
HANDLING
Conveying 
Robotizing
Depanning

END OF LINE
Packaging solutions
System integration

CONDITIONING
Cooling / Freezing
Vacuum Cooling

The Nether lands -  T +31(0)412 630 545 -  in fo@verhoevenfami ly.com 

MAKE UP
Laminating 
Sheeting lines
Universal lines
Donut lines
Pie lines

Verhoeven Bakery Equipment Family 
has a long and successful history of 
tailor-made development, engineering 
and production for the food industry.  
In the bakery market the family labels 
have established a strong position due 
our innovation and creative turnkey 
solutions. We sell high end production 
lines and state-of-the-art machines. 
Developed and made by a wonderful 
team of dedicated people. They make 
us proud. We would love to show you why.

IT’S ALL
IN THE FAMILY
                                           we make to bake

PRE-CONDITIONING
Product conditioning
Proofing

VERHOEVEN BAKERY EQUIPMENT FAMILY

WWW.VERHOEVENFAMILY.COM
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Like our page and join our online community: 
www.facebook.com/worldbakers  
 
Follow us on Twitter: http://twitter.com/worldbakers 
We will update regularly on our activities, upcoming  
features and show attendance. 
 
Join our group on LinkedIn search for:  
World Bakers News
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Food supply chains are undergoing transformations 
aimed at becoming more sustainable and planet-friendly. 
The baking industry has been faced with challenges 
ranging from ingredient sourcing, waste reduction, and 
energy consumption, all of which contribute to the overall 
sustainability of the industry. In this first issue of 2023, we’re 
introducing a new topic in our features list - Supply Chains / 
Logistics. In the current economic context, we believe a closer 
look behind the curtains of the industry will reveal many of 
the less obvious mechanisms that have the power to make or 
break a business. To address these challenges, the industry 
is constantly adopting innovative technologies and processes 
aimed at reducing its carbon footprint, reducing waste, and 
enhancing the quality of the final product.
Traceability, transparency and, therefore, control of supply 
chains can seem like an impossible task. But with shorter 
supply lines, automated tools, and collaboration between 
small and medium-sized businesses can help ensure faster, 
consistent and more cost-efficient distribution of food.
The global food system is under increasing pressure in trying 
to meet this challenge. This pressure is particularly evident 
in traditional ingredient production, given the existing hefty, 
rigid, supply chains, and their interaction with sustainability 
megatrends. In response to this pressure, the industry is 
implementing various initiatives aimed at reducing the amount 
of food waste generated during the production process, as 
well as racing to set up energy-efficient technologies. 
In this issue we’re also introducing a series of in-depth 
interviews with industry heavyweights, offering valuable 
insights and perspectives on current trends and the future of 
their respective fields. Join us as we draw wisdom from their 
experiences, challenges, and vision for the industry. Read on 
for a captivating look at the movers and shakers shaping the 
industry today. �

In the current 
economic 

context, we 
believe a closer 
look behind the 

curtains of the 
industry will 

reveal many of 
the less obvious 

mechanisms 
that have the 

power to make 
or break a 
business.

Supply Chains 
and an Industry 
Overview

TUDOR VINTILOIU 
Editor in Chief 
email: tudor.vintiloiu@trade.media
Tel:  +40 721277042

JO ILIE 
Senior Editor 
email: georgiana.ilie@trade.media
Tel:  +40213159031

CRISTINA NAE
Advertising Sales Director
email: cristina.nae@trade.media
Tel: +32 499 73 11 14

ADRIAN CODREANU
Production Manager
email: adrian.codreanu@trade.media
Mobile: +40 722 507 227

SIMONA ARDELEANU
Circulation Manager
email: simona.dumitrescu@trade.media

RALUCA CANESCU
Publisher
email: raluca.canescu@trade.media
Tel: +40 21 315 90 31

NICOLETA MARASESCU
General Manager
email: nicoleta.marasescu@trade.media
Tel: +40 21 315 90 31

Contributing writers
Campden BRI, Markets & Markets,
Euromonitor International, GIRA, 
DLG, Jonathan Thomas, 
Global Market Insights, AIPIA

Editorial office:
G-ral David Praporgescu Street, no.1,
District 2, Bucharest, 020965, Romania  
Tel: +40 21 315 9031
www.mediatrade.ro



See us at Bakery China
Shanghai · 22-25 May · Hall 21 Stand A97

See us at IBA
Munich · 22-26 Oct · Hall C1 Stand 120

Bakery China

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

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

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

maintenance and spare parts.

Bake more, bake better with 
IPCO steel belt technology

ipco.com/bake

IPCO_New_Food_210x297_2021.indd   1IPCO_New_Food_210x297_2021.indd   1 23/01/2023   12:0323/01/2023   12:03



6 Issue 1 - 2023

Kerry Group has entered into exclusive 
negotiations to sell the trade and 
assets of its Sweet Ingredients Portfolio 
to IRCA, an international leader in 
chocolate, creams, and other high-
quality semi-finished food ingredients, 
for a consideration of EUR500m. The 
deal is subject to relevant regulatory 
approvals and routine closing 
adjustments. 
The Sweet Ingredients Portfolio is 
a leading manufacturer of sweet 
and cereal products with a broad 
range of technological capabilities, 
primarily serving the end markets of 

bakery, cereal, confectionery, dairy 
and ice cream in Europe and the 
US. Its operational footprint covers 
four manufacturing facilities in the 
US (in Illinois, Kansas, Missouri, and 
California), and six facilities across 
the UK, the Netherlands, Germany 
and France. The portfolio incorporates 
a range of products spanning sweet 
particulates, chocolate confections, 
baked inclusions, variegates and fruit 
purées. The expected attributable 
financial results for the year ended 31 
December 2022 include revenues of 
EUR405m and EBITDA of EUR41m.

Kerry To Sell Its Sweet 
Ingredients Portfolio To IRCA

Firmenich, the world’s largest privately-owned fragrance 
and taste company, announces its 2023 Flavor of the Year, 
dragon fruit, celebrating consumers’ desire for exciting new 
ingredients and bold, adventurous flavor creation.
“This marks our 11th Flavor of the Year, which is something 
our customers have come to look forward to each year. 
Dragon fruit’s bold vibrancy is a perfect choice as we 
embark an exciting year of change,” said Maurizio Clementi, 
ad interim President, Firmenich’s Taste & Beyond division. 
“Our in-depth Human Insights have identified the strong 
shift towards wellbeing and sustainability in people’s food 
and beverage choices, as well as newly-emerging elevated 
expectations in terms of taste. As everything we do is rooted 
in nature and deep consumer understanding, this inspired us 
to choose a Flavor of the Year which captures both.”

Firmenich Announces 
Dragon Fruit As 2023 
Flavor Of The Year

Danish food ingredients and enzymes makers 
Novozymes and Chr. Hansen have agreed to 
merge, the two companies announced. While both 
companies’ main business is producing enzymes, 
Chr. Hansen focuses more on enzymes and 
microbials for the food sector, while Novozymes’ 
largest business areas include enzymes for 
household products, food and beverages and 
biofuels. The merger resulted in a USD12.3bn deal, 
writing history as the largest Danish merger on 
record and will close by the end of 2023.
As part of the merger, which is expected to be 
completed in the fourth quarter of 2023, Chr. 
Hansen will be dissolved. The combined group will 
have an annual revenue of around 3.5 billion euros 
and reach annual revenue synergies upwards of 
200 million euros, the company said. The merger 
is contingent on both approvals via extraordinary 
general meetings within both companies, as well as 
regulatory approval from authorities.

Novozymes And 
Chr. Hansen Merge

Minebea Intec’s new vision systems 
VisioCompact, SmartInspector and 
VisioPointer supplement quality control 
with automatic optical inspections at 
critical points and offer individually 
modified inspection criteria.
Food can now pass through all quality 
inspections with Minebea Intec solutions 
without any gaps: from checkweighers, 
metal detectors, X-ray inspection to the 
new automated vision systems. Three 
different sized vision systems can now be 
used by users based on the requirements of their production line. The compact 
SmartInspector can be integrated into existing conveyor belts and completes 
essential inspection options with minimal installation space. The VisioCompact 
enables a more comprehensive two-sided inspection with numerous inspection 
options, also with a minimal footprint. The VisioPointer system offers the widest 
range of inspection criteria of any single unit, supported by three cameras as 
standard, multiple types of illumination and optional side and satellite cameras 
for multi-sided analysis. 

Minebea Intec Launches Vision 
Systems For Automated 
End-Of-Line Quality Inspection

news



Contact us today to let us help you move your business forward, 
Call +31 20 581 3220 or visit us at ashworth.com/world-bakers

SMARTSPIRAL®

Remotely monitor multiple spirals at different plants in real time.

EYELINK®

Versatile steel conveyor belts can be designed and manufactured
to satisfy the most demanding of applications.

SMARTOVEN®

Monitor key metrics used to identify changes in equipment 

operating parameters.

Ashworth Bros., Inc. revolutionary “Smart Technology” products report real-time remote monitoring, 
and when paired with the Eye-Link belt provides the best of both worlds for your baking 
manufacturing facility. 

VIEW OUR RECENT
SMARTSPIRAL®
SUCCESS STORY!

VERSATILE SMART TECHNOLOGY & BELTING SOLUTIONS
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SMARTSPIRAL®
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By Tudor Vintiloiu & Jo Ilie

key business outlooks

T
he year 2022 has been a hard one for the entire baking industry. In addition 
to the great uncertainty surrounding the availability of raw materials, 
concerns about the cost of energy, transport capacity, regulations, 
personnel and purchasing power have troubled the industry
Through all the woes, the business environment refined its defenses and 

growth mechanisms in a difficult market context. In the end, the balance was a 
positive one, with the industry registering, in some places, spectacular growth. 
For 2023, representatives of some of the most important equipment and ingredients 
manufacturing companies talk in unison about reinvention, adaptability, differentiation, 
and care for the needs of their customers. A new year that, on top of the ongoing 
geopolitical crisis, presents a series of fresh challenges - from supply chain 
disruptions to increased utility costs and labor force shortages. But what none of the 
viewpoints shared with us is missing is hope, an essential attribute for a long-term 
winning business.
Conventional food production systems have enjoyed uninterrupted growth over the 
last few decades. While this trend is expected to continue in the short term, resource 
constraints may dampen expansion in the long term. Furthermore, the sector is 
increasingly ripe for disruption.
It is up to the bakers, transporters and retailers to find the right way to stay profitable 
and capitalize on the market opportunities that await them in 2023. •
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Kjeld van de Hoef, Business 
Director Baking, Brewing, 
Confectionery & Ingredient 
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Dominique Speleers, member 
of the executive board of BENEO

Marie-Bénédicte Charpentier, 
Marketing Director EMEA, ADM
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Marie-Bénédicte 
Charpentier, 
Marketing Director 
EMEA, ADM

16Ke
y 

Bu
sin

es
s fo

r 2
02

3
O

U
TL

O
O

KS
What are your expectations for next year, 
keeping in mind the legacy of 2022, but 
also current challenges?
As we reflect on 2022 and look forward to 
2023, we’ll continue to focus on three key 
pillars – food security, health and wellness 
and sustainability. Each of these pillars is 
paving the road for responsible innovation, 
as we continue to address global challenges 
faced by our customers. 
We have our sights set on creating innovative 
and authentic solutions that can feed 
our rapidly expanding global population. 
Specifically, we’re leveraging our ever-
growing portfolio of proteins and continue 
to explore next-generation protein solutions 
such as precision fermentation, as well as 
introduce new plant proteins, to address this 
worldwide concern.
Additionally, consumers’ focus on health 
and wellness increases each year, with 
many wanting to adopt a holistic approach 
to health to support a variety of areas of 
their well-being, including immune function, 
digestive and heart health, mental wellness 
and energy. As each area of wellness 
evolves, we’re responding with a full-
system approach that includes nutrition, 
function, texture and taste to help brands 
meet consumers’ goals.
Moreover, sustainability, transparency 
and traceability are at the core of ADM. 
Responsible sourcing and practices are of 
utmost importance at a global level and one 
we’ve made a top priority year after year. Our 
efforts are dedicated to reducing our overall 
emissions across the entire supply chain, 
while also working directly with farmers and 
growers. As such, this enables us to control 
the quality of ingredients and raw materials 
from seed to fork.
Our food systems are highly interdependent 
on current events. However, through our 
global footprint and our risk management 
expertise, we’re able to respond quickly to 
these rapidly changing circumstances to 
address supply chain issues and ensure 
we continue to feed the world. Disruptions 
affecting consumers and customers alike 
only prove the importance of our work and 
programs that maintain progression across 
the entire food and agriculture value chain. 

Which are the most important drivers of 
change for your business in 2023? How 
do you plan to prepare for them?
We recently revealed our 2023 Global Trends 

report, which highlights consumer behaviour 
shifts poised to influence the food and 
beverage industry in the year to come. We 
foresee that consumers will put a greater 
emphasis on those products and brands 
that address anything from accessibility, 
tailored and balanced wellness support, 
and conscientious consumption. In seeking 
these preferences, people want convenient 
and affordable options that help them 
achieve their health and wellness goals, 
as well as expand their eating horizons 
through different protein sources along with 
intriguing flavours and colours. Consumers 
are also placing more value on trust and 
traceability claims, as well as on earth-
friendly production and social responsibility.
Each of these trend spaces are crucial 
drivers for our own businesses, and we’re 
excited to continue to support shifting 
consumer needs with cutting-edge 
solutions and technologies.

Balanced Wellness & Proactive 
Personalisation - We’re actively researching 
new solutions in this space, building 
upon our vast health and wellness library, 
including our award-winning BPL1™, 
that can help support factors relevant 
to metabolic health, which is of growing 
importance as consumers link their gut 
health to their overall well-being. 
Expanded Protein Options - We recently 
built upon our capabilities in the European 
region with the acquisition of SojaProtein 
and the opening of a new extrusion facility 
in Serbia, expanding our portfolio to include 
European sourced soy that is non-GMO and 
certified sustainable. 
Experiential Eating - We help brands build 
innovative and captivating offerings that 
draw from global flavours and vibrant 
colours to create more immersive, multi-
sensorial and unique products, pulling from 
our on-trend botanical extracts, colours 
from our Colors from Nature™  portfolio 
and flavours from our vast library, including 
vanilla, citrus and mint collections. 
Trust & Traceability, Earth-Friendly 
Production and Social Impact - With 
programs like our joint venture, SAVAN™, in 
Madagascar, that traces vanilla beans back 
to the farm of origin, we are helping support 
a more transparent food system. We’re also 
supporting these farmers with improved 
income diversification and access to quality 
healthcare, education and more. �
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Considering the market volatility, supply 
chain disruptions, energy costs, and 
workforce scarcity, what does this past 
year look like for your company when 
you draw the line?
I think it’s fair to say that every company has 
been affected by the current situation. At 
BENEO, we have adopted a range of strategies 
and while adaptability remains key, these 
combined actions have proven successful to 
mitigate the impact of the turbulence faced 
in 2022. One example of this is the sound 
contingency plans BENEO has put in place at 
its sites, including reasonable stock of final 
products, raw material, and others. But also, 
the high commitment and flexibility of our 
people which has ensured that BENEO is very 
much appreciated for its reliability.
Building on this resilience, we have evolved a 
lot as a company over the past year, with an 
even stronger focus on plant-based proteins. 
Within BENEO’s strategy for plant-based 
proteins, sustainability plays a key role. This 
has led to investment in crops such as faba 
bean that are more resilient, locally sourced 
and contribute to sustainable farming and 
CO2 reduction. The decision for a new pulse 
processing plant has been taken and it is 
expected to be effective within the second 
half of 2024. Within the processing, no water 
will be used, and the plant will be run on 
renewable energy. Overall, the entire process 
is very energy efficient. Looking ahead, 
we will continue to focus our attention and 
investment on plant-based proteins, allowing 
us to contribute to a sustainable future with 
more “sustainable” nutrition.
We also acquired the Dutch company 
Meatless - a major player in the field of 
plant-based texturising solutions for meat 
and fish alternatives. This will allow us 
to access the plant-based meat and fish 
market in Europe over the coming years, 
that is valued at more than 3bn EUR and is 
expected to grow by 14% CAGR between 
2022 and 2027. 

What are your expectations for next year, 
keeping in mind the legacy of 2022, but 
also the current challenges?
Looking into the consumer preferences 
and market trends, we are optimistic for 
the coming year because our ingredients 
tap into key trends within the industry that 
we see developing and growing further in 
the years ahead. These include increasing 
consumer demand for plant-based meat and 

fish alternatives, prebiotic ingredients and 
solutions that promote healthy ageing. 
With 1 in 2 consumers across the globe 
now interested in plant-based foods and 
beverages, 53% interested in the gut 
microbiome and 2.1 billion projected to 
be over 60 years of age by 2050, there 
is growing demand for our ingredients. 
However, we realise that we will need to stay 
flexible when it comes to pricing in order to 
navigate the continued rise in raw material 
costs in a way that works for both us and our 
customers to ensure long-term reliability.
How do you estimate the market will evolve 
and what is your priority list for 2023?  
With the cost-of-living crisis affecting 
economies worldwide, demand for value 
has become more important for half of the 
consumers globally in the past 12 months. 
Delivering provable value is a continued 
focus for us in 2023. However, value can 
be perceived in many ways by consumers. 
For example, recent Mintel data has shown 
that they are far more likely to define value 
in food and drink as 'made with natural 
ingredients' over 'the cheapest prices'. Gut 
health is another area where consumers 
see value, as post-pandemic 7 in 10 link 
digestive health with immunity. So BENEO 
is well set with its versatile portfolio of 
prebiotic chicory root fibre that support the 
inner defence system, as confirmed by many 
scientific studies. 
We will also continue to help brands and 
private label producers innovate through 
the use of our plant-based, clean label and 
proven prebiotic ingredients to help them 
to communicate specific value propositions 
on-pack to consumers.

What do you consider to be the most 
valuable asset you have in 2023 as a 
company? 
Our increased capacity for prebiotic chicory 
fibre will be an important asset for us in 
2023. Through this investment, we can offer 
our global customers a reliable supply of an 
ingredient that is key for products supporting 
gut health, which is a key concern of more 
than half the consumers worldwide .
Another one of our most valuable assets is 
our people and their enduring commitment 
and flexibility. Without the incredible teams we 
have at BENEO, we would not have been able 
to adapt during recent challenging years or be 
ready to make the most of the opportunities 
available to us in the year ahead. •

Dominique Speleers,
Member of the executive 
board of BENEO

1Euromonitor International 2022
2BENEO Global Plant-Based Survey 2021 - Insites Consulting 
conducted an online quantitative survey in July 2021 in Spain, 
France, Germany, Poland, UK, US, Brazil, Australia, China and 
Russia: 1000 consumers/ country = 11,990 consumers in 
total. [48% gives a score of 7 or more on interest in plant-
based nutrition N=11990]
3Health Focus International
4World Health Organization (2020) Decade of healthy ageing: 
baseline report
5 Innova 2022
6Health Focus International, Global Gut Health Report 20221
7Health Focus International
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Hans Stoop,  
CEO, Verhoeven 
Family of Companies
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Considering the market volatility, supply 
chain disruptions, energy costs, and 
workforce scarcity, what does this past 
year look like for your company when 
you draw the line? 
Indeed the supply disruptions have created 
a substantial impact on the market, overall 
leading to less efficiency in production 
and delivery. Combined with the explosion 
of energy costs we have seen increasing 
hesitance and delayed progress. At the same 
time this development has a positive impact 
on the need to work on mindset, change 
and innovation. Our Vacuum Cooling and 
Baking team has seen a growing interest 
in the technology due to the energy saving 
effects it has on top of the impact on quality 
and efficiency. The workforce scarcity has 
convinced us of the value of having an in 
house schooling project, motivating and 
training young people on the job.

What are your expectations for next year, 
keeping in mind the legacy of 2022, but 
also the current challenges? 
No doubt the various uncertainties have their 
impact on the market. It will have an effect 
the speed of developments. How substantial 
the effects will be? Even that is uncertain. 
For example: despite the mentioned 
circumstances we have welcomed an all time 
record of order intakes last year. 

How do you estimate the market will 
evolve and what is your priority list for 
2023? 
It is our first priority to further integrate 
sustainability in our organisation and our 
product portfolio.

Where did the growth opportunities 
come from and what is the most 
important lesson you have learned in 
recent times? 
We experience a growing appreciation for 
the mentality of our workforce. Our people 
are trained to take responsibility, even 
beyond their official job description. To be 
flexible and stick out our neck is valued as 
a true added value. True involvement on 

the result of our activities and the goals 
set together with our clients give us the 
opportunity to stand out in the market.

What do you consider to be the most 
valuable asset you have in 2023 as a 
company? 
The flexibility and the innovative, custom 
made and turn-key solutions we offer, 
based on our ‘One Family mentality’.

As part of your growth strategy, how do 
you prioritize your investments versus 
your R&D efforts? 
R&D is of course  impossible without 
investment in -, and availability of time and 
resourses.

What was unexpected in 2022 and how 
did it impact your business?
The most unexpected no doubt was the 
war in Ukraine and its intensity leading to a 
diversity of crises. 

Which are the most important drivers of 
change for your business in 2023? How 
do you plan to prepare for them? 
We prepared for 2023 in the time that lies 
behind us, but the business is not about 
calendar years, it is about adapting to change 
on longer term in a strategic way.  The 
frequency of change is going extremely fast 
so you have to be flexible to adapt and move 
with the changes. Ignorance, arrogance or 
cumbersome bureaucracy are killing. 

What would you like to see happening in 
2023 for your stakeholders and business 
environment (in terms of policy, 
regulations, and market) in order for 
your business to thrive more? 
It is vital to stimulate the market to change 
towards more sustainability. Support for 
initiatives and the investments to be made, 
not by force but by stimulation. Clear policies 
and regulations, such as Covid regulations 
but also employment conditions, not only 
National, but International. A clear, vigorous 
and constant policy would be very welcome. 
It may sound utopic, but it is vital. �
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Considering the market volatility, supply chain 
disruptions, energy costs, and workforce 
scarcity, what does this past year look like for 
your company when you draw the line? 
The challenges of the year helped us to 
identify weaknesses in our company.  It was an 
exhausting year that taught us to take much 
more dynamic and proactive measures. Despite 
the difficulties, it was the most successful year 
ever for DIOSNA.

What are your expectations for next year, 
keeping in mind the legacy of 2022, but also 
the current challenges? 
Given the volatility, it is very difficult to give an 
outlook for the new year. But what we do know, 
however, is that thanks to the lessons learned 
last year, we are entering a new year stronger 
than before. 
We expect the supply chain side to remain 
tight, but we are prepared accordingly.

How do you estimate the market will evolve 
and what is your priority list for 2023? 
The market will require even more automated, 
secure processes. The end products must 
continue to distinguish themselves through high 
quality. We have the intelligent solutions for this 

in the area of predough and kneading technology. 
Our focus is, for example, on the automation of 
kneading processes by AGV systems.

What do you consider to be the most 
valuable asset you have in 2023 as a 
company?
People! A strong and motivated team is the key 
to mastering challenges and getting better and 
better.
Of course, this includes reliable products that 
are in line with the spirit of the times and offer 
a solution to our customers' problems, such as 
Diosna's new AGV system (self-driving mixer 
bowls).

What was unexpected in 2022 and how did 
it impact your business?
At the beginning of 2022, no one could predict 
the course of the Eastern conflict. The result 
was multi-layered challenges: Investment 
fears, poor availability of components (not only 
electrical) and uncertainty.
Some customer projects that were firmly 
scheduled for 2022 were simply not realized. 
Unfortunately, we were not spared delivery 
delays, the consequences of which we are still 
struggling with today. •

Juri Winkler,
Director Sales & 
Marketing, DIOSNA

Considering the market volatility, supply chain 
disruptions, energy costs, and workforce 
scarcity, what does this past year look like for 
your company when you draw the line? 
We belong to the Limagrain cooperative. 
Thanks to the integrated chain, a large part 
of our supplies are provided by our farmers. 
The integrated chain thus makes it possible to 
minimise the risks. In addition, we have a wide 
range of clients, which allows us to spread the 
risks of market variations.

What are your expectations for next year, 
keeping in mind the legacy of 2022, but 
also the current challenges? 
Our ambitions remain growth. Concerning the 
challenges we are facing: we have to meet 
consumers' expectations in terms of clean label 
and naturalness, but also the expectations of 
manufacturers who have to control their costs 
and the quality of their products even more, 
given the current economic situation.

Where did the growth opportunities come 
from and what is the most important lesson 
you have learned in recent times? 

The naturalness axis remains, in our opinion, 
a great opportunity for growth. For more than 
20 years, we have been experts in clean label 
products with, for example, natural solutions 
such as our functional flours that add texture 
or replace starch in finished products. In terms 
of lessons learned, we can say that innovation 
remains a major solution to support our growth, 
despite these complicated times the dynamism 
and desire for novelty remains important.

What do you consider to be the most 
valuable asset you have in 2023 as a 
company?
In December 2022, at the FIE, we won the 
Health innovation award with our ingredient 
Lifywheat. The result of more than 20 years 
of research, LifyWheat is part of this health 
approach, providing a concrete response 
to the expectations of consumers seeking 
health, naturalness and transparency. Rich 
in fibre and resistant starch, Lifywheat can 
be used for bread, pasta and biscuits. It 
helps to reduce blood sugar levels after a 
meal and has a prebiotic effect on the gut 
microbiota. •

Pauline ARRAMY,
Marketing Manager, 
Limagrain Ingredients
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Considering the market volatility, 
supply chain disruptions, energy costs, 
and workforce scarcity, what does this 
past year look like for your company 
when you draw the line? 
ECD is an innovator of thermal 
measurement devices for the baking 
industry. Like all companies, our 
manufacturing pace was challenged 
by supply chain disruptions and the 
inability of suppliers to hire and retain 
qualified workers. Everything slowed, it 
seemed. Nevertheless, ECD was able to 
engineer and launch two new products 
in 2022 and successfully redesign a 
third. Sensor technology CakeOMETER™ 
was launched, BreadOMETER™ was 
reengineered, and we previewed our 
game-changing touchscreen M.O.L.E.™ 
EV6 thermal profiler at IBIE 2022.  

What are your expectations for next 
year, keeping in mind the legacy of 
2022, but also the current challenges? 
Inflationary pressures will undoubtedly 
impact the baking sector next year. 
However, continued expansion is expected 
in the low single digits as product 
diversification continues and health-
conscious consumers spur demand for 
gluten-free, low-carb, high-fiber varieties. 
To meet consumer preferences, key 
global bakery players are upgrading oven 
sets and equipment sophistication.  The 
modernization of oven hardware and 
optimization of baked goods is ECD’s 
sweet spot, as the newly-launched 
M.O.L.E. EV6 thermal profiler, sensor 
tools, and OvenBALANCER™ verification 
system ensure baked goods are following 
ideal thermal transformation parameters 
and ovens are operating within spec. 
We anticipate a 2023 of solid growth 
consistent with overall market growth. 

How do you estimate the market will 
evolve and what is your priority list for 
2023? 
ECD’s top priority for 2023 is to continue 
to offer superior products and support 
to our baking customers of all sizes 
– from large commercial bakeries to 
smaller artisanal operations – while 
introducing them to tools that can help 
drive efficiency and improved profitability. 
The exciting debut of M.O.L.E. EV6 and 
sharing the productivity improvements 

thermal profiling can deliver to bakery 
operators will be our focus for 2023. 

What do you consider to be the most 
valuable asset you have in 2023 as a 
company?
ECD’s loyal customers, our internal team, 
and our partners are our most valuable 
assets, hands down. 

As part of your growth strategy, how do 
you prioritize your investments versus 
your R&D efforts?
Investments and R&D efforts are explicitly 
linked, which was certainly the case for 
ECD in 2022. We invested heavily in new 
product development, hiring the right 
people in sales and engineering to bring 
new products to market, and modernizing 
our operation with digitized documentation 
systems to streamline business functions. 
Excellence and efficiency are the priorities!

What was unexpected in 2022 and how 
did it impact your business?
We certainly didn’t expect the supply 
chain challenges to be as deep and long 
as they were. But, ECD made lemonade 
out of lemons, found alternative solutions, 
developed new designs, and successfully 
launched two significant products for baking 
process control. Because of this, ECD is 
well-positioned as we head into 2023 with an 
evolutionary thermal profiling product offering 
that will enable bakers to improve efficiency, 
produce higher quality products, and realize 
better yields – all of which will help combat 
pricing and inflationary pressures. 

What would you like to see happening 
in 2023 for your stakeholders and 
business environment (in terms of 
policy, regulations, and market) in order 
for your business to thrive more? 
For ECD customers, we anticipate a 
relatively positive business environment 
and hope that regulatory policies across 
countries, while necessary for food safety, 
can be achieved using robust – yet simple 
and time-conserving – protocols. We 
are in the business of process control 
enabled through tools that are easy to use 
– including our FSMA Kill Step Calculator 
– and help our baking customers comply 
with confidence while not inhibiting 
productivity or profit.  ECD’s technologies 
help baking operations thrive. •

Tara Fischer,
President, ECD
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Kjeld van de Hoef,   
Business Director Baking, 
Brewing, Confectionery & 
Ingredient Processing, DSM

Considering the market volatility, supply 
chain disruptions, energy costs, and 
workforce scarcity, what does this past 
year look like for your company when 
you draw the line? 
The global bakery products market 
performed well in 20221. However, this 
sector was not without its challenges, 
which ranged from changes in consumer 
demand patterns to the global supply of 
grain and sunflower oil being disrupted by 
Russia’s invasion of Ukraine.
The price & availability of ingredients from 
grain to emulsifiers have subsequently 
become highly volatile, exacerbated by the 
rising fuel costs and inflation affecting the 
food and beverage industry as a whole. As 
a result, bakers have had a tough time and 
are looking for innovative alternatives to 
solve their ingredient and manufacturing 
challenges. At DSM, we have been working 
with bakers to help them work more 
efficiently and flexibly so they can continue 
to provide consumers with baked goods 
that meet consumers’ expectations on 
taste, texture and health.

1 Imarc - Bakery Products Market: Global Industry Trends, Share, Size, Growth, Opportunity and Forecast 2023-2028

What are your expectations for next 
year, keeping in mind the legacy of 
2022, but also the current challenges? 
Going into 2023, the outlook remains 
highly volatile. At DSM, our goal is 
to support our customers in bringing 
nutritious, sustainable and great tasting 
products to consumers. Our focus will 
be on continuing to deliver innovative 
solutions that help bakers maintain 
production, reduce costs, generate 
process efficiencies or fortify baked 
goods to appeal to increasingly health-
conscious consumers while mitigating 
the price & availability problems for 
bakes worldwide.

How do you estimate the market will 
evolve and what is your priority list for 
2023? 
Increasing inflation has meant that the 
cost of ingredients and manufacturing 
processes have risen, it’s been our 
priority to help our customers mitigate 
these growing costs. Bakers looking 
to replace these emulsifiers such as 
DATEM, SSL and CSL, can instead turn 
to DSM’s Panamore® range of enzymes. 
Not only does this change help bakers 
reduce costs, it can also improve dough 
tolerance, baking performance, crumb 
structure, softness and volume as well 
as preserving the quality and consistency 
of the finished product. DSM’s recently 
launched Panamore® Xtense is a newly 
developed phospholipase for bread 
producers, designed to offer a suitable 
solution to working with challenging flour 
types and qualities. 
Sustainability will also remain a top 
priority for consumers going into 2023. 
Food waste is a growing global concern 
and it’s easy to see why, one third – 1.3 
billion tonnes – of food produced for 
human consumption lost or wasted 
each year and the baking industry is 
disproportionally affected. Reducing food 
waste in the bakery sector represents a 
significant opportunity for the industry to 
operate more sustainably. 

Where did the growth opportunities 
come from and what is the most 
important lesson you have learned in 
recent times? 
Navigating a volatile global landscape 

is never enjoyable. However, it’s 
sometimes during these times that the 
best innovation happens. The most 
important lesson we have learned over 
the past couple of years is that being 
flexible and responsive in the face of 
these challenges enables us to get our 
customers the solutions they need, when 
they need them. 

What do you consider to be the most 
valuable asset you have in 2023 as a 
company?
Our people are at the heart of everything 
we do, and are our most valuable 
asset. Our highly technical teams have 
the in-depth knowledge of global and 
local industries, ingredient science and 
the latest consumer trends help our 
customers develop and deliver nutritious 
and delicious baked goods. When this 
expertise is combined with our broad 
and innovative solutions portfolio, we’re 
able to offer brands a one-stop-shop for 
their baking needs.

Which are the most important drivers 
of change for your business in 2023? 
How do you plan to prepare for them?
Consumers are focusing on both their 
health and the health of the planet but 
at the same time, the rising cost of living 
is making affordability an increasingly 
pressing concern. We are helping our 
customers tackle these rising costs and 
help then meet consumers’ health and 
sustainability goals. 
We are moving towards a healthier, more 
sustainable food system through a series 
of Food System Commitments. With 
these, DSM is building on its purpose-
led portfolio and strong Environmental, 
Social and Governance (ESG) 
performance targets aiming to reduce 
greenhouse gas emissions by 50% by 
2030. One of the key commitments as 
part of this is to reach 150 million people 
with nutritious, delicious and sustainable 
plant-based protein foods by 2030. We 
can also support our customers manage 
the rising costs of both ingredients and 
manufacturing through process and 
recipe reformulation, ultimately helping 
them to maintain the supply of quality, 
tasty and nutritious foods while meeting 
their own commercial needs. �
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What are your expectations for 2023, 
keeping in mind the legacy of 2022, but 
also the current challenges?
Our expectation is that value for cost will 
be an important driver of consumers’ 
purchase behaviour in 2023. While 
consumers want affordability, they are not 
willing to compromise on some factors, 
such as clean label, nutrition and product 
taste and texture. According to consumer 
research conducted this year by FMCG 
Gurus, three quarters of global consumers 
claim that it is important that their 
groceries are 100% natural.
We will continue to develop innovation 
services and more efficient processes 
and ingredients to support our customers 
on delivering solutions that will resonate 
with consumers. Supply chain and energy 
cost issues will remain our customers’ key 
challenges. We will strive to address these 
via EMEA capacity expansion and exploring 
innovation in more energy efficient 
processes and ingredients.

How do you estimate the market will 
evolve and what is your priority list for 
2023?
Our expectation is that our customers 
will seek to reduce long-term delivered 
cost while taking into account the 
environmental footprint. In response to 
this, Ingredion has invested in capacity 
expansion, for instance, 20% more clean 
label capacity has been added to our 
network.
We are also investing in innovative 
technologies that enable reformulation 
to locally sourced ingredients that are 
interchangeable versus imported ones.
Where did the growth opportunities come 
from and what is the most important 
lesson you have learned in recent times?
An important lesson we have learned 
is that rather than only providing high-

quality and healthy ingredients, we also 
need to guide our customers in applying 
them in products. Offering an end-to-end 
solution has proven to be particularly 
important in our relationships with food 
and drink manufacturers, who rely on us 
for our technical expertise and industry 
knowledge. Having added a food systems 
solution to our business in 2021, we 
have greatly enhanced our operations; 
this newly added function has steadily 
overdelivered since its introduction.
Furthermore, consumers are seeking 
out products that are natural, with short 
ingredients lists, free from additives. As a 
response, we offered a range of solutions 
that enable our customers to make clean 
label claims on their food and drink 
products, including clean label texturisers 
and starches, as well as sweetener solutions 
of natural origin. The latter includes steviol 
glycoside sweeteners and allulose. Our 
steviol glycoside sweetener, PureCircle Reb 
M, is produced via a bioconversion method 
that mimics the plant’s natural production 
process and saves on costs.

What was unexpected in 2022 and how 
did it impact your business?
The most challenging developments in 
2022 were the energy crisis in Europe, 
consequent inflationary environment, 
supply chain disruptions and labour 
shortages. A proprietary Voice of Customer 
work we did in 2022 clearly illustrated the 
impact that these factors are having on the 
industry. This work informed some of the 
strategies that we as a supplier adopted to 
support our customer’s future growth. As 
a result, our focus was and will continue 
to be on capacity expansion, localisation, 
geographic and raw material diversification 
— in 2022 we invested in capacity 
expansion, with 20% more clean label 
capacity being added to our network. �
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Considering the market volatility, supply 
chain disruptions, energy costs, and 
workforce scarcity, what does this past 
year look like for your company when you 
draw the line? 
Like all companies we faced problems in the 
form of supply chain instability as well as 
significant increases in the cost of energy 
and raw materials but we managed to 
control the situation. Overall, 2022 actually 
ended as a good business year. 

Marko Leber, 
Global Product 
Manager, Food, IPCO

What are your expectations for next year, 
keeping in mind the legacy of 2022, but 
also the current challenges? 
Our position in the bakery supply chain – 
supplying steel belts to OEMs and end users 
– means that the impact of market change is 
often delayed. While this helped us maintain 
good results in 2022, it may be that some 
markets will prove more challenging this year. 
This is particularly likely in Europe where 
the effects of the war between Ukraine and 
Russia are being felt most deeply, but we are 
prepared for this situation.

How do you estimate the market will evolve 
and what is your priority list for 2023? 
Our expectations are that, overall, 2023 
will be relatively stable from a business 
point of view. Our global presence means 
that fluctuations in different parts of the 
world tend to balance themselves out. Our 
priorities for the next 12 months are to 
streamline supply chains so we can improve 
our customer response times, and further 
increase our efforts in R&D. 

Where did the growth opportunities come 
from and what is the most important 
lesson you have learned in recent times? 
General market growth comes from 
changing lifestyles and increased disposable 
income, which in turn leads to demand for 
higher quality products. Steel belts have 
a higher initial investment cost than other 
technologies but enable the production of 
premium baked goods such as American-
style all butter cookies. So the stronger the 
local economy, the greater the opportunity 
there is for us to sell belt upgrades.
Another major area for us as a business is 
engineering and service support. As raw 
material and energy costs rise, so does 
the need to ensure that ovens are working 
at maximum capacity. Anything less has a 
direct impact on the bottom line. 

What do you consider to be the most 
valuable asset you have in 2023 as a 
company?
We are known around the world for the 
quality of our belts and the wraparound 
service and engineering expertise that 
comes with them and all of this is down to 
the skills of our people. We provide technical 
excellence through a global network of local 
service teams and this is something no other 
belt manufacturer is able to offer.

People will always be our most valuable 
asset but it’s also worth highlighting the 
major investment we are putting into an all-
new belt production facility in Forsbacka, 
Sweden. It will be a few years before this 
is fully operational but it will certainly be a 
key asset over the coming decades.  

As part of your growth strategy, how do 
you prioritize your investments versus 
your R&D efforts?
In terms of investment I’ve already 
mentioned our new production facility and 
we’re constantly investing in the skills of our 
engineering teams. Looking at R&D, 2022 
saw the introduction of our innovative laser 
cleaning service, something we’ve been 
working on for some years. 
Tracking technology is another area we’re 
constantly working on. All these things 
enable us to serve our customers better 
and in the end that’s really the only way to 
achieve long term growth. 

What was unexpected in 2022 and how 
did it impact your business?
The war in Europe and related increase in 
the price of gas and other products. The 
impact on the business is that companies 
are hesitating to invest. 

Which are the most important drivers of 
change for your business in 2023? How 
do you plan to prepare for them?
Sustainability will be key to change. This 
means everything from how we manage 
our own manufacturing and distribution 
operations to the efficiencies our products 
can bring to customer’s businesses. 
Looking beyond bake oven belts to 
our broader portfolio, we are already 
manufacturing systems that are used for 
the production of advanced composite 
materials that can replace traditional metal 
components.

What would you like to see happening 
in 2023 for your stakeholders and 
business environment (in terms of policy, 
regulations, and market) in order for your 
business to thrive more? 
End of the war in Europe, more stable/
lower pricing of products & services and 
improvement in the supply chain. This will 
create a positive atmosphere within markets 
and create the optimism and courage 
necessary to drive investment in business. •
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chain disruptions, energy costs, and 
workforce scarcity, what does this past 
year look like for your company when 
you draw the line? 
Although supply chain has made this a 
challenging year, Kwik Lok has continued 
to innovate and manage supply chain 
concerns. As a global company, we continue 
to be well-positioned to fulfil closure orders 
despite possible interruptions in shipping or 
material sourcing. 

What are your expectations for next 
year, keeping in mind the legacy of 
2022, but also the current challenges? 

We expect a continued focus on sustainability 
by the consumer that will drive the continued 
need to offer a portfolio of options that are 
either recyclable or compostable. It is also 
important that these sustainable options run 
in the closing equipment that our customers 
have already invested in as bakers have 
experienced big impacts to their bottom 
line due to the war in Ukraine, supply chain 
issues and the pandemic.

How do you estimate the market will 
evolve and what is your priority list for 
2023? 
We believe there will be pressure to move 
away from plastics which are problematic 
or unnecessary. This will drive new options 
to meet consumer and customer needs. 
Kwik Lok will continue to help customers 
find the solutions that works for them 
whether it be our Fibre-Lok or other 
recyclable options. 

Where did the growth opportunities 
come from and what is the most 
important lesson you have learned in 
recent times? 
Kwik Lok has invested in materials 
science. We see this as a continuing 
source of growth. We help our customers 
understand their options and make choices 
that align with their values and goals. 
We have learned there is not a one-size-
fits-all solution and by offering a variety 
of options, we can help our customers 
make progress in their journey to be both 
profitable and sustainable. 

What do you consider to be the most 
valuable asset you have in 2023 as a 
company?
Our most valuable asset is always our 
people. They have been resilient throughout 
the pandemic and have been the source 
of constant innovation which has helped 
us meet a variety of challenges. Whether 
it be improving a process to reduce waste 
or helping us test new materials, our 
employees help us to meet challenges in all 
aspects of the business. 

What was unexpected in 2022 and how 
did it impact your business?
The steady increase in cost of materials 
and other shortages not seen at the height 
of the pandemic. This created longer 
lead times for some items and required 
greater effort overall. On the positive side, 
after several years of not being at live 
trade shows it was great to see industry 
customers and colleagues once again. 

Which are the most important drivers of 
change for your business in 2023? How 
do you plan to prepare for them?
We will continue to develop new 
sustainable solutions for our customers 
worldwide and help them navigate the 
patchwork of regulatory requirements and 
consumer pressures for less problematic 
and unnecessary materials. The scenario is 
constantly evolving which means we need 
to collaborate with organizations globally 
to better understand the requirements and 
have solutions available when needed. 

What would you like to see happening 
in 2023 for your stakeholders and 
business environment (in terms of 
policy, regulations and market) in order 
for your business to thrive more? 
This has been a tough time for our 
customers due to the pandemic, supply chain 
interruptions and the war in the Ukraine. We 
would like to see some of these pressures 
begin to ease up in 2023.  Additionally, 
many of our customers are dealing with 
new packaging regulations that may differ 
depending on the country. We understand 
the challenge this presents and wish to 
provide solutions that work regardless of the 
differences in regulations. •

Don Carrell,
CEO, Kwik Lok
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Thomas Lesaffre, 
Baking with Lesaffre Marketing 
Director and Member of 
Lesaffre Executive Committee, 
Lesaffre

Considering the market volatility, supply 
chain disruptions, energy costs, and 
workforce scarcity, what does this past 
year look like for your company when you 
draw the line? 
Like in many other businesses, 2022 was 
a challenging year for the baking industry. 
The market situation is very different from 
one country to another. For Baking with 
Lesaffre, our priority remained to support 
our customers throughout the year in their 
different challenges. For example, this past 
year, the Baking Center™ network has 
diversified and adapted to the changing 
constraints of customers in particular through 
training courses on the management of water 
and energy consumption in the bread-making 
process, and other training courses that 
explore new baking processes, the reduction 
or elimination of waste and the optimization 
of the baker's time and resources.

What are your expectations for next year, 
keeping in mind the legacy of 2022, but 
also the current challenges? 
The situation remains very tense today regarding 
energy consumption. We need to find collective 
solutions, between manufacturers, customers 
and public authorities, that are sustainable and 
solid. As a key player on the baking market, 
Baking with Lesaffre will continue to support its 
customers, to act for the industry and to defend 
this noble product which is bread. 

How do you estimate the market will 
evolve and what is your priority list 
for 2023? 
I’m full of hope that the market will 
bounce back, for different reasons. First 
of all, because in a crisis, consumers go 
back to basics, their favorite foods. And 
what is bread if it it’s not a food at the 
base of the pyramid in every European 
diet? And also because bakers are 
prepared to meet the wide variety of end-
consumer needs. At Baking with Lesaffre, 
we’ve been working hard to help them 
with a range of products and services 
aligned with all the market trends, even 
though there are many of them!

Where did the growth opportunities 
come from and what is the most 
important lesson you have learned in 
recent times? 
No one could have anticipated the last 
3 years. Strange it may sound, the 
successive crises (COVID and energy 
crisis) were real accelerators to develop 
new service initiatives going further 
than the product. We also had to find 
new ways to work, to be more agile, 
to collaborate differently with our 
customers and that really reinforced our 
customer intimacy.

What do you consider to be the most 
valuable asset you have in 2023 as a 
company?
Lesaffre is a recognized player in 
the field of fermentation and micro-
organisms, with 170 years of history.  
More than assets, it is the group's 
strong values and the commitment 
of the employees within Baking with 
Lesaffre that I will mention. Relying on 
the passion of our teams, a recognized 
expertise, state-of-the-art equipment, 
a rich geographical footprint and 
a partnership approach with our 
customers, 2023 is full of challenges 
that we are ready to meet.

As part of your growth strategy, how 
do you prioritize your investments 
versus your R&D efforts?
In fact, these two actions are fully 
complementary, both at the group 
level and within Baking with Lesaffre. 
Lesaffre continues to strengthen its 
geographical footprint around the world, 

and we recently opened our 50th Baking 
Center™ in Jordan. This is one of the 
hallmarks of the group's identity: to be 
as close as possible to our customers in 
order to best meet their needs and local 
consumption requirements. To support 
this development, R&D is more than 
ever central. Our new Lesaffre Campus 
and its 60% of the surface dedicated to 
research laboratories and industrial pilots, 
inaugurated at the end of 2022, illustrates 
our ambition to accelerate innovation. 

What was unexpected in 2022 and 
how did it impact your business?
Like all companies in the sector, we 
were exposed to external events that 
required us to adapt, adjust and react. 
This is what happened in 2022. We 
adapted our offer, we adjusted our 
priorities and we reacted as fast as 
we could in order to respond to our 
customers’ needs.

Which are the most important drivers 
of change for your business in 2023? 
How do you plan to prepare for 
them?
One of the main drivers of the change that 
the last few years have revealed is our 
ability to no longer think our offer only as 
a provider of products, but also of rich and 
adapted solutions for our customers who 
are now exposed to specific challenges 
regarding energy consumption, CSR 
considerations, or consumers specific 
nutritional intake requirements.

What would you like to see 
happening in 2023 for your 
stakeholders and business 
environment (in terms of policy, 
regulations, and market) in order for 
your business to thrive more? 
Final consumers will play a major role 
in 2023 and I would like to see them 
always keeping their loyalty and even 
their “love” for bread. Considering 
the product offer, it might be difficult 
for bakers to satisfy consumers’ 
expectations in this context where 
balancing on the energy access and 
cost will remain critical this year. But 
I am convinced that going back from 
basics to higher-value baking products 
will be a business accelerator for the 
global baking industry. �



20 Issue 1 - 2023

Bert de Vegt, 
VP Food Protection & 
Preservation, Kerry 
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keeping in mind the legacy of 2022, but 
also the current challenges?  
We have reframed our proposition to 
hero how we are adding value to the 
industry and consumer food supply, this 
is twofold, we are either aiding NPD and 
reformulation for:  

1. greater final value to the consumer with 
added benefits versus cost, or 
2. unlocking efficiencies to allow product 
cost to stabilise despite price increases of 
many raw materials 

We have leaned on the breadth of our 
portfolio, with three propositions in bakery 
across calcium propionate, calcium vinegar 
salts and natural ferments, each with a 
distinct value to the shelf-life extension 
and bakery flavour markets and associated 
price points. They protect freshness and 
reduce waste through anti-moulding 
which is key to ensuring products reach 
consumers at their best and deliver nutrition 
instead of ending up as food waste. 
 
Where did the growth opportunities 
come from and what is the most 
important lesson you have learned in 
recent times?  
Growth opportunities have come from 
solving problems for the industry. Adding 
even a single extra shelf-life day for 
certain large-scale bakeries can unlock 
huge savings with a positive knock on for 
retailers and consumers. 

What do you consider to be the most 
valuable asset you have in 2023 as a 
company? 
Our people are without a doubt our most 
valuable asset. We are globally connected 
and locally led. Our people have a passion 
for the food industry and a shared vision of 
creating a world of sustainable nutrition. 
 
As part of your growth strategy, how do 
you prioritize your investments versus 
your R&D efforts? 
We learn from the past and let that inform 
the lens through which we look at market 

dynamics to plan our future investments and 
innovation priorities. 
Food waste elimination is our compass, 
we keep very close to the latest research 
on shelf-life extension, upcycling, and are 
harvesting the learning and expertise from 
our acquired businesses and creating 
synergies with our innovation pipeline to 
allow us to deliver innovations to the market 
that can deliver extra shelf-life days as well 
as new digitization of data to help the market 
prioritise food waste elimination through 
extra shelf-life days. A recent example is the 
Kerry Food Waste Estimator.  
 
Which are the most important drivers of 
change for your business in 2023? How 
do you plan to prepare for them? 
Our passion for food waste elimination is 
driving sustainable change in our business 
but also for the wider industry. We are 
calling for industry collaboration and see 
this sparking an amazing culture capable of 
great change. 
We expect the natural baking trend to 
continue to grow in 2023 and we are 
preparing for that by expanding our 
manufacturing network and associated 
capacity to cater for that additional growth. 
 
What would you like to see happening 
in 2023 for your stakeholders and 
business environment (in terms of policy, 
regulations, and market) in order for 
your business to thrive more?  
In emerging markets, we see the 
consumption of European-style industrial 
breads is rising. In this climate we would 
like to see ingredient solutions that can 
extend shelf life and protect freshness in 
those elevated temperatures. 
We see more of a shift from traditional 
breakfasts to Western breakfasts where 
industrial sliced bread is playing a more 
integral part of their daily consumption. I 
would like to see policy and the industry 
learning from the huge volumes of bread 
wasted elsewhere in the world and 
building this industry for a sustainable 
future that makes responsible use of the 
planet’s resources to feed the maximum 
number of people. �
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Henri in ‘t Veld, 
Head of Product 
Management, 
Rademaker

Considering the market volatility, 
supply chain disruptions, energy 
costs, and workforce scarcity, what 
does this past year look like for your 
company when you draw the line? 
As for most companies, 2022 was a 
challenging year for us due to the various 
external aspects that have changed. Prices 
significantly increased, but also a shortage 
in the supply chain was something that 
we needed to handle. It was sometimes 
difficult for materials to be delivered on 
time or to arrange timely shipment of 
our machinery to clients. Furthermore, 
internally we had to deal with high energy 
costs. Luckily, four years ago we started 
to upgrade our supply chain and created 
more sustainable internal processes, so 
we could flexibly adjust ourselves to the 
market circumstances.
We are happy that due to fruitful 
partnerships that we have with 
our customers, suppliers, and our 
employees, we could handle the 
challenges together. 

What are your expectations for next 
year, keeping in mind the legacy of 
2022, but also the current challenges? 
We see opportunities because more than 
ever there will be a need for efficient, 
automated bakery solutions and this is 
where we stand out. 
Looking at Rademaker: from time to time, 
it will be a challenge to deal with the 
availability of the materials needed for 
our machinery and to get them delivered 
on time to install them on our machines. 
That is why our purchasing department 
has adjusted the working flow to handle 
this situation and to build even closer 
relationships with our suppliers. We also 
started partnerships with new, alternative 
suppliers just to make sure that we will 
be supplied with the required materials. 

What is the most important lesson 
you have learned in recent times? 
One of the most important lessons 
we have learned is to be flexible as 
a company in order to adapt to a 
changing environment. 

What do you consider to be the most 
valuable asset you have in 2023 as a 
company?

Internal bonding with our employees, the 
product innovation within the company 
and the strong relationship we have 
with our customers. We think this is the 
proper combination of assets to create a 
valuable company.  

As part of your growth strategy, how 
do you prioritize your investments 
versus your R&D efforts?
In order to keep up with market 
expectations, we focus on our existing 
organisational and development 
roadmaps. We are convinced that this 
focus, together with multiple customer 
partnerships will yield an optimal and 
sustainable growth of our company.

What was unexpected in 2022 and 
how did it impact your business?
The war that has started was perhaps 
the most unexpected thing that 
happened. We already have seen the 
increase of prices of raw materials and 
ingredients, but also the shortage of 
materials and growing uncertainty in 
various markets had a major impact.

Which are the most important drivers 
of change for your business in 2023? 
How do you plan to prepare for them?
Scarcity of materials in combination 
with the effect of energy prices will 
remain an important factor in our overall 
business approach. In 2023 also the 
ongoing actions in order to reach our 
sustainability goals will determine a 
significant part of our strategic targets. A 
key aspect of this strategy is to continue 
building strategic partnerships with 
suppliers as well as customers.

What would you like to see happening 
in 2023 for your stakeholders and 
business environment (in terms of 
policy, regulations, and market) in 
order for your business to thrive more? 
For 2023, we hope the global market 
will become more stable again. In 
particular, ingredient and energy prices 
but also the various supply channels, will 
hopefully return to pre-COVID levels. This 
should provide more room for leading 
companies in the bakery industry to 
take an important step towards further 
sustainable innovation. •
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President, Middleby Brands, 
Middleby Bakery Group
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disruptions, energy costs, and workforce 
scarcity, what does this past year look like for 
your company when you draw the line?
a. OPPORTUNITY.  These disruptions allowed us 
collectively at Middleby Bakery to demonstrate 
our dynamic ability across our global brands 
to share information and resources quickly to 
meet the dire needs of our customers.
b. GROWTH.  We have become hypersensitive to 
customer needs, driving our latest innovations 
with clear focus and market guidance.  We have 
become better communicators throughout our 
organization.  We have built stronger supplier 
relationships.  We have developed our staff to 
support other brand’s technical support needs 
on a local/regional basis. 

What are your expectations for next year, 
keeping in mind the legacy of 2022, but also 
the current challenges? 
PATIENCE and COMPETITIVENESS:  Money is 
expensive; however, demand remains strong.  
Therefore, capital investment will be highly 
scrutinized.  My expectation is that the year 
will begin slower than the last few have, but as 
prices begin to adjust downward there will be 
an inrush of new business that could have a 
similar disruptive effect that we experienced as 
the pandemic was waning.

How do you estimate the market will evolve 
and what is your priority list for 2023? 
Our priorities are clear:
i. AUTOMATION:  Continue to develop 
automation that will deliver “lights out” food 
manufacturing.  We have been pursuing this 
since pre-pandemic and are making significant 
investments in this space, the latest being 
Proxaut in Italy.
ii. SERVICE:  Blanket our customers with 
On Demand parts and service.  Uptime is 
everything in our business and we continue 
to develop the comprehensive capabilities of 
our regional Middleby Worldwide offices.  We 
are nearly two years into the development of 
our IIoT platform which will deliver improved 
OEE and 24 hr virtual support on all of our 
lines. Our expert technicians will monitor 
performance of the line so our customers can 
focus on their customers.
iii.SOLUTIONS:  Full line solutions that are backed 
by the strength of Middleby experience, longevity, 
and financial integrity.  The preeminent partner to 
a successful business operation day in and day 
out for the next 100 plus years.  

Where did the growth opportunities come 
from and what is the most important lesson 
you have learned in recent times?
a. Growth opportunities continue around 
increasing throughput in less space, and 
reducing operating costs especially around 
utilities, waste, and labor.
b. Most important lesson is to over communicate 
with customers.  When you’re battling a fire you 
don’t need to tell your suppliers to bring more 
water they should just be there with the water 
because they see the smoke.

What do you consider to be the most valuable 
asset you have in 2023 as a company?
Our people.  Middleby Bakery is fortunate to 
be led by a large group of humble, hungry, 
and smart entrepreneurial leaders who are 
passionate for our customers.

As part of your growth strategy, how do you 
prioritize your investments versus your R&D 
efforts?
We invest in the customer that is our priority and 
our growth strategy.  They need service we invest 
in service; they need automation we invest in 
automation; they need simple we invest in simple.

What was unexpected in 2022 and how did it 
impact your business?
The war in Ukraine was an unexpected disruption 
that created significant challenges with Russian, 
and Eastern European partners and customers.

Which are the most important drivers of 
change for your business in 2023? How do 
you plan to prepare for them?
Fossil fuel-free baking is a key change coming 
to our industry.  Middleby has spent the last two 
decades investing and developing technologies that 
are able to now compete on a “cost of energy / unit 
produced” basis with traditional gas fired systems.

What would you like to see happening in 
2023 for your stakeholders and business 
environment (in terms of policy, regulations, 
and market) in order for your business to 
thrive more?
a. PEACE:  global geopolitical peace is necessary 
to operate in a stable and predictable manner.
b. TECHNOLOGICAL ADVANCEMENT:  power 
storage, artificial intelligence, and autonomous 
vehicle technologies are all developments that 
our industry need to mature so that we are 
able to fully leverage their significant impact to 
sustainability, efficiency, and production output. �
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Considering the market volatility, supply 
chain disruptions, energy costs, and 
workforce scarcity, what does this past year 
look like for your company when you draw 
the line?  
Due to Unifillers’ somewhat flat organizational 
structure, we have been very fortunate in that 
our executive management were able to swiftly 
react to these changing market conditions.
We made some rapid modifications to our 
short-term sales, marketing, procurement, 

Sean Devenish,
VP of Sales, Unifiller

and production strategies. Focus was on 
maintaining a stable workforce, increasing our 
raw material stocks, and outsourcing specific 
components to reduce the supply chain 
disruptions.  These changes also resulted in 
additional market share.

What are your expectations for next year, 
keeping in mind the legacy of 2022, but also 
the current challenges? 
We will continue focusing on strategic growth 
initiatives in the UK, China and the Asia Pacific 
regions by way of supporting and developing 
our master dealer network. 
After the Asia Pacific, Europe is the fastest-
growing region. Manufacturers in Europe are 
meeting up with the requirements of their 
health-conscious customers and strategizing 
on launching convenience packages of their 
products. Certain European countries, such 
as France, Germany and Italy, witness higher 
bakery products consumption. 

How do you estimate the market will evolve 
and what is your priority list for 2023? 
People must eat and for that reason, the food 
and bakery sectors are not as susceptible to 
the negative impacts of an economic downturn 
and high inflationary environments compared 
to other sectors. The market has largely been 
driven by changing consumer preferences for 
packaged ready-made meals and convenience 
foods. 
The larger bakeries and packaged food 
companies are aggressively investing to 
increase their production output to improve 
their economies of scale. 

Where did the growth opportunities come 
from and what is the most important lesson 
you have learned in recent times?
Proactive marketing initiatives and more 
recently, the return of trade shows such as 
the IBIE, IBA, Gulf Foods and the Pack Expo 
have provided us with new prospects and 
international growth opportunities. 

What do you consider to be the most 
valuable asset you have in 2023 as a 
company? 
The most valuable assets in Unifiller are by far, 
our people, company culture and the values we 
have instilled. The staff and corporate culture 
provide us with a competitive advantage which 
is extremely difficult for our competitors to 
copy or replicate.

As part of your growth strategy, how do you 
prioritize your investments versus your R&D 
efforts? 
Unifiller’s investments into new R&D initiatives 
are generally a result of methodical market 
research and customer feedback that will 
drive the design and development of bakery 
and food processing equipment to increase 
the output rates, offer high customization 
levels that provide value-added benefits to 
our customers. The Compact Plus + Series 
depositor and our newly developed Total Care 
App is proof of that. 

What was unexpected in 2022 and how did 
it impact your business? 
The economic impacts of the Russian invasion 
in Ukraine were immediate and significant 
for a number of countries who were already 
experiencing the economic fallout of COVID-19 
pandemic. The prices of global commodities 
such as food and oil continue to soar as a 
result of the crisis and the situation has not 
improved.  
We had to give serious consideration to these 
macro factors which literally forced us to 
adjust our future growth strategies and the 
forecasted execution time frames.

Which are the most important drivers of 
change for your business in 2023? How do 
you plan to prepare for them? 
The factors driving the bakery processing 
equipment market's growth include the high 
labour costs, the need to increase production 
output with fewer staff, industry’s willingness 
to adopt new technology and robotics 
innovations into their production processes, 
and the advancement in bakery processing 
equipment materials. 

What would you like to see happening in 
2023 for your stakeholders and business 
environment (in terms of policy, regulations, 
and market) in order for your business to 
thrive more? 
As a company that has recently been acquired 
by Hillenbrand, we not only need to conform to 
our new internal policies and procedures but 
have to maintain our market share and profit 
objectives. Outside of the organization, we 
must comply with the regulations associated 
with food processing machines that are 
related to good manufacturing practices, and 
the sanitary standards and procedures our 
customers adhere to in these segments. •
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Dr. Michael Grosse, 
CEO, Syntegon
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Considering the market volatility, supply 
chain disruptions, energy costs, and 
workforce scarcity, what does this past 
year look like for your company when you 
draw the line? 
The Russian invasion of Ukraine and the 
resulting uncertainties in energy sourcing, 
as well as the challenges throughout global 
supply chains of course did not go unnoticed 
at Syntegon: the increasing costs and 
shortness of supplies affected our operations. 
Nevertheless, we were resourceful under 
the given circumstances and managed to 
successfully grow our business and keep our 
customers satisfied. 
With the Intelligent Direct Handling (IDH) 
solution, for example, Syntegon launched 
a technology that supports customers in 
enhancing the production efficiency and 
flexibility for their cookie and cracker business. 

What are your expectations for next year, 
keeping in mind the legacy of 2022, but 
also the current challenges? 
The past year was demanding for the whole 
packaging industry – yet Syntegon is well-
positioned for a successful 2023. Besides 
the aforementioned developments, we are 
eager to strengthen the partnerships with 
our customers and focus even more on our 
service portfolio. 

How do you estimate the market will evolve 
and what is your priority list for 2023? 
Both automation and sustainability are on top 
of our priority list for 2023 and will be at the 
core of our interpack presence in May. We 
not only develop technologies that support 
our customers in acting more sustainable, 
we practice what we preach: We are well on 
our way to reducing our CO2 emissions by 
as much as 25 percent by 2025 compared to 
2019 and adhere to the 1.5-degree target set 
out in the Paris Climate Agreement. To support 
customers with similar goals, one of our top 
priorities is to perform our newly developed 
life-cycle assessment that offers a transparent 
view of our machines’ carbon footprint to 
customers.

Where did the growth opportunities come 
from and what is the most important lesson 
you have learned in recent times? 
Growth opportunities continue to result from 
our key industries as our customers invest in 
their future and modernize their production 
lines. It is crucial to stay agile and quickly 
adapt to changing market and customer 
requirements – because in the end, we want 
to create value for our customers.

What do you consider to be the most 
valuable asset you have in 2023 as a 
company?
Our great strength is collaboration: both with 
our customers and business partners, as well as 
between our employees. Without our employee’s 
engagement, we would not be as well-
positioned to start off into 2023 as we are today. 

As part of your growth strategy, how do 
you prioritize your investments versus your 
R&D efforts?
The secret is to create a healthy balance between 
long-term R&D investments and reacting 
to short-term customer needs. Last year’s 
challenges have shown us the importance of 
flexibility and agility – also in R&D contexts. On 
that account, we prioritize investments based 
on business cases, customer value and the 
industry’s anticipated future trends.

What was unexpected in 2022 and how did 
it impact your business?
Russia’s invasion of Ukraine was of course 
something the world did not expect and an 
act to be condemned in the strongest terms. 
Throughout the year, we focused on our 
customer base and their needs to keep our 
business development stable and follow our 
overall path towards global market leadership 
in the packaging and processing industry for 
food and pharma.

Which are the most important drivers of 
change for your business in 2023? How do 
you plan to prepare for them?
We believe that the most important drivers 
within the packaging industry will be the trend 
towards sustainable materials and resource-
efficient equipment, as well as increased levels 
of automation and digitalization. Manufacturers 
are looking for ways to make their production 
more reliable and efficient, even when facing 
staff shortages or higher costs. 

What would you like to see happening 
in 2023 for your stakeholders and 
business environment (in terms of policy, 
regulations, and market) in order for your 
business to thrive more? 
Probably every manufacturing company in the 
world would welcome shorter lead times along 
the entire supply chain and of course reduced 
costs and better predictability. I would further 
like to see decreasing levels of inflation – even 
though it realistically has to be assumed that it 
will still preoccupy the international markets. 
And last but not least, sustainability and ESG 
topics will continue to play a vital role for our 
customers and end-consumers.  �
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New Tools Bring Baking 
Into the Future

By Tudor Vintiloiu

T
he industrial internet of 
things (IIoT) refers to the 
interconnectedness of industrial 
devices and machines through the 
internet. In the baking industry, 

IIoT technology can be used to monitor and 
control the various stages of the baking 
process, from mixing and fermentation to 
baking and packaging. For example, sensors 
can be placed on mixing machines to 
monitor the temperature, humidity, and 
consistency of the dough, and adjust the 
mixing speed and time accordingly. This 
can help to ensure a consistent product 
quality and reduce waste.
For technology specialist VMI, for example, 

the latest innovations upgrading their 
mixers relate to automation and the 
feedback of data allowing better control 
of the process. Their continuous mixers 
provide graphs and visual metering of 
motor intensity, dough temperature, glycol 
valve openings and mixing energy data, 
which ensures stability to the production 
procedures and the proper tools to 
control the consistency of mixing. VMI’s 
continuous mixers make it possible to 
automate the flow management towards 
resting phases or for a transfer to the line, 
while also reintegrating the dough scraps. 
Reading Bakery Systems’ expertise also 
allows their Exact Mixing technology 

technology

Smart technologies, such as the industrial internet of things (IIoT), cloud 
computing, smart sensors, and neural networks, have been revolutionizing 
various industries in recent years, and the baking industry is no exception. 
These technologies have been implemented in various stages of the baking 
process, from ingredient sourcing to finished product distribution, to improve 
efficiency, quality, and safety.
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to collect virtually all ingredient 
measurements, including instantaneous 
rate, temperature, and, in the case of 
liquids, viscosity. Gravimetric metering 
measures ingredient rates to a 0.5% 
margin. PID controls to handle the rate 
precisely and all data is saved and 
available to the operation at the HMI. With 
recipes stored in the mixer in advance, 
the operator only needs to know which 
recipe to select, what throughput is 
required, and the total amount of dough to 
be produced; everything else is controlled 
by the interface. The mixing energy is 
measured to be sure the produced dough 
is well developed. “Data is collected during 
operation to ensure the process is correct. 
Also, statistical data is collected to help 
understand the process and develop new 
processes in the future,” the company’s 
specialists explained, adding that they see 
manufacturers increasingly asking for smart 
features such as real-time data that allows 
the system to adjust to changing conditions 
without an operator’s intervention, an area 
in which this type of technology excels.
Cloud computing is another important 
technology that has been used in the 
baking industry. With the help of cloud 

computing, baking companies can store 
and process large amounts of data, such 
as production and inventory data, in a 
centralized location. This data can then be 
analyzed in real-time to identify patterns 
and trends, which can be used to improve 
the overall efficiency and productivity of 
the baking process. For example, a baking 
company can use cloud-based analytics 
to identify the most popular products and 
adjust production accordingly, reducing the 
risk of waste due to overproduction.
In order for data to be analyzed, it needs 
to be collected first. Smart sensors are 
devices that do just that - collect and 
transmit data, typically in real-time. In the 
baking industry, smart sensors can be used 
to monitor various aspects of the baking 
process, such as temperature, humidity, 
and pressure. This data can then be 
analyzed and used to optimize the process 
and improve product quality. For example, 
smart sensors can be placed in ovens to 
monitor the temperature and humidity 
inside, and adjust the oven settings 
accordingly to ensure a consistent product.
Neural networks, a subset of artificial 
intelligence (AI), are computer systems 
modeled after the human brain that can 

is the margin at 
which gravimetric 
metering can measure 
ingredient rates.

0.5% 
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be trained to learn and make predictions. 
These technologies are increasingly being 
used in the baking industry to improve 
efficiency, productivity, and quality. Neural 
networks can be trained to predict the ideal 
fermentation time for dough, based on 
factors such as temperature, humidity, and 
yeast type. This can help bakers to produce 
a more consistent and high-quality product, 
while also reducing waste.

MACHINE LEARNING & 
BLOCKCHAIN
In addition to these technologies, other 
smart technologies such as machine 
learning, advanced data analytics, 
robots and blockchain have been used 
in the baking industry. Machine learning 
algorithms are used to predict trends in 
customer demand, enabling bakers to 
better plan and schedule production, while 
advanced data analytics can be used 
to optimize the supply chain, reducing 
waste and costs. Robots have also been 
implemented in production lines to 
automate certain tasks such as sorting 
and packaging, which reduces labor cost 
and improves efficiency. Blockchain is the 
perfect tool for those wishing to create 
tamper-proof records of production and 
distribution, allowing companies to track 
products from the farm to the store and 
ensuring product safety.
Overall, the implementation of smart 
technologies in the baking industry has 
the potential to greatly improve efficiency, 
productivity, and product quality. These 
technologies can help to reduce waste, 
improve supply chain management, and 
optimize production processes. Furthermore, 
they can help to ensure that the final 
products meet the highest safety and quality 
standards. As the technology continues 
to evolve, it is expected that the baking 
industry will continue to adopt and integrate 
these new technologies in their processes.

TRACEABILITY
Smart technologies can play a key role 
in helping bakers and baking businesses 
implement traceability along the value chain. 
Traceability refers to the ability to track and 
trace products from the point of origin to the 
point of consumption. This is important in 
the baking industry for a variety of reasons, 
including food safety and quality control. 
Smart technologies can provide bakers with 
real-time data on the production process, 
as well as information on ingredients, 

processing times, and packaging. By using 
technologies such as the Internet of Things 
(IoT) and RFID tags, bakers can track 
ingredients from the point of origin to the 
point of production. This allows bakers to 
know exactly where their ingredients are 
coming from and to ensure that they are of 
the highest quality. Additionally, bakers can 
track their products through the production 
process, ensuring that they are produced 
according to food safety regulations. 
Furthermore, smart technologies such 
as blockchain can be used to create 
tamper-proof records of the production and 
distribution process, providing an unbroken 
chain of custody of the product.
Smart technologies can also help reduce 
food waste in the baking industry. One of 
the main ways they do this is by optimizing 
production processes and reducing 
spoilage. For example, by using sensors to 
monitor the fermentation of dough, bakers 
can ensure that the dough is fermented 
for the optimal amount of time, reducing 
spoilage and waste. Additionally, by using 
data analytics, bakers can identify patterns 
in consumer demand, allowing them to 
adjust production accordingly and reduce 
the risk of overproduction. Furthermore, 
smart technologies can be used to predict 
food expiration date and give real-time 
notification to the bakers to use or 
distribute it before the expiration date to 
minimize the food waste.
Smart technologies can also be used to 
reduce food waste through more efficient 
supply chain management. For example, by 
using data analytics, bakers can optimize 
the supply chain to ensure that ingredients 
are delivered just in time for production, 
reducing the need for storage and reducing 
the risk of spoilage. Additionally, bakers 
can use technology to predict which 
products will be popular and adjust 
production accordingly, reducing the risk of 
overproduction and waste.
In conclusion, smart technologies have 
the potential to greatly benefit the baking 
industry by implementing traceability along 
the value chain and reducing food waste. 
By using these technologies, bakers can 
improve the quality and safety of their 
products, optimize production processes, 
and improve supply chain management. 
Furthermore, these technologies can 
provide valuable insights and data that can 
be used to make better business decisions, 
ultimately leading to increased efficiency, 
productivity, and profitability. �

technology

of global food 
waste can be 
prevented 
through the use 
of intelligent 
equipment.

2/3 

of manufacturers 
in the food 
and beverage 
industry use the 
IIoT and smart 
manufacturing.

13%
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‘It’s all in the Verhoeven Family’ 

Custom Made, Turnkey 
Solutions Under One Roof
Brothers and sisters, living under one roof with their parents. Not always the 
recipe for peace and harmony, let alone for team excellence. But unlike in 
real families, in business the family mentality can bring magic to the results. 
If different characters really become one, the perfect synergy of specialisms 
results in a winning operation. 

advertorial

V
erhoeven Bakery Equipment 
Family, that is the full name of this 
dedicated branch of the Dutch 
machine constructors consisting 
of 4 specialized labels in the 

industrial bakery segment. BVT Dough 
Processing Solutions, NEWCAP Industrial 
Handling’s Solutions, VACUUM Cooling 
and Baking Solutions and BAKEPACK End 
of Line Solutions. Recently a 5th family 
member joined the operation, bringing 
decades of experience in the automation 

and control technology and architecture. 
Together the family represents skilled 
teams with a flexible mind to improvement 
of industrial baking under the company’s 
slogan ‘we make to bake’. Day by day the 
family team is working on next steps in the 
development of the bakery of the future. 
The market needs are growing and at the 
same time there is focus on higher demand 
of product diversification, increase of 



worldbakers.com 31

production capacity, waste reduction 
and energy saving. 
The ‘all under one roof’ operation of the 
Verhoeven Bakery Equipment Family 
is unique. From scratch the individual 
requests of clients are turned into total 
turn-key solutions. From engineering and 
designing to production and installation, 
all on the same location. The full 
understanding of the needs of clients is a 
vital part of the total process and requires 
and is best served with an open mind 
partnership from the start. Which are the 
exact desired end products, the capacities, 
the dough making, process requests, 
process parameters, shapes, fillings, 
toppings, packaging, etc., etc. What is the 
available space and what is the budget 
space determining the final options? 

TRULY CUSTOMIZED 
SOLUTIONS AND PRODUCTION
“The solution is developed with the 
clients best end product on top of mind,” 
says BVT’s Maarten van der Coer, “When 
all the information is clear, product and 
space wise, we can start to develop the 
customized (turnkey) solution, because 
we have all disciplines under one roof. 
We almost always find a way to combine 
products/process/capacity with the 
available space in the factory. After 
baking, we can cool in different ways, 
spiral, racetrack, cooling rack or by 
integrating Vacuum Cooling and Baking 
in the process, all made in our factory at 
Verhoeven Bakery Equipment Family.”

PIZZA AND FLATBREAD LINES
Every solution has its pros and contras, 
but we look what is the best for the 
final product, the space, and what fits 
in the budget. After the cooling, with 
Bakepack we can design fully automated 
packaging solutions. This means system 
integration for all primary, secondary, 
and tertiary packaging. So, for instance 
for every pizza or flatbread line we can 
design a turn-key project. We develop 
new machines and if needed we include 
the missing features when a customer 
requests something different or new.
As an example, we engineered a pizza 
line for a capacity of 12.000 kg dough/h 
(40.000 pieces/h) and we produced 
make up lines for all kinds of dough 
with different TA’s, for different shapes 
solutions, etc., etc. All over the world 
you have different processes to produce 

pizzas or flatbreads. We can manage 
this by varying the components in the 
line like the proofers (pre- and/or final 
proofing). We have solutions for proofing 
on the belt (belt), proofing a ball (swing), 
proofing prepressed pizza’s (belt or peel 
board) or even the cut pizza’s (belt). A 
proofer with air conditioning with steam 
or with pressed cold water moistening 
or even with ultra-sonorous moistening, 
all depending on the request of the 
customer. Most of the line is produced 
in house, except for the oven. The ovens 
are integrated in the line. We don’t have 
ovens in our product portfolio, but we 
work together with strategic partners and 
align the final choice with the preference 
of the customer.”

FULLY AUTOMATED CUSTOM-
MADE LAVASH LINE
Van de Coer continues enthusiastically 
while giving an example: “Turn-key 
management is one of our fields of 
excellence. When the line is to be 
manufactured and installed in the factory 
of the customer, we have one contact 
person for the whole turn-key solution. 
This project manager will manage all 
communication with the customer, but 
also provides the utilities and buildings 
information to build together with the 
customer. Thanks to these integrated 
approaches we have no hand-over 
discussions. Everything is designed in 
balance to the request of the customer, 
with one responsible person for the 
realization. For a customer in the 
Middle East we designed, produced and 
delivered, a fully automated Lavash (bread 
paper) -line (1000 kg/h) from mixers to 
pallet based on specific requirements. A 
make-up-line with a width of 1400 mm 
with an end dough thickness of 0,5 mm., 
baking with indents in a special designed 
high temperature oven, to a cooling 
tunnel, to a cutting and stacking unit for 
making pieces for 150x100x0,7mm and 
stacks 10-15 or 20 pieces in a bag, bags 
in a box and boxes on the pallet. Our 
solutions start with the open mind to the 
best solutions, so the options are endless 
for all industrial requests from 800k/h up. 
Verhoeven Bakery Equipment Family is 
“the” specialist in “Turn Key Solutions” 
in industrial bakeries worldwide. Be it 
Pizza, Focaccia, Naan Bread, Flat Bread, 
Barbari, Taftoon, Lavash, etc. etc., our 
family will handle it.” �

Specialized labels:
• BVT Dough Process Solutions
• Newcap Industrial Handling Solutions
• Vacuum Cooling & Baking Solutions
• Bakepack End of Line Solutions

Oss, The Netherlands
www.verhoevenfamily.com

Verhoeven Bakery Equipment Family 
(dedicated bakery branch from 
the Verhoeven Family of Companies)

Thin Crisp

Naan Bread

Focaccia

Filled Pizza
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Scaling up a bakery business can be a challenging task, but with proper 
planning and execution, it can lead to significant growth and success for the 
company. One of the key factors to consider when planning the expansion 
of a bakery business is the product portfolio. This includes the types of 
baked goods offered, as well as the quantities produced and sold.

Business Expansion Is a 
Continuous Process   

special feature

By Tudor Vintiloiu
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W
hen expanding the product 
portfolio, it is important 
to look at the availability 
and cost of raw materials, 
as well as the equipment 

and space needed for production. For 
example, if a bakery is considering adding 
a new type of bread to its product line, it 
will need to ensure that it has access to 
the necessary ingredients and equipment, 
such as a commercial-grade mixer 
and oven. The bakery will also need to 
examine the cost of these items and how 
they will impact the overall price of the 
new product.
Another important factor to acknowledge 
when scaling up a bakery business is the 
throughput, or the amount of baked goods 
produced and sold on a daily or weekly 
basis. This can be affected by a number 
of factors, including the availability and 
cost of raw materials, the efficiency of the 
production process, and the capacity of 
the equipment and storage space.
To increase throughput, a bakery may 
need to invest in new equipment or 
expand its production space. This can 
be a significant financial investment, so 
it’s important to carefully consider the 
potential return on investment before 
making any decisions. For example, a 
bakery may need to purchase a larger 
commercial oven or expand its storage 
space to accommodate the increased 
production volume.
In addition to the product portfolio and 
throughput, there are several other 
factors to consider when scaling up a 
bakery business, like the availability of 
suppliers, the cost of raw materials, and 
the necessary storage and production 
space and equipment.
One way to manage the availability 
of suppliers is to establish long-term 
relationships with them, which will help 
provide consistent and reliable delivery 
of raw materials. This can ensure that 
the bakery has the necessary ingredients 
on hand at all times, and can also help to 
negotiate better prices.
Another way to manage the cost of raw 
materials is to purchase in bulk. This 
can help reduce the cost per unit of raw 
materials, and can also ensure that the 
bakery has a sufficient supply on hand 

at all times.
It’s also important to have a budget 
and a clear financial plan to help in the 
decision making process, and should 
always be updated as the business 
grows. A bakery should also look at 
hiring professionals such as accountants 
and financial consultants to help with 
financial planning and budgeting.

PLANNING IS KEY
Enterprise resource planning (ERP) 
software plays a crucial role in managing 
and growing a bakery business. It is a 
type of software that helps businesses to 
manage and automate their operations, 
including accounting, inventory 
management, and production planning.
When growing a bakery business, 
ERP software can help to streamline 
and automate many of the processes 
involved in production, inventory 
management, and accounting. This can 
help to increase efficiency, reduce costs, 
and improve the overall management 
of the business. For example, an ERP 
system can help a bakery to better track 
inventory levels, monitor production 
schedules, and manage orders from 
customers. This allows the bakery to 
quickly respond to changes in demand 
and to make more informed decisions 
about production and inventory levels.
In addition, an ERP system can also help 
a bakery to better manage its finances 
and accounting, like tracking expenses, 
managing payrolls, and generating 
financial reports. This can help to 
improve the overall financial health of 
the business and to make more informed 
decisions about growth and expansion.
However, there are also some risks 
associated with using ERP software, 
especially when starting out. One of 
the biggest challenges is the cost and 
complexity of implementing an ERP 
system. Implementing such a system 
can be a significant financial investment, 
and it can also be time-consuming and 
complex. This can make it difficult for 
a bakery to fully take advantage of the 
benefits of an ERP system.
Another potential challenge is the risk of 
data loss or corruption. An ERP system 
stores a lot of important data about a 
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special feature

bakery’s operations, and if this data is 
lost or corrupted, it can have serious 
consequences for the business. This 
is why it’s important to have a plan 
for data backup and recovery in place 
before implementing an ERP system.

NEW PRODUCTS
When new product ranges are added 
into production, more factors come into 
play. Experts say it is best to time this 
around seasonal planning. Supply chain 
team members should consider if there is 
enough equipment and line time before 
launching new products. This plan should 
then be tested before a product is ready 
to enter full-capacity manufacturing. 
Complex bakery businesses run a strict 
validation process before a new product 
is launched, which consists of validating 
the R&D formulation in their labs. Once 
a product is ready for commercialization 
and formulations are correct, the lab tests 
the product to ensure that everything 
is prepared correctly. Any refinements 
needed are then conducted on the 
product’s methodology based on the 
results of the validation process. Once the 
product has been tested and approved, 
bakeries use feedback from focus groups 
to ensure that there is high consumer 
demand for the product.
Bakeries can expand their product 
range in several ways, such as by 
introducing new types of baked goods, 
experimenting with different flavors 
and ingredients, or developing new 
packaging and branding.
When expanding the product range, 
bakeries must consider several factors 
to ensure a successful launch. Some of 
the key considerations include:

1. Market research: Bakeries 
should conduct market research 
to identify customer needs and 
preferences, as well as trends 
in the bakery industry. This can 
help to identify potential gaps 
in the market and inform the 
development of new products.

2. Ingredient and equipment 
availability: Bakeries must 
consider the availability and cost 
of ingredients and equipment 
needed for new products. For 
example, if a bakery wants to 
introduce a new type of bread, 

it will need to ensure that it 
has access to the necessary 
ingredients and equipment, such 
as a commercial-grade mixer and 
oven.

3. Production and packaging: 
Bakeries must consider the 
production and packaging 
requirements for new products, 
including any necessary changes 
to the production process, 
equipment, or packaging 
materials.

4. Branding and marketing: Bakeries 
must account for a branding 
and marketing strategy for new 
products, including developing a 
new logo, packaging design, and 
advertising campaign.

5. Cost and pricing: The cost of 
ingredients, production, packaging 
and other expenses associated 
with the new product must be 
considered, as well as pricing the 
product accordingly.

6. Distribution: Bakeries must 
consider the distribution channels 
for new products, including sales 
to retail customers, wholesale 
customers, or online sales.

7. Legal compliance: Bakeries 
must ensure that new products 
comply with all relevant laws 
and regulations, including food 
safety, labeling and packaging 
requirements.

8. Testing: Before launching a new 
product, bakeries should test it to 
ensure it meets the standards of 
quality, taste and packaging.

Expanding a bakery’s product range 
can be a complex process that requires 
careful planning and execution. By 
considering these factors, bakeries can 
increase their chances of success and 
ensure that new products are well-
received by customers and profitable 
for the business.
In conclusion, it’s important to keep in 
mind that scaling up a bakery business 
is not a one-time event, but rather 
an ongoing process that requires 
continued attention and management. 
As the business grows, it will need to 
constantly adapt and evolve to meet the 
changing needs of customers and the 
marketplace. �
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One of the most useful ingredients in 
bakery, DATEM, is falling out of favor with 
consumers because of its unfriendly name 
- diacetyl tartaric acid ester of mono- and 
diglycerides. But the need for it, especially 
in a time with severe supply chain 
challenges and unstable flour quality, is 
higher than ever. DSM specialists explore 
clean label solutions that can help bakers 
obtain consistent products and keep 
consumers happy.

A Knead for Change: 
Clean Label DATEM 
Alternatives

ingredients

By Pauline Steltenpool, 
Product Application 
Expert Baking at DSM
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A Knead for Change: 
Clean Label DATEM 
Alternatives

T
he global bakery market is 
on the rise – but it is also 
facing a prolonged period 
of challenges. COVID-19, 
geopolitical crises, supply 

chain disruptions and global inflation 
have affected pricing, ingredient 
availability, raw material quality and 
distribution in the bakery sector. 
The most profound example of this 
is the current conflict which has 
led to bakers sourcing flour from 
alternative markets. We’re now seeing 
more exports from Latin America 
to Africa to help bridge this gap. 
However, longer transport times and/
or higher storage temperatures lead 
to reduced flour quality. Over time, 
(endogenous) lipase activity in flour 
leads to an increase in free fatty acids 
(FFAs), and this process accelerates 
at higher temperatures. These FFAs 
are detrimental to the dough stability 
leading to lower quality bread with a 
smaller volume. 
Another challenge is the shortage of 
ingredients such as seed oils which 
is contributing to higher prices for 
emulsifiers – an important ingredient 
for dough conditioning. Popular 
emulsifiers, like DATEM, are known 
for improving consistency, volume 
and texture in bread and other 
dough-based products. DATEM can 
also be used in more challenging 
applications including wholewheat and 
frozen dough, or when using flours 
of varying quality. However, these 
emulsifiers require a high amount 
of energy to produce which further 
increases costs. DATEM has also been 
falling out of favor with consumers 
as its manufacturing produces a 
high volume of greenhouse gases, 
making it less sustainable compared 
to enzymes. Additionally, its full name 
– diacetyl tartaric acid ester of mono- 
and diglycerides – means it falls 
short in the push for shorter and more 
recognizable ingredient lists.
Moreover, the higher prices of fuel and 
energy in general are pushing some 
small and medium bakers to the edge 
of profitability. Now is the time for the 
industry to come together to share 
the latest ingredient and production 
innovations that can help bakers improve 

efficiencies, maintain quality and appeal 
to today’s consumer preferences for 
more recognizable labels.

MAKING (PHOSPHO) LIPASES 
WORK HARDER
Enzyme solutions can help bakers 
manage shortages of certain 
ingredients, minimize ingredient lists, 
lower their carbon footprint and, 
crucially in the current economic 
climate, reduce costs, all while 
maintaining great taste and texture. 
Many bakers will be familiar with the 
use of (phospho) lipases as a partial 
DATEM replacement. However, at DSM, 
we believed this family of enzymes 
could do more, so we continued our 
research, focusing on improving 
difficult applications and processes, like 
those formulations which are impacted 
in quality by higher FFA content. 
This is where Panamore Xtense comes 
in. This newly developed enzyme is 
particularly effective when using white 
and whole wheat flour with a higher 
FFA content. It can also help prevent 
flavor off-notes from developing in rich 
applications like laminated dough and 
brioche made with dairy-derived fats. 
This has long been a challenge for 
bakers and is exacerbated by longer 
storage times. Panamore Xtense can 
maintain stability in dough and improve 
the volume and shape in the end-
product, including a good crust opening 
when baking frozen dough products.
Looking at production practicality, 
Panamore Xtense can be a more cost 
effective and sustainable solution 
than emulsifiers as lower quantities 
are needed to establish the same 
functional effect. 

RISING TO THE OCCASION
At DSM, we know that these market 
challenges require an agile response. 
It’s crucial that we collaborate to solve 
these pain points and do better as a food 
and beverage industry in replacing less 
desired ingredients with sustainable 
alternatives. Despite the ongoing market 
turmoil, it’s important to stay ahead of 
the curve in consumer expectations. 
Proactivity and forward thinking will 
minimize future risk while pleasing 
people, and the planet, simultaneously. �
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T
he global market for snack foods 
continues to evolve within the 
post-pandemic world, presenting 
both opportunities and 
challenges. Between 2020 and 

2022 (i.e. when the Covid-19 pandemic 
was at its zenith throughout the world), 
the prevalence and frequency of snacking 
increased amongst the global population. 
Much of this was attributed to the fact that 
people were seeking out comfort foods 
and indulgent treats, as a way of dealing 
with negative feelings. According to data 
from research firm FMCG Gurus, over half 
(54%) of the global population claimed to 
actively seek out snack foods viewed as 
indulgent treats in 2021, up from 34% two 
years earlier. The same research found 
that 69% of people defined a snack food 
as a moment of indulgence during 2021. 
Snacking remains a widespread global 
trend. In the US, for example, research from 
the International Food Information Council 
(IFIC) found that 73% of consumers claimed 
to snack at least once a day during 2022. 
Separate data from YouGov also illustrates 
the fact that snacking is commonplace 
in many western economies. A recent 
survey found that 65% of US consumers 
often snack between meals, a figure that 
decreases to 58% for the UK, 44% in 
Germany and 30% in France. 
The IFIC survey, which canvassed the 
opinions of more than 1,000 adults aged 
18 and over, also discovered that the 
snacking habit was more deeply ingrained 
amongst people feeling stressed. Almost 

a quarter (24%) of respondents claimed 
to always or frequently eat when they 
felt stressed, while the percentage of US 
consumers snacking for reasons of stress 
rose from 58% in 2021 to 73% a year later. 
As modern life remains stressful for many 
people – especially given the economic and 
political turbulence affecting large parts of 
the world – it seems likely that consumers 
will turn to snacking to make themselves 
feel better within the next 12 months. 
Dietary trends such as increased snacking 
have prompted fears that some of the 
behavioral traits adopted during the 
pandemic may be stoking health risks for 
the future. It is important to note, however, 
that health considerations continue to act 
as a major driver within the global market 
for snack foods. Across much of the 
world – especially in the more developed 
regions – consumers continue to seek 
out healthier options, with demand for 
snack foods offering lower sugar, salt and 
calorie levels well to the fore. Interest 
in products free from artificial additives 
and ingredients, as well as clean-label 
snacks, remains high. On a related note, 
there is also evidence that more people 
now expect manufacturers of snack foods 
to consider issues such as sustainability 
and the environment when producing, 
packaging and distributing their products. 
Demand for snacks is also being heavily 
influenced by the increased tendency of 
consumers to swap these types of foods 
for formal meals. According to the 2021 
edition of the Global Consumer Snacking 

Snacks to Beat the Blues
Bakery goods should benefit from the continued growth 
of the global snack foods market in today’s stressful times, 
assuming manufacturers can satisfactorily address challenges 
such as consumer health concerns and competition from 
other products. Extruded products such as crisp bread, 
breadsticks and pretzels are no exception. 
By Jonathan Thomas

snacks
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Snacks to Beat the Blues
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Trends Survey carried out by Harris Poll on 
behalf of Mondelez (which canvassed the 
opinions of more than 3,000 people in over 
18 countries), 92% of consumers admitted 
to replacing at least one weekly meal with 
snacks, while 7% claimed to eat few, if any, 
formal meals. The same research found that 
62% of consumers regularly replaced at least 
one formal meal with a snack. This habit is 
especially prevalent within the younger age 
groups, since the percentage of people doing 
so rose to 69% of millennials and 75% of 
those belonging to Generation Z. With snacks 
now fulfilling a wider role in people’s daily 
habits, it seems likely that the choice of 
products will continue to broaden, given the 
consumer desire for greater variety. 

MOST POPULAR SNACKS
Bakery goods such as biscuits, cookies, 
crackers and cakes compete against a 
wide range of snack foods, both sweet and 
savory. Some snack foods display a definitive 
bias regarding the time of day when they 
are usually consumed – for example, fruit 
appears to be a favorite option during the 
first half of the day in markets such as the 
US, whereas snacks such as chocolate, 
confectionery and salted products tend to 
be more popular later on, usually in the 
afternoon or evening. 
The YouGov data mentioned earlier provides 
some indication of how bakery snacks 
measure up against their competitors in 
certain western economies. As can be 
seen from the data below, over 60% of UK 
consumers claimed to eat cookies and/or 
biscuits as snacks at least once a week. This 
figure is notably higher than both Germany 
(44%) and the US (43%), possibly due to the 
deeply ingrained habit of eating biscuits with 
hot drinks such as tea. 

In all three markets, cookies and biscuits 
trail other varieties of snacks – in the US, 
for example, potato chips/crisps, chocolate/
confectionery and nuts, seeds and dried 
fruit are consumed as snacks at least once 
a week by more than half of consumers. 

In both the UK and Germany, over 70% of 
consumers regularly snack on chocolate 
and confectionery products, a higher figure 
than is the case for biscuits and cookies. The 
YouGov data also found that almost 40% of 
consumers in the UK and Germany snacked 
on cakes at least once a week. 
Consumption of sweet bakery goods such 
as cakes, pastries and cookies/biscuits 
continues to be hindered by health concerns, 
specifically sugar and calorie levels in these 
products. Many manufacturers have turned 
to product reformulation to address this 
issue, usually by reducing sugar levels or 
eliminating artificial additives. Additionally, 
consumers in markets such as the US are 
increasingly demanding sweet bakery goods 
in single and/or smaller portions, such as 
individual cake slices. This enables consumers 
to monitor calorie intake more easily. 

EXPANDED & EXTRUDED BAKERY 
SNACKS
The global market for extruded and 
expanded bakery snacks continues to grow, 
a beneficiary of the heightened consumer 
interest in alternative snacking options. 
Extrusion technology is widely used within 
the food processing industry, whereby various 
assorted ingredients are forced through an 
opening in a holed die or plate, after which 
they are cut to a pre-determined size via the 
use of blades. Some of the foods for which 
extrusion technology is most commonly 
applied include potato-based snacks (i.e. 
chips and crisps), as well as confectionery, 
dried pet foods, pasta products, textured 
vegetable protein and some cereal-based 
products. According to Precedence Research, 
the global market for food extrusion 
technology was worth over USD76bn in 
2021, a figure projected to increase to almost 
USD111bn by the end of the current decade. 
Within the snack foods sector, extruded 
products have typically contained high levels 
of fats and calories, with the result that 
they are perceived as unhealthy. However, 
this situation is now changing, as bakers 
and other food manufacturers have been 
experimenting with alternative ingredients 
to develop healthier snack foods. Some of 
the extruding equipment currently available 
is suitable for doughs made from cassava 
and the other alternative flours used in 
the manufacture of gluten-free products. 
Extrusion technology can also assist in 
helping seasonings adhere to foods such 
as pretzels, therefore satisfying consumer 
demands for novel tastes as well as health. 

US UK GERMANY

Cookies/biscuits 43 62 44

Potato chips/crisps 53 65 34

Nuts/seeds/dried fruits 51 41 43

Chocolate/confectionery 51 73 72
Source: YouGov

TABLE 1: Popular Snacks in Selected Western Countries (%), 2021/2022
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Furthermore, extruded foods frequently 
have low moisture levels, with the result 
that they have a longer shelf life. 
Flatbreads (or crisp bread as they are 
sometimes termed) represent one of the 
most popular and widely eaten of extruded 
bakery snack. Usually square or rectangular, 
they come in a range of sizes and formats 
to suit most occasions. Although originally 
made from rye, recent crisp bread versions 
have incorporated other grains such as 
wheat. Crisp bread is usually eaten with 
some form of topping, with popular options 
in western markets including cheese, eggs, 
tomatoes, hummus, sour cream, smoked 
salmon, avocado and peanut butter. These 
can give crisp breads immediate visual 
appeal, with images of them frequently 
posted on social media websites.
Health concerns are one of the main 
market drivers within the crisp bread 
sector. Most forms of crisp bread are 
regarded as a healthy form of snack, 
mainly due to their high fiber content 
attributed to whole grains. They are also 
popular amongst those seeking to lose or 
maintain weight, given that they increase 
the feeling of satiety, as well as consumers 
following a low-carbohydrate diet. Although 
smaller products are ideally suited 
towards snacking or lighter meals, larger 
crisp breads can act as a replacement 
for conventional bread during regular 
mealtimes – for example, as a substitute for 
toast during breakfast. 
The Wasa brand is the world’s leading 
brand of crisp bread snack. Available in 40 
countries worldwide, its most significant 
markets include European countries such as 
Sweden, Germany, France, the Netherlands 
and Poland, as well as the US. Recent 
extensions to the range have included Tasty 
Bites (which is available in numerous flavors 
and targeted at snacking occasions), as well 
as gluten-free varieties and new shapes and 
textures. The range was relaunched in the US 
market during 2022 with new and updated 
packaging, reinforcing its Swedish heritage. 
UK market leading brand Ryvita also 
underwent something of a makeover 
during the summer of 2022. As part of a 
new campaign valued at GBP3m, Ryvita 
(which is owned by Associated British 
Foods) attempted to distance itself from the 
diet culture with which it has traditionally 
been associated. Instead, the brand is now 
placing more emphasis upon taste and 
enjoyment, as well as addressing a range 
of different eating occasions. The Ryvita 

range in the UK now includes Fruit Crunch, 
which features currants, oats and seeds and 
is suitable for sweet (rather than savory) 
toppings. 
Breadsticks represent another bakery snack 
produced using extrusion technology, the 
essential ingredients for which are wheat 
flour, palm oil and yeast. Wheat flour is used 
since this allows the dough to be more 
easily elasticated and therefore hold its 
distinctive stick shape. They carry strong 
links with Italy’s Piedmont region, to the 
extent of holding PDO status. Breadsticks 
pair well with a range of dishes, examples 
of which include soups, salads and pasta. 
Recent NPD activity within the market has 
included the launch of gluten-free varieties, 
as well as mini and flavored breadsticks. 
Much of the sector’s recent growth has been 
attributed to the versatility of breadsticks 
in terms of eating occasions, as well as 
their healthy profile and the popularity of 
Mediterranean diets. However, the Olive 
Garden restaurant chain in the US recently 
attracted criticism for adding sesame flour 
to its breadsticks, making them unsuitable 
for people suffering from food allergies. This 
decision was largely made for cost reasons. 
The Olive Garden chain now encompasses 
around 900 outlets and has recently begun to 
make inroads into overseas markets such as 
Ecuador and the Philippines. 
Other notable extruded bakery snacks 
include pretzels and churros. The latter are 
fried, extruded dough pastries associated 
with Hispanic consumers throughout Latin 
America, although their origins lie in Spain 
and Portugal. Made with choux pastry, 
churros are prepared using a thick dough 
that is piped or otherwise extruded before 
being cooked by frying in oil. The use of 
choux pastry gives churros a light and airy 
texture, due to the steam formed within 
their interior during the cooking process. 
In recent years, demand for churros has 
benefited from the rising popularity of street 
foods in many western markets. 
Extrusion technology is also used in the 
manufacture of pretzels – these are made 
using flour, water, yeast, shortening and 
sugar and are especially popular in western 
European countries. Some of the more 
popular products made using extrusion 
technology include braids, flat and filled 
pretzels and broken pretzel pieces. Future 
developments in extrusion technology 
within this sector are expected to focus 
upon the introduction of equipment to 
increase baking capacity and speed. �
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Optimizing Costs in the 
Face of Grain Volatility
Equipment for depositing and filling ensures an accurate dosage of 
ingredients with various consistencies, achieved at required speeds, with 
clockwork precision. Depositing is a task that many bakers do by hand, since 
it’s a relatively delicate operation that demands precision and often entails 
product or ingredient changes.

By Emeline Commun, Category Marketing Lead Bakery Europe, IFF

ingredients

B
akers are struggling with 
enormous volatility in the wheat 
markets. 2022 started with low 
wheat stock at global level, 
following a very bad harvest in 

North America in 2021. On top, gas price 
increases have raised the production cost 
of ammonia-based fertilizers, which are 
essential to growing protein-rich wheat. 
As these trends continue to put pressure 
on the market, it’s difficult to evaluate how 
they will impact the flour market in the 
coming years. Most importantly, there is 
uncertainty about the future quality of flour 
and wheat availability. 
Therefore, it’s essential for bakers to look 
at did- and long-term cost optimization 
solutions. Flour quality (meaning mainly 
its protein content) is key in bakery 
applications and especially in bread. 
When dealing with lower quality flour, 
bakeries usually compensate with gluten 
supplementation. Wheat gluten, which is 
widely used to supplement the protein in 
flour, has also seen price increases, along 
with all raw materials. 
So bread manufacturers are dealing with 

price increases across the board, from 
energy to the most humble of ingredients. 
Today, we evaluate the final impact on 
the consumer to be on average 18%(a) in 
Europe and up to 30% in some countries 
such as the UK(b).
There are a few areas that bakers 
should be looking at to counteract 
these challenges. IFF has developed 
a bakery affordability toolbox for our 
bakery customers to help tackle the main 
affordability challenges. We’ve defined four 
pillars to look at for affordability: Optimize 
Me / Keep Fresh for Longer / Affordable 
Premium / Back to the Kitchen. 
“Optimize Me” tackles the main challenge 
in the market: food manufacturers must 
deliver cost-optimized solutions that offer 
consumers the same quality produced at 
the right price point.   
With the assistance of an affordability 
calculator to estimate cost savings on 
customer recipes, we can offer several 
solution systems and show clients how 
their bottom line is impacted by each one. 
There are three areas with the biggest 
potential for savings:

A - Source: Eurostat – August 2022
B - Source: Office of National Statistics UK
* 10.000 MT flour/year: annual medium bakery production
** Based on April 2022 flour prices
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1. Flour quality optimization: to secure bread quality while 
optimizing the cost of flour
Supply security and cost optimization are top priorities for 
bakeries. But switching to new flour suppliers can lead to the use 
of unreliable quality flour.
Through the application of enzyme technology POWERBAKE® 

7650, bakers can use a lower grade wheat or lower protein 
flour and still deliver final product consistency. All while 
expecting between 3% to 5%** in annual cost savings. For 
example, bakers consuming 10,00MT* of flour per year can save 
around EUR280,000. POWERBAKE® 7650 is an enzyme-based 
supportive oxidative module that improves bread quality, dough 
stability and handling. 
Based on customer needs, IFF can also propose other types of 
solutions for flour quality optimization. POWERBAKE® 701 Bakery 
system is a strengthening system that can be used as a complete 
blend or a booster for flour performance. Another solution is 
PANODAN® DATEM, a range of emulsifiers that strengthen the 
dough for easier processing and improved bread quality.
Key benefits are: improved flexibility to work with wheat of 
different qualities, as well as delivering consistent end-product 
quality and cost savings.

2.Gluten reduction & cost stability: to work on cost stability 
by reducing gluten addition
To compensate for gluten inconsistencies, a switch or a partial 
replacement of gluten can help bakery manufacturers limit cost 
increase and provide production price stability. GRINDSTED® 
POWERBAKE® Value 101 is a bakery system that improves 
bread quality while reducing the use of vital wheat gluten for 
cost optimization. IFF also developed a label-friendly version: 
GRINDSTED® POWERBAKE® Value 102 bakery system. Depending 
on the choice of the raw material and ingredients, IFF baking trials 
show the potential for annual saving to be between 1% and 2% 
which in financial terms it means EUR45,000 – 200,000**.
Key benefits are: yield consistency, improved mouthfeel (lighter 
bread and decreased chewiness), and cost savings.
 
3.Alternative emulsification solutions: to secure bread 
production while keeping desired mouthfeel
Switching to alternative ingredients or partly replacing some of 
these ingredients can help bakery manufacturers to limit cost 
increase and provide price stability. The POWERBAKE® 6000 
bakery enzyme series delivers the fine appealing crumb and 
emulsification properties traditionally provided by mono- and 
diglycerides. The POWERBAKE® 7000 series is the new oxidative 
module which, used with POWERBAKE® 6000, can replace 
the functionality of mono- and diglycerides and SSL (sodium 
stearoyl lactylate) or DATEM (diacetyl tartaric acid ester of 
mono- and diglycerides).
IFF enzyme technology allows to reduce or remove traditionally 
used emulsifiers and demonstrate the potential for annual 
cost savings of an additional 1% to 2% which translates into 
approximately EUR110,000**.
Key benefits are: reduced dependence on volatile raw materials, 
label friendly solutions, and cost savings. �
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While many people’s first thought of Italy, when it comes to baked goods, 
is pizza, the truth is that the ancient land of the Romans offers a plethora 
of pastries, breads and other baked goods. From the delicate sfogliatelle of 
Campania to the piadine from Romagna, from the enduring biscotti to the 
raspberry jam filled bomboloni (donuts), the Italian bakers show their mastery in 
many forms baked and fried dough can take. In 2022, there was a clear winner.

Italy: Convenience and 
Health-conscious Foods 
Win Italians’ Hearts

I
taly was one of the most affected European 
countries when the COVID-19 pandemic 
started in 2020. The high prevalence of the 
virus led to lasting movement restrictions 
which impacted the lives of all and the 

livelihood of many baking industry workers. 
With people working from home, restaurants 
closed, family gatherings annulled, the 
industry took a severe hit. In a country where 
most people’s breakfast was a coffee and 
a pastry on the go, businesses struggled 
when people started working from home and 
forgoing their ancestral habits.
However, 2022 marked a return to life before 
the pandemic. Maybe shy and incomplete - 
there are still people working at home - but the 
consumer habits returned too. 

PACKAGED PIADINA, A CLEAR 
WINNER
According to Euromonitor International, 
packaged flatbread remained the strongest 
performer in baked goods in Italy in 2022 
in current value terms. This type of product 
became more appealing during the COVID-19 
crisis, partly due to the fact that it was seen as 
more hygienic than unpackaged varieties. One 
of the most popular types of packaged flatbread 
is piadina, an unleavened variety that is part 
of the gastronomic tradition of the Emilia-

Romagna region but which is enjoyed across 
the country. During the pandemic, consumers 
rediscovered the convenience and versatility 
of piadina, which can be consumed for 
breakfast, lunch or as a snack, and also as an 
accompaniment to dinner. Moreover, given an 
increase in home-based working, some Italians 
became more inclined to buy piadina so they 
could easily recreate the kind of gourmet-style 
wraps and sandwiches they were accustomed 
to ordering in cafés or restaurants.
New product development activity also helped 
to maintain strong consumer interest for 
packaged flatbread in 2022. In particular, 
experimenting with wholegrain-based products 
allowed manufacturers to meet the demands 
of health-conscious consumers.
Consumers are also increasingly attentive 
as to the origin of raw materials, with a 
preference for using 100% Italian ingredients 
from a short and controlled supply chain. This 
was particularly evident in packaged focaccia, 
where IGP (Protected Geographical Indication) 
products grew in popularity in 2022.

REFORMULATION FOR BETTER-
FOR-YOU PASTRY
One lasting effect of the pandemic was an 
increase in the numbers of health-conscious 
consumers worldwide. Facing health scares 

market
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WHAT’S IN STORE FOR 
2023

�
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Storage Management 
in Bakery Operations
Storage management is an important aspect of 
running a successful bakery business. Proper storage 
of ingredients, supplies, and finished products can 
help to ensure the safety and quality of your products, 
as well as maintain efficiency in your operations.
by Tudor Vintiloiu

supply chain / logistics

O
ne of the first considerations 
for storage in a bakery is the 
appropriate storage temperature 
for various ingredients. Perishable 
ingredients such as dairy products, 

eggs, and fresh fruits should be stored in 
temperature-controlled environments to 
prevent spoilage. Dry ingredients such as flour 
and sugar can be stored at room temperature 
in a cool, dry place, but it is important to keep 
them in airtight containers to prevent pests 
and moisture from contaminating them.
In addition to temperature, proper storage 
of ingredients can also involve separating 
different types of ingredients to prevent 
cross-contamination. For example, nuts and 
other allergens should be kept separate 
from other ingredients to prevent accidental 
contamination of products that may be 
marketed as allergen-free.
The storage of finished products is also an 
important consideration for bakery businesses. 
Proper storage can help to maintain the 
freshness and quality of baked goods, and 
can also help to prevent waste. Finished 
products should be stored at the appropriate 
temperature and humidity to prevent spoilage 
and maintain freshness. For example, bread 
and other baked goods can be stored at 
room temperature in a dry place, while more 
delicate pastries may need to be stored in a 
cooler environment.
Keeping track of shelf lives and the ability 
to monitor stock levels in real time are of 
course vital. But beyond this, the modern 
industry demands truly insightful and 
accurate reporting, quicker and more efficient 

warehouse processes and a roadmap for 
scaling up production.
In practice, all these issues can be handled by 
enterprise resource planning (ERP) software, 
which can control all these parameters with 
various degrees of automation.

REAL-TIME STOCK TRACKING
Producers of baked goods make smart use 
of bulk discounts in order to secure the best 
deals for their ingredients. But they can only 
maximize the effectiveness of such a strategy 
if they take a longer-term view of planning. 
The further a bakery business plans into the 
future, the smaller the margin for error. For 
instance, prematurely depleting supplies of a 
key ingredient can grind production to a halt 
and cause a financial disaster.
Therefore, producers need an overview backed 
up by reliable, real-time data that allows them 
to spot any problems early and take action. If 
the system can’t provide this, the business will 
be at two disadvantages. Firstly, there’s the 
risk of running out of important raw materials, 
and secondly this may also mean a failure to 
take advantage of bulk discounts - making 
ingredient costs higher than they need to be, 
and profit margins slimmer.

REDUCING WASTAGE
Shelf life management is also a major 
requirement in the baked goods sector. Not 
only do businesses have to ensure they don’t 
run out of ingredients, they must also use them 
before their expiry dates to avoid wastage. This 
requires careful planning of resources and the 
order in which they need to be used. Accurate 
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forecasting is also crucial - given 
production numbers can change from 
hour to hour, the ability to accurately 
predict demand can be invaluable. When 
producing a range of products with a 
range of different recipes, this can soon 
become a complex undertaking.
If producers don’t have it under control, 
spoilage or wastage will be a frequent 
occurrence, damaging production 
schedules and becoming a drain on 
profits. The right ERP solution allows 
bakery companies to categorize their 
stock more methodically by expiration 
dates to vastly reduce the likelihood of 
costly wastage. Software like ERP is the 
key to achieving true “first-expiry, first-
out” (FEFO) stock management.

IMPROVED INVENTORY 
MANAGEMENT
Another important aspect of storage 
management in a bakery is the 
organization and inventory of supplies 
and equipment. Maintaining an 
accurate inventory can help to ensure 
that you have the necessary supplies 
on hand to meet customer demand, 
while also preventing overstocking 
and waste. Proper organization of 
supplies and equipment can also help 
to improve efficiency in the bakery, 
as it can be easier to locate items 
when they are stored in a logical and 
organized manner.
One challenge bakeries are faced with 
is SKU complexity. Since there are high 
demands for wide product variation, 
(such as different flavors, package 
sizes, organic or non-GMO, etc.) there 
are many different SKUs to organize 
and manage. Warehouse automation 
can help to simplify operations and 
provide flexibility when it comes to 
organizing SKUs by their relative 
inventory characteristics. For example, 
with the use of an AS/RS (automated 
storage and retrieval system), high 
inventory SKUs or items with more than 
30 pallets, can be organized in lanes 
ranging from 8 to 10 pallets deep. 
Other SKUs are assigned to storage 
lanes ranging from 2 to 6 pallets deep. 
In addition to maximizing storage 
density and streamlining the outbound 
order fulfilment process, the WES 
(Warehouse Execution System) keeps 
track of all products, providing real-
time inventory visibility.

SPACE OPTIMIZATION
Effective storage management can 
also help to save space in a bakery, 
which can be a valuable resource, 
particularly in a small business. 
Implementing proper storage systems 
and organization can help to make the 
most of the available space, allowing 
for more efficient use of the bakery’s 
facilities.
Bakeries and food manufacturers are 
challenged with utilizing warehouse 
space to its maximum capacity, 
especially within refrigerated and 
frozen warehouse environments. 
When storing inventory in a frozen 
environment, every square foot counts. 
Freezers are expensive to operate, and 
they require workers to enter and exit 
frequently due to the harsh working 
conditions. In order to reduce these 
costs, maximizing storage density is 
key. By implementing a high-density, 
multiple-deep AS/RS, manufacturers 
can optimize their warehouses, and 
minimize the need for costly new 
construction. Organizations that 
implement an AS/RS within an existing 
facility typically increase storage 
capacity by 30% to 50%, allowing 
them to increase throughput and 
position themselves for future growth, 
without costly construction.
In addition to the practical 
considerations of storage 
management, there are also food 
safety regulations that must be 
followed in a bakery. These regulations 
can vary depending on the location 
of the business, but may include 
requirements for the storage of 
ingredients and finished products, as 
well as the maintenance and cleaning 
of storage areas. Ensuring that your 
bakery is in compliance with these 
regulations can help to protect the 
safety and quality of your products, 
as well as protect your business from 
potential legal liabilities.
Overall, proper storage management 
is an important aspect of running 
a successful bakery business. By 
following best practices for the storage 
of ingredients, finished products, and 
supplies, and by adhering to food 
safety regulations, a bakery can ensure 
the safety and quality of its products, 
as well as maintain efficiency and 
organization in its operations. �
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‘Real, Classic Pizza’ 
Is Still a Favorite
With so many cauliflower pizza launches, one may think that a well-
kneaded, long-proofed dough has fallen out of favor with pizza lovers. 
Nothing could be further from the truth, as Romanian frozen pizza (and 
not only) producer Edenia explains in this interview about how the market 
has changed in the past years. Camelia Manoil, Senior Brand Manager for 
Edenia, details how the company developed its pizza range and why they 
believe the frozen pizza market is on the rise.
By Jo Ilie

product spotlight
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First, tell us a few words about your 
frozen pizza portfolio. When did you 
launch it and how did it find its place 
among your portfolio of frozen foods? 

In 2016 we first launched a stone-
baked frozen pizza range, under the 
Masterbrand Edenia - a multi category 
brand with a wide range of premium 
ready meals products. Therefore, 
introducing a high quality frozen pizza 
into the portfolio was quite a natural 
extension of our ready meals category. 
Later on, we extended the pizza line with 
two more ranges/types of pizza: Edenia 
fluffy pizza and Edenia Verace pizza, 
covering the entire range of the category.

How did the market 
evolve since you 
first launched 
frozen pizza? 

Our products can 
now be found in both 
modern trade and 
traditional trade. The 
assortment on the 
retail shelves depends 
very much on the type 
of the store and the 
shelf space availability. 
But the market overall 
stays on an increasing 
trend with regard to 
this category.
 
Did you notice 
local preferences for 
certain flavors? 

If we are looking at the 
global pizza market, 
we can observe that 
the flavor ranking does 
not vary too much 
from one country to 
the other. The main 
preferences of the 
toppings go for: salami, 
cheese and ham, on 
different types of dough. 
Our portfolio well covers 
all of those preferences. 
The newly developed 
range of premium 
frozen pizza – Edenia 
Verace – brings in a 

superior dough and precious ingredients, 
straight from Italy, addressing the most 
sophisticated pizza lovers. 

Considering the new consumer 
trends, such as gluten-free and plant-
based, how do they influence your 
product development decisions? 

Those trends towards gluten-free or 
plant-based show up on most of the 
markets and categories and they have 
to be considered. However, for the 
moment, when it comes to pizza, almost 
the general choice still goes for the real, 
classic pizza, due to its’ authentic taste 
and eating experience.

What are the most recent 
new ingredients you 
experimented with in your 
pizza portfolio and how 
were they received by the 
consumers? 

Our premium range of 
Verace pizza, launched 
in October 2022,  has 
special toppings such as 
truffle, ’nduja salsicce or 
mozzarella di bufala. The 
first signs of in-market 
penetration already show 
up and therefore we 
believe that Edenia Verace 
pizza can be perceived to 
be the “Italian restaurant 
pizza” at home.
 
How do you see the 
market evolving? 

We estimate that the frozen 
pizza category will continue 
to grow even faster than 
other ready meal products, 
through quality and 
innovation.
 
Pineapple on pizza: yes 
or no? 

Absolutely yes for some, 
but no for others. You either 
love it or hate it. At the right 
time, with the right product, 
this flavor can find its place 
on the Romanian market. �
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Winter Trade Shows To Watch
With the end of COVID-19 restrictions, trade shows are once again the great 
networking and learning opportunity all industry specialists need. Here are 
some highlights you should keep an eye on.

trade shows

SIRHA Lyon
19-23 January 2023, Euroxpo Lyon, France

About 4,000 exhibitors and brands attended the trade show, across 140,000 m2. Usually dedicated to the hospitality 
industry services, Sirha Lyon has decided to open an extension for exhibitors that produce technology dedicated to 
this industry. More than 75 technology  exhibitors participated, covering almost 2,000 m2.
To illustrate the strains and trends in the entire industry, Sirha Lyon has created five Sirha Dynamics, each with its 
own perspective and challenges in the food sector. They were, as follows:  technonature (for a finer balance between 
humankind and nature), consume less but better, human wellness, human creativity tenfold (preservation of skills and 
expertise), and dreams of a modern world and getting away from it all. 

AB Tech Expo
21-25 January 2023, Rimini Expo Center, Italy

The 7th International Exhibition of Technology & Products for Bakery, Pastry and Confectionery brings to Romini a 
variety of technologies combined with products, ingredients and concept premises. Ab Tech Expo is a complete and 
international event able to involve all supply chain processes, from product storage to preparation of recipes, from  
dough to production (dividing, forming, cutting), right up to leavening, cooking, cooling, cutting and end packaging, 
naturally including all the services relating to process quality.
The entire supply chain will be showcased in an event for anyone wanting to do business in the sector and discover 
all the new production and consumption trends, new premises formats and new marketing concepts.

Food Expo Greece
18-20 March 2023, Metropolitan Expo Spata, Greece

Food Expo 2023 is preparing intensively for one of its largest and most complete events, as its exhibitors are expected to 
exceed 1,300. It is an important trade meeting of over 1,000 Greek and 280 foreign exhibitors, with 32,000 Greek visitors 
and 3,400 international buyers, from specific target markets. 
Food Expo covers the needs of the Greek market, while at the same time fully responds to the export orientation 
of Greek manufacturing enterprises in the sector. At the same time, it brings together thousands of professionals 
from Organized Retail, Wholesale, Food and Beverage Industry, Hotels and Mass Catering! Lastly, having formed a 
strong brand name abroad, it manages every year to attract a number of key buyers from target markets for Greek 
food and beverages from all over the world, the most important of whom join the “Hosted Buyer” program and 
participate in b2b meetings with the exhibitors.
This edition of Food Expo benefited from a EUR500,000 investment and is expected to attract a significant number of 
foreign buyers from more than 80 countries / target markets for Greek and Mediterranean food and beverages. The 
850 most important of them will join the hosted buyer program and during the exhibition will hold a total of about 
17,000 B2B meetings with its exhibitors. �
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VERHOEVEN BAKERY EQUIPMENT FAMILY

WWW.VERHOEVENFAMILY.COM
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