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McCoy's unveils limited edition BBQ flavours 
 
New spray-dried flavours line from Chr Hansen 
 
New wine designed to enjoy over ice 
 
McCain switches to British potatoes 
 
Warburtons unveils new loaf with oats 
 
Traditional flavours 'dominate new product activity' 
 
New West Yorkshire food testing facility 
 
Kenzai unveils new soft drink range 
 
Changes to meat regulations approved 
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New range of products from RHM Bakeries 
 
Starbucks and Hershey team up to make chocolates 
 
Symrise enters citrus flavouring field 
 
Tate & Lyle unveils new Promitor corn fibre 
 

 
Wrigley launches new gum 
Date: Tue, 31 Jul 07    
Story Text 
Wm Wrigley Jr Co has announced the launch of a new brand of sugarless chewing gum aimed at 
younger consumers. 
 
Named 5, the new gum is the first product line from the company since Orbit was launched in 
2001 and is part of efforts by Chicago-based Wrigley to boost its market share. 
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Developed by Wrigley's Goose Island innovation centre, the gum is designed to appeal to the 
five senses and comes in flavours named Flare, Rain and Cobalt, rather than cinnamon, 
peppermint and spearmint. 
 
Created to produce a brief, but intense, oral sensation, 5 is packaged in a thin, black cardboard 
box and has been given a more contemporary look than the company's other products. 
 
The design for Wrigley 5 reflects the fact that around one in three gum-chewers are young adults 
and teenagers. 
 
<a href="http://www.wrigley.com/wrigley/index.asp">For further information, click here</a> 
 
 

 
Morrisons unveils new Freedom Food organic salmon 
Date: Tue, 31 Jul 07    
Story Text 
Morrisons has launched a new Freedom Food labelled product that has been certified organic 
and will be sold at 164 of its UK stores. 
 
The Organic Boned Scottish Salmon Fillet and Organic Smoked Salmon have been produced on 
fish farms that have undergone strict assessment against a series of RSPCA welfare standards. 
 
Freedom Food standards were launched in 2002 and cover the entire life cycle of salmon. 
Morrisons also stocks Freedom Food-approved Morrisons The Best Breckland Duck and 
Morrisons Wye Valley Chicken. 
 
Matthew Bailey, Morrisons fish buyer, said: "We take pleasure in providing the most varied range 
of seafood and continue to extend our offer. Where fish comes from and how it is treated is 
important to our customers, so we are pleased to launch Scottish Salmon that is Freedom Food 
accredited into stores." 
 
The RSPCA claims that Freedom Food is the only farm assurance scheme in the UK that is 
directly concerned with improving farm animal welfare. All Freedom Food-approved products 
carry a special logo for consumers. 
 
British consumers are becoming increasingly concerned with ethics and the environment when 
choosing products and sales of organic food and Fairtrade produce have soared in recent years. 
 
More than 76 million salmon are currently reared under the Freedom Food scheme and the 
number of animals reared in accordance with Freedom Food principles is growing each year. 
 
<a 
href="http://www.rspca.org.uk/servlet/Satellite?pagename=RSPCA/FreedomFood/FreedomF
oodHomepage">For further information, click here</a> 
 
 

 
Call for government compostable bioplastics support 
Date: Tue, 31 Jul 07    
Story Text 
The international market for compostable bottles leapt by 150 per cent last year to ten million 
litres of volume sold, prompting calls for greater support for compstable bioplastics. 
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Municipal and government programmes to promote biopackaging need to go further and 
compostable bottles need to be separated from PET recycling and waste management processes, 
according to a new study. 
 
A report by Zenith International explains that compostable bioplastics have reached a "turning 
point" in the global drinks industry and urges government's to promote their use further. 
 
The new 2007 drinks biopackaging study from the Bath-based food and drink consultancy points 
out that, despite strong growth, "the global beverage industry has yet to embrace bioplastics". 
 
Compostable bottles break down so that no residue is left in the environment and the report 
claims that biopackaging "presents a genuine opportunity for increased sustainability in drinks 
packaging". 
 
Zenith Research director, Gary Roethenbaugh, said: "Bioplastics, such as polylactic acid (PLA), 
have been readily incorporated into compost bags, catering products, supermarket shopping bags 
and increasingly food packaging. For beverage manufacturers, however, while the environmental 
virtues of compostable plastic bottles resonate well with consumers, a number of challenges 
remain." 
 
Now worth around 23 million euros a year, the market for biopackaging could be boosted 
significantly by reducing sales taxes on drinks biopackaging and other government incentives. 
 
Smoothie company Innocent and bottled water producers, such as Belu in Europe, have started 
to adopt biopackaging. 
 
<a href="http://www.zenithinternational.com/news/press_release_detail.asp?id=193">For 
further information, click here</a> 
 
 

 
Nanotechnology used to test food quality 
Date: Tue, 31 Jul 07    
Story Text 
A new test that uses tiny instruments to test food and water for contaminants has been 
developed by scientists in Denmark. 
 
The nanotechnology devices can detect a wide range of contaminants, from molecules to whole 
bacteria, and measure just 200 micrometers long and 40 micrometers wide. 
 
Writing in the current issue of Microbiology Today, the researchers from the Technical 
University of Denmark explain that the cantilevers are fabricated by etching a thin silicon wafer 
three-dimensionally and the scientists claim that the process is suitable for food packaging. 
 
One of the devices uses miniature cantilevers that are placed in a sensor with liquid passed 
through them. Any molecules or microbes detected bind to the surface of the instruments and 
alter the electrical resistance of the tiny board, with changes in resistance measured and recorded 
to complete the test. 
 
Applied to a 'lid device', cantilevers can be coated with different detector molecules to detect 
many different types of contaminants and produce a visible colour indication of detection. 
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Professor Anja Boisen said: "The procedure is suitable for mass production and it might be 
possible to make sensors so cheaply that they can be disposable." 
 
<a href="http://www.sgm.ac.uk/pubs/micro_today/">For further information, click 
here</a> 
 
 

 
Redwood Foods expands vegetarian products range 
Date: Tue, 31 Jul 07    
Story Text 
New vegetarian and vegan products have been unveiled by food producer Redwood Foods in the 
UK. 
 
The new range includes a vegetarian chorizo, developed for the Spanish market, which mimics 
the taste and texture of the sausage and is based on a traditional Spanish recipe, but excludes 
meat. 
 
Other additions to Redwood Foods' range include a new bean pate, which has a mixture of 11 
different beans and seeds, is high in protein and vitamins and contains high levels of Omega-3 
and Omega-6. 
 
A dairy-free Greek-style cheese and an instant gravy powder complete the new products, which 
add to the range of almost 50 items produced by Redwood Foods. 
 
Free from hydrogenated fats, eggs, GMOs, cholesterol, artificial colours and preservatives, the 
new products have undergone taste testing in the UK. 
 
Redwood produces a range of foods that are totally free from animal ingredients, including the 
Vegideli, Cheezly and Cheatin' brands. Sold in health food stores, selected supermarkets and 
online, the products are natural, environmentally-friendly and plant-based, and Redwood has 
been awarded ethical company status. 
 
<a href="http://www.redwoodfoods.co.uk/">For further information, click here</a> 
 
 

 
Bovine gelatine 'may extend shelf life' 
Date: Tue, 31 Jul 07    
Story Text 
The shelf life of meat products could be extended by coating them in a layer of bovine gelatine, 
according to researchers. 
 
Scientists from Ohio State University found that covering fresh meat in bovine gelatine reduces 
the rate at which products deteriorate and go bad. 
 
Researchers used a 20 per cent bovine gelatine solution to spray-coat beef tenderloins, pork loins, 
salmon fillets, and chicken breasts, which were packaged in an 80 per cent O2 and 20 per cent 
CO2 modified atmosphere and stored under fluorescent light at 4C for two weeks. 
 
The report in the Journal of Food Science suggests that all of the fresh meat coated in gelatine 
showed a reduction in purge, with the spray coating acting as a barrier to water loss and keeping 
products fresher. 
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Fresh meat reaching the end of its shelf life develops an unacceptable aroma, appearance, and 
colour, all of which appear before unacceptable microbial counts. 
 
The bovine gelatine coating reduced colour deterioration in beef and pork, acting as a barrier to 
oxygen, but also affected colour due to its own colour deterioration. There was no change in lipid 
oxidation at refrigeration temperatures and flavour was not affected by the application of a 
gelatine coat. 
 
<a href="http://www.blackwell-synergy.com/doi/abs/10.1111/j.1750-
3841.2007.00430.x?cookieSet=1&journalCode=jfds">For further information, click here</a> 
 
 

 
Companies team up to boost starch innovation 
Date: Mon, 30 Jul 07    
Story Text 
National Starch Food Innovation, based in the United States, and Netherlands-based Avebe 
Group have announced a new alliance. 
 
Under the partnership agreement, National Starch will become sole distributor of Avebe's 
specialty potato starch portfolio of food ingredients in North America, South America and Asia. 
 
The two companies, both leaders in the starch-based ingredients market, hope that the deal will 
increase Avebe's global presence and penetration and allow National Starch to "complete its 
portfolio of starch-based ingredients". 
 
Under the terms of the contract, both carbohydrate science firms will work together to develop 
joint technology and new potato starch ingredients. 
 
National Starch already produces a wide portfolio of corn, tapioca and other starches and now 
adds potato-based technology to its offerings with the Avebe alliance. 
 
James P Zallie, National Starch's Natural Polymers Group vice president, said: "Our new line-up 
of starch ingredients immediately improves our ability to meet our customers' needs in the area 
of low-moisture foods like snacks, bakery and noodles, and will allow us to deliver a broader 
range of textural solutions to food manufacturing companies." 
 
<a href="www.avebe.com">For further information, click here</a> 
 
 

 
New Lunchables Jr snack combinations unveiled 
Date: Mon, 30 Jul 07    
Story Text 
A new range of Lunchables Jr snack combinations from Kraft Foods are designed to make food 
wholesome and fun for small children. 
 
Launched in three varieties, the new Lunchables Jr snack combinations include familiar foods, 
such as turkey, raisins and peanut butter, which can be built and dipped easily by small fingers. 
 
Aimed at active children aged between three and five-years-old, the new Lunchables Jr snack 
combinations come as convenient twin packs designed for smaller appetites. 
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"Moms today tell us they need nutritious snacks that her younger kids will want to eat," 
Lunchables senior director of marketing, Darin Dugan, said. "With this in mind, we set out to 
create a new product that would make snack time both entertaining for kids and provide 
wholesome ingredients moms love." 
 
The innovative new Lunchables Jr Sensible Solution products include Lunchables Jr Ritz Sticks, 
Raisins and Peanut Butter, with half a serving of fruit and fibre. 
 
Lunchables Jr Teddy Grahams, and Kraft Mozzarella Strips and Strawberry Yogurt Flavored Dip, 
has high levels of calcium and protein, as does Lunchables Jr Ritz Bits, Kraft Mozzarella Strips 
and Roasted Turkey. 
 
Available from August this year, each Lunchables Jr Sensible Solution is identified with a green 
Sensible Solution flag on the front of the package and is designed to meet "better-for-you" 
nutrition criteria. 
 
<a href="http://www.lunchablesjr.com/ ">For further information, click here</a> 
 
 

 
Russell Stover Cookie Dough range launched 
Date: Mon, 30 Jul 07    
Story Text 
A new range of products is being released by Pine Valley Foods under licence from premium 
brand Russell Stover. 
 
The new Russell Stover Cookie Dough range comes in either two pound decorative tubs or three 
pound, 48-count pre-proportioned boxes, with both variations designed specifically for frozen 
merchandising sections of stores. 
 
Featuring an array of new flavours including Homemade Chocolate Chunk, Pecan Caramel 
Delight, Triple Chocolate Truffle and Chocolate Peanut Butter, the Russell Stover Cookie Dough 
line is made with "real butter, premium ingredients and superior, gourmet chocolate". 
 
Packaging for the trans-fat free cookie dough range is branded with the trademark red Russell 
Stover logo to appeal to fans of the confectionery products. 
 
Jared West, Pine Valley Foods president, said: "Consumers have consistently displayed their love 
for Russell Stover and its fine confections. We know these same consumers will enjoy our 
decadent dough themed after Russell Stover's famous chocolates." 
 
Russell Stover, a premiere chocolate brand, has been in operation for more than 80 years. 
 
<a href="http://www.pinevalleyfoods.com/products/">For further information, click 
here</a> 
 
 

 
New innovation team for NFL 
Date: Mon, 30 Jul 07    
Story Text 
The United States National Food Laboratory (NFL) has announced that it is creating a new in-
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house organisation that will help companies to create new food and drink products. 
 
With 30 members, the new Innovation Group combines new product expertise, along with 
culinary and technical services, to provide firms with a "competitive edge" in the fields of 
commercialisation and product development. 
 
NFL president & CEO, Kevin Buck, said: "The Innovation Group extends the value we are able 
to bring to our food, beverage and consumer packaged goods clients." 
 
The laboratory has appointed Lucinda Wisniewski, former sales director, as the new vice 
president of innovation, while Mario DiFalco will join the Innovation Group as division 
manager-strategic marketing. 
 
Based in Dublin, California, the new NFL Innovation Group will help clients "translate culinary 
concepts into successful commercial products" and comprises individuals with extensive brand 
marketing, product development, and consumer insights experience. 
 
Recent products developed using the NFL's turnkey approach to innovation include Bumble Bee 
Foods‰!ª Prime Fillet Chicken Breast entrees, Rice-a-Roni Express and Sunny Delight 
Beverage Company‰!ªs Fruit Simple 100% Fruit Smoothie. 
 
<a href="http://www.thenfl.com/Innovation%20Group%20Launch%20Press%20Release%20-
The%20NFL.pdf">For further information, click here</a> 
 
 

 
Africa hailed as next big ingredients market 
Date: Mon, 30 Jul 07    
Story Text 
Ingredients from Africa are expected to become the 'next big thing' in the international 
ingredients market, according to analysts. 
 
Specialists from the Innova Database claim that flavours and health extracts from Africa will be 
increasingly used in food and drink over the coming months, with fruit from the African baobab 
tree currently awaiting novel food approval from the UK Food Standards Agency (FSA). 
 
Other substances that are expected to move from Africa into the international food and beverage 
market include marula, used in popular Amarula Cream liqueur and believed to have certain 
health and beauty benefits. 
 
Robin Wyers, Innova Market Insights editor, told Food Ingredients First: "A rapidly developing 
trend towards beauty foods exists, spearheaded by launches such as Danone Essensis. Going in 
line with this, the Innova Database believes that marula will be an extract to watch in food 
applications marketed on both beauty and fair-trade grounds." 
 
More is known about the heath benefits of ingredients such as marula, honeybush, prickly pear, 
buchu, rooibos and baobab, with food and drink manufacturers looking for innovative new ways 
to enhance products and appeal to increasingly health-conscious consumers. 
 
<a href="http://www.innova-food.com/">For further information, click here</a> 
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Lambrini plans packaging overhaul 
Date: Mon, 30 Jul 07    
Story Text 
Lambrini is planning to revamp its brand and give it more of a "wine look" following extensive 
consumer research. 
 
Among the sparkling perry's core group of drinkers, women aged 18-to-34-years-old, the 
Haleweood International brand was viewed as "our fizzy wine", Talking Retail reports. 
 
Changes made to the old Lambrini packaging include a redrawn, simplified and modernised 
typeface, more tapered shoulders to give a more contemporary feel and a less bulky bottle. 
 
A brighter, crisper label, coloured bands for each variant and a black capsule over the lid 
complete the new look for Lambrini. 
 
The lightly sparkling perry brand found that consumers responded better to a look more similar 
to wine for both the Original and Cherry variants of Lambrini. 
 
Plans for a brand extension by Haleweood International include a new Peach Lambrini and the 
company is launching a new television campaign in September to promote the drink. 
 
<a href="http://www.lambrinigirls.com/">For further information, click here</a> 
 
 
Packaging revamp for Marshalls Foods 
Date: Fri, 27 Jul 07    
Story Text 
Marshalls Foods has announced that it has overhauled its packaging to give its products a fresh, 
contemporary new look. 
 
The Scottish food manufacturer hopes that the overhaul will give its brands a boost and follows a 
strategic review which concluded that its products needed more modern appeal. 
 
Applied to Marshalls Cheesy Macaroni, Marshalls Saucy Macaroni Cheese, Marshalls Farola and 
Marshalls Semolina, the new-look packaging maintains the Marshalls brand identity, Talking 
Retail reports. 
 
Marshalls, Scotland's top-selling pasta brand, is distributed nationally through the Sco-Fro Foods 
grocery division and is currently conducting a television advertising campaign to promote its 
range. 
 
Grocery division managing director, Alasdair Beaton, told Talking Retail: "I believe that we have 
been successful in bringing the brand values bang up to date and also maintaining Marshalls 
unique character." 
 
Marshalls has been producing wheat-based products in Scotland for more than a century and has 
recently expanded into pasta meals. 
 
The company has streamlined its colour scheme to ensure that its pasta and other brands are 
instantly recognisable and continues to use high-quality Durum wheat to provide healthy, 
nutritious and tasty dishes. 
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<a href="http://www.marshallsfoods.com/">For further information, click here</a> 
 
 

 
'Green' plastic wine bottles trialled 
Date: Fri, 27 Jul 07    
Story Text 
Supermarket chain Sainsbury's has announced that it is planning to significantly reduce the 
weight of its wine packaging with a new trial. 
 
The retailer is trialling new own-label PET (Polyethylene Terephthalate) plastic bottles, which it 
claims are considerably lighter than glass and recyclable. 
 
Looking exactly the same as glass bottles, the new plastic versions hold the same amount of 
liquid and do not compromise the quality of the wine inside. 
 
The bottles weigh just 54gms, against 400gms for a regular glass wine bottle, and the wine is 
bottled in the UK rather than at source, reducing damage to the environment. 
 
Supported by the Waste & Resources Action Programme (WRAP), the trial will see two 
Sainsbury's own-label wines offered in the PET bottles - a New Zealand Sauvignon Blanc and an 
Australian Rose. 
 
If the trial is a success, Sainsbury's plans to roll out the new packaging to other wines in a bid to 
meet a target to reduce its carbon emissions by 25 per cent by 2012. 
 
<a 
href="http://www.jsainsburys.co.uk/index.asp?PageID=424&Year=2007&NewsID=935">For 
further information, click here</a> 
 
 

 
New Coldwater Seafood head of innovation 
Date: Fri, 27 Jul 07    
Story Text 
Coldwater Seafood has announced the appointment of Penny Wood as part of its newly formed 
executive team. 
 
The Grimsby-based company is part of Icelandic Group and produces chilled fish and seafood 
products, including chilled ready meals and deli seafood. 
 
Ms Wood becomes the new Coldwater Seafood head of innovation, taking responsibility for 
product development and innovation, Fish Update reports. 
 
She has more than 25 years experience in the food industry and was most recently group 
development controller for Grampian Country Food Group. 
 
Commenting on her appointment, Ms Wood told Fish Update: "This is an exciting time to join 
Coldwater and a tremendous opportunity to drive our innovation in the seafood retail category." 
 
<a href="http://www.icelandic.is/index.aspx?groupid=150">For further information, click 
here</a> 
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World's first 'environmentally vodka' 
Date: Fri, 27 Jul 07    
Story Text 
McCormick Distilling and Premier Beverage has unveiled a new vodka brand which is distilled 
four times and filtered five times. 
 
The company claims that its 360 Vodka is "the world's first environmentally-friendly vodka" and 
uses a highly energy efficient process to distil and filter the spirit. 
 
McCormick fully utilises every bushel of traditionally harvested local grain and claims that all its 
products are created to protect the environment, with eco-friendly production and packing 
processes. 
 
The distillery has reduced its fossil fuel energy use by 21 per cent, improved water quality 
standards and reduced fugitive dust particulates by 50 per cent in its production process. 
 
Sold in a new 85 per cent recycled content glass container, all 360 Vodka labelling, packaging, 
shipping and promotional materials use 100 per cent recycled paper and cardboard, and water-
based inks. 
 
Bill Sullivan, McCormick Distilling regional vice president southeast division, said: "We have 
already begun to receive a fantastic response from retailers and are excited about the 
contributions 360 Vodka will make in helping to preserve natural resources." 
 
According to McCormick, 360 Vodka has "an exceptionally clean and silky-smooth finish" and 
$20 from the sale of each case will be donated to marine conservation organisation Coastal 
Conservation Association (CCA) Florida. 
 
<a 
href="http://www.mccormickdistilling.com/content/ageverify.php?accesscheck=%2Fcontent%
2Findex.php">For further information, click here</a> 
 
 

 
Burts creates new vegetable chips 
Date: Fri, 27 Jul 07    
Story Text 
Two new vegetable chip products have been launched by snack company Burts Potato Chips in 
the company's colourful 40g and 100g bags. 
 
Burts Hand Fried Mixed Root Chips combines the sweetness of beetroot with the fiery heat of 
horseradish, using only natural ingredients. 
 
Both new products have been granted LEAF marque accreditation, meaning that all the 
vegetables used have been grown by farmers focussed on protecting the environment. 
 
Burts Hand Fried Beetroot Chips with Horseradish are made with carrots, parsnips and beetroot 
and are hand-fried in sunflower oil and seasoned while still warm. 
 
LEAF (Linking Environment And Farming) was set up in 1991and supports farmers committed 
to investing in and committing to practices that benefit wildlife and the environment. 
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All Burts Potato Chips products are hand-fried by a skilled team of fryers and do not include any 
artificial ingredients or preservatives. 
 
<a href="www.burtschips.com">For further information, click here</a> 
 
 

 
Dairy Crest plans to enter Omega-3 market 
Date: Fri, 27 Jul 07    
Story Text 
Dairy Crest is currently developing a new product range enhanced with Omega-3, which will 
launch later this year, reports suggest. 
 
The UK dairy giant believes that a new Omega-3 range of products will help to boost profits and 
appeal to consumers interested in improving their health. 
 
According to Food Manufacture, an version of St Ivel Gold enriched with Omega-3 has not been 
as big a success as executives had hoped. 
 
Plans are now in the pipeline to create a more high-profile range of Omega-3 products, including 
a new spread enhanced with the healthy fish oils. 
 
Mintel estimated that over 1,000 products containing Omega-3 were launched around the world 
during 2006, with the largest proportion released in Europe. 
 
Dairy Crest recently unveiled a new Internet-based system for home deliveries of milk, designed 
to make it easier for customers to communicate with the firm and alter deliveries. 
 
<a href="http://www.dairycrest.co.uk/">For further information, click here</a> 
 
 

 
Limited release Emerald Marcona Almonds from Diamond 
Date: Thu, 26 Jul 07    
Story Text 
Diamond Foods has announced that it is shipping a new limited release snack product to selected 
retailers packaged in the firm‰!ªs signature hourglass-shaped canisters with distinctive black 
and gold graphics. 
 
The new Emerald Marcona Almonds from the branded food company are blanched, lightly 
roasted in sunflower oil and sprinkled with sea salt to bring out the delicate taste. 
 
Marconas are known as the "queen of almonds" and are heart-shaped, smooth and sweet nuts 
that originated in Spain and the new Emerald product is being marketed to consumers looking 
for "natural, nutritious and less processed foods". 
 
Diamond Foods, which specialises in culinary nuts and snack products, claims that the Marcona 
almonds are very versatile and are ideal as snacks or salad ingredients. Almonds are packed with 
calcium and Vitamin E, and studies have suggested that eating a handful daily can help to lower 
LDL cholesterol. 
 
Andrew Burke, Diamond Foods senior vice president of marketing, said: "Marcona almonds are 
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culinary delicacies that are becoming increasingly popular with chefs and gourmet snackers in the 
United States. Because the worldwide supply of Marcona almonds is very limited, we are excited 
to be able to offer them during the summer to discerning retailers and consumers under our 
Emerald label." 
 
Appearing on store shelves from August in 11.5 ounce canisters, the Emerald Marcona Almonds 
will retail for $6.99. 
 
<a href="http://www.diamondfoods.com/default.asp">For further information, click 
here</a> 
 
 

 
New Simpsons biscuit line to coincide with film 
Date: Thu, 26 Jul 07    
Story Text 
A new line of Simpsons biscuits and a range of Disney Princess biscuits have been unveiled by 
UK-based snacks company Bon Bon Buddies. 
 
The firm, which specialises in treats for lunchboxes and after school snacks, has produced two 
new Simpsons products to coincide with the launch of eagerly-awaited new feature film about the 
yellow cartoon family. 
 
Simpsons Caramel Chocos are twin packs of shortcrust biscuits with a rich chocolate flavoured 
cream and caramel topping, while Krusty‰!ªs Cookies are individual foil wrapped golden 
cookies in four different Simpsons characters shapes. 
 
The new Disney Princess Strawberry Fingers are five gram individually foil wrapped strawberry 
biscuit fingers branded with favourite characters from animated Disney films. 
 
Bon Bon Buddies has also created new recipe Winnie the Pooh biscuits, called Rumbly Tumblies, 
which come in 25g packs of chocolate chip shortbread biscuits free of hydrogenated fat and with 
reduces saturates. 
 
All Bon Bon Buddies snacks have been carefully portion controlled to provide children with the 
perfect snack or treat. 
 
<a href="http://www.bonbonbuddies.com/home.htm">For further information, click 
here</a> 
 
 

 
Innovative new product springs from redundancy 
Date: Thu, 26 Jul 07    
Story Text 
An entrepreneurial father has created a new food storage container for the breakfast table that 
dramatically reduces annoying 'cereal dust'. 
 
Paul Burfield was made redundant and this spurred him on to create the CrumbCatcher, a 
storage container for cereals with new twist. 
 
The simple and innovative container was inspired by complaints from his daughter that her cereal 
did not taste very nice as it was full of dust. 
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With a clever sieve device built into the design, the CrumbCatcher can be used to store cereal, 
sieving out dust and little bits to ensure a 'crumb free' serving each time. 
 
According to Mr Burfield, the five-litre capacity CrumbCatcher is the first food storage container 
on the market to remove dust and small crumbs. 
 
A new company, Storefresh, has been created to produce and market the CrumbCatcher and 
other niche storage solutions, trading on the Internet. 
 
<a href="www.storefresh.co.uk">For further information, click here</a> 
 
 

 
Toblerone gets a new twist 
Date: Thu, 26 Jul 07    
Story Text 
Kraft Foods has announced an innovative new take on a traditional bar with the launch of new 
Toblerone Fruit and Nut. 
 
Available from August 1st, the new Toblerone Fruit and Nut combines the original recipe of 
Swiss milk chocolate, honey and almond nougat, but includes a new combination of almonds and 
whole raisins. 
 
Toblerone Fruit and Nut retails for around å£1.49 and is part of a new investment in the 
Toblerone brand by parent company Kraft Foods, the largest in more than a decade, 
TalkingRetail.com reports. 
 
The new variant comes in brand new purple and golden packaging that mirrors similar colours 
used in the fruit and nut sector, but retains the iconic Toblerone branding. 
 
Kraft Foods ICC customer director, Dave McNulty, commented: "We chose to launch a Fruit 
and Nut variant of Toblerone as there is a huge opportunity within the sector, which is worth a 
massive å£68 million and still growing. It lends itself well to the Toblerone brand credentials, 
being trusted by consumers and high in quality, as well as having a universal appeal to all genders 
and age groups." 
 
The nougat and milk chocolate bars sell internationally, with the unique triangular design 
representing the Matterhorn in Switzerland. Toblerone is one of the world‰!ªs biggest selling 
chocolate brands, with nearly one third of total EU retail sales in the UK. 
 
<a href="http://www.toblerone.com/">For further information, click here</a> 
 
 

 
McCoy's unveils limited edition BBQ flavours 
Date: Thu, 26 Jul 07    
Story Text 
United Biscuits UK (UBUK) has launched a new limited edition range of barbecue flavours 
under its McCoy's range. 
 
The new BBQ-themed snacks are targeted predominantly at men and come in a limited edition 
multipack of authentic flame-grilled BBQ flavours, which includes Sizzling Sausage, Flame 
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Grilled Burger and Chargrilled Chicken, TalkingRetail.com reports. 
 
Biscuits and snacks manufacturer UBUK claims that new "deliciously authentic flavours" will 
also appeal to families and offer a great summer snack option to consumers. 
 
Mark Sugden, UBUK customer marketing director, told the website: "The new range of meaty 
flavours plus the fantastic on-pack promotion will, without a doubt, provide a big pull for 
existing McCoy's fans, whilst also attracting new consumers." 
 
Available from retailers for a RRP of å£1.41, the flame-grilled BBQ flavours multipack of six 
also features a new on-pack promotion to wine an Ultimate BBQ Experience In Oz or one of 50 
Brinkman Smoke and Grill BBQs. 
 
Launched in 1985, McCoy's are ridged cut potato chips with real flavours that have become one 
of the biggest snack brands in Britain, with around five million packs consumed each week. 
 
<a href="http://www.unitedbiscuits.com/80256C1A0047922E/vWeb/pcTSTT5EPGAH">For 
further information, click here</a> 
 
 

 
New spray-dried flavours line from Chr Hansen 
Date: Thu, 26 Jul 07    
Story Text 
Chr Hansen has announced the launch of a new range of dairy flavours designed manufactured 
in the United States. 
 
Designed for the North American market, the new range of all natural spray-dried dairy flavours 
will be manufactured at the company‰!ªs plant in Milwaukee, Wisconsin. 
 
The natural ingredients solutions firm has used its solid culture fermentation expertise and 
enzyme extraction technology to develop the new portfolio, which includes some of the top Chr 
Hansen sellers in the enzyme modified dairy ingredient sector. 
 
Marilyn Stieve, Chr Hansen director of marketing dairy flavours, explained: "The new portfolio 
initially includes flavour profiles of sharp and aged Cheddar, American, sweet cream, Parmesan, 
and butter. Swiss, Blue cheese, and Romano profiles will be available very soon as well." 
 
Using a dairy-based carrier system, Chr Hansen has used spray drying encapsulation techniques 
to ensure that each product in the range as an "all-natural, clean label flavour" coupled with a 
more authentic dairy flavour profile than those usually achieved with conventional maltodextrin-
based carrier systems. 
 
Powders tend to be easier to work with than pastes and have a longer shelf life, working equally 
well in processes that use dry forms and the new line of dairy flavours contain no artificial 
flavour, colours or preservatives. 
 
<a href="http://www.chr-hansen.com/press.html">For further information, click here</a> 
 
 

 
New wine designed to enjoy over ice 
Date: Wed, 25 Jul 07    
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Story Text 
A new South African brand of wine has been launched that has been specially formulated so that 
it does not lose its taste when poured over ice. 
 
The rose, entitled Froze, will attempt to tap into the growing UK trend for drinking bottled 
ciders and beers chilled over ice and is described by PR company The Cheshire Set as "a very 
unpretentious, fun wine". 
 
With very concentrated fruity flavours that mean that the flavour is not diluted when ice is added, 
Froze is designed to be drunk in the sunshine and during warm summer nights. 
 
The perfect summer drink to share with friends, the deep pink rose wine has ripe red berry 
flavours on both the nose and palate and is packaged in a convenient screw cap bottle. 
 
Bottles of Froze will be available in Tesco, Asda, Waitrose, Nisa Today and Co-op stores across 
Britain this summer for a RRP of å£4.99 and the wine goes particularly well with barbequed king 
prawns and green salads. 
 
<a href="http://www.thechesshireset.com/">For further information, click here</a> 
 
 

 
McCain switches to British potatoes 
Date: Wed, 25 Jul 07    
Story Text 
In a bid to appeal to consumers demanding more environmentally-friendly local products, 
McCain Foods has announced that it will make all its chips from 100 per cent British potatoes. 
 
From October 2007, all McCain chips will made from British potatoes, up from the 95 per cent 
of products previously made from British spuds. 
 
McCain Oven Chips contain just potatoes and sunflower oil and are harvested, peeled, cut and 
then lightly cooked to make them as healthy as possible, Talking Retail reports. 
 
Working with more than 300 farmers in the UK, McCain has secured a deal that will reassure 
consumers about the origin of its chips. 
 
Nick Vermont, McCain Foods regional CEO, told Talking Retail: "We are proud to be able to 
say to our customers that our chips are a quality British product made with the very best simple, 
natural ingredients." 
 
From October, all packets of McCain chips will sport a '100% British Potatoes' logo and a Red 
Tractor logo, with a large-scale advertising campaign taking place from September. 
 
<a href="http://www.mccain.co.uk/">For further information, click here</a> 
 
 

 
Warburtons unveils new loaf with oats 
Date: Wed, 25 Jul 07    
Story Text 
One of the UK's leading bakeries has launched a new high fibre wholemeal loaf that contains 
added oats and oat fibre to help lower cholesterol. 
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The Warburtons 400g Healthy Inside Oats loaf is ideal for toast or sandwiches and is part of the 
new Healthy Inside range of products targeted at health-conscious adults. 
 
Just three slices of Healthy Inside Oats provide one gram of naturally occurring beta glucan 
soluble fibre, which has been found to help reduce blood cholesterol as part of a healthy lifestyle 
and a diet low in saturated fat. 
 
The suggested daily intake of beta glucan is three grams, with the substance acting like a sponge 
to soak up and remove cholesterol from the body. 
 
Shoppers are becoming increasingly concerned with health and natural products and the original 
Warburtons Healthy Inside loaf, which contains the pre biotic ingredient inulin, has proved 
successful, prompting the launch of new Healthy Inside Oats. 
 
Available from this month in stores across the UK, Warburtons Healthy Inside Oats will retail 
for around 89p and the company expects it to tap into the rapidly-growing active health bakery 
sector. 
 
<a href="http://www.warburtons.co.uk/">For further information, click here</a> 
 
 

 
Traditional flavours 'dominate new product activity' 
Date: Wed, 25 Jul 07    
Story Text 
Although there is a growing trend for 'alternative' flavours, such as flowers and herbs, traditional 
fruit and dairy flavours continue to dominate the market. 
 
New research by the Innova Database found that just yoghurt and dairy drinks with just 73 
vegetable flavours, 17 ethnic flavours and ten herbal flavours were launched between January 
2005 and December 2006. 
 
However, the number of yoghurt and dairy drinks with fruit flavours totalled 5,552 and the 
number of dairy flavours released over the two years was 1,670, indicating that core flavours 
remain most popular, Food Ingredients First reports. 
 
Lu Ann Williams, Innova Database senior analyst, said: "Countering the innovative trend in 
product activity is a trend towards 'nostalgic' 'retro' and 'authentic' style products. Addressing an 
ageing baby boomer generation, who have plenty of money to spend but are longing for more 
traditional and simpler items, a new wave of products "like grandma made them" is one the 
horizon." 
 
Key trends for the coming year includes flavours such as buchu, baobab and bissap, with more 
and more exotic ingredients and healthier, natural substances being sought by manufacturers. 
 
According to Innova Database's Taste the Trend report, European and American consumers are 
increasingly turning to food markets such as Japan, which they associate with health and well-
being. 
 
<a href="http://www.innova-food.com/">For further information, click here</a> 
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New West Yorkshire food testing facility 
Date: Wed, 25 Jul 07    
Story Text 
A new laboratory that will specialise in immunological and genetic testing for food and animal 
feeds is being developed in Hebden Bridge. 
 
The West Yorkshire facility is the creation of Genon Laboratories and all tests will be carried out 
by PhD level scientists to assess allergen and mycotoxin quantification, conduct meat/fish 
speciation, and detect genetically modified organisms. 
 
Food manufacturers are expected to use the new lab to ensure that they remain compliant with 
product labelling legislation, Laboratorytalk reports. 
 
The Genon laboratory at Hebdon Bridge has now opened for business and can identify a range 
of toxins, allergens and residues in food that can threaten human health through in-house testing. 
 
Lord Melchett of the Soil Association recently called for more checks on food and drink 
products to be carried out to identify the presence of GM ingredients, warning that they posed 
risks to the environment and the health of consumers. 
 
<a href="http://www.genonlabs.co.uk/">For further information, click here</a> 
 
 

 
Kenzai unveils new soft drink range 
Date: Wed, 25 Jul 07    
Story Text 
A new healthy range of 100 per cent organic, ready-to-drink soft drinks based on green and white 
tea has been launched in the UK. 
 
The new range from Kenzai Europe is brewed from organic leaf tea, rather than using extract, 
and contains no additives. A little organic agave syrup is used to produce sweetness. 
 
Kenzai Organic Green Tea and Kenzai Organic White Tea are designed to appeal to consumer 
who are increasingly concerned with healthy food and beverages. 
 
Green and white tea are becoming more popular, as more is discovered about their potential 
benefits and the new Kenzai teas are targeting a premium market, with distinctive labelling and 
stylish 330ml glass bottles. 
 
Malinee Woeste, Kenzai managing director, said: "Green and white tea has been drunk for years 
in Asian countries and is renown for its fantastic health benefits. It is said to lower cholesterol, 
build up the immune system and slow down the ageing process." 
 
Kenzai, which translates as 'in good health', has enjoyed success in Europe with its original ready-
to-drink green tea. The company's products are available in a range of outlets, including Yo 
Sushi!, Fresh & Wild, and Glo. 
 
<a href="http://www.kenzai-tea.com/">For further information, click here</a> 
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Changes to meat regulations approved 
Date: Tue, 24 Jul 07    
Story Text 
The UK's Food Standards Agency (FSA) has passed a series of changes to the ways in which the 
country's meat industry is regulated. 
 
Approved by the board of the food watchdog at an open meeting in Cardiff, the changes are 
based on the seven key recommendations of the Review of the Delivery of Official Controls in 
Approved Meat Premises. 
 
Under the recommendations supported by the board, meat hygiene regulation will be more 
closely aligned with regulation of the rest of the food chain, based on a "more risk and evidence-
based approach to regulation, inspection and enforcement". 
 
Working collaboratively with the European Commission and EU member states, the FSA now 
plans to gather evidence as a basis for future changes in approaches to meat hygiene regulation 
and official controls in England, Scotland and Wales will be delivered by a Transformed Meat 
Hygiene Service (TMHS). 
 
The new approach will be supported by an audit and inspection regime and the FSA board will 
undertake preparatory work on a delivery partner model towards greater contestability. 
 
Under the changes, a new charging system for meat regulation will be developed, local authorities 
will be charged with delivering official controls in certain premises and new ways of promoting 
meat safety, and animal health and welfare across the food chain will be developed. 
 
Dame Deirdre Hutton, FSA chair, commented: "The delivery of a more proportionate risk-based 
approach to regulation poses a challenge to both the Meat Hygiene Service and the Food 
Standards Agency and will require commitment, innovation and strong leadership." 
 
<a href="http://www.food.gov.uk/news/newsarchive/2007/jul/mhr">For further 
information, click here</a> 
 
 

 
Sidel develops innovative rugby-shaped bottle 
Date: Tue, 24 Jul 07    
Story Text 
Ahead of the forthcoming Rugby World Cup 2007 in France, packaging giant Sidel has unveiled a 
new bottle shaped like a rugby ball. 
 
The new 750ml polyethylene terephthalate (PET) bottle has been moulded with stitches and 
smooth areas to mimic the texture of a rugby ball. 
 
Resting on a moulded replica kicking tee, the bottle has been created for Eaux Minerals d'Alet, 
based in Alet, France, in preparation for the international sporting event this September, Just-
Drinks.com reports. 
 
Complete with an inflation valve and a space to place the label under the bottle to avoid 
distorting the rugby ball shape, the quirky collectors' bottle will be sold be a number of leading 
French retailers. 
 
Sidel produces an array of packaging equipment and lines for beverages in glass, plastic and cans, 
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with more than 20,000 machines installed in 150 countries. 
 
<a href="http://www.sidel.com/en/Home.aspx">For further information, click here</a> 
 
 

 
Cheestrings creates new lighter variety 
Date: Tue, 24 Jul 07    
Story Text 
Cheestrings has announced that it is launching a new Light variant of its popular product aimed 
at the kids snack market. 
 
The company has created the Light variant for the growing 'tween' market and for parents who 
prefer to buy 'light' foods where possible. 
 
Cheestrings, which produces a range of cheese-based snack products, claims that the new Light 
variant, which is made using a glass of semi-skimmed rather than whole milk, is as tasty as regular 
Cheestrings. 
 
Containing the same amount of calcium as the core brand and comprising 100 per cent real 
cheese, Cheestrings Light contain a third less fat than Cheestrings Originals. The firm expects the 
Light version to boost market growth and sales, as consumers increasingly opt for light and low-
fat options when shopping. 
 
Liz Park, Cheestrings senior brands manager, told Talking Retail: "The launch of Cheestrings 
Light extends our offering to retailers and meets consumers' demand for healthy snacks that 
deliver on nutrition, taste and importantly in Cheestrings' case, fun and playfulness." 
 
Cheestrings claims to have a 27 per cent share of the total UK cheese snacks market, with growth 
of around 11 per cent per year. 
 
<a href="http://www.cheestrings.co.uk/default.asp">For further information, click here</a> 
 
 

 
Researchers prepare to examine salmon sustainability 
Date: Tue, 24 Jul 07    
Story Text 
A new study has been commissioned that will attempt to assess and improve the sustainability of 
the salmon farming industry in Scotland. 
 
Under the terms of the research project, entitled Sustainability in Scottish salmon aquaculture: 
key components and drivers, a wide-ranging assessment of the sector will be carried out. 
 
Independent experts in the environment, energy, economic and social impact, and aquaculture 
will come together to identify challenges facing the sector and enhance performance. 
 
Major issues that the research will focus on include socio-economic benefits, energy use, carbon 
emissions, long-term sustainable development and waste. 
 
Commissioned by trade body the Scottish Salmon Producers' Organisation (SSPO), in 
partnership with Highlands and Islands Enterprise (HIE), the study is the first-ever industry wide 
assessment of the sustainability of the Scottish salmon farming industry. 
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Sid Patten, SSPO chief executive, said: "As a result of investment in research and development, 
the introduction of environmental management systems and the adoption of new technologies, 
the industry continues to make progress in improving efficiencies of production which also 
brings considerable environmental benefits." 
 
An Aquaculture Sustainability Working Group will be established for the purpose of the study, 
comprising representatives from regulatory bodies, environmental NGOs, enterprise agencies 
and the industry itself. 
 
<a href="http://www.scottishsalmon.co.uk/">For further information, click here</a> 
 
 

 
Saka Water unveils mineral water ice teas 
Date: Tue, 24 Jul 07    
Story Text 
Saka Water has announced that it has added two new products to its Natural Mineral Water 
range that have been created to provide refreshment at any time of the day or night.  
 
Owned by Navson, the brand has unveiled its new Lemon Ice Tea and Peach Ice Tea beverages, 
made with Saka Natural Mineral Water and black tea extracts. 
 
Both 100 per cent natural, the ice tea products are available in 500ml PET bottles, Talking Retail 
reports. 
 
Navson sales and marketing director, Nevid Ahmed, commented: "We believe that these new Ice 
Tea variants will seriously challenge some long-established rivals. 
 
"Unlike some others, despite our low price point, our Ice Tea contains no artificial flavours, no 
caramel and is made from Natural Mineral Water. Saka Ice Tea is lightly sweetened and has all 
the healthy anti-oxidant benefits of tea." 
 
Black tea has antioxidant properties and has been linked to health benefits such as lowered risk 
of developing heart disease or cancer. 
 
<a href="http://www.sakawater.co.uk/">For further information, click here</a> 
 
 

 
New reduced sugar Sunny D launched 
Date: Tue, 24 Jul 07    
Story Text 
The Sunny Delight Beverages Company (SDBC) has announced that it is relaunching its Sunny 
D Florida Original orange drink in Britain with 12 per cent less sugar. 
 
Now qualifying for an amber traffic light in the new consumer labelling system, the reduced 
sugar drink now has 7.4 grams of sugar per 100ml. 
 
Paul Nicholls, Sunny D commercial manager for the UK, said: "Our aim is to offer mums a 
choice. The new product gives them a drink their kids will like and they have the reassurance that 
Sunny D now has the lowest level of sugar in the category." 
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SDBC claims that the new version of Sunny D now has 47 per cent less sugar than other 
comparable brands like Fruit Shoot and the company has also taken the decision to remove all 
artificial colours and flavours from its Sunny D product. 
 
The Sunny D Florida Original orange drink has now been repackaged and the label features 
Guideline Daily Amounts (GDA) information on the front of the pack. 
 
SDBC reports that it has been listening to British parents through the Sunny D Parents Advisory 
Group (PAG) to ensure that the new direction of the product is in line with consumer demands. 
 
<a href="http://www.sunny-d.co.uk/home.php/">For further information, click here</a> 
 
 

 
Strawberry feed calculator attempts to improve crops 
Date: Mon, 23 Jul 07    
Story Text 
The Horticultural Development Council (HDC) has unveiled a new strawberry feed calculator 
for growers and consultants. 
 
Officially launched at the Fruit Focus event in Kent this year, the calculator is designed to assess 
the quantities of feed products need to achieve target recipes and can be use for soil grown crops 
as well as soil-less substrates. 
 
Quantities of different feed products can be added to the calculator and adjusted as required until 
the target recipe is achieved and uses either a one stock tank or two stock tank system. 
 
Scott Raffle, HDC communications manager for soft fruit, stated that the tool was created  as a 
response to industry demands for something that would help "improve the precision of feeding 
regimes". 
 
Created on an Excel spreadsheet, with empirical formulas and molecular weights built in, the 
calculator is accompanied by a new HDC factsheet produced for strawberry growers called 
Principles of Strawberry Nutrition in Soil-less Substrates. 
 
Growers can often struggle to effectively alter the conductivity of feed at certain times of the year 
without a knowledge of chemistry and molecular weights simply by following the 
recommendations of research scientists and consultants. 
 
<a href="http://www.hdc.org.uk/news/details.asp?ID=260">For further information, click 
here</a> 
 
 

 
Innovative Wild juice drinks are ACE 
Date: Mon, 23 Jul 07    
Story Text 
Wild Flavors has announced the launch of a new range of natural vitamin additives for drinks 
that combine vitamins A, C and E from natural sources. 
 
The company, which produces ingredients for the food and beverage industry, has responded to 
growing demands from consumers for natural ingredients and has announced that it will not be 
using any artificial ingredients in products. 
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Wild claims that the new ACE range contains large quantities of vitamins that have been 
extracted from natural sources that can be used to create innovative, tasty concepts for 
beverages. 
 
The Heidelberg-based company has developed a mix of carrot juice for provitamin A, and juice 
concentrates from citrus fruits or acerola cherry for vitamin C that can be used to create highly 
natural beverage formulas. 
 
Vitamin E is obtained by concentrating soy oil via a process that strips it of its typical, wheat-like 
aftertaste. 
 
A 2005 poll by Health Focus International found that most European consumers value food and 
drink products that are rich in natural vitamins and minerals, with the market for enhanced and 
additive-free products growing rapidly each year. 
 
<a href="http://www.wildflavors.com/">For further information, click here</a> 
 
 

 
New range of products from RHM Bakeries 
Date: Mon, 23 Jul 07    
Story Text 
RHM Bakeries has created its new Deliciously So‰!"by Ormo brand to "extend the typical usage 
and occasion of morning goods beyond breakfast time". 
 
Northern Ireland-based RHM claims that the new line of products has been "carefully baked 
using a combination of carefully sourced ingredients combined with an indulgent or health twist 
to deliver a truly premium product". 
 
The Deliciously So‰!"by Ormo product range includes fudge pancakes, rich wheaten bread with 
cranberries, chocolate and orange pancakes and honey seeded wheaten with apricots and 
sultanas. 
 
RHM aims to make Ormo an upmarket brand, using 130 years of experience to satisfy consumer 
demands for premium products in the UK and Ireland. 
 
Sharon Campbell, Ormo marketing director, RHM Bakeries Ireland, said: "Our market research 
demonstrates that the premium nature of these products, coupled with striking packaging design, 
is appreciated by consumers as a truly premium range. This appeals to the growing band of 
consumers who know they deserve a bit more." 
 
The Belfast company works with many top British and Irish retailers and is hoping to expand its 
customer base with the innovative new products. 
 
<a href="http://www.rhm.co.uk/rhm/about/">For further information, click here</a> 
 
 

 
Starbucks and Hershey team up to make chocolates 
Date: Mon, 23 Jul 07    
Story Text 
Starbucks, the largest specialist coffee retailer in the world, has joined forces with confectionery 
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giant Hershey to create an innovative new line of branded coffee-flavoured chocolate products. 
 
Scheduled for released in autumn this year, the new high-end line of Starbucks branded products 
aims to meet a growing demand for premium chocolate from consumers. 
 
Christopher J Baldwin, The Hershey Company senior vice president, president North American 
commercial group, said: "Hershey's chocolate expertise, distribution and selling capabilities 
combined with the strength of the Starbucks brand will help transform the high-growth premium 
chocolate segment. 
 
"Our product development is focused on value-added chocolate and coffee-based products that 
will provide consumers with a new experience and accelerate growth in this key segment." 
 
The first product to be launched by the new chocolate partnership will be a Starbucks premium 
hot chocolate, with plans to unveil other products such as truffles, chocolate bars and chocolate-
covered coffee beans in early 2008. 
 
Combining Starbucks coffee, Hersheys chocolate, herbs, fruit, nuts and spices, the innovative 
new confectionery range will be sold in some Starbucks stores and other retail outlets. 
 
Financial terms of the deal have not been disclosed. 
 
<a href="http://www.starbucks.com/aboutus/pressdesc.asp?id=783">For further information, 
click here</a> 
 
 

 
Symrise enters citrus flavouring field 
Date: Mon, 23 Jul 07    
Story Text 
Symrise has announced that it has created a new range of citrus flavourings that use an array of 
technologies, including isolation, extraction, multi-concentrated oils and encapsulation, to 
enhance stability. 
 
The flavours and fragrances manufacturer claims that the innovative new Naturally Citrus! brand 
uses its expertise in the field to produce a wide-ranging palette of citrus flavourings. 
 
Symrise is currently building a Global Citrus Center in Sorocaba, Brazil and plans to offer its 
clients "individual, natural flavouring solutions with authentic tastes" from the new facility. 
 
At the heart of the new brand are three concepts - Uniquely Yours, Freshly Made and Proven 
Stability - providing clients with the "maximum possible" selection of citrus flavourings. 
 
"Our Naturally Citrus! offers our clients innovative flavouring solutions for the high standards of 
the market," Dr Heinz-Jurgen Bertram, Symrise global president of flavour and nutrition, said. 
"As one of the leading research corporations in the industry, we are always pursing innovation." 
 
Around half of the world's supply of oranges comes from Brazil and Symrise is adding an 
additional 30,000m sq to its facility at Sorocaba to concentrate on citrus flavourings. 
 
<a href="http://www.symrise.com/en/home.html">For further information, click here</a> 
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Tate & Lyle unveils new Promitor corn fibre 
Date: Mon, 23 Jul 07    
Story Text 
A new product has been added to the Tate & Lyle Promitor range that is made from corn and 
will be launched in Europe. 
 
Promitor Soluble Corn Fibre provides an ideal way for manufacturers to help consumers boost 
their daily fibre intake and meet the national recommendations for daily intake. 
 
Ingredients giant Tate & Lyle claims that the second product in the Promitor range has 
exceptional clarity, low viscosity, and process and acid stability, making it suitable for a wide 
range of food and beverages, such as sauces, dressings, cereal coatings, soups, jams, fillings, 
confectionery and clear beverages. 
 
Jim Miller, Tate & Lyle director of product management for the Americas, said: "Our goal was to 
deliver our customers, and consumers, high levels of fibre fortification in new product areas, with 
out any impact on taste or texture." 
 
Promitor Soluble Corn Fibre is a prebiotic that can be used in products where consumers do not 
expect to find fibre and has been developed by Tate & Lyle's Department of Health and 
Nutrition Sciences, and Leatherhead Food International. 
 
The product is well-tolerated and has a low glycaemic response and is only two kcal/g. It can be 
used to replace traditional sweeteners, such as liquid and dry corn sweeteners, sucrose, and sugar 
alcohols, reducing calories while maintaining texture and body. 
 
<a 
href="http://www.tateandlyle.presscentre.com/Content/Detail.asp?ReleaseID=609&NewsArea
ID=2">For further information, click here</a> 
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Lipton makes its Ice Tea healthier 
Date: Fri, 20 Jul 07    
Story Text 
Lipton has announced that it has reduced the sugar in its iconic Lipton Ice Tea brand and 
launched a new version with no artificial colours, flavourings or sweeteners. 
 
In a bid to appeal to increasingly health-conscious consumers worldwide, the company claims 
that it has adapted the soft drink to suit healthier lifestyles and Lipton Ice Tea now has more 
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than a third (35 per cent) less sugar than most regular soft drinks. 
 
The company produces a range of tea-based drinks, brewed using real tea leaves and blended 
with ingredients such as water and fruit flavours. 
 
Containing tea extract, a sources of naturally occurring antioxidants called flavonoids, Lipton is 
highlighting the potential health benefits of its Lipton Ice Tea. 
 
Antioxidants and flavonoids have been linked to health benefits such as reduced risk of 
developing cancer and heart disease. 
 
To tie in with the launch of the healthier version of Lipton Ice Tea, the company has also 
revamped its packaging for all three flavours - Peach, Lemon and Mango. 
 
A total of 14,345 million litres of soft drinks were consumed in the UK in 2006, or approximately 
237 litres per person. Figures from the BSDA suggest that healthier products, such as fruit juices 
and mineral water, are now responsible for 61 per cent of the UK soft drinks market. 
 
<a href="http://www.liptonicetea.co.uk/">For further information, click here</a> 
 
 

 
New Edwards of Conwy's sausages debut 
Date: Fri, 20 Jul 07    
Story Text 
A new range of traditional sausages are premiering at Tesco stores and the Royal Welsh Show 
this month. 
 
Developed by Edwards of Conwy, the range of six new sausages and bacon is being launched by 
the butcher with Tesco at the Royal Welsh Show and will be available on Tesco loose counters 
across south west and north Wales. 
 
New varieties of sausage include Traditional Pork, Traditional Pork Chipolata, Pork and Leek, 
and Pork with Cracked Black Pepper, while Edwards of Conwy is also supplying Tesco with 
Plain Back Bacon, and Smoke Flavoured Back Bacon. 
 
Ieuan Edwards, Edwards of Conwy Managing Director, said: "The sausages are made using the 
finest shoulder pork and a secret blend of herbs and spices. They are traditionally mixed in small 
batches in order to maintain a traditional 'butchers sausage' appearance. They are all a reduced fat 
recipe and are made with natural skins." 
 
Award-winning butcher Edwards of Conwy supplies a range of pre-packed sausages to Tesco. 
The company was founded by farmer's son Mr Edwards, now a True Taste ambassador for 
Wales, when he was just 20 and opened his first butcher's shop. 
 
<a href="http://www.edwardsofconwy.co.uk/">For further information, click here</a> 
 
 

 
Danone develops new mineral water for men 
Date: Fri, 20 Jul 07    
Story Text 
Danone is creating an innovative new range of mineral waters for men in a bid to attract more 
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male consumers to the bottled water market. 
 
The French firm, which is responsible for the Volvic brand, is teaming up with fashion label 
Quinze to develop the first range of natural mineral water-based drinks brand targeted 
specifically at the male market. 
 
Scheduled to launch in September this year, Volvic Quinze will be promoted during the 
forthcoming Rugby World Cup in France, Just-Drinks.com reports. 
 
Sold in 75cl bottles with an easy-to-open sports cap, three enhanced versions of the mineral 
water brand will be available - Hydration, Refreshment and Recovery. 
 
Containing lemon and lime extracts and citrus fruits flavouring, a six-pack of Volvic Quinze will 
cost around three euros and the bottled water will be marketed with the tagline "for men who are 
thirsty". 
 
<a 
href="http://www.danone.com/wps/portal/!ut/p/kcxml/04_Sj9SPykssy0xPLMnMz0vM0Y_Q
jzKLN4h3CgHJgFiWvvqRqCLGpugijnCBoLQifW99X4_83FT9AP2C3NDQiHJHRQC2okxl/d
elta/base64xml/L3dJdyEvd0ZNQUFzQUMvNElVRS82XzBfQU0!">For further information, 
click here</a> 
 
 

 
Karmel develops new sweet corn recipes  
Date: Fri, 20 Jul 07    
Story Text 
A range of new quick and easy recipes for sweet corn have been published by food company 
Green Giant to highlight the importance of everyone getting one of their five portions of fruit 
and vegetables each day. 
 
Developed by Annabel Karmel on behalf of the producer, the five recipes can be made easily in 
the kitchen by parents with their children's help. 
 
Green Giant claims that sweet corn is "one of the few vegetables that children actually like" and 
can also provide parents with a simple solution to a healthy diet. 
 
Free from artificial additives, Green Giant sweet corn is a good source of protein and is a 
versatile vegetable that can be used in a range of dishes. 
 
The new recipes include Mini Pizza Faces, Turkey Pasta Salad with Honey and Soy Sauce 
Dressing, Chicken and Corn Tacos, Corn Chowder and Corn Quesadillas, ideal for children's 
lunchboxes, parties, snacks and mealtimes. 
 
"Sweet corn is so versatile, I use it a few times a week; not only can you include it in some 
delicious recipes, but it‰!ªs also an easy way to help you achieve one of your 5 a day," Ms 
Karmel said. 
 
She recommends hiding vegetables such as sweet corn in other dishes, steaming rather than 
boiling vegetables and planning meals three or four days in advance. 
 
Annabel Karmel has written 14 books since 1991 on baby and children's food and nutrition, 
selling more than two million copies around the world. 
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<a href="http://www.greengiantfresh.com/">For further information, click here</a> 
 
 

 
EU considers imposing stricter biosecurity measures 
Date: Fri, 20 Jul 07    
Story Text 
The European Union has published a new paper on biosecurity preparedness in the food 
industry in an attempt to reduce the threat of bioterrorism within the bloc. 
 
According to the green paper on biopreparedness, terrorist weapons could be used to "infect 
thousands of people, contaminate soil, buildings and transport assets, destroy agriculture and 
infect animal populations and eventually affect any food and feed at any stage in the food supply 
chain". 
 
The document warns that the consequences of a bioterrorist attack could be "devastating" and 
could affect several member states simultaneously or spread across borders. 
 
Focussing on food safety and security, the green paper calls for new standards regarding the 
safety of food, good manufacturing practices and quality control of agricultural products 
throughout the processing chain. 
 
The European Union has launched a consultation process alongside the green paper and is 
seeking debate on issues of food safety, biosecurity preparedness and how to formulate response 
to possible terrorist attacks. 
 
<a href="http://ec.europa.eu/food/resources/biopreparedness_en.htm">For further 
information, click here</a> 
 
 

 
New cheese and dairy facility planned 
Date: Fri, 20 Jul 07    
Story Text 
A new firm, Dairy Partners, has announced plans to create the "most advanced independent 
industrial cheese and dairy ingredients manufacturing centre" in Europe. 
 
Full production at the new factory in Gloucestershire is expected to begin in autumn next year. 
 
Located next to the M5, construction on the existing Offredi Cheese site will begin imminently. 
 
Acquired by the Bennett/Peel family, the Offredi Cheese purchase marks the family's return to 
the cheese sector following the sale of Meadow Cheese to the Irish Dairy Board in March 2003. 
 
Clive Bennett, a Dairy Partners director, explained: "We will be partnering with the customer, not 
the cow. Since the acquisition of Meadow, many old customers have told me they are missing the 
flexibility and focus of an independent industrial dairy ingredients supplier at what we all know is 
a critically challenging time." 
 
Dairy Partners will start trading under its new brand on September 3rd 2007 and the company 
plans to source ingredients worldwide to reduce the "UK focus on processing, preparation and 
R&D excellence". 



Prepared by Adfero on behalf of Food and Drink Innovation Network 

 
 

© Adfero Ltd 1998-2005 
 

Adfero, South Quay Plaza 2, 183 Marsh Wall, London E14 9SH 
Tel: 0800 917 8 917 web: www.dehavilland.co.uk 

 
<a href="http://www.offredi.co.uk/">For further information, click here</a> 
 
 

 
Company creates a new approach to caffeine 
Date: Thu, 19 Jul 07    
Story Text 
A new food label, Encaff Products, has been created to launch a line of products that typically 
contain between 50mg and 100mg of caffeine in each serving. 
 
Set up by the inventor of Buzz Donuts and Buzzed Bagels, Robert Bohannon, Encaff Products 
will offer a safe and effective way to get a jolt of caffeine for consumers. 
 
The Encaff Products range, which may include breakfast cereals and caffeine bars, has been 
established to promote the use of Dr Bohannon's innovative new caffeine additive and the 
inventor has filed a patent for his idea. 
 
"By creating the Encaff brand, we will be assuring consumers of a consistency in the quality and 
quantity of the caffeine in any of the products," Dr Bohannon explained. "When customers see 
the Encaff name, they will know it's the real thing and what to expect when it comes to taste, or 
in this case, the LACK of taste!" 
 
The microencapsulated caffeine masks the usual bitter taste of caffeine so that it can be used in 
an array of food and pastry products. 
 
Dr Bohannon is also working on a new way of controlling the amount of caffeine contained in 
the food and is discussing the possibility with a number of companies of putting Encaff in 
smoothies, chewing gum and breakfast bars. 
 
<a href="www.encaff.com">For further information, click here</a> 
 
 

 
New local cheese awarded Tesco contract 
Date: Thu, 19 Jul 07    
Story Text 
A local cheese producer in Shropshire is about to gain a huge new market with the news that it 
has been awarded a contract with supermarket giant Tesco. 
 
Created by one of the smallest cheese producers in the UK, Rind on Traditional Double 
Gloucester cheese by Belton Cheese was awarded first prize in the annual Tesco Cheese 
Challenge competition. 
 
Millions of customers will now be able to purchase the cheese, which is made by the family-run 
cheese maker at Belton Farm, Whitchurch, after it beat off stiff competition from more than 80 
other cheese for the title. 
 
Tesco voted the Belton Rind on Traditional Double Gloucester the 'best undiscovered variety in 
Britain' at the annual awards and has now decided to start stocking it in its stores. The company 
has been producing cheeses since the 1800s and specialises in local varieties. 
 
Alain Guilpain, Tesco dairy category manager, said: "Belton's Rind on Traditional Double 
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Gloucester cheese was one of the world's best kept cheese secrets, known only to the cheese 
makers on Belton Farm. Belton have been working on this project for over 18 months and the 
results have excited everyone." 
 
Made with milk sourced from local family-run and neighbouring farms, Belton Rind on 
Traditional Double Gloucester cheese is based on a recipe handed down through generations and 
has undergone a lengthy development process. 
 
<a href="http://www.beltoncheese.co.uk/">For further information, click here</a> 
 
 

 
Preservative-free Fromase launched 
Date: Thu, 19 Jul 07    
Story Text 
DSM has unveiled a new version of its popular coagulant Fromase XLG premium grade 
microbial rennet that is made without additives or preservatives. 
 
The new coagulant for cheese manufacturers can now be used in products that are advertised as 
being natural, non-GMO, Kosher, vegetarian, Halal and additive-free. 
 
Guaranteeing the same standards of flavour and texture as the previous version of Fromase, the 
preservative-free version is ideal for allergen-free, high quality products. 
 
Particularly suitable for organic cheese products, preservative-free Fromase XLG enables clean 
label status and caters for all cheese making applications. 
 
Andre de Haan, DSM Food Specialties business manager dairy enzymes, said: "With this exciting 
new product customers can make clean label cheese even tastier and more appealing. DSM 
continuously strives to improve existing product offerings and remain at the forefront of 
innovation." 
 
DSM purifies the microbial rennet using an innovative chromatography process that is "free 
from all a-specific protease side activities and carbohydrate degrading enzymes" that can effect 
the cheese ripening process and whey applications. 
 
<a 
href="http://www.dsm.com/en_US/html/dfs/news_items/Fromase_XLG_preservative_free.h
tm">For further information, click here</a> 
 
 

 
Kid Me Not unveils goats cheese 
Date: Thu, 19 Jul 07    
Story Text 
Created from high quality goats milk by Carmarthenshire company Kid Me Not, a new mild and 
creamy goats cheese will officially launch at the Royal Welsh Show next week. 
 
The innovative goats milk company has developed its first cheese as an addition to its current 
range of goats milk fudge and probiotic smoothies. 
 
Collaborating with local cheese maker the Carmarthenshire Cheese Company, Kid Me Not used 
the company's facilities and cheese technology at the Food Centre Wales at Horeb near 
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Llandysul, which is funded by the Welsh assembly government. 
 
Kid Me Not founder, Loraine Makowski-Heaton, commented: "The overall objective was to 
create a mild, creamy cheese with a delicate, smooth texture, which would appeal to all ages and 
palates yet have all the benefits derived from fresh goat's milk." 
 
Ms Makowski-Heaton has revealed that the milk for the new cheese comes directly from her 
family's herd of goats at Ffynnongrech Farm, Talley, near Llandeilo, which mainly comprise 
Anglo Nubian, Toggenburg and Saanen breeds. 
 
Kid Me Not produces natural, local products with creative packaging made from fresh goats milk 
produced from a single herd and the company's signature fudge comes in Plain, Chocolate, Mint, 
Chocolate Mint, Coffee, Rum and Raisin, Danzy Jones and Black Mountain flavours. 
 
<a href="http://www.kidmenot.co.uk/">For further information, click here</a> 
 
 

 
Beta-carotene powders developed 
Date: Thu, 19 Jul 07    
Story Text 
Two new beta-carotene products that are dispersible in cold water have been created by Allied 
Biotech Corporation to provide orange colouring in food. 
 
Altratene 10 per cent WSC and Altratene 5 per cent WSC are high-potency beta-carotene 
powders that enable food manufacturers to achieve orange colour shades and are particularly 
suited to the drinks market 
 
The two versatile powders have been developed using a starch based matrix that "eliminates 
allergen, GMO- and BSE concerns" and is also animal free. 
 
"Competitive studies have demonstrated that our new materials show superior pH and light 
stability," Lars B Rasmussen, Allied Biotech sales and marketing manager, said. "Allied Biotech 
now offers the most extensive and complete line of Beta-carotene formulations on the market." 
 
Specialising in the creation of carotenoids for the food, cosmetics and pharmaceutical industries, 
Taiwan-based Allied Biotech is focused on bringing innovative formulations to the market. 
 
<a href="http://www.altratene.com/">For further information, click here</a> 
 
 

 
New Duchy Originals range of organic yoghurts 
Date: Thu, 19 Jul 07    
Story Text 
New yoghurts from Duchy Originals comes in three fruit varieties and combine organic 
wholemilk yoghurt with organic fruit. 
 
The natural and organic food and drink company claims that the mixture of creamy yoghurt and 
good quality fruit creates a "range of deliciously indulgent premium organic yoghurts bursting 
with fruits and flavour". 
 
Established in 1990 by HRH The Prince of Wales, Duchy Originals has becomes one the UK's 
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leading organic food brands with profits reaching more than å£1 million during 2005/06 and 
more than å£6 million donated to the Prince's Charities Foundation since its inception. 
 
Available from Waitrose stores across the UK, the new yoghurts will retail for 69p for a 140g pot 
and comprise Rhubarb & Ginger Yoghurt, with organic rhubarb and aromatic crystallised stem 
ginger, Blackcurrant Yoghurt with organic berries, Lemon Curd Yoghurt with award-winning 
Duchy Originals Lemon Curd. 
 
The Prince of Wales is investing millions of pounds each year in his organic gardens, which he 
claims help to sustain the countryside and wildlife. 
 
Britons are becoming increasingly concerned about health issues relating to food and drink and 
are spending billions of pounds each year on organic produce. 
 
<a href="http://www.duchyoriginals.com/public/default.aspx">For further information, click 
here</a> 
 
 

 
New line of gluten-free cookies 
Date: Wed, 18 Jul 07    
Story Text 
Nutritious Creations has unveiled a new line of all-natural, gluten-free cookies as part of its 
commitment to health. 
 
The Long Island-based company claims that the new line of cookies are soft and chewy, as well 
as free of all transfats, cholesterol, dairy products, refined sugars, hydrogenated oils, egg or wheat 
products. 
 
Designed to appeal to vegetarians, vegans, people with gluten intolerance or allergies, health-
conscious consumers and those on a dairy-free diet, the cookies  
 
A total of eight flavour cookies are available - carrot cake, chocolate chip, coconut chip, banana, 
almond, Belgian chocolate, lemon, and vanilla-hazelnut. 
 
Covering a wide variety of dietary restrictions, the three ounce cookies are also certified as 
Kosher under the Kof-K label, providing the ideal snack for adults and children with celiac and 
other gastrointestinal diseases. 
 
Robin Patrusky, president of Nutritious Creations, commented: "We knew that an increasing 
number of people are coming to recognise the value of health foods as a part of a regular daily 
diet. At the same time, we appreciate that people are frustrated by the realisation that 'healthy' 
often means 'less tasty' or 'less enjoyable.'" 
 
A typical Nutritious Creations gluten-free cookie has 180 calories, just 8g of fat and 0.5g of 
saturated fat. 
 
<a href="http://www.snacksforlife.com/">For further information, click here</a> 
 
 

 
Blueberry biscuit launched as new morning snack 
Date: Wed, 18 Jul 07    
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Story Text 
An innovative new blueberry breakfast snack has been created by Hardee's, which the company 
claims will satisfy an early morning sweet tooth. 
 
The fast food restaurant chain has taken its signature Made From Scratch buttermilk biscuits and 
filled them with warm blueberry topping drizzled with sweet vanilla icing. 
 
Brad Haley, Hardee's executive vice president of marketing, commented: "Made-From-Scratch 
Biscuits from Hardee's really began the quality trend on fast-food breakfast menus way back in 
the late 1970's. So, the only way to top them was to, literally, top them ... with blueberries in 
blueberry syrup and white icing." 
 
Sold at Hardee's restaurants in packages of one, two or six biscuits, the new product will cost 
between 99 cents and $3.59. 
 
Hardee's introduced its Patty Melt Thickburger in May this year in a bid to offer the "classic taste 
of an authentic diner-style patty melt" made with charbroiled Angus beef. The company has also 
announced that it is adding a new Orange Cream variety to its Hand-Scooped Ice Cream Shake 
& Malt. 
 
<a href="http://www.hardees.com/home/">For further information, click here</a> 
 
 

 
Customer vote to select new Mike and Ike flavour mix 
Date: Wed, 18 Jul 07    
Story Text 
Mike and Ike has come up with an innovative way to involve its customers in choosing its brand 
mix. 
 
The company is holding a vote between July 1st and September 14th this summer asking fans to 
become Mike and Ike brand mix masters. 
 
At the end of the voting period, the company, which makes popular chewy fruit flavoured 
candies, will announce which new flavour mix has been selected by consumers. 
 
Flavour choices that are being put to the vote include Smoothies, Lemonade Blends and Fruit 
Sherbet and the vote is being featured on 4.5mm packages of candy 
 
Donald Houston, Mike and Ike brand manager, said: "The online voting allows consumers to 
choose their favourite flavour variety and see the real time tally of the vote. From our standpoint 
it is a great opportunity to hear directly from our consumers." 
 
Mike and Ike hope that the vote will raise the company's profile and give the company an 
opportunity to directly communicate with its customers. 
 
<a href="www.mikeandike.com">For further information, click here</a> 
 
 

 
Restaurant quality rice for the home 
Date: Wed, 18 Jul 07    
Story Text 
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Veetee Dine In is a new rice product that offers consumers the option to make restaurant quality 
rice dishes at home in minutes. 
 
Using natural white rice rather than easy-cook varieties, the innovative product has been 
developed using a new process that makes cooking Veetee rice convenient, while still retaining 
restaurant quality flavour, fluffy texture, aroma and fresh white colour. 
 
Produced in a sleek tray, Veetee Dine In ready-cooked rice can be heated in the microwave for 
just two minutes or stir fried in a wok for three minutes to produce perfect white, soft and fluffy 
rice each time. 
 
Available in four flavours - Basmati, Long Grain, Thai Jasmine or Pilau - the rice is ideal for Thai 
dinner parties or Indian banquets. 
 
Veetee claims that the new product, using a "unique and ground-breaking aseptic packaging 
process" will revolutionise the way in which rice is cooked and eaten at home in the UK. 
 
<a href="http://www.veetee.com/">For further information, click here</a> 
 
 

 
Food packaging trend towards biodegradeable materials 
Date: Wed, 18 Jul 07    
Story Text 
Companies that manufacture food packaging are increasing creating products that use 
biodegradable materials, rather than polyethylene terephthalate (PET) and similar substances. 
 
As the European Union, consumers and retailers continue to place pressure on manufacturers to 
reduce packaging waste, biodegradable materials are becoming more popular. 
 
A report by Nerac Advisors suggests that increasing environmental awareness and rising oil 
prices is leading to more 'green materials', such as polylactic acid (PLA) and 
polyhydroxyalkanoates (PHA), being used in packaging. 
 
With new bioplastic packaging materials derived from starch and plant such as corn and bio-
waste products, new applications are becoming more economically viable and more patents are 
being filed worldwide for biodegradable materials. 
 
Bioplastics accounted for around 0.14 per cent of western European thermoplastics consumption 
in 2005, with packaging responsible for 39 per cent of the overall biodegradable polymer market. 
 
<a href="http://www.nerac.com/food">For further information, click here</a> 
 
 

 
Tyson unveils new frozen chicken snacks 
Date: Wed, 18 Jul 07    
Story Text 
Tyson Foods has created a new range of frozen chicken-based snacks that it claims offers 
consumers "fast and flexible foods options". 
 
The new restaurant-style Tyson Any'tizers snack can be served as appetizers, a late night snack, as 
party food or as a light meal. 
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Made in a variety of flavours, the snacks contain quality chicken meat and take just a few minutes 
to heat. 
 
The Any'tizer range is available in Buffalo Style Boneless Chicken Wyngs, Honey BBQ Boneless 
Chicken Wyngs, Cheddar & Jalapeno Chicken Bites, Cheddar & Bacon Chicken Bites, Homestyle 
Chicken Fries and Ranch Flavored Chicken Fries varieties. 
 
Tyson has also included some of its existing snack products, such as Barbeque Style Chicken 
Wings and Popcorn Chicken, in the new Any'tizer range. 
 
Shawn Walker, Tyson Foods senior vice president of value added meal solutions, said: "We 
believe our new Any'tizers line will help meet consumer demands for great-tasting, protein-based 
snacks that offer versatility, variety and are easy to prepare." 
 
<a href="http://www.tyson.com/">For further information, click here</a> 
 
 

 
New single serve hot chocolate sachets 
Date: Tue, 17 Jul 07    
Story Text 
Galaxy and Maltesers have unveiled a new line of single serve stick sachets for their instant hot 
chocolate drinks that will be available this autumn and winter. 
 
The innovative new sachets are designed for consumers to drink 'on the go' and each contains a 
single serving that can be mixed with water for an instant hot chocolate drink. 
 
Talking Retail reports that the slimline sticks contain 28g of Galaxy instant hot chocolate drink 
and 25g of Maltesers hot chocolate drink. 
 
Sticks can be stored in handbags, desks and glove compartments for a hot beverage 'on the go' 
and the recommended retail price per sachet starts from just 29p. 
 
Cases of 30 stick sachets are being supplied by brand owner Mars to retailers and the sticks can 
improve the standout of the product on shelves, while optimising space and increasing rate of 
sale with an innovative packaging design. 
 
Galaxy hot chocolate is one of the UK's fastest growing instant hot chocolate brands and the 
British market for sachets is worth more than å£16 million a year, with a growing trend for 
handy-sized stick sachets. 
 
<a href="http://www.marsdrinks.com/drinks/galaxyhotchocduo.htm">For further 
information, click here</a> 
 
 

 
Vimto unveils new packaging for Still 500ml 
Date: Tue, 17 Jul 07    
Story Text 
Vimto is attempting to boost its share of the UK soft drinks sector with an innovative new look 
for its 500ml Vimto Still brand. 
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The overhaul of the beverage has seen an eye-catching new bottle created that is easier to hold, 
creates greater impact on the shelf and is more rigid than the previous packaging, according to 
Talking Retail. 
 
Available in both original and no added sugar varieties, Vimto Still comes in a wide-necked bottle 
to make drinking easier and a new, easy grip design that taps into consumer and lifestyle trends. 
 
Vimto brand manager, Claire Nield, said: "Vimto continues to perform ahead of our competitors 
and the soft drinks market as a whole and we aim to continue to bring innovation and excitement 
to the aisle in order to maintain our position." 
 
Designed to be consumed 'on the go', Vimto Still has witnessed 22 per cent growth in the 
impulse sector and the new bottle design is intended to boost this further. 
 
Vimto Soft Drinks also recently launched am eye-catching new look lorry fleet aimed at capturing 
the drink's sense of fun with three dimensional images of children splashing around in a pool full 
of Vimto on the sides of each vehicle. 
 
<a href="http://www.vimto.co.uk/">For further information, click here</a> 
 
 

 
Baby Balance Breakfast Cereals launched 
Date: Tue, 17 Jul 07    
Story Text 
Cow & Gate has created an innovative new range of breakfast cereals aimed at babies who are 
being weaned up to toddlers of up to three-years-old. 
 
The company claims that its Baby Balance Breakfast Cereals "develop with babies and toddlers as 
they grow" and covers four stages to help support growth. 
 
Cow & Gate Baby Balance makes it easier to provide babies with a nutritionally balanced diet at 
each stage of development, with each bowl containing one third of a baby's daily vitamins and 
minerals, without any added salt or sugar. 
 
The 16 new breakfast cereals include smooth porridge for babies just being weaned, to crunchy 
pieces ideal for little fingers to hold. Flavours range from simple to more adventurous recipes for 
older babies and toddlers. 
 
Cow & Gate has tested out the Baby Balance Breakfast Cereals with 1,350 babies, toddlers and 
their mothers and the range is nutritionally balanced. 
 
Anna Felcey, Cow & Gate brand manager, told Talking Retail: "Feedback from parents on the 
new Baby Balance range has been extremely positive, both in terms of the diverse array of 
textures and tastes the range offers, to the enjoyment babies and toddlers experience from them." 
 
A multi-million pound advertising campaign will support the launch of the new cereals 
throughout July and August. 
 
<a 
href="http://www.cowandgate.co.uk/en/article.asp?chco_id=45380&chli_id=&from=latest">
For further information, click here</a> 
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NutraCea whole grain rice bran cracker 
Date: Tue, 17 Jul 07    
Story Text 
Using the company's proprietary stabilised rice bran (SRB), NutraCea has created a new whole 
grain rice bran cracker that is being rolled out to the UK, the United States, South Africa, 
Australia and New Zealand. 
 
Available in three flavours - original, chilli and basil - the innovative new product is distributed 
through Sakata Rice Snacks, a division of Frito Lay. 
 
Using its proprietary technology and processes, NutraCea creates food and nutrition products 
from rice bran, a normally wasted by-product of standard rice processing. 
 
Kody Newland, NutraCea senior vice president of sales, said: "We anticipate this development to 
be a launching pad for many more new products with ingredients produced using our proprietary 
methods." 
 
NutraCea is one of the world's leading firms for rice bran nutrient research and dietary 
supplement development, manufacturing and distributing products and food ingredients made 
from its rice bran through its RiceX subsidiary. 
 
<a href="www.nutracea.com/pdf/Sakata_Rice_Crackers.pdf">For further information, click 
here</a> 
 
 

 
Centre to develop soybean products 
Date: Tue, 17 Jul 07    
Story Text 
DuPont has announced that it is creating a new research centre in the United States that will 
produce vital research and information about soybeans. 
 
The new Pioneer Hi-Bred research facility is part of expansion plans for the company's seed 
business and it will help to enhance soybean product development, testing and 
commercialisation. 
 
Species of soybean that scientists hope to develop at the new centre include varieties that are 
tolerant to drought and those that are tolerant to conditions such as charcoal rot, stem borer and 
soybean cyst nematode. 
 
Dennis Byron, Pioneer vice president of crop product development, said: "With annual yield 
increases more than triple the industry average, Pioneer brand soybeans developed with 
proprietary genetic markers continue to outpace the competition, reinforcing Pioneer as the 
brand leader in soybean performance." 
 
Mr Byron added that traits that will protect crop yields will be rapidly integrated into the Pioneer 
germplasm and the Lawrence Soybean Research Center in Kansas will work with local farmers to 
make informed product advancement decisions. 
 
http://www.pioneer.com/web/site/portal/menuitem.57cf4458970e5bab94ab2095d10093a0/ 
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New plans for capsinoid dietary supplement 
Date: Tue, 17 Jul 07    
Story Text 
Japanese company Ajinomoto has unveiled plans to make its new Capsiate Natura capsinoid 
dietary supplement available to western markets. 
 
Capsinoids are the non-pungent analogues of capsaicin, which is the heat-producing compound 
that occurs naturally in hot chilli peppers. 
 
Made from the capsinoid capsiate, the new supplement is sourced from the CH-19 Sweet chilli 
pepper, which is selectively bred to contain high levels of capsiate. 
 
Capsinoids have been linked to increased metabolic rates and fat burning by activating certain 
receptors in the body that are connected to energy metabolism. 
 
Shinichi Suzuki, president of Ajinomoto USA, said that the new supplement was "consistent with 
our mission to develop foods, ingredients and dietary supplements that enhance the quality of 
health and life". 
 
Ajinomoto makes food seasonings, cooking oils and foods, drinks, and pharmaceuticals. The 
company makes around one third of the world's monosodium glutamate (MSG) seasoning and is 
active in 23 countries and regions worldwide. 
 
<a href="http://www.ajinomoto.com/">For further information, click here</a> 
 
 

 
Innovative chill pack keeps cider cool 
Date: Mon, 16 Jul 07    
Story Text 
A unique new Chill Pack for South African cider brand Savanna Cider is now on sale in 
participating Tesco stores. 
 
Designed to keep the product cool when the hot weather comes, the special pack is a variant on 
the product's current packaging and has a rigid plastic lining inside the existing box to contain the 
ice. 
 
The reusable leak proof packaging chills the contents and holds 12 330ml bottles of Savanna 
Cider. It is on sale at Tesco stores in the UK this summer for å£11.99 plus a free bag of ice 
worth 99p. 
 
Distributed in the UK by Babco, Savanna Premium Dry Cider has six per cent ABV and is made 
from Granny Smith apples grown on the Western Cape in South Africa and  is targeted at image 
conscious individuals. 
 
Chris Bowen, managing director of Babco UK, said: "Part of the culture surrounding Savanna 
Cider is drinking it chilled with a lemon or lime squeezed into the bottle neck. So there is a 
natural progression to promote the brand using a medium that allows the cider to be kept cool." 
 
<a href="http://www.babco.co.uk/savanna.html">For further information, click here</a> 
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New reduced alcohol wine unveiled 
Date: Mon, 16 Jul 07    
Story Text 
Sovio is a new brand that offers all the aroma, flavour and integrity of win with a lower alcohol 
content. 
 
Using cutting-edge technology, the innovative new wine product has had some of the alcohol 
removed without affecting the integral quality of the wine itself. 
 
Owned by DB Wines, Sovio has 40 per cent less alcohol than regular wine and utilises 
technology used in the coffee industry to offer a reduced alcohol product that tastes like 
premium wine. 
 
Blanco and Rosado versions of Sovio are launching in a select number of bars, pubs and clubs 
during 2007, with an alcohol strength of eight per cent ABV, with around 40 per cent alcohol 
and almost half the calories of traditional wine. 
 
According to DB Wines, many women find the alcohol strength of wine is too high in bars and 
clubs, carrying a risk of unwanted intoxication, with one in three believing that lower alcohol 
wines are becoming more fashionable. 
 
British consumers are becoming increasingly concerned about health, responsible drinking and 
diet, leading to greater demand for lower alcohol wine and beverages that still maintain taste and 
quality. 
 
<a href="http://www.sovio.co.uk/">For further information, click here</a> 
 
 

 
Chr Hansen unveils new spray-dried flavours 
Date: Mon, 16 Jul 07    
Story Text 
A new range of flavours for the food industry has been created that uses "solid culture 
fermentation expertise and enzyme extraction technology". 
 
The new portfolio of spray-dried dairy flavours is part of food supplier Chr Hansen's attempts to 
gain a stronger hold in the global flavour market. 
 
With well-proven flavours in the enzyme modified dairy ingredient sector now available in spray-
dried form, the company predicts that the new range will prove popular with customers. 
 
The new range includes flavour profiles of sharp and aged Cheddar, American, sweet cream, 
Parmesan, and butter, with plans for Swiss, blue cheese, and Romano profiles in the pipeline. 
 
Marilyn Stieve, Chr Hansen director of marketing dairy flavours, said: "All in all Chr Hansen's 
dried flavours contain no artificial flavour or colours, no preservatives and meet the requirements 
for minimally processed foods. And then they are suitable for natural foods." 
 
Tested extensively in snacks, soups, sauces, and dressings, the spray-dried products will work on 
a variety of food products and offer a longer shelf life than pastes, are easier to work with and 
work in systems that require dry forms. 
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<a href="http://www.chr-hansen.com/press/news/show_news/new-all-natural-spray-dried-
dairy-flavors-from-chr-hansen.html">For further information, click here</a> 
 
 

 
Amcor develops new wine carton 
Date: Mon, 16 Jul 07    
Story Text 
Amcor has created a new wine carry pack that uses a new patented one-piece design and 
perforation system. 
 
The six-bottle carry pack is suitable for both import and export and Amcor claims that it is "a 
new generation of wine carton packaging" suitable for domestic and export shipment of wine 
bottles. 
 
Dubbed the VinPorter, the innovative design can be used for point-of-sale display, as a shipper 
and as a consumer carry pack. 
 
A response to the demands of the wine supply chain, the VinPorter is a corrugated carton and 
can be rapidly and safely transformed into a consumer carry pack, offering excellent bottle 
protection during transit via its integrated divider and carry handle system. 
 
With enhanced functionality for brand owners, retailers and consumers, Amcor claims that the 
VinPorter can be used by companies hoping to enhance their wine range branding and boost 
retail display effectiveness. 
 
<a href="http://www.amcor.com/index.aspx">For further information, click here</a> 
 
 

 
New bar has '45 per cent less fat than leading brands' 
Date: Mon, 16 Jul 07    
Story Text 
The 3 Musketeers brand has unveiled a new chocolate bar that consists of "fluffy mint nougat 
dipped in luscious dark chocolate". 
 
With 45 per cent less fat than the average leading chocolate brands, the new 3 Musketeers Mint 
bar has been created to mark the company's diamond anniversary. 
 
Available in two-piece single-serve packs or bags of minis, the new mint version of the famous 
brand is convenient and helps with portion control, as consumers can share or save a piece of the 
bar for later. 
 
The new singles and minis versions of 3 Musketeers Mint will be sold be a range of retailers and 
the launch will be accompanied by an advertising campaign that stresses the light aspects of the 
brand. 
 
Michele Kessler, Mars Snackfood US vice president of marketing, commented: "With the 
introduction of 3 Musketeers Mint, the first brand extension in 75 years, we are meeting 
consumer demands by bringing 3 Musketeers' signature light and fluffy texture to the refreshing 
combination of mint with dark chocolate." 
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Owned by Mars Snackfood US, 3 Musketeers is attempting to tap into the growing awareness of 
a balanced diet among consumers by promoting the low fat content of its product. 
 
<a href="http://www.3musketeers.com/">For further information, click here</a> 
 
 

 
Blumenthal plans 'food opera' 
Date: Mon, 16 Jul 07    
Story Text 
Innovative British chef Heston Blumenthal is reportedly planning to take part in a 
groundbreaking new experience for food lovers that will combine smells, tastes, sights and 
sound. 
 
The chef, creator of bacon and egg ice cream, and snail porridge, is expected to become the chef 
behind plans for a new multi-sensory 'food opera' for a small audience of around 200 people. 
 
Smells, music and visual spectacle will accompany the food presented onstage at the extravaganza 
and a narrative will be played out through the emotions engendered by the gastronomic 
experience, the Independent reports. 
 
Stewart Matthew, boss of SenseLab, the LA-based firm behind the project, told the newspaper: 
"The FoodOpera is set to challenge our preconceptions about how we experience eating. The 
opera is set to be staged in 2008 and is likely to include a major UK venue." 
 
A new range of exotic ice cream flavours was recently unveiled by Blumenthal at the Manchester 
International Festival earlier this month. 
 
Blumenthal's Fat Duck restaurant in Bray is popular with an international crowd, who flock to 
the famous diner to experience the chef's unique creations. 
 
<a href="http://www.fatduck.co.uk/">For further information, click here</a> 
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Novel starter cultures for sausages unveiled 
Date: Fri, 13 Jul 07    
Story Text 
Chr Hansen has announced the launch of two flavours following a lengthy process of 
development, chemical analysis and selection. 
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Selected to deliver flavour in dry and semi-dry fermented sausages, the two cultures have been 
named BactoFlavor BFL-F02 and BFL-F05. 
 
The food ingredients giant sorted 12,000 strains of novel starter cultures to select just nine, which 
were then narrowed down to two previously unknown strains to offer optimum flavour 
development and fast and reliable fermentation for dry and semi-dry fermented sausages. 
 
With a "new and improved ability to deliver flavour", the novel starter cultures were selected by 
Chr Hansen sensory experts and 11 customers throughout Europe and are at different ends of 
the flavour range, with one mild creamy flavour and one strong and intense flavour. 
 
Eva Stenby, Chr Hansen marketing manager for meat cultures, said: "Consumers want food 
products to be healthy, safe and produced in a sustainable way, but more than anything they want 
them to taste good." 
 
<a href="http://www.chr-hansen.com/press/news/show_news/novel-meat-cultures-set-new-
standard-for-good-taste.html">For further information, click here</a> 
 
 

 
'Innovation centre' for Fruitarom 
Date: Fri, 13 Jul 07    
Story Text 
A new European research and development hub has been created by flavour and fragrance house 
Frutarom in Switzerland. 
 
The new 'innovation centre' has now opened its doors and customers and Frutarom staff will use 
the hub to pair up with customers to work jointly on new solutions, combining flavours, food 
systems, functional ingredients and herb extracts. 
 
Located by Lake Zurich, the centre, which cost around three million euros (å£2 million), has 
taken almost one year to complete and will serve as Frutarom's European development hub for 
innovation projects. 
 
Housed in a distinctive, state-of-the-art green cube building, the innovation centre will 
concentrate on customer-focused development of new flavours and solutions. 
 
The innovation centre houses a range of different departments, including modern conference 
facilities, a show kitchen, flavour analysis and flavour creation areas, sensor technology, and an 
application-related confectionery, baked goods and beverages departments. 
 
Established in 1933, Israeli multinational flavour and fragrance company Frutarom produces an 
array of specialty products for companies in more than 100 countries worldwide. 
 
<a href="http://www.frutarom.com/">For further information, click here</a> 
 
 

 
Heinz launches Weight Watcher Mini Meals 
Date: Fri, 13 Jul 07    
Story Text 
Heinz has announced the launch of a new range of hand-held, mini-meals for people attempting 
to balance a desire to eat well with a busy schedule. 
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The food giant claims that its Weight Watchers SmartOnes Anytime Selections satisfy hunger 
and cravings anywhere and at any time, with fewer than 300 calories and seven grams of fat in 
each serving. 
 
Available in two flavours - Chicken & Cheese Quesadilla and Calzone Italiano - the snacks are 
designed as mini-meals for consumers who want to eat more frequent, smaller meals throughout 
the day. 
 
The Weight Watchers SmartOnes Anytime Selections Chicken & Cheese Quesadilla consists of 
grilled white meat chicken, peppers, onions and a three-cheese blend in a crispy flour tortilla, 
while the Calzone Italiano features mozzarella cheese, Italian sausage and tomato sauce in oven-
baked bread. 
 
Dr Idamarie Laquatra, director of global nutrition at Heinz, said: "Eating frequent mini-meals 
during the day can help keep hunger at bay, prevent overeating and provide the body with a 
constant energy source." 
 
Many dieticians and nutritionists recommend eating a series of small snacks and meals 
throughout the day, rather than three big meals, and food companies are adapting products to 
new healthy eating guidance and the increasing time pressures on consumers that lead many to 
skip meals. 
 
<a href="http://www.weightwatchers.com/index.aspx">For further information, click 
here</a> 
 
 

 
New superfruit cordials from Pixley Berries 
Date: Fri, 13 Jul 07    
Story Text 
Pixley Berries has unveiled a new range of cordials, which provide the health benefits of super 
fruits and around three times more pure fruit than most cordials. 
 
The new superfruit cordials are made from Pixley Black, "a unique blend of blackcurrant varieties 
ripened in the sun" and other native ingredients, including Cox's apple, Scottish raspberry and 
elderflower. 
 
Mixologist Robin Hitchcock of Tate has created a series of cocktails based on the Pixley Berries 
cordials, including bombastically berryladenblackcurrant, outrageous blackcurrant & Scottish 
raspberry, awesomely aphrodisialapple and blackcurrant, and quietly exotic elderflower and 
blackcurrant. 
 
All-natural, the Pixley Berries cordials are made from fruit juices, sugar and water and are 
completely free from additives and preservatives. 
 
With more than 60 per cent pure fruit juices in each not from concentrate (NFC) cordial, Pixley 
Berries claims the products have "bigger fresher flavours". 
 
The market for so-called 'superfruit', such as blackcurrant, pomegranate and blueberries, is 
growing rapidly in Britain, with a growing body of research suggesting that such fruits have high 
concentrations of nutrients and antioxidants that boost health. 
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<a href="http://www.pixleyberries.co.uk/main.htm">For further information, click here</a> 
 
 

 
Research examines antimicrobial resistance 
Date: Fri, 13 Jul 07    
Story Text 
A new wide-reaching government report into antimicrobial resistance in bacteria found in farmed 
animals, humans, and food has been published in response to concerns about rising levels of 
resistance. 
 
The Department for Environment, Food and Rural Affairs (Defra) claims that it is the "first 
overarching report on antimicrobial usage and bacterial resistance published" and features 
information from Defra, the Department of Health, Health Protection Agency, Food Standards 
Agency and a range of other government agencies. 
 
Issues covered in the report include the development of future policy, preventative measures, the 
risks associated with resistance, responsible use of antimicrobials, trends in patterns of resistance 
and new resistant organisms. 
 
Britain's chief medical officer, Liam Donaldson, said: "This is an important report which will help 
stakeholders see the whole picture of antimicrobial usage, including the level of resistance of 
microbes to specific antimicrobial agents used in the treatment of both animals and humans." 
 
Antimicrobials are chemicals used in medicines to treat humans and animals.  More and more 
organisms are now able to resist antimicrobial treatment and scientists are working to develop 
ways of combating the problem. 
 
<a href="http://www.defra.gov.uk/news/latest/2007/farm-0712.htm">For further 
information, click here</a> 
 
 

 
New delivery box combines pick of Borough Market 
Date: Fri, 13 Jul 07    
Story Text 
A food delivery company has teamed up with traders at Borough Market to offer the consumers 
the pick of the market's produce. 
 
On the south bank of the River Thames, Borough Market has been in operation for 250 years as 
a wholesale fruit and vegetable market and is world-famous as a centre for food excellence. 
 
The market can become very busy, particularly during the weekend, but the new service provides 
the convenience of a Saturday delivery with the best of the market's wares. The Borough 
Delicatessen Box can be ordered online from Foodfullstop.com and costs å£74. 
 
FoodFullStop founders, Charlie O Connor, Blanche Vaughan and Zoe Cordy-Simpson, said: 
"We are passionate about good food. We love going to farmers' markets, browsing their stalls 
and bringing home fantastic, fresh ingredients which we know have been grown and reared with 
care." 
 
The Borough Delicatessen Box includes Seche Salami from Hunter Gatherer, Petits Lucques 
Olives from The Fresh Olive Co, Prosciutto di Parma from The Parmesan Co, Fleur de Sel from 
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Real France, Smoked Mackerel from J Sheekey, Horseradish from The Polish Company, 
Cranberry Muesli from Mini Magoo and Handmade Chocolates from Dark Sugars. 
 
Claiming to deliver the best from food and drink producers direct to the door, FoodFullStop 
carefully selects all its suppliers and provides information about farmers and producers on its 
website. 
 
<a href="http://www.foodfullstop.com/">For further information, click here</a> 
 
 

 
Ingredient 'extends life of chocolate products' 
Date: Thu, 12 Jul 07    
Story Text 
A new all-natural ingredient has been created by a Slovenian firm that is believed to extend the 
life of chocolate and chocolate products by as much as one third (30 per cent). 
 
The innovative solution for chocolate and other products, such as toffee sauces or praline, from 
Vitiva of Slovenia is allergen-free and can be used as a beneficial processing aid to protect 
confectionery products. 
 
Inolens 12 combats rancidity in milk chocolate, white chocolate, toffee sauce and other high-fat 
confectionery product to stop them deteriorating during storage. 
 
Building on research into the high levels of antioxidants in dark chocolate that protect its from 
deterioration, the new ingredient reduces the susceptibility to oxidation of products. 
 
Ohad Cohen, CEO of Vitiva. "It [Inolens 12] has been successfully utilized in chocolate pralines, 
extending their shelf life by 30 per cent without influencing organoleptic characteristics of the 
product." 
 
A natural alternative for synthetic antioxidants used as processing aids in chocolates and 
confectionery products, Inolens 12 is easy to blend with complementary ingredients such as 
cocoa powder, sugar and powdered milk. 
 
<a href="http://www.vitiva.si/eng.html">For further information, click here</a> 
 
 

 
Algatech seeks novel food approval 
Date: Thu, 12 Jul 07    
Story Text 
Algatechnologies has applied to the Food Standards Agency (FSA) expert committee on novel 
foods to have an algal extract from Haematococcus pluvialis algal meal approved. 
 
The company wants to market the extract and argues that, as it has been used by the company 
Valensa, it is 'substantially equivalent' to an earlier approved ingredient. 
 
Founded in 1999 to develop and commercialise Astaxanthin and other microalgae-derived 
products, Algatech claims that the marine carotenoid is an important naturally occurring 
molecule that can enhance the immune system and prevent oxidative stress. 
 
Part of the diet of fish or crustaceans, the microalgae is responsible for the pink coloration in the 
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flesh of shrimp and salmon and can be used by food supplement manufacturers in tablets and 
capsules. 
 
Comments on the novel food application are now being invited and can be sent to the Food 
Standards Agency's novel foods committee. 
 
<a href="http://www.algatech.com/">For further information, click here</a> 
 
 

 
Diageo applies to create new Scottish distillery 
Date: Thu, 12 Jul 07    
Story Text 
Drinks giant Diageo has submitted an application to Moray Council for planning permission to 
build a new distillery between Elgin and Forres. 
 
The first new major distillery in Scotland for over 30 years, the new plant will see a å£40 million 
malt distillery created at Roseisle.  
 
Diageo has a major maltings facility in Roseisle and plans to begin construction on the new 
distillery later this year, which will serve growing markets in Brazil, China, Russia, India and 
Mexico. 
 
With plans to open the distillery in early 2009, the innovative new facility will be one of the most 
environmentally-friendly in Scotland, with state-of-the-art environmental and distilling 
technology installed. 
 
Bryan Donaghey, managing director of Diageo Scotland, said: "With this new state-of-the-art 
distillery we aim to meet demand well into the future - a good deal for the local area, the Scotch 
whisky industry and the Scottish economy." 
 
According to Diageo, the new site in Speyside will be the "first distillery for the 21st century" and 
Perth-based firm Edrington has also announced plans this month to invest millions of pounds in 
six new whisky maturation warehouses. 
 
<a href="http://www.diageo.com/en-row/homepage.htm">For further information, click 
here</a> 
 
 

 
New Promise activ SuperShots from Unielever 
Date: Thu, 12 Jul 07    
Story Text 
Unilever has created a new dairy drink with plant sterols that is being marketed as an aid to 
reducing cholesterol levels. 
 
The new drink, Promise activ SuperShots, is available in three flavours - Strawberry, Raspberry 
and Peach - and each shot contains two grams of plant sterols, along with fruit and yoghurt. 
 
Sold in packs of four three ounce containers, Unilever claims that the dairy drink is the first to be 
produced with cholesterol-lowering natural plant sterols. 
 
The new mini-drink contains Heart Health Essentials Omega 3 alpha linolenic acid, vitamin E 
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and Omega 6. 
 
Douglas Balentine, Unilever director of nutrition and health, said: "This new product innovation 
is an example of Unilever's commitment to helping people maintain a healthy heart and to stay 
healthy for longer." 
 
More than 140 clinical studies have shown that plant sterols can help to reduce LDL cholesterol 
when used as part of a daily diet low in saturated fat and cholesterol. Foods containing plant 
sterols should be eaten twice a day to help block absorption of cholesterol. 
 
<a href="http://www.cholesterollowering.com/products_supershots.asp">For further 
information, click here</a> 
 
 

 
Nabisco creates new 100 Calorie Packs 
Date: Thu, 12 Jul 07    
Story Text 
Nabisco, which makes Oreo cookies and Ritz crackers, has unveiled a new range of 100 Calorie 
Packs that are ideal for school snacks and offer a unique way of teaching children about the 
importance of portion control. 
 
Alpha-Bits Mini Cookies and Barnum's Animals Choco Crackers are pre-portioned, 100 calorie 
snacks that each contain three grams of total fat and zero grams of trans fat. 
 
Registered dietician and mother of three, Elizabeth Ward, claims that the snacks are an ideal way 
to make balanced eating fun. 
 
She recommends packing snacks for children to take to school and extracurricular activities or 
when parents are heading to the park or going for a walk with kids. 
 
The Alpha-Bits Mini Cookies are shortbread cookies shaped in alphabet blocks, while Barnum's 
Animals Choco Crackers come in a range of animal shapes. Mini Teddy Grahams Cinnamon 
Cubs also come in innovative 100 calorie packs 
 
Childhood obesity rates in Britain are at a record high, with more young people developing diet-
related diseases such as diabetes and high blood pressure as a result. Parents are advised to read 
labels carefully for salt, fat and sugar content and exercise portion control to ensure children are 
not overeating. 
 
<a href="http://www.nabisco.com/">For further information, click here</a> 
 
 

 
Handcrafted ice cream flavours launched 
Date: Thu, 12 Jul 07    
Story Text 
Tapping into consumer demand for more natural, indulgent snacks, the Fannie May Ice Cream 
collection has launched eight new premium flavours. 
 
Using the finest quality ingredients, such as fruit purees, butter toffee, nuts, pure vanilla extract, 
caramel and Fannie May chocolate, the new ice cream can be hand-scooped and hand-dipped 
with candies. 
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Available at Fannie May stores, the ice cream collection is being released in time for summer and 
includes flavours like Mint Meltaway, White Chocolate Raspberry, Peanut Butter Fudge, Pixie 
and Toffee ice creams, and vanilla ice cream bars. 
 
Ed Fitzpatrick, vice president of retail operations for Fannie May, said: "We are excited to 
introduce a unique line of super premium scooped ice cream based on our best-selling chocolates 
as well as chocolate hand-dipped ice cream bars, and invite our customers to enjoy their Fannie 
May favorites in a whole new way." 
 
Based on consumer research, the line of new ice cream flavours comes in kiddie, single and 
double scoop cake or waffle cones topped with a range of sauces and toppings, ice cream cookie 
sandwiches or take home pints. 
 
<a href="http://www.fanniemay.com/">For further information, click here</a> 
 
 

 
Codex announces adoption of new food safety and quality standards 
Date: Wed, 11 Jul 07    
Story Text 
The Codex Alimentarius Commission (CAC) has announced that it has adopted a new series of 
44 new food safety and quality standards and created a comprehensive set of risk analysis 
principles. 
 
In a joint statement, experts from the World Health Organisation (WHO) and the UN Food and 
Agriculture Organization (FAO) invited governments around the world to establish their own 
food safety and quality standards and risk analysis principles. 
 
Developed using scientific advice from FAO/WHO expert committees and rigorous standard 
setting procedures, the Codex standards are stringent and adopted into national legislation 
around the world. The new standards include additional guidelines to lower the frequency of 
salmonella and campylobacter in chicken. 
 
Dr Kazuaki Miyagishima, CAC secretary, said: "Because governments often adopt Codex 
Standards into their national legislation and sometimes even see the need for additional measures 
in areas not covered by Codex guidance, it is important that the extra safety measures are taken 
using the same rigorous and internationally recognised principles, not only to protect consumers, 
but to ensure they are consistent with multilateral trade rules." 
 
The commission, created in 1963 by FAO and WHO to develop international food standards, 
guidelines and related texts, is also in the process of examining ways in which antimicrobial 
resistance in bacteria in food can be prevented 
 
The 30th session of the Codex Alimentarius Commission met in Rome, Italy, earlier this month 
and a new the Global Initiative for Food related Scientific Advice (GIFSA) has been launched to 
support international scientific investigations. 
 
<a href="http://www.codexalimentarius.net/web/index_en.jsp">For further information, click 
here</a> 
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Supermarkets stock more exotic foods 
Date: Wed, 11 Jul 07    
Story Text 
Supermarkets in the UK are increasingly selling food ranges from other countries in a bid to cater 
for customers from overseas and the increasingly exotic tastes of British consumers. 
 
With more and more people moving to Britain from Eastern Europe and further afield, 
supermarket shelves now contain an array of foreign food ranges. 
 
An article in the Bristol Evening Post points out that Morrisons, Asda and Waitrose have all 
expanded their ranges and are planning to stock more food from other east European countries, 
along with halal meat, Asian foods and spices and Afro Caribbean ranges. 
 
The UK ethnic minority and speciality food market is worth an estimated å£1.86 billion each 
year, as cookery books and television shows encourage Britons to be more adventurous with 
food. 
 
Ranges of Asian food have been expanded to cover Thai and Japanese cooking as well as more 
traditional Indian and Chinese staples and aisles can now be found in most large supermarkets 
offering specialist food and drink products from abroad. 
 
An estimated 600,000 Polish people now live and work in the UK and Polish food and drink 
products are being imported in order to meet their needs, with Tesco claiming that Polish food is 
the fastest growing 'ethnic' food range in its UK stores. 
 
Awareness in Britain of more exotic foods has soared over the past few years, with a growing 
emphasis on healthy eating and the benefits of certain fruits, vegetables and grains. 
 
<a 
href="http://www.thisisbristol.co.uk/displayNode.jsp?nodeId=145365&command=displayCont
ent&sourceNode=145191&contentPK=17786794&folderPk=83726&pNodeId=144922">For 
further information, click here</a> 
 
 

 
Study into consumer use of front of pack labelling 
Date: Wed, 11 Jul 07    
Story Text 
New innovations in front of pack food and drink labelling are expected to follow a new study 
into how consumers use the labels to inform their choices when shopping. 
 
The independent Project Management Panel (PMP) is managing the research, which has been 
commissioned by the Food Standards Agency and is supported by the Nutrition Strategy Steering 
Group. 
 
A specification for the study has been produced in order to ensure that the research is "robust 
and comprehensive" and provides a clear picture of the impact of front-of-pack nutrition 
labelling on shopping behaviour. 
 
The research will examine "whether individual front of pack approaches enable consumers to 
correctly interpret levels of key nutrients" and "how consumers use front of pack labels in the 
retail environment and at home". 
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Working alongside industry and consumer groups, the Food Standards Agency is promoting 
front of pack nutrition labels for food and drink problems in an attempt to tackle Britain's rising 
obesity rates and improve health. 
 
Traffic light labelling for salt, sugar and fat contents, guideline daily amounts (GDAs) and other 
information is now being provided on packaging by many food companies, such as Waitrose, 
Sainsbury's, Asda and the Co-op. 
 
The new study is expected to create a series of recommendations for the government and the 
food industry on the use of front-of-pack nutrition labelling. 
 
<a href="http://www.food.gov.uk/news/pressreleases/2007/jul/frontpackresearchpress">For 
further information, click here</a> 
 
 

 
Orange juice product co-brands with MEG-3 
Date: Wed, 11 Jul 07    
Story Text 
A new orange juice product has been created using the MEG-3 brand Omega-3 EPA/DHA 
food and dietary supplement ingredients. 
 
The Oasis with Omega-3 Orange Juice is available in 473ml containers and comprises 100 per 
cent orange juice from concentrate combined with 30mg of Omega-3 from fish oil in each 250ml 
serving. 
 
Ocean Nutrition Canada has supplied its MEG-3 brand Omega-3 for the new shelf-stable orange 
juice from A Lassonde, which is the latest in a line of products containing the branded Omega-3. 
 
Benoit Boucher, A Lassonde vice President of marketing, said: "As we continue to grow our 
Oasis shelf stable family of juices, the MEG-3 healthy food ingredient has allowed us to be 
innovative and provide our customers with heart healthy Omega-3 EPA/DHA from fish oil." 
 
MEG-3 powder is easy to incorporate into production process and the Powder-loc technology 
provides the benefits of fish oil without the taste. 
 
The global market for enhanced food products is soaring, with more and more food products 
being created with Omega-3 to provide consumers with the benefits of the fatty acids, which 
have been linked to better heart health, reduced risk of cancer and enhanced brain function. 
 
<a href="http://www.meg-3.com/">For further information, click here</a> 
 
 

 
International chef launches new spray 
Date: Wed, 11 Jul 07    
Story Text 
Chef Wolfgang Puck has put his name to a range of new trans fat-free sprays for cooking and 
baking. 
 
The world-famous chef and restaurateur is promoting the Wolfgang Puck All-Natural No-Stick 
Cooking and Baking Sprays, which contain high heat lecithin from soybeans to prevent food 
from sticking to cookware. 
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Free from cholesterol and sodium, the sprays have no water and zero grams of trans fat per 
serving and can be used instead of butter or margarine in cooking and baking, with fewer than 15 
calories per spray. 
 
Three varieties of Wolfgang Puck All-Natural No- Stick Cooking Sprays are available - All-
Natural Original Canola Oil Cooking Spray, All-Natural Butter Flavor Canola Oil Cooking and 
Baking Spray and All-Natural 100 per cent Extra Virgin Olive Oil Cooking Spray. 
 
"The spray prevents sticking and contains less calories and fat than butter or margarine," Puck 
said. "My mother used to save butter wrappings to coat her pans and this spray is more 
convenient, with less mess and helps keep you well." 
 
Austrian-born Puck advocates Eating, Loving and Living using all-natural ingredients to create 
innovative tastes. Consumers are increasingly demanding more natural and lower-fat products to 
improve their health and well-being. 
 
<a href="http://www.wolfgangpuck.com/">For further information, click here</a> 
 
 

 
New soup recipes enhance Heinz range 
Date: Wed, 11 Jul 07    
Story Text 
Heinz has launched three new contemporary recipes as part of its Heinz Classics range of soups - 
Italian Chicken, Tomato & Red Pepper, Tomato, Sweet Chilli & Pasta and Pea & Ham. 
 
The food giant is also extending its Heinz Big Soup range with new Steak & Potato, Cumberland 
Sausage & Vegetable, and Smokey Bacon, Leek & Potato varieties as part of attempts to enhance 
its core soup offerings. 
 
Heinz recently invested å£7 million in pushing up growth in its core soup category and now 
plans to introduce a range of innovations, including larger 515g can sizes, and new packaging for 
WWfH Soup with prominent nutritional flashes. 
 
Matthew Cullum, Heinz Soup marketing manager, said: "The fantastic sales uplifts seen following 
our initial investment at the end of last year have exceeded expectations and we intend to build 
on this. Heinz Big Soup is a particularly exciting success story and the brand has great potential 
to grow the total category." 
 
With no artificial colours, preservatives or GM ingredients, Heinz soups now come with reduced 
salt, sugar and fat to make them more nutritious and healthier for consumers. 
 
Heinz sells an estimated 289 million cans of soup each year in the UK, or five cans for every 
person in the country, making it one of the biggest soup firms in Britain. 
 
<a href="http://www.heinz.co.uk/products/heinz_soup.aspx">For further information, click 
here</a> 
 
 

 
Fruisana provides innovative recipes for students 
Date: Tue, 10 Jul 07    
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Story Text 
Fruisana fruit sugar has published a series of recipe suggestions for blenders and smoothies 
targeted specifically at students heading off to university for the first time. 
 
Parents can now send students off for the first time with recipes that will help to improve their 
health and boost their brain power. 
 
Students attending Fresher's programmes over the summer months often struggle to eat 
properly, but Fruisana's fast, healthy drinks recipes can be prepared easily and cheaply. 
 
For example, a fruit smoothie made with fresh fruit, milk and Fruisana can provide a good start 
to the day, having a minimal impact on the body's glycaemic index (GI) to reduce energy peaks 
and troughs associated with less healthy, sugary foods. 
 
Smoothies can help to prevent hunger pangs and Fruisana can be used to enhance the flavour of 
fruits such as strawberries, blueberries and bananas. 
 
Low GI sugar Fruisana is a leading brand of fructose, found naturally in most fruits and honey 
and used as a sweetener for all types of food and drink as a natural alternative to cane sugar. 
 
<a 
href="http://www.fruisana.com/cms/connect/fruisana/home/fruisana_index_en.htm">For 
further information, click here</a> 
 
 

 
Day Plus One invests in equipment to eliminate pests 
Date: Tue, 10 Jul 07    
Story Text 
A wholefood company has announced that it has invested in a non-toxic controlled atmosphere 
room (CAR) to control pests rather than relying on pesticides. 
 
Day Plus One claims that it was prompted to install the new organic-approved technology 
because of recent bans on methyl bromide use and growing resistance to pesticides in many 
insects. 
 
The food industry is increasingly battling pests as temperatures get warmed and the UN 
Intergovernmental Panel on Climate Change predicts that global temperatures could rise by as 
much as 6C by 2010. 
 
A unique non-toxic pest control system, the CAR is made in Holland and exterminates insects 
from food supplies at all stages of development without producing any harmful residues. 
 
Products are placed in an airtight climate room and the hi-tech pest control system turns the 
temperature up to 27 degrees to stimulate the pest‰!ªs life cycle, then removes the oxygen and 
replaces it with nitrogen to kill any eggs that may be present in the product. 
 
Adrian Lauchlan, founder of Day Plus One, said: "With climate change presenting very real 
challenges for the sector we wanted to make sure we were ahead of the game, so have made a 
considerable investment in this revolutionary system." 
 
Established 21 years ago by Adrian Lauchlan, Day Plus One specialises in pre-packed 
wholefoods, natural and organic dried food products, including Day Plus One branded products, 
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Organic Days and Natural Days, customer own labelling and contract packing. 
 
<a href="http://www.responsesource.com/releases/rel_display.php?relid=32476&hilite=">For 
further information, click here</a> 
 
 

 
Geo Organics puts innovative twist on Worcestershire sauce 
Date: Tue, 10 Jul 07    
Story Text 
Geo Organics has launched a variation on a classic British favourite with its new organic, 
vegetarian and gluten-free version of popular Worcestershire sauce. 
 
Usually made using anchovies, the new Organic Worcestershire Sauce contains a fusion of 
flavours and is free from barley derivatives, making it ideal for those on a gluten-free diet. 
 
Worcestershire sauce has been popular since the Victorian era and Geo Organic has worked long 
and hard to ensure that its new recipe will appeal to fans of the condiment, including those who 
eat meat and fish or are not gluten intolerant. 
 
Family business Geo Organics has sourced recipes dating back generations to blend Eastern 
spices with fruity flavours to produce a new accompaniment to stews, soups, sauces, marinades, 
dressings and dishes. 
 
Geo Organics Worcestershire Sauce has been approved by the Soil Association and contains no 
synthetic ingredients, colours or preservatives. 
 
<a href="http://www.responsesource.com/releases/rel_display.php?relid=32476&hilite=">For 
further information, click here</a> 
 
 

 
Magnum unveils new Iced Magnum Moccachino recipes 
Date: Tue, 10 Jul 07    
Story Text 
Magnum has announced that it is adding two new flavours to its Iced Magnum Moccachino 
range - Ecuador Dark and Colombia Aroma. 
 
A new chocolate cocktail has been created to mark the launch of the decadent new flavours, 
using Tia Maria and Kahlua liqueurs, Nutella chocolate spread, milk and Magnum Colombia 
Aroma. 
 
Colombia Aroma has a rich swirl of coffee sauce made from authentic Colombian coffee beans 
in smooth vanilla ice cream, while Ecuador Dark uses chocolate made with 68 per cent cocoa 
and rare Forastero cocoa beans. 
 
Magnum Ecuador Dark is available in singles and multipacks of three, while Magnum Colombia 
Aroma is available in multipacks of three only, joining the Magnum Classic, Magnum Double 
Caramel, Magnum White, Magnum Mint and Magnum Almond products. 
 
The indulgent Iced Magnum Moccachino range offers the ideal indulgent dessert and aims to tap 
into the growing market for rich ice cream and frozen dessert products. 
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<a href="http://www.mymagnum.co.uk/Winning_Moments/default.aspx">For further 
information, click here</a> 
 
 

 
New toppings for Findus French Bread Pizzas 
Date: Tue, 10 Jul 07    
Story Text 
Findus has overhauled its popular and convenient French Bread Pizza product, extending its 
range and redesigning its packaging ahead of a September relaunch. 
 
The frozen food company has created two new varieties that will be sold alongside its classic 
Cheese & Tomato version - Ham & Pineapple and Pepperoni Supreme. 
 
New packs now include information on the front about guideline daily amounts (GDAs) of fat, 
salt, sugar, saturated fat and calories. 
 
The Findus French Bread Pizza has been around for more than 30 years and is popular with 
families, students and consumers looking for a quick, easy-to-prepare meal, party food or a 
versatile snack. 
 
Priced at just å£1, the product currently accounts for around 13 per cent of the snack-style pizza 
market and has seen steady growth in sales over the past year. 
 
Findus is privately-owned by Geir Frantzen, a former senior manager at its Swedish parent 
company, and has an annual turnover of around 800 million euros each year, with a presence 
across Europe, Thailand and Australia. 
 
The firm recently launched a new range of restaurant-quality ready meals in partnership with 
celebrity chef Jean Christophe Novelli. 
 
<a href="http://www.findus.com/">For further information, click here</a> 
 
 

 
Pretzel appeals to chocolate lovers 
Date: Tue, 10 Jul 07    
Story Text 
An innovative new pretzel combines real cocoa, creamy fudge, dark chocolate and chocolate 
crumb to provide consumers with a rich, sweet snack. 
 
Created by Kim & Scott's Gourmet Pretzels, the 4oz pretzels are hand-twisted at the company's 
Chicago bakery and are sold in four-pack boxes, which are currently being marketed to retailers. 
 
Targeted at chocolate lovers, the soft pretzel is made with real chocolate, contains all-natural 
ingredients, is free from trans-fats and peanuts, is low in cholesterol and a good source of whole 
grains. 
 
Kim & Scott's Gourmet Pretzels co-president and founder, Kim Holstein, said: "Now a rich and 
decadent chocolate extravaganza, in the familiar shape of a soft pretzel, is available right in your 
grocer's freezer. It's amazing on its own or topped with your favorite scoop of ice cream." 
 
The new Chocolate Crumb Pretzel is the sixth frozen product in a range from Kim & Scott's 
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Gourmet Pretzels that includes , Stuffed Pizza Pretzel, Sourdough Parmesan, Stuffed Grilled 
Cheese Pretzel, Apple Cinnamon and Traditional Bavarian. 
 
Founded in a studio apartment in 1995, Kim & Scott's Gourmet Pretzels now sell to retailers, 
online and on television. 
 
<a href="http://www.kimandscotts.com/">For further information, click here</a> 
 
 

 
UK firm launches new food packaging range 
Date: Mon, 09 Jul 07    
Story Text 
In a bid to expand its operations outside the catering sector into food and catering outlets, 
British-based Cater For You has unveiled a new range of packaging products. 
 
The new food packaging range is a response to customer demand and the online retailer is now 
offering a comprehensive range of food packaging products. 
 
Mark Perman, Cater For You general manager, said: "We have been looking to expand our 
existing lines of stock for a while now and feel that food packaging is an area that has not been 
well catered for on the internet, we aim to change that." 
 
The range covers an array of food packaging products, including hinged salad containers, deli 
pots, polypropylene bags and tamper evident tubs, which come in a range of sizes and styles. 
 
Based in Bourne End, Buckinghamshire, Cater For You has a website at Cater4You.co.uk and 
offers delivery across the UK. 
 
The company has a range of products, plastic glasses and catering accessories on offer, including 
the popular Goodsphere and Pureaire ranges. 
 
<a href="http://www.cater4you.co.uk/">For further information, click here</a> 
 
 

 
New food halls and restaurants for Harrods 
Date: Mon, 09 Jul 07    
Story Text 
Retailer Harrods has unveiled the new Harry Morgan's Deli at its London store, based on the 
famous UK Kosher style deli restaurant opened in 1948. 
 
The company has announced that it is expanding its restaurants and food hall offerings as part of 
an ongoing development with the unit. 
 
A new Champagne and Seafood bar will open on October 1st in the Butchery and Fishmonger's 
Hall, serving chilled champagne and a range of seasonal shell fish and prepared dishes. 
 
Opening in late September, the Dim Sum bar will be located on the ground floor of the iconic 
Knightsbridge store in the Charcuterie Hall, serving a range of traditional dim sum and other 
dishes. 
 
The Ground Floor Food Hall is currently undergoing an overhaul, Harrods is developing a new 
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urban wellness centre and new concessions, including Galler Chocolates, Cluizel Chocolates and 
Chocolate bouquet, are being introduced. 
 
Harrods currently operates 28 restaurants over seven floors, offering an array of different dishes 
and snacks, from fresh oysters and cream cakes to a la carte meals. 
 
<a href="http://www.harrods.com/Cultures/en-GB/Home/homepageindex.htm">For further 
information, click here</a> 
 
 

 
Meat grinder works at lower temperatures 
Date: Mon, 09 Jul 07    
Story Text 
Koch Equipment has unveiled a new Mado frozen meat grinder, which it claims can grind both 
fresh and frozen product at high efficiency levels. 
 
Causing minimal temperature rise and suitable for both the meat and poultry industries, Koch 
Equipment claims that that the new device can reduce levels of bacteria and contaminants in 
products. 
 
Koch vice president of sales and marketing, Steve Kingeter, commented: "With production 
capacities up to 10,000 kilograms per hour for frozen product (based on a 6mm plate) and 36,000 
kilograms per hour (based on a 13mm plate) for fresh product, this frozen meat grinder is 
designed for heavy-duty production and rates first-class when it comes to high-quality product." 
 
Frozen blocks can be processed using the Mado frozen meat grinder at temperatures as low as -
13 degrees Fahrenheit. 
 
Koch Equipment is a full line manufacturer and distributor of equipment for meat production, 
food processing, packaging, and labelling, with a range of innovative packaging machines, 
labellers, food processing equipment, rollstock parts, accessories, and services. 
 
<a href="http://www.kochequipment.com/site/news/press_15.php">For further information, 
click here</a> 
 
 

 
Seven different types of cacao in new chocolate 
Date: Mon, 09 Jul 07    
Story Text 
A new dark chocolate has been created that blends cacao beans from Central America, South 
America, Africa and Asia into a unique product. 
 
E Guittard Nocturne 91 per cent Cacao Extra Dark Chocolate is the new addition to the E 
Guittard line of blended chocolates. 
 
The company claims that the new blend combines "aromas of ripe cherry and deep chocolate 
foreshadow complex layers of tart citrus, red fruit and nutty notes held up by a solid chocolate 
base. Medium-bodied, it is silky-smooth on the palate with a long finish". 
 
E Guittard recommends pairing the Nocturne 91 per cent Cacao Extra Dark Chocolate with 
summer fruits, such as cherries, strawberries, blueberries and raspberries. 
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Recent studies have indicated that chocolate is better for consumers when it has a high cacao 
percentage and Guittard uses careful fermentation and drying techniques after harvest to produce 
high-quality products. 
 
Guittard Chocolate was founded in 1868 by French chocolatier Etienne Guittard in San 
Francisco and has grown into a global brand, working directly with growers to create innovative 
new blends. 
 
<a href="http://www.guittard.com/home/index.html">For further information, click 
here</a> 
 
 

 
Scientists develop better way of protecting food 
Date: Mon, 09 Jul 07    
Story Text 
A team of European researchers has devised new packaging materials that can significantly 
improve the shelf life of perishable vegetables. 
 
Scientists working on the Euroagri and Greentec part of the Eureka project have been working 
on new ways of improving conservation of vegetables and have come up with innovative new 
food wrappings that extend shelf life and reduce browning. 
 
Jose Burnay, Euroagri and Greentec co-ordinator at Campotec, said: "We are looking at edible 
wrappings, combined with new techniques for processing under modified atmospheres. The goal 
is reduced browning and extended shelf life for mixed pre-cut vegetables." 
 
Campotec is creating a new line of minimally processed pre-cut vegetables and aims to target new 
markets with them, setting a target of 20 per cent growth for 2008. 
 
Worth around two per cent of the annual gross national product of the developed countries, the 
international packaging industry is one of the most important in the world and is expected to 
continue to grow over the coming years. 
 
<a href="http://www.eureka.be/inaction/viewSuccessStory.do?docid=3270533">For further 
information, click here</a> 
 
 

 
FSA works on new powdered formula labelling 
Date: Mon, 09 Jul 07    
Story Text 
The Food Standards Agency (FSA) has announced that it is working on the development of new 
labels that advise consumers about the non-sterility of powdered infant formula milk. 
 
Working alongside the industry, the World Health Organisation (WHO), consumer groups, the 
Department of Health, academics, health professionals and the Infant and Dietetic Food 
Association, the UK food standards watchdog wants it made clearer to consumers the risks that 
can be associated with powdered infant formula. 
 
Draft regulations published by the FSA are intended to improve awareness of the possible risks 
to babies of foodborne illness and harmful bacteria such as Enterobacter sakazakii if formula is 
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not correctly prepared. 
 
According to the FSA, formula should be prepared using water that is at least 70C and wants 
clear labelling on products that states this in an appropriate manner. 
 
The government committed in the 2004 Public Health White Paper to boost breastfeeding rates 
in the UK and has already banned the promotion of powdered infant formula milk. A public 
consultation is currently being carried out by the FSA on the European Union Directive on 
infant formula and follow-on formula. 
 
A six-day meeting is being held by the UN Food and Agriculture Organisation and the WHO 
under the banner of the Codex Alimentarius Commission to debate standards on infant formula. 
 
<a href="http://www.food.gov.uk/">For further information, click here</a> 
 
 

 
Natural, organic energy drink launched 
 
Ginger spices up triple action beverage 
 
Innovative nut-free satay paste unveiled 
 
Asda adopts traffic light and GDA labelling 
 
Call for greater automation in food manufacturing 
 
Premier Foods overhauls Cadbury Cakes 
 
Major new rapeseed crushing venture launched 
 
Air sampler ideal for food production testing 
 
Research points to health benefits of organic tomatoes 
 
MEG-3 chocolate products unveiled 
 
Kikkoman launches Less Sodium Soy Sauce 
 
New trans-fat-free emulsifiers from Kerry Bio-Science 
 
Researchers develop food additives from jellyfish 
 
Malt extracts replace Caramel (E150c) 
 
New soya solution for dairy desserts 
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New organic fruit delivery company launches 
 
Freixenet launches Nick Faldo wines 
 
New lassi drink unveiled by Lifeway Foods 
 
New cake slices range for Waitrose 
 
Big names join innovative scheme to reduce packaging 
 
Cookie company introduces traffic light labelling 
 
Chr Hansen creates new probiotic fermentation process 
 
Soil Association aims to boost UK arable production 
 
Possible treatment developed for food allergies 
 
Cholesterol-lowering milk launched 
 
New Waitrose concept store in London 
 
Single layer plastic milk bottles from Amcor 
 
Bizerba develops promotional labelling dispensers 
 

 
Natural, organic energy drink launched 
Date: Fri, 06 Jul 07    
Story Text 
A new lightly carbonated beverage that combines popular pomegranate flavour with exotic 
limeflower has been unveiled by SkylarHaley. 
 
New Organic essn Energy delivers "pure-energy sourced from nature, not test tubes" and 
SkylarHaley claims that it is the first USDA certified organic and mission organic beverage. 
 
Certified organic, the new essn Energy drink is completely free of additives, preservatives and 
high fructose corn syrup and uses the essn Energy formula of natural super nutrients and 
powerful antioxidants, including Kenyan green tea, Brazilian yerba mate and guarana. 
 
The SkylarHaley range of products includes essn sparkling juices, Stoneridge Orchards dried 
fruits and AchievONE nutritional coffee beverage. 
 
Sales of organic food and drink products have soared in the UK in recent years, with many 
retailers reporting a sharp rise in demand among consumers. A recent ten-year study indicated 
that organic tomatoes contain much higher levels of healthy flavonoids than those grown 
conventionally. 
 
<a href="http://www.skylarhaley.com/indexFlash.html">For further information, click 
here</a> 
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Ginger spices up triple action beverage 
Date: Fri, 06 Jul 07    
Story Text 
A new product that combines freeze-dried ginger, Chinese yellow ginger juice and ginger syrup 
has been unveiled. 
 
Combining three ginger ingredients to create an energising, natural beverage, Ginger 'Gizer is 
balanced with apple, lemon and honey to deliver an energy hit. 
 
The new drink is being targeted at health-conscious consumers and those looking for a beverage 
rich in flavour. 
 
Owned by Royal Pacific Foods, manufacturer The Ginger People has a range of ginger-enhanced 
products, including Ginger Soother and Ginger Beer. 
 
Natural flavours are becoming increasingly popular and the energy drinks market is booming 
worldwide, as consumers seek a quick lift on the go. 
 
Ginger is packed with antioxidants and has traditionally been used to treat a range of conditions, 
from inflammation to nausea. 
 
<a href="http://www.gingerpeople.com/">For further information, click here</a 
 
 

 
Innovative nut-free satay paste unveiled 
Date: Fri, 06 Jul 07    
Story Text 
Geo Organics has created a new product that offers the opportunity for nut allergy sufferers to 
flavour Oriental dishes with satay paste. 
 
The Geo Organics Thai Satay Paste with Pine Kernels substitutes peanuts, traditionally used as 
the basis for satay paste, for pine kernels, which are botanically a seed and can usually be 
tolerated by nut allergy sufferers. 
 
Satay paste is a flexible ingredient that can be used to flavour Oriental dishes and as a dip and the 
Geo Organics Thai Satay Paste with Pine Kernels is vegan, gluten free, dairy free, non GM, 
certified organic by the Soil Association and is manufactured in a nut-free factory. 
 
Mike Batten, founder and director of Venture Foods, which owns the Geo Organic brand, said: 
"Pine kernels are catching on as an alternative to nuts and demand is rising for such products. I 
am very pleased to be involved at the beginning of this exciting product development trend and 
plan to use pine kernels in a number of other products to satisfy the growing demand for nut-
free products." 
 
According to Geo Organics the nut-free satay paste is "thick and creamy with many lively 
flavours carefully balanced", including horse radish, lemongrass, organically grown ginger and 
garlic powder. 
 
<a href="http://www.venturefoods.co.uk/">For further information, click here</a> 
 



Prepared by Adfero on behalf of Food and Drink Innovation Network 

 
 

© Adfero Ltd 1998-2005 
 

Adfero, South Quay Plaza 2, 183 Marsh Wall, London E14 9SH 
Tel: 0800 917 8 917 web: www.dehavilland.co.uk 

 

 
Asda adopts traffic light and GDA labelling 
Date: Fri, 06 Jul 07    
Story Text 
Asda has announced that it is planning to introduce a labelling system that combines both traffic 
light warnings and guideline daily amounts (GDAs) to give customers the "best of both worlds". 
 
The retailer now plans to roll out the front-of-pack nutrition labels on more than 1,000 of its 
own-label products following consumer research. 
 
Asda is the first of Britain's Big Four supermarket chains to combine both methods of food 
labelling and the company claims that customers want to see both traffic light and GDA labelling 
on products. 
 
Andy Bond, Asda chief executive, said: "Our new nutritional labelling system is the common 
sense solution to something that shoppers can find very confusing." 
 
A poll of consumers by the store discovered that 95 per cent preferred the Asda labelling scheme 
to other methods because they could be read and understood quickly and easily. 
 
UK retailers that have adopted traffic light labelling, a system backed by the Food Standards 
Agency, include Sainsburys, Waitrose, Boots, the Co-Op and M&S. 
 
<a href="http://www.eatwell.gov.uk/foodlabels/trafficlights/">For further information, click 
here</a> 
 
 

 
Call for greater automation in food manufacturing 
Date: Fri, 06 Jul 07    
Story Text 
Food manufacturers in Europe could improve production efficiencies by comparing their levels 
of automation with industry standards, a new report states. 
 
Researchers from the University of Lincoln surveyed 250 firms in Britain, Germany and France, 
finding that 
 
Supported by Ishida Europe, the study suggests that benchmarking levels of automation against 
industry standards can ensure that production efficiencies for food manufacturers remain in line 
with competition. 
 
Germany had the highest level of full-line automation between the three countries and 
manufacturers generally supported automation as a method of boosting efficiency, increasing 
consistency, reducing labour costs and enhancing throughput. 
 
Manufacturers of short shelf life products, such as meat or chilled ready meals, tend to worry that 
automation could restrict flexibility, particularly when production runs are short and products 
changeover frequently. 
 
Mike Dudbridge of the University of Lincoln said: "It is now less a question of sourcing a 
particular piece of equipment and more about finding equipment manufacturers who can offer a 
feasible solution to their specific requirements ‰!Ò and part of this solution involves building in 
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an element of flexibility." 
 
The report covers an array of food production sectors, including confectionery, snacks, frozen 
food, salads and poultry. 
 
<a href="http://www.ishidaeurope.com/news/recent_news/">For further information, click 
here</a> 
 
 

 
Premier Foods overhauls Cadbury Cakes 
Date: Fri, 06 Jul 07    
Story Text 
The Cadbury Cakes brand has undergone an extensive overhaul, with products revamped to give 
them a new, more indulgent look. 
 
Premier Foods has redesigned its Cadbury Cakes product range, which includes Cadbury Mini 
Rolls, Flake Cakes and Swiss Gateau. 
 
New pack designs will use the Cadbury purple colouring and improve the clarity of the design 
layout and typography, creating a design that "really reflects the Cadbury Cakes brand values". 
 
The Cadbury Rich Choc' Roll has been re-named Triple Chocolate Roll in line with the more 
indulgent image and the relaunched range is currently rolling out to stores nationwide. 
 
Sam Bennett, Cadbury Cakes brand manager, said: "Cadbury Cakes has had a superb 
performance over the last year with growth of over 14 per cent building on great category 
innovation and new product launches. We are making this investment to further build the brands 
success and communicate the complete range to the consumer." 
 
The Cadbury Cakes portfolio is produced by Premier under licence from Cadbury and the 
redesign by Vibrant is expected to boost sales, unite the range and give it a fresh look. 
 
<a href="http://www.premierfoods.co.uk/our-brands/cadbury_home.cfm">For further 
information, click here</a> 
 
 

 
Major new rapeseed crushing venture launched 
Date: Thu, 05 Jul 07    
Story Text 
Two companies in Scandinavia have announced that they are investing in a vast new rapeseed 
crushing plant that will provide oil for energy and the food industry. 
 
AAK (AarhusKarlshamn) and Lantmannen plan to create a new joint venture for rapeseed 
crushing, investing around SEK400 million (å£29.5 million) in the project, which is scheduled to 
come on line in 2009. 
 
The site in Karlshamn, Sweden, next to AAK's plant, will produce tonnes of rapeseed oil each 
year for foodstuffs and biodiesel, as demand for vegetable oils continues to soar. 
 
Jerker Hartwall, AAK president and CEO, commented: "We are striving for a growing 
proportion of high value added products, and a jointly-owned company for the crushing of 



Prepared by Adfero on behalf of Food and Drink Innovation Network 

 
 

© Adfero Ltd 1998-2005 
 

Adfero, South Quay Plaza 2, 183 Marsh Wall, London E14 9SH 
Tel: 0800 917 8 917 web: www.dehavilland.co.uk 

rapeseed oil is an important step in the right direction." 
 
Food industry bosses are calling for cheaper, more readily available sources of oil and innovative 
solutions to supply problems, as the energy and fuel industries start to convert to biofuels. 
 
The new rapeseed crushing plant will have sufficient capacity to crush and refine all Swedish 
rapeseed and it will use the most up-to-date technology possible to ensure it is most efficient in 
the world. 
 
<a href="http://www.aak.com/?aak=32ce046&urlid=2007070420290,150742">For further 
information, click here</a>  
 
 

 
Air sampler ideal for food production testing 
Date: Thu, 05 Jul 07    
Story Text 
The new Oxoid Air Sampler monitors microbiological air quality in food processing and can be 
used to improve quality assurance and infection control. 
 
Created by UK-based microbiology firm Oxoid, part of Thermo Fisher Scientific, the new air 
sampler can be applied to food processing, clinical and pharmaceutical environments to  
 
Using proven impaction technology, the Oxoid Air Sampler comes in a distinctive red, is 
compact and easily portable making it ideal for monitoring air quality in food processing and 
preparation areas. 
 
The sampler has a simple keypad menu that offer a choice of languages and a variety of preset or 
user-defined functions, including multiple run and variable interval options. It can be manually 
operated or operated using an infra-red remote control. 
 
Shown to be efficient and reliable, the Oxoid Air Sampler has a demonstrated physical efficiency 
of 100 per cent for particles 0.8 to 19.0 microns in size and automatically samples air at a fixed 
rate of 100 litres per minute. 
 
Sample details are stored within the unit and information can be easily accessed and visualised on 
the alpha-numeric display. The device can accommodate 55mm and 90mm plates and is supplied 
fully calibrated. 
 
<a 
href="http://www.oxoid.com/uk/blue/press/press.asp?art=Y&arch=&pRef=PR0298&c=UK
&lang=EN">For further information, click here</a> 
 
 

 
Research points to health benefits of organic tomatoes 
Date: Thu, 05 Jul 07    
Story Text 
Organic food may well be better for consumers than traditional products, as a new study finds 
that levels of two flavonoids tend to be higher in organic tomatoes than the non-organic variety. 
 
Antioxidants called flavonoids are linked to improved heart health, lower levels of cardiovascular 
disease, and a reduced risk of diseases such as cancer and dementia. 
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A ten-year study into organic tomatoes and conventional tomatoes, led by Alyson Mitchell, food 
chemist at the University of California, Davis, has discovered that levels of the flavonoids 
quercetin and kaempferol are an average of 79 and 97 per cent higher in organic tomatoes. 
 
Published in the Journal of Agricultural and Food Chemistry, the research uses data from a long-
term project and indicates that higher levels of flavonoids may be linked to the removal of 
inorganic nitrogen in conventional fertiliser from the diet of plants. 
 
Flavonoids are often produced in plants as a response to nutrient deficiency and lower levels of 
flavonoids in tomatoes farmed using conventional levels could be down to overfertilisation. 
 
The research is likely to spark a rise in sales of organic products, as health-conscious consumers 
make the switch and could spark new food innovations in the organic food and drink sector. 
Some experts refute claims that organic fruit and vegetables are any more or less healthy than 
conventionally produced items. 
 
<a href="http://environment.newscientist.com/article/mg19526114.900-organic-tomatoes-
have-more-antioxidants.html">For further information, click here</a> 
 
 

 
MEG-3 chocolate products unveiled 
Date: Thu, 05 Jul 07    
Story Text 
O Trois bar and finger package from Les Truffes au Chocolat contains high levels of Omega-3 
EPA/DHA to help improve the health of consumers. 
 
Provide by Ocean Nutrition Canada (ONC), a leading supplier of MEG-3 brand Omega-3 
EPA/DHA food and dietary supplement ingredients, the O Trois range of chocolate bars and 
chocolate fingers is the first chocolate to contain MEG-3. 
 
Launched later this month, each O Trois bar and finger package will feature the unique MEG-3 
logo and each 45g chocolate bar and finger contains 100mg of EPA/DHA from fish oil. 
 
Ralph Buchmuller, Les Truffes au Chocolat president and master chocolatier, said: "MEG-3 was 
the only powdered fish oil ingredient that passed our sensory quality standards. Our chocolate 
bars and fingers have the same great taste but they also have something a little extra‰!"the added 
health benefits of EPA and DHA from fish oil." 
 
ONC microencapsulates high quality fish oil with its patented Powder-loc technology to lock the 
goodness of fish into chocolate, while locking out the taste of the fish. 
 
Consumers are becoming increasingly aware of the health benefits of Omega-3 fatty acids, which 
are found in oily fish, eggs, some meat and nuts and can help to lower cholesterol and reduce the 
risk of developing cancer. 
 
<a href="http://www.ocean-nutrition.com/">For further information, click here</a> 
 
 

 
Kikkoman launches Less Sodium Soy Sauce 
Date: Thu, 05 Jul 07    
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Story Text 
Marketed as "an alternative to high-fat condiments such as creamy dressings or even butter", 
Kikkoman has created a new fat free and low-calorie soy sauce product. 
 
Kikkoman Less Sodium Soy Sauce has a lower sodium content than traditional soy sauces, but 
retains all the flavour. 
 
Targeted at consumers keen to reduce their salt intake, Kikkoman Less Sodium Soy Sauce has 40 
per cent less sodium than other versions and can be used by consumers to "make healthier foods 
such as vegetables and whole grains more appealing". 
 
Ken Saito, president of Kikkoman International, commented: "Although there is 40 percent less 
sodium in this version, careful ageing allows it to retain the nuanced flavors and quality 
characteristics of naturally brewed soy sauce, including the elusive 'fifth flavour' called umami." 
 
Recommended at the end of cooking to ensure that it is not diluted or "cooked off", Kikkoman 
Less Sodium Soy Sauce can help consumers to maintain a healthier lifestyle and reduce the 
amount of sodium in their diet. 
 
British consumers are becoming more concerned about the levels of salt and fat in their diet, 
though research suggests that many people are still eating far in excess of the recommended daily 
levels of sodium. 
 
<a href="http://www.kikkomanusa.com/">For further information, click here</a> 
 
 

 
New trans-fat-free emulsifiers from Kerry Bio-Science 
Date: Thu, 05 Jul 07    
Story Text 
Scientists have developed a new range of trans-fat-free emulsifiers that can be used to create an 
array of low fat dairy spreads. 
 
Kerry Bio-Science has launched the Myvatex Spread Control range of emulsifiers to allow food 
producers to make low fat claims on margarines and spreads. 
 
The emulsifier will reduce the fat content of mainstream margarine (80 per cent fat) and medium 
fat spreads (60 per cent fat) to as little as 25 per cent fat. It combines saturated and unsaturated 
lipids, including monoglycerides (fatty acid monoesters of glycerol) and is suitable for vegetarian, 
halal and kosher consumers. 
 
Manufacturers can use Myvatex Spread Control to maintain emulsion processability, maintain 
stability in use especially at refrigeration temperatures and assure organoleptic appeal of the 
finished product. 
 
Low fat spreads (40 per cent fat and lower) have a very high proportion of water compared with 
oil and the emulsifier helps to stabilise the mixture without the need to add any trans fatty acids. 
 
Karl Burkitt, Kerry Bio-Science strategic marketing director, said: "Myvatex Spread Control is a 
true innovation. With its broad range of product applications, and invaluable trans-fat-free claim, 
it's the solution that spreads manufacturers have been waiting for." 
 
<a href="http://www.kerrygroup.com/page.asp?pid=169">For further information, click 
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here</a> 
 
 

 
Researchers develop food additives from jellyfish 
Date: Wed, 04 Jul 07    
Story Text 
Scientists in Japan claim that proteins extracted from jellyfish could be used to create a range of 
food additives. 
 
Experts from the Institute of Physical and Chemical Research (Riken) and Shimva Chemical 
Industries have teamed up to investigate ways that the growing population of jellyfish off the 
Japanese coast could be utilised. 
 
Millions of large Nemopilema nomurai jellyfish and smaller moon jellyfish (Aurelia aurita) have 
dogged coastal communities in Japan over the past few years and scientists have now devised an 
ingenious way to put them to use. 
 
Research into ways of using the jellyfish has developed a method of producing a baking powder 
for cookies and crunchy snacks and a way of extracting valuable mucin proteins for use by the 
food industry. 
 
Writing in the Journal of Natural Products, Biochemist Kiminori Ushida, who led the project, 
said that the long protein chain qniumucin from jellyfish could be used in the production of 
dispersing, gelling or emulsifying agents.  
 
Mucin from cows and pigs is already used in food technology and the jellyfish proteins could be 
used to replace them. 
 
<a href="http://www.sciencedaily.com/releases/2007/07/070702151056.htm">For further 
information, click here</a> 
 
 

 
Malt extracts replace Caramel (E150c) 
Date: Wed, 04 Jul 07    
Story Text 
S Black has unveiled a new solutions that replaces Caramel (E150c) with a natural option that 
offers greater health benefits to consumers. 
 
The speciality malt extracts can be used as natural colourings across a range of food and drink 
applications, providing manufacturers with a rich brown colour at low dosage levels in either 
liquid or spray-dried form. 
 
Application markets for the new product include bakery, confectionery, sauces, glazes, soups, 
gravy, hot and cold beverages, instants and ready to drink. 
 
Food companies are increasingly seeking to reduce the levels of E numbers and unnatural 
colours and preservatives in products in response to consumer demands for cleaner food and 
drink. 
 
Demand for natural, organic and enhanced food and drink products has soared in recent years, 
with the UK organic food market worth an estimated å£1.6 billion in 2006. 
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<a href="http://www.sblack.com/whatsnew.cfm?articleID=AD438F39-E05E-47B3-
B53DAA1340EE43B5&beenherebefore=1&CFID=30014&CFTOKEN=553560d-68fb9c60-
5e80-4749-9adc-22fb30721313">For further information, click here</a> 
 
 

 
New soya solution for dairy desserts 
Date: Wed, 04 Jul 07    
Story Text 
Danisco has created a new stabiliser system that provides healthy soya desserts with a creamy 
texture and offers an alternative to dairy creme desserts. 
 
The Grindsted PF 11 and 12 Creamline Stabiliser Systems give a "deliciously creamy texture" to 
soya desserts even at low fat levels. 
 
Ingredients giant Danisco claims that the new soya solution offers an ideal alternative to dairy for 
desserts, combing health benefits with a creamy non-gelled texture and delicious taste that 
remains throughout the shelf life of the product. 
 
The stabiliser systems are perfect for those on lactose-free, vegetarian and vegan diets, as well as 
health-conscious consumers. They can be used with vegetable oils, such as rapeseed, soya and 
sunflower that are naturally low in saturated fat and free of cholesterol and desserts can be 
fortified with calcium. 
 
Danisco scientists have created solutions that work with hot or cold-filled soya creme desserts 
and are suited to all manufacturing processes including UHT processing and batch pasteurisation. 
 
Both the innovative Grindsted PF Creamline products contain the natural hydrocolloids 
carrageenan and guar gum and can be used with soya milk or powdered soya ingredients. 
 
<a 
href="http://www.danisco.com/cms/connect/corporate/media+relations/news/frontpage/bus
inessupdate_135_en.htm">For further information, click here</a> 
 
 

 
All-natural freeze dried fruit snack makes its debut 
Date: Wed, 04 Jul 07    
Story Text 
All-natural snack food firm Mrs May's Naturals has announced the launch of a new vegan, 
cholesterol free, non-GMO, dairy free, certified gluten free, kosher, wheat free snack. 
 
Mrs May's Fruity Snapz contain no artificial colours and flavours and the crunchy snack is 
available in pear, apple, peach, apricot, and pineapple varieties. 
 
The all-natural freeze dried fruit snack is made with just a single ingredient - fruit - and Mrs May's 
uses a sophisticated freeze drying process to preserve as much of the fruit nutrients as possible. 
 
Sold in 10g bags of thick, freeze dried fruit slices, Mrs May's Fruity Snapz are 1/8th inch thick 
and can be eaten from the bag or used as a topping for cereals. 
 
Augustine Kim, CEO of Mrs May's, explained: "We want to create snacks that both parents and 
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children will enjoy and won't feel guilty about eating. There's nothing in Fruity Snapz except fruit. 
We've just put a new twist on grabbing a piece of fruit." 
 
Mrs May's uses an array of ingredients, including organic evaporated cane juice, rice malt, natural 
fruit, roasted nuts, toasted sesame seeds and sea salt, to create healthy snack foods and recently 
introduced its TRIO crunchy health bar. 
 
<a href="http://www.mrsmays.com/">For further information, click here</a> 
 
 

 
Experts aim to improve safety of food in Namibia 
Date: Wed, 04 Jul 07    
Story Text 
Academics from the University of Salford are working along the World Health Organisation 
(WHO) to improve levels of food safety in the African nation of Namibia. 
 
Professor Eunice Taylor and Dr Joanne Taylor from the university's business school plan to 
travel to Africa this October to boost the safety of street food, which accounts for around 75 per 
cent of all food purchased in Namibia. 
 
The experts believe that improving the safety of food ready cooked at street stalls could have a 
"huge impact on public health" and they will meet with government officials during their trip to 
establish food safety projects. 
 
Under the scheme, researchers in Namibia will be trained in techniques allowing them to identify 
appropriate safe methods for preparing and cooking food on the street. Namibian student 
Tjipena Mengo, who is taking an e-learning MSc in Hazard Analysis Critical Control Point at 
Salford University, is co-ordinating the project from Africa. 
 
Professor Taylor commented: "In the past, attempts to export Western methods of food safety 
inspection have not worked. We're proposing to work with market traders, local government 
officials and our colleagues at the University of Namibia to produce a best practice guide that can 
be used across Africa." 
 
Namibia has high levels of HIV infection and poorly prepared food can prove lethal, making 
food safety a key priority for health officials. 
 
<a href="http://www.salford.ac.uk/news/">For further information, click here</a> 
 
 

 
New organic fruit delivery company launches 
Date: Wed, 04 Jul 07    
Story Text 
Wild Star Food Co has unveiled a new service that provides ready washed boxes of certified 
organic fruit to workers in their offices. 
 
The innovative delivery service is called The Works and provides boxes of ready to eat fruit 
directly to workplaces. 
 
In a bid to help consumers working long hours in the office to eat the recommended five 
portions of fruit and vegetables a day, The Works will deliver healthy fruit to their desks. 
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Available online or over the phone, Wild Star Food Co deliveries come with minimal packaging 
and the company recycles wherever possible and promotes fair trade. 
 
Three different packages of fruit are available ‰!Ò The Mini Works (å£18) provides at least 30 
portions of fruit, The Works delivers at least 50 portions of fruit (ideal for five people over five 
working days) for å£26, and the Full Works provides at least 100 portions of fruit (å£46). 
 
Boxes can be delivered on any week day and contain at least five different kinds of fruit, with 
selections varying depending on seasonality and availability. 
 
<a href="http://www.wildstarfood.com/">For further information, click here</a> 
 
 

 
Freixenet launches Nick Faldo wines 
Date: Tue, 03 Jul 07    
Story Text 
A new range of wines that are endorsed by international golf champion Nick Faldo has been 
unveiled by US wine importer Freixenet. 
 
Produced by the Ferrer family at the Katnook Estate and imported by Sonoma, California-based 
Freixenet USA, the wines are targeted at golf fans. 
 
Freixenet USA has announced that it has started to import the Australian wine line created by 
Nick Faldo, which includes a 2004 Faldo Shiraz and a 2006 Faldo Sauvignon Blanc. 
 
The company plans to release a Faldo Cabernet Sauvignon later this year and Freixenet claims to 
be pleased to have combined the talents of the golfer and the Ferrer family. 
 
A number of celebrities are now producing their own wines at vineyards they own, including 
golfers Ernie Els and Greg Norman, while the estates of Marilyn Monroe and Elvis Presley have 
also entered the wine trade. 
 
Singer and actress Olivia Newton John has a Koala Blue collection of wines, Sir Cliff Richard has 
wineries in the region of Portugal and film director Frances Ford Coppola produces famous wine 
at his Niebaum-Coppola vineyard in the Napa Valley. 
 
<a href="http://www.freixenet.com/">For further information, click here</a>  
 
 

 
New lassi drink unveiled by Lifeway Foods 
Date: Tue, 03 Jul 07    
Story Text 
A leading organic dairy products company for the natural and health foods market has created a 
new smoothie drink called Lifeway Lassi. 
 
Lifeway Foods has launched the new Lifeway Lassi as part of its traditional South Asian range of 
products and it will be distributed through select natural, ethnic and speciality food stores. 
 
The new beverage is available in mango and strawberry versions and will be sold in eight ounce 
'Grab and Go' containers. 
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Aimed at consumers who are familiar with lassi from Indian restaurants and immigrants from 
India, the new Lifeway Lassi is a smoothie-like drink based on traditional lassis, drunk in India 
for around 6,000 years. 
 
Lifeway President and CEO, Julie Smolyansky, said: "We expect Lifeway Lassi to fill a void in the 
Indian food market, expand the choices available to health-conscious consumers who are looking 
for variety in their menus, and drive significant new business for the company." 
 
The market for South Asian food in the UK continues to grow each year, with a raft of new 
product lines launched in recent months, including a new Thai range from leading Asian food 
brand Sharwood. 
 
<a href="http://www.lifeway.net/">For further information, click here</a> 
 
 

 
New cake slices range for Waitrose 
Date: Tue, 03 Jul 07    
Story Text 
The Village Bakery has announced that it has created a new range of organic cake slices for 
selected stores in London. 
 
With no artificial preservatives or ingredients and minimal processing, the organic range of cake 
slices for Waitrose includes Brownies, date slices and apricot slices. 
 
The slices clearly display all the dietary requirements and nutritional content in the cakes, printed 
on recycled board that highlights the Village Bakery's 'Good food‰!"naturally' message. 
 
Part of the Bells of Lazonby Group, Cumbria-based The Village Bakery is concerned with the 
environment and uses the residual heat of their wood fired brick ovens to bake biscuits and 
cakes. 
 
Established almost 30 years ago, the pioneering organic bakery brand uses artisan methods, 
natural processes, renewable energy and an array of ingredients to produce its organic and special 
dietary ranges. 
 
<a href="www.village-bakery.com">For further information, click here</a> 
 
 

 
Big names join innovative scheme to reduce packaging 
Date: Tue, 03 Jul 07    
Story Text 
UK food giants have pledged to reduce their food packaging and waste over the next few years. 
 
Members of the Waste & Resources Action Programme (Wrap), a voluntary action plan on 
packaging, have signed up to a new commitment to reduce packaging and food waste. 
 
Companies including Britvic, Cadbury Schweppes, Unilever, Heinz, Coca-Cola, Dairy Crest, 
Duchy Originals, Masterfoods and Nestle have committed to slash the number of packaging and 
food waste they produce. 
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Government-backed Wrap has also announced that it is launching a new method for measuring 
packaging waste reduction that will be used to assess adherence to agreements made under the 
Courtauld Commitment. 
 
The companies involved in Wrap have now pledged to stop packaging waste growth by 2008, 
reduce the amount of packaging used by 2010 and identify ways to cut the 6.7 million tonnes of 
food waste produced in Britain each year. 
 
Coca-Cola has announced the launch of a new lightweight bottle for its major UK brands, aimed 
at fulfilling its commitment to reducing the amount of packaging used for its products. 
 
<a href="http://www.wrap.org.uk/">For further information, click here</a> 
 
 

 
Cookie company introduces traffic light labelling 
Date: Tue, 03 Jul 07    
Story Text 
A cookie manufacturer in Scotland has announced that it will now use the Food Standard 
Agency's labelling system to inform consumers about the levels of saturated fats, sugars and salts 
in a new range of products. 
 
Independent Scottish food manufacturer Paterson Arran claims to be the first firm in Scotland to 
use the front-of-pack voluntary traffic light labelling system on its products. 
 
Using the signposting scheme for its new range of Bronte Organic cookies, the company 
unveiled the new packaging design at Whole Foods in Kensington, London, last month. 
 
The traffic light labelling scheme is colour-coded to highlight important nutritional information 
and provide consumers with clearer guidance on healthy eating by listing the saturated fat, sugar 
and salt levels of the product. 
 
Bronte Organic cookies are animal shaped and come in shapes ranging from fish to ducks, 
camels and lions. The product offers a healthier alternative to traditional cookies, with no 
hydrogenated fats, preservatives and palm oil, and the cookies are also nut and GM-free. 
 
Alan Hardie, Paterson Arran managing director, said: "We have adopted the FSA labelling system 
to help consumers make quick, informed decisions about their food purchases and understand 
the nutritional value of their food. It is important that manufacturers provide clear information 
about their products from source to shelf." 
 
<a href="http://www.paterson-arran.com/">For further information, click here</a> 
 
 

 
Chr Hansen creates new probiotic fermentation process 
Date: Tue, 03 Jul 07    
Story Text 
Tests are being carried out on new technology that could be used to produce stronger probiotic 
bacteria, with enhanced health effects. 
 
The ingredient maker Chr Hansen claims that the new fermentation process for probiotic 
bacteria could be used in a range of products, such as juices, yoghurts and cereals, and may allow 
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for modifications to strains of bacteria. 
 
Scientists from Chr Hansen is developing the sophisticated filtration technology for application 
on an industrial scale and has stated that it is "optimistic" about the results. 
 
The new specialised filtration technology has been developed and patented by Danish company 
Jurag Separation and is unique in performance, environmentally friendly and improves conditions 
for the fermentation of 'friendly' gut bacteria. 
 
Knud Vindfeldt, Chr Hansen executive vice president of cultures and enzymes, said: "We see this 
as a revolution within the fermentation technology, and we expect to expand, develop and boost 
our production of cultures and at the same time engage in unique product development of 
products that could reach the global consumers in 3-5 years." 
 
Probiotic bacteria keep digestive systems in balance by obstructing harmful bacteria, feeding on 
the same nutrients as harmful bacteria, aiding digestion and balancing pH levels in the gut. 
 
<a href="http://www.chr-hansen.com/press/news/show_news/new-groundbreaking-
technology-may-lead-to-a-new-generation-of-healthy-dairy-products.html">For further 
information, click here</a> 
 
 

 
Soil Association aims to boost UK arable production 
Date: Mon, 02 Jul 07    
Story Text 
The Soil Association has launched a new campaign aimed at boosting production of crops and 
livestock feed in Britain. 
 
With consumers demanding organic and more environmentally-responsible food and drink 
products, the new campaign is intended to increase UK organic arable production by targeting 
producers interested in converting or expanding their operations. 
 
The Soil Association will hold two national organic arable shows this month on July 10th and 
12th in a bid to end the UK's reliance on imported cereals and organic livestock feed. 
 
Both events will be the largest gatherings of organic arable producers and trade in 2007, 
providing plenty of business opportunities and information for delegates. 
 
Organic crop producers are enjoying good profit margins for crops and feed grain, with experts 
predicting further opportunities for organic growth over the coming years. 
 
Phil Stocker, Soil Association head of food and farming, commented: "Achieving greater self 
sufficiency makes sense all round - it potentially offers new business opportunities for UK 
producers, provides significant environmental benefits in terms of conservation, wildlife, and 
transport energy, and generally leads to greater resilience of our farms and food businesses." 
 
Converting to organic crop production improves biodiversity on farms and a recent meeting by 
the Department for the Environment, Food and Rural Affairs (Defra) concluded that the UK is 
likely to suffer shortages of organic cereals during the coming winter and spring. 
 
The Soil Association has been involved in the establishment of a new Organic Trade Group that 
will represent organic businesses in Britain across a range of sectors. 
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<a href="http://www.soilassociation.org/">For further information, click here</a> 
 
 

 
Possible treatment developed for food allergies 
Date: Mon, 02 Jul 07    
Story Text 
Scientists claim to have created a possible treatment for people suffering from food allergies. 
 
The team of researchers from the Institute of Food Research (IFR) in Norwich have been 
looking at ways to manage the problem of food allergies rather than simply avoiding certain 
foods. 
 
A molecule that is vital for resistance to food allergies has been identified by the team led by Dr 
Claudio Nicoletti, working in collaboration with the University of Siena, providing a potential 
target for therapy to treat sufferers. 
 
The molecule, Interleukin-12 (IL-12), is absent during an allergic response and the scientists 
suggest that allergic reactions could be brought back under control by simply delivering an 
allergen in the presence of IL-12. 
 
"A food protein can be perfectly harmless to one person and lethal to another," Dr Nicoletti 
commented. "We have identified the missing molecule that normally keeps immune responses 
under control and appropriate." 
 
Food allergies are caused by the body responding to a food protein as though it was harmful and 
producing immunoglobulin E (IgE) antibodies that can create life-threatening reactions in some 
sufferers. 
 
David Reading, director of the Anaphylaxis Campaign, said: "Food allergy can place an extremely 
heavy burden on the families affected. We welcome this research and look forward to further 
developments." 
 
<a href="http://www.inthenews.co.uk/news/health/treatment-hope-food-allergy-sufferers-
$1105249.htm">For further information, click here</a> 
 
 

 
Cholesterol-lowering milk launched 
Date: Mon, 02 Jul 07    
Story Text 
Kroger Company has unveiled a new fat-free milk that it claims helps to lower cholesterol. 
 
The largest grocery chain in the US, Kroger is marketing the new product under its Active 
Lifestyle brand and claim that it is the first cholesterol-reducing milk to be launched nationally. 
 
According to the company, the new milk product is part of its profit growth strategy that aims to 
appeal to consumers concerned with "health and wellness". 
 
The milk contains CoroWise plant sterols, found naturally in fruits, seeds, nuts and vegetables, 
which are understood to help reduce cholesterol and the risk of coronary heart disease. 
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Linda Severin, Kroger vice president for corporate brands, said: "The war against high 
cholesterol just got stronger and easier. As part of a heart-healthy diet, people can enjoy the 
additional benefits of one of their favourite beverages and reduce their cholesterol." 
 
Supermarkets are increasingly producing enhanced milk in a bid to appeal to consumers keen to 
boost their overall health and sales of organic and local products are growing in Britain. 
 
<a href="http://www.kroger.com/homepage/index.htm">For further information, click 
here</a> 
 
 

 
New Waitrose concept store in London 
Date: Mon, 02 Jul 07    
Story Text 
Waitrose has unveiled a brand new concept store in London this week, following careful research 
to find out what customers in the capital want. 
 
Located in Marylebone, the store is based on a survey of 2,000 customers in London and features 
an innovative new Time of Day Counter, a showpiece meat counter, cut-to-order organic cheeses 
and recipe cards for shoppers with limited time for cooking, all tailored to the habits of local 
shoppers. 
 
The Time of Day counter will offer foods throughout the day which are tailored to the time, such 
as smoothies and yoghurt in the morning, salads and sandwiches around lunchtime and pre-
prepared meals in the evening. 
 
Waitrose managing director, Mark Price, said: "Aimed at making shopping easier, the new design 
has intelligent space planning, tailored product assortments, refreshed store ambience and 
contemporary equipment." 
 
Waitrose also has plans to launch a new social networking site for food lovers, which it describes 
as a "Facebook for Foodies". The supermarket chain, owned by the John Lewis Partnership, will 
offer users the chance to exchange recipes, discuss food trends and make friends online. 
 
Around one million people visit the Waitrose website each month and the company plans to 
increase its food networking presence in the UK market. 
 
<a href="http://www.waitrose.com/">For further information, click here</a> 
 
 

 
Single layer plastic milk bottles from Amcor 
Date: Mon, 02 Jul 07    
Story Text 
Plastics giant Amcor has announced that it has launched new single layer plastic bottles for milk, 
which offer a minimum shelf-life of four months for UHT milk. 
 
Designed to combine high quality and environmental-awareness, the new Monolayer plastic 
packaging for milk uses a Xamos polyethylene terephthalate (PET)-based material developed by 
Amcor. 
 
Specifically produced for UHT milk and other light sensitive dairy products, the new monolayer 
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PET bottles have extremely high opacity combined with low thickness to produce a lightweight 
product. 
 
The bottles have been launched by Amcor PET Packaging Europe, one of the world's largest 
PET producers, to offer greater protection from light damage, ease of handling and convenience. 
 
"Trends in dairy markets indicate that there is a strong consumer move towards bottles for UHT 
milk, particularly in countries where it is preferred to fresh milk," Doris Schneider, Amcor 
marketing manager, said. "Bottles are more attractive, offer greater opportunities for individual 
designs and branding, and are perceived to be more convenient and user-friendly." 
 
Eliminating the need for multi-layer construction, the innovative single-layer PET bottles offer all 
the benefits of traditional packaging, Amcor insists. 
 
<a href="www.amcor.com">For further information, click here</a> 
 
 

 
Bizerba develops promotional labelling dispensers 
Date: Mon, 02 Jul 07    
Story Text 
Bizerba has created a new range of integrated label dispensers created specifically for pre-packed 
weigh labelled food products. 
 
The dispensers, for the application of promotional labels onto products, are designed for use 
with the Bizerba GLM-I weigh price labelling units, Fresh Info reports. 
 
A compact unit with no external control electronics, the new LDI is simple to operate, using 
GLM-I as the central control unit to reduce invalid entries and slash set-up times. 
 
The Bizerba Niche Systems partnership recently unveiled a new Supply Chain Traceability (SCT) 
solution that combines Bizerba weighing and labelling technology with Niche Nucleus sales order 
processing systems. 
 
Offering a turnkey order processing and traceability solution for the food industry that can track 
multiple assets with 100 per cent accuracy, the new integrated solution helps firms to comply 
with food traceability legislation and meet retailer mandates more effectively. 
 
Located in Hemel Hempstead, Bizerba offers a range of supplies and services to companies in 
the retail, food production, packaging & logistics, chemical processing and other sectors. 
 
<a href="http://www.bizerba.com/country/uk/en/">For further information, click here</a> 
 
 

 
 
 


