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Caring for the
Environment is
Good for Business

S

ustainable sourcing is the act of looking for ingredients
that are sustainably farmed. That means these
ingredients, whether agricultural produce or meat,
are farmed with more than economic considerations
in mind. Sustainable farmers take into account the
environmental and social impact of their farming activities.
For example, indiscriminate farming methods may produce more
crops over the short-term but create long-term repercussions
like soil damage. Or they may burn entire forests to clear land or
create fertile soil for the next season’s harvest, causing longterm damage to the environment around them.
Because sustainable sourcing prioritizes environmental and
social concerns above economic ones, companies that commit to
purchasing sustainably sourced ingredients ensure that they buy
from people and places that practice environmental awareness.
Research shows that most consumers will pay more for food and
beverage products containing sustainably produced ingredients.
A recent survey by Palsgaard 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
92% saying it was important that the ingredients in the products
they buy are produced sustainably.
At the same time, 82% said they would be willing to pay more
for a food product containing sustainably produced ingredients.
The research also provided insights into the effects of COVID-19
on food purchasing decisions. Over half of consumers said the
price of products had become a more important factor since the
pandemic, however, this did not appear to have detracted from
the focus on sustainability.
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. 

Great change
causes people to
reflect and focus
on the things
that matter
most. And the
food industry
cannot afford to
underestimate
the importance
of environmental
issues to
consumers.
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Angel Yeast’s New Food
Ingredients Smart Factory
Enters Operation
Angel Yeast is opening a new
factory of food ingredients, loaded
with state-of-the-art facilities that
enable automated operation and
heightened quality control – offering
enhanced productivity, and higher
energy efficiency.
Angel’s smart factory is part of the
company’s latest effort to optimize
its production process and upgrade
its product offerings for customers
worldwide. It will enable Angel to
supply natural, greener and nutritious
raw materials for baked foods and
pastries. Angel has also ramped up
investment to establish R&D hubs
and technology centers for bakery
products around the world, seeking
new innovations to unlock more
possibilities for the global food sector.
“Food ingredient sits at the forefront

of our investment as one of Angel’s
five major business focuses. The
smart factory will further advance
our manufacturing capability, and
grant Angel “Industry 4.0” expertise
to drive new business models
and boost quality, productivity and
sustainability,” said Xiao Minghua,
General Manager of Angel.

AMF Bakery Systems
Introduces a Unified Family
of Brands
AMF Bakery Systems (AMF) introduces a unified family of brands heightening the
company’s promise to deliver best-in-class unit equipment. Backed by focused
leadership, each with a dedicated team of engineers, the new brand architecture
reflects AMF’s commitment to continuous improvement and specialization.
The family of brands, inclusive of: AMF Fusion, AMF Flex, AMF Tromp, AMF
BakeTech, AMF Den Boer, AMF Vesta, AMF Convay, AMF PackTech, AMF
Workhorse, and AMF APEX offers industrial bakers complete system solutions
across a vast range of baked products and production rates.
“With the launch of this family of brands, AMF will continue to rise as the baking
partner of choice,” Global Marketing Director, Diana Boxey said. “This strategy
helps us better differentiate the areas of specialization within AMF. We have
highly focused teams of engineers and master bakers delivering innovative
solutions across each area of the baking process.”
6
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Goodway Technologies
Announces the Acquisition
of Doman
Goodway Technologies,
a global supplier of
industrial maintenance
and cleaning solutions,
announced the recent
acquisition of Doman,
SRL, a premier
manufacturer of dry
industrial steam cleaning systems for commercial and
industrial applications.
Dry steam cleaning systems are used worldwide to deliver
powerful cleaning and sanitation performance across many
commercial and industrial applications.
“This is an exciting time for Goodway and Doman. We’ve had
a very successful commercial relationship with Doman for
many years,” said Tim Kane, CEO of Goodway Technologies.
“This acquisition feels more like adding to the existing
Goodway family than acquiring a new company. Adding these
products to the Goodway Technologies lineup positions us
well for sustainable growth in our target markets, and we’re
excited to offer this innovative technology on a global level.”

BENEO Invests EUR7.7m
Into New Warehouse for
Improved Efficiency
BENEO, one of the
leading manufacturers
of functional ingredients,
has announced a
quadrupling of the
storage capacity at
its Offstein facility in
Germany, to improve its
efficiency and strengthen the company’s business contingency
resilience still further. The new high-bay warehouse, which
opened in February, allows for increased storage of BENEO’s
crystalline functional carbohydrates Isomalt, Palatinose™ and
galenIQ™. With a EUR7.7m investment in this fully automated
facility, BENEO continues to further improve its supply chain
robustness and reduces transport.
The new 25-metre-high warehouse has a storage capacity
of more than 8.500 Euro pallets and is located close to both
the packaging and shipment operations at the production site
in Offstein. Together with external warehouses worldwide,
the addition of storage capacity in Offstein further supports
BENEO’s multi-storage strategy for improved business
contingency. Furthermore, transport ways are reduced as a
larger proportion of functional carbohydrates is now stored
on-site than in external warehouses.

Kerry Completes Acquisition
of Botanical Extract Company
Natreon
Kerry, the taste and nutrition
company, has announced it has
completed the acquisition of
U.S.-based Natreon, Inc., a leading
supplier of branded Ayurvedic
botanical ingredients.
Natreon supplies branded and
scientifically studied and tested
Ayurvedic extracts to the dietary
supplement and functional food
and beverage industries across the
globe. The acquisition significantly
expands Kerry’s leadership position
and ProActive Health portfolio of
science-backed branded ingredients,

furthering the company’s technology
growth. The branded ingredients
in Natreon’s portfolio are protected
by a wide range of U.S. and foreign
patents and supported by a total of
52 clinical studies which support the
efficacy of their health benefits.
The ingredients will be integrated into
Kerry’s ProActive Health portfolio and
leveraged by Kerry’s broad customer
base. They will be supported by
Kerry’s global application and
R&D network, including continued
investment in the science and clinical
evidence supporting the brands.

Tate & Lyle Announces the
Completed Sale of Controlling
Stake in New Company and
Subsidiaries

Barry Callebaut
Expands Chocolate
Factory in Australia

The Barry Callebaut Group, the world’s leading manufacturer
of high-quality chocolate and cocoa products, recently
celebrated the official opening of its factory expansion in
Campbellfield, on the outskirts of Melbourne, Australia.
Jo Thys, President Asia Pacific, said, “This factory expansion
underlines Barry Callebaut’s ongoing commitment to
Australia. The facility further strengthens our regional
footprint in Asia Pacific, producing safe and high-quality
products. The move is in line with our ambition to locate
production close to our customers.”
The investment expands the existing Campbellfield factory,
which was acquired in 2020. The new factory lines add
significantly to the total production capacity of the Australian
factory and its range of offerings. The offerings now include
liquid chocolate, compound, buttons, chips as well as
specialties such as coatings and fillings.

ECD BakeWATCH
Launches CakeOMETER
for Consistent, Repeatable
Cake Baking Results
Tate & Lyle announced that it completed the sale of a controlling stake in a
new company and its subsidiaries (previously referred to as NewCo, now called
“Primient”), comprising its Primary Products business in North America and Latin
America and its interests in the Almidones Mexicanos S.A de C.V and DuPont
Tate & Lyle Bio-Products Company, LLC joint ventures, to KPS Capital Partners,
LP (“KPS”). KPS now holds a 50.1% interest in Primient and has Board and
operational control. Tate & Lyle now holds a 49.9% interest in Primient.
Nick Hampton, CEO of Tate & Lyle, commented: “The completion of this
transaction represents the start of a new and exciting chapter for our business.
Tate & Lyle is now transformed into a purpose-led, growth-focused global food
and beverage solutions business, serving faster growing specialty markets.
Over the last four years we have created a strong platform for growth. As a
more focused business we will enhance the way we serve our customers
and accelerate growth through increased investment in R&D, innovation and
solutions development. The trend towards healthier food is accelerating, and
with our leading positions in sweetening, mouthfeel and fortification, we are
well-positioned to meet growing consumer demand for food and drink that is
lower in sugar, calories and fat, and with added fibre.”

ECD BakeWATCH recently announced the latest
innovation in its range of sensor devices for the
commercial and artisan baking industries. With a unique
fixture design, ECD’s new CakeOMETER™ tool resolves
the dilemma of accurate temperature sensor placement
and stability within cake batter, allowing cake bakeries
of all sizes to generate reliable in-oven temperature
data for high-quality, repeatable cake production.
“CakeOMETER is a market-first,” shares ECD Baking
Product Manager, Ray Pearce. “The ability to reliably
capture cake temperature transformation in the oven
is a breakthrough for the cake baking industry. While
there is certainly an art to baking a cake, leveraging
oven time and temperature data, along with the impact
of ingredient variation, lends more precision and quality
assurance for high yield production.”

worldbakers.com
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Ingredion Creates Growth
Guide Exploring Clean Label in
Foodservice Sector
Ingredion has launched a new foodservice growth guide, titled ‘Put
profitability on the menu,’ which details how food service operators
can drive sustained clean label growth in the foodservice sector.
With more consumers linking simple ingredient lists, recognizable
ingredients and minimal processing with the clean label
experience, there is a significant opportunity for foodservice
outlets to accelerate business growth and returns. Comprising
dedicated, proprietary research from Ingredion, ‘Put profitability
on the menu’ explores the key trends underpinning clean label
growth, how to capture the business value of clean label, and
how to extend menu options with ingredient innovation.
Daniel Haley, Global Platform Lead – Clean & Simple Ingredients
at Ingredion says: “The global foodservice is currently forecast to
reach USD3.2 trillion by 2023, based on a CAGR of 2%. What we
are seeing is the potential for a rapid recovery as consumers act
upon their pent-up demand for dine-out options, in turn driving
stronger growth and creating opportunity within the sector.

GEA Launches New
Freezing System
ProEdge Drive at IFFA
From May 14 to 19, GEA will
launch the new spiral freezer
GEA ProEdge Drive at IFFA
in Frankfurt, Germany. The
GEA ProEdge Drive features a
drum-free design using fewer
components for a more hygienic
and sustainable solution. Its
innovative spiral drive with
robust patented sprockets
ensures that the belt runs
smoothly and extends the
service life. This freezer fits
perfectly for the processing of
protein or products in the area
new food as it particularly meets
the desired requirements for
high product yield.
Standard ProEdge Drive Series
models are suitable for 400mm-,
600mm- and 750mm-wide lines

8

and offer freezing capacities
of 460 to 3,600 kg/h of fully
cooked products. This new
alternative to traditional freezing
systems with a drum-free design
also offers more flexibility in
adding tiers, increasing freezing
capacity up to 12% for the
same footprint. The reduction of
the number of structural parts
combined with external drives
makes it easier to clean and
maintain, resulting in enhanced
hygiene and a lower total cost
of ownership. Another important
aspect is that the drum-free
design also makes production
more sustainable, as the
consumption of resources such
as steel and other components
is greatly reduced.
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Bimbo Canada Becomes
First Bakery In NA to
Introduce Compostable
Bread Bag Clips
Canada’s oldest and largest
commercial bakery, Bimbo Canada,
is taking an important step towards
achieving a circular economy by
transitioning plastic bread bag tags
to compostable, cardboard bread
bag clips on all bread products.
This small, yet impactful change
will begin immediately and is
anticipated to be complete by
June, 2022. Once complete, it will
reduce the company’s single-use
plastic by approximately 200
metric tons annually.
“It’s important we lead change
and be responsible stewards
of the environment, and the
communities that we live and
work in, by delivering results,”

said Joe McCarthy, President
of Bimbo Canada. “This
announcement helps us fulfill
our commitment to Nourish A
Better World through sustainable
business practices and helps us
to inspire others to do the same.
All changes, big or small, make
an impact.”
To make the change, Bimbo
Canada partnered with KLR
Systems, a Canadian company
based in Quebec that is a leader
in bakery manufacturing. The
company received the Food
Innovation Award from the
Quebec Food Processing Council
last year for the cardboard bread
tag innovation.

Packaged Bread Market
Expanding at 4.6% CAGR,
to Reach a Value of
USD66.5bn by 2032
The global packaged bread market is set to witness growth at a CAGR of
4.6% and top a valuation of USD66.5bn by 2032, according to research
from Future Market Insights.
Bread packaging has not been quite the same as it was before the
pandemic, as consumers are looking for more shelf stable products
without harsh packaging. When visitors of Green Week in Berlin were
asked about this, almost 60% of them indicated they no longer favor
breads with low quality packaging. German consumers, for example,
prefer different kinds of bread in different packaging, for instance frozen
breads are preferred in cardboard boxes, while uncut loaves in shrinkwrapped, and sliced bread in plastic bags.
The eating habits of millennials, who prefer small portions of packaged
bread, wrapped for immediate consumption, has prompted manufactures
to incorporate new machineries to allow inexpensive product packaging
without compromising the quality of packaged bread and to launch
packaging solutions where the product shelf life can be extended.

Next Generation
Preservation
Partner with Kerry for
cutting-edge clean label and
conventional solutions.

Let’s make food
go further together.

technology

Ovens: Continuous
Improvement Yields
Results
The heart of any commercial bakery is the oven and this,
concurrently, is the biggest cost factor too. But equipment
manufacturers are trying to make their ovens more efficient
in their energy saving capabilities, without compromising on
baking quality.
by Tudor Vintiloiu

T

he evolution of in-store oven
demand is more and more focused
on easy programmable, energysaving and compact products. The
manufacturing of bakery ovens in
compliance with advancing industry standards
is one of the prime drivers of the market
growth in this sector during the next few years,
according to recent data. The market is also
driven by the rise in demand for high-quality
bakery products and increasing expansion of
bakery processing plants.
NEW TECHNICAL FEATURES FOR
THE DECON SHOP BAKING OVEN
Due to the coronavirus epidemic, DEBAG
Deutsche Backofenbau GmbH introduced a
number of new technical developments that
the company says is setting a new standard
in oven construction.
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The award-winning in-store baking oven
DECON (DEBAG CONvection Oven) now exhibits
up to 8,5% less energy consumption than
comparable ovens, steamer function and
core temperature sensor, making this oven a
true all-rounder: whether cooking, steaming,
gratinating or regenerating, the company says.
EFFICIENT AND PATENTED: LESS
MOIST STEAM, BETTER HYGIENE
The DECON shop baking oven features excellent
baking characteristics as well as additional
functions such as cooking and regenerating,
while consuming up to 8.5% less energy than
comparable shop baking ovens. The entire
oven concept is very well thought out. The
patented hood design of the DECON ensures
a significantly lower output of visible moist
steam with all programs, and therefore better
hygiene in closed rooms. This is made possible

by a patented process that introduces more heat
into the baking steam with a special air duct. This
allows the exhaust air to absorb more steam and
the water does not condensate immediately in the
area of the oven.
This patented oven design has now become the
standard for almost all DEBAG shop baking ovens.
MORE HEAT IN THE OVEN, LOWER
ENERGY LOSS
The insulating glass pane with the hightemperature “SealShape” seal ensures lower
energy loss: The improved thermal insulation
allows more heat to remain in the oven,
reducing energy costs during baking, also in the
long term. The pane is easy to clean and has a
patent pending.
The multi-functional DECON shop baking oven
can bake and cook. Employees no longer have to
convert the oven when changing the operating
mode. With the newly developed universal
supports from DEBAG, the baking sheet can
simply be swapped for a GN container or vice
versa. That saves precious work time and makes
operating the oven significantly more convenient.
Main advantages:
• perfect heat distribution in the baking
chamber thanks to the large distance
between the insert levels – for even baking
and cooking results;
• ergonomical thanks to crosswise loading;
• defined park position for the core
temperature sensor;
FASTER AND MORE CONVENIENT
LOADING
The DECON loading system in the open, halfopen (with cover panel) and closed (with cover
panel and doors) variants ensures much more
convenient and efficient loading of the shop
baking oven. The loading process for up to 5
or up to 12 trays saves as much as 80% time
compared to manual individual tray loading, as a
new tutorial demonstrates.
The clever system supports optimum flow of
materials in the bakery and allows personnel
more time for other tasks.
IMPROVING AN ESTABLISHED
MODEL
MIWE has recently launched an improved 2021
model of its popular MIWE roll-in e+ rack oven,
a model that has been delivering convincing
results for bakers for over 50 years with its
superior baking performance, great flexibility and
uniformity, as well as its particularly low energy
consumption. Its countless special functions
developed by MIWE, such as “atmospheric

baking,” which guarantees an even baking result
at all times regardless of the weather, or the
extremely sensitive type of temperature control
thanks to MIWE delta baking, are what sets it
apart, says the company.
“Over the past few years, the demands placed
on rack oven systems have noticeably increased,
says Steve Merritt, EPP managing director.
“Bakers are producing a wider range of products,
including more breads that require higher
temperatures, shorter baking times (especially in
combination with vacuum conditioning), shorter
recovery times, all-natural or long-process
proofing goods that are therefore more delicate
and generally more prone to flaws. This is why,
MIWE is presenting some important innovations
and further improvements with its 2021 model
MIWE roll-in e+.”
The 2021 innovations include the MIWE Heat
Flow, developed in partnership with users
and master bakers – it is a combination of an
optimized heat storage wall and a vertically
positioned air grill which has been recently
developed from scratch, and with newly arranged
“trumpet nozzles” which, with their optimized
flow geometry, ensure stable, uniform baking
results for a wide variety of baked goods – all
combined with extremely economical energy
use. The steam device has also been further
developed and, thanks to the optimization of the
steam water inlets, new water routing with an
intelligent cascade design, it now ensures that
the steam reaches the entire baking chamber
significantly faster and yet more evenly. The
patented MIWE air control has also been further
improved, and multilayer insulating mats provide
completely new insulation and a permanently
improved insulating effect.
The further development of the MIWE roll-in is
not only a response to the noticeably increased
requirements of today’s bakers, it has also been
developed in close cooperation with those who
work with rack ovens on a daily basis. “Feedback
from bakers is enormously important to us at
MIWE,” explains MIWE sales manager for Germany,
Austria and Switzerland. “All innovations on
the MIWE roll-in were developed in continuous
exchange with users and master bakers, and have
already proven themselves in extensive tests.
Because that’s the only way we can make sure we
meet the high standards that our customers quite
rightly demand of our products.”
Out of the many variations of ovens in commercial
foodservice operations, consistency is a goal
shared by all. Having consistent, standardized
products, helps build brand confidence
and can, in time, secure a steady stream of
returning customers. And in this delicate market
environment, the oven plays a central role. 
worldbakers.com
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Higher Standards Drive
Freezing Technology
Freezing bakery products allows such items to have
a controlled-temperature shelf life of 6 months to
18 months, by preventing the movement of the
water contained in the product, turning the water
into ice crystals, thereby inhibiting microbiological
degradation of food.
by Tudor Vintiloiu

I

t is the most practical and efficient form
of production, consumption and storage
that reaches the final consumption
area without any physical deformation
unless the cold chain network is broken
from production to storage and then from
shipment to storage conditions.
Freezing of bakery products is also one of the
best ways to reduce costs and increase sales.
Freezing, which stops yeast action in doughs
and reduces quality deterioration of baked
products, allows bakers to produce a stabilized
inventory of products. This enables the
economies of large-scale production; allows
bakers to have a supply of their products at all
times without risking large losses from staling

12
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due to the inability to accurately forecast daily
sales, and, if the products are distributed and
sold in a frozen state, favors less frequent
delivery of products. Furthermore, this
technology may also increase sales by making
it possible for consumers to purchase a wider
variety and new forms of bakery products in
the grocery store.
The selling of frozen dough, for example, is
becoming increasingly popular.
Recent enhancements in refrigeration
technologies take into consideration
requirements such as energy savings, ease
of access and use, high performance and
cost-savings, among some of the most
prominent demands from food processors.

MAKING FOOD PROCESSING
MORE SUSTAINABLE AND SAFER
JBT will be attending IFFA 2022, where the
manufacturer will demonstrate how it can
support companies in creating and growing
their product portfolio and boost their
performance using automation, connectivity,
and IoT and how to make food processing
more sustainable and safer. As such, JBT will
showcase their revolutionary self-stacking
spiral freezing technology and introduce
next steps in spiral freezing with the new
Frigoscandia GYRoCOMPACT® 70 Spiral
Freezer. Enhanced food safety, performance
and optimization are the key technologies in
their latest spiral freezer. The new freezer is
more compact than any of its predecessors,
yet offers up to 20% increased capacity.
Over the past 60 years, Frigoscandia has
been supplying food processors with the
world’s leading technology to efficiently,
safely, and economically freeze almost
every type of food product. Today JBT’s
Frigoscandia freezers meet the needs of a
truly global industry. In fact, more than half
of the world’s rapidly growing production of
frozen foods passes through JBT´s freezers,
according to company representatives. “The
cutting and portioning of the product is also
a process that can significantly reduce food

JBT

Enhanced food safety,
performance and optimization are
the key technologies in the new
Frigoscandia GYRoCOMPACT®
70 Spiral Freezer. The freezer
is more compact than any of its
predecessors, yet offers up to 20%
increased capacity.

waste and increase yield. Manual cutting
is labor-intensive and prone to inefficiency,
potential contamination, and higher food
waste. The goal is to use every part of
the incoming product so nothing goes to
waste. Our intelligent DSI waterjet cuttingand portioning system is the automated
alternative that, in addition to decreasing
labor cost, has proven to improve product
yield and increase productivity consistently,”
JBT representatives explain.
JBT will also demonstrate their packaging
innovations including automatic clipping
solutions with JBT Tipper Tie which offers
solutions for clipping, netting, bagging,
and labeling for each and every level
of production. From a finished product
standpoint, JBT Proseal has the ability to
seal over 35,000 variants of tray shapes
and sizes, allied with suitable top films and
is armed to help and advise in the everdeveloping sector of Tray sealing solutions.
GEA TO SHOWCASE THE PROEDGE
DRIVE AT IFFA
Also at IFFA 2022, GEA will launch the
new spiral freezer GEA ProEdge. The GEA
ProEdge Drive features a drum-free design
using fewer components for a more hygienic
and sustainable solution. Its innovative
spiral drive with robust patented sprockets
ensures that the belt runs smoothly and
extends the service life. This freezer fits
perfectly for the processing of protein
or products in the area of new food as it
particularly meets the desired requirements
for high product yield, according to a
company statement. Standard ProEdge Drive
Series models are suitable for 400mm-,
600mm- and 750mm-wide lines and offer
freezing capacities of 460 to 3,600 kg/h of
fully cooked products. This new alternative
to traditional freezing systems with a drumfree design also offers more flexibility in
adding tiers, increasing freezing capacity up
to 12% for the same footprint. The reduction
of the number of structural parts combined
with external drives makes it easier to clean
and maintain, resulting in enhanced hygiene
and a lower total cost of ownership.
Another important aspect is that the drumfree design also makes production more
sustainable, as the consumption of resources
such as steel and other components is
greatly reduced. The GEA ProEdge Drive
is also an intelligent freezer system that
provides perfect synchronization of the drives
in all operating environments. The innovative
and patented sprocket construction is a top
worldbakers.com
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The reduction of the number of
structural parts combined with
external drives makes it easier to
clean and maintain, resulting in
enhanced hygiene and a lower
total cost of ownership.

GEA

performer, even under the most demanding
cooling, chilling, and freezing conditions. The
positive-edge drive limits belt tension and
allows less product movement on the belt.
This helps to preserve the product shape and
ensures safe product handling with smooth,
continuous product flow.
Multiple belt width and layout options offer
a seamless integration into the customer’s
processing line. The GEA ProEdge Drive
integrates GEA’s latest freezer innovations:
continuous monitoring and control of product
frozenness with Callifreeze®, optimizing
and control of the air temperature in the
freezers with the dynamic IVS (Intelligent
Valve System), and up to 14 days of operation
without stopping to defrost with Sequential
Defrost (SD) combined with Static Pressure
Control System (SPCS) automated air balance.
MORE OUTPUT FOR LESS SPACE
FPS is the first manufacturer to produce
the widest spiral belt freezer at 1.8m wide,
taking into account less height space in
many facilities in Europe, according to FPS
representatives. In collaboration with Intralox,
FPS worked on an innovation to match larger
processing lines and produce higher output.
“Our most recent innovation is the Spiral
Immersion System™ (SIS™) utilizing water
vs air. This game changing technology takes
advantage of fluid to freeze, chill, pasteurize,
14
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cook and even sous vide, providing greater
flexibility, higher yields and better, quality
food products.”
Turning to processors, FPS explains some of
the criteria the company thinks they should
base their purchase decision on: “This is a
global industry, not just one country or one
market. Higher production, more efficient
energy and labor savings, optimal factory
space, even remote servicing, have pushed
FPS to meet processors’ demands. The
ability to clean a freezer should always be
a major deciding factor. Clean-in-Place
(CIP) systems can be built into a new FPS
freezer or retrofitted in existing freezers. In
addition, like all equipment, optimal servicing
and retrofit expertise to ensure the smooth
operation of a freezer, makes sound sense in
the decision-making process. Processors do
not want just a freezer manufacturer but a
freezer partner.”
FPS representatives add that processors
should consider shifting consumer demands
in eating habits as well as food safety
and hygienic standards. With a shift from
ready-to-cook to ready-to-eat, food safety
requirement standards have increased
exponentially. “No longer just a local industry,
we expect higher standards such as the
commercial baking industry where hygiene,
traditionally, has been less enforced during
the proofing process. Processors cannot
ignore safety over cost,” they conclude. 

FPS

No longer just a local industry, we
expect higher standards such as
in the commercial baking industry
where hygiene, traditionally, has
been less enforced during the
proofing process. Processors
cannot ignore safety over cost.

Bake more, bake better with
IPCO steel belt technology
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.
See us at IBIE
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Sustainable Sourcing
of Ingredients
The post-corona era calls for innovation and more global responsibility
in the food industry. Consumers increasingly demand sustainable, safe
and uncomplicated products. Market research institutes such as Mintel
are forecasting a long-term trend reversal in the food market after the
crisis: towards higher expectations in terms of quality, as well as increased
awareness of added health benefits and environmental compatibility.
By Tudor Vintiloiu

F

ood sourcing has become an
important priority for consumers,
manufacturers and governments
alike, not only for animal-based
foods but across the entire supply
chain. Demand for more transparency
around food origins combined with the
unprecedented investment in food tech,
e-commerce and delivery is creating new
opportunities in the ability to trace the path
of food from where it is produced to the end
consumer, also known as the ‘farm to fork
journey’. This will have long-term disruptive
implications for food supply chains and
consumers’ path to purchase.
Consumers choosing sustainably produced
brands are buying into the ethical or
environmental purposes espoused by that
product. Claims like organic, fair trade,
free range, charitable support or locally
sourced all refer to specific elements of a
product’s origins.
For example, Imperfect Foods fights
food waste by selling products rejected
by retailers (for cosmetic defects) on a
subscription basis and saw a growth
of more than 200% in 2020, with sales
approaching USD500 million.
One of the biggest barriers to sustainability
trends is a lack of trust in green labels. In
fact, in developed markets, where these
trends are most advanced, labels like
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organic (48%), fair trade (46%), free range
(47%), eco-friendly (46%) or non-GMO
(42%) were seen as trustworthy by less than
half of all respondents from Euromonitor’s
2021 Voice of the Consumer: Health and
Nutrition survey. This offers a significant
opportunity for digital traceability tools
across the food supply chain.
BACK TO LOCAL
Locally sourced food has been on-trend
for years. People choose local offerings to
limit food miles, support local economies
and connect with their local identity,
heritage and culture. During the pandemic,
consumers turned to local products to
ensure safety, transparency and consistent
supplies amidst stockpiling and high outof-stock rates.
Product claims can also be seen in this
trend. The share of online food SKUs with
locally sourced claims jumped with the
pandemic’s onset and has continued to
grow ever since. An example of this is
CrowdFarming, a platform in Spain that
allows people to adopt a crop from local
farmers, learn details about product origins
and then receive the final harvest. This
back-to-local strategy thrived during the
pandemic, as sales tripled in 2020 and now
reaches more than 200,000 households
across the Europe.

“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,” says Thomas
Schmidt, Marketing Director at BENEO.
Vanessa Morice, Commercial Director
at HoneyGreen+, a supplier of beehive
products, natural sweeteners and
functional ingredients adds: “The
world demands natural responses to a
global need for health, well-being and
beauty. We have already observed how
changes triggered by the pandemic have
accelerated some of the trends predicted
to occur over the next five years. And
consumers are looking for transparent
brands, as they want to know how their
actions can help protect their community
and environment.”
These views are confirmed by Innova
Market analysts: One-third of consumers
worldwide expect companies in the
industry to commit to sustainability,
while 20% are also willing to spend
more money on such products. In the
Innova Lifestyle & Attitudes Survey 2020,
respondents indicated that COVID-19 has
increased their focus on sustainability,
for example, by buying regional products,
recycling/upcycling and avoiding food
waste. A study commissioned by The
Nature Conservancy found a shift among

consumers and businesses from wanting
food that does not harm to actively
seeking out products that do good.
LIFE CYCLE ASSESSMENT
Puratos Group has recently launched a
first-in-class Life-Cycle Assessments
(LCA) initiative to help customers
accelerate their sustainability ambitions.
According to the company Puratos has
become the first bakery ingredients
supplier to begin LCA analyses – the
renowned barometer for supply chain
sustainability – of its entire product range,
beginning with core products from its
pioneering Plant Forward range of plantbased dairy, egg, and butter replacement
solutions. LCA studies concluded that
the environmental impact of Puratos’s
innovative egg-wash alternative Sunset
Glaze was 59% lower than pasteurized
eggs, and butter alternative Mimetic had
an environmental impact three times
lower than dairy butter. This means that
switching from dairy butter to Mimetic
could cut one ton of CO2 emissions for
every one ton of croissants produced –
the equivalent of planting 50 trees.
Belcolade Selection M. Plant-Based
Cacao-Trace, the company’s newlylaunched milk-alike plant-based
chocolate, has also been assessed. The
dairy-free, nut-free chocolate was found
to have a 13% lower environmental
impact than the dairy milk equivalent.
Compelling data from these first
assessments help to explain why the
adoption of plant-based diets continues
to grow, says Laurent Thomé, Puratos’s
Global Sustainability Manager.
He continues: “Conscious consumerism,
one of the key trends identified within
our Taste Tomorrow research, signals a
seismic societal shift in buying behaviors,
as consumers increasingly seek to reduce
their personal carbon footprints through
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more responsibly-sourced products.
Sustainable food choices sit at the heart
of this movement and this is reflected in
the plant-based boom. As identified in
our Taste Tomorrow consumer research,
plant-based eating is the single biggest
trend in today’s food industry, with
environment concern being the biggest
driver of demand. LCA studies of our
premium plant-based alternatives offer
unequivocal evidence that they are
significantly better for the planet, with
granular data allowing us to calculate
precisely how environmentally beneficial
these ingredients are compared to
their animal-based counterparts. As
a result, our customers can tangibly
and confidently demonstrate the
sustainability credentials of their endproducts to their customers.”
Puratos partnered with LCA specialist
Yukan to analyze the ingredients using the
global environmental impact assessment
tool, Glimpact. Glimpact applies the
Product Environmental Footprint (PEF)
method, recommended by the European
Commission, which measures 16 impact
categories, including climate change,
water scarcity and land use. This makes
it possible to objectively and rigorously
compare the impact made by products
within the same category following
specific category rules (PEFCRs).
LCAs measure the environmental impact
of a product throughout its life cycle,
from the sourcing of all raw materials
and resources to end of life. Each
distinct part of the supply chain is closely
analyzed, providing all parties – from
grower through to consumer – critical
information on the product’s complete
environmental impact, facilitating more
informed and environmentally-conscious
purchasing decisions.
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RESPONSIBLE SOURCING
The Barry Callebaut Group announced
that its North American ‘Better For You’
portfolio is transitioning to supporting
sustainably sourced cocoa and vanilla.
The Barry Callebaut Brand’s ‘Better For
You’ portfolio includes sugar solutions
(sugar-free, reduced sugar, no sugar
added), high-protein, dairy-free, and
organic solutions. The portfolio has seen
high growth and innovation in recent
years. This trend is expected to continue,
and the company’s announcement
provides Barry Callebaut’s North
American customers with high-quality
sustainable products and supports the
industry-wide sustainability ambition.
All ‘Better For You’ products will be
moving to COCOA HORIZONS verified
through the Cocoa Horizons Foundation.
Sustainable COCOA HORIZONS cocoa
and chocolate products are sold
by Barry Callebaut with a premium
which is used to help improve the
livelihoods of cocoa farmers and their
communities. These premiums go to
the Cocoa Horizons Foundation to fund
cocoa sustainability activities such as
farmer coaching and support, cocoa
and non-cocoa seedling distribution,
and community development in a
transparent and externally verified
process. The Cocoa Horizons Foundation
serves as a platform for chocolate
companies and other contributors to
invest in sustainable cocoa. It relies on
expert partners like Barry Callebaut to
implement the sustainability activities.
Additionally, the ‘Better For You’ products
will be supporting sustainable vanilla
production through a partnership with
vanilla supplier Prova to implement the
Sustainable Vanilla Charter.
“Barry Callebaut looks at the ‘Better
For You’ segment through an end
consumer lens,” said Laura Bergan,
Director Barry Callebaut Brand. “Our
innovation and portfolio are driven by
consumer lifestyles and a result of
closely monitoring market trends. Our
sustainable portfolio goes beyond health
benefits including the quality of the
ingredients and the impact on the planet
and farmers’ livelihood, which plays an
important role for consumers. Being fully
cocoa and vanilla sustainable adds to the
value proposition of our products, which
our customers can leverage in their
product development and story-telling.”

REGENERATIVE AGRICULTURE
Ardent Mills, a leading flour milling and
ingredient company, in partnership with
Nutrien Ag Solutions, the retail division
of the world’s largest crop inputs
company, announced the advancement
of its regenerative agriculture
program. The program is aimed at
strengthening the soil ecosystem and
helping producers improve their farms’
productivity and profitability. By the end
of 2022, the company has committed
to enrolling 250,000 acres of spring
and winter wheat into its regenerative
agriculture program with the goal of
advancing regenerative agriculture
practices and building the grower base
over the next three years.
“Ardent Mills is dedicated to making a
positive impact in our communities and
sustainability initiatives are a critical
component of that. Our own supply
chain is a big area of opportunity,”
said Phoenix Dugger, corporate social
responsibility manager, Ardent Mills.
“Ardent Mills’ regenerative Ag program
aims to improve farm profitability and
productivity and create insights as to
how these practices affect the crop itself.

We’re excited to continue to grow this
program and learn from farmers who
are the ultimate stewards of the land.”
In cooperation with its producer
partners and Nutrien Ag Solutions,
Ardent Mills has built a regenerative
agriculture program that aims to
increase organic matter content
and improve nutrient efficiency
and water infiltration. The program
uses key outcomes and provides
side-by-side quality comparisons to
comprehensively understand how
regenerative agriculture affects the
quality of wheat.
“Consumers are becoming increasingly
curious about what’s in their food and
choosing foods that align with their
personal values. Sustainability is one of
those key areas for many consumers,”
said Shrene White, general manager,
The Annex by Ardent Mills. “Not
only does this program benefit the
environment, but it also helps our
customers meet those consumer
demands. We’re excited to partner with
our customers, growers and Nutrien
Ag Solutions to continue this very
important initiative.” 

Specialists in food processing equipment
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Fortifying Ingredients
Although the majority of bakery products can be fortified in a multitude
of ways, recent figures show that fiber-related claims are proving
particularly popular in certain categories, where ‘high/added fiber’
features in the top 10 product launch claims globally.
By Tudor Vintiloiu

T

here are various technical
challenges associated with
product reformulation in baked
goods. These can include
maintaining sweetness,
appearance, texture and good dough
handling properties. BENEO is one
company that has done a lot of work
developing recipe reformulations that
meet these technical and sensorial
challenges using its range of ingredients.
“Fiber-enriched products tend to
have a grainy or bland taste, so
manufacturers need to choose
ingredients that appeal to consumers.
Inulin is soluble and has a neutral
and balanced flavor that maintains
the taste of a product, yet delivers
in terms of mouthfeel, texture and
creaminess. It can also be used to help
bakers create sugar-reduced indulgent
bakery products with a cleaner label.
By using the prebiotic fibers inulin and
oligofructose, sugar and fat can be
reduced and fiber increased, all whilst
supporting excellent taste and texture
and improving digestive health,” says
Annelore De Boe, Product Manager
Functional Fibres at BENEO.
When it comes to bread, the team at The
BENEO Technology Center has recently
increased the fibre content of white
bread in straight dough and spongeand-dough applications. As well as

20

Issue 2 - 2022

safeguarding the original whiteness of
the bread, nurturing the gut microbiome
and increasing digestive comfort, the
addition of BENEO’s chicory root fibre
inulin also allows producers to make
high fibre claims.
IMPROVING NUTRITIONAL
PROFILE
Jürgen Senneka, Head of Product
Development & Application, GoodMills
Innovation GmbH, says their clients
are always looking for “something
new” – for extraordinary ingredients
with new-found beneficial effects on
their products, and on the human body.
“This is what drives us to continue to
search for innovative raw materials
and processing methods. Many of our
clients are also keen to improve the
nutritional profiles of their products,
for example to achieve an appealing
NutriScore label, and we can help
them in various ways – for instance, by
reducing the salt content or increasing
the amount of fiber. But whatever
nutritional improvements we make, we
are always mindful that they must be
achieved without any adverse effects
on the product’s sensory properties.”
A key desire of bakers everywhere is
to find ways of formulating products
without additives. According to
Senneka, their range of functional

flours can help bakers achieve this.
“We create these using only physical
processes to deliver specific functional
properties, and they can replace almost
every additive with the same result
in the end product – and with a clean
label. Easy handling is important for our
customers too, so we make sure that all
of our ingredients are easy to process.
And finally, growing awareness of
natural ingredients coupled with
consumer desire for originality and
natural raw materials means our clients
are becoming increasingly interested in
utilizing ancient grains.”
NO COMPROMISE ON
INDULGENCE
The same considerations are relevant
both for proteins and fibres. While
proteins generally have a clean label
perception, the base of the protein
is also an important consideration.
Concerns around soy’s environmental
impact – the farming of which can
contribute to deforestation, soil erosion
and water pollution if not managed
sustainably – means that consumers
may be looking for different sources
of protein. This has increased the
recognition and attractiveness of
proteins made from a base of pulses.
“Our portfolio of proteins and fibers,
including our range of VITESSENCE®
Pulse proteins and HI-MAIZE® 260
resistant starch, can be used in all baked
goods and snacks, from bread to biscuits,
crackers to chips,” says Juliette Maliska
– Technical Service Category Manager
Bakery at Ingredion. “We believe it
is important to develop proteins and
fibers that can support the nutritional
positioning of the end product with label
claims such as ‘source of protein’ or
‘high fiber’. However, it is imperative that
this does not compromise the label and
indulgence needs of the end consumers.
This is the reason why we focus our
new product development efforts on
consumer-friendly ingredients, such
as flour and on minimizing the impact
of healthy ingredients on the sensory
characteristics.”

REFORMULATION
CHALLENGES
Making changes such as lowering
the proportion of wheat gluten in a
product has a tendency to weaken
baking performance. However, there
are different things bakers can do to
avoid or minimize any undesirable
effects. For instance, choosing from a
variety of different raw materials and
selecting those that work best in a
formulation.
“We are also able to process raw
materials using various physical
treatments – such as granulation and
thermal treatment – to minimize their
effects on rheology. Thanks to our
application expertise, we are able to
develop clean label products that don’t
differ in texture or taste from nonclean label alternatives. If anything,
they are likely to taste more “natural”
or “traditional”, and this can be
positively desirable for the consumer,”
Senneka points out.
However, when recipes are altered
to deliver better nutritional profiles,
consumers will sometimes notice
differences. With salt reduction, for
example, there can be a loss of flavor.
In Germany, in particular, it is difficult
to reduce salt, as consumers there are
used to bread that is salty. (Industry
generally uses approximately 1% salt;
craft bakery anything from 1.5% to
1.7%). But if consumers are willing
to change their habits to benefit their
health, there could be great potential
here, experts agree.
Ancient grains can also make a
difference to the taste and texture of
finished products. For example, some
grains have a more intense taste
profile than conventional wheats, so
they are not suitable for applications
such as soft brioches. But consumers
who choose products baked with
traditional grains have different
expectations. They often are looking for
different taste experiences and for a
more original taste that underlines their
demand to make a “good decision”
with the food they choose. 
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Principles and Applications
of Hygienic Equipment
Design
The costs associated with trying to repair a contamination in a food
producing facility are outweighed by the substantial damage to a company’s
reputation and irreparable economic consequences, due to food safety
authority investigation, product recalls, food-poisoning lawsuits, courtimposed penalties and administrative fees.
by Tudor Vintiloiu

T

hese fears make it especially
important for food manufacturers
to implement a sufficient approach
to hygienic design. However, while
delivering consistent hygiene to the
required standard, hygienic design provides
also practical advantages in comparison with
ordinary design, e.g., 40-51% reduction in
water usage, 21–33% less energy consumption
and 20-49% reduction of CO2 emission,
according to the EU’s ECODHYBAT program.
KEY CONSIDERATIONS
Traditionally, the hygienic design has been
perceived as an innovative discipline with
the intent of modifying equipment and
facility design, to prevent the development
of microbiological niches, improve cleaning
efficiency, prevent the retention of residues,
maintain or increase product shelf life and
improve product safety.
Although the food industry certainly supports
the implementation of hygienic design
principles, the challenge is the time required to
implement recommended improvements and
often a major capital investment necessary to
replace or retrofit equipment, in order to avoid
or reduce the number of critical points.
In a paper published by the Limerick University
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in Ireland, Krzysztof Zacharski, postdoctoral
researcher, and his colleagues, put together a
comprehensive checklist that acknowledges
the most important elements of hygienic design
for the food industry.
To ensure safe food and adequate sanitation
programs, both the equipment and the
factory used for processing and handling
food products must be designed, fabricated,
and installed according to sound hygienic
design principles. Selected criteria and
basic requirements provide fundamental
norms and best practices to avoid accidental
contamination of food sources.
• Materials of construction. Food-contact
materials must be inert to the product and
cleaning agents, including antimicrobial
chemicals (sanitizers) under operating
conditions. They must be corrosionresistant, non-toxic, mechanically, stable,
and such that the original surface finish
is unaffected under all conditions of use.
• Surface roughness. Food-contact
surfaces should be smooth enough to
be easily cleanable. The American 3-A
Sanitary organization and the European
Hygienic Engineering and Design Group
(EHEDG) specify that food contact

surfaces should be free of imperfections
and have a surface finish of Ra s 0.8
um. To achieve this quality of surface,
polishing or other surface treatments
may be required. For example, coldrolled stainless-steel sheet material,
used for vessels and for piping, usually
has a Ra-value between 0.2 and 0.5 um.
• Crevices. To be cleaned without difficulty,
surfaces must not only be smooth but
also free from crevices, sharp corners,
protrusions and shadow zones. In most
cases, crevices cannot be cleaned, and
as such, will retain product residues that
may interfere with microbial inactivation.
This applies also to joints, exposed screw
threads, nuts, bolts and rivets during
entire functional lifetime. Metal-to-metal
contact must be avoided by the use g
in, of metal-backed elastomer gaskets
to seal the threads. The weld must be
continuous, flush and polished to provide
a smooth surface.
• Voids and ledges. The design must avoid
any voids or ledges, that are difficult to
clean and where dirt can accumulate.
Open-top rim design must be rounded
and 1 slope for draining. All surfaces
and pipes should not be completely
horizontal but slope toward drain
points and without any ridges that may
hamper draining. Thermal insulation of
equipment must be carried out in such a
way that the insulation material cannot
be wetted by ingress of water from the
outside environment (e.g. hosing down,
condensation on cold surfaces).
• Seals and lubricants. The elastomeric
material must be mounted in such a
way that the seal is at the product side
and excessive compression is prevented
to avoid destruction of the elastomer.
Design should prevent food from
being contaminated with any non-food
substances, such as lubricants and
coolants (non-toxic).
• Installation and arrangement of equipment.
Sufficient space is required around and
under the equipment, to give appropriate
access for inspection, pest control,
cleaning and maintenance operations.
DESIGN PRINCIPLES
Equipment manufacturers should differentiate
their design effort depending on the intended

application of the equipment. For example,
if the equipment is going into a dry clean
environment, it should not be designed with a
washdown in mind. Design principles should
be unique to the type of environment (wet or
dry), type of product, frequency of sanitation,
etc. The customer’s quality and food safety
team should be engaged with the equipment
manufacturer throughout the design phase to
ensure all food safety criteria are accounted
for before the equipment is installed. The
common goal is for equipment to be reliable,
disassemble easily, hygienic and easy to clean.
The choice of materials used in the
construction of food processing equipment
has a substantial impact on the choice of
cleaning method and on the outcome of the
cleaning procedure.
• Metals: Stainless steel is ideal as it is easier
to keep clean and can hold up to more
aggressive cleaning chemistry.
• Fabric Belts: Other types of metal are
prone to rust or corrosion over time. Fabric
conveyor belts are porous and absorb
moisture and soils, and are impossible to
do a real allergen changeover on. Smooth,
homogenous, nonporous belting is ideal for
applications that call for it.
• Open Mesh Belts: Plastic open mesh
belting is easier to maintain. It is much
easier to pull out the pin and repair a
small section quickly and with minimal
tools. Metal conveyors are a lot harder
to maintain.
Equipment manufacturer Rademaker says
their guidelines are directly derived from
various high-end requirements for hygiene
and cleanability such as the GMA standard
and EHEDG recommendations. “With excellent
machine surface finishing, tilted surfaces,
rounded frames, FDA approved materials,
minimized hinges and bolts and numerous
other items, the line is living up to the highest
industrial requirements for hygiene. An
open design enables easy cleaning without
compromising the operator’s safety. Belt
lifters and retractable belt tensioners achieve
accessibility for cleaning and inspection,”
company representatives told us.
According to them, apart from unmatched
product quality and practically zero risk for
contamination, the overall combination of
the above improvements results in reduced
cleaning time, increased production time and
strongly reduced maintenance. 
worldbakers.com
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The Ongoing
Expansion of Snacks
Changing eating habits and consumer demands will
present opportunities for bakery manufacturers
within the snack foods market. The next few years are
likely to witness the emergence of more opportunities
for manufacturers of savory bakery snacks.
By Jonathan Thomas
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E

ven before the pandemic,
there was ample evidence that
consumers were seeking out
a wider range of products for
consumption throughout the day –
often in place of traditional meals such as
dinner and lunch. The post-pandemic world
is likely to see the snack foods market
evolve still further, encompassing various
types of savory baked goods. Some of these
will be influenced by the growth of ethnic
cuisine – for example, wraps made from
tortillas and flatbreads are now making
inroads into the global snack foods market.
With snacks now being consumed during
a wider range of occasions, it also highly
possible that hot-eating savory bakery
goods will begin to encroach upon the
market in regions such as Western Europe.
This trend is already well-established in
the US, as evidenced by the longstanding
presence of brands such as Bagel Bites
from Kraft Heinz. These foods fuse together
bagels with pizzas, creating bite-sized
snacks, which can be heated from frozen in
ovens or microwaves. The range includes
Pizza Snacks and Bagel Dogs.
THE CURRENT STATE OF
SNACKING
The global market for snack foods
continues to evolve, driven by factors
such as changing consumer tastes and
eating habits, health and sustainability
considerations and the lasting effects of
the Covid-19 pandemic. For some time
now, snacks have come to be viewed as
replacements for meals or ‘mini meals’
in themselves – this represents a logical
progression of the trend where people
were starting to eat throughout the day at
irregular occasions, instead of sitting down
for three formal meals as had been the
case with past generations.
The tendency to snack instead of eating
formal meals is most in evidence amongst
younger consumers. According to a Harris
poll conducted in the US in 2021 on behalf
of snack foods manufacturer Mondelez,
70% of millennials claimed to prefer eating
snacks to traditional meals such as lunch
and dinner. However, these habits are
not confined to the younger generations
– the same research found that 90% of
US consumers had recently replaced at
least one of their ‘proper’ meals with a
snack. Furthermore, 7% claimed not to eat
traditional or formal meals at all, favoring
snacking instead.

Similar findings emerged from the latest
version of Mondelez’s State of Snacking
report, which was published at the
beginning of 2022. This survey (which
canvassed the opinions of more than 6,000
people across the globe) found that almost
two-thirds (64%) of consumers prefer to
eat lots of small meals during a typical day,
rather than three large ones. This figure has
risen from 59% two years earlier, which
suggests that one effect of the pandemic
as a further erosion of the prevalence of
formal mealtimes. Another finding from
the Mondelez report was that 62% of
consumers surveyed replace at least one
meal with a snack, a figure that increases
to 69% for millennials and 75% for those
belonging to the Generation Z age group.
The snack foods market was regarded to
have been one of the main beneficiaries
from pandemic-induced lockdowns in 2020
and 2021. During these periods, consumers
largely switched from on-the-go (OTG)
snacking to eating snacks within the home,
either while working or relaxing. Some of
reasons cited for eating snacks at these
times included heightened stress, relieving
boredom, improving moods via escapism
and actively seeking out comfort foods
during uncertain times. Research undertaken
during the first half of 2021 suggested that
for many consumers in western regions
(e.g. Europe and the US), lockdown periods
coincided with periods of overeating, with
snacks regarded as one of the main culprits.
The Mondelez report mentioned previously
also suggests that the snack foods market
will continue to evolve, incorporating
different foods and products in response to
changing consumer requirements. According
to the report, 84% of respondents felt
that there would be more snack options
to choose from within a few years’ time,
while 79% thought their definition of what
constitutes a snack had changed within
the last few years. This perception was
highest in Latin American countries such as
Mexico (91%) and Brazil (91%), as well as
in Indonesia (89%), China (84%) and the US
(84%). It is likely that savory bakery products
will contribute to this further development
of the global snack foods market, especially
since ingredients such as meat, cheese,
herbs and spices are now featuring to a
greater degree.
Another trend identified by the Mondelez
report was the continued importance of
healthy options when snacking. The research
found that 84% of respondents liked their
worldbakers.com
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snacks to carry some form of health
benefit as of 2021, up from 80% the
previous year. Another significant finding
was the fact that 72% of consumers
are now seeking out portion-controlled
snacks, up from 63% in 2020, as a way of
managing their calorie intake. The research
also revealed that many consumers expect
to increase their consumption of snacks
carrying health claims such as natural/
organic, vitamin rich and high in protein
over the next few years, while snack
foods positioned as sustainable or offering
some benefit to the environment are also
increasing in popularity.
SAVORY BISCUITS & CRACKERS
Savory biscuits and crackers represent one
of the most popular forms of baked snack.
The Mondelez snacking report mentioned
earlier found that 69% of consumers ate
savory biscuits at least twice a week – this
figure has risen from 64% the previous
year, suggesting that savory biscuits have
been one of the main beneficiaries of the
growing demand for healthier snacks. In
recent years, the sector has witnessed the
introduction of savory biscuits and crackers
positioned as free from artificial additives
and ingredients and products enhanced
with ingredients such as whole grains,
ancient grains, protein, fiber and seeds, as
well as gluten-free varieties.
One of the most popular selling points for
savory biscuits and crackers at present
is their suitability as carriers for various
toppings – these are limited only by the
imagination and typically include foods
such as cheese, sour cream, vegetables
(e.g. tomatoes, olives, etc.) and popular
spreads. For younger consumers especially,
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these can be shared with family and friends
using social media platforms such as
Instagram, therefore adding to their appeal.
Eating occasions for topped savory biscuits
and crackers also vary, ranging from
lunchtime options to snacking.
Flavor innovation remains highly evident
within this sector. In western markets
such as the UK, much of this has been
influenced by the continued rise in
popularity of various global and ethnic
cuisine – according to manufacturer
pladis, over 40% of consumers aged
16-44 are actively seeking out flavors
inspired by spicy foods when purchasing
savory snacks. One recent example was
the extension of the Jacobs Mini Cheddars
range by pladis with new flavors inspired
by Mexican cuisine – varieties included
Lime & Chilli, Nacho Cheese & Jalapeno
and Chipotle Chicken Wings, which
complement the usual cheesy flavor.
Meanwhile, flavors based on popular herbs
and spices are well-represented within the
market for savory biscuits and crackers
– examples include rosemary, chives and
black pepper. Also worthy of mention is the
range of Ciabatta Crackers which form part
of the Jacobs range, and which are inspired
by Italian cuisine. Another brand, which
falls under the pladis umbrella, is Carr’s, a
range of water biscuits, which underwent
a relaunch worth GBP1m in the summer
of 2021 to emphasize its longstanding
Cumbrian heritage. The range had been
extended two years earlier with Melts,
which are described as savory biscuits with
a light and melting texture and targeted
at snacking occasions. At the time of the

relaunch, a Black Olive flavor was added to
the Original and Cheese varieties.
Health also remains a major source of
NPD within the category. Staying in the UK,
Associated British Foods (ABF) has recently
extended its Ryvita brand with new Vitamin
Boost varieties, crisp breads marketed as
high in fiber and the B vitamins. These were
launched in Simply Seeded and Toasted
Black Oat & Sesame varieties, joining other
health oriented Ryvita lines such as Protein
Chia Seed & Buckwheat. The Ryvita range
also incorporates Rye Cakes, which are
promoted as being low in fat and high in
fiber. They are available in flavors such as
Multigrain and Lightly Salted.
The category also includes products carrying
more specific health claims. Gluten-free
products are also available – one of the UK’s
leading suppliers is Nairn’s, leader of the
country’s market for oatcakes. Besides its
renowned oatcakes, the company’s range
includes gluten-free wholegrain crackers
(which are available in flavors such as
Cheese, Super Seeded and Cracked Black
Pepper) and flatbreads. Much is made in their
promotion of their potential to be topped with
various ingredients.
Gluten-free is also a health claim carried
by some of the snack foods supplied by
Ecotone, which was formerly known as
Wessanen until November 2020. The name
was changed to reflect the company’s focus
upon biodiversity, as well as vegetarian
and organic foods. One of the company’s
leading brands is Kallø, which includes
snack foods such as rice, lentil and veggie
cakes. According to the company, demand
for its rice cakes increased during the
pandemic, eaten by UK consumers on an
average of 1.8 occasions per week. In the
UK, its rice cakes are available in both
sweet and savory flavors – examples within
the latter category include Lightly Salted
and Organic Unsalted.
PRETZELS
Pretzels represent another popular form of
savory bakery snacks, although they are
also available with sweet flavors. They are
baked pastries made from dough, which are
then twisted into a distinctive shape, such
as a knot, loop or bow. Initially made from a
simple mixture of wheat flour, water and salt,
other ingredients now include malt, yeast and
some form of fat, such as butter. In European
markets such as Germany, other pretzel
toppings have emerged as alternatives to
crunchy salt – typical examples include

seeds, e.g. pumpkin, sesame and sunflower.
Pretzels were primarily brought to North
America by German immigrants. Many of
these settled in Pennsylvania, which now
accounts for up to 80% of the country’s
annual production of pretzels.
Pretzels have become an increasingly
popular form of snack, both in the US and
further afield. They are most often sold via
channels such as bakery chains and instore bakeries (ISBs) within supermarkets
and convenience stores. Much of the appeal
of pretzels lies in their convenient nature,
as well as their suitability for a range of
snacking occasions. Increasingly, they are
also perceived as a healthier alternative to
salty potato-based snacks, given that they
are low in fat and high in various nutrients.
Within the global pretzels market, sales
are heavily skewed towards the North
American region. They represent a popular
form of baked snack in US venues such as
sports stadiums, cinemas, theatres, etc.
In these instances, they are sometimes
eaten with dips – thick cheese is one of
the more popular examples. During the
pandemic, sales were aided by the growth
of in-home snacking, as well as the desire
for more novel and varied savory snacks.
While traditional soft pretzels account for
much of the global market, the US has
driven demand for the crunchier, smallersized pretzels, which are most frequently
eaten as snacks. Elsewhere, soft and
doughy pretzels are popular with German
consumers, where they are often consumed
during breakfast or lunchtime, as well as an
accompaniment to beer.
As has been stated previously, both
savory and sweet flavors feature within
the pretzels market. One of the leaders
in the US market is Auntie Annie’s, which
has a sales outlet in 650 of the country’s
1,200 shopping malls. Every pretzel
sold is baked fresh at its location, with
savory flavors including examples such
as Pepperoni, Jalapeno, Sour Cream &
Onion and Roasted Garlic & Parmesan.
The company’s range also includes
Basketball Buckets of pretzel nuggets for
pick-up or delivery, which serves as an
example of the suitability of pretzels as
an in-home snack for consumers during
in-home entertainment occasions such as
sporting events. Manufacturers have also
been experimenting with shapes, via the
development of mini-sized and twisted
pretzels, as well as snowflakes and stars
for seasonal occasions. 
worldbakers.com
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Pastries in Europe
Europe is the largest market for the pastries segment, accounting
for nearly 35% of the share in the global market. Consumption of
pastries is further expected to grow at a CAGR of ~5% during the
next five years. The increasing consumption of pastries in Europe is
mostly driven by the growing consumer demand for convenience and
faster-to-prepare foods, value-added products, and an expanding
foodservice sector.
by Markets and Markets

A

ccording to recent data, revenue
from the production of frozen
cakes & pastries in Europe
reached a value of USD3.18bn
in 2020. The consumption and
demand for frozen cakes & pastries in
Europe are dominated by ready-to-bake
technology, while ready-to-eat is anticipated
to register the highest growth rate of 4.9%
during the forecast period. Spain, Germany,
and France are registering major frozen
bakery products consumption.
As per United Nations Statistics Division
(UNSD), European imports of bread, pastry,
cakes, biscuits, and other bakers’ wares
reached USD13.2bn and 5 million tons in
2020. The UK, Germany, and France were
the top importers in Europe, accounting
for approximately 40% of the imports in
value. Germany, Italy, Belgium, and France
were the top exporters. France witnessed
a higher growth in value compared to the
growth in its volume of export, indicating a
rise in per-unit cost.
GLOBAL CONSUMER TRENDS
DRIVING THE GROWTH OF THE
PASTRIES MARKET
Revolutionized consumer lifestyles, along
with a transformative leap forward in
technological capabilities and increasing
investment opportunities in the processing
industry, are driving the European pastries
market. A proactive consumer is what the
industry looks at in the current generation,
which is a paradigm shift from the earlier
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reactive population. The health and wellness
trend is overshadowing the food & beverage
concept, and an evident upsurge has been
observed in the demand for an alternative
protein diet, novel ingredients are on
the rise, label transparency has spiked,
and consumption of functional/ fortified
ingredients has also increased remarkably.
Convenience is of paramount importance.
A fast-paced lifestyle and an increasing
prosperity have triggered on-the-go
consumption. Bakery and snacking
industries completely resonate the
convenience-eating scenario. The demand
for convenience and food on-the-go
supports the demand for baked goods,
especially the frozen category. Dawn Foods,
for example, offers freeze and thaw stable
choux and puff pastry mixes, which makes
pastry production at-home simpler, timesaving, and convenient.
Additionally, in a mature industry, these
bakery stores are re-positioning and
diversifying their portfolios to gather a larger
market share. For example, pastries are
filled with milk-based and liquor-flavored
creams, studded with nuts and chocolate,
and include infusions of flavorful glazes
and powders. On-trend savory variations
of pastries constitute goat cheese,
aromatics, and greens. Convenience and
customization are running in parallel to
meet the customer’s expectations and
expand the business. Various in-store
bakeries are balancing trade by offering
customizable prepackaged and ready-to-

take home products. For instance, St. Pierre
Groupe offers individually wrapped butter
croissants and chocolate croissants, Bakery
& Chocolate and Hazelnut Rolled Crepes are
now available at Walmart. Such concepts
are driving the demand and demonstrate
positive retailing for pastries.
FROZEN PASTRY PLATTER
REDEFINING THE PASTRY
DEMAND
Frozen pastries and bread witness a
progressing scenario and will continue to do
so over the forecast period. Germany has
been an early adopter of frozen bakeries, and
time-pressed Germans are inclined towards
frozen goods as staple, replacing the
conventional meals. Frozen pastries include
an extensive range of pastry products,
including basic types of frozen pastries and
viennoiseries, which are currently blooming
at a high pace (including four varieties: plain
and filled croissants, raisin swirls, and savory
items), chocolate pastries that account
for the most share, and Danish products
including Danish crowns and cinnamon
rolls. Since convenience remains the key,
extended ‘consume by’ dates, coupled with
ingredients such as fructose, honey, and
humectants, make frozen pastry products
healthy and safe for consumption.
As per MarketsandMarkets, Europe accounts
for approximately 60% of the global frozen
pastries market, further triggered by the
technological advancements within the
processing and packaging sector. An example
being, Vandemoortele’s freezer-to-oven
Bake-up technology to produce authentic,
clean-label filled and unfilled croissants,
Danishes, and mini-sized pastries. Processing
technology prowess includes efficient
filling of pastries; an example of it being,
Unifiller’s filling equipment, which focuses
on its efficiency of portion accuracy without
tampering with the filling.
The bakery industry is adopting a technologyintensive approach to cater to the higher
efficiency standards within the ecosystem.
Technologically advanced processes reduce
the cost, creating value at each stage
through the supply chain. To gain an edge
over competitors, domestic and international
companies are focusing on innovating
their processing equipment offerings by
implementing innovative technologies and
focusing on extending the equipment life
and reducing the maintenance cost. Gentle
sheeting, maintaining the right temperatures
at every stage of the process, and proper

handling of fillings span the ideal conditions
for processing sweet breakfast pastries.
Baking a good pastry involves baking
temperature and heat transfer modes adjusted
according to the precise requirements, due
to which the implementation of technology
stands significant.
Digital options are being incorporated to
make bakeries less labor-intensive. Though
the length and complexity of a bakery’s
sheeting and laminating lines can extend
up to 200 feet or more, production requires
relatively few people. The hand-forming
and shaping of elaborate pastries require
several skilled operators to twist, turn, and
tie dough pieces into artistic masterpieces;
however, advancements in technology
are leading to efficient automation of the
process. Moreover, automated systems
fulfill the sanitary requirements efficiently.
AMF Bakery Systems has already adopted
automation of the Tromp sheeting and
laminating lines, benefiting from the
hygienic design wherein cleaning does not
need tools. The company has also tackled
labor shortages by opting for automated
operations. Automated lines and systems
improve reliability, uptime, productivity, and
overall equipment efficiency. Implementation
of software is also being used to deliver new
product variations.
GROWTH OPPORTUNITIES
The European market for pastries currently
holds a massive audience. The growth
potential for the segment relies heavily
on new product development, packaging
transformations, and technological
advancements.
Product innovations and the launch of new
flavors are trending in the pastries market.
Manufacturers are enhancing the look and
taste of products. Furthermore, manufacturers
worldbakers.com
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are seeking to establish new eating
experiences among consumers. Lantmannen
Unibake, a European bakery supplier,
launched “Double Delights,” a dual-filled
pastry. The range has five flavor combinations,
designed as a twist on the traditional pain
au chocolat. New versions of established
classics are in demand, particularly within the
croissant and viennoiserie sector, because
the pastry is light and a perfect host for new
flavors and fillings. In another case, Sosa
Ingredients incorporated vegetable proteins
(deodorized potato protein) in pastries for
the manufacturing of emulsions and gels.
Besides including functional ingredients,
pâtissiers are swapping traditional dough
for dough featuring whole grains, nuts, and
seeds, and fermented ingredients. L’Atelier
Barcelona is moving toward gastronomic
pastry. The bakery uses Rooftop Smokehouse
brand smoked cream in a wide range of its
preparations (croissants, chocolates, ice
creams) and local products. Consumers
are actively experimenting with food, and
manufacturers are targeting this trend to
establish a firm position within the industry.
MARKET LANDSCAPE
The pastries market is highly competitive,
with many large players vying for a
considerable market share. Despite being
mature, the market is highly fragmented,
primarily because of several established
retailers as well as artisan players operating
in the region. Key market players operating
in the sector are Grupo Bimbo, Flowers
Foods, Allied Bakeries (Associated British
Foods PLC), Kellogg Company, Mondelez
International, Alpha Baking Company,
ARYZTA, and United Bakeries.
The players in the category are increasingly
looking at strategic acquisitions and
product innovations to help strengthen their
market position or even sustain the market
hold as new entrants strive for a position
within the industry. For instance, Mondelez
International, Inc. (US) acquired Chipita, a
European maker of cakes and croissants,
moving to become a major player in the
cakes and pastries market. Mondelez
International, Inc. (US) acquired Chipita for
about USD850m in 2021, while in 2020,
the company completed the acquisition of
Give & Go Prepared Foods Corp., a supplier
of baked foods to in-store bakeries. These
acquisitions gave the company a competitive
edge in the packaged cakes and pastries
category. The brand is expanding even
further into waffles in the highly incremental
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pastries space. Cakes and pastries typically
have a higher net revenue per kilogram than
cookies. The category is a close adjacency to
the company’s core biscuit capabilities, and
as it is a fragmented category, it provides
a clear opportunity for the company with
the right brands and capabilities to gain
a leadership position. Value addition and
premiumization of the category by leveraging
Mondelez’s brands lead to higher traction in
the company’s sales.
A long-lasting tradition of pastry
consumption is prevalent in Europe.
However, the sales trajectory has slowed
down over the past few years, because of
the industry’s maturity level and the growing
health-consciousness among consumers.
Pastries and sweet confectionery are high
in calories and constitute fats and sugar,
thus categorized as unhealthy ingredients.
Recently, a change in dynamics has been
looked upon as possible, owing to a mixed
approach adopted by manufacturers.
CONCLUSIONS
New product developments and packaging
innovations have sustained the demand for
pastries in Europe. Transforming consumer
inclination and higher technological
intervention within the sector have propelled
the demand for sweet and savory pastries
combined. Active participation from
manufacturers and other stakeholders in
the supply chain has emerged to be the
driving factor for pastries consumption in
the region and globally as well. Though it is
challenging for manufacturers to compete
with the changing consumer behavior, fastpaced innovations are making it achievable.
Innovations are upscaling the product
sales and brand position. Additionally,
major brands are adopting acquisitions and
partnerships as competitive strategies. 
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Sirha Europain:
A Successful Repositioning
Focused on French Bakery
Sirha Europain recently closed its doors after 4 days of getting back
together for all the players in the bakery-pastry industry who came to
celebrate French Bakery. This 24th edition brought together 25,000
professionals, including 15% international. All were keen to discover the
latest innovations in the market and find new business opportunities with
the 300 exhibitors and brands present.
By Tudor Vintiloiu
“This post-crisis edition marks the success of
Sirha Europain’s repositioning”, explains Luc
Dubanchet, head of the Sirha Food Division at
GL events, who are the organizers of the event.
“The emphasis placed on French Bakery,
associating quality and innovation proved
popular with exhibitors and visitors alike.”
More than 80 new products were presented,
including eight that were rewarded with a
Sirha Europain Award: Moulin Melia by Alma
Pro; Multibake Vita oven tunnel boasting
hydrogen burners by AMF; Un Grain de plaisir
craft range by CMA Hauts de France and
Lesaffre; Indoor natural light well by Euralux,
Mélange Berrouga by Grands Moulins de
Paris; Scaribac Neo by Scaritech; Hot plate
by Sofinorand Visiodune eco-designed
packaging by Dune.
“I admire this trade that involves getting up
at three in the morning to feed millions of
people,” he explained. “This French knowhow is exported throughout the world, so we
will be back with renewed ambition for the
2024 edition of Sirha Europain.”
The next edition will be held from January
20thto 23rd, 2024. Sirha Europain was really
dynamic in terms of the volume of purchases,
in line with the past months that saw a 15%
increase in the bakery and pastry sector.
During this period, described as historic by
Ekip association, the owners of the trade
exhibition, suppliers have significantly
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ramped up their R&D and chose Sirha
Europain to come and introduce their new
products to the visitors.
The Sirha Europain Forum was host to
approximately 50 speakers as part of 30
roundtables that addressed topical issues
including the price and volatility of raw
materials, recruitment and loyalty, evolutions
in the bakery industry by 2030.
The Bakery-Snacking and Sweet Creations
stages welcomed approximately 50
professionals who were keen to exchange with
the many visitors on their techniques for making
leaven, brioches, viennoiseries, patisseries, and
other bakery and snacking products.
With the new Sweet Creations Section,
visitors were able to find all the players in the
pastry industry, the innovations presented by
the exhibitors, and the chefs committed to
increasingly responsible pastry.
In addition to the masterclasses, workshops
and roundtables featured on the different
stages, the trade fair welcomed the French
selection event for the World Pastry Cup,
whose grand finale will take place in January
2023 as part of the Sirha Lyon trade fair.
Also for the first time on the Sweet Creations
Stage was the Thuriès Workshop, a hybrid
event where chefs, experts and nutritionists
exchanged views and insight on topics from
chocolate, to alternative sugars, the rise
of vegan and additive free. The platform

SIRHA EUROPAIN 2022
KEY FIGURES:
• 300 Exhibitors & Brands
• 83 Innovations
• 8 Sirha Europain Awards
• 25,083 Professionals
• Incl. 3,696 International
• 74 Roundtables & Masterclasses
• 103 Contributors
• 3 International Contests
• 70 Participants

saw a plethora of big industry players take
centrestage, in particular Trophée Passion
Dessert Guide Michelin winner of 2019 Florian
Grad, Championne du Monde Marie Simon and
winner of the World Champion of the Sweet
Arts in 2014 Johanna Le Pape.
The 3 leading contests in the industry - Bakery
World Cup, European Pastry Cup and its
French qualifier, French Schools Cup - brought
together 70 participants. Sirha Europain
saw the qualification of the United Kingdom,
Sweden and Denmark who will be competing
in the next final of the Pastry World Cup.
The trade exhibition was rich in content and
closed on the victory of China -Taipei in the
Bakery World Cup, which was celebrating
its 30th anniversary in the presence of
Olivier Ginon, President of GL events, the
organizers of Sirha Europain.
“We are very pleased with the visitors at
Sirha Europain,” confirmed Manuel and
Roger Garcia from Alma Pro, which was
presented with a Sirha Europain Award for

their Moulin Melia. “We came here for the
bakers, to defend their values, but also to
meet the distributors. We had many positive
contacts. Thanks to these encounters and
the broad range of trades that attend the
event, Sirha Europain also gives us ideas and
encourages us to innovate.”
In a recent interview for European Baker
& Biscuit, Luc Dubanchet, Sirha Food
director and Commissioner General for
Sirha Europain said: “The pandemic has
pushed professionals to outdo themselves,
to adapt. But it has also enabled Sirha
Europain to source an offer in line with
the expectations of consumers, who, in
addition to wanting authentic and traditional
products, are now looking for more diversity
and innovation with an expanded snacking
offer from bakers and pastry chefs.
To meet this customer demand, Sirha
Europain is focusing on the must-have
baked goods such as sandwiches, quiches
and flavored breads.” 
worldbakers.com
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Anuga FoodTec 2022:
Re-Start for the Food &
Beverage Technology Industry
For four days, from April 26 to 29, 2022, the food and beverage industry
met with its supplier sector at Anuga FoodTec - Special Edition - in Cologne.
“Anuga FoodTec is and remains the central and international meeting place
for the industry. And this leading position has been clearly underlined by the
successful re-launch of the trade show in Cologne.”
By Tudor Vintiloiu

T

ANUGA FOODTEC
2022 IN FIGURES:
• 1,034 suppliers from
44 countries took part in
Anuga FoodTec 2022,
• 60% of which came
from abroad
• 416 exhibitors came
from Germany and 617
exhibitors from abroad
• Around 25,000
trade visitors from 120
countries came to Anuga
FoodTec 2022, with 57%
coming from abroad
• The next Anuga
FoodTec will be held in
Cologne from March 19
to 22, 2024.
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he right concept, at the right time,
said Gerald Böse, President and Chief
Executive Officer of Koelnmesse GmbH.
“The high-caliber trade audience that
traveled from more than 120 countries
met excellently positioned and committed exhibitors
here in Cologne. Intensive effective discussions
characterized the course of the trade fair. The
exhibitors’ feedback confirmed to us once again
how important personal encounters are for
successful business,” added Oliver Frese, Chief
Operating Officer of Koelnmesse GmbH.
Dr. Reinhard Grandke, Chief Executive Officer of DLG
(German Agricultural Society) and Chairman of the
Anuga FoodTec Advisory Board, said: “The mix of
physical and digital offerings underscored the high
professional relevance of the international Anuga
FoodTec platform and provided the right setting
for successful business deals and investments.
Compact, innovative formats offered numerous
opportunities to take an in-depth look at the
intelligent automation of production processes in
the food and beverage industry. Along the entire
value chain, new technologies and concepts were
presented that push the sustainable use of natural
resources. The important networking of science
and business practice was again achieved in an
exemplary manner in Cologne.”
A total of around 25,000 trade visitors from over
120 countries were counted. The attendance from
other European countries and from Germany was
very strong. Visitor numbers from the Middle East
and some African countries were also gratifyingly
good. The proportion of visitors from abroad was
around 57%, marking a successful re-launch of the
entire industry, according to the organizers.
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The great need for investment and, at the same
time, the high level of willingness to invest on
the part of the inquiring industry was expressed,
among other things, by the fact that many of
the managing directors and plant managers
who attended approached the exhibitors with
concrete project ideas. In some cases, machines
and equipment were even purchased on the
spot. The current world situation has increased
the need for answers to questions in areas such
as energy efficiency, resource conservation and
sustainability. In addition to key players, numerous
medium-sized companies, smaller specialists and
28 start-ups also showed innovative concepts
tailored precisely to the industry.
“Smart Solutions - Higher Flexibility” was the highly
relevant guiding theme of the trade show and its
extensive technical program, which was very well
received by the international audience with over 200
specialist events. The DLG played a leading role,
using its expertise to organize the numerous events
in a variety of formats. For example, specialist
forums highlighted a wide range of current topics in
food technology and linked scientific findings with
business practice. Visitors also received a compact
overview and orientation with regard to pioneering
innovations in the field of food technology during the
Guided Tours on the exhibition grounds.
Until June 30, visitors will have the opportunity
to network with exhibitors at the Anuga FoodTec
@home digital extension, watch missed
presentations from the congress program and pick
up a wealth of other industry information. Visitors
to Anuga FoodTec can use the platform, free of
charge, while the rest can access the content after
registering free of charge. 
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