he human propensity fior
imnovation i5  mormally
reflected in the stmpcture of
our organisations, and the
R&ED depariment 15 often  the
sonrce of immovation. Then other
departmsnis, in particular marks-
ing amd sales, feed RED wikh
information about the wishes of
customers, tremds in the market and new
imrentions. Management leeds it with capi-
tal and the ratio of R&D spemding is, con-
sequently, regarded as one of the key fg-
ures of a company.

Given this premium on innovation, here
we idemtity three meain ways in which
Uhinese food scientists are designing
novel foods.

Functional foods
Food and medicine have never been as
wichely separated in China as in the Western
tradition. Virually all food and food ingre-
dients are attributed certain  medicinal
activities in tradiional Chinese medicime
(TCM). Apainst this background, it is not so
hard to imagine why the notion of “fune-
tional food” wis accepted so quickly amd
smnathly in Ching: it was not a novel con-
copet for the Chinese. In fact, a number of
Tashionable funetional foods in Burope, like
Gingko, orginate from Asig. As So0n 8s
‘functional ingredients” established them-
selves a5 g separate and lucrative category,
merdicine  eompanies stated o promote
extracts from TCMs as food ingredisnts.
Apcording to statisties published by the
China Chamber of Commerce of Madicines
& Health Products Impon & Expor
(COCMHPIE, see onr interiiew with Cuil
Hiim of thay orgoumisaléon on p. 16}, Chinese
exports of herbal extracts amounted to
Us8226 million during the firg half of
20 This was 41% more than during the
same period of 2005, Prelminary statistics
show that the sitnation dunng the secomd
halfl of 2046 was even better

® Fungi — China's mew treasures

An impoartant produet. group in this category
vodume outpe of 5.7 million tonnes, China is
thie world's langest producer of fumggi. A mom-
ber of fungi are nsed in Chinese medicines.
Some of them, like lingehi (Gomodermoe
Decidiare), are afready starting to become
krimwm i the Wist, With madern extracting
techniques, substanees with much greater
Ranctionality can be obtaimed Fungi also
contain frections of protein, minerals and
other nutrients. The fnctionafity ascribed o
these substances mehsdes enhaneng the
immune systemm, inhibiting the growth of cer-
process. Fungal polysaccharides are inter-
esting in a business sense as well, with prices
around USE500 per kg The popalarity of
fungal polysaccharides as functional ingredi-

In advance of the networking event for R&D professionals at
FiAC 2007, Peter Peverelli of Eurasia Consulting introduces
us to the Chinese food industry’s newest innovations

he road ahead

Fruits nmd vegetahles. Local food specialtios
msedd in be a source of pride m China, e in
the course of the ‘moddernisation” these tra-
ditions became rather suppressad. Loeal
Eovermments have regained interest in these
products recently and many of them are
even applying a kind of ‘protected’ status
For thedr typical bocul specialties, prohibiting
manufacturers from other regions using
that product mame, as with champagne in
France. Only ham produced in Jinhoa, in
the Ehojiang provinos, can now be: marketed
as Jinla Ham. Other examples of recently
lanncheed el foods inclide:

® Birch wine

The Dailing Forestry Research Instiute of
Yichun in Heiflongiang provines has deval-
oped a wing made from the juice of the
birch tree. Other ingredients are magroli-
aving fruit and blackberry, all indigenous

*The combination of the slze of the Chinese food
Industry and the adventurous aspect of Chinese

culture makes China the largest test market for
novel foods In the world’

ents is growing in China, with lingzhi-
ennched heors, wines and teas appeearing on
thie markst.

A recent examipls of a novel food ingredi-
et bases] on fungal extracts is coriolan cal-
crum. This is a new type of calcnirm suppde
meent developed by The China Academy of
Sciences based on a compound of eoriolan
wre] ealeium. Conolan is derved from the
fungus Coricdus versicodor. The com-
pound is said to et only fenetion as a cal-
rum source, bat slso to enhance the
immune system, It can be added o milk
powder, cersals and rice porridge.

Local specialities

Chinese food designers have grown very
adept ab transforming traditional Chinese
foods mto products meanufaciured st an eco-
nomical scale. A relsted trend 1s 1o create
new foods from typical locally cultivated

wild fruits fromn north-east China.

® Turtle snacks

The Turle Company of @ingdi in
Guungdong provines has developedd & snack
Fond from the locel varsty of urtls, called
‘dried turtle bats'. Qangdi has been famous
for its turnles, a large amount of which are
exported] o fapan, The suack food project
has bean undertaken to develop higher vahse
turtle products processed in the region

@ Donkey milk

Dawankun Histechnology of Qrupuho in
Xinjiang provinee has launched China's
firs commercial denkey milk Dawankun
s macke trial batehes of drinking milk and
yoghure. Loeal people do net speak of “don-
ey milk,' but of ‘dragon milk’. So,
Dawankun is marketing these products
mnder the Western Dragon brand. The
region «can produce two tonnes of donkey

miilk per day



Adventurous hy nature

The Chinese sre wiling to experimaent. This
is perhaps hased on the same cultural val-
ues that make them so imterssung in gam-
bling. A ronsequence of this triakand-error
mantality for product innovation is that the
route hetween conception and prototype s
often considerably shorer in China than in
Eurnpe. Novel products are often tested by
throwing them on the market and see how
consumers react. Combined with other
truits of Chinese culiure, hke playfilness
anid curiosity, this means that more peculiar
products are lannched in China than in any
other market n the world, Here are a few
good sxamples:

@ Pineapple crisp pie

Manufactured Gy Qugi Healthy Food of
Xinmen, Fujian province, this is a knowm
ingrediont in & new formulation. It's posi-
tioned as a low-fat pineapple-flavoored
healthy snack and the mamn ingredients are
starch, makose and pineappie.

® Male-female fruit juice

Xinyuan Shunxing  Science Trading,
Bejing, has launched special fruit juice

beversge for male ami female consumers,
cashing in on the idea of a hattle betwesn
the sexes. The mamsfacturer does not pro-
vide details as to the difference batween the
twn viLreting.

#® Biscuits ‘n’ jam

Guanghe Food in Shandong province has
launched a new Ime of “fun” bismits. A pac-
ket of Bsenits includes a sachel of jam and
the bisouits are dipped in jam and eaten.

What can we leam?

These different types of innovation each
have their own influence on markets out-
sirle China.

In theory, functiomal ingredients exiract-
od from TCM have mature markets in
remons like Japan, Western Europs, and
North Amernica, where there s a growing
imterest among consumers in funetional
foods and beverages. The challenge for the
Chinese mamfacturers 5 (o inroduce the
funetionality of their extracts in a way that
is ronvincing in those new marksis.

O step is b create s stream of pablics-
tions attesting to the activity of the ingredi-

The poputariy of fungal pofysacchandes as
functional ingredients is growing in China,

with [ingzhi-enriched beers, wines and teas
appearing on the market

ents. Gingko s now widely accepied in
Western markets, because ‘experis’ are
hacking the claims made by manufacturers.

Participating in the right trade fairs will
be another useful step. From their perspoc-
tive, European suppliers of herbal exiracts
amnd other functional ingredients woubd do
wall o identify useful TCM extracts for
introduction in their own market abead of
their competitors. Secking  strategic
alhiances with suitable Chinese manufactur-
ors coqld creats win-win situations,

Local specialites will be more difficult
to market outside Ching, as they are fin-
ished products, rother than mgredients.
They have specific fiavours amd tharefore
reqquire more affort than a simple catching
story. In the case of prodocts like the
birch wine, these could be marketed as
health foods. Novelties such as the turtle
snacks and donkey milk will be harder to
accept. Having said that, goat's milk and
cheess are avallzble in more and more
European supermarkets in pan o cater
for a more cultsrally diverse popubation.
S0 who knows, perhaps donkey milk or
camel milk will be next?

The adventuroas foods can provide a
challenging source of ideas for the food
industry outside China. Chinese mancfae-
turers are still at the stage of learning how
o market their products in pon-Chinese
regions. Muoltinaticnal food and beverage
makers, however, shoubd regularly scan
the latest developments in Ching for inno-
vative idess. The combination of the size
af the Chinese food industry and the
adventurons aspect of Chinese culture
makes China the largest test market for
nowel foods in the waorld.

Enrnsio Conswll is o consuliing frm
specialiving in the Chinese food
industTy, e enrasiacomdl ul
Ewmsio ard Givact publish o bimonthdy
bullerin om tris fredwsirg

ot ek oone/ food_fndustry_ news. php
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