THE SWEET STUFF

Today's beverage formulators have myriad sweetener
options for low- and no-calorie beverages.

BY HEATHER LAMDI

ith consumers increasingly concerncd about
Wthrir health and their waistlines, every segment
of the beverage market is looking o introduce
zero-caloric or low-calorie products. This is pod news for
the alternative sweetener market. In fact, global demand for
‘aliernative sweeteners is expected to grow 8.3 percent year
'on vear until 2008, according to market anﬂjrm firm
Freedonia. And Mintels global new producis dauhse
reports thar 3920 new products containing sweeteners
launched between 2000 and 2005,
In the US, there are five arificial sugar substitutes cur-
ently approved by the Food and Drug Administration for
s in food and beverages: acesulfame-K, aspaname, neo-
ame, saccharin and sucralose. However, outside the US,
there are other sweetener options, including alitame and
cyclamate, both of which are pending approval by the FDA
eyclamate was banned by the FDA in 1969, but is used in
more than 50 other countries). And. in both the U5 and
pernational markets the alternative sweetener market is
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growing 1o include sugar alcohols and natural sweeteners.

High-intensity sweeteners are the most commonly used
sugar aliernatives when formulating zero- or low-calorie
beverages. Formulators often have to find the right sweet-
ener 1o use in a beverage application, as each one has s
own sweelness intensity, 1aste and formulation potential.
Recently, the trend of blending together several high-inten-
sity sweeteners has opened up endless possibilities for
sweelener solutions. Blends, such as Ace-K and sucralose,
offer formulators the opportunity 1o ke sdvantage of syn-
ergies between sweeteners and create a more sugar-like taste
while reducing bitter off-notes.

“Blending is going to continue 10 be key for tuning sweet-
ness systems 10 a particular beverage application because
the onset of sweeiness and the length or tail of sweetness is
different with each sweetener and by blending you tend 1o
round that off.” explains Ron Perko, director of sales for
Cargill Sweetness Solutions {Minneapolis, MN, USA).

Ofien, high-intensity sweeteners can be blended with
nutritive sweeteners 1o create reduced-calorie products with
the right functionality and taste profile.
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thritel,” Perko savs, 1 think that's an area we're going (o see
more of in the future. A growing number of consumers also
are concerned about the possible health risks of artificial
sweeleners and actively are secking our nawral ingredients,
Cargill offers beverage formulators the option of erythritol, a
natural non-caloric polyol bulk sweetener. According to Perko,
erythritol is natrally present in grapes, plums and water-
melons and in fermented products like wines and sov sauces.
Sevenly percent as sweel as sugar, ervihritol does not con-
tribute 1o an increase in blood sugar levels when consumed.

“Ir's olien wsed in beverages with other sweeteners, typi-
cally to improve the sweetness profile of intense sweeteners
whether its a synthetic or natural intense sweetener, * he
says. “Erythritol is not designed for use as the sole sweeten-
er in a beverage, but it's very lanctional in helping 1o cover
up some of the afteraste of natural sweeteners that are avail-
able today without contributing amy calories,”

Perko believes natural sweeteners will become a major
trend in the beverage indusiry as incerest in natural and
organic products grows. “Everybody in the beverage indusiry
i5 interested in the search for the ideal natural sweetener com-
bination that tastes like sugar and has no calories,” he notes.

sSome of the fastest-growing tabletop sweeteners are those
that are natural or perceived 10 be natral, including Splen-
da-brand sucralose and stevia, Perko points out. However,
many of these sweeteners don’t have full regulatory approval
for mainstream beverage usage, which makes it difficult to
formulate an all-naturally sweetencd. non-caloric beverage,
he notes. For instance, Stevia has been approved by the FDA
as a dietary supplement, but not as a sweetener.

To sanisly the demiand for natural products, DéhlerGroup
has introduced Multisweet fruit, a sweetener option derived
from the natural sweetness of grape. pear or apple juice, which
can be used on products labeled “contains no crystal sugar™
or “contains no sweeteners.” The sweetener concept goes hand-
in-hand with the company’s Multisweet Plus concept which
enhances swectness 1o mimic the taste profile of sugar-sweet-
ened beverages with a significant reduction in calories.

Taking advaniage of both the “natral™ sweetener rend
and the blending trend, Health Sciences Group, Inc. offers
Shugr, a natural. zero-calorie sweetener made by combining
ervthritol, agatose, maltodexirin and a trace amount of
sucralose. Shugr has the same sweetness level of cane sugar
per serving, but its also available as Shugr 5X (five times the
sweetness of sugar) and Shugr 10X (ten times as sweer).

SWEET PERKS
There are sweeteners and sugar replacers available that
. provide additional benefits bevond sweeness and these
ingredients can add a functional edge 10 beverage products.
Cargill offers Xtend sucromalt, an all-natural sweetener
derived from sucrose and malwose. According 10 Perko,
Xrend sucromalt is 60 o 70 percent as sweet as sugar and

delivers the full energy of sugar but is digested more slowly

“Slowly digested sweeteners provide sustained energy, so
you don’t get the blood glucose spike that you would get
with a fully nutritive sweetener. It also provides appetite
suppression for a longer period of time,” he notes.

Although energy drinks typically have been marketed 1o
VOURZET CONSWMers, consumer groups across all demod
graphics and age ranges increasingly are looking for hes
sources of energy in their beverages. To fulfill this need, b
erage marketers will begin 1o seck oul sweeleners that pro-
vide longer-lasting energy, Perko asserts.

Falatinose is a sweet carbohydrate derived from beet sugars
thats very low glycemic and provides energy over a pre
longed period of time. Produced by Mannheim, Germany=§
based Palatinii, Palatinose is suitable for sport, functional’
and wellness beverages and provides the same caloric value
as sugars like sucrose or glucose, according to the com

Capitalizing on the increasing interest in the g
index (G1) and its effect on blood sugar levels, many s
ener manufacturers are promoting their ingredie
benefits, such as claiming added fiber or a low GI re
For instance, tagatose is a low-calorie and low-glen
sweetener occurring naturally in dairy products that &
acts as a prebiotic by promoting the production of lactic ack
bacteria, or “good” bacteria. According 10 SweerGrediens
KG, the producers of Gaio Tagatose, the sweetener has sy
crgistic effects with other sweetencrs and can be used wi
low-calorie sweeteners to improve texture and mouthfee
SweetGredients KG is a joint venture between Mordzue
AG and Arla Food Ingredients,

Formulators also can use functional ingredients that wor
synergistically with sweeteners for added health benefi

Danisco Sweeteners (Ardsley, NY, USA) marke
polydextrose, a sugar-free ingredient for use in
that adds prebiotic fiber. Litesse can be used in n
ated juice and water drinks and ready-to-drink nutri
drinks, says Donna Brooks, product manager for Dani

“Litesse can be used successfully in combination with
types of high-intensity sweeteners/non-nutritive swee
and can even help 1o enhance sweeingss in some cases
its own,” she says. With a neutral taste, Litesse does not
vide off-tastes or colors.

Orafiis Beneo oligofructose ingredient can eliminate i
aftertaste of high-intensity sweeteners and enhanc
fruit flavors, the company says. In studies, O
Synergyl ingredient, which is a unique comy
tion and bone health, the company says. 700 i




