
The Sugar Reduction Revolution: 
Common Mistakes & Lessons Learned
On average it takes companies 2 years to develop a new food 
product but it is estimated that 75-90% of new food and beverage 
products fail within their first year on the market. That’s a lot of 
wasted time, money & resource. In the spirit of collaboration, we 
asked 3 of our expert speakers to reflect on common mistakes 
brands make when reducing sugar and share advice for brands 
looking to succeed in the growing sugar reduction space. 

What key drivers and consumer 
trends are currently shaping the sugar 
reduction space in your opinion?

“Health and wellness have been fueling 
better-for-you eating for the past 
few years. Now with the COVID-19 
pandemic, consumers are taking control 
of their bodies. They know excess sugar 
intake is associated with diabetes and 
other afflictions. They won’t have it. 
Sugar is out.” - DB

One piece of advice to brands looking to 
create low sugar products that succeed 
in market?

“In our view, low sugar products must 
match the taste and texture of their 
higher sugar counterparts. That’s 
foundational. Beyond that -- but also 
important -- they should be affordable 
for mass-market adoption. Healthier 
food should not be limited to those with 
healthier incomes.” - ER

“Engage with the market (Consumer 
Packaged Goods companies) in an early 
stage and address scale-up, regulatory 
& consumer acceptance aspects.” - IS

“Calories count. Naturalness counts. 
If you are removing sugar, keep it as 
naturally sweet as possible with as few 
of calories as possible. Sometimes fruit 
ingredients are all you need.” - DB

What’s the biggest mistake you’ve 
made in your sugar reduction efforts? 

“Thought we can address sugar 
elimination and quickly understood 
from collaborations with multinational 
companies that main pain point is sugar 
reduction while keeping sensory profile 
comparable to full sugar rather than to 
the small and compromised (taste & 
health) diet market.” - IS

Common mistakes brands make when 
communicating their low sugar products?  

“Some companies are overselling 
what they do and will deliver. Need to 
stay modest even in innovation and 
marketing acknowledging that one 
solution will not necessarily solve  
it all.” - IS

“Less Sugar is now. In fact, most food 
and beverage marketers don’t tout the 
fact that sugar has been reduced in a 
product, as that may be a red flag to 
consumers that the product is inferior. 
It won’t taste “sweet” enough. Rather, 
they simply flag low sugar content on 
package labels. For many, it’s been a 
stealth reduction that the consumer 
has not noticed.” - DB

Why are you excited to be part of the 
REFORMULATE: Advancing Sugar 
Reduction Summit? 

“I always welcome different perspectives 
and I love to learn. I am excited to hear 
what the dynamic group of experts has 
to say, especially during these uncertain 
times, when life sometimes changes by 
the day, the hour, heck, even the minute. 
Less sugar is part of the new norm.  
Bring it on!” - DB

Learn more about how to best 
navigate and overcome the 
formulation & manufacturing 
challenges that can arise when 
replacing sugar to ensure your 
products do not compromise on 
taste, function, stability or caloric 
density at the REFORMULATE: 
Advancing Sugar Reduction 
Technologies Summit, taking place 
virtually on September 9, 2020 n

Donna Berry is the owner of 
Dairy and Food Communications, 
Inc.,™ a company that 
specializes in business-to-
business writing projects. With 
a Bachelors Degree in Food 
Science from the University of 
Illinois, Urbana-Champaign, and 
product development industry 
experience with Kraft Foods, 
Donna began her dairy industry 
writing career in 1993. 

Donna Berry (DB)
Food Scientist, Editor  
and Consultant
Daily Dose of Dairy

Ed Rogers is the Chief Executive 
Officer and co-founder of 
Bonumose LLC, an early-stage 
food ingredient manufacturer 
specializing in the affordable 
production of delicious, good-
for-you sugars such as tagatose 
and allulose, built on innovative, 
enzymatic technology. 

Ed Rogers (ER)
Chief Executive Officer
Bonumose LLC

Ilan Samish is Founder and CEO 
of Amai Proteins. Amai produces 
Designer Proteins for the food 
market. The first focus are 
SWEET DESIGNER PROTEINS 
as a SUGAR SUBSTITUTE that is 
healthy, zero-calorie, GMO-free, 
sustainable, affordable, food-
compatible, tasty and novel.

Ilan Samish (IS)
Founder & CEO
Amai Proteins Ltd.
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