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Perfect once.
Perfect a million times.

You can grow with GEA Bakery.

We share your passion to create perfection. 
At GEA Bakery we combine the craftmanship 
and knowhow of Comas and Imaforni with the 
process expertise, innovation and global reach to 
help you succeed. 
 
Learn more at gea.com/bakery

T
he Coronavirus pandemic has brought significant changes 
to working methods around the world, from team 
dynamics to trade-show attendance, customer service, 
online retail, food-safety concerns, and the list can go on. 
These changes may be very long-lasting and it looks like 

we may never go back to the requirement of having all members 
of staff working from the office. For the foreseeable future, at least, 
the industry will be operating on a hybrid scenario, trying to get its 
bearings and working on a model that will allow it to thrive in an 
online environment.
However, the ongoing disruptions within the food supply chain at 
both international and national levels offer a singular circumstance 
to rethink food provision and rebuild resilient and sustainable agri-
food systems.
For the bakery industry, one of the main impacts of the COVID-19 
crisis has been the increasing concern about food safety and 
hygiene - and the rising requirement for more protective packaging. 
This has had and will continue to have an impact on fresh bakery 
products for the foreseeable future, according to specialists.
Packaged long-life ambient products are therefore the big winners 
of the COVID-19 pandemic, especially packaged bread, which has 
seen double-digit growth during lockdown. Protective packaging 
has given consumers great reassurance, and this is a trend that is 
set to continue in the long term.
The trade-show industry is also adapting to virtual events. With 
the right technology, these virtual trade shows will fill the void as 
we wait for a return to being able to get on a plane, fly to a major 
convention city, check into a hotel, meet a colleague for dinner and 
then brave the crowds at a massive expo hall.
While change is inevitable in every part of business and life, 
embracing it and making the most out of the opportunities it 
presents, is a choice to be saluted. In the coming year, Asia Pacific 
Baker & Biscuit will continue to support every aspect of the industry, 
as it navigates the challenges and build on the developments that 
will emerge on the path ahead. �

Like our page and join our online community: 
www.facebook.com/worldbakers  
 
Follow us on Twitter: http://twitter.com/worldbakers 
We will update regularly on our activities, upcoming  
features and show attendance. 
 
Join our group on LinkedIn search for:  
World Bakers News
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news

Ingredion Acquires 100% Of 
Verdient Foods
Ingredion signed an agreement with James Cameron 
and Suzy Amis Cameron to acquire the remaining portion 
of ownership in Verdient Foods Inc. that the Company 
did not already own. The transaction was funded from 
the company’s available liquidity. No other terms of the 
transaction were disclosed. “Acquiring 100% ownership 
in Verdient Foods enables Ingredion to accelerate 
net sales growth, further expand our manufacturing 
capability and co-create with our customers to serve the 
increasing consumer demand for plant-based foods,” 
said Jim Zallie, Ingredion’s president and CEO.
Valdirene Licht, Ingredion’s senior vice president and 
president, Asia-Pacific added: “In Asia-Pacific, we 
are seeing the plant-based trend starting to go from 
niche to mainstream. Our recent proprietary consumer 
research indicates that one-third of the population in 
the region is already adopting a meat minimizing diet. 
From this strategic investment in Verdient, our region 
will benefit from large-scale plant-based protein 
supply and continued innovation to accelerate our 
presence in the region.”

Fabcon Food Systems Seals Indian 
Partnership Deal
Fabcon Food Systems (FFS) has appointed SM Food 
Engineering as its official representative in India. Marking 
its fifth anniversary this year, the new agreement will 
help build on the 100-strong customer base FFS has 
created, which is spread across the UK, mainland 
Europe, the Middle East, Australia and Africa.
The partnership is effective immediately and will bring 
a new portfolio of food processing products to SM 
Food Engineering’s existing range. Trevor Howard, 
managing director of Fabcon Food Systems said: “SM 
Food Engineering is a prominent player in the snack 
market equipment sector and have excellent long-
term relationships across India and Asia. We feel those 
relationships and their credentials will benefit us as 
we continue to meet the demand for our products in 
all corners of the world.

AAK has developed ILLEXAO™, a range 
of fats suitable for making a ‘super 
compound’ that can replace up to 100% 
of the free cocoa butter in a chocolate 
recipe. In turn, this will enable chocolate 
manufacturers to reduce formulation 
costs by up to 40% with no decline in 
quality or product stability.
The main fat phase of the super 
compound comprises vegetable fats with 
a similar composition to cocoa butter. 
This means it is fully compatible with 
cocoa butter, which will allow chocolate 
manufacturers to use it in their products 
to reduce costs while continuing to add 
cocoa mass to their formulations. The 

super compound delivers equivalent 
taste, texture and meltdown properties, 
as well as a similar nutritional profile.
Traditionally, cocoa butter was the only 
vegetable fat used in chocolate, but 
a combination of increased demand, 
rising prices, varying quality levels and 
inconsistent supplies has led chocolate 
companies to seek alternatives. The 
ILLEXAO™ range allows manufacturers 
to create indulgent chocolate with 
excellent sensory properties and clean-
label credentials while saving 10-40% 
of ingredient costs. The exact amount of 
savings will depend on the recipe and 
raw material costs.

US-based Rustik Oven® announced the 
nationwide expansion of its signature 
artisan bread line. Made with simple, 
real ingredients and available in three 
varieties — Sourdough, Artisan White, 
and Hearty Grains & Seeds — bread 
from The Rustik Oven is Non-GMO 
Project Verified and made without any 
artificial colors or flavors. According to 
the producer, The Rustik Oven is the best 
of both worlds, bringing together the 
great artisan taste and texture of a hand-
crafted bread with the convenience of a 
bread that lasts. Made using a traditional 
European baking process, each variety 
is fermented for at least 14 hours before 
being slow-baked in stone ovens to 
deliver a rich flavor and crusty texture.
“For so long, we heard our consumers’ 
feedback over the struggle of choosing 
between the superior quality of bread 

from their favorite local bakery and the 
longer shelf life and convenience of bread 
from a grocery store,” said Jessica Grane, 
marketing director, Premium & Artisan 
Breads for Bimbo Bakeries USA. “Thanks 
to our signature baking process, we’re 
proud to bring this unique offering to 
the artisan bread category and offer our 
customers the taste that they love in a 
more convenient way.”

The Rustik Oven® Debuts 
Signature Artisan Bread Line

AAK Introduces Lower Cost, 
Premium Chocolate Experience 



Messe Düsseldorf has decided to cancel 
both interpack and components 2021, 
scheduled to take place from February 25 
to March 3, due to the restrictions related 
to the Covid-19 pandemic.
“We have done everything we can to 
do justice to interpack’s tremendous 
importance for the processing and 
packaging industry, even during this 
pandemic – above all because we have 
received encouragement from the industry 
in support of a face-to-face event and 
have a hygiene concept that has been tried 
and tested in practice in place to protect 
everyone involved. Ultimately, however, 
feedback from our exhibitors has shown that 
the uncertainty is too great, and we are thus 

unable to host an interpack event that would 
meet the standards of a leading international 
trade fair,” explained Wolfram N. Diener, CEO 
of Messe Düsseldorf. “On November 25, the 
Federal Government and the German states 
decided to implement stricter measures 
in Germany, and to possibly even extend 
these measures into the new year. This, 
unfortunately, does not give cause for hope 
that the situation will improve significantly 
over the course of the coming months. This 
will affect all Messe Düsseldorf events in 
the first quarter. We are now focusing on 
the next edition of interpack, which will take 
place in May 2023 according to plan, and 
which we will supplement with extended 
online offers,” Diener added.

interpack 2021 Has Been Canceled GEA Introduces Smallest 
Footprint Vertical Packer
GEA announced the introduction of its 
new vertical SmartPacker CX400 D-Zip 
for pre-packaged food products for retail 
and foodservice. It combines fast, high-
quality operation with maximum flexibility 
and uptime, says the company. Apart from 
producing premium quality D-ZIP bags, this 
machine can produce more than 10 different 
bag styles for a wide variety of applications 
such as candy, nuts, frozen fruits and grated 
cheese. The new machine integrates a 
newly-developed corner seal unit, designed 
to reduce complexity and improve quality, 
flexibility and serviceability, thereby meeting 
the demands of today’s processors.
While the GEA SmartPacker has been on 
the market for more than 60 years, the new 
CX400 D-Zip brings premium performance 
with an output of up to 100 D-Zip bags/
minute. GEA promises a 98% uptime and a 
highly accurate operation from a machine 
that carries the smallest footprint of any 
other comparable machine in the industry.



T
he two new segments, Digitalization 
and Automation, highlight the 
underlying theme of the technology 
fair. Anuga FoodTec 2021 will be 
a hybrid of a trade fair and Anuga 

FoodTec@home. Koelnmesse anticipates that 
the mixture of a compact presence trade fair 

and the digital platform Anuga 
FoodTec@home creates the 
best conditions for the industry 
to re-launch. “We have learned 
from many conversations,” the 
organizers announced their 
takeaways in an unprecedented 
year and their plans: “After the 
pandemic-related dry spell, it 
is time for trade fairs again. It’s 
time for personal exchange, 
for intensive networking, for an 
even more innovative Anuga 
FoodTec 2021, which will not 
only bring the industry forward 
again, but also your business.” 
A comprehensive focus on 
attendee safety means complex 

packages of measures are being put in place. 
Koelnmesse debuts #B-SAFE4business to ensure 
a safe fair experience.

#B-SAFE4BUSINESS
Under the title #B-SAFE4business, a campaign 
was launched this summer to explain 
Koelnmesse’s comprehensive protective 
measures for exhibitors and visitors. With the 

#B-SAFE4businessvillage, a real-life experience 
has now been added to the campaign. With 
the #B-SAFE4business-village covering around 
5,000sqm of Hall 9 on trade fair grounds, 
Koelnmesse will be a functioning prototype of 
a trade fair that translates the requirements of 
the German state of North Rhine-Westphalia’s 
Coronavirus Protection Ordinance into the 
event practice of international trade fairs. 
“Many of our customers are unsettled by 
the divergent protection regulations in the 
various federal states and municipalities,” said 
Gerald Böse, CEO of Koelnmesse GmbH. “With 
the #B-SAFE4business-village, we present 
concrete practical examples and strengthen 
the trust in us as a trade fair organizer. We 
are showing how it’s done. And we are saying 
clearly: trade fairs are possible.” 
Safety means distancing, hygiene, face 
coverings, ventilation and the coronavirus app at 
the fairgrounds and beyond. The entire customer 
journey has been mapped, from paperless 
ticketing and the newly developed eGuard 
app for directing the flow of visitors, to a wide 
variety of stand construction concepts that take 
the distancing rules into account even when 
space is limited. New event formats and digital 
technologies show how exhibitors can increase 
their reach with hybrid exhibition stands.
The event program also addresses themes 
that go hand in hand with digitalization and 
automation. Among others, lectures on "Digital 
Factory", "SmartTec 4Food" and "Integrating 
existing machines" are planned. �
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This Is how Hybrid Anuga 
FoodTec 2021 Is Done
“Smart Solutions - Higher Flexibility” is the guiding theme of the Anuga 
FoodTec, one of the first in a new world of in-person/virtual trade events, 
which will take place from March 23 to 26, 2021, in Cologne, Germany.
By Catalina Mihu

Photo: Koelnmesse / Anuga FoodTec/Harald Fleissner

trade fairs

• March 23, 4.05 pm: Enzymatic procedure for the fermentation of stale bread - DLG 

• March 24, 3.30 pm: Innovations in bakery technology (opening) – DLG

• March 24, 3:40 pm: New processes for plant-based protein sources for bakeries

• March 24, 4.55 pm: Innovations in bakery technology (summary and closing)

KEYWORD: Bakery Events, by DLG e.V. – German Agricultural Society



worldbakers.com 9

IPCO is a world-leading manufacturer of solid and perforated carbon 
steel bake oven belts and a company whose partnership with the 
bakery industry extends back almost 100 years.

We supply complete belt solutions from design and manufacture to 
installation and service. And as an independent company within the 
Wallenberg group with 650 employees and a global network of sales 
and service offices, we support oven builders and end users around 
the world.

•	 High	productivity	wide	belts	up	to	3500	mm. 
•	 Maximum	versatility	–	bake	more	on	an	IPCO	steel	belt. 
•	 Energy	efficient	–	lighter	belt	means	lower	carbon	footprint. 
•	 Belt	only	or	full	range	of	conveyor	components. 
•	 Service,	maintenance	and	upgrades	(mesh	replacement).

Solid and perforated bake oven  
belts for reliable, versatile,  
and efficient continuous baking

ipco.com/bake

IPCO_European_Biscuit_and_Baker_210x297.indd   1 17/02/2020   08:41
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W
ith the only constant in 
professional baking being a 
unique product portfolio for 
each manufacturer, a standard 
oven setup has a different 

meaning in each bakery facility. A close 
consideration of current and, importantly, 
future types of goods being baked will provide 
the best clues for the optimum choices in 
oven technology and parameters.
Ken Zvoncheck, director of Process 
Technology at Reading Bakery Systems 
weighs in on possible variations when 
looking at biscuits and cookies, in an 
exclusive interview: “Typically, most 
crackers use a bell-curve temperature 
profile for optimum baking. This profile 
allows for cracker development or lift in 
the initial zones, moisture reduction and 
firmness of the outer shell in the middle 
zones, and finally color balance in the 
latter zones. If a very thin cracker (crisp) is 
desired, then a high-low temperature profile 
may be desired,” he explains. 

THE KEY IS HYBRID
An increasing number of biscuit companies 
decide that flexibility is required either 
for current needs or to protect future 
requirements as markets develop, and 
combine the best baking methods by 
specifying a hybrid oven. 
For biscuits and cookies, an amount of 
radiant heat and convective heat must be 
transferred to the product in the correct 
timeframe and quantity to successfully 
bake them. “Because of that, most of 
the ovens today are built in a hybrid 
configuration with a first section radiant 
and a subsequent convective baking zone. 
This ensures flexibility in production and 
constant results,” Enrico Pevarello, C.O.O. – 

project manager, explained for us on behalf 
of Italian technology specialist LASER.
Keith Graham, Business Development 
manager at Baker Perkins, explains the 
science behind this choice: “DGF and 
convection baking both have characteristics 
that are ideal for one part of the process, 
but not necessarily all of it. Combining 
the benefits can create a unit that exactly 
matches a specific need for any kind 
of biscuit, cookie, cracker, or bar.” DGF 
and convection have different heating, 
thermal efficiency, heat transfer, and 
airflow characteristics that affect product 
quality. “Most hybrid ovens feature a DGF 
section for the first part of the bake. At this 
point, air movement is often undesirable 
as it dries the outer layers and prevents 
proper flow and lift: radiant heat without 
turbulence is preferred,” he adds. During 
the drying and coloring process in the 
later stages of baking, air movement 
is beneficial, so a convection section is 
specified, explains Baker Perkins. 
“The DGF/Convection hybrid is the best 
baking option for most types of product. In 
the DGF sections process conditions can 

Fire It Up!
The setup of a bakery oven is dictated by the 
product and its requirements, which greatly vary 
between various types of biscuits and cookies. 
This is especially important for the heating 
technology powering ovens.

technology

By Catalina Mihu

Photo: Reading Bakery Systems
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Fire It Up!

vary from low temperature, non-turbulent, 
high humidity for cookies through to high-
temperature baking for crackers. The rapid air 
movement of the convection section is ideal 
for drying and coloring most types of products. 
This versatility enables a range of products to 
be baked in the same oven, limited only by the 
choice of band,” Graham adds. If production 
needs change, the oven can be adapted with 
minimum modifications to bake a completely 
different range of products.

ADDED BENEFITS
Traditional laminated crackers have 
historically been baked on DGF ovens; they 
produce a nice cracker but are less efficient 
and more difficult to bake with compared to 

newer, convection heat application. To get 
the best of both worlds, Reading Bakery 
Systems offers hybrid oven versions. “A 
typical hybrid oven configuration may 
comprise two zones of DGF followed by four 
zones of convection. A setup such as this 
allows the customer to develop the desired 
Malliard/caramelization surface browning 
on the cracker with the DGF zones. The 
convection zones would then efficiently pull 
out the remaining moisture evenly thereby 
eliminating any checking issues. The oven 
setup would not “Skip” any zones but some 
DGF could be minimized if a more biased 
heat application toward convection is 
preferred,” Zvoncheck (RBS) illustrates.
Besides, infrared burners are an effective 
feature that can be added to an oven to 
reduce gas consumption. Baker Perkins’ 
Graham explains how it works: “A gas 
burner heats a wire mesh radiator, which in 
turn heats the product, delivering a strong 
radiant heat that provides more efficient 
heat transfer than a ribbon burner. The 
radiant baking characteristics can help to 
create highlights on products where color 

variation is desirable - for example, crackers 
and other high bake products.”
Pevarello also highlights added-benefits 
LASER is routinely requested to provide: 
“Most of the customers require higher 
degrees of automation on baking profiling and 
more accessible ovens for maintenance and 
cleaning. Currently, we are installing baking 
chamber pressure detectors to continuously 
analyze during baking the steam extraction of 
the oven, as well as advanced software that 
ensures the baking temperature is constant in 
a range of +/-2 degrees.”

THE TRICKY PART
The main challenges of baking soft/hard 
biscuits, crackers, or cookies are related 

A typical hybrid oven configuration 
may comprise two zones of 
DGF followed by four zones of 
convection. A setup such as this 
allows the customer to develop the 
desired Malliard/caramelization 
surface browning on the cracker 
with the DGF zones.

Ken Zvoncheck, 
director of Process 
Technology, 
Reading Bakery 
Systems Photo: Baker Perkins

Photo: Reading Bakery Systems
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technology

to the size of the product and the baking 
time, which are both quite small; hence the 
precision required to bake them is much 
more demanding than other bakery products. 
“Everything must be perfect from the very 
beginning,” Pevarello explains for us.
Moreover, “checking” is a common 
challenge - the process of the moisture 
in the cracker equilibrating after baking. 
Zvoncheck explains: “This equilibration 
may cause stress in the cracker, which, in 
turn, results in hairline cracks. These thin 
cracks then result in product breakage in 

the bags. The danger with this issue is that 
when the product is initially packaged there 
are no signs of this checking. Checking only 
occurs up to 24 hours after the product has 
been baked. By this time, the product is 
already in the warehouse or on a truck out 
for delivery so the problem is not noticed 
until it reaches the store shelves.”

COOKIE-CUTTER INNOVATION
When working with a wide range of cookies, 
innovation fuels flexibility, and more. Smart 
features have great potential in process 
optimization. Baker Perkins’ ‘Industry 4.0 
Ready’ technology allows interconnection 
with other systems via the Internet. “All 
systems sample and upload all data from 
the process equipment to a secure cloud 
or server, where it is available to facilitate 
improved decision making. The major 

advantage is that analysis is being carried 
out on the process as a whole, rather than 
discrete sections. Real-time OEE (Overall 
Equipment Effectiveness), trending and basic 
maintenance are all included,” Graham says.
Reading Bakery Systems recommends 
convection technology for all things 
cookie as it is easy to operate with and 
maintain while providing the most uniform 
bake. “In a typical 100-meter long DGF 
cracker oven, there may be 250 individual 
ribbon burners that the baker can adjust 
as needed. These burners must also be 
kept clean and maintained. A similar size 
convection oven may have 6 or 7 burners 
in total,” says Zvoncheck. For smart 
features, he highlights options such as 
dough sheet thickness lasers that aid in 
assuring that a consistent product enters 
the oven. “After all, the oven will only bake 
consistently if what enters the oven is also 
consistent,” he adds. Another good option 
RBS recommends is the use of continuous 
product moisture analyzers after baking. 
“These devices give the baker a constant 
display of product moisture in real-time so 
that they may react more rapidly to correct 
any deficiencies seen,” explains Zvoncheck.
In addition, a series of probes that analyze 
the baking profile in terms of heat flux, 
temperature and airspeed should be always 
present in every industrial bakery in order to 
profile and analyze the baking parameters, 
Pevarello (LASER) recommends.
The tools are here to ensure that cookies 
and biscuits will arrive in packaging and 
to the consumer exactly as intended; for 
high-end tweaks, technology experts will 
have the answers. Research continuously 
brings innovation in new features 
and easier operation for efficiency, all 
good news to perfecting recipes and 
developing new ones. �

Currently, we are installing baking 
chamber pressure detectors to 
continuously analyze during baking 
the steam extraction of the oven, 
as well as advanced software that 
ensures the baking temperature is 
constant in a range of +/-2 degrees.

All systems sample and upload 
all data from the process 
equipment to a secure cloud 
or server, where it is available 
to facilitate improved decision 
making. The major advantage 
is that analysis is being carried 
out on the process as a whole, 
rather than discrete sections.

Enrico Pevarello, 
C.O.O. – project 
manager, LASER

Keith Graham, 
Business 
Development 
manager, Baker 
Perkins

Photo: LASER
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With the use of Vacuum Cooling 
& Baking, we are able to cool the 
cake in the baking tray or baking 
form in 1-3 minutes to a core 
temperature of 35 degrees.

A 
high degree of automation, smart 
production overall, and product 
quality are all topping the priority 
lists for cake manufacturers. 
Cake line specialists share their 

observations regarding all the technical 
aspects of manufacturing products that 
answer to consumer preferences and 
production requirements. 
On behalf of Verhoeven Bakery Equipment 
Family, Maarten van der Coer, sales director, 
and Rogier Vos, commercial product manager 
Vacuum Cooling & Baking Solutions, notice 
the demand for high-quality cake lines and 
more premium (luxury) products. Among the 
requested features they note high-end solutions 
for depositing, baking (ovens), cooling (for which 
the company’s answer is vacuum cooling & 
baking), and the possibility to produce a variety 
of products on one line/installation. “The market 
demands a wide variety of products, different 
sizes and shapes, and many different flavor 
combinations. We recently built a combination 
cake line for a customer who used this 
installation to produce cake products and also 
sweet pies; a good example of a combination 
line,” the specialists detail.
Arda Baydar, sales manager, Cake Concepts, 
shared the company’s know-how from 
two perspectives: “On the product side, we 
frequently encounter shaped requests for 
sandwich bread, cake and derivatives, pancake 
and steam cake,” she highlights. The company’s 

funcake technology helps produce different 
shapes of cakes and cake derivative products 
such as waffles on the same machine with 
rapid cake mold change. Baydar highlights the 
demand for waffles, tartlets and cakes that can 
be produced with this system. “On the other 
hand, sandwich products are among the popular 
demands, especially in Asian markets,” she 
stresses. In this product group, Cake Concepts 
sees demands for products such as ice cream 
sandwich pancakes, roll pancakes and shaped 
sandwich bread. “In addition to all these, steam 
cake products, which are accepted as a niche 
in the market and which we think are very 
delicious, are among our other line demand 
products,” the specialist adds.
On the technology side, with constantly 
developing features and the newest trend 
in industry 4.0 systems, the demands on 
communication among machines and industry 
4.0 are quite intense at Cake Concepts. 
“Moreover, we jointly work on monitoring critical 
production information remotely in order to keep 
the production quality high,” reveals Baydar. 

The Art of Cake
Technology used in automated cake production must perfectly balance 
complexity that would enable it to support a wide variety in execution and 
high-tech simplicity for operation in the most diverse circumstances. We 
are exploring options that provide both, below.

process

By Catalina Mihu

Maarten van 
der Coer (sales 
director) and Rogier 
Vos (commercial 
product manager 
Vacuum Cooling & 
Baking Solutions), 
Verhoeven Bakery 
Equipment Family
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The Asian market is an important one for Cake 
Concepts; their high-capacity pancake systems 
and special depositor systems (such as the 
co-extrusion and double filling depositing 
systems that help produce many flavors on the 
same line), are among solutions that are highly 
requested on the continent.

WORK IN PROGRESS
In continuously upgrading their standard 
cake lines, Verhoeven Bakery Equipment 
Family are looking, first and foremost, at 
the product quality. “Implementing Vacuum 
Cooling & Baking results in high-quality 
products, longer shelf-life and substantial 
savings in production time,” they explain 
for us. Cakes are especially fragile right 
after baking; the product has to cool down 
before other process steps can continue. 
This is why Verhoeven Bakery Equipment 
Family integrates vacuum cooling & baking 
solutions. “With the use of Vacuum Cooling 
& Baking, we are able to cool the cake in the 
baking tray or baking form in 1-3 minutes 
to a core temperature of 35 degrees. When 
the core temperature is 35 degrees or lower, 
the fragility of the product has decreased 
substantially. Handling can start, and the risk 
of product damage is small and almost never 
occurs,” the specialists explain.
Specially-designed machines are a priority 
for Cake Concepts, according to the existing 
factory systems and other demands. Cake 
Concepts heavily relies on their engineering 
and automation team, we learn. This is how 
the company can offer funcake and pancake 
systems as fully automatic systems. In their 
lines, the orientation of the products is precisely 
calculated and the workstations are placed 
according to this orientation so that the product 

position is not disturbed and the cakes are 
not touched. She adds: “The design of the 
necessary systems such as the removal of the 
products from the mold is made with special 
depanner designs according to the product 
shape. While sandwiching the products, the 
stopping positions of the products and the 
concentricity of the elements that make up the 
sandwich are made with high-precision vacuum 
and adjustable systems. Thus, we ensure that 
the products, especially those that are more 
sensitive, go to packaging correctly.”

ALL OF THE CAKES
The ability to quickly 
change between, 
and support the 
manufacturing of, as 
many types of cakes as 
the manufacturers envision is 
the core concept that influences the structure 
of the line. Verhoeven Bakery Equipment 
Family lists an impressive array of possibilities 
in terms of different styles, ranges of cakes, 
pies, or tarts: “We can work with different 
products, flavors and flavor combinations, 
sizes, shapes, fillings, toppings, cutting, 
slicing and portioning on one line. There are 
no limits in product variation; again, it all 
depends on the willingness to invest and ROI,” 
the specialists say.
The company ensures that changing between 
production sequences is seamless: “Most 
automatic systems include an automatic 
baking form and baking tray storage. 
Automatic systems are controlled by our 
software and touch panels. When a new recipe 
run starts, the system automatically changes 
the baking trays and forms. As everything is 
controlled by software, every changeover can 
be done automatically.”
Product variation means different shapes and 
fillings; Cake Concepts systems increases 
product variety by combining different 
fillings with co-extrusion and two-color 
shapes in round and roll form, for example. 
To tackle automated production, the system 
takes into consideration all the process and 
product requirements in the design phase. 
“It is important to evaluate the production 
conditions in line with the needs of our 
partners,” concludes Cake Concepts. �

Sandwich products are among the popular demands, 
especially in Asian markets. In this product group, there 
are demands such as ice cream sandwich pancakes, roll 
pancakes and shaped sandwich bread.

Arda Baydar, 
sales manager, 
Cake Concepts
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C
onsumer demands for greater 
transparency in labeling, 
coupled with more sophisticated 
products, with particular nutritive, 
environmental, or ethical 

attributes, are resulting in a proliferation 
of label claims, necessitating ever more 
authenticity verification, in turn placing 
increased demands on traceability.
Manufacturers and brand owners have 
generally improved their traceability 
schemes well beyond legal requirements. 
This has been both to minimize losses in 
the event of a recall, and also as part of 
increasingly efficient management control 
systems. The advancements have been 
aided by progress in modern technology and 
computerized systems.

PACKAGING AS A DATA CARRIER
In a recent Q&A with Craig Stobie, director 
of Global Sector Management, Domino 
Printing Sciences, Asia Pacific Baker & 
Biscuit asked the specialist about the 
role of printing & labeling in traceability 
systems: "Over the past few years, 
‘intelligent’ packaging with QR (Quick 
Response) codes, AR (Augmented Reality), 
and NFC (Near Field Communication) has 
become more commonplace as connected 
technology advanced along with printing 
capability. Throughout the entire supply 
chain journey, manufacturers, retailers, 
and consumers can now benefit from a 
myriad of opportunities to receive accurate, 

real-time information, potentially down to 
an individual bakery product – or ‘batch of 
one’ – level," Stobie explained.
"For the packaging industry, the QR code, 
in particular, is a great means of harnessing 
the power of packaging as a data carrier. 
These now ‘intelligent QR’ codes reduce 
the need for multiple codes on a pack and 
can direct interactions to different URLs at 
different points along the product’s journey, 
moving from production tracking, through 
supply and logistics data to point of sale 
and – ultimately – the consumer."
From a manufacturer’s perspective, QR 
codes can be used to support transparency 
and traceability throughout the global supply 
chain, from the point a bakery product 
leaves the factory, to the point at which 
it lands on the supermarket shelf. It also 
provides a means to transmit greater data to 
the consumer and, in a world of protracted 
supply chains, generates a vehicle to 
interact with them directly, build brand 
loyalty and gather insightful customer data. 
This creates an opportunity to go further 
than ever before with brand identity – well 
beyond traditional packaging and media 
channels, the specialist points out.
The data gleaned can be used to inform 
essential business decisions around 
which product ranges are performing well 
and to very specific market segments 
(by geography, demographic, and even 
purchasing habits). In turn, this can drive 
marketing campaigns, ensure more 

Food Labeling 
Is the Pinnacle of 
Traceability Systems
Integrating traceability systems with food labeling is a key driver 
to demonstrate the accuracy of the promised product value to 
the customer and the stakeholders but also to inform and verify 
sustainability attributes embodied in food products.

packaging

By Tudor Vintiloiu
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efficient production and supply chains, and 
reduce waste, helping organizations to 
meet sustainability challenges.

WHAT IS IMPORTANT
The aim of food labeling is to provide 
consumers with information that may 
influence their purchasing decisions. For 
example, consumers may want to know 
what ingredients are in a food product, 
how to cook it, how it should be stored, its 
best-before or use-by date, its fat content or 
other nutritional properties. Detailed, honest 
and accurate labeling is essential to inform 
the consumer as to the exact nature and 
characteristics of the food product, enabling 
them to make a more informed choice.
A study conducted by the Food Safety 
Authority of Ireland into Consumers’ 
Attitudes to Food Labeling found that 
more than half of consumers never, rarely 
or only sometimes read food labels. The 
proportion of consumers who always 
consult food labels, however, has risen to 
25% from 8% in 2004. The main reasons 
consumers do consult food labels, are 
to obtain information on the nutritional 
content, or to look for specific ingredients. 

Consumers are least likely to consult labels 
on everyday products and also for foods 
they considered to be ‘junk food’.
Labeling, however, does seem to influence 
consumers’ purchasing decisions, with 
at least two thirds saying they would be 
inclined to buy a food bearing a nutritional 
claim. This survey also showed that origin 
labeling and traceability information is 
important to consumers, as the majority 
explicitly said they wanted to have this 
information on all foods, including loose 
and pre-packaged foods.
Local food is perceived as having a large 
variety of benefits, that range from the 
satisfaction of enjoying a homemade 
authentic food product, to the local-
food's intrinsic ability to enhance the 
sustainability of the food system, reducing 
the carbon footprint and providing new 
market opportunities for local producers. 
The labeling of food products, therefore, 
becomes more and more a strategic 
element for product differentiation in the 
entire supply chain, since it affects the 
strategic behavior of producers, of those 
who become part of the supply chain and 
the label's evolution itself. �

Regulation (EC) No 178/2002 
obliges all food business operators 
to put in place a reliable traceability 
system in the European ambit. This 
requirement and other mandatory 
requests are surely important when 
speaking of high transparency 
and food safety for the final 
consumer; on the other hand, the 
importance and the perceived 
quality of food products may be 
considerably enhanced in this way. 
Consequently, Regulation (EU) 
No 1169/2011 defines specific 
obligatory labeling requirements. 
This document also allows 
European Member Countries to 
make specific labeling requests in 
certain situations, provided that 
a demonstrated relation exists 
between food quality and food 
origin, and a proven majority 
of food consumers desire more 
information on the topic.

EU REGULATIONS
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K
nowledge is power, so 
understanding exactly why we 
use specific ingredients can go 
a long way in helping you make 
changes to existing products or 

create new ones. After all, small changes 
in a recipe can have a large impact on the 
finished product quality and characteristics. 
Here I’ll discuss the functionality and role 
of the four main cake ingredients, the 
challenges related to removing or reducing 
them and (where possible) will offer 
potential alternative ingredients.   

ROLE OF WHEAT FLOUR 
Flour is one of the most important 
ingredients in cake batters. Flour made 
from soft wheat is typically used for cakes 
as it contains a lower level of protein and 
absorbs less water compared to flours 
made from other wheats. There’s also the 
matter of gluten. Gluten in soft wheat is 
extensible but not as elastic as in bread 
flour due to the lower levels of glutenin, 
which ensures the desirable cake texture 
that we’re familiar with. Overall, the main 
role of wheat flour is to provide a cake with 
a structure that forms a good crumb.  

GOING GLUTEN-FREE
From celiac disease to wheat allergy, there 
are several reasons why a manufacturer 
may look to remove wheat from their cake 

products. Even though gluten development 
does not play as important a role in cakes 
as in bread products, replacing wheat flour 
with gluten-free flours can have a huge 
impact on product quality. 
Switching from wheat flour to gluten-
free flour can cause structural 
challenges. A possible solution is to 
include hydrocolloids such as xanthan 
or cellulose gums to stabilize the batter. 
Manufacturers may also consider using 
starch blends to replace wheat flour; 
however, this can cause the cake to stale 
quicker. Increasing the fat content of 
cakes can reduce the rate of staling, but 
this may introduce a nutritional challenge.
  
REDUCING SUGAR 
It’s now well documented that excess 
sugar consumption can increase your 
risk of obesity, cardiovascular disease, 
and other health problems including 
type 2 diabetes. Eating too much of the 
sweet stuff also harms dental health, so 
there are many good reasons to look for 
alternatives. However, sugar is responsible 
for many functional properties: it alters 
batter viscosity, works as a bulking agent 
and preservative, provides texture, and 
determines setting temperature, color 
and flavor. Therefore, replacing it is not 
straight forward and might make the 
ingredient list longer and less ‘clean’. 

Make Cake Work
The lightness, moistness and 
tenderness of cakes are what makes 
them unique and, at least partly, the 
reason why they’re loved by so many 
consumers. Four main ingredients 
make up the bulk of cakes: wheat 
flour, sugar, fat and egg. These four 
components alone may achieve a cake 
with a clean label, but for different 
reasons, some manufacturers look to 
remove or reduce them. 

research

By Mike Adams, product innovation lead, Campden BRI
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Make Cake Work

Stabilizing the bubbles in a cake batter is the 
first hurdle. Sucrose dissolves in the aqueous 
phase of a batter and this stabilizes the foam 
by controlling the viscosity of the continuous 
phase, which allows the starch granules 
to be suspended, preventing coalescing 
from happening. Sugars also absorb water 
and prevent complete hydration of gluten 
which helps prevent the gluten network 
from forming and keeps cake soft and fluffy. 
Various emulsifiers, gums and gels can be 
used to stabilize and control batter viscosity. 
Theoretically, salt could be used to influence 
the setting temperature, but including higher 
levels of salt can cause flavor issues and would 
introduce another nutrition-related issue.
When it comes to a bulking agent in cake, 
sugar plays an important role. Polyols (e.g. 
sorbitol, maltitol) and fibers (e.g. inulin) can 
be used as bulking agents but they also 
bring sweetness. Unlike sugars, polyols are 
incompletely digested by the body. In addition 

to their low calorific value, polyols have a low 
glycaemic index and may help reduce the risk 
of some lifestyle-related diseases. However, 
using polyols in large quantities can result in a 
laxative effect, while for some people eating too 
much inulin can cause digestive discomfort.
Even though there are some solutions to 
replace sugar in cakes, there is no one-
size-fits-all solution - the best approach, 
therefore, is to determine what works for 
each product on a case-by-case basis. 

ROLE OF FAT
Many cake recipes call for a significant 
amount of fat to aid in functions including 
moisturizing, aeration, enriching, emulsifying, 
providing structure and color, and reducing 
staling rate. Cake products often contain both 
saturated and unsaturated fats sourced from 
rapeseed (canola), soybean, palm, sunflower, 
cottonseed, corn, nut and coconut, and 
animal-based fat butter.  
In cake batter, fat is involved with the 
uniform distribution of fine bubbles which 
contributes to the cake’s final volume and 
crumb structure. This outcome occurs 
during baking: the fat withdraws from the 
air bubbles, which are left in the more 
viscous aqueous phase to produce a foam 
which is stabilized by egg protein to prevent 
coalescence of air bubbles.  The fat in cake 
batter also applies emulsifying properties 
and holds considerable amounts of liquid 

Many cake recipes call for a 
significant amount of fat to aid in 
functions including moisturizing, 
aeration, enriching, emulsifying, 
providing structure and color, and 
reducing staling rate.
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research

to increase and extend cake softness, while 
also tenderizing the crumb by interrupting the 
protein particles, breaking gluten continuity.

FAT REDUCTION
Despite their important role, there is increasing 
consumer-driven demand for baked goods 
containing a lower saturated fat content. 
Further still, many cakes contain palm fat, 
which has implications related to sustainability 
and, therefore, discourages some customers 
from purchasing. However, removing fats or 
replacing saturated fats with unsaturated oils can 
compromise cake quality. 
Several fat replacements have been investigated 
in baked food products, ranging from complex 
carbohydrates, gums and gels to protein and 
modified fats. Complex carbohydrates bind 
water and can mimic the texture and viscosity of 
fats in baked goods, whereas things get a little 
more interesting with proteins. This amino-acid-
containing nutrient can create tiny spheres of 
protein mixtures from egg and whey proteins 
which are designed to roll on the tongue when 
eaten. They can also entrap water to create a 
creamy texture similar to fats. Modified fats 
include triglycerides that have been esterified 
with sugars to delay their digestion. However, 
some undesirable digestive health effects have 
been related to these types of fats.

ROLE OF EGG
Egg is a multifunctional ingredient. In baked 
goods, eggs provide moisture, aeration, 
enrichment, emulsification, create structures 
and provide color to the crumb. In cakes, its 
primary function is to add structure. The egg 
white, the albumen, is used to provide volume 
and to set structure due to its capability to 
easily aerate only to then coagulate and set 
once heated. When whipped into the cake 
batter, the egg proteins create a stable foam 
that holds the other ingredients together, 
creating a better volume and the crumb 
structure we desire in good cakes. 
Aside from this structural forming protein, 
egg also contains yolk. Egg yolks contain 

a powerful emulsifier called lecithin. This 
emulsifier allows for the fat in the batter 
to remain in smaller globules and disperse 
throughout the batter’s liquid, consequently 
creating more consistent textures. The high 
level of yellow or orange carotenoids in the 
yolks also contributes to the crumb color.

EGG REPLACEMENT
The increased popularity of plant-based diets 
has led to significant developments in the field 
of egg replacement. The rise of vegan and plant-
based diets has encouraged the food industry to 
produce or reformulate products to cater to this 
growing band of consumers. But replacing egg 
as an ingredient in cakes is no easy task.
Not many other ingredients can create foams 
and gel while also setting the structure when 
heated, add flavor and color, and also contain 
phospholipid emulsifiers and surface-active 
proteins that can adhere to the air/water 
interface. Egg-free recipes are still few and 
far between, and for good reason. The big 
challenge is to find alternative ingredients 
that alone, or in combination with others, can 
replace the functionalities required in bakery 
products, including cakes.
It is possible to replicate these functionalities to 
some extent by using plant-based ingredients 
which are known to have great functional 
properties such as foaming, emulsification 
and gelling. However, plant proteins are not 
a uniform group of proteins and finding the 
right combination of ingredients has proven to 
be difficult. The structural integrity of a cake 
is largely created by the gelling function of 
the egg white proteins upon heating. Finding 
alternative ingredients that gel and set in the 
same way can be incredibly difficult whilst also 
needing to consider the ingredient’s solubility, 
stability, cold and hot swelling capability, and 
of course cost. 

CONCLUSION 
Even though a gluten-free, egg-free, sugar-free 
and low-fat cake might be almost impossible 
to achieve without compromising the product 
quality, it is possible to formulate cakes that 
would be perceived as ‘healthier’ to cater 
to a wider group of consumers. It is crucial 
to understand that each ingredient has its 
functional role to play in cakes and small 
changes in the recipe can have a large impact 
on the finished product. 
Some ingredients are particularly difficult to 
replace, egg being a prime example. That’s 
why some of our scientists at Campden BRI are 
currently undertaking research to optimize the 
technical performance of plant-based proteins.�

Some ingredients are particularly 
difficult to replace, egg being a 
prime example. That’s why some of 
our scientists at Campden BRI are 
currently undertaking research to 
optimize the technical performance 
of plant-based proteins.
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Chocolate is the reigning flavor within the bakery segment. Its dominance 
is not threatened by evolving trends; however, consumers’ changing 
priorities with the times will influence the entire industry segment. 
Innovation is required to reset the entire supply chain.

22 Winter - 2020

T
he global Asia-Pacific 
chocolate market is projected 
to reach around USD 28bn 
by the end of 2027, in terms 
of revenue, growing at CAGR 

of 5% during the forecast period of 
2019 to 2027, as highlighted in a report 
published by Coherent Market Insights. 
In bakery, chocolate was traditionally 
associated with cakes before growing to 
become a mainstream flavor in biscuits. 
“We are seeing the next trend being 
set on chocolate in bakeries through 
new concepts such as chocolate-
enrobed cakes, and biscuits. As India 
emerges as the next big opportunity 
for chocolate products, bakery would 
be the biggest driver since India also 
happens to be one of the biggest 
bakery markets in the world,” Paul 
Lechevalier, VP, R&D, Barry Callebaut 
Asia Pacific, shared in an interview.
Looking into the types of chocolate 
being requested, Barry Callebaut sees 
an increasing trend for chocolate 
dessert in bakery and pastry 
applications, where creativity and 
visual aspects rule. “We see a trend 
that is more original and more colorful 
than before. For example, it translates 
into an increase in white chocolate 
usage, because it can be combined 
with other colors and used as a base 
for other ingredients for visual impact. 
We see more chocolate combined with 
inclusions and decorations to make it 
esthetically appealing,” Denis Convert, 

VP, Gourmet, Barry Callebaut Asia 
Pacific, also explains.
The chocolate expert also observes 
the healthy food trend is also gaining 
momentum in this segment, good-
for-you food as well as good-for-the-
planet food. “We see more vegan 
chocolate and vegan dessert, we see 
more customers claiming sustainable 
chocolate as good for the planet and 
trends for less sugar,” Convert adds. 
The company observes a growing 
trend regarding health concerns, which 
includes sugar reduction and high-
protein products. 

SUSTAINABILITY & 
INNOVATION
At  Barry Callebaut, Forever Chocolate 
is the company’s ambition to achieve 
sustainable chocolate by 2025. “We 
believe that through the power of big 
data and technology, we can have a 
proper understanding of structural 
sustainability challenges in the 
chocolate supply chain, which is key in 
forming the basis for our solutions to 
make sustainable chocolate the norm,” 
Lechevalier says.
On the other hand, farm-specific support 
is more effective in lifting farmers 
out of poverty than a one-size-fits-all 
approach. "Barry Callebaut is building a 
unique cocoa farmer database, providing 
tailor-made farm services, establishing 
traceability in our supply chain for all 
ingredients at risk of causing deforestation 

ingredients & nutrition

By Catalina Mihu

Sweet Perspectives for Ch ocolate
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and we have developed a highly innovative 
carbon foot print methodology for cocoa." 
As a manufacturer, innovation translates into 
the launch of a new type of chocolate like 
Ruby chocolate, which has a combination 
of being visually attractive, a new taste but 
at the same time, it is natural and good for 
you, Convert details. Besides, “Whole food 
chocolate will arrive in the market in the 
coming months. It is made only with cocoa 
ingredients and it would be a 100%  fruit-
originated chocolate,” he also anticipates. 
The specialist also shared they are working 
on innovation in the field of plant-based and 
dairy-free solutions to address the current 
health trend, and to cater to specific diets 
for vegans. A very interesting segment, 
according to the specialist, is that of premium 
product ranges; what sets it apart is taste 
and workability, Barry Callebaut’s Lechevalier 
explains: “Taste is always the most important 
criteria to deliver superior quality. Workability 
is very important as well because not all 
chocolate is equal. In a bakery environment, 
some chocolate is easier to work with, in 
other words, the success and ability to deliver 
cakes and desserts will be guaranteed if you 
have the right chocolate and hence achieve 
the perfect texture and baking. That’s the 
reason why, recently, we have remastered 
our Callebaut chocolate, the famous Belgian 
chocolate, to make it the leading recipe in 
terms of taste and workability – to ensure 
both professional bakers and young bakers 
can get success with this chocolate.”
In November, the  Barry Callebaut Group 
unveiled its refined and reinforced brand 
Van Leer Chocolates with a new, distinctive 
identity and positioning. The reimagined 
Van Leer is their North American gourmet 
chocolate brand producing simple 
and quality products with sustainable, 
responsible, and simple solutions for 
bakeries, confectioneries, or ice cream. 

SOME CONCERNS
Among the challenges in working with 
chocolate in Asia’s bakeries, an unexpected 
one: the weather, which is warm most 
of the time, causing products to melt. 
Solutions come in handy: “For packaging, 

we develop an e-trade system to ensure 
that the products are able to resist 
higher temperatures and not stick to the 
packaging,” Lechevalier says. Another 
solution can be using chocolate as a filling 
instead coating the biscuit, for example.
Sourcing is another issue in the business. 
In Asia, Indonesia is the main exporter of 
cocoa. “However, with 70% of the worldwide 
cocoa production in West Africa, namely Ivory 
Coast, Ghana, Nigeria & Cameroon, potential 
political and social unrest, or adverse 
weather, and even COVID in West Africa 
will impact the cocoa supply negatively,” 
Lechevalier explains. The pandemic 
impacted sourcing and supplying for the 
APAC; “This includes high cost of imports 
due to rigid custom procedures, quarantine 
and tax environment in countries where our 
Asian factories are operated,” he illustrates. 
Non-cocoa ingredients (sugar, dairy 
products, oil and fats, and other specialty 
ingredients like colorings and emulsifiers) 
also pose challenges in sourcing, due to 
the strong competition in the markets. “At 
Barry Callebaut, we aim to source 100% 
sustainable ingredients through our Forever 
Chocolate ambition. We aim to source not 
just good ingredients, but ingredients that do 
good for the planet,” he stresses.
AAK has recently developed ILLEXAO™, a 
range of fats suitable for making a ‘super 
compound’ that can replace up to 100% of 
the free cocoa butter in a chocolate recipe. 
This will enable chocolate manufacturers to 
reduce formulation costs by up to 40% and 
preserve quality or product stability. The main 
fat phase of the super compound comprises 
vegetable fats with a similar composition 
to cocoa butter, making it fully compatible 
with cocoa butter, which will allow chocolate 
manufacturers to use it in their products 
to reduce costs while continuing to add 
cocoa mass to their formulations. The super 
compound delivers equivalent taste, texture 
and meltdown properties, as well as a similar 
nutritional profile, the company explained in 
an announcement at the product’s launch.
Growth in the retail industry is projected 
to foster the market growth of Asia Pacific 
chocolates. Increasing production capacity 
in the region to meet the rising demand is 
expected to be a major trend, according 
to Coherent Market Insights. For instance, 
in June 2020, Barry Callebaut has added 
a fourth chocolate production line to its 
Singapore facility, as it aims to meet 
the increased demand for chocolate in 
Southeast Asia. �

Whole food chocolate will arrive in the market 
in the coming months. It is made only with 
cocoa ingredients and it would be a 100%  
fruit-originated chocolate.

Denis Convert, VP, 
Gourmet, Barry 
Callebaut Asia 
Pacific

Sweet Perspectives for Ch ocolate
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T
his year has been all but 
ordinary. In March 2020, Danish 
consumers were so afraid about 
being infected with Coronavirus 
by consuming unpackaged 

baked goods that sales collapsed 
overnight. Retailers quickly started 
raising transparent “sneeze covers” and 
individually packed each artisanal item in 
the shop. It is a compromise, however, as 
individually packed artisanal baked goods 
are missing the key feature of being naked 
to the eyes of the consumer, while shelf 
life typically is shorter than industrially 
packaged baked goods. Asia-Pacific 
consumers shared no such fears that 
the Danish did. While unpackaged bread 
shrunk and packaged did record growth, 
this was caused by other factors and not 
the fear that baked goods might be a virus 
carrier. This is highlighted by the fact that 
in APAC, unpackaged pastries and cakes 
retail volume is set to decline by 1% in 
2020, while packaged pastries and cakes 
retail volume is set to remain unchanged. 
This suggests there was no significant shift 
from unpackaged to packaged.

PARTIAL WORK-FROM-HOME IS 
HERE TO STAY PERMANENTLY
COVID-19 for the moment is under control 
in China, Myanmar, Singapore and South 
Korea, while India, Indonesia, Japan, 
Malaysia and the Philippines are still 
very much at risk. Whether the pandemic 
starts feeling more like a historic event or 
whether it is still very active, people are 

on average spending more time at home. 
In fact, according to our survey among 
1,445 decision makers using our data for 
strategic analysis, 67% expect increased 
work from home to be a permanent effect 
from the pandemic, while channel shifts 
and limitations to social interaction are 
expected to eventually return to pre-
COVID-19 levels. Largely in line with the 
global survey, 62.2% of APAC respondents 
identified increased work from home as 
a permanent shift in lifestyle from the 
COVID-19 pandemic.
While previously many Southeast Asian 
workers commonly spent around half 
an hour in the morning having breakfast 
in foodservice, often a lunch-style meal 
such as fried rice or similar, stay-at-home 
workers suddenly found themselves 
unlimited by the restaurant menu. At 

Work-from-home, Wholegrain 
and Hometainment Hold 
Potential for Asia-Pacific Bakery

Consumer fear of infection carried by baked goods was 
notably absent from the Asia Pacific. Although at the overall 
level unpackaged bread shrunk and packaged grew, we will 
see that this was driven by other factors.

trends

By David Ingemar Hedin, consultant, Euromonitor International
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Work-from-home, Wholegrain 
and Hometainment Hold 
Potential for Asia-Pacific Bakery

retail volume 
growth in 
packaged bread 
was recorded 
in Malaysia, 
up from 2% in 
2019

12% 

home, they can have anything that comes 
to mind. This led to packaged sliced bread 
selling out in Malaysia, and consumers bulk 
stocking it in their freezers. This contributed 
to 12% retail volume growth in packaged 
bread, up from 2% in 2019. During peak 
demand, production and logistics struggled 
to keep up, limiting market growth, so the 
full-year growth could have been higher still. 
Meanwhile, less time spent on the go meant 
local bakeries’ unpackaged baked goods lost 
a few percentage points across the region.
By not having to commute, working from 
home saves around one hour daily, with 
workers in dense and vast cities such as 
Delhi NCR, Beijing and Tokyo averaging 
commutes over 100 minutes daily.
This extra time disproportionally benefits 
the morning hours, and across the world, 
breakfast has seen a renaissance.  
However, it will be up to companies to 
monetize this once-in-a-century opportunity 
to cement a new emerging lifestyle, by 
offering consumers a larger selection than 
just white toast.

THE HIGH-FIBER BREAD TREND 
AND THE WAR ON SUGAR
COVID-19 is fading from the list of immediate 
concerns for many consumers in the Asia 
Pacific, with Euromonitor International 
employees in Seoul, Singapore and Shanghai 
regularly back in the office. This means that 
consumer focus returns to the underlying trends, 
such as low carb, low GI, high fiber, high protein 
and low sugar. These trends are strengthening 
in the developed markets of Asia, not least in 
Japan where the share of respondents in the 
Euromonitor International Global Consumer 

Lifestyles Survey claiming to limit intake 
of bread, pasta and other carbohydrates, 
and increasing protein intake instead, grew 
significantly between 2016 and 2019 across all 
age groups. It shows a long-term development 
potential for this trend in the wider APAC.
Where much of bread is white (e.g. Japanese 
Shokupan, Vietnamese bahn mi and similar 
products throughout APAC), adding a 
convincing and tasty wholegrain assortment 
may be necessary in the long term to avoid 
the kind of decline that baked goods saw in 
Southern Europe during the last decade. That 
would be a welcome adjustment for health 
ministry officials as well, as white breads 
produce a rapid insulin response which in the 
long term, just like frequent high sugar intake, 
increases the risk for developing diabetes, 
already affecting 9.8% of the APAC population, 
not least in China at 9.5 % and India at 11.3 %. 
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Using a less processed grain in baking gives 
a darker color and more distinct flavor and a 
better nutritional profile, including prebiotic fiber 
for a better gut feeling and slower and longer 
energy release. That, in turn, makes it easier 
to withstand the urge to snack and keeps the 
blood sugar and energy level high for longer. 
This was a key selling point for Mondelez’s 
hugely successful BelVita high-fiber breakfast 
biscuits that sold almost USD1bn worth of 
product globally in 2019. Malaysia- based 
Kawan Food uses an identical claim for its 
Low GI (glycaemic index) Paratha and Chapati 
- “helps you stay fuller for longer”, “sustained 
energy release” etc. However, available high-
fiber packs are often smaller than standard 
white, and currently the lower sales volumes 
sometimes keep the price difference between 
wholegrain and standard larger than it need be. 
This development towards lower GI is 
happening in a context where discussions 
around sugar taxes continue and Brunei, 
Thailand, the Philippines and Malaysia 
already have some form of sugar tax in place. 
Meanwhile, portion packaged cakes, including 
Chocopie, Lotte, Orion and layer cakes such as 
Apollo, gained in 2020 as many parents spent 
more time at home with children while working 
from home used these to reward (bribe) their 
children. In South Korea, the 2020 retail volume 
growth is set to reach 11%. 
Marketing food for children is special in that 
it needs to convince both the parent and the 
child. Successful products for children are 
those that parents feel good about giving to 
their children and which the children want to 
eat. Given the increased attention to health 
across APAC, it is not clear that parents will feel 
good about giving standard packaged cakes to 
their children in the long term. For the forecast 
period, we would expect a demand for healthier  
snacks for children in APAC.

HOMETAINMENT AND THE NEW 
EXPERIENTIAL CONSUMER
To round up, we must also consider the global 
hometainment trend, which refers to the 

need to fill increased time spent at home with 
meaningful activities. Many have turned to 
baking as a means of both saving money and 
meaningfully passing the time. It contributes 
to reducing sales of baked goods in the short 
term. However, given APAC’s low baked goods 
consumption per capita and strong growth 
especially in pastries and cakes, supporting 
the trend while exposing your brand can yield 
long-term benefits. 
Supporting first-time bakers and introducing 
new recipes and ideas, Singapore’s Bake 
Starters sells kits with basic cooking items 
of high quality in pre-measured quantities, 
alongside a recipe and articles on how to 
perform key steps such as kneading the 
dough properly. During the largest surge in 
cases between the end of March and the 
end of June 2020, the quantity of Google 
searches for recipes in Singapore was above 
average, reaching a peak at the beginning 
of May when this search term was twice 
as popular as during 2019. Meanwhile, in 
Thailand, Le Pan has encouraged consumers 
to use its bread to create desserts through 
the addition of a range of suggested 
complementary ingredients. 
In 2019, Asia Pacific consumed only 6.7kg of 
baked goods per capita compared to 77.8kg 
in Western Europe. As these are still not 
ordinary times, the chance to pivot towards 
some of the emerging trends in baked goods 
may lay the foundation for a “new normal” 
for baked goods in the Asia Pacific. As a 
Europe-based food market professional, 
the bread-intensive experience of my own 
region shapes my view of other regions as 
well. Meanwhile, regular collaboration with 
colleagues from Euromonitor International 
offices in Shanghai, Seoul, Tokyo and 
Singapore helps to better understand the 
local specifics that shape consumers’ 
experience with and love for food in Asia 
Pacific (APAC). This article combines both to 
focus on some of APAC’s growing trends and 
emerging niches. �

This development towards lower 
GI is happening in a context 
where discussions around sugar 
taxes continue and Brunei, 
Thailand, the Philippines and 
Malaysia already have some form 
of sugar tax in place.
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An emerging trend, as a result 
of the pandemic, is a heightened 
awareness for sustainability and 
clean-label credentials.

F
or centuries, traditional pastries 
have characterized Asia’s 
culinary heritage, taking on an 
assortment of forms, from the 
humble pineapple bun to the 

iconic mooncake. Infused into the Asian 
diet, traditional pastries are savored at the 
start of the morning, throughout the day 
and on special occasions. In contemporary 
Asia, however, where young skilled pastry 
chefs are mastering the Western artistry of 
pastry making, Asia’s pastry realm is being 
redefined through Western techniques and 
Asian flavors. Natsuko Shoji was recently 
declared Asia’s Best Pastry Chef 2020 by the 
ranking The World’s 50 Best Restaurants; 
while in 2019, a trio of young pastry chefs 
from Malaysia surprised the culinary world 
by winning, for the first time, the prestigious 
Coupe du Monde de la Patisserie. 
So yes, the pastry sector, the most important 
of the confectionery industry, is dynamic 
and rapidly evolving in Asia’s emerging 
economies; heavily influenced by global 
trends, technology innovation and shifts in 
consumer behavior. Research shows there’s 
plenty of growth potential in the Asian 
market for viennoiserie. Asian consumers’ 
preference for international bakery products 
such as croissants, danishes, pies and 
tarts, has opened the door to countless 
international pastry companies and brands. 
China is expected to be the largest market 
for cakes and pastries in Asia, accounting for 
three-quarters of the region’s overall market. 

THE OUTLOOK
The Asian bakery market, valued at USD74 
bn in 2019, has been poised to grow 4% 
year-on-year for the next five years, led 
by innovation and new technology as 
primary catalysts. International pastry 
brands such as Grupo Bimbo, Delifrance, 
General Mills and Wolf ButterBack are 
stocked on supermarket shelves in 
Singapore, Malaysia, Hong Kong, India 
and China, catering to diversified tastes 
and preferences. Western-style bakeries 

are leading the charge and propelling the 
sector forward - Singapore’s BreadTalk, for 
instance, has grown to more than 1,000 
bakeries; and Taiwan’s 85°C Bakery Café is 
a popular franchise that offers pastries and 
buns. Yet, traditional bakeries and brands 
remain a favorite in countries such as Hong 
Kong, China and Singapore where cultural 
traditions are deeply embedded in everyday 
practices and lifestyles.

China - cakes, pastries and sweet pies 
hold around 44% of the total bakery 
and cereal market, which is driven 
by changing lifestyles and increased 
consumer taste for premium goods. 
India – the bakery market is expanding 
as much as 12 to 13%. Quick-service 
bakeries churning out pizzas, puff 
products and pastries have tripled over 
the past 10 years. The country’s bakery 
market, distinguished by three categories 
– bread; biscuits; cakes and pastries - 
reached a market value of USD7.22bn 
in 2018 and is projected to exceed 
USD10.5bn by 2024, expanding at a 
CAGR of 5.5% during the 2019 to 2024 
period. Market growth is attributed to 
global shifts in population, rising income 
and the influence of social media. Some 
of the country’s more popular brands 
are larger Indian chains such as Barista, 
Monginis and WS Bakers. 

TRENDS & INFLUENCES
Pastry manufacturers are continually 
innovating and widening their product 
portfolio to meet consumer demands. 
The COVID-19 pandemic has resulted 
in consumers switching focus towards 
hygiene and quality, which further fuels 

Pastry Tradition with a Twist
The pastry market is rife with competition; and is swiftly 
adapting to the region’s changing trends and influences. 

biscuits & snacks

By Sharmila Rajah
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the demand for gluten-free, non-GMO 
and ancient grains, as well as consumers’ 
emphasis on local sourcing and traceability 
of ingredients. For example, the health and 
nutrition segment of India’s bakery and 
patisserie product market has increased 
drastically, with 70% of consumers 
concerned by how a pastry product impacts 
their health and wellbeing. An emerging 
trend, as a result of the pandemic, is a 
heightened awareness for sustainability 
and clean-label credentials. Two-thirds of 
consumers, research shows, seek sustainably 
produced pastries that employ the use of 
eco-friendly protein sources and renewable 
plant-based ingredients. Paalsgard, the only 
producer of fully sustainable emulsifiers that 
are non-GMO, halal and kosher, is the top 
choice for many pastry manufacturers in 
the region. Technological advancements are 
elevating Asia’s pastry industry, by increasing 
production volume, quality and consistency. 
Puratos has developed Mimetic - a specialty 
fat of carefully selected ingredients that 
serves consumer demands for taste, 
freshness and health. 
The habit of snacking, which has significantly 
risen as more people are confined to their 
homes, seems to permeate the pastry 
market as well. About 60% more consumers 
are opting to snack throughout the day 
than compared to 29% of those who have 
pastry only at breakfast time. While snacking 
intensifies, consumers are not shying away 
from paying a little extra for treats as they 
stay home during the pandemic. According 
to Delifrance, indulgence is still a large factor 
in the pastry sector, paving the way for 
more innovation and new flavors. Delifrance 

has introduced its range of mini indulgent 
viennoiseries assortment that includes mini 
chocolate bow ties, mini mango passion 
gems and mini blueberry swirls. One such 
indulgent treat that hails from Beijing’s 
Bad Farmers & Our Bakery is the zang 
zang bao or dirty breads. This pastry takes 
the conventional chocolate croissant up a 
notch – imagine flaky croissants, covered in 
cocoa powder and filled with layers of rich 
chocolate sauce. The dirty bread has been 
an instant hit with Asians, finding its way into 
bakeries in Hong Kong, Singapore, Taiwan 
and Malaysia; reflecting a growing trend 
worldwide of younger consumers setting 
the pace and preference for new flavors and 
bakery experiences. 
Asia has always had a knack for injecting 
its own cultural personality into its pastries, 
infusing exotic fruits and flavors unique to 
the region. Pairing decadent inclusions to 
pastries delivers a textural, sensory and 
intense flavor profile. Matcha—Japanese 
green tea powder—has taken off very well, 
as a healthier, lighter alternative. Some other 
popular inclusions are lavender, rosemary, 
hibiscus, kiwi, jackfruit, pecans and chocolate 
chips. Japanese ingredients such as shiso (a 
herb from the mint family) and yuzu (a sour 
mandarin citrus hybrid) are also inspiring 
the industry as exotic pastry flavors. General 
Mills, one of the prominent players in the 
ready-to-fill pastry market, has incorporated 
Prickly Pear Lime Croissant Muffins and Kaya 
Croissant Muffins to its product portfolio. 
Ancient grains like spelt, amaranth and rye 
are on-trend inclusions that add robust flavor 
and texture to pastry goods, instantaneously, 
providing more appeal and nutritional value. �
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C
ocoa consumption in Asia has 
been growing significantly 
over the past four years, 
from 600,000t of cocoa bean 
processing in 2015 to nearly 

900,000t in 2019. “That’s a 12.5% 
year-on-year increase, which gives Asia a 
20% share of the global cocoa processing 
market,” Mark Donaldson emphasized.
Cocoa powder has been the main driver 
behind the increase in consumption. 
The executive director of the Cocoa 
Association of Asia pinpoints the drivers 
for the continent’s cocoa demand in 
the wide variety of popular consumer 
products where cocoa powder is used 
as an ingredient; moreover, “Nearly all 
of them do not require temperature-
controlled distribution, which gives 
this growth a strong foundation for the 
future,” he weighs in. As COVID-19 
disruption is felt in all fields of 
manufacturing, there are prospects of 
a strong recovery concerning cocoa 
consumption in the region, as West 
Africa and Latin America – exporters of 
80% of cocoa beans to Asia, are looking 
to increase production in the future.

OPPORTUNITIES
There has been relatively little disruption 
in cocoa trading due to the pandemic. The 
main challenge has been the impact of 
lockdown protocols in both Malaysia and 
Singapore. “The CAA proved its worth in 
both counties, communicating directly to 
governments on behalf of its members, 
and ensuring that cocoa and chocolate 
production never ceased,” he points out.
The price of cocoa powder has been 

relatively stable over the past few years. 
Besides, the percentage of cocoa powder 
used in the majority of bakery items is 
quite low, so the cost impact is normally 
quite manageable. What opportunities does 
this bring when using cocoa and chocolate 
as a bakery ingredient? On the one hand, 
COVID-19 has put baking at home in the 
spotlight. This has led to many consumers, 
who have never baked before, creating 
their own favorite products. On the other 
hand, “Once COVID starts to recede, then 
there should be a question if this trend 
will continue. If this is indeed the case, 
then bakery manufactures might be well 
advised to upgrade their product ranges, 
and offer more complex products that 
cannot easily be reproduced at home,” 
Donaldson recommends.
He recently spoke about “COVID-19 & 
Outlook for Cocoa Demand” in a webinar 
organized by FHA-Food & Beverage and 
Saladplate, held October 27 – during the 
Sourcing Festival, a theme-based online 
event to help buyers source products 
and gain industry knowledge through a 
series of virtual activations, webinars and 
themed engagements.
CAA members have responded to the shift 
in consumer demand and are offering 
new flavors and inclusions for bakery 
applications that would support product 
innovation, he shares. In the cocoa powder 
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The challenge for cocoa sustainability 
in Asia is to engage with this group 
and educate them on how cocoa can 
be grown in a profitable way.

The Future of Cocoa in Asia
Despite the pandemic causing a 10% drop in cocoa grinding in 2020, cocoa 
is in high demand. The industry is still upbeat about future prospects in 
Asia with the region’s young and middle-class population presenting great 
potential. Marc Donaldson, executive director at Cocoa Association of Asia 
(CAA), shared his thoughts on the continent’s dynamics in an exclusive 
interview with Asia Pacific Baker & Biscuit. 

industry associations

By Catalina Mihu
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space, new colors and taste profiles, clean 
labeling, and a focus on health benefits can 
all enhance the characteristics of products. In 
the chocolate space, R&D focuses on bringing 
new shape sizes, decorations, bake stability 
and easy to use products, he explains.

SUSTAINABILITY AT ITS FINEST
Nearly all cocoa grown in the world comes 
from small holders, and not large plantations. 
As the younger generation does not see 
farming as an attractive choice, the existing 
growers are gradually becoming the last in the 
family to do so as they age. “The challenge for 
cocoa sustainability in Asia is to engage with 
this group and educate them on how cocoa 
can be grown in a profitable way,” he stresses. 
Sustainability is shaping up to be a key 
concern regarding cocoa. The association’s 
representative looks at how this is reflected 
in Asia, where only approximately 300,000t 
of cocoa is currently produced, mainly 
in Indonesia. The remaining 600,000t is 
imported, predominately from West Africa 
and also Latin America. “The drop in 
Indonesian cocoa production is mainly due 
to a focus on growing palm oil, which is 
both more profitable and less complex than 
cocoa,” Donaldson explained. 
For cocoa to be both a profitable and 
sustainable endeavor, the association’s 
members are working continuously with 
thousands of Indonesian cocoa farmers via 
their sustainability programs. “There is a 
strong determination to increase both the 
quality and quantity of cocoa pods. As each 
tree only produces a limited number, there 
is no quick solution to the challenge,” the 
specialist highlights.
In an online forum on long-term sourcing 
developments, the Cocoa Association of Asia 
recently concluded that, in the future, although 
West Africa would still remain the dominant 
supplier, increased levels of cocoa beans would 
be imported from Latin America, and hopefully, 
Asia – to respond to an increase in demand.

CAA MEMBERSHIP
CAA membership is open to any companies 
registered in Asia. There are two levels: 
 Ordinary Membership is meant for 

companies who are involved in the trading 
and processing of cocoa beans. 
 Associate Membership is open to any 

company that provide services to the 
cocoa and chocolate industry. 

CAA members enjoy benefits that 
stem from joining an Asian cocoa and 
chocolate forum and networking platform 
for all industry actors. The association 
represents a credible voice to represent 
the industry to put forward members’ joint 
concerns to Governments and Regulatory 
bodies. Moreover, members gain access 
to a center for training and education 
where the syllabus includes: SMU Cocoa 
Trading Courses, FCC Cocoa Contract and 
Arbitration Courses, FCC Cocoa Quality 
Assessment Training, and Cocoa and 
Chocolate Tasting Courses.
A center for Asian cocoa processing data 
and pricing information is also available for 
CAA members. “We produce the Quarterly 
Grinding information for Asia, and also a 
monthly price benchmarking model for 
cocoa beans and powder,” Donaldson said.
Following the association’s first online 
forum, titled “Will cocoa demand grind to a 
halt”, the CAA hosted its first “Introduction 
to Cocoa Trading” course, in association 
with SMU. “We are planning to run our 
first Contract Arbitration and Bean Quality 
course, which has been delayed by COVID, 
before the end of the year,” he adds.
The pandemic has re-focused consumers’ 
mindset on maintaining health and wellness. 
CAA’s executive director concludes: “Cocoa 
is well known for its health benefits, 
especially powder and dark chocolate 
products. Cocoa and chocolate are also 
tasty and nutritious, so we may see many 
more products focusing on these benefits 
on the shelves in the future.” �

Published: https://cocoaasia.org/dir/historical‐caa‐cocoa‐grinding‐figures/ Source: Enterprise Singapore
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AMF Bakery Systems, 
Your Baking Partner of Choice
Bakeries around the world partner with AMF 
Bakery Systems for best-in-class unit equipment 
and complete system solutions, from mixer to 
marketplace. Flexible, sanitary food processing 
solutions include dough systems, dividing, sheeting, 
laminating, decorating, depositing, proofing, 
baking, cooling, freezing, pan and product handling, 
packaging and post-packaging technologies.
Through innovative, precision engineering informed 
by our master bakers’ expertise, AMF designs 
integrated solutions for soft bread and buns, artisan 
bread and rolls, pizza and flatbreads, cakes and 
pies, pastries and croissants, and beyond. Rise 
Together with your baking partner of choice.
AMF Bakery Systems is a proud member of the 
Markel Food Group.
www.amfbakery.com Brabender GmbH & Co. KG

For decades Brabender has been a global partner of the food 
industry as an expert for measuring instruments and process 
engineering on laboratory scale.
Brabender is well known for its solutions for measuring the 
rheological and viscoelastic properties of raw materials, such 
as flours and starches. Besides that, the company offers 
both modular and compact extruders and suitable peripheral 
equipment as well as laboratory mills and moisture meters. The 
company’s application laboratory offers comprehensive advice 
and support for customers and prospects, including live tests 
with own materials, training courses or joint R&D projects.
www.brabender.com

LASER SRL 
Laser is the leader in industrial biscuits and bakery lines with 
turn key project from Raw material handling until packing 
section with more than 500 installed process lines around the 
world and strong presence in Europe as well as developing 
markets. With the Italian know how and manufacture and 
internal engineering, craftmanship and installation of its 
process lines Laser can complete even the most challenging 
projects especially for tailor made solutions for all bakery 
producers from small bakeries to multinational companies.
www.laserbiscuit.it

MECATHERM
Strong of 50 years of expertise, MECATHERM is a 
French industrial company, leader in the industrial 
baking sector.
To make industrial bakery simpler, MECATHERM 
designs, manufactures and installs equipment, 
automated production lines and supplies services 
for industrial bakeries, patisserie and pastry-
making customers.
With more than 850 automatic lines operating 
in more than 70 countries on five continents, 
MECATHERM solutions answer to manufacturers’ 
requirements - baked, pre-baked, chilled unbaked, 
pre-proofed and frozen baked or pre-baked products 
and are recognized for their quality, performances 
and flexibility.  With more than 400 employees, 
MECATHERM is organized with 2 production sites 
in France, a subsidiary in Atlanta (USA) and 3 sales 
offices in France, Mexico and Malaysia.
www.mecatherm.fr

Berndorf Band Group
As leading full-service supplier of steel belts and belt 
systems, we provide tailor-made solutions, which unite 
all requirements for the baking industry. The dark and 
abrasion-resistant surface of the belts absorbs heat, saves 
energy, ensures consistent product quality and keeps fibers 
and remnants of fat from lodging in the steel belt. Our 
steel belts resist temperatures of up to 400 °C/750 °F and 
guarantee easy cleaning and highest sanitary standards. 
Additionally a global service network enables us to be as 
close as possible to our customers and provide them 24/7 
with prompt assistance.
www.berndorfband-group.com

key suppliers guide
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TECNOPOOL SPA
We design, build and install machinery for heat treatment and 
processing of food products, from -40°C to +300°C, covering 
product make-up, proofing, pasteurizing, baking, cooling, deep-
freezing as well as overall handling. Since the very beginning 
of our long-standing experience we have always provided our 
customers with a comprehensive set of solutions and services, 
acting as a one stop shop that has allowed us meeting all 
customers specific needs. Guaranteeing cutting edge technology, 
superior design skills and flexibility has always been our strength 
and instrumental to our success in the marketplace, allowing us to 
delivery “Made in Italy” solutions to a worldwide customer base.
www.tecnopool.it

Reading Bakery 
Systems
Reading Bakery Systems (RBS) is a world 
leading manufacturer of bakery equipment, 
providing innovative process solutions for 
the snack food industry. The RBS brands 
- Thomas L. Green, Reading Pretzel, 
Exact Mixing and Reading Thermal - offer 
production lines capable of producing a wide 
range of snack products, continuous mixing 
solutions and oven profiling and consulting 
services. RBS offers innovative, flexible 
snack systems to produce a wide range of 
products including pretzels, bread snacks, 
crackers, baked chips, cookies, biscuits, pet 
treats and more. Our experienced people 
apply decades of manufacturing and food 
engineering expertise to help customers 
create successful baked snack products.
www.readingbakery.com

Koenig Group Bakery Equipment
For more than 50 years, the Austrian company Koenig supplies 
bakeries worldwide with high-quality and technically sophisticated 
bakery machines, lines and ovens. 
Koenig is the partner for artisan as well as industrial bakeries 
and the variety of rolls and pastries produced on Koenig lines is 
endless and considers eating behaviors worldwide.
The machine portfolio covers the entire bakery production chain: 
From mixing over dividing and rounding, forming and proofing, up 
to baking, cooling and freezing.
Moreover, Koenig offers a worldwide 24/7 service hotline to 
ensure reliable support for bakery production. 
www.koenig-rex.com 

IPCO
Solid and perforated steel 
bake oven belts
IPCO is the world’s largest manufacturer of 
steel bake oven belts, supplying OEMs and 
end users around the world. Belts are available 
in solid or perforated form in widths from 800 
mm to 3500 mm, and are suitable for products 
as diverse as bread, biscuits, brownies, 
crackers, pastries, sponges, all-butter cookies 
and pizza bases.
As well as supplying belts, IPCO provides 
engineering support to ensure optimized long-
term belt performance, and can offer a full 
range of ancillary equipment including active 
and passive belt alignment solutions. The 
company has production facilities in Americas, 
Asia and Europe and a worldwide technical 
service organization. 
ipco.com/bake

Bühler Consumer Foods
Providing a full range of integrated solutions along the entire 
value chain: from grain to baked products like bread, wafers, 
biscuits, cakes and snacks or from cocoa to delicious chocolate 
products – our state-of-the art Application Centers around the 
world are ready to accept the challenge you may have for us. We 
support sustainable innovations that help reduce waste, water, 
and energy usage in the bakery, chocolate, confectionery and 
roasting industries. We are here for you throughout the entire 
lifecycle, not only to provide spare and wear parts 24/7 but also 
to train your staff according to your requirements. 
www.buhlergroup.com
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Market trends
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Crackers, pretzels & extruded snacks

Trade shows
iba, Anuga

- IBA special issue
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