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MEW & MOTABLE

Cologne was Abuzz with Sweets — and Coffee &
Tea — as Live Shows Returned

In e=arly Februsry, there was ex-
citement in Cologne GCermany. Af-
ter 3 two-year break. I5M one of
the worlds leading trade fairs for
swaets and snacks was back Once
again being staged parallel to
I5M was ProSweets Cologne, the
imernational supplier fair for the
sweets and snacks industry. More
than 1,000 exhibiting companies
from 56 countries for 154 and 213
exhibitors for ProSwests. Together
both trade fairs cover the entire
value chaim in the production of
sweets and snacks, @ umigue oon-
stellation worldwide.

A5 expected, the atiendance was
lower than the previous editions,
with  several important players
missing, and the opportunity to fol-
Lz the fair online. But today maore
than ever, nothing beats the emer-
gy and enthusiasm of one-on-one
rmeetings 35 well as a robust event
and conference program ‘Live’

This warld-leading trade fair for
sweets and snacks presemts the
entire product range — from choc-
olate, confectionery amd biscuits
throwgh to the whole category of
snacks. Two leading European mar-
ket research firms shared interest-
ing insights, which affect coffee
and tea prodwcts as well Dutch
Inmova Market Insights focused on
five major trends:

* Plant-based is the canvas for in-
novation today. Mot surprisingly,
the two most important criteria
for the product selection of con-
sumers are personal health and
global sustainabilitg. The desire
for a waried diet is stimulat-
img the interest in plant-based
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fondstuffs beyond the tradition-
al wvegan and wvegetarian sector.
Exotic flavour combinations
and fruity aromas slone are not
enaugh, ingredients should sup-
port an active and conscious
lifestyle as sugar-reduced, pure-
ly plant-based wvariants or im-
mune-boosting benefits.

My food and my brand is the
motto  illustratimg, that since
techmological developments
have changed ewery aspect of
the food and beverage industry,
inmowators  are  implementing
mew  production methods, the
CONSUMErs are using apps and
artificial intelligence to enabls
a personalised diet tailor-made
to suit individual needs. Now it
is all about communicating with
the consumers honestly and
openty to retain their trust amid
the progress of food technology:
The craving for novel food is
obvious. Long locked downs
consumers are humngry for noe-
gl food and bewerage ewperi-
ence, as part of 3 guest wo live
life to the fullest Celebratory
moods are spurring mew prod-
wcts development, with comipa-
mies wenbwring in new sections
and wnexpected collaborations.
Imgredients swch as fruit pow-
der, nuts and wvitamins, as well
as botanical extracts, functionsl
dietary fibres or protein concen-
trates based om pulses are hype.
The proliferation of clean label-
ling is accompanied by a return
to traditional and natwral food
production without genetic en-
gineering. Conswmers want to
know the products origins, how
they are made and what ingredi-
emts are used.

The ‘shared plamnet’ trend il-
lustrates that brands are mao-
ing on from just proclaiming
their credentials to  meeting
a clear agreed and umderstand-
able mezsurement of their en-
vironmental and social impact.
Consumers are eager to trust
claims, certifications and trams-
paremcy of brand actions. The
product  information needs to

be combined with a product Life

story that stands up to soruting.

Throughout the 20,000-square
meters of exhibition, produects with
tes and coffee products were quite
mumercus. For example, Twrkish
Detay Chooplate, a subsidiary of the
Altinmarka Group, highlighted its
Perfecto Chocolate Covered Coffee
Beans — high-quality coffes beans
coated with fine milk, dark amd
white chocolate prodeced from
special cacao beans.

Tapping into today’s trends, Bul-
garian chocolate produecer, Ben-
jamissimo, presented 100 percemt
organic, vegan and natural collec-
tion of coffee and white matcha
chocolate bars. Spanish Chooolate
producer, Pancracio, is adding 100
percent natwral Colombian coffee
axtract o its dark chooolate bar.

Cosmic Dealer, an Australians
French comipany presented dark ar-
tisanal cocoa with Ayurvedic herbs
and botamical tesas made of either
green tes leawves, toasted brown
rice, ginger or green and red rooi-
bos, roasted buckwhest and cinna-
muon. This herbsl tea aims restore
deep slesp.

Finally, Belgian company Chalo,
offered RTD tea mixes, such as chai
lattes, to inspire people or discover
mew imgredients and recipes from
other cultures and climates. Seven
funky flavours contain a variety of
spices, including masala, turmeric,
cardamom, and wanilla.

Dominique Huret
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