
December 2022
 Vol. 25, No. 10

TRENDS
Supplement Packaging:

Still in Short Supply? 24

HEALTH FOCUS
Sexual Health

Gets Holistic 32

INGREDIENTS
Is FDA Changing How

It Defines “Healthy”? 26

The industry resource for dietary supplements 
and healthy foods & beverages

2022

BEST
The year’s top industry leaders, 

suppliers/providers, and companies

http://nutritionaloutlook.com


*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

ROSEFIT™ is a unique approach to weight management 

and appetite control. ROSEFIT achieves this through just 

400 milligrams per day and may do so via modulation of 

hormones related to appetite.

• Rose (Rosa multiflora var. platyphylla) petal extract 
standardized to ≥60% polyphenols and 2-3% 
isoquercetin

• Prepared from rose petals cultivated in India

• Backed by a double-blind, randomized, placebo-
controlled trial to support improvements in: 

Body Weight*  |  Body Composition*  
Body Mass Index (BMI)*  |  Measures of Appetite*

• Free of the 8 major food allergens

Milk  |  Eggs  |  Fish  |  Crustacean Shellfish   

Tree Nuts  |  Peanuts  |  Wheat  |  Soybeans

A new way to 
boost appetite 

control*

PLANT

B A S E D G M O
B A S E D

NON

G M O

CLINICAL

R

E S E A R C

H

PR
ODUCT

O

F  I N D I A

CAPSULE TABLET SOFTGEL RTD FUNCTIONAL FOODPOWDER

mailto:info%40vidyaherbsusa.com?subject=


http://jiaherbinc.com


4 DECEMBER 2022 ■ NUTRITIONAL OUTLOOK

EDITORIAL & PRODUCTION

JENNIFER GREBOW Editor-in-Chief
609-917-4196 | jgrebow@mjhlifesciences.com
Sebastian Krawiec Editor
310-463-0564 | skrawiec@mjhlifesciences.com
Robert Alaburda Director, Special Projects
Jeanne Linke Northrop Managing Editor, Special Projects
Shannon Stolz Senior Editor, Special Projects
Megan Manzano Senior Editor, Special Projects
Alissa Marrapodi Custom Content Editor, Special Projects
Colleen Hall Vice President, Content
Melissa Feinen Creative Director, Publishing

PUBLISHING & SALES

TODD BAKER Vice President/Group Publisher
732-346-3002 | tbaker@mjhlifesciences.com
Tim Baudler Publisher/Brand Director
310-289-1969 or 310-740-9050  | tbaudler@mjhlifesciences.com
Jonathan Gonzalez Account Executive
609-250-4664 or 732-208-8589 | jgonzalez@mjhlifesciences.com
Brian Haug Executive Vice President, Healthcare
Brianne Pangaro Senior Marketing Manager
Jon Severn Circulation Director
Charlton Prince Production Supervisor
Jocelyn Murphy Production Coordinator
Stacy Argondizzo Circulation & Audience Development Director

CORPORATE

Mike Hennessy Jr. President & CEO
Neil Glasser, CPA/CFE Chief Financial Officer
Michael Ball Chief Operating Officer
Brett Melillo Chief Marketing Officer
Joe Petroziello Executive VP, Global Medical Affairs & Corporate Development  
Silas Inman Senior Vice President, Content
Shari Lundenberg Senior Vice President, Human Resources & Administration 
Phil Talamo Senior Vice President, Mergers & Acquisitions, Strategic Innovations
Jeff Brown Executive Creative Director

F O U N D E R

Mike Hennessy Sr
1 9 6 0 - 2 0 2 1

C.A.S.T. Data and List Information Christine Shappell | cshappell@mmhgroup.com
Reprints Todd Baker | tbaker@mjhlifesciences.com
Licensing Kim Scaffidi | kscaffidi@mjhlifesciences.com

©2022 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.

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, 2 Clarke Dr., Ste. 100, Cranbury, 
NJ 08512, 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.  Periodicals Postage paid at Cranbury, NJ, 
and additional mailing offices.  POSTMASTER: Send address changes to Nutritional Outlook, 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.

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

The Future Is Bright
When I think about the winners 

of this year’s Nutritional Outlook 

Best of the Industry Awards, it 

gladdens me to know that there 

are companies steadfastly devot-

ed to charting a positive course for 

the nutrition and health industry.

These are companies investing in the future. Take this year’s 
Industry Leader, Brightseed. By harnessing the power of arti-
ficial intelligence, Brightseed and its partners are discovering 
the world’s next generation of ingredients that will benefit hu-
man health. Some of these discoveries are already coming to 
market, and in our awards story, we recognize the company’s 
many advances this year.

Our second award winner, in the Ingredient Supplier cate-
gory, is Natures Crops International, a company that’s dedicat-
ed itself to developing Ahiflower, a sustainable, plant-derived 
source of omega fatty acids. The company is spreading the 
word that a non-marine source of omegas is possible—and is 
sorely needed by a world deficient in these critical nutrients.

Finally, we recognize TriNutra Ltd., a company working to 
elevate standards and quality in the black seed product mar-
ket specifically. The company is shining a light on what ex-
actly companies and consumers need to look for to identify 
high-quality ingredients—something we can all appreciate.

These companies are looking to the future of the industry 
and charting a better path forward in health and wellness in 
ways that will benefit not only the companies themselves but 
all of us. Join us in congratulating all of our 2022 Best of the 
Industry Award winners.

Jennifer Grebow
Editor-in-Chief

Follow me on Twitter.
Using your smartphone camera, hover 

over the QR code or follow: 

@JenniferGrebow

FROM THE EDITOR
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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.

https://natreoninc.com/benefits/immunitysupport/


Let’s innovate together.

-  Proprietary blend of New Zealand 
grown Blackcurrants, Boysenber-
ries, Grapes,  and Kiwifruits

-  Great for: Hydration,  
   anti-inflammatory, and  
   immune boost

-  New Zealand’s geography offers NZ vineyards a clean     
   climate for more UV light and costal maritime air,  
   creating uniquely acidic grapes for a powerful  
   polyphenolic punch

-  Upcycled ingredient, supporting sustainability

-  Great for: Skin health, anti-inflammatory,  
   and healthy hair

-  Certified Organic + gluten-free

-  Proprietary blend of Organic Chaga, Reishi,  
   and Shiitake

-  >20% ß-glucan and <5% α-glucan (starch) 

-  California based scalable + sustainable  
   supply chain

-  Great for: Skin health, immune boost,  
   and healthy aging

100% USDA Organic 
Vitamins & Minerals, water extracted 

from Organic fruits & vegetables

Plant based non-GMO 
Vitamins/Minerals, water extracted 

and standardized from 
fruits & vegetables

Certified Organic ingredients from 
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New Zealand & Australia

Certified Organic Whole Mushroom 
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Plant based non-GMO water extract-
ed ingredients from the crisp and 

coastal air of New Zealand

A logically formulated 
plant based female hormonal 
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Organic Aronia ingredients 
form an all American  
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Sports Nutrition Coffee/Teas Protein MixesSupplement Beverage Food

All of our ingredients come from vertically integrated + sustainable supply chains.
www.orgenetics.com/healthyaging

Raiā-AFCTM

NZ Antioxidant Fruit Complex
>45% full-spectrum polyphenols

Raiā-GSE TM

NZ Grape Seed Extract
>60% polyphenols

ORambu™
Organic Rambutan Peel Extract
>15% geraniin from Costa Rica

http://orgenetics.com/healthyaging


NUTRITIONAL OUTLOOK ■ DECEMBER 2022 7

FEATURES
11 Best of the Industry Awards

Nutritional Outlook’s editors highlight three winners 
for their standout achievements in 2022.

24 Packaging
Are supply chain clouds still looming over  
supplement packaging?

26 Food & Drink
How could FDA’s redefinition of healthy affect consumers 
and companies?

28 Sustainability
Teaching consumers about their own carbon footprints.

32 Sex Health
Sexual health gets holistic.

11

24

26

CONTENTS
DECEMBER 2022 / VOLUME 25, ISSUE 10

The industry resource for dietary supplements 
and healthy foods & beverages



MORE FROM NUTRITIONAL OUTLOOK
Visit NUTRITIONALOUTLOOK.COM for the latest industry news, science updates, and more. 

Find us on Twitter (@NutritionalO), 
Facebook, and LinkedIn.

Subscribe to our weekly newsletters 
for additional content.

Manage your subscription, or sign up for a new 
subscription, at NutritionalOutlook.com.

MORE FROM NUTRITIONAL OUTLOOK
Visit NUTRITIONALOUTLOOK.COM for the latest industry news, science updates, and more. 

Find us on Twitter (@NutritionalO), 
Facebook, and LinkedIn.

Subscribe to our weekly newsletters 
for additional content.

Manage your subscription, or sign up for a new 
subscription, at NutritionalOutlook.com.

SUBSCRIBE

PH
O

TO
 ©

 S
ER

H
II 

- S
TO

C
K.

A
D

O
B

E.
C

O
M

8 DECEMBER 2022 ■ NUTRITIONAL OUTLOOK

CONTENTS (CONTINUED)

UP FRONT
4  From the Editor

8 Publisher’s Letter

COLUMNS
38 Last Bite

Healthy sweets

RESOURCES
36 Advertiser Index/ 
 Classified

FROM THE PUBLISHER

Inflation-Proof?
INFLATION IS ON EVERYONE’S MIND. If you ask companies tracking sales
in the nutraceuticals market, the good news is that, so far, nutraceutical prices ap-
pear to be holding relatively steady compared to some others.

At November’s SupplySide West trade show, Nutritional Outlook’s Editor-in-Chief 
Jennifer Grebow interviewed Editorial Advisory Board member Scott Dicker, senior 
market insights analyst for market researcher SPINS, about trends we’re likely to see 
heading into 2023. So far, said Dicker, prices for nutraceutical products are rising 
“much less than they are in food.” He conjectured that part of the reason might be 
that because supplements are such lightweight products, their shipping costs re-
main lower, whereas a lot of price increases today are due to the inflated fuel costs 
for transportation.

But that doesn’t mean supplements are inflation-proof. Far from it. As Dicker 
pointed out, “Regardless, they’re still usually expensive purchases for people. So as 
we look to the future, we’re going to have to see what’s that going to mean as people 
start to pull back” on their spending. For instance, he said, we could see more shop-
pers seeking out multifunctional products in order to get more health benefits in 
one product. “So, where they might have taken an immune health and a gut health 
supplement, maybe now they’re looking to combine them into one to kind of save 
on some costs there,” he said. (View the full conversation at NutritionalOutlook.
com/view/in-conversation-with-spins-at-supplyside-west-2022.)

SPINS isn’t the only market researcher tracking supplement sales closely. In its 
newly released trend report for 2023, FMCG Gurus also pegged inflation as the 
industry’s top concern today. Like SPINS, FMCG Gurus is hopeful that consumers 
continue prioritizing nutraceutical purchases. At SupplySide West, Will Cowling, 
FMCG’s marketing manager, told Grebow, “I still think health and wellness is going 
to remain a key area. Of course, the price and rising living costs are going to impact 
this, but what we’re seeing from consumers is that even though they’re adopting 
discretionary-style spending habits, what we see is that they’re going to be cutting 
back on products they deem unnecessary and nonessential. But because consum-
ers are still taking that proactive approach and really addressing their health and 
wellness, that’s going to be a key area for them.”

Cowling did have some good advice for companies today: “Brands and manufac-
turers must make sure that health and wellbeing and better-for-you products are 
positioned not just as affordable but as an essential for consumers to implement in 
their diets.” How the industry fares moving forward remains to be seen.

Mike Hennessy Jr
President & CEO

MJH Life Sciences®

Tune in and listen to 
our latest episode!

http://NutritionalOutlook.com
https://twitter.com/nutritionalo/
https://www.facebook.com/NutritionalOutlook
https://www.linkedin.com/showcase/nutritional-outlook/
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https://www.nutritionaloutlook.com/view/enews?tfa_2=NONAVBAR&anonymousid=bf0bc792-9888-4ab1-9697-de2e5231bf6f
https://www.facebook.com/NutritionalOutlook
https://twitter.com/nutritionalo/
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https://www.nutritionaloutlook.com/view/in-conversation-with-spins-at-supplyside-west-2022
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@CannabisScienceConference @CannabisScienceConference @CannaSciCon @Cannabis Science Conference 

Join us for world-class 
education, stellar networking, 
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with thought leaders, leading 
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edge medical applications and 
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The Best of 2022
Nutritional Outlook’s editors highlight these  

three winners for their standout achievements.
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2022

BEST

Brightseed
Brightseed’s innovative AI platform, Forager, is unlocking the potential of plant bioactives 
while also accelerating research and development of novel ingredients. 
BY SEBASTIAN KRAWIEC, EDITOR

The concept of artificial intelligence (AI) can conjure all 
kinds of associations influenced by decades of inventive sci-
ence fiction, but in reality, it’s just an innovative new tool that, 
when applied to the right goals, can have a genuinely positive 
impact. Case in point is San Francisco, CA–based Brightseed, 
Nutritional Outlook’s pick for our 2022 Best of the Industry 
Awards Industry Leader.

Brightseed, an AI-driven data and bioscience company, uses its 
AI platform, Forager, to find new bioactive compounds that have 
the potential to support human health. With Forager, Brightseed 
can significantly speed up the research and development process 
to create innovative and scientifically validated nutraceutical 
products while also contributing new insights into human health 
and nutrition.

Machine Learning
Put simply, Forager accomplishes this by drawing connections 
between compounds found in plants and their potential biolog-
ical mechanisms, based on clinical evidence. “Forager compris-
es three main modules,” explains Jim Flatt, co-founder and CEO 
of Brightseed. “The first module enables identification of the 
99% of ‘dark matter,’ the small molecule compounds in plants 
that have not yet been characterized. The second module is a 
digital model of human health that enables the prediction of 
compounds that will beneficially modulate clinically validated 
biological mechanisms that are determinants of various health 
conditions. The third module enables prediction of the best 
plant sources capable of producing novel bioactive compounds 
of interest.”

The third module is informed by research conducted by 
Brightseed’s co-founder and chief technology officer, Lee Chae, 
at Stanford University’s Carnegie Institution for Science’s De-
partment of Plant Biology. According to Chae, “Forager makes 
these connections by offering a deeper and broader view into the 
chemical composition of plants as well as a mechanistic predic-
tion of how they act in the human body.”

It is this level of this insight that allows Brightseed to form 
testable hypotheses about how certain bioactives will impact 
specific pathways and receptors in the body that lead to spe-
cific health benefits, Chae explains. From there, Brightseed can 
design and interpret nutritional trials with greater speed and 
accuracy. “As Forager’s data sets grow, we are traversing mole-
cules and new chemical landscapes that have long gone unex-
plored,” he adds. “Machine learning enables this bioactive data 
collection and discovery at a pace, depth, and scale that were 
previously unachievable.”

According to Brightseed’s calculations, only about 1% of poten-
tial bioactives have been studied scientifically, but its work with 
Forager has increased this number exponentially into tens of 
thousands of predicted bioactives, claims Chae. “This large-scale 
mapping increases our speed and likelihood of success translating 
a discovery into a commercial product,” he explains. “We were able 
to discover, translate, develop, and commercialize our bioactive 
product in less than five years, compared to the typical 8-10 years it PH
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BGG Americas 18301 Von Karman Avenue, Suite 910, Irvine, CA 92612

b g g w o r l d . c o m

NATURAL INGREDIENTS 
Clinically Proven

PURE AS NATURE INTENDED

BGG is a global B2B supplier of ingredients sourced from nature that improve 
consumer wellness. Building on 25 years of innovative leadership, BGG provides 
consumer product makers with efficacious ingredients of outstanding quality. 
This is achieved by specialized sourcing, cultivation, and production in the best 
global regions. BGG’s extensive portfolio originates from algae, fruits and plants. 
BGG employs a staff of approximately 450, has six production sites, international 
branches in North America, Japan, China, and Switzerland, and manages 
sales in over 100 countries. BGG is ISO9001, ISO22000 and GMP certified.

http://bggworld.com
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takes to develop and commercialize a new ingredient. We did this 
all while building our young company. We hope in the future we 
can further speed up our pipeline to reduce this time to 3-4 years 
per discovery.”

New Discoveries and Novel Ingredients
The bioactive Chae is referring to is Brightseed Bio 01. This is the first 
ingredient developed and commercialized by Brightseed that is based 
on Forager’s discovery of two novel bioactives: N-trans-caffeoyltyramine 
(NCT) and N-trans-feruloyltyramine (NFT). Forager found these com-
pounds in over 80 common edible plant sources, with the greatest abun-
dance in hemp seed hulls. Preclinical data confirmed that NCT and NFT 
act as potent HNF4-alpha activators to support proper liver and meta-
bolic function, as well as a healthy gut barrier lining. Now, Brightseed 
Bio 01, introduced to the market this fall, is being marketed as a novel 
dietary hemp fiber ideally suited for functional food and beverage prod-
ucts. The company has partnered with Puris (Minneapolis) to create a 
product prototype called BioCrisp+, which combines Bio 01 with Puris 
pea protein to create a crunchy product for inclusion in cereals, bars, 
and baked goods.

One can view Brightseed Bio 01 as a proof of concept of both 
Brightseed’s Forager technology as well as its manufacturing and 
commercialization capabilities. For Brightseed, this is only the 
beginning. The company recently closed a $68 million Series B 
funding round for a total of $120 million in capital which Bright-
seed will use to expand its R&D and commercialization efforts. 
On top of this, Brightseed has ongoing partnerships with numer-
ous brands that see the potential of the Forager platform for new 
product development, including the likes of Danone, Pharmavite, 
and Ocean Spray. Outside of the growth and success of the com-
pany, Brightseed’s founders also recognize the larger implications 
of its Forager platform to benefit mankind.

Big Picture
In a recent article Flatt wrote for the World Economic Forum, 
ahead of the White House Conference on Hunger, Nutrition, and 
Health, he proposed that bioactive compounds found in nature are 
the most potent tool for transforming nutrition as part of a public 

health initiative. As Americans fall short of daily fruit and vegeta-
ble intake requirements, fueling chronic disease on a massive scale, 
“it’s not an exaggeration to say that unlocking more bioactives and 
mapping their effects on our biological systems has a seismic and 
global potential to transform human health,” wrote Flatt. With 
tools like Forager, this knowledge can be accelerated for rapid de-
velopment of solutions.

“There is a global opportunity to accelerate clinical stud-
ies on known and newly discovered bioactives to expand the 
breadth of scientific knowledge, which in turn will accelerate 
government and industry adoption of these evidence-based 
natural solutions for consumers,” says Sofia Elizondo, Bright-
seed’s co-founder and COO. “Bioactives need to be included in 
an expanding definition of what the FDA considers ‘healthy’ 
and regulated so consumers can benefit from them, and indus-
try can innovate with them.”

For Brightseed, applying Forager’s insights on a larger scale 
with partners in the food and health industries means more 
widespread adoption of previously unknown bioactives as re-
sulting new dietary ingredients and drugs hit the marketplace. 
“We firmly believe that bioactives should be acknowledged as a 
key element for maintaining, supporting, and restoring human 
health, and Brightseed’s work is paving the way towards that 
future,” says Elizondo.

The work continues. With production and commercial-
ization of Bio 01 underway, Forager continues to crunch its 
numbers. Chae tells Nutritional Outlook that there is currently 
a pipeline of more than a dozen discovery programs through 
which Brightseed is working to identify bioactives across nu-
merous health areas, including cognitive, metabolic, digestive, 
and immune health.

“Our pipeline of novel bioactive ingredients plans to address 
some of the most pressing and unmet consumer health con-
ditions including metabolism, weight management, glucose 
management, cognitive health, sleep, stress, and more,” says 
Elizondo. “By focusing on these key health areas, we hope to 
provide ingredients that are an integral part of full-body, pro-
active health.” 

“We firmly believe that bioactives should 
be acknowledged as a key element for 
maintaining, supporting, and restoring 
human health, and Brightseed’s work is 
paving the way towards that future,”  
says Brightseed’s Sofia Elizondo.
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Telos95Telos95®® Protects Telomeres that Help  Protects Telomeres that Help 
Maintain Chromosome Integrity,  Maintain Chromosome Integrity,  

Critical to Cellular Aging and LongevityCritical to Cellular Aging and Longevity

How Well Are  
You Aging?

Innovative Natural Ingredients from  Innovative Natural Ingredients from  
Certified Nutraceuticals Help  Certified Nutraceuticals Help  

Enhance Overall Wellness & LongevityEnhance Overall Wellness & Longevity

Our brains have ~100 billion neurons that talk to Our brains have ~100 billion neurons that talk to 
each other via neurotransmitters made of amino each other via neurotransmitters made of amino 
acids. These communications enable us to think, acids. These communications enable us to think, 
learn and create or recall memories.learn and create or recall memories.

KollaJell™ is patented  
collagen peptides from 
select wild-caught,  
edible jellyfish. It is rich in 
the neurotransmitters  
glutamate, glycine,  
tryptophan and tyrosine  
that are also precursors for  
serotonin, GABA, dopamine 
and norepinephrine. 

In fact, KollaJell is a  
complete protein  
containing all 20  
essential and non- 
essential amino  
acids. This first-of- 
its-kind functional  
ingredient is rich  
in macronutrients  
and calcium- 
binding proteins.

Brain ‘Super Food’ Contains All Essential 
& Nonessential Amino Acids Required for  
Neurotransmission & Cognitive Function

Telomeres may be the best measure of biological age. Telomeres may be the best measure of biological age. 

These protective caps on the ends of chromosomes These protective caps on the ends of chromosomes 
help maintain DNA integrity as cells divide. Over help maintain DNA integrity as cells divide. Over 
time, telomeres shorten, which impair cell function, time, telomeres shorten, which impair cell function, 
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If Ahiflower oil seems too good to be true, that’s because 
it almost is. Imagine if the world found a way to increase population 
levels of healthy omega-3 fatty acids like DHA and EPA—all with-
out having to raid marine ecosystems? That’s the promise of Ahi-
flower, a complete and balanced plant-based source of omega-3 and 
omega-6 essential fatty acids. It’s what Natures Crops International 
(Winston-Salem, NC), Ahiflower’s discoverer, believes makes this in-
gredient the world’s most important plant-based source of omega 
fatty acids heading into the future.

The company, founded in 2007, discovered Ahiflower quite by acci-
dent. Ahiflower oil is extracted from the Lithospermum arvense (syn. 
Buglossoides arvensis) plant. “Under the guidance of one of the inven-
tors of Lorenzo’s oil”—a medicinal oleic acid and erucic acid mixture 
extracted from rapeseed oil and olive oil—“we were looking for specif-
ic plant species within the family Lithospermum because the published 
literature—this was before Google or Wikipedia was a thing—indicated 
that this family were predisposed to accumulating omega-3s, especially 
stearidonic acid, in their seed oils,” recounts Andrew Hebard, CEO and 
founder of Natures Crops International. “The mission simply was to find 
a plant-based alternative to fish oil that could be grown by farmers and 
scaled up globally and not cost-prohibitively. Purely by coincidence, one 
of the species, Buglossoides arvensis, happened to be a weed native to the 
UK, also known as stone seed or corn gromwell. We literally stumbled 
upon it growing in a hedgerow.”

What makes Ahiflower such a valuable find is that it contains 
both omega-3 fatty acids—primarily stearidonic acid (SDA) and 
alpha-linolenic acid (ALA)—and omega-6 fatty acids—primarily 
gamma-linolenic acid (GLA).

First off, SDA and ALA are precursors to the long-chain omega-3 
polyunsaturated fatty acids (PUFAs) eicosapentaenoic acid (EPA) and 
docosahexaenoic acid (DHA), meaning that the body naturally converts 
these plant-based omega-3s into EPA and DHA. As we know, EPA and 
DHA have been clinically shown to play critical roles in cardiovascular 
and neurological health, among other benefits. So by consuming Ahi-
flower’s plant-based omega-3s, you end up getting the studied health 
benefits of EPA and DHA in the end.

Moreover, Ahiflower isn’t just a source of these omega-3 fatty acids; 
it is the best source of these omega-3s. For instance, SDA is the plant-
based omega-3 fatty acid that converts most readily to EPA and DHA; 
it converts to EPA and DHA at four times the rate that the other plant-
based omega-3 fatty acid, ALA, does. And Ahiflower just so happens to 
be the richest, non–genetically modified, plant-derived source of SDA.

Furthermore, unlike marine omega-3 fatty acids, Ahiflower also con-
tains omega-6 fatty acids like GLA, which offers additional benefits for 
the skin, hormones, and inflammation. And although other plant-based 
sources of GLA exist, such as evening primrose oil and borage oil, the 
fact that you can opt for Ahiflower oil and get not only GLA but also the 
rich source of omega-3s SDA and ALA makes Ahiflower “a truly unri-
valed omega source, naturally complete and balanced, containing more 
and healthier omegas than any other natural plant or seed oil on the 
planet,” the company says.

A critical question is why would someone choose a plant-based ome-
ga source like Ahiflower, whose fatty acids must first convert to EPA and 
DHA, instead of going straight for the preformed EPA and DHA fatty 
acids contained in traditional marine-based omega sources like fish oil? 
Simply put, sustainability. Already, the world is monitoring threats to the 
planet’s fish stocks and marine ecosystems. Industries like marine-based 
omega-3s have had to be very careful not to overfish and overtax these 
environments. Wouldn’t it be great if we didn’t have to tap into marine 
sources at all but were still able to get the omega fatty acids we need for 
health? Enter Ahiflower, gotten solely from regeneratively grown plants.

The next question is whether Ahiflower’s fatty acids convert well into 
the long-chain PUFAs EPA and DHA, which pose so many researched 
health benefits. One of the debates in the omega industry has been 
whether or not plant-based sources convert efficiently to EPA and DHA. 
Some automatically assume that preformed EPA and DHA from marine 
sources are superior. However, says Natures Crops, “Emerging preclini-
cal and clinical science indicates that plant-based ALA and SDA convert 
to circulating DHA relatively rapidly and achieve adequate brain DHA 
levels, while significantly elevating circulating EPA levels especially from 
higher omega-3 SDA intakes. This challenges the accepted consensus 
that plant-based omega-3 sources don’t convert to DHA ‘efficiently.’”

2022

BEST

Natures Crops  
International
The Ahiflower pioneer is showing the world how  
plant-based omegas can provide needed nutrition, sustainably.
BY JENNIFER GREBOW, EDITOR-IN-CHIEF
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The proof is in the science. Most recently, in 2022, for instance, 
University of Toronto researchers in Canada1 showed “controlled 
evidence in mammals that Ahiflower maintains DHA levels in key 
tissues like the brain and liver and converts (biosynthesized) DHA 
nearly as efficiently as marine-based DHA,” says Hebard.

Evidence like this will continue to be critical in convincing the world 
that plant-based sources can be an optimal source of the omega-3s our 
bodies need. “The implication of recognizing that most humans are natu-
rally efficient plant-based omega-3 converters is profound,” the company 
states. “It could shift the present global reliance on wild-harvested forage 
fish oil to regeneratively farmed sources. Practically every temperate cli-
mate country around the world could participate in their production.”

Ahiflower continues to lead the pack of plant-based omega sources. 
“Until Ahiflower oil came onto the market in 2015, brands and consum-
ers had basically three options in omega-3 supplements: ALA-based 
(flax, chia, perilla), wild marine-based (fish or krill), and algal-based 
(mostly DHA),” says Greg Cumberford, vice president of science and reg-
ulatory, Natures Crops. “In omega-6 GLA supplements, the choices were 
dominated by borage and evening primrose oils. Ahiflower oil’s unique 
fatty acid composition—it has the richest omega-3-6-9 levels of any natu-
ral omega source—combines the healthful attributes of flax, fish, evening 
primrose, and olive oils, all in one regeneratively grown plant source.”

It also offers formulation benefits. “Ahiflower is inherently more stable 
oxidatively than marine or algal EPA/DHA oils due to its shorter-chain 
omega-3 and -6 fatty acids,” he points out. “This translates to longer shelf 
stability and more diverse delivery system options, including in a range of 
food and beverage formats that longer-chain PUFAs are much harder to 
formulate with.” As such, he says, “Ahiflower oil’s clean taste and aroma 
allow companies to widen omega-3 applications and inclusion levels in 
more food-friendly food and beverage formats than is typically possible 
with marine or algal-based sources. Think: gummies, plant-based milks, 
squeeze-pouches, emulsions, snack bars, chocolates, and culinary oils.”

Natures Crops’ mission is to expand Ahiflower’s footprint in the ome-
gas world. The company is making some traction, and it unleashed a 
host of innovations in 2022 that will expand the ways in which compa-
nies can use Ahiflower in health-promoting products.

For instance, at this November’s SupplySide West trade show in Las 
Vegas, Natures Crops introduced a dry oil version of Ahiflower, devel-
oped with CoreFX Ingredients (Evanston, IL), which ultimately gives 
product formulators a convenient powder form of the ingredient for 
products like protein and meal-replacement powders.

Says Cumberford, “Today, most consumer-facing brands are offering 
Ahiflower oil in health supplement formats, notably pourable omega-rich 

oils, vegan softgels, meal-replacement powders, and gummies. The most 
popular formats today are vegan softgels and gummies, with pourable or 
pumpable liquids following closely behind. With the recently launched 
CoreFX Dry Ahiflower 70GA powder making a fairly big splash at Sup-
plySide West, we expect that a lot of innovation in foods and beverage pre-
blend mixes and emulsions will launch in 2023-2024.” Categories where he 
says the company would like to see Ahiflower “flourish” include refriger-
ated plant-based milks, ready-to-drink beverages in aseptic boxes, protein 
powder blends, kids’ squeezable fruit/veggie pouches and gel sticks, and 
pre- and post-exercise snack bars.

Another innovative partnership in 2022 took place between the 
company and algal omega-3 producer Algarithm Ingredients (Sas-
katoon, Saskatchewan, Canada) to create blends of Ahiflower oil 
with Algarithm’s DHA ingredients. “We decided to offer Ahiflower 
oil in DHA-enhanced blends to allow brands that want or need to 
state a DHA milligram amount on their labels an easier onramp, 
industry-leading sensory quality, and a simpler, more direct supply 
source,” Cumberford explains. 

Of course, what brings home the story of Ahiflower ultimately is its 
enduring message of sustainability. Further cementing this, Natures 
Crops announced this fall that the company achieved coveted B Corp 
certification attesting to its high standards for both social and envi-
ronmental performance. Of this landmark achievement, Hebard says, 
“Honestly, it’s one of the highlights of my 35-year career in the agricul-
tural, food, and natural products industry because it speaks so clearly to 
our ‘why,’ as Simon Sinek has encouraged us to think about. We pursued 
it for various reasons but primarily to demonstrate that we walk the talk 
as well as talk the talk when it comes to trying to be a better business 
and to give social and environmental matters a voice and accountability 
alongside, and in many cases ahead of, profitability.”

And while Ahiflower is still a newer ingredient, Natures Crops is work-
ing hard to spread awareness and teach the world about its value as a 
critical omega source for the future. “For me,” says Hebard, “Ahiflower 
is about leaving a legacy behind that in its own small way can improve 
human health and nutrition, provide a valuable new crop with really im-
portant environmental benefits for farmers to grow, and greatly reduce 
the pressures on our oceans from the unnecessary harvesting of millions 
of tons of small oily fish. How many people or businesses get to really 
pioneer something like this and leave it behind for future generations?” 

Read the full story. Visit www.NutritionalOutlook.com/view/ 
nutritional-outlook-s-2022-best-of-the-industry-awards-ingredient- 
supplier-natures-crops-international
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TriNutra Ltd.
TriNutra is devoted to a higher-quality and 
innovative black seed oil market.
BY JENNIFER GREBOW, EDITOR-IN-CHIEF

When Morris Zelkha decides to bring an ingredient to market, he 
goes all in. Case in point: When Zelkha founded lycopene-ingredients 
supplier LycoRed Ltd. (Be’er Sheva, Israel) decades ago, he started 
with what was then a lesser-known ingredient. By the time Zelkha 
left LycoRed as founder and CEO in 2014, LycoRed was arguably the 
industry’s best-known lycopene and carotenoids supplier, and lyco-
pene had made a name for itself in the nutrition market. Now, Zelkha 
is doing the same for black seed oil (Nigella sativa). Just as he did 
for lycopene, Zelkha is teaching the market about how to identify a 
high-quality black seed ingredient. And he’s only just begun.

Immediately after departing LycoRed in 2014, Zelkha joined forces 
with scientists Itschak Lamensdorf, PhD, and Yoram Sela, PhD, both 
of who had vast experience in the pharmaceuticals industry. Together, 
they founded black seed company TriNutra Ltd. (Ness Ziona, Israel). 
At first, TriNutra devoted itself to developing products for the health 
practitioners’ channel. Its first product was a cognitive-health product 
called CogniBen.

Companies and consumers might assume that all black seed in-
gredients are equal in quality. Unsurprisingly, this is not the case. 
For instance, Zelkha has been vocal about explaining that it is 
not just a high level of thymoquinone—which is black seed’s main 
health-promoting active constituent—that determines the effec-
tiveness of a black seed oil ingredient. Rather, companies also need 
to pay attention to the level of free fatty acid in a black seed ingre-
dient. Free fatty acid forms in black seed oil as a result of oxidation 
during extraction and processing, and too-high levels of free fatty 
acid can actually deplete the efficacy of black seed’s thymoquinone.

Unfortunately, there is a wide range in the level of free fatty acid 
in black seed ingredients currently on the market. So even if com-
panies are touting a high thymoquinone level for their ingredients, 
the ingredient may still not be utterly effective if its free fatty acid 
content is too high.

“There is still much education needed on what constitutes a qual-
ity black seed oil to the consumer,” says Zelkha. “The importance of 
understanding the thymoquinone content, full spectrum, and the 
level of free fatty acid all play crucial roles in the quality and ability 
of black seed oil.”

He continues: “You can have a high thymoquinone content 
(over 5%) and high free fatty acid (over 10%), but with this high 
amount of free fatty acid, most of the thymoquinone benefits 
are lost. The studies we have done demonstrate how important 

both levels are to a quality and 
efficacious black seed oil and the 
full-spectrum composition.” After all, he points out, full-spectrum 
oil is what most of black seed’s clinical research focuses on—not 
just ingredients isolated for thymoquinone content alone.

TriNutra started studying the marketplace years ago to take stock 
of the range of black seed quality on shelves. In the beginning, “When 
analyzing the market qualities, we were shocked at how big the vari-
ations were,” Zelkha tells Nutritional Outlook. “Most of the black seed 
oil products have no thymoquinone content. That is like selling to-
mato extract without lycopene. We also saw that the thymoquinone 
content was not added to the label, meaning most of the sales were 
just oil.” Eventually, he says, companies began listing their products’ 
thymoquinone content on their labels. “So we analyzed again,” he 
says, and very recently. “We purchased the top 10 brands selling on 
Amazon and found there were large gaps between what was printed 
on the label and the actual amount of thymoquinone; however, the 
results are still much better than what we found 6-7 years ago.”

TriNutra is devoted to maintaining high standards for its flag-
ship blackseed ingredient, ThymoQuin—which Zelkha describes as 
“the first standardized cold-press black seed oil and our top-selling 
product”—and its B’utyQuin black seed oil ingredient for cosmetic 
products. Among black seed’s most noted benefits are support for 
fatty liver, sleep and focus, immunity, and stress reduction. For skin-
care, TriNutra has begun studying B’utyQuin’s ingestible and topical 
benefits, which may include antioxidant and anti-inflammatory 
support. Ongoing, the company is investigating black seed oil and 
immune health, joint health, mitochondrial function, and metabol-
ic health, among other areas.

The company’s ingredients themselves are patented. “TriNutra’s 
IP-protected and optimal ingredient ratios are formulated with 
ingredients that are proven to optimize the effectiveness of the 
product,” Zelkha says. ThymoQuin has also demonstrated higher 
bioavailability than standard black seed ingredients due to its pat-
ented composition that includes sunflower derivatives to improve 
bioavailability and stability.

The company’s non-GMO seed-breeding program has allowed it to 
develop a Nigella sativa plant that yields high concentrations of thy-
moquinone and “that thrives in the Israeli climate and yields 2-3 times PH
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the thymoquinone content of other top varieties,” he says. Its con-
trolled cultivation process is also designed to prevent oxidation and 
minimize rancidity in the seeds so that the ingredient does not lose 
potency during its shelf life. The company works with NS Oils (Israel) 
for cultivation and production, with production taking place close to 
the farms where the seeds are cultivated. 

One of the ways TriNutra intends to spread black seed oil awareness 
is by combining the ingredient with other, well-known nutrition ingredi-
ents in the market. The company is actively investigating combinations 
of its black seed oil with popular ingredients like omega-3 fatty acids, 
hemp oil, lycopene, lutein, vitamin D, astaxanthin, and Pycnogenol. 

“The company’s strategy is based on differentiation,” Zelkha says. 
“There are over 100 brands on Amazon selling black seed oil, and the 
consumer is not familiar with the different black seed oil qualities. 
They are, however, familiar with omega-3, astaxanthin, lycopene, 
hemp oil, etc. These actives can be the platform to create consumer 
education on ThymoQuin.” These ingredient combinations, whose 
synergistic effects the company intends to continue studying, “can 
open a big market for us, and that’s why we’re focusing on it,” he adds.

Black seed can also inject new life into the market of some of these 
classic ingredients. For instance, “It’s difficult to come up with a new 
story about omega-3,” Zelkha says. “The combination with Thymo-
Quin can create a new story for omega-3 and develop a market that’s 
not available for omega-3 today.”

In 2022, TriNutra patented some ingredient combinations with Thymo-
Quin. This October, the company received a U.S. patent for ThymoQuin 
combined with omega-3 to support healthy inflammatory responses.

The company is also actively investing in and funding health research 
on its black seed compositions. For instance, in 2022 alone, the company 
announced newly published studies on its black seed/omega-3 combo 
that demonstrated gut and immune health benefits in athletes1, and a 
study on ThymoQuin combined with vitamin D3 which reduced in-
flammatory biomarkers and upregulated immune response2. Last year, 
TriNutra also saw beauty studies published on B’utyQuin, including one 
showing support for skin elasticity, hydration, firmness, and luminosity3, 
and another showing the ability of B’utyQuin to relieve itchy, flaky, irritat-
ed skin and scalp4. Researchers also studied TriNutra’s black seed oil com-
position as an antimicrobial, especially as an antifungal against Candida 
albicans and Malassezia furfur.5

Zelkha says TriNutra would like to see overall quality become 
more consistent in the black seed oil market. To this end, three years 
ago the company began helping to develop and finance the creation 

of a USP monograph for black seed oil, which will be released very 
soon, Zelkha says.

“The monograph covers the full-spectrum black seed oil stan-
dardization, which includes 1) thymoquinone minimum of 3%, 
2) p-cymene minimum of 1%, 3) carvacrol no more than 0.1%, 
4) free fatty acid no more than 2%, and 5) fatty acid profile,” he 
adds. Of course, TriNutra’s ingredients meet these standards 
and are now touted as “USP grade,” he says.

The USP monograph will also help strengthen quality throughout the 
market, he says. “The monograph can help prevent adulteration, bring-
ing black seed oil to a higher global quality standard. This standard can 
help differentiate the quality of black seed oils on the market, therefore 
aiding consumers on which product to buy,” he adds.

Zelkha says there is still much work to be done to make black seed 
oil a household name. But TriNutra is dedicated to the challenge. 
“Educating the consumer is very costly and takes time,” he says. “We 
are ready to lead this work but looking to recover our investment,” he 
adds. “The patents can help to protect our position.”

He says TriNutra’s business is growing 30% each year, so the com-
pany appears to be on its way. And if history has shown, if anyone 
can further an ingredient’s market, it’s Zelkha and now TriNutra.

“Personally,” he says, “I believe that black seed oil can have a mar-
ket share similar to omega-3. Bringing awareness of the ingredient 
and educating on quality will help drive this. When looking at Am-
azon six years ago, there were only about 40 [black seed oil] brands, 
but today, there are more than 100. I see this as a good step towards 
growth—but know this is just the beginning.” 
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Packaging

When the first wave of the pan-
demic hit in early 2020, it would 
have been nice if crystal balls 

were available to guide industry through 
the chaos of what was to come. But truth 
be told, crystal balls weren’t the only thing 
in short supply.

Even without crystal balls, it wasn’t long 
before the disruptive shake-ups would be-
come all too clear.

From a business-related perspective, in-
gredient shortages were among the first 
problems to become obvious; however, many 
quickly realized that packaging was going to 
be an issue, too. Let’s face it: when any part 
of the supply chain faces interferences or 
disorders, things usually don’t go smoothly, 
unless you’re a fan of the domino effect.

Bill Fullerton, branch manager for Berlin 
Packaging (Chicago), is intimately familiar 
with the intricacies of the packaging in-
dustry and knows firsthand how fragile the 
threads that tie packaging to finished prod-
ucts can be. Especially when dealing with 
the rolling effects of a pandemic.

“Nutraceutical—and pharmaceutical—
products require a full range of packaging 
components and materials, including glass, 
rigid and flexible plastic polymers, cotton, 
desiccants, and metal,” says Fullerton. “This 
variety can add complexity when it comes to 
the supply chain.”

It’s no wonder that two and a half years 
since the pandemic earthquaked lives 
and industries worldwide that packaging 
companies and their customers are still 

navigating the disruptions. Fullerton says 
disruption remained a concern into mid-
2022; others in the industry are still wait-
ing for packaging issues to settle down.

Despite it all, savvy executives have 
found ways to cope with the lingering 
packaging problems.

Seeking Solutions Through 
Flexibility
Haley Dowdall is a package engineering 
manager for brand leader Olly, a job not for 
the faint of heart in these times. She says, “It 
seems that at some point in 2022, every type 
of material was at risk of going out of stock or 
going on allocation. We had specific challeng-
es with PCR resin,”—postconsumer recycled 
resin—“equipment lead times, paper liners 
for pressure-sensitive labels, and any material 
that had to be imported from Asia.”

For a brand like Olly that is known for, 
among other things, its distinct packaging, 
this is the scenario from which nightmares 
are made. Francis Lau, PhD, FACN, is Olly’s 
director of scientific affairs. He explains that 
“our unique packaging is key to consumers 
recognizing the brand on shelf. The square 
bottle and white cap are integral to every 
pack we put out on the market.”

He adds that “our benefits-driven label 
design allows consumers to easily under-
stand what exactly each product does, as 
opposed to [consumers] trying to deci-
pher difficult-to-understand messaging 
that is commonplace in the nutraceuti-
cal aisle today.”

So, what’s a brand to do? “In order to 
avoid business disruption,” says Dowdall, 
“we had to be flexible in our supply chain. 
In some instances, we were able to qualify 
alternative materials to avoid shortages, but 
in other instances we had to plan for longer 
lead times and/or cost increases.”

Flexibility Leads to Success
Flexibility is certainly something that pack-
aging companies understand and appreciate.

Marny Bielefeldt, vice president of mar-
keting at Pretium Packaging (St. Louis, MO), 
shares some specific examples of how flex-
ibility can lead to success. “For customers 
who have specified resins, particularly when 
the resin is part of an FDA filing, we work 
with them proactively to qualify a second 
resin in case there is any issue obtaining 
their primary resin,” she says.

That’s one strategy for product manu-
facturers to consider, as Bielefeldt points 
out that “this is also a helpful strategy for 
companies that require postconsumer res-
ins with letters of non-objection from the 
FDA.” She notes that Pretium Packaging has 
multiple sources of PCR with FDA letters of 
non-objection, and as such she advises that 
“we encourage our customers to approve 
more than one for added flexibility.”

Bielefeldt cites other suggestions for cus-
tomers who are agreeable to flexibility and 
open to partnering with a packaging compa-
ny that demonstrates foresight. These are the 
things that can make the difference between 
getting a product on the shelves in a timely 

BY JUDY BLATMAN

Are supply chain clouds still looming over supplement packaging?
Back to Normal?
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manner or leaving the product, sans pack-
aging, behind, waiting for the preferred bot-
tles, containers, or whatever to arrive from 
whichever country can’t find it to ship it.

For instance, she says, “We have custom-
ers who have had issues getting glass pack-
aging from overseas, so I would encourage 
those brand owners to consider recyclable 
resins that can perform as well as glass, with 
lower greenhouse gas emissions.”

“Even for products that require higher 
filling temperatures, there are hot-fillable 
polyethylene terephthalate (PET) contain-
ers, polypropylene options, and crystal sty-
rene when a package needs to be as clear as 
glass,” Bielefeldt adds.

From Shortages to Surpluses
From Lau’s perspective, “It’s always good to 
have backup material options and second-
ary suppliers for raw materials just in case.”

Fullerton finds that “one of the most sig-
nificant challenges for nutritional products 
was a shortage of heat induction liners used 
in closures to provide a hermetic seal.”

And although he advises that the short-
age situation has “improved substantially,” 
he’s not alone in warning of the next wave 
on this rollercoaster ride.

Take a deep breath and wait for it. In 
an effort to get ahead of future shortages, 
Fullerton says that manufacturers made 
considerable investments to increase 
capacity—resulting in an oversupply of 
many components. 

The latest survey data from supplements 
trade association the Council for Responsi-
ble Nutrition (CRN; Washington, DC) suggest 
that consumer demand for supplements is 
coming back down to earth. The trade asso-
ciation’s 2022 Consumer Survey on Dietary 
Supplements shows a not-unexpected de-
crease in supplement usage, moving from 
last year’s survey high of 80% back down to 
pre-pandemic levels of 75%.

How the reality will play out of stored 
packaging supply overages knocked up 
against a decrease in consumer demand—
and who will ultimately shoulder the fi-
nancial burden—still remains to be seen. 
But one thing to consider is the relation-
ship between packager and customer. The 
right relationship can go a long way in eas-
ing fiscal pain.

Relationships Matter
As with so many things in business—and in 
life, for that matter—the bottom line comes 
down to who you know, who you trust, and 
who you pick to take you to the dance.

Fullerton says this: “Having the right 
packaging supplier partner has never been 
more important.”

In broader terms, Fullerton makes the case 
that Berlin Packaging, with its 100-plus years 
of industry experience, over 6 million square 
feet of warehouse space (in North America 
and Europe), global access to 50,000+ pack-
aging components, supply chain expertise, 
and more helps Berlin “eliminate shortages 
and disruptions.” 

Drilling down, Fullerton shares that the 
company “closely monitors resin and raw 
material costs, ocean freight conditions, 
global and domestic transportation rates…” 
and shares market dynamics and supply 
chain intelligence with its customers, work-
ing with them to find cost-saving solutions.

In an effort to encourage supply agree-
ments that help eliminate shortages and in-
terruptions, Fullerton says, “For example, we 
have secured line time commitments to pro-
tect our customers and continue to supply 
aluminum cans while other suppliers aren’t 
allotted the capacity.”

Another core value for Pretium is sustain-
ability. “For more than 15 years, Pretium has 
worked with customers to use more sustain-
able materials such as postconsumer resins 
and bioresins,” according to the company 
website, which also boasts that “[Pretium 
has] served as an R&D partner to univer-
sities, private companies, and inventors 
who all seek to develop packaging that is 
kind to the Earth.”

From its birth in the 1990s, Pretium has 
also focused on expansion, mergers, and ac-
quisitions to further its “capabilities in mul-
tiple markets with the same goal: to serve 
customers effectively with high-quality pack-
aging as quickly as possible.” The two most 
recent acquisitions took place in 2021 when 
Pretium acquired Alpha Packaging (St. Louis) 
and Grupo Edid (Lerma, Mexico).

For Olly’s Dowdall, in seeking a packaging 
mate, she starts with one of Olly’s key values: 
transparency. “We really try to foster an en-
vironment of open communication with our 
packaging companies and suppliers,” says 

Dowdall. “That way, partners feel open to 
share when they are having supply issues, 
etc., so we can strategize together on a plan 
of action when issues arise.”

Dowdall adds that “we have great rela-
tionships with our packaging suppliers and 
copackers. Overall, our suppliers have been 
very proactive throughout these supply 
chain disruptions and have been able to 
get in front of issues by securing raw ma-
terials ahead of time and finding equiva-
lent alternatives.”

Heading into 2023 with  
High Hopes
Overall, things seem to be looking up 
for 2023 for packaging companies and 
their customers.

“Going into 2023, we don’t foresee any 
packaging shortages for the virgin materials 
we utilize most frequently, such as high-den-
sity polyethylene (HDPE), polypropylene, 
and PET,” says Bielefeldt. She adds, “We also 
have reliable supplies of postconsumer PET 
that carries FDA letters of non-objection.” 
In addition, the highest grades of postcon-
sumer HDPE are also available, but can be 
more expensive.

Meanwhile, “Because of Berlin Packag-
ing’s strong global presence and thousands 
of supplier partners around the world,” 
states Fullerton, “we have virtually no sup-
ply shortages. We are successfully sourcing 
cost-effective and timely packaging solu-
tions for our nutraceutical customers.”

All of that would seem to be good news 
for finished-product manufacturers, mar-
keters, and retailers.

“We are expecting the supply issues to 
normalize somewhat compared to 2022,” 
says Olly’s Dowdall. However, no one could 
blame her for hedging her bets. She adds, 
“That said, no one can predict the future, so 
we need to continue to be agile and scenario 
plan for alternate options if needed.”

If anyone can get a line on crystal balls, 
now might be a good time. 

Judy Blatman Communications LLC specializes 
in strategic counsel, media training, writing, and 
talent solutions. Judy Blatman spent 16 years as 
senior vice president of communications for the 
Council for Responsible Nutrition.
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Food and Drink

The last time FDA laid down the law 
around what it takes for a food or 
beverage to rightly claim the man-

tle of healthy, electric bills came in the 
mail, phone calls came over landlines, 
and access to all the knowledge the uni-
verse ever revealed did not come from 
a radiant screen small enough to fit in 
your hoody pocket.

All of which is to say that the year was 
1994, and we knew a lot less about nutrition 
then than we do now. (Or so we think.)

So when FDA floated the idea of updating 
its Clinton-era healthy-labeling guidelines, 
it was hard not to argue that the existing 
rules needed a refresh. But as always hap-
pens when regulators threaten the status 
quo, it soon became all too easy for inter-
ested parties to argue over the merits of 
what FDA proposed.

With this “healthy debate” now in full 
swing, then, the wellness industry is doing 
everything it can to make its case, and to 
make its voice heard.

What’s in a Claim?
Rend Al-Mondhiry, partner at Amin Talati 
Wasserman LLP (Washington, DC), wasn’t 
surprised when FDA released its suggested 
rule change this past October. In fact, she 
figured its time had come.

“Dietary recommendations evolve and 
should remain consistent with current nu-
trition science,” she declares. “Yet it’s been 
more than 25 years since FDA issued a regu-
lation defining healthy.”

The rewrite the agency proposed would, 
in short, replace a definition of healthy that’s 
currently based on minimum levels of indi-
vidual nutrients—think vitamin A, iron, pro-
tein, fiber, et al.—and limits on total fat, sat-
urated fat, cholesterol, and sodium with an 
alternative definition that takes what FDA 
describes as a “food group–based approach” 
to identifying healthfulness.

That approach would emphasize 
“healthy dietary patterns,” according to the 
proposal—putting it in sync with the 2020-
2025 Dietary Guidelines for Americans—

while also maintaining science-based lim-
its on nutrients overrepresented in the diet, 
such as saturated fat, sodium, and—new to 
this version of healthy—added sugars.

That makes good sense, experts say, as 
the outdated science informing the exist-
ing guidelines permits healthy claims on 
products like breakfast cereals now viewed 
as startlingly high in added sugars while 
excluding the term’s use with foods like 
nuts, avocados, and salmon once deemed 
too high in total- and saturated-fat to 
warrant the claim.

“So as our understanding of nutrition sci-
ence has changed,” Al-Mondhiry reasons, “it 
seems clear that these foods should qualify 
as, and in fact are, part of a ‘healthy’ diet.”

Silent on Supplements
But what “stood out” to Al-Mondhiry in the 
proposed rule change is its “relative silence” 
on dietary supplements. For while it doesn’t 
expressly prohibit supplements from mak-
ing healthy claims—and though it states in 

BY KIMBERLY J. DECKER

How FDA’s redefinition of healthy affects consumers and companies.
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its preamble that supplements are defined 
as “food”—that preamble also states that 
supplements “may not be included in what 
nutrition science considers ‘food.’”

If that’s not confusing enough, the pream-
ble also references recommendations from 
the 2020-2025 Dietary Guidelines stressing 
the need to meet nutritional requirements 
via food—with its synergistic mix of natu-
rally occurring nutrients—rather than from 
individual nutrients, as are what supple-
ments often deliver.

Beyond this, Al-Mondhiry observes, the 
rule neither discusses nor mentions supple-
ments. Yet given that “these rather strong, 
definitive statements seem to warrant more 
discussion,” that omission puzzles her.

Unintended Consequences
Al-Mondhiry also suspects the rule 
could generate unintended consequenc-
es that neither FDA nor nutrition advo-
cates would welcome.

To wit, by abandoning a healthy defini-
tion that accounts for the consumption of 
individual nutrients—as, say, through a daily 
supplement—and instead favoring one that 
focuses on whole-food groups, Al-Mondhiry 
wagers the rule might wind up excluding 
not only supplements but also a range of 
food products that are popular and arguably 
wholesome, too—for example, foods classi-
fied as too high in sodium.

Which leads Al-Mondhiry to another con-
cern: that the “relatively low” per-serving lim-
its on both sodium and added sugar—10% of 
the daily value for the former and less than 5% 
per reference amount commonly consumed 
for the latter—might force manufacturers into 
potentially costly and time-consuming refor-
mulations and labeling changes.

After all, “The appearance of a term like 
healthy on a label can carry a lot of weight 
with consumers,” Al-Mondhiry says. “So from 
a public-health perspective, it’s important—
and necessary—that the criteria for that 
claim be grounded in current science.”

Lawyer Up
No wonder, then, that Al-Mondhiry hints 
at a possible “increase in class action liti-
gation” in response to a rule change, “with 
the plaintiff ’s bar targeting noncompliance 
similar to what we’ve seen with suits and 

demand letters targeting noncompliance 
with other nutrient-content claim require-
ments,” she says.

So while FDA is likely to step up its own 
enforcement, “It seems that the plaintiff ’s 
bar has had a much more prominent role in 
policing these types of claims” in the past, 
she says—and she suspects they may con-
tinue doing so going forward.

“Another important consideration,” 
Al-Mondhiry adds, “is that the proposal 
broadens what’s considered a ‘nutritional 
context’ for the purposes of determining 
what counts as an implied healthy claim.”

In other words, “Companies that want to 
use healthy outside this context need to be 
even more cautious,” she warns, noting that 
FDA includes several examples of what is 
and isn’t a “nutritional context” in the pro-
posed rule, which she suggests companies 
“carefully review.”

Speech Impediments
But Katie Bond, partner at Lathrop GPM 
(Washington, DC), appears to take a less 
accommodating view of the proposed rule, 
and for this simple reason: It’s a matter of 
free speech. As she argues, the modern 
commercial-speech doctrine allows for 
first-amendment protection of truthful ad-
vertising. “So the only way the government 
can suppress truthful advertising is to show 
that, one, it has good reason to do so, and 
two, the advertising is inherently mislead-
ing such that it couldn’t be cured by addi-
tional disclosure, rather than suppression,” 
she says—the rationale being that consum-
ers make sound decisions with more infor-
mation, not less.

“The problem here is that by defining 
healthy,’” Bond continues, “FDA suppresses 
use of the term except where the agency dic-
tates it allowable. Yet FDA has no evidence to 
demonstrate that its rule will be net helpful for 
public health, much less that the term healthy 
would be inherently misleading on every food 
that falls outside a rigid FDA definition.”

Besides, FDA and FTC already have all 
the tools they need to police deceptive food 
advertising, Bond adds, “leaving them free 
to regulate those instances where we can 
all agree, based on current science, that the 
term healthy would be deceptive.” And that, 
she says, “would seem a better approach 

than blanket speech suppression that 
doesn’t pass constitutional muster.”

Alas, this continues a pattern that Bond’s 
noticed with regard to the agencies. “For 
years,” she says, “both FDA and FTC have 
waded into debatable areas of food sci-
ence rather than staying focused on stop-
ping bad actors; FDA’s proposed healthy 
standard is just another example of that 
flawed tradition.”

Seat at the Table
That’s why the supplement industry and 
its advocates are shaping the message they 
plan to deliver to FDA on the proposal. In 
particular, Al-Mondhiry suspects that those 
comments will address FDA’s “brief discus-
sion” emphasizing the value of nutrition 
from “food” and excluding supplements 
from what FDA considers “food” for the 
rule’s purposes, she says.

“While supplements aren’t meant to sub-
stitute for healthy eating and shouldn’t be 
marketed this way,” Al-Mondhiry concedes, 
she believes the proposal’s emphasis on the 
nutrient content of whole food groups over 
isolated nutrients “seems to discount di-
etary supplements’ role in contributing to 
a healthy diet.”

And Bond agrees. “There’s plenty of room 
for debate on what the perfect recipe for a 
‘healthy’ food might be,” she insists, “and 
even FDA acknowledges that good health 
is more about healthy eating patterns than 
any single food. So a diet consisting solely 
of a food or two deemed ‘healthy’ by FDA 
couldn’t possibly be a healthy diet.”

Nevertheless, some form of change 
is inevitable. “This rule has been a long 
time coming,” Al-Mondhiry says, “so it’s 
likely that FDA is motivated to finalize it 
sooner than later.”

They’re sure to get plenty of feedback 
before they do. “So it’s possible we may see 
one or even two rounds of revisions with 
additional comment periods for each be-
fore the rule is finalized,” Al-Mondhiry says. 
Translation: hurry up and wait. 

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. 



28 DECEMBER 2022 ■ NUTRITIONAL OUTLOOK

Sustainability

Global concerns about sustainability did not fall off even as 
the planet grappled with the COVID-19 pandemic. 

For instance, a February 2022 United Nations Inter-
national Monetary Fund report detailed the results of a survey 
conducted in February 2021 on 14,500 people from 16 major glob-
al economies. The purpose of the survey was to determine “how 
individual attitudes to climate issues and support for climate 
policies have evolved in the context of the pandemic.”1 Questions 
included: “Compared with how you were feeling before the pan-
demic, how much more or less worried are you about climate 
change today?” According to IMF’s report, 43% of respondents 
worldwide reported being more worried about climate change, 
while 35% of respondents reported no increase in worry about 
climate change—but said they were already concerned about cli-
mate change prior to the pandemic.1 When asked whether, com-
pared to before the pandemic, they were more likely to personally 
adopt some kind of environmentally friendly behaviors—such as 
monitoring energy use or changing modes of transportation—
the report noted that “most respondents replied that they are 
likely to participate in some environmentally friendly activities.” 
The report concluded that “the experience of the pandemic has 
increased concern for climate change and also increased public 
support for a green recovery…”

Sustainability is a prevailing concern globally, and more consumer 
packaged goods (CPG) companies than ever before are taking ac-
tionable steps to offer consumers products that are sourced, manu-
factured, packaged, and delivered more sustainability.

In fact, according to data from market researcher Innova Market In-
sights (The Netherlands), the growth in environmentally friendly food and 
beverage launches continues trending upwards. (See Figure 1.) Whereas 
in 2016-2017, the number of global food and beverages launched making 
ethical/environmental claims was 4.4%, by 2020-2021 this percentage 

was up to 6.6%. In fact, Innova notes, “Launches of products carrying 
environmental and ethical claims are growing faster than total food and 
beverage launches.”

Sustainable packaging is also now a “firmly established” part of 
new product launches, it adds. In addition, “Other environmental 
positions are growing well ahead of the total market, with launch-
es rising at a CAGR that is almost three times faster than for total 
food and beverage launches. The use of animal welfare claims is also 
showing double-digit growth.” 

FIGURE 1. Global launch trends in new products carrying 
broad ethical claims vs. total food and beverage
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Brands Take Action
Food and beverage manufacturers are pursuing sustainability in 
numerous ways today. Some are focusing narrowly on specific is-
sues related to sustainability. Others highlight how their brands 
and products have an overall positive cumulative impact on the 
environment, communicating this through the use of scorecards 

BY JENNIFER GREBOW, EDITOR-IN-CHIEF

Food and drink companies are taking action on sustainability while at the same time 
teaching consumers about their own carbon footprints, reports Innova Market Insights.
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in different global markets detailing a range of attributes, including 
levels of carbon emissions.

Some are focused on addressing global water concerns. Inno-
va notes a 27% CAGR in the number of global food and beverage 
launches making claims addressing water usage in 2017-2021. Such 
companies include the Arizona Wilderness Brewing Co., which 
launched a beer in January 2022 that was “created to highlight the 
water crisis in the Southwest” and is “made with drought-resistant 
hops and malt from Sinagua, which has offset more than 425 mil-
lion gallons of water in the Verde river.” The label of the company’s 
beer can states: “This Beer Saves Water.” Another alcohol company, 
Stella Artois, emphasizes its collaboration with Water.org “to facil-
itate clean water for everyone.”

Innova points to other examples of specific environmental focus 
areas, including a bagged lettuce product from the brand Planet 
Farms in Italy whose blond baby lettuce “is sourced from verti-
cal agriculture in which plants are grown in multilevel structures 
using 90% of surface area and 95% less water than similar prod-
ucts grown through traditional agriculture in the field.” Another is 
Planted Effiloche’s BBQ shreds in the French market which touts 
its plant-based meat alternative as being made with “81% less car-
bon dioxide” and “43% less water than pork.”

As mentioned, companies’ use of recycled plastic is also “surg-
ing,” Innova states. It notes a 59% CAGR for global food and bever-
age launches packaged in recycled plastic between 2016 and 2021 
(See Figure 2), adding, “Many suppliers still target one specific 
issue that is most relevant to their own products (e.g., plastic use 
in beverages).” Examples include Carrefour Sensations’ Greeny 
Juice in France, packaged in a bottle made with 100% recycled 
plastic, and the Pepsi Max Cherry Cola beverage launched in the 
UK last year in a bottle that is 100% recycled and “now made from 
other bottles.”

FIGURE 2. Global launch trends in new foods and 
beverages packaged in recycled plastic
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Carbon emission claims are also popular. Innova notes that 
global new food and beverage launches touting carbon claims 
grew at a 28% CAGR in 2017-2021. (See Figure 3.) “Complete car-
bon neutrality is the Holy Grail,” it adds. Such launches span all 
types of products. Innova points to examples like Lightlife’s Plant-
Based Chicken Fillets launched in Canada earlier this year, which 
are “made by a carbon-neutral company,” and Candy Kittens’ Eton 
Mess Gourmet Sweets confectioneries launched in the UK last year 
made with vegan-friendly fruit gums and palm oil–free ingredients 
and which are carbon neutral.

FIGURE 3. Global launch trends in new foods and 
beverages carrying cabon claims
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Working with Consumers
With sustainability claims pervading the food and drink market, 
companies need to clearly communicate to customers exact-
ly what they bring to the table. They must also substantiate those 
claims with evidence.

Carbon emission claims are 
also popular. Innova notes 
that global new food and 

beverage launches touting 
carbon claims grew at a  

28% CAGR in 2017-2021.
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“Brands are moving on from proclaiming their creden-
tials to meeting a clear, agreed-upon, and understandable 
measurement of their environmental and social impact,” 
Innova states. “They need to work together and with con-
sumers to build trust in the claims of a positive climate 
impact, ensuring universal acceptance of certifications 
and greater public faith in the transparency of brand ac-
tions. This requires quick, clear, tangible, and trusted in-
formation combined with a product life story that stands 
up to scrutiny.”

Luckily, the tools to do so are better than ever today. 
Innova points out that “New schemes are emerging to 
give overall scores and ratings to help consumers com-
pare and measure, while some brands even quantify 
their environmental impact (e.g., carbon emissions).”

With these tools, companies are able to spell out for 
shoppers exactly what their products’ carbon footprints 
are. For instance, Oatly’s Hafer Deluxe Oat Drink, launched 
in Germany earlier this year, defines its “climate footprint 
of 0.33 kg of CO2 equivalent per kg.” Violife Foods’ Vioblock 
Unsalted Vegetable Fat Spread, debuted in Greece this 
year, “is a plant-based spread with a defined climate foot-
print of 0.5 kg of CO2 equivalent per 100 g.”

Making consumers passionate about sustainability 
issues—so passionate that they will prefer to purchase 
products from sustainable brands—is also an important 
part of the endeavor. Consumers won’t appreciate brands’ 
efforts towards sustainability if they don’t understand the 
importance and benefits of those efforts.

To this end, some brands are helping consumers mea-
sure their own eco-footprints. “Some companies are of-
fering consumers easy online tools to help them assess 
their own impact on the environment,” Innova says. “For 
example, Unilever’s The Vegetarian Butcher now offers 
both home cooks and chefs a chance to see what impact 
they would have on their eco footprint if they switched 
from meat to plant-based alternatives.” Another example 
is beer-maker Corona, whose Plastic Reality AI experience 
shows consumers the effects of their plastic footprint. “You 
can’t solve a problem you can’t see,” the company’s website 
says. “That’s why Corona will show you how the plastic you 
use goes into the ocean…”

By staying connected and informed, CPG brands and 
their customers can continue improving the footprint of 
what people consume each day. It won’t happen overnight, 
but it will happen together. 

Reference
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CONCERNS BY REGION
SUSTAINABILITY PRIORITIES differ depending on where 
a consumer lives. Climate change issues felt closer to home 
will always take center stage. When Innova Market Insights 
asked consumers around the world about which global is-
sues most concerned them in 2021, the answers differed 
by location.

In North America, for instance, the top concern was an-
imal cruelty, followed—in order—by human exploitation, 
ocean pollution, water shortages, and air pollution. “Pure 
environmental concerns take second place to animal and 
human welfare” in North America, it says.

In Latin America, the priorities in order were water short-
ages, deforestation, air pollution, food waste, and plastic 
waste. Notes Innova: “Water and deforestation issues are 
key as they are already impacting local lives and livelihoods” 
in the region.

In Europe, priorities were plastic waste, ocean pollution, 
animal cruelty, food waste, and deforestation. “Plastic 
waste and its role in ocean pollution are hot topics in Eu-
rope,” Innova says.

And in Asia, the top concern was food waste followed by 
plastic waste, air pollution, water shortages, and pollution 
from transport. “Waste is a significant concern to Asian con-
sumers, while air pollution is also relevant,” says Innova.

Overall, it found, levels of sustainability concern were 
highest in Latin America and lowest in North America. 
“When asked about the big environmental issues, consum-
ers care most about animal cruelty, plastic waste, and food 
waste, although there is some variation by region. For ex-
ample, water shortages and deforestation are most import-
ant in Latin America, and plastic waste and ocean pollution 
are most important in Europe.”

30
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FIGURE 4. “How much do you care about global issues?”  
Top issues of concern in specific regions

(Highest response of “I care a lot.”) (2021)

North America
1. Animal cruelty
2. Human exploitation
3. Ocean pollution
4. Water shortages
5. Air pollution

Europe
1. Plastic waste
2. Ocean pollution
3. Animal cruelty
4. Food waste
5. Deforestation

Latin America
1. Water shortages
2. Deforestation
3. Air pollution
4. Food waste
5. Plastic waste

Asia
1. Food waste
2. Plastic waste
3. Air pollution
4. Water shortage
5. Pollution from transport

SOURCE: INNOVA TRENDS SURVEY 2021
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Sex Health

Once known for its adulterated 
products and significant risks, 
the sexual health supplement 

market is on the rebound. In fact, it’s ex-
pected to grow by $801.29 million from 
2022 to 2026, representing a CAGR of 
10.41%.1 One the one hand, says Mariko 
Hill, global innovation manager at Gencor 
(Austin, TX), this growth can be attributed 
to the mainstreaming of notions like libido 
and sexual health; on the other, consumer 
awareness of supplements’ ability to natu-
rally address libido, sexual desire, and hor-
monal issues is also on the upswing.

“Brands are making sexual health supple-
ments trendy—or ‘sexier’—by good market-
ing and the delivery of clinical evidence re-
garding the ingredients in the formula,” says 
Hill. In turn, consumers are willing to spend 
more money in the category. “Consumers 
want to buy from a brand they trust with clin-
ically validated ingredients,” says Elise Kaiser, 
vice president of sales, North America, at Ixo-
real Biomed (Los Angeles, CA).

Perhaps most significantly, market 
growth can largely be attributed to the 
widening of the consumer audience. Ac-
cording to Carlos Rodriguez, communi-
cation manager at Pharmactive Biotech 
Products SLU (Madrid, Spain), there is a 
shift in who’s using the products; once re-
served for men, women are now getting in 
on the action, seeking out products for sex-
ual performance, appetite, and pleasure.

“Male sexual performance has definitely 
traditionally been the driving force behind 
why consumers gravitate towards most of 
these supplements,” agrees Ixoreal’s Kaiser. 
“However, even sexual health supplements 
for women are now gaining traction.”

Holistic Ingredients for  
Men and Women
Sexual health is not a new category. What 
is new is what consumers demand of their 
sexual health products. Instead of a silver 
bullet, today’s consumers seek a holistic 
approach that addresses sexual health in a 

nourishing way and also takes into account 
lifestyle habits and other factors that can im-
pact sexual health.

To that end, HP Ingredients’ (Bradenton, 
FL) new sexual health ingredient for wom-
en, Nu-Femme—a combination of 400 mg 
of Labisia pumila extract plus 100 mg of the 
company’s flagship LJ100 Eurycoma longifo-
lia, or tongkat ali, ingredient—is designed for 
perimenopausal and menopausal women and 
shows promise via its first published study in 
2020. Researchers recruited 119 women aged 
41 to 55 to take part in a randomized, dou-
ble-blind, placebo-controlled trial in which 
60 consumed 500 mg of Nu-Femme and 59 
took a placebo for 24 weeks. The Nu-Femme 
group showed a significant increase in vitali-
ty at week 12 and week 24, whereas a signifi-
cant improvement in vitality scores was only 
observed at week 24 for the placebo group.2 
Plus, Nu-Femme showed an increase of 21% 
in vitality index scores, whereas the increase 
in the placebo group was only 14% at the 
end of week 24.

BY MELISSA KVIDAHL REILLY

Taboo? Not quite. Consumers view sexual health as part of their overall wellness, 
and ingredient suppliers are responding in kind.
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INDUSTRY BRAND INSIGHTS

Joint health re-
mains a top 
priority for con-

sumers worldwide—
driving many, young 
and old, to reach for 
nutritional solutions 
that will help them 
stay active for longer. 

But with so much competition in a crowd-
ed joint health space, how can brands 
stand out on the shelves? Here, we un-
cover the top trends influencing the joint 
health market in 2023 and beyond.

1. THE LATEST INGREDIENTS 
STEPPING INTO FOCUS 

Next-generation products require 
next-generation ingredients. So what 
solutions are predicted to take joint health 
products to the next level? Although most 
well known for its role in skin and beauty, 
collagen is making big waves in the joint 
health market too, especially native (un-
denatured) type II collagen. Unlike tradi-
tionally used hydrolyzed collagen, native 
type II collagen supports joint health at a 
low dose of only 40 mg/day—making it 
an attractive option for both formulators 
and consumers alike. 

Additionally, as consumers take a more 
holistic view on health, many are looking 
for multi-nutrient products. Globally, 54% 
of nutritional supplement users prefer 
supplements that offer multiple benefits 
in a single product.1 As a result, on-trend 
formulations that blend efficacious ingre-
dients, such as collagen, hyaluronic acid, 
glucosamine, and chondroitin sulphate, 
with vitamins and botanicals is another ris-
ing trend. In fact, our most recent scientific 

study suggests that products formulated 
with both Bioiberica’s native type II colla-
gen (Collavant n2) and the herbal extract 
Boswellia serrata could reduce joint dis-
comfort in just five days.2 

2. ARE PILLS A THING OF 
THE PAST?

Not exactly. The tablet segment still leads 
the dietary supplements market, account-
ing for 33.6% of the revenue share in 
2021.3 They remain a popular choice for 
consumers because they offer a simple 
and personalized way to manage health in 
the pursuit of wellness. But there are new 
and innovative product formats bursting 
onto the market—like gummies, chew-
ables, bars, and powders—that enable 
people to support their health. Gummy 
formats, especially, continue to gain mar-
ket share. In the U.S., gummies now make 
up 21.3% of supplement sales, and their 
sales surged ahead 74.8% in 2021.4 Be-
yond relieving pill fatigue, gummies satis-
fy consumer preferences for convenience 
and offer appealing sensory experiences. 

3. SAVVY CONSUMERS 
SCRUTINIZE INGREDIENTS

Today’s consumer is not easily fooled. As 
people become more informed about in-
gredients and their associated benefits, 
the savvier they are about the products 
they choose to support their health goals. 
They may be influenced by their doctors, 
friends, and own online research when it 
comes to the supplements they purchase, 
but what ultimately tips the scales is sci-
ence. In one survey, 72% of consumers 
said that “clinically studied” ingredients 
were “extremely” to “very important” for 

them.5 People want nutritional solutions 
that deliver on their on-pack claims. This 
has put pressure on brands to demon-
strate the credibility and efficacy of their 
solutions upfront—and therefore placed 
science-backed ingredients at the top 
of the agenda. 

Make your move in the 
mobility market
With over 20 years’ experience in the joint 
health market, Bioiberica is the partner 
of choice for innovation in the mobility 
market. We offer a range of high-quality 
branded ingredients backed by science 
for joint health innovation, including 
Collavant n2—a trusted source of native 
(undenatured) type II collagen. Backed by 
five scientific studies, it is shown to be 
effective at a low dose of only 40 mg/day.

Unlock your next opportunity in the 
mobility market with Bioiberica. Learn 
more at: www.bioiberica.com.
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Sex Health

Underscoring the need for a holistic ap-
proach, HP Ingredients put LJ100 to another 
sex health test in 2021. Researchers random-
ized 45 middle-aged men with androgen defi-
ciency into four groups: placebo only, supple-
ment only, training plus placebo, and training 
plus supplement. After six months, sexual 
satisfaction scores increased significantly for 
those taking the supplement (29%); however, 
sexual satisfaction increased by 35% for those 
that supplemented and also integrated train-
ing into their routines.3

“It appears that, from conversations with our 
customers, they are looking to provide a more 
holistic type of approach, not just something 
that promotes ‘hard and fast’ [results], but a 
product that provides a more nourishing effect, 
promoting hormonal balance with a nutrition-
al edge,” says Annie Eng, CEO of HP Ingredients. 

Also meeting this trend is Testofen, an in-
gredient for men from Gencor, which was the 
subject of five clinical studies supporting its 
benefits for sexual desire and vitality, muscle 
mass, and testosterone levels. “Supplement-
ing diets with products containing Testofen 
and incorporating regular resistance exercise 
can help men maintain healthy levels of free 

testosterone that are already within normal 
range—which, in turn, supports multiple bodi-
ly functions4,” explains Maggie McNamara, 
marketing director at Gencor.

Adaptogens Remain Relevant
As it turns out, the original holistic sex health 
ingredients, adaptogens, are still going strong—
with some health-boosting advances.

At Sempera Organics (Morgan Hill, CA), 
Cordyceps militaris is offered as a standalone 
powder standardized to 20% beta-glucans, 
offering similar biomolecular properties as 
sexual health mainstay Cordyceps sinensis, 
without any of the taxonomic controversy. 
“Cordyceps contains high amounts of ade-
nosine, which is the precursor to adenosine 
triphosphate (ATP), the universal energy cur-
rency powering cellular work,” says Nirmal 
Nair, CEO and founder of Sempera Organics. 
“Sexual health aside, C. militaris presents a 
huge range of biological activities including 
anti-inflammation, immune stimulation, en-
hanced physical performance and endurance, 
promotion of restful sleep, and improvement 
of depression, all of which promote sexual 
health indirectly to some degree.”

KSM-66 Ashwagandha from Ixoreal Biomed 
may not be a new ingredient, but it was the 
subject of a new 2022 study finding that eight 
weeks of supplementation can impact sexual 
function and quality of life, as well as serum tes-
tosterone and prolactin levels.5 On the heels of 
these findings, researchers conducted a second 
randomized, double-blind, placebo-controlled 
trial on women for sexual wellness, finding that 
the ingredient can statistically improve arous-
al, orgasm, desire, and satisfaction after eight 
weeks of supplementation.6

“Women overall tend to respond better to 
preventative and long-term care,” says Kaiser. 
“There is ample white space for focusing on 
women. The female sexual health category has 
typically underperformed and is still an under-
served category.”

Looking Ahead
In addition to developing and promoting 
more sexual health products for women, it 
will be incredibly important going forward 
that brands and ingredient suppliers com-
mit to the highest quality standards, as the 
market has fallen prey to adulterations in 
the past, says Pharmactive’s Rodriguez.

LISTEN TO INDUSTRY INSIGHTS ON THE GO 
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The future will also see varied delivery formats 
like gummies, chews, and functional foods ex-
plode in this category, with Ixoreal’s Kaiser not-
ing that opportunities exist for bars and ready-
to-drink beverages for sexual health. As Gencor’s 
Hill points out, these are already gaining traction 
abroad: Wellbeing Nutrition (India) launched a 
melt-in-the-mouth strip featuring Gencor’s Tes-
tofen fenugreek ingredient, and Angfa (Japan) 
recently placed a ready-to-drink beverage with 
the same ingredient in supermarkets.

As the holistic trend grows, so too will the 
category’s demand for ingredients that address 
underlying risk factors for developing sexual 
health problems. “Examples such as stress, 
poor circulation, and sleep issues are all under-
lying reasons a person would have sexual health 
problems,” says McNamara. “Adding ingredi-
ents to support these areas of challenge would 
greatly improve the efficacy of a product.”

Finally, the holistic trend will also continue 
to benefit the growth of the market overall, es-
pecially as both women and men view sexual 
health as part of overall wellness. “I think we 
will see more openness, less hype, and more 
of a focus on the wellness angle, to appeal to 
a wider audience,” says Eng. “We see that the 
‘racy’ approach has a limited appeal and is of-
ten considered dubious.” 

Melissa Kvidahl Reilly is a freelance journalist 
and copywriter specializing in the health and 
wellness industry.
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As health-conscious as consumers 
became during the global pandem-

ic, they still seek comfort in their favorite 
sweets. According to the National Confec-
tioners Association (NCA), sales of choc-
olates and candy are at an all-time high. 
The total confectionery channel reached 
$36.9 billion in retail sales in 2021, per data 
from Euromonitor, which projects sales 
will reach $44.9 billion by 2026. Meanwhile, 
based on data from IRI on the multioutlet 
and convenience channels in the 52 weeks 
ending December 26, 2021, U.S. retail con-
fectionery sales reached $28.9 billion in 
2021, with chocolates accounting for 58% 
of sales (growing 9.2% from the previous 
year) and non-chocolates accounting for 
31% of sales (but with more growth at 
14.5%) compared to the previous year.

For a majority of consumers, being able 
to treat oneself is important for emotional 
wellbeing, says NCA in its “Sweet Insights: 
State of Treating 2022” report. According 
to NCA’s report, “With 78% of all adults 
believing it is perfectly fine to occasionally 
treat with chocolate or candy, confection-
ery enjoys a high level of permissibility—
particularly among older generations and 
higher-frequency consumers.”

Clearly, consumers have no problem in-
dulging their sweet tooth as a morale boost-
er, but they are also receptive to healthier 
options. NCA’s report states that 44% of 
consumers in 2021 were interested in trying 
chocolates or candy that are sugar-free or 
low in sugar, which is up from 31% of con-
sumers two years ago. Other ways consum-
ers define “better-for-you” chocolate or can-
dy options include dark chocolate, smaller 
portions, and healthy inclusions such as 
fruits and nuts, especially among Boom-
ers. Gen Z and Millennials, meanwhile, are 
more likely to prefer attributes such as or-
ganic, fat-free, gluten-free, and vegan.

That said, only 15% of consumers re-
port frequently buying according to their 
better-for-you definitions, and 47% only 
occasionally purchase better-for-you 
candy and chocolates. Consumers are 
realistic about the health limits of even 
“better-for-you” candy and chocolate.

Still, is there an opportunity to broad-
en the definition of “better-for-you”—
say, with the inclusion of functional, 
health-promoting nutritional ingredients?

The Functional Chocolate Company, 
for example, already offers a number of 
health-targeting chocolate products to 

support cognition, energy, sleep, sexual 
health, and women’s health. Recently, 
the company added a chocolate SKU for 
pain management.

Increasingly, nutraceutical firms are 
seeing the potential of using confec-
tions to deliver dietary supplement in-
gredients. For example, dark berries 
such as elderberry and black currant, 
which support relevant categories like 
immune and eye health, can be incorpo-
rated in lollipops or chocolates, offering 
indulgent and palatable ways to support 
health for both children and adults. In-
gredients supplier Artemis International 
(Fort Wayne, IN) shared these concepts 
at this year’s SupplySide West trade 
show in Las Vegas.

Additionally, another ingredient supplier, 
HP Ingredients (Bradenton, FL), announced 
a new partnership with confectionery de-
velopment company Immunity Goodness 
to launch “chococeuticals” containing HP’s 
tongkat ali ingredient LJ100. 

Functional confections that of-
fer consumers an additional source of 
health-supporting ingredients, all in one 
delectable package? It’s the very defini-
tion of a guilt-free treat. 
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Good-for-You 
Goodies

Healthy sweets are on the rise.  
Here’s how companies are creating  

better-for-you confections.
BY SEBASTIAN KRAWIEC, EDITOR
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Learn more at futureceuticals.com/S7 or call 888-452-6853.

                                                7 PLANT-BASED INGREDIENTS

                                                       CLINICALLY RESEARCHED

S7 ® is a combination of seven 

plant-based ingredients that has been 

clinically shown at a 50mg dose to ignite 

your body’s own nitric oxide (NO) 

production system.

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.
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