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The original  
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Baking is passion. The D-Series boosts it by delivering 
results on the highest level. It is a silent oven that 
makes itself heard with well thought out functions. 
The radiation protection distributes heat, the stones 
store it so you don’t use more energy than necessary. 
If you have the passion we have the recipe.
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Like our page and join our online community: 
www.facebook.com/worldbakers  
 
Follow us on Twitter: http://twitter.com/worldbakers 
We will update regularly on our activities, upcoming  
features and show attendance. 
 
Join our group on LinkedIn search for:  
World Bakers News
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I
n The year 2021 has seen climate change issues placed center 
stage. Consumers growing more concerned about the planet 
favored brands that could point to the environmental benefits 
of their products. As a result, we saw brands providing greater 
transparency in carbon and environmental labeling. 

When it comes to businesses, sustainability is not just about 
introducing environmentally friendly initiatives. It is about 
protecting and utilizing resources efficiently and effectively. 
Experts in the field agree that international industry collaboration 
must focus also on ensuring that food loss is reduced throughout 
the supply chain, to use as much as possible of what we produce. 
As for production-side food waste, repurposing and upcycling are 
key solutions.
The past year has seen consumers prioritizing more fresh and 
local ingredients as they spend more time at home. With this 
newfound consciousness of where their food comes from and its 
environmental impact, we’ll see consumers becoming increasingly 
focused on authenticity and traceability, wanting to understand 
exactly where a product has been sourced from.
As research by Palsgaard has shown, most consumers will pay 
more for food and beverage products containing sustainably 
produced ingredients. The emulsifier specialist surveyed over 600 
people in four countries. It found that the COVID-19 pandemic 
has increased the importance they place on price, but has not 
detracted from their focus on environmental issues.
Three quarters (75%) of respondents believed food companies 
have a lot of responsibility for protecting the environment, with 
23% believing they have a little. More than nine in ten (92%) said 
it was important that the ingredients in the products they buy are 
produced sustainably, with 49% saying it was very important.
Jakob Thøisen, Palsgaard’s CEO perfectly illustrated this apparent 
contradiction: “It would be understandable if the economic 
hardship caused by COVID-19 had pushed sustainability down 
the agenda. However, we found that the opposite was true. This 
is perhaps because great change causes people to reflect and 
focus on the things that matter most. Whatever the reason, the 
food industry cannot afford to underestimate the importance of 
environmental issues to consumers.” �

The COVID-19 
pandemic has 
increased the 

importance 
consumers 

place on price, 
but has not 

detracted from 
their focus on 

environmental 
issues.

Ingredients and  
the Bigger Picture
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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.
•	 Maximum	versatility	–	bake	more	on	an	IPCO	steel	belt.
•	 Energy	efficient	–	lighter	belt	means	lower	carbon	footprint.
•	 Belt	only	or	full	range	of	conveyor	components.
•	 	Installations,	upgrades	(mesh	replacement),	repair,	

maintenance and spare parts.

Bake more, bake better with 
IPCO steel belt technology

ipco.com/bake

IPCO_New_Food_210x297_2021.indd   1 07/01/2021   15:21

AVI Ltd. recently confirmed it’s in 
talks with Chicago-based Mondelez 
Worldwide relating to a possible 
acquisition of AVI’s Snackworks 
enterprise. AVI had hinted at a possible 
sale of the Snackworks enterprise 
since September however had not 
named any potential patrons.
“The corporate advises shareholders 
that it has progressed discussions 
with Mondelez Worldwide LLC relating 
to the potential acquisition of AVI’s 
Snackworks division,” AVI stated.
AVI’s Snackworks division gives a full 
vary of candy and savory biscuits, 
baked and fried snacks underneath 
the Bakers, Baumann’s, Pyotts, 
Provita, Baker Road Snacks and 
Willards manufacturers.
Mondelez has not commented on 
a possible acquisition however has 

been lively in increasing its snacks 
enterprise. The corporate earlier 
this year moved deeper into the 
worldwide baking enterprise with the 
acquisition of Chipita SA, a quickly 
rising world baker of packaged 
muffins and pastries. 

Mondelez in Discussions to 
Acquire Snackworks

Ecuadorian superfood startup LiveKuna announced an alliance 
with Mexico’s Grupo Bimbo , the world’s largest confectionery 
company and owner of more than 100 brands, to expand its 
distribution in the United States, Canada and Mexico.
LiveKuna co-founders Carlos Gutiérrez and Santiago Stacey 
created a network of Ecuadorian farmers who grow superfoods. 
They currently work directly with about 500 producers to source 
chia and quinoa. LiveKuna’s superfood portfolio includes gluten-
free flours, pastas, cereals, seeds and grains.
“LiveKuna exceeds the expectations of today’s consumers, 
offering clean-label snacks and traceable ingredients without 
sacrificing taste. We know that LiveKuna (a brand geared 
towards the pursuit of superfoods from family farms), will 
push the boundaries of what it’s possible in snacks, ” said 
Constantino Matouk , Grupo Bimbo’s director of Bimbo 
Ventures, in a statement.
LiveKuna launched its KunaPops line of superfood snacks in 
the United States at all 364 Sprouts Farmers Market locations. 
According to data from the firm, revenues from quinoa and 
chia snacks doubled from 2020 to 2021.

Grupo Bimbo 
Signs Alliance with 
Ecuadorian Superfood 
Startup Livekuna

BENEO, one of the leading manufacturers of functional 
ingredients, has announced a multi-million investment 
program for the coming years to expand capacity for its 
prebiotic chicory root fiber production sites in Pemuco, 
Chile and Oreye, Belgium. The first step will see more 
than EUR30m invested. The entire program will ensure a 
significant capacity increase of more than 40% of BENEO’s 
global chicory root fiber production to meet rising customer 
demand and drive further growth within the market. The 
work on both production sites is beginning in 2022.
Current market trends see a high demand in prebiotic 
chicory root fiber due to the versatile benefits it offers 
in product development. Over the past four years, the 
number of new product launches containing chicory 
root fiber inulin has grown by 50% globally, with the 
market expected to reach USD11.48bn in 2028. BENEO’s 
latest investment will allow for continued fulfillment of 
market needs within the food and feed industry, while 
demonstrating the company’s commitment to growing its 
chicory root fiber business.

BENEO Announces 
Investment in Capacity 
Extension for Prebiotic 
Chicory Root Fiber 

Ardent Mills, the premier flour-milling and ingredient company, recently 
announced that it has successfully completed the acquisition of substantially all 
the business assets of Firebird Artisan Mills, a leading gluten-free, specialty grain 
and pulse milling company. Over the next several months the Firebird Artisan 
Mills brand and products will be fully integrated into Ardent Mills as the company 
continues to bolster its emerging nutrition offerings.
“As we partner with our customers in the specialty ingredient and gluten-free 
space, we continue to strengthen our capabilities with a portfolio of solutions 
that our customers depend on and trust,” said Angie Goldberg, chief growth 
officer, Ardent Mills. “Integrating the Firebird Artisan Mills products and 
expertise into Ardent Mills will maximize the synergies in our offerings and 
enhance the customer experience.”
The acquisition builds upon Ardent Mills’ existing specialty ingredient and 
gluten-free solutions; provides additional supply chain assurance; and bolsters 
capabilities in Ardent Mills’ leading R&D, technical, food safety and quality 
assurance teams.

Ardent Mills Completes 
Acquisition of Firebird Artisan 
Mills Assets

news
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news

Royal DSM announced that it has 
signed an agreement to acquire 
Norwegian company Vestkorn 
Milling, one of Europe’s leading 
producers of pea- and bean-
derived ingredients for plant-
based protein products, for an 
enterprise value of EUR65m.
Vestkorn Milling is well-
positioned in the buoyant 
alternative protein market, 
supplying proteins, starches and 
dietary fibers for plant-based 
foods, pet food and animal feed. 
The company has 55 employees 
and is based in Tau on the south-
west coast of Norway.
Patrick Niels, Executive Vice 

President of DSM’s Food & 
Beverage division, commented 
on the acquisition: “Increasingly, 
food and beverage producers 
around the world are looking 
to partners who can offer an 
integrated portfolio of ingredients, 
expertise, and solutions to help 
them differentiate and get to 
market fast. This is especially 
important in the highly dynamic 
meat alternatives space, 
where consumer and societal 
expectations around authentic 
taste, texture, and nutritional 
profile, as well as climate impact, 
are becoming more and more 
sophisticated.”

In the age of social media, visual appeal 
is more important than ever. Cargill’s 
new Bright White chocolate rises to this 
challenge, with a new, dazzling bright white 
chocolate that transforms any sweet treat 
into a real eye-catcher.
“Nearly 20% of consumers state that the 
visual appeal of a product is the key factor 
influencing their purchase decision,” said 
Cathrin Simon, Cargill’s marketing manager for chocolate.”
To achieve the extraordinarily white color, Cargill engineers first carefully 
selected ingredients and used patented, proprietary processes to lighten 
the color profile. With the ideal ingredients in hand, the team then 
devised production processes and methodologies that maintain the 
line’s unique white color.
Perfect for enrobing and decorating, Bright White chocolate can be used 
in bakery, cereals, confectionery, dairy, decorations, cereals and similar 
applications. It will be available in solid, liquid and easy-melt formats.

Cinnabon, the iconic bakery 
and purveyor of craveable 
cinnamon rolls, announced a 
groundbreaking deal with the 
Innovative Union Company (IUC) 
to bring 130 new Cinnabon 
bakeries to the Kingdom of Saudi 
Arabia (KSA) within the next five 
years. The new bakeries will 
be added to the 120 Cinnabon 
locations that IUC currently 
operates in KSA. Once the 
additional units open, IUC will be 
the largest Cinnabon franchisee in 
the world with 250 bakeries.
The development agreement 
is Cinnabon’s largest since the 
beginning of the COVID-19 
pandemic, showcasing the brand’s 
strong international momentum 

despite the obstacles facing the 
food service industry. The unique 
high-quality product offered by 
Cinnabon has performed incredibly 
well in KSA over the past 18 years, 
ultimately driving IUC’s decision to 
further invest in the brand.
“We’re thrilled to partner with 
IUC to expand Cinnabon’s 
footprint across KSA,” says Beto 
Guajardo, President of Focus 
Brands International, a division 
of Focus Brands LLC. “At a time 
of revolutionary development 
for Saudi business owners, 
we are confident that IUC is 
set-up to provide the financial 
tools, resources and support for 
budding entrepreneurs to operate 
a successful franchise business.”

Wheat prices have surged from the U.S. to Russia, hitting a 
record in Europe and raising bread costs all over the world. And 
there may not be much relief soon, according to Bloomberg.
The crop was hit by droughts, frost and heavy rain this year in 
key exporters. That’s curbed supplies used in everything from 
pizza crusts and French baguettes to Asian noodles and African 
couscous, pushing benchmark prices in Chicago to an almost 
nine-year high.
That’s not just threatening higher grocery bills — it’s giving 
central banks a bigger inflation headache and risks worsening 
global hunger that’s already at a multiyear high. The worry is that 
big crops looming in Argentina and Australia won’t fully ease tight 
supply, and fields elsewhere are only just being planted.
“We could see further upside,” said Carlos Mera, head of 
agricultural commodities market research at Rabobank in 
London. “The higher the price goes, the more fear there is in 
the market and the more panic buying.”

Cinnabon Signs Historic 
Deal to Open 130 Units in 
the Kingdom of Saudi Arabia

Cargill’s New Bright White 
Chocolate Dazzles with 
Extraordinary White Color

DSM to Acquire 
Vestkorn Milling to 
Accelerate Growth in 
Plant-based Proteins

Soaring Wheat Prices Push 
Bread Costs Up
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The Right Surface for 
the Right Product

Processing, or simply conveying a number of different products along a single 
conveyor line is always a challenge. It requires a balance involving all the needs of 
grip, speed, product stickiness, differing geometries, etc. It is almost impossible to 
efficiently manage conveying a wide variety of bakery or confectionery products 
without having to switch from one belt surface type to another.

by Tudor Vintiloiu

technology

T
here is a relationship between 
the surface of the product that 
comes into contact with the belt to 
the belt’s contact surface.   The 
grip level that a belt can offer 

depends on the amount of textured surface 
on the product to be carried. Selecting an 
appropriate belt surface (textured or not) for 
the type of product to be conveyed is key.
According to specialists from Ammeraal 
Beltech, baked products usually 
seem more complex to convey than 
confectionery, because of the impact of 
crumbs on the belt and differing levels of 
friction during conveying.
Confectionery products, where a chocolate 
layer is in contact with the belt, are easier to 
manage. “Across both food segments there 
is always the issue of a product’s stickiness 
to contend with, and the related release 

properties required of the belt. A soft belt 
surface is best for product grip, and a hard 
belt for non-stick performance, but the belt 
finish can be matt or glossy for both options. 
All such combinations are available within our 
Ropanyl and Nonex food grade synthetic belt 
product ranges,” the experts point out. They 
add that smooth belts offer optimal grip and, 
importantly, the ability to achieve efficient 
deep cleaning. “Homogeneous belts such as 
our Soliflex PRO offer the optimal solution in 
terms of food safety, optimal throughput, and 
reduced levels of maintenance.”

ENERGY EFFICIENCY AND COST 
OF MAINTENANCE
In terms of maintenance, belt specialist 
IPCO says that regular checks and 
preventative maintenance are essential 
whatever type of belt is installed. Solid or 
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perforated steel belts will deliver a much 
longer working life than other types – 20 or 
more years in a bake oven is not unusual, 
50 not unheard of – but they all need 
maintaining, the experts say.
One thing to consider is the weight of the 
belt: the lighter the belt, the less energy is 
required to heat it through each cycle through 
the oven. A solid steel belt is as much as 30% 
lighter than wire mesh – perforated steel 
belts lighter still – so cost up to 30% less to 
heat. Ovens can account for up to 45% of a 
bakery’s overall energy consumption and as 
much of 25% of this is used heating the belt, 
so the savings are considerable.

MATERIALS AND INNOVATION
Currently, stainless steel and plastic are 
the prevalent materials used in conveyor 
belting. Work is being done to mold, form, 
lighten and reduce cost of materials. As 
these changes occur, another company 
that researches and tests the possibilities 
in order to stay abreast of all applicable 
technologies as they evolve is Ashworth.  
The company offers multiple solutions to 
address movement of product on a conveyor 
belt. “Our belts can be fitted with guard 
edges, to prevent product from falling off the 
belt edges, or flights (to prevent product from 
sliding on inclines/declines), lane dividers 
(to keep product in separate lanes) and our 

PosiDrive Spiral™ system is designed to 
minimize product movement and maintain 
product registration throughout the spiral 
belt path,” the company states.
According to Ashworth, their product 
portfolio is designed to solve the most 
common production challenges their 
clients face: Cleatrac® belting for close 
transfers, high strength Omni-Grid® 360 
belting for heavy loads, sanitary welds for 
cleaning and prevention of product build-
up, in addition to different belt surfaces for 
product support and cleanability. 

TAILOR-MADE SOLUTIONS
Berndorf offers tailor-made conveyor 
systems for small OEMs as an all-in-one-
service provider. These steel belt systems 
are suitable for various types of productions 
in the bakery and confectionery industry and 
can score with advantages like flexibility and 
customization. “We always adapt the system 
to the requirements of the customer, which 
makes them the perfect fit for their needs. 
As a service partner we also support our 
customers with assembly parts like drive and 
tension terminals, if required. Additionally, we 
work together with many companies that rely 
on our steel belts,” their experts describe.
To increase the lifespan of the steel belt 
and avoid damages of the product, belt 
tracking should be monitored consistently 
and corrected as quickly as possible in case 
of deviations. Berndorf Band Group offers a 
portfolio of belt tracking systems, which can 
be adapted to existing conveyor systems.
“Our worldwide service team owns the latest 
technology and is always in close contact 
with OEMs and steel belt machine producers 
to adapt our steel belts and belt systems 
to the trends of the industry,” Berdorf’s 
specialists added.

FUTURE DIRECTIONS
As producers try to increase capacities 
and streamline costs by investing in bigger 
baking ovens, a notable market demand 
was created for wider belts. According to 
the experts, the manufacturing of “more 
user-friendly” ovens, with easier to clean 
internal parts and trouble-free component 
replacement has helped simplify the overall 
maintenance of conveyors. 
As the food market becomes more and more 
focused on solutions that bring benefits in 
terms of food safety, the design of conveying 
solutions will follow this trend, fine-tuning 
processing lines, improving safety, flexibility 
and lowering operating costs. �
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Extrusion: Control 
Equals Quality
No one individual extruder configuration or type, whether single or twin-
screw, is compatible with all snack processes and raw materials. Since success, 
failure, or product life cycle in the market place, depend on the quality of 
the product, snack food manufacturers must be able to determine product 
quality and understand which extrusion-processing parameters and ingredient 
interactions influence that quality. 
by Tudor Vintiloiu

process

T
he ability to control extrusion-
processing parameters 
determines how reproducibly and 
consistently product quality can 
be maintained.

READING BAKERY SYSTEMS’ LOW 
PRESSURE EXTRUDER
Completely redesigned to improve safety, 
efficiency and ease of cleaning, Reading 
Bakery Systems’ Low Pressure (LP) 
Extruder is one such equipment that 
enables consistent and accurate production 
of a wide array of products including hard 
pretzel shapes, sticks, braids, sushki 
and co-extruded products. Product 
changeover is as simple as exchanging one 
compression head and die for another one 
with a different shape.
Nico Roesler, North American Pretzel & 
Snack Equipment Sales Manager, Reading 
Bakery Systems shared with us some of 
the advantages and working principles of 
their equipment.
“The RBS Low Pressure Extruded Snack 
Line consists of the Low Pressure Extruder, 
Guillotine Cutter for sticks and nuggets, 
pretzel cooker, salter or seeder and 
convection oven and dryer. We offer a 
variety of manual and automated mixing and 
dough handling options. The Low Pressure 
Extruder, Pretzel Cooker and Advanced Oven 
Technology are all proprietary to RBS.” 
Featuring interchangeable compression 
head and die assemblies, the LP Extruder 
series offers a flexible, efficient and cost-

effective solution for a wide variety of 
snack shapes and sticks. The 
machine is able to process a 
variety of doughs from pretzel 
dough, potato-based dough to 
even meat-based dog kibble.  
“All of our interchangeable 
compression heads and 
extrusion dies are designed and 
manufactured in house with decades of 
experience to ensure the best quality 
piece shapes,” Roesler explains.

FLEXIBILITY AND PRECISION
RBS offers several different widths of the Low 
Pressure Extruder, as well as a modular oven 
length, to fit a range of production capacities. 
Depending on the product, common options 
include pre-feed rollers to help feed stiffer 
doughs, and co-extrusion systems for popular 
filled snacks, with cheese, chocolate, peanut 
butter, and other fillings.  
Multi-unit LP Extruders can process up to 
3,000 pounds of dough per hour. With the 
consolidation of companies in the snack 
food business, these automated, high-
capacity lines are in high demand. Snack 
manufacturers are looking for automation 

The LP Extruder allows snack makers to test new 
product ideas, expand product lines, and increase 
throughput – more reliably and cost-effectively 
than ever before.

Nico Roesler, 
North American 
Pretzel & Snack 
Equipment Sales 
Manager, Reading 
Bakery Systems
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and advanced controls to make a lot of 
product with less people. 
“We also offer a digital pressure sensor that 
is tied back to the PLC system. The machine 
can then automatically adjust the speed of 
the extrusion augers to maintain a consistent 
extrusion pressure for accurate dough piece 
weights. These speed changes will have 
a minimal effect on the overall line output, 
but rather will make the overall dough piece 
weights more precise,” Roesler explains.
What really sets the RBS LP Extruder apart, 
according to RBS, is the interchangeability of 
the forming dies. Product changeover is as 
simple as switching one compression head 
and die for another. “It’s an easy, low-cost 
process that takes just minutes, but enables 
countless product possibilities. From hard 
pretzel shapes and sticks to bread snacks 
and other extruded products, the LP Extruder 
allows snack makers to test new product 
ideas, expand product lines, and increase 
throughput – more reliably and cost-effectively 
than ever before,” Roesler concludes.

GEA’S XTRU TWIN 140 EXTRUDER
GEA is another leading equipment 
manufacturer that has recently rounded 
out its xTru Twin series of high-capacity 
extruders for the food and pet food 
industries with the flagship xTru Twin 
140. The new top-of-the-range machine 
is equipped with an advanced profile; 
powered screws provide users up to 40% 
increased capacity with the same efficiency, 
quality and footprint as previous models. 
Additionally, this high-capacity technology 
can be applied to the other models of the 
GEA xTru Twin extruders too – models 
70/92/112 – and retrofitted to older 
machines to increase their capacity without 
changing the floorplan of the factory.

APPLICATIONS
The GEA xTru Twin extruders offer the 
flexibility to produce a wide range of 
products including: cereal-based snack 
pellets die-cut, 2D, 3D, multilayers, square 
shape, punched and direct expanded; 
breakfast cereals; dry pet food; and any 
other extruded food product. The latest xTru 
Twin 140 has a production capacity of over 
3 tons of pellets and 10 tons of pet food 
kibbles an hour.

MORE CAPACITY, SAME 
FOOTPRINT
To achieve the additional capacity GEA 
engineers have used their experience 

and know-how to increase the cross-
sectional area, rotation speed and pitch 
of the screws on the new machines while 
maintaining the extruder footprint and 
screw length. This also allows customers to 
upgrade existing machines without buying 
a new one or changing the plant layout. 

OTHER IMPROVEMENTS
Other key features of the GEA xTru 
Twin range include: A high-speed 
premixer for perfectly hydrating 
flour; a large, curved mixing vessel 
that facilitates good water absorption 
and adhering to the requisite hygiene 
standards; a vertical forced feeding 
screw to control the dough’s 
movement into the cooking 
screw; a powerful, variable 
speed motor with a safety clutch; 
a high-torque, double cascade 
gearbox that ensures excellent power 
reserves and safety. With its co-rotating, 
fully intermeshing twin screws, a 
modular barrel assists in properly 
cooking cereal-based dough.
“GEA embarked on the process of 
developing the new technology in response 
to customers’ requests and the market’s need 
for a single, high-capacity machine capable 
of producing a wide range of innovative food 
shapes. Thanks to this new technology’s 
flexibility, customers can develop new 
products and get them to market quickly and 
profitably,” GEA said in a statement. �

Thanks to this new technology’s flexibility, 
customers can develop new products and get 
them to market quickly and profitably.

GEA
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The Rise of Clean 
Label Solutions

By Meurens Natural

The clean label trend continues to grow with consumers 
wanting more information about what they buy and 
consume. Besides that, most consumers nowadays ask 
for transparency from their manufacturers in the form of 
an ingredient list that consumers understand and with 
words they can pronounce.

expert view

A
s a result, many consumers 
base their decision to buy 
a product based on a clear, 
clean, and short ingredients 
list. However, with the latter 

in mind, consumers still want a great 
tasting product!
This challenges manufacturers to 
reformulate some of their original 
products, but they must do so without 
compromising on taste, color, texture, 
and mouthfeel. 
Clean label means that a product 
only features natural and/or organic 
ingredients grown by non-GMO 
standards, is the least processed 
possible, comes from sustainable 
farming practices, has a low 
environmental impact, and a short, 
understandable ingredient list.
Chemically processed foods, also 
called ultra-processed foods, tend to 
be high in sugar, artificial ingredients, 
refined carbohydrates, and trans fats. 
Because of this, they are a major 
contributor to obesity and illness around 
the world.
According to the WHO, in 2016, more 
than 1.9 billion adults, 18 years and 
older, were overweight. Of these 
over 650 million were obese. This 
number tripled compared to 1975. 
39% of adults aged 18 years and 
over were overweight in 2016, and 
13% were obese. Overconsumption of 
sugar containing food and beverages 

contribute to the development of 
obesity. As a result, people have 
become aware and are increasingly 
concerned about weight gain, diabetes, 
and other possible health issues due to 
excess sugar consumption.

MEURENS NATURAL 
As people try to cut back on chemically 
loaded foods and drinks, food and 
beverage manufacturers feel the 
pressure from consumers to deliver 
healthier products. However, these 
products must still taste, look, and feel 
almost identical to the original product.  
The question is which clean label 
ingredient works best for what product 
– in terms of taste, color, texture, shelf 
life and cost.
Meurens Natural has been a pioneer 
in the organic sector and has been 
focused on producing clean label 
organic and natural cereal extracts 
for more than 30 years. With a unique 
and innovative production process, 
that is 100% in line with the organic 
philosophy, that includes five essential 
steps: milling, hydrolysis, mechanical 
filtration (our filtration step is carried 
out completely mechanically, without 
the use of conventional methods, 
technical and chemical agents, and 
without demineralization), evaporation, 
and packaging, we can offer our 
customers ingredients that are all 
natural and organic. As the European 
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specialist in cereal hydrolysis, 
Meurens Natural can hydrolyze a 
wide variety of cereals using flour and 
not only starch as in the conventional 
glucose industry.
The hydrolysis of flour as part of a 
production process that is clean, 
simple and environmentally-friendly 
provides the following advantages: 
no use of chemical additives as 
does the conventional industries 
(such as H2SO4 – sulphuric acid, 
NaOH – sodium hydroxide,  Na2CO3 
– sodium carbonate, SO2- sulphur 
dioxide), no conventional processing 
methods such as the use of ion 
exchange resins for demineralizing 
(refining) sweetened juices or fruit 
juices, a complete traceability from 
the raw material up to the syrup, and 
all characteristics of the processed 
cereal are preserved to the maximum: 
taste, color and minerals. This allows 
for a short, clear, and clean labeling. 
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expert view

Using a wide variety of sugar structures, 
dextrose equivalents (DE), sweetness, 
viscosities, colors, flavors, and raw 
materials, the Sipal® (organic) and Natu® 
(conventional) ranges are able to achieve a 
multitude of objectives for all preparations 
in the food processing sectors.

MEURENS NATURAL CLEAN LABEL 
ALTERNATIVES
RICE SYRUP (SIPA® RICE - NATU® RICE)
Rice syrup is obtained by the hydrolysis of rice 
flour using natural enzymes (GMO free). It can 
be certified organic or natural. It is transparent, 
lightly golden and has a rice and (lightly) sweet 
flavor depending on the dextrose equivalence. 
Rice Syrup can be suited for biscuits, dairy 
and plant-based products (drinks, yoghurts, 
desserts, etc.), ice creams, cereal-based 
products (bars and breakfast foods), 
confectionery, sauces, fruit-based preparations, 
baby food, bakery, snacks, saccharose and 
honey substitutes for consumers. 
Rice syrup has different functionalities. It 
can act as a binding agent (soft or hard), a 
humectant for food-keeping it moist-as a 
sweetener and function as a thickener. In 
the confectionery industry it can add natural 
sweetness to candies and even provide 
freezing point depression to ice cream. On 
top of that it is gluten free
In your ingredient list, you can simply label it 
as non-refined rice syrup or rice extract.

RICE POWDER (SIPADRY® RICE - 
NATUDRY® RICE)
Some food formulations do not allow for 
liquid rice syrup because of solubility 
issues. Meurens has therefore developed 

RICE POWDER. RICE POWDER is dehydrated 
organic or natural rice syrup, obtained by 
the hydrolysis of rice flour using natural 
enzymes (GMO free), then dried by 
atomization. This results in a light-yellow 
colored powder with a rice and lightly 
sweet flavor, and provides viscosity once 
diluted. It can also function as a natural 
lower calorie bulking agent when replacing 
refined sugar. In your ingredient list, you 
can simply label it as rice powder.
OAT SYRUP (SIPA® OAT - NATU® OAT)
Organic or natural liquid oat syrup is 
obtained by the hydrolysis of oat flour using 
natural enzymes (GMO free). Oat Syrup has 
a dark orange color, with an oat flavor and 
a sweet taste. Oat syrups are particularly 
popular nowadays in the production of dairy 
products (yoghurts, desserts, etc.), biscuits, 
ice cream, cereal based products (bars and 
breakfast foods), sauces, baby food, and 
much more. This product can be declared 
as unrefined oat syrup or oat extract.

OAT EXTRACT POWDER (SIPADRY® 
OAT - NATUDRY® OAT)
Dehydrated oat syrup is an oat powder 
obtained by hydrolysis of oat flour using 
natural GMO-free enzymes, which is then 
dried. This powder comes with a beige 
color and an oat flavor.Oat powder can be 
used in food preparations where liquids are 
not favorable. It can provide a cereal flavor, 
crispness, viscosity, prevent crystallization 
or simply be used as a bulking agent to give 
volume to a product without adding refined 
sugar. Easy to formulate and you can simply 
declare it as oat powder.

(ORGANIC) OAT PROTEINS 
(SIPA®PRO OAT - NATU®PRO OAT)
SipaPro-Oat and NatuPro-Oat are innovative 
unique plant-based protein concentrates 
coming from organic non-GMO oats. They 
contain a minimum of 56% of proteins.  These 
products are suitable for vegans and provide 
a nutritious protein boost to your plant-
based food preparations. In your ingredient 
list, you can simply declare it as oat protein 
concentrate
Aside from above mentioned examples, we 
also have organic and natural extracts in 
our portfolio coming from dates, spelt, corn, 
barley malt, tapioca and wheat. We also have 
a wide range of tailor-made ingredients in 
our portfolio, especially designed to meet 
different customer needs. Contact us for more 
information at contact@meurensnatural.com 
or visit us at www.meurensnatural.com. �
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A
ccording to the Global Consumer 
Snacking Trends report released 
by Mondelez International in 
2020, 52% of survey respondents 
described snacking as a 

‘lifesaver’ during the worst months of the 
pandemic and its associated lockdown 
measures, with 88% of adults admitting 
to snacking either the same or more 
frequently compared to before. These trends 
continue to offer significant opportunities for 
manufacturers of bakery snacks. 
However, although consumers have 
been seeking out products positioned as 
indulgent to give themselves an affordable 
treat, health concerns remain at the top of 
the agenda for many. Pressure from the 
health lobby – in the form of governments, 
regulatory authorities, pressure groups and 
the media – remains as strong as ever, with 
bakery goods such as cakes and biscuits 
under the microscope in terms of their 
nutritional qualities. Even bakery snacks 
carrying stronger links with health – such 
as cereal and breakfast bars – have not 
been absolved from criticism. 
In response, many of the bakery products 
positioned as snacks have undergone 
changes to improve their health credentials. 
The removal of excessive sugar and 
saturated fats has become almost second 
nature, as well as artificial additives to 
satisfy clean-label requirements. Some 

categories have gone further – many 
bakery snacks are now specifically 
positioned as people following vegan or 
gluten-free diets, while the incorporation of 
added protein is a leading trend within the 
cereal bars market.

BISCUITS/COOKIES
Biscuits and cookies are eaten widely across 
the world as snacks, enjoying a following 
with consumers of all age groups. In the 
UK, for example, a 2020 study from Soreen 
found that biscuits were mentioned as the 
favorite snack amongst children, ahead of 
potato crisps and chocolate bars. The sector 
also appears to have been one of the main 
beneficiaries during the pandemic – the 
year 2020 saw more consumers snacking 
on biscuits for reasons such as avoiding 
boredom or seeking a permissible treat 
during stressful times. The US cookies 
market grew by 6.5% to $9.6bn, according 
to data from IRI. Much of this was attributed 
to increased snacking amongst the US 
population resulting from Covid-19.
However, one of the ongoing challenges 
facing manufacturers of biscuits and cookies 
is the widespread perception that they do not 
conform to health and nutrition guidelines, 
being high in sugar, saturated fats and 
calories. Research undertaken in some of the 
western markets indicates that consumers 
are broadly positive towards healthier 
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From Less Sugar to 
Added Protein

Manufacturers of bakery snacks 
must now address a multitude 
of consumer health demands. 
Most recent data suggests that 
snacking increased significantly 
throughout the world during the 
Covid-19 pandemic.

By Jonathan Thomas

snacks



From Less Sugar to 
Added Protein

products, with more people now seeking to 
lower their sugar intake. 
To date, reduction of sugar and calorie 
levels via reformulation efforts has been the 
favored method used by biscuit and cookie 
manufacturers to improve the health profile 
of their products. In February 2020, pladis 
revealed it had reduced sugar levels in nine 
of its leading McVitie’s biscuit brands by up 
to 10%, thereby removing an estimated 785 
tons of sugar from UK diets. These brands 
included Original Digestives (which now 
contain 2.2g of sugar per biscuit) and Rich 
Tea (which contain 1.5g of sugar per biscuit), 
as well as Hobnobs and Chocolate Digestives. 
Meanwhile, gluten-free Hobnobs have also 
appeared under the McVitie’s brand.
During September 2021, Mondelez 
International launched Oreo Zero (i.e. sugar-
free) cookies in the Chinese market, to tap 
into the growing local demand for healthier 
varieties of traditional snacks. The new 
cookies, which contain maltitol as a sugar 
replacement, appear in Classic and Rose 
flavors, the latter of which appear as Oreo 
Thins, which are 40% thinner than standard 
cookies. Returning to the UK market, Burtons 
Biscuits launched a sugar-free version of its 
Maryland Cookies brand early in 2019, as part 
of a wider move to reduce sugar and calorie 
levels across its portfolio by 20%. Sugar levels 
have also been reduced in some of the most 
popular chocolate biscuit brands – Nestle 
UK & Ireland reformulated its KitKat brand in 
2017, with the result that its bars now contain 
less sugar and more milk and cocoa. 

CAKES
Cakes continue to represent a popular form of 
bakery snack throughout the world. Cakes are 
a good fit for snacking occasions, given they 
often represent an ideal portion size and many 
are packaged to cater towards on-the-go 
consumption, notwithstanding the fact that 
people have been going out less often during 
the pandemic. According to research from 
Cargill, US consumers ate sweet bakery goods 
(including snack cakes) almost 10 times 
during the average month in 2020, with 41% 
indicating that twice a week was realistic. 
Although cakes are frequently viewed as an 
indulgence, consumers evidently still expect 
some concession towards health. 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 goods 
was the most significant driver of business 
growth. This figure decreases to 71% for 
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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.
Meanwhile, a recent survey undertaken 
in the UK by the Craft Bakers Association 
found that the availability of low or 
reduced sugar options remains a 
key consideration for purchasers of 
cakes. However, it is important to note 
that reduction of sugar should not 
compromise as far as taste is concerned, 
since consumers show little enthusiasm 
for products perceived as bland or 
tasteless. According to bakery ingredients 
supplier Macphie, 48% of UK consumers 
surveyed by the company claimed they 
would prefer to eat indulgent foods less 
frequently, rather than opt for a ‘light’ or 
‘diet’ version of a product such as a cake. 
However, the growing demand for cakes 
with reduced sugar levels has been 
reflected in some of the new product 
activity taking place of late. Earlier in 
2021, CSM Ingredients – which had 
previously been sold to Investindustrial 
– extended its Craigmillar range with 
new reduced sugar cake mixes, available 
in plain and chocolate varieties. These 
contain 30% less sugar than Craigmillar 
Crème Cake mixes and can be used 
for baking products such as cupcakes, 
muffins, etc. At the retail level, reduced 
sugar cakes are also present – one 
example from the UK is the Mr Kipling 
range from Premier Foods. This now 
features versions of favorites such as 
Viennese Whirls and Angel, Lemon and 
Chocolate Slices containing 30% less 
sugar than their standard equivalents. 
Elsewhere, one of the main drivers in the 
market for healthy cakes is the growing 
adherence to certain diets, with vegan 
and gluten-free two examples. According 
to a recent report from Facts & Factors, 
the global gluten-free foods market is 
forecast to increase from $22bn in 2019 
to $30bn 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.

For these reasons, manufacturers 
of cakes and pies have continued 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. 

CEREAL/BREAKFAST BARS
Heath also remains a key selling 
point for many of the cereal bars and 
breakfast biscuits sold throughout the 
world. Demand for these products has 
been boosted over the last decade by 
the increasing overlap between formal 
meals and snacking, with many types 
of cereal bars perceived as a healthier 
alternative to snacks such as chocolate, 
confectionery and biscuits. Furthermore, 
manufacturers having boosted the 
nutritional appeal of their products via the 
inclusion of ingredients associated with 
health, such as oats, nuts, freeze-dried 
fruits and seeds. The sector continues to 
witness strong demand for clean-label 
products made with fewer additives and 
ingredients.
However, the category continues to come 
under pressure from allegations in that 
cereal bars may not be as healthy as they 
initially appear. One of the most recent 
examples was a UK report released in the 
second half of 2021 by Bite Back 2030, 
a movement formed by celebrity chef 
Jamie Oliver geared towards improving 
the health of younger people. The report 
– which analyzed 500 food and drink 
products – concluded that 80% of younger 
consumers viewed cereal bars as an 
intrinsically ‘healthy’ food.
However, the report stated that a similar 
percentage of the products available in 
the UK market would qualify for a red 
traffic light label, largely for reasons of 
high sugar and/or calorie levels. Grenade 
protein snack bars, for example, had a 
saturated fat content of 10% (equivalent to 
a third of the recommended daily amount), 
as well as 0.3g of salt per bar. It is perhaps 
significant to note that many of these 
charges have also been leveled against 
breakfast cereals in recent years. 
One of the brands present in the UK market 
that has attracted praise for its low sugar 
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and calorie levels is Alpen Light from Weetabix. In 
October 2021, the range was extended with new 
Alpen Oat Blends, which are marketed as being high 
in fiber and targeted at health-conscious consumers. 
There has also been greater emphasis upon whole 
grains, consumption of which is linked with reduced 
risk of obesity and cardiovascular disease. At the start 
of 2021, the Belvita brand was extended by owner 
Mondelez International with new baked bars geared 
towards mid-morning snacking, in a bid to reduce its 
reliance on breakfast occasions. The new baked bars, 
which contain whole grains as well as fruit and nuts, 
were launched in Dark Chocolate & Hazelnut and 
Cranberry & Hazelnut varieties.
Arguably, however, the inclusion of protein remains 
the most significant health trend within the global 
cereal bars market at present. In 2019, Kerry Foods 
valued the US market for snack bars with added 
protein at $6bn, with growth having been boosted by 
health and wellness concerns amongst consumers. 
While protein was always recognized as an important 
dietary component by people leading sporty and/or 
active lifestyles (such as bodybuilders) in the past, 
more consumers are now seeking to increase their 
protein intake, since it has been shown to boost 
the immune system. Furthermore, protein has been 
linked with weight management, since it can enhance 
‘satiety’, i.e. the feeling of being full for longer periods, 
which leads to a reduced likelihood of snacking.
Many of the market’s leading brands now feature 
products fortified with additional protein. One 
example from the US is Nature Valley Protein Bars 
from General Mills, which contain 10g of protein per 
serving. The Nature Valley Protein Crunch range has 
recently been extended with new Peanut Butter and 
Chocolate Peanut Butter flavors, while new Protein 
Soft Bakes have been launched under the Nature 
Valley brand in the UK. Marketed as high in protein, 
these appeared in Blueberry & Almond and Oats & 
Honey flavors. Other cereal bar brands with protein-
enhanced varieties include Kellogg’s Special K, Alpen 
and Trek Protein Nut Bars, which are manufactured 
by Natural Balance Foods. 
As the market for protein bars has developed, 
manufacturers have begun to look beyond 
traditional whey and soy protein. Instead, interest 
has grown in alternative plant-based proteins, 
with pea and lentil two notable examples. The 
inclusion of plant-based proteins is seen as a key 
method with which to attract vegans and so-
called ‘flexitarians’ (i.e. those seeking to reduce 
their meat intake but not abandon it entirely) 
to the category. Many of the products available 
are supplied by smaller, niche companies that 
specialize in specific diets – one such example 
from the UK is MyVegan, whose range includes 
Choc Orange Pea-Nut Square. It contains 12g of 
protein per bar, sourced from peanuts and pea 
protein isolate. �
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A Taste of the Future: 
Top Bakery Trends for 2022
Global food production, retail and consumption patterns came into sharp focus 
during the pandemic, with companies throughout the supply chain grappling 
with unprecedented challenges. While there were significant logistical and 
operational hurdles to overcome, the crisis also brought with it a shift in 
consumer tastes and preferences, fuelled by stay-at-home directives, the rise in 
online consumerism and an increased awareness of the importance of wellness. 

By Karen Moens, Group Consumer Insights Manager, Puratos

market
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of Europeans 
now want to 
know where 
their food 
comes from 
and how it is 
made

60%

are looking to 
buy products 
sold in 
sustainable 
packaging

75% 

of respondents 
agree plant-
based diets 
have a positive 
impact on the 
environment

57% 

S
ome European countries may 
be emerging from the eye of the 
storm, but the legacy of the past 
two years will be long-lasting, 
imprinting on buying behaviours, 

retail demands and bakery production.
Puratos’ Taste Tomorrow is an “always-on” 
proprietary research programme. As such, it 
not only reflects on what is happening in the 
present, but also casts an informed eye into 
the future. And so, as we embark on a new 
year, we examine the top influences behind 
the emerging and expanding 2022 trends in 
the baking sector.
Eye on Environment and Plant Power
Growing awareness around human impact 
on the planet has pricked consumer 
consciences, with more and more people 
making a concerted effort to make informed 
choices about what they buy, from fashion to 
food. According to the latest Taste Tomorrow 
2021 research, two thirds (66%) of Europeans 
now want to know where their food comes 
from and how it is made. The research also 
found that 58% of them seek food produced 
with care for the environment in mind 
(compared to 42% in the US, for instance). 
Around 60% are buying organic, and 61% 
look for foods made with local ingredients. 
Waste – in relation to both packaging and 
food – is also cause for concern. Three in 
four (75%) are looking to buy products sold 
in sustainable packaging, with 60% showing 
an interest in foods that claim zero-waste , 
and more than a third (37%) look for products 
made from upcycled ingredients .
The drive for more organic, locally produced 
and sustainable products is the result 
of not only environmentally conscious 
decision-making but also their perceived 
health advantages. More than half (57%) of 
respondents agree plant-based diets have 
a positive impact on the environment , and a 
similar proportion (53%) thinks these options 
are healthier than animal-based. As the single 
biggest trend in today’s food industry, plant-
based eating presents challenges as well as 
opportunities for bakers. This is the reason 
for its prioritisation by the innovation team at 
Puratos, helping support and inspire bakers 
as they extend their plant-based offerings in 
2022. With the adoption of ethical, plant-
powered lifestyles on the rise, the demand 
for transparency throughout the supply chain 
– from farmer to fork – is also expected to 
become even greater.

HEALTH IS WEALTH
The trend towards healthier eating is well-
established but has accelerated in recent 
years, as consumers are increasingly seeking 

more holistic lifestyles. According to Taste 
Tomorrow research, more than half of 
Europeans are looking to incorporate healthier 
options into their diets, including more ‘power 
ingredients’, such as fibre, grains, fruits and 
nuts, while cutting back on fat and sugar. 
Power ingredients have grown in popularity 
thanks to both their health benefits as well as 
their appealing tastes.
Education around the importance of dietary 
fibre in maintaining optimal gut health and 
aiding digestion is also changing dietary 
attitudes. In April 2021, around three in four 
European Taste Tomorrow respondents were 
interested in gut health as a mechanism 
to improve their immunity and/or mental 
wellbeing. The spotlight on gut health has 
reignited a passion for less processed and 
more nutritious products. Bread, already 
a staple food for many consumers, is 
increasingly being differentiated and appealing 
to consumers on the basis of its inherent 
wholesome and fibrous attributes. The recent 
renaissance of sourdough – also judged as 
no “flash in the pan” – can be attributed not 
only to its taste, but also growing awareness 
(more marked in Europe than the rest of 
the world) of the role of fermented, fibrous 
foods in supporting gut health, the ease 
of creating sourdough products at home 
and a re-appreciation of artisanal food and 
craftmanship. In fact, Taste Tomorrow research 
revealed that sourdough was the third most 
conversational topic on social media in 2020.

THE INSTAGRAM INFLUENCE
The influence of social media is undeniably 
penetrating every aspect of daily life. 
When travel restrictions were imposed and 
social interaction was curtailed during the 
pandemic, living life through a lens became 
even more prevalent. This too is a trend that 
is set to stay, so although taste remains 
the overriding factor when it comes to food 
choices, as confirmed by Taste Tomorrow, 
aesthetics are become more of a priority. In 
fact, more than half (53%) of respondents 
in Europe now say that bakery products can 
be enhanced through their appearance – up 
from 45% in 2018. 
The social media effect may also be seen 
in the trend towards taste experimentation, 
with 59% of Europeans expressing a 
desire to try new or a combination of 
unusual tastes  and 60% wanting to try 
exotic tastes from around the world. The 
need for familiarity in times of uncertainty, 
however, has also come to the fore, with 
consumers keen to hold on to the past and 
nod to nostalgia. While open to new food 
experiences, three in four (79%) prefer 
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traditional tastes. Interestingly, this was an 
opinion shared across the generations, with 
77% of under 25s sticking to familiar foods, 
and 83% of those over 50. Bakers can cater 
for these seemingly paradoxical tastes 
by infusing new flavours and inspirations 
from other cultures with local traditional 
recipes and maintaining an agile and open 
approach to baking methods. 

THE CONVENIENCE VS COST 
CONUNDRUM 
The adoption of online shopping has risen 
exponentially, with weekly online grocery 
shopping doubling in the past three years, 
Taste Tomorrow insights show. However, 
a reticence exists in buying bread online, 
with 55% of European respondents showing 
no interest in doing so. Freshness, price, 
and delivery times were identified as main 
barriers, with shoppers also preferring the 
personal contact and quality of shop-bought 
bakery products. 
It is not unrealistic to say it is only a matter 
of time before the online shopping trend 
translates to the bakery world. However, in 

order to successfully cater for demand and 
capitalise on e-commerce opportunities, 
better freshness, quality reassurance and 
faster delivery speeds need to be realised. 
Prolonged shelf-life, enhanced texture, 
healthier ingredients, sustainable packaging, 
and effective customer communication are 
all key to the success of e-commerce bakery 
platforms and developing or refining these 
elements will take time and effort. But being 
agile and putting convenience and quality at 
the core of operations, the industry is sure 
to remain relevant and reap the monetary 
benefits in the long-term.

STRIKING THE BALANCE
We are standing at a consumerism 
crossroads. Although the digital revolution 
is well underway, there is a clear consensus 
that physical stores still have an intrinsic 
value, with 81% of Europeans saying 
they do not want them to disappear. 
E-commerce and bricks and mortar can co-
exist in harmony and achieving a ‘next level 
experience’ – which seamlessly integrates 
and combines the benefits of both – is 
now an exciting and realistic objective for 
bakers, with some already having taken 
adopted this hybrid business model.
New and emerging technologies, such as 
artificial intelligence and smart tech, will 
help facilitate this move, offering more 
personalised experiences – including 
helping people to make better choices 
in-store and online. Consumers are open 
to embracing a multi-faceted, augmented 
approach to shopping, with more than one 
third wanting a one-stop online shop, 38% 
seeking inspiration online about their local 
shops’ product offerings,  and one in four 
(26%) opting for stores to become more 
automated. This omnichannel, ‘phygital’ 
adaptation needs to occur fast for any food 
producer to stay relevant to demanding 
consumers. 

LOOK TO THE HORIZON
There is no doubt that the European baking 
sector faces challenges, from digital 
demands and changing consumer purchase 
patterns to volatile commodity prices and 
supply chain complexity. However, the 
sector has proven its resilience and by 
offering a multi-preference, digital-driven 
shopping experience, that incorporates 
convenience, nutrition, taste, texture, and 
the ethical views of today’s consumers, 
bakers will be on the path to future-proofed, 
thriving businesses for 2022 and beyond. �

market

thinks plant-
based diets are 
healthier than 
animal-based 
ones

53% 

are buying 
organic, and 
61% look for 
foods made 
with local 
ingredients

53% 
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53% 

53% 

Successful Partnerships 
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.

Specialists in food processing equipment

www.rademaker.com
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‘Better-for-you’ Ingredients 
Carry the Weight
With consumer interest in organic products, and all things natural, continuing 
to grow in popularity, bakers have to adjust to keep up with changing 
demands. While consumers increasingly want to make ethical and healthier 
food choices, functional ingredients are helping bakers stay ahead of the curve.

by Tudor Vintiloiu

ingredients

T
o learn more about the way 
market demand shapes product 
development and how companies 
are adapting their strategies to 
satisfy this demand, European 

Baker & Biscuit reached out to Thomas 
Schmidt, Marketing Director at BENEO, 
and Will Ballantyne, Category Technical 
Manager, Bakery at Tate & Lyle Europe.

ETHICAL AND HEALTHIER CHOICES
According to BENEO’s specialist, consumers 
today have a wealth of information at their 
fingertips and are much more aware of the 
holistic effect their diet has on their overall 
health and well-being, and increasingly so, 
on the environment. Instead of relying solely 
on the brand communications they see 
adorning supermarket shelves, many people 
are actively seeking to know more about the 
products they are consuming so they can 
make more ethical and healthier choices.
“Already today in Europe, 56% of consumers 
always or usually read labels on food 
packages, worldwide this rises to 64% 
of consumers  - and more than 1 in 3 
consumers around the globe check for traffic 
light or nutri-score type messaging on pack. 
However, while we’re keen to know more, 
many still find nutritional labeling confusing 
and crave simplicity and transparency from 
product labels. On their quest to discover 
more about the ingredients contained within, 
consumers are seeking out natural, organic 
and local ingredients,” Schmidt explains.

THE OPPORTUNITY FOR BAKERS
“As more consumers seek to discover 
more about what lies behind a brand, 
there has been a transition towards 
transparent labeling, sustainable sourcing 
and storytelling trends. Globally, ethical and 
no additives / preservatives are the two 
leading areas for bakery claims overall, 
while reduced allergens, wholegrain and 
organic also feature in the top ten claims. 
These figures really highlight just how much 
of a shift there has been towards claims 
that promote these themes in the bakery 
category already. Creating new products that 
address all of these trends is no mean feat, 
but bakers can do this by using the right 
ingredients. Those that do so successfully 
will reap the sales rewards on offer as a 
result,” the expert points out.

TAPPING INTO THE CLEAN LABEL 
CREDENTIALS OF RICE STARCH
BENEO’s precooked native rice starch, 
Remyline is clean label and can be used 
to optimize the texture of a range of baked 
goods. For example, it improves the hardness 
and crunchiness of different biscuit types and 
can be added in gluten-free biscuit recipe 
formulations, along with rice flour. 
Rice starch can also improve the dough 
consistency of baked goods such as gluten-
free pizza crusts or breads and can also 
be used as clean label texturizer in bakery 
creams. In this way, native rice starches can 
be used to clean up ingredients lists, helping 
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bakery producers looking to reformulate 
their products to meet increasingly 
demanding customer expectations for 
cleaner label products.

PRODUCT REFORMULATION 
USING RICE FLOUR AND STARCH 
COMBINED
There are various technical challenges 
associated with product reformulation in 
baked goods. These can include maintaining 
sweetness, appearance, texture and good 
dough handling properties. BENEO has done 
a lot of work developing recipe reformulations 
that meet these technical and sensorial 
challenges using its range of ingredients. 
“BENEO has developed a rice flour and 
rice starch ingredient combination that 
creates the perfect gluten-free, yeast-
raised pizza dough and significantly 
reduces the complexity of the ingredients 
list at the same time. BENEO’s recipe 
for gluten-free pizza crust is clear and 
cleaner,” Schmidt concludes.

SUGAR REDUCTION
Tate & Lyle’s expert believes consumers 
are looking for ways to get healthy and stay 
healthy. One recommendation to achieve 
better health is to reduce the amount of sugar 
in their diet. However, consumers are torn 
between reducing sugar and maintaining a 
great taste experience.
“Reformulating products to reduce sugar 
without losing the qualities that make them 
so loved by consumers can be a difficult 
balancing act for manufacturers. There are 
many sensory and technical aspects of 
products that need to be considered, such as 
sweetness, texture, bulking and mouthfeel,” 
says Ballantyne.
Many sweeteners are significantly sweeter 
than sucrose, so they are used at very low 
levels and only provide sweetness without the 
other functional attributes of sucrose. This can 
impact the texture and mouthfeel of products, 
so may require a complete recipe change to 
compensate for this. 
“Our PROMITOR® Soluble Fibre, and our range 
of texturants including clean label options 
such as our CLARIA® Functional Clean-Label 
Starches can help build back mouthfeel and 
body, which is often missing from reduced 
calorie bakery products. Additionally, they 
can overcome processing challenges that 
are created by removing calories from 
formulations too,” the specialist illustrates.

GUT HEALTH
The benefits of a healthy gut are wide-
ranging; it supports the normal functioning 
of the body’s immune system and digestive 
system and has even been linked to 
having a positive impact on mood and 
emotional wellbeing. Almost a third (31%) 
of European consumers plan to consume 
more fiber in the next 12 months, so there 
is a real opportunity for food and beverage 
manufacturers to tap in to. 
“People are beginning to become more 
aware of the type of foods that can help 
them increase their fiber intake, such as 
products with legumes and wholegrains. 
But we also know that people don’t want 
to make significant changes to their diet or 
compromise on their favorite foods. Fiber 
fortification with PROMITOR® Soluble Fibre 
can enable bakers to increase the fibre 
content of their products without losing the 
taste and texture qualities that consumers 
love,” Tate & Lyle’s Ballantyne explains. 

TRANSPARENCY
 Although the ingredients are an important 
factor, taste is still the dominant factor 
impacting buying behavior. It is vital 
to ensure that texture and stability is 
maintained without the use of what 
consumers may consider as artificial 
products, while still delivering the perfect 
taste and color. 
“We offer a wide portfolio of solutions 
derived from natural sources, including 
starches, fibers, emulsifiers and sweeteners, 
to help manufacturers boost their clean-
label credentials while maintaining the 
quality of their products,” says Ballantyne. 
“For example, our PROMITOR® Soluble 
Fibre can be labeled as ‘soluble corn fibre’, 
which can help manufacturers to maintain 
the more holistic health credentials of their 
products. Our range of texturants also 
includes clean label options such as our 
CLARIA® Functional Clean-Label Starches 
which can build back mouthfeel and body 
when ingredients have been removed.”

IN CONCLUSION
As consumer interest in natural and organic 
products continues to rise, bakers have the 
opportunity to reformulate existing products 
and develop new ones that embrace the 
rising consumer trends. Thanks to functional 
ingredients experts, bakers can confidently 
develop products that address these areas. �
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How did you adapt your business to 
the “new normal”?
As a business that manufactures and 
delivers products across the UK on a 
daily basis, we had to act decisively 
to ensure production and supply chain 
operations remained uncompromised, 
despite the disruption brought on by the 
Coronavirus crisis.  
Significant alterations were introduced 
across all factories and processing 
facilities very early on in the pandemic. 
This ensured all our team members 
could continue to work in a safe and 
secure environment.
Among the changes implemented were 
new line design layouts and segregation 
areas, one-way systems, broader PPE 
and sanitising stations to our operations 
and logistics departments. 
The decision to take such precautions 
proved fruitful as we continued 
manufacturing and supplying products 
across all eight of our sites to key 
categories in Cake, Bread and Morning 
Goods for major UK retailers. 

Due to the success of these measures, 
they remain in place today and will only be 
adjusted once we deem it is safe to do so. 

Tell us a bit about your brands and 
your range of products. How has 2021 
influenced your NPD planning and 
your innovation priorities? And what 
are key takeaways going forward?
As the leading speciality bakery 
manufacturer in the UK, at Finsbury 
Food Group we produce a diverse range 
of cakes, bread and bakery snack 
products for major UK retailers and the 
foodservice channel.
Aside from our own label products, we 
have an established roster of licensed 
brands. Working with the likes of Mars, 
Diageo, Mary Berry, TGI Friday’s, Vegan 
brand BOSH!, character licensing brands 
such as Disney, Warner Bros. Hasbro, 
Nickelodeon, Universal, BBC, Beanstalk, 
Carte Blanche and not to mention our 
long standing, 20 year partnership with 
confectionary business Thorntons. 
2021 has been such a strong year for us in 

Finsbury Food Group: 
“Health and Well-being 
Remain a Core Principle 
of Our Strategy “
Finsbury Food Group is a UK incorporated company and a leading specialty 
bakery manufacturer, producing a diverse range of cakes, bread and bakery 
snack products for major UK retailers and the foodservice channel.
Daryl Newlands, Marketing Manager of Finsbury Food Group, agreed to have 
a discussion with European Baker & Biscuit about his company’s views of the 
past year and their business strategy for 2022.

By Tudor Vintiloiu

 profile
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terms of innovation and NPD. Recent launches 
include the TGI Fridays traybake dessert range, 
which includes the Chocolate Fudge Fixation 
and the Chocolate Rocky Road. Our partnership 
extension with Diageo also came in the form 
of the newly launched and hotly anticipated 
Gordon’s Premium Pink cake.
With consumers once again able to celebrate 
special occasions and seasonal events, 
especially for Christmas 2021, their interests 
will also be drawn to those cakes that can 
make even the most special occasions even 
more memorable.
Also new to the market are two Bundt Cakes 
under the popular Mary Berry brand – a 
first to market for the sharing category. The 
elegant and sophisticated Bundt cakes come 
in two delicious flavours and can be the 
centrepiece for a special occasion or simply 
enjoyed amongst friends and family.
Finally, we have completed the launch new 
children’s cakes into the market in the form of 
Sonic and Bing.
Amid the Covid-19 crisis, we recognised a 
change in consumer behaviour as our mental 
and physical wellbeing became much more of 
a focal point in everyday life. Therefore, in order 
to meet our consumers’ evolving needs, we 
had to identify key market trends and changes, 
which started with Nut Free, Free From, Vegan 
and Sugar Reduction products. 
After monitoring the considerable increase in 
plant based and lifestyle-influenced products 
across the category, we ensured that health 
and well-being remained a core principle of 
our commercial strategy by extending our 
partnership with vegan influencer duo BOSH!. 
The launch of recent savoury items is in addition 
to Finsbury’s existing vegan cake range with the 
progressive brand, comprising of the Ultimate 
Chocolate, Luscious Lemon, Vanilla Happy 
Birthday cakes and Food to Go Bars
In a first for Finsbury, our collaboration with BOSH! 
also enabled us to expand the vegan offering of 
national coffee chain, Costa Coffee. By combining 
our marketing leading expertise and industry 
insight, we successfully launched a brand-new 
vegan Food to Go bar which is exclusively sold in 
the chain’s stores across the UK. The result is the 
indulgent BOSH! Ultimate Slice; a chocolate tiffin 
base, with a chocolate topping and finished with 
fudge and cookie pieces.
Determined to bring more variety to the free-
from market without comprising on taste, the 
Finsbury team also combined the nation’s love 
for delicious cakes, whilst meeting the growing 
demand for gluten-free alternatives. Working in 
partnership with Mars and our own allergen-free 
experts, the Galaxy Gluten Free Celebration cake 

was created to have the same, delicious, taste 
and texture of existing cakes available.
With demand for healthier variants likely to 
grow in the baking category, we will continue to 
explore different flavours and formats that enable 
consumers to maintain a healthy, yet tasteful, diet 
regardless of the product they purchase. 
In addition to our success within the UK 
marketplace, we have also experienced 
considerable growth though our Lightbody Europe 
sister company, which supplies primarily France 
and Benelux with Celebration cakes and bites. 
A mixed range of our products can be found in 
most retailers within these territories, and our 
focus is to continue to elevate our presence 
through deeper and wider distribution as well as 
through new innovative products. 

What do you think will be on the other side 
of the pandemic for the baking industry 
and what changes in consumer taste and 
trends will be long-lasting?
Here at Finsbury, we predict that differing 
cake trends will continue to emerge as we 
approach the new year, specifically due to the 
rise in demand for snacking style cakes all the 
way through to larger celebration and sharing 
cakes.To stay ahead of the curve, the Finsbury 
team has already built upon our partnership 
with chocolatiers Thorntons, relaunching 
our core Thorntons bites range by adding by 
improving the quality, new packaging and new 
brand messaging.
The new-look packaging was created to 
increase product stand-out on shelf with 
a design that brings to life the luxury and 
quality of Thorntons chocolate. We also 
brought in the ‘Bitesize Moments Made 
Special’ as the tagline across the entire 
range, playing into the treat and snacking 
occasions that the cake range has been 
successful in for the last two decades. 
Due to prolonged periods of time spent in 
lockdown, coupled with the broadcast of 
cooking shows such as the GBBO and Best 
Home Cook, and the enormous influence 
of social media trends, we have seen a 
resurgence in home baking across cakes, 
breads and desserts. As a result, consumers 
have become more adventurous and 
experimental in both the flavors and formats 
they are willing to try.
As this shift becomes more noticeable in the 
products that are stocked in-store and online, 
those operating in the baking industry must 
also be willing to experiment with their own 
product development process to match with 
the evolving preferences of consumers as we 
head into the new year and beyond. �



30 Issue 6 - 2021

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

www.berndorfband-group.com

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

www.ipco.com/bake

GEA Bakery 
A synergy between two market 
leaders
GEA Imaforni and GEA Comas work together within GEA Group as 
world leaders in the design and manufacture of industrial equipment 
and lines for the production of crackers, cookies, cakes, pastries and 
confectionery products. The companies offer a state-of-the-art range of 
solutions, supplied to more than 100 countries and backed by more than 
100 years of combined knowhow, expertise, and engineering excellence.

www.gea.com/bakery

key suppliers guide

DuPont Nutrition & 
Biosciences
With various trends throughout the bakery 
category—from label-friendly breads to the 
growing popularity of artisan offerings available 
on supermarket shelves and in the frozen section, 
we understand that you need practical solutions 
to meet the needs of today.
Thanks to our extensive bakery toolbox, our 
DuPont™ Danisco® full range of ingredients, 
and our knowledge of raw materials, 
processes and interactions, we are equipped 
to provide the highest level of technical 
support to help you:

 Choose the optimal solution and 
ingredients for   
    a specific formulation and process
 Troubleshoot technical issues
 Design formulations and concepts
 Assess alternative processes and 
process        
parameters

www.food.dupont.com

Ishida Europe
– Ishida are the world leader in the design, manufacture and 
installation of weighing, packing and inspection solutions for the food 
industry, helping manufacturers reduce costs and downtime, increase 
efficiencies and maximise profits. 
With an installed global base in excess of 100,000 industrial 
machines, Ishida are the undisputed world market leader for 
multihead weighers and one of the leading suppliers of snack food 
bagmakers, traysealers, X-Ray-inspection systems, checkweighers, 
leak detectors as well as a world-class supplier of turnkey solutions 
for snacks, protein, frozen and dry foods.

www.ishidaeurope.com
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Meurens Natural
A pioneer in the organic sector in Europe for more than 30 years, Meurens 
Natural has developed a unique know-how, 100% in line with the organic 
philosophy guaranteeing clean, clear & short labelling. Meurens Natural has 
become the Expert in natural solutions from cereals.  Our cereal extracts 
are made up entirely of organic and natural unrefined ingredients and 
provide texture, crispness, color and taste to your bars, biscuits, crunchy. 
Try them in your recipes! The end results are wholesome, tasty and 
crunchy bars that contain only natural, no-added, sugars and are just that 
Healthy-For-You snack that you are looking for.

www.meurensnatural.com

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

www.koenig-rex.com 
Verhoeven Bakery 
Equipment Family
The Verhoeven Bakery Equipment Family has 
a long and successful history of tailor-made 
development, engineering and production 
solutions for the food industry. Our labels 
– BVT Dough Process Solutions, NewCap 
Industrial Handling Solutions, Vacuum 
Cooling & Baking Solutions and Bakepack 
End of Line Solutions – hold a strong, 
established position in the industrial baking 
market, thanks to our innovative culture and 
creative turn-key solutions. Because we are 
independent, we can fulfil any of your (brand-
specific) industrial baking line or equipment 
needs. For example, we can combine four 
lines or even supply a different grouping.

www.bvtbs.com

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

www.readingbakery.com

Intralox
Intralox is a global manufacturer specializing in conveying technologies 
that solve conveyance problems, simplify processes, and save money for 
customers. For more than 30 years, we’ve been helping food and drink 
processors convey their products more efficiently and more profitably. The 
combination of our service infrastructure, industry expertise, innovative 
technology, and performance guarantees allows our customers to achieve 
extraordinary results.
With extensive knowledge and experience of food and drink processing 
applications, Intralox supplies beneficial solutions for numerous food and 
drink industries, including: Bakery; Meat, poultry and seafood; Fruit and 
vegetable; Beverage and brewery; Snack; Tortilla; Dairy; Confectionary; 
Cookies and crackers.

www.www.intralox.com
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Sirha Europain to 
Celebrate French Bakery 
in January 2022

By Tudor Vintiloiu

T
he world of bread is divided into 
two camps, soft bread and crusty 
bread, like the French baguette. 
For the 2022 edition, the Europain 
trade exhibition leading event in 

the bakery and pastry industry has chosen to 
place the emphasis on French bakery.
Through its exhibitor offering and its 
positioning, this edition marking the recovery 
will celebrate the French know-how, skills, 
and cultural heritage that have given rise to 
a new generation of bakers who are keen to 
travel the world.
French bread has indeed proven popular 
with consumers since the pandemic. In 
2021, independent bakeries were the main 
place for buying bread, visited by 96% of 
French consumers for whom transparency 
is a real concern.
More than 60% of them expressed the need 
to know the origin of the products, their 
composition, and the measures taken in terms 
of waste management.
“In pursuing the axis of French excellence, 
Sirha Europain highlights a know-how that 
addresses not only to bakery and pastry 
professionals, but also to the players in out-
of-home catering”, explains Luc Dubanchet, 
Head of GL events, Sirha Food Division and 
the new Commissioner General of Sirha 
Europain. “In a favorable environment for 
the bakery/pastry industry, Sirha Europain is 
keen to offer visitors an exhibitor offering that 
is in line with the growing need for quality 
and diversified offers.”
As part of the press conference held on 

December 1st, Sirha Europain clearly set forth 
its new ambitions: to reposition the event on 
French bakery and promote a French know-
how that is recognized in France and exported 
all around the world. 
After presenting the key figures for the sector, 
in particular for industrial bakery (EUR8.2bn, 
including EUR2bn for export in 2020), Luc 
Dubanchet, presented the highlights of the 
leading trade exhibition in the bakery-pastry 
industry. Sirha Europain is naturally capitalizing 
on the dynamism of the entire industry for its 
24th edition.
Although consumers are looking for authenticity 
and tradition, their expectations have also 
shifted toward more diversity and innovation: 
43% would like to find a broader range of 
snack foods at their bakery pastry shop.
To help professionals keep abreast of 
changing customer demands, for its 2022 
edition, Sirha Europain is introducing a new 
Snacking Stage to address combinations such 
as “good sandwich, good producer” or the 
unmissable bakery foods such as quiches and 
flavored breads.
Since its implantation at the Porte de Versailles 
venue, the entire Sirha Europain offering 
has evolved. The flour industry is included in 
the exhibitor offering, with the return of the 
Grands Moulins de Paris. The equipment and 
appliance manufacturers are also mobilized 
with their professional association Ekip, to 
present their innovations alongside Enodis, a 
major player in the Food Service industry.
And for the first time, Sirha Europain will be 
introducing a start up hub with the support 

trade shows

From January 22 to 25, 2022, the Europain trade exhibition, now Sirha 
Europain, will be celebrating French bakery and pastry, addressing 
professionals in the industry, and more generally all players in the food 
service, catering, and snacking sector at the Paris Porte de Versailles venue.

Europain remains Europain, the 
leading trade exhibition for the 
bakery pastry industry, focused 
on French excellence, for export 
in particular with the unmatched 
strength of
French baking, but changes its name 
to Sirha Europain.
By joining the Sirha Food brand and 
digital ecosystem, the trade exhibition 
adopts a new graphic presentation, 
consistent with the Sirha Lyon image 
and spirit and that of the major Sirha 
Bocuse d’Or and Sirha Coupe du 
monde de la pâtisserie contests.
Indeed, an ecosystem is stronger 
to tackle to stakes of a changing 
market, where technology and usages 
increasingly borrow from neighboring 
areas, in a world that is permeable 
to all evolutions. As digital is one of 
the major vectors of our millennium, 
Sirha Europain is also integrated in 
the Sirha Food app and all the Sirha 
Connect digital services that bring 
exhibitors and visitors closer.

EUROPAIN JOINS THE SIRHA 
FOOD ECOSYSTEM AND 
BECOMES SIRHA EUROPAIN
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TECHNIQUES AND HERITAGE
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FRENCH BAKERY

SIRHA EUROPAIN FORUM 
Talks and conferences addressing the latest topics  
and issues facing the industry 

BAKERY AND SWEET STAGES 
2 stages featuring masterclasses and demonstrations 
hosted by professionals from the respective trades 

NEW!
SNACK FOOD STAGE
A new stage dedicated to the latest trends in snacking 

3 MAJOR CONTESTS 
•  Bakery World Cup
•  European Pastry Cup, continental selecting event  

for the Pastry World cup
•  Bakery Schools French Cup

SIRHA EUROPAIN AWARDS
The very best innovations presented by the exhibitors 
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An event reserved to professionals only
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of the FEB association and CCI Paris Ile de 
France to promote the start-ups that may 
become the future unicorns in the sector.
Some 150 top professionals will be present 
on the Bakery, Pastry and Snacking stages, 
together with numerous quality testimonials 
on the Sirha Europain Forum they will 
complement an already top quality program. 
The World Bakery Cup, Coupe de France des 
Ecoles and European final of the Coupe du 
Monde de la Pâtisserie will represent the very 
best contests in the trade and offer a great 
illustration of Bake/Made in France.
Because everyone loves French Bakery, 
Sirha Europain, its leading trade exhibition, 
will be celebrating it, from January 22 to 25, 
at the Paris Porte de Versailles venue.

FROM TECHNIQUE TO 
INNOVATION, 4 STAGES TO (RE)
THINK FRENCH BAKERY:
• Bakery stage: Bo & Mie, Chapel, 

Perséphone, Bacillus and many others 
will appear on the Bakery Stage to share 
their approach and methods. On each 
day, the morning will be dedicated to the 
fundamentals (baking, fermentation, puff 
pastry, terroir products, unmissable and 
aperitif products), the afternoon will be 
dedicated to sweet bakery products (flan, 
bugne, kouign amann, cannelé pastries).

• Sweet creations stage: Associated with 
the Coupe Europe de la Pâtisserie, this 
stage will feature pastry chefs and sugar 
professionals, with alternating Workshops 
(in partnership with Magazine Thuriès), 
masterclasses and roundtables. A great 
line-up is already confirmed: Tess Evans 
Mialet (Le Clarence), Vittoria Nardone 
(Mosuke), Anne Coruble (Le Peninsula), 
Aurélien Rivoire (Alleno & Rivoire chocolate 
shop), Tristan Rousselot (Prince de Galles), 
Pierre-Jean Quinonero (Le Burgundy), 
Eric Verbauwhede (Maison Pic), Brandon 
Dehan (Oustau de Baumanière), Germain 
Decreton (Le Jules Verne), Nina Metayer 
(Delicatisserie), Remi Bouiller (Kreme), 
Christophe Felder, Mélanie and Arnaud 
Mathez (Le Jardin Sucré).

• Snack Food stage (new in 2022): 
Orchestrated around everyday themes, 
this new stage will address trends in fast 
catering, both sweet and savoury. On the 
menu: the best snack food recipes, ‘good 
sandwich, good producer’ combinations 
(ham & butter, pan bagnat...), snack food 
around the world (hotdogs, banh mi, 
pita, stuffed brioches). With Moïse Sfez 
(Homer Lobster) and Arnaud Laverdin (La 

Bijouterie, Sapna et Mr Baoshi) who will 
introduce the new trends.

• Forum: Featuring guests such as Paul Boivin 
(FEB), Dominique Anract (Confédération 
Nationale des Boulangers Pâtissiers 
Français), Stéphane Lacroix (Lesaffre), 
Christophe Girardet (Victor & Compagnie) 
and Jean-François Bandet (Bo & Mie), the 
Forum - the trade exhibition’s ‘think-stage’ 
- willaddress some of the main topical 
themes: eco-responsibility, sourcing, wheat, 
fermentation, international French success 
stories, snacking, bakers in 2030.

3 INTERNATIONAL CONTESTS, 
ATTESTING TO THE SUCCESS OF 
BAKERY-PASTRY FOR EXPORTS:
• Bakery World Cup (22-25 January): 

For its 30 years, the Bakery World Cup, 
organised by Christian Vabret (holder of 
Meilleur Ouvrier de France distinction), 
will welcome 12 teams of 3 candidates: 
China-Taipei, South Korea, Costa Rica, 
Ivory Coast, Denmark, Egypt, France, 
Japan, Morocco, Norway, Netherlands, 
and Senegal. For this anniversary edition, 
the participating teams will endeavour to 
succeed China, holder of the title in 2020.

• Pastry European Cup (24-25 January): 
This is the continental selecting event 
for the Pastry World Cup. It will be held 
for the second time as part of Sirha 
Europain, with François Perret (Ritz Paris 
and Best Restaurant Pastry Chef in the 
World 2019) as President of Honour. The 
participants will be vying for a place in 
the world grand finale in January 2023, 
as part of the Sirha Lyon trade exhibition. 
The contest promises to be intense for 
the 6 qualified national teams. Belgium, 
Denmark, Spain, United Kingdom, Russia, 
and Sweden will compete during 5 
hours in 3 tasting tests and 2 artistic 
tests. France and Italy are automatically 
qualified for the 2023 final thanks to their 
place on the podium in the last final that 
took place in September this year.

• French Schools Cup (22-25 January): 
Education and training arecrucial to the 
industry and will be in the spotlight thanks 
to this national contest organised by EKIP 
and LEMPA. For its 8th edition, the French 
Schools Cup, open to all French bakery-
pastry schools, will be presided over by 
Raoul Maeder and will have for theme 
‘cult films’. Six schools will compete over 
4 days oftests in the Hopefuls category 
(training level 5) and 4 in the Excellence 
category (training level 4). �
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2022 feature planning
1 january/february 

Ad closing: Jan 31/Publishing: Feb 11

Technology
Topping / Glazing, Icing Technology

Process
Depositing / Cutting and forming

Special Feature 
Energy Saving & Process Optimization

Expert View
Technology for Crackers  / Plant-based Formulation & Production

Food safety
Monitoring & inspection

Ingredients & Nutrition
Plant-based bakery / Sweeteners

Packaging
Packaging of fragile goods

Market trends
Biscuits and Baked Snacks

 SNACKS
Better-for-you Baked Goods

Craft baking
Pastry Equipment

Trade shows
Foodexpo Greece, Modern Bakery Moscow, Review ISM/Prosweets

Technology
Extrude Conveying Solutions / Proofers

Process
Lubrication / Mixing Ingredients

Special Feature 
Software support & operation

Expert View
Belts and Conveyors for Production Efficiency

Food safety
Traceability

Ingredients & Nutrition
Dough improvers / Shelf-life optimization

Packaging
IoT in Packaging Solutions

Market trends
Packaged vs. Unpackaged Bread in Retail

 SNACKS
Wafers

Craft baking
Artisan Bread

3 may/june
Ad closing: May 23/Publishing: June 06

Technology
Kneaders & Mixers / Smart bakery systems

Process
Frying / Enrobing

Special Feature 
Flexibility in Equipment and Production

Expert View
Dough Rheology & Product Development

Food safety
Safety certifications & compliance

Ingredients & Nutrition
Flavors & Colors / Enzimes, Emuslifiers & Starches

Packaging
Bag Closing Solutions

Market trends
Bakery Ingredients Market

 SNACKS
Pastry & Croissants

Craft baking
Equipment Flexibility

Trade shows
Fi Europe & Hi Europe

5 september/october  
Ad closing: Sept 26/Publishing: Oct 10

Technology
Trays, Pans & Coatings / Oven Innovations

Process
Cooling & freezing, vacuum cooling / Proofing

Special Feature 
Sustainable Sourcing of Ingredients

Expert View
New Oven Technologies

Food safety
Hygienic Equipment Design

Ingredients & Nutrition
Flours / Fortifying Ingredients

Packaging
Checkweighers

Market trends
Pastries in Europe

 SNACKS
Savory Snacks

Craft baking
Mixers

Trade shows
Anuga FoodTec, Bakery China , SnackEx 

2 march/april
Ad closing: Mar 21/Publishing: Apr 01

Technology
Turnkey Lines / Cooling & Freezing Technology

Process
Dough dividing and forming / Inspection & monitoring

Special Feature 
New Product Development

Expert View
Innovation in Sustainable Materials

Food safety
Contamination risks & solutions

Ingredients & Nutrition
Proteins & fibers / Yeast & sourdough

Packaging
Sustainable Materials

Market trends
Clean Label Baked Goods

 SNACKS
Buns & rolls

Craft baking
Deck and rack ovens

Trade shows
IBIE Baking Expo

4 july/august – IBIE special supplement
Ad closing: Aug 01/Publishing: Aug 15

Technology
Dough Dividers & Rounders / Extruders

Process
Baking Sanitation

Special Feature 
Scaling Operation

Expert View
Extruded Snacks

Food safety
IoT in food safety management

Ingredients & Nutrition
Oils & Fats / Fillings

Packaging
Robotics & Automation

Market trends
Pizza & Frozen Dough

 SNACKS
Parbaked Bread

Craft baking
Freezers

Trade shows
2023 Events Preview

6 november/december 
Ad closing: Nov 21/Publishing: Dec 05
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