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I
n a recently published paper called “Trends Shaping the 
Future of the Food and Nutrition Industry”, Euromonitor 
International highlights the profound changes happening in 
consumers’ eating habits as a result of the stressful period of 
late, as well as the strong focus on health brought about by 

the global pandemic.
Lines between food and supplements blur as functionality 
becomes a priority for consumers, particularly in areas like 
immune support, gut health and mood management. Ingredients 
and nutritional properties are also under scrutiny as more 
consumers look for trendy ingredients and governments remain 
concerned about public health.
A strong consumer desire for immunity-boosting food and drinks 
has inspired product innovation. The trend is increasingly moving 
from probiotics towards the addition of prebiotics and a growing 
field of interest with ongoing research is the gut-brain axis, which 
suggests a happy gut leads to a happy mood.
Growing consumer demand for simple and recognizable 
ingredients with health credentials is also a driver of innovation. 
More companies are re-engineering product formulas to include 
less ingredients and remove or replace artificial ones with more 
natural options. A growing claim landscape highlights that there is 
room for companies to make better use of clean label declarations, 
especially regarding natural, the leading claim in packaged food.
In terms of plant-based alternatives, the future looks bright as the 
global spend on these products is set to rise and the industry is 
expected to continue its successful journey, extending into less 
developed categories. Reformulating to achieve more nutritious 
and clean label options is underway and developments in lab-
grown food are in the spotlight.
Investments in sustainability, locally sourced inputs or promoting 
food security and social justice are also becoming increasingly 
important to move the needle with a growing conscious consumer 
base. In addition, e-commerce, livestreaming and social 
commerce are making word-of-mouth more critical than ever and 
manufacturers need to adjust their marketing efforts to prioritize 
these new mediums.�

A growing 
claim landscape 

highlights that 
there is room for 

companies to 
make better use 

of clean label 
declarations, 

especially 
regarding 

natural, the 
leading claim in 
packaged food.

The Food 
of Tomorrow



Spiral technology like this isn’t a luxury.
It’s a necessity.

Improved efficiency

Reliable performance

Reduced total cost of ownership

DirectDrive System spirals function the way spiral systems should function; with reduced

belt tension, with improved product orientation, with increased load capability. This system

eliminates overdrive and makes operation of your mission critical equipment reliably smooth,

without interruption.

Your Business Simplified with  

DirectDrive™ System

Find your solutions at intralox.com.
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Chilean startup Done Properly proposes a fermentation bioprocess that 
manages to reduce salt in bread products. Denmark’s Agrain produces flour 
from grain used in the brewing industry, and Navarre’s Bread Free is capable of 
creating gluten-free wheat flour.
The three startups presented their projects in an event held at Cereal, 
Europastry’s new R&D center, the promoter of the Baking the Future 
acceleration program.
The selected startups will participate in the Baking the Future program for six 
months, during which time they will receive mentoring, advising and help with 
business development.

Tate & Lyle PLC is expanding 
its successful partnership with 
distributor Azelis in Europe into three 
new countries, Greece, Bulgaria and 
the Republic of North Macedonia, 
from early 2022.
This means Azelis will now be the 
distributor of Tate & Lyle’s broad 
portfolio of ingredients and solutions, 
including its PROMITOR® Soluble 
Fibers, CLARIA® Clean Label Starches 
and Stevia sweeteners, to customers 
in 17 countries.
Waldo van Malssen, Channel Sales 
Director, Europe at Tate & Lyle, 

said: “We already have a strong 
relationship with Azelis and are 
pleased to be building on this with our 
new agreements, which will enhance 
our go-to-market capabilities and 
further develop our representation 
within these markets. We are 
confident it will help us enhance 
the relationships we already have 
with our customers, and enable us 
to continue delivering the bespoke 
solutions they require through our 
innovative plant-based ingredient 
solutions, including sweeteners, 
texturants and dietary fibers.”

Tate & Lyle Announces 
Expanded Distribution 
Partnership with Azelis

Baking the Future Kicks Off 
With Three Projects Set to 
Change the World of Baking

news

Givaudan to Acquire DDW, 
The Color House
As part of its 2025 strategy to expand the portfolio of its 
global Taste & Wellbeing business, Givaudan recently 
announced that it has reached an agreement to acquire DDW, 
The Color House, a US based natural color company. The 
acquisition will enable Givaudan to become a global leader 
in natural colors, enhancing its ability to create “Feel Good” 
Food Experiences through its extensive portfolio of taste and 
sense solutions.
Louie D’Amico, President of Taste & Wellbeing at Givaudan 
said: “I am excited about the opportunity to bring together 
the strong heritage and capabilities of DDW in natural colors 
with Givaudan’s expanded portfolio, which is fully in line with 
our 2025 strategy. The combination of both companies will 
enable us to become a global leader in natural colors and 
strengthen our ability to create with our customers multi-
sensorial food experiences consumers love. We look forward 
to welcoming the DDW employees to the Givaudan family.”

Ferrero Breaks Ground on 
First Chocolate Processing 
Facility in North America
Ferrero North America recently broke ground on a new 
chocolate processing facility in Bloomington, Illinois. It 
will be the Ferrero Group’s third facility that processes 
chocolate, and its first outside of Europe.
The new facility is an expansion of Ferrero’s existing 
Bloomington manufacturing center and will produce 
chocolate for CRUNCH, 100Grand, Raisinets, and other 
Ferrero products for the North American market. The 
USD75m project will add 70,000 square feet to Ferrero’s 
current Beich Road footprint and add as many as 50 new 
jobs. Annually, Ferrero currently spends nearly USD300m in 
Illinois, supporting over 1,300 employees and 560 suppliers.
“The ability to process high quality chocolate here in North 
America is instrumental to building on our important growth 
in this market, which is advancing Ferrero towards our goal 
of being a world leader in global confectionery,” said Todd 
Siwak, President and Chief Business Officer of Ferrero North 
America. “I am so happy that we are able to reach this 
important milestone in Illinois, the heart of America’s food 
and confections industry.”
The new facility is set to open Spring 2023.
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Let’s go social:

The symphony 
of baking.

The phrase ”customized dough production lines” is like 
poetry to our ears. Working with Glimek is like having a 
personal baking orchestra. You are the conductor and every 
well engineered component plays its own part. And the 
music that comes out is a perfect piece of dough. This is the 
symphony of baking.
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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

Ardent Mills, the premier flour-milling 
and ingredient company, recently 
announced its intention to acquire 
substantially all the business assets 
of Firebird Artisan Mills, a leading 
gluten-free, specialty grain and pulse 
milling company that is part of operating 
holding company, Agspring.
The move comes as part of Ardent Mills’ 
continued focus on emerging nutrition, 
building upon its existing wheat flour 

and plant-forward business. The parties 
are continuing with due diligence and 
expect the deal to close by end of 2021.
“Firebird Artisan Mills has been a 
collaborative and well-established 
partner of ours in the gluten-free and 
specialty ingredients space since the 
formation of Ardent Mills. They have 
proven again and again to go above and 
beyond for their customers,” said Dan 
Dye, CEO of Ardent Mills. 

Ardent Mills Announces 
Intent to Acquire Firebird 
Artisan Mills Operations

The addition of whole grains, brans or pulse flours in the 
recipe offers good source of proteins, fibers and micronutrients 
to increase the nutritional value. However, their incorporation 
in the formulation of extruded snacks is usually associated 
with a decrease in expansion, a change in the microstructure 
and a loss of the general technological quality. That’s why 
Limagrain Ingredients developed a specific range of functional 
flours to overcome these challenges, dedicated to snacks and 
perfectly suitable for direct extrusion processes: Innosense 
functional flours.
The Innosense Nutrition collection is the perfect answer 
to combine nutrition while improving the processability for 
manufacturers:

• Innosense Brans & germs with Innosense wheat germ 
and brans

• Innosense Whole grains: maize, oat, barley, rye, wheat
• Innosense Pulses (fine or granulated): chickpea, yellow 

lentil, faba bean, red bean, red lentil, green pea
• Innosense limalin gold (lin and wheat)

Limagrain Launches 
Innosense Range of 
Functional Flours for 
Extruded Snacks

Royal DSM recently announced that it has signed an 
agreement to acquire First Choice Ingredients, a leading 
supplier of dairy-based savory flavorings for an enterprise 
value of USD453m.
With headquarters in Germantown (WI, USA) and three 
manufacturing facilities in the vicinity, First Choice Ingredients 
and its approximately 100 employees have built a leading 
position in the US taste market as a developer of clean label, 
fermented dairy and dairy-based savory flavorings for taste 
and functional solutions across a wide range of applications.
Geraldine Matchett and Dimitri de Vreeze, co-CEOs of Royal 
DSM, commented: “We look forward to welcoming the First 
Choice Ingredients people to DSM. Our companies are a great 
fit, with a shared passion 
for science-based solutions 
for delicious, nutritious, and 
sustainable food and beverage 
products. This acquisition is 
an attractive next step for 
DSM as we continue to build 
our health, nutrition, and 
biosciences capabilities.” 

DSM to Acquire First 
Choice Ingredients to 
Accelerate Growth in F&B

CP Kelco, a global leader of 
nature-based ingredient solutions, 
announced that it will invest more 
than USD50m to expand production 
capacity for NUTRAVA Citrus Fiber, 
based on strong customer demand 
and market potential. With this 
significant capital investment, the 
company will have ample capacity 
for supporting current and future 
customers’ citrus fiber supply needs.
The expansion project will add 
a second NUTRAVA Citrus Fiber 
production line to the company’s 
facility in Matão, Brazil, increasing 
total capacity to approximately 5,000 metric tons and establishing CP Kelco 
as a leading citrus fiber supplier to food, beverage and consumer product 
manufacturers worldwide. The new production line is expected to be complete 
and operational in 2023, with options to incrementally expand capacity in the 
future based on customer needs.
 “We are excited about reaching this important milestone in our journey with 
NUTRAVA Citrus Fiber, which originated as a proof-of-concept only four years 
ago,” said Didier Viala, President of CP Kelco. 

CP Kelco Invests More Than 
USD50m in Citrus Fiber 
Capacity Expansion

news
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You can grow with GEA Bakery.
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and knowhow of Comas and Imaforni with the 
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help you succeed. 
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A new sanitary mobile Tilt-Down 
Flexible Screw Conveyor with 
Integral Bag Dump Station and 
Compactor allows the transfer 
of material manually dumped 
from handheld bags into elevated 
process equipment, and the 
disposal of empty bags, dust-free.
Mounted on a mobile frame with 
locking castors and a fold-down 
step, the Bag Dump Station 
is secured to the floor hopper 
with quick-release clamps, 
and features a gasketted bag 
disposal chute through the side 
wall of the hopper hood, allowing 
the operator to pass empty bags 
directly into the bag compactor.

The hopper discharges into an 
enclosed, 4.6 m flexible screw 
conveyor that handles a broad 
range of materials including 
free- and non-free-flowing 
bulk solids ranging from large 
pellets to sub-micron powders, 
including products that pack, 
cake, seize, smear, fluidize, or 
crumble, with no separation of 
blended products. The flexible 
screw is the only moving 
part contacting material, 
and is driven by an electric 
motor beyond the point at 
which material is discharged, 
preventing material contact 
with seals.

The latest addition to the company’s 
Pristine range enables bakers 
to overcome common quality 
hurdles such as wheat protein 
inconsistencies and high-speed 
processing without relying on gluten 
supplementation and traditional 
solutions like DATEM.
New Pristine 3000 is Corbion’s most 
robust dough conditioning innovation yet, allowing bakers to create dough 
with the overall strength and tolerance needed to stand up to today’s 
high-speed commercial processing. Providing the kind of outstanding 
functionality that has historically made DATEM an industry standard, 
Pristine 3000 also reduces the need for adding costly vital wheat gluten, 
which often subjects bakers to volatile pricing and supply issues. Even 
with protein-deficient flour, the new solution produces dough with optimal 
machinability that results in high oven spring, soft texture and overall 
consistent quality in the final product. 

Eloma as one of the leading 
manufacturers of high-quality 
combi steamers, convection 
ovens and baking ovens from 
Maisach, Germany offers a 
unique compact JOKER product 
family for maximum cooking 
and baking performance in the 
smallest of spaces.
Modularity, capacity, flexibility 
and design are the four main 
highlights of the new JOKER. 
Meaning, Eloma does not provide 

the customer with a standard 
but offers modular options 
and individual solutions in the 
configuration. The customer 
decides what is needed, as one 
size does not fit all.
The JOKER product family 
includes compact unit sizes for 
2/3 GN, 1/1 GN or BN 43, with 
a control that can be positioned 
to the left, right or on top, for 
applications such as pure 
convection ovens to professional 
baking ovens to multifunctional 
combi steamers, with or without 
fully automatic cleaning system 
plus many other configurable 
modules. The JOKER with water 
tank module allows for cooking 
and baking applications where 
a permanent water connection 
is not available. With the built-in 
kit, the JOKER with control on top 
and multi-eco condensation hood 
integrates perfectly into standard 
kitchen cupboards – ideal for 
ward and day-care kitchens!

Nestlé officially inaugurated its largest R+D Accelerator, which 
is located at the company’s fundamental research center 
in Lausanne, Switzerland. It is part of Nestlé’s global R+D 
Accelerator network, which was launched in 2019. The R+D 
Accelerator provides a unique platform for startups to bring 
highly differentiated innovations to the market fast.
The internal and external teams have full access to Nestlé’s 
infrastructure and science, technology and business expertise. 
Using early trends, differentiating technologies and scientific 
discoveries as sources of inspiration, the teams develop 
innovative product solutions in a six-month immersive ‘idea to 
shop’ program.
They can consult with Nestlé’s R&D experts from around the 
world such as food technologists, nutritionists, regulatory and 
food safety experts, designers and packaging experts. Each 
team also receives hands-on support from dedicated innovation 
coaches and mentoring from Nestlé’s senior management.

Eloma’s new JOKER: 
Compact Oven for Tight 
Spaces

Corbion Solution Delivers 
Consumer-friendly Dough 
Conditioning

Flexicon Introduces 
Mobile Sanitary Conveyor 
Bag Dump System

Nestlé Opens Largest R&D 
Accelerator 



Our solid and perforated steel belts have helped bakeries 
produce premium quality products for almost 100 years. Flat, 
straight, durable and easy to clean, they provide a baking surface 
that’s ideal for everything from rich, chewy all butter cookies to 
traditional biscuits and crackers.

The other reason for choosing IPCO is our global service capability, 
providing the reassurance of premium productivity too.

•	 High	productivity	wide	belts	up	to	3500	mm.
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maintenance and spare parts.

Bake more, bake better with 
IPCO steel belt technology

ipco.com/bake
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C
hanging the product running on the 
line is a challenge regarding hygiene 
standards, the product standard and 
the consistency of the recipe itself, 
especially if it includes allergenic 

substances, Simone Schiller, managing director 
at DLG-Competence Center Food, explained for 
European Baker & Biscuit. 

CHALLENGES
Schiller underlined an important, core, 
aspect impacting the design of turnkey 
lines for bakeries: very quick and rigorous 
cleaning must be possible. Furthermore, 
hygienic design, and data evaluation and 
documentation present the most challenges 
to bakers using this type of equipment, 
according to Schiller. The cleaning and 
maintenance protocols must be very clear.
Another big challenge is to save time 
during retooling and cleaning, she 
explains; however, changing the product 
manufactured on a processing line always 
includes a risk of mistakes.
In terms of networking processes and 
their specific equipment, for an optimal 
configuration, it is very important to have 
interfaces between the process, sensory 
equipment and the control of sensory 
equipment. “This allows predictive 
maintenance, which is one way to increase 
effectiveness of a process line,” DLG’s 
director highlights.
From the manufacturer’s perspective, one 

of the most common requirements is the 
connectivity between new and existing parts 
of production lines. This means monitoring 
and synchronizing processes, which is when 
the use of sensors is an opportunity. “For 
successful synchronization, producers need 
very smart software, which usually means a 
tailor-made solution,” Schiller adds.
On the other hand, to optimize energy 
consumption, it is necessary to analyze 
individual production processes and take 
prompt action to make improvements or even 
replace old machinery.
As far as further technology innovation is 
concerned, the major direction for technology 
development in the long run is digitization, 
Schiller says. This will have as a result a 
reduction in the number of employees.
“This is desirable as employees can be a source 
of hygiene problems, and it is also becoming 
more difficult to find suitable staff. Other 
external influences that will drive technological 
development include new legislation and 
upcoming standards, for example on traceability 
and authenticity, and changing consumer 
demands,” Schiller underlined.

SINGLE SOURCE SUPPLIER
Turnkey solutions offer one single source 
supplier, which makes installation, 
commissioning and maintenance easier. 
Partnering with one company to supply 
equipment expedites the service to sales date 
and makes the entire project more manageable. 

Working with turnkey lines is essential for the 
industrial manufacturing of baked goods. Versatility 
is a key feature, as the equipment lines must support 
the production of different ranges of baked goods, 
and formulation updates.

By Tudor Vintiloiu

Turnkey Lines: 
A Full-proof Solution
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Turnkey Lines: 
A Full-proof Solution

Rademaker's specialists walked us through 
a typical installation of a turnkey project. 
First they closely look at the customer 
requirements and together they discuss the 
possibilities and impossibilities of the ideas 
and plans. This results in the product data 
& the functional specifications of the sub 
processes being defined. 
"We provide the optimal combination for the 
different systems that lead to a customer 
satisfying overall system. Our approach is 
bringing together the best for every single 
section of a production facility. Reliable 
suppliers are chosen, with a proven track 
record in the bakery industry, who have a 
regional presence where needed and can 
offer the required service when needed. The 
aim of the collaboration is solid and long-
standing partnerships to exploit the joint 
expertise to the fullest. With these system-
integrated solutions, Rademaker covers the 
complete dough processing activity, from 
dough handling to finished product," the 
company specialists explained.
"In the second step we develop an added-
value solution that incorporates all the 
modules and systems needed. Partners are 
chosen carefully to provide the right system 
for each particular system-integrated 
solution. During the co-development process 
every partner brings in its own expertise. 
Our client brings in the customer demands 
& provides the knowledge of the product. 
In the third step we, as main contractor, 
provide the overall management of the 
project under the direction of a Senior 
Project Manager. This way the client can 
keep focusing on their core activity, without 
getting lost in complicated technical 
discussions and calculations and without 
having to allocate valuable manpower."
The proposed production line and factory 
layout takes into account the customers 
wishes with regard to capacity, the required 
flexibility (for instance with regard to fast 
change-overs) and the available space. The 

emphasis is placed on developing cost-
efficient solutions with a good ROI (return-
on-investment), where standard Rademaker 
modules are the starting point. With this 
basis, a system is created with customized 
modules and subsystems from the partners, 
and the result is a well though-out system 
integrated solution.

EQUIPMENT TAILORED FROM THE 
PRODUCT
Tremaine Hartranft, director, Technical 
Sales at Reading Bakery Systems told us 
that before a project can be approved, 
the product needs to be finalized. This is 
where R&D comes in. "At RBS, we have a 
full-service R&D facility where customers 
can work confidentially to bring their new 
product ideas to life. At the Innovation 
Center, our process experts work closely 
with R&D teams to validate new products 
and ingredients on our pilot production 
systems. After the product is confirmed, 
the equipment configuration is designed. 
The installation and commissioning are 
fairly straightforward since we have already 
proven we can make the product on our 
equipment. We use the SCORPION® 2 
Profiling System to profile the pilot line at 
the Innovation Center as a benchmark and 
use this during the commissioning phase 
to make it easy to scale up production to a 
production size line."

MAINTENANCE
Rademaker thinks it is crucial to select 
reliable suppliers with a proven track 
record in the bakery industry and who 
have a regional presence where needed 
and can offer the required service when 
needed. Besides the supplier selection the 
chosen equipment and the execution of it 
determines the robustness of the system. 
For instance, sequential defrost functionality 
in freezers and the use of smart buffer 
systems are can make the difference.

Photo: RBS
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Tremaine Hartranft, 
director, Technical 
Sales at Reading 
Bakery Systems

A complete system is more efficient to design, 
manufacture, install and commission. This 
enables the customer to minimize his resources 
and obtain the desired results quickly. 

RBS's expert shares that their goal is to 
try and reduce the number of parts on a 
machine when it is being designed. Less 
overall parts, means less to maintain. For 
the items that need to be maintained, they 
are designed for long life to minimize any 
unexpected downtime. As for parts that 
require routine maintenance, they have 
added run-time meters to their OIT screens 
that help notify the maintenance team that 
an item is due for maintenance.

SPECIALIZED EQUIPMENT
As an example, Hartranft says their 
continuous extrusion lines are capable of 
producing anywhere from 125 to 1000 kg/
hr. Non-automated lines utilizing batch mixing 
technology generally require two operators per 
line; whereas, some of their larger automated 
lines, utilizing continuous dough mixing 
systems, generally only need one line operator.
"Extruding many different dough types with 
our Low Pressure Extruder is done quite often. 
A challenge, at times, with higher throughput 
rates, is that we want to ensure we get even 
dough piece weights across the die face and 
proper product textures once baked. Many 
of these challenges can be overcome with 
dough formulation, however the extruder has 
flexibility with the speed of the feeding augers 
to optimize the extrusion rate out of the die 
face. For stiffer doughs, we have a pre-feed 
option that ensures the dough pressure into 
the extruder feed augers is constant. The pre-
feed speed is adjustable via VFD and helps 
ensure even dough piece weights for doughs 
that are stiffer. By adding the pre-feeds, the 
extruder flights are running a more constant 
pressure, which helps eliminate any product 
crystallization after baking for an ideal 
finished piece texture."

CONSERVING RESOURCES
Customers’ resources are being pushed to the 
limit because of increase product demand and 
the ability to bring in qualified employees. This 
has caused customers to look for suppliers that 
can provide turnkey solutions to reduce the 
overall project costs and risks to the projects. 
A complete system is more efficient to design, 
manufacture, install and commission. This 
enables the customer to minimize his resources 
and obtain the desired results quickly.

ROI IS KING
A lot has changed in the last decade. 
Controls, servos, packaging, baking 
technology continues to improve and 

eliminate employees. As all business cases, 
ROI is king and will dictate the final decision. 
Something that has changed recently is the 
ability to retain or find new employees. The 
older equipment is not suited for retrofitting, 
and subsequently requires to be replaced by 
newer equipment that can reduce the overall 
price/lbs and eliminate the extra employees 
needed to run this equipment.  
"An RBS line using a continuous mixing 
along with PLC based system can automate 
the entire process from mixing to packaging. 
Most of these lines are running with little as 
one employee. If a second line is added, we 
find with our setup, and employee can keep 
both lines running reducing the dependence 
on employees and increasing throughput," 
Hartranft explained.
Rademaker's specialists add that the 
increasing demand for automation in general 
can be attributed to continuous improvement 
principles and to the goal of having a 
constantly perfect product. �

The increasing demand for automation in general 
can be attributed to continuous improvement 
principles and to the goal of having a constantly 
perfect product.
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The Rademaker approach includes a close co-operation with the end user. We deploy decades of 
experience to develop the best possible process solutions. The customers’ boundary conditions 
with regard to ingredients and actual production environment are the basis for all tests run in the 
Rademaker Technology Centre. Our consistent focus on the customers’ requirements results in 
specific solutions aimed at the ultimate success of our customers in the market.
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Addressing a 
Health Need

Extruded bakery 
snacks remain a 
growth area across 
much of the world. 
In many instances, 
demand has benefited 
from the tendency of 
consumers to seek out 
snacks positioned on a 
health platform, although 
the range of occasions 
during which these 
products are eaten is now 
widening to incorporate 
mealtimes such as 
breakfast, lunch and dinner. 
By Jonathan Thomas

snacks



worldbakers.com 17

T
his is to the sector’s advantage 
since competition within the 
snacking market from products 
such as potato crisps and 
confectionery remains intense. 

THE EXTRUSION PROCESS
Extrusion technology is one of the most 

established and widely used techniques 
used within the food processing 
industry. It is a procedure whereby 
various assorted ingredients are forced 
through an opening in a holed die or 
plate, after which they are cut to a pre-
determined size via the use of blades. 
Extruder equipment consists of a large 
gyrating screw fitted within a fixed 
barrel, at the end of which is the die. 
The extrusion process allows large-scale 
manufacture of food products through 
a well-ordered system that guarantees 
the finished products have a uniform 
appearance and texture. 
Food products manufactured using 
an extrusion process typically contain 
high levels of starch. This allows the 
products to remain intact during mass 
manufacture. Extrusion is used for a 
wide range of different foods – examples 
include potato-based snacks, breakfast 
cereals, bread, biscuits, croutons, some 
varieties of pasta products, textured 
vegetable protein, confectionery, dried 
pet foods and baby foods, as well as 
some beverages. In addition to their 
other features, extruded products often 
contain low moisture levels, i.e. around 
4-6%. This makes them shelf-stable and 
therefore increases their shelf life. 
Growing consumer demand for more 
novel products and shapes continues 
to drive the global market for food 
extrusion technology. Global market 
value is forecast to increase from around 
USD60bn at present to more than 
USD80bn by the middle of the current 
decade, although the industry may 
take a year or two to recover from the 
effects of the Covid-19 pandemic. Other 
growth factors include the rising demand 
for convenience foods in parts of the 
world such as Asia and Latin America, 
as well as the continued popularity of 
hot extrusion processes. Savory snack 
applications account for the largest 
sector of the food extrusion technology 
market, ahead of breakfast cereals. 

CRISPBREADS
Flatbreads (or crispbread as they are 
sometimes termed) represent arguably 
the most popular and widespread 
form of extruded bakery snack. They 
are usually square or rectangular and 
come in a variety of sizes to suit most 
occasions. Although smaller products 
are ideally suited towards snacking or 
lighter meals, larger crispbreads can act 
as a replacement for conventional bread 
during regular mealtimes – for example, 
as a substitute for toast during breakfast. 
However, much of the recent NPD taking 
place within the category suggests that 
snacking occasions are where future 
market growth is anticipated.
Geographically, crispbreads have been a 
staple food in the Scandinavian countries 
for many years. One of the main appeals 
of crispbread is its healthy nature – 
dietary concerns amongst consumers 
continue to represent one of the main 
market drivers in parts of the world such 
as Europe and the US. Crispbreads enjoy 
a strong reputation as a healthy form 
of snack, mainly due to their high fiber 
content attributed to whole grains. They 
are also popular amongst those seeking 
to lose or maintain weight, given that they 
increase the feeling of satiety, as well as 
consumers following a low-carbohydrate 
diet. 
Although crispbread was originally 
made from rye, more recent versions 
have incorporated other grains such as 
wheat. Whatever the occasion, most 
flatbreads are usually eaten with some 
form of topping, the range of which 
continue to widen dramatically and is 
now constrained only by the imagination. 
Some of the more popular toppings in 
western markets are believed to include 
cheese, eggs, tomatoes, hummus, sour 
cream, smoked salmon, avocado and 
peanut butter. These can give crispbreads 
immediate visual appeal, especially 
amongst younger age groups since these 
lend themselves to images posted on 
social media websites. 
Wasa from Barilla represents the world’s 
leading brand of crispbread snack. 
Available in 40 countries worldwide, 
its most significant markets include 
European countries such as Sweden, 
Germany, France, the Netherlands and 
Poland, as well as the US.  
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Recent additions to the Wasa 
range have included gluten-free 
varieties of its crispbread, as well 
as new formats, shapes and textures.
In March 2021, the Wasa range was 
further extended with new Tasty 
Bites, which (like many of the 
crispbreads on the market) are 
targeted firmly at the snacking 
market. These were launched 
in several flavors, namely 
Flaxseeds & Sea Salt, Tomato & 
Oregano, Poppyseeds Sourdough 
& Sea Salt and Pumpkin Seeds & 
Sea Salt. Despite the emergence of 
these new flavored varieties, much of the 
promotion and marketing taking place 
within the category at present encourages 
consumers to come up with novel ideas 
for toppings and, if they so desire, to 
share them via social media channels. 
The suitability of topped crispbreads for 
pictures on platforms such as Instagram 
represents a key tool for attracting 
consumers to the category. 
Another Scandinavian operator in the 
crispbreads market is Lantmännen Group, 
which competes in the sector via the 
Finn Crisp brand first launched during 
the Helsinki Olympics in 1952. The Finn 
Crisp range includes crispbreads, snacks 
and thins, all of which are positioned as 
snacking products. Like other crispbreads 
on the market, flavored varieties make 
heavy use of ingredients such as garlic, 
coriander and caraway, while the range 
also includes multi-grain crispbreads. 
In the UK, demand for products such as 
crispbread increased during 2020 due 
to lockdown measures and the closure 
of many workplaces. Data indicates that 
up to 500 million more meals were eaten 
in UK households per week during the 
second quarter of 2020, with lunches 
and snacking occasions accounting 
for the majority. These circumstances 
created unprecedented opportunities for 
manufacturers of crispbreads, since health 
considerations still played a major part in 
driving consumer behavior. It should be 
noted, however, that consumers were also 
inclined to seek out treats to improve their 
state of mind, one factor that led to a rapid 
surge in the amounts of sweet biscuits 
being purchased.
According to the 2020 version of the 
Annual Biscuit Review by pladis, 91 million 
more in-home lunches featured crackers  

 

and crispbreads 
compared with the 
previous year, since 
people working from 
home were unable to 
visit foodservice outlets 
near their offices. While it 
remains to be seen whether 
the trend towards working 
from home more frequently 
is sustained in the post-pandemic 
world, the opportunities for crispbread 
manufacturers appear to be considerable. 
Workers eating lunch at home more often 
will continue to be interested in healthier 
options that can be personalized (via the 
addition of toppings) to create a more 
exciting experience. 
At 90%, household penetration of crackers 
and crispbreads in the UK remains high. 
The market’s leading brand is Ryvita, which 
forms part of Associated British Foods (ABF). 
In recent years, the brand has evolved to 
address different eating occasions, ranging 
from an alternative to bread at lunchtime 
to an on-the-go snack. The Ryvita range 
now encompasses varieties such as Thins, 
Minis and Crackerbreads, all offering a 
range of formats and flavors. The Ryvita 
brand continues to emphasize its healthy 
credentials – a recent addition to the range 
was Vitamin Boost, new crispbreads with 
added levels of B vitamins and fiber. The 
crispbreads were launched in Simply Seeded 
and Toasted Oat & Black Sesame flavors. 

BREADSTICKS
One extruded bakery product typically 
eaten as a snack or appetizer is the 
breadstick. Also known as the grissini, its 

snacks
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heritage is widely associated with Italy’s 
Piedmont region, especially the city of 
Turin. According to popular legend, the 
heritage of breadsticks stretches back 

to the late 17th century. The oldest 
form of breadstick is thought to be 
the Robata, whose length ranges 

from 40cm-80cm and is easily 
recognized due to its knotted 
appearance. The other most 
notable variety is the Grissini 

Stirato, which translates 
as ‘’stretched’ and 

is a more recent 
invention. As its 
name suggests, 
the dough for 
this latter type 
of breadstick 
is stretched, 

rather than rolled, 
which allows 

for mechanized 
production to take place. 

Grissini carry PDO status within Italy’s 
Piedmont region. 
The essential ingredients of breadsticks 
are wheat flour, palm oil and yeast. 
Wheat flour is used since this allows the 
dough to be more easily elasticated and 
therefore hold its distinctive stick shape. 
As consumer diets have changed, the 
market has witnessed the appearance 
of gluten-free breadsticks, supplied by 
companies such as Dr. Schär. These are 
manufactured using alternatives to wheat 
flour, examples of which include rice flour 
and buckwheat flour. 
Breadsticks pair well with a range of 
dishes, examples of which include soups, 
salads and pasta. However, they have also 
been used as a dessert component, with 
some consumers having been known to 
serve them with melted chocolate or fruit 
jams. Innovation within the sector has also 
focused upon the development of new 
flavored breadsticks for consumers seeking 
a different taste profile. Some of the more 
common examples are based around 
Mediterranean cuisine and ingredients, 
such as cheese, olives, onions, rosemary, 
garlic and sesame and poppy seeds.
In recent years, the popularity of 
breadsticks has increased, in line with 
the growing trend towards baked snacks 
perceived as offering a healthier profile. 
According to data from Global Market 
Insights, retail sales of breadsticks in 

the US are poised to reach USD3.6bn 
by 2026, equivalent to around 15% of 
the country’s packaged bread market. 
Consumption is also significant via 
foodservice channels, although this 
market suffered a decline in 2020 amidst 
the lockdown measures introduced 
to curb the spread of the Covid-19 
pandemic. Prior to this, the Olive Garden 
casual dining restaurant chain in the 
US claimed to serve up to 700 million 
breadsticks per annum, which equates 
to an average of three per diner. 

OTHER EXTRUDED BAKERY 
SNACKS
Another extruded bakery product gaining 
favor as a snack across parts of the world 
is the churro. These are fried, extruded 
dough pastries that have traditionally 
been popular with Hispanic consumers 
throughout Latin America, although they 
have their origins in Spain and Portugal. 
Made with choux pastry, churros are 
prepared using a thick dough that is 
piped or otherwise extruded before being 
cooked by frying in oil. The use of choux 
pastry gives churros a light and airy 
texture, due to the steam formed within 
their interior during the cooking process. 
Demand for churros has benefited from 
the rising popularity of streets foods 
in regions such as North America and 
Western Europe. During lockdown periods 
in 2020, it is also believed that more 
consumers began to express an interest 
in making churros themselves, to eat as 
a novel form of snack while working from 
home. In Latin American countries such 
as Mexico, the traditional way of eating 
churros is when freshly cooked, dipped 
in thick, hot chocolate sauce. In countries 
such as the US, churros are becoming 
a popular dessert item in foodservice 
outlets such as restaurants. 
Other bakery snacks such as cookies 
and pretzels can also be manufactured 
via an extrusion process. In these 
instances, the extruding system uses 
a twin-screw design to push dough 
into a compression head and through 
an attached die plate with the desired 
shape cut into it. Producing bakery 
snacks in this way is considered both 
flexible and cost-effective, since the 
compression heads and dies can be 
changed quickly and easily to form 
different shapes and sizes. �
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Say “Yes!” to  
Food Safety Culture
Change is inevitable, so learning to successfully adapt is critical for any 
food manufacturer that prioritizes food safety. Whether your operation is 
increasing production of a new product or you’re moving product into a new 
market, such changes are some of the most important aspects of business 
development, supporting your company’s growth. 

By Vikas Menon, Food Safety Professional, AIB International

food safety

A
s you take on these challenges, 
the million-dollar question for 
food manufacturers becomes 
“Can we continue to ensure 
food safety?” Often, you can 

look within your organization to find the 
answer. If your organization has successfully 
committed its culture to food safety, that 
answer should be a resounding “Yes!”
Developing a food safety culture is not a 
one-stop solution for all your food safety 
challenges, as every food system will 
have its own complexities. Too, if food 
safety culture is considered as just another 
addendum to fill out and keep on file for the 
audit, then it will not make a big difference. 
Instead, food safety culture planning is 
a step toward progress to perfection. 
Enhancing an organization’s food safety 
culture gives individuals and teams 
the freedom to uphold food safety best 
practices. For organizations that clearly 
understand and believe in the core strength 
of a united approach and have a strong 
desire to strengthen their food safety 
beliefs, then food safety culture planning 
will deliver remarkable returns.
Within organizations, visible culture is 
the way we say we get things done. 
As an example, adhering to a six-step 
method while washing hands is a food 
safety behavior often expected from every 
food handler. A similar approach is likely 

written into your policy documents and 
something frontline employees are trained 
on when they begin in the role. Conversely, 
invisible culture is the way we actually get 
things done. Do you know whether your 
employees are washing their hands using 
your documented and preferred method? 
And is there a consequence – positive or 
negative – when an employee does or does 
not wash their hands using this method? 
In situations like these, it is important for 
employees to understand that food safety 
antecedents like handwashing are based 
on organizational food safety expectations. 
The training you provide employees should 
ensure that such expected behaviors 
and consequences related to food safety 
practices are effectively communicated. 
If poor training is provided from the 
beginning, or inapt consequences are 
used in response to food safety incidents, 
whether large or small, this could 
negatively influence the behavior of 
employees. Those behaviors may become 
shaped into hardened beliefs about food 
safety, which often have a root cause in 
food safety obstacles. 
These obstacles are driven by the core 
psychological behavior of the workforce 
and are a major restraint and even 
hinderance on the development of a 
positive food safety culture. The formation 
of such obstacles does not happen 
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suddenly. Most of the time, you can see 
them through a few initial signs. When 
conducting an audit, I sometimes witness 
certain findings or deviations that may be 
an indication of such obstacles forming. For 
example, a drip of water from an overhead 
drain goes unnoticed and unaddressed by 
an employee. Maybe debris on the floor 
is not removed by a cleaning crew. These 
could be initial signs of obstacle formation 
and a deteriorating food safety culture in the 
organization. 
If you are noticing such issues more 
often, then you should realize that they 
are more than symptomatic. They are an 
early warning sign and there are likely 
several of these obstacles already in 
place, each undermining food safety in 
your organization. With this understanding, 
there is an opportunity for training or 
retraining on specific food safety-related 
tasks, providing prompt corrective actions 
to raise awareness with employees of the 
consequences of the behavior(s) in question.  
Should you start seeing such incidents on a 
regular basis and employees do not seem 
to care about them, then the condition has 
likely developed into a hardened belief. 
Every hardened belief will be accompanied 
by a psychological barrier that drives 
the action within a specific group or 
across the organization. Site management 
should be very careful to identify and 
correct these beliefs and behaviors, as 
they will trigger the formation of a negative 
food safety culture in the organization. 
Unfortunately, once it reaches this point 
without already having been addressed, 
such deterioration is most often noticed 
only after a critical food safety issue like a 
major recall.  
The question I’m often asked by food 
manufacturing leadership in response 
to such issues is “How do I build a food 
safety culture in my organization?” Usually, 
leadership wants to do right by their teams 
and provide the necessary resources to 
improve, they just don’t know where to 
begin. My response is never about the 
culture specifically. Instead, I recommend 
they “Start by removing the food safety 
obstacles.” Identification of those obstacles 
and the destruction of hardened beliefs 
that align with them is a key activity in 
establishing a strong food safety culture. 
Until such steps are taken, any support for 
or adoption of broader food safety culture 
initiatives will be denied.
Companies that have developed a 

deep-rooted food safety culture provide 
platforms for self-analysis to understand 
and identify those obstacles at all levels of 
the organization. Support from leadership 
is also essential, allowing everyone from 
management to frontline workers to 
embrace the opportunity to change and 
improve their way of doing things with food 
safety as the focus. They will need to work 
collectively to remove the obstacles that 
impact their culture by readily embracing 
new thoughts and direction. 
This process of establishing a food safety 
culture does not happen overnight. In 
fact, it can take years of hard work and 
commitment from across an organization. 
By taking an approach that seeks to 
understand and effectively address these 
issues at all levels, when changes happen 
that may challenge food safety, you will be 
able to enthusiastically respond with “Yes!” 
and affirm your organization’s preparedness 
because of your culture of food safety.  �
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Changing Consumption 
Patterns Drive The Baking 
Ingredients Market
Baking ingredients improve the quality of products and enhance their shelf 
life. They also improve the functional and physiological properties of baked 
products. The rise in the consumption of bakery and confectionery products 
across the globe has driven the market growth for bakery ingredients.

By Lopamudra Roy and Amarnath Rajendran, Markets&Markets

market
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Changing Consumption 
Patterns Drive The Baking 
Ingredients Market

With the rising demand for convenience food 
and consumer preference for attractive, tasty & 
textured delicacies, the demand for confectionery 
and bakery products is steadily increasing. 
Other factors affecting the sustenance of bakery 
products in the modern market are their easy 
accessibility, lower price, and nutritional content. 
For a growing number of consumers bakery 
products have become an essential part of their 
diets. This has bolstered the demand for various 
baking ingredients used to make bakery products 
rich in taste and texture. 
The increasing number of hypermarkets and 
supermarkets selling freshly baked and frozen 
bakery items, has also contributed to the increase 
in the consumption of bakery and confectionery 
items. In addition, the rising number of home 
bakers owning small or medium-sized businesses 
in developing countries has led to the increased 
utilization of baking ingredients. According to the 
American Bakers Associations, bakery products 
make up about 2.1% of the gross domestic 
product in the US. This is because of the high 
consumption of bread in the country. The bakery 
industry in America employs nearly 800,000 
skilled individuals across its 50 states and has a 
total economic impact of USD153bn.

FAST-PACED LIFESTYLE OF 
CONSUMERS AND CHANGING 
CONSUMPTION PATTERNS
Due to the fast-paced lifestyle of consumers, 
there has been a radical shift in food consumption 
patterns. Many people now prefer convenience 
foods as a result of their hectic schedules. 
According to a report published by the USDA, one 
of the major factors encouraging the demand 
for convenience foods is the declining market 
price of processed foods compared to their less-
processed counterparts. The other factor driving 
customers’ preference toward convenience foods 
could be the increase in their purchasing power 
over the past few years. 
According to a MarketsandMarkets analysis, the 
global market for baking ingredients is projected 
to reach USD 22.2 billion by 2026, recording a 
CAGR of 6.0%
The market’s overall growth can largely be 
attributed to the need to improve product appeal, 
which is expected to provide new revenue 
pockets for baking ingredients. Europe dominated 
the baking ingredients market in 2020. This can 
be attributed to the rising trend of convenience 
foods that has influenced customer preferences 
for baked products in the region.
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IMPACT OF COVID-19 ON 
THE BAKERY INGREDIENTS 
INDUSTRY
The outbreak of COVID-19 has brought 
serious medical, social, and economic 
challenges. While the medical community 
is focused on developing successful 
diagnostic and medical treatments, the 
baking industry focuses on manufacturing 
healthy products using baking ingredients. 
Due to the emergence of the pandemic 
in various regions, the global baking 
ingredients market witnessed a decline 
in 2020. This can be further attributed 
to lockdowns in various countries, 
closure of the international borders, and 
delay in cross-border transit, leading to 
supply chain hindrances. Also, the social 
distancing measures taken by the regional 
governments have limited the number 
of people working together in proximity, 
hampering the logistic chain.  
Europe dominated the market in 2020 and 
is expected to show similar trends in the 
coming years.
Europe accounted for a significant share 
of the baking ingredients market in 2020. 
The region remains one of the important 
markets for baking ingredient companies 
due to its size and favorable regulatory 
environment. Other factors boosting the 
growth of the baking ingredients market in 
the region include increased consumption 
of baked goods, especially as convenient 
food products, and awareness of people 
about natural baking ingredients, such 
as yeast extracts, enzymes, and fiber. 

Thus, Europe can be considered a mature 
market. 

KEY PLAYERS TO EXPAND THEIR 
GEOGRAPHICAL PRESENCE 
THROUGH NEW PRODUCT 
LAUNCHES, ACQUISITIONS, 
AND EXPANSIONS
The market for bakery ingredients is 
fragmented due to the presence of many 
players in the market. These players adopt 
collaborations and new product launches 
as their key strategies to achieve a global 
presence and cater to the needs of their 
customers. For instance, Koninklijke 
DSM N.V. (Netherlands) launched two 
new solutions, BakeZyme Fresh XL 
and BakeZyme Master, to address the 
freshness challenges faced by bakers 
worldwide. These new maltogenic 
amylase solutions would enable the 
production of high-quality baked goods. 
Similarly, in November 2020, the Taste 
& Nutrition subsidiary of Kerry Group Plc 
(Ireland) announced that it had reached 
an agreement to acquire the Canadian 
company Bio-K Plus International 
(Canada). This acquisition would expand 
Kerry’s portfolio of probiotics. 
The key players have been undertaking 
these strategies to leverage their strengths 
and develop better products. These 
developments are expected to positively 
impact the baking ingredients market in the 
next few years. Some of the most common 
strategies adopted by these players include 
acquisitions, mergers, and expansions. �
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The Road  
to Market
Your new bakery, pastry or biscuit 
brand is ready – now the challenge 
begins! The next step is to generate 
sales. There are quite a few numbers 
coming up, and some of them may 
leave you feeling a little deflated, so 
let’s start with an encouraging one: 
EUR91bn. That’s how much the bakery 
and pastry product sector is worth in 
Europe, the Middle East and Africa. 
So, there’s money to be made. But if a 
healthy chunk of that money is to make 
it into your pockets you’re going to 
have to work hard, and you will need a 
fair amount of money to start with. 

By Richard Horwell, Brand Relations

craft baking

H
aving been behind over 100 
brands, I have seen far too many 
entrepreneurs think they can 
handle the sales and marketing 
themselves, without any help 

or funding. They set out without any real 
understanding of what’s involved or the 
budgets they will need. They simply don’t 
foresee the costs that are involved in 
marketing their own product and that is a 
precarious starting point. Most businesses, 
when they start their journey, fail due to 
lack of planning and lack of cash. 
Consider that in the Food & Beverage 
(F&B) industry, you have to pay upfront for 
everything and then wait up to 90 days for 
the payments on anything you might sell. 
This can create a huge black hole in your 
cashflow; the more product you sell, the 
more you need to make and ship, the more 

money it costs – all of which you need to 
fund for at least 90 days. So you need to be 
prepared.
The bottom line is that you will probably 
need a minimum GBP35,000 to produce 
your product before you even start to think 
about marketing. Overall, you are probably 
looking at spending around GBP100,000. 
However, by planning carefully and 
avoiding some of the common pitfalls, you 
can make that money work hard for you.

WHOLESALERS AND RETAILERS
The main route to market for new brands is 
through wholesalers; they have established 
clients, they know who the buyers are and 
what they want, they have systems to help 
stores re-order when stock is low, and they 
can raise and collect invoices. 
Selling direct to stores is almost 
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impossible. Many won’t even deal direct 
as it’s just too much aggravation to 
contract with lots of small independent 
suppliers: there’s no central system for 
re-ordering when stock is low and lots 
of small invoices to pay – all of which is 
inconvenient and time-consuming. 
When you began your product development, 
you should have researched your target 
consumer and where they shop. This should 
have given you a list of target retailers. 
From there you can contact the relevant 
wholesalers and persuade them to give you 
a listing. Or at least, that’s the theory. 
A surprising number of new start-ups fail 
to do this very important initial research. 
Rather, they contact the most obvious 
large wholesaler without much thought 
for whether or not the wholesaler supplies 
their target retailers. This challenge is 

compounded because, due to GDPR, many 
wholesalers cannot tell you who their 
clients are, so it becomes very ‘chicken 
& egg’. This is why you need professional 
insight to steer you to the right wholesalers 
for your brand. 
Once you’ve sourced the wholesalers 
your targeted retailers buy from, you must 
now convince the wholesaler to give you 
a listing and, inevitably, pay their listing 
/ marketing fees. So be very aware that 
stocking at wholesalers isn’t cheap. 
You will be asked to spend a minimum 
GBP2000 listing fee per wholesaler, before 
your product is even advertised in their 
catalogues and that doesn’t include the 
additional marketing that involves YOU 
providing the banners, e-flyers and any 
other materials for them. Some wholesalers 
demand the marketing budget to be paid 
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in full upfront before they even place 
an order. Even then, the order is sale-
or-return, so you may end up paying 
thousands and still not selling anything.
Many start-ups dream of being stocked 
by the larger supermarkets, and although 
this might seem like a great idea, and a 
good alternative to the cost of stocking 
through wholesalers, it is generally (at 
least at first) not advisable. Why? Because 
it is an almost sure-fire way to kill your 
brand quickly. Consumers shopping in 
supermarkets already know what they 
want before they’ve left the house; they 
do not have the time to learn about new 
products. And since the pandemic, they 
are even keener to be in and out as 
quickly as possible. 
And, frankly, supermarkets are ruthless. 
Intense price-based competition 
among supermarkets has led to them 
demanding lower prices from producers. 
And supermarkets will do very little to 
promote your brand. It is likely to be put 
at the end of an aisle with lots of other 
new products, with no association to one 
another and absolutely no talking up of 
those new brands.
So, it is best to approach the smaller 
wholesalers first and gain momentum 
in the premium stores. This gets a 
conversation going around your brand in 
a place where consumers have the time 
and interest to look for new products. In 
other words, start small and work your 
way up to the bigger wholesalers and 
eventually bigger retailers in months or 
years to come.
Despite all the cost considerations I have 
pointed out, it is still essential that you 
redirect as much business as you can to 
your chosen wholesalers and don’t try 
to circumvent them. If they are making 
money selling your product, they will 
maintain the listing – and that’s what you 
need. Yes, it’s hard work and expensive, 
but no one said it would be easy.

Costs:  
GBP2000 per wholesaler + wholesale 
marketing costs, which are likely to 
be around GBP5000 for point of sale, 
banners, etc. 

EXHIBITIONS
Exhibitions are something to consider 
as they can be a good way to present 
your product to buyers, but finding 
the most suitable ones, once again, 

requires research and planning. 
A stand at an exhibition starts from 
around GBP3000 plus any additional 
costs such as travel, accommodation, 
stand dressing and promotional materials 
like banners, brochures, samples, etc. 
The people selling the exhibition space 
will make it sound so easy, but it’s not. You 
need the right exhibition, with the right 
buyers, and a lot of hard work to generate 
worthwhile leads. Indeed, these days 
very few buyers take the time to visit the 
shows – they are simply too busy. Many 
of my buyer friends have told me that they 
have to go to exhibitions in their private 
time, as Head Office no longer sees them 
as relevant. Whatever exhibition you 
choose, be very careful what you spend 
and make sure it’s a well-targeted and 
well-marketed show.

Costs:  
around GBP5000 per exhibition

DIRECT ONLINE SALES 
Another route to your target consumer 
is to go direct. This is known as ‘direct 
to consumer’ or D2C. It involves 
utilizing social media and third-party 
platforms that manage your sales for 
you (Amazon, Shopify, Woo Commerce, 
etc.); plus online advertising to bridge 
the conversation directly between your 
brand and the consumer. 
Each platform will take a cut of the 
sales you make, and some may charge 
a monthly fee as well. However, they 
are worth considering as they have their 
own customers already who trust the 
items they sell. So, it’s a great way to 
reach people – but you still need to do 
your own marketing. 

Costs:  
around 5% of each sale

MARKETING
Whether you are selling D2C or through 
retailers, you will need to engage in your 
own marketing. Retailers won’t market 
your product for you – they will expect 
you to do that. And the better, and more 
comprehensive, the marketing plan that 
you can show them, the more likely it is 
that a wholesaler will take you on, and 
the more likely that a retailer will stock 
you. Both want to see your product sell 
– but for that to happen, you need to tell 
consumers about it. 

craft baking
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Your marketing should include Social 
Media, SEO, PR, and of course, your 
own website. 
Although social media is free in 
principle, be prepared to pump money 
into advertising on Facebook or 
Instagram as that will help you gain 
traction and get your brand known; 
the more followers and conversations 
you have, the more attractive your 
product is to a buyer or investor. A 
report into bakery trends by Barry 
Callebaut reveals that 57% of European 
consumers use Instagram and 36% of 
Western European consumers think 
cakes or pastries with multiple colors 
are visually interesting and premium – 
excellent, high quality images of your 
product are essential.
The Internet is your window to the 
world… so use it. If necessary, get 
professional help, and be prepared to 
invest in your website, your advertising, 
your ecommerce system and your 
imagery – after all everything sells 
better if the imagery is attractive. 
When it comes to your website, it’s 
essential that it’s easy-to-use and has a 
robust ecommerce system that includes 
shopping baskets, accounts for returning 
customers, FAQs and detailed information 
about the product and the brand story. 
Also think about what questions 
consumers and buyers are likely to ask 
and ensure the website answers them 
before they have to ask. Your website 
shows off who you are and what 
your product is, so make sure it looks 
enticing, professional and is something 
to be proud of.
If you are outsourcing your website, you 
should look to spend a couple of thousand 
pounds only to begin with, and that 
should incorporate both the build and the 
ongoing ecommerce system.
PR is also worth considering as 
getting your product featured in 
newspapers and magazines can 
boost sales. We’ve worked with small 
start-up brands that have engaged 
in a pro-active PR campaign that’s 
generated coverage for them in 
national media outlets, which in 
turn has led to a strong, sustained 
increase in sales. PR is also helpful 
when speaking to wholesalers and 
retailers who will want to see that you 
are actively building brand awareness 
and taking steps to help them sell 
your product. 

Costs:  
Website, SEO, Social Media advertising, PR 
at least GBP4000 per month 

INVESTMENT
With all the money that will have to 
be spent, unless you have substantial 
funding or support, you will need 
investment, and you’ll need it quickly 
in order to survive and thrive. 
If you have used up all your personal, 
family and/or friends’ investment to 
get to the starting line, then you need 
to look at either start-up loans, or 
investment from Angels or Investment 
Houses, crowd funding such as Crowd 
Cube or campaigns such as Kickstarter. 
Otherwise, you will run out of money – 
and that is how most businesses fail. 
Make sure raising money or ensuring 
you have enough is a priority. 
Being able to show early sales and a 
good marketing campaign to build on the 
initial successes and grow the sales will 
be crucial to attracting investors. And, 
of course, pitching to investors isn’t free 
either. Many networks charge a set fee 
before you can access their members, 
and many also charge a percentage 
‘success fee’ (generally in the 5-7% 
range). So, ensure you budget for this too. 

Costs:  
around 10-15% of the money raised, 
much of which is required upfront. 

EARNING A LIVING
As if that is all not enough, don’t forget 
that, as with all new start-ups you 
will need personal money behind you, 
as you probably won’t make a salary 
for at least the first year. So, if you 
can, balance your business with your 
existing full-time job. 

CONCLUSION
UK Bread and Bakery Goods Production 
industry operators are expecting 
continued pressure from falling 
bread sales and increasing health 
consciousness, but launching new 
innovative products is seen as a solid 
strategy to offset decreasing demand 
in other product segments. There are 
opportunities for bright ideas, but you 
must research and plan, including 
organizing appropriate funding. Yes, it 
can be expensive, but it’s also a lot of 
fun. So, I wish you every success in 
your new venture.  �
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A Holistic View of  
Raising Bakery Products

Creating the desirable aerated structure in baked 
goods is one of the fascinating challenges facing 
the industry. The recipe, mixing method, oven 
conditions and product geometry all interact 
to influence the structure. It is important to 
understand how this works because aeration has 
a major influence on the quality of bread, cake, 
crumpets, biscuits and other baked goods. 

by Gary Tucker, Campden BRI

research

A 
well-risen product has a higher 
value than one of low volume. 
Both yeast and baking powder 
are commonly added to help 
generate gas in baked products. 

However, the carbon dioxide produced by 
these raising agents is not sufficient to give 
the required structure to the product, and 
trapped air and steam generated during 
baking are also important.

THE IMPORTANCE OF MIXING
Bubbles of gas do not form spontaneously 
because the pressure required to expand a 
small bubble is greater than that required 
for a large bubble (a phenomenon that 
anyone who has blown up a balloon is 
familiar with). As well as blending the 
ingredients, mixing incorporates air into 
the batter or dough. The number and size 
of bubbles incorporated are determined 
by factors such as viscosity, geometry and 
mixer speed. Having introduced bubbles 
into the raw product it is essential that 
they remain stable during the rest of the 
processing steps. For bread dough, the 
quality of the wheat flour is important for 
several reasons. It is essential to create 
a complex gluten network to support the 
bubbles but also the soluble wheat proteins 
play an important role in stabilizing the 
bubbles. Other ingredients can be added to 

help with their stability such as fats or oils, 
emulsifiers and enzymes. This approach is 
used in cakes that rely on the emulsifying 
properties of eggs to stabilize the bubbles. 

THE ROLE OF RAISING AGENTS
There are two types of raising agents used 
with baked goods - yeast and chemical 
leavening. Bread is usually yeast leavened. 
Yeast fermentation produces carbon 
dioxide that causes bread dough to expand 
during proof. Fermentation also produces 
ethanol and other volatile compounds, 
which contribute to gas production. 
Various types of yeast are available to the 
baker including dried, compressed and 
liquid, together with fast acting and freeze 
tolerant strains. Some of the fermentation 
products also modify dough rheology and 
this will change the way in which the gas 
cells expand. Most of the carbon dioxide 
will dissolve in the aqueous phase of the 
dough, which is released in the oven as the 
dough increases in temperature.
Cakes, biscuits and soda bread are 
chemically leavened. Chemical raising 
agents are based on a carbon dioxide 
carrier, which is typically sodium 
bicarbonate, also known as baking soda. 
Ammonium bicarbonate is often used in 
biscuits and other low moisture products 
due to the need to reduce the level of 
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sodium in food.  Sodium bicarbonate will 
start to release carbon dioxide when heated 
above 60°C, but it is more common to 
add an acid to release the carbon dioxide. 
Traditionally organic acids, such as cream 
of tartar (potassium bitartrate) or citric acid 
are added. These are fast acting and in 
commercial bakeries, where the size of the 
batch can result in a delay between mixing 
and baking, slow acting acidulants such 
as sodium acid pyrophosphate (SAPP) are 
preferable. These are available with a range 
of different reaction rates, and by choosing 
an appropriate baking powder it is possible 
to achieve consistent high product quality.
Raising agents play a role in product quality 
beyond increasing volume. Yeast influences 
product flavor, texture and shelf life. One 
of the color reactions is the Maillard 
reaction, which is pH dependent, and so 
ingredients such as bicarbonates will 
enhance browning and give a yellow color 
to cake. Unless neutralized, bicarbonate 
also darkens the color of cocoa powder and 
increases bitterness.

OVEN RISE
When the product is placed in the oven 
the rate of carbon dioxide will increase as 
its temperature increases. In the case of 
yeasted products this will reach a peak and 
then rapidly decline as the yeast cells are 
killed. The rise in temperature also reduces 
the solubility of carbon dioxide and later 
causes ethanol and water to evaporate that 
cause further expansion of the gas cells.
The time at which gases are released into 
the bubbles is critical in achieving the best 
rising performance. At around 60°C starch 
gelatinization and protein denaturation 
occur, which sets the structure and 
restrains further expansion of the bubbles. 
The transition from a batter or dough to 
a solid structure is a critical point, if the 
gas bubbles rupture too early the crumb 
structure will be coarse and the product 
will have a low volume. Gas released after 
the structure is set will not contribute to the 
volume of the product. 
A good example of this interaction between 
process conditions and bubble expansion 
is found in crumpets. These are made 
from a batter that is heated at the base. 
The characteristic columnar bubbles are 
formed when the setting front moves slowly 
enough to allow bubbles to expand into 
cold batter. If the setting front moves too 
fast the tunnels will be “blinded”. The same 
mechanism explains tunnels in muffins. 
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Thus processing temperatures, product size 
and the raising agents used will interact to 
generate the structure of the product.

SODIUM REDUCTION
Health authorities around the world 
are encouraging food manufacturers to 
reduce sodium levels in baked products. 
Chemical raising agents contribute 
significantly to the sodium content of 
certain baked goods such as cakes and 
biscuits. A simple way of reducing the 
level of sodium is to replace sodium 
bicarbonate with potassium bicarbonate. 
However, if sodium acid pyrophosphate 
(SAPP) is used as the acidulant, it will 
contribute almost as much sodium as the 
sodium bicarbonate. Further reductions 
can be made by replacing SAPP with other 
acids, for example glucono delta lactone, 
monocalcium phosphate or magnesium 
pyrophosphate. Considerable product 
development effort is required to obtain 
the same functionality. 
Another complementary approach is to 

ensure that the baking powder is used 
efficiently. This involves looking at the 
ingredients and process steps to evaluate 
if changes can be made to ensure that the 
carbon dioxide is released during baking 
so it is retained in the product. Simple 
procedures, like ensuring the acid and 
bicarbonate are correctly balanced, can 
help reduce the amount of raising agents 
added. This is a clear cost saving as well 
as sodium reduction. If there are delays 
between wetting the baking powder and 
baking the product, encapsulation of 
either bicarbonate or acid is another way 
of preventing loss of carbon dioxide. 

CONCLUSIONS
Raising agents affect quality beyond simply 
aerating the product. They also influence 
the color, flavor and texture of baked goods. 
An understanding of the functionalities 
of raising agent components is useful in 
product and process development. This will 
benefit the product quality and minimize 
ingredient costs. �
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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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