Food to

Feel Good About
Functional formulation, post-pandemic

W

hen did it fully dawn upon you
that functional foods had made
it to the mainstream?
For Lior Lewensztain, founder and CEO of
That’s It Nutrition (Los Angeles), one proverbial “Aha!” moment arrived when he learned
that his company’s probiotic-boosted fruit
bars were becoming hot commodities in—of
all places—Walmart.

“It’s relevant to note,” Lewensztain emphasizes, “that we’re talking about Walmart
here, and not, say, Whole Foods. Because
that represents what’s going on with the average American consumer: These consumers are making the direct connection between what they put in their bodies and how
they feel, and they’re showing more care and
intention in choosing which foods they eat.”

The upshot for consumers and for the
brands that feed them, he concludes, is
simple: “We’re really starting to see people
pay attention, and respond, to functional, whole foods.”

COVID Effect
And who can blame them? Almost two
years after reality took an unexpected turn
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BY KIMBERLY J. DECKER
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for everyone, consumers at Walmart, Whole
Foods, and beyond continue to rethink their
relationship with food.
Citing data from Nutrition Business Journal, Max Maxwell, manager, market intelligence, Glanbia Nutritionals (Chicago), notes
that domestic functional food and beverage
sales grew 8.2% in 2020, reaching a value of
$77 billion—with projections growing the
sector a further 6.8% in 2021 to a value of
more than $82 billion.
“This COVID bounce,” Maxwell contends,
“motivated many people to try functional
foods, and that trial will result in incremental sales. People have never been more concerned about their health.”
John Quilter, vice president of global portfolio, ProActive Health, Kerry (Beloit, WI),
agrees—although he considers the pandemic’s effects “more of a rapid acceleration
than a bounce.” Even before COVID-19, he
notes, “Consumers had been proactive with
their health and were actively interested
in functional foods and beverages. So, it’s
no surprise that the pandemic gave that
trend new energy.”
What’s more, he says, signs suggest the
energy will persist. “Though the world may
be returning to ‘normal’ in some respects,”
Quilter wagers, “interest in functional nutrition will endure into the foreseeable future.”

Mindful Munching
All of which delights Lewensztain. “One
of the most exciting shifts we’ve seen is
the increasingly mainstream understanding that food can be medicine,” he says,
“and that what you put in your body can
dramatically impact your overall health,
boost your natural strength and immunity, and help protect you from disease.
That’s going to stay even as we transition
back to normal.”
Mayuresh Bedecker, director of product
strategy for bioactives at Glanbia Nutritionals, chalks it up to a mindful approach
to eating—and he, too, doesn’t expect it
soon to recede.
“‘What’s good for me?’ and ‘Is this right for
me?’ have become important decision-making
points with shoppers post-COVID,” Bedecker
observes. “So, we can count on concepts such
as brain health, staying fit, and eating for immunity to stay around for the long term.”
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It’s All Related

Check Your Head

Those concepts reflect what Quilter describes as “a broadening of the areas where
consumers seek functional benefits.”
Their functional wish list is expanding in
part thanks to unprecedented access to information around diet and health. But just
as important, Quilter says, is science’s continual evolution, “which deepens our understanding of the relationship between the
microbiome, the immune system, the brain,
and more. That’s driving research, product
development, and consumer interest in
functional ingredients.”

Beyond immunity, “Consumers have
grown more in tune with their mental and
emotional wellness needs as they cope
with the pandemic’s significant lifestyle
shifts,” observes June Lin, vice president,
global marketing, health and wellness,
ADM (Chicago). Per FMCG Gurus’ 2021
survey, 48% of global consumers claimed
to be more conscious of their mental wellbeing courtesy of COVID-19.
And while cognitive health—mental
health’s brainier cousin—took a backseat
to matters of mood during the pandemic, “Indications are that interest in cognitive health is bouncing back, and not just
with seniors,” reports Ranjana Sundaresan, lead research analyst, Spoonshot AI
(St. Paul, MN).
Spoonshot analysis shows that media
references to cognitive health jumped 22%
from January to September of 2021, compared to mental health’s jump of 16%. “In
addition,” Sundaresan continues, “the concept of improving cognitive health is becoming important among new consumers,
particularly those looking for focus and
faster decision-making—students, gamers,
athletes, and even office workers.”
One functional ingredient she suspects
will catch on in this space is green-oat
(Avena sativa) extract, made from the
immature aerial parts of the plant. Used
for centuries in traditional medicine, it
enjoys the backing of recently published
clinical trials showing “significant positive effects on cognitive functions such as
improved performance speed, executive
function, working and episodic memory, attention, and quantitative function,”
Sundaresan claims. Of interest to formulators, the extract is also water-soluble
and “could potentially offer consumers alternatives to coffee or caffeine for helping
them focus,” she adds.
Bedecker has also watched brain
health, cognition, and even eye health ascend the priority ladder now that “working from home and long screen times
have become the norm,” he says. As far as
associated ingredients go, he notes that
L-theanine, L-glutamine, choline, ashwagandha, Ginkgo biloba, and Panax ginseng
all contribute to mental performance,

“Functional is
everywhere these days,”
says Glanbia’s
Mayuresh Bedecker.
“It’s not only in bars
but has also
expanded into a broader
‘healthy-snacking’
category.”
First Line of Defense
Consider the obvious interest in immune
health. According to FMCG Gurus’ March
2021 “How Has COVID-19 Changed Consumer Behavior?” report, 65% of global consumers claimed to be more conscious of immunity because of COVID-19.
Kerry’s 2021 global consumer survey reinforces their awareness. “We presented
consumers with a list of health areas and
asked them which were among their reasons for buying healthy-lifestyle products,”
Quilter explains. The kicker: 58% percent
of respondents identified immune support
as a compelling purchasing factor, putting
it ahead of healthy bones and joints, digestive health, heart health, and improved energy. “Four in 10 consumers had even used
an immune-health product over the past six
months,” Quilter notes.
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while vitamins C and E, zinc, lutein, zeaxanthin, and omega-3 fatty acids show
potential in formulations addressing eye
health, he says.

Probiotic Popularity
Quilter notes that research is mounting visà-vis probiotics’ role in promoting cognitive
health, mental wellbeing, and mood, adding
that Kerry’s recent global survey showed
that 25% of consumers had used a probiotic product over the past six months—up
from 21% in 2019.
But cognition and mood are hardly probiotics’ only functional bailiwicks. “With
holistic health top of mind,” Lin says,
“consumers are increasingly aware that
the gut microbiome is central to wellness.
Our research finds that 58% of global consumers are aware that bacteria in the digestive system have potential benefits on
overall health.”
Indeed, adds Sundaresan, “There’s a
growing body of research showing just
how important gut health may be for overall health, since it appears to impact so
many parts of our body. We’re expecting
to hear more about topics like the gutbrain axis, gut-lung axis, and oral-gut axis.
Even immunity has a strong relationship
to gut health.”
But with consumers focusing on their
microbiomes—and seeking out probiotics to support them—Quilter stresses the
importance of formulating with strains
“backed by high-quality science.” Kerry’s
spore-forming Bacillus coagulans GBI-30,
6086, strain, for instance rests on a research
record of 25-plus published papers demonstrating its support for immune and digestive health, as well as better protein utilization1, Quilter says.
“And the development of resilient,
spore-forming strains has allowed for
the introduction of probiotic benefits
into a much wider range of products
than were previously available,” Quilter
adds, “including everything from teas and
coffees to muffins, nutrition bars, and
peanut butter.”
But because not all probiotics are spore
formers, many can still be finicky ingredients to handle. As such, “There will be
greater focus in the coming years on the
40

emerging class of postbiotic ingredients,”
Sundaresan predicts, “to address some of
probiotics’ challenges, such as heat sensitivity and safety.”
Case in point: HT-BPL1, the heat-treated
postbiotic counterpart to ADM’s BPL1 Bifidobacterium animalis subsp. lactis CECT
8145 probiotic, can withstand processing
conditions as harsh as the high heat of
baking, Lin says.

Make It Easy
“Ingredient solutions like these are becoming more important as people look
for products with functional ingredients
in convenient formats that meet their
day-to-day needs and work with their
lifestyles,” Lin notes. “More than ever,
consumers want convenience, flexibility,
choice, and variety.”
And brands are taking note. As Bedecker
says, “Functional is everywhere these days.
It’s not only in bars but has also expanded
into a broader ‘healthy-snacking’ category. This includes cereals, bites, extruded
snacks, and more.”
That said, the Ingredient Transparency
Center’s 2021 Consumer Functional Food
Survey of 1,000 U.S. consumers found that
when asked about the specific use occasions where they’re most likely to be looking for a food with functional benefits,
consumers surprisingly ranked snacks
and beverages “well below the major
meal occasions,” notes Traci Kantowski,
communications director, Trust Transparency Center (Spring, TX), “indicating
that consumers expect functional benefits at major meals, and that snacking
is not strongly associated with products
with functional benefits.”
Even so, Lewensztain remains unfazed.
“I think bars will continue as one of the
most popular functional-food formats,” he
declares. “Especially as we begin transitioning back to on-the-go living, you can’t beat
their convenient portability. However, I believe that supplements and whole foods in
general will also continue gaining popularity and momentum.”

Healthy Indulgences
So, too, will foods that deliver a touch of
fantasy to leaven their functionality.

“As the pandemic’s prolonged effects
continue,” Lin says, “people are beginning
to shift from impulsive to purposeful indulgences, seeking offerings that deliver
rich, decadent flavors and textures as well
as positive nutrition.”
Brands can check those boxes by “leveraging botanical, spice, and nostalgic flavors to elevate fortified snacks, bars, and
confections,” she suggests. “The winter
months, for example, provide opportunities for spices like cardamom and ginger,
and classic flavors like vanilla and salted
caramel. And botanicals like carob—
which is sweet, and a great ingredient for
adding fiber—can enhance products with
flavor and function.”
It’s proof that good-for-you needn’t
come at the expense of just-plain good.
“Our dark-chocolate truffles are a perfect example,” Lewensztain says. “They’re
decadent and delicious but also vegan
and made with only four ingredients.
They don’t need all the dyes, added
sugars, and unnecessary ingredients.
It’s possible to make delicious comfort
foods from natural, minimal inputs—and
there’s huge opportunity for brands that
recognize this.”
In fact, Lewensztain continues, “There’s
so much opportunity for brands to innovate in this space. Consumers are looking
for functional foods, and the brands leading the movement will feel that impact.
But where there’s opportunity for brands
to position themselves positively, that
also comes with the responsibility not
to mislead. If brands are doing their jobs
and using clean ingredients, this won’t
be difficult. It might even make their
lives easier.”

Kimberly J. Decker writes for the food and nutrition
industries from her base in the San Francisco area
where she enjoys eating food as much as she does
writing about it.
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Drinks

Bright Future for

Beverages

Why functional drinks are likely to grow post-pandemic

M

uch of the healthy drinks market
saw extended growth since the
start of the COVID-19 pandemic
as a result of growing consumer interest in
health and immunity. Consumers are now prioritizing condition-specific benefits in their
beverages, and general wellness and hydration
claims may no longer be enough to lure them.
What do prospects for healthy beverages
look like post-pandemic? The market is likely
to embrace a more diverse array of functions.
And, as consumers get back to their regular
routines, product convenience will once
again become paramount. Here are some of
the emerging trends shaping the market.

market has a projected compound annual
growth rate of 12.5% from 2021 to 2028, according to Grand View Research. We expect
to see most new products positioned as offering more than just hydration.”
Immunity-supporting beverages are especially booming. Market researchers have
witnessed a meteoric rise of immune-health
beverages, Costello notes, while survey data
gathered this year by ingredient supplier
Glanbia Nutritionals (Chicago) showed that
46% of consumers are interested in beverages naturally high in immune-health ingredients. Meanwhile, 30% are seeking beverages
fortified with such ingredients

Bolstering Beverages

The Return of RTDs?

The determination to take ownership of one’s
health is driving better-for-you beverages.
Consumers’ desire to make healthier choices paved the rise of products like low- and
no-alcohol drinks and less-unhealthy soda,
points out Erin Costello, communications
associate for beverage developer Imbibe
(Niles, IL). Expect to see that trend continue.
“Categories with health halos are predicted to experience significant growth,” Costello says. “The American dairy alternatives

Despite several pre-pandemic years of strong
and consistent growth, the ready-to-drink (RTD)
market did stagnate during the pandemic. Although the RTD market posted strong numbers
in the three years leading up to the pandemic,
consumers have spent much of their time at
home since early 2020, says Ranjana Sundaresan,
lead research analyst for food innovation intelligence firm Spoonshot (St. Paul, MN).
“References to ‘on-the-go’ food and drink declined 40%,” Sundaresan says. “Even though parts
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of the world are opening up, it doesn’t look like
there’s much interest in consuming food or drink
while on the move. That’s not surprising, since
this would require removing masks and juggling
with packaging in public, crowded places.”
But there’s hope. Ready-to-drink coffee
products could be the first segment of the
RTD market to rebound. One Imbibe survey
found that 67% of adults purchased an RTD
coffee beverage between 2020 and 2021.
Imbibe’s Costello cites further market research data from IRI (Chicago). “Refrigerated
RTD coffee beverages experienced close to
20% growth in the 52 weeks ending May 17,
2020, according to IRI. Although consumers
are still enjoying creating the coffee shop
feel at home, refrigerated RTD coffee posted
USD $487 million in sales in total U.S. convenience stores and MULO [multioutlet channel] for the 52 weeks ending May 17, 2020. In
our business, we’re on pace to see RTD grow
by at least 8% through the end of 2021.”

buying plant-based beverages, as plant-based
is widely perceived to be very sustainable.”

in high demand. The beverage sector’s recovery
may be uneven, but it is nonetheless underway.

Ready for Rebound
The healthy drinks market is well positioned to
recover from the COVID-19 pandemic. While
RTDs suffered losses, botanical drinks and beverages with immunity-boosting ingredients are

Mike Straus is a freelance writer living in Kelowna,
Canada. He writes for trade publications like Hoist,
Canadian Chiropractor, Grow Opportunity, and
Massage Therapy Canada.

Winning with Botanicals
Nutraceutical products fortified with botanical ingredients are one of the fastest-growing
product categories. Why? Consumers want
natural, great-tasting products with added
health and sensory benefits, says Leigh Anne
Vaughan, global strategic marketing director,
Taste for Kerry (Tralee, Ireland).
Vaughan points to supporting data from
market researcher Innova Market Insights’
product launch database. “From 2017 to 2020,
there has been a 46% growth in the number of
beverages containing botanical extracts. Importantly, 69% of consumers say it is important
for foods and drinks to be 100% natural. The
COVID-19 pandemic has also raised public interest in ingredients that have a health halo.” As
luck would have it, “Botanicals have this reputation among consumers” of being healthy.

Plant Origins,
Sustainability Matter
Clean-label and environmentally friendly
products matter to consumers, pushing progress in the beverage market. Vaughan notes,
“Kerry’s 2021 Sustainability in Motion survey
found that 84% of consumers believe it’s important for people to contribute to sustainability. About half of consumers consider sustainability when buying food and beverages. This
often shows up as an increase in consumers
NUTRITIONAL OUTLOOK
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Sustainability

The Road to

Regenerative
Why we can’t turn our back on regenerative agriculture

T

here’s that chicken-and-egg thing
that generally accompanies seismic
shifts in attitudes followed by behavioral adjustments that are the hallmarks of
change for an industry and its consumers.
When we look back on the issue of sustainability for the food (and dietary supplement) industry, what will have come first?
Passionate thought leaders driving a philosophy? Principled companies willing to
punt profits down the road to support the
long-term health of the planet? Or early enlightened consumers determined to create a
narrative to save the world?
44

Most likely, it will have been a convergence of all three. And it may not matter
which came first, as long as the movement
got across the road.
The simplest definition of sustainability
is ensuring the ability to meet our needs today without preventing future generations
from being able to meet their own needs
down the road.
The good news for the food industry,
and more broadly for the world’s population, is that sustainability is taking hold,
at least conceptually. According to market researcher Innova Market Insights’

“Top Trends for 2022” list, concern about
the health of the planet has eclipsed consumers’ previous number-one concern
(their own health).1
“Personal health has been the big concern for the past few years, but consumers
now tell us that this has been surpassed
by global issues,” said Lu Ann Williams,
director, global insights, Innova Market
Insights, in a press release.1 “[Sustainability] might not be the top purchase driver
for all consumers, but for many it clinches
the deal when it comes to choosing between products.”
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Sustainability

Innova further stated it believes a “shared
planet” concept will be one of the top trends
driving innovation and success in the coming year. It noted: “Brands are moving on
from simply proclaiming their credentials to
meeting a clear, agreed, and understandable
measurement of their environmental and
social impact.”
And, said Innova, consumers are calling
the shots, with the number-five trend on its
list of trends to watch focused on the “voice
of the consumer.” Its press release stated:
“People are looking for food and beverages
that align with their political, social, and
ethical values.”
In its own look at food trends, the International Food Information Council (IFIC) advised that while predictions for sustainability were overshadowed by COVID-19 in 2020,
the organization fully expected a resurgence
of sustainability as a top trend in 2021.2
Citing results from the IFIC 2020 Food
and Health Survey, IFIC advised that “59%
of Americans said it’s important that
the food products they purchase or consume be produced in an environmentally
sustainable way.”2
This begs the question: What about
the remaining 41%? Are they not interested in saving the planet or in making
sure they are not part of the last generation of earthlings?
It’s a bit more complicated than that.
First, there is the question of how sustainability will impact wallets and pocketbooks.
The IFIC survey found that nearly three
in 10 (28%) of respondents said they were
worried about being able to afford food for
their household in 2021. Second, clearly not
everyone agrees that things like climate
change, environmental concerns, and, yes,
sustainability, are real things that need to be
addressed. And then there are others who
simply don’t understand—or don’t care to
understand—what sustainability is all about.
Let’s not forget this: It takes some time
to change the world. For example, while
the organic food movement is believed to
have first reached consumer consciousness
around 1990, according to at least one recent article, overall organic sales still only
account for 6% of all food sold in America,
and organic farms make up less than 1% of
the two million farms in the U.S.3
46

This is especially important to keep in
mind as “new concepts” in sustainability—at
least new to consumers—grow beyond the
farms and into the public domain.
One such concept is regenerative agriculture.

Save the Soil,
Propagate the Planet’s Future
What is regenerative agriculture? As Nutritional Outlook reported back in 20194, “Regenerative organic agriculture doesn’t just
protect and preserve the resources it uses—
let alone deplete them—it actually leaves
them in better condition than before. That
means accounting for the health of the soil
and water as well as the health and economic and spiritual wellbeing of farmers, farmworkers, and farm animals.”
More specifically, Mark Blumenthal,
founder and executive director of the independent nonprofit research and educational
organization American Botanical Council
(ABC; Austin, TX), says, “One of the main
points about regeneration is the idea of
building up the health of the soil to optimal
nutritional value (soil-wise) for production
of conventional and unconventional food
crop plants.” This, he says, includes the
growth of beneficial fungi/mycorrhizae in
the soil. Regeneration also includes, but is
not limited to, carbon sequestration efforts
to remove CO2 from the atmosphere and
build it in soil, food, medicinal plant crops,
and trees, as examples, he adds.
Phoenix Dugger, corporate social responsibility manager for Ardent Mills (Denver,
CO), a leading flour-milling and ingredient
company, believes that “regenerative agriculture can help play a role in ensuring the
continued health of topsoil.” He says that is
critical to producing nutritious, high-quality
harvests that benefit all of us.
“From an environmental perspective, regenerative agriculture can help improve soil
biodiversity, offset atmospheric carbon, and
promote water conservation,” Dugger adds.
Plus, there’s an additional benefit: “Regenerative agriculture can also help meet the
growing consumer demand to know more
about foods’ ‘micro’ labels, sparked by the
widespread adoption of the organic movement,” he says. “Specifically, consumers
want to know where their food comes from
and what’s in the food they consume.”

Many agree that regenerative agriculture
starts with the soil but has a much broader
role. Stephanie Kane, global sourcing specialist at supplements brand Gaia Herbs,
says “the purpose of regenerative agriculture
is to not only do no harm but to improve the
land that is being farmed.”
On its website, Gaia Herbs states that its
company’s purpose is “connecting people,
plants, and planet to create healing.” So,
it makes sense that one thing that stands
out to Kane about regenerative agriculture is that the environmental impact is
just one piece of the story. “Regenerative
agriculture also sees people as part of the
ecosystem. Supporting transparency, good
working conditions, and living wages is necessary to create a truly sustainable supply
chain,” she says.
Cargill (Minneapolis), a global ingredients
giant that takes pride in its local impact, has
been advancing sustainable agriculture for
more than a decade. Ryan Sirolli, sustainability director, row crops, Cargill, advises,
“Within Cargill, regenerative agriculture is
central to our broader sustainability commitments. It is an important step towards
meeting our science-based climate commitment to reduce our supply chain greenhouse
gas emissions and our work to achieve sustainable water management in our priority watersheds.”
When Jordan Rubin, co-founder and CEO
of supplements brand Ancient Nutrition,
speaks about sustainability and regenerative
agriculture, you can hear the passion in his
voice. “It’s quite simple,” he says. “When you
use ingredients that are grown with regenerative practices, you are making steps to
change the world.”

How Prevalent Is the Practice?
With all the enthusiasm for regenerative agriculture, there is also a realism as to where
the industry—and the movement—is.
Take, for instance, Rubin’s honest assessment. “The practice of regenerative agriculture is in its infancy in our industry,” he says.
“Food has a much greater level of regenerative agricultural practices, in my opinion;
beverages next; supplements last. If you
look at dietary supplements, they tend to
have the smallest number of certified organic ingredients, the smallest number of
DECEMBER 2021

■

NUTRITIONAL OUTLOOK

Immune Health Support
Build an enduring body and mind with Sensoril® Ashwagandha,
Capros® Amla and PrimaVie® Shilajit to increase energy, support
healthy aging and support Immune System Health.

e n e r gy

Improve
Cellular Function

in

H
e
a
l
th y A g
t
im
al
m
u ne he

Increase Energy
& Concentration

g

h

Increase Vitality
& Strength

Read more about Immune System Health Support in our
white paper at www.natreoninc.com/immunesupport

Sustainability

certified organic products, and an infinitesimal number of regenerative certified
products. We want to see that change, but
certainly, the message is there, the demand
is coming—but it is very much in its infancy,” he advises.
Blumenthal, too, likens regenerative agriculture to the new kid on the block. “It’s relatively recent,” he says, “and like other new
practices, acceptance takes time.”
He explains that it usually takes time for
increased adoption by a growing segment of
a community. “We saw this with the organic
farming movement 20, 30, 40 years ago, and
I think that regenerative farming is probably subject to some of the same dynamics.
It takes time for people to learn new and
unconventional ways of doing things to improve soil, water, the ecology, etc.”
Like Rubin and Blumenthal, Dugger is
confident that regenerative agriculture will
catch on. Acknowledging that the practice
is still in its early stages, he says that “with
the continued focus on how companies can
reduce their environmental impact, we’re
seeing more customers interested in looking
at innovative ways to make this happen.”
Dugger shares that “it’s something that’s
becoming more top of mind for customers
and their end consumers.”
The IFIC 2020 Food and Health Survey
supported that sentiment. Among the survey’s results was this finding: “[Americans’]
knowledge of and interest in sustainable
farming techniques like regenerative agriculture increased over the previous year,
with net familiarity at 36% (up from 22% in
2019) and net interest at 57%.”2
Aside from the need for time, are there
other reasons why not all companies
are jumping at the chance to pitch in
for the planet?
When asked how difficult it is to source
regenerative ingredients, Rubin’s answer is
simple: “It is nearly impossible.” And is there
enough of a supply available of regenerative
ingredients? His answer is even simpler: “No.”
However, his outlook is optimistic. “It is
extremely important but very difficult,” he
says. In fact, he characterizes that the majority of his company’s suppliers, including many
who are organic and many offering great
ingredients, “… have not gone through the
rigors of being certified, applying regenera48

tive practices...frankly, because the demand
hasn’t been there.” It’s almost as if one should
add a “yet” to that statement, because if Ancient Nutrition and other companies with
like-minded principles can execute their vision, that will change.
“We work with small farmers and small
farms all over the world,” says Rubin, “and
many are following regenerative practices,
but I think the ability to articulate that and
educate has been limited. Our goal is not
only to create a regenerative supply chain of
ingredients but to encourage our suppliers
to do the same.”

When asked how
difficult it is to source
regenerative ingredients,
the answer from
Ancient Nutrition’s
Jordan Rubin is simple:
“It’s nearly impossible.”

“The more brands that demand regenerative ingredients, the better,” he adds. “Just to
be clear, we’re not interested in ingredients
where the suppliers are practicing regenerative agriculture as much as we’re interested
in ingredients from farms or suppliers that
are certified regenerative. That’s really big.”
Gaia’s Kane has a slightly different take.
“Certifications help in vetting suppliers
for their practices,” she says, “but there is
a great benefit to long-term relationships
and learning from our suppliers about how
we can support the farm’s commitment
to improving their soil and supporting
their community.”
She continues: “As a company that has
sought high-quality producers for many
years, Gaia Herbs has found that many of
our suppliers were practicing the tenets of
regenerative agriculture, such as our turmeric being grown in an agroforestry model.”

She adds, however, that the exact practices
used may vary based on crops and the farm’s
location and individual climates.
There’s also the question of expense
when it comes to regenerative agriculture
and who bears the burden—and whether or not that will impact the movement’s
ability to expand.
ABC’s Blumenthal makes the point that
“[Farmers, suppliers, and manufacturers]
can improve by becoming more regenerative because of their own internal values and
beliefs, and they can also be stimulated by
market forces where they see more economic benefits that might accrue from regenerative farming.”
Says Dugger, “Regenerative agriculture
does require an upfront investment. Right
now, it is too early to tell the overall impact
of regenerative ingredients. However, regenerative ingredients can help with many
consumer desires, including supply chain
transparency and helping promote sustainable practices.”
According to Cargill’s Sirolli, “The primary
barriers to adoption of regenerative practices include farmer education, financial support, and market access. We’re addressing
each of these challenges.”
“It starts with providing technical and
agronomic assistance so farmers have the
resources they need to adopt best practices,” Sirolli shares. “At the same time, we’re
working to remove financial barriers by connecting farmers to cost sharing and other
financial options, including the growing carbon marketplace.”
But, says Sirolli, in addition to the environmental benefits, adopting soil health
practices can actually help increase farmer profitability. “We conducted research
with the Soil Health Institute last year to
assess the economic benefits of soil health
systems on over 100 farmers in the U.S.,”
he states. “From the data collection and
analysis, we found that soil health management systems increased incomes for 85% of
farmers growing corn and 88% of farmers
growing soybeans.”
The research also found that these
practices reduced the average cost of
growing corn by $24 per acre and soybeans by $17 per acre.5 Says Sirolli, “These
results are encouraging. And if trends like
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Sustainability

these hold across the broader agricultural
landscape, this could be one of the biggest
net-positive changes our industry has
seen in a generation.”

Backing Philosophy with Action
Ancient Nutrition’s Rubin believes that it’s
the “upfront investment” that provides the
barrier of entry to so many organizations. “I
can tell you personally, the investment Ancient Nutrition is making comes at a great
cost,” he says. For instance, he advises that
“in the year 2022 and beyond, Ancient Nutrition is pledging 1% of revenue towards
regenerative and transformative agriculture. That is just on our own directed farms,
4,000-plus regenerative acres. When you
count the fact that we’re working with our
suppliers to either become regenerative or
find regenerative sources, that investment is
significantly more.”
In addition to the company’s pledging a
percentage of revenue to specific sustainable efforts, earlier this year Ancient Nutrition launched a five-point sustainability action plan—known as the R.A.N.C.H.
(Regenerative Agriculture, Nutrition & Climate Health) Project—with commitments
to the cause expected by 2024. In its press
release announcement6, Ancient Nutrition
called the project “a first-of-its-kind solution aimed at building topsoil, reducing
waste, and sequestering carbon dioxide…”
Rubin is encouraged by what he calls
“great” response to his company’s regenerative agriculture and environmental transformation initiatives. So much so that Ancient
Nutrition will be announcing an even larger
vision with significant partners across the
globe in the future.
“We feel like the best is yet to come,” says
Rubin. “I’ve been working personally since
2009 on regenerative projects, and we’re really excited about not only leading the way
for dietary supplement brands but inspiring
others to follow suit.”
Beyond the R.A.N.C.H. Project and Ancient Nutrition’s efforts to encourage certifications, Rubin says “we are entering
into scientific partnerships to objectively
demonstrate that through Ancient Nutrition’s practices, we are definitively regenerating soils, increasing microbial populations, ecological diversity, capturing and
50

sequestering more carbon from the environment, saving more water—and the list
goes on and on and on.”
Ardent Mills is doing its part, too. The
company announced earlier this year
its commitment to enrolling 250,000
acres of spring and winter wheat into
its regenerative agriculture program by
the end of 2022.7
Dugger says the project is “most definitely on track. Currently Ardent Mills is operating regenerative agriculture programs in
nine key geographies across the U.S. and
Canada.” He advises that through its fiscal year 2021, the company has enrolled
37,480 acres of spring and winter wheat
into its program.
“We have achieved this milestone
through our partnership with Nutrien Ag
Solutions,” adds Dugger, “with a specific focus on increasing crop rotations, reducing
tillage, implementing rotational grazing, as
well as companion cropping,” which he explains as “growing a variety of grains within
the same crop.”
In terms of Ardent Mills’ long-term goal,
Dugger says it is to establish projects in
almost every region where the company
sources its raw commodities. “This will allow us to better nourish the communities
where we operate and help ensure a sustainable crop supply for the future,” he notes.
Blumenthal’s American Botanical Council also has a stake in this issue. In 2015,
Ann Armbrecht, PhD, founded the nonprofit Sustainable Herbs Project (SHP) with the
goal of launching a consumer movement
supporting high-quality herbal remedies,
sustainable and ethical sourcing, and
greater transparency for herbal products.
By 2018, Armbrecht was in search of a partner to maintain the SHP website and help
develop new educational content. ABC
fit the bill.8
A slight, but significant, modification
was made to the name, as “Program” replaced “Project” to demonstrate a deeper
and longer-term commitment for the work
being done. In addition to collaborating
on the SHP website and other educational
materials with Armbrecht, ABC also committed to responsibilities related to fundraising and marketing to further enhance
the SHP’s reach.

The partnership appears to be working,
as Armbrecht became an ABC employee in
January 2021, with the title of director of the
ABC Sustainable Herbs Program.
Blumenthal recognizes Armbrecht for her
role in developing and executing a series of free
webinars on sustainability—“conversations,”
as Armbrecht calls them—hosted on the SHP
website, including information specifically
about regenerative farming practices, as well
as the availability of a free SHP Sustainability &
Regenerative Practices Toolkit. Says Blumenthal, a new expanded version of this toolkit will
be released in early 2022 and made available
on the SHP website.9,10,11
The American Herbal Products Association (AHPA; Silver Spring, MD), the national trade association and voice of the herbal
industry, is also focused on sustainability
efforts. In 2019, the association formalized
its Sustainability Committee to “increase
awareness of sustainability within the
herbal products industry, create a forum
for industry leaders to discuss related issues, provide educational opportunities
for herbal products companies, and promote sustainable and equitable operations
and sourcing practices.” The association’s
Sustainability Committee website pages
feature, among other things, available resources on the topic.12
Most recently, as part of its ongoing educational efforts for the herbal community,
AHPA issued two new free brochures—in
English and Spanish—covering sustainable
harvest and good stewardship best practices for oshá (Ligusticum porteri) and saw palmetto (Serenoa repens). In its press release,
AHPA advised that having the information
contained in these brochures would enable
wildcrafters and other stakeholders involved with collecting botanical materials
from wild populations to act as good stewards of the land.13
Michael McGuffin, AHPA’s president, said
in the announcement that “it is a longstanding tradition of AHPA and its members to
highlight sustainability in our businesses.
That commitment extends to working with
our members to help wildcrafters and others expand their specialized area of collection by supplying sustainability guidance
and best practices that will protect their
own franchise as well as the plant species.”13
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Taking a cue from the organic industry,
many thought leaders believe that third-party certifications
will increase awareness of regenerative agriculture.
For that purpose, AHPA’s Foundation
for Education and Research on Botanicals
(AHPA ERB Foundation) has committed
funding for a multiyear study to improve the
understanding of harvest impacts on natural and forest-farmed populations of goldenseal, and to develop recommendations for
harvest methods, intensities, and cultivation
that support the long-term viability of this
species. AHPA anticipates the study results
will be the foundation for another brochure
in this series.13

Focus on Farmers
For Cargill, the linchpin is farmers. As Sirolli advises, the company’s “commitment to
change begins with engaging farmers.”
According to a company press release,
“Cargill made a commitment to advance
regenerative agriculture practices across
10 million acres of land in North America
by 2030, recognizing that it not only improves soil health but can also open new
revenue streams for farmers.”5
To that end, Cargill has been enrolling
farmers in Cargill RegenConnect, a new regenerative agriculture program that pays
farmers for improved soil health and positive environmental outcomes, including
payment per metric ton of carbon sequestered. According to the Cargill press release,
“this new program connects farmers to the
growing carbon marketplace and will help
scale the voluntary adoption of regenerative
agriculture practices.”5
Cargill is encouraged by the response it
has received from farmers, its customers,
and other partners and stakeholders in this
effort. Sirolli says that “by partnering with
[ farmers], through programs like Cargill
RegenConnect, we’re helping them build on
the good stewardship they are already undertaking on the land.”
He further advises that “we’ve been laying the groundwork for several years, so it’s
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exciting to see it come to life.” And, he adds
this: “To date, we are supporting adoption
of regenerative agriculture practices, like
reduced tillage and cover crops, on over
360,000 acres in North America. In Canada,
we’re working with farmers to implement 4R
nutrient practices”—right source, right rate,
right time, and right place—“on over 2.3 million acres. Now our challenge is to rapidly
scale these efforts.”
Cargill sits at the intersection of farmers and food customers, advises Sirolli—
something which helps to drive regenerative agriculture forward. He explains that
while many of Cargill’s customers have
set sustainability goals which farmers can
help them achieve, very few of those food
and beverage customers touch farmers directly; thus, Cargill’s position as the liaison
is a position it takes seriously.
“Without the support and leadership of
farmers, none of it will happen. Our success
has always been tied to their success. That’s
especially true when it comes to ingredients produced sustainably and responsibly,” says Sirolli.
Ardent Mills’ Dugger agrees about the important role of farmers and like Cargill credits them with being proud stewards of their
land, adding “[Farmers] want to do what
is best to keep their farms viable for future
generations. This is a commitment we share,
too, and recognize suppliers have a responsibility to open doors to new opportunities
and technologies in the market. Working together, we have the opportunity to potentially help boost profitability while also helping
to create a more sustainable operating model for the future.”

The Role of Certifications
Taking a cue from the organic industry, many thought leaders believe that
third-party certifications will increase
awareness of regenerative agriculture.

Further, they are expecting certifications will help brands source from those
companies doing the right thing for the
earth and help consumers distinguish
those brands pushing forward their
shared philosophies.
Says Gaia’s Kane, “The buzz around regenerative agriculture has grown exponentially
in the past few years and become much
more recognizable. Just like with organic
certification, consumers on a more local level may get to know the farms they buy from,
but when buying products, certifications
will provide assurance that they know what
is going into their food and supplements.”
She says that Regenerative Organic Certified14 is the primary certification body
and has only started certifying farms in
2021, so the movement will grow as the
group brings on more producers. “After
decades of organic certification, that is
now considered the baseline in the natural
products industry, and regenerative agriculture seems to be moving in that same
direction,” Kane states.
Ancient Nutrition’s Rubin agrees that
“third-party certifications are important.”
He realizes that consumers don’t yet understand regenerative agriculture, but he believes that “it is our job to educate them on
what regenerative agriculture is.”
He adds: “Do they care whether a product is certified? They do once they’re educated about it.”
Rubin wants people to know there is
a standard beyond organic, and, he says,
“once we share that, I believe the information is so obvious and logical that
people absolutely will care. Everybody
in their heart cares about being part of
changing the world.”
Rubin’s commitment to certifications is
strong. “We think the regenerative certifications, which involve the Regenerative
Organic Alliance [the organization behind
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Regenerative Organic Certified] and the
Savory Institute Land to Market15 program, are going to be extremely important moving forward. Our hope is to help
make it that way.”
Kane recognizes there will be a cost involved with certification, admitting that
“there will likely be [a] premium paid by
companies buying the ingredients, and
some of this may be passed on to consumers as well.” However, she says “the cost
is not significant compared to the cost of
runoff and flooding from depleted soil,
and the environmental impacts of climate
change, so supporting this effort is simply
the right thing to do.”

Who Will Be the Drivers of
This Movement?
Ultimately, what will drive regenerative
agriculture forward? As with other important movements, the consensus is it will
take a village, and third-party certifications will be just one, albeit an important,
piece of the puzzle.
Cargill’s Sirolli notes there’s mounting pressure from a broad range of stakeholders—
from investment bankers and shareholders
to consumers—for companies to embrace
sustainable solutions across their business.
This includes how they source ingredients.
ABC’s Blumenthal says it could very
likely be the market forces that drive increased adoption of regenerative techniques. It might be manufacturers who
decide that suppliers’ ability to certify the
regenerative provenance of their ingredient provides a competitive advantage, he
says, but that, ultimately, “it may be the
herb or food consumer whose increased
awareness of the benefits of regenerative
farming may drive increased attention to,
and purchases from, the regenerative agricultural sector.”
“At a macro level, the future of regenerative agriculture will depend on its market access as well as the establishment of financial
and regulatory channels for smaller farmers
to adopt regenerative agricultural practices,”
says Ardent Mills’ Dugger.
He believes that “the core challenges span
both overall education and initiative adoption. Change is hard overall, and sometimes
there is hesitancy to adopt a new practice
54

which would alter business models
that have proven successful year
over year, or to change to a new
product when you’ve used the same
ingredient for years.”
Dugger wants to see education on
the potential long-term benefits of such
programs. “Regenerative agriculture is a
lifetime commitment,” he says, and “in order to fully understand the impact of regenerative agriculture, we need better tools to
quantify results.”
Ancient Nutrition’s Rubin advises that “if
we continue, as supplement manufacturers
and suppliers, to live with the status quo,
we will not move forward. The bottom line
is this: Organic is good, but it’s not good
enough. We have to go beyond organic and
find ways to regenerate, bring back to life
that which was dead. Our soils, our organic
matter, our humus—that is everything we
have as a nation. That’s our inheritance, and
we have lost the majority of it. We need to,
quite simply, rebuild it.”
Says Sirolli, “We also recognize that no
single company or sector can solve all our
environmental challenges alone. We all have
a role to play, and by working together, we
will make a more meaningful impact.”
Despite the challenges of enveloping
regenerative agriculture as the new norm,
Sirolli says that “the biggest downside
would be to do nothing. Commodities
and the agriculture system are evolving,
but one thing remains the same: The land
is one of our most important natural resources. We must protect the land today
and invest in its health and resiliency for
future generations.”
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7.

8.

9.
10.

Judy Blatman Communications LLC specializes
in strategic counsel, media training, writing, and
talent solutions. Her company philosophy is:
“When life gives you lemons, make guacamole.”

11.
12.
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Let Them Eat Cake
Better-for-you claims on sweet treats such as baked goods and
confections are an added value that may be too good to resist.

T

he old cliché of wanting to have your cake
and eat it too is alive and well. People love
their sweets, but they are growing out of love
with sugar. Or they want that delicious pastry to do more than satisfy their sweet tooth.
Luckily, advances in food technology have
made healthy indulgences possible.
According to Innova Market Insights, over
half of consumers globally indicate that the
reason they buy a sweet treat such as confections, or baked goods such as cookies, is
simply because they taste good. The number
two reason is to treat oneself; however, 10%
of consumers globally say they buy a sweet
treat because it is healthy. But what does
“healthy” mean?
“Looking specifically at the health claims,
‘gluten free’ is the top health claim [globally]
within the sweet treats category, followed by
‘sugar free’ and ‘high/source of fiber,’” says
Lu Ann Williams, co-founder and global insights director at Innova Market Insights.
“[Globally], the ‘low/no/reduced carb’ claim
is the fastest growing health claim within the
sweet treats category, with an average annual
growth of +39%. Within the U.S., ‘gluten free’
is also the top claim; however, it is followed
by ‘high fructose corn syrup free’ and ‘high/
source of protein.’ The ‘low/no/reduced carb’
claim in the U.S. is also the fastest growing
health claim within the sweet treats category.”
There is definitely an active desire to
make these guilty pleasures less guilty. On
the other hand, compromising flavor is not
really an option.
“Sugar reduction is an important concern,
but taste is always paramount,” explains
Amy Targan, president of Malt Products
58

Corp. (Saddle Brook, NJ), a manufacturer of
malted barley extract, oat extract, and other
natural, nutritious sweeteners. Ingredient
suppliers such as Malt Products Corp. provide potential solutions for product formulators looking to reduce or replace sugar in
their products.
“Reducing sugar in a product by incorporating sugar alternatives, such as sugar
alcohols, can be very problematic for flavor,
as these substances tend to have unpleasant aftertastes. The sugar profiles in Malt
Products’ extracts can mask this aftertaste
and therefore make sugar alternatives a viable ingredient,” says Targan. “Customers are
also becoming more aware of the various
types of natural sugars and their healthful
attributes. Maltose, for example, which is
present in malt extract, provides better energy for muscles than glucose or fructose.
Customers may learn to appreciate different sugar profiles and thereby be less concerned about ‘sugar content’ expressed as a
single number.”
Besides claims like “sugar free” or “reduced
sugar,” savvy consumers may be looking for
specific alternative sweeteners that they believe to be superior from a health standpoint.
The desire for products with “high protein” claims also demonstrates that consumers want more out of a sweet treat than
a sugar high, and manufacturers are taking
notice. “Malt Products’ oat and malt extracts contain naturally occurring plant proteins. This distinguishes these ingredients
from cane sugar and artificial sweeteners.
An inclusion rate of 15% malt extract raises the protein level of the finished product

by about 1%,” says Targan. “Our customers
who are interested in protein content, such
as makers of energy bars, certainly take advantage of this added protein to maximize
their label claims.”
The health innovation doesn’t have to stop
there. One potential area that may add value in this space is mood and stress support.
During the pandemic, many people have
been turning to botanical ingredients to ease
their stress and positively impact their mood.
This has a certain synergy with sweet treats
because they offer comfort to the consumer as well. “Whereas mood-related claims
[globally] are only applied in a small number
of sweet treat products, most of these claims
are targeting ‘happiness,’” says Williams. “The
subcategory ‘sweet biscuits/cookies’ is where
most of these mood claims are applied.”
Many ingredient suppliers of herbs such
as ashwagandha are actively developing and
offering solutions that allow product formulators to incorporate these herbal ingredients
into foods. For example, Kerry Group (Beloit,
WI), which recently acquired Natreon Inc.
(New Brunswick, NJ), maker of Sensoril ashwagandha, is actively pursuing the functional
food and beverages space, leveraging its capabilities in taste and texture to help clients create optimal products.
And, of course, it always comes back to
indulgence. The taste and flavor company Virginia Dare (Brooklyn, NY) notes the
powerful trend of nostalgic flavors and the
emotional attachment consumers have to
certain sweet flavor profiles like funnel cake
or mint chocolate cookies. So, what are we
waiting for?
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