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PROTEIN
POSSIBLE

PROTEIN SUSTAINABILITY EXPERT HENK HOOGENKAMP SAYS THAT AS DEMAND
FOR PROTEIN INCREASES, ALL SOURCES — ANIMAL, PLANT OR LAB- GROWN —
WILL PLAY IMPORTANT ROLES IN GLOBAL FOOD SECURITY AND NUTRITION.

enk Hoogenkamp doesn’t con-
sider himselfa scientist per se,
but the internationally recog-
nized protein technology and sustainabil-
ity specialist has long taken a scientific
approach to innovation in the field.
“Tobehonest, I never planned to be-
come aprotein specialist,” Hoogenkamp
says, noting that he has always been driven
by curiosity and a general unwillingness to
accept the status quo that “more often than
not drove management up the wall.”
“ILhave always challenged existing
systems as well as looked for new protein
applications, even though there was no in-
dication or scientific proof about possible
success rates,” Hoogenkamp chuckles.
Shedding the shackles of a formal

by Julie Larson Bricher, science and technical editor

education after studying economics for
ayear at the University of Manchester
inthe U.K., Hoogenkamp opted for the
University of Life, jumping into an ap-
prentice job in the German cooperative
meat industry. There, he gained practical
experience from the slaughterhouse to
the production floor. After ayear or so,
the company sent him to Iowa State Uni-
versity where he bolstered his knowledge
of protein applications under the father
of ISU’s meat science short courses,
Robert Rust, with whom Hoogenkamp
still corresponds.

Later, the company moved him from
the meat unit to the dairy side of the
business, where he developed milk-based
protein solutions for the meat industry,

among other sectors of the food supply
chain. Today, he consults with compa-
nies the world over on the latest protein
applications used in hybrid and alter-
native meat products, including arange
of plant-based sources such asrice, pea,
chickpea, soy and mung beans.

One can call it intuition or simply
good luck, he adds, but throughout his
career Hoogenkamp has been the first to
uncover new protein applications, sev-
eral of which have been hugely success-
ful on a global scale: positioning milk
protein as a stabilizer in Bailey’s Irish
Cream; developing and initiating dietary
protein (milk and soy) supplements as
agold-standard nutrition strategy for
elite athletes at four Olympic Games; and
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creating the world’s first hybrid meat-soy protein
product for McDonald’s Philippines.

Meatingplace caught up with Hoogenkamp to
find out more about how innovations in the pro-
tein space are affecting the way the meat industry
goes about feeding a hungry world in new ways.

Meatingplace: What are some of the protein
innovations with which you've been involved over
theyears?

HOOGENKAMP: One is uncovering the need of
elite sportsmen for dietary protein supplementa-
tion. For that I created a total milk protein (Refit)
in 1978 and initiated research at the Radboud
University and the Romanian Olympic Institute
of Sports Medicine. A lot of these studies became
the basis of a worldwide following by elite athletes
— especially explosive and power-type sports like
female gymnastics and rowing.

After much reluctance by management of Du-
Pont Protein (previously Ralston Purina), I finally

got clearance to do the same thing for positioning
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tation for elite quality sportsmen. I was actively
involved in providing Olympic teams with protein
supplementation starting in Los Angeles in 1984
and continuing in Seoul, Barcelona and Sydney.
Fast forward and protein nutrition has now be-
come one of the most lucrative businesses for the
protein industry.

Also noteworthy is my early involvement using
either milk protein or soy protein in vegetarian
hot dogs. This brings me back to 1986 when I met
by sheer accident Yves Potvin, who is generally
credited as the pioneer of vegan hot dogs. Yves
started his first plant-based meat alternative
company, Yves Veggie Cuisine, in downtown
Vancouver, BC.

Yves didn’t know about fat/water emulsifica-
tion, and I taught him how to successfully do it.
Of course, at that time lots of people thought we
were crazy. And perhaps we were, but history has
shown that we were light years ahead of the curve.

soy protein isolate as a dietary protein supplemen-
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HENK'S HOT LIST:

TOP PLANT-BASED PROTEIN SOURCES

Anyway, Yves Cuisine was sold to Hain Celestial

and two years later history repeated itself when
he started Gardein (now a Conagrabrand). I influ-
enced Yves’ thinking to start meat-free produc-
tion by using a technology that is known as HME,
or high moisture extrusion.

Meatingplace: Weren’t you also involved with
the development of hybrid meat products?

HOOGENKAMP: Yes, and perhaps the most
compelling protein development that I pioneered
was the introduction of the Burger McDo. ‘McDo’
isthe Philippine slang for McDonald’s. In 1996, the
[franchise] owner of McDonald’s Philippines asked
me to develop aburger that could be sold as a much
cheaper version of the ‘pure beef’ burgers McDon-
ald’s was championing across the globe. When I
discussed this idea with McDonald’s corporate
management, they were not amused to say the least.

Anyway, with the backing of the Philippine
McDonald’s franchise owner we pushed through
and created probably the world’s first hybrid meat
product. At that time the blend was 50% beef and
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50% soy protein. Almost from Day 1

after introduction on the menu board the
Burger McDo became hugely successful,
which lasts until today. I have been told
numerous times that the Burger McDo is
world’s best-selling hamburger within the
McDonald’s organization, calculated on
the number of stores and the number of
people ordering.

Actually, afew years after its intro-
duction, McDonald’s embraced the hy-
brid technology and created an umbrella
name, Prosperity. Throughout Asia
under the Prosperity label McDonald’s
sells hybrid foods made from beef, pork,
chicken and fish.

Meatingplace: On that topic, what
kind of opportunities do blended meat/
plant-based products present to conven-
tional meat and poultry processors?

HOOGENKAMP: First, itis important
to distinguish between food security and
affordability. In the Western world — and
inthe U.S.in particular — food is taken
for granted. In developing countries,
food is every day’s existence. Hybrid
foodsinthe U.S. are based on marketing
strategies to make people eat less meat
in order to apply variables such as COz
reduction, health, flexitarian lifestyles

and other [consumer preference] factors.
In developing countries, hybrid foods are
solely made to reduce the food costs to
allow people to have at least something
to eat that resembles meat.

Stated in another way, in our Western
society, we have the luxury of eating pure
meat or pure food. However, by 2050,
which is only 30 years from now, the
population of India, China and Indonesia
will number 3.3 billion. So, if we think
we have a problem now, wait until we go
forward. It’s Western arrogance to tell
people in the developing world who are
beginning to have more money in their
pockets to afford meat and dairy, ‘Hey,
you cannot eat meat because it’s not good
for the planet.’ It’s the worst possible
message we can give. People deserve the
luxury to eat meat.

I’'ve been part of missions showing
food companies in less affluent countries
how to make meat cheaper, and how
to stretch it from 1 pound of lean meat
to make 5 pounds of sausage. So, that’s
hybrid. You use plant components and
starches to stretch the meat asfaras
possible. Again, when I developed the
Burger McDo in the Philippines, at that
time it was 50% beef and 50% soy. Now,
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20years later, it’s only 28% beef and 72%
soy and has expanded throughout Asia
and the Middle East.

Meatingplace: In terms of protein

sustainability, why do you think we are
in a state of “global transition,” as you put
forward in your new book on this topic?
What impact is the “plant-forward”
movement having on the conventional
animal protein industry?

HOOGENKAMP: Let us keep this
“plant-meat movement” in perspective.
Of course, the current protein trends are
awelcome addition to the dietary choices
of well-informed consumers. Having said
that, let’s be clear that from a global view-
point, there is no better business than the
animal meat business. Despite all warn-
ings about sustainability and ecological
damage to the planet by the FAO, WHO,
FDA and other influential organizations,
meat production will increase by some 2%
peryear atleast until 2050. In effect, this
means that by 2050, current global meat
production will double.

However, it is clear that in the affluent

Western world, meat consumption is
steady at best, and in many cases is
slowly shrinking. The real growth for
meat and dairy consumption will be in
the developing countries of today, such as
sub-Saharan Africa and Asia. The pop-
ulation of these continents is growing
exceptionally fast and has been devoid
of meat and dairy for generations. Now
that they finally have more disposable
income, the first thing on their mind is
eating meat and drinking milk. What
ethical rejection can we have in the
‘obese’ West to tell the less fortunate on
planet Earth that they cannot eat meat?
Allin all, world meat consumption will
see amajor shift from affluent to poor.
Ishould also state that the legacy
meat companies across the globe have
done everything in their power to stop
the arrival of plant-based meat alterna-
tives. They didn’t want to recognize the
emerging alternative dietary patterns.
And to be honest, they looked down on the
entrepreneurial movers and shakers of the
startups such as Yves Potvin of Yves Veg-
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gie Gardein, Ethan Brown of Beyond Meat
and Patrick Brown of Impossible Foods.

Andyes,Ialso got quite abit of early
skepticism that I was wasting my time
with foods that no one would eat. Now
that we near the year 2020, many [meat
companies] are or are trying to jump on
the bandwagon, not to mention nearly all
U.S. fast food restaurants. So far, McDon-
ald’s U.S.is the only holdout. In Europe,
McDonald’s has quite a range of plant-
meat or cheese-meat options already.

Meatingplace: What would you say
are the top factors that are driving the
growth of and demand for plant-based
proteins, and why?

HOOGENKAMP: PerhapsIstand
alone in my observation but in my book,
the top factor in the huge drive for plant-
based proteins can be explained by two
words: social media. Of course, cases can
be made that ecology, sustainability, envi-
ronment and a fast-rising global popula-
tion are important issues, but to my mind,

these are all of secondary psychological

importance. I believe that social media
should be credited for the huge shift to
plant protein that we witness today.
WhatImeanto sayisthatinthe
past children had little or no recourse
to doubt or influence dietary patterns,
which for generations traditionally were
passed on from mother to daughter. The
arrival of social mediahas changed all
that and resulted in peer groups outside
of the family becoming the main beacon
of information. Within social media
groups there are subgroups that focus on
lifestyle, and eating is a big part of'it.
Iseethat especially young girls are the
ones who question the dogmatic beliefs
of'their parents, and as such, that of the
legacy food and meat industry. Girls will
startto question eating meat. Parents can
talk intelligently to their daughter and
stress the importance of animal protein,
choline, iron and B1z vitamin, but when
the girl plays the card, ‘I feel sorry for
the animals beingkilled,’ it is the end of
discussion. We all know that it is next
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to impossible to argue with emotion. The funny
thing is that the mother of the young girl, in order
not to lose bonding, often spontaneously decides to
reduce or limit meat intake to show solidarity.

Meatingplace: In your opinion, is this due to a
generational shift in thinking?

HOOGENKAMP: The millennials especially
are the drivers of change. Born between 1984 and
2004, this group and their children have grown up
with smart phones and instant communication.
They know how to fast track information.

Asaside observation I'd also like to say that I
have started to term behavior as “schizophrenic
millennials.” Go figure. The millennials are the
ones who most object to eating GMO foods, yet if
the product tastes great and it fits their social me-
dia agenda, all preconceived objections fly out of the
door. For example, consider the hugely successful

Impossible Burger. This product contains not one
but two forms of GMO: leghemoglobin and textured
soy protein. Obviously, when consumers see areal
benefit — in this case, a great tasting plant-for-
mulated burger — they quickly ignore their initial
reluctance to eating GM-containing foods.
Meatingplace: What protein (animal or plant-
based) technologies or production challenges will
require the most research or focus by meat and
poultry processors in the next five or 10 years?
HOOGENKAMP: In the next five to 10 years,
we will see the arrival of cell-cultured meat. For
plant-based protein ingredients, I predict that
consumers will become more interested and want
to know what chemicals, if any, are used in the
concentration and isolation of the plant proteins
that are used to formulate plant-based foods such
as meat alternatives, mayonnaise, plant milks and

ONSEQUENCESH
ATLITY AND HEA

health bars. To keep an all-natural status, I believe
that protein fractioning will become the norm.
Protein fractioning is a method in which simple
air streams are used to separate the components
of'a plant: protein, fiber, starch.

Butit’s going to happen. And if the legacy food
industry, including the legacy meat industry, is
not taking this seriously and underestimates the
change in market dynamicslike they did with the
plant-based meat industry, the pharmaceutical
industry will overrun them.

Ifyoulook at the entrepreneurial spirits who
started Memphis Meat and Mosa Meats, they're
all medical doctors. Now, there’s probably 30 to
35 companies all over the world, including in
China, Singapore, Malaysia, Australia, New Zea-
land and Israel. And many of these people have a

medical background.
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Right now, you have two basically defined
circles. One is the pharmaceutical or medical
industry and one is the legacy or classical food
industry. There is a new circle developing that is
right in the middle with input from the pharma-
ceutical industry. So, the classical food industry
needs to wake up, otherwise the pharmaceutical
industry will completely [take over] this new
circle with new biotechnologies, and cultured
meat is part of that.

Meatingplace: With increased consumer
demand for all-natural and clean-labeled foods,
how can conventional meat and poultry produc-
ers and processors remain competitive?

HOOGENKAMP: The ‘clean and green’ label
drive may have unintended consequences for
quality and health. Removing age-old proven
ingredients and additives from the formulas just

to please the consumer may have potentially
dangerous long-term effects.

The opposite is also true. For the food and meat
processing industry, this is a major challenge with
no easy answer. Writing labels has become an
arton its own. There are many roads thatlead to
Rome and today it is still possible to conveniently
forget to mention certain processing aids on a food
label. Also, using different names when a certain
additive has a negative sound in the mind of the
consumer. For example, the FDA/USDA has been
petitioned to change the name of potassium chlo-
ride into potassium salt.

Meatingplace: What do you think about
labeling controversies in the U.S. and around
the world about whether plant-based products
should or should not be able to use standard iden-

tifiers such as “burger” or “steak”?

HOOGENKAMP: Itis quite logical that there
is pushback from the processed meat industry
now that the plant-based meat alternative com-
panies are “stealing” their product names. Actu-
ally, itis not a matter of what I think but rather
the fact that consumers have already made up
their minds: They don’t mind what it is called as
long as it resembles their perceived expectations
of appearance, taste, texture and flavor.

I am abig believer of ‘perception is reali-
ty.” Now that France has blocked the use of
traditional names, I believe that the alt-meat
companies will find a way around it. In the U.S.,
the influence of the USDA/FDA is not as big
as EFSA [European Food Safety Authority] is
inthe EU, which at best will give a new food or
ingredient first a novel food status before it is

officially allowed.



