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At the SupplySide East 2019 trade show, which 

took place in Secaucus, NJ, in April, the booths 

of hemp-derived CBD companies were among 

the most crowded. A burgeoning industry, 

hemp-derived CBD products are becoming 

easier to fi nd at natural product retailers, and 

due to the high consumer demand, more man-

ufacturers have entered the CBD space, or are 

cautiously dipping their toes in. Unfortunately, 

hemp-derived CBD has existed in a regulatory 

gray area for many years, but the passage of the 

2018 Farm Bill was an important fi rst step for 

making these products a less risky proposition.

While the bill did nothing to change the fact 

that hemp-derived CBD cannot be marketed 

as a dietary ingredient in FDA’s eyes, thanks to 

the Farm Bill, hemp was redefi ned to separate it 

from marijuana and removed from Schedule I of 

the Controlled Substances Act. States through-

out the country can now legally cultivate hemp. 

Hemp is now under the jurisdiction of USDA, 

but inevitably, FDA will have to do something 

about handling the infl ux of hemp-derived CBD 

in foods and supplements in the U.S. 

Shifting Attitudes and 
Greater Resources
Even manufacturers squeamish 

about CBD before are now at 

least considering the opportuni-

ties. CBD companies exhibiting 

at SupplySide East said they cer-

tainly noticed a shift in attitude 

among attendees. One exhibitor 

noted that not only was his booth getting 

high traffi  c and sincere interest, but the leads 

he was getting were also more legitimate 

compared to those in previous years.

Michael Owens, co-founder of Hemp Ex-

change, a newly launched business-to-busi-

ness platform for the sale and purchase of 

hemp and hemp-derived CBD products, said 

he believes the passage of the 2018 Farm Bill 

defi nitely had a positive impact on the re-

sponse that Hemp Exchange received at the 

show.

“Had we launched prior to the Farm Bill 

passing, I think user adoption and even ex-

citement at conferences like SupplySide East 

would be a little bit more muted,” said Ow-

ens to Nutritional Outlook. “What we’ve seen 

in the last three months has been absolutely 

remarkable, with the amount of large com-

mercial interests who have been on the side-

line for a long time and have entered into the 

space within the last two weeks: Walgreens 

and CVS have now decided to carry CBD 

products.”

Resources like Hemp Exchange are also 

opening up a lot of possibilities within the 

hemp-derived CBD space because it gives 

all parties involved more confi dence to par-

ticipate. As a marketplace of vetted buyers 

and sellers, Hemp Exchange provides a lot of 

peace of mind that has not always been easy 

to come by in the CBD space.

“I think the people that are already sourc-

ing ingredients in the hemp and CBD supply 

chain immediately recognize how much of 

a valuable asset this is because everyone, 

myself included, who has been investing in 

the industry for the past two years has been 

burned,” said Owens. “We’ve personally lost 

hundreds of thousands of dollars from char-

latans acting outright or on behalf of some-

body else, so all those people recognize the 

value added of a safe and secure place where 

they know that people on the other end have 

gone through a pretty thorough vetting pro-

cess to make sure they are real and the prod-

ucts are real.”

Th e way the Hemp Exchange service 

works is that buyers or sellers of hemp and 

hemp derivatives must register and submit 

documentation proving they are an actual 

person with a business. Th ose selling raw 

materials must also present third-party cer-

tifi cates of analysis, which are audited by 

Hemp Exchange. For added security, listers 

of products must also print out a specif-

ic QR code and use it in product photos to 

CBD Is the Hottest Topic at 

SupplySide East
From sourcing to new technologies 
to deliver better CBD products to 
consumers, the topic of CBD was 
everywhere at SupplySide East.
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verify authenticity. Among the other benefi ts 

to those who use Hemp Exchange is the $2 

million-per-truck hemp cargo insurance pol-

icy and wire transfers that are supported by 

FDIC-insured banks, which are currently not 

easy to come by in the cannabis marketplace.

Innovation
Hemp-derived CBD is an unstoppable force. 

It is part of the zeitgeist and will continue to 

penetrate across categories. Whatever CBD’s 

current regulatory status, innovation contin-

ues, allowing companies to get a jump when 

FDA does come up with a regulatory solu-

tion. One interesting innovation at the show 

that may fi nd a strong foothold in the food 

and beverage industry is Azuca.

“Azuca is an ingredient technology 

company for delivering the fastest-acting, 

highest-bioavailable, water-soluble, neu-

tral-tasting CBD and THC,” explained Barney 

Stacher, executive sales director for Azuca, to 

Nutritional Outlook. Th e company was an ex-

hibitor at SupplySide East. “Our technology 

is thermodynamic, individual, molecular en-

capsulation. Our process grabs only one mol-

ecule of CBD at a time and delivers it right to 

the endocannabinoid receptors quickly.” Th is 

action is said to reduce the delay of onset 

typical of foods infused with hemp-derived 

CBD and other cannabinoids from 45 min-

utes to 15 minutes, said Stacher.

Azuca also makes consumer-facing prod-

ucts that can be found in coff ee shops and 

bookstores—specifi cally, chocolate coins, 

granulated sugar in stick packs, and simple 

syrup, all with 25 mg of CBD. Th ese consum-

er-facing products were created to build a 

brand presence, but Azuca is predominantly 

business-to-business. Stacher said that dos-

ages can range depending on a client’s needs. 

Th e source or type of hemp extracts can 

range, as well, because Azuca’s technology 

will function regardless of type.

“We’re agnostic in terms of the source and 

type of oil,” explained Stacher. “We, for our 

own products—our chocolate coins, our sim-

ple syrup, and our sugar—use full-spectrum 

[CBD] because we believe that’s the best prod-

uct and that’s honestly what Whole Foods 

Market and other health food companies 

want. We also will provide broad spectrum or 

isolate. We have clients in Hong Kong that can 

only utilize isolate, by law. We can enrobe and 

emulsify anything that’s an oil with our tech-

nology and deliver it faster, better, stronger.” 

Heat-stable and shelf-stable, Azuca’s tech-

nology provides some versatility for food and 

beverage manufacturers to incorporate CBD 

in their products.

Azuca has some high-minded ambitions. 

“Our goal is to be like Intel, which is the com-

puter chip that’s recognized as the best chip 

in the best computers,” explained Stacher. 

“Azuca will be the best CBD and THC ingre-

dient in foods, so it will be co-branded with 

‘Azuca Inside’ or ‘Timed Technology Inside,’ a 

similar model being a sucralose or Splenda, 

where it’s Coca-Cola with Splenda inside or 

you can think of it like Starbucks powered by 

Azuca or Timed Technology.”

Th ere is no telling when this kind of 

co-branding on major products may be pos-

sible, but it certainly isn’t impossible. Only 

time will tell.

Excipient Supplier Sees 
CBD Activity Growing in 
Powders, Tablets, and Capsules
CBD is on the tip of everyone’s tongue these 

days, including excipient suppliers. One 

excipient supplier, Grain Processing Corp. 

(GPC; Muscatine, IA), said it is seeing the 

number of projects involving CBD increase, 

with companies looking to GPC’s malto-

dextrins and modifi ed starches as ideal car-

riers for CBD oils and full-spectrum hemp 

extracts.

At SupplySide East, Susan Freers, tech-

nical service manager, GPC, explained how 

the company’s branded Maltrin and Maltrin 

QD maltodextrins, along with its Pure-Dent 

modifi ed starches, are just as well-suited car-

riers for CBD and hemp oils as they are for 

typical vitamin oils, fl avor oils, and other nu-

traceutical ingredients. For those manufac-

turers looking to formulate CBD and hemp 

oils into sophisticated delivery systems like 

tablets, capsules, and powders, GPC’s op-

tions, she said, off er unique benefi ts.

For instance, Maltrin QD, a quick-dispers-

ing maltodextrin, has a unique agglomerated 

structure that allows CBD and hemp oils to 

be plated onto the maltodextrin and then 

carried into powders, capsules, tablets, and 

other delivery formats like fast-melt tablets. 

“Maltrin QD is agglomerated,” Freers said, 

“so it has a lot of interstitial spaces to carry 

oils and be a free-fl owing powder.” Also, she 

added: “Say [a company] wants this pow-

der to then dissolve in something. We have 

maltodextrins that are water soluble.” And 

if companies prefer instead to encapsulate 

their oils, GPC’s Maltrin maltodextrins off er 

valuable fi lm-forming and drying properties 

that can be used in conjunction with an en-

capsulating agent, she said.

Finally, GPC’s Pure-Dent B730 modifi ed 

starch is an absorbent starch that can also 

be used to carry these oils. “Pure-Dent B730 

modifi ed starch is manufactured to create 

pores in the starch granules, which make it 

an impeccable carrier for oils and other in-

gredients,” the company says on its website. 

“Th is starch is not soluble in room-tempera-

ture water; therefore it is also perfect for 

carrying aqueous ingredients in applications 

where a powder is required.”

Nutritional Outlook asked Freers wheth-

er CBD or hemp oil is more challenging to 

work with compared to some oils. “It can 

be, because it can be sticky,” she said. “If 

you’re taking a full-spectrum hemp extract 

[that contains] all of the other terpenes and 

the other cannabinoids, then it can be very 

sticky and thick—it’s almost syrupy.” She said 

that luckily a GPC solution like Pure-Dent is 

highly absorbent and can absorb these sticky 

materials.

The Microalgae 
Ingredient Landscape 
Is Increasingly 
Diverse

From astaxanthin and 
phytoplankton to a brand 
new vegan vitamin D3 source, 
microalgae innovation is 
prolifi c in the nutrition space.

Microalgae is not new to the natural prod-

ucts industry, with ingredients such as as-

taxanthin, spirulina, and chlorella well estab-

lished, but it’s a segment in which innovation 

continues at a quick pace. At SupplySide 

East, microalgae ingredients, old and new, 

were on display. 



EXPERIENCE 
THE BEAUTY 
FROM WITHIN

sabinsacosmetics.com

Sabinsa has developed a range of nature-derived ingredients 

that fall in line with “beauty from within” concept, a remark of 

beauty-seekers acceptance of nutricosmetics. Our ingredients 

are designed to deliver radiance and beauty benefits to your 

skin. More importantly, they are backed by scientific evidence to 

care for your skin, the natural way. Some of our nutricosmetic 

ingredients that are well-received by customers include 

Saberry®, Artonox®, Silbinol®, C3 Reduct®, Cococin™, Ellagic 

acid and Rosemary extract. Experience the beauty from within.

These statements have not been evaluated by the Food and Drug Administration. This product is not intended to diagnose, treat, cure, mitigate or prevent any disease.

© 2018-2019 Sabinsa |  NJ: 732.777.1111 | UT: 801.465.8400 | info@sabinsa.com | Since 1988

mailto:info@sabinsa.com


■ NUTRITIONAL OUTLOOK6 MAY 2019

Lonza (Morristown, NJ) made its mi-

croalgae debut with Oceanix, a marine phy-

toplankton ingredient sourced from—you 

guessed it—the ocean. “Oceanix is the lat-

est in our active-performance portfolio,” ex-

plained Cliff  Barone, senior manager, global 

marketing, consumer health and nutrition, 

for Lonza. “What we’ve seen in the sports 

performance arena is that it’s really cater-

ing to active performance, so going beyond 

those core hardcore athletes and body build-

ers, and going more mainstream. Th is ingre-

dient is really for that mainstream, active 

enthusiast.”

Th e mainstream active-nutrition enthusi-

ast includes, in large part, Millennials, who 

are seeking some specifi c benefi ts. “With 

Millennials, in particular, we know that over 

80% of sports nutrition users are after energy, 

and they want support for performance as 

well as recovery.”

Oceanix is vegan, non-GMO, and sustain-

ably manufactured, hitting a lot of the marks 

that clean-label manufacturers and consum-

ers alike look for. In terms of effi  cacy, Ocea-

nix has shown good results in an open-label 

human pilot study, the company said. Not 

yet published, the study included young soc-

cer players in their late teens who were given 

25 mg of Oceanix per day for 30 days. Results 

showed that supplementation improved per-

formance by signifi cantly decreasing heart 

rate during exercise and signifi cantly increas-

ing hemoglobin levels. Subjects also saw a 

signifi cant decrease in body fat mass and saw 

better recovery after exercise and signifi cantly 

increased vitamin E levels, suggesting a reduc-

tion in oxidative stress. 

When it comes to formulation, Oceanix 

is convenient to work with because it is very 

concentrated and requires a very small dose, 

Lonza said. “Th e dose size is so small that 

it provides fl exibility,” said Barone. “We can 

see it being added into pre-workout powder 

formulations, post-workouts, those types of 

things. It’s not water soluble, but it’s a small 

dose so it will disperse and not impact fl avor 

or organoleptics.” 

Another new microalgae ingredient is 

VegD3, a vegan vitamin D3 distributed by 

AIDP (City of Industry, CA). Th is is an im-

portant ingredient because there are very 

few vegan sources of vitamin D3. For exam-

ple, the main source of vitamin D3 is lanolin, 

an oil from sheep’s wool and therefore not 

vegan. Until now, lichen has been the only 

other vegan source of vitamin D3. (Other 

plant-based ingredient sources provide vi-

tamin D2, which is poorly absorbed.) Now, 

however, vitamin D3 from microalgae pro-

vides more options and a sustainable source 

of the nutrient, meeting consumer demand. 

“In the U.S., we have more and more peo-

ple looking for plant-based alternatives. And, 

if you take a country like India”—from which 

AIDP’s partner for this ingredient, Avlaan 

Inc., operates—“which has such a large pop-

ulation of vegans, and, in certain cases, the 

Jain community, which has restrictive dietary 

practices, this is ideal for them,” explained 

Mark Th urston, CEO of AIDP, to Nutritional 

Outlook. “It’s fat soluble. We can emulsify it, 

as well, so it can go into water-based appli-

cations. Th e Organic & Natural Health Asso-

ciation, of which we are members, has been 

pushing the benefi ts of D3 for years, because 

it’s very important that mothers and babies 

get adequate D3. For communities which are 

not meat eaters, that has been a major prob-

lem. Even with soy formulas, up until now, 

they’ve either not been putting D3 in their 

products at all or have been using D2 from 

plant sources.”

Astaxanthin Thriving
Th e key to astaxanthin’s success may be that 

its benefi ts are actually felt by its users. Kar-

en Hecht, PhD, scientifi c aff airs manager for 

AstaReal Inc. (Burlington, NJ), says that her 

company is focusing on some key areas in 

which users can “really feel the diff erence 

when it comes to returning to an ingredient 

SupplySide East 2019 Show Report
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and understanding why it’s good for you.” 

Currently, she said, those areas include 

muscle function and eye health. And then 

there is also skin health. “Th e diff erence 

that you can see in skin health—I mean, it 

almost sells itself for skin health,” she said. 

“People want natural ingredients for the 

skin, and they want something that they 

can take orally. Th e beauty-from-within 

concept is pretty well established at this 

point” for astaxanthin.

While lutein has commanded most of the 

spotlight for eye health when it comes to 

blue light solutions, the blue light category 

presents a lot of opportunity for astaxan-

thin to play in as well. Astaxanthin can help 

to create a more holistic approach to com-

batting blue light damage and eye fatigue 

incurred by digital device use, etc. “It’s all in-

terconnected,” said Hecht. “It’s the blue light 

hitting the retina—that’s what lutein and 

zeaxanthin are for—and then it’s the muscles 

working hard at the front of the eye, because 

the near focus is getting tired, and the that’s 

where astaxanthin works, at the front of the 

eye. It’s those two aspects, plus the reduced 

blinking time, which contribute to dry eye. 

All those things are [implicated in] digital de-

vice use [and blue light damage].”

Innovation into other astaxanthin delivery 

formats is also creating more engagement 

with astaxanthin consumers, including As-

taReal’s new gummy supplements. “I think 

awareness is creeping up. What I see hap-

pening is people getting excited about things 

that aren’t softgels. Suddenly, now that we’ve 

been featuring these gummies, it seems like 

people are opening up to not just an ingredi-

ent, but a new delivery system which seems 

to be a little bit more friendly,” said Hecht. 

“Astaxanthin can fi t into a drink, a drink mix, 

a serum, a chew, or a gummy.”

One common complaint about gummies 

is that they contain lower active-ingredient 

doses than their pill counterparts. However, 

AstaReal’s astaxanthin gummies have a dose 

of 4 mg, the level that allows companies to 

make several claims. “[A dose of] 4 mg is 

where you start to really get a lot of fl exibility 

already,” she explained. “When we’re talking 

about 2 mg or 3 mg, [the claims are] pretty 

much just for skin. At 4 mg, you’re adding 

muscle endurance and recovery, and you’re 

adding focus for eye function.”
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Suppliers of black seed oil for the nutritional market are 
carving out their territory early on with branded black seed 
ingredients that draw a line in the sand between them and 
the rest of the market.

Black Seed Oil Market Grows Need for 
Trustworthy Ingredients, Companies Say

Black seed oil (Nigella sativa) is having a 

moment—one that a few suppliers are an-

ticipating will last for quite a while. While 

black seed sales are still relatively small—

HerbalGram’s latest report1 estimated that 

black seed sales were under $5 million in 

the natural retail channel in 2017—its sales 

growth should be taken seriously. In that 

same report, HerbalGram estimated that 

sales in 2017 grew 202%.

Why are more consumers drawn to black 

seed oil these days? Black seed has a long his-

tory in traditional medicinal regimes, includ-

ing in Southeast Asia and the Middle East, 

for addressing a wide range of conditions 

thanks to its antioxidant and anti-infl amma-

tory properties. In modern research, it has 

been studied for everything from insulin se-

cretion and glycemic control to rheumatoid 

arthritis, wound healing, cancer, and ulcer-

ative colitis.

When an ingredient, especially an 

herb, becomes increasingly popular, risk 

of economically motivated adulteration 

rises. Suppliers of black seed oil for the 

nutritional market are carving out their 

territory early on with branded black seed 

ingredients that draw a line in the sand 

between them and the rest of the market.

The Need for Standardization
Morris Zelkha is the CEO of TriNutra Ltd. 

(Ness Ziona, Israel) and the former CEO of 

ingredient supplier LycoRed (Be’er Sheva, 

Israel). Out the gate, TriNutra has come to 

market with what it says is the fi rst stan-

dardized, cold-pressed black seed oil. Called 

Th ymoQuin, the oil is standardized to 3% 

thymoquinone, its key active. Barrington Nu-

tritionals (Harrison, NY) is distributing Th y-

moQuin in the U.S.

At SupplySide East, Zelkha told Nutrition-

al Outlook that while there are many black 

seed ingredients on the market—he esti-

mates that there are 30 suppliers of black 

seed oil currently—“we found that there is 
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no standardized black seed oil, and there is 

no monograph by the United States Pharma-

copeia (USP).” As a result, he said, “Everyone 

is coming to the market with ingredients of 

diff erent quality.” For instance, he said, at 

one point TriNutra tested nearly 20 diff er-

ent black seed oil ingredients on the market 

and, according to Zelkha, found “a big gap” 

in quality.

Zelkha said this is the reason TriNutra 

launched Th ymoQuin. Th e ingredient stands 

out in several ways, he said. For one thing, 

TriNutra uses room-temperature, cold-press 

extraction that preserves the “whole com-

position” of the black seed, instead of simply 

isolating its thymoquinone. Zelkha said that 

all of black seed’s constituents, working syn-

ergistically, are responsible for the ingredi-

ent’s effi  cacy, and so the company needed a 

production process that would preserve the 

whole spectrum.

“We start with breed varieties that give us 

higher thymoquinone, and from there, we 

can achieve 3% thymoquinone in the black 

seed oil, standardized,” he said. Th is 3% level 

is highly potent, he added. He said TriNutra 

is in the process of submitting a monograph 

to USP for black seed oil.

And, he said, all clinical studies TriNutra 

conducts will be on this standardized ingre-

dient. For instance, a new animal study2 has 

been published in the Journal of Nutrition & 

Food Sciences on the potential benefi cial ef-

fects of Th ymoQuin on metabolic function 

and fatty liver. Researchers concluded: “Our 

fi ndings indicate a potential clinical role for 

thymoquinone in the prevention of obesi-

ty-related steatosis in metabolic disease.”

Diverse Research
Th at’s one thing that black seed suppliers will 

need to do more of: fi gure out just where, out 

of black seed’s many potential health bene-

fi ts, to focus their science on. Sabinsa (East 

Windsor, NJ), which recently launched its 

Nigellin brand-name black seed ingredient, 

is currently considering this, said Sabinsa’s 

worldwide president, Shaheen Majeed, at 

SupplySide East. Last December, the com-

pany announced the results of a published, 

comparative study3 that evaluated Nigellin’s 

thymoquinone potency against others on 

the market. Th e ingredient is standardized 

to contain thymoquinone, thymohydroqui-

none, hederagenin, and rosmarinic acid.

“People are looking at Nigella sativa very 

closely,” Majeed said. “What we’ve found is 

that black seed research is all over the place. 

You have studies looking at infl ammation, 

but then you also have studies on the other 

side looking at allergies. You have studies 

looking at healthy blood sugar, cholesterol, 

you name it. We’re fascinated: this little seed 

can do a lot of wonder. So where does a com-

pany start to focus?”

Majeed said Sabinsa will be focusing on 

immune health, a category where the com-

pany feels black seed oil “can have an impact.”

“But we’re not going to stop there,” he add-

ed. “We’re going to do other types of studies 

on Nigellin. We want to do a study on im-

mune health, and we want to do a study on 

blood sugar…We are just scratching the sur-

face. It’s exciting.”

Ingredient Combos
Black seed isn’t just a standalone ingredient. 

In fact, said Zelkha, some of its most valuable 

health impacts may be achieved in conjunc-

tion with other ingredients.

Omega-3 is one of them. Specifi cally, 

he said, adding 10%-20% of his company’s 

Th ymoQuin black seed oil can help “boost” 

the anti-infl ammatory potential of omega-3 

oils. Th at’s because Th ymoQuin is a potent 

anti-infl ammatory. “We have similar eff ects 

on carotenoids such as astaxanthin, lutein, 

beta-carotene, and lycopene,” Zelkha said. 

“All that is boosting the anti-infl ammation 

activities of the carotenoids.”
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Delivery System 
Innovation Hard at 
Work
The latest in gummies, 
capsules, and softgels at 
SupplySide East

Nutritional Outlook’s editors got the latest 

scoop on how delivery system suppliers are 

expanding their capabilities to meet con-

sumer and formulator needs. Here’s the lat-

est from SupplySide East.

Gummies
Prior to SupplySide East, Taura Natural In-

gredients (West Chester, OH) and Viva 5 

Corp. (Sunrise, FL) announced they were 

joining forces to create whole-fruit gummy 

supplements using Taura’s exclusive Ultra 

Rapid Concentration (URC) process and 

Viva 5’s expertise in manufacturing gum-

my supplements. Th e URC process quickly 

extracts moisture from fruit to protect its 

integrity, creating shelf-stable pieces of fruit 

and fruit pastes that don’t require additional 

bulking agents, fl avors, colors, sweeteners, or 

preservatives.

Until now, Taura had exclusively been a 

food ingredient business. Slowly, the com-

pany has expanded its focus. “We started ex-

panding into fruit snacks. We found that we 

can add inclusions to it, so we looked at chia 

seeds, quinoa—things that are on-trend [and 

provide a] diff erent mouthfeel. People real-

ly liked that,” explained Joh Luebbers, vice 

president of sales for Taura, to Nutritional 

Outlook. “So, the next stop was [to consider] 

more actives, probiotics, multivitamins—

things like that, which we didn’t have a lot of 

experience with.” 

Luebbers said that Taura experimented 

with numerous ingredients, “but in our pro-

cess, we only make cubes, fl akes, and sticks; 

we don’t make real gummies.” Th at’s when 

Taura realized it needed to collaborate with 

a company that had more experience with 

gummy supplements. 

“It’s a great synergy of what we do well 

and what they do well,” said Vic Peroni, chief 
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operations offi  cer, for Viva 5. “What we’ve 

seen so far is that there is a lot of interest in 

the technology, the taste, the fl avor profi le, 

the consistency in the mouth, and, obvious-

ly, our ability to bring innovation into the 

gummy supplement category.” 

“As far as technology, we’re looking to 

bring a number of diff erent nutrients into the 

gummy formula,” added Peroni. “If someone’s 

putting it into a gummy, we can manufacture 

it. Now we have the ability to deliver that in 

a whole-fruit type of format, and that’s where 

the competitive edge is going to exist.”

Th is is a major innovation for the gum-

my supplement category, off ering a novel, 

clean-label, low-sugar, and natural-tasting 

gummy supplement solution. “Th is is the 

next generation of gummies,” said Brian Baer, 

president of Viva 5, to Nutritional Outlook. 

“Gelatin was the fi rst gummy on the market. 

Everyone wanted a cleaner label, so they 

moved to pectin, which has been more pop-

ular. Now, this to us is the next generation: 

whole fruit–based gummies.”

Hard Caps
Hard capsules off er diff erent benefi ts to 

formulators, and fi rms such as ACG (Pis-

cataway, NJ) and Lonza (Morristown, NJ) 

showcased some innovative hard capsule 

solutions that add versatility and allow for 

clean-label claims. 

Lonza, for its part, showcased its Vcaps, 

which are hardshell vegetarian capsules. Re-

cently, the company introduced the ability to 

provide Vcaps in natural, food-source colors. 

Th e fi rst color available in the line is purple, 

derived from purple carrots. More colors are 

in the pipeline, the company said. 

“We already have in Europe a blue from 

spirulina, but as you may know spirulina is 

not allowed by the U.S. FDA to be used as 

a colorant. We [have submitted a petition 

to the agency], and hopefully we’ll get that 

cleared, but we’re looking for other alter-

natives for our USA blue,” explained Barri 

Sigvertsen, marketing manager, Lonza Con-

sumer Health & Nutrition. “We are coming 

out with a spicy yellow from turmeric and a 

red from radishes, so it’s going to be a whole 

entire portfolio. Th e other cool thing about 

these is that because they are natural, they 

respond to pH levels, so you can actually 

adjust the tinting of them with pH adjust-

ments. So it does give you a wide variety of 

solutions.” 

Th e natural, vegetable-based coloring is 

not only clean label but also vegan friendly, 

making it ideal for plant-based applications. 

Liquid Fills
Lonza and ACG also showcased capsule 

solutions like Duocaps and Flofi t, respec-

tively, that off er a lot of versatility for for-

mulators. Although neither of these is 

particularly new for either company, they 

are crucial technologies for the market. At 

a time when convenience is paramount 

for consumers, and manufacturers worry 

about consumers experiencing “pill fa-

tigue,” these capsules, which allow formu-

lators to create combination products, are 

important for helping to avoid the need to 

take multiple pills.

For example, Flofi t and Duocaps are de-

signed for liquid fi ll, competing with softgel 

capsules which are popular with products 

such as fi sh oil. However, hard caps like Flofi t 

and Duocaps have the added benefi t of being 

able to suspend pellets or another capsule 

within that liquid. Th is is also an advantage 

when protecting sensitive or even typical-

ly incompatible ingredients. “An oil with a 

probiotic inside is one example,” said Rakesh 

Sharma, senior sales manager for ACG. “En-

zymes can be another combination.” Th e 

ability to create diff erent release profi les is 

also an advantage: “Th ere can also be a com-

bination with an immediate release, and an 

extended, or delayed, release,” Sharma said.

“Incompatible ingredients, things that 

don’t play well together, are a great combi-

nation for Duocaps,” said Lonza’s Sigvertsen. 

“It’s just one of the many technologies we’ve 

developed to think about how you formulate 

things in a unique and diff erent way to help 

them perform better. And the customers love 

it, too, because they don’t have to take two 

pills, they can take one pill” thanks to the in-

gredient combos aff orded by Duocaps.

Finding ways to combine on-trend ingredi-

ents in more traditional supplement formats 

is an important way for pills to remain com-

petitive in the marketplace as other novel 

nutraceutical delivery formats become more 

popular and capable of meeting consumer 

needs, such as gummies, dispersible powders, 

even functional foods and beverages. Tradi-

tional supplements are certainly not on the 

way out, but defi nitely need to adapt—and 

they can adapt, as these suppliers have shown. 

Softgels
In softgel news, Softgel Technologies Inc. 

(Los Angeles) informed Nutritional Outlook 

that it will be partnering with NextFerm to 

off er softgel solutions for NextFerm’s Asta-

Ferm. AstaFerm is a non-marine astaxanthin 

derived from the fermentation of Phaffi  a 

yeast. 

Softgel Technologies says that, being a 

non-marine source, AstaFerm’s superior or-

ganoleptics have an advantage over microal-

gae-based astaxanthin, which requires some 

masking of “fi shy” off  notes. 
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Plant Ceramides 
for Beauty Debut at 
SupplySide East

At SupplySide East, 
Vidya Herbs highlighted its 
new ceramide ingredient 
derived from the konjac plant 
for the nutricosmetic market.

Ceramide beauty products are a popular and 

eff ective segment of the nutricosmetic and 

cosmeceutical markets. Ceramides are the 

major lipid constituents of the skin’s outer lay-

er, or stratum corneum. Using a brick-and-

mortar metaphor, ceramides act as the “mor-

tar” that helps keep skin cells together—and, 

as such, they play a key role in maintaining the 

skin’s barrier and structure and keeping the 

skin moist and supple.1

Unfortunately, aging, along with environ-

mental stressors, signifi cantly depletes the 

skin’s ceramide production and content over 

time, particularly in the skin’s outer layer, 

leading to dryer, rougher skin. By boosting 

ceramide levels either through supplemen-

tal topical or ingestible product application, 

consumers can see improvements in skin 

moisture and a reduction in the appearance 

of fi ne lines and wrinkles.

Interest in plant sources of ceramides con-

tinues to grow in the market. At SupplySide 

East, Vidya Herbs (Fullerton, CA) highlight-

ed its new ceramide ingredient derived from 

the konjac plant (Amorphophallus konjac) for 

the nutricosmetic market. Th e ingredient, 

whose trade name is Skin-Cera, is equipped 

with a U.S. patent covering compositions 

and methods of use. (U.S. patent number 

US10004679.)  Konjac is one plant known to 

be a rich source of glucosylceramides, which 

are a ceramide precursor. (Skin-Cera is stan-

dardized to 10% glucosylceramides.)

According to Vidya Herbs, a recently con-

ducted, six-week, 51-subject, randomized, 

single-blind, placebo-controlled clinical 

study showed that oral supplementation 

with Skin-Cera, at 100 mg daily, compared 

to placebo, resulted in signifi cant skin-health 

benefi ts, including improvements in dry-

ness, white/blackheads, hyperpigmentation, 

redness, lesions, itching, oiliness, and rough-

ness. Th e company’s patent describes the 

ingredient as being suited for a wide range 

of delivery formats, including pills, gummies, 

powders, lotions, ointments, and creams, as 

well as food and drink.

Reference

1. Paula’s Choice Skincare website. “What Are 

Ceramides and How Do Th ey Work in Skin-

care Products?” Accessed April 23, 2019. 

https://www.paulaschoice.com/expert-ad-

vice/skincare-advice/anti-aging-wrinkles/

what-are-ceramides-how-do-they-work-in-

skincare.html

Prebiotics Narrowing 
in to Target Specifi c 
Probiotic Bacteria

Manufacturers of prebiotic 
ingredients are now being 
more selective about the 
probiotic bacteria that’s 
targeted.

Prebiotics are a relatively small part of the 

digestive health space for now, when com-

pared with probiotics, but consumer aware-

ness of the term prebiotic is growing. Con-

sumers understand that fi ber is a prebiotic 

and that eating foods rich in fi ber is good for 

digestive health. Fiber claims on functional 

foods are defi nitely growing, and formulat-

ing with fi ber is becoming a more ubiquitous 

product solution because including fi ber can 

be a way to reduce sugar in foods while not 

losing bulking properties. As supplements, 

probiotics reign supreme, but concepts of di-

gestive health are evolving causing a shift in 

attention toward the value of prebiotics. 

“Th e benefi ts of prebiotics over probiotics 

is that they help you recolonize [your micro-

biome],” explained Mark Th urston, president 

of AIDP (City of Industry, CA). However, 

manufacturers of prebiotic ingredients are 

now being more selective about the probiot-

ic bacteria that’s targeted. “If you use some-

thing non-selective, it’s going to work on 

the bad stuff  as well as the good stuff ,” said 

Th urston. 

AIDP, for its part, provides product for-

mulators with a few choices. For example, 

PreticX, a xylooligosaccharide, is supposed 

to boost Bifi dobacterium and improve the 

ratio of Firmicute to Bacteroidetes. “As you 

get older, your Bifi dobacteria declines, and 

there’s a lot of work that says that if your 

ratio of Firmicute to Bacteroidetes gets out 

of kilter, that’s when you get metabolic 

syndrome,” explained Th urston. By supple-

menting with PreticX at a dose as low as 

1 g/day, he said, “you can recondition or 

rebalance your microbiome.”

To improve motility, another AIDP prod-

uct derived from Zespri SunGold kiwi called 

Livaux supports the abundance of Faeca-

libacterium prausnitzii. “If you’re suff ering 

from infl ammation, this is often the result of 

low levels of Faecalibacterium, which make 

up 5% to 15% of your colon bacteria,” said 

Th urston. “We fi nd that people with irritable 

bowel syndrome and infl ammatory bowel 

disease are down to about 2%. Th e bacteria 

are anaerobic and do not survive in oxygen, 

so there is no way to take it as a probiotic.”

Another novel prebiotic ingredient that 

is not a fi ber is PreforPro, a bacteriophage IM
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cocktail from Deerland Probiotics & En-

zymes (Kennesaw, GA). A bacteriophage is a 

virus that targets specifi c bacteria to infect 

and populate. In this case, PreforPro targets 

four diff erent E. coli strains. 

“Th ey’re going to fi nd their host, they’re 

going to take over that bacterial genetic 

machinery to make copies of themselves, 

and then the progeny go out to fi nd more 

hosts,” explained John Davidson, director of 

innovation and education for Deerland, to 

Nutritional Outlook. “So as long as the host 

are present, the phage progeny increase until 

they’ve reduced the population of the host to 

the point where they can’t fi nd them and get 

fl ushed out of the system.”

Prior to SupplySide East, Deerland an-

nounced the results of a study that found 

PreforPro reduced the level of E. Coli strains 

in subjects, as well as increased the popu-

lation of other benefi cial bacteria, without 

causing a disruption in the global microbiot-

ic population. 

“Th e comparison I like to make is that if 

you put sticks in the sand, and you pull the 

stick out of the sand, it doesn’t just leave a 

hole; the sand fi lls in the hole, and it’s the 

same in the gut,” explains Davidson. “If you 

take out a competitor, all the other competi-

tors are going to occupy that real estate and 

absorb those nutrients.”

Vitamin K2 Game 
Plan: How to Grow 
Awareness

The need for vitamin K2 
supplementation is prevalent, 
and K2 suppliers are doing 
their best to increase the 
presence of K2 in the dietary 
supplement market.

Each year, more research confi rms that vi-

tamin K2 is a crucial nutrient that people 

of all ages need but unfortunately are not 

suffi  ciently obtaining from the diet. Vitamin 

K2 plays a critical role in bone health and 

heart health, in people of all ages, ranging 

from children who need K2 for proper bone 

development to aging adults who are expe-

riencing bone loss and increased arterial 

calcifi cation.

Vitamin K2 supports bone and heart 

health on multiple fronts. First, it activates 

a vitamin K–dependent protein called os-

teocalcin, which binds calcium to the bone 

matrix, ensuring it is where it is needed for 

bone growth. Vitamin K2 also activates the 

K–dependent protein called matrix-Gla pro-

tein (MGP), which redirects calcium from be-

ing deposited in, for instance, arterial tissue, 

where calcifi cation can otherwise occur, and 

instead shuttles the calcium where it is need-

ed, such as the bones.

Th e need for K2 supplementation is prev-

alent, and K2 suppliers are doing their best 

to increase the presence of K2 in the dietary 

supplement market. To do so, they must 

focus on growing the awareness of con-

sumers, manufacturers, and even retailers 

about the importance of K2 and the fact that 

they probably aren’t getting enough of it, in 

part because vitamin K2’s biggest dietary 

sources—natto ( fermented soy), goose liver, 

cheese, egg yolks, etc.—are not consumed in 

large amounts.

Consumer Campaign
Vitamin K2 leader NattoPharma (Edison, 

NJ) is hard at work on an extensive game 

plan that, at the end of the day, could help 

achieve those awareness targets. First, and 

most crucially, the company has set itself on 

a path of trying to get an offi  cial recommend-

ed dietary intake (RDI) value established for 

vitamin K2.

Th e achievement of an RDI would be mon-

umental and would require many years to 

accomplish. NattoPharma is already making 

some important early moves to demonstrate 

why regulators and scientifi c bodies should 

consider K2 a critical nutrient.

First off , it helped see the publication, in 

February, of a review paper1 that explains 

the key diff erences in vitamin K1 and K2 

and why K2’s health unique benefi ts—which 

extend to bone, heart health, kidney health, 

and more—stand alone.

Th e review paper was produced by the 

NattoPharma International Research Net-

work, a NattoPharma-created research ini-

tiative, funded by European Commission 

grants, and with the work of academic re-

searchers from Maastricht University in Th e 

Netherlands.

NattoPharma expects a second paper to 

be published soon, building on this fi rst re-

view paper establishing diff erences between 

K1 and K2. Th e second paper will focus on 

laying the argument for why vitamin K2 

needs its own RDI. At SupplySide East, Kate 

Quackenbush, NattoPharma’s director of 

communications, said: “It talks more about 

the body of research, and particularly Natto-

Pharma’s body of research, that shows that 

specifi c doses are of value.” For children, a 

dose of 45-50 mcg has been proven to im-

prove bone mineral density and support 

bone development. For adults, 180 mcg is 

the dose studied in NattoPharma’s three-year 

clinical studies on heart and bone health.

All of this is building a “body of evidence” 

for why vitamin K2 needs its own RDI value, 

to help communicate to the public that they 

should be getting more K2, Quackenbush 

said. But it’s not enough. For, even as Nat-

toPharma and its partners help to increase IM
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Kidney 

Health

awareness in the scientifi c and regulatory community about why 

preventing K2 defi ciency is important, there is still a need for ed-

ucation in the retail market. To this end, the ingredient supplier is 

also embarking on an extended mission to educate its customers—

product marketers—as well as retailers, media, and potentially, at 

the end of the day, consumers, about vitamin K2.

In 2019, Quackenbush said, “We are now in the process of doing 

a one-year consumer outreach campaign in the UK. So, taking the 

basis of our model here in the United States, which was very suc-

cessful.” Like NattoPharma did in its U.S. campaign, the company is 

recruiting partners—bloggers, infl uencers, and more—to spread the 

word about K2 and its importance.

It is also sharing information about K2 with media and has asked 

its customers, fi nished-product companies this time in the UK, to 

provide products to share with media.  “Increasing consumer aware-

ness increases consumer demand, which of course our partners love 

because it will help them sell product,” she said.

And, fi nally, the company is providing hands-on materials to 

help its manufacturer partners educate their own retail contacts—

and, if they wish, retail customers—about K2. Quackenbush said 

that she and her team are in the process of creating a retailer/con-

sumer brochure with comprehensive—but also entertaining and 

easy to understand—information about K2 that NattoPharma’s 

fi nished-product customers can share with their own retailers and 

customers. Th e brochure is also customizable so that brands can 

superimpose their own branding on it as well as edit the master 

copy to include only the portions of the brochure that they want 

to use.

“Th e idea is to arm our partners. Similar to our consumer outreach 

campaign, it’s just another level of customer support,” Quackenbush 

said. “We can sell all the K2 in the world, and we’d like to, but if our 

partners aren’t selling their fi nished product, nobody is receiving a 

benefi t. It really is such a core part of our company that we support 

our partners. It’s not just delivering kilos and saying, ‘Good luck.’”

Quackenbush acknowledged that NattoPharma’s educational ef-

forts will likely help lift the boats of all K2 suppliers in the market. 

Despite this, she said, the company believes that the importance of 

spreading the K2 message is more important. “Th e idea is: We can’t 

do nothing. It’s not an option,” she said at SupplySide East. “Nobody 

is going to benefi t if nobody does anything. So, in typical fashion, 

NattoPharma is taking the lead role.”

Testing the Market
At SupplySide East, Garnet Pidgen, president of K2 supplier Kappa 

Bioscience USA (Oslo, Norway), also chimed in on what he thinks it 

will take to grow the K2 market.

“I think the key thing is for a large dietary supplement company 

to embrace K2 and advertise it,” he said. When you think back on 

the history of vitamin D3 and how D3 got to be so popular, certainly 

there was the medical community that was behind it…but beyond 

that, major marketers like Pfi zer, Bayer, NBTY, and Pharmavite real-

ly pushed D3 into the market, and the awareness grew. Th e same is 

true with K2. K2 needs a sponsor like Pfi zer, Bayer, NBTY, or Pharma-

vite to really educate the population.”

mailto:sales@vestaingredients.com
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One of the things that Kappa Bioscience 

has done is to conduct market tests in which 

it will take the product labels of some of the 

biggest vitamin products on the market and 

then edit them, as a mock up, of what the 

label would look like featuring, prominently, 

vitamin K2 and K2’s label claims (e.g. “Now 

with K2 for better bone health”). Consum-

ers are then surveyed to test their receptiv-

ity and likelihood of purchasing the new, 

K2-containing version of the product.

“What we’ve found, in the case of Centrum 

and Citracal and Caltrate and many others, is 

a signifi cant increase in purchase intent and 

uniqueness when K2 is added as a diff erenti-

ating ingredient to these established brands,” 

Pidgen said.

It’s all about showing the market what is 

possible if everyone were to embrace K2 and 

showing how K2 can help “the brand owner 

who is looking for opportunities to diff eren-

tiate his product to bring more consumers 

into his fold,” he added.

Reference

1. Halder M et al. “Vitamin K: double bonds 

beyond coagulation insights into diff erences 

between vitamin K1 and K2 in health and 

disease.” International Journal of Molecular 

Sciences. Published online February 19, 2019.

Eggshell Membrane Is 
a Growing Contender 
in Joint, Skin, and Pet 
Health

Eggshell membrane 
ingredients have lots of 
room for growth, fi rms say.

Eggshell membrane ingredients have had 

a presence in the joint-health market, as 

well as in other categories, for years now, 

but the ingredient still has lots of room for 

growth. As more customers look for joint-

health alternatives to longstanding ingre-

dients like glucosamine and chondroitin, 

eggshell membrane is ready to step in, of-

fering numerous benefi ts, said suppliers at 

SupplySide East.

Growth in Beauty-from-Within, 
Pet Health
Amanda Orloske, senior director of mar-

keting and international sales for Biova 

( Johnston, IA), said her company is seeing 

“a lot of renewed interest, and expanded in-

terest” in its water-soluble eggshell mem-

brane ingredients, made with a patent-

ed process, including BiovaFlex for joint 

health, BiovaDerm and BiovaBIO for skin 

health, and BiovaPlex for animal health.

In particular, Biova is seeing growth for 

its ingredients in the beauty-from-within 

market, Orloske said, namely due to the egg-

shell membrane’s numerous components 

targeting that space, including collagen and 

glycosaminoglycans such as glucosamine, 

chondroitin, and hyaluronic acid. Eggshell 

membrane provides all of those components 

in a single ingredient, she pointed out. Biova’s 

ingredient also off ers high protein at 88%.

Th e company is also seeing growing inter-

est in the pet-health space as the ingredient 

also gains traction with veterinarians and 

gains notoriety as part of some popular pet 

products, Orloske said.

Claims Expansion
Eggshell membrane marketers are also invest-

ing in studies to expand further claims that 

can be made with their ingredients.

Earlier this year, Stratum Nutrition (Car-

thage, MO), supplier of the NEM brand of 

eggshell membrane, announced a new joint-

health study in progress that will expand the 

fi ndings of a 2018 study1 on NEM. Th e 2018 

study was conducted in healthy post-meno-

pausal women and found that 500 mg of NEM 

helped reduce joint pain and stiff ness follow-

ing exercise. In addition, that study revealed 

that NEM helps decrease levels of CTX-II, 

which is a cartilage degradation biomarker.

Th e new study now in progress follows 

up on the previous postmenopausal wom-

en study. Th is new study will feature more 

subjects (84 subjects instead of 60 in the fi rst 

study) and include both healthy men and 

women of varying ages.

Based on these recent fi ndings, in April, 

Stratum announced that it received a Natu-

ral Product Number in Canada that allows 

product claims such as “improving recovery 

from joint pain and stiff ness” and “helps re-

duce levels of CTX-II, a biomarker of joint 

cartilage degradation” related to exercise.

“One of the biggest positive fi ndings that 

came out of these studies is the fact that fi n-

ished-product brands can use pain as a word 

in their claims if it’s exercise-induced pain,” 

said Andrew Rice, Stratum’s director of brand 

and product strategy, at SupplySide East. 

Not many other ingredients can make those 

claims, he added.

Need for Alternative Delivery 
Formats
As for the joint-health market, the catego-

ry has been stagnant or declining when it 

comes to, as mentioned, some other ingre-

dients. Orloske said that Biova’s ingredient’s 

water solubility means it is suited for numer-

ous types of products, including functional 

foods, beverages, and cosmetics, both ingest-

ible and topical.

“I think one of the big things we are seeing 

is an absence of alternative delivery meth-

ods in the joint-health realm,” Orloske said. 

“Th at’s been a problem with the joint space 

for a long time. Because some joint-health 

ingredients are not water soluble, or at least 

the forms in which they’re most commonly 

sold are not water soluble, it limits the types 

of products…Really, there’s been a lack of in-

novation in delivery format. When you look IS
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at all the gummies that have launched, the 

joint-health category does not have a good 

gummy presence.” In addition to gummies, 

she said that stick packs are a good delivery 

format for joint-health products, especially 

those targeting the sports nutrition space.

Promising Future
Eggshell membrane stands out in general 

as something new in the joint space, Or-

loske said. “Th e joint-health category has 

been relatively stagnant with the long-

standing glucosamine and chondroitin. 

What eggshell membrane off ers that’s 

diff erent from all of that is a more holistic 

approach because you get so many of these 

components—the collagen, elastin, glycos-

aminoglycans, protein, and more—all from 

one source in nature. I think that really pro-

vides an opportunity to reach consumers 

because they’re looking for whole foods 

and food-based ingredients. Th is is some-

thing that’s slightly diff erent and really of-

fers a whole group of nutrients from one 

source.”

New studies will also help to grow the 

market. Biova expects to see a new clinical 

study published soon exploring the bene-

fi ts of its eggshell membrane for both joint 

health and beauty. 

And consumer awareness will also grow. 

“Eggshell membrane has defi nitely taken a 

big boost over the last couple of years,” said 

Stratum’s Rice. “Th ere is still a lot of educa-

tion needed because it’s still a fairly new 

ingredient. But there’s been a lot of momen-

tum, a lot more people looking at it—and 

especially ours because of the science that 

we’re putting behind it.”

And, he agreed, that as long as consumers 

are looking for “fresh, newer ingredients” in 

joint-health market, eggshell membrane has a 

lot of play left. “Th e marketability, the science 

behind it, and the uniqueness of the ingredient 

itself is why I think [eggshell membrane will 

succeed] in a pretty stagnant category,” he said.

Reference
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al women.” Clinical Interventions in Aging, 
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Ongoing Research 
and Emerging 
Delivery Formats Are 
Pushing Resveratrol 
to New Heights

Representatives from Evolva 
discussed the latest 
developments for the 
company’s resveratrol
ingredients.

At SupplySide East, resveratrol supplier 

Evolva (Reinach, Switzerland) discussed the 

latest developments around the company’s 

brand-name resveratrol ingredients.

Studies in the Pipeline
Evolva is awaiting the results of what the 

company says will be the largest and longest 

study ever to exist on resveratrol. Th e two-

year study1, called RESHAW (“Supporting 

Healthy Aging in Women with Resveratrol”), 

is being conducted by University of Newcas-

tle, Australia, researchers in menopausal 

women and examining the eff ects of Evol-

va’s fl agship Veri-te resveratrol ingredient 

on cognition, mood, physical function, and 

bone mineral density loss associated with 

menopause, the company says. Th e study 

is expected to be completed by the end of 

this year.

Another study2 is examining the eff ects of 

Veri-te resveratrol supplementation on cog-

nitive function, gut microbiota, and cerebral 

blood fl ow. Th e study, being conducted by 

researchers from Th e Brain Performance and 

Nutrition Research Centre at Northumbria 

University in the UK, is investigating the re-

lationship between gastrointestinal microbi-

ota, infl ammation, diet, and brain function, 

says Evolva. Th e fi rst part of this three-part 

study is expected to be completed by the end 

of this July, the company adds.

Expanding Delivery Formats and 
Market Interest
Th e company says it also continues to see in-

terest grow in the new water-dispersible ver-

sion of its resveratrol ingredient, introduced 

at last year’s SupplySide West show. Origi-

nally named Veri-te Resveratrol CWD 90, the 

ingredient was recently rebranded with the 

name Veri-Sperse.

Th e ingredient was created using 

LipiSperse dispersion technology from Phar-

mako Biotechnologies (Australia), which ul-

timately renders the resveratrol—which oth-

erwise is not water soluble—dispersible and 

ready for use in liquid formulations and in-

stant powder beverages. At SupplySide East, 

David Tetzlaf, senior marketing manager for 

Evolva, said that a study examining the po-

tential increased bioavailability that the dis-

persible Veri-Sperse off ers may be completed 

later this year.

Tetzlaf said it’s exciting to see its resvera-

trol in more products on the market. At Sup-

plySide East, he told Nutritional Outlook, “Th e 

trend that we’re seeing, which is really excit-

ing, is more companies using resveratrol in 

combination with other ingredients. While 

we’d love to sell resveratrol alone, it’s great 

seeing it going into other areas where maybe 

consumers are just becoming aware of res-

veratrol in some ways. So, people might be 

buying something because they’re familiar 

with some of the other ingredients and now 

they’ll begin to see that resveratrol supports 

cognition and other health concerns as well.” IM
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Ashwagandha suppliers 
talked about how they are 
positioning brand-name 
ashwagandha ingredients 
as a reliable source for the 
market.

Ashwagandha 
Standardization 
Increasingly Important 
as Adulteration Grows

Ashwagandha sales are growing alongside 

more incidents of ashwagandha adultera-

tion. In January 2019, the Botanical Adulter-

ants Prevention Program (BAPP) reported1 

that U.S. sales of ashwagandha (Withania 

somnifera) in the mainstream and natural 

channels grew, collectively, 39% in 2014-

2017 ($4.53 million in 2014 to $12.24 million 

in 2017), refl ecting the emerging interest in 

the ingredient in North America. (BAPP is 

a nonprofi t educational program led by the 

American Botanical Council, the American 

Herbal Pharmacopoeia, and the University 

of Mississippi’s National Center for Natural 

Products Research.) With interest growing, 

the report notes, “increasing demand has 

created pressure for increased cultivation, 

which is lagging behind the demand…” 

In the face of this, adulteration of ashwa-

gandha root extract continues, including 

“by adding undeclared extracts from aerial 

parts of the plant,” the report notes. At Sup-

plySide East, ashwagandha suppliers talked 

about how they are positioning brand-name 

ashwagandha ingredients as a reliable 

source for the market.

Shaheen Majeed, president worldwide of 

Sabinsa Corp. (East Windsor, NJ), said that 

his company, a leader in the turmeric mar-

ket, a skyrocketing market that continues to 

face adulteration threats each year, worries 

that ashwagandha adulteration will develop 

in the same way adulteration has in the tur-

meric market.

“What we saw in the turmeric market 

was that people started to adulterate it with 

synthetic curcumin, so we’re worried that as 

ashwagandha popularity increases, people 

are either going to start putting stems and 

branches and twigs from other plant parts, or 

they are going to try to synthetically create a 

withanolide”—withanolides are the primary 

active constituent of ashwagandha—“and 

systematically put it into the process. We’re 

very worried about that. So, companies like 

Sabinsa have to take [the problem] by the 

reins and see what we can control,” he told 

Nutritional Outlook.

Last year, for instance, Sabinsa launched a 

brand-name ashwagandha ingredient called 

Shagandha. Th e USP-verifi ed, standardized 

ingredient ensures that manufacturers get a 

consistent supply of the ingredient.

“We’ve made sure that Shagandha is by 

the book,” Majeed said. “When we talk to 

customers, we’re confi dent that they can 

follow the USP monograph and replicate the 

fi ndings over and over again. Th at kind of 

sustainability creates longevity for product 

in this industry.” Majeed added that while 

Sabinsa has supplied ashwagandha for de-

cades, its foray into this standardized ver-

sion is important given the current market 

landscape and risk of adulteration. Already, 

he said, interest in Shagandha is very high. 

“South Africa was one of the fi rst places to 

launch a proper Shagandha formulation,” he 

said. “Th ey were right off  the bat.”

Bruce Brown, president of Natreon Inc. 

(New Brunswick, NJ), said that his compa-

ny’s Sensoril brand of ashwagandha likewise 

fi nds that standardization is key not only to 

staying in the game but to providing a foun-

dational ingredient off  of which to base clin-

ical studies.

“For us, it’s critical,” he said. “Sensoril is 

patented, and we standardize every lot sold 

according to our product specifi cation that 

is based around three bioactives—withan-

olide glycosides, withaferin A, and oligosac-

charides. For us, transparency and trust are 

critical.”

Th e presence of trustworthy ingredients will 

be especially important as the ashwagandha 

market continues to grow, as it shows no sign 

of slowing. “We’re seeing sales growth in ash-

wagandha as a category, and Sensoril specifi -

cally, as we look across delivery platforms, and 

food and beverage, into supplements—and 

now, into sports nutrition. We also see real 

growth in categories such as sleep, mood, and 

stress, and the reason for the growth, especial-

ly with Sensoril, is because of really strong clin-

ical trials that are trusted by major CPG and 

natural food companies.”

“When you look for source, look for brands 

and companies you trust and know,” Brown 

added.
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Which ingredients meet 
the requirements of a 
paleo diet?

Making Paleo 
Sourcing Easier

Which ingredients meet the requirements 

of a paleo diet? One ingredient supplier, Ec-

uadorian Rainforest (Clifton, NJ), a supplier 

of all-natural fruit, herb, marine, spice, and 

vegetable ingredients for the nutraceutical 

market and specializing in ingredients from 

South America and beyond, is making it even 

easier for its clients to determine which in-

gredients in its portfolio are truly paleo.

At SupplySide East, Ramon Luna, mar-

keting coordinator, said Ecuadorian Rain-

forest sees the “massive growth” taking 

place in the lifestyle diets consumers are 

now following—namely, keto, paleo, and 

vegan. Th e company has identifi ed and is 

now distinguishing clearly for formulators 

which ingredients it supplies that meet the 

needs of each specifi c diet. 

“We want to make sure that manufac-

turers who are out there looking to address 

some nutrient holes in those diets know 

that we can off er ingredients that can help,” 

said Luna.

Ecuadorian Rainforest off ers such pop-

ular ingredients as quinoa and fl ax seed “to 

round out a paleo diet.” High-fi ber nutrients 

are also helpful in ensuring paleo consumers 

stay healthy; to this end, the company of-

fers ingredients such as blueberry fi ber and 

raspberry fi ber. Other ingredients of paleo 

interest that the company provides include: 

1) caulifl ower, which Luna calls a “good 

source of glucosinolates, a sulfur-contain-

ing compound, along with essential fi ber” 

and “a great, low-carb alternative to grains,” 

2) avocado (“a great choice for essential fatty 

acids along with a number of nutrients” and 

“perfect for a functional paleo beverage,” 3) 

berries (“Blueberries to strawberries and all 

the way to raspberry, berries can add antiox-

idants and also a shot of nutrition to func-

tional foods,” Luna said), and 4) pumpkin 

seed (“Full of protein, pumpkin seed is a top 

choice for a paleo-friendly protein formula-

tion while the vitamins make it ideal for a 

natural multivitamin,” he said.)

Sibelius Natural Products 
discussed why its 
Sibelius Sage ingredient 
is reinvigorating sage as a 
nootropic ingredient.

The Brain Health 
Market Needs This 
Branded Sage 
Ingredient, Says 
Sibelius 

Mention sage, and for some customers, the cu-

linary herb comes to mind. However, sage has 

numerous historically documented cognitive 

IM
A

G
E 

C
O

U
RT

ES
Y/

 Y
A

RU
N

IV
-S

TU
D

IO
- S

TO
C

K.
A

D
O

B
E.

C
O

M



■ NUTRITIONAL OUTLOOK20 MAY 2019

benefi ts that has given this ingredient a pres-

ence in the brain-health market. Now, there is 

a new branded sage ingredient on the market. 

At SupplySide East, Sibelius Natural Products 

(Oxford, UK) discussed why its Sibelius Sage 

ingredient (Salvia offi  cinalis L.), recently intro-

duced and distributed by Barrington Nutri-

tionals (Harrison, NY) in the U.S., is reinvigo-

rating sage as a nootropic ingredient.

Grown in the UK, Sibelius Sage is stan-

dardized to greater than 2.5% rosmarinic 

acid. Th e company’s own research on Sibelius 

Sage includes a 2008 study1 in healthy seniors 

showing improvements in secondary mem-

ory and accuracy of attention. Other studies 

done on general sage ingredients have also 

shown cognitive benefi ts, such as in young-

er adults.2 And while other sage ingredients, 

branded and unbranded, exist in the market, 

Sibelius says that it can prove that its sage in-

gredient stands out from the rest.

Th e company uses its patented technolo-

gy, trademarked Chronoscreen, to confi rm, 

on an ongoing basis, that its species and 

preparation of Sibelius Sage has unique and 

benefi cial biological activities—diff erences 

that the company says set it apart from other 

sage extracts in the market.

“Each harvest year, we make sure, using 

Chronoscreen, that we are confi rming the 

biological activity because, with herbal in-

gredients, there are many variables that can 

occur,” said Inger Larsen, director of sales, 

North America, for Sibelius Natural Prod-

ucts, at SupplySide East.

Unlike many herbal suppliers, Sibelius was 

actually founded fi rst on its testing technolo-

gy. Th e company describes how, as a spin-off  

from Oxford University, Chronoscreen was 

its fi rst development, and then, the compa-

ny set about cultivating its own proprietary 

ingredients utilizing the Chronoscreen plat-

form. Chronoscreen is a biological assay us-

ing the roundworm, Caenorhabditis elegans 

(C. elegans), which have strong physiological 

similarities to humans and, as the company 

says, provides a “3R (refi ne, replace, reduce)–

endorsed in vivo model for screening ingredi-

ents like sage.”

Sibelius has used Chronoscreen as the 

foundation to investigate biochemical path-

ways that, in the end, determined the poten-

tial cognitive benefi ts of the ingredient, Lars-

en said. Th is information also serves as the 

basis for future clinical studies on this and 

other ingredients, she added. “Chronoscreen 

is really comprehensive. Before you even get 

to the clinical trials with humans, you have 

some sense not only that it’s going to work, 

but why it’s working,” she said.

Such information works hand in hand, 

she pointed out. For instance, based on the 

clinical trial on Sibelius Sage in 2008, further 

Chronoscreen testing enabled the company 

to determine, based on gene expression, that 

the ingredient was acting “in the same path-

ways as anticholinesterase chemicals,” she 

said. (Anticholinesterase chemicals help pre-

vent the breakdown of the neurotransmitter 

acetylcholine.)

Th is kind of screening gives Sibelius Sage 

a leg up, Larsen said. For instance, some un-

branded sage ingredients aren’t very trans-

parent in terms of how the leaf was harvest-

ed, how extraction was done, etc. “All those 

things determine the eff ectiveness of the 

ingredient,” she said.

 

References

1. Scholey AB et al. “An extract of Salvia (sage) 

with anticholinesterase properties improves 

memory and attention in healthy older vol-

unteers.” Psychopharmacology, vol. 198, no. 1 

(May 2018): 127-139

2. Kennedy DO et al. “Eff ects of cholinesterase 

inhibiting sage (Salvia offi  cinalis) on mood, 

anxiety and performance on a psychological 

stressor battery.” Neuropsychopharmacology, 

vol. 31, no. 4 (April 2006): 845-852

SupplySide East 2019 Show Report

IM
A

G
E 

C
O

U
RT

ES
Y 

O
F 

SI
B

EL
IU

S



NUTRITIONAL OUTLOOK ■ 21MAY 2019

PTSD symptoms include fl ashbacks, emotional numbness, 
and recurrent nightmares.

French Oak Wood Antioxidant May Help 
Improve Post-Traumatic Stress Disorder 
Symptoms

Robuvit, a proprietary French oak wood ex-

tract, may help suff erers of post-traumatic 

stress disorder with their symptoms, accord-

ing to a new study. Th ere are nearly eight 

million adults suff ering from post-traumatic 

stress disorder (PTSD) in the United States, 

according to the U.S. Department of Veter-

ans Aff airs.1 PTSD symptoms include fl ash-

backs, emotional numbness, and recurrent 

nightmares.

Th e new study2 on Robuvit published in 

Minerva Medica was conducted in individu-

als who were diagnosed with PTSD but who 

were otherwise considered healthy. Th e sub-

jects were survivors of major earthquakes 

that had occurred in Central Italy. Th e sub-

jects were separated into two groups. One 

group (18 subjects) received only standard 

management comprising exposure therapy 

and psychotherapy for four weeks. Th e other 

group (16 subjects) received standard man-

agement in addition to supplementing with 

300 mg/day of Robuvit, the French oak wood 

antioxidant extract, for four weeks.

Subjects reported on changes in recur-

rent memories and dreams, transient walk-

ing-dissociative states and reaction fl ash-

backs/hallucinations, alarm reactions and 

intense emotion distress, emotional numb-

ness, and social disinterest and detachment. 

In Robuvit subjects, all of these issues saw 

improvement. In addition, supplemented 

subjects experienced reduced sleeping prob-

lems, irritability, and fatigue.

Subjects’ plasma free radicals were also 

measured, because PTSD suff erers often 

experience high levels of oxidative stress. 

Researchers found that oxidative stress 

levels decreased signifi cantly in the Robu-

vit group, leading them to conclude, “Th e 

results of our study indicate a signifi cant 

eff ect of Robuvit on PTSD symptoms and 

oxidative stress levels over a relatively limit-

ed period of observation. Th e improvement 

with Robuvit is faster and larger than that 

seen with standard management only.”

Robuvit is a proprietary ingredient from 

supplier Horphag Research (Hoboken, NJ). 

In past studies, Robuvit has been shown to 

boost energy, reduce fatigue, improve phys-

ical performance and mood, and help with 

chronic fatigue. It also provides detoxifi ca-

tion benefi ts.

In a company press release, natural health 

physician Dr. Fred Pescatore commented on 

this study: “PTSD is often treated with selec-

tive serotonin reuptake inhibitors (SSRIs). 

Th is new research shows results from a natu-

ral antioxidant that reduced oxidative stress 

in the body, reduced PTSD symptoms and 

boosted energy—without side eff ects.”

He continued: “Th is research shows inter-

esting fi ndings relating PTSD to oxidative 

stress to PTSD symptoms. We know that 

stress has a physical eff ect on the body. High 

levels of oxidative stress lead to higher levels 

of free radicals, which can cause large chem-

ical chain reactions in the body. Further ex-

ploration into reduction of oxidative stress 

may represent an important option in PTSD 

treatment,” Pescatore said.

At SupplySide East, where the study was 

announced, Sebastian Bornet, vice president 

of global sales and marketing for Horphag 

Research, said that this study in PTSD suf-

ferers also confi rms some endpoints that the 

company had already seen with Robuvit in 

previous studies, including its ability to assist 

with healthy sleep. 
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