
the product may or may not have merit for our corpor-
ate goals,

In what direction should flavor mscarch hc directed?
I would say improve your flavors where you have the
expertise, This response is given because while we have
seen a great improvement in many flavors, we arc still
forced to answer our flavor needs by blending two or
more flavors to achieve the desired effect. A few speci-
fic flavors m flavor areas which, to my view, need at-
tention are: pe:muts and other nuts, ptilch, muslmx>m,
coffee, cream, milk, cheese—w.s. and o.s., and natural
tomato flavor.

Flavor Applications in Wine
Saul Spector, Mogen Devid Wine Corp.

By the authority of sectiou 5386 of the Fedeml Laws
–Internal Revenue Code and Part !27 of the Code of
Fede~al Regulations section 240.440, it is possible to
produce and market wines which have unique chm-
acteristics and which are subjected to the standwd wine
tax rates as special natural wines,

Since the Regulation require any flavors used to be
natmd and impart to the bnse wine characteristics dis-
tinguishable from wines not so treated, it is necessary
for the flavor producer to keep those guide lines in
mind when development is commenced.

Preferably, a sample of the wine should Lx ohtaincd
from the winery desiring the ffavrn’. Avoid, however,
submitting to the wiriery a formulation which requires
major adjustments in its base unless advance cement is
obtained. This precludes the trauma of an initial acmp-
tance and subsequent rejection because the wine for-
mula dots not fa’1 within the Regulations,

Since specird nzturd wines may have alcoholic com
centration by volume from 7% to 247., the stability of
the fbwors at the particular alcohol levels of the wine
becomes an important factor.

The color, if any, which may be impwtcd to the
wine base hy the flavor may also he ml clement of con-
cern since an importmt mpcct of product acceptance is
product appearance. The beverage in the glass (or gob-
let) should he appealing to the eye as well M to the
palate.
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Just M the winery should he aware 0[ t>utc trends, so
should the ffovor pmduccr. Imparting this knowledge
it, o prudent mommr to a potentiol or current customer
cm, often lv.td to n mutually beneficial relationship. We
all rcmcmher the genera I accepttmcc of th. citrus fla-
vored ap.ritifs shout twenty years ago and the success
of the fruit ;md hcrry fhvorcd low uleohol wines of just
,, fow ylW’S hack.

The wine inclustry is continuing to explore new ma-
tcrinl comhilmtiom for the making of wine us WCII m
i,]stitutingi techuologic.d improvements in the fining ancl
hottli~>gof the product.

In view of the rcceut FDA tcrmin;~tion of a past
nmmornndun> of understanding with the BATF regmrd-
iug tbc Iahcling of dcobolic hevcr.qws, the consumer’s
right to know what he is purchasing and the mmmfac-
turer’s formula integrity must hc kept in balance. In this
respect, through the coordination of the efforts by the
winem>>ker and the fhwurist dike, attainment of these
common gods should he possible.

What happened to the eemple 1 sent?
John E. Bujeke, PhD, The Quekar Oete Co.

What does the food scientist or technologist expect
from the flavor chemist? He desires a flavor or flavor
system that is quite ““ique. Like his marketing counter-
part, he wants instant service and not have to wait
weeks for a samde. He wants these flavors to be very
rcwonob!e in cost to keep his total cost of ingredients
down to n level marketing people can live with. He
needs n flavor thot will be stable under all processing
and fonn”loting conditions.

0,> the other side of the fence, the flavor house and
the flavor chemist wants more requests that are easy to
fill off the shelf. The flavor chemist dcsims tbe product
development process to he completed in n few months
aud usi,, g his first .s”hmission, He w,mts large orders for
his particuhtr flavor to follow almost immediately. Tle
fhwmist would like to be tbe so!e supplier and have the
procluct with his flavor to grow in sides over the next 20
years.

Now what happens in reality to this situation that I
have jwt described? The product developer and tbe
flavor chemist must get tonether and reach an under-
stm,din g ZISto what eoch cm expect from the other.
Better communication is the key. As in our entire life, I

he it at work, home or in the community, most prohlcms i

arise because of poor, faulty or ineffective cOmmunica- “i

tions.
What can wc do about this? 1 think the answer is ob-

vious u,>d simply involves shmteuing the path of com-
(

municntions. On major projects with key accounts, the
flavor chemist should get the product developer into
his kdmmtory wbcn working m) co,nplex problems. Let
him svcnd a few cloys or even a week with your chem-
ists. This will not only facilitate greater communication
by reducing the path between the two key individuals
involvwf, hut it will also give the dcvdoper an under-
standing of some of the problems that tbe flavor chemist
faces, It will also give tbe flavorist direct experience
with smnc of the reactive formulations and processing
conditions th:lt the developer has to work with.

You should also selld out your technical people to
visit the developer’s Iahoratory on a frequent basis.
Technic:dly traiwscl salesmen also facilitate interaction.
These approaches are not the complctc answer to better
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communication, but they are a big step in the right di.
rection, They are the key to successful flavor develop.
ment, particularly in many of the complex food sys-
tems the food tech no]ogis t is faced with today,

Another significant point is that the flavor house
should not aSSllmc that they always know exactly what
the customer wants and that they have the right to iw
terpret what he says and to give him sole!y what they
feel his particular project needs, In many eases, the
fkivm chwnist’s information for security reasons, is re-
stricted and, therefore, hc certainly should strive to give
the product developer as closely as possible the flavor
Profile h. wilnts even if it requires udditimml customiz-
iug work ~lt the bench. There have becm several im

stances of Ua”or sidesmm, who attempted to fmcc their

concept of a flavor on the developer, This was unsuc-
cessful and ultimately resulted i,, a 10SSin business for
the flavor house.

The flavor chemist thinks his creative flavor is just
what the product needs. The product developer is look-
ing for a technical success. lfe wants a unique product
that is a techniml innovation, The marketing man is
looking for a product that will he a marketing success.
IIe wants a product that will achieve a large market
share a“d that will grow a“d rern.in in the marketplace
for a IOBISperiod of time, But most importantly, the
President of the company dots not cam if the new pmcl-
uct is a technical SUCCESSm eve)) if it is a nuwketing
success. His only criteria is fimm)cial success. Without
this, no onc in the corporate life can he considered
successful

Like with most things, your reaction to a given sib-
ation or to H particular flavor depends on what you are
used to. When the developer does not get too excited
shout your “ew artificial mango fla”or, please bear with
him and don’t he too disappointed. He Ls looking for
ffatwrs and product,, thut sell by filling II Pfl,t{d(l, cm-
sumer need. Unfortunately in the flavor area, these of-
ten are the clmco!ates and vanillas and the strawberries.
However, the flavor chemist cm help the developer by
making them more chocolate m giving them a slightly
different character, or making the strawberry with a
greater degree of freshness.

Ceneralizatio”s can muse pmhlems. A flavor for a
peach cereal base ohvio”sly has to b. quite different
from that fm a peach beverage base. Customizing fl:l-
vms must be carried out for most applicati””s, Flavors
must be made compatible not only with the particular

fmmulati”u, but also with the processing, storage and
use conditions that the product will experience,

All flavor combinations, such as spice a“d fruit
Mends, are not the same. k{ar,y product developers
,vo”ld much prefer to get a separate apple flavor along
with a separate ci, mamon fkwor to make his apple-
cinnmnor cereal rather than receiving the ffa”ors al.
ready combined, By letting the food technologist de-
termine the ratio of the two, the chances of dcvelopi”g
a prod urt for his parti cukir marmf ad “ring system is
grratly improved.

The product developer would like to see an exPira-
tiw date or some form of open code dating o“ al] Sam.
pies received. Such stnbility i“forrnatio” while costly to
the flavor h“uw and $lt times difficult to achieve tech-
l]ictdly, certai,,ly wo”[d help the developer ill his for.
rnulati,,g work and ultimately benefit the flavor mrn-

p<]llnder. Anotb= thir,g that would be most helpful is
the identificatiml of the solveuts used. It would save a
mnsidemhle effort if these particular factors were made
known so that any compatibility problems could be
addressed without getting too far into the product de-
velopment process,

Fla”or techmdogy groups have bee” organized in
mmy large development laboriit”ries to coordinate i“-
ho”w flavor activities, At Quaker Oats, it is a small
group of four pro fessio”ak They serve as our intw”d
fltl””, experts, not as compounders “r forrn”kltors, b“t
as a group whose mission it is to try to understand fla-
“ors and their interactim~s, They look at the chemical
str”ct”res of various flavor systems to facilitate applica-
tim, to our new produc:t activities.

Our ffa”m technology group cannot band]e all flavor
problems in the laboratory. They concentrate o“ our
major projects. They also get involved in off-flavor a“d
fki”or pick-up problems from and by packaging mate-
rials. They do not keep an extc”si”e flavor library as
such, but do have a fresh supply of flavors that are
compatible with our c:xisting product lines. This is sup-
plemented by the suhmissiom fmm fkwor ho”ws on an
as-needed basis. They do prefer to have or supply spe-
cific targets for the flavor chemist. Any samples that
we acc,epted are ma mined and screened in basic media.
I“ our case the basic rmclia consists “f sweetened milk,
salty water, and other similar systems.

The fhi”m tech, ]ology group always will attempt to
communicate directly with tbe flavorist in the flavor
bo”se, As preciously mentioned, they feel this is para-
mount to successful flavor development. This type of
communicating must also he a two-way communication,
The de,eloper prefers to supply tbe flavo,- house with
o“r base material m d informat ion on its charact cristics,
They like to work with individual flavor components
{e.g., honey and maple) and establish the ratios them-
selves, The flavor technology group will fingerprint in-
rominx samples using gas chromatography to allow a
comparison with suhseq”ent samples of the same flavor
that will be used in large scale plant trials and consumer
testing.

As all our major projects arc approached from the
team basis, we encourage an early involvement of flavor
technology with the product development team. One of
the important roles of flavor technology at the labora-
tory is to educate the product developers in the basic
aspects of flavors and flavor application. Since much of
the developer’s knowledge is learned empirically, any
inputs from the flavor technology group that can short-
en this process fxmefits ev.ry one concerned.

The flavor technology group follows a set procedme
in evaluating and recnmme”di”g flavors. This involves
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first of :dl establishing :1 target ihwor by cleveloping a
mental profile of what the flavor technologist feels the
product developer needs for his particular application,
Preliminary selections are usually made based on pre-
vious experience. If nothing suitable is on hand, a sur-
vey of various flavor houses will he made. Submission
will then be evaluated and optimization will then oc-
cur, as tbe prototypes we made. The first evaluation is
usually done using an in-house expert p:mel. This is fol-
lowed by in-house taste pm>els, central location testing,
and home use testing by outside consumers. Quantita-
tive descriptive analysis profiles are also used. Modifica-
tions ml the product are made as needed, Cost reduc-
tion attempts are made not only from a flavor stand-
point, but also from the total formulation.

Now the process of large scale consumer testing be.
gins in the form of a mini-market or test market. There
is the complex involvement of many factors, such as,
product concept and positioning, price/value relation-
ships, product quality, packaging, and timing in the
marketplace, All of these things have an i“fluen w on
whether or not a consumer product is successful,

In a test market or even large home-use tests, there
are S.Omany variables that can affect the success of a
given product mnking is often bard to determine reasons
for failure. Frmn the standpoint of tbe flavor house, it is
often difficult for them to understand why their flavor
has not succeeded. Just remember, we can have n tech-
nical success from the standpoint of a good flavor and
unique product, we can even have a marketing success
where we do geuerate sufficient sales volume and mar-
ket shore, hut as farm tbe longevity of the new product
is concerned, it must be a financial success, If it is not,
then nobody benefits.

Some of tbe questions the flavor technologists and

product developers often ask am: What is the solvent
system in this particular flovor? How stable is tbe sam.
p]e? As indicated previously, open code dating would
benefit botb sides. They are interested in knowing
whether any special use or storage conditions are in-
volved md also what are the recommended usage
levels. And it doesn’t do the product developer any
good to be given a usage level in pounds per thousand

galloIM wbell he is still o,> tbe bench. .4 weight pe~cent
or ppm would be more approp,-kate.

All people change, and likewise situatiom also
change. We are seeing many changes in the interaction
of the flavor house and its customers. These changes i“.
volve not only a greater degree of tethnical sophistica-
tion on both sides, but also a never-ending complexity
in tbe marketplace. New price value/relationships,
ecology, consumerism issues, health food fads, and new
Wvclx>,llellt regulations are m everyday occurrence. All
of these factors affect o“r products and ultimately o“r
response to the questiou originally proposed, Wlud
Happened To TIW Samples I Sent? Both the developer
*w1 the flavor chemist are keenly interested in the ques.
tion, for the flavors do i,]clccd play a very key role i“
making our new product a success, However, they are
only one factor and keep this in mind when the product
developer comes bwk nud says that the pmjcct direc-
tion has been changed by nmrketing, or that it has hcen
clropped, or that tbe test market wasn’t successful,

III conclusion, the key to effective Iluvor utilimtion is
better understanding and improved communication be-
tween the flavor chemist and the product developer.
While some of the points are rather straightforward,
the y will help to further and strengthen this interaction
to the mutual benefit of both the flavor house and tbe
cum umer products companies.
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