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Consumers scrutinize
health-centric food
choices on more than
nutrition alone.

BY JENMNIFER BARNETT FOX
t's personal, and everyone wants to know what's in
it for them. Food is no longer solely nourishment or
simple indulgence; increasingly, it's becoming a gate-
way to better health. “ Food has come to occupy a focal

position in the prevention and treatment of many chron-

i diseases, and consumers have become very attuned to

innovative food products that offer a condition-specific

shot in the arm,” according to a report from Packaged

Facts, a marketing research provider.

Consumer demand for food products addressing heart
discase, diabetes, gluten intolerance and allergies contin-
ues to grow, Employving callouts to promaote health claims
and cooperation with regulatory agencies can attract
consumers attuned to these products, but sawvy manu-
facturers also buttress packaging claims with actionable
offerings such as supporting diseasc-specific research,
participating in health-related fundraisers and making
CONSUMEr requests a prioriy.

“While the business media has typically celebrat-
ed the titans of industry because they were, well, the
titans, consumers, particularly the younger generations
of consumers, are moving toward a different way of judg-
ing business. They celebrate companies and brands that
share their values, rather than those that have the most
muscle,” said Jonah Bloom, Ad4ge colummnist.

MISSION STATEMENT. While baby boomers fuel the
wellness segment in pursuit of better health and longev-
ity, Generations X and ¥ are making their own requests
for clean labels, environmental awareness and real-time
connectivity. An emphasis on environment and com-
munity can indirectly benefit the introduction of new
products promoting better-for-you alternatives. Much
like environmental policies that stress how individual

el

Ak LeanLifestyles pizza combines indulgence and heaith, The
whole-grain pizzas are low in cholesterol and high i fiber.

action can benefit multitudes, a number of manufac-
turers found inspiration by creating healthier alter-
natives for their family first., Demand for larger-scale
prodoction typically spreads through word of mouth,
blog postings or samplings at community events.

“We are witnessing a gradual shift such that the
communities, families and people behind the food are in-
creasingly as important as the food itself when it comes to
healthy, high-quality eating experiences,” according The
Hartman Group's Contemporary Food Trends report.

In 1976, Michael Season wanted to provide his fam-
ily food free of chemicals and additives, and that desire
became the catalyst behind Michael Season’s better-for-
vou kettle-cooked chips. Today the snack manufacturer
is best known for its wheat- and gluten-free smacks. In
December, the Addison, 1L-based producer introduced
Baked Multigrain Chips. The all-natural snacks are free
of GMOs, preservatives, artificial colors and flavors,
hvdrogenated or partially hvdrogenated oils and MS5G.“1
believe it is up to the manofacturers to provide a healthier
food product and to care what their consumers put into
their bodies,” said Christine Brown, marketing manager,
Matural Snacks.

With consumer desires in mind, the products devel-
oped by Nutritious Creations, Long Island, MY, have
evolved along with the needs of its customers. Since
1989, the company has specialized in foods focused
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on health and dietary needs, To-

Sl..lppﬂl'til'lg A ca use day the company offers more than
Hill & Valley, Inc., Rock lsland, IL, partnered with grocery stores 30 varieties of wheat-free, low-fat,
across the US to fight diabetes by supporting the American sugar-free, low-carb, high-protein,
Diabetes Association’s {(ADA] national Step Out to Fight Diabetes high-fiber and all-natural producis.
walk evients in 2008. Tis newest product, a hybrid coolde,
Hill & Valley teamed with Albertson's Stores in Orlando, FL; is crisp like o cookie but tastes like
Food Pymmll:l Stores in Tulsa, OK; Farm Fresh in Virginia Beach a chip. The reduced-caloric product
and Hampton Roads, VA; Kroger Stores in Is low fat and high in fiber. “Manu-
Cincinnatl and Dayton, OH; Hy-Vee Stores facturers should keep up with the
in the Quad Cities, IL and 1A; and Winn-Dixie latest health trends and, in doing so,
Stores in Jacksonville, FL. The partner stores should offer the customer a wide va-
' donated retall space through thelr in-store riety of cholces so that they have the
bakeries so that Hill & Valley displays could option of figuring out what works
-{ promote walk awareness and sign-ups. Local best for them,” said Robin Patrusky,

. ADA directors are also using Hill & Valley ples, founder, Mutritious Creations.
i cakes and cookies to help promaote the walks. Hob Moore, founder of Hob's Red
\ "Yas, our goal is to grow as an organiza- Mill, buili his company around a
tion,” said Scott Florence, C.e.o.and président passion for health through a diet of
of Hill &Valley, "but it’s alsa about more than whole grains and Old World mill-
pies. It's about finding a way to improve the ing processes. The Milwaukie, OR-
guality of life for diabetics.1 am very gratified by our retail partners’ based company was founded in 1978
support of these efforts, as we all want our families, our customers with a mission to increase the pub-
and neighbors to be rid of this debilitating disease.” lics consumption of whole grains,
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Mv'R-Bitesﬁ

Our patenred process for fruit
and spice Havors bakes-out to a
soft fruit-like texture, leaves no
voids and requires no refrigera-
tion.  Try Cinnamon, Apple-
Cinnamon, Maple, Chocolate,

Blueberry, Cherry, Crange and

Superior Look, Flavor, Texture w:-"i"ﬁ no Trans Fat
Non-GMO formulations available for all products

@f(‘f ereal Iu%redwnts Inc.

4720 South 13th Street, Leavenworth, KS 66048

For mbarmation, samples
contact Cereal Ingredients
at 913-727-3434 or fax at 913-727-3681
e-mall cersal @cerealingredients.com

Cereal Ingredients, Inc. producis are produced in the U5, A.

For more information, see Page 128
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Flaxseed

The keystone
ingredient for nutritional
comfort foods

Stabilized
Whole or Milled

Organic Certified Available
Gluten Free

@ ENRECO

NUTRITRONAL INGREDIENTS ~TRUSTED SOURCE

1-800-962-9536

WWwWwW. enreco. com
For more information, see Page 129
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fiber and complex carbohydrates.

In December, Boly's Red Mill in-
troduced whole Hemp Seeds and
Hemp Protein Powder. The whole
hemp secds are hulled, so unlike
flax they do not need to be ground
to release the nutrients. Both hemp
products allow consumers to in-
crease protein in a plant-based form,
Ideal for consumption by vegans and
dairy/cascin-intolerant  consumers,
the hemp is rich in omega-3s that
benefit heart and brain functions
and cholesterol reduction.

“The consumption of whole
grains addresses an array of health
concerns, most notably heart and
digestive health,” said Matt Cox,
marketing manager, Bob's Red MIll
“Consumers have identificd Bob's
Red Mill with healthy products for
30 vears, and it's our mission to get
people to introduce whole grains at
every meal”

Bob's Red Mill works closely with
its core consumers to develop new
products. In response to customer
suggestions, the company created
gift packs so that consumers can
sample the company's signature
offerings. “There is nothing like
talking to individual consumers
to get feedback on what the most
active customers would like” Mr.
Cox said. “It doesn't take massive

W Hill BValey's 100 Cal Splenda-swestenad
coakles are perfect for Individuals locking to
rechice intaka of sugar and calories.

research time to bounce ideas off the
customer, and using them to mea-
sure the effectiveness of what we're
doing provides the justification and
confidence to move forward with
new prodict introductions.”

LISTEN UP. The ability to commu-
nicate with consumers may be one
of the year's most [mportant ways
companies can remain  relevant
in a challenging economy. “Those
companies that give consumers pre-
cisely what they want or give them
the freedom t© customize their
purchases will do well. Companies
that fail to do this will see consum-
ers walk away,” predicted Mintel, a
Chicage, IL-based research orga-
nization. While the choice to walk
away from a purchase is voluntary,
the diagnosis of a disease can help
solidify the decision to remain loyal
to a product or move on.

Hill & Valley, Rock Island, IL,
manufactures sugar-free and no-
sugar-added desserts and snacks.
With a mission to provide products
with a taste and texture comparable
to full-sugar items, the company
uses a varety of blended sweeteners
in Its products,

In fJamuary, Hill & Valley introduced
Splenda-sweetened 100 Cal cook-
ies in Chocolate Chip and Oatmeal




Raisin varieties. “Some retailers wamt to be a health and

nutrition resource,’ sid Bob Kraft, director of market- Hﬂw cms"me“

ing. “Hill & Valley wants to be a leader in the categoryand ~ INCOrporate Health

partner to make a difference to beat diaberes” 1. Health by subtraction (diet-slanted products)
Mearly 24 million children and adults have diabetes, 2. Heaith by addition (functional health)

and another 57 million consumers over the age of 20 3.  Health via ethical manufacturing processes

are prediabetic, according to Mintel. In regard to type s

2 diabetes, 80% of cases are directly related to being

overwelght or clinically abese, W Heart-Heslthy Whale Grain tortilla chips festure patentad
While the bulk of Hill & Valley customers are dia-  tholesterobowering benefits long with 18 of whole grains and

betic or prediabetic, others are looking to reduce their iﬂm sanfing

intake of full-sugar items. The convergence of great
taste and good health is personal for Hill &
Valley president Scott Florence,
whose family is directly affected
by diabetes. Since 2001, the com-
pany has worked with the local
Quad Cities American Diabetes
Association (ADA) chapter. In an
effort to better align itself with
the ADA mission, a number of the
company's ples were reformulated

to meet the organization’s gold stan-
dards. This year, Hill & Valley will
partner with ADA at the natlonal level
and work with retailers to fight diabe-
tes nationwide,

"Consumers expect more from man-
ufacturers and their brands” said Liz
Larcau, partner at Bawden & Laurean
Public Relations, Bettendorf, 14 “Ii’s not
just about bolting on a cause, This is part
of the company culture of Hill & Valley and

Ideas are the best ingredients.

Custom-Coated | Oats | Wheat | Corn

At 215t Century Grain Processing” we start with basic ingredients such as

quiality control, consistency, food safefy and infegrity, We use innovative ideas (o give you what you
need, when you need it We stay involved at every stage—from planting to harvest, to milling and manufactunng,
lo you. The resull: Custom grains that deliver precisely the valug-added benafits you're looking for

For a betfer idea of how we can add the besf ingredienis o your products, visit www_21stcenturygrain.com.

Custom Ingredient=

Innovative [deas

A8 Mala Street, Sulie pia | Kamsis Oy, MO Ggiaa | 08 aag-Fhoe o sl Ceninry Graln Processing

For mare Information. see Page 120
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the alignment of a mission to do the
right thing.”

RIGHT BITES. As health complica-
tions rise along with obesity rates, im-
proved eating habiis are Increasingly
desirahle among consumers. MaMa
Rosa’s, Sidney, OH, combines the in-

dulgence of pizza in a healthier food
option with its Lean Lifestyle pizas.
The whole-grain pizzas are low in
cholesterol and high in fiber.

“Today, the word dict is being
wordsmithed,” said Bill Mackin, pres-
ident, MaMa Hosa's. “People sec it as
a lifestyle or holistic change or just

MuL
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mmgredients

Recawse imnovation doesn’ have 1o be Lumpl']'r.u.l‘rd‘-

Save $S - Reduce Eggs

in Sweet Baked Products

Try Scotsmon's Mill Whole Egg Replocer (BLUE1DG), frormn MNatural Products, Inc.
Mode with all vegetable-sourced mgredients. BLUEIOD is formulated o
replace 35% to 100% of the whaole liquid or powdered eggs in a varety of
sweel boked goods. Excelent resulfs in cookies, poncakes and wotfles, dry
mixes, muffins, cokes ond sweel doughs. And at o fraction of the cost of
whole eggs, the R&D time might pay for itsell on your first order,

Flease call and ted us about yvour projects. Samples and formulofions ocre fres,
and we provide benchtop-to-production technical assistance. Visit
www. npisoy.com to request a sample or o get moare information.

Products, Inc.

1 GFenn s il e

latural

Far mare information, soe Page 120
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A Hempisrich in omega-3s that benefit heart
and brain functions and chalestersl rduction.

a better choice. We don't look to be
included in a specific diet but rather
hope consumers use the product as a
holistic change”

Research  performed by MaMa
Rosa’s found that comsumers seek
out specific packaging health claims.
Originally, Lean Lifestyle pizza
carried ADA certification, but the
company later chose to certify with
the American Heart Assodation
(AHA ) based on research that 70% of
diabetics succumb to heart discase.

After losing family members to
heart disease, Ramona Cappello,
c.c.o. of Corazonas Foods, Los An-
geles, CA, set out to be a resource
for heart health and plant steral
education. The result blends snack-
ing enjoyment and a patented tech-
nology that infuses chips with plant
sterols during the cooking process.
Corazonas health claims are sup-
ported by research conducted at
Brandeis University, Waltham, MA.
The studies proved plant sterols
must be eaten along with 10 g of fat
to signal the gall bladder to secrete




bile, beginning the breakdown of
cholesterol. Cororonas snacks are
clinically proven to reduce LDL or
“bad” cholesterol by up to 1 5%,

In December, the Los Angeles,
CA-based company launched Heart-
Healthy Whole Grain tortilla chips.
The gluten-free chips feature pat-
ented cholesterol-lowering benefits
alomg with 18 g of whole grains and
3 g of fiber per serving,

“It's important to identify the
right audience for your product and
find the message that speaks to them
and engages them," Ms. Cappello
said. Although marketers are often
conditioned to believe otherwise,
Corazonis has found success by
educating consumers about its heart-
healthy products and wowing them
with taste, rather than capitalizing
on taste and surprising them with
the health aspect.

“These products come from
a place of losing people we care
about very much,” Ms. Cappello
said, “There is a social and emo-

¥ Portian-contraled hybrid caokies have the
enunch of a chip with 4g of fiberand 3 g of far.

less of price or product segment,
CUstomers are no I.IJHE'L'E inlfl’ﬁ[ﬂi
in what you want to sell them,’
observed Hetail Systems Rescarch.
“They arc far more interesied in
how you fulfill whatever need they
require to be folfilled.” ]

tional responsibility that we take
very seriously in a category that's
about fun”

In these trying economic times,
a dose of food-based fun with a
bonus of health benefits may be just
what the doctor ordered. “Regard-

BEMA BENEFITS

NETWORKING

I this mchastry, meeting the right people is vital. After sttending a
recent BEMA meeting. I can't image not going, it's that critical.

— Ml Steser; Dfvector Client Develofrsend,

IBIE
“As the industry’s biggest event, [RIE is essential 1o our business.

. The BEMA member discount and priority booth selection are
| great bepefits o our Company”

= Russell T Buerndys President & CFO of The Busdy Confiaries

SCHOLARSHIPS

“Earning an MBA allows me to contribute to out company at the
. highest level. | could not have achieved that without the BEMA
Crwlisrrme Crwrpreranticn

RESOURCES

“For over 90's vears, BEMA has been providing resources o its

membets thiough meetings, industry sutveys and education.
BEMA is a great valve to its members and the industry?”

— Troy Hewry, Prosident/CEQ, The Henry Group

Not a member...Learn More

d BEIIA trsady a member...Get tore

913-338- 1300 bensfits@bema.org

For more informalkion, se= Page 129
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