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viewEDITORIAL

EXECUTIVE EDITOR–TECHNICAL  •  FEDERD@BNPMEDIA.COM

David Feder, RDN

“The more things change, the more they stay the same,” goes the saying. With 2020 well in the past and 2021 half 

over, it’s a safe bet to say things are going to be di�erent now. Better-for-you food and beverage products have 

been big business for a long time, occupying a solid corner of the food and beverage industry and enjoying strong 

and steady growth over the years. Yet after a year and a half of total disruption, signs are that consumers have 

taken a great leap forward when it comes to the attention they place on what they consume.

The research organization The Hartman Group kept up a steady �ow of analyses throughout the troubles of the 

past couple of years. As 2020 gave way to this year, in their “What Will Health + Wellness Mean in 2021” report, 

the group noted that one-third of US consumers are, among other positive e�orts, sleeping more, exercising more, 

consuming more functional foods and beverages, and more of them are taking supplements. The report concludes 

that these actions align with “adopting entirely new solutions or rededicating oneself to regular use of familiar 

ones.”

Another Hartman study, “Functional Food & Beverage and Supplements,” noted that “consumers are seeking 

empowerment in order to take control of both their own and their family’s health through behaviors that build 

immunity and resilience.” Consumers’ concerns over “green” issues also rose sharply. Upcycling, organics, 

sustainability, corporate responsibility, and living wages reached enough of a tipping point in the consumer 

zeitgeist where the Hartman Group termed sustainability and company responsibility a “business imperative.”

The More Things Change
Could we be at a tipping point in how Americans will perceive 
and enjoy what they consume?

Consumers are making greater efforts to take better care of 
themselves and their families, but �avor and indulgence also 
continue to provide much-needed comfort.

The political turmoil that accompanied the health turmoil in this recent time period also impacted the food 

world. In the years preceding the onset of the global pandemic, the US food industry’s fascination with global 

�avors and international culinary in�uences was becoming �rmly entrenched in the mainstream.

Last spring, Hartman spotlighted a ripple in the approach to ethnic cuisine in�uences in “Revisiting the Diversity of 

American Foodways.” The group’s researchers concluded, “How we understand diversity in the US has evolved due 

to both changing patterns of immigration and changing de�nitions of race and ethnicity, with rami�cations for our 

food and beverage culture.”

Whether these rami�cations will be positive or negative remains to be seen, but in the new era of cancel culture 

and accusations of cultural appropriation, product developers could �nd themselves getting the wrong kind of 

attention for something along the lines of an “Asian Style” breakfast bowl or a less-than-authentic Nashville Hot 

Chicken appetizer.

Such disruptions will prove to be minor, though, as �avor and indulgence also continue to provide much-needed 

comfort to American consumers. Ingredient technologists have enjoyed phenomenal success in the past few years 

cracking the code on fats, sugars, meats, seafood, dairy, alcohol, and other products that formerly were a source 

of worry to consumers.

Analogs and variations of all these items that have few or no calories and healthful enhancements have ensured 

that foods and beverages are not destined to “stay the same” as they were and that, as they hit the mainstream, 

people will have at least one big worry lifted from their shoulders. They can have their cake—and burgers and ice 

cream and cocktails—and enjoy them too. PF
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This spring saw PepsiCo team up with NBA basketball icon LeBron 

James to launch MTN DEW RISE ENERGY, a new six-item line.

O�cials say the 16oz canned drinks contain approximately 180 mg of 

ca�eine, vitamins A and C, antioxidants, and fruit juice. Speci�cally, 

they feature citicoline and ca�eine to boost mental clarity and zinc 

for immune support. 

Varieties include Pomegranate Blue Burst, Orange Breeze, Strawberry 

Melon Spark, Tropical Sunrise, Berry Blitz, and Peach Mango Dawn. It 

is available at all major retail locations where PepsiCo products are 

sold for an average MSRP of $2.59.

Rise Up!

"As energy beverages evolve to provide even more functional bene�ts, we're excited to introduce the new MTN DEW 

RISE ENERGY for those looking for a morning boost with enhanced mental clarity and immune support that helps 

you conquer the morning to conquer the day," said Fabiola Torres, chief marketing o�cer and senior vice president, 

Energy Category, PepsiCo. "LeBron is the epitome of motivation and has achieved legendary status by seizing every 

morning. He not only continues to excel on and o� the court but has dedicated his life to help others rise as well."

GoodSport Nutrition LLC, Chicago, says new 

GoodSport is a “�rst-of-its-kind natural sports drink 

made from the goodness of milk that delivers 

superior hydration—backed by science—in a clear, 

delicious, thirst-quenching beverage.”

Founder & CEO, Michelle McBride conceived the 

concept after being frustrated with the category 

options. 

"I didn't want my son drinking the sports drinks �lled 

with arti�cial ingredients that were being o�ered at 

his baseball games," she said. "I gave him chocolate 

milk as a healthier alternative after his workouts and 

it provided the inspiration to look at milk as a 

source of hydration during physical activity."

Milk-based Hydration

GoodSport debuted at Amazon.com and goodsport.com in 12-packs of 16.9oz bottles in four �avors: Lemon Lime, 

Fruit Punch, Wild Berry and Citrus.  It will be available in select Chicago area retailers this spring with broader 

distribution to follow.

O�cials say GoodSport delivers three times the electrolytes and 33% less sugar than traditional sports drinks. All 

ingredients are from natural sources, it is a good source of calcium, excellent source of B vitamins, lactose free 

and shelf stable.

GoodSport has been scienti�cally shown to provide rapid and long-lasting hydration.  A scienti�c study published 

in the scienti�c journal, Nutrients, demonstrated that GoodSport continues hydrating two hours after it is 

consumed.

Nutrabolt, Austin, Texas, expanded its C4 Energy beverage line 

with C4 Smart Energy Natural Zero. C4 Smart Energy Natural 

Zero contains zero sugar or arti�cial sweeteners, zero calories 

and zero arti�cial �avors. 

"We have been perfecting the C4 Smart Energy Natural Zero 

formula for nearly two years now in response to the growing 

demand from our C4 Energy family," said Doss Cunningham, 

Nutrabolt chief executive o�cer. "Since the very beginning, over 

18 years ago, we have never compromised, only using the best 

high-quality ingredients that are backed by science, and the 

creation of C4 Smart Energy Natural Zero is no exception."

Smart Choice

O�cials say C4 Smart Energy Natural Zero o�ers plant-based energy from green tea extract, along with Cognizin 

citicoline, for brain health support, focus and attention. Flavors include Cherry Lime, Blackberry, and Grapefruit. 

The products are naturally sweetened with stevia and contain no arti�cial colors or dyes.

C4 Smart Energy Natural Zero comes in 12-packs of 12 �. oz cans for $27.99. Nutrabolt is the operating name for 

Woodbolt Distribution LLC. The company's sports nutrition portfolio also includes Cellucor and XTEND products. 

Cognizin is a registered brand of Kyowa Hakko USA Inc. 

A multi-faceted team of �tness, health and beverage industry changemakers—including Dwayne (“The Rock”) 

Johnson, bodybuilder Dany Garcia, Dave Rienzi and John Shulman—announced the launch of ZOA, a healthy energy 

drink. 

“Energy and immunity play an essential role in performance, whether inside or outside the gym,” said Reinzi, a 

strength and conditioning coach. “As an industry specialist, I’m keenly aware that the quality of what we put in our 

bodies impacts our entire day. ZOA was created to con�dently deliver the best possible ingredients, formulation 

and amazing taste. Our rigorous development process has enabled us to create a healthy energy beverage that 

truly champions our consumer.”

O�cials say each 16oz can of ZOA boasts a clean blend of green tea and green unroasted co�ee, added 

electrolytes and amino acids; as well as carefully selected superfoods such as turmeric, camu camu and acerola.

The 10-item line includes Original, Super Berry, Wild Orange, Pineapple Coconut and Lemon Lime �avors that all 

comes in two forms: 100-calorie or zero sugar. The Molson Coors Beverage Company will be the exclusive 

distribution partner for all retail locations.

Healthy Energy

Healthy lifestyles company Seacret Direct LLC, 

Scottsdale, Ariz., expanded its nutrition 

platform with a Seacret ENERGY drink mix. The 

company says it delivers a USDA-certi�ed 

organic, plant-based blend of natural 

ingredients with antioxidant bene�ts and no 

added sugar. 

The product comes in a Raspberry Blast �avor 

and ingredients include goji berry, acai berry, 

monk fruit, matcha green tea, green co�ee 

extract, moringa leaf, maca root, ginseng root 

extract and cordyceps. 

Better Blend

O�cials say the product’s “secret” is green ca�eine. 

“Seacret ENERGY contains organic-certi�ed green co�ee bean and matcha green tea to deliver 120mg of ca�eine in 

each (8.05g) single-serve sachet,” the company says. “… Because Seacret ENERGY utilizes botanically sourced 

ca�eine and contains additional plant-based co-factors, it helps the body modulate ca�eine absorption. People 

experience a smoother, more sustained energy delivery which helps support mental clarity and focus over a longer 

period of time.” PF
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Just in time for summer grilling season, Sweet Earth Foods, Moss 

Landing, Calif., launched a Sweet Earth Vegan Jumbo Hot Dog and a 

reformulated Sweet Earth Awesome Burger 2.0.

“Delivering on the juicy taste of a classic ballpark-style frank, Sweet 

Earth Vegan Jumbo Hot Dogs are 23% bigger than top competitors' 

products and have a satisfying snap,” the company says. The hot dogs 

feature a pea and potato protein base.  

O�cials say the Sweet Earth Awesome Burger 2.0 is �rst plant-based 

burger using a mix of hemp and protein from fava beans in addition 

to pea protein as its base.

Summertime Solutions

"The Sweet Earth Awesome Burger saw incredible success at its launch in 2019, but at Sweet Earth Foods we're 

constantly asking ourselves and our customers how we can make our plant-based proteins tastier, more craveable 

and more like traditional animal-based proteins" says Ryan Riddle, senior product development specialist with 

Nestlé and Sweet Earth. "Over the last year we have continued our product development, listened to consumer 

feedback, and made the Awesome Burger 2.0 even juicier with a bee�er �avor and meatier texture."

Sweet Earth Vegan Jumbo Hot Dogs have a suggested retail price of $6.99; the Awesome Burger has a suggested 

retail price of $5.99. 

Forager Project, San Francisco, expanded its organic, 

plant-based line with �ve ice creams made with 

organic cashewmilk and free of lactose, dairy, soy 

and gluten. Varieties include Vanilla Bean, 

Bittersweet Chocolate, Cookies & Cream, Salted 

Caramel and Mint chip.

"Our expansion into dairy-free ice cream is another 

step toward achieving our goal to make delicious, 

organic, plant-based food that leaves people 

amazed," said Forager Project Co-Founder and CEO 

Stephen Williamson. "With our hero ingredient, 

organic cashews, we've created our ice creams to 

give consumers a delicious dairy-free treat that's full 

of �avor and taste and free of pesticides, chemicals 

and GMOs."

Cashewmilk Ice Cream

Forager Project's new line of Organic Dairy-Free Ice Cream is available at retailers nationwide for $6.99, including 

Whole Foods Markets, Natural Grocer's, Market Basket, Earth Fare, and many other retailers nationally.

Forager Project’s broader line also includes yogurts, nut milks, cheeses, sour cream, ke�rs, shakes, butter, and 

vegetable-based chips. 

Gathered Foods, Austin, Texas, expanded its 

plant-based Good Catch frozen seafood line 

with three new breaded o�erings: Fish Sticks, 

Fish Fillets and Crab Cakes. O�cials say the 

products feature Gathered Foods’ proprietary 

six-legume blend of peas, chickpeas, lentils, 

soy, fava beans and navy beans.

Better with Breading

"These products are game-changers for the industry," said Chad Sarno, co-founder and chief culinary o�cer. 

"Consumers have become more aware of the environmental impact of eating seafood and we're proud to be a 

delicious, culinary-driven solution. We're pushing culinary boundaries every day to deliver the taste and texture 

consumers expect from seafood. This product line has surpassed our expectations and we are incredibly proud."

Gathered Foods says the �aky plant-based white�sh sticks (MSRP $5.99) have 12g protein per �ve sticks, each 

coated with a light, crispy breading. Each box contains 10 �sh sticks. Plant-Based Breaded Fish Fillets (MSRP: 

$5.99) deliver 12g of protein per serving. Each box contains two �sh �llets. Plant-Based Breaded Crab Cakes (MSRP: 

$5.99) have 15g of protein per serving features a lump crabmeat-like texture and sweet crab �avor complemented 

with bell peppers, green onions, parsley and a hint of spice. Each box contains four crab cakes.

Today’s households have all kinds of di�erent diets and food preferences – from lactose-intolerant to vegan, and 

everything in between – which can make it tricky to plan meals to please everyone's taste buds. That's why Bel 

Brands USA, Chicago, says it developed Nurishh. It establishes Bel among the �rst traditional cheese companies to 

add plant-based cheeses to its product portfolio.  

"Food plays a big role in cultivating happy and healthy moments, because the simple act of sharing a meal holds 

the power of bringing families together," said Florian Decaux, plant-based acceleration director for Bel. "Nurishh 

can help you create dishes that bring everyone to the table – like a perfectly melted grilled cheese or a delicious 

cheesy pizza."

Decaux says Bel applied its French cheese-making expertise to strike the balance of cheesy taste, meltability and 

comfort—all in a plant-based product. Certi�ed plant-based and lactose-free, Nurishh serves up a good source of 

calcium and vitamin B12 and contains no arti�cial colors or �avors. Nurishh is available in six varieties: Cheddar, 

Mozzarella and Provolone Style Slices; Cheddar, Mozzarella Style Shreds; and a Cheddar & Mozzarella Style Blend.

Best of Both Worlds

Eat the Change, Bethesda, Md., says its mission is to create chef-crafted and nutrient-dense snacks that help 

mitigate climate change. In that spirit, the company introduced its �rst namesake product line: Eat the Change 

Organic Mushroom Jerky.

The line’s �ve varieties include Sea Salt + Cracked Pepper, Hickory Smokehouse, Maple Mustard, Habanero BBQ and 

Teriyaki Ginger. Prices start at $5.99 for a 2oz bag of mushroom jerky.

O�cials say each bag of mushroom jerky starts with organic portobello and crimini mushrooms sourced from a 

family farm in Kennett Square, Pa. Ingredients include bruised, oversized and usually discarded stems that would 

not normally make it to the retail shelf. Mushrooms then are marinated in a savory spice blend and smoked using 

fallen hickory branches to mimic the deep, smoky �avors of traditional meat jerky, while also ensuring a 12-month 

shelf life. 

Eat the Change is the brainchild of Seth Goldman, founder of Honest Tea and chair of the board at Beyond Meat; 

and chef and renowned restaurateur Spike Mendelsohn. Eat the Change’s Organic Mushroom Jerky adheres to the 

company’s �ve planet-based commitments. The product is 100% plant and fungi based; USDA certi�ed organic; 

supports biodiversity (avoiding big crops); made from upcycled imperfect produce; and packaged in recyclable 

materials.  PF

Mushroom Jerky
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BOTANICAL
Bene�ts

NEW PRODUCT trends

Scouting the next ingredient trend to sprout up in new foods and drinks? The supplement market shows health-

conscious consumers are learning more about botanical ingredients—and leaning toward them in new supplement 

purchases.

This is particularly true in the US market, where overall supplement use is traditionally relatively high. And today, 

in the wake of a COVID-19 pandemic, consumers’ heightened awareness is reaching new levels. In particular, it’s 

important that botanical ingredients are linked to immune support in addition to other potential positive physical, 

mental and emotional attributes.

It is the ongoing anxiety from COVID-19 that pushed consumers toward prioritizing immune health. In fact, Innova 

Market Insights included “In Tune with Immune” as one of its Top Ten Trends for 2021. 

Innova Market Insights research indicates that 54% of global consumers claimed to have spent time educating 

themselves on ingredients and procedures that could boost their immune health in the wake of COVID-19. 

Consumers were asked which elements would be most important to achieve immune health. In order, the top 

leading responses were “getting enough sleep,” “being healthy physically” and “choosing foods naturally high in 

nutrients (vitamins, minerals, antioxidants).” There is an associated increase in interest in botanical ingredients, in 

particular.

By LU ANN WILLIAMS, Contributing Editor

Botanical ingredients �ourish; add function and 
appeal to new foods and drinks.

Photo courtesy of: Getty images / jchizhe

Want botanical bene�ts? Just 
add water. Consumers can 
create their own botanical 
infused water by simply 
infusing each tea bag in cold 
water for 8 minutes or leaving it 
in longer for more �avor. Photo 
courtesy of: R.C. Bigelow Inc. 

Supplements remain the main approach for maintaining immune health, and these are using a wide range of 

botanical ingredients such as turmeric, echinacea, elderberry and mushrooms, in addition to more standard 

vitamins and minerals.

According to Innova Market Insights data, botanical/herbal supplements lead the US supplements market in terms 

of new product development—having now overtaken vitamins/minerals, the long term leader. Botanicals accounted 

for more than 29% of US supplements launches recorded in 2020, compared with just under 25% for 

vitamins/minerals.  In the meantime, there also is rising interest in the use of botanical ingredients in the 

mainstream food and drinks markets, particularly in beverages.

There are growing numbers of new foods and beverages with immune bene�t claims. This is particularly true in 

beverages, which are viewed as good carriers for functional ingredients.

Last year’s new immune support o�erings included Bolthouse Farms’ Superfood Immunity Boost (with elderberries, 

cranberries, echinacea and zinc); Suja Juice’s Immunity Defense Shot with Turmeric & Probiotics (also contains 

echinacea); Bigelow Bene�ts Lemon & Echinacea Herbal Tea; and Tea Forté Defense green tea (with echinacea, 

ginger and elderberry).

Adaptogens Ascending

Even prior to this accelerated interest in immunity, 

botanicals bene�ted from rising awareness of the health 

bene�ts associated with adaptogens. 

Adaptogens have emerged as a class of herbal extracts with 

claims to boost the body’s ability to combat physical, 

chemical and biological stresses—as well as elevate 

cognitive functions, mood and energy levels. They are most 

commonly associated within traditional Ayurvedic and 

Chinese medicinal practices. The main focus is in 

supplements to date, but activity here also is starting to 

move into the health-driven food and beverage space.

 With greater overall interest, consumers are learning more 

about botanicals such as ashwagandha, schisandra, ginseng, 

rhodiola and moringa. It’s also claimed that some 

adaptogens can be combined to amplify their bene�ts. For 

example, one product that blends ashwagandha, rhodiola 

and schisandra could have greater overall bene�ts than a 

product with any one of these used alone.

Company infuses sparkling water with a blend of dry hops for a citrus-
forward, IPA �avor—without the alcohol. HopWTR when adds L-Theanine 
and ashwagandha for “stress-busting” bene�ts to “deliver the chill you 
crave, without the hangover.” Photo courtesy of: HOP WTR Inc. 

Some relatively unfamiliar ingredients with low 

awareness are starting to appear in new product 

claims. One of these certainly is ashwagandha, an 

adaptogen associated with reducing stress and 

anxiety.  Interestingly, products with ashwagandha 

still are most likely to be carrying claims related to 

energy and alertness. Innova Market Insights data 

show ashwagandha claims rising sharply from a low 

base, accelerating further in 2019 and 2020, with 

supplements and sports nutrition as the leading 

applications.  

The US markets leads in the commercial application 

of ashwagandha in food and beverage launches. In 

fact, Innova Market Insights reports that the number 

of food and beverage launches tracked in the US is 

three times higher than those reported in India, 

ashwagandha’s country of origin. In 2020, 

supplements dominated use for new product 

development. Sports nutrition ranked at a distant 

second place, with a particular focus on sports 

powders. There was also growing interest in the 

more mainstream beverages categories, although 

from a small base. These include soft drinks, hot 

drinks and even some alcoholic beverages.
Plant-powered protein bars include ashwagandha, cordyceps for anxiety relief. 
Photo courtesy of: Feed Your Brain Inc. / Mindright 

Moment of Calm LLC, New York, N.Y., introduced Moment Rooibos Orange Botanical Water featuring ashwagandha 

and L-theanine. Elements LLC, Bryn Mawr, Pa., introduced an Elements by Lokai Sleep Functional Wellness Drink 

with Adaptogens. It features ashwagandha and L-theanine but is presented more as a sleeping aid. 

Other recent soft drinks launches featuring ashwagandha include Hop Wtr sparkling hop water with adaptogens 

and nootropics (HOP WTR Inc., Los Angeles); and Pep in Ya Step Wellness Shot from Happy Moose Juice Inc., San 

Francisco. This cold pressed wellness shot highlights ashwagandha’s role in promoting “a natural boost of vitality 

and energy.”

Hot beverage activity mostly involves herbal teas and infusions. Teeccino Ca�é, Inc., Carpinteria, Calif., introduced 

Teeccino Organic Mushroom Herbal Tea with Chaga (Siberian wild mushroom) and Ashwagandha and prebiotic 

inulin. Last year also saw Twinings North America Inc., Clifton, N.J., launch Twinings Calm Adaptogens Fig & Vanilla 

tea with ashwagandha, which “promotes a balanced mood.”

According to Innova Market Insights data, botanical/herbal 
supplements lead the US supplements market in terms of new 
product development, having now overtaken vitamins/minerals, the 
long term leader … [T]here also is rising interest in the use of 
botanical ingredients in the mainstream food and drinks markets, 
particularly in beverages.

Botanicals also serve natural energy boosts. In supplements, they’re incorporated to 

provide energy and potentially promote endurance, stamina and overall strength. As 

a result, this demand encompasses natural ca�eine sources such as mate and 

guarana; as well as adaptogens such as ginseng, schisandra, rhodiola and cordyceps.  

Boston Iced Tea Co., Sausalito, Calif., incorporates cordyceps in a proprietary 

mushroom blend used in its organic RTD line. It o�ers African Black Tea, Kenya 

Green Tea, Imperial White Tea and Ca�eine-free Rooibos Red Tea. O�cials say the 

teas are formulated to “energize the body, focus the mind and strengthen the 

immune system.” This spring saw Cali�a Farms, Los Angeles, introduce Mushroom 

Oat Barista Blend with cordyceps and Lion’s Mane, another mushroom long used in 

traditional Chinese medicine. 

Mood Boosts

There’s also rapid growth involving new products that target “mood” and botanical 

extracts and adaptogens are key ingredients here too. “Mood: The Next Occasion,” 

was another one of Innova Market Insights’ Top Ten Trends for 2021. It highlights the 

growing importance of mental and emotional wellbeing as consumers they take a 

more holistic approach.

There is rising use of on-pack claims related to speci�c mood platforms. 

Calming/relaxing and energy boosting are the most established platforms in mood 

health. Sleep is still a niche positioning, but is quickly growing from a smaller base 

and showing potential for further innovation.

Bottom’s Up Before Bed. Some 
beverages leverage adaptogens for 
sleep bene�ts. Photo courtesy of: 
Elements LLC

Interestingly, more consumers interested in brain and cognitive health appear to be favoring new functional foods 

and beverages and switching away from traditional supplements. Since 2019, Innova Market Insights has registered 

a sharp increase in those new foods and drinks making brain health claims. In addition to traditional options such 

as omega-3 fatty acids and choline, a growing number of brain health claims are referencing botanical ingredients, 

nootropics and adaptogens.

There has been particular interest in sleep and relaxation bene�ts, no doubt boosted by the COVID-19 pandemic. 

Stress, anxiety and sleep quality are closely linked and, although recent initiatives have been led by supplements, 

there also is growing interest in the wider food and drinks market. Herbal ingredients are probably the best known 

in the sleep space. These include valerian, lemon balm, lavender and chamomile, which have long been associated 

with traditional medicine. There also are basic nutrients such as magnesium and vitamins, plus other ingredients, 

such as L-theanine. 

This year brought an interesting US launch of Verywell, a hemp-derived, adaptogenic, sparkling CBD water from 

Truss CBD USA (Molson Coors) The Unwind Blueberry Lavender Sparkling CBD Water contains L-theanine, as well 

as ashwagandha and CBD/hemp extract. Two other products Verywell varieties also had mood/brain health 

positionings: Mind & Body Strawberry Hibiscus and Focus Grapefruit Tarragon. Both also feature CBD/hemp extract 

and adaptogens.

While the primary initial focus of adaptogens involved mood and energy, there’s also growing interest from the 

beauty market. Here, botanical extracts such as moringa, turmeric, aloe vera and acerola are lauded for helping 

regulate body processes that support healthy skin the elements it needs to optimize appearance (and overall 

health).  

This is likely to develop further as the food and beverage market sees a growing number of launches that border 

on the cosmeceutical. Consumers are increasingly consuming food and drinks that support their physical 

appearance and reduce the e�ects of ageing, focusing on beauty-enhancing ingredients for the bene�t of body, 

nails, hair and skin, including the use of herbal and botanical extracts alongside the development of more 

traditional ingredients such as collagen.

Launch activity has mainly been focused on supplements to date, but like other activity is starting to move into 

the mainstream food and drinks market, particularly initially for beverages o�ering a range of health and wellness 

bene�ts.

Interest in botanical ingredients, particularly adaptogens, in supplements, food and beverages is only likely to 

develop further in the face of the increasingly holistic approach to health being taken by consumers as they look 

to optimize their physical and emotional wellbeing. PF

Lu Ann Williams is Global Insights Director at Innova Market Insights, provider of market research services including the Innova Database. 
With more than 25 years’ experience in the food industry, Lu Ann is a trend expert and frequent public speaker at events worldwide. She leads 
a team of analysts and works with global clients. Contact her at luann.williams@innovami.com
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Smoothies, shakes, and juices saw continued menu 

declines throughout the pandemic. It’s been a period 

when restaurants shifted to only delivery and/or pick-up

—and menu activity here partly can be attributed to 

di�culties in delivering juices, smoothies and/or shakes.

Interestingly, there are some similar attributes to the 

juices, smoothies and shakes that remained on menus 

and garnered consumer interest. They were indulgent or 

particularly healthy and all were di�cult to make at 

home.

Juices

Juices saw a 14% decrease in menu incidence during the 

fourth quarter period, tracked from 2017 to 2020. This 

can largely be attributed to restaurant restrictions and 

limited menus during the COVID-19 pandemic. Although 

consumers largely turned to grocery stores for their juice 

needs, restaurants that o�ered trendy and premium juice 

options were able to di�erentiate themselves throughout 

the pandemic. International (ethnic) juices, agua fresca, 

and premium options (like cider) saw menu increases in 

Q4 2017-20.

By EMMA ALLMANN , Contributing Editor

Juices, smoothies and shakes 
suffered restaurant sales 
declines—but trends show 
opportunity.

Glass is Half Full

Consumers are still interested in nostalgia and indulgence. BurgerFi 
partnered with General Mills to launch the Dunkaroos Shake in Miami and 
New York City restaurants for a limited time. It’s a "blast from the past" for 
90's kids. Photo courtesy of: BurgerFi International Inc.   

When it comes to juices, the top menu mentions, 

respectively, are “fresh,” “non-alcoholic,” “organic” 

and “house (made).” In addition to focusing on 

health, consumers are looking for a unique 

experience. Whether they recognize it or not, the 

pandemic has served to prove to consumers what 

they can provide for themselves at home—versus 

the function provided by restaurants.

Operators should try to o�er juice options that 

are unique to intrigue and excite consumers. 

“House” and “house-made” is a renewed and 

special way to convey freshness. Consumers will 

be pulled in by the implications and air of 

exclusivity o�ered by “house” juices.

Smoothies

Smoothie references have dropped by 9% on 

menus in Q4 2017-20. Although this can partially 

be attributed to limited menus and COVID 

shutdowns, the trend was evident prior to the 

pandemic as consumers looked for healthy 

alternatives.

Smoothie King summertime additions include Watermelon X-Treme and a limited 
time Hydration Watermelon. More consumers, including gymnast Gabby Douglas 
(pictured), are identifying functional bene�ts, such as hydration. Photo courtesy of: 
Smoothie King Franchises Inc.   

Functional smoothie mentions, however, are up by 7% during the same time period. Additionally, greens, seeds, and 

protein additions in smoothies are all seeing growth on menus. There is an opportunity to use smoothies as the 

healthy, functional treat consumers have been looking for.

Protein is key in smoothies. Consumers are looking for smoothies that can act as a meal replacements. This makes 

protein additions—such as like powders or protein-heavy foods—more important than ever.

Although consumers are seeking healthy and functional foods, they still have a desire to indulge. It would be a 

mistake to only o�er functional smoothies or smoothies that are strictly centered around health.

Peet’s “Summer of Strawberries” menu combines coffee appeal with a nod 
towards shakes and frappés. New limited-time additions include Mocha 
Strawberry Frappé, Matcha Strawberry Frappé, and Strawberry Crème 
Frappé. Peet’s promotes a “housemade” chocolate sauce for its Mocha 
variety. Photo courtesy of: Peet’s Coffee Inc.  

It’s interesting to note that while healthy and functional 

ingredient references have grown on menus, so too has 

whipped cream as a smoothie ingredient. Whipped cream 

saw 24% growth in menu mentions in Q4 2017-20. 

Likewise, chocolate as a smoothie ingredient saw a 2% 

rise in mentions the same time period. Smoothies are 

toeing the line between a functional snack/meal 

replacement and a treat. Expect that line to continue to 

blur and expand dayparts and smoothie occasions.

Shakes

Shake references experienced a 7% decline in Q4 2017-

20, driven largely by the decline of malt shakes, which 

saw a 16% decline in the same period. 

So where are growth opportunities? Although shakes are 

seeing a decline, dairy alternatives are primed to step in 

and o�er a health-conscious version of consumers' 

favorite treat.

Consumers are looking to treat themselves in little ways 

throughout the day. Shakes with co�ee ingredients and 

�avors allow consumers to get their daily dose of 

ca�eine in a special, “treat yourself” manner. Co�ee as a 

�avor grew in menu mentions in Q4 2017-20 (though 

directional due to a low base). The same is true of co�ee 

as an ingredient and espresso as an ingredient. 

Operators could consider formatting shakes in a manner 

similar to smoothies—where consumers have the option 

to add a shot of espresso or some protein powder will 

add functionality to this popular treat. PF

Emma Allmann is an associate analyst for Mintel's US Foodservice Reports and Mintel Menu Insights. Mintel is the world’s leading market 
intelligence agency. Its expert analysis of the highest quality data and market research helps businesses to grow. Visit www.mintel.com. 
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Prepared Foods talks bakery �avor trends with George 

Vindiola, vice president, R&D, Campbell Snacks. The 

Campbell Snacks unit includes such brands as Gold�sh 

Crackers, Farmhouse, Milano, Cape Cod, Lance, Snack 

Factory Pretzel Crisps, Snyder's of Hanover, Late July, 

and Kettle brand chips. From 2016 to 2018, Vindiola 

served as Senior Director of Operations at Pepperidge 

Farm. He was promoted in 2018 to Vice President, R&D 

Operations, Campbell Snacks. In 1996, Vindiola earned a 

B.S. in Chemical Engineering from Texas A&M University. 

His 25-year career includes product development roles 

at both Frito-Lay and PepsiCo.

Campbell Snacks works through the pandemic to develop, test 
and launch Snyder’s of Hanover Twisted Pretzel Sticks.

Crunch Time

Prepared Foods: Where do you go for snack category inspiration for new product �avors, tastes or textures? In 

what ways has it been more challenging during the pandemic? 

George Vindiola: When considering what is coming next in our portfolio, we pull inspiration from a variety of 

places. This includes looking at our Snyder’s of Hanover consumer and what they’re looking for. We value our fans’ 

feedback and take it into consideration during the ideation process.

We also look at IRI data and trend reports to see what is trending and performing well with consumers. While the 

pandemic has been challenging in many ways, we know there has been a rise in at-home snacking, so we are using 

the new trends and ways of life as inspiration to continue creating really good food.

There are as many as nine snacking brands within Campbell Snacks, a unit of Campbell Soup Company. They include Gold�sh, Lance, Snyder’s of Hanover, Cape 
Cod and Kettle brand. Photo courtesy of: Campbell Soup Co.

PF: We have a July feature on bakery �avors and see that one of your latest innovations are Twisted Pretzel 

Sticks from Snyder’s of Hanover. Can you share a little about developing and launching that product during 

COVID, while you and team members were working remotely? For example, what can you say about getting the 

seasoning �avors just right?

Vindiola: Hundreds of versions of the seasonings were evaluated, and, for months, the entire team working on 

Twisted Pretzel Sticks received daily shipments of the pretzels to taste test. We wanted each variety of the three 

�avors to be bold and complement our pretzel just perfectly. We were actually inspired by popular potato chip 

�avors!

PF: Yes indeed! Can we elaborate on the consumer trends 

that guided your �avor selections?

Vindiola: Leading up to the development of Twisted Pretzel 

Sticks, we saw a few consumers trends that helped our 

decisions including the desire for bold and spicy �avors in 

their snacks, according to Novo Taste. We also saw 

consumers seeking unique �avor combinations, which 

informed our Sour Cream & Onion variety.

PF: How do you describe the “Extreme Seasoned” Variety? 

What led you to that product over perhaps a di�erent �avor 

combination? 

Vindiola: We created Snyder’s of Hanover Extreme Seasoned 

Twisted Pretzel Sticks as it really encapsulates the bold 

�avor with a blend of delicious spices such as garlic and 

onion as well as notes of butter that leave your taste buds 

wanting more.

Starting last March 2020, Campbell Snack R&D team members 
worked through the pandemic to develop and launch Snyder’s of 
Hanover Twisted Pretzel Sticks. The line debuted in January 2021. 
Photo courtesy of: Campbell Soup Co.

PF: Other than taste, what was another critical product element? 

Vindiola: Getting the texture right was key! Our pretzels are slow-baked for an unbelievable crunch that delivers on 

texture in every bite, so we went through multiple rounds of testing until the texture was just right. 

PF: How did you approach consumer testing during such a trying time?

Vindiola: In our daily virtual meetings, we discussed the feedback from our consumers for more bold �avors to 

elevate their snacking experience to get the Twisted Pretzel Sticks seasoning just right.  We discussed all of the 

seasoning options and combinations in depth as we looked to appeal to these consumer needs. We also ran several 

rounds of consumer testing to optimize both the �avors and the texture. PF
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Prepared Foods talks bakery �avor trends with Diana 

Moles, senior vice president of innovation at The Eli’s 

Cheesecake Company, Chicago. A graduate of Culinary 

Institute of America, Moles joined Eli’s in 1987 and also 

served as vice president of R&D before her current role.

An innovator’s perspective on sweet bakery flavor tastes, trends.

Flavors Take the Cake

Prepared Foods: The past 18 months challenged restaurants and hampered menu trends. Where do you go for 

inspiration regarding new product �avors, tastes or texture? 

Diana Moles: For new product inspiration, I looked inside our company—as well as outside, to customers.  Our 

culinary talent and company culture enable us to share creative ideas, food experiences and dessert knowledge to 

create new products to meet today’s consumer’s needs.

Our customers also will request desserts and �avors that we can develop into something extraordinary. We also 

like showcase our creative abilities and elevate a concept.

During the pandemic period, I was able to spend additional time reviewing cookbooks, recipes and combing 

through social media, particularly Instagram, to get inspiration for new product ideas.  

Eli’s FABI-award winning Confetti Cheesecake. Eli’s embraced the nostalgic, “feel-good” �avor, which already is popular across the snacks and confections 
categories. Photo courtesy of: The Eli’s Cheesecake Company

PF: Although the National Restaurant Association wasn’t able to host its annual convention this year, industry 

judges still presented FABI awards to Eli’s for its Mini Dulce de Leche Pie and Confetti Cheesecake. Can you tell us 

a little about crafting your Confetti Cake �avor? 

Moles: The birthday �avor trend across food categories outside of desserts including snacks and confections gave 

us the inspiration to create a dessert for restaurants so consumers could enjoy a special occasion dessert that 

communicated birthday or celebration.

We went through several iterations until we developed a unique birthday cake and cheesecake layered composition 

that complemented each other and provided a unique and fun dessert. A vanilla cake batter is widely accepted as a 

�avor. The birthday cake cheesecake is hand-decorated with rosettes, so each slice says “birthday.”

The biggest challenge was sourcing an all-natural colored confetti with a vibrant color and would also not melt in 

the baking process.

PF: What can you tell us about crafting Eli’s Mini Dulce De 

Leche Pie?

Moles: I was inspired by the alfajores cookies we bake for our 

Eli’s Cheesecake Café.  I took this sweet, delicious dulce de 

leche �lling and paired it with our all butter cookie crust in the 

format of a mini pie.  Our dulce de leche �lling is made by a 

women-owned business. This �rst generation business (hailing 

from Argentina), uses a traditional cooking method that’s all 

natural and delicious.

Popular Hispanic �avors are now part of our dining and 

shopping experiences. Dulce de leche, in particular, is a great 

�avor to pair in desserts.

PF: You certainly have a long tenure at Eli’s! In what ways 

would you say bakery �avors and/or �avor trends have 

changed most since 1987?  

Moles: In my 33 years here at Eli’s, I have seen trends come, go 

and return. The classic �avors are here stay – chocolate, 

caramel, pecan, fruits.  I’ve seen old �avors trends become new:  

Rocky Road is now S’mores.  Then, �avors go full circle in the 

form of a redesign and repositioning.

In the 1980’s, we made Cherry Vanilla Cheesecake and today our 

new product is Cherries Jubilee Cheesecake. What hasn’t 

changed is plain cheesecake. It’s classic.

Some �avor trends return with new iterations. Eli’s current Cherries 
Jubilee Cheesecake (pictured) isn’t that different from the 
company’s Cherry Vanilla Cheesecake in the 1980s. Photo courtesy 
of: The Eli’s Cheesecake Company

PF: Anything you’d note to �avor ingredient suppliers? 

Moles: Our customers are demanding clean ingredient statements.  My ingredient “wish list” is to have a clean 

ingredient statement with no arti�cial colors or arti�cial �avors. PF

July 2021



https://www.preparedfoods.com/CPX/?utm_medium=ads&utm_source=houseads&utm_campaign=CPX21


on the menu
NEW

Da
iry

Fo
od

sSh
ow
ca
sin
g

Bel Brands USA, Chicago, introduced three new 

Boursin cheese products as “smart solutions for 

modern menus—each o�ering the storied �avor 

and texture of its legacy cheese brand, Boursin 

Garlic & Herbs Cheese.”

“Boursin is a versatile and impactful ingredient 

that chefs trust—it’s why chefs continue to reach 

for it,” says Katie Driscoll, senior brand manager. 

“Each of these new Boursin products was 

developed to provide chefs with solutions and 

give them inspiration.”

Say Cheese! 

Bel Brand’s new o�erings include Boursin Dairy Free Garlic & Herbs Cheese Spread Alternative. This is a creamy, 

plant-based product for spreads, dips, sauces and more. Boursin teamed up with Follow Your Heart to develop the 

product. This versatile ingredient is lactose-free and dairy-free, as well as non-GMO project certi�ed.

Another new o�ering involves Boursin Professional Frozen Gournay Cheese Cubes, Garlic & Fine Herbs. At 3g each, 

these ideally portioned for quick hits of Boursin �avor and creamy texture wherever needed in the kitchen.

Also new is Boursin Professional Gournay Cheese Garlic & Fine Herbs, 2.2lb tub. O�cials say the classic �avor of 

Boursin’s original recipe is now available in foodservice sizing with re-sealable packaging.

A Great Lakes regional brand, Perry’s Ice Cream, Arkon, N.Y., 

partnered with Major League baseball’s Cleveland Indians for 

Doughing, Doughing, Gone!, a new co-branded premium ice 

cream for foodservice and retail. 

The product features chocolate cookie dough ice cream 

with crushed cookie swirls and cookie dough pieces. It’s 

available in three-gallon tubs for foodservice and scoop 

shop customers. Of course it’s also available for purchase at 

Cleveland’s Progressive Field.

Meanwhile, o�cials note that every retail purchase of 

Doughing, Doughing, Gone! $.05 will be donated to 

Cleveland Indians Charities, which positively impact the 

greater Cleveland community.

Doughing, Doughing, Gone! 

“We’re thrilled to join the ‘Big Leagues’ through this partnership with the Cleveland Indians. As Perry’s continues to 

broaden our expansion in Ohio, this is an exciting opportunity for us as well as our retail and scoop shop partners 

to bring Tribe fans their �rst, very own ice cream �avor,” said Robert Denning, president and CEO of Perry’s Ice 

Cream. 

Emmi Roth, Fitchburg, Wis., introduced several new Roth cheese 

lines to address on-trend consumer tastes and operator needs. 

Emmi Roth sales materials (sourcing IRI data) note that from 2016 

through 2019, gouda cheese sales grew at four times the rate of the 

overall specialty cheese category. Addressing that trend is a new and 

improved Roth Gouda line with multiple �avors, including new 

varieties—all in wheels. Besides the basics (Original, Aged, Smoked), 

Emmi Roth’s on-trend �avored varieties include Spinach Artichoke, 

Hot Honey, Bu�alo Ranch, Serrano Cilantro, 3 Chile Pepper, and 

Sriracha.

Also new are Roth’s bulk goat cheese tubs and logs for foodservice. 

In addition to Plain, the line features �avored options such as Wild 

Blueberry, Peppercorn, Garlic & Herb, Rolled Cranberry, Rolled 

Cranberry Cinnamon, and Honey.

On-Trend Tastes

Lastly, Emmi Roth has prepared cheese kits for appetizer tastings as restaurants welcome back more patrons. A kit 

features Roth’s Mezzaluna Fontina, 6+ Month Aged Gouda, Grand Cru Reserve, Red Spruce Four-Year Cheddar and a 

Buttermilk Blue A�neé. Kits provide approximately 400 0.5oz servings along with tent cards to identify each 

variety.

US Foods Holding Corp., Rosemont, Ill., introduced three 

new dairy and dairy alternative o�erings as part of its 

Summer Scoop initiative, which was themed as “Dining Out 

Is In Again.” O�cials said the 18 items are “on-trend, 

versatile, pro�t-driving products designed to reduce back-

of-house preparation and skilled-labor demands.”

New o�erings include Chef’s Line Toasted Coconut 

Pineapple Flavored Ice Cream, which can be incorporated 

into drinks, served on its own or as an unexpected 

complement to other desserts. Also new is US Foods’ 

Thirster Organic Oatmilk. O�cials say it has a neutral �avor, 

froths like cow milk and delivers a real-milk experience for 

lattes and mochas—all with added vitamins A and D, plus 

calcium.

More to Menu 

US Foods also introduced Chef’s Line Roasted Garlic & Herb Compound Butter. It’s made with butter, olive oil, 

roasted garlic, Chardonnay, shallots, garlic, black pepper, rosemary, thyme, tarragon and parsley—and then rolled 

into a log for easy coin-like cuts. This item provides roughly one hour of labor savings compared to creating from 

scratch. It is ideal for burgers and spreads and is the perfect complement to steaks, the company says. PF
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To claim that �avorants used in baked goods are a secondary concern in batch production would be inaccurate. 

Yet the focus on the �ours, texturants, fats, and leavenings in discussions of bakery production seems to 

overwhelm all other ingredients. Ingredients such as malted grain syrups, cinnamon, chocolate, fruits, vanilla, 

spices and even �avored salts and soy sauce are what bring baked goods to life.

In sweet baked goods, chocolate, and vanilla rank as the two most popular �avors, with fruits and nuts right 

behind. And by far, sucrose is the sweetener of choice. This is for good reason: Comfort, popularity, and tradition 

are cornerstones of great bakery treats, and the standards can always be counted on to deliver. But changes in 

consumers' needs and demands—and an unprecedented increase in their knowledge of food and ingredients—has 

substantially changed their expectations.

For example, for today's average treat indulger, chocolate is no longer just chocolate. Current takes on the 

timeless classic encompasses dozens of types, from multiple countries of origin and with precisely delineated 

cacao percentages. The introduction of ruby chocolate several years ago was itself a game-changer. The 

sweeteners, too, used in chocolates have expanded to include erythritol, honey, monkfruit, and stevia, each 

presenting its own challenge for manufacturers using nontraditionally sweetened chocolate in a baked product.

By MARISA CHURCHILL, Contributing Culinary Editor

Photo courtesy of: Getty images / Wail Aldukhairy

Bakery �avors have been undergoing changes 
that call for attention.

One of the biggest 
breakthroughs in baking has 
been allulose, a sugar with the 
�avor, function, and browning 
of sucrose, but only one-tenth 
the calories. Photo courtesy of: 
Tate & Lyle, PLC

Vanilla is another fundamental ingredient that has gone beyond 

a single-word designation on a formulation. Whether whole 

bean, paste, extract, or powder, forms commonly include the 

speci�c ingredient’s terroir, as recipes call for such identi�ers as 

Madagascar or Tahitian vanilla. This has become even more acute 

as countries such as Indonesia, Vietnam, and Uganda increase 

their production of the popular �avor.

Fruitful �avorants

Fruit and fruit �avors in bakery have enjoyed two trends that 

have only proven to be for the best. The �rst is authenticity. 

Although not gone from the scene completely, such ingredients 

as arti�cial �avorings or “mock-ups,” like apple bits stained 

purple with berry juice sitting in for blueberries, are increasingly 

rare. Consumers are avid label readers and far less likely to 

accept anything but the real fruit.

The second trend is the expanded o�erings of fruits used in 

baked goods to include more exotic varieties. Whether 

in�uenced by the increased presence of fruits such as 

persimmons or butternut squash, or inspired by the wider 

availability of di�erent tropical fruits such as mango and 

passionfruit, bakers are looking beyond apples, bananas, cherries, 

and berries and “going global” with their creativity.

Ingredient technologists are creating more sophisticated natural, 
clean-label �avor concentrates and protectors to serve today’s 
bakers. Photo courtesy of: Kemin, Inc.

Better than sweet

According to the research group Euromonitor, chocolate confections were worth over $100B in global retail sales in 2020 and 
the market continues to grow. Since the recognition that cacao beans are loaded with heart-healthy antioxidants, one of the 
biggest trends in chocolate has been the marketing of “better-for-you” options. Examples run the gamut from the increased use 
of dark chocolate in baked goods (the darker the chocolate, the more concentrated the antioxidants) to the inclusion of 
chocolate forti�ed with protein or botanicals such as turmeric or cannabinoids. The next chocolate cupcakes to hit the market 
might just include ingredients for better eyesight or cognitive function.

Forms of fruits and produce used in baking are expanding along 

with variety. The ability to preserve the full �avor and nutrition 

of fruits and vegetables through technology such as extraction, 

microwave drying, and HPP (high-pressure processing) has 

allowed for the use of the more convenient and cost-e�ective 

formats of dried and powdered fruits or real fruit extracts and 

concentrates.

“Growth in fruit and vegetable �avors will continue, especially in 

powder form. These can be added to bakery products such as 

sponge cakes and biscuits,” noted Lisa Smith, cake-maker and 

owner of Ginger Bakers, Ltd., presenting in a recent panel 

discussion on bakery �avor trends.

Sweet swaps

Today’s consumers profess to trying to avoid sugar in their diet. 

Yet sugar is fundamental in sweet bakery items. A recent 

International Food Information Council study found that 76% of 

respondents were trying to limit or avoid sugars in general. That 

same survey found 6 in 10 respondents view added sugars 

negatively.

Bakery basics, such as shortenings and fats, are getting 
technological tweaks as more attention is paid to their role as 
�avor carriers. Photo courtesy of: AAK, AB

Lifestyle trends focused on healthier choices and “clean” eating, coupled with regulatory mandates and media 

messaging linking excessive sugar consumption to health concerns, are some of the key in�uencers driving the 

growing demand for sugar-reduction solutions.

Sugar reduction has presented challenges in baking, as sugar provides more than mere sweetness. To be successful, 

brands will have to �nd a balance between providing indulgence and great taste, while also providing desserts with 

an improved nutritional pro�le. A number of sugar alternatives on the market can help manufacturers in this 

pursuit.

The latest stevia sweeteners, speci�cally rebaudioside-M and rebaudioside-D, o�er improved sweetness and �avor 

dynamics as compared to earlier rebaudioside-A stevia options, enabling greater sugar reduction in an array of 

bakery applications. While stevia and monkfruit, another plant-derived sweetener about 200-300 times sweeter 

than sucrose, do a great job replacing sugar’s sweetness, they can’t make up for the loss of bulk or functionality.

The combination of sweet and 
savory that began with salted 
caramels has progressed to 
include other �avors, such as 
tart citrus and exotic fruits.  
Photo courtesy of: Southern 
Caramel Bakery

It is possible to create reduced-sugar bakery products with 

almost no sensory di�erences, but it takes careful 

formulation, often combining stevia with erythritol and 

chicory root �ber. These bulking agents help deliver the 

tenderness and mouthfeel consumers expect. In many 

bakery applications, this trio of ingredients can 

successfully replace the functionality of sugar, keep cost-

of-use in check, and deliver on consumer preferences.

Because of its small molecular size (about one-third that 

of sugar), erythritol is ideal for frozen bakery items. It 

provides a threefold freezing-point depression factor. That 

higher e�ect on freezing-point depression helps soften 

reduced-sugar ice creams, creating the scoopable texture 

consumers are accustomed to. It also helps replace sugar’s 

bulk in cakes, mu�ns, and scones. Take out one pound of 

sugar and you need to put one pound of something back in 

the formula. As a bulk sweetener, erythritol can �ll this 

role, replacing sugar at a one-to-one ratio.

Ancient grains and seeds, as �ours, inclusions, or both are adding richer 
�avor notes to breads, mu�ns, cakes, and other risen baked goods. 
Photo courtesy of: Ardent Mills, Inc.

Better baking

The “better-for-you” movement has brought a resurgence of heirloom grains and artisanal �ours to today’s baked goods. 
Ancient grains, such as millet, spelt, and kamut, and �ours from seeds like chia and quinoa, are being incorporated into baked 
goods as an alternative to wheat �our. These ancient grains are giving healthy and richly �avorful twists to breads, cakes, 
scones, and even pies and bagels.

Naturally sweet

While sugar alternatives can easily mirror sugar’s sweet taste no single ingredient can duplicate all of sugar’s 

functional roles. But one sucrose alternative that is becoming a game changer comes as close to sucrose in 

performance and �avor as possible. Allulose, a form of sugar that is chemically similar to fructose, is an ultra-low 

sugar found naturally in beets, wheat, jackfruit, and �gs. Allulose provides the bulk and browning of sucrose. 

Allulose does have a higher hygroscopisity than sucrose and so liquid content in a formulation might need to be 

adjusted slightly.

Gram for gram, allulose has approximately 90% fewer calories than sugar. Because of the above-noted ability to 

brown and provide the bulk and functionality of sucrose, it can be used to reduce or replace it in a variety of baked 

goods. While it is said to provide only 70% of the sweetness of sucrose, allulose seems to be able to slightly 

enhance the �avors most commonly appearing in baked goods—fruit, vanilla, and chocolate. However, in 

formulations that might need a slight sweetness boost, allulose works well in combination with monkfruit or 

stevia.

Malted grain syrup is another sugar alternative, ideal for use in yeast breads, bagels, mu�ns, and quick breads that 

need added richness. Malted grain syrups are made in a procedure that starts by sprouting the grain and ends by 

heating the sprouts slowly in brewing vats. Malted grain syrups are a whole-grain sweetener and about half as 

sweet as re�ned sugar, with a consistency and �avor akin to molasses.

A revival of classics like carrot cake and zucchini bread set the stage for 
reimagined upgrades using different vegetables and spices. Photo 
courtesy of: Marisa Churchill

When replacing sugar with grain syrups in baked goods, 

the quantity will be increased by a third. Additional 

formula adjustments to liquid ratios also are required. In 

yeast breads and quick breads, where only small 

quantities are being used, reformulation of liquids might 

not be required. However, in items such as mu�ns and 

tea cakes, overall liquid ratios will need to be decreased 

by a quarter to compensate for the added moisture 

content of the grain syrup.

One of the bene�ts of using a malted grain syrup in baking 

is that it acts as a �avor and color enhancer, giving more 

depth to such rich and �avorful goods as pumpernickel 

loaves, pancakes, and rye and wheat breads. Malted grain 

syrups can come from wheat, rye, barley, oats, or other 

grains. They are available in a full range of colors, from 

pale gold to deep brown. Those grain syrups from wheat 

and wheat relatives do contain gluten, however.

Spicy and savory, separate and together

“Combining traditional sweets along with savory ingredients has de�nitely become popular,” says Ginger Bakers’ 

Lisa Smith. “It’s more common than ever to see items with �avor combinations, such as lemon and rosemary 

drizzle cakes or scones �lled with cardamom-infused cream.”

While salted caramel and salted chocolate are still popular, another option bakers are turning to for savory 

enhancement is smoked and infused salts. Marrying maple syrup and a cold-smoked salt such as hickory, for 

example, can recreate a bacon-like �avor in a vegan, clean-label cornbread or scone formulation. Or a small 

amount of an espresso-infused salt can enhance the richness of a sweet co�ee-�avored pastry.

Sweet-savory �avor pro�les from Asian countries also are big news. Japanese bakers, long known for 

experimenting with some unusual �avor combinations, have launched such items as apricot-wasabi mu�ns

and black vinegar cupcakes �lled with yuzu curd.

Soy sauce has made its way into a variety of baked goods, including sweet items. Essence of soy sauce pairs well 

with banana, coconut, browned butter, and even milk chocolate. The trick for any developers experimenting with 

soy sauce as a companion to sweet �avors is in choosing the right form of soy sauce—powdered/granulated, 

concentrated, or standard—and the right strength and color, which can range from pale gold to ebony.

With everything from yuzu-�lled donuts to vibrant matcha tea 
cakes, bakery �avors will be adding a lively dimension to all sorts of 
sweets.

Spice is nice

In the world of spice, blends are ever-changing. But a few spices and herbs seem to be at the forefront of late. 

“2020 became the year that everyone discovered lavender, mostly due to its calming properties,” notes food 

blogger Katie Machado. “When used in small quantities, the �avor of lavender is �oral and sweet, but too much 

can turn the �avor intense and soapy. Cheryl Lew, baking and pastry instructor at Laney College, Oakland, 

recommends sugar cookies and hot cross buns as excellent vehicles for lavender.

Global baking �avors often include �owers and spices. Rose and orange blossom have been included in Persian and 

Indian baking for centuries. Spice blends of this region, recently popular in the US, are also sliding into baked 

goods. For example, garam masala—the Indian spice blend consisting of cinnamon, cardamom, cumin, coriander, 

pepper, and turmeric—is making appearances in baked items.

“Pumpkin spice just doesn’t excite consumers the way it used to,” says Sheela Prakash, baking expert at 

www.kitchn.com. “Garam masala is a Hindi phrase that literally means ‘warm spice’. I use it in all kinds of baked 

goods, including apple crisp, pumpkin pie, mu�n batters, and cookies. It tastes comforting and warming, and is 

much more versatile than your basic spice blends, having the signature comfort notes from cinnamon and 

cardamom, but with a spicy backbone.”

Garam masala can add warmth and pizzazz to a rich devil’s food cake or buttery pound cake. It also works well 

when swapped for the basic spices in classics like pumpkin pie and banana bread. “With more consumers tapping 

into what bakers are up to in every corner of the world, palates are becoming more sophisticated and eaters more 

adventurous,” Lew states. PF

Regular contributor Marisa Churchill is a graduate of the California Culinary Academy and studied advanced pastry skills at the Culinary 
Institute of America. She has worked in some of California’s top restaurants and appeared in a number of Food Network shows. Churchill 
currently consults on recipe and product development for multiple food companies and is the author of My Sweet & Skinny Life (Patakis, 
2015) and Sweet & Skinny (Clarkson Potter, 2011). Find more of her articles at www.preparedfoods.com. She can be contacted at 
marisa@marisachurchill.com.
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Zint LLC, New Hampton, N.Y., says new Gloss Leaf is the �rst brewed 

tea forti�ed with grass-fed collagen peptides. Zint used the virtual 

Natural Products Expo West to debut Gloss Leaf in two varieties: 

Peach, and Mango Pineapple. Each 12oz serving contains 3g of 

collagen peptides, the company says.

“Brewed from real black tea leaves, with fruit �avors and just the 

right amount of sweetness, Gloss Leaf is o�cially the most refreshing 

way to get your daily collagen boost—not to mention a touch of 

vitamin C and antioxidant �avonoids. Drink it and experience your 

natural glow,” the company says.

Zint has a broad line of nutricosmetics (for beauty), powdered 

sweeteners and organic powdered superfoods.

Sip. Beautify. Repeat.

Ingenuity Brands, San Francisco, extended its Brainiac 

kids brand with two new Omega-3 Peanut Butter Blends 

spreads. Varieties are Chocolate Peanut and Honey 

Peanut.

Each 1.15oz (33g) grab-and-go packet has 155mg of 

omega-3 DHA/ALA and 55mg of choline. Each is made 

with non-GMO ingredients, contain 6-7g of plant 

protein, are kosher, gluten and soy free.

Ingenuity Brands’ website (www.brainiacfoods.com) 

touts more new products including Brainiac Brain Bars, 

each with 75g of omega-3s, and 70g of choline. The 

company’s website describes the bars as “a smart snack 

for the whole family.” Varieties include Chocolate Chip 

and White Chocolate Oatmeal.  

Better Brains

Brainiac debuted in 2019 with a range of kid-friendly yogurt o�erings (tubes, smoothies) and came back in 2020 

with three applesauce products in squeeze pouches.

Premier Nutrition Company, LLC, Emeryville, Calif., 

added a new Chocolate Hazelnut �avor to its Premier 

Protein line of ready-to-drink Protein Shakes with 

Oats. Other varieties include Apple Cinnamon and 

Blueberries & Cream.

O�cials say Premier Protein Shakes with Oats are the 

�rst ready-to-drink shakes formulated to be enjoyed 

hot or cold at breakfast. Each shake features a creamy 

texture, 20g of protein, 8g of whole grain oats, 7g of 

�ber and 24 vitamins and minerals. A serving also has 

just 150 calories and 1g of sugar.

Shakes come in 11oz four-packs, 12-count packs and 

18-count packs. There also are 11.5oz sizes in a 12-

count package. Premier Nutrition is a business unit of 

BellRing Brands (Post Holdings), which also owns the 

PowerBar brand.

New Flavor

My Obvi LLC, Kearny, N.J., introduced a Cotton Candy Collagen Protein 

Powder and a Beauty Sleep supplement.

A healthier version of nostalgic state fair cotton candy, the limited-

edition Cotton Candy Collagen Protein Powder has 10g of collagen 

peptides and 9g of protein per serving. O�cials say the formula increases 

the absorption rate of collagen within the body and is keto-friendly, soy-

free, gluten-free, dairy-free and free of any GMO’s or �llers. 

The protein powder comes in a 12.16oz container retailing for $44.99 at 

the company’s website.

Bene�ts—Inside and Out

Di�ering from other sleep supplements on the market, My Obvi’s Beauty Sleep is not formulated with melatonin 

and GABA. Instead, o�cials say the new Beauty Sleep formula features lavender, theanine, chamomile, 

passion�ower, lemon balm, and hyaluronic acid (for beauty bene�ts). The goal is not only to improve overall sleep 

quality but provide a healthy boost to hair, skin and nails.

Beauty Sleep contains 60 supplement capsules (two per serving) and retails for $34.99 at the company’s website. 

PF
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A Feel for Flavor
New approaches to crafting foods and beverages with appealing texture

INGREDIENTchallenges

According to the International Taste Institute, taste drives 88% of F&B consumer purchase intent, making it the 

most important attribute for food and beverage products’ success and overshadowing other considerations like 

price, health and convenience. Yet taste, as the palate perceives it, is not merely a combination of aroma and 

�avor.

A signi�cant part of the perception of �avor is found in trigeminal sensations, including texture. In many cases of 

product development, while a general �avor is desired, only when the texture—the base—of a product is �nalized 

can developers �ne-tune �avor. Essentially, as with aroma, �avor and texture are in many products inextricably 

intertwined. An expected buttery, �aky croissant would be perceived as terrible if it had the texture of a fudgy 

brownie, no matter how identical the �avor.

Texture’s in�uence on �avor has become especially critical in recent years with the abundance of plant-based 

analogs of products such as meat, milk, cheese, and eggs. In these products, manipulations of texture (and aroma) 

are critical to mimicking the overall experience of their animal-derived counterparts.

Video courtesy of: Getty Images / Farknot_Architect

By JOSEPH LIGHT, Contributing Ingredient Technology Editor

Fibers and starches, fats, and 
protein all contribute their 
unique properties to create 
complex textures within 
formulations and even 
outside them as coatings. 
Photo courtesy of: Functional 
Products Trading SA/Benexia

Ingredients imparting texture come from nearly every category: 

proteins, carbohydrates, and fats, as well as whole foods such as 

nuts, dried fruits, baked and extruded items, and confectionery. 

Adding a crunchy-sweet counterpoint of toasted coarse sugar to 

soft and �aky pie crust or the soft and springy surprise of a 

marshmallow in a crispy cookie changes the entire dynamic of a 

dessert.

On a more fundamental level, emulsi�ers and stabilizers, 

including hydrocolloids and lipids, are used throughout the food 

and beverage industry to add texture and structure. Ingredient 

technologists are constantly mining new sources for novel 

ingredients to accomplish such tasks and even add subtly unique 

qualities and bene�ts.

New beans

Lipids are key texturants for adding succulent mouthfeel and 

smoothness in sauces and spreads. Lipids also are important 

textural components in plant-based foods such as dairy analogs. 

While oils from grains, nuts, and seeds have provided a variety of 

lipid options, legumes have a long tradition of serving in this 

capacity–think: soy lecithin.

Toffee is an excellent example of the complexities of texture, 
involving the hard-crack caramelization of sugar, meltingly 
soft chocolate, and a crunchy-chewy toasted nut coating. 
Photo courtesy of: Amelia Toffee Company, LLC

Among legume sources, beans from the genus Pongamia pinnata (also called Millettia pinnata), are drawing 

attention for their �avor and texture attributes and high sustainability. Pongamia is a regenerative legume tree 

with a history as a reforestation species that is expanding into mainstream agriculture.

The large clusters of bean pods that hang from the branches of the trees are nutritious and are made into a 

golden-colored, buttery rich cooking oil. It’s a mid-oleic oil, which places at the healthier end of the dietary lipids 

spectrum compared to animal fats; yet it also has some saturated fat levels for added functionality and a high 

smoke point.

Pongamia has a unique blend of saturated fats, which gives it an indulgent mouthfeel. Chefs describe pongamia 

culinary oil as tasting like ghee with a “�nish” of extra virgin olive oil. The oil’s smoke point of 437°F makes it 

excellent for frying and sautéing.

Yin and Yang

Many �avor notes, such as creamy, buttery, or fatty, can impact the way consumers perceive the texture of a product and, 
ultimately, its �avor. The selection of the right �avor, as critical as it is, has become an inef�cient process based on artistry, 
personal experience, and countless iterations.

Until recently, �avors were not necessarily speci�ed for their main attribute: their complete �avor pro�le. A new software 
tool recently has been developed that increases the effectiveness of �avor selection by creating the �rst open and 
independent sensory language. It uses a cloud-based collection management software that allows companies to describe, 
search, compare, and choose �avors more quickly and cheaply—all based on the �avor attributes.

The new tool helps developers accelerate innovation and productivity, directing them toward the best �avor for each 
application, while building data for strategic decision-making. From there, �avors can be synchronized with texture to 
enhance the full organoleptic development process.

Photo courtesy of: iSense Flavor Hub, AG 

A standout feature of pongamia oil is that it is solid at 

refrigerated temperatures and has a slow melt curve to liquid at 

room temperature. This means that it can be used to improve 

the texture and mouthfeel of buttery spreads, mayonnaise, 

sauces, plant-based milks and creamers, or dressings, among 

various applications. It also could add richness to confections.

Pongamia trees are resilient, require low inputs, and yield up to 

�ve times the amount of beans per acre as soy. Such abundant 

yields broaden access to healthier and eco-friendlier foods for 

the world’s growing population. The oil is far more sustainable 

than conventional palm oil or soy, the cultivation of which 

generates a net release of greenhouse gases. A pongamia 

orchard can capture 115 metric tons of carbon per acre over a 

30-year productive lifetime, which makes it the most 

sustainable commercial source of vegetable oil on earth.

Texture workhorses

Fibers, gums, and starches have been mainstays of texture. Their 

ubiquity in all plants means there are unlimited sources, with 

new ones regularly coming to market. A noteworthy recent entry 

is sourced from maple and is an unusual, yet highly functional 

version of cellulose. It is di�erentiated from traditional cellulose 

powder for food because it has a distinct particle size and 

shape, and thus speci�c bene�ts.

The combination of preparation technique, inclusions, and 
toppings can create a multitextured product that gives a complete 
organoleptic experience. Photo courtesy of: Yips Snacks, LLC

The new maple �ber is crafted through a patented process that takes plant materials that would otherwise be 

thrown away and treats the biomass with water under speci�c supercritical conditions–the perfect combination of 

temperature, pressure, and time. The cellulose is deligni�ed without the use of any chemicals (which also allows 

for a clean-label designation) and is converted into a hydrogel that can appear on an ingredient declaration as 

“water and maple �ber.”

The water-cellulose matrix has powerful multifunctionality. It acts as an emulsi�er, texturant, and humectant, 

applying these bene�ts to many di�erent applications. While the �ber does not deliver much viscosity to �nished 

products on its own, synergies with xanthan gum, guar gum, and methylcellulose give su�cient viscosity and 

reduce the amount of the matrix necessary to achieve texture goals.

Lipids synergize taste and 
texture, carrying and 
distributing �avor and 
conforming texture to control 
the release of �avor on the 
palate. Photo courtesy of: 
Merviva Bioenergy, Inc.

The deligni�ed maple �ber o�ers signi�cant potential in baked goods because it can often provide the 

aforementioned three bene�ts—emulsi�cation, texture, and humectancy—in one product. Texture analysis 

evaluating freshness of bakery products revealed that maple �ber could extend product freshness by at least 20%. 

It can also replace eggs in certain recipes to reduce cost or enable a vegan claim. When replacing eggs in a baked 

product, the recommendation is to use the �ber at around 25-30% of the amount of egg being removed. The 

balance can be made up with water.

Gums remain at the top of the texturizer list, especially gum acacia. It is natural and completely soluble in 

formulations. Acacia also is odorless, �avorless, and highly versatile, able to be used in nearly any type of food and 

beverage applications to add support and texture. As a typically organic, vegan, non-GMO ingredient, acacia has 

been generating renewed attention for its health bene�ts due to its function as a highly soluble dietary �ber.

Potato 2.0

Consumers favor foods that have an ultra-rich and creamy texture. Such textures can replicate the mouthfeel of 

fats, without the guilt of high fat content. But creating premium mouthfeel in low-fat and low-calorie products 

without impacting expected organoleptic characteristics comes with formulation and processing challenges. These 

typically express as thin and watery textures and a lack of mouthfeel and body.

Potato starch has a long tradition of use for its excellent texturizing abilities and clean, neutral taste. Ingredient 

technology has taken this humble starch and advanced it into new instant, modi�ed potato starches. Such new 

starches have increased functional bene�ts that allow product developers to design the indulgent experience 

consumers want while delivering cost savings.

Twenty percent of the potato is a native starch with high water-binding capacity, thus providing increased viscosity. 

This new potato starch can improve yield and juiciness in meat products, control melt and stretch in cheese 

products, enhance crispiness in batters and breadings, and improve overall product appearance and mouthfeel.

Creating texture is not always a single-track effort. Many developers 
will bring multiple texture components into a single application.

The new instant starch helps eliminate cooking and shortens processing times. In addition to helping control 

texture, this also allows food manufacturers to save energy, time, and equipment costs while realizing higher 

production rates. From a marketing and labeling standpoint, potatoes are consumer-friendly, being familiar and 

readily accepted. They also are gluten-free.

The large size of the potato starch granules produces high viscosity compared to other starch bases, bene�tting 

formulators. It enables a reduction of ingredients, such as fats/oils, by 25-30%, depending on the application, and 

without signi�cant impact on texture. With the opportunity to reduce ingredient use, waxy potato starch can help 

improve the nutritional label by lowering calories. The new modi�ed starch is also ideal for keto and zero/reduced-

fat applications.

Inside/outside

Creating texture is not always a single-track e�ort. Many developers will bring multiple texture components into a 

single application, such as with a combination of starches or �bers within the matrix and an outer breading or 

coating. Or they might combine inclusions and processing technique to attain complementary textures.

Photo courtesy of: ReGrained, Inc.  

In applications ranging from enriching bakery innovation to binding and extending protein, this powder enables food 
manufacturers to achieve a nutrient-dense and sustainable advantage. Through co-branded commercialization, this can be 
communicated to consumers as an authentic means of helping the world do more with less, reduce waste, eliminate food 
insecurity, and conserve limited resources.

In bakery products such as cookies, brownies, and bars, it can replace a signi�cant percentage of �our while improving 
the overall texture of the resulting product. Risen products such as cakes, rolls, pizza crusts, �atbreads and sandwich 
breads can employ it at levels up to 30% while still achieving volume and delivering a crusty, toasty surface texture.

Feeling spent

Every year, millions of tons of nutritious food are overlooked as 
manufacturing byproducts and relegated to low-value uses, such as animal 
feed and compost. (The beer industry alone requires one pound of malted 
grains per six-pack of beer.)

The surplus is regarded as “spent,” despite retaining high levels of plant 
protein, dietary �ber, prebiotics, and other bene�cial compounds. By 
upcycling these streams into ingredients for food and beverage products, 
manufacturers could unlock higher value for people, pro�t, and the planet. 
Luckily, a new patented process has been commercialized to save this food 
and create delicious, versatile, better-for-you ingredients and products.

Leveraging gentle and energy-ef�cient infrared technology on spent grains 
from breweries yields a novel ingredient that has been a vanguard of the 
upcycled food movement. The resulting supergrain powder resembles a 
toasted �our and boasts excellent �avor, aroma, and functional properties 
such as water-holding and oil-binding.

An example of the latter strategy is the recently 

released snack Yips Yogurt Chips, by Yips Snacks, 

LLC. “When you bite into a Yip, �rst you get the 

dry crunchiness, then it starts to melt in your 

mouth and the creamy Greek yogurt with sweet 

honey and tangy fruit take over,” explains Erin 

Vranas, founder and “head Yipster” of the company. 

“Because all moisture has been removed through 

our special freeze-drying process, Yips �avors 

develop slowly on the palate as the chip is 

reconstituted by moisture in the mouth. The 

experience �nishes with the �avor of smooth, rich 

chocolate from studs of chocolate chips 

throughout. It’s the perfect balance of textures 

that bring out the �avor and make taste buds 

smile.”

Eggs, an original provide lecithin, fat, and protein to give structure and texture to a 
range of foods and beverages. Photo courtesy of: American Egg Board

While most non-liquid yogurt products end up destroying the live cultures in exchange for texture, Yips manages to 

preserve the probiotic value in the chips. “We dry our chips using a speci�c method of lyophilization, that is, freeze 

drying,” says Vranas “The probiotics in our yogurt are preserved by rapid blast-chilling, then sublimation where 

moisture in the product transitions directly from an icy solid to a gaseous state in a controlled low-pressure 

environment. The probiotic bacteriae are then reactivated in the mouth.”

Chia is an essential ingredient in Yips Yogurt Chips. “The seeds absorb roughly 10 times their weight in water, 

creating a gel membrane around the seed,” continues Vranas. “This helps provide the structure and crunch in our 

chips. Working with the seeds is a delicate, time-sensitive game. With too much chia our mixture solidi�es before 

we can pour and spread it �at to dry. If we take too long in our process, the mixture also solidi�es. Chia’s texture 

and �avor will change tremendously depending on how it is processed. If the seed is broken in blending, or if too 

little chia is used, the chip’s �nal texture will be chalky, crumbly, and structurally weak. The process is both a 

science and a dance.”

Packaging is an often unsung ingredient in texture. Since freeze drying removes about 98% of moisture content, 

the yogurt chips will immediately begin reabsorbing moisture from the air upon leaving the vacuum chamber. 

Vranas turned to resealable mylar packaging to ensure the chips remains moisture-free. “We also recommend 

consumers eat their Yips right away or reseal the package immediately after opening and store in a cool, dry place,” 

she adds.

Texture is so critical, studies have indicated that it plays a primary 
role in the very perception of �avors.

Future pro

Novel fermentation-based protein foods will soon be available. These are created based on brewing a microbe 

(from the microbiome of a typical herbivore) in a broth of plant-based sugars to feed their growth. The protein 

manufacturing process does not require a time intensive and costly extraction step from a whole-food source like 

animal or plant-based concentrates or isolates. 

With this process, a single-cell protein can be produced in hours, thus making production more a�ordable and 

sustainable. The feedstock is a low-cost industrial byproduct, which makes for a very a�ordable protein. The result 

is a creamy, white, neutral-�avored protein with a complete essential amino acid pro�le. Quantities-per-serving 

typically match whey and casein isolates.

Technologists working with this process have been developing a variety of applications, including protein powders, 

RTD beverages, dairy analog spreads and cheeses, and meat analogs, with more applications in the pipeline. The 

brewed protein can be appealing to �exitarians, vegans, and environmentally conscious consumers who want to 

reduce their dairy and meat consumption.

A single tablespoon serving of fermented protein powder is high in vitamins B12 and ribo�avin, as well as iron. This 

nutrition density helps consumers, particularly vegans, achieve daily nutrition with cleaner-label, naturally sourced 

products. Functionality studies have demonstrated the protein’s versatility in replacing certain gums and 

stabilizers, and thus o�ering an alternative clean label substitute. FDA GRAS status is expected later this year. PF

Joe Light is the retired Vice President of Global Development & Ingredient Technology for Ingredion, Inc., and a career veteran at �nding and 
developing innovative food ingredients and solving complex formulation problems. As founder of the Food Loving Ventures, LLC consultancy, 
Light is advising multiple start-ups in the commercialization of their technologies. Reach him through this address: 
www.linkedin.com/in/joelightfoodlovingventures.
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