




According	to	a	survey	of	what	US	consumers	think	
“natural”	in	food	products	means,	the	majority,	or	49%,	
answered	as	not	including	any	preservatives.	Fully	47%	
answered	“no	artificial	flavors,”	while	39%	said	“no	
artificial	colors.”	A	little	over	a	third	of	the	surveyors	
also	said	that	natural	means	it	is	in	its	natural	state,	
whether	it	is	meat	or	vegetables.	

Consumers	are	becoming	more	concerned	and	
picky	about	what	they	eat.	More	and	more	people	
check	food	labels	to	understand	what	they	are	buying	
to	feed	families.	This	has	brought	along	a	trend	among	
food	companies	to	add	in	clean	labels	on	their	product	
labels.	For	example,	“natural”	and	“no	additives/
preservatives”	labels	have	increased	significantly	
between	2010	and	2013.	Food	companies	choosing	to	
use	clean	labels	to	attract	health	conscious	consumers	
are	also	increasing	in	Asia.	Compared	to	new	product	
launches	with	clean	label	claims	in	2010,	“organic”	
labels	increased	by	252%	in	2013.	

Australia	ranks	at	the	top	with	the	highest	
amount	of	clean	label	claims	in	2013	at	45%,	with	
the	U.S.	coming	in	second	with	31%.	The	addition	of	
clean	labels	is	still	a	growing	trend	in	Asia,	as	13%	
of	products	launched	had	clean	labels.	Mr.	Mannion	
suggested	that	Asian	food	packaging	companies	could	

learn	and	be	inspired	from	the	more	mature	markets	of	
Australia	and	the	U.S.		

Clear trend: consumers want 
more natural, less artificial

The	more	the	consumers	know	about	something,	the	
more	they	are	going	to	concentrate	their	focus	on	it.	
Consumers	want	to	understand	the	ingredient	list,	and	
they	don’t	like	to	see	what	Mr.	Mannion	referred	to	as	
e-numbers,	which	are	codes	for	substances	which	can	
be	used	as	food	additives.	They	are	clearly	artificial,	
and	food	companies	are	finally	understanding	that	
consumers	feel	negative	towards	these	because	they	
appear	non-transparent.	More	companies	are	choosing	
to	avoid	printing	e-numbers	on	the	ingredient	list,	and	
have	started	using	the	full	ingredient	names.	In	2006,	
18.9%	share	of	new	products	launched	had	e-numbers	
in	the	ingredient	list.	But	in	2013,	there	was	a	4.9%	
decrease	in	products	with	printed	e-numbers.	

Making	clean	label	claims	utilizing	what	is	familiar	
to	the	consumers,	such	as	emphasizing	the	use	of	
natural	ingredients,	will	help	give	the	product	a	positive	
brand	image.	Companies	are	coming	up	with	new	ways	

Consumers want to understand ingredient lists

(L)	Patrick	Mannion,	CEO	of	Innova	Market	Insights

(R)	Jeong-kwan	Choi,	General	Manager	of	Innova	Market	Insights	Korea

34

Patrick Mannion



sweeteners.	Stevia	fits	a	niche	market	as	a	natural	
ingredient	that	also	can	play	the	role	of	an	artificial	
sweetener.	Stevia	has	steadily	increased	its	share	in	
the	confectionary	industry	by	13%	in	the	past	four	
years.	The	use	of	other	artificial	sweeteners	such	as	
Acesulfame	K,	Aspartame,	and	Saccharin	has	been	
decreasing	over	the	years.	According	to	Innova’s	market	

of	making	clean	label	claims	like	“99%	real	fruit,”	“100%	
cold	pressed	organic	juice,”	and	“fruit,	absolutely	
nothing	else.”	

Although	sugar	is	a	natural	ingredient,	many	
consumers	still	express	health	concerns.	This	is	why	
Stevia,	a	natural	low	calorie	sweetener,	is	booming	in	
the	confectionary	industry	compared	to	other	artificial	

Success of Stevia 

The ignored age group is significant and growing
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choosing	to	focus	on	the	younger	generation	as	the	
major	consumers	of	the	future.	

But	Innova	suggests	the	market	research	show	
different	results.	The	senior	population	will	exceed	the	
younger	population	in	the	near	future,	meaning	that	
the	focus	has	to	shift.	This	could	be	a	big	opportunity	
for	companies	if	they	develop	products	that	meet	the	
needs	of	this	newly	important	group.	Mr.	Mannion	
explained	that	there	are	three	key	attributes	that	would	
appeal	to	the	senior	consumer	group:	convenience,	
health,	and	taste.	

Food	companies,	pharmaceutical	companies	and	
the	packaging	industry	must	work	together	through	
open	innovation	to	provide	these	attributes.	Packaging	
companies	need	to	develop	lightweight	and	easy	
to	open	packages,	and	have	easy	to	read	labels.	
Pharmaceuticals	should	work	with	food	companies	to	
create	strong	flavored,	easy	to	swallow	food	that	is	also	
beneficial	for	the	senior	consumers’	health.	

research,	22%	of	new	products	launched	with	Stevia	
had	a	clean	label	positioning	such	as	“fewer	calories,”	
“no	added	sugar,”	and	“no	sugars.”	

Sweeteners	are	not	the	only	factors	consumers	
prefer	natural.	Natural	color	additives	have	been	taking	
up	to	a	75%	share	in	newly	launched	confectionary	
products	worldwide.	More	companies	are	putting	“no	
artificial	colors	or	flavors”	in	their	product	labels	to	
attract	health	conscious	consumers.	

senior consumers form an 
increasingly important target 
market

An	important	factor	Mr.	Mannion	pointed	out	is	that	
the	world’s	growing	populations	of	senior	citizens	
is	no	longer	a	niche	market.	Rather,	it	is	the	next	
big	consumer	group.	This	is	especially	true	in	Asian	
countries	such	as	Korea,	Japan	and	China.	And	yet,	the	
40-59	age	group	is	often	underestimated	as	a	target	
for	new	product	development,	with	most	companies	

Biography

Patrick Mannion is the CEO of  Innova Market 
Insights. He has dedicated his working life to food 
industry intelligence and knowledge for professionals. 
He co-founded Innova Market Insights and The 
Innova Database to develop a professional network 
for international market intelligence. Mannion has 
published many articles on future food trends and 
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worldwide. 

Innova Market Insights

The Innova Database is the world’s largest food and 
beverage database. Led by a team of  experts, the 
online database has product data from more than 70 
countries. The company also offers solutions for food 
companies and researchers. Many global companies 
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marketing strategies and to keep track of  new 
technologies.
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FoodPolis 
and changes 
in the food 
industry

Panel Discussion
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The panel discussion topic was about 
the changes in the food industry and the 
role FOODPOLIS plays in it. There was 
an active discussion on what needs to be 
done to make FOODPOLIS a successful 
Asian food hub. This is a summary article 
covering some of the important points 
that were discussed. 

In addition to the four keynote 
speakers from the forum, Professor 
Robert A. Peterson, Dr. Ronaldo 
Visschers, Professor Helen Chun, 
and Mr. Patrick Mannion, the panel 
included several academic leaders and 
representatives from business. Honorary 
Professor Sam-ock Lee of Seoul 
National University hosted the panel 
discussion, with Professor Younsuk Lee 
from Yonsei University, Professor Oran 
Kwon from Ehwa Womans University, 
Professor Junghee Lee from Chung-Ang 
University, and Director Yangwoo Kim of 
CheilJedang participating. 

The biggesT Trend in food
“You	need	to	give	incentives	for	healthy	
trends,”	said	Dr.	Visschers.	An	increasing	
number	of	consumers	are	becoming	
more	health	conscious,	and	the	food	
industry	is	shifting	to	meet	the	consumer	
demand.	Many	research	institutes	are	
working	on	finding	healthier	ways	to	make	
food,	and	even	Dr.	Visschers’	research	
team	has	spent	years	working	on	the	
salt	reduction	technology	to	help	food	
companies	reduce	the	use	of	sodium	in	
processed	foods.	Professor	Peterson	and	
Mr.	Mannion	strongly	agreed,	with	Mr.	
Mannion	pointing	out	that	the	biggest	
consumer	group	is	the	elderly	population,	
and	it	will	continue	to	grow.	

idenTify The growing 
Consumer group
“We	need	to	identify	the	needs	of	the	
elderly	consumers	as	a	big	opportunity,”	

emphasized	Mr.	Mannion.	One	interesting	
aspect	shared	by	Korea	and	the	
Netherlands	is	that	both	have	quickly	
growing	elderly	populations.	He	added	
that	packaging,	food,	and	pharmaceutical	
industries	could	strongly	benefit	from	this	
consumer	group	if	they	worked	together.	
Professor	Peterson	also	commented	
that	people	tend	to	lose	their	sense	of	
taste	with	age,	which	means	products	
need	to	be	developed	differently	to	take	
advantage.

open innovaTion and 
ConvergenCe
Professor	Peterson	came	back	to	his	
theme	of	open	innovation,	suggesting	
that	finding	a	solution	that	targets	senior	
consumers	could	be	a	great	chance	
for	open	innovation	to	be	meaningful.	
Food	companies	need	to	find	ways	of	
making	stronger	flavors	while	keeping	
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several academic leaders and representatives from 
business gathered to discuss the major changes 
being observed in the global food industry. The lively 
discussion ranged from the big trends to open innovation, 
and what foodpolis needs to do to succeed. 
experts showed high hopes for foodpolis and strongly 
suggested the importance of the building a 
global network.



  

it	healthy.	This	is	where	they	can	work	
with	pharmaceutical	companies	to	make	
functional	foods	that	would	benefit	the	
consumer	with	taste	and	health.	Food	
packaging	companies	can	tie	everything	
together	with	easy-to-read	labels	and	
convenient	packaging.	

“Convergence	is	essential,”	said	
Professor	Kwon,	adding	that	“the	two	
keywords	we	need	to	focus	on	are	
consumer	and	technology.”	She	was	
specifically	referring	to	the	critical	
nexus	of	activity	between	industries	and	
research	institutes	and	how	it	needs	to	be	
aligned	towards	figuring	out	how	to	utilize	
technology	to	meet	consumer	needs.	She	

opined	that	FOODPOLIS	can	play	the	
important	role	of	building	a	network	that	
brings	together	companies,	governments	
and	universities.

The $500 billion paCkaging 
indusTry
Professor	Younsuk	Lee	argued	that	the	
great	potential	of	the	packaging	industry	
could	also	benefit	from	open	innovation	
in	FOODPOLIS.	“The	food	package	is	
the	silent	salesman,	with	food	packaging	
accounting	for	70%	of	the	$500	billion	
global	packaging	industry,”	he	said.	

Professor	Junghee	Lee	added	

that	food	marketing	that	makes	food	
packaging	work	in	concert	with	social	
media	has	the	power	to	open	news	doors	
to	consumers.	He	also	emphasized	that	
in	order	to	build	our	food	industry’s	global	
competitiveness,	more	research	must	
be	done	concerning	the	safety	of	food	
packaging.	

Giving	insight	from	the	food	industry,	
Director	Kim	said	some	of	the	biggest	
concerns	food	companies	have	are	the	
possible	social	and	food	problems	led	by	
the	aging	population.	He	pointed	out	that	
international	companies	are	constantly	
working	on	developing	safer,	more	
functional	packaging	technologies	that	
can	anticipate	consumer	demand	in	the	
future.	He	strongly	believes	that	Korean	
food	companies	also	need	to	understand	
that	the	senior	consumer	group	is	
growing	and	that	they	should	adjust	their	
packaging	strategies	accordingly.

The imporTanT faCTors for food 
produCT paCkaging
Of	the	many	questions	from	the	floor,	
there	was	one	question	that	stood	out:	“As	
a	food	company,	what	is	the	first	factor	to	
consider	in	making	a	new	food	product	
packaging?”	

“Packaging	design	needs	experience	
with	sensory	expectations	and	
functionality,”	replied	Professor	Chun.	
She	also	added	that	sustainability	and	
functionality	must	work	together	to	be	
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successful	in	giving	a	positive	image	to	
the	consumer.	A	prime	example	given	was	
how	one	company	wanted	to	make	an	
eco-friendly	package	and	compromised	
on	functionality,	which	resulted	in	the	
bag	making	a	very	loud	popping	sound	
when	being	opened.	The	professor	says	
functional	yet	sustainable	packaging	
could	be	the	abstract	goal	to	help	people	
make	healthier	and	environmentally	
friendly	decisions.	

what is the first step for foodpolis?
The	last	question	of	the	night	was	
probably	what	most	everyone	in	the	floor	
was	wondering:	“In	2016,	FOODPOLIS	will	
begin	operation.	What	is	the	first	step	for	
FOODPOLIS	to	succeed	and	foster	open	
innovation?”

Professor	Peterson	started	the	
answer	with	the	comment	that	“you	
need	a	very	specific	and	strategic	plan	
for	the	food	culture.	Plan	for	the	various	
kinds	of	entities	and	institutions.	Make	
sure	they	supplement	each	other.”	He	
also	emphasized	that	FOODPOLIS	is	
currently	focusing	too	much	on	Asia,	and	
that	it	needs	to	look	beyond	to	the	global	
market	to	be	successful	with	a	long-term	
plan.	“By	limiting	the	vision	to	just	Asia,	
FOODPOLIS	could	be	missing	everything.”	

Mr.	Mannion	strongly	agreed	with	
the	professor,	and	pointed	out	that	
FOODPOLIS	should	work	with	other	
clusters	such	as	Food	Valley	from	
the	Netherlands	to	build	networks	
and	innovation.	Other	food	clusters	
have	grown	organically	and	have	the	
experience	that	could	help	the	industrial	
food	complex	operate	efficiently.	

“You	will	need	excellent	professors	
and	researchers.	FOODPOLIS	needs	
incentives	for	universities	to	come	in	and	
develop	the	industry,”	said	Dr.	Visschers.	
He	also	pointed	out	that	Korea	has	a	
competitive	advantage	with	traditional	
healthy	food,	and	recommended	it	as	one	
of	the	fields	of	further	research.	

On	hearing	Dr.	Visschers’	
suggestions,	Professor	Peterson	also	
encouraged	FOODPOLIS	to	look	into	
the	strengths	of	the	food	and	technology	
in	the	cluster,	emphasizing	the	need	of	
a	strong	community	of	scientists	and	
researchers.	“If	you	cannot	get	them	here,	
network	with	institutes	worldwide.”	The	
professor	says	the	food	industry	keeps	
evolving,	and	that	even	the	younger	
generation	is	setting	their	sights	on	
the	market.	According	to	a	survey	on	
millennials	nationwide	in	the	U.S.,	the	
largest	number	of	people	who	answered	
they	want	to	be	entrepreneurs	said	they	

would	be	in	the	food	industry.	
“Technology	is	the	most	important	

factor	in	the	food	industry,”	added	
Professor	Oran.	She	implied	that	there	
are	a	variety	of	technologies	that	could	
be	opportunities	for	FOODPOLIS	if	they	
build	a	strong	network.	

Wrapping	up	the	panel	discussion,	the	
two	main	messages	that	stood	out	were	
open	innovation	and	global	networking.	
FOODPOLIS	is	to	begin	fully	operating	in	
2016,	and	experts	say	the	key	to	success	
is	to	build	a	strong	global	network	beyond	
Asia	to	fully	pursue	open	innovation.	
Rather	than	looking	at	a	short-term	goal	
of	2016,	FOODPOLIS	will	need	to	look	at	
30	years	as	a	long-term	goal	to	establish	
itself	as	a	global	food	hub.	
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