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Just Words… from the Editor
Since the beginning of 2022, readers of Just Words have read about the C-Suite Summit
scheduled for 17 June. Well, my friends, that big event is now quickly approaching and
about to become a reality.
I am happy to announce that the goal of 100 C-Suite executives attending the Summit has
just about been realized with several weeks still to go. Over 100 C-Suite global executives
connecting you to key opportunities to enable and empower business opportunities.
I want to thank you, dear readers, for your support of the Summit. Without you, no tangible,
ongoing proof exists to demonstrate the value and power that makes up the global
nutraceutical industry. And without such distinguished, energetic participation from
everyone, Nutrify Today and the C-Suite Summit would not the success it is today.

Sheldon Baker

For those of you still considering your attendance, there is still time and room for you to reserve your seat at the Summit.
Event attendees will come from many countries as will the featured speakers. Many have asked about the topics that will
be presented and I am delighted to share a sampling of what you will hear.
• Unveiling the New USD $100 Billion Nutra Market
• The New Ingredients on the Block: Opening Panel Discussion reviewing 1700 New Ingredients
• Top 5 Innovation Pitches to Investors and Commercialization Companies 3 from Europe and 2 from India.
• Newmarket Access Collaborations
• New Research-Driven Nutra
• Supply Chain Fingerprinting
• The Diabetes Nutraceutical Intervention
I will also have the pleasure of conducting short interviews with nutraceutical industry leaders from the USA who will be
sharing their many years of industry experience. I like to think of these Summit interview segments as an extension of my
Q&A columns for this newsletter and Nutraceuticals World magazine.
Keep in mind, Nutrify Today is here to serve you in many ways.
• As an idea-to-commercialization organization: Delivering solutions in new product development by leveraging rich
resources of over 15,000 networking individuals, from start-ups to small-to-large companies with potential game-changing
innovations.
• As an influencer: Working directly as a national India nutraceutical task force partner to create policies enabling the
Indian nutraceutical industry to evolve to a potential USD $100 Billion by 2030.
• As a door opener: Creating global market access and supply chain networks through the creation of the ASINDOUS
(Asia, India, and the U.S.) Highway, and the Nutrify Today C-Suite Summit.
It's coming, 17 June. The Nutrify Today C-Suite Summit…don't miss out!
For more information visit www.NutrifyCSuiteSummit.com. I look forward to meeting you in Mumbai.

With healthy regards,
SHELDON BAKER
Editor-in-Chief
Nutrify Today

NUTRITION & WELLNESS
- a Branding Perspective
Health has always been an important issue and the pandemic has reinforced this to iterate
people’s sincere attention and necessary follow ups. Mankind has suffered enough in these two
years with fear pervasive and uncertainty everywhere. Man’s reiteration on health as the real
wealth, has got reinforced.

Market Size
India's nutraceutical market is
poised to be a global leader at USD
4-5 billion. Experts and reports
suggested that it will grow to
approximately USD 18 billion by
2025. The dietary supplements
market in India is valued at USD
3924.44 million in 2020 and reports
say that it will reach USD 10,198.57
million by 2026. India's nutraceutical
industry is expected to hold at least
3.5 percent of global market share
by 2023. The herbal segment is
likely to contribute 30 per cent of the
nutraceutical supplements market in
India, expected to grow CAGR of
~20 percent.
In short, this market is quite large &
hence, holds immense potential.

Not just the health conscious people but even the
general public have started following nutritious foods
and supplements, in order to enhance their immunity.
This sudden awareness and demand for everything
nutritious have acted as a timely shot in the arm of the
wellness industry across the world as also in India,
where wellness stands out differently, thanks to its
indigenous herb based holistic treatment that always
aims at combining the body with the mind, as Yoga has
demonstrated to the world. And most of them have
come out with their own brands, over and above the
mushrooming nutrition brands that have been given a
new name- ‘Nutraceutical’, as coined by Dr. Stephen
DeFelice in 1989.

Market Drivers
The pandemic has played a
catalyst in the tremendous
growth of the nutraceutical
industry in India. The
COVID-19
crisis
laid
immense importance on

building strong immunity
using natural herbs, herbal
extracts and medicinal
plants. The pandemic has
also managed to influence
the middle class to lean
towards nutraceutical and
dietary supplements.

The busy lifestyle of people in India often interferes with their balanced meal plans, and the need
to continue without health concerns has drawn the Indian population towards an easy solution that
nutraceutical has to offer.
Erratic lifestyles and the pandemic have driven affected people towards this market hence, the
opportunity.

Challenges:
The first and foremost challenge is the uncertified and fake nutraceutical products
flooding the market. This can be tackled by regulating the industry and thorough
checking to sell only FSSAI approved products. Along with certification,
the government body and the industry body must create awareness
about counterfeit products and ways to check the authenticity
of these.
Quality matters and bad apples could bring the
euphoria down hence, the market players
must safeguard it from such rogue
elements to maintain credibility
and consumer trust.
Trust is the biggest attribute to get a product
respected in any market that aggregates quality and
value for money.
India is the land of Ayurveda and is native to the concept of
nutraceutical. Herbs and minerals constitute its preparation that helps in
eliminating any possible side-effects that the allopathic industry is saddled
with, hence the preference for alternative therapy.
Innovation helps products to reach to a larger audience when its choices
and preferences are taken care of, to make them palatable to all ages,
especially the large numbers of the children and the youth, who are
incidentally more health and figure conscious today.
Yes, the health conscious population today has recognised the utility and
efficacy of balanced diet, healthy lifestyle and nutritional intake. Market is
flooded today with several nutritional brands with attractive products that
all claim to ensure the consumers a healthy life. But, when spoilt for choice,
the discerning consumers get selective though the average men get
confused, getting lured by glossy advertisement and smart marketing more
often. This scenario is common when the demand drives a new family of
products, in a market that is large yet diverse. Product differentiation comes
into the fore and the marketers need to pay sincere attention to survive and
sustain competition. While positioning itself in the market, let’s be very clear
that you are not competing with the medicine world…allopathic or
alternative medicines. We must emphasise on the nutrition segment only as
a natural health supplement, herbal extracts, especially for the immunity
enhancement and towards holistic wellness.

Product
Positioning &
Branding

Indian wellness industry has clearly positioned itself in the premium segment. The Organic farm
products have also positioned itself in the premium, though illogically. In view of this this
Nutraceutical market has to be very thoughtful and logical in its positioning.
The following attributes could form the nucleus of product positioning and branding:
a. Side-effect free, Chemical free
- Highlight the organic quality
- Offer as Alternative therapy, aligning with selective wellness centres
b. Ingredient details for transparency
- Projecting as a health supplement, composition ingredient details need to be provided with all
products
c. Innovation in product offer
- Larger markets have layers of customer segment, profile them first
- Design attractively for the Millennials
d. Use of Technology
- AI for customer engagement, understanding their behaviour & choices & influencing their
decision making abilities
- UI & UX for transforming your online product catalogues & websites to follow customer’s needs
and also help them making right choices
- Data Analytics for consumer indexing, management and trend assessment
- Blockchain for retail supply & management
- Digital Marketing for visibility and attention in a crowded market
e. Competitive Pricing
- Pricing plays a major role in product positioning
- Towards a larger market share, focus on offering value for money hence, affordable
f. Narrative with Storyboard
- Products must speak to its market and approach differently to various elements in the
demography
- The Brand name, Tagline and Ad themes must carry a well curated and designed narrative with
appropriate visuals and supportive customers
- Narratives & campaigns could follow a noble cause to garner respect & credibility
g. Social Media
- Well curated storyboard & narratives could be hustled about imaginatively, keeping the target
audience engaged in a productive manner on YouTube, FB & Instagram etc
h. Curated Strategic Campaign to Influence people
- Competition, crowded market & complex customers, force products and their producers to think
beyond conventional marketing campaigns
- Constant engagement with the market through various means helps in staying live and visible
- Market influencers have to be tapped as also to create own influencers
- Supportive national/international events could be organised thoughtfully
i. Alliance partnership
- with selective hospitals, airports and wellness centres
- To be trendy, appealing to the prevailing market, Health cafes could be initiated

Mission for a Healthy World
Considering the awareness among the health conscious citizens in the world and the growing
demand for healthy natural supplement, market is well poised to accept the Nutraceutical health
supplements. Thoughtful product positioning helps acceptability and imaginative branding
efforts on relevant media platforms in this digital world with effective use of cutting edge
technology would assist strongly in sustainability. Well curated Storyboards would be able to
generate effective narrative when driven by larger social cause. Various contemporary
marketing avenues could be explored through strategic alliance partnership with the medical
industry and in retail form.
India, with its deep established roots in native herbal supplements, could lead this market
globally, with different nutritious supplements, designed and packaged for the contemporary
discerning consumer market, in the wellness space, towards Nutraceutical Tourism. Advantage
India!
Author: Pranab K. Pani
E-Mail: pkpani@yahoo.com
Start-up Mentor - Corporate Business Advisor Author – PR & Branding Specialist

The right ingredients for success.
While in a Mumbai restaurant a few years ago,
several menu items were ordered to learn if
Indian food was different in India than the USA.
Suki, the waiter, thought we had no idea what was
being ordered. Little did he know that many of my
relatives are from India so there was good
knowledge of the cuisine. Surprisingly, all the
dishes were quite similar to local California
restaurants.
While Indian food might be the same in both
countries, doing business in the USA nutraceutical
and dietary supplement market is totally different.

Baker Dillon Group is a USA-based, awardwinning, nutraceutical brand promotion firm
partnering with many companies throughout India
and Asia to create marketing initiatives and
provide professional guidance to navigate the USA
nutraceutical category. We have the proven recipe
for success.
Contact us today. You will enjoy the flavor of our
many promotion initiatives and our personal
attention to service.

I n f o @ B ake r Dillon.com • 559. 287. 71 9 1 • www.Bake rDi llo n .c o m

Jon Benninger is vice president and market leader at Informa Markets. He focuses on the strategic
direction and growth of SupplySide Network 365, SupplySide West, SupplySide East, Natural Products
Insider and Food & Beverage Insiders. He coordinates with leaders of the other Informa health and nutrition
events and brands including Natural Products Expo West, Vitafoods, Food ingredients, NEXT and Nutrition
Business Journal. Benninger joined the company in 1995 as the founding editor of the company’s first trade
magazine for the nutrition industry and has served as editor, publisher, group publisher, business
development director, and vice president of business development prior to his current position. Benninger
is a frequent speaker and moderator at industry events. He is active in industry associations and advocacy
efforts including as a past board member of Citizens For Health, past board member and president of
Dietary Supplement Education Alliance, past board member of Natural Products Foundation, and current
member of American Botanical Council Director’s Circle, member of American Herbal Products Association
communications committee, member of Council for Responsible Nutrition communications and media
outreach committee, and member of United Natural Products Alliance. He received the 2010 CRN Apple
Award for Industry Service, the 2014 AHPA Visionary Award, and the 2014 Natural Products Association
Industry Champion Award, and the 2018 American Botanical Council "Mark Blumenthal" Community
Builder Award. He serves on the board of trustees for Southwest College of Naturopathic Medicine, an
accredited 4-year medical school in Phoenix. Benninger received his journalism degree from Arizona State
University in 1991.
By Sheldon Baker
Nutrify Today: Please share some
background about Informa and its
partnership with Natural Products
Insider.
Mr. Benninger: Informa is the
largest producer of trade shows in
the world, and I focus exclusively
on our health and nutrition industry
business. We own and operate the
SupplySide,
Vitafoods,
Food
Ingredients, and Natural Products
Expo shows, as well as the
Nutrition Business Journal Summit

in the USA. We also produce original data, content and insights
via our Natural Products Insider, Food & Beverage Insider,
Nutrition Business Journal, and other media/content brands. In
our SupplySide business, our focus is to help dietary supplement,
food, beverage, and natural products companies succeed. We
provide content about market trends, ingredient research, product
formulation, quality, and compliance topics. Our SupplySide West
trade show takes place each October/November in Las Vegas,
Nevada, USA and features more than 1400 exhibitors who offer
ingredients (herbs, vitamins, probiotics, proteins, flavors,
sweeteners, etc.), contract manufacturing services, lab services,
packaging and other supplies needed to take a product from idea
to shelf.

Nutrify Today: What responsibilities do you have as Vice President & Market Leader - SupplySide?
Mr. Benninger: In my role I work with our SupplySide team on our business strategy. I interact with our
industry clients, audience, and associations. I represent us with American Botanical Council, American
Herbal Products Association, Council for Responsible Nutrition, Organic & Natural Health Association,
United Natural Products Association, and many other industry groups. I also work closely with
consumer products companies to help them get the most value from our SupplySide events and other
resources.

Nutrify Today: Now that trade shows are up and running globally, what new promotional elements
might we see for exhibitors?
Mr. Benninger: As we return to in-person events, we are seeing great enthusiasm from all participants.
Visitors, exhibitors, speakers, and sponsors are ready to reconnect in person. Recognizing this, we
continue to add more in-person networking opportunities at our events. Even as the in-person events
return, we recognize the importance of connecting throughout the year. We envision a “hybrid” world
where in-person and virtual activities co-exist. We now live stream conference programming from our
in-person events, bringing this content to a wider audience. We also introduced SupplySide Network
365, and always-on community that offers live virtual webinars and events, interactive directories of
companies, ingredients, services, and people, and the ability to make connections throughout the year.
We will continue to look for new ways to help our industry peers succeed.

Nutrify Today: You have had a keen interest in promoting India and its nutraceutical base for many
years. What do you find so fascinating?
Mr. Benninger: First, India has a long, rich, and unique history of using plants and natural substances
for health. This tradition offers great possibilities for improving public health around the world. We have
been writing about Ayurveda since the first issue of our first industry magazine in 1995. We have been
involved in the creation of awareness and demand for ingredients such as garcinia, turmeric,
ashwagandha, and more. We believe there are many more herbs, ingredients and products from India
that have great potential around the world. Some have been available in the USA market for many years
but still have relatively small usage. What will be the next ingredient to get big in the USA, Boswellia,
tulsi, amla, coleus, etc. We are committed to supporting the expansion of the great health science of
India to the world.

Nutrify Today: Can you share some of your memorable India experiences?
Mr. Benninger: I have been to India more than 10 times over the last 15 years, and every visit is
an incredible learning experience. I have had the honor and privilege to visit Delhi, Mumbai,
Hyderabad, Bengaluru, Kolkata, Agra, Salem, and many communities along the way. Some
favorites:
• Attending the 4th World Ayurveda Congress and Arogya Expo in 2010 in Bengaluru. I was able
to participate in the opening ceremony, the Buyer-Seller meet, the conference program, and the
expo. For several days I was immersed in Ayurveda, and I learned so much.
• Meeting with farmers in Salem. For a video project about the tradition and science of Ayurveda,
we drove south from Bengaluru to Salem and spend a full day with more than 100 farmers who
produce tulsi, coleus, turmeric, and other plants. We toured their farms, learned about their
challenges, and shared a wonderful meal together.
• Visiting Delhi to meet with Indian officials and express our interest in helping to promote
Ayurveda and India in the USA market. My first such visit was in 2008.
• Touring leading companies in India. I have been able to tour many manufacturing and research
facilities in India.
• The history: Visits to Taj Mahal, Fatehpur Sikri and many other sites to learn more about India’s
rich history.
• The food: I have come to love all types of Indian food, and though I will never come close to
re-creating the flavors, I cook my version of Indian food for my family once per week (coconut
chicken curry, bhindi masala, chana masala, aloo gobi and raita). I do not attempt to make my own
naan, papadam, or gulab jamun, instead purchasing these from my local Indian grocery.
• The people: The kindness, wisdom, and good nature of the people I have met in India continues
to inspire me.

Nutrify Today: As Nutrify Today does, do you envision India continuing to take a major role in global
nutraceutical development?
Mr. Benninger: I do. India is already an important contributor to this global market. From the treasure
trove of ingredients and knowledge found in India, to the research and manufacturing capabilities in
India, the world is already benefitting from what India offers. The market success we have seen with
ingredients such as turmeric, ashwagandha, and others is just the beginning. Ayurveda and traditional
Indian health sciences have so many offerings that will benefit public health globally. For more than 20
years, we have been a supporter of this vision. To bring more health to more people by building this
bridge from India to the USA and the world.

Nutrify Today: What sales and marketing advice can you offer companies in India and Asia who want
to expand to the USA/North America?
Mr. Benninger: First, I would invite companies to visit our SupplySide West trade show 31 Oct. – 1 No.
in Las Vegas, Nevada, USA. This is a great opportunity to see the leading companies in the USA market
in person. There are many opportunities to meet with industry leaders, learn about the USA market and
find potential partners, allies, and customers. I am happy to assist anyone who is interested in joining
us. I would also recommend investing the time to ensure the products are ready for the USA market in
areas such as regulatory compliance.

Nutrify Today: The Informa/Natural Products Insider media sponsorship of the first annual
C-Suite Summit makes quite a statement.
Mr. Benninger: We decided to get involved because we believe in the mission. We see a future with
great opportunity, both for commercial success and for having a positive impact on human health
globally. By helping like-minded people and companies make connections toward this purpose, we
believe we can help bring more health to more people. We also believe there are great commercial
opportunities via these connections at the C-Suite Summit.

Nutrify Today: Why should companies from the USA who have an interest in the India/Asia market
attend the C-Suite Summit?
Mr. Benninger: This is a great opportunity to meet with market leaders and potential partners. There is
no better way to begin exploring the opportunities in India than participating in an event like the C-Suite
Summit.

Sheldon Baker serves as Editor-in-chief of the Nutrify Today
Newsletter and is chief executive officer of Baker Dillon Group LLC.
He

has

created

numerous

nutraceutical

brand

marketing

communications and public relations campaigns for supplement
and food industry companies.
For

interview

consideration

or

brand

marketing

development, contact him at SBaker@BakerDillon.com.

strategic

“nutrify today” team recently
participated in the 7th Nutrition
Summit India 2022 in Mumbai.
We launched world’s first nutra
industry networking and blogging
app that also helps in business
and nutraceutical specialization
certification.

Get your app
now and
network with
18000
nutraceutical
professionals
worldwide

https://play.google.com/store/apps/details
?id=com.nutrify_app

https://apps.apple.com/in/app/nutrifytoday/id1621701353

Market Research
through IP Data

Understanding Nutraceutical Market from IP Insights...
A comprehensive strategic market research relies on leveraging the market research data that propels
any company towards success. Among the various market research methodologies, data concerning the
intellectual property covers a broad varieties of market research viz., competitor research, brand
research, consumer research and product development as well.
A brief search on nutraceuticals retrieves thousands of published patents a month. The mere terms like
"dietary supplement", "functional food", "pro/prebiotic", etc. retrieving more than one lakh patents till date
globally illustrate the role and competence of Intellectual property rights in the nutraceutical space also
at the same time pose a sign of caution for the overlap of emerging products, uncertainties and litigations
around the product launches as well. In addition, while the nutraceutical market embraces intellectual
property as one of its components in the research, few of its applications could be explained below.
While research has shown that customer centric businesses are 60% more profitable, a sound
knowledge on the Intellectual Property data helps firms to understand the trends in customer centric
products or processes in addition they can formulate a planned game to progress.
A good Intellectual property landscape helps firms in a robust business partnership as well. Mergers and
acquisitions aligning the visions and intellectual capability matching of firms could strengthen their hold
in the market.
New product developments and an untapped market need could be well addressed by leveraging the
Intellectual property data. The new inventions officially recorded in the form of patents, the ease in brand
reach secured in the form of trademarks, the “know how” earning a greater revenue still remain the
essential Intellectual properties that the nutraceutical industry resides on for its progression.
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Nutraceuticals:
IP Insights
A detailed patent study
of Nutraceuticals for the past one month was carried out. The search
included a global coverage embracing all the granted as well as the
published patent literature. The study depicts the following
Assignee Vs. Number of Patent Applications
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Number of patents analyzed & mapped: 493 records
Dominant Players (no. of records):
Nestle S.A
82
Cargill Inc
18
Royal DSM NV
16
Meiji Holdings Co Ltd
14
Unilever
13
BASF SE
11
International Flavors & Fragrances
11
Rag Foundation
10
Inbiose N.V
8
Korea Institute of Science & Tech
6
Kyung Hee University
6
Independent Inventors
68

))

The Overall number of filings in the Nutraceuticals Area show a comparable increase for the
)
last month. Nestle S.A, Cargill Inc, Royal DSM NV, Meiji Holdings Co Ltd, Unilever, BASF SE,
)
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Nutraceuticals:
Global IP Insights
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Independent Inventors covers 8% of the Nutraceuticals Area.
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Academia (149) covers 17% of the Nutraceuticals
Area
for this month.
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There are more of Patent Publications (661) than the patents granted (218) for the period of the last
#10)K76026)Q/7263),A67420;)B,/)2>6/7+0>64+7:3)42)610).736)-,261)7/
month, showing the increased patent application
filing activity in the nutraceutical space. However
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Patent grants amount to only 25%.
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Nestle S.A (63), Cargill Inc. (17), Royal DSM NV (14), Unilever (12), International Flavors &
G14:0)a*Yb)Y')173)7)8/0760/)2>-A0/),B)8/7260;).760263)WHX)6172)610
Fragrances (10), Meiji Holdings Co Ltd (9), Rag Foundation (9) and Inbiose NV (8) have 8 or more
"2450/346<
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The Patent Grants obtained for nutraceuticals in the past month are from Nestlé (19), BASF SE (6),
&036:f)173)7)8/0760/)2>-A0/),B)8/7260;).760263)B,/)6143)-,261?)
Meiji Holdings Co Ltd (5), Kyung Hee University (3), Royal DSM NV (2), Cargill Inc (1), Unilever (1),
International Flavors & Fragrances (1) and Rag) Foundation (1).
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While BASF SE has a greater
number of granted patents (6) than
the publications (5) Kyung Hee
University has an equal number of
granted and patent publications (3)
for this month, Inbiose N.V (8) and
Korea Institute of Science & Tech
(6) have only patent publications in
this month.
Nestlé has a greater number of
granted patents for this month.

Technology Graph

Technology Graph for the past one-month IP activity on the Nutraceutical Space
The heaviest concentration of art lies in Dietary Supplements (54%), followed by Functional Foods
(20%), Others (19%), Functional Beverages (6%) & Software (1%) related applications.
The nutraceuticals that are used as additives, for personal care, as preservatives, as processed food,
methods for food / nutraceutical processing, sweeteners, food / nutraceutical testing, or that assist in
food packaging are grouped under others.
While the patent activity in Botanical / Herbal based nutraceuticals (201) is 23%, the Pro / prebiotics
(136) report only 15% of the nutraceutical space.#0+12,:,8<)Q/7.1)B,/)610).736),20 g-,261)%K)7+64546<),2)610)&>6/7+0>
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Traditional Phytonutrients are observed to have the heaviest concentration in all the categories of
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The concentration of art in use of software in the nutraceuticals is reported to have 10 filings this month.
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Pre / Probiotics
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Functional
Foods
space,
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Foods (12), Fortified
Foods (12), Carotenoids (10) Fatty&,2
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(4), Vitamins
(1) and Dietary Fibres (1).
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Functional Juices
(14), Dairy based
drinks
(8), Fruit / Vegetable juices (6), and Sports Drink (1).
K/,+0330;)b,,;3)WdeX@)
7/0)/0.,/60;
)6,)1750)10754036)7+64546<)B,/)6143)-,261)8/,>.0;)>2;0/)610)
,610/3)B,::,=0;)A<)
b,,;)*;;464503)WeeX@)Y=006020/3)W]UX@)K0/3,27:)\7/0)WZX@)
Processed Foods
(75), are reported
to have heaviest activity for thisB,,;)K/,+033428)-061,;3)
month grouped under the others
W
dX)72;) K7+978428)W
SX?)
followed by Food Additives (55), Sweeteners (13), Personal Care (8), food Processing methods (7) and
Packaging (4).)
Top Assignees) Vs. Nutraceutical Category
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)

Nestlé reports heaviest concentration in Dietary Supplements (38) followed by others (21), Functional
Beverages (13) and Functional Foods (10).
While Kyung Hee University (6) and Inbiose NV (8) filed all its patent applications as Dietary
Supplements, Unilever reports to file as Functional Foods (3) and Others (10)
)
Others (14) followed by Dietary Supplements (13), Functional Beverages (4) and Functional Foods (2)
this month and KPN Innovations LLC filed all its patent applications as software (2).
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Nutraceuticals:
Literature Survey

Nestle shows heaviest activity in processed food area among the Others categorized
Nutraceuticals this month.
Nestle also shows heaviest activity in the area of Mimics, usually grouped under the modified
foods
The Literature Survey:
The literature Survey for the past one month was done in the area of Nutraceutical and the study depicts
the following: Total Publications in top journals considered for study: 35

Majority of the publications were found to be Reviews (11) and Clinical Case Study (16) for the past month
followed by Articles (8) for this month.
Bioavailability of nutraceuticals had been one of the major areas where the publications had been this
month. Enhancing bioavailability of hydrophobic nutraceuticals, dextrin based delivery system for
enhancing the nutraceutical reach and emphasis of the nutraceutical allin from garlic as an essential
amino acid transporter LAT1 had been few prominent publications this month.
Extraction of natural bioactive compounds for nutraceutical applications using an enzyme assisted
extraction methodology was also illustrated in this month’s publications.
While there had been a publication on the benefits of nutraceuticals for stress related symptoms,
publication on the The World Federation of Societies of Biological Psychiatry (WFSBP) and Canadian
Network for Mood and Anxiety Treatments (CANMAT) Taskforce regarding clinical guidelines for
treatment of psychic disorders with nutraceuticals had been a good pathway this month.
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Nutraceuticals:
Literature Survey

VARIOUS CATEGORIES OF PUBLICATIONS

Various articles, clinical case studies and reviews on the application of nutraceuticals in various disease
conditions concerning diabetes, pain management, cancer, mens health, gut health, chron’s disease,
Huntington’s disease, antiproliferation, kidney disease and parkinson’s disease have been published.
Nutritive values of various ingredients like mushroom polysaccharides, grape pomace, Capsicum
annuum L (colored pepper), papaya, Cucumis melo L., natural steroids, sesame oil, etc. have also been
studied.
There had been publications on the use of dietary supplements during pregnancy as well as for weight
loss and for bariatric surgery.
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Patent No.

Publication
Date

WO2022055871A1 March 17,
2022

Title

Abstract

Probiotic
treatments for
parkinson's
disease

Some embodiments herein relate generally to compositions
comprising microbial organisms and/or components thereof for
improving a neurological disorder, or symptoms associated with a
neurological disorder, such as Parkinson's disease, and methods of
using the same

Owner

Inventor(s)

CALIFORNIA
INSTITUTE OF
TECHNOLOGY

Anastasiya O.
MOISEYENKO,
Timothy R.
SAMPSON, Sarkis K.
Mazmanian

The invention relates to a plant based liquid or a frozen dessert, said

WO2022053633A1

Plant based soft plant based liquid or frozen dessert comprising (i) a dry fractionated
plant protein, (ii) sugar or a polyol; (iii) optionally one or more
serve frozen
March 17,
hydrocolloid(s); (iv) one or more emulsifiers; (v) a fat phase,
dessert
2022
wherein said fat phase solidifies at a temperature less than 30°C,
composition

IN202041035066A

Title

February
18, 2022

A FORTIFIED
BEVERAGE
COMPOSITION
AND PROCESS
OF PREPARING
THEREOF

Pub. Date

and wherein said fat phase comprises one or more fat sources.

A fortified beverage composition and process of preparing thereof
is disclosed. a plurality of the micronutrient nanoparticles
encapsulated within one or more phospholipid layers, wherein the
micronutrient nanoparticles being selected from a group consisting
vitamin C, lysine, and proline, wherein the micronutrient
nanoparticles comprise 0.5 %wt of vitamin C, 0.25 %wt of lysine,
0.05 %wt of proline and a fruit juice comprising at least one of
mango pulp, sugar, stevia, citric acid, flavoring agent, and water. 7.
A process for preparing a fortified beverage composition comprises
mixing and homogenizing the phospholipid blended water and the
plurality of micronutrient dissolved water to form micronutrient
encapsulated phospholipid layers, adding of citric acid to the
homogenized solution and the mixed solution is passed through a
sonicator. Next blending of the sonicated solution along with a fruit
juice and passing of final product through homogenizer, ultra-heat
treatment and to a filling machine for packing.

Author(s)

SOCIÉTÉ DES
PRODUITS
NESTLÉ S.A.

Timothy James
Wooster, Marina
BORTOLIN,
Pierre-Alain
RICHON, Beat
Gerber, Julien HUGO

ABT HEALTH
AND
WELLNESS
PRIVATE
LIMITED

M.HARIHARA
SUDHAN

Clinician guidelines for
Jerome Sarris,
the treatment of
Arun Ravindran,
Lakshmi N
psychiatric disorders
Yatham,
with nutraceuticals and March 21,
Wolfgang
Marx,
phytoceuticals: The
Julia J Rucklidge,
2022
World Federation of
Roger S McIntyre,
Societies of Biological
Shahin
Psychiatry (WFSBP) and
Akhondzadeh,
Canadian Network for
Francesco
Benedetti,
Mood and Anxiety
Constanza
Treatments (CANMAT)
Caneo,
Holger
Taskforce
Cramer

Objectives: The therapeutic use of nutrient-based 'nutraceuticals' and plant-based 'phytoceuticals' for the treatment of mental disorders
is common; however, despite recent research progress, there have not been any updated global clinical guidelines since 2015. To
address this, the World Federation of Societies of Biological Psychiatry (WFSBP) and the Canadian Network for Mood and Anxiety
Disorders (CANMAT) convened an international taskforce involving 31 leading academics and clinicians from 15 countries, between
2019 and 2021. These guidelines are aimed at providing a definitive evidence-informed approach to assist clinicians in making decisions
around the use of such agents for major psychiatric disorders. We also provide detail on safety and tolerability, and clinical advice
regarding prescription (e.g. indications, dosage), in addition to consideration for use in specialised populations.

Application of
Enzyme-Assisted
March 22,
Extraction for the
Recovery of Natural
2022
Bioactive Compounds for
Nutraceutical and
Pharmaceutical
Applications

Agnieszka
Łubek-Nguyen,
Wojciech
Ziemichód and
Marta Olech

Enzyme-assisted extraction (EAE) involves the use of hydrolytic enzymes for the degradation of the cell wall or other cell components.
This supports the diffusion of the solvent into the plant or fungal material, leading to easier elution of its metabolites. This technique
has been gaining increasing attention, as it is considered an eco-friendly and cost-effective improvement on classical or modern
extraction methods. Its promising application in improving the recovery of different classes of bioactive metabolites (e.g., polyphenols,
carotenoids, polysaccharides, proteins, components of essential oil, and terpenes) has been reported by many scientific papers. This
review summarises information on the theoretical aspects of EAE (e.g., the components of the cell walls and the types of enzymes used)
and the most recent discoveries in the effective involvement of enzyme-assisted extraction of natural products (plants, mushrooms, and
animals) for nutraceutical and pharmaceutical applications.

Raffaella
The Nutraceutical Alliin
Scanga,
From Garlic Is a Novel
Mariafrancesca
March 24,
Scalise,
Substrate of the
Filomena
Essential Amino Acid
2022
Rovella, Teresa
Transporter LAT1
Maria Rosaria
(SLC7A5)
Regina, Michele
Galluccio,
Cesare Indiveri

The plasma membrane transporter LAT1 (SLC7A5) is a crucial player for cell homeostasis because it is responsible for providing cells
with essential amino acids and hormones. LAT1 forms a functional heterodimer with the cell surface antigen heavy chain CD98 (also
known as 4F2hc and SLC3A2), a type II membrane glycoprotein, which is essential for LAT1 stability and localization to the plasma
membrane. The relevance of LAT1 for human metabolism is also related to its altered expression in human diseases, such as cancer
and diabetes. These features boosted research toward molecules that are able to interact with LAT1; in this respect, the recent
resolution of the LAT1-CD98 3D structure by Cryo-EM has opened important perspectives in the study of the interaction with different
molecules in order to identify new drugs to be used in therapy or new substrates of natural origin to be employed as adjuvants and food
supplements. In this work, the interaction of LAT1 with alliin, a garlic derivative, has been investigated by using a combined approach
of bioinformatics and in vitro transport assays. Alliin is a nutraceutical that has several beneficial effects on human health, such as
antidiabetic, anticarcinogenic, antioxidant, and anti-inflammatory properties. The computational analysis suggested that alliin interacts
with the substrate binding site of LAT1, to which alliin was docked. These data were then confirmed by the competitive type inhibition
measured in proteoliposomes. Interestingly, in the same experimental model, alliin was also revealed to be a substrate of LAT1.

Name of the Event

Date of the Event

Location

NUTRACEUTICALS EUROPE 2022

June 15 - 16, 2022

Barcelona International Convention Centre (CCIB)

6th International Conference on Nutraceuticals

July 25-26, 2022

London, United Kingdom

Vitafoods Asia 2022

Sept 12-23, 2022

Sands Expo & Convention Centre

Nutraceuticals Europe

October 26-27, 2022

Barcelona, Spain

DISCLAIMER
This report is based upon individual expert’s view/judgment. Such analysis may vary from expert to expert. The information, analyses
presented herein do not constitute legal advice or opinion. Therefore, this report should be seen as an input for illustrative purposes.
The results are based on available data from public and private information sources. This report is prepared as a technical input to
support technical discussions. This report should be indicative and Nutrify Today or it’s subsidiaries are not responsible for any
commercial or legal action based on this report.
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Abstract

3rd Virtual Conference On Food Nutrition and Nutraceuticals December 05-06, 2022

c

Webinar
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