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NEWS

It is one year on from our first ever newsletter,
and we are delighted to be moving forward into
2016 with so many fantastic stakeholders after a
busy and exciting year.
In 2015 we opened Healy Group Europe,
celebrated our 30 year anniversary, held our first
innovation centre workshops, welcomed new
members of staff, pledged thousands to new
charity ventures, and won the Steps annual
charity quiz trophy (presented by Rosemary
Conley, above). We will bring as much
enthusiasm into the coming year, and look
forward to the challenges it brings.

In this special new year issue, we will be sharing
our trend predictions for 2016, as chosen by
Healy Group customers in our 2015 customer
satisfaction survey. Included within this are our
capabilities for sugar reduction, a trend we

believe will expand rapidly over the coming
quarter. We have grown our solutions list for
this area, adding innovative new ingredients
such as Tagatose and Trehalose, and building
our recipe list using tried and tested
ingredients like Oligosaccharides.
We hope you enjoy
this insight into our
technical capabilities,
and welcome you to
approach our sales
team with your own
technical challenges.

Maurice Healy, CEO
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This Year ’s Biggest Food
Trends as Chosen by You
At the end of 2015 Healy Group sent out a
satisfaction survey to over 500 of our valued
customers. As part of the survey, we asked
you to pick three trends that would be most
important to your business in 2016. The
results are in, and whilst most of the trends
will come as no surprise, their order of
importance might.
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Meat-Free/
Vitamin &
Enrichment

Mineral

In at joint 8, Meat-Free and Vitamin &
Mineral Enrichment were last, voted by just
8% of respondents. This contradicts a recent
Innova Market Insight report, which shows a
sharp rise in meat-free product development,
with many consumers opting for a
“flexitarian”, or part-time vegetarian diet.

When it comes to
fortification of food, it is
clear that fibre and
protein enrichment are
bigger
trends
than
vitamins and minerals.
Our capabilities in these
areas are discussed in
more detail later on in
this article.
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Added Fibre, DairyFree, and Fat Reduction

Although fat is losing its reputation for being
unhealthy, Healy Group are still being
approached with requests to reduce fat in recipes
as diverse as cookies and mayonnaise. Fibre
enrichment requests are on the rise too, and our
technical team have recently developed several
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added-fibre blends using
our outstanding range of
fibres from Emsland Group
and Beneo. This includes a
high-fibre white bread
solution for the bakery
sector, recently launched
into Aldi Ireland.
We also have several dairy-free solutions for cheese,
with an extensive portfolio of Vegan and Analogue
Cheese blends, including cheddar and mozzarella-style.

6

Organic & Sustainable

21% of our survey responses marked organic and
sustainable as an important factor for their business.
According to a 2015 Soil Association article, sales of
organic products increased by 4% despite overall food
spending being down.
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Protein
Enrichment

Whilst some consumers are
reaching for protein-rich nuts and
seeds, the option of protein
fortification remains an important
consideration for many new
product development teams.
Healy Group have a range of dairy
and non-dairy protein solutions to
suit your needs, including
concentrates,
isolates
and
hydrolysates. Included within the
range are proteins specifically
suited to bakery, sports nutrition
powders, and ready-to-drink
products.

Healy Group have recently been accredited with the
Certificate for Organic Compliance, allowing us to
source, store, and distribute a range of organic
ingredients. Please contact us with your requirements
and we will be happy to assist.
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Healthy Snacking
According to The Grocer, the snacks market has seen a year-on-year rise of 1%, valuing
it at 2.8bn in 2015. From air-popped crisps to raw food bars, 2015 saw a huge increase
in the number of innovative healthy snacking options.
Our technical team have been working on a variety of recipes for
the sector, such as low-sugar flapjack bars, and a range of high
protein snack bars made from real meat. If you require assistance
in this area, please contact our sales and technical team.
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Sugar Reduction
With recent pressure to introduce a UK
sugar tax to combat obesity, many
manufacturers are looking to reduce sugar
without compromising on taste or
functionality. Over a third of our
respondents said that sugar reduction is
likely to affect their business in 2016.
The good news is that Healy Group have a
collection of both natural and artificial
sweeteners and sugar replacers. In addition
to this, our technical team have already
developed tried-and-tested recipes using
these ingredients to significantly lower
sugar content.
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Salt Reduction & Gluten Free
According to the Food Safety Authority of
Ireland, the average Irish adult consumes 10g of
salt a day (4g over the suggested limit). 70% of
this is estimated to come from manufactured
foods, something which could be reduced greatly
by using our range of natural flavour enhancers.
In many applications, boosting the savoury/
umami taste profile means less salt can be used.
The Gluten Free market is still growing, and
according to British Baker will continue to grow
for at least another 2 years. If you would like our
technical team to develop a gluten-free solution
based on your specification, or for more
information about our blends, please contact us.

Clean Label
Clean label was the clear winner in this survey,
with over 70% of respondents saying that it
would be a focus for them in the coming year.
After the success of our clean label workshop in
2015, we are establishing a reputation for the
provision of high-quality clean label solutions,
particularly in modified starches.
According to bakeryandsnacks.com, millennial
consumers are driving the trend, looking for
fewer, more recognisable ingredients on labels.
Manufacturers need to set themselves apart from
their competitors in 2016, and build a brand that
is trusted by an increasingly discerning market.
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Supplier Feature - Kohjin,
Flavour Technology Experts
Hannah Rackham
Marketing & Events Coordinator
Kohjin Life Sciences are dedicated to the
research and creation of innovative, highquality yeast extracts for use in food
production. With head offices in Tokyo, the
birthplace of Umami, Kohjin have established
themselves as a key player in the flavour
technology market.
The Kohjin portfolio is dominated by three
unique flavour enhancers; Aromild, Ajirex and
Ajitop. These products offer an enhanced
flavour at different stages in the taste process
(beginning, middle, and end/aftertaste),
offering manufacturers increased flexibility.

Aromild
Kohjin call Aromild the “Flavour Balancer”, as it
boosts the full flavour spectrum, including
aftertaste, giving an enhanced, longer-lasting
umami experience. Aromild is tasteless, making
it the perfect addition to any product in need of
a rich, savoury kick without a yeasty taste.
Very little of the ingredient is needed to replace
MSG, and Aromild has the added bonus of
carrying an all-natural label declaration (as with
all Kohjin yeast extracts)

Ajirex
As shown in the diagram on the left, Ajirex
enhances the body of flavour, making the most
of the front-to-middle taste spectrum. This
results in a deep and satisfying end product.
Ajirex gives dishes a full and authentic taste by
intensifying other flavours within the product,
making it useful for salt-reduced recipes.
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Ajitop
“Flavour Exciter” Ajitop provides a pop of
flavour at the beginning of the taste profile,
heightening sharpness and thickness without
leaving any distinguishable aftertaste.
During testing, Ajitop performed exceptionally
well in a 30% reduced sodium soup, delivering
a strong umami taste, good mouthfeel, body,
and balance.

Koku - The New Umami?
Much of Kohjin’s recent work has
focussed on a new flavour concept:
Koku, sometimes known as Kokumi.
Garlic, onions, and scallops are all said
to possess Koku, which is defined by
Kohjin as the sensation of experiencing a
“deep” and “satisfying” taste, as well as
adding an authentic, well-cooked flavour
which emphasizes the character of each
ingredient.
For example, Koku can be described as
the rich body of flavour that can only be
achieved through a ‘slow-cooked’
process. This relatively new concept is
being explored as a way to reduce fat in
products by increasing taste satisfaction.

Above: Taste testing with Kohjin during a visit in
January 2015

Natural, Healthy, and
Safe
Kohjin’s “watch words” are Natural, Healthy,
and Safe, and they aspire to contribute to
food health and the environment with their
extensive R&D work.
In addition to laboratories at their Tokyo head
offices, Kohjin have separate research facilities
within Japan and Europe to aid their product
development. Their commitment to changing
lives through better tasting, more nutritious
foods is clear.
All of Kohjin’s products are Kosher and Halal
certified, and suitable for vegetarians. If you
would like information on any of the products
mentioned in this article, or for help in
reducing the salt content in your recipes,
please contact our sales team now.
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The Healy Foundation
At the end of 2015, Healy Group were made
aware of an organisation called Child’s Dream
(childsdream.org). They believe that every
child in Myanmar, Laos, Cambodia and
Thailand has a right to grow up healthy and
receive an education.
Child’s Dream predominantly focus on
education, believing it to be an important tool
in contributing to sustained social and
economic growth. Healy Group have recently
donated €5,000 towards the cost of building a
new school in Cambodia. Access to education
in many parts of Cambodia, where
infrastructure is still developing, is limited due
to poor road access.
Developing communities is something which
CEO Maurice Healy is passionate about. In
November he pledged a substantial €150,000
to an entrepreneurship fund for Ludgate in
Skibbereen. Ludgate is a non-profit initiative

Anthony Healy
Financial & HR Director

which aims to assist rural communities in
overcoming commercial disadvantages by
exploiting digital technologies.
After delivering his speech entitled "Entrepreneurs
Who Give More Get More", Maurice made the
announcement at November's Digital Week
Ireland.

Peter McVerry Trust
We are always looking to grow the list of charities
we support. In addition to our regular donations
we frequently pledge money to smaller trusts and
organisations such as the Peter McVerry Trust.
(www.pmvtrust.ie)
The work they do to aid the homeless community
in Dublin is highly commendable, helping with
temporary accommodation, drug treatment, and
homeless prevention in young adults.

During the run up to Christmas, Naomi Bourner
was hard at work collecting and raising money for
Leicester-based charity One Love. One Love have
a stall in Leicester market where they distribute
food and supplies to refugees and the homeless
(pictured right).
Naomi made up gift boxes with warm clothes,
chocolates, toiletries, and accessories which were
given as Christmas presents on 23rd December.
Whilst Healy Group assisted in the purchase of
some thermal hats and gloves, we hope to work
closely with Naomi in giving more to those in
need in 2016. For more information about the
One Love charity, please visit their Facebook page
“One Love – Leicester”
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Group News
Staff Updates
Healy Group would
like to extend a warm
welcome to two new
members of staff,
Ronan Lowe and Jade
Butcher
(pictured
left). Jade has been
with us since the
beginning of 2016 as
our first Accounts
Apprentice.
Working
alongside
Financial Controller
Anthony Healy, Jade
will receive a wealth
of knowledge and expertise in finance whilst
studying locally at Loughborough College.
Ronan (right) has been working with both Healy
Group and Gainline Capital Investment since 2015,
and we are delighted to have him on board.

“Following the completion of a Business
Studies Degree from DCU, I am thrilled to
have joined the Healy Group, where I hope to
draw upon my experiences to date, to add
value to the company. I am excited by the
prospect of working in the food industry,
were there is a natural alignment between
my interest in health and nutrition.
As a business developer, I hope to foster
relationships with new customers while
simultaneously enhancing our connection
with existing customers.”

HCL House, 2nd Avenue, Cookstown
Industrial Estate, Tallaght, Dublin 24
Tel: +353 (0)1404 9200
Interlink Way West, Bardon Industrial Estate,
Bardon Hill, Leicestershire, LE67 1HH
Tel:+44 (0)1530 830 111
Room 719, Huaihai China Tower, no. 885
Renmin Road, HuangPu District, Shanghai
200010, China
Tel: +86 (0)2153 520 867
Spoortstraat 155, 6591 GT, Gennep,
Netherlands
Tel: +31 (0) 485 346 799
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