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 Supply-Chain Transparency in 
Demand by Regulators & Consumers 

 
 
 
 

Supply chain transparency has always been an 
issue for regulators, but increasingly, 
consumers are demanding more information 
about the manufacturing processes and the 
origin of the ingredients in the products they 
consume. 
     In addition to the traditional regulatory 
bodies that oversee the nutraceutical and food 
industries (FDA, USDA), Customs Border 
Patrol also has a role. 
     In an attempt to stay current with the 
challenges of an “evolving trade landscape,” 
the CBP Office of Trade held an all-day “21st 
Century Customs Framework (21CCF)” public 
meeting at the U.S. Department of Commerce 
on March 1, 2019, to give the public an 
opportunity to comment on certain aspects of 
this initiative. 
     Throughout the meeting, the agencies panel 
listened to comments from importers, brokers 
and other industry stakeholders regarding the 
issues that face the global supply chain.  The 
panel discussed issues regarding dietary 
supplement ingredients, finished supplements 
and food products. 
     In 2018, the CBP implemented and 
deployed the core capabilities of Automated 
Commercial Environment (ACE), the system 
where the trade community reports imports 
and exports and the government makes a 
determination on admissibility. 
     U.S. and foreign facilities registered with 
FDA must provide ACE with information 
necessary for importation of their raw 
materials and products.  
     What is important to understand is that 
while the CBP and FDA work in conjunction 
with each other at the border, all FDA 
regulated products assessed for entry by the 
CBP is forwarded to FDA; this means the two 
agencies have separate entry documentation 
requirements.  
     Compliance with both agencies allows 
release of the product for entry into the U.S. 
food supply, according to FDA’s website. 

Protein Innovation 
The Worlds Smallest Flowering Plant  

is Getting Noticed in a Big Way 
Lemnoideae, also known as Duckweed, 
Lemna and water lentils is the worlds smallest 
flowering plant.  The plant floats on or just 
beneath the surface of the water. 
     Duckweed is an important high-protein 
source for waterfowl...and it is this distinction 
that caught the interest of the nutraceutical 
industry, specifically the plant-based protein 
sector. 
     Parabel, a Melborne, Florida-based 
company, has developed a proprietary farming 
system that allows the plants to thrive so that 
harvesting can take place every day. 
     With increasing emphasis on sustainability 
and minimal impact on the environment, 
Parabel’s Lentein® is checking the boxes 
many manufacturers are looking for. 
     Lentein is a high protein, green powder that 
Parabel refers to as one of the world’s most 
complete foods.  Lentein is protein-rich. It 
contains up to 50% crude protein.  
     As comparisons, other plant sources such 
as peanuts contain up to 28% protein and 
soybeans contain 13%.  
     Lentein has a protein digestibility-corrected 
amino acid score (PDCAAS) score of 93. 
PDCAAS is an FDA/WHO/FAO-recognized 
measure of protein quality for humans. 
Compared against other plant sources; peanuts 
have a score of 52, soybeans have a score of 
72 and pea protein isolate of 89.  
    In addition a laundry list of health benefits,   
Duckweed is a fast-growing aquatic plant that 
doubles in size every 16 to 32 hours.  After 
harvest, over 98% of the water used to grow 
the plant is recycled for the next generation of 
plants...meaning this is a highly-sustainable 
source of protein with a very minimal 
environmental impact.   
     The World Health Organization sent up a 
warning flag regarding the world’s population 
and the food and fresh water supply when they 
recommended that we need to start 
considering bug protein as an alternative to 
meat-based protein as the world’s population 
grows. 
     Historically, the production of meat protein 
has been able the keep up with the pace of 
demand.  However, as the world’s population 
grows, it is expected that production will be 
insufficient to meet global demand.  
Additionally, the strain on the water supply 
and negative effects on the environment will 
further hamper our ability to feed the global 
population on a meat-based protein diet.   
     Duckweed based protein not only offers 
health benefits, it may also help bridge the gap 
between managed growth, demand and 
environmental responsibility. 
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“Flexitarians” Are Key Targets for 
Plant-Based Products 

 
If you are marketing plant-based products to 
only the vegan and vegetarian population you 
are probably eliminating what could be your 
largest target market... 
     Flexitarians, individuals who alternate 
between non-animal and animal products with 
no exclusivity. 

     In a recent study commissioned by Cargill 
(Minneapolis, MN) and conducted by Nielsen, 
2000 consumers were surveyed during the 
second half of 2018 to understand their food 
choices.   
     The study found that 39% of the 
respondents were actively trying to increase 
their intake of plant-based foods. 
     Additionally, 46% of those surveyed felt 
that plant proteins were healthier than animal 
proteins, with respondents indicating they 
believe plant proteins are lower in calories and 
fat, promote satiety and weight management, 
help reduce sugar intake, and reduce 
environmental impact.  
     Cargill commissioned the research to help 
their customers better understand what today’s 
consumers and looking for and to assist them 
in formulating a marketing strategy. 
     The number of flexitarians is undeniably 
growing. “People are really looking to balance 
the use of both kinds of proteins and, even 
increasingly, [looking for] consumer products 
that are actually combining both sources,” says 
Matthew Jacobs, product line leader for plant 
proteins, Cargill.  
    Most believe there are more flexitarians 
than market data suggests.  Some who are 
actively seeking out new forms of protein or 
trying to reduce animal-products may not 
identify as flexitarian, but their eating habits 
tell the story. 
     Even large burger chains are reacting to the 
trend.  In April, Burger King rolled out their 
“Impossible Burger,” a 0% meat burger 
alternative. 
     Understanding today’s changing consumer 
is key in developing a successful strategic 
marketing plan. 

https://www.fda.gov/industry/import-program-food-and-drug-administration-fda/import-basics
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New Flavors Hit Shelves 2019 

Consumer tastes are changing.  New flavors are 
emerging every day,  and there seems to be no limit on 
what you may see next in flavor introductions.  

New flavors from the Pacific Rim are expected to 
influence food and supplement flavors  in 2019. 

Flavors from guava, dragon fruit and passionfruit are  
just a few expected to reach store shelves in 2019.   

Consider some of these, and other, less-conventional 
flavors when you add to your company’s product line. 

What is Āyurvedic or Ayurveda?  
 

 Products labeled as Āyurvedic are those that contain herbs and 
formulations from Ayurveda, the oldest medical science in the world 
that is rooted in India.    
     Ayurveda translates to “Science of Life” from Sanskrit literature.  
It details how people should care for themselves to achieve optimal 
health. It is based on a belief that one must achieve the delicate balance 
between mind, body and spirit. 
     The main goal in Ayurveda is to maintain health versus treating a 
disease or condition, and many of the supplements that classify 
themselves as Ayurvedic aim to do just that. 
     However, including Indian herbs into a formula does not necessarily 
make the  product Ayurvedic when looking at the classical 
interpretation of Ayurveda.  One must also follow these basic 
principles to obtain the highest quality product and one in balance with 
Ayurvedic principles: 

 

Sustainability:  Overharvesting has always been a concern.  In 
Ayurvedic formulas, some of the herbs like jatamamsi and kutiki are 
commercially harvested in the wild.  Maintaining healthy populations 
of the wild herbs is critical to the stability of the crops.  
     As the herbs and practice of Ayurveda become more widespread, so 
does the potential for overharvesting.  Protecting the wild crops from 
overharvesting is paramount, and maintaining the proper balance is 
staying true to Ayureveda. 
     Certification programs like Fairwild help ensure that sustainable 
practices are being followed and that the companies from which you 
source these ingredients are practicing sustainable harvest methods. 

Harvesting at the right time of year: Every crop has a “time of year” 
when the crop is at its peak energy (potency) for harvest.  A 
practitioner of Ayurvedic medicine would only use ingredients 
harvested at the optimal time, as that is when the plant is in optimal 
balance for harvest.  Ask your supplier to verify the harvest season to 
ensure you are getting premium ingredients. 
 
Digestible:  If something causes gas, bloating or abdominal 
discomfort, it is an indication that is does not agree with you.  It also 
means it does not meet Ayurvedic standards of balance.  Carefully 
choosing ingredients based on the principle of balance is key in 
designing products for your Ayurvedic practice (or supplements). 

No Harm to Consumers 
 

Every person is different, and every person’s needs are different.  
There is no magic formula that is good for 
everyone.  Additionally, even herbs generally 
regarded as safe (GRAS) can be contraindicated 
for certain conditions.   
     When products are truly Āyurvedic, they will 
meet all of the standards described herein and 
provide relief for the patient.  The savvy 
consumer will understand the concept of 
Ayurveda and look for products that no only 
contain the proper ingredients, but also those that 
fit with the true definition of Ayurveda. 
 

Is Ayurvedic Medicine Effective? 
According to the National Center on Complimentary and 

Integrative Health, Some Treatments are Effective 
 

Results from a 2013 clinical trial compared two Ayurvedic 
formulations of plant extracts against the natural 
product glucosamine sulfate and the drug celecoxib in 440 people with 
knee osteoarthritis. All four products provided similar reductions in 
pain and improvements in function. 
 

A preliminary and small NCCIH-funded 2011 pilot study with 43 
people found that conventional and Ayurvedic treatments for 
rheumatoid arthritis were similarly effective. The conventional drug 
tested was methotrexate and the Ayurvedic treatment included 40 
herbal compounds. 
 

Outcomes from a small short-term clinical trial with 89 men and 
women suggested that a formulation of five Ayurvedic herbs may help 
people with type 2 diabetes. However, other researchers said 
inadequate study designs haven’t allowed researchers to develop firm 
conclusions about Ayurveda for diabetes. 
 

Turmeric, an herb often used in Ayurvedic preparations, may help 
with ulcerative colitis, but the two studies reporting this were small – 
one, published in 2005 included 10 people while the other, published 
in 2006, had 89. 
     Note that the NCCIH cautions that many Ayurvedic herbs test 
positive for heavy metals, including lead.  Make sure to obtain samples 
and test raw materials for the presence of metals before using them in 
your formulations. 

If Your Product is Labeled Āyurvedic, Containing Indian Herbs & Spices Isn’t Enough 

Here are the Key Principles to Ensure Your Product is Truly Āyurvedic  
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 manufacturing 
A Look Inside Uniwell Laboratory's Flexible Packaging  

 Gusseted Bags Add Flexibility & Value 

The increased urbanization of the population 
means busier lifestyles and more time 
constraints.  Portability and convenience are 
driving many purchasing decisions.  
Resealable gusseted bags are easy to 
transport, easier to open, and weigh less then 
canisters or jars.  They also resonate with the 
core consumer group many brand owners 
covet. 
     There is more and more pressure on brand 

owners to offer packaging that has less of an environmental impact. In 
many cases flexible packaging uses fewer resources and less energy than 
other forms of packaging. It provides significant reductions in packaging 
costs, materials use, weight and transportation costs. 
     New materials provide options for the brand owner to reduce material 
usage without degrading packaging performance, use more recycled 
materials, and to consider using bio-plastic packaging. 
     UniWell Laboratories offers multiple options in flexible packaging for 
powders, granules and some gel formulations.   
     Pouches provide options in single-serve portions that are perfect for on-
the-go consumers who want to take their protein with them.  Stick packs 
and sachets provide options for numerous powdered supplements and drink 
mixes for that same consumer. 
     When larger quantities are desired, gusseted bags deliver what both the 
consumer and brand owner want; a transportable, convenient, and cost 
effective solution. 
     As the popularity of flexible packaging grows, so do the options in film 
used in making this packaging.  The materials have improved, and so has 
the shelf life.  Going flexible not only delivers transportability, it can also 
breathe life into a brand’s image and help resuscitate a stagnant brand. 

 

Packaging Trends 
 Updating Packaging Can Attract New Customers For 
Established Brands & Help New Brands Get Noticed 

 
Getting noticed amid the clutter is the 
problem that all product marketers 
face.  As more and more products find 
their way into the marketplace, 
discovering ways to differentiate your 
product from the herd is essential in 
attracting customers and keeping the 
ones you may already have. 
      Established brands can be 
perceived as “dated” by the younger 
consumer as new, trendy products 
enter the marketplace.  As older 
consumers age out, it is essential that 

established brands capture younger consumers or lose market share. 
     Packaging changes can provide a bit of a brand makeover, taking a 
product from passé to cutting edge with little more than a new delivery  
method or trendy packaging option. 
     In an article written for Packing Digest in March 2019, Charles 
Haverfield outlined the top trends driving the packaging industry in 
2019.  Here are  the key takeaways: 
 
Flexibility:  Flexible packaging accounted for 19% of the packaging 
materials in the US market in 2018.  That trend is expected to 
continue.  Recyclability and environmentally friendly materials are 
helping drive this growth.  Consumers are also keen on the 
convenience of flexible packaging and look very favorably on those 
that are resealable.  Lastly, convenience is key.  Being able to fit a 
product into a diaper bag, gym bag or purse makes it far more versatile 
than a can or bottle. 
Ecommerce Changes Everything:  As more brick and mortar stores 
struggle or fail (Sears), ecommerce is right there snapping up 
customers.  Getting noticed online is now on the forefront of brand 
managers minds.  Packaging will become more personalized and new 
gimmicks will be incorporated to become more functional and eye-
appealing. 
     Another factor to consider is how much packaging you are using.  
Younger consumers want to produce less waste and have less of an 
impact on the environment all while maintaining package integrity so 
damages in shipping are minimized. 

Environmental Awareness:  If your 
product’s packaging is called out for 
having a negative impact on the 
environment expect it to also have a 
negative impact on your sales.  Many 
brands are replacing non-recyclable 
plastics in their packaging with paper 
or hemp. 
     Using fewer materials or changing 
materials can yield a very positive 
result.  If you reduce materials, it will 

reduce the weight of your goods, costing less to ship and requiring less 
energy to transport.  This Cn also reduce your product’s carbon 
footprint and could translate to lower production costs as well.   
     The result is a more environmentally friendly package and 
enhanced reputation...a winning combination in today's marketplace. 
Think Like a Minimalist:  Less is more and today’s consumers want 
less “fluff” and more transparency.  Clear and concise language that 
describes your product’s benefits are more believable than over-the-
top hyperbole.  Consumers are more skeptical about what marketers 
are trying to sell them so for them clarity is king. 
A Blast From the Past:  Nostalgic packaging is trending especially in 
the food and drink sector.  Vintage packaging provides an air of 
authenticity which helps consumers feel connected and instinctively 
trust the product.   The balance is designing packaging that reflects the 
air of nostalgia without looking dated, boring or dreary. 

Your 

Brand 
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INGREDIENT SHOWCASE 

Allulose as a Low Calorie Sugar Substitute 

 

Consumers want what they consume to taste good. At the same time, 
calorie counting and keeping an eye on sugar intake is also on the 
rise.  This puts manufacturers of sweet foods, protein drinks and 
other functional foods and beverages in a bit of a conundrum.  How 
do you sweeten without adding too much sugar and unwanted 
calories? 
     One option may be allulose (also called psicose).  Allulose is low 
calorie sugar that exists in nature in very low quantities.  It can be 
found in jackfruit, figs and raisins.  Recently, it has been discovered 
in wheat as well. 
    Allulose is a monosaccharide and non-nutritive sweetener. It has 
several properties which can help food technologists as they look 
towards reformulating to reduce sugar in products that currently 
contain higher calorie sweeteners.  Allulose is absorbed by the body, 
but not metabolized so it is virtually calorie-free. Allulose has no 
impact on blood glucose nor does it interfere with insulin. As a 
result, allulose is an option for those looking to lose or manage their 
weight and it is an ideal sweetener for people with diabetes who want 
more choices.  

     Studies conducted on allulose 
have found that there is no impact 
on blood glucose. When tested as a 
single ingredient, it was found to 
be non-glycemic. Furthermore, 
when tested with other 
carbohydrate foods within a meal, 
it was actually found to suppress 
their glycemic response. This has 
the potential to have major 
implications for improving the 
palatability of diabetic foods and 

oral medications with a focus on blood sugar management.  
     Allulose has a Generally Regarded as Safe (GRAS) status from 
the FDA and has no known side effects.  Because it has the same 
taste and texture as sugar, it can be used in a variety of foods, 
beverages and functional food items.  
     Researchers have found that allulose is tolerated in the gut and 
does not cause gastrointestinal upset. 
     Additionally,  allulose has 90% fewer calories than sugar and is 
70% as sweet as sugar. The amount of calories you save in a product 
will vary depending on how much sugar is being replaced.  
     Including allulose as an ingredient may also have positive labeling 
benefits.  In a published release in April 2019, the FDA issued the 
following draft guidance: 
      “The latest data suggests that allulose is different from other 
sugars in that it is not metabolized by the human body in the same 
way as table sugar. It has fewer calories, produces only negligible 
increases in blood glucose or insulin levels, and does not promote 
dental decay. As such, we’ve issued guidance today stating that we 
intend to exercise enforcement discretion to allow allulose to be 
excluded from the total and added sugars declarations on the 
Nutrition Facts and Supplement Facts labels when allulose is used 
as an ingredient. Allulose will still count towards the caloric value 
of the food on the label – but the guidance document issued today 
states our intent to exercise enforcement discretion to allow the use 
of a revised, lower calorie count. As with other ingredients, allulose 
must still be declared in the ingredient list. “ 
     Many products are currently using allulose as an alternative to 
sugar.  Because it can tolerate both freezing temperatures and baking, 
it is a versatile option to consider, especially with obesity and Type II 
Diabetes on the rise.   
 

For more information, visit: www.allulose.org 

Getting Creative With Coffee (and Tea) 

Adding Functional Ingredients Can Boost Benefits & Sales 

 
According to IRI, sales of coffee 
and beverages including coffee 
and other caffeinated ingredients 
is booming.  In 2017 cold brew 
coffee experienced an 80% 
growth in sales, while coffee 
grounds (for making coffee at 
home) saw a decrease of 3%.  
What do these numbers tell us? 
     The success of Starbucks and 
other coffee retailers cultivated a 
generation of coffee drinkers for 

sure.  However, their coffee drinking took place out of the home so their 
habits are a bit different from past generations who drank the 
overwhelming majority of their coffee at home. 
     This new generation of coffee drinkers likes the convenience and 
variety of picking up coffee on the go.  It also fully integrated coffee into 
their lifestyle, and positioned coffee as an “any time of day” drink. 
     Enter millennials and iGen consumers who what more out of 
everything.  Today’s newest consumers want more function from the 
foods and beverages they consume.  “Hollow” carbs are off the menu and 
foods with little nutritional value are replaced with vitamin packed 
smoothies, clean labels and low sugar options. 
     Functional coffee beverages that include mushroom powders, 
turmeric, MCT oils and other herbs are no longer looked at as “fringe” 
products.  Instead, these combinations are becoming the new standard. 
     In a research published by Mintels in September 2018, when asked 
what their ideal bottled/canned cold coffee drink would include, US RTD 
coffee consumers want options that include antioxidants (47%), promote 
brain health (40%), are anti-inflammatory (35%) or have added probiotics 
(30%).  
     Convenience is king and packaging a functional coffee beverage in a 
shot, as an RTD beverage, or in powder form in a stick pack can check all 
of the boxes that the on-the-go, health-conscious consumer looks for. 
     Vita-Cup, Inc. of San Diego, California recently launched a line of 
coffee single-serve pods (K cups) that feature a blend for weight loss, 
digestive health (probiotic), and mental clarity to name a few.  Each blend 
contains B and D vitamins, and antioxidants to naturally boost energy, 
metabolism and mood,” according to the company. 
     Other RTD’s are featuring additions like protein to add more function 
to their brews.  While the current trend is to include more ingredients, one 
ingredient is seeing a slightly smaller role.  Sugar.  The desire for lower-
calorie beverages combined with greater function sees a reduction in the 
amount of sugar being used in these beverages.   
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