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Smarter Faster Together

Retail ready. Smarter, faster, together.

Set the wheels in motion today, visit ishidaeurope.com

Every business has its own individual challenges; ours is  

to help you overcome yours. Whether it’s improving foreign 

body detection, reducing giveaway, eliminating missing 

products, or minimising product breakages and defects. 

Working smarter, faster, together, we can provide you 

with a solution tailored to your needs, improving quality 

standards and lowering costs. 
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Breads can 
text-book 

combine 
health claims, 

taste, flavor 
and texture 

with shelf-life 
convenience.

Healthy Bread  
Is in the Menu
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comment

A 
new study funded by the Grain Foods Foundation shows 
that consumers are associating bread with both comfort 
and nutrition, a new trend emerging from the confines 
of our homes. The study found that the highest-ranking 
comfort foods were identified as ice cream (61%), cakes/

cookies/pastries (55%), salty snacks (51%), candy (43%) and fast 
food (42%).  But when asked to identify comfort foods with nutritional 
advantages, consumers identified bread (32%) and pasta (31%) as 
the top two comfort foods with nutritional benefits. 
I recently interviewed Christine Cochran, the foundation’s executive 
director, about changes in consumer behaviors, the role of baked 
products in a healthy diet, and opportunities for bakers. “It seems like 
consumers have remembered their old friend, bread,” she said, “and 
have welcomed it back into their homes – both as a mealtime staple 
and as a new hobby.” At a stressful time, bread provides comfort not 
just because of its taste and convenience but also because, unlike 
many types of food falling into the “comfort” category, it is rich 
with vital nutrients, and health-cautious consumers recognize it. As 
Stacey Krawczyk, GFF’s principal consultant, was also highlighting 
in our conversation, food is more than the sum of its nutrients; it is 
our culture and our memories, which makes bread be perceived as 
a comfort, familiar food. A fresh slice of bread-turned-fort my father 
invented, with butter ‘walls’ all around the crust, and a ‘lake’ of honey 
within said walls is one of my vivid memories as a four-year-old. We 
all have a similar story, embedded in our perceptions and evaluations 
regarding nutrition, which is reflected in the study’s findings: a good 
portion of consumers perceives grain foods as the one food type that 
provides the best balance of both comfort and nutrition.
This brings good news to the bread industry and displays 
potential for added-value offerings, ranging from free-from to 
extra fibers, proteins, or clean labels. Breads can text-book 
combine health claims, taste, flavor and texture with shelf-life 
convenience, maintaining its properties during longer intervals 
between shopping visits and friendly to freeze-thaw scenarios, 
with health and immunity claims. Their variety itself speaks to the 
preferences and experiences shaping consumers, from baguette-
sized nutritious options, tin breads for fresh sandwiches, to crispy 
buns. The list may very well continue because bread is warmly 
welcomed back on the menu! �
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Kashi, a pioneer in natural 
foods, has debuted new 
protein-packed waffles 
under its GO line of products. 
Available in three flavors, 
Wild Blueberry, Cinnamon 
Brown Sugar and Vanilla 
Buttermilk, the waffles deliver 
double-digit protein, single-
digit sugar and 100% whole 
grains per serving. The new 
waffles will be available in the 
US at Walmart, Amazon, Ahold, Food Lion, Giant Eagle, Hannaford, HEB, Market 
Basket, Shoprite and Woodmans, with additional stores coming later this year.
Kashi GO’s Non-GMO Project Verified Protein Waffles deliver the convenience of 
a quick breakfast, everyday snack, or a base for recipe creations. The protein is 
derived from a mix of hemp seeds, cage-free eggs, soy and whey protein. Each 
box contains eight waffles to be heated in a toaster or microwave.
“Our Kashi GO line is all about offering products that fuel an active lifestyle 
and we saw a need to create a waffle with protein to jumpstart the day,” said 
Jeanne Wilson, director of Marketing for Kashi. 

Bühler and Big Idea Ventures are joining 
forces to support promising start-ups 
creating great-tasting alternatives to 
animal-derived protein products. 
Big Idea Ventures recently launched 
the New Protein Fund, which will 
invest in and accelerate up to 
100 plant-based and cell-based 
companies globally. The global venture 
capital fund focused on supporting the 
world’s best entrepreneurs runs four 
accelerator programs annually in New 
York and Singapore. 
The new partnership benefits from 
Bühler’s global network of Food 
Application Centers across Europe, 
Asia and the USA. “It is particularly 

timely, given that we are opening our 
Food Application Centre in Minneapolis 
this week and introducing new 
technologies, such as the Filtrex 
solution, specifically for this sector; 
we will also open our joint innovation 
facility with Givaudan in Singapore later 
this year,” said Johannes Wick, CEO 
of Bühler Grain and Foods. The new 
Food Application Centre in Minneapolis 
provides a platform for developing new 
ways to transform peas, beans, corn, 
pulses, oats, ancient grains, and many 
other crops into new food solutions 
such as flours, snacks, pasta, cereals, 
and a myriad of extruded products, 
including plant-based meat analogs. 

Bühler Partners with  
Big Idea Ventures 

Kashi GO Launches Frozen 
Line Of Protein Waffles

news

Cargill has invested EUR3.5m in its site in Kalmthout 
(Belgium) to increase its capabilities for producing gourmet 
chocolate. The move adds a fifth gourmet production line 
and new chocolate tanks within the existing facility, providing 
greater flexibility in production as well as adding 12 new jobs 
locally. The new chocolate tanks will also allow for improved 
dedicated storage and dedicated piping to provide full 
flexibility to customer requirements.
“This investment strengthens the extended gourmet chocolate 
offerings that we acquired with Cargill’s purchase of Smet in 
2019,” says Inge Demeyere, managing director of Cargill’s 
chocolate activities in Europe. “With the complementary offering 
of Veliche™ gourmet couvertures and Smet decorations, 
we are able to provide additional choice and meet increased 
demand in the gourmet segment, including our industrial 
customers.” With Smet, a leading Belgium-based supplier of 
chocolate and sweets decoration, Cargill has ensured high 
speed-to-market with new decoration technology, enhanced 
production capabilities and a wide-ranging product portfolio. 
The expansion is set to be completed by the end of 2020.. 

ABA Technical Conference 
To Go Virtual

The American Bakers Association 2020 Technical Conference 
is going virtual with ABA TechCon Beyond, the organization 
announced. Given the ongoing COVID-19 crisis, ABA has 
decided to move from an in-person event in Kansas City, MO 
to a virtual experience. 
From October 27-29, 2020, ABA TechCon Beyond will connect 
operations and manufacturing professionals from around the 
world with networking opportunities and expert-led, baker-
specific education sessions. The annual conference delves into 
today’s baking manufacturing issues through an interactive 
exchange of ideas and sharing best practices.  
“The education content this year will not only be the same 
as years past, but will go beyond to deliver even more 
quality information for attendees to identify solutions to 
common manufacturing challenges and processes,” said 
Samantha Moore, CMP, senior director, Meetings and 
Education. “The interactive, virtual space gives attendees 
more flexibility to customize their experience and get the 
most value from the event.” 

Cargill Invests in 
Chocolate Production
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Costa Coffee announced 1,100+ 
of its stores will re-open across 
the UK by the end of June, “a 
huge milestone in the brand’s 
re-opening plans.” With selected 
stores and drive-thrus open 
for takeaway (and delivery at 
participating stores), the chain 
ensures the safety of the teams 
and customers is its priority: 
“We have worked hard to make 
our stores safe and welcoming 
for customers and our teams. 
Each store has been equipped 
with protective equipment, hand 
sanitizer stations and will continue 
to operate with contactless 
payment. High-quality Perspex 
screens have been installed at all 
counters across take-away stores, 

with designated pick-up points 
for delivery and mobile order 
collections. Both inside and outside 
stores, two-meter floor signs have 
been carefully placed to adhere to 
social distancing guidelines,” the 
announcement reads.
With all drive-thru lanes now open 
across drive-thru sites, bespoke 
one of a kind serving hatches have 
been designed for Costa Coffee 
to ensure customers can collect 
their orders with no contact. 
These hatches, which lower items 
from the service hatch down 
to customer’s vehicles, have a 
built-in acrylic hygiene screen to 
provide maximum protection for 
both customers and Costa Coffee 
team members.

Loryma has unveiled a basic 
functional mix for muffins and 
sponge cakes as part of the Lory® 
Bake line. Lory® Bake High Protein 
is a functional base compound, 
free of added sugars and rich in 
proteins. The use of wheat proteins 
and specially modified starches 
makes it possible to achieve a 
pleasing texture with significantly 
reduced carbohydrate content. A 
blueberry muffin made with Lory® 
Bake High Protein, for example, has 
around 30% fewer calories, 25% 
less fat, 50% less carbohydrates, 
over 80% less sugar and three 
times as much protein than its 
classic counterpart. It can be 

freely customized with additional 
components. Manufactured 
products are particularly suitable for 
the frozen food sector, and are ideal 
for the foodservice industry. Lory® 
Bake High Protein is also halal, 
kosher and vegetarian-friendly. 
Henrik Hetzer, managing director 
of Loryma, explains: “Health-
conscious consumers are 
specifically looking for products 
that provide added-value in terms 
of nutritional physiology. With 
the Lory® Bake High Protein mix, 
healthier versions of popular baked 
goods can be produced, and ones 
which are in no way inferior to the 
classic varieties in terms of taste.”

New Mix for High Protein, 
Low-carb Muffins 

Costa Coffee Re-opens over 
1,000 Sites in June

British Millennials 
Go Vegan

The prospect of a vegan diet packed with 
chickpeas, lentils, and quinoa appears to 
be more tempting recently, according to 
a report from Mintel. The research states 
that 25% of young British Millennials aged 
21-30 say that the COVID-19 pandemic 
has made a vegan diet more appealing. 
A vegan diet is proving more attractive to 
12% of all British citizens, rising to almost 
a quarter (22%) of London residents since 
the start of the pandemic. Mintel research 
reveals that the virus has created a long-
term interest in cooking and baking as 
more than half (55%) of the nation say 
they plan on cooking more post-COVID-19 
than they did before.

This comes as Mintel research indicates there is 
a strong belief in the healing power of plants, as 
half of Brits believe plant or botanical ingredients 
can have medicinal benefits. “People want the 
world to change for the better right now and they 
are searching for ways to show compassion. For 
consumers struggling to know how to make a 
positive difference, cutting out animal protein may 
be seen as a way of tackling the climate crisis, 
showing compassion for nature, and boosting 
their own nutrient intake. Even before the spread 
of COVID-19, we were seeing a growing interest 
in plant-based food and drink across global 
markets. It may well be that the pandemic is 
accelerating this trend,” Alex Beckett, associate 
director, Mintel Food & Drink said.



We have analyzed together with the Fédération des Grandes Boulangeries 
Belges (FGBB) the changes brought by the COVID-19 in Belgium and how 
the industry is adapting to through and beyond the pandemic.
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Impact in Belgium

By Catalina Mihu

T
he Belgian government has 
provided a safety net for most 
employees, but the vast majority 
of the bakery sector remained 
active. Employers have made 

every effort to provide staff with protective 
equipment to guarantee safety. 
The impact on the market has varied 
according to product categories. Long 
shelf-life bread had a clear advantage over 
fresh offers, Filip Goethals, FGBB president, 
explained in an interview with us. “People 
selling fresh and bake-off products have 
experienced difficulties due to lacking 
frequency in stores, with people only going 
for supplies once or twice per week. In 
addition to this challenge, customers tend 
to avoid fresh products that are not packed, 
so we’ve had to find solutions about 
packing products to meet their concerns.”
Artisan bakers in Belgium have focused on 
supplying basic products to their customers 
at the expense of the more luxury products, 
such as pastries. They also suffered from 
losing customer visits, with people in 
lockdowns. “The problem of infrequent shop 
visits is a difficult one. This area is still not 
recovered and it will take a long time before 
full consumer confidence is restored,” the 
association’s president says. There is no 
one fixed solution for this problem; bakeries 
can share information about the safety of 
the products, about packing and storing 
them, as the economy reopens. “Patisserie is 
consumed in smaller portions, but it needed 
some time to adjust. Hence, smaller portions 
of patisserie are much more in demand since 

families are not gathering with large numbers 
of persons anymore,” Kathou Wagemans, 
FGBB secretary-general, underlines. 
Moreover, the bakery department has visually 
deteriorated in some shops due to a lack of 
time or because fresh bread or viennoisserie 
are pre-packed in paper bags. “While this 
all may be safer and hygienic, it is also less 
attractive and less tempting,” she explains.
It also appears that some retail outlets with 
an extra-strong commitment to additional 
hygiene measures push consumers to be 
even more doubtful, observes Wagemans, 
as if this makes them extra anxious. 
Balanced communication on hygiene seems 
advisable, she notes.

IN FULL SWING
On the other hand, industrial bakers are 
seeing an uplift by around 20% in their 
capacity. “Big manufacturers of pre-packed 
bread are highly automated, so social 
distancing and sorting shifts would not be a 
problem. Rules had to be changed for safety 
in the factories, but there was no lack in 
capacity before the crisis, so they could 
handle this increase,” Goehals adds. 
An interesting (and welcomed) side-effect of 
people staying at home has been the decrease 
in bread waste. “While we could see fresh 
bread being thrown away by up to 50% 
before, people are now staying home and they 
are no longer throwing away bread. They pack 
and freeze it, which helps household waste go 
down. The total volumes have not gone down, 
although there was a shift from foodservice to 
retail,” notes Goehals.

special report

Every day, Fevia, the federation of the Belgian Food Industry, together 
with the FGBB, was in consultation with experts and authorities 
concerning the necessary measures to guarantee the safety of 
employees and products.

Kathou 
Wagemans, 
secretary-general, 
FGBB
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Impact in Belgium

MEASURES 
Every day, Fevia, the federation of the 
Belgian Food Industry, together with the 
FGBB, was in consultation with experts 
and authorities concerning the necessary 
measures to guarantee the safety of 
employees and products, Wagemans 
recalls. These measures were adjusted step 
by step and improved where necessary. 
“Tailored measures taken included: 
concrete social distancing, wearing gloves 
and /or masks if necessary to guarantee 
safety, teleworking as much as possible, 
setting up multiple shifts with fewer people 
to guarantee social distance, arranging 
‘time slots’ to avoid crossings, health 
checks at the entrance of the sites or before 
the start of a shift, intensified cleaning, etc.”
“As far as products are concerned,” she 
explained, “a European call was set up by 
our European federation of Plant Bakeries 
(AIBI). The participating experts from 
all countries informed each other about 
possible difficulties and best practices. 
Guidelines were also drawn up by the AIBI 
based on these and disseminated on a 
European level by the national federations 
to all member companies, so we can 
speak of a truly European approach.”
Workflow changes were put in place; 
inside the factory, there generally is no 
problem with ensuring distancing, except 
for the packaging area, where people 
are usually close to each other. To solve 
this problem, physical barriers (plexiglass 
separations) were installed. “In cases 
where cases of COVID-19 were found, 

the factories were immediately shut 
down and disinfected before reopening. 
Manufacturers have gone to great 
lengths to take measures that protect 
the personnel,” Goethals said. As for 
packaging areas, navigation rules were set 
so that people do not cross paths.

CHANGES
Reaching homebound consumers will 
mean making some changes. The FGBB 
sees an increase in online shopping in 
general, for example. “I think that people 
will order online, then go to the bakery, 
where they don’t have to enter, but simply 
take what they have paid for already. Long 
shelf-life and pre-packed products have a 
clear advantage when it comes to delivery 
and e-commerce,” Goethals tells us. There 
is potential in online shopping; retailers 
have also invested a lot in it and are 
looking into profitable business models, 
like collect-and-go, for example. 
As we learned that unexpected crises 
can occur suddently, it seems sensible 
that every company does an exercise to 
determine which hypothetical disasters 
can occur, so that they have a crisis plan 
ready for different situations. �

The problem of infrequent shop visits is a 
difficult one. This area is still not recovered and 
it will take a long time before full consumer 
confidence is restored.

Filip Goethals, 
president, FGBB
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Unlimited Possibilities
The shape, size and engraving on biscuits of all styles and fillings define 
their brand and speak to their uniqueness. In creating any number of new, 
successful ranges, rotary molders are literally shaping the idea of the product. 

By Catalina Mihu

E
quipment is vital in the production 
of soft dough biscuits, in which the 
molder itself is a very important tool. 
For an idea of a new biscuit to be put 
into practice, it must be analyzed, 

developed, and then converted into a technical 
drawing that corresponds to the plans and is 
actually feasible. These are the steps Italian 
specialist Padovani carries out. “The challenge 
is in balancing the depth of the engravings with 
the size and the weight of the biscuit and that 
of the molder,” Roberto Padovani said in an 
interview on behalf of the company.
There is a very wide range of materials 
that can be used in the production of rotary 
molders, from bronze to various plastics, and 
they play a very important role. Padovani has 
been using a new type of plastic over the 
past years (light blue), developed together 
with its suppliers, which improved the life 
span of the roller by roughly 30% compared 
to the previous green plastic, with very good 
performance throughout. By comparison, 

this food-grade plastic is harder while also 
enabling a good release of the dough.
The main benefit of a rotary molder, from a 
baker’s perspective, is the fact that you can 
start production with relatively low costs, which 
is especially relevant for new businesses. It is 
not a very expensive or complicated machine 
to work with. To achieve different patterns, it is 
only required to replace the roller that imprints 
the molds on the biscuits. Furthermore, “Rotary 
molders provide the only way to make products 
with 3-D effects, they cannot be replicated 
with other machines,” highlighted Tobias Holm, 
applications technologist at  Bühler Group in an 
interview from their test bakery in Copenhagen.

ACCURATE MOLDING INTO SHAPE
Accuracy is an asset in high-capacity 
production. To ensure accuracy in working 
with a rotary molder, Padovani collects 
comprehensive data from the manufacturers 
to determine the best design of the machine. 
“Our technical department then calculates 

technology
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The size and the depth of the engraving must 
be properly balanced in order to ensure the 
precision of the weight and an easy molding.

Unlimited Possibilities
and determines most suitable engraving 
to achieve the desired final result and the 
requested weight at the same time. The plan 
is then put into practice, into the engraving of 
the roller, which has to perfectly correspond 
to the technical drawing. Engravings have to 
be the same across and around the rollers; 
to avoid any differences the engraving is 
realized using a special software. The size 
and the depth of the engraving must be 
properly balanced with each other in order to 
ensure the precision of the weight and a easy 
release from the mold,” he told us.
Bühler’s rotary molders have a feeding roller 
that pushes the dough into the cups. A knife 
then scrapes all the excess dough before the 
dough is extracted and placed on the belt. The 
knife positioning is therefore contributing to 
weight accuracy. Amaury de Ricqlès, head of 
Business Development at Bühler, underlined: 
“ An important parameter in the design of the 
machine is the ability to adjust the knife and 
reposition it relatively to the circumference of 
the die roller. This is something unique in our 
design, the ability to adjust the knife in any 
position in relation to the die roller.”

AND EFFECTIVE EXTRACTION
The extraction of the biscuit relies on the 
characteristics of the molder’s plastic 
material, on the shape of the product itself 
and the dynamic of the release on the cotton 
web (pressure and velocity).

 

“We recommend a certain type of plastic for 
sticky dough, for example. We carefully study 
the engraving angle – a wrong angle can 
cause problems in the release. A challenging 
shape, for example, is a round biscuit with 
coin-edge border; in this case, it’s important 
to find the right engraving parameters to get a 
defined border and also a good release from 
the mold,” said Padovani.
The recipe and the type of dough also play 
an important role in choosing the right type 
of material for the rotary molder. Sugar and 
cacao, for example, are abrasive ingredients 
that must be taken into consideration, as they 
could speed the wear of the mold if processed 
using sub-optimal materials. “A detailed 
conversation takes place at the beginning 
of a molder design project, to learn as much 
information as possible about the recipe, the 
ingredients, the shape of the product – in 
addition to the design of the engravings. 
Once we have this information, in the case 
of a new or a more challenging product, we 
recommend trials,” he explained. Whenever 
possible, Padovani suggests to do trial rings (if 
the manufacturers have rotary molders with 
rings), to see the final result on the production 
line before proceeding with a new mold.
On the belt where the cookie is extracted, 
the rubber roller sitting underneath the belt 
can be adjusted from side to side on Bühler’s 
machines, to ensure an even extraction 
across the belt. De Ricqlès explained: “The 
Bühler Meincke rotary molder always has 
pneumatic air below, on each side of the 
equipment, to ensure a stable pressure in all 
molding dies. This also guarantees weight 
accuracy across the belt.”
The best way to extract is to make sure that 
the cups have the same amount of dough in 
them and that the same extraction pressure 
is applied, Holm weighed in, highlighting the 
importance of the design of the cup. “Generally, 
I like to say that the process needs to be 

Roberto Padovani, 
owner and 
chairman of the 
board, 
Padovani s.r.l. 

Photo: Padovani
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adjusted to the dough rather than the other 
way around. The desired texture of the final 
product dictates the dough composition,” he 
added. An Oreo-type biscuit would be a prime 
example of products for which rotary molders 
are the best solution: a biscuit that is quite 
hard, can be sandwiched and also has a very 
nice appearance with a 3-D pattern, which 
can only be achieved this way.

INNOVATIONS
The use of rollers with interchangeable 
rings was a significant innovation in its time. 
One of Padovani’s newest innovations in 
this respect is waved rings. Rotary molders 
with interchangeable rings allow for rollers 
to be replaced when there are changes 
into production or when they wear out (the 
rollers or only the rings can be replaced, 
as they can be dismounted from the roller 
shafts). “A limit of standard rollers with 
rings is the separation between the rings 
restricting the number of shapes that can 
be engraved across the roller; with the new, 
waved rings, you can engrave more shapes 
(placed closer to one another), as the rings 
can follow the contour of the biscuit. The 
waved rings combine the benefits of the 
single piece rollers – the high production 
capacity – with those of the interchangeable 
rings, that allow for the replacement of the 
rings or rollers,” highlighted Padovani. 
To improve molding efficiency, Padovani is 
looking into different constructive solutions 
to further innovate in this field. “In our field, 
the research of new material that can enable 
the use of different recipes and allow good 

release never ends. Our efforts focus on 
always developing better quality materials 
so that any specific and innovative recipes 
can be performed. We always look
into how to assist customers who want a 
flexible roller, but, at the same time, are 
looking to optimize the production capacity,” 
highlights Mariotti.
The ability to adjust different parameters 
(especially the knife and the pressure), is 
important. “We have the world record in web 
changeovers with the GF3 rotary molder, 
where it was done in 14 minutes,” said de 
Ricqlès. “All the parameters that can be 
changed in the machine allow for greater 
freedom in the recipe,” added Holm. To 
achieve this, Bühler’s rotary molders focus 
on two aspects: defining the class of the 
rotary molder (according to the hardness of 
the dough), on the one hand, and features 
impacting versatility, on the other hand: 
the number of drives, the control of fine 
adjustments via HMI during the operation, 
timings in changing the web, and other 
parameters linked to hygienic design.
Just about any shape of biscuit can be 
molded; by far, the most popular are 
round and square shapes, but more 
intricate shapes have been done. Bühler’s 
applications technologist explained: “The 
more intricate the design, the more work 
has to be done to get the interplay 
between machine settings and dough 
recipe just right.” � 

An important parameter in the 
design of the machine is the ability 
to adjust the knife and reposition 
it relatively to the circumference 
of the die roller. This is something 
unique in our design.

technology

Amaury de Ricqlès, 
head of Business 
Development,  
Bühler  Group

Generally, I like to say that the 
process needs to be adjusted to 
the dough rather than the other 
way around. 

Tobias Holm, 
applications 
technologist, 
Bühler Group
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Amaury de Ricqlès, 
head of Business 
Development,  
Bühler  Group



The soft breads and buns market has enjoyed tremendous growth, with these 
products serving as carriers for the everyday sandwiches and burgers that 
have gradually replaced sit-down meals. Technology steps up to the plate.
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A Comprehensive 
Approach

by Tudor Vintiloiu

I
n recent years, the snacking market has 
boomed, with 66% of adults snacking 
at least once a day, according to Mintel 
research, and a surprising 37% of 25 to 
34-year-olds saying they snack instead of 

having a proper meal at least once a week.
Equipment manufacturers welcome such 
emerging trends, because they challenge 
them to find new production solutions, and 
test their abilities to innovate and adapt their 
equipment in order to stay ahead of the wave. 
Snacking with bread products often means 
adjusting portion size and product form, which 
translates into a need for flexibility, not just in 
the makeup and packaging segments of the 
bakery, but throughout the production line.
Keeping a close watch on the market trends 
means having the foresight both from a 
technological and final product point of view, 

as well as from the perspective of mechanical 
impact, and understanding the steps needed 
in order to arrive at a certain result.
“When developing our production equipment, 
we have set-up 10 key customer aspects 
or development values that our NPD team 
focus on. These points are analyzed and 
we envision in which direction we need to 
go to develop our equipment. This vision 
is reviewed with several key customers, 
to see whether our vision is matching the 
expectations from the market. Based on this 
feedback our NPD team adapts this feedback 

technology

The equipment depends completely on customer 
demand. We specially develop new equipment to 
fulfill very specific demands from our customers.

Maarten van 
der Coer, sales 
director at BVT 
Bakery Services
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into the concept. When the first prototype 
is produced, we again gather the market 
feedback to finalize the development 
towards perfection,” explains Henri 
In’t Veld, Rademaker’s head of product 
management.

FLEXIBILITY
There are two well-known methods to 
producing buns: dividing & rounding and 
sheeting technology. But in order to have 
maximum flexibility and the ability to 
combine the production of soft bread and 
buns (and other types of breads) in one line, 
sheeting equipment is the only solution. 
“The most common demand for our 
customers is to combine the manufacture 
of different products on the same 
production line. Customization is in 
our nature. All our production lines are 
custom-tailored to meet our customer’s 
industrial bakery needs. We take into 
account, for example, available space, 
line requirements, product variety and 
product quality. Breadlines are starting 
from 800 kg/h up to 8,000 kg/h turn-
key from make-up to packaging,” says 
Maarten van der Coer, sales director at 
BVT Bakery Services.
As the demand for the production of snacks 
grows and they become more popular, 
so does a bigger variety in shapes and 
tastes arise. For example round, triangle, 
or diamond bread, as well as tomato, corn, 
olive and multigrain bread flavors, are being 
developed in the quest to stand out in an 
increasingly competitive market. Bakeries 
have to adjust their bakery production 
constantly to the latest demands.
“The equipment depends completely on 
customer demand. We specially develop 
new equipment to fulfill very specific 
demands from our customers. We have 
to immediately translate their requests 
to the new equipment. In summary, this 
means making production equipment more 
flexible in regards to capacity, variety and 
size or shape,” van der Coer underlines.

RECENT DEVELOPMENTS
Because of the modular set-up of our 
bread line, several make-up modules can 
be added to the process. There has been a 
growing demand for gluten-free bread over 
the last couple of years, mainly coming 
from the US. This trend has resulted in 
specific module adaptions to enable high-
quality production of gluten-free products,” 
Rademaker’s Henri In’t Veld reveals.

On the process side, the Verhoeven Bakery 
Equipment Family reports great success in 
applying vacuum cooling technology to the 
manufacture of buns.
“We developed a method that enables the 
vacuum cooling technique to be applied 
to soft breads and buns on a large scale. 
Results are incredible, as we reach a 
product quality that we could only dream of 
in recent years,” says van der Coer.
Vacuum cooling will directly influence the 
quality of the product, as the baking process 
continues in the cooler. Once mastered, 
however, the process will result in premium 
bakery products, with respect to structure, 
volume, shelf life & optimum crispness. 

COVID-19 IMPACT
As a result of the global pandemic 
restrictions, IRI data has shown considerable 
growth in the more functional bakery 
aisle items, such as bread, rolls and buns 
making it clear that shoppers are looking for 
convenient, fulfilling lunch and dinner options.
“As dine-in restaurant options closed, the 
fresh in-store baked bread and rolls became 
a way for consumers to plus-up their 
home-made lunches and dinners. This was 
similar to a trend we saw during the Great 
Recession and one that retailers should keep 
in mind. Even though in-store baked goods 
are not the focus right now, there are still 
consumer needs the department can fulfill,” 
says Jonna Parker, team lead, Fresh for IRI.
This shift in preference is also confirmed by 
BVT Bakery Services, who says they saw 
an increased demand for portion packed or 
pre-packed products. 
“Our Verhoeven Bakery Equipment Family 
member, Bakepack End of Line Solutions 
has been working to help industrial 
bakeries find the best-integrated packing 
solution to satisfy demand during this 
time,” van der Coer concluded. �

There has been a growing 
demand for gluten-free bread 
over the last couple of years, 
mainly coming from the US. This 
trend has resulted in specific 
module adaptions to enable 
high-quality production of 
gluten-free products.

Henri In’t Veld, 
head of product 
management, 
Rademaker
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Clean Label Is in the 
Eye of the Beholder
Short of a clear-cut definition, clean labels for bakery products comprise not 
only ingredients free of certain substances and minimally-processed, but also 
those boasting functional benefits and high-quality. Specialists in clean-label 
ingredients go above and beyond the sum of these characteristics to help 
bakeries achieve this claim. Here is how.

By Catalina Mihu

C
lean label means something different 
from consumer to consumer. For 
example, some consumers will 
consider clean label equates to 
no artificial ingredients, naturally 

processed or free-from claims. Others will expect 
a shorter ingredient list. But “Overall, clean 
label is closely linked to a desire to consume 
more responsibly, to return to real, authentic 

food and get transparent information on food 
composition,” Emeline Commun, strategic 
marketing specialist, Bakery EMEA (DuPont) 
explained for us. She finds that in the European 
market, clean-label claims in bakery are strongly 
associated with sustainability and the idea that 
“what is healthy for me is also healthy for the 
planet”. European bakery launches with clean-
label claims such as “GMO-free”, “Natural”, 

ingredients  & nutrition
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It’s not enough to just make 
products cleaner, you must do so 
in a way that continues to offer 
consumers the quality and eating 
experience they expect.

“No additives or preservatives”, “organic”, 
“free-from” have been thriving, with +20,000 
product launches between 2013-2019, an 
increase of 8% launches per year.
Kerry believes that the push for cleaner 
labels in bakery is driven by consumer’s 
concerns about the health and wellness 
implications of ingredients they don’t 
recognize. “At Kerry, we see how this brings 
clean label to life in several ways, from the 
basics like removing or reducing e-numbers 
on pack and using more natural ingredients, 
to newer areas like improving sustainability 
positioning, communicating honestly with 
consumers about sourcing and production, 
and focusing more on the nutritional impact 
of ingredients like sugar and fat,” Matthew 
May - category lead Bakery and Oleksandr 
Kozyr - RD&A lead Bakery told us.
Manufactures wanting to address the 
issue of cleaner-label baked products 
must be approached holistically, in Kerry’s 
experience; bakers need to ensure that 
what is taken out of the product, or 
added in, doesn’t harm their organoleptic 
properties. “It’s not enough to just make 
products cleaner, you must do so in a way 
that continues to offer consumers the 
quality and eating experience they expect,” 
Kerry’s specialists underline. 
Kröner-Stärke GmbH also shared their view 
on clean-label products: while lacking any 
chemical and modified additives, they must 
also bring several qualitative and functional 
benefits to the bakery industry (for example, 
superior water-binding capacity, stable 
viscosity or lump-free mixings). The raw 
materials used also have to be declaration 
friendly by avoiding any E-No, Maren Wiese 
(R&D) and Henrik de Vries (commercial 
director) explained.
Glanbia Nutritionals lists “clean labels 
& better-for-you” among the 2020 
megatrends, under the category “building 
a lifestyle”, acknowledging consumers who 
seek products that will not only enhance 
their lives but also fit their lifestyle. “Minimal 
and traditional processing techniques, 

including small-batch and artisanal methods 
such as craft and slow-fermented also 
falls under clean label, as does sustainable 
sourcing. While clean label can mean 
different things to different people, health is 
always the bottom line,” Glanbia says.

ONE SIZE DOES NOT FIT ALL
Developing ingredients for various clean-
label concept interpretations is not without 
challenges. Although 45% of European 
bakery consumers are concerned about 
E-numbers in their bakery products, they 
are not willing to compromise on product 
quality or shelf life (Kerry, Proprietary 
Research 2017). This brings its own 
challenges: “The bakery team here at Kerry 
are constantly working hard to overcome 
the challenges faced with creating clean-
label baked goods. Many additives provide 
a specific function within baked goods 
such as aeration, stability, processability, 
freshness over shelf-life and mouthfeel and 
they can be difficult to replace with clean-
label alternatives,” the specialists argued. 
It is challenging to develop one clean-label 
product to fit all concepts it encompasses. 
Bakery manufacturers first need to 
understand the ingredient acceptance of 
their target consumers, their willingness to 
pay for “simple & natural” and preferred 
product features. The aim is to develop 
a tasty product while balancing process, 
safety, sustainability, and cost challenges 
-answering consumer needs all the while. 
Commun illustrates: “At DuPont, we have 
developed a clean-label toolbox to support 
bakery manufacturers to better understand 
consumers’ clean-label needs and define the 
clean-label level they would like to position 
their product on to answer consumer 
expectations. The toolbox helps the customer 
navigate along the clean-label journey and 
to give advice on an optimal clean-label 
solution matching customer needs.” It takes 
into consideration the challenges bakery 
manufacturers face when moving to a clean-
label formulation like process handling and 
tolerance, and product features. 

Matthew May 
- category lead 
Bakery and 
Oleksandr Kozyr 
- RD&A lead 
Bakery, Kerry 

Post the COVID-19 pandemic, we 
believe that the consumer focus 
on health and wellness through 
diet will become even more 
important, and will drive further 
emphasis on cleaner labels.

Matthew May 
- category lead 
Bakery and 
Oleksandr Kozyr 
- RD&A lead 
Bakery, Kerry 
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MAKING THE LIST
What ingredients do specialists place at 
a top of the list for clean-label bakery 
products? Enzymes, fibers, functional 
proteins and starches would be among the 
most commonly used ingredients for clean-
label bakery products. These ingredients, 
used in the right combination, can deliver 
very similar functionalities to their non-
clean label counterparts, says Kerry. 
Kröner-Stärke develops a wide range of 
clean-labels ingredients for the bakery 
industry. “With our pre-gelatinized 
starches and flours, our customers can 
bind additional quantities of water to 
achieve better fresh-keeping conditions. 
They can also improve the stability 
and viscosity of doughs and batters. 
These raw materials are often used as a 
replacer for E-number hydrocolloids and 
enzymes,” the experts listed.
Clean-label formulation may also imply 
trade-offs on the process and the 
final product, in DuPont’s experience. 
Depending on the clean-label level, bakery 
manufacturers look to answer consumers’ 

needs, with different trade-offs. “The 
resulting choice will be a balance between 
the trade-offs consumers are willing 
to accept regarding bread features 
(freshness, softness, bread resilience) 
and the trade-offs bakery manufacturers 
can handle in the process. Bakery 
manufacturers’ capabilities are also to be 
taken into consideration, such as bakery 
application, process tolerance, handling 
capabilities,” Commun explains.
DuPont has recently launched different 
types of solutions as part of the clean-label 
toolbox. POWERBake™Clean 901 is a new 
solution for a cleaner label toast bread, 
also reducing the addition of ascorbic acid, 
with no trade-off on bread quality. “POWER 
Bake® 6000 & 7000 is an enzyme series 
based on lipases with a supporting oxidative 
enzyme module. Used in combination, they 
are an efficient clean-label alternative to 
commonly used emulsifiers in, for example, 
white bread and burger buns, where they 
provide volume, initial softness, structure 
and dough strength,” she adds.

CLEAN AND SUSTAINABLE
It is important to look at the source of 
the raw materials to examine if they are 
produced sustainably. Kerry strives to 
ensure that their clean-label solutions can 
make a positive impact on their customers’ 
sustainability efforts. “Examples include 
reducing energy costs by reducing 
baking time, increasing production/line 
throughput, and extending final application 
shelf-life,” May and Kozyr shared. 
DuPont’s latest series provide a clean-
label solution to increase strength in bread 
dough so that it can withstand unexpected 
line stoppages and help reduce waste. 
“However, sustainability does not stop at 
the door of the bread plant. Wherever bread 
is part of the staple diet, it ranks among 
the food products with the poorest record 
on waste,” Commun observes. Consumer 
sensitivity to staling means large volumes 
of bread products are thrown out daily. 

Overall, clean label is closely 
linked to a desire to consume 
more responsibly, to return to 
real, authentic food and get 
transparent information on food 
composition.

Emeline Commun, 
strategic marketing 
specialist, Bakery 
EMEA – DuPont 
Nutrition & 
Biosciences

ingredients  & nutrition
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“Our recently-launched POWERBake 6000/7000 
lipase and oxidative enzyme modules have been 
designed to offer an in-situ emulsification effect, 
which provides the manufacturer with higher 
dough stability,” she explains. “If we can show 
even a 1% reduction in daily wastage figures, 
this could equate to perhaps a EUR2m annual 
saving in a large industrial bakery.”
Kröner-Stärke’s clean-label ingredients 
are produced with a strong commitment to 
environmentally-friendly production methods, 
Wiese and de Vries shared: “Flours without any 
chemical additives and untreated fresh spring 
water from our own well are the basis of all our 
products.” Most of them are also available in 
organic variants.

CLEAN-LABEL FUTURE
There has been a 23% increase in new product 
launches with clean-label claims in the bakery 
category, according to Mintel research. “Post 
the COVID-19 pandemic, we believe that the 
consumer focus on health and wellness through 
diet will become even more important, and 
will drive further emphasis on cleaner labels 
and products that help consumers maintain or 
even improve their overall well-being,” Kerry’s 
specialists anticipate. 
Some of the key clean-label demands DuPont 
sees revolve around free-from and plant-based 
solutions. “With the current situation, more than 
ever, making enough affordable food available 
around the world is critical. The high demand for 
long shelf-life products, products with health & 
immunity claims, and staple foods such as bread, 
pasta, and rice are expected to be sustained 
for some time. However, we don’t expect the 
clean-label segment to disappear as consumers 
will continue to drive demand in this space,” 
summarized Commun. 
Other ingredients bakeries on the German market 
can particularly expect to rely on in this segment 
will include solutions ranging from spelt ranges, 
starches, gluten, to guar gum alternatives, natural 
bread gloss, and seed glue, for example, to 
minimize loss of seeds. � 

At DuPont, we have developed a 
clean-label toolbox to support bakery 
manufacturers to better understand 
consumers’ clean label needs and 
define the clean-label level they 
would like to position their product 
on to answer consumer expectations.

Emeline Commun, 
strategic marketing 
specialist, Bakery 
EMEA – DuPont 
Nutrition & 
Biosciences
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Although the bag closing process is located at the very end 
of the packaging line, it is a crucial one. Depending on it is 
the integrity and appearance of the product, the shelf life, 
and the safety of the consumer.
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Bringing Bags to a Close

By Tudor Vintiloiu

M
ost manufacturers 
looking for bag 
sealing solutions 
will likely have to opt 
between clips, twist ties 

or tape closures, when it comes to bread 
packaging. Each solution has its advantages 
and responds to different needs and demands 
of the bakery where it’s used. 
The effectiveness of the seal/reseal, its 
ability to maintain a modified atmosphere, 
interference with metal detectors, speed, 
appearance, environmental considerations, 
as well as ROI, must all be taken into account 
when selecting a bag closing solution for your 
bakery packaging line.
European Baker & Biscuit talked to bag-closing 
specialists from Kwik Lok and We Seal, and 
gathered insight into each of their solutions, 
and how they apply to the baking  
industry in particular.

ENVIRONMENTAL 
FOOTPRINT
“We Seal’s re-sealable and 
100% recyclable bread bag 
tape closures work on all types 
of bags where the neck is 
gathered and sealed, whether 
the contents are sliced bread, 
bagels or other types of bagged 
bread and bakery products. We 
Seal closures are 90mm x 12mm 
in size yet re-sealable over 50+ 
times per seal so the consumer 
can reseal their bread to keep 
it fresh and help reduce food 
waste. They are also truly 100% 
recyclable and when attached to 

a polythene bread bag, they do not 
compromise the recyclability of the 

bag either. This means the consumer 
can throw away their bread bag and 

closure together and not worry about 
recyclability,” says Richard Hobson, chief 

executive at We Seal.
As the global demand for sustainable 
solutions is ever increasing, Karen Reed, 
Kwik Lok’s marketing director shares 
the company’s efforts to listen to their 
customers and increase their knowledge in 
the areas of innovation, materials sciences 
and government regulations.  “Kwik Lok is 
continually working to develop innovative 
closing solutions that meet evolving customer 
needs. Our Eco-Lok closure uses up to 
20% less petroleum material and lessens 

carbon emissions by up to 20%. As 
a global company that provides 

closing solutions to almost 100 
countries, one of our challenges 
is not all regulatory authorities 
are using the same measures for 
sustainability.”
Eco-Lok is a recent introduction 
to the Kwik Lok bag closure 
lineup and it’s made entirely with 
sustainable materials, being the 
company’s first big step in its 
drive to reduce its environmental 
impact. The new Eco-Lok 
product, used as a closure on 
consumer food products such 
as bakery items, is formulated 
with a plant-based biopolymer 
instead of plastic. Eco-Lok’s 
proprietary technology 
converts plant-based 

packaging
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Bringing Bags to a Close carbohydrates, such as corn and potatoes, 
into the new material that is manufactured 
into Eco-Lok bag closures, resulting in a 
100% natural, sustainable product.

MARKET DEMAND
Globally, there are different preferences 
for the different closure types. According 
to the specialists, emerging markets seem 
to have an inclination towards metal wire 
twist ties, and the challenge in this case is 
trying to move producers away from the 
old technology towards a more modern 
and sustainable solution. 
“When companies are looking at the 
options available, there can be a tendency 
to shy away from change because ‘it’s 
the way we’ve always done it’. This is 
changing though, as sustainability is 
becoming an increasingly key driver in 
decision making,” says We Seal’s Hobson.
He underlines that in the UK, regulations 
require that all commercially bagged bread 
be sealed with a re-sealable tape closure. 
The tape seals are safe if swallowed and 
will pass through the body without causing 
damage. The adhesive on the tape must 
be food-safe as well.
“Customers are choosing closures and 
closure labels that match their brand 
objectives. We are seeing strong interest 
in food safety and in our tamper-evident 
solutions. In addition, because packaged 
bakery items have been in such high 
demand during the global COVID-19 
pandemic, we have seen increases in 
sales of our original Kwik Lok closure,” 
says Reed.

COSTS AND PERFORMANCE
Reed reveals that “Kwik Lok’s portfolio 
can accommodate solutions that scale 
from smaller family bakeries where they 
may use hand-applied or semi-automatic 
solutions, to the largest operations in 
the world, producing up to 120 loaves 
of bread a minute, per line, which are 
fully automatic. The return on investment 
depends on the volume of goods the 
operation runs. We work closely with our 
customers to help them find what works 
best for them, to get their products to 
market quickly, safely while considering 
their bottom line budgeting needs.”
Although the cost of machinery can appear 
prohibitive because of the many additional 
features and functions the equipment can 
perform, Hobson points out that bakers 
should also look at the operational costs: 

“The We Seal consumable is invariably 
cheaper than other alternatives. And with 
our long length consumables with as much 
as 33,000 seals per reel, changeovers can 
be reduced to every 9 hours, diminishing 
downtime and ensuring maximum capacity.”

FUNCTIONALITY
Both clips and tape solutions can accomplish 
a secondary functionality, by having 
information printed on the closures as 
required by each company and each line run 
through the machine.  The typical information 
includes best before date for the consumer 
and internal traceability coding. 
“We can print complex data on each seal 
as well as best before dates. The print is 
clearly visible and does not use ink so is 
food safe too. Also our tape seals can be 
produced in any color to align with product 
branding,” Hobson points out.
“Kwik Lok has labeling solutions that can 
be used for traceability, smart packaging, 
branding and promotions.  Our new 910 
closing machine is label ready. Customers 
report that when they use a label which is 
clearly visible, there’s an increase in sales 
of 15% or more,” adds Reed.
While bag seal manufacturers are 
continuously adapting to the demands 
of their clients, there have been great 
advancements and innovations in the 
area of materials science. At the same 
time improvements in food safety and 
sustainability are perfecting this crucial, 
yet often overlooked process, into a 
user-friendly, environmentally-friendly, 
efficient solution. �

Because packaged bakery items 
have been in such high demand 
during the global COVID-19 
pandemic, we have seen 
increases in sales of our original 
Kwik Lok closure.

When companies are looking at 
the options available, there can 
be a tendency to shy away from 
change because ‘it’s the way we’ve 
always done it’.

Richard Hobson, 
We Seal chief 
executive

Karen Reed, 
Kwik Lok 
marketing 
director
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Mademoiselle Desserts started the year 
with an award recognizing the semi-
finished pastry base kits. Please share 
details about this range.
Semi-finished products are part of 
Mademoiselle’s DNA. Tart cases, puff pastry, 
sponges bases, choux pastry ready to fill are 
at the heart of our know-how. The Pépites 
de la Boulangerie prize has put our choux 
craquelin know-how under the spotlight and 
has enabled us to gain new listings. A very 
positive development!

What bakery needs do the kits meet? 
Choux pastry is quite difficult to produce, 
especially with good consistency. When you 
want it with a nice crumble on the top, it’s 
even more tricky. So having a nice choux or 
eclair perfectly baked, with a very consistent 
shape and ready to be filled is of great help 
to both restaurants, artisan bakers or in-
store bakeries.

What are some of the key moments in  
the company’ evolution, and what changes  
did they bring?
It’s been a long and fantastic journey. The 
company was created in 1984 and was sold 
by the founder to a an English corporation 
(RHM) in 1998. This was the start of a more 
industrial phase with a big extension of the 
site in 2000 with two big automated lines. But, 
unfortunately, no major investment followed.

Semi-finished Products Are  in Mademoiselle’s DNA

Mademoiselle Desserts has grown from 
a business with a staff of 30 employees 
into a leading producer of frozen 
baked goods in Europe. Didier Boudy, 
the company’s CEO, shared with us 
the values in product innovation and 
authenticity that have helped build the 
company, trends and important changes.

By Catalina Mihu

CEO interviews
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In 2009, the English group decided to divest 
their French operations. With five colleagues, 
backed by two French private equities, 
we decided to buy out what was named 
Martine Specialités at that time. One plant, 
400 employees and close to EUR70m in 
revenues: that was our starting point. A well-
positioned and healthy business but under-
invested and having lost its entrepreneurial 
drive in this big group.
Then, in 2010, Mademoiselle Desserts 
made a major investment of EUR7 million 
for fully baked and finished products, plus 
the implementation of an ERP; a big jump 
for the business.
The first acquisition was in 2011, two sites 
in Brittany in one deal. This marked the 
first extension of our product range with 
entremets (layer cakes and desserts). 
Two acquisitions followed in 2012: one 
in France, to consolidate our position on 
entremets, then our first acquisition outside 
France, in the UK.
2013 brought the change of private equities, 
each time a big project as we had nearly 
doubled the size of the business. The year 
after that, our second acquisition in the UK 
consolidated our business there. And, in 
2016, we arrived in a new country, with a 
first deal in the Netherlands.
Thanks to these acquisitions and organic 
growth when we changed again private 
equities in 2018, the group had reached 
EUR220m revenue and was based in three 
different countries.
Immediately after the change of shareholders, 
we bought out two businesses in France 
totaling EUR100M revenue. The group now 
comprises 12 sites employing 2,000 people 
and generating around EUR350m in sales. 
There have been several other milestones 
with major investments, new key people 
joining the team and others leaving, great 
sustainable development achievements and, 
of course, fantastic new products developed.

How are new products developed, what 
are the main development stages and 
timeframes? 
The whole business is organized around 
innovation and product development. We’ve 
got our push (our ideas and plans) and pull 
(customers’ requests) project. The whole 
process is managed on bespoke software 
to ensure efficiency and reliability. But 
our chefs are our real value: spread over 
the different bakeries, they each focus on 
one or two product categories to ensure a 
high level of expertise and close proximity 
with the production teams, to guarantee a 
smooth transition from the development 
stage to the day to day production. We target 
an average of 10% of our revenue generated 
by SKUs that are less than one year old!

What are some of the flavors and textures 
that are popular this year? 
Because we are in a difficult and stressful 
period, chocolate is everywhere in our 
developments. We are getting lots of 
demands for very soft textures. Muffins and 
doughnuts are skyrocketing.

What are the trends you are focusing on 
(gluten-free, on-the-go, low-fat, low-
sugar, organic, etc.)?
The answer can vary from one country 
to the other. Gluten-free products have 
generated close to 80% of our growth in the 
UK these last years. We are recognized as a 
key supplier with a high level of expertise in 
that area. We have just finished the building 
of a new production area in our Maidenhead 
bakery. 18 months ago we have started to 
develop and produce vegan cakes. Knowing 
our expertise in GF, customers came 
naturally to us for this new trend. And this is 
a strong movement! 
Our Dutch bakery is also now ready to 
deliver a vegan mille-feuille (sliced). And we 
have decided to keep it totally nut free as 
this is also in strong demand.
In France, we have developed and sharp 
expertise in low sugar products and we might 

Semi-finished Products Are  in Mademoiselle’s DNA

By Catalina Mihu

We target an average 
of 10% of our 
revenue generated 
by SKUs that are less 
than one year old!

Gluten-free products have 
generated close to 80% of our 
growth in the UK these last years.

sites host the 
company’s 
operations
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We privilege local sourcing 
which has become a KPI for all 
our bakeries.

soon create a buzz with our new range.  
But this is all I can reveal at this stage! 
Also in France, we have developed a full 
range of organic cakes.
The trend which is common to all 
countries is the need for more individual 
products. And the very recent trend 
linked to the COVID-19 pandemic is 
the request for individually wrapped 
products, which is the opposite of the 
trend we were working on before, to get 
rid of plastic everywhere.

Please share details regarding 
the CleanM program. How are the 
ingredients sourced, what are the 
criteria for selection?
The CleanM program started five years 
ago to improve our recipes so they 
are as close as possible to homemade 
recipes. We were already ahead of the 
market on this, but wanted to make 
it even more obvious. So we have our 
list of ingredients that we want to get 
rid of and our NPD teams work jointly 
with the procurement team to source 
new ingredients or with the Ops teams 
to adapt our processes. This is a long 
and methodical work but the result is 
there. Unfortunately every year new 
ingredients are questioned or become 
suspect. But, the good thing is that for 
Mademoiselle this a proactive work that 
has not started yesterday and we are 
able to meet 99% of our customers’ 
demands; quite often, we propose them 
a move before they’ve asked for it.
And then there is the quality and 
sustainability side of the CleanM 
program. We audit our suppliers, 
discuss with them to entail them 
to start or improve their CSR 
commitments. And we privilege local 
sourcing which has become a KPI for 
all our bakeries.

What changes are you making in light 
of the current situation (in operations 
and planning)? What challenges are 
you facing and what solutions are you 
working with?
With a revenue drop like the one we’re 
currently experiencing, everything has 
to be adapted. We traditionally refill 
a minimum stock level, but today we 
mainly produce to order, so we can 
avoid creating deadstock. We manage 
the short term with absolutely no 
visibility. We hate that but we haven’t 

found anything better. But, we have 
done everything we could to keep our 
bakeries open and able to respond 
very quickly to any urgent need. This 
has been highly appreciated by several 
customers.

What measures is Mademoiselle 
Desserts applying to safely continue 
supply at present? And what changes 
in demands are you currently 
observing?
All the recommendations made by 
the governments are strictly applied 
and we benchmark with all the best 
practices we have access to. We don’t 
want any of our employees to be at 
risk. Site by site, we have written a 
manual detailing how to restart working 
safely and adapted to each geography 
and local constraints. What we notice 
is how supportive and adaptative our 
employees are. All the changes are 
accepted smoothly. For example, in 
France, anybody entering our sites has 
to pass a body temperature check. All 
our employees understand why and 
have accepted it immediately.

How do your four core values shape 
these plans (delight, respect, passion, 
and commitment)?
Delight is so important during these 
difficult periods. Life is constrained and 
there is anxiety everywhere. A sweet 
break in those moments feels like a 
breath of fresh air. That’s what we want 
to bring to our customers eating our 
products. And this won’t change. It’s 
our DNA.
During the crisis, it is to our employees 
that we want to show the greatest 
respect, to those working in difficult 
conditions but also to the ones on 
furlough waiting at home for the full 
restart of our activity.
Our employees show the commitment 
of the whole business to safety, food 
safety and quality without compromise. 
It is more complex to produce today, 
but that won’t impact the quality of our 
cakes. And this is possible because our 
passion remains pristine! �

CEO interviews

people are 
employed by 
Mademoiselle 
Desserts
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by the company
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Bread, Laminated
Stretching and folding will ensure the dough has the 
required elasticity and its gluten network is ready 
for baking. Dedicated technology helps to sheet & 
laminate dough with challenging characteristics. Such 
a case results in delicious artisan-style bread.
By Catalina Mihu

L
aminating and sheeting dough with 
different characteristics requires 
equipment to delicate handling of the 
product. Innovation is continuously 
improving technology features to 

perfect the processes.

SHEETING WET DOUGH 
In addition to high moisture content, artisan 
breads often use specialty & clean-label 
ingredients. Doughs with high moisture content 
generally need more time and attention. “It is 
important to have consistent processes in order 
to have consistent quality with these doughs,” 
stresses Richard Breeswine, president & CEO of 
Koenig Bakery Systems USA. Once a bakery has 
implemented these processes, the doughs can 
vary but the principles stay similar. This does 
not change if they use clean-label ingredients. 
“If a bakery does artisan bread right, it generally 
uses clean-label ingredients, reduces yeast and 
meets other measures to make the bread as 
“clean” as possible.”
Koenig supplies equipment for long-fermented 
doughs and doughs with high water content, e.g. 
Mediterranean white bread with more than 80% 
of water content and rye bread with up to 90% 

water content. For such doughs, Koenig 
recommends sheeting solutions like Koenig’s 
Menes-H dough sheeting line. “We constantly 
improve our equipment as to process the 
sensitive doughs, with gentle feeding of the 
line with conveyor belts, a dough sheet forming 
system for various dough types or the TwinSat 
double satellite head for gentle processing of 
the dough sheet” Breeswine tells us. Products 
traditionally made by hand can be made using 
such automated lines, while also retaining their 
artisan character: “Our customers produce 
various products on the Menes, mainly doughs 
with long resting times, such as Ciabatta, breads, 
flatbreads, baguette, focaccia, etc.” he adds. 
The Menes-H high-performance dough sheeting 
line can process up to 5,000kg (11,023 lb.) 
of dough and can be combined with several 
other modules (e.g. forming station, seeding 
unit, stamping and cutting tools, proofer). This 
means that every Menes-H line is completely 
customized to suit the customer’s products (the 
“H” stands for the hygienic design).
To process highly-hydrated doughs like ciabatta, 
RONDO’s sheeting lines come with special 
features like a double chunker, stress-free 
dough band former, dough band stabilizer, gently 
operating satellite head, spiral cross roller, 
automatic processing of rework, etc. – Coen 
Nikkels tells us on behalf of RONDO.

technology

Photo: RONDO’s ASTec line
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Bread, Laminated

FOCUS ON BREADS 
To handle various types of dough, Koenig 
developed a 3-roll dough sheet former for 
the Menes-H. Utilizing plug-in rollers in 
different surface finishes, both soft- and 
large-pore doughs can be processed. The 
line can process Ciabatta doughs, artisan 
bread doughs as well as grain bun doughs 
or tin bread doughs, for example.
The dough sheet former creates a 
continuous and even sheet of dough 
with a continuously adjustable thickness 
between the specially-designed rollers. 
“The rollers are specially arranged that 
the shaped dough sheet adheres to the 
rollers and is supported by rollers for 
controlled flow. The pneumatic scraper 
separates the dough sheet from the 
rotating roller and places it on a conveyor 
belt for further processing in the system. 

As a result, the dough sheet is shaped 
very gently and without tension,” 
Breeswine explains. Thanks to the quick-
change system in different widths, dough 
sheet widths from 240 to 600 mm can 
be set with the various rollers. Due to the 
exact setting for the product and weight, 
leftover dough is reduced to a minimum.

A GENTLE TOUCH
Gentle dough processing is achieved with 
the Twin Sat double satellite head; “The core 
feature of the Menes-H line is represented 
by the “Twin Sat” double satellite head 
which grants minimal stress and force on 
the dough sheet while being reduced in 
thickness. It produces a virtually tension-
free dough sheet,” adds the specialist from 
Koenig USA. The twin satellite head reduces 
high mechanical loads due to two satellite 
roller heads positioned one above the other. 
Using specialty sheeting/laminating 
lines does not mean the procedure stays 
the same every day, when dealing with 
fermented doughs. “The competence to 
make small changes, also in automated 
production, needs to be in the bakery to 
react on such variations. Factors such 
as temperature, humidity, flour quality, 
etc., can have an impact on the artisan 

Our customers produce various 
products on the Menes, mainly 
doughs with long resting 
times, such as Ciabatta, breads, 
flatbreads, baguette, focaccia, etc.

Richard 
Breeswine, 
president & CEO 
of Koenig Bakery 
Systems USA
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bread production. Some bakeries might 
still underestimate the effect of these 
surroundings on the dough quality,” 
underlines Breeswine. For maintenance, 
Koenig recommends going by the 
operation manual and training with Koenig 
staff. There are certain cleaning and 
maintenance intervals for the individual 
modules and sticking to these intervals 
maximizes overall production time. 
With a growing trend for artisan-style 
bread, gentle handling is key to its mass 
production. Gentle processing means 
minimizing all sources of creating tension 
in the dough. Coen Nikkels from RONDO 
illustrates: “This starts with feeding 
the stress-free dough band former. The 
second hopper of the double chunker 
regulates the pressure in the dough before 
creating the overlapping chunks. RONDO’s 
oil and flour-free dough band former 
MIDOS creates a continuous dough band 
without bringing tension into the dough. 
The special spiral crosser roller gently 
widens the dough band with a natural 
spiral movement. Finally, all transfer in the 
line is horizontal to prevent gravity from 
tensioning product.”
When manufacturing artisan-style breads, 
the laminating and sheeting line should be 
cleaned daily after production or a product 
changeover, RONDO advises. In addition, 
preventive maintenance should consist 
of a yearly check of all vital components. 
No other maintenance is required. “In 
the unlikely event of failures, the RONDO 

control system will report and advice on 
the control display. Instant monitoring of the 
line’s operational output and technical state 
is achieved by RONDOnet; an additional 
state-of-the-art software tool allows full 
production management,” Nikkels details.
The most common issue that can occur 
on an artisan bread line stems from the 
dough’s inconsistency between different 
batches. “The pre-fermentation process 
is highly sensitive to temperatures and 
times. Often we see quite some difference 
between sequential dough batches. This 
requires agile operators who know how to 
react by adjusting specific settings of the 
equipment,” RONDO’s specialist highlights.
Depending on the configuration of the 
sheeting line, a customized artisan 
bread line can also handle other types of 
bread and pastry products, for example, 
depending on the size and shape of the 
products as well as the speed of the 
line. Versatility means different types of 
dough can be processed. While a hygienic 
design in production lines is already very 
important, “There will be a continuously 
high demand for lines that are easy and 
quick to clean, with short changeover 
times between products,” Breeswine 
(Koenig Bakery Systems USA), says. The 
future in sheeting and laminating will 
also focus on high weight accuracy, he 
adds. “Accurate weight of baked goods 
is important for subsequent packaging, 
delivering to partners such as supermarkets 
or for efficient use of ingredients. Bakeries 
can save tons of flour each week if they can 
minimize their waste dough.”� 

A new standard feature is the 
application of life-time lubricated 
bearings in the product-zone.
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Gentle processing means 
minimizing all sources of creating 
tension in the dough.

Coen Nikkels, 
marketing 
and business 
development, 
RONDO
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Mindful Consumption 
Seeks Ethical Labels

Trishna Shah, Food & Nutrition consultant, Euromonitor 
International, contributed to this article

N
o Added Sugar is the best-
performing ethical label for the 
past three years in Western 
Europe, a particularly sensitive 
topic to the baking industry. The 

search for products perceived as natural has 
propelled “No Artificial Additives” among the 
top claims as well, according to Euromonitor 
International data. Consumers are, in fact, 
growing reluctant of anything “artificial”: the 
market share paints this picture with well-
performing labels that are deemed free of 
anything artificial, from colors, flavorings, to 
preservatives or sweeteners (Table 1).
Private label is king across these categories, 
leading in several types of ethical labels, 
from responsible palm oil sourcing schemes, 
to free-range, no artificial sweeteners, 
locally-sourced and GMO-free. To look into 
opportunities for bakery products within 
private labels, concerning both successful 
channels and product ranges, a large part of 
the discussion has to focus on the market for 
bakery products post-coronavirus.  

Hygiene, health, affordability and home-
bound-friendly will frontline consumer 
spending decisions.
Within the bakery market, there is expected to 
be an immediate uplift in the sale of packaged 
versus unpackaged products given the focus 
on hygiene. This could already be observed, 
with a steep increase in the previous months, 
as the pandemic took hold over Europe. Private 
label, which has a strong presence in the 
unpackaged space through in-store bakeries, 
could see sales here decline if it cannot offer 
more packaged products. In the long-term, 
however, demand is expected to normalize.

BACK TO BREAD
With consumers expected to be more price-
sensitive as a result of the negative economic 
impact, private label is positioned well as 
affordable alternatives to branded products 
in both economy and premium segments 
if it can capitalize on the demand for more 
packaged baked goods like bread. While bread 
avoidance trends will persist, the perception 
of bread as healthy will grow, too, given its 
links to better digestive health. In addition, the 
focus on immunity-boosting foods will see 
more interest in segments such as fortification 
with magnesium (brain health), probiotics (gut 
health), high fiber and ancient grains. 
With more people baking from scratch 
at home, focusing on convenient baking 
solutions such as cake and bread mixes or 
part-cooked frozen baked goods could be 
another opportunity for private label. Since the 
beginning of March, these types of products 
have already seen strong demand. 

markets

ETHICAL LABEL TYPE 2017 2018 2019
No Added Sugar 10.5 10.5 10.5
No Antibiotics or No Hormones 9.7 9.6 9.5
No Artificial Additives 8.2 8.2 8.1
No Artificial Colours 7.1 7.0 6.9
No Artificial Flavourings 5.9 5.8 5.8
No Artificial Preservatives 2.3 2.3 2.3
No Artificial Sweeteners 1.3 1.3 1.3
No Monosodium Glutamate 1.1 1.1 1.1
Halal 1.0 1.0 1.0
Kosher 1.0 1.0 1.1

TABLE 1: ETHICAL LABELS AS % OF TOTAL MARKET (COOKING INGREDIENTS & MEALS)

While current concerns strongly drive spending 
behaviors of price-sensitive consumers, the perception 
of bread as healthy will grow, as it champions popular 
ethical claims such as free of artificial preservatives, 
locally-sourced, or no artificial colors.
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Mindful Consumption 
Seeks Ethical Labels

CONSUMPTION VALUE IN ETHICS
Consumer habits may shift, but they do not 
fundamentally change easily. According 
to Euromonitor International, the ethical 
labels with the highest retail value sales 
in baked goods in Western Europe in 2019 
were: no artificial preservatives (EUR5.3bn), 
vegetarian (EUR3.4bn), locally sourced 
(EUR3.2bn), no artificial colors (EUR2.3bn), 
and vegan (EUR1.2bn). Over the last five 
years, we’ve seen a stronger focus on 
cleaner ingredients lists and the removal 
of artificial ingredients, local production 
and health, particularly in packaged bread. 
Although most types of bread have always 
inherently been vegetarian and vegan, 
we’re also seeing more vegan claims on 
products in a bid to appeal to consumers 
who associate vegan with healthier 
lifestyles and to help with online searching 
as e-commerce gains traction for such 
products.
This broadly aligns with the shifts we are 
seeing in the rest of packaged food where 
the continued health focus is shaping ethical 
label types. For example, no artificial claims 
are second most important in snacks after 
natural claims and in dairy the third, after 
local sourcing and vegetarian claims.

EAST MEETS WEST
Health and indulgence trends in Western 
Europe are more developed than in Eastern 
Europe. This is evident by not only the 
variety of products but also the variety of 
health and ethical claims that are being 
marketed on products. In Western Europe, 
you can find claims around responsible 
ingredients sourcing to organic to halal and 
kosher on baked goods brands. In Eastern 
Europe, marketing claims are largely 
focused on health with clean labeling, high 
fiber and gluten-free most prominent. 
Another factor to consider is cultural 
tradition around the consumption of 
bread and the channels in which they 
are typically bought. In markets such as 
Greece, France, Spain, Italy and Portugal, 
bakeries remain an important sales 
channel and therefore will continue to drive 
growth of unpackaged bread. On the other 
hand, in markets such as Norway, Sweden 
and the UK, there is a stronger reliance 
on packaged bread formats bought 
through supermarkets and discounters. 
Therefore, the success of products will 
depend on how well they can tap into 
existing channels and/or how well they can 
differentiate themselves within them. �

This is a new database created in 
response to the growing movement 
towards social responsibility 
and sustainability. The system is 
designed to quantify the sales of 
products with ethical labels around 
five platforms:  
1. Clean Label 
2. Environmental & Sustainable 
Sourcing 
3. Animal Welfare 
4. Religious Labels 
5. Charitable Action

PASSPORT ETHICAL LABELS
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From Savory to Bite-Sized
Innovation levels remain high for cupcakes 
and muffins despite the mature state of 
the market. As is the case with cupcakes, 
greater quantities of muffins are now 
being sold via more specialist channels, as 
consumers turn towards artisanal outlets.
By Jonathan Thomas

T
he penetration of snack cakes 
such as cupcakes amongst US 
households is 75%, with sales 
currently worth an estimated 
USD23bn. It is estimated that 

19% of US consumers regularly buy either 
cupcakes or whole cakes, with sales of 
smaller cakes heavily skewed towards 
younger people, due to their busy lifestyles. 
In the UK, small cakes and pastries remain 
amongst the most popular bakery goods 
amongst consumers, while Mintel data 
indicates that cupcakes rank as one of the 
top three sweet bakery goods amongst 
Canadians aged between 18 and 44. 
In markets such as the US, the range of 
flavors and toppings used for cupcakes 
continues to widen. In recent years, cupcakes 
infused with alcohol have begun to emerge; 
targeted as an indulgent treat for adults, 
these have featured popular alcoholic 
beverages such as gin and cream liqueurs 
as an ingredient. Cupcakes are coming 
to be viewed as an acceptable alternative 
to traditional larger wedding cakes, for 
reasons such as their visual appeal and the 
possibilities for personalization. 
As consumers have become more 
demanding in many western markets, 
bakery chains specializing in cupcakes 
have assumed increased significance. 
One example from the US is Sprinkles 
Cupcakes, which is headquartered 
in California and makes over 25,000 
cupcakes every day. Claiming to be the 
only dedicated cupcake chain in the US, 
it began 2020 with new flavors such as Dr. 
Pepper and Flamin’ Hot Cheetos.  

Elsewhere, The Hummingbird Bakery in the 
UK markets itself as ‘the home of American 
baking in London.’ It operates six branches
 in the UK and offers cupcakes in varieties 
such as Red Velvet, Salted Caramel and 
Cookies & Cream.
Meanwhile, the global muffins market 
is now worth more than USD1.7bn and 
growing. Much of the recent growth in 
global demand can be attributed to the 
emergence of products positioned on a 
health platform – these range from smaller 
formats (e.g. mini muffins), which have 
lower calorie levels, to reduced-sugar 
varieties and muffins enhanced with 
additional ingredients such as protein. The 
continued growth in the number of people 
following gluten-free or vegan diets has 
not gone unnoticed, with the result that 
more muffins are now catering for these 
consumers, as well. 
As is the case with cupcakes, greater 
quantities of muffins are now being 
sold via more specialist channels, as 
consumers turn towards artisanal outlets. 
One example is Muffin Break, which was 
established in Canada during the 1970s 
and later acquired by the Australian-based 
Foodco Group. The company now operates 
more than 300 outlets worldwide, which 
bake approximately 3,000 sweet and 
savory muffins from scratch every day. 
In addition to standard sweet and savory 
muffins, its range also includes gluten-free 
and dairy-free varieties, as well as muffins 
made with bran and Premium Delight. 
These are described as muffins made with 
decadent ingredients.

biscuits & snacks
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On a more negative note, the sector 
continues to face pressure from various 
elements of the health lobby. A 2018 
survey carried out in the UK by Action on 
Sugar and the Obesity Health Alliance 
studied blueberry muffins purchased for 
on-the-go consumption via various railway 
stations from across the UK. The survey 
found that, on average, the muffins had 
19% more sugar per portion and were 32% 
larger than those purchased via grocery 
retail outlets such as supermarkets. 
Furthermore, 61% of the muffins analyzed 
in the survey contained the equivalent of 
six teaspoons of sugar or more, which is 
approaching the national daily guideline of 
seven teaspoons as dietary intake. 

CORPORATE & NPD ACTIVITY
As is the case with many other types of 
bakery goods, innovation remains important 
within the muffins and cupcakes market 
to attract and maintain consumer interest. 
It could be argued that innovation is rather 
more challenging for manufacturers of 
muffins compared with other types of 
bakery goods (e.g. cakes and doughnuts) 
since they tend not to be highly decorated. 
Instead, manufacturers have sought to 
innovate via techniques such as adding 
flavors to the dough or colorful drizzles on 
top. Health remains a major driver of new 
product activity, since gluten-free and/or 
vegan muffins and cupcakes continue to 
appear in large numbers. 
One of the most significant NPD trends 
within the muffins market in countries such 
as the UK, the US and Australia has been the 
emergence of more savory products, which 
represent a contrast to traditional varieties 
based on chocolate or fruit. Typically, these 
are served with or without butter, with sales 
peaking around mid-morning and lunchtime. 
The appearance of muffins incorporating 
ingredients such as bacon and eggs has led 
to the category making greater inroads into 
the out-of-home breakfast market, where 
savory muffins have come to be viewed as a 

versatile and convenient option. Should more 
products of this type come to market, more 
muffins may be promoted later in the day, 
possibly as a lunchtime offering.
A recent product launch in this sector came 
in the UK from KaterBake, which forms 
part of Central Foods and provides bakery 
goods for foodservice industry customers. 
The KaterBake range was extended with 
a savory three-cheese mini muffin, made 
with goat’s cheese, Emmental, mozzarella 
and chives. In July 2019, meanwhile, Dawn 
Foods introduced a new savory muffin mix, 
which requires the addition of water and oil 
to make muffins. Targeted at the foodservice 
industry, the new mix aims to tap into the 
growth in demand for products incorporating 
savory ingredients such as cheese, 
vegetables and herbs. 
One company that has increased its share 
of the UK cupcakes market in recent years 
is Premier Foods. During 2017, it signed 
a five-year agreement with Mondelez 
International to produce and market cakes 
and ambient desserts under the Cadbury 
brand. The following year, it launched a new 
Cadbury Heroes cupcakes platter, which 
was positioned as a party item and features 
leading Cadbury chocolate brands such as 
Caramel, Flake and Crunchie. As of 2019, the 
new Heroes line had delivered GBP2m within 
its first year of sales, capturing a 4% share of 
the UK market for branded cupcakes platters. 
Premier’s range of Cadbury-branded 
cupcake platters also includes Oreo Party 
Cupcakes and Dairy Milk Freddo Cupcakes 
– each of the Freddo cupcakes contains less 
than 100 calories. During 2019, Premier 
also extended the Cadbury range with new 
seasonal limited edition cupcakes for the 
Easter period. Examples included a twin 
cupcake pack and an Easter Cupcakes 
Platter, both of which appeared under the 
iconic Cadbury Crème Egg brand. 
These launches illustrate another trend 
evident within the UK market, namely the 
appearance of co-branded cupcakes and 
muffins. A similar launch took place in 
2019, when Kara (the foodservice arm of 
Finsbury Food Group, which distributes 
to around 300 wholesalers and other 
foodservice operators) launched breakfast 
muffins under the Weetabix brand. The new 
muffins, which were positioned as low in 
saturated fats and a good source of fiber, 
were introduced in Apricot & Oat and Apple 
& Raisin flavors. The new muffins were 
launched in two formats, namely individually 
wrapped for on-the-go consumption (which 

From Savory to Bite-Sized of US 
consumers 
regularly 
buy either 
cupcakes or 
whole cakes

19% 

cupcakes are 
baked daily 
by Sprinkles 
Cupcakes 
(California)

25k 

In recent years, cupcakes infused 
with alcohol have begun to emerge; 
targeted as an indulgent treat for 
adults, these have featured popular 
alcoholic beverages such as gin and 
cream liqueurs as an ingredient.
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also includes a Blueberry flavor) and as 
multiple cases which can be included as part 
of an in-store display. 
Also in 2019, The Hummingbird Bakery 
entered into partnership with Kraft Heinz to 
create savory-style cupcakes with unusual 
flavors. Developed to mark the 150th 
anniversary of the Heinz brand, five new 
cupcakes were launched, in the following 
varieties: Tomato Ketchup, Salad Cream, 
Mayonnaise, Baked Beans and Cream of 
Tomato Soup. In keeping with their novel 
flavors, Hummingbird Bakery chose an 
unusual form of marketing, in that each 
of its six outlets initially gave away 25 of 
the cupcakes for free (on a first-come, 
first-served basis) before any were sold. 
It seems reasonable to assume that 
numerous images of these novel cupcakes 
were widely shared on social media 
platforms. In recent years, Hummingbird 
has also developed cupcakes based on 
chocolate confectionery brands owned by 
Mars Inc., with Snickers and Maltesers two 
notable examples. 
Elsewhere, bite-sized products continue to 
appear as manufacturers of muffins and 
cupcakes address the growing demand 
for smaller, indulgent treats that can be 
eaten on the go. During 2018, frozen foods 
distributor Central Foods launched a new 
range of bite-sized bakery goods under its 
KaterBake label – as its name suggests, 
these are marketed to customers within the 
foodservice industry. The range included 
mini filled muffins in Chocolate Hazelnut 
and Apple & Cinnamon varieties. 
The growth in consumer demand for 
muffins and cupcakes with new or novel 
taste profiles shows no sign of abating, 
while the scope for manufacturers to 
experiment continues to widen. This has led 
to the emergence of products with fusion 
flavors, as well as crunchier toppings, 
nutty inclusions, etc. Not only do these 

innovations satisfy a more demanding 
consumer base, but they also cater to the 
desire to showcase visually interesting 
muffins and cupcakes via social media. 
In some instances, manufacturers and 
bakers have turned towards limited-
edition products featuring what might be 
termed ‘seasonal’ flavors – as an example, 
Canyon Bakehouse in the US supplies 
cupcakes themed to tie in with times of 
the year such as Christmas and Halloween. 
Another visible trend has been the use of 
origin or tropical fruits, to add a degree 
of provenance to muffins and cupcakes 
(such as pineapple and Sicilian Lemon), 
while nostalgia has led to the creation 
of products with flavors associated with 
yesteryear. Recent examples from the UK 
market have included Chocolate Pudding 
and Rhubarb & Custard. 

SUMMARY
Both cupcakes and muffins appear 
well-positioned to ride out the current 
drop in demand caused by the COVID-19 
pandemic. Although sales of some of the 
more premium products may fall should 
the global economy contract, the continued 
emergence of new flavors and formats 
should keep demand at reasonable levels. 
At the time of writing, many bakeries and 
other food manufacturers and sellers 
face the daunting prospect of falling or 
negligible demand due to the pandemic; 
although consumers have been permitted 
to undertake food shopping trips in most 
parts of the world, many foodservice 
outlets – which sell bakery goods such 
as muffins and cupcakes for on-the-go 
consumption – have been closed under 
lockdown regulations. Some operators 
have ramped up their online and delivery 
facilities in response to the crisis, with 
micro bakeries having been especially 
active in this sector. 
At present, there are cautious signs of 
recovery, with the result that bakery chains 
should observe some growth over the 
coming months. In the UK, for example, 
Greggs has announced it will open around 
800 stores during the middle of June, while 
both Pret A Manger and Subway are also 
planning to re-open outlets. It remains to 
be seen how badly the COVID-19 pandemic 
will ultimately affect the global bakery 
products industry, although many industry 
sources feel recovery should be underway 
by the end of the year. �

Much of the recent growth in global demand 
can be attributed to the emergence of products 
positioned on a health platform – these range 
from smaller formats (e.g. mini muffins), which 
have lower calorie levels, to reduced-sugar 
varieties and muffins enhanced with additional 
ingredients such as protein.
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