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Like our page and join our online community: 
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A
ccording to a recent report from Kerry, consumers’ 
expectations around sustainability are rapidly evolving 
with a growing number demanding increased 
sustainability benefits from their food and beverage 
products. The survey of over 14,000 consumers 

across 18 countries uncovers key consumer associations with 
sustainability and is one of the largest surveys of this type ever 
to be undertaken.
The research shows that 49% of consumers are now 
considering sustainability when buying food and drink and that 
their understanding of the issue is evolving from environmental 
and social responsibility to including sustainable wellbeing 
and sustainable nutrition. This means that typical associations 
with sustainability such as sustainable packaging and 
environmental preservation are now considered to be standard 
for many consumers. Consumers, particularly those in more 
sustainability-mature markets such as United Kingdom, Benelux 
and France are now considering sustainability as something that 
directly impacts them, and upon which they can have an impact, 
such as food waste reduction, personal health and nutrition 
and clean label claims such as ‘locally sourced,’ ‘no artificial 
ingredients’ and ‘organic.’
Sustainability is top-of-mind for consumers around the globe, 
with the research revealing that 84% of consumers believe 
it is important for each person to contribute to sustainability. 
However, three in four relegate the primary responsibility to the 
industry. The largest barrier to adopting sustainability remains 
consumers’ lack of understanding of their personal impact on 
the planet.
 With Kantar estimating the overall spending power of 
consumers who are already engaged with sustainability at 
USD382bn, there is a significant opportunity for food producers 
and manufacturers, as more consumers become sustainability-
aware and their sustainability demands evolve along the 
Sustainability Adoption Curve. �

Sustainability 
is top-of-mind 
for consumers 

around the 
globe, with 

the research 
revealing 

that 84% of 
consumers 
believe it is 

important for 
each person to 

contribute to 
sustainability.

Consumers Demand 
Increased Sustainability 
Credentials
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The new accelerator is launched by the global supplier of baked goods, 
Europastry’s new R&D center for bakery and baked goods, Cereal. Entitled 
‘Baking the Future’, the six-month program aims to support start-ups around 
the world in developing their product, testing it in the marketplace and creating 
new business models.
“Through the program, Europastry increases the most groundbreaking start-ups 
and works with them in the development of solutions and services that can add 
value to their core business and also build their future business,” Ana Thielen, 
grain manager, told FoodNavigator.
The program stems from Europastry’s Baking the Future challenge, which was 
first launched in 2019. “It allows Europastry to get to know the accelerated 
projects in depth, increase their growth in a symmetrical way to the needs 
of the organization, accelerate innovation and take an advanced competitive 
position with other market players,” Thielen revealed.

Azelis announced the signing of the 
acquisition of Quimdis, a leading 
French distributor of ingredients for 
nutraceuticals, flavors & fragrances, 
animal nutrition, personal care, 
pharma and food. This acquisition 
strengthens Azelis’ offering to fast-
growing and attractive markets, while 
also enhancing the position of Azelis 

France in the life sciences sector.
Quimdis was founded in 1988, 
originally focusing on essential 
oils and active ingredients. It now 
specializes in the ingredients 
distribution and formulation 
development, with solid positions in 
the French market and with sales 
into more than 45 countries.

Azelis Diversifies Presence in 
France and EMEA Through 
the Acquisition of Quimdis

Europastry Announces 
Bakery Startup Accelerator

news

Faerch Acquires MCP and 
Enters the US Market
Faerch Group, a leading European supplier of sustainable 
rigid packaging solutions for the food industry and the world’s 
first integrated tray recycler announced the acquisition of 
MCP Performance Plastic.
MCP is a high-quality manufacturer of turn-key packaging 
solutions, serving food producers, brand owners and retailers 
in the US, Middle East and Europe. MCP employs 200 people 
and has two production sites in the US and Israel, offering a 
large range of food trays made from CPET, APET and PP.
The transaction expands Faerch’s geographical footprint 
beyond Europe and establishes a presence in the important 
US market. According to the company, it is part of Faerch’s 
long-term growth strategy and underpins the ambition to 
lead the transition of food packaging towards true circularity 
globally. The transaction marks the first acquisition under 
Faerch’s new ownership by A.P. Moller Holding.

LINXIS Group Announces 
the Acquisition of Bakon
LINXIS Group, leader in specialized equipment for the food 
and health industries, announced the acquisition of Bakon, 
specialist in food processing and bakery equipment from 
managers and current investor Rabo Investments.
Bakon’s activity complements the “Portion Process” division 
of LINXIS, represented today by the company Unifiller, and 
enriches its expertise in depositing, but also in ultrasonic 
cutting and spraying processes. Its experience in managing 
industrial line projects will enable LINXIS Group and its 
companies to address larger markets, both in terms of 
activities and geography.
“With Bakon’s acquisition, LINXIS Group will further strengthen 
its expertise and excellence. Representing the third acquisition 
following investment from IK Investment Partners, we pursue 
our strategy of adding to our existing portfolio, companies and 
brands with deep knowledge and complementary technologies, 
in order to continuously develop solutions that closely meet the 
needs of our markets,” said LINXIS Group CEO, Didier Soumet.
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As demand for reduced-sugar 
products continues to grow, Cargill 
is investing USD45m (EUR38m) to 
add soluble fibers to its European 
portfolio of starches, sweeteners and 
texturizers. While the move marks 
the company’s first entry into the 
European soluble fiber market, Cargill 
is already a significant player in the 
sugar-reduction space, with a full line 
of sweeteners – ranging from full- to 
no-calorie. The new soluble fibers 
round out that portfolio, enabling 
the company to offer customers 
complete sugar-reduction solutions.

“Unlike most of the soluble fibers 
currently available, our new offerings 
were specifically designed to address 
the unique challenges facing food 
manufacturers as they aim to 
improve the nutritional profiles of 
their products, with fewer calories 
and less sugars,” said Manuj Khanna, 
business development manager 
for fibers. “Our soluble fibers shine 
in these complex applications, 
providing great performance in 
terms of taste, appearance, digestive 
tolerance and mouthfeel – all critical 
to consumer satisfaction.”

As a pioneer in the organic sector for 30 years, As a pioneer in the organic sector for 30 years, 
Meurens Natural has developed a natural production Meurens Natural has developed a natural production 
process that secures aprocess that secures a clean, clear && short labelling.

THE BEST SOLUTION FOR 
CLEAN, CLEAR & SHORT LABELLING

an expert in organic and natural 
solutions from cereals.

+32/87693340+32/87693340 | info@meurensnatural.cominfo@meurensnatural.com 
meurensnatural.com
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Cargill Enters European 
Soluble Fiber Market with 
USD45m Investment in Poland

Dawn Foods recently announced the acquisition of Icopa, the largest 
distributor of bakery products in Portugal.
The acquisition of Icopa’s three distribution centers, including one located 
directly next to Dawn’s ingredient manufacturing plant in Palmela, 
strengthens the company’s presence in Portugal and expands Dawn’s 
distribution capabilities in Europe.
The combination of Dawn’s ingredients portfolio and Icopa’s portfolio of 
bakery products including packaging, utensils and decorating supplies, will 
ensure bakeries have access to all the products and supplies they need to 
help them grow their business.

Dawn Foods Acquires Icopa 
Distribution
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news

Limagrain Ingredients has 
launched a new fiber-rich 
wheat flour called LifyWheat 
that “helps fill the fiber gap,” 
according to the company. The 
white wheat flour is reportedly 
ten times richer in fibers than 
standard fibers and contains 
resistant starch. Two decades in 
the making, LifyWheat allows for 
an increase in cereal products’ 
fiber content “without any 
compromise on taste texture or 
diet habits.”
The ingredient will make it easier 
to formulate tasty fiber-rich 
products and furthermore bring 
specific health benefits not just 
related to the amount of fiber but 

also the type of fiber beneficial 
for gut health. LifyWheat white 
flour contains 10 times more 
fibers than common white wheat 
flour. With 25% fibers compared 
to 2.5% in a standard wheat. 
This means that replacing e.g. 
60% of standard white flour 
with LifyWheat flour in a white 
sandwich loaf will result in a 
three- to fivefold increase in 
resistant starch. The result is a 
white bread rich in fiber.
Thanks to its high content of 
resistant starch, LifyWheat can 
replace part of the digestible 
starch and thereby contribute 
to reduce the after-meal blood 
sugar response.

Paradise Fruits Solutions by Jahncke has launched a new range of ready-
to-order granulates aimed at making the production process easier for 
food manufacturers. The company has introduced the Basics Range, a 
selection of fruit-based granulates that are constantly available and can 
be purchased in smaller minimum order quantities.
Previously produced at the time of purchase and tailored to meet 
customer requirements, the range now offers food manufacturers access 
to a standard selection of ingredients that are ready to be packed and 
dispatched as soon as they place an order.
The granulates, which are suitable for use in a variety of applications, 
including chocolate, confectionery and baking, are available in sizes 
ranging from 2mm – 9mm and in eight different flavors, including Apple, 
Blueberry, Lemon, Orange, Raspberry & Cranberry, Strawberry, Woodberry 
and Caramel. The inclusions can be purchased in quantities starting from 
just 100kg and are also free-flowing, easy to dose, allergen-free, palm 
free, kosher, halal, gluten free and suitable for vegan and vegetarian diets.

King Arthur Baking Company 
recently announced it was 
introducing new products 
designed to make baking easy 
and accessible to all bakers, 
no matter their skill level. 
Launching this fall, four new 
pancake mixes, a Gluten-free 
Confetti Cake mix, and Organic 
Masa Harina are the result of 
extensive market research and 
internal insights from the past 
year as the baking industry has 
seen a surge in new consumers 
and high demand for quality 
baking ingredients.
Pancakes have increased even 

more in popularity over the 
past year with the category 
growing 26%, according to 
a company press release. To 
meet the growing demand and 
build on its current offerings, 
King Arthur will add four new 
pancake mixes, making it easy 
for people to enjoy pancakes no 
matter their preference or diet. 
The convenient ‘just-add-water’ 
recipes for the Buttermilk, Carb-
Conscious and Confetti mixes 
create instant pancakes that 
can be enjoyed anytime, so they 
are no longer just a weekend 
morning staple.

Jongerius Hanco B.V., located in Amersfoort The Netherlands, 
has been acquired by the BluePrint Automation (BPA) Group, 
according to a recent press release. Martin Prakken, CEO of 
the BPA Group commented: “Both companies are very excited 
about this acquisition. The Jongerius Hanco product portfolio is 
an extension of the BPA product range especially in the snack 
food market and in particular for variety multi-packs in plastic 
PE-bags. Jongerius Hanco will benefit from the strong worldwide 
base of BPA in sales and service support.”
Jongerius Hanco BV is the leading supplier of multipackaging 
(bag-in-bag) systems in the secondary packaging industry 
worldwide. The company provides tailor made solutions and 
works closely together with her customers to boost production 
capacity, improve quality and increase output efficiency. 
Jongerius Hanco has exported its machines to over 50 
countries worldwide.

King Arthur Baking 
Company Expands 
Pancake Mixes Range

Paradise Fruits Goes Back  
to Basics for Food 
Manufacturers

Limagrain Ingredients 
Launches Fiber-rich 
Wheat Flour

BluePrint Automation 
Acquires Jongerius Hanco B.V.
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news

Frozen pizzas are simple to prepare 
and time efficient, and their 
convenience is driving frozen pizza 
sales among urban consumers with 
hectic lifestyles. Market Analysis 
presents optimistic growth outlook, 
projecting frozen pizza sales to surge 
at 6% CAGR between 2021 and 
2031, according to a report on Frozen 

Pizza Market by Future 
Market Insights.
Frozen pizzas are prepared 
with a wide range of 
toppings including 
vegetables and meat 
covering both health and 
taste requirements. They are 
commonly sold as ready-
to-cook food products. The 
rising working population 
and craving for instant 

snacks are driving the frozen pizza 
market. Frozen pizza is sold via store-
based retailing including convenience 
stores, discounters, forecourt retailers, 
hypermarkets, supermarkets, food 
specialist and online retail platforms.
Additionally, consumers desire food 
items that are easier to transport 
while having a longer shelf life. 

Thin Crust Frozen Pizza to 
Account for 63% of Frozen 
Pizza Sales

Ishida Europe Ltd has introduced a holistic complete product 
offering across its entire X-ray portfolio that provides 
customers with peace of mind and delivers a guaranteed 
Total Cost of Ownership (TCO) of less than 3% per annum 
over a 5-year period.
The adoption of X-ray technology has greatly increased 
over the last decade as food retailers place greater quality 
demands on their supply base. X-ray platforms can offer 
significant benefits over alternative foreign body detection 
technologies such as metal detectors, thanks to their ability 
to detect a wide range of foreign body contaminants beyond 
metal, including glass, stones, ceramics and rubber. They can 
also provide additional functionality, including checking for 
missing items, damaged products or the correct fill level.
“An investment in X-ray technology by a food producer is 
a clear sign that they have a focus on ensuring the quality 
of their products to their end customers,” says Sibtain 
Naqvi, Ishida Europe’s X-ray product manager. “However, 
a concern that food companies have raised with us around 
X-ray technology is the additional training and the costs 
surrounding the replacement of some of the components.”

New X-Ray Support 
Delivers TCO At Less 
Than 3% Per Annum

SICK has launched an ultra-compact and ultra-powerful 
all-in-one 2D vision sensor, the InspectorP611, which 
can be set up rapidly to conduct highly-reliable inline 
machine vision inspections even in the tightest of 
machine spaces, or when mounted on robot arms, says 
a company press release.
With the SICK InspectorP611 2D vision sensor and 
pre-installed Quality Inspection SensorApp, users 
rapidly configure inline inspection, part localization and 
measurement tasks to run automatically on the device.
Small enough to be mounted right where it is needed 
inside a machine, the InspectorP611 is ideal for 
many in-line food processing, packaging and bottling 
applications, especially where finer details need to be 
measured, verified or inspected. Tiny and lightweight, it 
can also be mounted on robot arms to provide real-time 
quality checks and positioning tasks.

SICK’s Mini InspectorP611 
Packs in Machine Vision 
Power

Schubert, the packaging machine manufacturer announced their first cobots 
are already being tested by customers for the automation of infeed processes. 
According to the company, the use of image processing with underlying 
artificial intelligence makes the new cooperative robots from Schubert 
extremely flexible and exceptionally easy to program.
The packaging machine manufacturer has a new milestone in sight with its 
cobot, called ‘tog’. For the first time ever, Schubert cobots automate simple 
manual processes outside of the highly efficient machine sequences and can 
be adapted to new tasks very quickly without requiring any programming 
knowledge. Ralf Schubert, managing partner of Gerhard Schubert GmbH, 
describes the rationale: “We developed the tog.519 for pick & place applications 
with lightweight products, where previous cobots would be out of their depth.” 
The tog simplifies and accelerates packaging processes even further: “With 
one of our cobots, manufacturers will be able to react much more flexibly in the 
future to changing market situations and requirements,” explains Schubert.

Schubert’s New Cobot Is a 
Fast Learner
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Ovens: Flexible, Efficient 
and Connected

The heart of the production line in any industrial bakery is 
the oven and this is also the biggest cost factor as well. But 
manufacturers are making strides to make their ovens more 
energy efficient and flexible. This is being worked on, without 
compromising on baking quality.

by Tudor Vintiloiu

technology

T
here are dozens of oven types on 
the market, and each is designed 
to work in a certain way, with a 
number of adjustable variables that 
can produce certain repeatable 

results. Ovens are not the same, and the fact 
that they can reach certain temperatures 
is not the sole criteria when choosing a 
commercial oven.
Many manufacturers all over the world are 
seriously looking at operating costs and 
improving margins for the baker and research 
and development is ongoing with some exciting 
innovations already out in the market place.
As the baking process directly impacts on the 
characteristics of the end-product, working 
with the right technology remains a major 
priority for all bakers.
In an effort to answer industrial 
requirements, MECATHERM has developed 
the M-TA oven, the latest evolution of oven 
technology in terms of baking accuracy and 
energy efficiency.

BAKING ACCURACY
According to the company, the MT-A oven is able 
to very precisely meet the exact quality criteria 

required for the product for different reasons:
In order to bring maximum flexibility, the oven 
has a modular design, composed of compact 
modules of 25m² maximum. Each module 
represents independent heating zones. For 
each independent module: 

• No less than 6 combinations of 
heat transmission modes are 
available: the baker can select 
between top convection, top 
radiant heat or a combination 
of both. At the bottom, he 
can select between radiant 
heat or convection thanks to 
a patented “mobile hearth” 
system. 

• The baker can also precisely 
adjust the heating intensity by 
selecting a temperature and 
airflow rates.

• Two ways of injecting steam 
are offered: very close to the 
product in order to condense 
the steam on its surface or 
in the air circuit to deal with 
the humidity rate inside the 
baking chamber. 
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Utilizing RF in concert with IR, 
Convection, and Steam, bakers 
can achieve as much as 70% less 
thermal processing time with as 
little as 1/10 of the energy.

Ovens: Flexible, Efficient 
and Connected

The baker can thus develop the most 
suitable baking profile for the different 
baking stages of the product to achieve its 
desired final characteristics.

ENERGY EFFICIENCY 
The M-TA oven has been designed to 
ensure the highest baking energy efficiency 
for each product. It allows a performing 
insulation of the oven housing and it relies 
on a heating principle combined with 
the use of convection. The oven reacts 
quickly to load the variation of energy 
transmitted to the product, with an extreme 
responsiveness and reduced energy loss 
during changeovers.  
Convection is a very efficient mode of 
energy transfer that ensures shorter baking 
times for 2 main reasons: 

• The hot air circulates throughout the 
baking chamber and exchanges its 
energy with all surfaces of the product 
and its support in contact with the 
hot air. (In the case of radiant heat, 
energy is transmitted by contact of an 
electromagnetic wave on the surface 
of the product and its support). Thus, 
the lateral or “hidden” zones absorb 
less energy. 

• Convection also allows to work at much 
lower air temperature than radiant 
heat. The temperature of the exhausts 
is lower so the energy loss is reduced

The M-TA oven is equipped with a new 
function of assistance to chimney opening 
control. This feature allows controlling the 
balance of in and out air flows to avoid cold 
air from entering the oven and maintain 
the highest energy efficiency all along the 
production.
For Auto-Bake Serpentine’s customers, 
future proofing in today’s dynamic market 
means introducing new product formats 
continuously. “Our hybrid oven technologies 
coupled with our flexible complete line 
automation enables our customers the 
ability to quickly and affordably create 
trendy new products that feed the market’s 
insatiable appetite for diversified premium 
products. [...] To put it simply, customers 

want innovative equipment that gives them 
an advantage over their competition with 
flexibility to pivot quickly as market trends 
and demands change rapidly. Large capacity 
lines are not as desirable as they once were, 
today dynamic and flexible lines are much 
more important,” Scott McCally, president, 
Auto-Bake Serpentine told us.
Baker Perkins is another leading 
manufacturer of baking equipment, and they 
offer a range of hybrid ovens that are multi-
purpose, and extremely versatile.
DGF and convection heating modes 
have different heat transfer and airflow 
characteristics that affect product quality, so 
combining the benefits creates a unit that 
can be set up to exactly match the optimum 
baking profile of almost any baked product.
According to the company, the DGF/
Convection hybrid is the best baking option 
for most types of product. 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. During the 
drying and coloring process in the later 
stages of baking, air movement is beneficial 
so a convection section is specified.
DGF process conditions can 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 cooling most 
types of product. This versatility enables a 
range of products to be baked on the same 
oven, limited only by the choice of band. If 
production needs change, a hybrid oven can 
be adapted with minimum modifications to 
bake a completely different range,” experts 
from Baker Perkins point out.
The proportion of DGF and convection zones 
within an oven can be fine tuned for each 
individual installation at the specification 
stage, depending on the type of dough to 
be used – hard or soft - and the upstream 
forming equipment – rotary molder, wirecut 
or sheeting and laminating. It is possible, 
by optimizing baking profiles, to reduce 

No less than 6 combinations of heat 
transmission modes are available: 
the baker can select between top 
convection, top radiant heat or a 
combination of both.

MECATHERM

Scott McCally, 
president of  
Auto-Bake 
Serpentine
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the bake time required and either install a 
shorter oven or increase volume.
Baker Perkins DGF ovens incorporate a unique 
control feature. Most makes of DGF oven offer 
the ability to radically adjust heating to suit each 
individual product. Radiant heat from ribbon 
burners and convective heat from turbulence 
ducts are applied in varying proportions along the 
length of the oven to achieve the ideal conditions 
for each product. A controllable extraction 
system, adjustable throughout the oven, is 
provided to remove products of combustion and 
moisture from the baking chamber.
“Baker Perkins’ TruBake DGF oven incorporates 
these capabilities, of course – plus a unique, 
exclusive additional control feature. Two 
completely separate systems handle turbulence 
and extraction – there is no interaction between 
the two, as there is in all other DGF ovens. This 
guarantees entirely predictable control of the 
oven, and elevates Baker Perkins’ TruBake 
DGF control to a higher level of precision,” 
Baker Perkins explains.

FUTURE DEVELOPMENTS
MECATHERM’s R&D team is currently 
focused on advanced solutions for controlling 
humidity and steam extraction in ovens, with 
2 main objectives:
An objective of accuracy in obtaining the 
required characteristics on the finished 
product: indeed, the condensed steam 
on the product and the hygrometry in the 
baking chamber have an impact on the 
development of the product, the shiny aspect, 
the thickness of the crust, the final amount of 
water contained in the product.
The other point is to determine the optimized 
operating points of the oven to obtain the 
desired product quality while minimizing the 
amount of rejected steam.
Another focus is made on digital applications: 
detection and anticipation solutions for 
predictive maintenance. These solutions are 
already deployed on a line of equipment.
According to Baker Perkins, connectivity and 
data collection are assuming much greater 
importance in the biscuit industry. Baker Perkins 
has developed state-of-the-art control systems, 

and is also ensuring that, as standard across its 
range, all new equipment is Industry 4.0 Ready.
Industry 4.0 harnesses data from all the 
machines, devices and sensors in any 
manufacturing operation and enables them to 
communicate with each other via the Internet 
to make informed and timely decisions.    
Baker Perkins’ policy is to provide all 
machines ‘Industry 4.0 Ready’ to a level that 
allows interconnection with other systems 
via the Internet. The key unit is an Ewon 
Flexy Gateway - a modular router and data 
gateway allowing linkage to remote devices 
with benefits based around data acquisition, 
handling and transmission.
Innovative features include a unique Baker 
Perkins machine center-lining system allowing 
operating parameters to be compared with 
previous settings, and alerting supervisors to 
potential problems caused either by operator 
changes or impending equipment failure.
The next step in the development of Industry 
4.0 will allow Baker Perkins to predict when 
key components need replacement. Intelligent 
analysis of process performance and machine 
condition will enable timely advice to be 
provided on potential machine problems or 
service and parts requirements, before they 
cause costly downtime. 
Scott McCally, of Auto-Bake Serpentine, points 
out that over the past several years there have 
been key advancements in solid-state radio 
frequency (RF) heating technology. 
“It is believed by many that this technology 
will replace the traditional microwave within 
the next decade. The key differentiator 
between RF and Microwave or IR or 
Convection is the precision of power intensity 
and targeting of the object(s) being baked 
or cooked. RF cannot produce exceptional 
products alone; it requires most and in some 
cases all of the other hybrid technologies to 
produce the same quality finished product. 
Utilizing RF in concert with IR, Convection, and 
Steam, bakers can achieve as much as 70% 
less thermal processing time with as little as 
1/10 of the energy. Solid-state RF control is 
much more complex than Microwave where 
a magnetron is simply on or off for a period. 
However, it is in this hi-definition control 
system where RF is vastly superior, optimized 
by product for intensity, depth of penetration, 
and duration. This technology affords creative 
new product combinations of various textures, 
flavors, and finishes that are simply not 
achievable otherwise. The next generation 
of Auto-Bake hybrid oven technology will be 
limited only by the creativity of the bakers 
using it,” McCally concluded. �

technology

Intelligent analysis of process performance and 
machine condition will enable timely advice to 
be provided on potential machine problems 
or service and parts requirements, before they 
cause costly downtime.

Baker Perkins
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Plant-based Global 
Phenomenon
According to Innova Market Insights, plant-based concepts have moved 
well beyond the core dairy and meat alternatives categories. In 2020, no 
fewer than 67% of all new products with ‘plant-based’ claims were launched 
outside of these pioneering sectors. In the confectionery market, for 
example, more and more milk-free and gelatin-free products are hitting the 
shelves, as highlighted in a report from Innova Market Insights. 

By Tudor Vintiloiu

ingredients

W
hile total confectionery 
launches rose at a CAGR of 
less than 2% over 2016-2020, 
introductions of those carrying 
vegan claims increased 

at 17% CAGR. More dynamic still were 
confectionery launches under the simpler 
‘plant-based’ banner, with introductions more 
than doubling in 2020 alone.
According to Innova, a review of vegan 
and plant based confectionery NPD also 
demonstrates the shift of animal-free 
products further into the mainstream. While 
vegan claims were once predominantly 
used as secondary or tertiary claims in 
combination with other ‘free-from’, organic 
or health positionings, they are now coming 
to the fore as a primary focus.
“Mars’ introduction of vegan Topic and Bounty 
bars in the UK this month demonstrates the 
growing importance of the vegan message,” 
says Lu Ann Williams, Director of Innovation 
at Innova Market Insights. “Although the 
bars are also positioned as gluten- free, 
‘vegan’ is the most important claim on the 
packaging, while the Vegan Society logo is 
also prominent.”

OAT EXTRACTS
Meurens Natural, an expert in natural 
solutions from cereals for over 30 years, 
looks to its innovative range of oat extracts 
providing oat taste, natural color, sweetness, 
and texture.
Oats are suitable to formulate original 
and tasty recipes of cereal bars, biscuits, 
crunchy, dairy & non-dairy products, 
etc., the company highlighted. Due to 

a natural production process (free of 
chemical additives & processes), the 
original characteristics of the raw material 
are preserved, allowing a cleaner and 
shorter labeling: “oat syrup” instead of 
“glucose syrup” or “sugar”. Oat extracts 
from Meurens Natural are also available in 
organic quality.
One of the newest products in its range is 
Sipadry-Oat 19, is a clean-label alternative 
to maltodextrin. It is a tasty organic 
oat powder providing texture, viscosity, 
structure, crispness, which also prevents 
crystallization. Its properties enable 
bakers to limit the sugar content in food 
preparations, meeting consumer’s needs for 
healthier foods.

PLANT PROTEIN
Plant protein is continuing to gain traction 
as the plant-based revolution marches 
on. Plant-based eating has continued to 
evolve, reaching not just mainstream but 
what might even be described as global 
phenomenon status, says Innova Market 
Insights.
Plant-based has continued to be featured in 
Innova Market’s Top trends as consumers 
demand new formats, new plant proteins 
and an extra level of sophistication.
Innova’s 2020 Consumer Survey indicated 
that the top four reasons for considering 
plant-based alternatives were health, variety, 
sustainability and taste. Health was the clear 
leader, cited by 53% of respondents globally.
In the meantime, terminology has also 
moved on, with plant-based claims 
increasingly in evidence alongside 
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Plant-based Global 
Phenomenon

more established vegetarian and vegan 
positionings. According to Innova Market 
Insights data, the use of plant-based claims 
for global food and beverage launches had 
a CAGR of 37% over the 2016 to 2020 
period. This compares with 10% for vegan 
positionings and a marginal decline for 
the more mainstream and established 
vegetarian category. Research in 2020 
also indicated that six in ten consumers 
preferred plant-based claims when buying 
alternatives to meat and/or dairy.
The use of more specific plant protein 
claims is also booming, as protein from 
plants is increasingly and more prominently 
presented as a key product feature 
and terms such as ‘plant power’ more 
commonly used.
Alternative plant proteins and plant/animal 
protein blends are growing forces.
The use of a wider range of plant proteins is 
also in evidence, with fava bean and hemp 
by far the fastest growing proteins tracked 
in meat and dairy alternative launches 
globally over the 2017 to 2019 period. 
This is from smaller bases than the more 
established rice, bean and potato proteins, 
which also saw ongoing, if more modest, 
growth over the period.
Looking forward, a variety of alternatives is 
expected to disrupt the segment still further 
using a wider variety of ingredients. 
“As consumers are powering up on plant 
protein” concludes Lu Ann Williams, 
Director of Innovation at Innova Market 
Insights “opportunities and challenges 
are attracting even more attention in the 
industry, particularly with regard to regional 
preferences and sustainability expectations. 
Key challenges for plant-based tend to be 
similar to those for the food industry as 
a whole, including the provision of clean 
label and sustainable options, targeting 
ingredients simplicity, the use of minimal 
processing and optimization of taste and 
textural experiences”.

PULSES
While there are many ways to improve the 
nutritional benefits of a product, one remains 
quite effective and simple to use: pulses.
According to Limagrain, pulses are the new 
stars of our diet. They are more and more 
required by consumers and manufacturers for 
their ethnic taste, nutritional characteristics, 
and naturalness. Precursor of the offer 
of functional flours of pulses, Limagrain 
Ingredients offers a wide range of Clean Label 
pulse flours including chickpea, bean, red 
bean, yellow and red lentil, and green pea.

“All functional flours in this range are 
stabilized and thermally treated to facilitate 
incorporation, to reduce bitterness and 
to increase the shelf life of flours, while 
maintaining all the nutritional benefits of 
pulses. Fiber, protein, and minerals are still 
there. These ingredients are also clean label 
and gluten free. Several particle sizes are 
available to respond to industrial processes 
and expected benefits,” Limagrain 
describes in a recent press release.
Easily incorporable from 1% to 40%, these 
functional pulse flours can be used in several 
products in bakery and pastry applications: 
sliced-bread, soft tortillas, biscuits, cakes 
and more. “In addition to bringing a nice 
flavor and color, they can also be used to 
improve the texture and hydration of your 
products,” Limagrain added. �

In addition to bringing a nice 
flavor and color, they can also be 
used to improve the texture and 
hydration of your products.

Due to a natural production 
process, the original 
characteristics of the raw material 
are preserved, allowing a cleaner 
and shorter labeling.

Meurens Natural

Limagrain
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Traceability and Recall 
Do Not Have to Be Scary 
Many good horror stories end with some version of, “...and they disappeared 
without a trace.” Coincidentally, disappearing without a trace is a different 
kind of scary in the baking industry. That is because according to the 
European Union’s Rapid Alert System for Food and Feed (RASFF), there is 
an average of more than 3,000 food recalls across the EU annually. 
By Chuck Mead, Food Safety Professional, AIB International

food safety
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T
his means there is real danger 
in not having a plan for the 
traceability of ingredients, which 
will help foster an effective recall 
program, a crucial component 

of food safety. Such a plan can help keep 
consumers safe, strengthen customer 
relationships and maintain the reputation of 
the business.
Traceability is the ability to follow (trace) an 
ingredient, packaging material, processing 
aide, or finished product from harvest or 
receiving, through production and to the 
first delivery point away from the facility. 
Recall is the ability to get that item or 
material back or put it on hold until it can 
be retrieved and or dispositioned. Having 
a traceability and recall plan is a necessity 
that supports the growing complexity of 
the supply chain, better detection of food 
safety issues, and more efficient mandated 

reporting by manufacturers and processors. 
It is also a regulatory requirement in 
a food safety plan and should include 
management’s strategy to take quick and 
effective action when experiencing a recall. 

IMPORTANCE OF A  
TRACEABILITY PLAN
Bakers and manufacturers track their 
products and ingredients through all 
stages of harvest, production, processing, 
distribution, and retail. They use recorded 
information to store and share information 
about ingredients, packaging, and other raw 
materials. Even though a facility or supplier 
may have a traceability program in place, 
the difficulty is often in ensuring such a 
program is effective. 
An effective traceability plan should guide 
the team’s actions through four stages: 

1. Identification: The ability to track and 
trace a product through the entire 
process and supply chain with a lot or 
ID number;  

2. Recording: This number is recorded 
throughout the life of the product, 
including each time it is received, 
transferred, utilized as an ingredient 
and as a finished product; 

3. Establishing links: The lot numbers are 
the thread that ties the food material 
to all phases of its life, from seed to 
store, butcher to barbeque, plant to 
package;  

4. Communication: Food processors 
can then map the material through 
the supply chain and utilize that 
information to find it at any given 
point in the process. 

DEFINE THE RECALL PLAN 
It is also a requirement to have documented 
procedures and defined responsibilities 
for carrying out a recall due to the multi-
faceted nature of the process. 
As a first step, it is important to have an 
established Food Safety, Recall or Crisis 
Management team that should include 
company management, outside consultants 
and legal representatives. Across the EU, 
withdrawal of product from the market is 
mandatory if there is reason to believe food 
safety requirements were not met, while the 
proper authorities should also be notified. If 
the product has already reached the market, 
consumers will also need to be informed 
and have product recalled from them.  
Notifying all entities that may have product 
in their possession is key to performing a 
successful recall. This is why customer/
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contact lists must be continually updated, so 
the right personnel can be promptly notified. 
Once quarantine of the product has been 
communicated, obtain the quantities of 
product in storage for each individual 
consignee. Arrangements for the return 
or verified destruction of product should 
be completed in a timely manner. The 
quantities of product will be verified once 
again for reporting to regulators, while also 
calculating effectiveness of the recall.
Depending on the type of hazard and class 
of recall, product may be dispositioned. 
If the product were contaminated with 
a pathogen or undeclared allergen, the 
likely disposition would be destruction. 
However, in some cases the product could 
be reprocessed if the hazard could be 
effectively removed and the product would 
then be rendered safe to consume. All of 
this must be documented and completed by 
the Recall or Crisis Management team. 

EVALUATE THE PLANS 
Once traceability and recall plans are 
written, the team’s preparedness should also 
undergo an unbiased and comprehensive 
review. This process will assess traceability 
and recall exercises in practice, evaluating 
each aspect of the plans, while determining 
whether employees are challenging 
themselves and taking any necessary 
corrective actions. This allows for a real-time 
trace and recall exercise, providing a deep 
dive into the site’s performance and team-
member expertise.
Throughout the process, the team’s ability 
to execute will be evaluated, including 

keeping track of the time it takes to perform 
the collection and communication of 
information at each step. This will confirm 
the effectiveness of the plan and team, 
while identifying gaps in their application 
and execution. Any resulting corrective 
actions will help support more effective 
future performance. 
The success of these plans is largely 
dependent upon the knowledge and skills 
of those executing it. For this reason, the 
selection and training of the traceability and 
recall team members is a critical activity in 
their development and execution. It may be 
best to first identify the activities that must 
be covered throughout the process before 
identifying team members, which may help 
dictate responsibilities for those activities. 
Further, education and ongoing training is 
paramount, ensuring the team’s preparation.
While detailed planning and execution is 
involved in each of the necessary steps, 
when the ingredients or finished products 
processors are responsible for are traceable 
and can be recalled, dangerous problems 
can be caught and quickly mitigated, 
possibly saving lives in the process. 
Will these plans ever be needed? 
Hopefully, not. But when they are, it 
is a high-stakes situation with critical 
consequences. And by having written and 
tested traceability and recall plans, bakers 
and manufacturers will be able to leave 
any surprises to books and movies. �

Having a traceability 
and recall plan is 
a necessity that 
supports the growing 
complexity of the 
supply chain, better 
detection of food 
safety issues, and 
more efficient 
mandated reporting 
by manufacturers 
and processors.

When the ingredients or finished 
products processors are responsible 
for are traceable and can be 
recalled, dangerous problems can 
be caught and quickly mitigated, 
possibly saving lives in the process. 

food safety
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Incorporation of 
Post-consumer 
Recycled Content 
in Bread Bags
Over the past 2 years, more and more companies have announced goals 
to increase the amount of recycled content in their packaging. Several 
European countries have announced legislation to tax packaging materials 
that don’t incorporate a minimum recycled content, with the UK Plastic 
Packaging Tax coming into effect in April 2022, taxing companies for any 
packaging material not containing at least 30% PCR content. 
By Veronica Ataya, Director, Marketing and Innovation at St. Johns Packaging

T
hese pressures are driving the 
need for innovative packaging 
solutions incorporating 
recycled materials. For the 
baking industry specifically, 

there is an added layer of complexity 
since the solutions need to be suitable 
for food-contact. 
St. Johns Packaging has been working 
diligently to improve the environmental 
impacts of bread bags. The company, 
based in Canada and founded over 65 
years ago, has a strong focus on the 
bakery market and currently supplies 
the world’s leading baking companies 
with polyethylene bags. With plants in 
Canada, the US, Mexico, China, Vietnam, 
and more recently in the UK, St. Johns 
Packaging has a broad understanding of 
the global bakery market. 
Packaging protects bakery products 
from contamination, provides physical 
protection for contents, enhances food 
safety, extends shelf life, and delivers 
significant information to customers. 
Studies prove that eliminating 
packaging would increase food 

waste and greenhouse gas emissions 
exponentially. For instance, 20% more 
bread would be wasted if it weren’t 
packaged [1]. Development of optimized 
packaging is critical to limit the negative 
environmental and economic impacts of 
generated food waste. 
True sustainable solutions need to 
consider the full product lifecycle. 
Plastic waste mismanagement is a huge 
problem worldwide; however, among all 
packaging materials, plastic is the most 
effective one for many food products 
and for bakery items specifically, such 
as for bread, buns and tortillas, it is the 
most sustainable alternative. It requires 
less energy and water to manufacture 
compared to paper, and it uses the least 
amount of material [2]. In fact, plastic 
bread bags only represent 1% of the 
overall carbon footprint of the product [1]. 

Global food waste is at an alarming 
level, with household waste being the 
largest contributor [3]. It is estimated that 
US homes waste around 20% of the 
bread purchased every year [4]. The main 
reason for bread waste is staleness / 

expert view
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dryness, and plastic provides the best barrier 
to minimize moisture loss. It also provides 
the longest shelf life, which in turn prevents 
food waste at the retail and household levels. 
Plastic is a part of solution, not the problem. 
The challenge is educating consumers, 
developing collection and recycling 
programs to eliminate plastic waste in the 
environment, and increasing the use of 
recycled plastics. This has been the main 
area of focus at St. Johns Packaging over 
the past year, finding ways to incorporate 
recycled content in bread bags, with the 
goal of providing a recyclable bread bag 
with a minimum 30% recycled content.

CHEMICAL VS. MECHANICAL 
RECYCLING
There are two main ways to produce post-
consumer recycled resins: mechanical and 
chemical. Mechanical recycling involves 
collecting plastic waste from a controlled 
polymer source, followed by washing, 
drying, grinding and melting to produce 
recycled pellets, which can then be used 
to make new packaging. Since heating 
polymers over and over again degrades 

their properties, the resulting pellets offer 
worse performance than virgin plastic and 
can only go through a limited number of 
recycling cycles. Colors and contaminants 

might not be necessarily removed in the 
process and this creates issues 

when trying to incorporate 
mechanically recycled resins 

into packaging for food 
products. There are many 
suppliers of these types 
of resins worldwide (food 
and non-food grade), 
and as recycling rates 
improve, it is expected 
that supply will also 

increase to meet the 
increasing demand of 

such products. 
On the other hand, chemical 
or advanced recycling 

involves the collection of 
several types of plastics, 
which are processed into oil 
via pyrolysis, a process where 

polymers are broken down 
into monomers and can then 

be used upstream at the cracker 
to produce new resins with identical 

properties to virgin resins. Some advantages 
of advanced recycling processes are that 
it can be repeated indefinitely and that all 
contaminants are removed, yielding virgin-
like materials, with the same properties 
and food compliance as traditional plastics. 
Unfortunately, current capacity is extremely 
limited to small quantities; it is expected to 
increase to larger commercial volumes in 
2025 and beyond. 

US VS. EUROPEAN REGULATIONS
The differences between the two recycling 
processes and the associated risks 
play a key role in the regulations for 
incorporation of recycled plastics in food 
contact applications in different parts of 
the world. In North America, the Food and 
Drug Administration (FDA) has established 
protocols to assess whether the 
mechanical recycling process is expected 
to produce PCR plastic of suitable purity 
for food-contact applications. The protocol 
considers the recycled waste origin and 
controls to ensure that food-grade plastic 
waste is used as incoming material, and 
it then looks at the cleaning efficiency of 
the recycling process through surrogate 
contaminant testing. There are several FDA 
Letters of Non-Objection (LNO) issued to 
recyclers who provide recycled PET, PP and 
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PE resins for food-contact applications for 
the North American market. 
In April 2021, St. Johns Packaging launched 
a recyclable bag incorporating up to 
30% certified PCR content, suitable for 
bread packaging in North America. This 
is very exciting news; these bags provide 
an improved environmental footprint 
versus traditional bags and allow CPGs 
to contribute towards their sustainability 
goals, offering more sustainable packaging 
solutions to consumers. 
In Europe, however, the European Food 
Safety Authority (EFSA) does not allow 
for the use of mechanically recycled 
polyethylene in food-contact applications. 
Contrary to the FDA, the EFSA does not 
have protocols in place to assess recycling 
processes for polyethylene, and this means 
that mechanically recycled resins cannot 
be used in food-grade packaging. With this 
limitation in mind, chemical or advanced 
recycling remains the only possible way to 
incorporate recycled content in bread bags 
in Europe. St. Johns Packaging has very 

close partnerships with key resin suppliers 
who have invested in the area of advanced 
recycling and hopes to offer bags with PCR 
content obtained via chemical recycling 
once commercial availability improves. St. 
Johns Packaging is also ISCC Certified, the 
most recognized certification scheme for 
chemical recycling, which is critical to be 
able to offer certified recycled content and 
provide transparency in the supply chain. 
With a focus on the bakery market, St. 
Johns Packaging is truly committed to 
developing sustainable and economically 
viable packaging solutions for the baking 
industry, while at the same time reducing 
food and plastic waste. The incorporation 
of recycled content along with other 
solutions are all part of the path to a 
better future. By supporting the circular 
economy, giving value to plastics and 
promoting its use into other packaging 
products, the company hopes to contribute 
efforts to tackle the enormous challenge 
of improving recycling rates and finding 
solutions to the plastic waste issue. �

expert view
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Post-pandemic 
Snacking

Consumption of sweet bakery 
snacks such as cakes and pies has 
undergone numerous changes 
following the devastation wrought 
by the pandemic.

By Jonathan Thomas

C
akes continue to represent 
one of the most popular types 
of sweet bakery goods. In the 
UK, for example, an estimated 
89% of adults eat cakes on 

a regular basis, with 86% often buying 
into the category. However, volume sales 
within the market have been largely static 
for several years, for reasons such as 
growing consumer concern over sugar 
and calorie intake, the trend towards 
gluten-free diets and a perceived lack of 
innovation within the sector. 
Penetration of snack cakes such as 
cupcakes amongst US households is 
75%, with annual 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 busier lifestyles. 
Elsewhere in North America, Mintel data 
indicates that cupcakes rank as one of the 
top three sweet bakery goods amongst 
Canadians aged between 18 and 44. 
Pies are arguably less ubiquitous 
throughout the world, although sales are 
relatively high in western markets such 
as the UK and the US. Whereas savory 
pies represent a popular meal component 
in these countries, sweet pies tend to be 
viewed more as a dessert or as a snack. 
Fruits such as apples, cherries, peaches 
and berry fruits tend to represent the 
most widely used fillings for sweet pies 
in western markets, although local tastes 
do act as a significant influence upon the 
market – in the US, for example, pecan pie 

is a favorite, especially within the southern 
states where pecans are predominantly 
grown. When eaten as desserts, sweet pies 
are often served with accompaniments 
such as cream, custard or ice cream. 

IMPACT OF COVID-19
On the one hand, cakes have been one 
of the main beneficiaries of the lockdown 
measures imposed to halt the spread of the 
Covid-19 virus. People in stressful times 
have increasingly been inclined to seek out 
products affording an acceptable treat, while 
the pandemic has also stimulated a sense of 
nostalgia for happier times, therefore driving 
interest in products and flavors associated 
with yesteryear. Treat-style products such as 
cakes have also become a popular option for 
elevating in-home entertainment occasions, 
e.g. as an indulgent accompaniment to 
watching a film. At the same time, however, 
it should be noted that lockdown witnessed 
a sizeable growth in home baking, which can 
have a negative impact upon demand for 
cakes at the retail level. 
During lockdown periods, consumers in 
the UK, for example, gravitated towards 
sharing cakes such as slabs and Swiss 
rolls, since these were especially suitable 
for the smaller celebrations hosted within 
households in the absence of social 
gathering occasions. However, data from 
Kantar suggests that while some sectors 
thrived during lockdown, demand for other 
varieties of cakes and pies fell. For the 12 
weeks ending August 9, 2020, a double-
digit increase in sales was recorded for 
products such as cake portions, slab/cut 
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89% 
cakes, large whole cakes and small pies. 
However, both small cakes and cake bars 
experienced a decline in sales.
The pandemic has also wrought changes 
upon the way sweet bakery goods such 
as cakes are being purchased. Given the 
prevailing concerns over virus transmission, 
sales of unwrapped bakery goods have 
undergone a sizeable decrease in parts of 
the world, with consumers instead opting 
for pre-packed formats – these have the 
additional advantage of portion control, which 
satisfy many health requirements. During 
2020, some US food retailers reported a fall 
in sales of in-store bakery (ISB) products by 
more than 40%. 
In contrast, one sector that underwent a boom 
during the lockdown periods of 2020 and 
early 2021 was online cake deliveries. With 
many retail and foodservice outlets closed 
and some sections of the population unable 
or reluctant to leave the house, consumers 
in many countries were forced to turn to 
online channels for purchasing of cakes. 

Within the UK market, online cake shop Meg 
Rivers Bakers saw its sales increase by 157% 
during June, July and August of 2020, with 
40% of orders coming from new customers. 
Another leading online cake supplier in the 
UK is Jack & Beyond, which commenced 
business prior to the arrival of the pandemic 
in late 2019 and is based at Fulham in 
London. The company, which never closed 
during lockdown periods, supplies a range 
that includes cupcakes, personalized cakes, 
whole cakes and brownies.
At the start of 2021, Marks & Spencer 
increased its presence within this sector 
with the launch of a birthday cake delivery 
service, involving varieties such as white 
chocolate cake and rainbow layer cake. 
Each are supplied with accompaniments 
like candles and prosecco. Some of the 
other cake delivery businesses operating 
within the UK market specialize in certain 
sectors – examples include Sponge (sponge 
cakes), Bud Brownie (brownies) and Lola’s 
Cupcakes (cupcakes).
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THE GLUTEN-FREE SECTOR
Continued growth in demand for gluten-
free foods is expected to remain one of the 
major drivers within the global market for 
cakes and pies. According to a recent report 
from Facts & Factors, the worldwide market 
for gluten-free foods is forecast to increase 
in value from USD22bn in 2019 to USD30bn 
by 2026, growing by an annual average 
of 8.5%. The world’s leading markets 
for gluten-free products include Western 
European countries such as the UK, France, 
Germany and Spain, as well as the US 
and Canada. In the UK, for example, it is 
believed that 10% of the adult population 
actively avoids gluten altogether. 
Much of the recent growth in the European 
and North American market has come 
from the wider availability of gluten-free 
foods, as more products appear on the 
shelves. The heightened demand for 
gluten-free foods has triggered a greater 
interest in flours produced from wheat 
alternatives. Some of the more commonly 
used examples have included legume-
based flours (e.g. peas, lentils, chickpeas 
and soybeans), as well as almond flour 
(which offers a distinctive nutty flavor) and 
buckwheat – despite its name, buckwheat 
is not a wheat grain and belongs to the 
family of pseudo-cereals.
Another popular alternative to wheat flour 
is rice flour. However, it was reported in 
the summer of 2021 that the wholesale 
price of rice flour had increased by 26%, 
mainly resulting from domestic problems 
in some of the major producer countries – 
for example, there was a military coup in 
Myanmar earlier in the year. This has raised 
fears that this could impact upon the price 
of gluten-free foods, many of which already 
command a premium, thereby adversely 
affecting the purchasing ability of lower-
income consumers. 
Nevertheless, manufacturers of cakes 
and pies continue to broaden their gluten-
free ranges. In June 2021, Warburtons 
entered the UK market for gluten-free 
cakes with the launch of gluten-free Cake 
Squares, available in Chocolate Orange 
& Gingerbread and Raspberry & Hazelnut 
flavors. In the wake of this development, 
the company’s gluten-free range now 
encompasses 12 bakery products, including 
rolls, wraps and crumpets. 
The gluten-free sector has also been a 
beneficiary of the growing trend towards 
more premium and upmarket pies, with 
both sweet and savory varieties emerging. 

One UK-based supplier is Brockleby’s, 
which is based in Melton Mowbray in 
Leicestershire (whose association with pork 
pies dates back to the 19th century) and 
bakes up to 10,000 pies per week. Sweet 
pies within the company’s gluten-free range 
include Apple Pie, Scrumper’s Pie (which 
combines apples with blackberries) and 
Persian Delight Pie, which features apple in 
a salted caramel sauce. Elsewhere in the 
UK, The Pie Life Shop – which is an online 
business – supplies both sweet and savory 
pies positioned towards the luxury end of 
the market. The company uses both gluten-
free shortcrust and gluten-free suet pastry 
for its pies – sweet/dessert varieties include 
Handmade Bramley Apple Pie, Bramley 
Apple & Vanilla Crumble and Classic 
Blackberry & Apple Crumble. 

OTHER MARKET TRENDS
In addition to gluten-free requirements, it 
seems that consumers still expect some 
concession towards health as far as cakes 
are concerned. According to Tate & Lyle’s 
2020 European Bakery report (which 
surveyed the opinions of 400 senior bakery 
industry professionals across the UK, 
France, Germany and Spain), 74% claimed 
that overall calorie reduction in bakery 
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goods was the most significant driver of 
business growth. This figure decreases 
to 71% for reduction of sugar, while 54% 
claimed that fat reduction was important. 
Elsewhere, over half (51%) of respondents 
said that consumers were opting for bakery 
goods that offer additional nutritional 
benefits, while 44% said consumers were 
willing to pay more for such products.
Covid-19 appears to have had some positive 
effect on demand for healthy and nutritional 
bakery goods, although consumers are still 
seeking out products offering indulgence. In 
the autumn of 2019, the Mr Kipling range in 
the UK (which is owned by Premier Foods) 
was extended with new premium cakes 
under the Signature brand, marketed as 
offering indulgent moments such as evening 
treats. Varieties in the Signature range 
include After Dinner Mint Fancies, After 
Dinner Chocolate & Orange Fancies, Deluxe 
Millionaire Whirls and Apple, Pear & Custard 
Crumble Tarts. Less than one year after its 
launch, the Signature range had already 
achieved sales worth £1.8m, possibly 
having benefited from the pandemic and the 
consumer desire for indulgent treats. 
Even prior to the pandemic, consumers in 
many western nations were becoming more 
discerning as far as cakes are concerned. 
With consumers seeking more from their 
treats, demand has been increasing for 
modernized or reinterpreted classics, as well 
as greater interest in new flavors and textures, 
regional and/or local provenance and even 
personalization of products. Prior to 2020, the 
greater premiumization of the cakes sector 
was also reflected in the entrance of many 
foodservice operators such as restaurants, 
cafes and coffee shops within the market. 
Many of these outlets tend to purchase 
products such as cakes and traybakes either 
frozen or part-frozen, and then prepare them 
on their premises. However, the closure of 
many foodservice outlets during the pandemic 
may have interrupted this trend. 
Despite the lockdown measures introduced 
throughout much of the world, consumers 
in many countries have continued to seek 
out on-the-go (OTG) bakery snacks such 
as cakes and pies. In some instances, this 
has resulted from the fact that more people 
are working at home and snacks have 
come to be viewed as playing a vital role in 
breaking up the day. According to a 2020 
study carried out by the Hartman Group, 
distraction played a role in 40% of snacking 
occasions within the US, with 43% of 
consumers snacking to cope with boredom 

or frustration. Another recent finding from 
the same company was that snacking now 
accounts for almost half (48%) of all food 
and beverage occasions in the US. 
People staying at home more frequently has 
also led to eating patterns becoming more 
fluid, with fewer consumers now adhering 
to the traditional three main meals a day. 
Instead, eating patterns such as grazing 
have become far more commonplace, 
especially amongst the younger age groups. 
According to recent research from Cargill, 
41% of US consumers now have a sweet 
bakery product at least a couple of times 
during an average week.
Another trend likely to impact upon the 
market over the next few years is the 
demand for cakes and pies with enhanced 
shelf-life. Retailers across many parts of 
the world have shown a greater interest in 
this category, mainly to reduce the amount 
of food wasted. As such, manufacturers 
of cakes and pies can be expected to 
demonstrate greater interest in ingredients 
such as enzymes and antimicrobials, which 
have been shown to extend the freshness 
of bakery products, as well as shelf-life. �
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Almost every large industry in the world - including energy, 
chemical, medical and cybersecurity - is currently using a tool, 
called Bowtie, to manage risk. Despite this widespread use, it 
has yet to be adopted by most food and drink businesses, yet 
many could use it to tackle challenges that have been a focus 
in recent years. 
By Andrew Collins, Food Safety Management Systems Lead at Campden BRI

A
llergen management and food 
safety culture are at the top 
of the agenda for many food 
business operators (FBOs). 
Yet the ordinary charts and 

tables of HACCP plans are seen by some 
as currently lacking the adaptability 
and holistic view that is key for good 
communication.
This is where Bowtie comes in. As seen in 
Figure 1, this simple tool can help FBOs 
visualize risks while providing a much 
more comprehensive review of their food 
safety systems. In a nutshell, this can allow 
food manufacturers to boost food safety 
culture (by highlighting why barriers are in 
place) and aid allergen management (by 
identifying new barriers).
It’s important to highlight that this 
simple tool does not replace HACCP, 
but instead can enhance FBO’s 
food safety management and 
HACCP plans by providing an 
extra level of robustness 
and visual clarity. The 
tool makes it easier 
for FBOs to identify 
factors that could 

compromise barriers, helping them put 
in place additional barriers to prevent a 
hazard, such as allergens, from occurring 
and escalating.
Put simply, FBOs can use Bowtie to 
improve their current food safety system 
by proactively identifying risks and easily 
adapting their system to incidences and 
occurrences.
Here I’ll focus on how Bowtie can help 
improve food safety culture and 
allergen management. 
Why these two? 
Not only 
have 

Bowtie: A Revolutionary 
Tool to Manage Risk and 
Boost Food Safety Culture  

research
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By Andrew Collins, Food Safety Management Systems Lead at Campden BRI

they been an area of attention in recent 
years, but they also put great emphasis 
on communicating risks, which is what 
Bowtie can help with. Before we delve 
deeper, I’ll cover the basics behind Bowtie.

WHAT IS BOWTIE?
Bowtie is an approach that was originally 
developed in the petrochemical sector 
and has now spread to many of the 
largest industries including aviation, 
energy, chemical, mining, medical, health 
& safety and even financial. The simple 
visual tool for risk management and 
communication simplifies the need to 
look at the management of hazards at 
every process step, thereby increasing 
efficiency by reducing repetition. 
Critically it highlights that risk 
management requires many barriers 
to be identified and establishes the 
need for ownership of these barriers to 
give a holistic approach to food safety 
management. Bowtie is effectively a 
picture that says a thousand words.

EXPLAINING THE BOWTIE 
MODEL: WHAT DOES IT MEAN?
Putting into words the components 
of the Bowtie and how this allows us 
to manage risk isn’t easy due to the 
multiple, interconnected elements. The 
best way to understand it is by looking 
at an image that names each of these 
elements (Figure 1).
Explained briefly, there are eight elements 
in Bowtie methodology. The hazard is the 
‘desired state’. In food safety we have a 
legal definition that defines a hazard as 
a biological, chemical or physical agent. 
The Top Event is the point at which we 
lose control of the ‘hazard’. These two 
elements form the knot of the bow tie. 
Threats that lead directly to the Top Event, 
and consequences that are a direct 
result of the Top Event occurring, need 
to be identified. Beyond what forms 
the bow tie’s knot, another key point to 
understand is that the left of the bow 
tie covers threats and prevention, while 
the right side covers consequences and 
recovery controls.

Barriers also need to be identified. 
Proactive barriers, sometimes called 
preventative controls, prevent the Top 
Event, while reactive barriers, sometimes 
referred to as mitigation controls, reduce 
the impact of potential consequences. 
There are factors that may reduce the 
effectiveness of the barriers; these are 
called degradation factors. Degradation 
barriers that reduce the effect of these 
factors would also need to be identified. 

FOOD SAFETY CULTURE
The importance of food safety culture 
has become increasingly recognized 
in the past few years, as has the role 
of psychology and the importance of 
behavior-based approaches to food 
safety management. Within the food 
industry, food safety culture can be 
described as the “Shared values, 
beliefs and norms that affect mind-set 
and behaviour toward food safety in, 
across and throughout an organization” 
GFSI, 2018. Some of these are easy 
to observe, such as the facilities and 
equipment, posters and paperwork, 
and the visible behaviors of staff. 
However, some are harder to see, such 
as underlying values and priorities, 
unspoken rules, and the way things are 
done when no one is looking. This makes 
the clear identification and evaluation of 
food safety culture very challenging.
In the recent 2020 revision to the Codex 
General Principles of Food Hygiene it 
states that FBOs should, “build a positive 
food safety culture by demonstrating 
their commitment to providing safe 
and suitable food and encouraging 
appropriate food safety practices”. It 
later goes on to state the elements that 
are important in cultivating a positive 
food safety culture. In practice, however, 
changing and sustaining a strong culture 
can be a challenge. Food safety culture 
has also been incorporated in the 
regulatory framework within the EU.
The food industry has seen an increased 
emphasis on food safety culture recently 
with a number of certification bodies 
incorporating it into their standards.
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HOW CAN APPLYING BOWTIE 
HELP IMPROVE FOOD SAFETY 
CULTURE? 
A strong and positive culture is about 
ensuring all employees do what they 
should when they should, and this can’t be 
achieved without good communication. By 
making this communication visual, Bowtie 
helps staff understand the hazards and 
risks in their business and appreciate the 
impact of their actions on the consumer, 
company and themselves.
The level of detail in the Bowtie can be 
filtered to ensure the right information is 
communicated to the intended user. It can 
be presented at a business level, which 
may be generic, or at an operational level 
that contains more detail. It can also show 
the link in the management of a hazard 
either from farm to fork and all the links 
in the supply chain as well as tracking a 
hazard through a process.  
For example, senior managers can see their 
procedure without all the detail an auditor 
would need. More importantly, floor staff 
can easily see the whole process so they 
understand not just what they need to do 
but why they need to do it. We’re finding 
that this visual adaptability avoids confusion 
and helps improve safety culture. 
This ability to paint a map of the risk 
managing process really comes into its 
own when you consider its use in-situ. 
For example, operators could have the 
Bowtie as a print-out pinned up around 
the factory which would allow them to 
understand why they need to implement 
preventative barriers and what the 
potential consequences of their actions 
could be. You can’t have good culture 
without effective communication and 
you can’t have effective communication 
without good culture.

ALLERGEN MANAGEMENT 
With the recent publication of Codex’s 
first-ever code of practice on food allergen 
management and Natasha’s Law coming 
into force in October 2021, it’s clear to 
see that allergen management is not only 
a current hot topic, but also one that the 
sector will continue to deal with long term.
The important part of allergen management 
is understanding that there are lots of 
factors that can contribute to managing 
this risk. For example, there is not just the 
product itself that must be considered but 
also the process, equipment, packaging, 
environment and people. Considering each 
of these factors is one thing but being able 
to visualize them for each specific allergen 
hazard to identify the most appropriate 
barriers is another. 

HOW CAN APPLYING BOWTIE AID 
ALLERGEN MANAGEMENT? 
Bowtie allows FBOs to map out these 
factors and barriers, making it easier to 
identify any that wouldn’t otherwise have 
been considered. Once these factors have 
been identified, the tool can then allow 
FBOs to focus on one particular area, 
‘people’ for example, or expand it to include 
all identified factors. 
Overall, seeing how the use of Bowtie has 
expanded so rapidly throughout similar 
industries, it’s likely that the increased 
emphasis on safety culture and allergens in 
the food and drink sector will see a similar 
expansion in this industry too. It’s possible 
that enhancing HACCP plans with Bowtie 
becomes the norm in the near future. At 
Campden BRI, we’re at the forefront of 
implementing this tool in the food industry 
and are keen to encourage more food 
businesses to find out how it can help with 
their risk management needs. �

Bowtie diagram
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2021 feature planning
1 january/february 

Ad closing: Jan 25/Publishing: Feb 08

Technology
Conveyor systems 
Dough dividers/rounders

Process
Mixing

Food Safety 
Contamination risks & solutions

Ingredients and nutrition
Proteins & fibers

Packaging
Depanning
Digitization in packaging

Market trends
Biscuits in Europe

snacks
Wafers

Craft baking
Deck and rack ovens

3 may/june
Ad closing: May 14/Publishing: May 31

Technology
Extruders
Frying equipment

Process
Cooling & freezing, vacuum cooling
Proofing

Food safety
IoT in food safety management
Process, product & staff protection

Ingredients and nutrition
Flavors

Oils & fats

Packaging
IoT in packaging solutions

Market trends
Health trends in Europe’s Big Four markets

snacks
Savory vs sweet snack flavors: biscuits & crackers

Craft baking
Kneaders & mixers

Trade shows
Snackex

5 september/october – iba special issue
Ad closing: Sept 17/Publishing: Oct 04

Technology
Turnkey lines
Smart bakery systems

Process
Cutting and forming
Customizing production lines

Food safety
Safety certifications & compliance

Ingredients and nutrition
Sustainability in ingredient sourcing & supply

Enzymes

Packaging
Soft robotics

Market trends
German-speaking countries: bakery segments

snacks
Expanded/extruded snacks

Craft baking
Pastry equipment

Trade shows
iba, Gulfood Manufacturing

4 july/august – iba preliminary report
Ad closing: July 23/Publishing: Aug 09

Technology
New oven technologies
Sheeters & laminators

Process
Topping & glazing
Scaling production

Food safety
Traceability - preventing recalls

Ingredients and nutrition
Yeasts and sourdough

Plant-based bakery

Packaging
Sustainable materials

Market trends
Pastries in Europe

snacks
Cakes & pies
Frozen bakery products

Craft baking
Small footprint technology

Trade shows
iba, Anuga

2 march/april
Ad closing: Feb 22/Publishing: Mar 08

Technology
Trays and coatings
Software & sensors

Process
Depositing synchronization

Flexibility in production

Food safety
Monitoring & inspection

Ingredients and nutrition
Oxidizing & reduction agents

Fillings

Packaging
Secondary packaging

Market trends
Bread in Eastern Europe: fresh & packaged

snacks
Buns & rolls

Craft baking
Freezers, display freezers

Trade shows
Modern Bakery Moscow, Pizza Expo

6 november/december – FiE special issue
Ad closing: Nov 05/Publishing: Nov 23

Technology
Extruders
Conveyor belts

Process
Lubrication
New Product Development

Food safety
Sanitary technology design

Ingredients and nutrition
Emulsifiers
Flours

Packaging
Checkweighers

Market trends
Clean-label performance in Europe

snacks
Healthy snacks

Craft baking
Artisan bread

Trade shows
FiE & Ni, Europain, ISM
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