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Immune Health
Surely it was on everyone’s mind during the 

show after some long fl ights and the constant 

handshakes, but Melanie Bush, director of 

berry science at Artemis International (Fort 

Wayne, IN), aptly pointed out, “We are of-

fi cially in fl u season,” as she segued into her 

company’s elderberry extract, a part of Arte-

mis’s branded line of dark pigmented berry 

extracts called Berryceuticals. Th e company 

highlighted the ingredient’s versatility by in-

corporating the extract into food samples 

such as chocolate and lollipops, demonstrat-

ing the growing importance of functional 

foods. “We see that’s where the demand of the 

consumer is. Th ey want to have the health 

benefi ts of these ingredients but in a more 

fun, palatable way,” said Bush.

Nor does the unique delivery format of a 

chocolate bar take away from the ingredi-

ent’s eff ectiveness. “Th ere is a lot of room 

to play. For example, the way we dosed our 

chocolates, they actually have a signifi -

cant amount of our extract [comparable to 

what] you might see in capsule products, 

and they’re formulated so that three of the 

chocolates give you the dose given in the 

recent human clinical trial,” she explained. 

“So it actually can be used on a therapeutic 

level, not just a fun food that happens to 

have elderberry in it.”

Th e clinical trial1 she’s referring to is a ran-

domized, double-blind, placebo-controlled 

trial of 312 economy-class airline passen-

gers travelling from Australia to an overseas 

location for a minimum seven-hour fl ight 

time. Subject were randomly assigned to 

take 300 mg of elderberry extract twice dai-

ly for ten days prior to the fl ight and then 

three capsules for four to fi ve days at their 

destination, or a matching placebo. Results 

showed that subjects who took elderberry 

experienced less severe cold symptoms and 

for a shorter duration (57 days for the sup-

plement group versus 117 days for the pla-

cebo group) following their travels.

Horphag Research (Chicago, IL) show-

cased new immune health research for Ro-

buvit, its proprietary French oak extract. 

Specifi cally, Horphag studied the eff ect Ro-

buvit had on fl u convalescence. “Th is is [ for] 

a category of people who are maybe getting 

older; they are fatigued and stressed and as a 

result may more easily contract fl u,” said Se-

bastien Bornet, vice president of global sales 

and marketing for Horphag. “We wanted to 

show how Robuvit can help speed up the re-

covery process.”

Th e study published in Th e Journal of Sports 

Medicine and Physical Fitness2 included 38 fl u 

patients between the ages of 65 and 75 and 

took place over the course of three weeks. 

Results showed that the group supplement-

ing with Robuvit had signifi cantly lower mea-

sures of weakness, as well as improved atten-

tion and sleep patterns, improved recovery 

after eff ort following a walking test, and im-

proved global physical activities according to 

the Karnofsky Performance Status scale.

Cognitive Health
Cognitive health continues to be an import-

ant category in the dietary supplement indus-

try for consumers both young and old. Young-

er consumers are seeking products for energy 

and focus, while older consumers are con-

cerned about supporting memory function. A 

number of popular botanical ingredients exist 

to meet this demand as brands continue to 

research and release new solutions.

Diana Food (Saddle Brook, NJ), for exam-

ple, just launched Cerebelle, a proprietary SH
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Botanical News from 
SupplySide West

Botanicals are crucial to the 
dietary supplement industry, 
drawing on centuries of 
traditional medicinal 
knowledge and infusing that 
knowledge with new research 
and evidence. At November’s 
SupplySide West show, 
botanical suppliers showcased 
their ingredients targeting a 
range of product categories 
and health targets. Here are a 
few highlights. 
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blend of Canadian wild blueberry and grape 

extracts that are rich in fl avonoids. Th e com-

pany says the ingredient is the result of a 

four-year consortium called Neurophenols, 

which led a research program resulting in 

six published studies, including in vitro, pre-

clinical, and human scientifi c assessments, 

ultimately culminating in a clinical trial pub-

lished in the Journal of Gerontology3. In the 

study, 215 healthy subjects between the ages 

of 60 and 70 ingested two capsules of 300 mg 

of Cerebelle or placebo, daily, for six months.

“We demonstrated that Cerebelle im-

proved visual and verbal episodic memory,” 

said Valérie Bochard, product development 

manager/scientist for Diana Food. “Episodic 

memory refers to personal experience, such 

as when something happened, what hap-

pened, where you put your keys. Th is type of 

memory is more aff ected by aging than what 

we call semantic memory. Semantic memo-

ry refers to general factual knowledge, and 

when you become older, this type of memory 

is more preserved, while episodic memory is 

more aff ected. It’s uncomfortable for seniors 

to face such a cognitive impairment.”

For example, based on normative data 

from the CANTAB battery of neuropsycho-

logical tests evaluating visual and verbal 

episodic memory, supplementation with 

Cerebelle reduced subjects’ “cognitive age” 

by nine years. Th e fi rm says these eff ects can 

be attributed to the fl avonoids found in both 

blueberries and grapes, which separately 

have been linked to cognitive health benefi ts. 

“Grape and blueberry phenolic compounds 

are low-molecular-weight phenolic com-

pounds, and we know thanks to research 

that these types of phenolic compounds 

such as anthocyanins, chlorogenic acid, and 

catechins are able to cross the blood-brain 

barrier,” explained Bochard. “Th at is why we 

decided to focus on grape and blueberry and 

the extraction of their polyphenols.”

Sleep
Sibelius Natural Products (Oxford, UK) is re-

leasing Sibelius Chamomile (distributed by 

Barrington Nutritionals; Harrison, NY), its 

second commercial ingredient to date. De-

rived from Roman chamomile, the product is 

positioned as a sleep aid, though interesting-

ly, the original intent was to market it as an 

allergy support product.

After conducting an effi  cacy study, Sibel-

ius noticed that a side eff ect of the ingredient 

was sleepiness. While the ingredient showed 

effi  cacy as an allergy support product, effi  ca-

cy for allergy relief wasn’t as high as the com-

pany hoped at the dose it had studied. Th e 

fi rm decided instead to focus on the ingredi-

ent’s sleep-enhancing qualities and potential 

as a sleep aid.

“I use it for jet lag and it works very well. 

And what I mean by that is that I get to sleep 

faster,” explained Peter Leyland, BSc (Hons) 

MBA, CEO of Sibelius. “When I have jet lag, 

I wake up in the night and walk around the 

room, pick up the newspaper, turn on the tv, 

but I don’t do that after taking the Sibelius 

Chamomile because I know if I just calm 

down and relax, the chamomile will kick in 

and get me back to sleep.”

Research does exist to support chamo-

mile’s use as a sleep aid. For example, one 

study4 of 60 elderly people living in a nursing 

home found that those taking an unrelated 

extract of chamomile experienced a signifi -

cant improvement in sleep quality. Sibelius 

says it seeks to further validate the product 

with additional research, also looking into its 

muscle-relaxing properties, said Leyland.

Stress
A major factor driving consumers toward 

dietary supplements is a stress. One ingre-

dient that has been leading in this area has 

been ashwagandha, a powerful ayurvedic 

herb and adaptogen. “Sleep, stress, cognitive 

health, and focus are critical for consumers 

these days,” said Bruce Brown, president of 

Natreon (New Brunswick, NJ), maker of the 

branded ashwagandha ingredient Sensoril. 

“Th ese are categories and trends we’re hear-

ing more and more about as our lifestyles are 

changing and becoming more hectic. Trying 

to understand how to bring balance to one’s 

life is important.”

Considering the consumer demand for 

stress relief and adaptogens especially, Natre-

on is helping to drive consumer awareness of 

this category, not only with its proven ingre-

dient but also through an active social media 

presence. “What we’re seeing now, not only 

with major CPG brands but also with a lot 

of these fast-growing startups, is that com-

panies are really starting to tell a story about 

adaptogens and tell a story about Sensoril,” 

Brown said. “When you look at the ingredi-

ents in products, as a branded ingredient we 

try to tell a good clinical story. We try to stan-

dardize a product in a way that’s unique and 

patented, and we try to ensure the health 

benefi ts we talk about. When you do those 

things right, you have brands leading brands. 

Th ey start to use your logo on their pack-

aging, and you build consumer awareness 

around their brand names but also about the 

ingredient inside.”

“We’re very active on social media, trying 

to engage directly with consumers about the 

attributes of a healthy lifestyle and Sensoril’s 

role in a healthy lifestyle. So that’s really how 

we diff erentiate,” Brown continued. “We 

have a very active user base on Instagram, 

which is unusual, following our ingredient, 

because we’re not just talking about our 

ingredient as it is; we’re talking about the 

health benefi ts, about a healthy lifestyle, and 

about health outcomes. So we try to make it 

more consumer focused.”

At SupplySide West, Sabinsa Corp. (East 

Windsor, NJ) introduced a brand-name 

ashwagandha ingredient called Shagand-

ha. Shagandha is USP-verifi ed, meaning it 

is consistently standardized, ensuring cus-

tomers a high-quality source of this increas-

ingly popular adaptogen.

At the show, Liz Smith, Sabinsa’s mar-

keting director, said Shagandha is a 

game-changer for the ashwagandha indus-

try. “A number of companies have not been 

standardizing their ashwagandha ingredi-

ents. Leaf and root is what you mostly see 

out there. Our ingredient is just root,” she 

said. Shagandha is standardized to 2.5% 

withanolides (ashwagandha’s active com-

pound) as tested by high-performance 

thin-layer chromatography.

A USP-verifi ed, standardized ingredient 

like Shagandha off ers manufacturers and 

suppliers several key benefi ts. First, it guar-

antees that the product will be of consistent 

quality. Secondly, Sabinsa, a company who 

maintains an active research program on 

its ingredients, says it will use Shagandha in 

ashwagandha clinical studies the company 

conducts moving forward so that research is 

done on a consistently standardized ingredi-

ent. Manufacturers can also use “USP” after 

the ingredient name on their products if they 

are USP-verifi ed, Smith added.
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Th is type of quality diff erentiation is in-

creasingly important as ashwagandha’s 

popularity continues to grow. As ingredi-

ents become more popular, there is also 

an increasing risk that bad actors will be 

economically motivated to adulterate their 

ingredients. Shagandha makes it easy for 

manufacturers because they know that the 

ingredient’s quality is consistent, Smith said.

Focusing on stress, Horphag Research also 

showcased new research5 on Robuvit related 

to workplace burnout. Th e new study in-

cluded a group of 108 subjects with burnout 

syndrome suff ering from signifi cant fatigue 

and high oxidative stress. Subjects included 

subgroups of 42 young surgeons in training 

and 66 managers. Half of subjects were given 

300 mg of Robuvit daily for four weeks in ad-

dition to standard management, while con-

trols only received standard management.

Results showed that the young surgeons 

and managers who took Robuvit experi-

enced signifi cant improvements in their rela-

tionships with patients, emotional drainage, 

fatigue, and levels of intolerance. Th eir level 

of enthusiasm, interest, and satisfaction in 

their jobs also saw signifi cant improvement 

compared to controls.

Weight Management
Consumers continue to seek weight-man-

agement supplements, and certain herbal 

supplements, such as Garcinia cambogia, 

have long been important weight-loss aids, 

falling in and out of favor depending on 

media attention. Unfortunately, products 

spiked with drugs and sold as weight-loss 

supplements tend to taint an entire cate-

gory of effi  cacious products. In response, 

responsible companies continue to develop 

weight-management solutions backed by 

solid research. Th is year’s SupplySide West 

saw some impressive innovations.

Nexira (Rouen, France) showcased a 

new ingredient derived from okra called 

Okralin, which comes with some important 

clinical results. “We have clinical results on 

weight loss, on body fat reduction, and on 

body shape (hip and waist circumference),” 

said Julie Imperato, marketing manager for 

Nexira. “At the end of the study, the average 

weight loss was 5 lb. [Th e study] tested two 

dosages, and [even] with a low dosage, we 

still saw 3 lb lost.”

Th ere was also a signifi cant loss of calories 

in the supplement group, said Imperato. She 

equated the number of calories lost to the 

number of calories contained in two cheese-

burgers: “So up to 600 calories per day lost,” 

she explained.

As a fat-binding ingredient, Okralin pre-

vents fat from being absorbed by the intes-

tines, instead allowing the body to naturally 

eliminate fat. “Th e fat-binding capacity of 

Okralin is the most powerful on the mar-

ket,” claimed Imperato. “We have tested okra 

against nopal cactus, animal chitosan, and 

vegetable chitosan, and with okra powder, we 

saw 100% binding of fat, while the animal chi-

tosan, for example, only binds 23%.”

Cepham Inc. (Somerset, NJ) introduced 

two new weight-management products at 

SupplySide West. OperQTh in, standardized to 

a mix of proprietary phytochemicals, is an ex-

tract of Operculina turpethum, a member of the 

morning glory family. Th e root of this plant has 

been used traditionally in the Unani system of 

medicine in India, where it is an herbaceous 

vine endemic to the subcontinent. Animal 

models have found the extractions of the herb 

to have blood sugar benefi ts, anti-infl amma-

tory benefi ts, and, according to Cepham, its 

initial effi  cacy trials with healthy human vol-

unteers on a 2,500 calories/day diet saw a sig-

nifi cant weight reduction.

Cepham’s other new product, Gyngerlean, 

is a thermogenesis product that is made of 

Alpinia galangal (red ginger), Kaempferia 

parvifl ora (black ginger), and Zingiber offi  ci-

nale (yellow ginger). Among the key benefi ts 

the product provides are fat oxidation, faster 

metabolism, thermogenesis, and stimulation 

sans caff eine, the fi rm says. Animal safety 

studies are currently being conducted on the 

product, with a double-blind, placebo-con-

trolled human study to follow, the company 

says. However, it adds, initial fi ndings based 

on an open-arm human study found that Gy-

ngerlean boosted thermogenic brown adipose 

tissue, suppressed body weight gain and in-

traabdominal fat, lowered serum triglycerides, 

and reduced overall infl ammation.

Sports Nutrition
Th is is a category with a lot of potential for 

herbal products. Last year, Natreon decided 

to position many of its ingredients toward 

sports nutrition under the Natreon One 

name. “When we looked at sports nutrition, 

we saw an opportunity,” said Brown. “Over 

the last few years, you started to see a little 

more innovation and thought around how to 

get natural ingredients in the sports category 

and how to off er a more innovative product 

mix outside the massive protein gain, and 

that’s really where our products fi t in. Th ree 

of our primary products used in sport nutri-

tion are all adaptogens, so it’s looking at the 

body from a holistic approach. Th ere’s Capros 

for cardiovascular function and endurance; 

Primavie shilajit, which is really about energy; 

and Sensoril, which is once again using the 

benefi ts of focus and mental clarity.”

Nutrition 21 (Purchase, NY) is positioning 

another well-known herbal ingredient for the 

sports nutrition category: maca, via its new 

brand name ingredient Lepidamax. “Maca has 

been known for centuries to help with a lot of 

diff erent benefi ts, but one big one is energy 

production. [In] a preclinical study we ran on 

animal subjects…they actually swam for lon-

ger durations, so they had better endurance,” 

explained Sarah Sylla, scientifi c aff airs associ-

ate for the fi rm. “Also, their lactate levels are 

lower, and it’s good to lower your lactic acid 

levels because if you work out, your muscles 

start to burn, and that’s because lactic acid is 

building up. So if you lower lactate levels, not 

only can you swim longer or run longer, but 

you also have greater muscle recovery after-

wards, so less muscle soreness.”

Lepidamax’s mechanism of action, said 

Sylla, is via cellular energy production by sup-

porting mitochondrial function and content, 

an important factor in supporting endurance 

and muscle strength. Maca is defi nitely new 

to the sports category, but it’s a familiar in-

gredient in the supplements space. “It’s pretty 

unique that we’re using it for endurance be-

cause it’s mostly known for sexual function. 

Th ere’s only one clinical study out there on 

maca for endurance, so it’s defi nitely a new 

space to get into,” explained Sylla, who said 

the fi rm is pursuing future clinical studies on 

its ingredient.

Another ingredient in the sports vein is 

Cepham’s Testncrease, a blend of fenugreek 

and black muesli, which supports healthy 

testosterone levels in men, which in turn can 

help them maintain healthy sexual function 

as well as athletic performance—specifi cally, 

energy and endurance.
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Sustainability

Environmental sustainability and business 

are inextricably linked when manufacturing 

botanicals. Th is was recently made apparent 

by the small yield of saw palmetto berries 

this year due to hurricanes and heavy rains, 

resulting in higher market prices. Besides ad-

verse weather, adverse harvesting practices 

also aff ect saw palmetto yields. Saw palmet-

to berries are picked for their oil, which is 

rich in fatty acids, but all too often, because 

harvesters are paid by the pound of saw pal-

metto harvested, harvesters will go through 

a saw palmetto fi eld and pick green, unripe 

berries instead of allowing them time to rip-

en to an optimal state.

Unscrupulous manufacturers will use 

these unripe berries in products, pulverizing 

them into powder, which is a much cheaper 

and easier process than extracting oil from a 

ripe berry, but it also does not lend any ef-

fi cacy to their products. “On a normal year, 

50% of berries are unusable from a harvest 

because they are taken off  when they’re 

green,” explained Douglas Lynch, senior vice 

president, global sales and marketing, for 

saw palmetto oil supplier Valensa (Eustis, 

FL). “In a year like this year, when the overall 

production is 50% lower, that really matters.”

Had these berries been left to ripen and 

been picked later in the season, there would 

have been enough saw palmetto oil to go 

around, Lynch added. Native exclusively to 

Florida, saw palmetto is a wildly grown and 

harvested crop and therefore not an easy 

crop to manage. In July, the Division of Plant 

Industry at the Florida Department of Ag-

riculture and Consumer Services (FDACS) 

imposed a new rule requiring all landowners 

and harvesters of saw palmetto berries to 

have a Native Plant Harvesting Permit.

Lynch explained that because this is a wild 

plant, it grows mostly on private land. Prior 

to this rule, it was not uncommon for people 

to sneak onto private land to poach the berry 

in the middle of the night. Th e Native Plant 

Harvesting Permit gives the government bet-

ter control and knowledge over where saw 

palmetto is harvested, when, and by whom.

Valensa itself is working hard to promote 

sustainability with its Florida GEMS initia-

tive by targeting land owners, farmers, and 

buyers. “We’re working with growers, we’re 

working with educators, we’re working with 

manufacturers, and we’re working with state 

offi  cials,” explained Lynch. Th is involves edu-

cating stakeholders about the consequences 

of picking unripe green berries and exercis-

ing tight control of collection stations so that 

harvesters understand what a desirable har-

vest is and what isn’t.

For Natreon, sustainability means working 

with family farms, but the fi rm believes using 

alternatives in addition to traditional agri-

culture may be an important way to ensure 

long-term sustainability.

“Right now, we work with family-owned 

farms, but we’re trying to even consolidate 

our sourcing story to hydroponic growing, 

which enables control of all environmental 

factors related to growing our ingredients,” 

explained Brown. “Th at’s still going to be a 

step down the road, but it’s an innovation 

that will be exciting for us. We will also 

continue to work with family-owned farms 

for these ingredients and invest in the com-

munities in which we manufacture these 

products.”

Botanical ingredients supplier Draco Nat-

ural Products (San Jose, CA) shared details 

about the groundbreaking and signifi cant 

work that the company, together with oth-

er partners, did to create a “Panda Friendly” 

seal and ingredient supply chain—all to pro-

tect giant pandas, a threatened species.

As explained in Draco’s literature: “Indus-

trial growth in China has resulted in the de-

struction of bamboo forests, forcing pandas 

out of their homes. Although the Chinese 

government has created laws protecting a 

main part of the giant panda habitat, these 

laws did not protect the entire forest. Th ere 

are still giant pandas that live outside the 

immediate sanctuary region, as well as ones 

who migrate along the habitat corridors. 

Unfortunately, these unprotected areas are 

subject to habitat loss due to deforestation 

from encroaching human populations and 

climate change.”

To develop ways to protect these bam-

boo areas, and ultimately, the giant pandas, 

the World Wide Fund for Nature (WWF), an 

organization dedicated to conserving na-

ture, including panda habitats, along with 

other partners, managed an initiative of the 

EU-China Biodiversity Programme (ECBP). 

Th is ECBP project aimed to develop a mod-

el for sustainable harvesting of medicinal 

plants in the giant panda habitat areas in 

forests of the Upper Yangtze Eco-region. Th is 

required bringing panda biology and habitat 

experts onto the project team. ECBP was 

funded by the European Union, and several 

groups participated in the program: United 

Nations Development Programme (UNDP) 

and WWF-China, as well as Draco Natural 

Products and herbal product manufacturer 

Traditional Medicinals (Sebastopol, CA). In 

2011, at the end of the fi ve-year ECBP project 

(2007-2011), a “Panda Friendly” standard was 

developed as a major outcome of the project. 

Together, the ECBP project participants 

identifi ed plant species that are wild crafted 

in the panda habitat zones—plants that are 

sometimes harvested in ways that may be 

detrimental to panda habitat. Th e fi rst plant 

targeted by the program was the southern 

schisandra berry (Schisandra sphenanthera)—

an herb used in Traditional Chinese Medicine, 

touted for conditions such as chronic diar-

rhea, asthma, night sweats, and coughs, Dra-

co Natural Products explains, noting that the 

herb helps support liver function, vision, hear-

ing, and the calming of skin irritations like ec-

zema and hives. While the more well-known 

northern schisandra berry (Schisandra chin-

ensis) grows wild in northeastern China and 

in the habitat of the endangered Amur tiger, 

southern schisandra berry, a climbing vine, 

grows in and around the bamboo forests that 

pandas inhabit in mountain ranges of south-

western China. “Typically, schisandra berry 

harvest is destructive,” Draco explains. “Th e 

whole vine is pulled down, killing the vine and 

often damaging the host tree that supports it.”

In an eff ort to change destructive har-

vesting practices and to protect the bamboo 

forests where pandas live, with the support 

of the ECBP, the Pingwu Shuijing Traditional 

Chinese Medicine (TCM) Cooperative was 

established to implement sustainable wild 

harvesting practices. With the help of WWF, 

rural villagers who joined the cooperative re-

ceived trainings on how to harvest schisan-

dra berries sustainability and responsibly, in-

centivizing participants by establishing a fair 

trade price structure based on guidelines of 

the FairWild standard. As part of the Panda 

Friendly program, Draco Natural Products 

committed to purchasing the schisandra 

berries from this co-op, creating full-spec-

trum standardized herbal extracts which 
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the company then supplied to Traditional 

Medicinals to use in its herbal consumer 

products.

In 2016, the Standards for Giant Panda 

Friendly Products became an offi  cial Chi-

nese national standard, after which in 2017 

the Pingwu Shuijing TCM Cooperative was 

the fi rst enterprise to be inspected for com-

pliance with the new standard. Th e cooper-

ative passed the inspection and in 2018 be-

came the very fi rst panda-friendly-certifi ed 

operation.

Th e Panda Friendly program has been so 

successful that Draco says, although the offi  -

cial fi ve-year period funded by the EU expired 

in 2011, the wild harvesting program is now 

self-sustaining. In 2017, 30 metric tons of 

dried schisandra berry was purchased from 

villagers by the co-op, with members expand-

ing to 22 villages. Th is economic model gives 

the supply chain the incentive to support a 

panda-friendly market: as more companies 

and consumers support the panda-friendly 

seal and what it stands for, it will generate de-

mand for more panda-friendly practices and 

products.

Draco Natural Products is encouraging 

more fi nished product brands to purchase 

Panda Friendly ingredients. Jerry Wu, pres-

ident of Draco Natural Products, says the 

company plans to expand its portfolio of 

Panda Friendly herbs. “Southern schisandra 

is the fi rst product which has been certifi ed 

as a Panda Friendly product and is part of 

our current product line,” he says. “We are 

working on certifying more herbs in 2019…

Since over 75% of herbs used in Traditional 

Chinese Medicine can be found growing in 

panda habitat areas, we plan to gradually in-

troduce more herbs into our production line 

as they are approved.” Th e company is target-

ing a list of 17 herbs grown in panda-friendly 

habitats (some farmed and some wild col-

lected), including turmeric rhizome, magno-

lia bark, sea buckthorn berry, dong quai root, 

ginger rhizome, reishi mushroom, astragalus 

root…the list goes on.

A Common Thread: 
Good Research
Consumers want clinically validated ingredi-

ents, and that is something brands are striv-

ing to provide. “[Horphag’s] work is really 

to keep on investing in research,” explained 

Bornet. “We try to share the results, and ev-

ery study is a new opportunity to understand 

how the product works, what it can do for 

consumers, and it also opens doors to new 

studies because we discover fi ndings that 

give us ideas for new research.”

Developing ingredients requires years of 

research for these fi rms. Cerebelle, for exam-

ple, is the result of a consortium that took 

four years building evidence and publishing 

research demonstrating the ingredient’s effi  -

cacy and allowing the company to really ex-

plain how the product works. Th is then pro-

vides a foundation for additional science and 

new products. “Diana Food’s DNA is science,” 

said Joyce Cascella, consumer health cate-

gory manager for Diana Food. “Th e research 

does indicate there are opportunities to take 

[more from] what we’ve done with Cerebelle 

and develop natural products that may be 

able to address sleep, stress management, 

cognitive performance, mental acuity. We as-

pire to take what we’ve done with Cerebelle 

and use it as a springboard to develop other 

natural products that will meet the needs of 

a larger population.”

Another unique example is Sibelius Natu-

ral Products, which began as a confi dential 

testing house for other companies, such as 

L’Oréal, utilizing its proprietary platform 

called Chronoscreen, which helps determine 

an ingredient’s mode of action. Th is informa-

tion is then used to power a clinical study. Th e 

fi rm says it ended up developing its fl agship 

product, Sibelius Sage, when it found it need-

ed an ingredient to demonstrate and pro-

mote its Chronoscreen platform; it then saw 

the commercial potential. Using the same 

approach the company uses to test materials 

for clients, Sibelius has developed two dietary 

supplement ingredients—Sibelius Sage and 

Sibelius Chamomile—for the marketplace.

“Where [Sibelius is] starting to focus is 

bringing the science up, bringing the science 

to a level as far as we can to match the phar-

maceutical world—looking at products that 

have an immediacy because that’s the only 

way to sell over-the-counter products in the 

future,” said Leyland.
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Plant protein was a primary 
focus at SupplySide West. 
Plant protein suppliers are 
innovating to get their 
protein ingredients into 
beverages, gummies, and 
more.

Plant Proteins 
Target Beverages 
and More

Pea Protein Beverages
With plant-based beverages on the rise, in-

gredient suppliers continue to focus on get-

ting their plant ingredients’ dispersibility, 

taste, and other characteristics primed for 

the liquid format.

Pea protein often presents beverage ob-

stacles due to challenges with grittiness and 

fl avor (beany ‘off ’ notes, etc.). But company 

advancements are making it easier to use. 

At SupplySide West, DuPont Nutrition & 

Health (St. Louis) introduced its new pea 

protein ingredient for beverages called 
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TRUPRO 2000. According to the company, 

this beverage-friendly ingredient outper-

forms competitors on mouthfeel and fl avor. 

Derived from North American yellow pea, 

the ingredient is 83% protein on a dry basis 

and formulates well into both dry-blended 

and ready-to-drink beverages.

Th e company also conducted consumer 

sensory panels (on 77 consumers) to gauge 

user response. According to the company, 

the consumer panel liked TRUPRO 2000 

more than “a leading competitive pea pro-

tein.” Both were administered in a beverage 

prototype. Th e company says the TRUPRO 

2000 drink received better scores (45% and 

57% higher) for fl avor and mouthfeel com-

pared to the competitor.

With TRUPRO 2000, “you have an im-

proved fl avor, and in some cases a 1-point-

or-higher hedonic improvement on a 9-point 

scale,” said David Sabbagh, regional product 

manager, protein solutions, DuPont, at Sup-

plySide West. And the ingredient off ers lot-

to-lot consistency, he claimed, saying this 

isn’t always the case with other ingredients. 

“In some other cases, you might see lot-to-lot 

variability, and that could cause a formulator 

a challenge. In this case, we have this consis-

tency, so you can see that lot to lot, run to 

run, consistency in the functional parame-

ters, whether it’s suspension stability, color, 

solubility, wettability, dispersibility, etc.”

At the show, DuPont sampled TRUPRO 

2000 in a “Cocomint Plant Protein Shake.” 

Th e chocolate-and-peppermint drink con-

tained 22 g of pea protein. It did not require 

any fl avor masking and contained only 9 g of 

sugar. Th e company added its GRINDSTED 

CFF 1383 stabilizer system comprising gel-

lan and xanthan gum in order to add cream-

iness, prevent separation, and help control 

viscosity.

Th e company says DuPont’s application 

scientists can also help companies fi ne-tune 

their recipes to achieve the most pleasing 

high-protein beverage product possible. “Th e 

higher in protein you go, the more complex 

the fl avors can be,” said Stephanie Gray, asso-

ciate application scientist. For instance, “We 

have our stabilizers that help provide that 

smooth mouthfeel. Just fi nding a nice fl avor 

system that complements that type of plant-

based fl avor note really helps.” And TRUPRO 

2000 requires fewer fl avor fi xes because the 

ingredient has a “clean” taste to start with, 

she said.

DuPont is also thinking ahead to plant-

based beverage trends. At SupplySide West, 

the company introduced its VEGE Cultures 

range of microorganism strains that can help 

drink formulators create fermented bev-

erages friendly to vegans, vegetarians, and 

fl exitarians. Th ese cultures include many of 

the company’s highly documented probiotic 

strains, including Lactobacillus acidophilus 

NCFM and Bifi dobacterium lactis HN019.

“One of the really exciting things we’re 

seeing now in plant-based beverages is fer-

mentation,” Sabbagh said. And although the 

plant-based fermented beverages market is 

still small, he noted the growing popularity 

of fermented beverages in general, driven 

by kombucha, resulting in growing interest 

in the plant-based fermented category. “Th e 

fermentation of plant milks is probably the 

most popular right now in plant-based fer-

mented beverages,” he added. “Th ere are 

coconut milks, almond milks, and soy milks 

that are being fermented.” He also noted 

more interested in fermented fruit and vege-

table juices, including beet juice. In the past, 

he noted, many drinks would be fermented 

with dairy-based cultures, but DuPont’s 

VEGE Cultures now provide an option for 

staying plant-based and vegan because they 

are not grown on lactose-containing medi-

um. At SupplySide West, the company show-

cased a fermented, oat-based ready-to-drink 

beverage made with VEGE Cultures.

Cargill (Minneapolis) also showed its fl air 

for formulating with pea protein in beverag-

es. In January 2018, Cargill and pea protein 

supplier Puris (Minneapolis) formed a joint 

venture to expand Puris’s pea protein pro-

duction and reach. At SupplySide West, Car-

gill demonstrated a prototype spicy Mexican 

chocolate mocha cold-brew drink formulat-

ed with Puris’s pea protein as well as Cargill’s 

EverSweet steviol glycosides sweeteer. (Note: 

On November 8, Cargill announced a new 

joint venture with DSM (Heerlen, the Nether-

lands) for EverSweet. Th e new joint venture 

is called Avansya. Both companies will use 

their fermentation expertise to produce the 

fermentation-derived EverSweet steviol gly-

cosides all under the brand name EverSweet. 

Cargill is also constructing a new fermenta-

tion facility in Blair, NE.)

At the show, Mark Fahlin, marketing 

manager for Cargill’s texturizing solutions 

business division, stated the advantages of 

combining Puris’s clean pea protein source, 

whose neutral fl avor he said is a result of 

over 40 years of seed development, and Car-

gill’s formulating expertise. “Cargill brings 

such great application expertise,” he said. 

“We have people who have worked on pea 

protein for years, and the Puris product is 

great to work with because they have such a 

nice clean-label, farm-to-fork story—organic, 

non-GMO, domestically sourced.” A plant 

protein beverage like the company’s Mexican 

chocolate mocha cold-brew prototype hits 

on many key trends today, he said. IS
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And while formulators are working to 

overcome pea protein’s beverage challenges, 

there is still work to be done in the plant-

based yogurt space, he added. “With a lot of 

the plant-based yogurts out there, the taste, 

the mouthfeel, the texture is not quite there,” 

he said. He compared the beginning state 

of the plant-based yogurt market with the 

now-successful plant-based milk market. 

“Yogurt is where plant-based milks were 15 

years ago, where its share of the market is 

around maybe 1% of the volume of the cat-

egory. I would say the biggest obstacle today 

is taste.”

Innovation will continue in the plant-

based market. “It’s constant,” Fahlin said. 

“Our customers, the maker of dairy products 

and plant-based products, are always won-

dering what’s next, what’s new, what do you 

have in the way of improvements, what new 

concepts are out there that would be new to 

market that resemble certain conventional 

dairy products.”

And focus will continue to center on bev-

erages. At SupplySide West, Gregory Paul, 

PhD, marketing director, global consumer 

segments, DuPont Nutrition & Health, not-

ed that the plant-based beverage market has 

grown approximately 33% annually over the 

past fi ve years. And he noted the rise of pea 

specifi cally. “If you look at the time period 

2013-2017 and at the plant proteins being 

used in beverages, soy was the most com-

mon. But if you look in the last year, pea is 

the plant protein most used in new beverage 

launches.”

Almond Protein
Almond protein also made news at Sup-

plySide West, with almond-processing giant 

Blue Diamond (Sacramento) highlighting its 

new almond protein powder and exhibiting 

for the fi rst time at SupplySide West. Accord-

ing to the company, the almond powder’s 

fi ne texture, smooth mouthfeel, and neutral 

fl avor are ideal for nutraceutical blends, pro-

tein smoothies, shakes, and bars.

In a press release, Jeff  Smith, director of 

marketing, Blue Diamond Global Ingredi-

ents Division, said, “Almond protein powder 

is perfectly positioned to take advantage of 

consumers’ preference for natural, plant-

based ingredients, while off ering manu-

facturers more versatility in formulating 

clean-label, protein-enhanced products.” He 

said that in a protein blend, the almond pro-

tein can even assist with masking unwanted 

fl avors of other protein sources.

At SupplySide West, Sabinsa said it con-

tinues to see extremely high interest in its 

Promond almond protein powder, which 

it introduced at last year’s SupplySide West 

show. Th e ingredient contains 50% protein 

content affi  rmed by AOAC method testing.

Lentil Flour
Bunge (St. Louis) introduced a new lentil 

fl our at this year’s SupplySide West show. 

Formulators can use the lentil fl our to substi-

tute modifi ed starches for a cleaner label, the 

fi rm said. It also contributes protein content 

at the same time.

“Unlike modifi ed starches, which con-

tain essentially no protein, Bunge’s lentil 

functional fl our can boost protein content 

across formulations and help achieve ‘good 

source,’ ‘excellent source,’ and high-protein 

claims, depending on the application,” said 

Helbert Almeida, Bunge senior research and 

development fellow, U.S. Milling, in a press 

release. “It also off ers all the nutrition of 

other pulse-fl avored fl ours, including fi ber, 

vitamins, and minerals, with a cleaner, more 

neutral fl avor profi le that is suitable for both 

sweet and savory applications.”

Th e company adds that the lentil fl our 

can be listed simply as “lentil fl our” in an 

ingredient list because it is made using only 

non-GMO lentils, water, and heat. And it per-

forms with the same sensory characteristics 

as highly processed modifi ed starches, the 

company claims. Th e company is targeting 

the growing demand for clean-label starches 

in markets such as bakery, yogurt, soup, and 

noodles.

Says the company: “According to AC Niel-

sen, within the categories that commonly use 

modifi ed starches, such as bakery, yogurt, 

soup, and noodles, the clean-label segment 

is now almost $10 billion and has shown 6% 

annual growth for the past three years. Pro-

tein claims on products in these categories 

are also increasingly popular, commanding 

nearly $2 billion in the U.S. market and grow-

ing at 13% during the same period. Consum-

ers are looking for both clean label and high-

er protein, and Bunge’s new lentil functional 

fl our can help.”

Plant-Based Ingredient Demand 
Is Growing Globally
Plant-based ingredient supplier BI Nutraceu-

ticals (Rancho Dominguez, CA) said interest 

in plant-based ingredients and plant pro-

teins is happening worldwide. “Th e market 

for plant proteins is really cranking, so it has 

been a very strong market for us and it’s a 

market we sell to globally now,” said company 

president and CEO George Pontiakos at Sup-

plySide West. “So not just in North America; 

we see a lot of interest in Central America, 

South America. Uruguay has been a big mar-

ket for us. So it’s not just a North American fo-

cus. It’s really global now.” At Supply Side West, 

one of his company’s prototype samples was 

a high-protein red velvet shake containing 

pumpkin seed protein (10 g of protein), which 

also lent 3 g of dietary fi ber.

Consumer research also bears out the 

growing demand. In November, DuPont Nu-

trition & Health released the results of new 

consumer research it conducted together 

with HealthFocus International on the eat-

ing habits of more than 1,000 U.S. consumers. 

Based on those results, the report indicates 

that there is “signifi cant market opportunity 

in plant-based foods.” Th e survey found that: 

1) almost 60% of respondents expressed a goal 

of making the switch to plant-based foods 

permanent, and 2) taste is often a top barrier 

for why people may not consume plant-based 

food. “Th e research reveals that more than 

half (52%) of U.S. consumers are eating more 

plant-based foods and beverages, while the 

number rises to two-thirds (65%) globally,” the 

company said in a press release.

Meanwhile, Cargill has conducted exten-

sive global consumer research on consump-

tion of dairy and non-dairy alternatives over 

the past year and has shared those fi ndings, 

which were obtained from 5200 grocery shop-

pers in 13 countries. Importantly, the survey 

found that 50% of U.S. respondents said they 

consume both dairy and non-dairy products, 

and that 25% of consumers in the U.S. are now 

“less-itarians” or fl exitarians, moving away 

from animal products. Moreover, the survey 

looked at nuances in how consumer prefer-

ences for dairy and dairy alternatives diff er 

globally, fi nding, for instance, that survey re-

spondents in Asia Pacifi c had a higher prefer-

ence for dairy alternatives, while dairy prod-

ucts are still favored more in Latin America.
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At SupplySide West, several suppliers un-

veiled new nitric oxide–boosting ingredients 

that hit on growing consumer demands 

in the sports nutrition market these days: 

stimulant-free, plant-based performance en-

hancers with proven effi  cacy. 

FitNox from Glanbia
Glanbia Nutritionals (Chicago) launched 

its new ingredient, FitNox, through a 

partnership with Aurea Biolabs (India). 

The ingredient is plant-based, containing 

three ingredients that work synergistically 

to boost NO production: Moringa oleifera 

leaf extract, pomegranate (Punica grana-

tum) extract, and black ginger (Kaempferia 

parviflora) extract. The ingredient uti-

lizes a “patent-pending plant-based ma-

trix technology” called PNS Technology 

(Polar-Nonpolar-Sandwich Technology) 

that helps boost solubility and absorption 

and eliminates the need 

for carriers or binders, the 

firm says. It is suited for 

formulating into beverag-

es, as well as tablets and 

capsules.

Sarah Flynn, PhD, product 

technology manager, Glanbia Nutritionals, 

said this ingredient stands out because it off ers 

a low dose of just 250 mg. “When you take a 

look at some competing ingredients, the dose 

could range anywhere from 5 g to 10 g,” she 

said at SupplySide West. “Our low dose allows 

for easy incorporation into any ready-to-drink 

beverage, or in tablets or capsules.”

Glanbia has performed two published stud-

ies on FitNox. Th e fi rst is a short-term, one-

day, 24-subject randomized, double-blind, 

placebo-controlled study to determine the 

initial NO response (in blood serum and sali-

va) after subjects consumed the ingredient.1 

Flynn said subjects saw a 336% increase in 

nitric oxide levels as quickly as one hour after 

taking the supplement, as measured through 

nitrate (NO3-) and nitrite (NO2-) levels, both 

of which are markers indicating the level of ni-

tric oxide in the body. “In addition to that, we 

saw that its eff ects were long-lasting,” she said. 

“Th e nitric oxide levels remained elevated for 

up to 10 hours, so that is really signifi cant.”

Th e second study was a 22-day, 24-subject 

study in which the participants took 250 mg 

of FitNox daily and then performed exercise 

(running on a treadmill).2 Th e researchers 

again saw an increase in nitric oxide produc-

tion, but in addition, they saw that markers 

of muscle fatigue—LDH (lactate dehydroge-

nase) and MDA (malondialdehyde)—were 

signifi cantly reduced after supplementing 

with the ingredient for 22 days. Th e tread-

mill runners were able to run for a longer pe-

riod of time and saw an 18% increased time 

to exhaustion.

Flynn said FitNox works via the nitric ox-

ide synthase pathway (NOS pathway). “We 

believe the ingredient works through the 

NOS pathway, so it’s not necessarily that it’s 

providing a source of nitrates; it’s acting on 

the enzyme to produce nitric oxide. So it’s 

acting on your own body to help support or 

stimulate the production of nitric oxide.”

And what’s more, she said, the second 

study showed a signifi cant increase in sub-

jects’ dopamine levels—dopamine concen-

tration increased by 36%—which likely en-

abled FitNox takers to perform better during 

Nitric oxide–boosting dietary supplements 
continue gaining interest in markets 
like sports nutrition. Nitric oxide (NO) 
boosters help increase nitric oxide levels 
in the body, which in turn improves 
vasodilation (dilating blood vessels) and 
blood fl ow. This helps improve nutrient 
and oxygen delivery—for instance, to 
the muscles. The result is better overall 
health and physical performance and 
endurance, especially when delivered as 
a pre-workout supplement. Nitric oxide–
boosting ingredients vary from exogenous 
dietary nitrate supplements to ingredients 
that can help the body increase its own 
production of nitric oxide.

Nitric Oxide–Boosting 
Ingredients: New Launches, 
New Studies, and 
Increased Plant Focus
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exercise. “Dopamine is a marker for reward and cognition, and for 

motivation. Th ese ingredients have previously been shown through 

scientifi c studies to support dopamine levels,” she said.

FitNox signals a new direction for Glanbia Nutritionals in the 

sports nutrition market. Th e company has long been known for its 

dairy protein ingredients for sports nutrition. Flynn said this ingre-

dient stands out because it is a fully plant-based, stimulant-free, nat-

ural way to boost sports performance. In the sports market, she said. 

“We see this as a really nice fi t as a botanical product for those cus-

tomers who aren’t looking to get a synthetic product. We see a lot of 

sports nutrition ingredients that might be made through chemical 

synthesis. FitNox comes from a natural source.”

Looking at some nitric oxide–boosting ingredients launched 

in the market in recent years, “you can see there are a signifi cant 

number of launched ingredients that contain alanine and caff eine 

and citric acid,” she continued. “Th ere are not too many plant-based 

ingredients, so FitNox is really providing a new, plant-based solu-

tion and catering to the vegan market. We are seeing more hardcore 

sports brands looking for clean-label products that cater to the veg-

an segment. So we expect that to be a sweet spot for this product.”

S7 by FutureCeuticals
FutureCeuticals Inc. (Momence, IL) introduced a new nitric oxide–

boosting ingredient of its own, called S7. Th e ingredient is a blend 

of seven plant-based ingredients and has been clinically shown to 

increase nitric oxide levels by up to 230% over baseline, the fi rm says. 

With a small, 50-mg dose, S7 helps the body boost its own nitric ox-

ide production, as opposed to supplying the body with exogenous 

dietary nitrates.

Th e company said in a press release: “S7 off ers clean-label con-

fi dence as a plant-based ingredient that is ideal for applications in 

sports nutrition products such as ready-to-mix and ready-to-drink 

pre-workout, muscle pump and performance products, energy 

drinks, and more.”

“Th e NO market has been all about nitrates”—exogenous ni-

trates—“until now,” said Andrew Wheeler, director of marketing, 

FutureCeuticals, at SupplySide West. By contrast, he said, S7 is a 

“non-nitrate, NO-boosting product that is all plant-based. It’s help-

ing your body produce NO at a very high level. It’s a really exciting 

turn in the NO discussion.”

He pointed out the ingredient’s sustained eff ect. “We’re still 

measuring a 230% increase after three hours. So if you put it in a 

pre-workout supplement for people looking for that sustained 

workout or sustained performance—whether it’s biking, running, a 

triathlon—it’s still in eff ect.” He said customers are also combining 

S7 with some of the company’s other ingredients, such as its brand-

ed Coff eeberry coff ee fruit ingredient.

S7 meets current trends in the sports supplement market. “People 

in the workout niche have decided they’re going organic and plant-

based to achieve the same results, and we have what they’re looking 

for,” he said.

As for further research, Wheeler said: “We’re going to move on to 

the second phase and actually look at diff erent timepoints and look 
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at actual blood fl ow and vasodilation….We’re 

able to target the kind of people who would be 

using this product...and study athletes and see 

what it does to improve their workout times, 

their blood fl ow, their oxygen levels.”

Nitrosigine by Nutrition 21
Nutrition 21 (Purchase, NY) shared new study 

data showing that its nitric oxide–boosting 

ingredient, Nitrosigine, improved cognitive 

function. Th e patented ingredient is a bond-

ed arginine silicate ingredient that has been 

shown to begin working in as little as 15 min-

utes, with eff ects lasting up to six hours. Th e 

ingredient is supported by 19 studies on effi  -

cacy and safety. It is GRAS affi  rmed and has 

an FDA new dietary ingredient (NDI) notifi -

cation. Th e fi rm says an in vitro study showed 

that Nitrosigine outperformed other ingre-

dients at increasing nitric oxide production, 

including arginine AKG, agmatine sulfate, 

citrulline malate, L-arginine, and L-citrulline.

Th e company recently shared results from 

a 48-subject study involving a Trail Making 

Test looking at the eff ects of 1500 mg/day of 

Nitrosigine on cognition, focus, and mental 

clarity, following exercise. Th e recent study 

found that when subjects took the Trail Mak-

ing Test A, their time decreased by 2.8 sec-

onds compared to a placebo group, whose 

time increased by 19.8 seconds (a 56% dif-

ference between groups). Th e study, still un-

published, was presented at the International 

Society of Sports Nutrition annual conference 

this past June.

“After subjects run to exhaustion, they’re 

mentally fatigued and their Trail Making test 

scores get worse,” said Sarah Sylla, scientifi c 

aff airs associate, Nutrition 21, at SupplySide 

West. “But if you’re taking Nitrosigine, your 

score improves, so we’re preventing the de-

cline in cognitive function that occurs when 

you’re physically and mentally tired.”

She added, “We think that because Nitros-

igine is boosting blood fl ow, it’s boosting blood 

fl ow to your brain, so you’re able to deliver 

more nutrients to the brain and that helps 

cognition.” She noted that Nitrosigine works 

by lowering levels of arginase, an enzyme that 

can inhibit arginine. And it can increase en-

ergy without raising heart rate or blood pres-

sure, unlike other stimulant ingredients.

“Th at’s pretty important because you have 

these very conscious consumers who are now 

looking at what they’re putting in their body,” 

added Mallory Junggren, marketing director, 

Nutrition 21. “So if you can off er a product that 

isn’t going to be dangerous, is not going to 

cause any types of spikes in blood pressure or 

heart rate, and you’re not going to feel jittery, 

I feel like consumers today are savvy enough 

to understand that that’s more benefi cial for 

them, that they can get the benefi t without 

any kind of negativity associated with it.”

Market Interest
As more consumers learn about the benefi ts 

of nitric oxide boosters, demand for these 

products will continue. Th ere is lots of prom-

ise for suppliers working in the nitric oxide 

space, especially around sports nutrition.

“Sports nutrition is still a rising catego-

ry, and people are looking for more natural 

products,” said Julie Imperato, marketing 

manager for Nexira (Rouen, France). Her 

company’s nitric oxide–boosting ingredient 

is called ViNitrox and comprises a blend of 

apple and grape polyphenols. Th e ingredient 

has been shown to increase NO production 

by 24% and to increase vasodilation by 50%. 

Th e company’s latest study on ViNitrox was 

conducted in 50 athletes and showed that 

500 mg/day of the ingredient improved phys-

ical performance and that it increased physi-

cal training time by 10% and delayed “fatigue 

barrier” by 13%.

Glanbia’s Flynn pointed out that nitric ox-

ide claims were used on 4% of global sports 

nutrition product launches in 2017, based on 

data from market researcher Innova Market 

Insights. She also noted that sports brands 

with leading nitric oxide products are still 

seeing those products performing well.

Recently, Nutrition 21 conducted a con-

sumer survey looking at how awareness is 

growing for Nitrosigine, based on data from 

leading fi tness consumer magazines follow-

ing the company’s consumer marketing cam-

paigns and continued eff orts to educate the 

market. In the survey, Nitrosigine received an 

85% brand awareness rating.

“Th ere has been a huge uptick in pick-up 

of Nitrosigine,” said Nutrition 21’s Junggren. 

“I think consumers are becoming very con-

scious of nitric oxide–boosting ingredients, 

and it’s not just for pump anymore. It’s focus-

ing on products that help you focus more—

not just for athletes and people who are in 

professional sports, but gamers, too. Th ey’re 

looking for products that will help them fo-

cus and stay as sharp as they can possibly be.”

Of the market, she said, “It’s growing. I 

wouldn’t say it’s growing at a rampant pace, 

but it’s defi nitely growing. I’ve seen more and 

more products come out that are NO boost-

ers. So I do think there’s been an uptick.”
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Clean label has been 
trending for some time, 
but some of the latest 
clean-label efforts are 
coming from fl avor 
manufacturers offering 
solutions for dietary 
supplement, food, and 
beverage manufacturers. 
Flavor companies discussed 
their new capabilities at 
SupplySide West.

The Taste of 
Clean Label at 
SupplySide West

Synergy Flavors (Wauconda, IL), for exam-

ple, has started promoting its TRU Stories 

line of natural, clean-label fl avor solutions to 

give food and beverage manufacturers a go-

to destination for clean-label fl avors.

“Th is is our solution to the clean-label 

phenomenon that all of our customers and 

their consumers are asking for,” said Lindsey 
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Oostema, business development, Synergy 

Flavors. “TRU Stories [stands for]: Transpar-

ent, Responsible, Unblemished. Transpar-

ency is about having open discussions with 

our customers; we need to be involved in the 

insights and innovation piece throughout the 

lifecycle of the project so we can actually get 

them what they want on their end label for 

their consumer. Being Responsible [means] 

ethically sourcing ingredients and going 

through third-party certifi cation for organ-

ic fl avors. And Unblemished is really about 

delivering an authentic taste experience, so 

these are the products that are closest to na-

ture that an ingredient company can provide.”

Synergy Pure Essences and Extracts, which 

are part of the fi rm’s TRU Stories line, off er 

consumers not only fl avors from natural ingre-

dients, but also an authentic fl avor experience. 

Drinking coff ee, for example, is very much a 

multisensory experience involving both taste 

and aroma. Synergy tries to replicate this with 

its essences and extracts. “You put coff ee and 

water into our propriety system, you draw off  

the aroma (which is the essence), what comes 

out the bottom is the extract, and then you put 

them together. It’s really just coff ee and water, 

but they are fabulous ingredients that you can 

use as building blocks in ready-to-drink or in 

sports nutrition products or cakes—anything,” 

Oostema explained.

A Complex Proposition
Creating an authentic, clean-label fl avor ex-

perience is a complex endeavor but import-

ant. One must also take into account the fact 

that consumers may not fully understand 

what a label phrase like “with other natural 

fl avors” really means.

“Th ere is a lot of confusion, and it doesn’t 

help that there isn’t a defi nition for ‘natural’ 

as given by the FDA,” said Oostema at Syner-

gy Flavors’ SupplySide West booth, where the 

company off ered a maple ice cream for visi-

tors to taste. “Th is maple fl avor here is ‘maple 

fl avor with other natural fl avors.’ What that 

means is that the components that we put 

together come from maple, but to give it this 

full, rounded fl avor, we add other natural 

components that come from oak. Or there 

might be a note that gives it a caramel fl avor 

profi le. Th ey are all natural components; we 

just put them together. Th ey don’t all come 

from maple; they just give you this rounded 

profi le that people expect of a maple syrup. 

Th ere is a knowledge piece that needs to 

continue being built.”

Masking and Customization at 
Its Best
If a product tastes good and feels authen-

tic, customers will keep coming back. Some 

fl avors are especially challenging to make 

appealing—particularly plant-based protein 

fl avors or off  notes from alternative sweet-

eners. Pea and soy protein are popular plant-

based protein sources that provide great 

protein content, but need help in the taste 

department. Th at is why fl avor masking and 

customization are such big parts of develop-

ing fl avor solutions.

Th is is also when fl avor companies prefer 

to be intimately involved in helping devise 

solutions. “A lot of times when customers 

come to us and want a masking agent for 

one of their products, we prefer them to 

give us their ingredients so we can build 

the masker around the product,” explained 

Philip Caputo, marketing and consumer in-

sights manager for Virginia Dare (Brooklyn, 

NY). “We have a couple diff erent types of 

maskers—for example, FMPs ( fl avors with 

modifying properties). [So with] a vanilla or 

chocolate fl avor, built into the fl avor is the 

masking component. We can provide the 

fl avor and mask something in the product 

you don’t like: bitterness, chalkiness, any 

type of off  note.”

“In terms of masking, we can do sensory 

testing in house, which would be a pretty 

expensive thing for customers to have to go 

out and do on their own,” said Ryan Davis, 

account manager at Sensient Technologies 

Corporation (Milwaukee, WI).

“We do our own panels, and we do our 

own modulation testing, so we do the work 

for the customers,” added Rajesh Salem, 

marketing, global bionutrients, for Sensient 

Technologies. “It saves them time, and it’s a 

pretty big investment from our side.”

Reducing Sugar
Th e demand for lower sugar content among 

consumers also poses a challenge for manu-

facturers, especially in beverages, and drives 

innovation among fl avor suppliers.

“Th e trends in fl avors are [partly] driven by 

the search for the holy grail that substitutes 

the carbonated soft drink market that has 

been declining. What is going to be the [next 

big] product in that space that’s not water?” 

said Renata Ibarra, RD&A, senior director, 

Taste, for Kerry (Beloit, WI).

People love the fl avor of carbonated soft 

drinks, but hate the health consequences, 

so what can manufacturers do to develop a 

healthier analog? Th is creates opportunities SH
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Some of the latest clean-label 

eff orts are coming from 

fl avor manufacturers 

off ering solutions for 

dietary supplement, food, and 

beverage manufacturers. 
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for products that off er great taste and func-

tional benefi ts, as well as products that aren’t 

functional but off er a better nutrition panel.

“What we’re trying to fi gure out is how 

[a product] can be more nutritious, how to 

have a value-added like less sugar, cleaner in-

gredients, and organic fl avors,” Ibarra added.

Th e thing about fl avoring is that when 

you remove something, you have to com-

pensate for that. When you remove sugar, 

it aff ects more than just taste. For instance, 

adding stevia sweeteners can sometimes 

bring along an off  taste. Kerry’s Taste Sense 

products can help address qualities such as 

sweet linger, Ibarra said. To demonstrate 

this, at SupplySide West the company sam-

pled a tasty clear protein drink comprising 

a blend of pea and rice proteins. “We have 

Taste Sense there to provide masking. It all 

depends on where it is needed,” she said. “We 

also have Taste Sense Mouth Feel to com-

pensate for that mouthfeel you lose when 

you replace sugar with [another] ingredient.”

While consumers may be moving away 

from overly sweet products, they still desire 

traditionally sweet fl avor profi les and good 

fl avor. Flavor fi rms are bringing trending, 

complementary fl avors to the table.

“Emerging citrus is defi nitely a platform 

we’re seeing a lot of traction in,” said Shan-

non Coco, strategic marketing manager, 

Taste, for Kerry North America. “More ex-

otic profi les that take a familiar citrus con-

sumers love—it’s a leading profi le across 

alcohol and refreshing beverage. Bringing 

in that touch of exoticism—in particular, 

meyer lemon, yuzu, and calamansi lime 

are some things we’re seeing traction for in 

the market and continued interest in from 

consumers and customers.” Some of these 

fl avors—especially tart fl avors—need to be 

balanced with sweetness.

And, looking ahead, according to Synergy 

Flavors’ recent “Flavors of the Future” white 

paper, some of the most popular and estab-

lished fl avors for sports nutrition products 

are sweet fl avor profi les, such as birthday 

cake, s’mores, and cookie dough. Sports mar-

keters have an opportunity to be creative, 

and these fl avors can carry added value. 

“What we found with our research is that 

these sweet profi les work beautifully to cov-

er up those off  notes and the green notes of 

plant-based proteins,” said Oostema.

Organic Tablet Binder, 
Organic Film Coating, and More
Ashland Global Holdings (Wilmington, DE) 

introduced a new organic tablet binder and 

fi lm coating at SupplySide West.

Th e company’s new Aquarius clear organ-

ic fi lm coating system is “an aqueous-based 

alternative to animal-derived, shellac-based 

systems,” the company said. In addition to 

being certifi ed organic, Aquarius organic 

fi lm coating is Non-GMO Project Verifi ed, 

made with nonallergenic ingredients, and 

vegetarian, kosher, and halal certifi ed. Th is 

coating does not yield on performance, ei-

ther. Th e company points out that it off ers 

immediate release and quick dispersion. It 

is fully formulated, easy to apply, and pro-

vides “exceptional gloss and improved slip 

for packaging while preventing dusting,” the 

fi rm adds.

At SupplySide West, Ashland also intro-

duced a new Aquarius Nutra titanium-free 

coating system for customers concerned 

about using titanium as an ingredient, such as 

in the European Union. Ashland says Aquar-

ius Nutra TF “provides a comparable white 

As more consumers seek clean-label products, more 
dietary supplement manufacturers are taking a harder look 
at just how clean their supplements are, right down to 
the capsule, tablet, or softgel. At SupplySide West, 
suppliers and manufacturers discussed their latest offerings 
in the clean-label department.

Clean-Label Delivery Systems Are a 
Major Priority at SupplySide West
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fi lm coating for oral solid dosage forms” and 

is available as a white system—it can achieve 

bright-white tablets—or a pigmented system. 

Aquarius fi lm-coating systems can also be for-

mulated with naturally derived colors, while 

still off ering stable color performance.

Also targeting the organic customer, the 

company introduced its NutraPress organic 

tablet binder. Made with certifi ed-organic, 

nonallergenic, label-friendly ingredients, the 

tablet binder “is engineered to enhance tab-

let robustness and tablet disintegration” and 

provide good dissolution. Th e company says 

it performs comparably to the non-organic 

binder microcrystalline cellulose. Th e Nutra-

Press binder is free-fl owing, enabling optimal 

powder fl ow and ease of use in direct-com-

pression tablet manufacturing.

Other new products showcased at Ash-

land’s SupplySide West booth included a new, 

economical, all-in-one binder-disintegrant 

excipient, Klucel Nutra PLUS, which the 

fi rm says is designed to simplify the direct 

compression of tablets. “Th e new product’s 

improved powder fl ow ensures consistent 

performance during commercial-scale man-

ufacturing, refi nes usability, and may reduce 

customers’ operating costs,” the company 

stated in a press release.

Th e company also showcased its expertise 

in non-pill delivery formats. One of its pro-

totypes was a sugar-reduced lime mint Aloe 

vera vitamin water. (Ashland owns the farms 

and processes the Aloe vera leaves in house). 

Another prototype was a fermented plum 

ginger apple cider vinegar shrub beverage 

featuring collagen and biotin for beauty from 

within. Finally, the company distributed 

samples of a direct-to-mouth sprinkle pack 

combining a fi ve-strain blend of microencap-

sulated probiotics plus a prebiotic.

Ashland underlined the additional re-

sources it now has in hand thanks to its 

acquisition of Pharmachem Laboratories in 

May 2017. Pharmachem’s expertise, includ-

ing its particle-engineering and formulat-

ing capabilities, and its ingredient portfolio, 

complements Ashland’s own expertise in 

nutraceutical bindings and coatings and 

its own functional ingredients. Combined, 

these capabilities mean Ashland can ad-

dress a wider range and ever-customized 

suite of solutions for customers, ranging 

from bindings and coatings to powder 

shakes, organic shakes, fast-melt sprinkles, 

stick packs, and more.

Natural Capsule Colors and More
Lonza Consumer Health & Nutrition (Basel, 

Switzerland) debuted several key clean-label 

initiatives at SupplySide West.

First, the company announced that it is 

a founding member of the Clean Label Al-

liance, a new clean-label initiative kicked 

off  by several companies, including Lonza, 

Ribus Inc. (St. Louis, MO), Biogrund GmbH 

(Huenstetten, Germany), Bosch Packaging 

Technology GmbH (Waiblingen, Germa-

ny), and Natoli Engineering Company, Inc. 

(St. Charles, MO). Together, the companies 

are committing to helping nutraceutical 

fi rms transition their products to cleaner 

labels by enhancing their own clean-label 

off erings.

“As supplement manufacturers transition 

to cleaner labels, they must overcome both 

formulation and production challenges,” 

Lonza said in a press release. “Th e Clean 

Label Alliance will off er premium resources 

and technical solutions to help manufactur-

ers to produce clean-label supplements more 

easily and effi  ciently.”

Beth Tormey, senior vice president, head 

of global business unit, Lonza Consumer 

Health & Nutrition, said in the press re-

lease: “Approximately 80% of consumers 

now want to know what is in the products 

they use. Manufacturers know how to make 

supplements in the traditional way, but they 

may not have the experience in-house to 

make the transition to clean-label products 

to meet this growing demand. Th e Clean 

Label Alliance bridges this gap and applies 

years of combined member expertise in 

clean-label ingredients, formulations, dos-

age forms, and manufacturing to help sup-

plement makers get more desirable prod-

ucts to market faster.”

Lonza introduced several clean-label of-

ferings of its own at SupplySide West. First, 

the company announced that its DRcaps 

capsules, which are designed to protect 

sensitive ingredients, such as probiotics, 

from stomach acid during transit, are now 

Non-GMO Project Verifi ed. DRcaps are now 

included in Lonza’s portfolio of Non-GMO 

Project Verifi ed capsules, including its vege-

tarian Vcaps and Vcaps Plus capsules, which 

are made from hydroxypropyl methylcellu-

lose (HPMC) and water, as well as Plantcaps 

pullulan capsules. (Th ese technologies come 

by way of Lonza’s acquisition of capsules sup-

plier Capsugel last year.)

“Plant-based, clean-label dosage forms 

are a vital component to support claims on 

supplement labels and ultimately meet con-

sumer preferences for more-natural prod-

ucts,” said Karin Schrooten, quality director, 

Lonza Consumer Health & Nutrition, in a 

press release. “As one of the fi rst companies 

with liquid-fi lled and empty capsules to be 

verifi ed by the Non-GMO Project organiza-

tion, we were fi rst verifi ed in 2013 for our 

Vcaps Plus vegetarian capsules. Carrying 

this pioneering spirit through to today’s 

announcement, we now have one of the 

most comprehensive non-GMO, vegan, and 

clean-label hard-capsule portfolios on the 

market.”

Food-Sourced Capsule Colors
One of the most exciting clean-label devel-

opments from Lonza at the show related 

to the company’s capsule color off erings. 

At SupplySide West, the fi rm announced a 

new initiative to develop new capsule col-

ors naturally sourced from food. Th e com-

pany came out the gate with a new purple 

capsule color sourced from purple carrot 

for its Vcaps Plus vegetarian plant-based 

capsules.

At SupplySide West, suppliers and manufacturers discussed 

their latest off erings in the clean-label department.
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In a press release, the company said: 

“Lonza is announcing the global launch 

of its latest dosage form innovation, with 

supplement manufacturers now able to 

choose from a range of vibrant, clean-label 

colorants when selecting its Capsugel Vcaps 

Plus plant-based capsules. Its premier vege-

tarian capsules are already popular among 

brands looking to achieve a variety of on-

pack claims, but coloring the shell has pre-

viously required an E-number”—numbers 

used by EU regulators to indicate substanc-

es are permitted to be used as food additives 

in the EU. Th e new food-based colorants 

instead can be labeled as natural colorants 

in the United States and “allow customers 

to create bright, eye-catching supplements 

that also appeal to consumers seeking im-

proved supply chain transparency and a 

natural positioning,” Lonza said.

Th e new Vcaps Plus capsule color from 

purple carrot follows “the successful in-

troduction of the Vcaps Plus blue spiruli-

na capsule in Europe earlier this year,” the 

fi rm said. “Th e high-performance capsule 

shell is made using plant-based HPMC 

and water only, without any preservatives. 

A colorant derived from purple carrots is 

used to match the desired shade as closely 

as possible, while maintaining a natural ap-

pearance in the fi nished supplement.” Th e 

company added that the purple color also is 

a masking solution. Th e capsule is available 

in a range of purple shades, created without 

using an opacifi er.

Th is expands Vcaps’ reach in the clean-la-

bel market and assists customers looking to 

ensure their clean-label capsules are unique 

and eye-catching for branding purposes, for 

diff erentiation, and even user-friendliness—

for instance, using diff erent shades to indicate 

diff erent products as part of a regimen. “Our 

research shows that seven out of ten shoppers 

seek supplements with no artifi cial colors,” 

said Stephane Vouche, marketing manager, 

Lonza Consumer Health & Nutrition.

Capsules Are a Clean-Label 
Option
At SupplySide West, Barri Sigvertsen, market-

ing manager, Lonza Consumer Health & Nutri-

tion, pointed out that inherently, capsules off er 

the market great tools for going clean-label. 

“To me, it’s one of the cleanest-label solutions 

you can fi nd because it is the dosage form that 

uses the fewest excipients,” she said. “So we are 

positioned to help people go clean label more 

than any other company.” She added: “We go 

to great lengths to make sure that we’re part 

of every third-party certifi cation, so we are ko-

sher, halal, vegan certifi ed, Non-GMO Project 

Verifi ed. So we’re leading the industry in that 

way.”

She pointed out how the new Clean Label 

Alliance will truly make a diff erence to com-

panies who want to go clean label but who 

need assistance in doing so. “We recognize 

that as people look to clean up their solu-

tions, they need help with formulations. Th ey 

need help with the manufacturing process, 

and they also need help with the marketing 

process. We’ve created this alliance to truly 

help them at every stage that they might en-

counter challenges of some sort.”

Of Lonza, she added: “We have a dedicated 

quality engineering team that can work with 

customers to ensure their formulations are 

optimized, because when you do change over 

to a clean label, sometimes [capsules] can be 

a little more diffi  cult to run, which can also 

decrease productivity and cut into profi ts. So 

we have a dedicated team of people who will 

actually help customers understand what 

their high level of productivity is and ensure 

that when they do change formulations, that 

they maintain that level of productivity.”

And as for the company’s further devel-

opments in food-sourced capsule colors, she 

said Lonza will be polling its customers and 

asking which new priority shades they would 

like Lonza to develop. “Th is takes us to a 

whole new arena, and a very vibrant arena,” 

she concluded.

More Customers Making the 
Switch to Clean Label
Demand for cleaner delivery systems shows 

no sign of slowing. As consumers pursue 

clean labels, manufacturers will continue to 

look to suppliers of capsules, softgels, and 

tablets to provide more options.

Tim Chiprich, vice president of product 

development for Captek Softgel (Cerritos, 

CA), an FDA-compliant contract manufac-

turer, distributor, and specialist in softgels, 

including vegetarian softgels, as well as hard-

shell capsules and tablets, discussed the sig-

nifi cant demand his company is seeing for 

clean-label solutions.

“Here at Captek, we experience a large 

demand for clean-label products,” Chiprich 

says. “I would estimate that over half of our 

customers desire some level of what they 

consider to be clean-label products. Diff er-

ent customers have diff erent defi nitions of 

what they consider to be clean label. To some 

it means natural colorants, others want veg-

etarian-sourced ingredients, others shun in-

gredients that sound too ‘chemical-like,’ and 

still others want as little excipients as possible 

and/or to use more ‘food-derived excipients’ 

in place of traditional excipients. Many want 

their products to be some level of ‘GMO-free.’”

Captek has numerous solutions to meet 

these demands, Chiprich says. “Here at 

Captek, we have developed products which 

address all of the diff erent types of clean-label 

products—everything from natural colorants 

to titanium dioxide–free opacifying agents, 

vegetarian options for softgels and hardshell 

capsule products, vegetarian alternatives to 

beeswax, GMO-free raw materials, food-de-

rived excipients such as rice-based tablet lu-

bricants and fl ow agents, and more.”

Terry Keller, Captek’s vice president of sales 

and marketing, adds: “Because we off er mul-

tiple delivery formats—hardshell capsules, 

tablets, and softgels—we can/do have a wide 

array of ‘clean label’ alternatives across each 

of those formats.”

As consumers pursue clean labels, manufacturers will 

continue to look to suppliers of capsules, softgels, and tablets 

to provide more options.
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BetaVia Complete is a whole-algae fermen-

tate comprising more than 50% algae-sourced 

beta-glucans, plus 20% protein and essential 

vitamins, minerals, and amino acids. BetaVia 

Pure is a concentrated ingredient containing 

more than 95% algae beta-glucans.

Th e new 90-day study on BetaVia Com-

plete was conducted in endurance-trained 

athletes because endurance exercise is 

known to stress the body and compromise 

the immune system. “We saw some really 

nice fi ndings in immune-health-support 

benefi ts,” said Emily Fritz, PhD, technical 

services manager, active wellness, human 

nutrition and health worldwide, Kemin. “We 

looked at symptoms of upper respiratory tract 

infection in healthy, endurance-trained ath-

letes, and we saw a reduction in reported sick 

days and a reduction in symptoms, symptom 

severity, number of episodes of those reported 

symptoms that occurred, and also a reduction 

in the number of symptom days (the days that 

they reported symptoms over the course of 

the 90-day study).” Th e company is now shar-

ing specifi c details of the new study with key 

customers, she said.

Company representatives also discussed 

what sets algae beta-glucan apart from other 

sources of beta-glucan in the immune-health 

market. (Th e company says there is one oth-

er algae-based beta-glucan ingredient in the 

market.) Fritz said the company is keen on 

helping the market understand the diff erenc-

es between beta-glucan sources and how al-

gae beta-glucans off er advantages.

“Beta-glucan has been around for a very 

long time,” Fritz said. “We’ve determined some 

confusion in the marketplace about the health 

benefi ts of oat beta-glucan, yeast beta-glucan, 

and beta-glucan from mushrooms. When you 

look at those other sources of beta-glucan, 

beta-glucan is a structural component in the 

cell wall of each of those sources, so you have 

to do additional processing, usually through 

enzymatic digestion, to free that beta-glucan 

from other components on the cell wall.”

Algae Beta-Glucan Ingredient 
Demonstrates Immune-Health Benefi ts 
in Newly Completed Clinical Study

One year ago at the 2017 SupplySide West show, Kemin 
(Des Moines, IA) debuted its immune-health ingredients 
BetaVia Pure and BetaVia Complete. Both ingredients 
contain algae-based beta-glucans derived from the 
algae strain Euglena gracilis. One year later, at this year’s 
SupplySide West show, Kemin previewed data from a 
newly completed and not yet published study showing 
that BetaVia Complete, the whole-cell algae ingredient, 
achieved signifi cant benefi ts in endurance-trained adults 
dealing with symptoms of upper respiratory tract infection.
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By contrast, she said, Euglena gracilis al-

gae, from which BetaVia ingredients are de-

rived, store energy as paramylon. Th e param-

ylon “is just pure 1,3-beta-glucan,” she said, 

“and those paramylon granules fl oat freely 

within the cell. Th ey’re little granules of pure 

beta-glucan.”

Because the algae’s beta-glucans are free 

fl oating, “you’re able to accumulate a lot of 

it in the Euglena cell.” How much exactly? “If 

you look at oat or yeast, beta-glucans are just 

a small portion of the cell. If you’re looking 

at the total cell, they’re only a maximum of 

3%-10% of the dry weight of that cell,” she ex-

plained. “But if you look at Euglena, over 50% 

of that dry weight is beta-glucans.”

In addition, she said, for an ingredient like 

BetaVia Complete (the whole-algae beta-glu-

can) “the Euglena doesn’t have a cell wall; it 

just has a cell membrane that breaks easily. 

So what we’re able to do is mechanically iso-

late all of those paramylon granules through 

centrifugation or fi lter press. We break that 

cell, and then we can actually accumulate a 

really high-purity beta-glucan.”

Why should this matter to manufactur-

ers? Because it increases effi  ciency and low-

ers cost, she said. “Because you’re able to get 

such a high purity, the dose is going to be 

lower, and because Euglena is so effi  cient at 

storing the beta-glucan, the ingredient real-

ly ends up being a reasonable price because 

we’re able to extract that beta-glucan to a 

high purity without a lot of additional manu-

facturing steps like enzymatic digestion.”

Kemin shares a joint partnership agree-

ment for BetaVia with microalgae specialist 

Valensa International (Eustis, FL). Fritz said 

Kemin sees signifi cant opportunities ahead 

for both the immune-health market and for 

the BetaVia brand specifi cally. Of BetaVia 

Complete, she said, “Th e cool part about it is 

that it’s whole-food. It’s a clean, nutrient-rich 

superfood ingredient, which is ideal for peo-

ple who want to know what they’re putting 

in their bodies.”

Th e company still has work to do to edu-

cate the market on this beta-glucan source. 

“Although consumers are very educated, 

sometimes they don’t have the newest and 

most current information, so there’s some 

confusion that we’re hoping to clarify by hav-

ing a unique source of beta-glucan,” she said. 

“We want to educate consumers on the bene-

fi ts of beta-glucan and why ours is diff erent.” 



Jiaherb recognizes that there is much uncertainty among manufacturers and consumers, about the integral
quality of the botanical products they purchase. As a testament to our never-ending commitment to
customer satisfaction, and to ease customer concerns about the integrity of our products, Jiaherb proudly
introduces HerbaLink.™

HerbaLink, a unique chain-of-custody program, offers ultimate transparency in product identification and
traceability. The program not only assures best practices in identifying sustainable and socially conscious
sources, but also the implementation of stringent testing methods that include DNA, HPTLC, HPLC and GC
throughout the processing and preparation of the finished product — documenting every link of the
product’s journey from harvest to packaging.

1.888.JIAHERB
www.jiaherbinc.com

Concerned 
about Botanical 

Identification?
Learn more about

Jiaherb’s ID Program, 
scan QR code below.
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