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COMPREHENSIVE INFORMATION ON R&D, QUALITY, SAFETY AND ENVIRONMENT FOR LABORATORY & FIELDWORK

Ingredients/Additives | Chemicals/Reagents | Methods/Techniques | Instruments/Equipment/Tools | Software/Lab Furniture & Design | Laws/Regulations/Standards

A Focus on Ingredients
Flowers Move & Sucralose Rises

A Simple Method of Minimizing
the Edge Effect
in Cell Based Assays

Solution for Quantitative
Microbiological Quality Control

Key Parameters for Reliable in vitro
Sunscreen Testing Method

Determination of Biodegradable
Organic Carbon & Species
in Various Sediment and Soil Samples
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anaging Director of Synergy

Thailand, aleading flavors and

ingredients manufacturer and
supplier providing wide range oflocal and
tailored flavor solutions, Geoff Allen has
given INNOLAB magazine his insightful
views about the food trends as well as
factors driving the company to the global
leading position.

WHAT ARE THE DIFFERENT FOOD
TRENDS IN THAILAND, ASIA AND
THE WORLD?
At Synergy Flavours (Thailand) Limited,
we have identified 5 key food and beverage
trends for 2014 and beyond. We have seen
numerous examples of these trends across
many areas of the food industry, and,
especially in our key focus areas, namely
among Asian manufacturers of Bakery,
Beverage and Savory products. Our = '
food and beverage trends for 2014 ar

A) Health & Wellness - This trenc
been evolving for decades and it is
about to disappear. If anything, the He
& Wellness trend is growing stronger |
ever. The APAC organic food market
total revenues of 4,403.5 million US:
2013, representing a compound an
growth rate (CAGR) of 13.8% between
and 2013. Japan is the largest consum
nutraceutical products in Asia followe
China. The Japan and China nutraceu
market is expected to have a respe«
share of 54.8% and 39.5% of the A
nutraceuticals market in 2017.

Consumers all over the world
increasingly well informed about v
they eat and drink and knowing v
ingredients are not included in a pro
is just as important as what is ins
‘Free-frony’; ‘All-natural’ and ‘Orge
products continue to gain ground ir
marketplace as do fortified and nutriti
products with positive health & well
positioning. ‘Diet’; ‘Fat-free’; and ‘Be:
are Health and Wellness concepts
continue to gain ground in Asia. Food
drink is also becoming more of a poli
issue with global health organizations
lobby groups increasingly making t
voices heard on a global stage. Food
beverage manufacturers need to unders
the challenges and opportunities that t
new realities present in the marketpl



B) Origin - As the world becomes more
globalized, consumers are looking to re-
connect with local and global communities.
One way of doing this is to be informed
about the origins of the food and drinks
that they consume. For example, Japanese
consumers are increasingly taking an
interest in what local area of Japan their
ingredients are coming from. Examples
include ‘Hokkaido Milk’ or ‘Okinawa
Salt! Global examples of the Origin trend
include ‘Sicilian Lemon’ or ‘Irish cheese’
The opportunity for premium positioning
goes hand in hand with the Origin trend.
Global consumers are interested in their
food and food ingredients being ‘local to
somewhere’ to allow them to connect with
communities and add the ‘human touch’
to their food consumption. In the case of
food with local origin, the environmental
impact of transporting food across great
distances is also a factor.

C) Demographics — As the global
population approaches
2050, developed countries such as Japan,
South Korea and Germany; are facing into
the difficult social challenge of-agein
populations. In Japan, 43% of the
is predicted to be over the age
2040. The traditional structure of th
unit is also ging, with the number
working w increasing every year.
producers, this means designing products
that suit these changing realities. Global
consumers afg increasingly time-poor and
health conas Meal replacements ang
“c/\(r)nvement tailor-made Rt :

ith functional benefit

D) Fusion - The fusion 100!
truly a global phe . i
lines have becp
food and beverage mar
increasingly look for new and exciting
eating experle nd occggions. From
pizza- 60 Matcha
gréen aeet blscults and Cro-Nuts
(Croissant / Donut combined), fusion
e to evolve and blend food
ategories.

@live in a world
onentially developing technology

and communication. Companies can
struggle to have their messages heard in
the sea of instant messaging, social media

and online advertising. The challen%
L
w
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marketersin 2014 is to connect directly and
meaningfully with consumers. The large
number of communication options available
may seem daunting to marketers. But if
they choose their messaging and medium
wisely and use them effectively, the results
can pay dividends. Consumers now expect
more customization of messaging and are
looking to express their individual identities
through consumer brands. Advances in
technology have made this possible. The
challenge is to use the right blend of media
and messaging.

WHAT ARE THE STRATEGIES TO
BRING SYNERGY TO THE FOREFRONT
OF INGREDIENT SUPPLIER IN
THAILAND AND ASIA?

A) Local - At Synergy Thailand, we
believe in supporting our customers on
the ground and face-to-face, that’s why
we have built our physical presence in
Thailand so that we can service the needs
of our customers when and where they
want. Our manufacturing, technical and
commercial support center in Bang Phli,
Samut Prakan, is Synergy’s Asian hub. This
investment shows our commitment both
to Thailand and to the wider region. We
believe we can offer our customers unrivalled
products and services to create successful,
market-leading products of their own.

B) Flexible - Synergy Thailand understands
the challenges our customers face in terms
of creating great-tasting and market-relevant
products on time and within budget.
That's why Synergy Thailand focuses on
staying flexible to our customers’ needs.
In practical terms, this means being open
to requests regarding logistical issues such
as lead times; minimum order quantities
and urgent flavor sample requests.

C) Support — Synergy Thailand is not
just a flavor company. We pride ourselves
in providing our customers with hands-
on technical, marketing and commercial
support. Everything we do is market and
customer-driven and our pro-active, market-
led approach to product development
allows us and our customers to stay ahead
of the curve. B



