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course. He then moved into supermarket instore bakeries, working
in management roles with Safeway, Morrisons and Sainsbury’s.
He was with Sainsbury’s for five years and came in to M&S early
in 2012. He made a huge impact at M&S and he’s been part of the
journey that we are on at the moment, which is very exciting.

BSB Chairman Sara Autton

Sarah Autton, BSB Chairman Good
morning everyone and welcome to the BSB
spring conference. I am particularly pleased
to welcome the Leicester College bakery
students who are attending the conference
as our guests, and
those who will take
part in the Bakery
Dragon’s
Den
competition
this
afternoon. I am sure
you will all find it
very rewarding and
enjoyable. I would
now like to invite Vice Chairman Mike
Bagshaw to read the Society’s Creed.

Store Portfolio
• 700 stores
• 450 stores with ISB
• Four formats - SM, Med, Large & Extra Large
• Paneotrad (Type of oven)
• Over 300 ISB’s are now Concept style
• Completion time scales

The above gives you the numbers: 700 stores in the UK, 450 of
these stores with an ISB (in-store bakery) and we do four different
sizes. We have launched a few Panotrad bakeries that sit
alongside the others. These are really exciting. I’ve got them in the
stores in Glasgow, Argyle Street, the Gyle in Edinburgh and
Aberdeen. This involves defrosting, proving and baking bread
dough that comes to the stores frozen and it’s changing the way
we’re baking the instore bakery products. They are not all coming
from part baked frozen products, so that’s something really exciting
for us.

Mike Bagshaw read the Creed.

Thank you Mike. I’m very pleased to introduce our first Session
Chairman Sylvia Macdonald, who has long been associated with
bakery journalism. Sylvia joined the British Baker because she
loves both food and the world of business. During her years as
Editor she regularly received the prize for ‘Scoop of the Year’,
beating many other magazines, including The Grocer. Sylvia still
takes a keen interest in the baking industry and continues to write
for British Baker. She’s also played a key role in the development
and running of the Baking Industry Awards. Thank you, Sylvia.

In the last two years, we’ve launched over 300 Concept Bakeries.
The bakery that I ran in Carlisle before moving to this role was one
of the first, we were the trial, it’s was called Concept 11. So 11 M
& S stores were chosen across the country to try the new look
ISBs. It was so successful that the button was pressed and the
Concept ISBs started being installed right across the whole of M &
S, which is fantastic. We have a few stores still to change but the
plan is the new ISBs will be all in place right across the UK by the
end of September going into October, which is very exciting. We
have about 150 stores still to be changed.

Session Chairman Sylvia Macdonald

I’d like to say thank you very much for the
hospitality here at Leicester College, and a
special thank you to Chris Burton for
preparing the bakers, confectioners and
businessmen of the future. To the students
I’d like to say that the speakers you’ll see
and hear today come from the fields of
bakery, confectionary, science, ingredients,
teaching, family businesses, and they are
really here for you. So please don’t huddle
in the breaks to talk to each other but do
make the most of talking to them, asking
them questions, trying to discern perhaps
what future path in bakery is of most
interest to you. There are no shortcuts, you really have to graft,
which is why all our speakers today are so successful. That
includes our first speaker, Richard Lowrey from Marks & Spencer’s
Instore Bakery Division. If you’ve ever been to an M&S in-store
bakery, particularly one of the 77 between
Hull and Aberdeen, they are all Richard’s
responsibility. His job is driving sales,
training the bakers, ensuring product
availability, waste management and taste
promotions. Importantly, he’s also
launching the new style of Marks &
Spencer’s in-store Concept Bakeries, and
this is a first for us at the British Society of
Baking; you’ll have heard about this
nowhere else. To tell us how Marks &
Spencer is changing the face of in-store
bakeries, please give a warm welcome to
Richard Lowrey.

Hero Department
• In-store bakery (ISB) is one of only three Hero departments,
the others being:
– Wines & Spirits & Horticulture
• 1 in 7 products sold come from ISBs!
– Impact on the food hall
•
Investment in People
– Additional headcount
– Training and Development

ISB in M&S is now classed as a Hero Department. There are only
three Hero Departments: ISB, Wines & Spirits, and Horticulture.
The main focus has been on ISB, and the Wines & Spirits and
Horticulture are starting to follow our trend. What this means, as a
business, is that ISB is a customer service point and will be
manned by staff all the time the store is open. The staff in Hero
Departments will have the knowledge and passion required to work
in the department. As I said, Bakery is the first Hero Department,
with Wines & Spirits and Horticulture in the next phase. When I go
to see my bakers in a store, I call them ‘my heroes’!

We have something at M & S called the ISB ‘halo effect.’ The halo
effect is that about one in seven products sold in the M&S food hall
comes from the ISB, so that tells you that we bring customers into
the food hall. You can’t guarantee that every customer is going to
buy something, but one in seven will buy from the ISB. That’s a
massive impact, and it has grown in the last two years.

Marks & Spencer Instore Bakeries
by Richard Lowrey, M & S ISB Area Manager

Good morning. First of all, I want to say thank you for inviting me
along today, I am really honoured to be here. Today is all about
journeys. A journey that our Head of Bakery Operations Matt
Pizzey, who should have been here today but had to call off for
family reasons, has taken within the bakery industry, the journey I
am taking with our ISBs, the journey our instore bakeries are
taking, and the journey worldwide within our in-store bakeries as
well. Matt started his career working in family bakeries and doing
a night school course in a bakery college, then moving on to a day
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Investment in People Since we launched the Concept Bakeries,
we now have permanent staff in them. We staff the bakery from
six in the morning until close of business, baking all day. We used
to bake a load of products and put them out on sale and the
member of staff producing them would go and do another job. Now
the staff stay in the ISB to keep baking, to help customers, to talk
about the product and to give the customer-service required. It has
been a big investment for M & S. We are just two weeks into our
new financial year and the Board has signed off for the next
financial year more investment in ISBs, to drive the availability of
staff as well as product.

Training & Development is fantastic. All our bakers get a wooden
briefcase that is their training pack. They get e-learning and DVD
learning and they spend a day with me in our Hero Workshop
where they get to try producing all the products. We also tell them
how to display and sell the products and talk to customers. Going
forward, this year, for the staff working in the bakery, their one-toone yearly review will be bakery based. The review used to be a
‘Food Customer Assistant review’, whether you worked in our cold
chain, ambient, or bakery, departments. Well, that doesn’t make
sense, because working in the instore bakery is specialised now for
our staff, which is very good.

Raw dough through the supplier chain We just want to launch
this as a bit of an exclusive for you today. In most of our bakeries
the bread and other products come in frozen and we bake it off.
However we’re just finishing some work off now, I can’t tell you too
much, you literally know what I know, but some bakeries are going
to be a trial in the next couple of weeks where raw dough will come
through the system, we will prove and bake it off and hand finish it
ourselves. The in-store bakers will finish off the loaves themselves,
so the dough will come in, we’ll bake it off in-store, they’ll do the
cutting, and maybe top it with seeds or cheese. There’s not much
technology involved at our end, all the scientists are working at
Head Office, but it’s a huge step for us to bake fresh from raw
dough, so it’s very exciting. That leads into the evolution of how
we’re going to change the bakeries again, because we’ve only got
150 left to go and that’s them all Concept design. So we have to
continually think of what is the next thing and how are we going to
continue to drive the ISB sales up?

Product Range Our range is changing all the time, and our
suppliers in the audience today will know it’s all about innovation
and keeping moving. Before we launched Concept, most of our
sales came from baguettes, cookies and doughnuts but we’ve
seen a massive increase in our speciality loaves since we moved
to Concept.

Concept Bakeries The ISB in the picture is in Cheshire Oaks,
which opened recently. It’s an eco-friendly store and absolutely
fantastic. The glass cabinet in the centre of the display counters
has a marble slab in it from Italy. That’s our showcase and racks
and baskets where we show off our product. It’s not just putting
the bread out - we stack the bread, we tilt it forward so you can
see the hand finished marks, or the seeds, or the cheese. We
encourage our bakers to get artistic, so it’s not just stacking the
bread, we want them to tilt it or turn it, and as it sells down through
the day, put more products into the display.

Old and new product choice for customers - this is where we want
to challenge our suppliers to come up with new products. We have
a set catalogue which includes our faithful old products. Customers
like our Eccles cakes, our apple turnovers, and we could never
ever take them off the shelf as there would be uproar, but we need
to think: what is the next apple turnover, the next croissant, the in
vogue new product? If we need to take a product off the list, we
have to be confident that, with the limited sales space we have,
that what we’re going to replace it with will maintain and improve
sales. It’s trying to get the balance right. We want to retain our core
customers but we are looking for our new generation of customers
as well. As an example of a new product, we now do a cheese
pretzel in the ISB. It’s trying to think of the next new product which
will appeal to old and new customers. Any suppliers out there come to us if you think you know about or have the next big thing
– we will be very interested.

Maintaining ISB Quality
• M&S Technology carries out weekly and adhoc QC sessions
with our supply base
• Weekly planned QC, which covers all suppliers and products
within a 6 month period
• Quality road shows with suppliers in-store allows us to
challenge back quality and process issues based on the day
to day bakes carried out by our colleagues in-store
• Supplier visit QC - suppliers are expected to demonstrate
their on-site QC panels during every technical visit to a
manufacturing site
• Benchmarking – Suppliers are expected to bring benchmark
samples to every planned QC panel

The wall tiles come from Spain, and were handpicked. They were
originally coming from Italy but the Chief Executive didn’t like them.
So someone had to go out to Spain to pick the new tiles - I don’t
get those kinds of jobs! The display splits between the sweet and
the savoury. We have our pre-packed bread we pack in the ISB.
The bread that’s behind the cabinet isn’t available unless you ask
for it. We want the customers to talk to the bakers and ask for a
particular loaf, and then we can say, “Would you like it sliced”? It’s
going back to proper shop keeping service and that’s where we
see the future for the instore bakery.

The above describes how our technologists ensure the quality of
our ISB products at source and we also check their quality against
our competitors as well.

Quality is a massive thing for M&S. We have brand values and
these are: quality, value, service, innovation and trust. That’s not
just bakery brand values, that’s for right across the business,
whether you work in fashions, in the distribution centres, those are
our brand values, and all around the backstage in stores, the staff
know the brand values, so quality is a massive one for M&S. Those
five quality values tie into the in-store bakery perfectly. Customers
trust us with our traceability. We’re not going to talk about
horsemeat today but M&S were very confident when that issue
came up with some retailers, that there would no problem with any
of our meat products. Our staff have to know and talk about
traceability. When they bake in the morning, the bakery operatives
write down the supplier codes, the best before dates. So it’s a
confidence thing, that’s the trust in us from the customer.

Lots of the products are open to view as well. Some customers like
it and some customers don’t, we can’t please everybody. We work
in retail and there’s always going to be somebody that doesn’t like
what we do. What we like is that you can see the product, you can
see the finish, you can see the icing sugar or the glaze; if it’s our
white boule, it’s sitting there in the box, you can see the hand
finished marks, and no boule is the same. If they were all bagged
up and stacked, you wouldn’t know the difference. Even just putting
the baguettes into baskets is fantastic. I’m really proud.

Innovation The bakeries themselves are innovative, and the
products are all about innovation as well.
Service As I said to you, that’s what it’s about, the investment in
people, the service we give our customer.

Value We’ve got our value lines, such as four doughnuts for a £1,
but we’ve also got the value of the product of what you’re getting
there with the breads and Quality is the product itself.
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New Concept ISB Launch When I launch a new Concept ISB it’s
brilliant because I get to go into the store a week before the launch
and tell the staff all about what the bakery’s going to look like, and
I see them getting excited. I then go back a week later. I’m in at five
in the morning, teaching them how to lay out the products on the
trays and bake them properly. Because the new look increases
sales, they have to get used to the amount they have to bake and
transfer to the sales display racks, shelves and baskets. If they are
half full they do not look as good. We’ve seen, as we’ve launched
Concept ISB, that customers are buying more because the
products are available.

Design Business Awards We have just won a fantastic award in
London, which is the Design Business Awards. M&S were very
proud to win it for the look of our new in-store bakeries. We are
changing the customers’ perception of baking within ISBs and we
want them to come to us instead of our competitors. We class
ourselves as a food hall, not a supermarket and it is about making
the ISB more theatrical and inspirational.

This is the exiting international bit. We have 132 stores outside the
UK in 25 countries and 15 of these countries have now have ISBs
installed as well. As you can see from the list, we do cover quite far.
What’s exciting is you can go into Shanghai and pick up an Eccles
cake or an apple turnover. It’s exactly the same instore bakery as
in the UK and it’s driving the brand. Since my team’s responsible
for launching M & S’s ISBs worldwide, I’m off to Malaysia in July for
six weeks to open an instore bakery there. So even though I live
in Carlisle and look after Scotland and the North of England, I get
to go to Malaysia to open an instore bakery, which is very exciting.

M&S - DBA Gold Award Winner 2013

An informative and inspirational Marks & Spencer movie for M
& S staff was played at this point, covering developments in
the Instore Bakery, Delicatessen, Hot Food on the Move
Counter and Café

That was our hospitality movie and as hospitality at M & S, we
class ourselves as a family which includes the instore bakeries,
our new delicatessen bars, which you saw a glimpse of in the
movie (if your local M & S has a deli bar please try the amazing
new products), our coffee shop, and our ‘hot food on the move’
counter as well. The ‘hot food on the move’ counter uses baguettes
from the instore bakery and ham and cheese from the deli for their
range of baguette sandwiches, which includes steak baguettes.
The coffee shop uses scones from the instore bakery and these
are also available in the food aisle. It’s all about working together,
it’s a fantastic family. When you go to Head Office we all sit
together and it’s a proper family feeling.

Your Say’ Survey I’ve worked my way up to my current job
through various jobs within M & S stores. We have something
called the ‘Your Say’ survey at M & S, and as a manager for the instore bakeries, my staff have to fill in a ‘Your Say’ survey on me and
I have to do one on Matt. In the last year the cumulative ‘Your Say’
survey within the in-store bakery has gone up to 92% positive.
That’s how the staff feel about working for M & S in the in-store
bakery. It is because of the attention and training they get and
everything we’ve got for them. It’s absolutely fantastic. The
engagement score for staff was up to 97%. We’re really proud of
that score, that staff have come up 92% positive that they love
working for ISB, so it’s absolutely brilliant.
This is a fantastic graph for the year just finished but I had to
remove the figures because it is sensitive information. Key to
graph lines: red line - actual sales; green line - forecast sales; blue
line - last year's sales: broken line- sales 2 years ago,

This is our people vision and it is about opportunities within the
business. We’re looking now for people to come to work in our
hospitality who want to be there, to have the passion and the drive
to deliver and be excited about the product in the future. We look
externally and internally for managers. Matt came from Sainsbury’s
instore bakeries. I worked on women’s wear five years ago, then
menswear and children’s wear. I was then asked to work in food
and they gave me the coffee shop and bakery and I have become
obsessed with the job since then. My mobile phone is full of
pictures of bread and cakes! So if any students or trainees here
today are interested in career paths within M&S, come and see me
later and I can give you further information.

Two weeks ago, Easter week, we had our biggest week ever in
ISB, we beat Christmas 2012 at Easter week just gone. One of
your other speakers, Robin Jones from the Village Bakery, who
supply our scones, knows exactly what that week was like, it was
chaos. Every bakery was just like, ‘Richard, we can’t cope’ was the
cry - it was fantastic, Christmas all over again. You can see the
difference from our plan that we were given for last year, but also
two years ago, the growth is just phenomenal.
International
• 132 Stores outside the UK
• 25 Countries
• 15 Countries have ISB’s
– Hong Kong, China, Philippines, Singapore, Kuwait,
– Saudi Arabia, Gibraltar, United Arab Emirates,
– Tenerife, Malta, Cyprus, Gran Canarias, Paris,
– Czech Republic, Slovakia, Poland
• My Team’s Responsibilities for International

Career Path
• Baker, Supervisor, FC, Store Management
• Regional
• Bakery Specialist
• Central
• Buyer, Technologist, Product Developer, HBO

As you can see above, the opportunities are endless depending
on your ability, desire and how far you personally want to go with
your career.
Thank you for listening and if you have any nice questions I am
more than willing to answer them.
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Sylvia Macdonald Richard, first of all, thank you very much for
that presentation and I am not surprised that positivity has gone up
92% after hearing you speak. Brian Clarke has a roving
microphone so can we have the first question please?

David Swale, Bolton As really wonderful as it is, it’s not new. How
much influence have you taken from other retailers' instore
bakeries?

It’s about our customers knowing they can go to a IBS baker and
ask these questions. There’s lots of information we can give our
customers. A good example is nutritional information. Over the last
two years I’ve lost a lot of weight on a Weight Watchers diet. With
this diet you have to know the points value for everything you eat
so you do not exceed the total points you have to stick to each day.
You get a cardboard wheel which you spin to work out your
percentage of protein, fat and carbohydrates. I took my Weight
Watchers wheel into work and found out the points value of
everything sold in the ISB, and I can tell you, you can’t eat much
when on the diet! However the important thing is that all the
nutritional information I required was available to me and all our
customers. I did a big article with Weight Watchers and M&S to
promote weight loss and to stress that even if you’re on a diet, you
can come into M&S and find out the points value for each product
and decide if you can have a treat of a scone say, without
compromising the diet.

Richard Lowrey I’m not 100% sure. I could find the answer for
you. I’ll come and see you later on.

Charles Geary, Leicester Very interested in your presentation,
thank you. What about staff training. Are your instore bakery
people fully skilled, or do you have a particular person that trains
them to mould dough for example, or is it all produced by
machinery?

Richard Lowrey The bread pieces all comes into the store frozen
and ready prepared, so the staff just bake it off from frozen within
the instore bakeries. Different types of loaves have different
settings on the oven and things like that. Some of the products
need finishing. For example, cheese scones have the cheese put
on before they go in the oven. So that’s just store level training.
What we’re rolling out is the Hero Workshops in which the bakery
staff learn more about the ingredients and processes used to
produce the products we bake off. For instance, that our white
boule loaf is hand finished in the factory and not machine produced
or cut. We want the staff to have more product knowledge.

Sylvia Macdonald That was superb Richard, thank very much.
Applause Our next speaker is John Hammond, a food scientist by
training, concerned with analysis and food legislation. John is now
Head of Information and Legislation at Campden BRI, which is the
foremost food research association in the country. Everyone in this
industry needs to know about labelling and legislation, so here to
update us on this vital topic for the baking industry, please give a
warm welcome to John Hammond.

We have also re-designed the layout of our counters so that
customers can now see the bakers working in the instore bakeries
and we want customers to ask them questions. Bakery staff have
access to folders with product ingredients percentages, nutritional
information and other product and company information they can
share with customers.

The Changing Requirements
for Bakery Products Labelling
by John Hammond Campden BRI

Delegate, Leicester I just want to find out how young people get
to work for you? Do you recruit people that have no experience in
the industry but are passionate, or would you look for people with
work experience?

Thank you very much indeed, Sylvia. My
presentation will cover changes to the food
labelling rules that will come into play over
the course of the next 4½ years or so. They
are all due to a new piece of European
legislation called “Food Information to
Consumers Regulation”.

Richard Lowrey You do not have to have had bakery experience
to work for us. I started work as a travel agent and did other jobs
that had nothing to do with food ever until I went to M&S and even
there I worked in non-food departments before eventually moving
to hospitality. If you have a passion for food and baking, go for it!
It is all about giving good customer service.

Food Information to Consumers Regulation (FIC)
• Modernises and improves EU rules on provision of food
information to consumers and caterers
• Codifies, updates and replaces existing Community controls
on food labelling (including nutrition labelling)

Delegate, Dudley The raw dough concept will presumably be
within the UK stores. Is the raw dough format planned for
international store as well or are there supply chain issues with
doing this?

Key Provisions Include:
• Pre-packed foods to display nutrition information;
• GDA-type percentages may also be given;
• Extends the current requirements for allergen labelling to non
pre-packed foods;
• Print size: “x” height of at least 1.2mm
• Previously frozen foods sold defrosted - ‘defrosted’ to
accompany name if safety or quality affected.
• Loss of important national provisions.

Richard Lowrey At the moment we’re committed to the UK stores
for the introduction of the raw dough concept. The international
stores would possibly be the next phase for that one.

Sara Autton, Chorleywood With regard to the international
stores, you said customers can go into M&S in Malaysia and buy
an Eccles cake from the IBS. Presumably they can buy local
bakery products as well?

Richard Lowrey Yes. That’s planned within the UK as well. The
new buzz word for M&S is ‘authentic’, and we want to make it
regional as well. So we’re working with some suppliers on how we
can do regional products. We’ve just launched soda bread and
brown scones in Ireland as a trial, and that’s gone fantastically well.
In my Scottish stores, you can get a wholemeal brown scone with
buttermilk and the Irish soda bread. There are various regional
products being considered throughout the UK. I look after the
Newcastle stores and you can’t buy a Stottie cake in M&S, which
as you may know, is a very popular bakery product in the Tyneside
area. You can buy Kendal Mint Cake in Kendal but we don’t sell it
in M & S in Kendal. We need to start looking at how we can work
on regional products with suppliers.

In most respects, the new legislation applies from 13 December
2014 and some of the key provisions are shown above, I will talk
about each in more detail. Foods that are packaged at the time
you purchase them will need to display mandatory nutrition
information. Many foods in the UK already contain nutrition
information but often it is given voluntarily. In future it will be
mandatory, with few exceptions. This will be an opportunity to give
guideline daily amount type percentages of key nutrients as well.

The existing requirement to declare one or more of 14 allergens
that can provoke very serious responses in sensitive individuals,
will be extended to non-pre-packed foods. Richard was telling us
earlier that Marks & Spencer are ahead of the game in providing
such information on request. Most of the really serious episodes
that consumers suffer as a result of inadvertently consuming foods
to which they are allergic, happen with non pre-packed foods or in
catering establishments, so this is an important way of improving
consumer information in these arenas.

Jane Tyler, Leicester I noticed in the movie how the bread is
displayed. How do customers know what the ingredients are in the
various products, or whether or not a product is gluten free?

Richard Lowrey The tickets tell you about traceability, and nut
allergies and what allergens are in the products. You can also ask
the bakers as well. The big thing for us for trading safely and legally
is about the nut allergy, so every 4ft counter has a ticket giving nut
allergy information.. We don’t do any gluten free products in the
in-store bakery but gluten free products are available in the main
product range in the food aisles.
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There will be a detailed set of requirements to make food labelling
legible, including a minimum print size on most food labels of
1.2mm.

If foods that have been frozen but are sold defrosted, this will need
to be made clear to the consumer if the safety or quality of the food
is affected.

therefore, to suggest that a food has some special characteristics
when these are shared by all similar foods, particularly when
emphasising the presence or absence of certain ingredients or
nutrients. For example, you could not label white bread as being
free from artificial colours since these are not normal ingredients of
bread. Neither could you suggest the presence of a natural
component or expected ingredient of a food, when it has been
substituted by another ingredient. This could apply to the use of
the word ‘chocolate’ to describe a chocolate flavoured product
which does not contain cocoa solids or chocolate. I will say a bit
more about this later.

We will lose a number of national provisions from the earlier rules
written in the 1970s. A few of these are quite important in relation
to baked products, as I will explain.

We have been able to read and begin to understand, the new
Regulation since it was first published November 2011, just before
it came into force from December 2011. This enabled businesses
that wanted to adopt the rules sooner rather than later to do so,
but the new rules only become mandatory in December 2014.
Even then, any food that has been placed on the market before
that date can be sold through the supply chain so that businesses
aren’t unduly disrupted. So if this is the first you have heard of the
new rules you still have, from the date of this conference, 18
months or so to act.

Responsibilities
Responsibility for the information rests with the operator under
whose name the food is marketed, or the first importer

So, the new rules makes it a bit clearer that the responsibility for
the product information rests with the operator, which is the retailer
if it’s an own label product and the manufacturer if it’s a branded
product.

Timing summary
• Published on 22 November 2011, in force from 13 December
2011
• Applies from 13 December 2014, but:
• Non-compliant food placed on the market or labelled before
this can still be sold
• Mandatory nutrition labelling does not apply until 13
December 2016
• Between 13/12/14 and 13/12/16 nutrition labelling provided
voluntarily must follow new format

Some operators who do not affect product information. Tesco, for
example, buying and selling on Heinz baked beans, aren’t held
responsible for the product information, unless they think that the
information might not comply with the food labelling regulations.
Operators themselves are responsible for any changes they make
to the product information and these changes must not mislead
the consumer, or reduce consumer safety. All operators have to
ensure compliance with the labelling requirements within their
businesses.

Now let’s look at some of these particular issues in a bit more
detail.
Legibility: baked products normally have large labels with plenty
of space within which to work with. However for some products
sold in much smaller packs legibility can be a problem when trying
to include all of the legally required information, alongside
important branding information which helps to sell the product.

For many years food law has largely been written and agreed in
Brussels rather than in the UK. Food labelling is no exception. As
an EU Regulation, the new rules will apply directly in the UK and
in all the other 27 Member States of the European Union. The full
text of the new legislation is readily available on the internet.

The new rules update controls which can be traced back to the
mid-1970s. Although numerous additional requirements have been
introduced over the intervening years, the legal framework is little
changed. Over the course of 40 years, however, the food industry
has changed a lot. Modern day consumers also demand more
information on the food products they buy. So the new law, to some
extent, is playing catch up.

Pre-packed Food: Aspects of Clarity of Mandatory Particulars
The general mandatory particulars must be printed in a way that
ensures legibility as determined by various factors including font
size, letter spacing, spacing between lines, stroke width, type
colour, typeface, width-height ratio of the letters, the surface of the
material and significant contrast between the print and the
background

The scope of the Regulation is essentially the same as the existing
rules: pre-packed foods intended for supply to the final consumer:
non-pre-packed sold, for example, from the deli counter in
supermarkets or in baker’s shops; and also foods that are sold to
caterers, so that caterers have the product information they are
required to pass on to their customers.

More detailed rules for legibility are to be established over the next
5 years.

The general mandatory particulars must be printed in characters
using a font size where the x-height is at least 1.2mm, see example
below:

Nutrition Labelling
There’s an even longer period of time for businesses to prepare
for mandatory nutrition labelling, since it won’t apply until
December 2016. Some products are currently required to supply
nutrition labelling, for example to support a nutrition claim, for
example, that the product is low in fat, or high in fibre. Nutrition
information is often volunteered.

1) Ascender line 2) Cap line 3) Mean line 4) Baseline
5) Descender line 6) x-height 7) Font size

Between December 2014 and December 2016, any nutrition
labelling that is provided must follow the new format, which is
different in a number of important respects differences from the
existing format.

Field of visual requirements have changed slightly. Currently the
best before date for a bag of bread is often found on the neck
closure with a “signpost” to it elsewhere on the bag. For some
years the words “best before” have needed to be in the same field
of vision as the name of the food and the net weight. This is
changing and the requirement for the words ‘best before’, or
occasionally, ‘use by’, will no longer be required in the same field
of vision as the name of the food and the net weight will disappear.

The Regulation has come about after literally years of discussion,
debate and negotiation in Brussels between Member States and
the wide variety of interest groups involved. Despite this, when at
the point of adoption, there are important areas which need to be
discussed further before agreement:

In particular, detailed rules are promised in relation to:
• Pictograms or symbols when used instead of words and
numbers
• Legibility
• The precision of nutrition declarations
• Giving nutrition declaration per portion or per unit

One of the most important general requirements is that information
given to consumers must not be misleading. It will not be allowable,
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Distance Selling
A great deal of food is now available for sale on the internet,
meaning that consumers are not in direct contact with the person
selling it. This is referred to as ‘distance selling’, a general term for
both mail order and internet shopping. Distance selling is now
explicitly covered within the Food Information to Consumers
Regulation, see table below. The principle is that all the mandatory
information required by law, except for the date mark, has to be
made available to the consumers before they make their

Many manufacturers and retailers also chose to give consumers
allergen information in an allergy advice box which is separate from
the ingredients list.

purchasing decisions. This can be done via the seller’s website by
giving customers access to product label images and other
information, and even by telephone help lines. Whatever means
are chosen, they must not result in any supplementary charges
being levied on the customer.
Distance Selling
• Included within the definition of ‘food information’
• Any means by which a contract is concluded between a
supplier and customer without their simultaneous physical
presence, e.g. the internet, catalogues, vending machines
• The principle is that all the relevant mandatory food
information should be available before the purchase is
concluded (except the durability date which must be
available at the moment of delivery)
• Internet links to label images, telephone help lines etc

This will list the allergens the product contains, as per the example
above. It is quite widespread within the food industry and deemed
to be helpful to consumers, who can see at a glance which
allergens the product contains. It’s not a legislative requirement at
the moment and it will not be permitted once the new rules apply
in 2014. You will be permitted to have a similar statement guiding
consumers to the ingredients list and telling them that the allergens
are mentioned in the ingredients list.

Net Quantity Declaration – Small Packs
Net quantity will be required on some small packs that are currently
exempt such as less than 50g packs of: biscuits, shortbread, cocoa
and chocolate products, chocolate confectionary, and sugar
confectionary

Product Name - Accompanying Particulars
Product names must be accompanied by particulars as to its
condition or treatment where omission could mislead.

Whilst this is not a change from the existing rules a special case is
made for the term ‘defrosted’ to be used where the finished food
was frozen and thawed before sale except where freezing is a
technologically necessary step or where defrosting does not
impact on safety or quality.

Country of origin labelling is changing as well, see below.

FIC – Origin labelling
• An indication of country of origin or place of provenance must
be given where the failure to do so might cause the
consumer to be misled as to the true origin of provenance –
no change
• ‘Country of origin’ and ‘place of provenance’ are now defined:
– Country of origin: where the goods were wholly obtained
or produced or, if produced in more than one country,
where they last went substantial change
– Place of provenance: any place that a food is indicated to
come from which is not the country of origin.

Product Name - Accompanying Particulars
Where an expected naturally occurring or added component has
been substituted, for example cheese analogue on a pizza an
indication of the partial or complete substitute must be given close
to the food’s name

The indication must use a font with an x-height of at least 75% of
that used for the name, and minimum 1.2mm

Ingredient Listing – Detailed Changes
The generic names ‘vegetable oil’ and ‘vegetable fat’ can no longer
be used. Instead: Vegetable oils (soya, palm, and sunflower’) with
optional ‘in varying proportions’) ...’ with total weight deciding the
position of oil names in list.

The general requirement is to give an indication of country of origin
i.e. France, Germany, or place of provenance, i.e. the Cotswolds,
the East Midlands - somewhere that is not a country. The above
requirements are not changes to the current requirements but we
now have definitions for country of origin and place of provenance
for the first time.

In addition ‘fully hydrogenated’, ‘partly hydrogenated’ must be
added as appropriate

Allergen Labelling
The list of allergens required to be declared remain the same:
cereals containing gluten; crustaceans; eggs; fish; peanuts;
soybean; milk; nuts (such as almonds, hazelnuts, walnuts, pecan
nuts, Brazil nuts, pistachio, cashew and macadamia (Queensland)
nuts); celery; mustard; sesame; sulphur dioxide, (a preservative
found in some dried fruits); lupin; and molluscs.

FIC – Origin Labelling: The Details
• Mandatory origin labelling, subject to the adoption of
implementing act :
– For primary ingredients in all foods for which whole
product origin is volunteered and where this origin is
different from the origin of these primary ingredients
(‘foreign primary ingredients’).

The new legal requirement is for a clear reference to the allergen
to be given in the ingredient list. That can be done in a variety of
ways, such as bold or coloured text for the allergens only in the
ingredient list. It probably will continue to be acceptable to use
terms which consumers readily understand as being linked to an
allergen. For example, people know, by and large, that butter is
produced from milk, without declaring that on the label. Below is an
example of an ingredient list containing allergens reproduced from
the ingredient list on a New Zealand product found on sale in a UK
supermarket

The new mandatory origin labelling requirement is that when you’re
volunteering information about the composition of the product, and
the origin of the primary ingredients is different from the origin of
the food itself, then this needs to be made clear to consumers.

Extension of Compulsory Origin Labelling to Foreign
Ingredients in Products of Stated Origin
The key definition is of ‘Primary Ingredient’: or Ingredient(s) which
are those that
• Representing more than 50% of a food or usually associated
with the food’s name by the consumer and
• For which in most cases a QUID percentage is required.

INGREDIENTS: Invert Sugar Syrup, Water, Sugar,
Wheat Flour, Glucose Syrup, Rice, Bran Oil, Fat
Reduced Cocoa Powder (2%), Humectant
(Glycerine), Dried Skimmed Milk, Raising Agents
(Sodium Aluminium Phosphate, Sodium
Bicarbonate), Modified Maize Starch, Milk Protein,
Dried Egg White, Gelling Agents (Sodium Alginate,
Pectin), Natural Flavouring, Firming Agent
(Calcium Chloride), Salt, Citric Acid, preservatives
(Sorbic Acid, Potassium Sorbate), Stabiliser
(Zanthan Gum), Emulsifier (Soy Lecithin), Yeast.

So you can see that the allergens are emboldened: wheat, milk,
milk again, egg and soy,

So if you have a product that represents more than 50% of a food,
is usually associated with the food’s name by the consumer, and
which in most cases will result in a QUID percentage declaration,
then origin information may be required. I know this is something
the Federation of Bakers, in particular, is keeping close watch on
in relation to bread.
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Nutrition Labelling
Compulsory for pre-packed foods with limited exemptions,
including:
– Food where the largest surface of the pack has an area
of less than 25cm2

–

Sylvia Macdonald There are huge implications there for the
baking industry, so ladies and gentleman, your questions please
for John Hammond.

Low-volume production supplied direct to the consumer
or local retailers

I mentioned earlier that Nutrition information is becoming
compulsory. Very small packs, however, where the area available
is less than 25sq cm, won’t be covered, and neither will low volume
productions, such as direct to consumers or to local retailers.

Sara Autton, Chorleywood How will labelling regarding products
that have been frozen and then defrosted for sale, affect goods
that are part-baked frozen and then baked off, for example?

John Hammond Personally, I don’t think there’s going to be much
difference in relation to bakery products. There might be a greater
onus on a business to demonstrate that the quality of the product
hasn’t been adversely affected by freezing, as opposed to baking
from scratch. But it’s not like meat or fish, or products where safety
considerations might come into play.

The format of nutritional information is changing, see below:

Sara Autton, Chorleywood So a product for sale in an in-store
bakery that is been baked-off from frozen, won’t need to be
described as, ‘previously frozen’?

John Hammond No, since it will not have been frozen in that form.
We have just had Easter and it’s not unusual for hot cross buns to
be made in advance, frozen and then brought out of the freezer as
required for defrosting and sale. Neither the quality of the hot cross
buns, nor their safety, has been reduced by freezing and defrosting
process. I think the ISBs will probably need to be careful about
exactly how they describe their products, particularly the use of
marketing terms like ‘fresh’. Other terms, such as ‘fresh from the
oven’, could perhaps be used, remembering always the overriding
requirement that the description does not mislead consumers.

Nutritional declarations at present have energy, protein,
carbohydrate, fat, with saturates, carbohydrate, with sugars,
sodium, and fibre. However the nutrients which need to be
declared are changing, as can be seen in the above slide. It will be
mandatory to put the nutritional information as per 100g or per
100mls, so that regardless of the product, consumers can compare
the nutritional. There will also be the option of declaring nutritional
information as per portion or per unit.

William McElroy, Doncaster My question relates to a) food sold
unpackaged, such is in a bakery shop or in an ISB and b) food sold
in clear (see through) packaging, which is permitted to be sold
under the existing regulations without having to be labelled. What
will the new labelling requirements be for both these cases? I’m
very concerned about the possibility of incorrect or misinterpreted
information being provided verbally by staff members, who are not
necessarily trained in this area. The product information that is
passed to the customer needs to be precise and the idea that that
it could be passed on verbally by bakery or sales staff frightens
me.

Other nutrients that can be added to the mandatory statement are
given below.

Other Nutrients
• Mono-unsaturates (g)
• Polyunsaturates (g)
• Polyols (g) (more than two hydroxyl groups)
• Starch (g)
• Fibre (g)
• Any of 13 vitamins and 14 minerals present in a ‘significant
amount’, as defined......

Would a better solution be a system whereby customers have
access to a database of product information via a touch screen
computer terminal in the shop or ISB? The customers could access
the product information they want and then either simply read it, or
if necessary, print it out, e-mail or text it to themselves.

National Measures – going ... going ...gone
When the labelling rules were first developed in the 1970s, the UK
and some other Member States were allowed to keep certain local
labelling provisions. In the UK one of the provisions is the
exemption from listing statutory nutrients that, by law, have to be
added to flour. Separately, the Government is consulting on
whether or not there is still a need for statutory nutrients to be
added to flour. If they are, they will need to be declared in some
way as a component of flour.

John Hammond The way product information is given to
customers in relation to non-pre-packed products, and we’re
talking principally about allergen information here, is for an
individual business to decide. It’s another one of these areas where
the European Commission may be coming back in the future with
more detailed guidelines, or possibly even rules. At present it is for
national governments to decide whether or not any particular
channels of communication are made mandatory. Currently
DEFRA, who are responsible for overseeing the introduction of the
Regulation into the UK, say that businesses can use whatever
channels they think is most appropriate for making the information
available to consumers, including oral communications with
serving staff, shop assistants, etc and printed information on shop
counters and within the area where the products are being sold.

Product Name and Flavour Currently if you call a product, for
example, ‘strawberry yoghurt’, it has to contain strawberries.
However if it is called ‘strawberry flavour yoghurt’, it doesn’t have
to contain any strawberries at all, just a strawberry flavour. There’s
a replacement provision which, in relation to the Food Information
to Consumers Regulation, says you shouldn’t mislead the
consumer by suggesting, in words or pictures, the presence of an
ingredient where it has been substituted. So it’s going to be quite
difficult I think, to continue to use the term ‘strawberry flavour’, or
whatever, to describe particular types of food unless the flavour
has been derived wholly or mainly from the natural product.

However the information has to be available and clearly it has to be
accurate. It’s not sufficient to say, ‘if you’re sensitive to any
particular allergies, ask the ISB staff, they’ll tell you’ and it also
wouldn’t be acceptable in those circumstances for the particular
person who was available to say, ‘I don’t know.’ The information
has to be available, up-to-date and accurate.

How Campden BRI can help
Finally, for those confused by or struggling with the new controls
Campden BRI can help with Policy reviews and rewrites
• Training: scheduled and customised
• Label reviews
• Food Law Alert
• eFLaN

One difficulty I could foresee with an information database
accessed via a computer terminal, and I had some experience of
this when I worked at the Food & Drink Federation, is how can the
retailer guarantee that the information on the database is up-todate at all times?

Just contact regulatoryadvice@campdenbri.co.uk if you’d like to
follow up any of these points
Thank you very much.
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William McElroy, Doncaster Though technically it is much easier
now to keep an information database up to date nowadays, I
understand your concerns. I used to run an 80 shop bakery
business and trying to keep information to the shops up-to-date,
whatever that information may be, was difficult. Even typed out

that in China, because of problems with refrigeration, fresh and
therefore live, is best! Even in mainstream supermarkets, a lot of
the fish, frogs, turtles, eels and things like that are sold live. I do
wonder what happens when you put your bag of live frogs onto the
conveyor belt for the poor checkout lady! Not sure where you put
the barcode or the nutritional labelling either; suggestions on a
postcard please! The other thing,
which is quite an interesting topic
of course, is that when you’re
buying your protein as a live frog,
you know what you’re getting,
no
chance
of
there’s
contamination, those are frogs
and you can see that you’re not
getting any horsemeat or
anything unexpected. It’s also
true to say that the average
Chinese person presented with a nice sliced white loaf wouldn’t
necessarily toast it, or indeed make it into sandwiches! This lady in
the picture was just sitting there with her just purchased loaf of
bread laid on a piece of paper on the concrete, munching it quite
happily. The Chinese see this as completely normal.

information sent to the shops could get lost or be misplaced and be
used out of date. However the power of modern technology and
communications, particularly the internet and e-mail, makes it
much easier for businesses to ensure that the information that is
being accessed by staff and is directly available to customers, is
accurate and up to date. I just wish it had been available when I
was running the 80 shop bakery!
John Hammond As I said, businesses have the flexibility, under
the new rules, to choose the channels that they think are most
appropriate logistically and in practice.
Will McElroy, Doncaster However, has the previous derogation in
not having to provide product information for non-pre-packed food
and for food sold in clear (see through) packaging now gone?
John Hammond In relation to allergens, yes, it’s gone.

Sylvia Macdonald Thank you very much. I’m sorry I can’t allow
any more questions because of the time. Applause

Session Chairman Sylvia Macdonald
Our next speaker is. David Powell, a renowned baker and
entrepreneur. He studied at the National Bakery School where he
left as top student. He worked at several bakeries, including the
Piero Scacco Bakery, which is well known to many of you and went
to work with Puratos Ingredients as a Technical Sales
Representative and ended up as Commercial Director. In 1991 he
founded his own business, David Powell Bakeries, which was
highly successful, and a few years ago he sold it to Rich Products,
He’s won several awards, including Baker of the Year, Speciality
Bread Baker of the Year, and the prestigious accolade of Price
Waterhouse Coopers’ Entrepreneur of the Year. In 2012 David
organised a bakery study trip to China in conjunction with Ted Rich
of Rich Products. A colleague of mine from the British Baker,
Georgi Gyton, went on the trip, and produced two reports on it
which were published in the British Baker. However let's hear first
hand from David now on 'what's lurking behind the great wall of
China'.

So why would I organise a trip to
China? In May 2012 we visited
Shanghai for some great bakery
outlets; this is Black Swan, see
picture, which we’ll hear a lot
about later. In Shanghai there’s
also a bakery show that’s larger
than the IBIA in Germany; we all
think that’s very big but if you go
to China it’s a lot bigger, although
I have to say that if you’re not
interested in moon cakes, that
does mean that you don’t need to
visit 50% of the halls. For the boys on the trip, we went from the
airport on the 330mph Maglev train, which has no motor, wheels or
moving parts and is the only one in the world!

What's Lurking Behind the Great Wall of China
by David Powell

We’re all aware that China and
the Chinese play a bigger and
ever increasing part in our lives,
whether they manufactured your
mobile phone, affected your
pension through their insatiable
commodity buying, or even
supplied the takeaway you
enjoyed at the weekend. We
know that they’re there, we know
that they’re vital to our future, but
I suspect that not many of us
have visited or know much about
them, certainly in baking terms.
What we do know though is that
they are different, and many of us
are frightened by what we
perceive as different, because we
think if it’s different we tend not to
understand it. Certainly the
Chinese are very different when
it comes to eating: This picture shows a typical Chinese dining
room.

In Beijing we saw confectionary as good as or better than anything
I’ve seen anywhere in Europe, and at prices substantially higher
than I’ve seen in Europe. The square green cake with the signets
on at the back on the right is available in three sizes: 12cm, 14cm
and 18cm, priced at 899 Yuan – 2,299 Yuan, and at today’s
exchange rate that’s £94 - £241 each. I think to put some context
on that, because people haven’t historically bought cakes, these
wonderful shops feel like a fashion boutique or shoe shop. If you’re
spending £500 or a £1,000 on a pair of shoes, a couple of hundred
pounds for a beautiful cake doesn’t seem unreasonable. In the UK
we start off on the basis that we’re used to four doughnuts for £1
and, therefore, £10 for a cake for some people seems a lot. A lot
of it is about perception and baggage.

The ingredients they use are very different as well. A restaurant I
went to had in stock the 25kilo box of monosodium glutamate and
the big box of frogs shown in the picture! It’s an interesting aside

9

We also saw bakeries and takeaways that were special enough
that they’ve spread across Asia, and Paris Baguette, which you
can see here in the centre of Beijing, is about to open in Los
Angeles and Europe. So please don’t say you haven’t been
warned that the Chinese are coming.

the equivalent to the entire population of Germany, and much
larger than the UK! Since 2004 the population has doubled and
there are now about 150 million middle-class Chinese, so it’s an
enormously expanding market but I must emphasise however that
there’s not a world class bakery or a Starbucks next to every paddy
field! There are still over a billion Chinese who have never eaten
bread or seen a latte, so the potential is enormous.

While we’re talking about silly
prices, we also saw the
£207,000 wedding cake, see
picture, which is not a gimmick
since they supply several a
month.

Perhaps slightly surprising to
some of the group was that we
also
saw
the
cleanest
production areas that I’ve ever
seen - certainly far cleaner than
America and even Europe.

Perhaps unfairly, this part of the world has a reputation for
borrowing or stealing ideas from the West. I think this very much
misses the point, because what they do is look around other parts
of the world, take the best product ideas that are on offer, then
localise and improve them. They have done all this in not much
more than half of my lifetime. As an example of this, I introduced
the Starbucks scone that’s sold in the UK into China. I went back
a few months later and was told that the scone had become their
top seller, which I thought was great. I was slightly disconcerted
however to learn that the biggest new flavour was barbeque pork,
which for the traditionalists amongst us, who put jam and clotted
cream on our scones, perhaps wouldn't be a good seller in the UK!.

How has China developed such
a fascinating bakery trade?
Baking in China, in its widest
sense, can be traced back to
3,000 BC when Mantou was
developed. From these first
stirrings,
a
range
of
predominantly rice based
products developed, mainly to
be steamed, boiled or fried.
Those of you not fascinated in history will be glad to know that we
now fast forward 4,800 years to 1980, when apart from some
luxury hotels, there was still
no real baking as we would
recognise it. But the first plant
bakers began to appear,
using
mainly
imported
ingredients and mostly run by
people moving up from Hong
Kong. It was in about 1986
when things really began to
rapidly develop with plant
bakeries, mom and pop stores, in-stores, hot bread kitchens,
coffee shops. So in 33 years they’ve gone from zero to producing
the type of world class products that I’ve shown you glimpses of
already.

Trends What are some of the trends that we saw? Well, great
theatre. In the best stores, the perception is that everything is being
made in front of the customer, with lots of glass sided production
areas. Often in place of a traditional window display, they’ll have
production in the window, and this is emphasising that everything
is supremely fresh. They are producing throughout the day, there’s
constant activity, constant preparation, constant baking, finishing,
filling of takeaway,

No presentation on China would be complete without some
mindboggling statistics. The population is just over 1.36 billion, so
that’s 1,360 million people, composed of 56 ethnic groups; there
are 4.7 million births a year, which is 1,890 per hour; there are 160
cities with a population of over 1 million, there’s 41 million in
Guangzhou, 25 million in Shanghai, and 20 million in Beijing, and
certainly when you try and get anywhere, you know they’re all in
front of you! It also has the highest number of English speaking
people in the world.

You may notice that there’s a distinct lack of ingredient bins and
mixers in some of these slides. Virtually all the production is from
chilled or frozen pucks that come in from a central production unit,
so the flour and the dust stays there, and all the mixing, dividing
and forming can then be automated. What the consumer sees is a

Traying up from bags of pre-form dough pieces.
Chinglish for Cleanliness is Godliness!

product being lovingly created by hand in front of them, and this
goes from standard rolls, pastries, right through to the wonderful
creations at Black Swan, where all the large cakes are decorated
to order from bases, and this is done in front of the customer.

I’ve plucked some figures from various sources to highlight the
unbelievable speed with which China is changing, opening up and
expanding. I mentioned 1980 when our story begins and there
were 1.78 million cars; 27 years later there were 43 million. Starting
from 1989, what they export to other countries has gone from $52
billion to $1.428 trillion in 19 years, and you can see that from the
export and import graphs.

When I was helping to build a bakery in Shanghai in 2004, many
people said that baking wasn’t worth doing there because it was a
middle-class thing and that the percentage of middle-class people
in China is tiny, perhaps only 5%. But the population of China is so
large that 5% represents a market of 70 million, which means it’s
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Finishing cakes to order from Frozen Pucks at Black Swan

in adding Black Swan to this list, so there is a higher level to which
their customers aspire. They produce exquisite chocolates,
including eight beautiful little solid chocolate swans for £28. I
bought my partner Michelle two lovely red chocolate lips and two
red chocolate hearts and she loved them. They came in a beautiful
box which still sits on her dressing table despite Michelle not
normally hoarding things!

You choose a cake, you sit and have a coffee, and watch it being
created and expertly finished in front of you. You marvel at the skill
of the pastry chefs, it’s an event. It’s being created individually for
you. It’s fresh and it’s special, and it makes you feel really good
and it costs £250! You can see on the slide on the right, the pastry
chef decorating an ordered cake from one of the frozen pucks on
the left.

Gifting and, therefore, presentation is also a very big driver in
China. Whatever you do with Chinese people, they give you
presents, you give them presents, and if in doubt, give them
another present, and what could be better than a great cake? This
is something they’ve learned from the Japanese, where often the
presentation box, can cost as much, or more, than the cake inside.

For decorated items, the Chinese motto is ‘Go Big’. You can’t have
too much decoration on a cake. They decorate with bright colours,
they add more decoration, they add some fruit, and they top off
with more decoration, a bit more fruit, and if there’s any room,

chocolate. They also tend to be much more three dimensional, in
that although the cakes have a flat top, they build them up,
particularly the type of one you can see on the right there.

Wedding cakes traditionally over there are eight tiers, because
eight is the lucky number. Again, you can see that each tier is
heavily decorated and there are masses of fresh fruit, and because
freshness is so important to them, all the best cakes have fresh
fruit, because that conveys it’s been made fresh. So even a
wedding cake will literally be decorated right up until it’s cut. They
then pack it in great boxes, so the customer walks down the street
proud of his or her purchase; they’re trying to create this feel-good
factor - I suppose the nearest thing is if you go to Bond Street, or
somewhere like that to buy something special and you want to walk
along with your Prada carrier bag, your Gucci bag, or whatever;
you may also do that for clothes. The Chinese do it for food, and
so in China to walk along the road with a Black Swan carrier bag
gives you a real status, something to really feel good about
yourself.

A lot of the gift boxes are made with the most exquisite rosewood,
beautifully inlaid with perhaps mother-of-pearl and they may have
what we would see as a Madeira cake inside as the gift. It is all
about making people feel special when they receive a present.
Mentioning the Japanese, here again is something I found very
interesting. We think of China as a very closed country and even
now it’s difficult to get Visas, but where it suits them, they’re very
happy to work with companies in other countries. Paris Baguette
is a South Korean company and there are many examples,
particularly in bakery, of Japanese and even Taiwanese companies
operating in China. In fact China and Taiwan are officially still at
war with each other. You can’t fly from Taiwan to China and vice
versa. When it suits the Chinese however, they’re happy for
Taiwanese companies to come to China to help them.

The Internet The Chinese authorities are afraid of the internet and
see it as a potential problem and danger. But bakeries have
embraced it and much promoting and ordering of cakes is now
done on the internet. In fact, there are several bakeries that only
sell on the internet. You go online, choose your cake, or whatever,

They also deliver cakes at Black Swan. Many of you deliver
celebration cakes as well but not, I am sure, in a pearlesque white
Rolls Royce! If you spend over $1,500 on a cake, which sounds a
lot but in China it isn’t, they deliver it to you in a white Rolls Royce,
so again it lets all your neighbours know that you’re rich!

Black Swan Luxury Bakery Shop in Beijing

complete the purchase details and it’s delivered when you require
it. ’21 Cake’ is the largest bakery that’s purely internet, and other
than the production site, it has no bricks and mortar at all,
everything is done on the internet.

Before I finish with Black Swan completely, it’s worth mentioning a
couple of interesting things. The stores feel much more like a high
end fashion boutique. They cost over a $1 million to fit out and the
colours they use are very non-bakery. I think most bakers tend to
avoid black because of flour dust and that sort of thing, but you
saw on the earlier picture the beautifully presented girl in her black
uniform, looking much more like a glamorous air hostess rather
than somebody in a gingham apron in a baker’s shop. It’s not a
one-off. There are more and more of these stores. There are six in
Beijing and they’re also in six other cities as well, so they are
spreading.

I also found the Holiland Group, interesting. They have hundreds
of their own very high quality bakery outlets already and saw value
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In conclusion, it was a fascinating visit for those lucky enough to go
on it. I think we all had our perceptions turned upside down and
spun around. In the Chinese cities, there are bakeries that are a
match for anything in Europe or North America. I think they
probably display their products as well or, dare I say, better than we
do. I think they offer better theatre than generally is done in Europe,
and they put much more effort in, if they’re going to have a shop or
a retail premise, they will spend enormous amounts of money on
it. It’s not just Black Swan, I mean several of the businesses we
went into would have the most wonderful giant crystal chandeliers,

the chairs in their coffee shops would be enormous red velvet
ones, so there’s a real opulence about everything they do. A lot of
their shops would not be out of place on Bond Street or Rodeo
Drive. I think the scariest fact is that all of this has been achieved
in 30 years from a dead start. Thank you very much for listening.
If you have any questions, I’ll do my best to answer them.
Sylvia Macdonald David, thank you very much for that
entertaining talk, and there’s something there certainly on high
value products, packaging and Rolls Royce delivery services that
perhaps we can all learn from. Could I have some questions for
David please?

Panel members, from left, David Powell, Gemma Pickup,
Robin Jones & David Tomlinson, with Session Chairman Keith
Houliston

David Goddard, London Absolutely fascinating David but your talk
was all about confectionary. What is the situation with bread in
China?

This session is all about questions and answers. We’ve done this
before and it can be very good. There are a wide range of people
from the industry here today, including students, welcome, and
we’d like to hear some questions from some of you. Let’s start off
with the first question.

David Powell Proportionally, there’s much more confectionary
than bread in China because, to an extent, not quite like the lady,
they’re not quite sure what to do with bread. Bread tends to be
associated with takeaway products rather than taking it home to
eat. Bread does not go with the type of things they eat for main
meals. The Chinese use chopsticks to pick up food so they are not
contaminating it. To pick up a slice of bread to eat goes against
that. The available breads are of a European style but they have
been adapted to Chinese tastes and so may have unusual
ingredients. I had a piece of toast which had cheese, egg, and
broad beans on it, It was absolutely delicious but I don’t think we
would ever think of putting broad beans on top of a piece of toast.
There is good bread available in China but confectionary is where
they’re pulling in front.

Sara Autton, Chorleywood David, I have a question about China.
Is there any concern about intolerance to gluten or anything else,
from the native population, bearing in mind that until something
like 1986 they were largely living on rice based products. Gluten,
via wheat flour and bread, has now been introduced into their diet.
Has there been any kind of nutritional backlash from this?

David Powell The quick answer is no but I will add to that. I fully
understand coeliacs, who have more than an intolerance to gluten
and are physically ill if they eat bread. I struggle sometimes with
wheat intolerances, because I think that’s probably as much in
peoples’ heads as elsewhere. In China, no-one has an allergy to
anything. When you go around supermarkets and other retailers,
they have a completely different take to us on food, and they will
eat pretty well anything. If we go into a duck restaurant in the UK
we tend to eat duck breasts and we might have a comfit leg The
Chinese will make a feature of eating the tongue, the knees, the
feet, and in most restaurants, you can either buy the top or the
bottom of a duck's bill. If they kill something to eat it, then they do
eat the whole thing! Also I think their digestion has to be pretty
strong when you see some of the things they’re eating, I think
saying, ‘oh, I feel a bit bloated, I’ve had a slice of bread today,’
really isn’t going to work in China!

Jean Grieves, Marple Excellent paper David, really interesting.
You talked a lot about the bakeries but did you have a chance to
look at any of the bakery training that is carried out?
David Powell Again what they’ll tend to do is send one person
over to the Richemont School and then he’ll go back and train half
a billion other Chinese. They have very few bakery schools; it tends
to be done much more in-house. Paris Baguette, for example, has
its own bakery school where they’re training their own staff. Since
30 years ago there was no baking industry, there isn’t a natural
pool of talented craftsmen available to train other people. There
are many pastry chefs working in bakeries coming from a catering
background rather than a traditional baking background. So the
answer is they don’t really have bakery schools in China yet,

From an evolutionary point of view, I think food intolerances are
related to the strength of your immune system. So you don’t see
them in Africa, you don’t see them in South America, because they
have a much stronger immune system than we do and so
intolerances generally aren’t found there. I think that’s also true in
China. It’s only when you get our very sanitised food that
intolerances start becoming an issue.

Sylvia Macdonald Thank you very much David, Applause.

Discussion Forum

Dinnie Jordan, Ludlow An open question relating to the
presentation on bakery labelling that we had from John. Surely the
legislation now that’s continuing to come our way in terms of the
bakeries, for example to you Robin, must be costly to business due
to constantly have to find out what’s going on, change the
packaging and keep up-to-date with it. Do you find this a business
distraction; is it very costly, what are your thoughts on this endless
legislation?

Session Chairman, Keith Houliston

We have four very knowledgeable and experienced people as our
Discussion panel. They are: David Tomlinson, who had a
distinguished career with Warburtons prior to his retirement,
working his way up to Technical Director. David has always been
involved with trade associations over his career, being a member
of the prestigious British Confectioners Association and a past
Chairman of the ABST. What I like about David is his enthusiasm,
and I believe that he will show that today in stimulating good
questions. Robin Jones is Managing Director of the Village Bakery
in Coedpoeth in North Wales. His business is evolving into quite an
empire and he now runs three bakeries, recently focussing on
gluten free products. Robin gave an excellent paper at our 2011
BSB Conference, giving us an insight into his business. It was very
informative and he amused us as well; so he’s the right man to be
up there to answer questions. Leading on from Robin is Gemma
Pickup, Confectionary Team Leader at Bettys of Harrogate and
2012 BIA Confectioner of the Year. Talking to Gemma at the dinner
last night, it was great to hear of her enthusiasm and ambitions
and she’s a name for now and for the future in the baking industry.
Finally we have David Powell, who has been introduced already
in his excellent paper on China. David has been very successful
during his career in the baking industry and he’s still helping young
people, like those here today from Leicester College, to progress
in the industry.

Robin Jones It is a distraction and part of the problem is that more
and more consumers want artisan products. They want to see
more information on what is in the products. We have to make
bigger labels and put on more information, which is costly, and I
suppose it is a distraction from what we’re all about, baking bread,
cakes and savouries. But that’s the world we live in and we just
have to get on with it.
Mike Hollings, East Midlands Gemma, one for you regarding
gluten free, Is this something that you’re looking to develop for the
Bettys' product range?
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Gemma Pickup Yes, we certainly are. We have looked into the
dietary needs of our customers and we have seen already that we
get more and more requests for gluten free afternoon teas.
Currently we have to send the waitresses to a local shop to buy
gluten free bread, to make a gluten-free afternoon tea sandwiches.
This year I’ve been on a gluten free products course at Brook
Bakery School and I went to another bakery last week to look at
their gluten free production, so yes, this year we’re looking at

It’s a question of perhaps working with the likes of M&S, and other
such retailers and developing a product for them and making that
product grow. We’ve done that very well and in the last financial
year we grew by 38%.

producing some gluten-free products. We may never be able to be
totally gluten-free, since we’d need to open a separate gluten-free
bakery to do so but we would use gluten-free ingredients in our
bakery.

Andrew Peate, Manchester My question is directed at David
Tomlinson. With the challenges that plant bread bakeries have had
with reductions in salt levels in the last few years from the original
1.8 - 2% on flour weight, and possible further reductions to come,
we see that this is affecting the texture and quality of the finished
bread. Where do you see either the Chorleywood breadmaking
process changing, or the role of the ingredients manufacturers
changing, in helping you control production and processing to
redress the processing and quality problems?

Baking is a great industry and if we can take craft and combine
that with production processes, and with products that can give the
provenance and that homemade feel to them, I think we’re going
to win. So, yes, there will always be a place for craft in this industry;
it is how you use it.

David Tomlinson I agree completely with Robin. There are some
wonderful examples of craft bakeries all around this country.
There’s Birds of Derby on your doorstep, and a number of others
that are represented here, that says there is a very solid future for
craft bakery businesses. If you want to have a career in a craft
bakery, then you can get it in the area where you’re working at the
moment. If you’re enthusiastic and have got the passion, in the
way that was displayed earlier in the presentation from M&S, I’m
sure there will be a firm future for you in the craft business if that’s
where we want to go, just as I’m sure that there will be in the plant
bakery industry.

David Tomlinson I think we probably will, by the time we reach
the standard, have had enough experience in handling lower salted
doughs than we thought possible in the first place. I think what’s
gone on at present is a very good approach to the way salt has
been reduced in bread. Building tolerance into the process is
probably the answer to production and quality problems. To use
better quality ingredients, including better quality flour, to give you
more tolerance. There are other additives you can use, and that will
always be a bit of an issue from a labelling point of view etc, but I
do think that the Federation of Bakers and the bigger suppliers of
bread, have dealt with the reduction in salt in a very sensible and
common sense way. So I guess the answer is that I don’t think we
can go a lot further on salt reduction without really seriously testing
the process. Although I do think and believe, that with better quality
ingredients and better quality processing, these additional
disciplines will help us along the way.

Keith Houliston Craft businesses that are run properly, that can
foresee future demand and are selling quality products, there’s
definitely a market for them.

Robin Jones Can I add something to that? I think the key thing
there is passion. If you’ve got passion, you can turn your hand to
anything. For example Richard from M&S was at one time in
charge of women’s bloomers and now he’s in charge of bread
bloomers! I think you’ll all agree he was so passionate about his
products, which shone through in his presentation this morning. If
you’ve got passion for something, you can do anything, and that’s
not just baking, it is anything in life.

Simon Howarth, Selby A question to Gemma. Bettys is a
renowned UK bakery, and one of the challenges we have is how
we develop and nurture talent within the bakery industry. What are
Bettys doing to develop talent within their company?

David Powell A lot of people talk about craft and craft bakeries
and there’s almost an inference that this means a small artisan
bakery behind one shop. Robin is a fine example of having a
medium sized to large bakery business that still has all the
principles of being classed as a craft bakery. Because a product is
made by hand in a small craft bakery doesn’t in itself make it good
– it has to be made correctly, with good ingredients and skill to
make it good. The thing that sells a bakery product is its quality,
and if you are making quality products, it doesn’t matter if your
business is large or small. Robin’s Village Bakery is a fine example
of this, as is the bakery business I developed. We started off very
small, making everything by hand. As we grew, we found ways of
replicating the hand-made quality using a certain amount of
machinery to improve output but always maintaining product
quality. We grew to a turnover of £10.5 million, with hundred staff
but maintaining product quality, so I believe we could still be
regarded as a craft bakery. The inference is often wrongly made
that if you are a large bakery you are somehow turning out inferior
products!

Gemma Pickup Bettys have a magnificent training system. We
work very closely with local schools, and we have an on-site
cookery school, which covers bakery as well. We bring pupils in
for a week’s course in school time. They come into the bakeries we
get them interested in baking in that way, and it starts from eight
years old. We welcome in work experience pupils from all around
the country. We also have international students come to our
bakery. So many members of staff start as work experience pupils
and Saturday shop assistants. When they leave school they come
into an apprenticeship scheme with and progress within the
company from there.

We also work closely with Thomas Danby College in Leeds. We
will visit them do a presentation for the pupils on Bettys. We talk to
the students to find out what they have done at the college and
when they are finishing their courses and we invite them to send
us their CVs. We get them to do a bit of legwork as well. We give
them our contact details but they have to approach us if they want
to take things further.

Richard talked in his presentation of the high quality bakery
products that are being supplied to M & S instore bakeries. These
are being manufactured by large bakeries that are using traditional
craft skills in large production processes. So the word ‘craft’ to me
is slightly misleading, because I’m not sure really what it means. I
think it’s better to talk about quality, and if you’re making the right
quality, there will always be a future for your products, no matter
where or how they are produced.

We teach on-the-job craft skills to new employees. No matter what
the trainees are doing, we underpin their knowledge, examples
being: Why we use butter in a particular way and a particular
temperature; How you calculate the water temperature for bread
dough.

We used to do the NVQ (National Vocational Qualification) and
we’re now on the IPQ (Improve Proficiency Qualification), and we
have two bread students that are going through this qualification at
the minute. Everything trainees put into their work and training at
Bettys will be given back in the form of a good job with good
prospects.

Charles Geary, Ratby My question is to Robin. How do you do
your training? In our company we have a very close relationship
with the Leicester College on staff training and we also do in-house
training and the trainees are trained and assessed in this way. Is
this your principle, or how do you do it?

Dean, Leicester Nowadays, you can get bakery products from
stores that are only baked off from frozen. Do you think because
of this, fresh bakeries are starting to die out?

Robin Jones In 2001 we built a training centre on site and we do
it in-house, but we use a college to come to the site to do the
training. I think it’s very important that those members of staff who
are selected to do an apprenticeship do the training course every
Thursday without fail, regardless of what’s going on in production.

Gemma Pickup Mothers’ Day alone this year we were 300% up on
last year. That shows you can still be very successful as a craft
bakery making fresh products.

Robin Jones I think craft bakeries will never die out, they’ll evolve.
The good craft bakeries have evolved and they’ll be there forever.
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David Tomlinson Can I just say Charles that we do in-house as
well.

Charles Geary The point I’m trying to make here is that colleges
over the years have diminished and the colleges that are left need
support. We’ve got wonderful students here today; they are the
future, as we well know through the ABST, etc. It’s very important
to help these students get qualifications and to get into the industry.
The industry needs them and it’s very important that the colleges
that are left are supported in whatever way possible.

It’s a huge cost to the business but it’s very important for our
customers. Some aspects of health and safety in the UK are over
the top in my opinion but we have to adhere to them. From when
I started 11 years ago, the restrictions we now face due to Health
& Safety make some aspects of production much more difficult.

Robin Jones Can I ask a question, can every student put their
hand up for me; those of you working in a bakery, could you now
put your hands down, so who works on a bakery, how many? One.

Keith Houliston I totally agree with you, Charles, and on behalf of
the British Society of Baking, that’s something that we’re looking at
presently and why we’re here today.

Robin Jones You’re our future and there’s only one of you working
in a bakery at the moment. We’ve got to address that because
that’s wrong. You cannot work in a pub at weekends. Get into a
bakery and learn so much more. That is the route I went through
and I’ve got a very successful business and I’ve got a great team
of people around me. You all need to get out there and get
experience in a bakery.

Mike Bagshaw Newbury I’ve got a question for all of you; what do
you see as the biggest challenges that the bakery industry are
facing?

David Powell One of the big challenges is getting the right quality
of people, and not just in a production sense. Certainly when I had
my business, I was very grateful to the ingredient suppliers for the
technical help that I could get from them. When you look round
today at the key people, the go-to people, for technical assistance
information, they’re getting older, and some of them have retired,
Hugh Weeks and Colin Lomax coming to mind in this respect. I’m
not quite sure whether or not the technical people we can go to in
ingredient companies are being in sufficient numbers. So I think
there’s a potential problem there, because most bakers now are
more dependent on getting technical help from their suppliers than
they’ve ever been.

Student, Leicester College I did work experience in a bakery and
found that the sandwich bread was not baked properly and had a
poor crust and texture and crumbled when it was sliced. I spoke
to the bakery manager about it but he said there was nothing
wrong with the bread. I then spoke to my team leader about it and
he said that the bakery manager had been transferred to the job
from another department and was not a trained baker. I found this
surprising since I felt they would not get the best bread quality
unless the Bakery Manager was properly trained.

I desperately wanted a permanent job in the bakery but my Team
Leader said there were no vacancies because the older members
of staff were not retiring. If this is the case how am I going to get a
job? At college we are learning new things about how to improve
the baking industry but I need a job to help do it.

The other big problem and I guess it comes back to what I was
saying about China, is that most bakeries in the UK have a
problem charging the right price for their products. Food in the UK
is still too cheap and price is far too big a factor with consumers.
There’s nothing worse when you go a dinner party and you say
you’re a baker and you get comments like, ‘oh, why is the bread
here so bad? When I’m in France on holiday....…’. The first thing
is that when you’re in mainland Europe, you’re often paying 3 - 4
times the price for bread and other bakery products than in the UK!
I think the fact that food generally is too cheap in the UK is an
ongoing problem, and it makes it very difficult for bakers to charge
the right amount for their products. The prices I was quoting in
China are probably extreme but prices in the UK can hold back
quality.

Robin Jones We all get kicked down but you need to get out there
and become that Bakery Manager and impart that knowledge to
your team. That Bakery Manager wouldn’t work for me.

David Powell If I could come in here, I think this question of
blending learning at college with practical bakery experience is
absolutely key and I know it’s something that Chris Freeman,
President of the Craft Bakers Association is very strong on. I don’t
want to be sort of, “this is how you should do it”, but I did a two
year full time course at bakery school in London. We’d finish at 4
o’clock Friday afternoon and I started a nightshift in a bakery at 6
o’clock Friday evening, finish at 1 o’clock on Saturday afternoon,
go home and start again at 11 o’clock Sunday night, work through
the night and go to college the next day. It’s not easy, and it’s
certainly not good for your social life, but the reason I was able to
achieve what I did was because I had that blend of the theoretical
knowledge they give you at college, tempered with the day-to-day
experience that you get in a bakery. I’m not saying you haven’t
tried, because a lot of businesses are fully staffed at present! To
begin with you’ve got to be prepared to go along and get work
experience… we’re not talking necessarily about paid work. You’ve
got to go along and talk to the local bakers, you’ve got to impress
them with your enthusiasm and your passion, and ‘can I come
along and sweep the floor’ or ‘clean the trays’, ‘put the rubbish out’
- do something that needs to be done at an antisocial to impress
them. You need to start somewhere and the chances are
nowadays I’m afraid that it’s probably going to be unpaid, but
because you’re there, because they see you’re enthusiastic, you’re
passionate and you’re knowledgeable, at some point they will have
a problem and they will ask you to help, and they will then see
you’ve got something to offer. You can’t guarantee it but that’s how
most people start. The day where you came out of college and
there’s a queue of people wanting to interview you just isn’t
practical.

There are of course examples of UK bakery businesses which do
charge the right prices for their products. Slattery in Manchester
are charging realistic prices for their high quality products and
everyone says what a wonderful business it is. The prices Bettys
charge for their products, compared to most other bakers in the
UK, are eye watering but everyone says Bettys is a wonderful
business. So I think somehow we’ve got to find a way of changing
the perception away from price and towards value.

David Tomlinson I agree. It should be about the pursuit of
excellence. The problem is the tough economic climate we have at
present and I think this will go on for three or four years. What will
happen is that the cream will come up to the top, and those that
operate to high standards of quality and excellence will survive. It
really will be a tough three or four years and I can’t see any way
around it. So whatever sector you’re in, whether it’s ISB, craft, or
large plant bakeries, the real issue is pursuing excellence and
quality, and I have no doubt that that needs to be backed up by
firm underpinning knowledge of the industry because, as David
said, the nucleus of technical expertise, with the real underpinning
knowledge, is deteriorating quite quickly; it’s aging. So that
companies like Warburton’s are having to build their reputation
based on a very small nucleus of highly qualified people. We need
to continue to train people within bakery schools and elsewhere
who will reach the standards that we’ve had in the past.
Gemma Pickup From my point of view, I think the biggest
challenges we face are health and safety, food safety and allergen
control. We have to avoid cross contamination between products
because of allergen concerns. We have an open bakery with a
wide range of products being made at the same time which makes
this difficult. We have to have more control of sesame seed for
example and have introduced nut control. We’re doing organics as
well, which introduces many more controls for this section on its
own.
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I was very interested that you raised this problem during your work
experience with the Bakery Manager found that he did not know
what he was doing. It struck a chord with me. I left the bakery
school and, as far as I was concerned, the baking industry had
been on hold waiting for me to sort it out! I lasted three months in
my first job, two months of which was my notice period! It was a
large biscuit factory, and I was allowed to sit in at the back of one
of the production meeting. There was a discussion on what made
the knobbles on Twiglets. The Technical Director for the whole of
Associated Biscuits, who was god, stood up and told everyone in

all the training I’ve received, going to Thomas Danby College,
doing my BTEC. Going back to what David mentioned about
working for free. We had a fantastic confectioner working with us
called Keith Hurdman, who works for Thorntons. I used to stay
after work for another five hours just learning how to make pulled
sugar into flowers and ribbons, and all sorts of weird and wonderful
things. So I put that in my portfolio as well since I just thought it
might give me that unique edge. About a month later I was told I
had made it through to the second round and I was over the moon.
I was then visited at Bettys by the two judges. They questioned me
on everything that I had put in the portfolio. This included a gluten
free cake called a Swiss chocolate torte: what makes it gluten free;
what do you use instead of flour; do you make or does somebody
else make it? At first I was really nervous but because I’m so
passionate about what I do, I was firing off answers like it was a
coffee break chat. I then gave them a tour of the bakery and I like
to think I impressed them.

the company what made the knobbles on Twiglets. So smart Alick
Powell stands up and says, ‘you don’t know what you’re talking
about, the reason they have knobbles is..…’ Unfortunately I was
right but from a career point of view it was a bad move. So I do
think you have think about things carefully before you criticise what
someone is doing on a work placement or when you have just
started working for a company

Delegate, London If the next big health scare is obesity, what can
the industry do to avoid answer being to eat less bakery goods? Is
there something you can do with sugars, something you can do
with sweeteners, fats, whatever, that will respond to the growing
call for people not to take in so much food that makes them obese?

David Tomlinson I think the first thing to sell is nutrition, that the
food we prepare in the baking industry is nutritionally sound. That
to me is the thing we don’t do very well. From plant bakers through
to artisan bakers, we don’t sell the nutritional package well enough,
and that’s something we need to be very clear about. We’re just not
getting the message of how good bread is for us across and we
need to get that sorted out. Now of course, there are other things
from an obesity point of view that we need to do, but somebody like
me would be saying, promote active life. I still run 20 miles a week,
three sessions of 20 minutes a day will cut down obesity by about
50% I would guess.

The next I heard was that I was a finalist and I was going to
London, all expenses paid. It was like the BAFTAs of the baking
industry. I was with the other Confectioner of the Year finalists, Lisa
Boyes from Cooplands, Doncaster and Greg Cadoni from
Bachmann’s Patisserie, Thames Ditton. We were standing on the
stage when Greg asked me ‘do you think you’re in with a chance?’
I was so surprised by what he said that I didn’t hear my name
being called as the winner and they had to push me on the stage!
So I won and the rest of the night was a haze.

Robin Jones I’m in the industry of creating treats and something
that people enjoy, not worrying about. The two slices of toast my
kids have for breakfast is great; when I see other kids walking to
the bus stop with a can of coke at 7:50 in the morning. That’s the
bigger problem.

Since then I have gone on to win the Leadership Award within the
company. I’ve visited other bakeries, the British Baker has done
an article on me and I’ve been in newspapers. Just getting your
name out there so people know who you are is great and then
you’re able to talk to people. It’s given me the confidence to know
that I might not be the best in the world but I’m good at what I do.
It’s also inspired me to teach others at Bettys. So look out for the
Baking Industry Awards in 2014 and choose the category you wish
to enter. Always believe in yourself, that’s the biggest thing - don’t
ever think you’re not good enough.

David Powell Just to emphasise that food in general and bakery
products on their own, don’t cause obesity; it’s the amount that
you eat that causes obesity. I think basically it comes down to
education, because it’s about people eating less. It mostly doesn’t
matter what they’re eating, whether it’s bakery products or anything
else. People nowadays tend to eat too much for the level of activity
in their lives - how many calories they burn off. So that has to be a
training thing, it has to be coming from schools and it has to be
coming from parents.

Keith Houliston A message to the students: go the extra mile and
you’ll get there.

As David said, we don’t get the message across that our products
are freshly baked, they are wholesome. A lot of school kids will
walk past the bakery, where it’s been made from wholesome
ingredients, it’s been made fresh that day, and they’ll pick up an
overly wrapped flapjack bar or something that’s got a year’s life, all
sorts of weird and wonderful ingredients in it to give it that year’s
life, they’re picking that up and walking past the bakery. That
comes down to the perception and getting the message across,
which we’re not doing. So there’s a big part to play in general
education. I think the last thing is that Robin mentioned treats, and
a lot of baking products are treats, and the whole point of treats is
that you have them now and again. If you eat too much of anything
it is going to cause a problem. So it’s not the product itself. We’re
not doing a good enough job of selling, but effectively it’s training,
it’s education, it’s the way parents will allow their kids to go out
without breakfast. They’d rather give them money, and kids are
bound to go to the shop to buy sweets rather than having
something nutritious. But I do think a lot more work needs to be
done.

Thomas Adams, Northampton. If the BSB wishes to leave a
legacy to the industry, we have in the conference audience today
the great and the good of the baking industry. Product quality and
the importance of craftsmanship have also been mentioned
several times during the presentations. Therefore would it not be
a wonderful thing if we established a Richemont School in Great
Britain to be funded by a small levy on a yeast?
Robin Jones Yes, it’s a great idea. Whether the levy should go on
yeast or flour is open to debate. Realistically though, whether or not
a Richemont type school is what we need at present would need
a lot of discussion and consideration before it could go ahead.

In the short term, I think what’s more attainable goes back to the
question of setting up some sort of internship scheme, where
bakery owner would allow students to spend time working in their
bakeries to gain experience. The key to this is that, however good
you are at college and however high you qualify, until you’ve got
that industrial experience, you’re not going to get very far. It’s the
classic dilemma. We won’t employ you until you’ve got experience
and you can’t get experience unless you’ve been employed.

Professor J. Henry at Oxford Brookes has done a lot of work on
nutrition. He has discovered that if you give children a proper
breakfast, their exam results will be substantially higher than ones
that don’t have a proper breakfast. He’s coming from a low GI point
of view, but basically if you have consistent energy throughout the
morning, you will learn more. So there’s a whole pile of educational
stuff that needs to be got across but I don’t know how we do it.

I’m not saying we shouldn’t have a Richemont School in the UK but
meanwhile the BSB could possibly lead the field in launching some
sort of internship scheme where they’re encouraging their Bakery
members to register and agree to take students for a period of time
to allow them to gain industrial experience. The students who are
here today will learn a lot and will go away all fired up and
passionate. However unless they get that opportunity of some
industrial experience over the next couple of months, that passion
will start diminishing.

Jean Grieves, Marples We’ve have these wonderful students with
us today, who I am sure are learning so much that is going to help
them for the future. We also have on the panel the BIA
Confectioner Award winner Gemma Pickup. Gemma, can you just
tell the audience, and particularly the students, why you entered for
the Award and what benefits it brought you?
Gemma Pickup It was my direct manager who encouraged me to
enter. I put together my portfolio of every product that I’ve made,

Keith Houliston You’ve definitely given us food for thought there.
I’d like to thank David Powell, Gemma Pickup, Robin Jones and
David Tomlinson. Applause.
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Keith Houliston, Session Chairman

from wheat flour. The bread has a decided flavour and aroma due
to the development of lactic and acetic acids in addition to the
normal fermentation flavour of white bread”.

I am delighted to introduce our next speaker Nathan Giles, who is
making his presentation as part of his Master Degree Food
Science course at London South Bank University. Nathan works in
NPD for Mr Bagel Ltd and has a BSc with 1st Class Honours in
Baking Technology and Management which he gained after 3
years study at the National Bakery School.

2.0 Types of Yeast Currently Available
There are various forms of yeast available on the market for bakers
to use to produce fermented products. These include: compressed
yeast, cream yeast, dried yeast, osmotolerant yeast and frozen
yeast. Deactivated yeast is also used for a specific functional
purpose.

Exploration into Fermentation by Yeast and
Sourdough Cultures in Breadmaking

Compressed Yeast: This type of yeast is mostly used in industrial
countries in small independent bakeries and medium sized
commercial bakeries; this is due to practical and economic
reasons. The yeast is solid in blocks of various sizes but the most
common is 1kg. The packaging reduces gas transfer and controls
moisture migration which helps to increase the shelf life.
Compressed yeast is added to the dough mixture at a rate of
between 1.5 to 2% of the flour weight. In the United Kingdom the
shelf life of this type of yeast is around 2-3 weeks, provided it is
stored between 2°C to 10°C. In other countries the shelf life is
around 3-4 weeks. The reason for U.K yeast having a shorter shelf
life is due to the yeast having a higher gassing rate. Even though
it is stored at low temperatures the yeast is still respiring. This in
turn means that the viability is less than other countries where the
yeast gassing rate is slower.

by Nathan Giles, Mr Bagel Ltd & London South Bank University
1.0 Introduction:
Yeast or sourdough, is the primary source of
fermentation within a fermented product. A
product made without the use of yeast would
be unleavened. Marchant et al (2010) writes
that “Bread continued to be the major part of
any meal, accompanied by a little meat and
some vegetables. Anglo-Saxon bread was
normally unleavened or flat bread when
made with barley or rye; this could be baked
in front of the fire or under a pot, which would
draw up the dough so that it would rise slightly.”

This is the description of a product, such as bread, made without
the use of yeast or sourdough cultures. Unleavened dough
produces a loaf with a very hard and dense texture. The use of a
leavening agent produces a dough which is softer and lighter, due
to the fermentation by the yeast which takes place.

The Medieval baker would use beer barm as a leaven to add
flavour and improve the texture of the bread being produced. Writz
(2003) states that “In Europe the use of beer yeast for bread dough
fermentation was practised as long ago as the first Century AD.
But during the Dark Ages the practice seems to have been
forgotten until the establishment of beer breweries in the Northern
part of France in the 15th Century.” The nobleman’s bread was
always made using the barm method as it produced a loaf that was
lighter and sweeter tasting than the commoners’ bread made using
a sour culture to produce a sourdough.

Cream Yeast: Cream yeast is used mainly in fully automated
plants. The reason for this is that the plants are large enough to
benefit from the economies of scale required for the investment in
the specialised equipment needed for use. Cream yeast needs to
be stored at 4°C-6°C and has a shelf life of 2-3 weeks once it has
been obtained from the yeast production line. Once it reaches the
bread plant where it is automatically dosed, it needs to be stored
at 2°C-4°C and has a shelf life of 10-14 days. The yeast is stored
in specially designed tanks which keep it agitated. From the tank
the yeast is added on demand to the mixer through a meter. Strict
hygiene standards are needed to prevent contamination, with the
entire equipment installation being sterilized regularly to stop the
growth of bacteria and wild yeast.

Modern day yeast fermentation is achieved by baker’s yeast
otherwise known as Saccharomyces cerevisiae. Yeast is a single
celled organism with a semi-permeable membrane which allows
nutrients into the cell to be turned into carbon dioxide and alcohol.
The commercial development of Saccharomyces cerevisiae was
due to distilling companies, who were looking for a way to produce
beer which was consistent in both colour and flavour every time it
was brewed. By 1780 in Schiedam, Holland distilleries were
making yeast specifically for the purpose of making bread. In
Germany in 1800 they had developed the production of yeast in the
form of cream, and by 1825 a method had been created to remove
the liquid so that yeast could be compressed into solid blocks.

Dried Yeasts

The use of yeast in the production of fermented products allows the
dough to reach the optimum condition for baking. Fermentation
occurs when yeast converts sugars into carbon dioxide gas (CO₂)
and ethanol through the process of anaerobic conversion. Wieser
(2003) states that the “regular bread doughs contain 1.5-2.0% of
compressed yeast on the flour basis. Too little yeast results in slow
fermentation, sticky dough and poor crumb grain and texture; too
much yeast results in an overly porous dough and bread that stales
rapidly.”

Whilst the use of beer yeast has been around since the first
Century AD in Europe, the Ancient Egyptians used sourdoughs to
give the bread flavour and also to add volume to the loaf. A
sourdough uses bacterial fermentation rather than yeast
fermentation. The dominant strains of bacteria found in sourdoughs
are Lactobacilli. The use of sourdough fermentation in modern
baking is primarily to improve the flavour, texture and volume of
the product, whilst also enhancing the keeping quality of the
product into which it has been added. Sourdough fermentation
produces a greater amount of lactic acid (between 4 and 10g/kg)
and acetic acid (between 0.5 and 2g/kg) than that of a yeast
fermentation (0.1g/kg both lactic and acetic acid). Reed and
Nagodawithana (1991) explain “The San Francisco French
sourdough process produces a white hearth bread made entirely

Active Dry Yeast (ADY): This is the traditional form of dried yeast.
It needs to be rehydrated before it can be used and has around
75-80% of the gassing capacity of compressed yeast. A layer of
dead cells around each granule protects the living cells inside
against humidity and oxygen. If the yeast is stored in its original
packaging it has a shelf life of around 2 years.

16

Instant Active Dried Yeast (IADY): This type of dried yeast is
vacuum packed or has an inert gas inserted into the headspace of
the packaging. This is because the activity of the dried yeast is
reduced when it is exposed to oxygen. Instant Active Dried Yeast
does not need to be rehydrated in water before it can be used; it
can be added directly to the dough mixture at around 40% of
compressed yeast weight. The reduced level is due to the drying
process of the yeast. The drying process removes the moisture
from the yeast cells, which means that it contains a larger number
of active cells, gram for gram, than that of compressed yeast.

2.1 Sourdough Cultures:
“Sourdough is reported to be a dough whose typical characteristics
are mainly due to its microflora, basically represented by lactic acid
bacteria and yeast,” (Corsetti and Settanni, 2007) and is used in
the manufacture of various bakery products such as breads, cakes
and crackers. The sourdough can be made with different types of
flour including wheat flour and rye flour.

The traditional method for creating a sourdough starter is done by
mixing together equal quantities of flour and water and then leaving
the mixture open to the bakery environment in order for the mixture
to ferment. The bacteria which produce the sour culture are found
in the flour, the water and the air. The lactic acid bacteria grow
faster than the yeast and this is what helps to give the sourdough
the acidic smell, (Gelinas, 2006). To be able to achieve a balanced
and stable sourdough it must be refreshed with equal parts of flour
and water. This replaces the nutrients that the bacteria have used
in the process of establishing a colony. The stabilisation of a
balanced sourdough culture can be achieved in around 3-4 days.
The culture is then used in place of commercial yeast for the
fermentation process in the product being made. This method of
producing a sourdough culture was one that I used to create a
starter at home two years ago. In my final undergraduate year at
The National Bakery School at London South Bank University we
used my culture in the practical class for bread production, which
is still being used today. I have also produced a second culture
using the barm/sediment from the homebrew which I produce. This
culture is now 6 months old and both cultures are regularly fed with
water and flour to keep them going.

Protected Active Dried Yeast (PADY): This dried yeast is
encapsulated in fat and relies on an anti-oxidant for stability. It is
added directly to the mixer and is mainly used for home baking
machines.

Osmotolerant Yeast: This is used for enriched doughs that
contain sugar levels greater than 10% based on the weight of flour.
Reed and Nagodawithana (1991) state that “most traditional
baking strains of yeast show a decline in leavening activity when
the sugar concentration in a dough system exceeds a certain
critical concentration as in the case of sweet dough formulation.
Similarly salt concentrations in the 2-2.5% range can cause
considerable inhibition in yeast activity”. Examples of products
which have high osmotic pressure are Danish pastries and
Brioche. Osmotolerant Yeast can be found in Instant Active Dried
Yeast Form.

Frozen Yeast: This yeast is used in the production of frozen
dough. It is more stable than standard dry yeast as it has better
resistance to the thermal shock effect. The resistance to thermal
shock also means that raw, unproved, frozen dough can be stored
for longer periods than usual without the yeast losing its ultimate
gassing performance – provided, of course, that the products have
been stored with the usual precautions (protected from freezer
burn, constant freezer temperature, etc). This is why this yeast is
so successful in frozen Danish pastry and croissant production. It
should be stored at -18°C and has a shelf life of 18 months. It can
be added directly to the dough mixture. Frozen yeast is used in
applications where compressed yeast is not available and/or where
dried yeast is not convenient.

Diowksz and Ambroziak (2006) write that “modern starter cultures
consist of carefully selected strains with well defined metabolic
characteristics which allow the design of mature sourdough and
consequently, the development of sourdough bread of desired
quality.” The strain required for the starter culture can be isolated
from fermented products, or they can be constructed via genetic
modification. However the use of genetic modification to produce
strains of Lactobacilli is not generally accepted by consumers.

“Sourdoughs can be freshly produced in bakeries or can be
obtained from commercial suppliers (living, liquid sourdough or
dried, non-fermenting sourdough),” (De Vuyst and Neysens, 2005).
These sourdoughs have been grouped into three types:

Inactive Dry Yeast or Deactivated Yeast: This yeast is a source
of vitamin B complex as well as proteins, and it also contains
higher levels of glutathione than standard yeast. Glutathione is a
tripeptide made of glutamine, glycene and cysteine. The
deactivated yeast is manufactured to produce an ingredient that is
rich in glutathione, and it is used for its properties of weakening
the gluten structure which makes the dough more extensible, and
therefore easier to mould. It can replace Sodium Metabisulphate
E223 and L-Cysteine E920 as a dough conditioner in certain
applications such as baguette and pizza doughs. It also provides
a protein barrier on the outside of the product to stop it from
becoming soggy, as well as preventing the product from shrinking
back or distorting during proving and baking. I have used inactive
dry yeast in the process of developing canapé bagels so as to
reduce the shrinkage of the dough and to help give a more uniform
shape to the bagels. The Inactive Dried Yeast does not require an
‘E’ number code when listed on the ingredients label as it is classed
as a natural product. The inactive Dried Yeast is added to the
dough at a ratio of 0.1% to 2% of the flour weight, depending on the
strength of the flour. The customer is also made aware that this
product does not have any fermentation capability and should be
used in conjunction with another yeast product.

Type I: These sourdoughs are produced using traditional
techniques and are characterised by continuous, daily refreshment
to keep the micro-organisms in an active state.

Type II: These are sourdoughs which are often used as doughsouring supplements during bread preparation. They are semi-fluid
and the silo preparation is characterised by long fermentation
period (2-5 days) with a temperature sometimes greater than 30°C
to speed up the process.

Type III: These sourdoughs are dried preparations containing lactic
acid bacteria which are resistant to the drying process (Corsetti
and Settanni, 2005).

Types II and III require the addition of baker’s yeast (S. cerevisiae)
as a leavening agent as these are usually added to the dough to
increase shelf life of the product and to add a depth of flavour. The
lactic acid bacteria in sourdough have anti-fungal properties. The
acids produced by the bacteria have an inhibitory effect against
bread spoilage moulds such as Penicillium and Aspergillus. “Even
when sourdough breads are produced in association with S.
cerevisiae, fungal contamination was delayed until 7 days of
storage at room temperature” (Gobetti et al, 2005). The inhibitory
effect comes from a decrease in pH engendered by the presence
of lactic and acetic acids. These two acids are able to act
synergistically to prevent the growth of spoilage microflora.
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A study by Magan et al (2012) has shown that the “incorporation of
lactic acid bacteria as a starter culture allowed a reduction in the
concentration of calcium propionate by 50% while still maintaining
a shelf life similar to that of traditional bread containing 0.4% of
calcium propionate.” There has been a range of lactic acid bacteria
screened that has been found to “produce anti-fungal compounds
acetic and phenyllactic acids,” (Magan, et al, 2012). In time it could
be possible for lactic acid bacteria, which produce antifungal
compounds, to replace existing fungistats with similar levels of
efficiency.

3.0 The Process of Respiration and Fermentation
When a product is being fermented, the yeast or the sourdough,
are the biological leavening agents. When yeast ferments it
produces carbon dioxide which enters the pre-existing bubbles
created during the mixing process in the dough. Wieser (2003)
details the fact that “yeast does not create new bubbles in a dough
system; therefore air must be incorporated during the mixing to
provide pre-existing bubbles. The gas cells in the dough become
larger as more gas is produced and growth of gas cells changes
from slow to rapid after around 25 minutes of fermentation.”

balance. If the osmotic pressure changes then the yeast cell can
either lose water or absorb water causing the fermentation rate to
be effected and in extreme conditions may also result in the death
of the cell.

3.1 Sourdough Fermentation
During the manufacture of fermented products a sourdough
fermentation can be used to increase the shelf life and also to
improve the texture and quality of the product. The sourdough
process relies on bacterial fermentation by Lactobacilli. Reed and
Nagodawithana (1991) explain that “among the Lactobacilli, the
following species have been encountered: L.plantarum, L.casei,
L.farciminis, L.acidophilus (all homofermentative) and L.brevis,
L.brevis var lindneri, L.fermentum, L.buchneri and L.fructivorans
(all heterofermentative).” However, new strains are being
discovered all the time.

Yeast is a single cell organism which has the ability to produce
carbon dioxide by fermenting in aerobic (when oxygen is present
for use by the leavening agent) or anaerobic (when little or no
oxygen is available to the leavening agent) conditions. The Royal
Society of Chemistry (2007) explains:
When yeast is working anaerobically it produces alcohol and
carbon dioxide as below:
C6H12O6

Through the sourdough process the homofermentative (homo- all
the same) lactic acid bacteria produce predominantly lactic acid
by fermenting carbohydrates; whereas the hetero- fermentative
(hetero- different) bacteria (through the process of fermenting
carbohydrates) can produce both lactic acid and acetic acid along
with CO₂ and some ethanol (alcohol). The production of both lactic
and acetic acid is important for the development of flavour within
the sourdough. Katina (2003) explains the “lactic acid bacteria
cause acidification of the dough, proteolysis of gluten aid moderate
hydrolysis of starch.” The proteolysis of the gluten by the lactic acid
bacteria into simpler compounds through the action of enzymes
causes a weakening in the dough structure. When this weaker
structure is inflated by the CO₂ produced by the wild yeast, it
causes the final bread texture to be uneven and open; and the
crust to be characteristically thick and crunchy.

2C2H5OH + 2CO2

Sugar

Alcohol + Carbon dioxide gas

C6H12O6 + 6O2

6H2O + 6CO2

When it is working aerobically the reaction is as below:
Sugar + Oxygen

Water + Carbon Dioxide Gas

Yeast is able to absorb nutrients from the dough and this enables
the yeast cell to perform either respiration or fermentation. During
respiration the yeast uses oxygen (so long as it is available) to
break down the sugar into carbon dioxide and water. During this
process energy is released and this reaction occurs when the
temperature is not above 26°C. This is also the temperature at
which the yeast cells have optimum multiplication capability and
are able to reproduce. Gélinas (2006) details that the “yeast are
single cell fungi that generally reproduce through a mechanism
called vegetative or asexual process in which individual buds
detach from the mother cell.” The yeast is active with the dough
between 0°C and 55°C. However once the temperature is below
20°C or above 40°C is the rate of growth of the yeast cells is
significantly reduced. The yeast cells die when the dough
temperature reaches above 55°C.

Schiinemann and Trev (1988) explain that “yeast uses the
fermentation enzyme, zymase to separate dextrose into carbon
dioxide gas and alcohol.” As this is an anaerobic reaction the yeast
is able to ferment the sugars within the dough, provided that the
temperature is between 27°C and 38°C and there is little or no
oxygen available to the yeast cells. The optimum fermentation
temperature of yeast is 35°C. The CO₂ which is produced by the
yeast cell during fermentation is dissolved from the yeast cell into
the pre-existing bubbles in the dough structure. The more CO₂ that
is produced, the bigger the bubble will expand. During the first few
minutes of baking there is a rapid increase in the fermentation by
the yeast, along with the thermal expansion of the CO₂ already in
the bubble structure, causing oven spring.

The fermentation of a sourdough is optimised at around 32°C with
the dough being slightly softer than normal. The wild yeast spores
which are present in the sourdough also produce CO₂ which help
to increase the volume of the loaf. These spores also produce
organic compounds which enhance the flavour of the bread. Prost
et al, (2012) explains “whilst Saccharomyces cerevisiae is the most
common yeast isolated from sourdough, other subspecies of
Saccharoymces, Candida, Pichia and Hansenula can also be
found.”

The fermentation of the yeast can be affected by both sugar and
salt concentrations within the dough. Both the sugar and salt can
increase the osmotic pressure. This is where the water will move
from a low concentration to a high concentration to re-establish
equilibrium within the dough, the movement of water occurs
through a process called osmosis. The water in the cell is important
as it helps to support yeast activity by dissolving the fermenting
agents and also helps to improve the yeast mobility. The use of
high levels of salt (between 2-2.5% based on the flour weight) and
sugar (10% based on the flour weight) means that the yeast will
lose water from the cell to rebalance the equilibrium. The yeast
cells will become dehydrated due to the loss of water and therefore
fermentation is affected.

The yeast cell wall is semi-permeable which allows the flow of
nutrients into the cell, from the surrounding environment. The yeast
cell is able to utilize the sugar containing nutrients from its habitat.
During fermentation these nutrients are turned into alcohol and
CO₂. The yeast is able to expel the alcohol and CO₂ into the dough
structure where the CO₂ enters the existing bubbles causing the
dough to rise. It is also this semi-permeable membrane which
allows the water to flow in and out of the cell ensuring osmotic

San Francisco Sourdough has a different fermentation to that of a
regular sourdough. Due to the prevailing environment in San
Francisco, Lactobacillus sanfranciscensis can be found along with
the wild yeast Saccharomyces exiguus within the sourdough
culture. During the fermentation stage of the San Francisco
Sourdough the wild yeast strain (S. exiguus) is able to ferment the
fructose and the glucose which are available in the flour. This
means that the maltose in the flour is left for the L. sanfranciscensis
to ferment. This unique feature eliminates the competition between
yeast and lactic acid bacteria for the same carbon source. This
symbiosis of nutrients and fermentation are unique to the San
Francisco sourdough system, and also contribute to the texture
and flavours of the bread.
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Diowksz and Ambroziak (2006) state that a “Sourdough is a
complex system and depends on many factors. Apart from the
quality and quantity of microflora, the process is influenced by
temperature, stirring and the length of fermentation. In addition,
the recipe, type of flour, additives used, and dough yield are also
very important. Some of these factors influence through
modification of the activity and metabolites of the microorganisms.”
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4.0 Conclusion
The commercial development of S. cerevisiae has had a great
impact on the production of bread. A shorter fermentation time has
meant that large manufacturing companies and smaller
independent bakeries have the ability to produce greater quantities
of bread in a shorter space of time. This has also resulted in a
reduction in the use of traditional bread making methods through
the use of sourdough cultures. However an increase in the number
of consumers wanting bread with more flavour has seen a
resurgence in the use of traditional techniques. The use of
commercially produced sourdough cultures with the addition of
baker’s yeast has allowed the baker to produce bread full of flavour
but in the same amount of time of a loaf which only uses yeast.
Also the use of sourdough cultures and the lactic acid bacteria
which is produced can be used to reduce or replace the amount of
chemical preservatives in bread. Further studies could be carried
out to see if bread can be produced cheaply and efficiently by large
manufacturing firms using sourdough cultures to improve flavour
and reduce or omit the use of chemical preservatives.
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Sylvia Macdonald, Session Chairman

We’ve heard from one Betty's Bakery person, Gemma Pickup in
the Discussion Forum, and now we’re going to hear from another,
Justin Clapham, who is also a Baking Industry Award winner, the
Rising Star Award winner for 2012. Justin is going to tell us about
maintaining standards of quality and excellence at Bettys.

Maintaining High Standards at Bettys
by Justin Clapham

Keith Houliston Do we have any questions.

Sylvia Macdonald Many thanks for an excellent presentation on
such a complex subject Nathan. With regard to bread flavour, do
you still eat standard bread or do you only ear bread made with
sourdough?

Nathan Giles Since working on the sourdough project and making
my own bread with sourdough, I do not eat plant produced bread
because the flavour is inferior and most plant breads contain a
preservative. As mentioned in my presentation, I believe it would
be useful for plant bakeries to investigate the inclusion of
sourdough in their recipes to improve flavour and to reduce the
level of preservative they add to bread.
Keith Houliston Since we have no more questions please thank
Nathan for an excellent presentation. Applause
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Good afternoon everyone. I’d just like to
start with a big thank you for the
invitation to speak at your conference.
Events like this, and the Baking Industry
Awards, show that this is a great
industry to be in. Today I’m going to
delve into the history of Bettys and my
own career. Also a bit about a typical
day in production. I will talk about the
BIA and applying for the Rising Star
Award, which is the first hurdle to
overcome if you want to go further in this
business. You have to bite the bullet and
apply yourself to do it. This is out of my

of 25 at the bakery and we each will have individual jobs, and that
could be making puff pastry for the day, or making scones, and
then moving on to our famousFat Rascals. I’ve checked the job
sheet and I’m now on scones for a typical day. The scone table is
a marble slab and I’ll have one person mixing and four people on
the table, two people hand cutting out the scones and the other
two egg washing, If its date and apricot they’ll be egg washing and
sprinkling Demerara sugar over them. We may have about 200 of
them on and we’ll have also have around 200 cheese scones, and
once we’ve finished the cheese scones, we’ll be looking at about
1,500 sultana, which is one of our best sellers. We need to get
them finished and into our ovens by 6.30am. By 7:30am, at the
latest, they need to be on the vans going out to our shops, which
is what we aim for each day. If we can hit an earlier time, it’s a
Brucie bonus, but our target is to get the scones out by 7:30am on
the vans. When I finish on scones at 6:30am I check the job sheet
and I may now be on mixing fruit cakes for the rest of my shift.

comfort zone, speaking to you today, but if I hadn't bit the bullet, I
wouldn’t be where I am today. Two years ago I wouldn’t have
thought I’d be speaking at a BSB conference, so it’s been a great
experience for me.

The Bettys story starts with our founder Frederick Belmont, a
young Swiss orphan who came over to London to make his name.
However he lost the address to where he was travelling but
remembered the place sounded like Bratwurst, from which he
found himself on a train to Bradford! Building on his previous
experience and styling himself as ‘Frederick Belmont, Chocolate
Specialist’, his reputation spread and in 1912 he was invited to
Harrogate by Farrah’s to show them how to make continental
chocolates. He loved the town so much that in 1919 he opened his
first Bettys tearooms. In the 1920s Frederick opened a Craft
Bakery in Harrogate, complete with its own orchard. Thanks to the
new Bakery, Frederick was able to open Bettys branches in other
Yorkshire towns, including a flagship café in York. The years have
passed, and the business has been handed down through the
family, who still run Bettys today. The business has certainly grown
over the years but we remain true to Frederick’s founding
principles.

To learn fruit cake production, just to explain our training plan, I
had to be on it for a year for me to get signed off for fruit cakes. So
that’s mixing, learning raw materials, learning about butter, the
sugar, the protein in the flour. I had to learn this before I can get
signed off fruit cakes, as well as the quality of the fruit that we buy
and why we put so much fruit into our fruit cake. Each employee
has his or her training book and this has to be to be signed off by
a Trainer when an employee can produce particular products. I’m
a Trainer now and I’ve just trained someone over Easter on fruit
cakes. It nearly broke him because we did 10,000 fruit cakes for
Easter over an eight week period but that’s a stage that we have
to learn. Our target was to finish 10,000 Easter fruit cakes, a
mixture of sizes and we did it. We needed to finish them in that
time limit to get them out to the shops but also to allow the mature
flavour in the cakes to develop as well. We don’t want to be making
them just a week before Easter because the flavour and quality is
not as good.

We have six branches across Yorkshire, two in Harrogate, two in
York, one in Ikley and one in Northallerton. We also have our very
own cookery school at the bakery, which is on the outskirts of
Harrogate. The cookery school is continually growing in business,
offering baking and cooking courses to members of the public. We
are always developing new ideas but the cookery school was a big
step. Just to show what we do at the Cookery School, I will go over
and do Christmas parties there. We get customers in and they
watch me make fruit cakes, Christmas puddings. It’s such a great
experience to have, which I’ve really enjoyed, and it really has
developed me along the way.

Later on in the year, towards
Christmas, my trainee will be
running Christmas cake production
by himself, so if Easter didn’t break
him, this might! At the end of it I will
assess my trainee and may say,
"you’ve done really well, you’ve
planned your fruit cakes in well",
because we get to plan our own
fruit cake production. You’re doing
something wrong if you can only
do one mix a day. We are aiming
for about five mixes of different
sizes per day.

My career to date! I started off at catering college as a chef. I did
three years training, covering baking units as well. I really enjoyed
catering college and went on to be a chef for a year. However I
started to have a passion for working with breads, and desserts.
Bettys had an open day and I went to it thinking that I was going
to get a job as a baker and develop myself in baking. But it turned
out they thought I was applying to be a chef and was offered the
job! I said that I would like to be a baker instead, so they sent me
to the bakery and I’ve been there eight years now.

Going back to a typical production situation, I am now mixing the
fruit cakes and I’ve got my trainee scaling off, He is learning how
to scale off and level off his fruit cakes, because we obviously want
them nice and level after baking for coating and decorating. While
we are doing this, in other areas of the room we’ve got sponge
cake production, Swiss tortes, ginger loaves, Yorkshire tea loaves,
Swiss chocolate cake. We will also have our daily production
products - various tarts, cranberry frangipane, etc. Any spare time
we have is for hand moulding Fat Rascals and we have one
unlucky soul who has to decorate 5,000 Fat Rascals a day, putting
on the two cherries and the three nuts.

What we do like to do, to link back to Frederick’s promise, is to
keep the standards high and keep the craft precision. I’ve made
similar mistakes to Frederick, like applying to be a chef again and
this is how I link to Frederick. Everyone makes mistakes and this
is what I say to students, "you’re going to make mistakes along the
way. I’ve made plenty, but I’ve learnt from them as well, and I’m
bound to make many more".

There are various departments at the bakery:
pastry, bread, chocolate, confectionary where
Gemma works, cake decoration, packing,
quality control, R&D, dispatch. Now like any
good recipe, if we’re missing one of these
ingredients, we’re not going to have a good
product at the end of it, so we’re looking for
consistency across all departments. A usual
start for me is 5:00am, although I do get the
unlucky shift sometimes of starting at 12 Fat Rascals with
o’clock at night and then I’d work through the Gift Box
night but I only do that occasionally. Typically
I get up at 4:20am, drive to work, have a quick cup of tea, go into
the pastry department and check the job sheet. We have a team

Bettys Yorkshire Fruit
Cake

We use pasteurised egg in the bakery but we also use fresh eggs
for yolks and egg white. We have a team that just crack eggs for
us, separating them into whites and yolks. We may need 30 kilo of
egg white and 30 kilo of egg yolk for our production requirements.
It’s the quality of fresh eggs that we look for at the bakery.
Alongside this we’ve got the Rascal production running and the
fresh puff pastry that’s being made in the cool room. We clean as
we go during production, but we do have a full clean down at the
end of the day for an hour.
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We may have a quality meeting on any particular day, so at 12:00
I may go to the quality meeting. With the Quality Control staff we’ll
assess if there’s an issue with any product, or with any of our raw
materials and discuss how to resolve it. Someone from QC may
also buy some products from one of the shops for us to examine
and taste to see if they’re up to scratch. We’ll mark them out of 5,

nervous and there were Jean Grieves, Sylvia Macdonald and
David Powell waiting to interview me and they were brilliant, really
constructive feedback and they listened to what I had to say. I
showed them the products I make and how I make them, So again
for the students and trainees, it's getting over the first hurdle

and if we’re not happy with them, we’ll then discuss what we can
change to improve the product. For the rest of the day I could be
taking my fruit cakes from the oven and decorating Fat Rascals.
We’re really trying to keep the
quality consistent and push
forward. We’ve got typed
specifications
for
each
product that we make to
ensure we’re all working to the
same high standards, which is
really important to us

Moving on to the Awards night, here’s a picture of me and Jason
Donovan. I was a bit nervous and he put his arms around me and
then I suddenly thought “that arm has been around Kylie Minogue"!
It gave me a shock at the time, it suddenly hit me, and I didn’t know
what to do other than give him a thumbs up, My sponsors,
Whitworth Brothers paid for everything, and it was lovely, they
made it a really nice night. They also paid for my partner to come
down as well. Now she didn’t want to come as she was over eight
months pregnant, and I remember my sponsors being like, ‘you’ve
got your phone ready because she’s going to give birth right here.’
They immediately lost interest with me and my partner got all the
attention. The people I was supposed to be networking with, which
I’m saying it’s such a great night to be around because of the
networking, my Mrs did most of the networking by the end of it.
This again just shows that this is the best industry to be in, this
night. I didn’t expect a night like that, and like Gemma rightly said,
it’s a bakery version of the BAFTAs, it really is. We did a rehearsal
of what was going to happen on the night. We’d walk up, we’d all
receive a certificate, and the final three for the Rising Star would
walk to one side and then the winner would be announced, so that
was lovely and Jason Donovan was there, he sang ‘Too Many
Broken Tarts in the World’, which was interesting.

We need to reduce our waste
as well, to make sure there
are no mistakes being made
and that we can hit the quality,
so that’s why we need the
specs and we work to them
every day. It is part of your
training as well that you use
the spec. If I’ve seen my
trainee not using a spec and it turns out he’ missed part of his egg
out and they’ve all been rejected, I’ll say, ‘you need another year
on this before you’re signed off again’, because we need to get
these right at the end of it. These are the high standards that we
look for at the bakery.

Rising Star Award It started by the Bakery Industry Awards people
sending an application form to my Managing Director and the
company shortlisted a few people who would be interested, like
Gemma and me. I didn’t want to apply because it was going into
the unknown for me but you have to bite the bullet. If you’ve got
passion for baking to start with that's a great advantage, because
you’re selling yourself. Any student here today should get a leaflet
and apply for one of the Awards, because it’s such a great
experience and I don’t regret doing it at all.

We were all sat down for our meal and there’s a cracker in front of
us all, we all pulled this cracker and a raffle ticket fell out. Now if
you had the winning raffle ticket, you immediately won a Play
Station 3, so that’s one for the students, also there was a
camcorder as well, I couldn’t believe it. Unfortunately I didn’t win
one but I won the Award so I didn’t mind.

After the meal, I was the first category up so now I’m really
nervous. I was speaking to the other two finalists and they were
lovely, and I thought, I don’t mind if I lose, even though they did
approach me saying, ‘have you only been baking for seven years?’
and I said, ‘yes.’ They were both really lovely, the other two
finalists. I didn’t mind, I was there, it was such a great night,
obviously getting drinks bought for me again, it’s brilliant for
networking, helps to calm down the nerves..

The Rising Star was the category I applied for and the things I put
down were the experience I’ve had at the bakery, that I’ve helped
out at Scouts doing baking demonstrations and at the cookery
school. Little things like that I wrote down in the application, sent it
off thinking, I’m not going to get anywhere, that’s it, it’s gone, but
at least I’ve done it, I’ve given it a go. Two weeks later I got a letter
back saying, congratulations, you’re going to the next stage and
you’ll be interviewed in front of three judges.

I approached the stage, got my certificate, went off, so did the other
two finalists and then my name got announced as the winner –
fantastic!,

Now I was happy but nervous as well. I went to London for the
interview, doing a bit of sightseeing, because I’d never been to
London before! I’ve been three times since the Award now
because I love the place. I arrived at the Worshipful Company of
Bakers for the interview and I’m really nervous, Mr John Renshaw
welcomed me and what a friendly bloke he was and made me feel

Bettys bought their own table for the awards so I had 12 of my
Bettys team come down for the Awards. It was a great experience,
but this really does show what a great industry it is and I can’t
stress that enough. That made my night. But speaking to other
people gives you a clearer goal for where you’d like to go in the
industry, which is what the Award has given to me. I’m 26 now so
I need to know where I want to go. I know the rest of you would say,
that’s still a baby, but I feel like I’m getting older by the minute and
that things are passing me by. It’s given me a clear goal of what I’d
like to do. Great for networking. I didn’t know any of you and I know
a lot more people now through the industry, and you’ve all been
friendly. You’ve all been inviting me down to see what you do in
your businesses and this is what really shows why it’s such a good
thing to go for the Baking Industry Award, because it gives you
contacts as well. Sylvia did an article on me in the British Baker
and that was brilliant, and it was lovely when she came to Bettys
and I showed her around the bakery.
I was also in the newspapers with Gemma. It was a double header
because Gemma won Confectioner of the Year, so we were both
in the papers. To finish, thank you all again and be gentle with the
questions!!

so much better. He was complaining about his car breaking down
at the time, having to pay more money to his Mrs get his car fixed,
so that made me feel much more at ease. I was then eagerly
awaiting going into Dragon’s Den, as I like to call it. I’m really

Sylvia Macdonald Rising Star indeed, thank you very much,
Justin. Before we throw questions open to the floor, I just have one,
why is the cookery school called the cookery school, why isn’t it
called the bakery school?
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Justin Clapham. A lot of cooking skills are required in Betty’s
Cafes with their wide ranging menu, such as Swiss risotto. The

catering staff learn what is required at a ten day course at the
cookery school. There are also pastry production and other bakery
product courses at the cookery school.

The Cookery School also has a wide range of fee paying courses
for members of the public. The Christmas Cakes and Puddings
course is very popular and runs on several dates, which are all
fully booked very early. It is a hands-on one day course in which
you will make your own Christmas cake, pudding and mincemeat
‘the Bettys way’. All these will have matured beautifully in time for
Christmas Day. You’ll also make a mincemeat streusel tart and a
perfect rum sauce. The precipitants get wine on their breaks and
‘cookery school’ aprons. For further information log on to:
www.bettyscookeryschool.co.uk
John March, Sussex Being a southerner, I haven’t really come
across a Fat Rascal before, so can you describe what it is?

than 20ppm residual gluten, and I believe that my product achieves
this, although I have not had them tested analytically. They’re
topped with butter icing, so it’s a nice combination of cake and
topping. We’ve got a normal rise to the cake, which is good, and
they’re nice and fluffy and moist.

Justin Clapham You know a rock bun? It’s similar, a mixture of a
rock bun and a scone. We fill it full of fruit, and it has a great flavour.

Sylvia Macdonald Please thank Justin for a wonderful and
passionate presentation. Applause.

Product deta

Bakery Dragon’s Den

Sara Autton, Session Chairman
Now to today’s final session, the Bakery Dragons Den. This proved
to be very successful at the 2011 BSB spring conference at

Gluten free cupcakes Recipe
Ingredients
36
Cupcak
es
Weight
705g
White rice flour
Tapioca flour
300g
Salt
18g
Bicarbonate of soda
15g
Baking powder
45g
Xanthan gum
9g
Eggs
12g
Caster sugar
750g
Mayonnaise
450g
Milk
750g
Gluten-free vanilla
3g
extract
Total Weight
3057g
Buttercream
Weight
Egg whites
140g
Caster sugar
300g
Butter, softened
200g
Vanilla extract
4g
Total weight
644g

Tameside College and it therefore seemed like a good opportunity
for the Leicester College bakery students to get involved in the
Bakery Dragons Den at this conference. First of all though, I would
like to introduce the Dragons to you. Jean Grieves, who is very
well known in the industry, is our chief dragon: Mike Holling of Birds

Method
Mix the flour, tapioca, salt,
bicarbonate of soda,
baking powder and
xanthan gum together and
set aside. Mix the eggs,
sugar and mayonnaise.
Blend in the flour mixture,
milk and vanilla.
Scale the cupcakes at 65g
into cupcake holders.

Melt the sugar in the egg
whites, (23°C) over a pan
of water (50°C). Whisk
together to a stiff peak.
Blend in softened butter
and vanilla extract and
mix to a light and fluffy
buttercream topping.
Weight on cupcake: 18g

Packaging The gluten-free cupcakes will be packed in plastic
cupcake holders and sold in singles and in fours.

Production I will be scaling my product at 65g for the cake batter
and at 18g for the buttercream topping. This product could be
made in small and large bakeries.
You must avoid using
equipment that has been used for normal production to prevent
cross contamination from products and ingredients that contain
gluten.

of Derby and the Craft Bakers Association, who has great
experience of the craft baking side of the industry; David Smart,
Managing Director of Greenhalgh’s Craft Bakery, a very
progressive business; and Chris Burton, Senior Bakery Lecturer
at Leicester College.

Marketing The current market for gluten-free products is rising, so
it would be a good time to introduce my product to the market.
Since selling prices for gluten-free products are high I should
achieve a good net profit margin.

Costing Cake, icing and packaging cost per cupcake total 19p. I
envisage a selling price of 35p per single cupcake and £1.20 per
pack of four.

Our three entrants are Marie O’Conner, Charlotte Stewart and Lucy
Ward, who will in turn present their products and then take
questions from the Dragons. Our first contestant is Marie
O’Conner, who is presenting gluten-free cupcakes.

Marie O’Conner Hello everyone. I have developed gluten free
cupcakes. Everyone enjoys a cupcake so my product allows
people on a gluten-free diet to have an enjoyable cupcake as a
treat. For a product to be classed as gluten free, it has to have less
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Jean Grieves Thank you very much Marie, and at this point I wish
to say well done to you, Charlotte and Lucy for entering the
competition and putting so much effort into your product
development and submission. By having a go at something like
this you will all learn from it and gain experience. The format of the
questions from the Dragons will be that I will ask each student

diet choice". She goes on to say: "there’s not a big market and it
might run out in 4 - 5 years, because there are too many
manufacturers". Would you recommend we do it?

some questions on themselves and their products, then pass over
to Mr David Smart, who will ask questions on the on the methods
and processes, and then on to Mr Mike Holling, who will ask
questions about the product packaging, costing and marketing.
Your lecturer Mr Chris Burton is here to add any information he
feels is appropriate to your presentations.

Marie O’Conner I don’t know to be honest. I don’t know enough
about the marketing required. If your business is that well known,
which I believe it is, then it may be a good opportunity for you.

So Marie, how long have you been a bakery student?

David Smart Thank you very much Marie. Well done.

Marie O’Conner This is my first year of bakery, so not that long. I
did a year of catering last year so I’ve got a bit of experience of
cooking.

Mike Holling I’ll give you an easier time. If there’s one thing looking
at your product, what would you say was its unique selling point
(USP)?

Jean Grieves How did you do your market research for your
product?

Marie O’Conner The fact it’s a good tasting gluten free would be
the USP.

Marie O’Conner Basically I thought about what kinds of things
need to be looked into, and bakery products for special diets are
not done very often, so I thought I’d do something on that.

Mike Holling That’s the main thing that you’re looking for, your key
marketing strategy for your product? Looking at the packaging side
of the development, what costs have you looked into?

Jean Grieves When you had the idea for the product you wanted
to do, how did you test it out? Did you let friends, family and other
students try it?

Marie O’Conner I’ve not looked a great deal into the packaging
costs, mainly the cost the product itself.

Mike Holling You’ve put on your submission that you’re using
singles in a four pack. I’m just thinking from the presentation point
of view. Do we have any indication what the cost would be for
these items? And what margin would you put on for the selling
price?

Marie O’Conner Just trying it myself initially really. I then asked
my lecturer Chris to try the gluten free cupcakes and he seemed
to like them. Other students in my class have tried them and also
liked them.

Jean Grieves Thanks Marie. Before I hand Marie over to David
Smart I would like to mention that each student provided us in
advance with a product specification for their product which covers
the recipe, production method, packaging, costing and marketing.

Marie O’Conner I honestly don’t know, sorry.

Mike Holling That’s fine Marie. At the end of the day these are
things which, when developing new products, you have to think
about. Your USP, you’re quite right is good tasting gluten free
cupcakes but the packaging has to be right and its cost taken into
account. In some cases the packaging could cost as much as the
ingredients, so that’s one thing to be very careful with. Your
application is very good. Well done.

My advice to all students when putting together a product
specification is to assume that the person you’re writing it for knows
very little about the product or how to make it. This makes you write
down every stage of the production process, including things like
when to add particular ingredients, when to scrape down the bowl,
the scaling weight, baking time and temperature. If the product is
to be piped out what size of Savoy tube should be used. Hygiene
precautions should also be covered.

Jean Grieves I hope this has been a real learning process for you
and the other students Marie, on the amount of detail you’ve got to
go into with a new product with. It’s important to do a lot of market
research, to make up the products, to have a tasting panel, look at
the packaging and marketing of the product. All of these aspects
have to be taken into account when putting the product description
together. Thank you very much for your presentation and well
done.

David Smart Hello Marie. Going through your specification you
say that ‘this product could be made in small or large bakeries’,
How do you know and how would you do it?
Marie O’Conner Just like you would produce a normal cupcake.

David Smart Ah, I’m glad you said that because in a small bakery
or a large bakery, for example where I work, I can’t do gluten free
products because of possible contamination from gluten containing
ingredients used for normal products.

Sara Autton Thank you Marie. Now we have Charlotte who’s
going to present to us her shortcrust pastry tarts.

Charlotte Stewart Hello, my name’s Charlotte and I’m here today
to talk to you about my product. My products are sweet shop
flavoured tarts. What I want to do is to take you back to your
childhood. Can you remember the first sweet you ever had from
the sweet shop - was it chewy, sweet, sour? Did you want more of
it? I have tried to recreate this feeling with my sweet shop tarts.

Marie O’Conner It would need to be a totally separate area of the
bakery which only produced gluten-free products. It could also be
made in a special gluten-free separate bakery.
David Smart You mean a totally separate section in the bakery?
Have you seen one of these producing gluten-free products?
Marie O’Conner No.

David Smart As an aside, we did experiment with gluten-free at
our bakery, using a totally separate room. We stripped the room
bare, thoroughly cleaned it, including steam cleaning, to remove
any residual flour and other ingredients. In three production trials
we only managed to get the residual gluten down to around
25ppm! So you really need a new bakery which would only be used
for gluten-free products. Do you think there’s life in gluten free
products?
Marie O’Conner I think there is and currently sales of gluten free
products appear to be very good.
David Smart How do you know?

Tart flavours from left: Lemon Sherbet; Marshmallow; and
Blackcurrant and Liquorice

Marie O’Conner Well many people buy gluten-free products and
if they have to be on a gluten diet for medical reasons, then they
are looking for good tasting gluten-free bakery products.

David Smart This is a quote from an American study on glutenfree. Dr Elisabeth Sloane said: "there’s only 22% of consumers
who buy gluten free products who buy them intentionally. The ones
that are coeliac sufferers have to have them and the rest are by
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Product Details
Everyone has at least one favourite from the sweet shop, whether
it is soft, hard, sweet or sour. I have created tarts that have the
flavours of an old fashioned sweet shop that people of all ages can
indulge in back to their childhood and to bite into products that
remind you of these flavours.

also a product that is quirky and quite creative so people would be
drawn to it. Plant bakeries can also be introduced at a later date.

The flavours I have chosen for the tarts are:
• Blackcurrant and Liquorice
• Marshmallow
• Lemon sherbet

Flavour

Tart Filling and Finish

Marshmallow

The marshmallows will be
chopped put and put in a
blind baked pastry case. It
will then be blow torched
and dusted with icing
sugar.

Lemon sherbet

Blackcurrant and
Liquorice

I have produced three varieties: blackcurrant and liquorice;
marshmallow; and lemon sherbet. All of these products are soft
and chewy and quite delicate. I’ve looked into marketing, and
marketing to the audience that I want to show to is mainly
everybody, children up to old people. I’ve also looked into the
obesity rate as it’s getting higher and higher.

I wanted a change from going into the sweet shop to buy sweets,
to getting a pastry tart with a similar taste. For example, you go
into a sweet shop and buy a lemon sherbet and now you can have
a lemon sherbet taste in a tart. That’s it really.

Jean Grieves How long have you been at Leicester College
Charlotte?
Charlotte Stewart I’ve been here for two years. I started my Level
2 last year and have gone on to do Level 3.

The sherbet is mixed in
with the lemon curd and
then baked for 10mins.
Crushed lemon sherbets
are placed on the top.

Jean Grieves So you’ve done a two year full time course and you
finish college in July? Have you got a job?

Jean Grieves Charlotte Stewart Not yet but I have had work
experience in a craft bakery. I’ve been pushing the boat out trying
to let bakers know I am looking for a job by word of mouth out and
by trying to get more experience in craft bakeries, such as
Brucciani's Bakery in Leicester. I’ve applied to Bettys in Harrogate
and e-mailed my details to bakeries, just trying to get my foot
through the door really.

The blackcurrant jam and
liquorice is infused using
heat and left to set. This is
then topped with liquorice.

Jean Grieves Well done, that’s what it’s all about. You said you’ve
done some market research, would you like to give us some detail
on that.

Sweet pastry 1.5 kg of sweet pastry makes 30 tart cases and
therefore makes 10 tarts of each flavour.

Ingredients
Castor sugar
Margarine
Bread flour
Krisbite
Water

Charlotte Stewart I made the tarts in the college and tried them
out on the lecturers and fellow students, mainly experimenting to
try to find the best flavours for the tarts. I also let members of my
family try them.

Grams
250g
500g
500g
250g
50ml

Jean Grieves You’re quite right to experiment with the flavours
because it can be difficult to replicate a hard boiled sweet flavour
in a pastry tart filling.

Production method
• Weigh out all ingredients
• Cream together sugar, margarine and 50ml of water until a
light and smooth texture. (use a beater)
• Add flour and Krisbite
• Scrape down
• Mix until clear
• Do not over mix
• Remove sweet pastry from bowl and knead it on the table.
• Line a tray with the silver foil tart cases
• Place 50g pieces of sweet pastry in the foils and stamp out
using a tart blocking machine
• Alternatively roll the pastry out to 0.5 cm thick and cut out
circles of pastry using a suitable size of cutter for the foil
case. Then place the pastry in the foil case and line it by
hand.
• You need to blind bake the pastry before adding the fillings
to prevent it having a soggy bottom after the final bake.

Jean Grieves I know my colleague will pick up on the process but
the tarts have a fairly short shelf life?

Charlotte Stewart I would do more research into extending the
shelf life of the product. Perhaps testing new ways to make the
tarts and adding ingredients to extend the shelf life.

Jean Grieves Again I would like to make the point that I said to
Marie, that in your specification you really have to cover every
stage of production, so that we know exactly the type of filling for
each tart and how it is produced and used. Thank you.

David Smart Well done once again. Yet again on this specification,
you’ve slipped in right at the back end, ‘plant bakeries can also be
introduced in the making of this product’, how do you know?

Charlotte Stewart I would think that they have the processing
machinery to make the product.
David Smart What kind of machinery?

Charlotte Stewart Inline machines which can put the pastry piece
into the foil case, stamp it out, then put the filling into the case, and
you end up with the final product at the end.

Quality The pastry tarts need to be the same size, shape and
thickness. Each tart will require the same amount of filling in each
even though they are different fillings for all three. They all need to
look attractive.

David Smart That’s a good blag that, well done! You can
appreciate that if you put some shortcrust pastry into a dividers it
is going to put energy into the dough and may toughen it. How
would you counteract the effects or the machine on the shortcrust
pastry? Would adding a particular ingredient help?

Marketing I will be focusing on wide range, from childhood to
elderly. This product can be retailed by small artisan bakeries.
People can enjoy an alternative sweet flavoured treat with their
afternoon tea.

Charlotte Stewart I have used Crisco shortening for my pastry
because it reduces the toughening effect of the flour gluten and
gives a very short pastry.

Packaging The packaging would be a rectangle box that can store
6 tarts. The box would have a window showing the product. The
packaging can be recycled.

Production This product is aimed at artisan and craft bakeries and
would hopefully extend their retail market. They can also produce
this product with most of the ingredients they already have. It is

David Smart Are there any other methods you could possibly do,
because Crisco could put a yellowish tinge on the dough?
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Charlotte Stewart Yes. There are different ways of making shortcrust pastry. If there was anything wrong with using any of the
ingredients, I’ll work back, put it into production, and make a new

Sara Autton Finally, we have Lucy who has provided us with a
Swirly Loaf, thank you Lucy.

pastry that will be just as short as using Crisco, but also will still be
a delicate product and also still have the same sort of taste and
texture.

Lucy Ward Hello everyone. My product is a Swirly Loaf that’s
made with three quarters wholemeal dough and one quarter white
dough, both of which have a lot of oat bran incorporated into them.
The white and wholemeal dough pieces are rolled up together,
giving an attractive swirly design in the final bread that’s hopefully
going to encourage more children to eat wholemeal and oat filled
bread. I was first inspired to make this because my mum found out
she had high cholesterol and really doesn’t like things like porridge.
So looking into ways of getting oat bran into her diet to help lower
her cholesterol, which has now been backed up by scientists, I
looked at putting it into bread. I then thought, well, my brothers
have a similar diet and might benefit as well from eating this kind
of bread. They wouldn’t normally touch wholemeal or the 50/50
loaves, but when they saw me baking this bread and I produced a
swirly design they were like, ‘oh, I want swirly bread sandwiches.’
Then their friends came round and they wanted swirly sandwiches
too, so I’ve now got this endless task of supplying swirly bread for
sandwiches. Basically, that’s how I came up with my idea.

David Smart You could try pre-heated and steam treated flour to
give a shorter pastry and counter any toughening of the pastry
when a dough divider is used? What about the shelf life of the
tarts? What shelf life are you looking for?

Charlotte Stewart I’m ultimately looking for at least a week. At
present they probably only last two to three days.
David Smart In a few years down the line, when you’ve got your
dream job in product development, a supermarket buyer says he
loves your Sweet Shop tarts but needs 6 – 8 weeks shelf life on his
specification. What would be your thoughts on how to extend the
shelf life?

Charlotte Stewart Research how to extend it, probably
researching different ingredients and what they do. Then test each
variety of pastry tart to see the effect of the filling on the shelf life.

David Smart The following might save you some time. Confucius
was an old Chinese philosopher and he once said, ‘if you want to
know what lies down the road ahead, ask somebody coming in the
opposite direction.’ In your case this means that somebody already
has the information you want about extending the shelf life of your
pastry tarts. So ask your lecturers and they may be able to help
and you can also contact the technical departments of ingredients
suppliers for advice. Thank you very much.
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Cost

110g
2g
4g
30g
80g
216

5p
0.03p
1p
6p
0.0p
12.03

324g
6g
12g
96g
8g
240g
686
902g

15p
0.1p
3p
19p
0.8p
0.0p
37.9p
49.93p
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Mike Holling Charlotte, have you calculated the calorific content
of the tarts?

45$,"&6*715&
Strong white bread flour
Salt
Yeast
Oat bran
Water
Sub Total

Charlotte Stewart Not yet.

Mike Holling Would you know roughly how big the label would
need to be to get on all the ingredient and other information you
would need for these products?
Charlotte Stewart It would need to take account of the allergen
content, which will include gluten in flour, and the ingredient list.

Mike Holling I think the labelling would be quite large. What is the
ideal market for these products? Where do you see them sitting in
the craft bakery business?

45*2"8"'2&6*715&
Strong wholemeal flour
Salt
Yeast
Oat bran
Black Treacle
Water
Sub Total

Charlotte Stewart Just as for other products in a small bakery.
Customers have different tastes, some wanting sweet and sour,
instead of just sweet. I want to take bakery to the next level inviting
customers to name their favourite old fashioned sweet flavours and
then creating it as a sweet pastry tart.

Mike Holling Looking at your products, they’re very colourful, and
with products in our display counters, some colours like red and
things like that are really going to stand out, so you’ve really got
some colourful products here, which is great. On marshmallow,
why did you choose that out of interest?

9*,'2&3(1.")$"(,+&'()&&:*+,&

Production Method
• White dough – mix all ingredients together on 1st speed for
3 minutes, check, continue mixing on 1st for a further 15
minutes. Set aside in a covered bowl.
• Wholemeal dough – mix all ingredients together on 1st speed
for 3 minutes, check, continue mixing on 1st for a further 15
minutes. Set aside in a covered bowl for 1 hour
• Knock back both the white and wholemeal dough and leave
to rest for 15 minutes.
• Intermediate roll, rest for 5 minutes
• Pin out both dough pieces to a rectangle shape. Put the white
dough on top of the wholemeal dough and pin them out
together to the final size.
• Roll up like a Swiss roll and place in tin
• Prove for 1 hour
• Bake in oven at 230 degrees Celsius for 25-30 minutes
• Empty from tins and onto wire rack to cool

Charlotte Stewart Anyone who has toasted a marshmallow at
Bonfire Night loves the taste and I have represented this in my
marshmallow tart.

Mike Holling Trying to bring customers back to their childhood
through the taste old fashioned sweet shop flavour tarts is a unique
idea Charlotte? Thank you very much.
Jean Grieves Were there any questions you wanted to ask us
Charlotte?
Charlotte Stewart Yes. What would I need to do to extend the
shelf life of the tarts?

David Smart The biggest thing about shelf life is controlling the
free moisture, and there are lots of ways you can do this, by
increasing fats, and by longer baking. If you wanted to carry on
making the same product, you could use modified air packaging to
increase the shelf life. Two quick options!
Jean Grieves Thank you very much Charlotte.

Sara Sutton In Charlotte’s first trials she had in a mint humbug
tart. Since it is one of my favourite sweets I’m sorry it didn’t
progress to final stage.

Quantity
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Production and technical aspects
• This loaf can be produced by craft and artisan bakers. The
ingredients are readily available.

•

•

Jean Grieves Okay, because I saw that they were made up as
sandwiches for the display I thought that was the other market you
were going after.

The wholemeal dough MUST go under the white before
rolling to create an even swirl.
Consistent sizes and rolling are important to create a uniform
product. The flour and oat bran must be weighed accurately
in order to fit in with the health aspect.

Lucy Ward I wouldn’t rule it out. .

David Smart What are you going to call it?

Marketing This can be sold in craft,
artisan and supermarket instore
bakeries. It should appeal to children
as there is the novelty idea of a swirly
sandwich, as trend sets in, they could
all want a swirly sandwich just like
their ‘friends had in their lunchbox’.
The parents should have no problem
being persuaded as it has similar
health benefits to, for example, the
Hovis ‘best of both’ loaf that a lot of
parents buy for their children’s lunch.
They may even want the Swirly loaf for
themselves as the health benefits
should appeal to all ages.

Lucy Ward I’ve just called it ‘Swirly Loaf’. I did have another idea,
but apparently it’s a bit too close to the knuckle.
David Smart I’m just wondering why you’ve gone ‘Swirly’, because
originally it was ‘Wholemeal & White Swirly Loaf’?

Jim Brown. Conference Coordinator Swirly Loaf was not Lucy’s
original name for her idea. Can you tell everyone what your original
name was for the bread was Lucy before I advised you to change
it?
Lucy Ward It was a ‘Better than Both Swirly Loaf’ and ‘more than
50 / 50’.

David Smart An interesting and ambitious name! I was just
querying Wholemeal and White, because, due to the legislation for
wholemeal in the UK, you can’t use it. What’s the difference
between a craft and artisan baker which you’ve put on your
specification, saying it can be used by craft and artisan bakers, is
there a difference?

Packaging It should be in a standard bread bag but with emphasis
on the wholemeal flour and oat bran content on the product label.
Cost Raw material cost of 49.93 pence per loaf. With similar types
of bread selling at £1.30 and more, that can leave a gross profit of
80 pence per loaf to cover labour, overheads and net profit. We
should be able to match this selling price and fit in with market
trends.

Lucy Ward I think I might have just written both of those in.

David Smart It’s a wonderful idea and quite original. However, if
you went from small quantities to say 4000 loaves per day, how
would you produce it?

Jean Grieves Thank you very much Lucy. Can we just ask you
the same question we’ve asked the other students, it would be
interesting to know how long you’ve been at Leicester College?

Lucy Ward I’ve got a way of increasing production by multiplying
it by 20, roughly, by doing it on a big pastry break, so that’s already
cut in the production time and effort. I tried it with improver
yesterday, which only adds 1p on per loaf, which also speeds
things up. But in terms of 4,000, with further research, I’d like to
look into possibly trying out dough dividers and moulders. I’d like
to look at a semi-divider, where you can throw your white and
wholemeal at the same time and see what effects that has. Without
the equipment I can’t try that out.

Lucy Ward I’m also on the Level 3 Diploma and I’ve been here for
two years.
Jean Grieves So you’ve done two years, and have you got a job?

Lucy Ward Yes, it’s at Tesco Bakery, which isn’t the ideal place
but at least it’s within the food industry.

Jean Grieves You came up with this idea really because of your
mother and your brothers, so you’re really going to go after the
health market? What other research have you done on this?

David Smart How do you know two slices are providing 20% of
your mum’s recommended daily intake?
Lucy Ward I’ve done the calculation.

Lucy Ward I spent about three hours looking at the
www.oatsandhealth.org website, which is an audit research
company that have done loads of research into oats and the effects
that it has on you. It was all really interesting, but my main aim was
to find out the recommended daily amount of oat bran you need to
reduce your cholesterol levels. The next morning I was making
porridge and saw the recommended daily amount of oat bran right
in front of me on the packet of porridge oats! Nevertheless at least
I now know nearly everything there is to know about oat bran.

David Smart So you’ve not had it analysed?

Lucy Ward No, but judging by the standards saying that a 40g
portion of oat bran, which is all it says on oat bran packets I’ve
been using, provides 2.3g of your daily amount, and this is judging
by the size of my loaf cut into 18 quite thin slices.
David Smart So you’ve used student licence somewhat?

Lucy Ward No, I’ve used my brain and a calculator and tried really
hard to get my head around it.

I also looked into the European Food Safety Authority’s website.
They published a document in 2011 which was supporting the
evidence of maintaining a good cholesterol level by regularly eating
of oat products.

David Smart Did you soak the oats?

Lucy Ward I didn’t soak the oats, no.

Jean Grieves How long ago was it that you made this for your
family and for other people to try it?

David Smart Why?

Lucy Ward I didn’t feel the need to in my recipe. When I tried it out
first, it worked anyway.

Lucy Ward It was about two months ago now that I started making
it. I’ve got endless lists of different recipes where I was trying out
different quantities, because I think with over 30% oats in my
products, it’s the bread will be very dense. So I had to keep altering
it to get as many oats as I could in there and still get a good volume
and the right quality.

David Smart You didn’t think the oats would soak some of your
moisture in the dough minimising your shelf life?

Lucy Ward They may do. There is the possibility of looking at the
addition of fat, but I’d rather not. I think you’d use this loaf up fairly
fast anyway.

Jean Grieves The white and wholemeal doughs will work
differently during the production of the bread and the white crumb
is lighter than the wholemeal crumb in the final bread and David
may pick up on this. Are you intending this bread for the sandwich
market as well?
Lucy Ward Not intentionally, I just wanted to do something a bit
different, with the intention for children to have it as a sandwich in
their lunchbox, to sort of be saying, ‘oh mum, can I have one of
those, my friend has got it’, trying to balance out their lunchbox a
little bit.

David Smart What is the shelf life?

Lucy Ward Same as your average wholemeal, you know it’s best
on the day of purchase but it will last until the next day, as it’s a
fresh loaf.
David Smart Thank you very much Lucy.
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Mike Holling Hello Lucy. It’s funny. Only last week I was in with our
QA Manager and I saw a loaf similar to your Swirly Loaf and said,

Mike Holling The thing for me would be, is it quality? If it’s quality
for us, as a business, we feel we can command a good price. I
think that’s been said many times this morning, you strive to make
good quality products and sometimes the prices we charge,
thinking we have to work to the competition, drives the price down.
If we develop a product then look at the costing, and if we feel the
cost is too high for use to get the selling price we need, then we
won’t put it on. We always try and get the price we require to make
products. I think that’s important in baking.

‘that looks interesting’. However it was a faulty loaf. Some brown
dough had got mixed with white dough in error in the divider and it
had affected a few loaves. When I saw your product idea today I
thought we were ahead of the game!
It’s an interesting concept visually and health wise particularly with
the oat content. Anything with oats and seeds for us in the last five
years has grown dramatically, with multi-seed, oats and barley and
whatever, so I think you’ve hit on something which is very good.

When we develop any products, we look to get the product
launched but think about what else can we use that product for?
We have just launched a new range of sandwiches using multiseed bread and it’s gone tremendously well. As another example,
we do standard cupcake during the course of the year, but for
Valentine’s Day, Mothers’ Day, Easter, Halloween, we redesign the
cupcake finish according to season. You should always look at the
opportunities with anything to diversify it into other products.

Lucy Ward If you can get more profit for it that would be brilliant..
Mike Holling It’s a very interesting concept and I think there are
adaptations to it, so very well done indeed.

Jean Grieves Are there any questions you’d like to ask us, Lucy?
Lucy Ward I don’t think so. Can I find you after if I do?

Jean Grieves We will be delighted to answer any questions you
have and the same applies to Charlotte and Marie. We are going
off now for a short time now to discuss the three presentations and
to decide the result of the competition. Thank you.

Lucy Ward I’ve tried the Swirly dough for baguettes and it works
well, with the same Swirly effect, so there’s scope for it in other
shapes.
Mike Holling Excellent. Just one thing regards to your costing.
Your raw material cost is 50p per loaf, and you suggest a retail
price at £1.30. I think you have under priced it. If we were looking
at a 50p raw material cost our possible retail price would be round
about £2.00.

Jean Grieves Ladies and gentleman, many thanks for your
patience and we have made a decision. We really want to
encourage the students. What we were looking for today was an
outstanding product from the three presented which would win the
£150 first prize, with the runners-up each receiving £25. We think
that all three students have tried extremely hard, made good
presentations and answered our questions well, so well done to
them for having a go. We could not decide on a winner therefore
we would like to give each student a cash prize of £50 each. We
also want to give each student our business cards and we will be
very happy to mentor them over the next 12 months, or as long as
they would like. They can telephone us for any advice they require
and hopefully that will be beneficial to them. The prizes to the
students were presented. Applause

Sara Autton We now come to the close of our conference. Many
thanks for coming and I hope you have had a good interaction with
the students who attended today. Many thanks to: all the speakers
and members of the Discussion Forum and the Bakery Dragon’s
Den panel; the students who took part in the Dragons Den
competition; our session chairmen and microphone steward; and
finally, to Paul Stretton and Dave Thomas of Leicester College for
all the help Jim Brown and I received from them, both when we
were planning the conference and today. Please have a good
journey home and I look forward to seeing you at our autumn
conference.

From left: Charlotte, Lucy and Marie show off their products

Lucy Ward I was just looking at similar products that are looking
at the health aspects; a lot of those were about £1.30-ish, so that’s
what I judged it on.
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free bread. A number other food industry sectors are involved in
gluten free but it has particular relevance to the bakery market.
There is a lot happening this year in terms of corporate activity that
is interesting to watch.

Sarah Autton, BSB Chairman Good morning
ladies and gentlemen and a hearty welcome
to our autumn conference. We have a very
wide range of what we believe will be very
and
interesting
informative presentations.
So many thanks to all the
speakers who are giving
us
their
time
and
considerable knowledge
in both preparing and
presenting their papers. I
will now hand over to Paul Weston to read the
Society’s Creed and thereafter our morning
Session Chairman Mike Bagshaw will
introduce out first speaker.

High fibre and wholegrain One of the things you may know Mintel
for is our global new products database. We purchase thousands
of products around the world every week and bring them to our
headquarters in London. We record everything that is printed on
the packaging: claims, ingredients, flavours, company details,
packaging type. We input the data into a database, to show the
trends in information on packaging.

Paul Weston read the Creed

Mike Bagshaw, Session Chairman Good
morning everyone and welcome to the
morning sessions.

Our first speaker is Chris Brockman from
Mintel. During a 15-year research career Chris
has provided insights and consultancy
services to many of the leading global food
and drink producers and retailers, so I’m
particularly looking forward to his paper. So
please welcome Chris.

Figure 1
The graph in figure 1 shows the trends in high/added fibre and
wholegrain claims for bread over 2009 - 2013, with one in five new
bread launches in 2013 making one or other of these claims. So
clearly this is an established way of communicating a health benefit
to the consumer and it is a claim area we are seeing some growth
in.

Innovation and Consumer Trends in the Global Bakery Market
by Chris Brockman, Mintel

I am going to look at three key areas where a lot of innovation is
happening at present and that I think will be interesting for the
bakery market to focus on:
• Health and Wellness Trends in Bakery
• Convenience and Snacking Trends
• Flavour and Format Innovation Trends

A lot of the recent focus has been on what I would call the
‘compromise position’, described as half and half, giving consumers
the taste of white bread with the fibre benefits of wholegrain bread.
Allinson’s high fibre white bread, shown above, was launched in
December 2012. Half and half is the growth sector in the bread
market, up 16% in sales in the last two years, which is a much
greater increase than the bread market as a whole. So certainly the
compromise position of the taste of white bread with the benefits of
the high fibre level of wholegrain, really appeals to consumers.

Health and Wellness Trends in Bakery
Health is a bit of an issue for the bakery
market, because there is clearly some health
benefits that bread and other products can be
talked about but there is also some negative
health issues around bakery - fat, salt and
carbohydrate content and so on. From our
research, we know that a relatively high
proportion of bread consumers would buy
more bread if they were convinced of the
health benefits. Therefore there is clearly an
opportunity for bread manufacturers in
particular to start talking a bit more about health benefits, to try and
tap into some of that consumer demand. We have seen over the
last couple of years a lot of activity around high fibre and
wholegrain claims on bread packaging, the use of ancient grains
in breads like quinoa, spelt, millet, etc, as a way of trying to get
across better health benefits. We are seeing new trends emerge
globally, like low carb bread, high protein bread, and the use of fruit
and vegetable in bakery products as a way of giving them better
health properties. See summaries of trends following.

So what other options apart from fibre and wholegrain are there?
We are starting to see a bit more movement, as I mentioned earlier,
around healthier ingredients being incorporated into bread on a
global basis, such as quinoa, millet, spelt, etc. Companies are
looking at these types of ingredients as a way of improving the
health profile of their breads. Many of these ancient grains are
gluten free so you’re tapping into two major health drivers there.
Three examples are given in the figure 2, Ancient Grains wraps,
USA; Organic Quinoa breadsticks, Italy; and Dempster Bakery’s
Garden Vegetable Bread, Canada.

Figure 2
The most interesting products I have seen this year is Dempster
Bakery’s vegetable bread. It’s packaged to look like a bag of
carrots, which I think is an interesting packaging idea. The breads

Health Benefits 39% of bread users would buy more bread if
convinced of its health benefits (UK, 2012). Underlining the ongoing potential for bread to encourage usage through actively
communicating its health credentials

Content High/added fibre and ancient grains continue to be seen
in the bakery category. New bread varieties are emerging, such as
low carb, high protein and the inclusion of vegetables - 42% of
consumers are interested in trying bread with fruit/vegetable
content (UK, 2013)
Gluten Free The gluten-free market continues to boom. An
increasing number of product launches are being seen, as well as
new entrants to the market, with the most significant being the UK
entry of American company Boulder Brands with its Udi’s gluten
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contains finely ground carrot and pumpkin in its formulation as the
vegetable content. We are seeing this quite a lot in the food
industry, with manufacturer trying to incorporate vegetables into
products such as pizza bases and a whole range of other food
items. It is an interesting development, and potentially I can see
opportunities for improving the health profile of bread by
incorporating vegetables into it.

Gluten Free As can be seen in figure 3, gluten free is booming!
We are seeing an increase in the number of consumers buying
into the market. Certainly I don’t see gluten free as a fad but a long
term trend. It’s all about the healthy lifestyle positioning. Only
Figure 4
and happening at the moment, maybe aside from gluten free. High
protein is a very strongly evident trend in the dairy market, in the
yogurt sector in particular, so high protein Greek yogurt has been
probably the most successful category in the US over the last
couple of years, and it’s starting to appear in Europe now as well.
High protein dairy drinks and breakfast solutions are starting to
come into the marketplace. So protein consciousness is starting
to really rise up on the consumers’ agenda, and so we are seeing
it come into the bakery market as well with high protein breads,
see above slide. Only about 1% of all bread launches at the
moment in Europe are claiming a high protein positioning, so I think
there is probably a lot more potential interest in high protein that
hasn’t been served as yet.

Figure 3

Healthier Cakes The health proposition is harder in cakes
because they are more of an out and out indulgent product, but we
are seeing some moves towards healthier positioning even in the
cake market as well, as shown in figure 5.

around 1% of UK population have coeliac disease, so this isn’t
about just targeting coeliacs but specifically targeting non-coeliac
consumers who believe that eating gluten free food is a healthier
way of living.

You may be aware of Boulder Brands, who own the Udi’s brand in
the US. Udi’s gluten free bread in the US has completely exploded
over the last couple of years, doubling its sales. Udi’s has already
come into the UK, and is being listed in Tesco and I’m sure other
retailers will take it pretty soon. Being an American company
they’re very aggressive in terms of their expansion plans and are
clearly going after what they see as an emerging opportunity in the
UK marketplace. They will be challenging Genius, as well as
Warburton’s, who are the established gluten free players in the UK.

Interestingly gluten free manufacturers such as Genius are
establishing themselves internationally. Genius is now available in
the US and Spanish markets and have recently gone into the
Australian market as well through the retailer Coles and is
achieving a lot of strong growth in those markets. So gluten free is
a very strong internationally and in the UK and the trend is that it’s
going to continue to grow.

Figure 5

Fiber One 90 is one of the most successful brands in the healthierpositioned cake market and has achieved really strong sales. The
Chocolate Chip Cookie shown sold 17 million in its first year. The
Fiber One 90 high fibre cakes have been rolled out in various
types, flavours and sizes. It claims to provide 20% of daily fibre
requirement in one product.

Low Carb (Carbohydrate) ProductsLow carb claim products are
starting to come into the market, examples of which are given in
slide 1 (see page 33). We know that consumer carb
consciousness has always been a restricting factor in bread
consumption since Atkins, so addressing this head-on is an
obvious way to try and increase sales with low carb breads, often
in combination with high protein content as well. An interesting
product in the French market contains ten times fewer
carbohydrates and three times more protein than the normal bread,
so low carb and protein together is appealing to consumers. The
claims are backed up by a French nutritionist, since putting a
nutritionist rather than a celebrity on packs to back up the health
claim is felt to be a better option. So a lot of comparisons with
carbohydrate content versus normal types of bread are appearing
in the marketplace to try to get over the issue that some consumers
have with the carbohydrate content of bread.

Convenience and Snacking Trends

Snacking Occasions Only 33% of UK consumers now do not
snack between meals (down from 37% in 2007). Making bakery
products more suitable for snacking to extend usage occasions is
a key focus, including individual portioning, re-sealable packaging
and mini versions of products

Individual and Smaller (mini) Portions Consumers are
demanding mini and individual items. 24% want to see cakes/cake
bars sold in individual portions and 23% agree that miniature
baked goods (e.g. mini bagels/croissants) are more appealing than
regular sized baked goods (UK, 2013)

You can see how carbohydrate consciousness is a factor in the
marketplace in figure 4, with cutting back on carbs an action
chosen by almost a third of those watching their weight in the UK,
a figure rising to 37% among women.

High Protein Breads I mentioned high protein as a trend, slide 2,
and if you look outside the bakery market, and food and drink as a
whole, high protein is probably the biggest health trend appearing

Baked Bread Snacks Bakery brands need to be a part of the
boom in snacking. In the UK, baked snacks as a whole only
account for a 6% value share of the savoury snacks market, but
recorded an impressive 17.5% sales increase to £188m in 2012.
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Individual and mini formats as shown in slide 3, won’t be
particularly new to you I’m sure but we have seen a huge amount
of launch activity around individually portioned products. Things
like mini cupcakes are very strongly present in the marketplace.
See the Fabulous Baker Boys mini cupcakes in the slide,
individually wrapped, so that is both trends in one. It’s all about
being able to take the product with you as a snack, and not having
to worry about storage or other issues.

Sweet bread snacks There are other options like sweet bread
snacks, see slide 4, as well. It is well developed in the Southern
European marketplace and has been tried in the UK a lot over the
years, with a lot of activity around mini brioche and mini croissants.
Sweet bread snacks are starting to gain some success in the UK
market and brioche rolls in particular are the growth product in the
sector, growing by 35% in the last two years. So again a strongly
growing sector and an opportunity to tap into the Sweet bread
snacks market.

Figure 6

Just highlighting flavour and format trends, roughly 60% of the
bread and bread products launched in the UK this year are
unflavoured or plain. There is not that level of plainness in other
food product launches. I know bakery is a traditional marketplace
and you can expect a more traditional approach to new products
but if the industry wants to compete with other more innovative
snacking opportunity areas, then it has to start doing something
about flavour, making the flavour more interesting to younger
consumers in particular.

Baked Snacks, see slide 5. There is a lot of activity, particularly
in the US market, around bagged baked snack products, such as
pitta chips. The Stacy’s brand is very well developed in the US
market for pitta chips. It’s owned by Frito-Lay, which is PepsiCo, so
a big snacking company. They’ve just come out with, I guess, a
more premium range of bakery snacks under their Bake Shop
brand, and it’s nicely packaged.

You’ve got a lot of development in bagel chips and things like
flatbread chips as well. So a lot of activity on this front in the US
market, which hasn’t really transferred to the UK yet. Obviously I’m
conscious that Warburton’s have been trying, I think they’re on their
third iteration in terms of packaging style and design. So they’ve
been trying to do it, to crack this market for a number of years, but
there hasn’t been much else happening compared to the US
market where it’s quite well developed.

Sweet flavours there hasn’t been much activity in sweet flavours
in the bakery market, but certainly some of the research we have
suggests that sweet flavours, bread in particular, could be a
healthier alternative to other sweet snacks. Some American
examples of sweet products in bread are shown on slide 7. Using
sweet flavours to reposition bread products into different
consumption occasions is quite an interesting opportunity, because
there are some real leverage benefits there around the health
aspects.

Certainly, I would see more potential to move from the basic
breadstick opportunity into more interesting bakery snacks, see
slide 6, around pitta chips, bagel chips, that kind of thing, and
increasingly, more bite- size products as well, tapping into the mini
trend, bite- size trend, which is very prevalent, looking at ways of
making bakery snacks even more of a bite-size snack. This
example here is a product that uses sunflower seeds and toasted
grains in a snack format. Again it’s health positioned, it’s something
consumers can take on the go, but it’s in that kind of bakery world,
which I think a lot of bakery brands could leverage a lot more.

Also, to talk a bit about gourmet bakery fashions, because that is
changing formats as well. There is a lot of activity on that front,
which I’m sure you’ve seen in the news over the last couple of
months, but certainly there are a lot of things that can be learnt
from that high-end gourmet bakery sector which can be translated
down into the retail marketplace.

So where are we at the moment? Well, a lot of activity around
Mediterranean and Asian flavours, with some interesting examples
coming to the marketplace. One is the Mediterranean style lemon
and sea salt baguette shown in figure 6, an interesting variation on
a traditional baguette. I would expect more activity among these
types of flavour trends.

The other thing around bakery snacks, which hasn’t been
developed too much so far, is flavour. Most of the products on the
marketplace are quite, I wouldn’t say unadventurous but they are
pretty basic in terms of their flavour range. What’s going to change
over the next couple of years is there’ll be more injection around
more interesting flavours; there has to be because that is what
young consumers, in particular, are looking for.

I also mentioned, sweet flavours are a way to reposition bread into
different consumption occasions. We are seeing some,
particularly in the US markets as shown on slide 7, some sweeter
flavours come in, to position bread almost as a dessert option, or
even better to compete in the breakfast marketplace as a sweet
option versus other competitor products.

Flavour and Format Innovation Trends

Flavour Innovation Around 60% of UK bread and bread product
launches are plain and/or unflavoured. This suggests plentiful
opportunities to inject more excitement into the category through
flavour innovation.

Playing with flavours is a very good way of trying to tap into a
completely different eating occasion. A good example in the bakery
market is Cadbury Mini Rolls. Everyone knows the standard
Cadbury Mini Rolls but Premier Foods recently introduced a new
range of Mini Roll ice cream flavours over the summer including
raspberry ripple and toffee, very classic ice-cream flavours. The
suggestion on pack is to keep them in the freezer, so they are
eaten as a frozen snack. Now, although there is nothing different
about the product apart from the flavour, it is put into a different
consumption occasion and making Mini Rolls an option for dessert.
So they are now competing with Arctic Roll potentially even with
ice-cream. It’s putting these products into a different part of the
house, from the biscuit tin into the freezer. It’s not affecting existing
consumption of standard Mini Rolls but perhaps opening up an
entirely new avenue of consumption through flavour change. I
think that is the same with sweet flavours in bread. It can just
completely take out the bread consumption occasion and put it into
another bracket. So I would expect more activity on that front over
the next couple of years.

Sweet Flavours 31% of consumers agree that sweet-flavoured
bread is a healthier alternative to other sweet treats (UK, 2013).
This is an opportunity therefore for sweeter flavours, to add further
interest and boost usage as a breakfast product and an option for
use as dessert as well.

The Next Big Thing The recent influence of gourmet bakery
fashions on new bakery products is evident. From cupcakes, to
macaroons, to éclairs, category blurring is resulting in the
introduction of interesting new products, such as cronuts (a hybrid
of the croissant and doughnut).
Other Snack Markets In other savoury snack markets it’s all about
flavour and flavour variation; hotter flavours, spicier flavours, more
exotic flavours. The bakery market is a long way behind on but
there are some examples of bread products with more exotic
flavours in the slide below.
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We know speciality breads as well are growing in importance.
Again looking at sales data that Mintel publishes, our recent

Slide 7

Slide 8
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interesting for consumers visually. We are seeing a bit of
movement around gourmet éclairs, bottom left. They’ve been in
the French market for quite a number of years but are starting to
appear in the UK market now as well.

research shows that speciality bread sales are one of the fastest
growing areas in the marketplace, and things like wraps and
bagels are a very strongly developing marketplace, see slide
below:

With regard to the hybrid product trend, it was mentioned in the
British Baker recently that Starbucks is launching a ‘Duffin’, which
is a doughnut and muffin cross. Bea’s of Bloomsbury have sold a
Duffin type product for a number of years, so there may be a legal
issue with the name. But certainly the trend for hybrid formats and
category blurring is starting to ramp up quite a bit, and the Cronut,
the Duffin and the Townie (a tart and Brownie hybrid), are all
examples of those cross-fertilisation of ideas. It’s really interesting
because it’s starting to expand the parameters of what bakery is,
and the conventional bakery formats are starting to not be so
relevant because you can do whatever you like, you can expand
the category. Even to the degree that we are seeing things like
dessert pizzas on a bakery platform come into the marketplace.

Figure 9 Wagner in the German market is a frozen pizza brand, so
you’ve got Dr Oetker and you’ve got Wagner, the big two frozen
pizza brands, and they have used the pizza format but basically
come up with a cake or dessert; so again, category blurring. We
are seeing a lot of blurring between those types of formats. Cookie
brownies, another hybrid format. It really stretches the
opportunities of what you can do with bakery products if you start

Figure 7

The Tortillas from the Canadian market on the right in figure 7 are
really fascinating. They have vibrant colours that must encourage
trial and purchase. The flavours are described as cool cucumber,
Mandarin orange and Thai ginger. There is nothing like that in the
mainstream retail channel UK market, so there is a lot more that
could be done around flavour and format.
Interestingly, the Udi’s gluten free launch includes a gluten free
bagel. I believe it is the first gluten free bagel to be launched in the
UK marketplace.

Limited Edition Products A lot of companies are using the
concept of ‘limited edition products’, which are products available
for a limited time only, often featuring new or unusual flavours, as
a way to test the marketplace. The economic climate over the last
two years has to a certain extent; put a brake on new product
innovation. Therefore using limited editions is a good strategy for
testing the market for new products and flavours. I think there are
opportunities for flavour variety in things like wraps, and also in
using healthy ingredients, like the ancient grains discussed
already.

Figure 9

Gourmet Products So what about gourmet bakery trends, figure
8? I’m sure you’re aware of a lot of things that are happening on
the back of the cupcake trends and new fashions have come in.
Gourmet doughnuts are big in the US and are now pretty much
established in other countries as well, with the cronut on the back
of it.

to play around with what have been quite traditional products; the
sky’s the limit really in terms of experimentation.

Just touching on that sort of visual creative approach to the bakery
market, again you see that in instore bakery as well. Instore bakery
is obviously a fast growing channel in the UK marketplace, and
certainly compared to the retail packaged marketplace, and
displays like this from Euphorium Bakery, slide 8, being trialled in
Tesco is all about the visual appeal of bakery products. So I think
one of the main messages I want to deliver here is the visual
appeal of bakery is potentially huge and quite underutilised. So I
think trying to tap into that visual appeal, the appeal around taste
and flavour and playing with formats, are some of the key
messages I think the bakery market in particular can really work
on.

Summary
•

•

Figure 8

•

Dominique Ansel Bakery in New York have had huge success with
their version of the cronut and have trademarked the name
‘Cronut’. The concept has been around foer some time and been
copied throughout the world. Dunkin’ Donuts has a version of the
cronut on their menus in South Korea and Indonesia; We have
seen variations of it in the UK, including the ‘Greggsnut’. It is really
more to do with the hybrid products trend, which I’ll talk about in a
bit more detail.

Macaroons are still proving popular in the UK; so gourmet
macaroons, shown top right, with vibrant colours, are very

•

•

Keep bakery fresh by ‘playing’ with the latest trends, such as
hybrid formats and focussing on visual appeal
Embrace new flavours and formats to appeal to younger,
more experimental consumers
Address underlying health concerns head-on by bringing
healthier ingredients into the category and riding low
carb/high protein health trends
Gluten-free is not going away – it will continue to represent
one of the best growth opportunities in the category
Snacking is accounting for an increasing share of eating
occasions. Bakery products must compete better in the
snacking space

Thank you very much.
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Mike Bagshaw Thank you Chris. We have time for a couple of
questions.

long career in the technology
industry, working with various
companies, and recently with
Cloud Computing Services,
who won the Data Centre
Solutions Award for delivering
its private clouds within the
private sector.

Sylvia Macdonald A lot of those new launches you spoke about
were American and some were Canadian. A lot to me had what I
call a Hispanic influence, with chilli flavours and things like that. Is
there any research that shows what proportion of the Hispanic side
of the population is making these purchases, as opposed to
mainstream Americans that perhaps have a different heritage?

What I plan in covering this
morning is:
o What is Cloud Computing?
o The Benefits of Cloud
o What Are The Analysts & Industry Watchers Saying?
o Choosing a Cloud Provider

Chris Brockman Yes, we do have a lot of data. I can’t remember
off the top of my head what proportion of the Hispanic community
would be accounted for of consumption in the US market, but I
would slightly disagree with you that they are Hispanic led because
yes, they are spicier, hotter flavours but that is not necessarily
Hispanic led. That is a trend we are seeing globally across all
categories, all markets. If you look at the German market, for
example, they’re hugely into hotter, spicier flavours, chilli, wasabi,
for example. A lot of influence from Asia as well. Wasabi as a
flavour is probably one of the strongest new flavour trends in the
European marketplace over the last couple of years. So you’re
seeing wasabi come into snacks, We have seen wasabi come into
cheese, wasabi cheese in Holland. I think, yes, the Hispanics are
very important in the US market with tortilla products, but also
wraps and tortillas are a huge growth market in the UK
marketplace and that is not Hispanic led. The tortillas and the
wraps, may have come from a Hispanic background but they’re
what UK consumers and European consumers are buying into.

Cloud computing is a group of services that we receive via the
internet and you will no doubt, already use and consume many of
them on a daily basis: Apple phone - iCloud; Xbox1; Office 365 Microsoft are pushing Office 365 for access from the Cloud on a
monthly rental basis to save you buying the original software;
Outlook.com, which has been rebranded as Hotmail, and many of
you will have a Hotmail account. Twitter, Facebook, Android and
Google are also Cloud services that we’re using on a daily basis.

Cloud Data Storage Location In common
with many of you I am sure, I post a lot of
my photographs to Facebook, which is
using a Cloud service. I upload my
photographs and don’t particularly care
where the photographs are stored, which
could be in the UK, Europe or indeed
America, as long as I have access to them.
However if I was uploading my business
data to a Cloud service I certainly would
care where it was stored from access and
security points of view, and I will be
discussing this in more detail later.

Sara Autton I was very interested to hear about the incidence of
snacking increasing. I don’t know if you have an opinion on
whether or not snacks are no longer considered an indulgence,
but are considered as part of what people would expect to take in
as their calorie count throughout the day.

Chris Brockman Yes. An interesting statistic on that front: If you
look at the yogurt market, yogurt is increasingly forming part of a
main meal, and in many cases we are seeing bigger pots, thicker
textures for meal replacement. We have got some figures in the
German marketplace that show a quarter of yogurt consumers eat
yogurt as a meal replacement. So a high proportion of consumers,
particularly women, are not eating a lunchtime meal, they’re eating
a big pot of yogurt. So a lot of the formulation in the yogurt market
has been to add in fruit, add in grains, make bigger pots, go to
Greek yogurt, which is thicker texture, high protein, as a more
substantial snack, but also as a meal replacement. So increasingly,
yes, snacks are not something necessarily you have between
meals, you will also have them as a meal. Even though they’re a
meal replacement, they’re still a yogurt, you can’t say it’s a meal,
they still have to be a classed as a snack or dessert.

Cloud The term ‘cloud’ probably comes from a habit of us IT guys
drawing organisational networks and LANs (local area network)
and wider LANs as a cloud, and showing clouds in relation to the
internet, see illustration. It’s been around for a long time, and it’s
the only thing that I can come up as a explanation for the term
‘cloud’. I am willing to listen to any alternative explanations!

Mike Bagshaw Chris, thank you very much for a very interesting
presentation. Applause

Mike Bagshaw, Session Chairman

Cloud computing is the ‘in thing’ at present, with more and more
companies and individuals considering moving to it. Bob Pate,
Cloud Services Product Manager at Castle Computer Services,
will tell us what cloud computing is, how it is supplied and what
benefits we can gain from getting the computing services we
require from the Cloud. Please welcome Bob.

An Introduction
Computing

to

So what DEFINES A CLOUD SERVICE?
• 5 criteria to be met
• 4 types of cloud
• 3 different types of service

Cloud

There are five criteria that need to be met before something can be
called a ‘cloud computer service’; there are four different types of
cloud; and finally there are three different types of services that
you can get from the cloud; 5-4-3, nice and simple and easy for
you to remember.

by Robert Pate, Castle Computer Services Ltd

Good morning ladies and gentleman, it’s my
pleasure to be here this morning to talk about
the phenomenon that is cloud computing. I’ve
been asked by the British Society of Baking to
give a clear and simple explanation of what
cloud computing is and what it does. I
appreciate that many of you may already have
cloud computing, or at least have an
understanding of it, but equally there will be a number who don’t,
and may be confused by it. I would say that we all already use
cloud computing in our daily life without realising it but more of that
later. I’ve been asked to cover this issue because of a relatively
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For a service to qualify as a cloud service, it has to tick the
following five boxes:
1. Self Service – you need to be able to use the service with a
minimum of intervention
2. Don’t Care How - the service must be able to be delivered
without you needing to know anything about it
3. Pay as You Go - charged accordingly for your use of the
cloud service

The Benefits of Cloud - Cost savings; Better budgeting; Flexibility
& Scalability; Security; Access; Performance; Agility; Business
continuity’ Green Factor; and Focus. I will talk further on some of
these items.

4. Internet or Private - service will be delivered via the network,
which in most cases will be the internet, and I will cover a
few different approaches during the presentation.
5. Scalable (up or down) - the service must be scalable, up or
down, based on your demand.

Better budgeting: you no longer have that capital expenditure
cost of refreshing your network and infrastructure every three to
five years and you can move to an operational cost to the
organisation, which gives you better budgeting.

What I mean by point 5 above is that you may agree to a cloud
contract with 10 users per month. After say, month 5, productivity
increases and you need to have 20 users. The cloud provider
needs to be able to scale you up to 20 users and alter the contract
accordingly. Conversely if productivity decreases you need to be
able to scale down on the number of users required.

Flexibility & Scalability: We work with a lot of organisations that
are seasonal and the cloud allows them to scale up and down very
quickly.

Types of Cloud
1. Public - this is where you’ll find Hotmail, Gmail, Google
Apps, and many other services that we consume from the
internet. The public cloud is not specifically built for our
needs, so the security and customisation is not the same as
a private cloud service.

Security: the security of a cloud system can be greater than the
security of an in-house system

Access: you can access your cloud system securely from
anywhere that has an internet connection. You do not have to be
on your premises to be able to access your desktop, your software
and data.

2. Private – this cloud service is used by private sector and
government organisations that require higher security and
purpose built systems. Many organisations deliver the cloud
services to their staff and customers through a private cloud
and this is the type of service we supply.

Better performance: if you’re running your software within a data
centre over a cloud, the high end and back end servers that are
running the service are of a much higher spec than the servers
that you would be using in an in-house system.
Agility: I believe that organisations that have moved to the cloud
are making their businesses more agile, because their users can
collaborate together from wherever they are in the world.

3. Community - this is effectively a shared infrastructure for a
specific community. It’s like a broader private cloud.
Examples of this could be the NHS or the G-Cloud. It’s built
on where people share the same services.

Business continuity: the fact that you’re not relying on an inhouse server that’s supplying your applications. If the in-house
server fails you cease to work. Business continuity is asured where
cloud is delivered from data centres, and I’ve got a short video later
on to show you what a data centre is, and to see some of the
security of where these clouds are being delivered from.

4. Hybrid - not every application can move to the cloud and
there are applications that have to be on site. But other
applications associated with it may be cloud based, such as
mail services and ERP (Enterprise Resource Planning)
systems and this is where the hybrid cloud comes in. So you
may keep an IT application on site and put everything else
out to the cloud.

The Green factor: it’s a hard one to measure but it’s becoming a
more popular topic when I’m speaking to people. The way that I
look at it is that I’ve been speaking to organisations that have 50odd servers, and if you look at the calculations as to how much
power consumption they’re using to run all of those applications
and services, it’s extremely high. When you’re moving to the cloud,
you’re moving on to shared platforms, you’re moving into an
environment, and certainly from the data centre I’ll be showing
later, it’s green reenergised renewable resources that we use.

Types of Service
1. SaaS (Software as a service)
2. PaaS (Platform as a service)
3. IaaS (Infrastructure as a service)

Software as a service Probably the most common example of
cloud services. It covers e-mail services such as Hotmail and
Gmail; Netsweepers (web filtering); supplier applications like ERP
(Enterprise Resource Planing); iPhone.

Last but not least, focus: if you move to the cloud, you don’t have
to worry about the management of your servers, your applications,
or the upkeep of everything. The cloud is there, it’s accessible and
it allows you to be more focussed on your business and less
worried about ensuring you in-house system is operating correctly.

Platform as a service Since the Platform as a Service provider
simply supplies the hardware and communications infrastructure
upon which the user builds its IT services, it requires a highly
proficient IT/Software development team employed by the
customer, to build the applications and services required upon the
platform that is provided, This would be used by an organisation
which wants to develop and build business systems, solutions, or
applications for its own use or for others to use. The most well
known PaaS providers are Microsoft with their Azure platform HP,
Elabs and Amazon, which is also well known of course, for its
major on-line sales activities.

What Are The Analysts & Industry Watchers Saying?
Merrill Lynch/Bank of America - $117 billion over next 3-5 years;
IDC - $40 billion will be spent in Cloud in 2013 and $100 billion in
2016; IDC Asia/Pacific Survey - Clear emerging preference for
Private Cloud; Gartner - $206.6 billion by 2016; Market Research
Media - $270 billion by 2020; IDC - by 2015, $1 in every $6 will be
spent on packaged software and $1 in every $5 on applications
will be spent on SaaS

Forbes Magazine “One of the biggest advantages of the Cloud is
also one of the most overlooked - the ability to accelerate
innovation. By moving to the Cloud model, you can scale back
investment in non differentiating IT infrastructure and instead focus
on exploring big, new ideas that lead to better products, services
and business results”

Infrastructure as a service Infrastructure as a Service is pretty
much what we do and requires very little in the way of internal IT
expertise, as not only is the platform provided but also the services
and applications, along with the data access security and support
required to keep them operational. It is an alternative to
organisations purchasing hardware, software and servers for use
on their premises and loading their applications on to them. It also
saves on the upkeep, maintenance, repair and replacement costs
of the servers and associated equipment. Infrastructure as a
service is provided by a private cloud provider and saves the
capital expenditure and running costs required for an in-house
system.
The above is a very basic guide to cloud computing and I have
tried to reduce it to the basics and remove the mysteries which
surround it. What I would like to do now is discuss the benefits to
businesses and other organisations of moving to the cloud which
are;

Wired Magazine “The rapid growth of the Cloud Computing
industry presents new business opportunities and opens doors for
SMEs, large corporations and all businesses in between. With
rapid growth comes a rapidly changing landscape in which early
adopters are the ones to see the greatest benefit”
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Use of Cloud by SMEs Let’s have a look at where SMEs are
currently using the cloud. 71% of businesses have dipped their toe
in the water and are moving their back-ups and storage out to the
cloud, so they don’t have to worry about taking backups and
protecting them, such as storing them offsite, and worrying if the
back-ups are being completed correctly. 62% of the SME market

side that support and deliver accountancy software, and business
intelligence software and Microsoft dynamics: and a technical side
that I work for, where we do managed services, break/fix,
virtualisation and cloud services, which has been our fastest
growing part of the business over the last two years. We’re
supporting over 700 organisations throughout the UK and have
offices in Aberdeen, just outside Glasgow, Edinburgh, and also the
Gherkin down in London.
A short video clip was shown covering the company structure and
the services it provides and the server and data storage areas.

I hope that video gave you an insight into where cloud systems are
delivered from in our company and the security that’s built around
them.

has already moved their email onto the cloud; we’ve got Google
Gmail; Microsoft have Office 365, their hosted exchange and this
includes MS Outlook, MS Word Processing, Excel Spreadsheet,
MS PowerPoint; MS Access Database, MS Publisher and other
software, along with a Public Cloud data storage facility.
Businesses are seeing cloud as a way to move forward without
incurring the capital expenditure required for an in-house system.
NB CRM above is Customer Relationship Management

Data Storage Centre
The conclusions I have drawn
from my presentation are: cloud
is now available and it is an
economic, safe and a secure
option for businesses. Cloud will
allow more creative and
innovative focus and there are
financial savings to be made
from using it.
Check and
Site Access Security
choose your cloud supplier very
carefully. Cloud is not suitable for every organisation but it will
viable for most organisations to move to the cloud.

So I’ve covered what cloud computing is, what the benefits are and
what the analysts are saying; now I want to talk about what to look
for when you’re choosing a cloud provider. Again I’ve got a top ten:

Choosing a Cloud Provider – ten things to consider!
1. What are the Terms & Conditions in the service level
agreement (SLA)?
2. Are there penalties if the cloud supplier fails to deliver – and
if so – what are they? If they’re promising you a service and
they’re not delivering on that service, what penalties can you
claw back?
3. Where is your data being stored? (UK, Europe, USA,
wherever?) Very important. Data is the most important thing
to your organisation and you must always have access to it.

Finally, your goal should be IT as a service, delivering efficiency,
control and choice. Thank you for your time ladies and gentleman.

Where is your fail-over data being stored? (if your primary system
location fails – is my data then stored in another jurisdiction?). Do
they have a fail-over plan? Are you going to be out, not operational,
if they were down for 24 hours? You need to make sure that the
provider that you’re choosing can quite simply move you across
without you having a knock-on service.
4. Who has access to my data? A lot of people don’t realise this
but if you’re dealing with an American company, under the
Patriot Act, the US Government can seize your data and not
give you it back. People don’t realise that by using Gmail,
Amazon and Google and other American companies like this,
that the USA has that power in place!
5. What has the cloud provider’s success rate been in the past?
(1 year, 2 years…)
6. Can they provide customer testimonials and references of a
similar size of project to mine? (Can you speak to them
directly?)
7. Who is going to support and manage the services - the
provider or a third party? If you’ve got a problem, how quickly
is it going to be dealt with?
8. Do they provide out of hours support? – What kind of support
do you get? Does it match your expectations and
requirements?
9. How easily can I extract my data if I want to leave the service
and in what format? A lot of organisations are putting their
data on the cloud but don’t think about how they get the data
back? If I fall out with Microsoft, for example, how do I get
my data back from them and give it to another supplier?

Just some company information if I may. I work for Castle
Computer Services, who have a successful 30 year trading history,
a flat corporate structure delivering ownership and agility. They’re
a high growth profitable organisation underpinned by prudent
governance. There are two sides to the company: an application

Mike Bagshaw Thanks Bob, a very interesting presentation. I think
we have time for just a few questions if I can go to the floor if
someone has a question.
John Kennedy, Rutland In light of the problems that we’ve had
with people hacking into computer systems, how can we feel safe
that the cloud will hold our data securely?

Robert Pate The security that’s been built round the cloud far
outweighs the security that you would have on your own premises.
It all goes back to choosing the right cloud provider and making
sure that you know where your data is, where it’s held and who’s
having access to it. Certainly, the security aspects from the data
centres delivering the cloud are very tight. When their accessing
data from outwith the office, a lot of organisations are using two
factor authentication. Two factor authentication is something you
have and something you know. The something you have is
typically your mobile phone that gets a pin sent to it, and the
something you know is your user name and password.
Brian Clarke, Oxford What is your contingency if your unit burns
down, where do you back up your information up?

Robert Pate We have two data centres in Scotland, our primary
data centre was the one in the video. We’ve got a secondary data
centre where we replicate every organisation’s business overnight.
So in the event of a disaster, we could quickly bring online our
secondary data centre and cloud customers wouldn’t be affected
by it.

Graham Jones, Devizes I think the concept is tremendous, but
two years ago when the fighting took place in Egypt, the first thing
the Government did was turn off the internet and the mobile phone
networks, and I’d always thought the internet was controlled by the
Americans. So what happens if our Government or the American
Government turns off the internet; is that feasible or are there backups for that?
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Robert Pate That’s a very good question to which I don’t have an
answer. I’ve never thought of someone being able to turn off the
internet and I am not sure it is possible. Access to our data centre
is through a communications link rather than across the internet.
We create a secure private tunnel from your premises to our data
centre to allow you to get access to your services.

FPW Matthews Ltd
• Mill built in 1912
• Family owned
• Mill organic and conventional flours
• Supply bakeries, distributors, wholesalers, foodservice,
home bakers

Graham Duckworth, Camden BRI You’ve mentioned the internet
a lot and as a consumer of the cloud, internet speed and
connectivity are key things. For example, today I have no internet
access on this site, which means I can’t access any of my data.
How is the infrastructure in the UK keeping up with this demand for
data outside of the major cities?

So how did FWT Matthews get involved with our friends over the
channel? We’ve been milling for 100 years, celebrating our
centenary last year. The mill was owned and run by my great, great
grandfather. You can see my great grandfather's Model-T Ford
parked outside the mill in the picture below from around 1921.

Robert Pate The infrastructure is improving rapidly. To ensure
cloud is a viable option to in-house systems, there’s been a lot of
money put into the infrastructure in the UK. Communication costs
have come down rapidly and we are getting better bandwidth.
You’ve all probably seen the BT Infinity advert, fibre to the cabinet,
which is higher speeds, there are SLAs tied to these. You can also
get things like the price for a leased line has dropped and they’ve
replaced that with Ethernet First Mile, which means it’s your own
line, you’re not sharing it. Most people have business ADSL, which
is on a contention ratio of 25:1. Nowadays people are looking at
putting their own line in because it’s more cost effective, and it’s not
that much more than what it would cost you for ADSL.
We created a cloud solution for a customer based in Stornoway (a
town on the Isle of Lewis, in the Outer Hebrides of Scotland) and
that was one of our biggest challenges. We were concerned about
how they get communications to the island but in fact they do have
a very good network there. We managed to do a deal with the
provider of the communications from the mainland to the island to
give us a portion of their line.

We’ve been milling conventional flours ever since 1912 and are
still family owned, with my cousin and I currently running the
business. We went into the organic market in 1992, and around
the same time we went into the French market as well. We mill
French wheats into flour for supply to bakeries, distributors,
wholesalers, foodservice and home bakers

So connectivity is coming. GPS signals are getting better, with
more antennas put up in the UK to give us better connections for
when you’re out on the road and want to connect with our office via
your IPads.

We started buying French flour from Max Clover, who one or two
of you may remember. Max had a mill in Aylesbury called Hills &
Partridge and that’s how we got into the market. We then bought
directly from Euromill Nord in France, who were bought out by
Grand Moulins de Paris. The companies merged and we are now
with Moul-Bie.

Mike Bagshaw Bob on behalf of BSB, thank you very much for a
very interesting presentation. Applause

Mike Bagshaw, Session Chairman
Next on the agenda is a presentation from FWP Matthews and
Moul-Bie. I sat next to Christophe last night talking about French
flour, French bread, and how wheat and bread is life to the French.
So I’d like to introduce Paul Matthews to start the presentation off.

History of FWP Matthews Ltd Entering the French Flour
Market
• Early1992 Started buying French flour in 50kg bags from
Hills and Partridge/Max Clover in Aylesbury
• Late 1992 Started importing French flour from Euromill Nord
in Reims France
• 2002, 3 French milling companies merged, Grands Moulins
De Paris, Euromill Nord and Moul-Bie, which is when we
started trading with Moul-Bie

French Flour for Quality French & Artisan
Breads
by Paul Matthews, Christophe Duchez, Graham Emberson and
Gregory

Paul Matthews Good morning ladies and gentleman, thank you
very much for the opportunity to let us demonstrate some of our
delicious French products. As you will have noticed when you
came in, we have two superb displays of French bread produced
this morning by our two French bakers, who are on the extreme
right and left in the photograph below. You can examine and taste
the bread, and speak to the French bakers, during the coffee
break.

From 2nd left, Graham Emberson, Gregory Moutry, Paul
Matthews, and Christophe Duchez, with French bakers Messieurs
Amyeric and Baptiste at each end.

Moul-Bie is spreading the delights of French bread all over Europe
and to other parts of the world, mainly North America. We have a
test bakery in the UK and we’re always open to French bakery
demonstrations for customers, and normally have two to three a
year.
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biggest varieties grown over the last five years in France. When
you mill this wheat and make bread, with the flour, the bread crumb
colour is quite creamy, and when you eat the bread you taste some
nut and butter flavours. According to a special process, for
example, slow mixing, and bulk fermentation, you can develop
these flavours. I will stay on Apache regarding technological
behaviour, which is interesting with this variety is the capacity to
have a good extensibility. So depending on what you are looking
for as a final result, you will use this characteristic, and you can
blend this property with other wheat varieties. So when I have said
that, I have given you our secret, not the totality of the secret of
course. If you select the varieties you need, and if they have been
grown in good conditions, you will have a possibility to produce
good flour to the specification you want for various customers.

Without further ado I will hand over to Christophe. He’ll just give
you a little insight into the world of GMP and Nutrixo, It will then be
over to Graham and his team as to the technical baking
experiences of our French bread in the displays at the back. Thank
you.

Christophe Duchez Thank you Paul and good morning
everybody. We have had a long and successful partnership with
FWP Matthews and I thank you for that Paul. I talk will not be long
for two reasons, the first being that Shakespeare’s language is not
mine, but I will try to do my best, the second is I prefer products
being presented and described to an audience rather than a long
speech and Graham and Gregory will be doing this later. What is
Moul-Bie? Moul-Bie represents innovation, quality, and simplicity
for artisan bakers and pastry chefs. For over 40 years “Moul-Bie”
(short for “Moulin-Boulangerie” or Mill-Bakery) has been Grands
Moulins de Paris’s brand for craft bakers.

Food safety Some words now on food safety, natural products
and innovation. Food safety is a requirement of producing and
supplying flour but it can be difficult because of, micotoxins in
wheat, which must be prevented. Steps have to be taken before
sowing the wheat, during growing, and during storage to prevent
mycotoxin development.

Moul-Bie has over 70 products:
•
Flour
•
Speciality bread mixes
•
Viennoiserie and patisserie mixes
•
Regulators

Natural I insist on that. Why use another ingredient that is already
in the wheat? Wheat brings a lot of possibilities from its
components: starch, protein and fibre and increased fibre in food
is a big trend. We can get fibres naturally from wheat without using
other sources of fibre. So if you are able to extract the different
components of the wheat, and if you are able to concentrate them,
you can use them in a different way to meet your requirement.

Products to help you save time, simplify your work, and improve
product tolerance and regularity. Moul-Bie helps the artisan baker
to produce top quality products every day and respond to changing
consumption trends

Grands Moulins de Paris started in 1920
with the family name Vilgrain, based in the
east of France, precisely in Nancy. We are
now part of a group called ‘Nutrixo’ and our
shareholders are farmers who grow cereals,
mainly wheat and sugar beet. We have two
main activities. The first is the milling branch,
with different brands; see picture The one
dedicated to artisan bakers is of course
Moul-Bie and for consumer products it is
Francine. Campaillette is the baguette brand
for craft bakeries - it covers a range of six
flour mixes, which produce six unique
baguettes with defined shapes and names.
Campaillou is a speciality bread brand for
craft bakeries; it includes four families of
speciality breads: Rustic breads, Well-being,
Multi-cereal breads, and Specialities. The
other activity is frozen bakery products, and Viennese and pastries
with Délifrance and we trade in various countries in the world. The
global turnover of the Group is €1.2 billion and it has 5,500
employees.

Innovation is the sense of our day-to-day job. Why? We need to
prepare for the future. The shelf life of the wheat variety is now
less than ten years, and I would say, because I’m going to make
performance go fast, it’s going down to five years, so we need to
prepare the next variety we will use. We need to prepare what will
be the raw materials, as the climate is changing. We are using
French wheat, it’s our policy, it’s our strategy, but we are not
growing wheat in the same areas as 20 years ago. So we need to
prepare for that, and to prepare we need to invest in new wheat
varieties, in new tastes, to make innovation on wheat, and for that,
we partner with wheat breeders. You will that find all I have said on
Moul-Bie will give you a sense of the presentation of Graham and
Gregory. Thank you.
Graham Emberson Good morning everybody. Just to introduce
my colleagues. We have Gregory Moutry, who is a graduate of our
milling school and our bakery school and a complete baker. We
also have two Companion du Devoirs bakers with us, Thomas and
Pierre, who made the bread that is on display. They are both
members of the French Bakery Guild and have done a seven year
tour in France learning their trade.

Wheat I come now onto what is for me, as Mike said, is life, the
wheat. I was happy to share dinner with some of you last night and
I saw that we share a common passion, which is to make good
bread. We have a second requirement to make good bread, that is
good flour and to make good flour we need good wheat. The
answers, and there’s not one answer but several, are in the wheat.
We make a focus for that on four main thrusts; what we call
functionality is the most important. For us, functionality is, on one
side, the behaviour of a flour during the bread making process,
whatever it is, it can be an industry or artisan one, and it is, on the
other side, the organoleptic behaviour, what I call flavour and
tastes.

Regarding technological behaviour, we are working with raw
material we’ve grown in the fields, and there are several conditions
which can affect the behaviour of the final wheat which are climate,
growth area and growth condition. So every year we are lucky in
September because after the harvest we start a new job, since we
have new wheat to deal with. Our one requirement however,
whatever variations there are in the wheat, is to provide a
consistent flour quality, and this is possible because of our
knowledge of wheat properties and our milling skills.

Regarding flavour and taste, Chris said 60% of breads in the UK
are unflavoured; I can assure in Moul-Bie’s point of view, 100% of
our bread are flavoured, but naturally flavoured. What do I mean?
An example it is a wheat variety we call Apache and it is one of the
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Looking at the British market and seeing all the interesting facts
from Mintel, I started to think, why French? How is it different?
France is only 21 miles across the channel but they’re so different
to us. I don’t know if you realise why things in France are so
different. In this country we have a population of around 63 million,
and have roughly 2,700 craft bakeries left. The population in
France is also around 63 million but they have 32,000 craft
bakeries! How can that possibly be? Is it just the character of the
industry or is there something different between the two countries?

Moul-bie Campagrain is an authentic French
bread made with a blend of 5 flours and 4 seeds.
The light texture and crustiness of the Moul-bie
Campagrain, adds to its attractive features.
Excellent as a baguette, crusty roll and loaf. Use
poppy seed and sesame seed to create an
attractive finish. Campagrain is suitable for partbake bread production.

Moul-bie Campaillette
Grand Siecle is a flour of Tradition francaise,
certified LABEL ROUGE. It is 100% wheat flour
without any additive and is produced from 2
specially selected wheat types. A long bulk
fermentation is used to produce baguettes with
a golden crumb, open texture a thick and crusty
crust and an improved shelf life. The baguette
has a high water content of 70% on flour
weight.

One of the differences is the supermarkets. I’ve been in the trade
in the UK now for more than 40 years and I’ve seen the bakery
trade go from something like 35,000 bakers down to the bare
bones almost of around 2,700 bakers. So what is the difference?
If you have a headache in France and want an analgesic, you have
to buy it from a pharmacy; you cannot buy it in a supermarket
because that is not allowed by law. The cost price of a baguette in
France is set each year by the Government so that nobody can
sell below cost. If they do, there are swingeing fines. So the market
is protected; the pharmacies, the butchers; the newsagents, the
tobacconist - you can’t get their products in the supermarkets. I
think that’s the reason that there’s no Tesco on the ChampsÉlysées, because they can’t everything, as they do in the UK.

Moul-bie Brioche mix can be used to do a real
French Brioche or to make petit pain. The mix
contains 16% butter and only requires yeast and
water to produce the dough for a complete range,
from Brioche Parisienne , Fruited Brioche. to
chocolate Brioche, with 3 days shelf-life. It is also
suitable for frozen dough production.

OR T55 & GOLD T65 Authentic flour milled from selected French
wheat varieties. Terroir of Beauce & Brie
exclusive. Superior flavour with a thin crispy
crust. Perfect for producing part-baked French
bread. T55 OR – suitable for use in traditional
process and long fermentation.

We have a convenience culture in the UK. It suits many people to
be able to buy almost anything they want at the supermarket and
not have to go round lots of shops to get it. I’m not running it down
- if it is available and that’s what people want, fine but it does not
help the craft suppliers like bakers. I was talking to my daughter
last week, and if she wants a sandwich at 10 o’clock at night, she’ll
go to a late opening Marks & Spencer and buy one, not make one
for herself, because that’s the convenience she wants!

T65 GOLD – adapted for fully automated
production line.

T55 OR & T65 GOLD are both very popular
for sandwiches and ciabattas.

Moul-bie Pain de Campagne is a traditional
country bread of high quality. It contains a
natural rye sourdough and is highly
appreciated for its delicious flavour and its
shelf-life. Pain de Campagne can be
presented in various shapes and sizes due to
the consistency and tolerance of the mix. It is
ideal to be served with cheese or cold meat
and is suitable for part-baked products.

I got involved with Moul-Bie 25 years ago it was a complete change
and steep learning curve for me. It was very much into French flour
and premixes; French bread production methods, and how the
dough is handled, proved and baked; and why this produces
excellently flavoured bread. So our French bakers have produced
many varieties of French breads using various flour types and
production methods. Gregory is the technical man and he will talk
about the different types of breads in the display and the flour and
methods used to produce them. So the French have a marketplace
that is protected, nurtured and encouraged to produce and sell the
types of breads on display. So I’ll hand you over to Gregory to talk
you through the breads.

Moul-bie Croissant Mix has been developed
to work with a “ no resting time dough
process” and is ideal to extend your product
range. Moul-bie Croissant Mix makes
authentic French Croissants and Danish and
only requires the addition of water and yeast.
It is freezing stable and is suitable for preproved products. It is also ideal for savoury
croissants, with ham, cheese and Bechamel
mix.

Gregory Moutry Bonjour. As Graham says, I am Gregory and I
have been working for Moul-Bie for 13 years. I started as a
Technician and came through the ranks. By trade I am a baker. I
trained at a bakery school in Paris and worked as an artisan baker
for 5 years, specialising in sour doughs. A description follows for
each of the bread types we have produced and the flour or premix
used to produce it.

Campaillou is an original country bread with a distinctive levain
taste. Moul-bie produce a “secret” combination of wheat flour, rye
flour and rye sourdough for
the production of campaillou.
This bread is appreciated for
its original appearance, its
good levain (fermentation)
taste and its well aerated
crumb. One of Campaillou
bread’s many assets is its
long shelf-life of 3 - 4 days,
which is assured by its thick
crust.
The
yield
from
campaillou is greater than
standard
because
the
percentage of water to flour in
the dough is very high at 80%

I invite you to try all the breads, croissants and brioche at the
coffee break and we will be pleased to answer any questions you
have on them.

Mike Bagshaw That was an excellent and wide ranging
presentation on French flour and bread and I am certainly looking
forward to tasting the bread. Please show your thanks in the usual
way to Paul, Christophe, Graham and Gregory, as well as to our
two excellent French bakers. Applause

Mike Bagshaw, Session Chairman
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We have some bakery royalty with us today in the shape of Mich
Turner MBE, who has been baking, I believe, since she was 15
years old. Her company, the Little Venice Cake Company, goes
from success to success. Mich is also a successful author with four
international bestselling books on cake decorating, with another
underway. She gives master classes in cake production and

course. I was 17, there were two 30 year olds and two 50 year
olds, but you know when you’re 17, everyone looks ancient. I
walked in and I remember the tutor looking me up and down
saying, ‘oh yeah, we get your type here all the time, you take on
these commissions, don’t know the first thing you’re doing, so you
come here’, and had a kind of throw-away attitude, and that really
gave me the bit between my teeth to do well on the course. At the
end of the third day he said to me, ‘do you know what, I think
you’ve got some talent and some passion’, and that cheered me
up. So this is a picture of the very first decorated cake that I made
for Louise. It was all sugar paste and royal iced detail on the lace
and sugar flowers. They’re still very happily married. Louise came
to my second book launch and brought with her the little flowers
that she had kept from the top of her cake.

decoration and is well known as co-presenter and judge on ITV’s
Britain’s Best Bakery, with a second series to be aired in spring
2014. We’re absolutely delighted to have her here today, so please
can you extend a warm welcome for Mich.

Top Class Cakes and Britain’s Best Bakery
by Mich Turner, Little Venice Cake Company

That was a wonderful introduction, thank
you. I note that we have some delegates
from Scotland here who heard my
presentation earlier this year at the Scottish
Bakers conference in May. That turned out
to be a very exciting weekend for me. I was
booked to give a presentation similar to the
one I am doing today and Paul Hollywood
was booked to present the various Product
Awards as well as the main Scottish Baker
of the Year award. However, due to very
personal circumstances of which I am sure
are you aware, given the high media attention they received at the
time, Paul pulled out the day before the awards were due to take
place. The Chief Executive of Scottish Bakers, Alan Clarke, who is
one of your speakers this afternoon, kindly asked me to step in
and do the awards in place of Paul and I readily agreed. I loved my
Graham Norton moment of presenting all the awards, kissing men
in kilts, it was an absolute joy, and I got to spend the night in the
hotel suite that had been reserved for Paul Hollywood! Doing the
awards was a wonderful opportunity for me to meet so many
excellent Scottish bakers who are doing fantastic things for the
world of baking.

As Mike said in his introduction, my second series of Britain’s Best
Bakery will go on air in spring 2014. We recently finished filming,
which included a significant amount of time in Scotland. I will talk
more about Britain’s Best Bakery as we move on, but we saw over
60 bakeries for series two, out of our 2,500 that apparently still
remain in this country. I have to say that’s it’s not an easy job being
a baker and I take my hat off to anyone who takes this road for
their business.

Having studied at A-level biology, chemistry and home economics,
I decided to do food science at university. The first thing I did was
find myself a sponsor and United Biscuits took me on and
sponsored me throughout my time at university. This gave me a
fantastic insight into the world of biscuit and cake making and
baking. In the stable of United Biscuits at the time was Wimpy
International and their head office was in Chiswick. I spent three
months doing new product development at Wimpy International. It
was just at the time that they were selling it off to Rank Hovis
McDougal, so there were few new products to develop. However
Chiswick is on the Piccadilly Line which goes direct to Harvey
Nichols. So quite a lot of the time I’d scoot into town and spend my
lunch break at Harvey Nichols, which was really enjoyable for me
because it was my first exposure to staying and living in London
and of coming into the world of luxury and premium names and
brands and wonderful other things.

Baking for me started when I was really little. I used to pretend I
was Delia Smith, standing on the chair making my little flour and
water biscuits, rolling them out with my
biscuit press, so I’ve always been
interested in food. When I was 15 and doing
my O-levels, I entered and won a Devon
school’s cookery competition. I loved
working with food, looking at the
organoleptic properties of food - how it
looks, how it tastes, how it smells, the
crunch, the flavours, the textures. I was also
interested in the technical side of food, the
microbiology, the physical changes that
take place during food production, it all
really appealed to me. I was studying all the
sciences at O-level but took food and Mich wins the Devon
nutrition as my easier O-level, which I then Schools Cookery
studied and entered the competition, and Competition
that gave me the bug.

I went on to study at A-level biology, chemistry and home
economics. My A-level home economics lecturer asked me to
decorate her wedding cake. Now this is not like we are now, where
every second person is baking cakes and having bake-offs. This is
back in 1987 when yes, we were Desperately Seeking Susan and
it was all very Madonna, and girls out partying and dancing. Girls
said cake decorating was for the 50 pluses, the crimplene skirts
and members of the sugar craft guild making sugar flowers. That
was the stereotype. Girls my age were out in their rah-rah skirts
and their little pixie boots, and it was all hair and make-up and
beauty, so to go into this world of cake decoration was something
quite different. Although Louise asked me to make her wedding
cake and I had won the school competition, I had not been taught
anything as specific as cake decorating. So my school funded me
to go on a four day course to learn the basics of ‘Top Ornaments,
Frills and Flowers’, as it was entitled. There were five of us on the

My entire year industrial placement at Surrey University was spent
working at McVities and two of projects I was I was responsible for
were:
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Christmas cake production for Marks & Spencer They put me
in charge of quality control to try and bring down the number of
customer complaints from the year before and they knew I was
interested in cake decoration. It was a great role for me because I
saw 750,000 Christmas cakes produced from May to December. It
was very labour intensive, lots of hands-on, measuring and
controlling, piping and detail; and understanding that after a cake
hits the start of the production line as a baked fruit cake, it is
injected with brandy, covered with marzipan and sugar paste, hand
decorated and put in a cake box, finished and ready for sale two
minutes afterwards! I think
about it when I am
decorating cakes. I can
probably decorate a four
tier wedding cake in about
four hours but these cakes
are constantly churned out
every 2 minutes. So it was
a great opportunity for me
to be involved in mass
cake production.

Jaffa cake production I also got to spend three months looking
after Jaffa cake production. I can’t eat Jaffa cakes now! This is not
because I don’t love them but when you’ve tasted them straight
out of the cooler, when the chocolate has just been set on them,
they are just the best thing ever.

Has anyone travelled by special services? Who would like to travel
special services? Special services are reserved for royalty,
dignitaries, politicians, ambassadors, that kind of thing. When you
travel by special services you phone them to say you are coming
and they arrange everything. They meet you when you arrive and
fast track through the airport, through security, right to through the
gate and on to the plane. This has happened for wedding cakes for
Madonna and Pierce Brosnan and a birthday cake for David
Beckham. They fast track us right through the gate and you hand
the cakes on. For Pierce Brosnan’s wedding cake we loaded it into
the hold ourselves, and this is just for a cake! Can you imagine
what it is like if it is Maddona, Pierce Brosnan or David Beckham
who are travelling?

McVitie’s did own-label Jaffa cakes for Marks & Spencer, who were
particularly pedantic about us making sure that their Jaffa cakes
were fully coated with chocolate. We weren’t allowed to have any
bare patches where you could still see the sponge or filling through
the chocolate. When we knew that Marks & Spencer production
was taking place, the whole of the technical team, in our white
coats, hair nets and very fetching hats, would stand on each side
of the line as the Jaffa cakes were hurtling out of the cooler, looking
for any that weren’t fully coated, and either pulling them off the line
or stuffing them in our mouths as fast as we could; so happy days!

We arrived late at Gatwick Airport but they held the plane for us.
We’d already been bothered by a couple of the paparazzi on the
phone asking, ‘are you making the cake?’ and for confidentiality
reasons we couldn’t talk about it to anyone. After we had got on to
the plane, they let all the other guests come on, and the very first
person on wore a great big fur coat - I’m going to say Cruella
Deville but I’m sure she’s a lovely lady, but it gives you the
impression of what I’m talking about. Cruella Deville with the
glasses, umpteen bags, boxes and whatever else, she steps on
the plane, comes up to us, drops her glasses and says, ‘are you
with the cake?’ and I’m like, ‘no, I’m really sorry, we can’t say
anything’, and she says, ‘you can tell me, I’m Guy’s mother’, so I
was like, ‘Oh Mrs Ritchie, how do you do? Lovely!’

Harvey Nichols It was once I’d graduated from university that my
reality, my dreams, came together. I got a job at Harvey Nichols
as their bakery and patisserie buyer, which I did for just under four
glorious years. During that time I started doing cakes a lot more in
my spare time, and it was the day of the eclipse in 1999 that I
chose to leave Harvey Nichols and set up Little Venice Cake
Company. It was a very tough decision going from having a full
time job, the dress allowance and 30% off your cosmetics, to
suddenly be responsible for every single penny that you bring
through the door, and that was a big challenge for me. I have never
clock watched since I started my own business. I write my to-do list
each day and tick things off as I go along. My aim is always to tick
off more than I add, but, this is rarely the case.

A wonderful experience, and the funny thing was, once we dropped
the cake off and delivered it and everything was perfect, as soon
as we got in the car to go back, I telephoned my mother, as you do.
She says, ‘are you alright?’ I said, ‘of course I am, why wouldn’t I
be?’, ‘well, the BBC news says the cake was stuck in Glasgow with
Brad Pitt’, I said, ‘mother, if I was stuck anywhere with Brad Pitt,
number 1, I wouldn’t be calling you now, number 2, I would know
about it!’

As I said, I set up
Little Venice Cake
Company on the
day of the eclipse
in 1999. I was
living in Little
Venice in West
London at the time
so the name came
from that and I
really felt the name
s u m m e d
everything about
our brand values,
being completely bespoke, having an unrivalled prestige, making
sure that everything we produced was totally indulgent and refined
opulence but ultimately professional. Being absolutely the best that
I could be and offering something completely new to the customer,
not just a product but also an experience, from the service they
received right from when they came to see us, the samples that we
presented, how we presented them, how we backed that up with
the presentations, the reports that we wrote, how we designed
everything, how we conducted ourselves, what attire we wore
when we came to set up a wedding cake for example. Everything
was thought about to ensure customers received a real experience
when they purchase something from us.

So hence my very first professional high profile cake and it came
about from me setting up a cake at the Mandarin Oriental in
London. I wasn’t working directly with the wedding planner since he
was conducting the wedding but I had been brought in by the bride
and groom.

The Mandarin Oriental has the most sprung dance floor in London
and the bride and groom wanted this six tier pink creation wedding
cake, with redcurrants, lilies and pillars, set up in the centre of the
dance floor and they were going to dance around it. I thought if
they want this still standing by the time they come to cut it, I’m
going to position it here in front of this beautiful mirror. I polished
the stand and ironed the tablecloth and made it all look fantastic.

The wedding planner for the above wedding was William
Bartholomew and it was the only time he had seen me work. He
was asked to look after Madonna’s wedding and telephoned me to
say ‘Mich, I need a wedding cake. I can’t tell you who it’s for but
trust me you will want to do it’. I subsequently learned it was for
Madonna and he completely relied on me to have it there on time.
As I turned up at Skibo Castle after all the diversions and delays,
he said to me, ‘I didn’t know how you were going to get here but I
just knew you would!’ So again that was a wonderful opportunity.

A lovely experience for me was when I had a client at my studio
and she took a phone call and said, ‘darling, I can’t talk now I’m at
the Little Venice Cake Company…’ and her friend said, ‘oh lucky
guests’, because it was going to be one of our wedding cakes - so
it was a lovely moment.

The Little Venice Cake Company quickly became synonymous
with all these different elements of customer service detailed
above, together with intricate hand-craftsmanship. While still
working from home and within a year of starting the business, I got
the commission to do Madonna’s wedding cake. That’s a 40 minute
presentation in itself, so we’ll save that for another time. I did have
the pleasure of flying to Scotland and having a police escort all the
way to Skibo Castle from the airport, hailed and tracked by
paparazzi, where at every set of traffic lights on the way the
paparazzi were stopped and we carried on. We were travelling in
a convoy and all the schoolchildren and shopkeepers were out
waving to us.

If you ever want to have really good service on an aeroplane, travel
with a cake for a celebrity. There’s economy, then there’s premium
economy, business, upper first class and there’s special services.
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Pierce Brosnan I then did Pierce Borsnan’s wedding cake. His
future wife Keely had said ‘If I have a great man, a great dress and
a great cake, nothing else matters’! I knew she had a great man
and figured she would have a great dress, so the cake was
definitely down to me. Today that is still, the cake on the right, one
of my most proud creations. Every detail on that cake was hand
piped, where I’d flavoured the icing with orange blossom water,
every single pearl was lustred. The cake in each tier was organic
carrot cake and we sent samples directly to Keely in Florida to
personally approve. I made a complete replica of every tier that
came with me. Each had a polystyrene base but were still iced and
covered in exactly the same way, because the cake was being
featured in Time magazine, in Style magazine, Hello magazine,
and I didn’t want to carry that burden on my shoulders of not having
the perfect cake there on the day. Keely said she wanted a cake
that smelt as beautiful as it looked and tasted. So I really enjoyed
designing and creating their cake and they wrote a really lovely
letter saying things like ‘I was an exceptionally gifted artist’, and
‘created a luxurious fairy tale wedding cake for our special day’.
They’ve gone on to have lots of cakes from us since. We’ve done
their boys’ birthday cakes, christening cakes, Pierce’s 50th
birthday, so wonderful.

See some celebrity wedding cakes in the picture below, including
Ashley Cole’s, with the cover pages of the OK magazines that
reported on the weddings.

We also did Carly Zuckers’ wedding cake and have made cakes for
a significant number of Premier league football players, although
the names wash over my head.

Slide 1 We have supplied a number of high profile birthday cakes
as well, including David Beckham’s 30th birthday cake, which was
in Madrid with only 48 hours’ notice, which is probably one of the
most challenging cakes I’ve had to do. Miranda’s 40th birthday
party and I say that with a chuckle. She was having a Strictly Come

Paul McCartney and Heather Mills loved their wedding cake but
unfortunately they eventually fell out of love with each other! The
cake is fabulous, being the eight tier white chocolate creation seen
on the left of the picture. NB It appears to be 4 tiers in the picture
but each tier is made up of two layers of cake, hence 8 tiers. The
bottom six tiers were chocolate truffle torte, because they were
serving it for pudding, and the top two tiers were a special honey
cake made without sugar, because Heather is intolerant to many
things, including sugar.

I was still working at home at this point from my fourth floor, walkup London Victorian stucco fronted converted flat. As an
entrepreneur friend of mine, said, ‘any fool can spend money’, and
it took me a long time to realise that, and there are a couple of
other poignant bits that I’ve learnt on my journey, which is don’t
build your business on creativity, build it on profitability. At this
stage I’m still well into the creativity, head in the clouds, enjoying
all the moments. I met Paul’s PA in at Claridges and she wouldn’t
tell me who the cake was for but I had an inkling. I said, ‘how did
you hear about me?’, she said, ‘I phoned every five star London
hotel and every one recommended you’, and I thought, oh that’s
wonderful, good, lovely. She told me Paul was getting married on
9th June 2002, and I said, ‘great’ but through gritted teeth. At the
time I was working every hour of every day to make the business
successful and my husband said ‘you will not take a break unless
I take you out of the country’. So we had booked a two week
holiday and the 9th of June was the middle Saturday of those two
weeks. It wouldn’t be the first time we had to cancel things and I
said to her, ‘I am away on holiday but I will come back’, and she
said, ‘that’s fine, we’ll fly you back’, and I thought, lovely. I was only
in France so it wasn’t like I was a million miles away but that’s what
happened. I’d taken on my first member of staff by then and we
had everything prepared. So the middle Saturday I flew back and
dealt with the cake and the wedding and was back by the pool for
gin and tonics at 6pm, so it wasn’t too bad.

Dancing party and we did a huge 40th birthday cake for her, (not
shown on the slide). It had Miranda’s head on a terribly lithe and
svelte figurine body dancing across the cake; Gordon Ramsay’s
40th was a Venetian masked ball, and my cake prompted him to
say I was the Bentley of cake makers, which was really rather
charming, although, being Gordon, I think what he probably said
was the F***ing Bentley of cake Makers!; Cliff Richard’s 50th
anniversary cake; decorating cakes with Ronnie Corbett for charity;
and Bruce Forsyth’s 80th birthday for the BBC.

Above Picture The cake I made for Prince Charles’s 50th birthday
is on the left - that was a little soiree at St James’ Palace. On the
bottom right is The Queen and Prince Philips’ diamond wedding
anniversary cake. I was inspired to create something special
because all the queen’s jewels and fashion went on display at the
time I made this cake. It was then presented to The Queen at
Buckingham Palace. She enjoyed it so much she took the top tier
to Sandringham for Christmas. It’s nice, isn’t it, to think of the
queen tucking into her cake at Christmas with the family.

Slide 2 The Queen cuts the cake I made to celebrate Kew
Gardens’ 250th anniversary.

Slide 3 Cakes for celebrations – GMTV, the BAFTAs, Pink Ribbon
balls,
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Slide 4 Mamma Mia’s 10th anniversary – what a night!
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Slide 5 Nanny McPhee All these cakes are very much about
creativity and the building up of the foundations of the brand. Many
have given me wonderful experiences, such as going to the
screening of Mamma Mia with Benny and Bjorn on stage; having
breakfast with Boris Johnson… well, there can be drawbacks!

America. So this now suddenly becomes a really interesting,
exciting, commercial opportunity for me, because having had the
longevity and the brand recognition of premium luxury to this point,
it’s now being able to expand that so that everybody can buy into
that little bit of luxury and red carpet. So whether it’s through the
tools, the edibles, or the books, all the elements are there to help
people who are excited and keen to be in the world of cake making,
baking and decorating. Incidentally, we are always willing to market
a flour if anyone’s listening! We don’t have any raw ingredients in
our range yet. We’re supplying finished products – marzipans,
sugar pastes and lustres.

Slide 6 This was NOT a very surreal moment. I’m a ‘Brand of
Tomorrow’ with the Walpole, which is a luxury premium British
organisation that helps and promotes young fledgling companies,
but also supports lots of premium British companies, and we
became a Brand of Tomorrow in 2009 - I’m still waiting for the day
to come when I’m a brand of today but we’re getting there. As part
of the above I was invited to a breakfast that the Mayor of London
Boris Johnson was hosting. At the breakfast were company
directors, general managers, lawyers, solicitors, people from the
V&A and Borough Market and other VIPs. Boris talked about
poverty and schooling in London and how if you tell children often
enough they’re useless, they’ll start to believe you. I’m just sitting
tucking into my mushrooms on toast when Boris says very loudly,
‘I’ll tell you something that’s not useless, ‘cake’. Little Venice Cake
Company, where are you?’ and I put my hand up. ‘I tell you, you’re
the Colossal Venice Cake Company’, and went on to tell everyone
about how brilliant ‘cake’ was. It was quite strange because people
came up to me afterwards saying, ‘well, I don’t know what you did
to get that recognition but well done;’ We sent Boris some lovely
chocolate cake afterwards since we like to keep the Major happy,
perhaps to reduce the congestion charge, although it doesn’t seem
to work.

Slide 12 I have written four books, and I use a lot of my scientific
background, combined with my 25 years’ experience, combined
with my love of fashion and passion for design and creativity to
bring those books to the fore. My new book, which will be out June
next year, is ‘Mich Turner’s Cake School.’ It is a beast at 272
pages, but it gives the reader great detail - this is the recipe and
this is the production technique from start to finish. It covers what
you’re doing, why you’re doing it; what happens if do this, what
happens if you do that; is it possible to over cream, what happens
if you under cream; what does an egg do, how does it emulsify,
how does it aerate, why is it important to use it at room
temperature, what happens if you don’t. All the top tips and hints,
everything that as I’ve been teaching for the last five years in the
Cake School slides 13 and 14. I can impart information that will
help people get more success in their home baking or in their
commercial baking.
Slides 15 & 16 I do lots of master classes and I teach all over the
world, I’m going to be in Barcelona next month, which is exciting.
Slide 16 shows me teaching at the Royal Academy in the bottom
picture. A lot of our classes are at our studio or at the Savoy Hotel
in London. I’ve got two classes next week and then a Christmas
master class. That’s me, top left slide 16, in Bologna teaching
Italians to do some hand painting on cakes. So it’s right through the
production, baking and finishing stages - fillings, frostings, Swiss
meringue, buttercreams; understanding how to do perfect
ganache; through to the more detailed intricate handcraftsmanship of a four tier wedding cake – and that’s the joy for
me, being able to teach it all.

Slide 7 Neither does asking for a reduction in corporation tax when
you’re talking to the Prime Minister, but hey, it’s all worth a try. As
part of my involvement with Tommy’s, which is my chosen charity
for very personal reasons, we were invited to an event at Downing
Street. That is my back in the picture and I am grilling Gordon
Brown about corporation tax. He doesn’t seem too perturbed, does
he, but it did get us on his Christmas card list for a couple of years,
so that was rather special.

Slide 8 From creating these golden foundations, having all these
celebrity customers, great and wonderful, as it is, how do you turn
it into profitability? I started by approaching and working with the
directional stores - the likes of Harvey Nichols, Fortnum’s, Liberty
and Harrods. We did Harrods’ Christmas hamper cakes for about
seven years and Fortnum’s hamper cakes for one year.

Slide 17 I’ve also written for the very popular bakery magazine,
the British Baker.
Slide 18 I’ve written for, and have been asked to be involved in,
lots of competitions and journals. I was a consultant to Marks &
Spencer for a while on their Christmas and personalised wedding
cake collections.

In fact I once did both Fortnum’s and Harrods’ hamper cakes in the
same year. It was a rather difficult time because Harrods had
chosen their design before Fortnum’s and it was all signed, sealed
and underway and very secretive. Fortnum’s then chose their
design, and the two were incredibly similar, one was gold and other
was silver but the designs were incredibly similar. I had to use all
my powers of persuasion to try to steer Fortnum’s them away from
the Harrods design but they would try to steer me back again. My
second son was born 7 years ago today and shortly after his birth
by caesarean in hospital, I was sitting in my hospital bed on the
phone to the buyer at Harrods, who was a bit upset having seen
the Fortnum’s Christmas brochure, discussing why Fortnum’s
cakes and Harrods’ cakes looked so similar! So I never seem to get
a day off. I even worked on my own wedding day. I did my own
cake and it was set up in the drawing room at Claridges. There
was another wedding in Claridge’s ballroom on the same day and
I made the cake for that wedding as well!

Slide 19 Right through to all the shows that I attend, whether it’s
the Cake & Bake Show, Cake International, the International
Homeware Show over in America. I am the face of Cake
International, the next one is in Birmingham in November for three
days, where Mary Berry and I will be opening the show - someone
needs to keep her in check, bless her!

A little story about Cake International in Manchester. They asked
if I would do the show and I said yes, lovely, and they said they’d
send a car for me at 5.30am to take me to the show. At 5.35am a
white Rolls Royce rolls up to take me to the show. I’ve never felt
more conspicuous in my life driving up the M40! However I had
divine intervention that morning that saved me from some
embarrassment. In the picture on slide 19 of Mary and me I am
wearing my white jacket with a rather fetching blue, green and
white dress underneath. I was about to wear my pink twinset tweed
suit for Cake International but at 5 o’clock I changed my mind. I
was just so grateful I did when I turned up and saw Mary in her
pink twinset tweed suit! See, these are the dramas we ladies have.
I know you men worry about the temperature of your flour and your
wheat and everything, but for me it’s about not clashing outfit wise
with Mary Berry as we’re about to open a show.

Slide 9 Through Directional Stores we had the opportunity of
having our cakes on display in Harrods’ windows.

Slides 10 & 11 We have now had some commercial opportunities,
and this for me is what really now starts to get exciting. It’s having
a brand that other companies are now prepared to invest in from
a licence point of view. We have two major licensees, one for tools
and one for edibles. Our range of tools covers everything from
baking tins, to acrylics, to piping bags, to spatulas. I have spotted
our palette knives being used on Bake Off. The tools are sold
throughout the UK in Lakeland, John Lewis, Hobbycraft, and about
300 independent stores. We’re selling them in Australia and we’re
about to launch in America. We launched in Michael’s, the largest
craft store back in May of this year, and as of February/March next
year, the edible range is launching in America. At the time we
launch we’ll be going into between 7,500 and 10,000 stores across

Slide 20 This is me in Glasgow at the Scottish Bakers’ conference
in May this year. It was a real pleasure for me and I came away
having a renewed respect for those wonderful Scottish bakers.
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Slide 21 Some of my roles on TV, with the Ready Steady Cook
team, Michael Ball, with Rachel Allen’s Bake,

Slide 22 This Morning, doing the Great Cake Bake, Kirstie Allsopp;
Great Cake Chemistry there with Heston Blumenthal, who, by the
way, smells delicious!

of up to 300 products a day. His funding to double their production
had occurred as a result of the show. So all those fabulous things
occurred as a direct result of taking part in Britain’s Best Bakery.

Slide 23 An opportunity to work with people to create couture
cakes, my own series I did for Sky.

We had two bakeries in series 1 who wanted to come back again
in series 2. We had one bakery in series 1, Mark Bennett
Patisserie, who has gone on from having three bakery shops to
now having five. State Fayre Jewish bakery in Manchester have
opened a second store, all on the basis of the success of the show,
which for me is fantastic news.

Slide 24 All the above led to me winning a number of awards. I
think the first, and probably the most significant Award for me, was
the Harpers Bazaar & Chanel Entrepreneur in 2006, because up
to that point I was always known as the ‘cake lady.’ When I turned
up to see people at hotels and to talk about their cakes and offer
this wonderful service, I was always the ‘cake lady.’ So to become
suddenly an entrepreneur was a bit of a responsibility and a weight
on my shoulders, and something I have taken very seriously ever
since in order to try and teach and give something back. There’s
the Best Wedding Cake Supplier in the Industry awards at the
bottom with two of my girls; and yes, receiving my MBE in 2010,
which is an honour I hold terribly dear since it was great recognition
for what I had achieved. Someone told me that if you ask
entrepreneurs what they hope to achieve in one to two years,
they’ll massively over-estimate what their achievements will be but
if you ask them what they hope to achieve in ten years, they
usually under-estimate. I got an MBE, so I didn’t do too badly from
having won my first cookery competition at 15!

Slide 27 This is us for series 2, 30 x 1 hour episode, plus a book.
We have completed our filming for series 2 for transmission in
spring 2014. For series 2 we visited over 60 of Britain’s best
bakeries, and there were some fabulous ones in Scotland and
some equally fabulous ones in England, and the show is likely to
be aired early next year. Because it had such successful ratings
last year, they want to maximise the sales next year. So wonderful
opportunities for all the bakeries who entered the competition.

I’m going to end, if I may, by sharing a letter with you. You may
have seen the reports last week that David Cameron was asked at
the Conservative Conference if he knew the price of a standard
loaf of bread. He said he didn’t know because he made his own
bread using a bread maker. I thought to myself, what is the price
of a loaf of bread, not just in monetary value? I’d like to share this
letter with you because it was sent to me last week by Chrissi and
Shaun Bryant, who run the Broughton Village Bakery in Broughton
in Furness, Cumbria. They were both prison warders and decided
to leave the profession, sell their house, throw in all their savings,
and move to Broughton and open up the village bakery. They
wanted to put some life back into the community, to encourage
others to come into the community, and they made it to our final
three in Britain’s Best Bakery! This is their letter.

Slide 25 On from there I was asked to be a judge on Britain’s Best
Bakery, which has been a wonderful opportunity for me to (a) travel
around the British Isles and b) meet some fantastic, passionate,
family, new, traditional, artisan, English, Scottish, Welsh, (no Irish
as yet), Lebanese, Caribbean, all the different ethnic groups of
bakers in this country. There may only be 2,500 of bakeries out
there in the UK but by golly, they are working hard and doing a
damn good job. Series 1 came to daytime television in November
last year. Did any of you see it? It was shown at 4pm – 5pm and it
ran for four weeks. It was the best launch for ITV1 last year and it
was the most watched programme of its timeslot in the afternoon,
as a result of which over 14 million people watched the first series.
We have been nominated for an award in the National TV Awards
for best daytime show.

Slide 26 This is a selection of some of the bakeries that were in
Series 1, and I’m going to give you some facts and figures. The
winner of Britain’s Best Bakery last year was Hambleton Bakery, I
had a conversation with the owner Tim and he said that straight
after the show aired, through January, his sales were up by over
40%; that his wholesale business had increased; and the two
products that we asked him to come up with in the new product
development part of the show, were now selling on a regular basis

‘Dear Mich and Peter,
How are you both? I’m guessing that you’re approaching the end
of the second series of Britain’s Best Bakery and hope you’re
enjoying it as much as the first one. For us it was a wonderful and
unique experience which we’ll never forget. We’ll always look back
on this time with such special memories, which is why I’m taking
some time out of our crazy schedule to express our heartfelt thanks
again to you both for giving us a fantastic opportunity and helping
us to get where we are today.
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Even though Shaun and I were novices to both baking and
business when you came along, there’s no doubt it was the right
time for us. Business couldn’t be better. We haven’t had a quiet
period since the programme was aired. We’ve had visitors from

around the world who saw the programme and have gone out of
their way to visit us. It’s been incredible. We still receive so many
encouraging comments, and compliments every day, and there
isn’t a day goes by that someone doesn’t mention seeing us on
the programme. Now I know you’re both experts in your field so
I’m sorry to tell you that according to 99% of our visitors, we should
have won. The other 1% says we should have come joint first!
Don’t worry, we’ve forgiven you ☺.

currently costs about £10,000 but it does fluctuate depending on
the price of gold each week. How many would you like?

Mike Bagshaw Mich, I have a question for you. You’re doing a lot
of great things in the baking industry. I am sure that everyone in
this room think thinks it’s great that we have people like you, Mary
Berry and Paul Hollywood are raising the profile of baking in a very
positive way to the general public. What’s your view on what we
can do as an industry to get more youngsters into baking careers
and to change peoples’ perception of it as a career?

We did manage to visit Hambletons in February and spent a
morning baking with Scott and Julian. A fabulous bakery, delicious
breads and a great staff team. Have you found any better in this
series?

Mich Turner It is happening. From the likes of Bake Off and it’s
turning amateur people into professional bakers. I’ve seen the
results, I’ve done shows with John Whaite and Edd Kimber, and
I’ve seen the product of the success of the Bake Off. They had
over 10,000 people enter his year’s competition! It is not just on
television. Everyone’s having bake offs - inter factory, inter offices.
I’m being asked to go into offices and schools to judge bake off
competitions

We’ve been asked to do a bit of judging ourselves locally, not quite
the BBC or ITV1 but we’ve got to start somewhere. Shaun was
nearly sick at one event as we had about 23 cakes to taste and he
was eating a whole slice of each.

We’ve also had to employ more staff to keep up with the demand;
I believe the loaf with the coffee icing is our best seller. If any of last
year’s Shine TV crew are there this year, please say hello and
thank you for believing in us. We wish you lots of success in the
new programme. Sent with our thanks and very best wishes.
Chrissie and Shaun.

I think where the help can come from is making sure there is
accessibility to information on baking so that people understand
that there are more areas of baking than cakes, such as, pies,
pastries, breads. We live in a fast paced, breakneck speed, society
but I think attitudes are changing and people are getting a huge
amount of pride out of baking and from being able to say ‘I made
that’. Whether its cakes, bread, pastries, or whatever, they’re really
proud of their achievements.

To me that is the real value of what you’re all doing with your loaf
of bread. Thank you very much.

Mike Bagshaw Thank you very much Mich, excellent presentation.
I’d like to open the floor for some questions, please.

David Wright Mich, it’s a bit of a possibly rude question and don’t
answer it if you don’t want to, I’m sure you won’t. Your cakes looked
fantastic. I’d like to know how much it would cost to buy one of
those celebration cakes?

Mich Turner Well, you can ask and to you, sir… it’s not a rude
question, it’s something I get asked all the time, and of course for
bride and grooms, it’s one of the first considerations. For me it’s
always important that the quality of the ingredients and bake of the
cake has to be fantastic, because whilst a cake can visually excite
and wow with the eyes, it’s the taste of it that’s going to be truly
memorable. So it’s really important for me to marry the quality of
the cake and decoration together. For a three tier/four tier wedding
cake that would serve 120-150 people, you can buy that from us
for around £1,500 to £1,600. The most expensive cake I’ve ever
done cost £24,000, and that was for the President of Nigeria. He
had 12,000 people to the wedding, so it was more because of the
scale. The most expensive smaller cake we make is a four tier
cake that is completely encrusted in 24 carat edible gold leaf. It
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I will say that it is still very split, that the men tend to do the breads
and the girls tend to do the cakes, that’s just the way it is. When
we’ve done our travels on Britain’s Best Bakery and you see a
partnership, a family partnership, whether it’s a husband and wife
team or father daughter, it’s generally the men that work on the
breads and the girls that tend to go into the pastries and cakes,
and the sweeter things. I run an internship programme at the
studio and we get so many applications from people who have
studied through cordon bleu pastry skills, patisserie. Having done
a pastry course is the modern day beauty. Whereas girls 20 years
ago were off doing hair and make-up, beauty therapy, they’re
investing that time now, young girls, in putting on the make-up with
cupcakes and cakes and sweet things like that. I am going to Paris
this weekend so I shall be out putting a dent into several of the
32,000 bakeries over there, very much looking forward to that, but
it’s been my pleasure to be here today. I hope that a little bit of my
story has inspired and rubbed off, and made you realise that
overnight success does take 25 years, as they say. I’m still waiting
for mine, I’m getting there. Thank you.
Mike Bagshaw Thanks very much, Mich. Applause

Session Chairman Mike Bagshaw

distributers in North America and Australia, so we are a fairly global
company. We’ve have approvals for North America, South
America, South Africa and Australia as well. We can deliver, install
and commission our systems anywhere in the world.

I’d like to call up our next speaker Vahid Tambe, who is talking
about energy saving and control. Vahid’s business is all about
monitoring processes and managing energy use, helping
companies to understand how they can save energy and in turn,
save money.

Territories summary
• UK
➢ Most market applications
• Europe
➢ Energy and Compliance Systems
• North America
➢ Energy, heating control
• Australia
➢ Energy and Compliance Systems

Energy Saving and Control

By Vahid Tambe, Invisible Systems Ltd

Good Morning. I am delighted to be giving
this presentation. I have a lot of experience
in energy monitoring in the baking industry,
one of our largest customers being Greggs
the Bakers. I work very closely with them on
energy conservation and temperature
compliance for BRC purposes. We also do
energy conservation for Hill Biscuits. The
following is the agenda for my talk.
1. Invisible Systems Introduction
2. Background
3. Energy Monitoring (M&T)
4. Temperature Monitoring
5. Monitoring Plant Equipment & Machinery
6. Discuss expansion of current systems
7. Further opportunities to expand Invisible Systems solutions
to other Gregg's factories and Retail outlets

General System Concepts Whenever we design and install a
system in a factory, we start off by monitoring the main energy
incomers, which are the electrical and gas feeds, if applicable,
going into the factory. That determines the factory’s total energy
usage but won’t indicate where it is being used or where possible
wastages are taking place. The basic measurement energy
concept is wireless transmitters on the utility meters, which
transmits all the information to our data concentrator, which then
sends it, using GPRS, to the Cloud. We then we present the data
on a web based application over the Cloud as well asover the
internet.
Invisible Systems Product Lines

Invisible Systems was formed in October 2003 by the current MD
Pete Thomson who then worked in the laundry industry and was
not involved with energy and condition monitoring. However he
saw a need for automatic temperature monitoring in the food
industry, where QC staff were manually taking temperature
measurements several times day for BRC requirements, which for
a large factory, was the equivalent of a full time job. Pete devised
a wireless system for food factories that would take and record
temperatures automatically and accurately, and hence the
formation of Invisible Systems. The following will give you an idea
of what we design, produce and install

End to End solutions:
• Design
– Electronic circuits (PCBs), firmware - Assembler
– Software: C++, Linux, Java, PHP, SQL, Delphi
• R&D
– Project Management, design, workshop facility
• Manufacturing
– Workshop, assembly and test
• Field installation/commissioning
– Person, BESC, CP, Safe Contractors

Some of our customers are shown on the following slide, which
includes a lot of food manufacturers and retailers, with bakery
companies being Greggs, Sparks the Confectioners and Hill
Biscuits. We do energy monitoring and temperature compliance
for these companies.

–

Monitoring and Targeting, Display screens

–

RFID (Radio Frequency Identification)

–

Territories We are mostly active in the United Kingdom but we have
•
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–

Pre-Payment Systems
Heating Control

Compliance
–

–

HACCP Temperature Monitoring
Legionella Monitoring

•

Process Monitoring and Control

•

Condition based monitoring

–

Ozone Sterilisation, Water Quality,

–

Analogue, digital and serial interfaces

Optimise load management
This is an example of a system that we do for Greggs. We started

Here are some other products we do.

off monitoring temperature but they pushed us into energy
monitoring and control for them as well. So now we monitor
individual appliances and enter product information, like the
tonnage produced, and can calculate how much it costs Gregg to
bake one pasty. In the above system you enter the particular
product being baked into the controller and it will give the kilowatt
hours per tonne to bake the product and the total energy
consumption for the full quantity of the product being produced.
This helps Greggs to make the most efficient use of their ovens.

We can produce various reports from the system. We can do
week-on-week and day-on-day comparisons. For example you can
compare the cost of baking croissants today with the production
runs for them yesterday or last week. This is how Gregg’s identified

an over use of gas per unit of product problem, which was due to
lower production runs the previous month, 20 -30% more energy
being used than during the full production runs. They identified
these issues just by reading some simple reports from the system.

Monitoring and Targeting (M & T) This is monitoring the actual
consumption of energy by appliances against target energy
consumption levels for them. This will identify appliances where
energy is being wasted and allow steps to be taken to reduce the
wastage. We have real life examples where bakeries have saved
20-30% of their energy costs by individually monitoring ovens,
steam ovens and water as well, see system below:

This is an energy monitoring hierarchy that we have in some
factories. We can monitor energy consumption on anything: dough
mixing, proving and baking. We can individually monitor and meter
every device in a factory to give a detailed breakdown of energy
usage.

The main purpose of M T is to identify inefficiencies and set
consumption parameter alerts and actions to resolve the problem.
Once these parameters are set our system controls them
atomically. If there’s any wastage, it will let you know instantly - it’s
real time monitoring.

Summary of Energy Monitoring and Targeting
• monitor consumption against measures or targets
• identify inefficiencies
• set consumption parameters and alerts
• analyse consumption patterns
• apportion costs to profit or cost centres
• improve forecasting and budget allocation accuracy
• improve control methods
• optimise load management
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Data organised in a hierarchy tree format to allow “deep dive”
into “site-total usage-main equipment usage” and show % of
consumption across the equipment

Then we’ve got a site plan view below as well. So the software can
bring up your site, you can put your sensors on there. It’s all colour
coded so if there’s an alert, it will start flashing red, etc. So this is
like a site plan of a factory and you can see the temperature
sensors on there as well, and you’ve got a level floor plan view as
well.

HACCP reports These are just some graphs on temperature data
and how it looks on the software. It generates HACCP reports as
well, and we can also set the system up to automatically receive
HACCP reports via email. So you can select different sensors and
then you can just click ‘generate’ and it will generate a HACCP
report. You don’t even have to do this because we send it
automatically via email.

We do a lot of mapping software as well, that if you’ve got multisites, you can start mapping your sites on there and if there are
any issues, so if you’ve got a chief energy manager, he can log in
and he can see where the problem sites are, he can log in and he
can identify what the issues are, etc, on energy, as well as
temperature.

The above are some other systems that we integrate with, for
example, water dosing systems, compressors, ovens. So basically
we can identify or tell you exactly how much bread is coming out
of the ovens, if they’ve got counters on them, what the gas flow
pressure is. Any type of variable that’s giving out from an individual
piece of equipment, we can monitor and then display it on the
system.

Condition based monitoring: This is how Invisible Systems was
formed when we tracked refrigeration temperatures or oven
temperatures for BRC compliance. All our temperature probes are
UKAS calibrated, and we do have a full audit trail on them as well,
and we and re-calibrate them once a year for the factories. A BRC
auditor will have a full log of what the temperatures have been in
each area over a period of time, if any corrective actions have been
required, and if so, if they have been carried out correctly.

Mike Bagshaw Thanks very much, Vahid, good presentation. I
hope you found that interesting. We’re always trying to do different
things with the BSB now in terms of conferences, and widening
peoples’ knowledge of things that are going on.

Jim Brown That was an excellent technical presentation Vahid.
How much expertise is required within the companies that have
your systems, to interpret the data that you produce and to act on
it?

Vahid Tambe Well, the data that we provide to the customer is
user friendly; you don’t really need any expertise, in my experience
working with the chief engineers. They’re not energy managers at
all, they are engineers who look after the machinery and look after
the equipment. For people like Greggs and Hill Biscuits, we’ve
looked at their energy and set the energy profiles they require. If
they start using more energy than this they get an e-mail and they
can investigate what is causing the problem. Some companies do
have specialist energy managers’ onsite, or a group energy
manager looking after a few sites. However from a site base level,
you don’t really need that much expertise, because of the way
we’ve designed the system, it is very user friendly.
Jim Brown Do they have specific actions to take once they get
the email- will staff know what to do?

All non conformance alarms are notified by e-mail as well as text.
So if your refrigerator temperature above or below the required
temperature range, an automatic email is instantly sent to tell you
that there’s something wrong. In this case, this allows you to call
out a refrigeration engineer. The fault gets logged on the system as
well, so you have a full audit trail on it.

Vahid Tambe Yes, they will know absolutely what to do. For
example, somebody has left a a chiller door open, or an oven,
somebody’s left it on full whack in the afternoon when it is not
required.
Brian Clarke It’s real time, isn’t it?

Vahid Tambe Yes, it is real time energy monitoring.

Brian Clarke A chief engineer or an engineer can have it on their
own personal computer and it just flashes up and it tells you where
you’ve got leakage on energy consumption. I used to run a factory
and energy consumption and loss, waste of water, taps running,
and it tells you instantly if you’ve got a leakage or you’ve got a
motor going down. It’s a big saving, perhaps 10% of you energy
costs.
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Vahid Tambe Well, that’s the rule of thumb, but I’ve seen, working
closely with companies, that can be more. One factory alone saved
about 30% on their water bill – water costs are a massive issue
and the bills can be enormous. All it needs is for somebody on a
Saturday to leave a valve open and it pours away over the rest of
the weekend. So you can save a lot of money just by monitoring
energy and water consumption.

Dale, Artisan Bakery Given a figure of 10% saving on average,
what would typically be the return on investment?

The bakery competitions are a very important part of the
conference, allowing students to enter a wide range of classes for
bread, pastry, confectionery and cake decoration. There are also
live competitions, the students having to produce their products
live on the competition day within a set period of time. The
conference is also an opportunity for students to network with
students and lecturers from other areas and with owners of
bakeries who could be potential employers, or at least give them
links to potential employers.

Vahid Tambe It depends on individual situations but it is possible
to get your money back very quickly. Some of the companies we
work with have gas bills of £20,000/£30,000 a month, so installing
a £10,000 system and you save 10%, you have your money back
in the first month. Another example is that we installed our heating
controller in an Aldi distribution centre and they saved about 24%
just by controlling their heating efficiently.

We also run some industry seminar days throughout the year,
where people from the industry can go into a college and deliver
specific presentations. Last year we had a couple of creative
workshop seminars run by Rich Products, which were held at
Birmingham and Tameside Colleges.

Mike Bagshaw Many thanks for an excellent presentation Vahid.
Applause

ABST
(Alliance of Bakery Students and Trainees)

There was also some ingredient companies going into colleges as
well, doing presentations and demonstrations on maybe enzyme
technology, or emulsifier technology, or different ways of making
bread and pastry, so that they get a rounded understanding of
what’s going on within the industry.

Matthew May, General Secretary, ABST

Sara Autton Thanks Matthew. I urge you all to consider going to
the ABST conference. It is both enjoyable and informative and the
young people who attend are so very enthusiastic about the baking
industry. It really is worth spending time with them.
Can you give us a general idea of the make-up of your
membership Matthew? Is it all students and trainees, or does it
include people who work in the industry?

Matthew May The majority of members are students doing
courses at college but we have members from industry as well.
Whereas some years ago the members were primarily bakery
students doing a formal qualification at a college, the membership
now includes trainees working in the industry already and getting
on the job training.

BSB Chairman Sara Autton and ABST’s Matthew May
This session consisted of an informal interview between BSB
Chairman Sara Autton and Matthew May, to give BSB members
and guests an insight into the current activities of the ASBT and
their plans for the future.

We also have adult members, like Sara and indeed many of you in
the audience as well, who have a lot of experience and knowledge
and work in bakeries or with allied suppliers. This gives the
students an opportunity to learn from the them and this may help
them to decide which area of the industry they want to go into when
they qualify.

Sara Autton This is just something that we wanted to do because
of the closer links that we’re trying to forge between BSB and the
students who are coming into the industry, which is a topic that
very close to many people’s hearts here, particularly mine. I
thought therefore that it would be a good opportunity to have a little
chat with Matthew on the current ABST setup and their future
plans, on what they do and how they do it. I have a few prepared
questions but I would also like questions from the audience.
Mathew, can you first of all give us a very brief overview of what the
ABST activities are during the year?

Sara Autton I’m conscious of time Matthew so I’m going to ask
you one more question then open it to the floor. We already
contribute to the sponsorship of the ABST conference and sponsor
one of the competitions. Is there anything further the BSB can do
to assist the work of ABST?

Matthew May We’re always very grateful for the contributions that
the BSB and other companies and individuals make to our
conference and other activities. Without sponsorship the ABST
would not be able to operate effectively. It’s a volunteer led
organisation that relies on support from the industry to help it
function.

Matthew May The ABST is very much focussed towards bakery
students and trainees on a national level and we now have three
Irish colleges on board as well. Our main calendar event is the
annual ABST Conference, which for the last three years has been
held it at Alton Towers. 370 delegates attended the 2013 ABST
conference, of which there were around 290 students, which was
a very good attendance. Some of the conference activities are
given below:

It is a two-way thing and it’s about what can we do for the BSB as
well. An open dialogue would be useful on a way of working
together that benefits the students, who, at the end of the day, are
the lifeblood and future of the baking industry. Whatever we can do
to work together to bring students on at college and particularly
when they are looking for a job when they finish their course, would
be the best for everybody.

Friday afternoon. Various baking industry experts sit at separate
tables in a meeting room and students rotate round the room going
from table to table. When each new group of students arrive at a
table, the ‘expert’ has three minutes to say who they are, where
they work and the job they do. The students then ask questions
for 10 minutes before moving to the next table. This allows them to
speak to a variety of people from the industry on a wide range of
subjects.

Sara Autton That’s all I have to ask, are there any questions from
the audience?
Sarah Priestley Can you just say how people can join the ABST?
Do you have a website with joining and payment details?

Matthew May We do have a website, www.abst.org.uk. A
membership application form, which gives types of membership
and costs, can be downloaded, printed off, filled out as required
and sent with payment to the address given for the ABST
Treasurer. We are currently looking at ways of paying membership
fees on online but it is not available yet.

We have demonstrations taking place at the conference. Technical
representatives from ingredient suppliers will do demonstrations
in relation to bread making, cake production and decoration, and
pastry production. People from the industry deliver talks on a range
of bakery topics. These are tailored to give the students an
understanding of what’s available for them in the industry so they
can make an informed decision as to how they want to progress
with their careers.
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Jim Brown Can you say a little bit more about the conference
competitions, because I think they’re a major part of the conference
and really bring out the skill and competitive spirit of all the
attendees?

Matthew May Yes, it’s something that the students really get
themselves geared up for, because it gives them an opportunity to
showcase their skills to the wider industry and to compete against
their peers within the bakery training arena. The competition
products are judged by industry professionals with expertise in the
particulars products they are judging and who make themselves
available to the students afterwards. That’s very important because
when the students come in after the judging has been completed
to see how they’ve got on in the classes they have entered and
they have not won, they look for some feedback from the judges as
to how they could improve, what they could do better, or even why
they came second and didn’t win the first prize. Even the winners
may ask the judges how they could have made their products a
little bit better. It can be bread, pastry, confectionery, cake
decoration, marzipan modelling, chocolate work, the full remit of
bakery products.
We also have live competitions. This is where the students and
trainees will start with the raw materials and have to do, according
to the class they have
entered, live marzipan
modelling; live piping; or
live dough modelling.
They
have
a
set
timeframe and criteria for
what they are producing,
and do it all live in front of
the judges, who mark
them on how they go
about their work, the skill
they show and the quality
of the final product.

Sara Autton That’s great Matthew. Just so you all know, the BSB
sponsor the 800g white tin loaf competition. For the last three years
that I’ve been judging it, it’s been won by Tameside College. So
this is a challenge to other colleges to get their act together and
give Tameside some serious competition for the 2014 BSB 800g
white tin loaf trophy!

Matthew May I should mention that the other thing that we’re
working on now is building relationships with some of our learning
academies across Europe. We now have links with the German
Bakery Academy; the Richemont School in Lucerne; and the
LeNotre bakery school in France. So we’re widening the field so
that we can share knowledge and learning across different cultures
in Europe, and not just in the UK bakery market.

Session Chairman Paul Turner

If I could start by saying thank you very much to Mike for chairing
the sessions this morning. Job well done Mr Bagshaw; you set a
high standard! So if I could introduce the first paper of the
afternoon sessions, Why Training Matters? I guess most of us
have an opinion that and could probably provide an answer.
However, we are going to hand the floor over to Alan and Karen,
who between them have a significant number of years of
experience in the food and drink industry and we look forward to
hearing their paper. Thank you very much.

Sara Autton Just one last thing, if anybody feels that their
company can offer placements to students, even if it’s just for two
or three days, a bit of mentoring during a visit, or a help with the
travelling costs for a visit, anything like that, please contact
Matthew and his colleagues, because these students are our future
and we really need to nurture them. Many thanks for giving us your
time today Mathew. Applause.

Why Training Matters?

by Alan Clarke and Karen Taylor, National
Bakery Training, Scottish Bakers

Some ABST Conference Competition Photographs
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Alan Clarke To introduce ourselves, I am
the Chief Executive of Scottish Bakers and
Karen is the Training Manager of National
Bakery Training. We’ll tell you a little bit
more about the relationship and how it
works but first of all, we have been asked
the question: why training matters? I
suppose we have been thinking about that
since we started putting our presentation together. It is a very
difficult economic climate at the moment and the smallest bakers
can find themselves directly competing with some of the largest,
most professional retail organisations in the world. That really
makes you stand back and think, ‘is being a baker enough?’ We
believe ‘why training matters’ is because, to survive, develop and
prosper, bakers must have people with the knowledge, the skills
and the competence, not just to be at the top of their game in
baking, but to be at the top of their game in running a business! We
suggest that training should be a normal part of business, not an
extra, an add-on and or just a nice thing to do - It is what can give
bakers a competitive advantage.

1.
2.
3.
4.

So we’ll tell you about training and its advantages. We will tell you
about Scottish Bakers - who we are, what we do; the relationship
with National Bakery Training; and some of the changes and
challenges that we have seen bakers facing.

I come from a membership and training organisations background
and joined Scottish Bakers three years ago. We have made a few
changes at Scottish Bakers and I want to highlight some of the
things that bakers in Scotland are doing to face up to and combat
the challenges that they face. Karen’s will then tell you about some
of the things we do from a bakery training and qualifications point
of view. I’m then going to show you a sample of our new on-line
learning facility, in which we have put the paper based learning
materials we use for training and assessing candidates for
qualifications. We will finish off by saying why we think training
matters.

The first P is Profile We want to raise the profile of bakers in
Scotland in the eyes of customers and to get the customers to
support their local bakers. For the first time two years ago we
created the Scottish Baker of the Year Awards and got customers
to vote for their favourite bakery products and for the bakery which
supplies them. In the last two years we have had around 30,000
members of the public taking part in the voting. The Awards cover
various product categories, with the ultimate award being the
‘Scottish Baker of the Year’ and you’re going to hear later this
afternoon from the 2013 winner Andre Sarafilovic. The World
Scotch Pie Championship, which covers a range of savoury
products as well as Scotch pies, is another competition which
creates great media interest and publicity.

Scottish Bakers is the trading name of the Scottish Association of
Master Bakers (SAMB) and they had their own training operation
in Scotland for many years. Since I joined the association we have
extended our training services to England and Ireland and due to
this, decided to set up a separate training brand, National Bakery
Training (NBT), which is still part of Scottish Bakers. We use NBT
outside Scotland and Karen is our Training Manager for this part of
the business.

The above, together with the PR services we offer our members,
are all about raising the industry’s profile. Our Baker of the Year
competition last year had extensive media coverage and if we
added up the value of that in relation to the cost of placing adverts
in the local papers, national papers and TV, we achieved £600,000
worth of PR in one competition for the bakery sector in Scotland.

The Scottish Association of Master Bakers was set up in 1891 and
is now trading as Scottish Bakers. During the last three years we
have been working hard to modernise the Association and make it
fit for purpose, which is to assist and support bakery businesses in
Scotland. We moved to state of the art new offices recently and on
the wood panelled walls of the previous boardroom we had a
photograph of every Past President of the Association, the majority
of them in monochrome. We had all the photographs scanned
professionally, the colour ones being converted to monochrome to
make them all the same. We then had wallpaper designed to
include all the Past Presidents’ photographs and we now have a
Past Presidents’ wall in our new offices. This is of great interest to
visitors, particularly those from long established Scottish family
bakery businesses. They look at the photographs and may say
‘that’s my uncle’, ‘there’s my dad’, ‘there’s my granddad’. So we
have a very strong heritage, of which we are very proud.

The next P is Policy We developed our first ever manifesto this
year. We have identified key areas that we want to work on: to try
and attract and retain employees in the sector; try to improve the
high streets in Scotland; look at the VAT issues; trying to get bakers
to sell in non-traditional markets. I’m doing a presentation to the
Scottish Government’s First Minster Alex Salmond in two weeks’
time on the Scottish Food and Drink export strategy. I’ve been
invited with a group of bakers and other food and drink providers
to go to India to look at new markets. So what we are trying to do
is to make sure we are a ‘must consult’ organisation! It ensures
that if there’s a policy change proposed for Scotland, we are
consulted before it happens, not talked to after it happens.

The third P is enhancing our Professionalism. We provide a range
of services for our members. We use Peninsular to do a 24/7
helpline on employment law and health and safety issues. There
are Scottish Baker utilities, Scottish Baker office supplies, and a
whole range of other services that we offer our members.

About Us
• Scottish Bakers is the Trading Name of the Scottish
Association of Master Bakers
• National Bakery Training is the Brand name for our Training
Outside of Scotland.
• Scottish Bakers has supported bakers in Scotland for 122
Years
• Scottish Based Membership Organisation for Plant, Craft,
Artisan, Retail & Wholesale Bakers
• Provider of Bakery & Food Manufacturing Qualifications
across the UK

The last P is developing People and that is the training we offer.
We are trying to be a one-stop shop. Whether an organisation
comes to us and says, ‘I don’t really know what my training needs
are, can you help me’; or ‘I want an apprentice’; or ‘I want to put
somebody through a bakery qualification’; or ‘I’m looking at a
management qualification’. We are trying to be a one-stop shop to
cover all training requirements.

Scottish Bakers Annual Conference We have completely
revised the format of our conference, which includes the Scottish
Baker of the Year Awards, and this year we had 360 people
attending. When we ran the Scottish Baker of the Year competition
for the first time last year Paul Hollywood was the public face of it,
plus speaking at the conference and presenting the awards. He
was due to do the same at this year’s conference but unfortunately
had to call off late on due to events in his private life which were
receiving high media attention at the time. Mich Turner, who gave
a superb presentation earlier today, had agreed to give a
presentation at our conference but was returning home the same
day. So I telephoned her PR agency to ask if Mich would she stay
on to present the various product awards in the afternoon and the
final product awards and Baker of the Year award and in the
evening? This was agreed and Mich did the awards superbly well,
and spent the night in the hotel suite that had been reserved for
Paul Hollywood! A direct result of the above is that we have booked
Mich to be the public face of Scottish Baker of the Year for the next
three years. This will include doing the press launch for the 2014
Scottish Baker of the Year competition at the bakery of this year’s
winner, Andre Sarafilovic. Mich will also speak at the 2014 Scottish
Bakers conference and present all the awards.

We are a membership organisation in Scotland, covering the
smallest craft bakers through to the largest manufacturers. In total
we have just under 500 members at present, out of which around
300 are manufacturing businesses. Although we are a membership
organisation in Scotland, we are a UK wide training organisation.
We have a training team in Scotland, a training team in Northern
Ireland and a training team in England. We employ 24 people and
last year, we created two strategic partnerships. We are the
preferred supplier of training for the Irish Association of Master
Bakers and the preferred supplier of apprenticeships for the Craft
Bakers’ Association, who used to be the National Association of
Master Bakers and we are very proud of these relationships.

Strategy Shortly after joining Scottish Bakers I organised a two
day ‘Strategy’ meeting with the board and other key individuals,
which is now an annual event, and we put together a strategy
based on four Ps.

Scottish Bakers Strategy
Be a Must Join, Must Consult and Respected Trade Association
that is ‘Recognised as the Voice of the Bakery Sector’! The
strategy should follow the four Ps:

Raise the Profile of Bakers
Influence Policy
Enhance Professionalism
Develop People
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Through our various activities we had TV coverage six times over
a three month period this year and it’s getting that message across
- support your independent craft baker.

Changes and challenges in the Sector These cover: impact of
the economy, increased costs, on-line shopping, out of town
shopping, changing retail structure and impact of the multiples.
Three years ago research showed that vacancy rates in high
streets were running at 5%. In 2012 research showed that 16% of
shop units are vacant in town centres across the UK. I can tell you
that in Scotland there are some town centres where the figure is
40%. So trying to assist bakers to get their goods to market is very,
very difficult and particularly trying to look at new ways to do it.
Margins are being squeezed, which you will know it from a supplier
point of view and from a bakery point of view. Problems come from
increases in ingredient, distribution and fuel costs and also things
like the national minimum wage and new pension legislation.
The challenge is looking for new markets. Greggs are now in
railway stations and in industrial estates. People are thinking out of
the box. If we are not going in the high street, where else is
affordable? Many bakers now have retail vans on the road. We are
almost going back to the future.

Scotmid Something that’s happened in Scotland recently is that
eight of our members are now in strategic partnerships with
Scotmid, which is a Convenience Store Group with many outlets in
Scotland. These bakeries are putting their own bakery shops into
Scotmid stores local to their bakery and trading under their own
name – Ashers, Stephens, Aulds, Goodfellow & Stevens, and one
of the biggest successes of that is giving our traditional members
new outlets and they’re not competing with their existing business,
it’s value added. Because of Scotmid’s opening times, it is also
giving them a much longer selling time during the day. So it’s trying
to look at things like this.
Online-shopping In 2001 12% of all purchases were made online.
This is expected to double that by 2016. That is unbelievable when
you think about it and the competition that retailers are up against.
The figure I have for 2011 is £50 billion worth of commerce done
online.
Out of town shopping A very comfortable and convenient way of
shopping, with a large choice of products and usually free parking
but it is driving customers away from the high street.

The multiples The multiples are trying to be the artisan baker.
They’re trying to get that message and they’re very good at
communication and they’re very good at trying to get into that
customers’ head, to say come and smell the bread, come and buy
the bread. And there’s a role for that, but it’s a big challenge for the
independent baker to a foothold in their business.

Further north in Scotland, Scottish Bakers Past President Lewis
Maclean has a bakery business in Forres, near Inverness, which
covers both retail and wholesale. He’s developed some excellent
packaging and marketing materials for his wholesale products and
has started to look at new markets for his shortbread and biscuits.
This recently included China and the packaging information has
been translated into Chinese, see below. Lewis is now doing nearly
half a million pounds worth of business per year that he wasn’t
doing two years ago, all by thinking out of the box and looking at
new markets.

Changing Retail Structure The changes are listed below.
•
Supermarkets - store numbers up 7%
•
Convenience Stores - numbers up 6.4%
•
Convenience Symbols - store numbers up 2.9%
•
•
•

BUT

Chocolatiers/Confectioners – down 14.2%
Health food shops – down 9.4%
Specialist Bakers – Store numbers down 0.3%
(Source: IGD – Grocery Retail Structure)

So what can bakers do? There are a number of things Promote
the quality and freshness of your products, the real difference
between the craft baker and the multiples. I think of the word ‘value’
and value doesn’t mean cheap. It means getting an acceptable
price for a good quality product. I believe that you need to be proud
of the products that you make and to stand by the value that you
provide. Being part of the community has always been very
important to bakers. They’re probably one of the last
manufacturers in the high street. There are various skills bakers
need in business. The skills to: connect with their community; to
manufacture products; to market and sell your products; and many
more. That is a vast range of skills, all within one small box if
you’re in the high street.
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The Training Advisors visit every four to six weeks and during the
visit plan what training will take place during the next visit, say for
example, pin, block and shape dough. The time the training will
take place will also be arranged, since it may be 3 am in the
morning because that is when a particular product is being
produced. Whatever the business training requirements are, we’ll
fit them around your production needs. We always say production’s
king and we have to fit in with you.

There are a lot of challenges and I think skills are one of the key
ways that you can really have a USP (unique selling point) within
your business. Just before I hand over to Karen, I have a little
teaser for you. There are two key assets that any organisation has
that never appear on the balance sheet. What are they?

The answer is “its People and its Reputation!!” It’s having that
knowledge, that skill, that confidence to be able to grow your
business and that’s part of what we try to do as a trade association.
Please welcome Karen.

Reviews are completed after each visit and cover what the
candidate has done during that visit and what homework that
candidate’s has to do. Candidates can contact our training
advisors, including me, by email, text or phone to discuss aspects
of the training course, or to receive advice on anything they are
concerned about.

Karen Taylor I’d like to start by going
through the qualifications that we deliver
across England and by that I mean from
Newcastle down to Bournemouth, so we do
cover a large geographical area. We work
alongside City & Guilds, ILM (institute of
Leadership and Management), the Sector
Skills Council is Improve, and we do a lot of
work with the National Skills Academy. The
qualifications that we deliver are all
apprenticeship qualifications at Level 2 and
Level 3, and they cover areas such as craft
bakery, manufacturing, retail, and leadership and management. As
I’ve said, the apprenticeships are at Level 2 and Level 3 and a
candidate has to be on the programme for a minimum of a year. If
they are 16 to 18 years old, it’s all completely Government funded.
If they are 19-plus as we call them, they are co-funded by the
Government.

What Do You Gain as an Employer?
• A structured training programme for your employees
providing a foundation to develop further at work
• Increased Confident & Competent Employees,
• Contributing to your company quality standards by having
employees trained and qualified to National Standards
What Do Your Employee’s Gain?
• On the job training and assessment of their skills and
knowledge.
• Self confidence.
• Greater understanding of the industry.
• A Nationally recognised qualification.

The Qualification Components
• IPQ Units (Industry Proficiency Qualification). Each unit
focuses on Practical Bakery skills and underpinning
knowledge
• Functional Skills in English and Maths at level 1 or level 2
• ERR (Employment Rights and Responsibilities)
• PLTS (Personal Learning and Thinking Skills)

The self-confidence that candidates get from the training courses
is amazing. Many trainees find it difficult to go to the bakery
manager or their supervisor and say things like ‘this product just
doesn’t look quite right’. Once they’ve done the qualification with
us, they have the confidence to say, ‘this isn’t quite right, should it
be rejected?’ rather than it going all the way through the production
line and having to be thrown away at the end.

The qualification components are listed in the table. The
component that we like delivering the most is the IPQ units. These
are the industry proficiency units that come within the bakery
industry. There are over 147 units at Level 2 and another 147 at
Level 3 and each company can pick and mix the units that suit their
employees and the training the needs of their business.

What Our Employers Say We have been working with Birds of
Derby for over a year now and have had 32 candidates on their
programme. Their Training Manager is Kevin Frost and I usually
meet with him twice a year to discuss the candidates currently on
programme and future candidates for the programme. With regard
to the programme Kevin says: “Initially when we started the training
programme there was a bit of reluctance from some of our
employees to take part in it. I think it had been around 10 years
since we did any NVQ training programmes. However once we
started the programme and the NBT Training Advisor had visited
the candidates a couple of times, we were inundated with people
asking us to join”

The functional skills, the ERR, employment rights and
responsibilities, and personal learning and thinking skills, are all
integrated within the qualification. These are the parts of the
qualification that candidates don’t like doing. ‘Why do I need to
study English and Maths?’ ‘Why do I need to know about
employment rights and responsibilities?’ So we integrate them into
the qualification so it’s covered seamlessly - they don’t realise so
much that they’re doing English and Maths. If for example, they’re
learning about percentages and ratios, we’ll relate them to what
they’re doing within the units of the qualification. In effect, they’re
learning English and Maths without, to a certain extent, realising
they’re doing it!

How the Qualifications are Delivered
• The qualifications are delivered in the workplace at times that
suits the activity and the training needed.
• Training Advisors visit the candidate every 4-6 weeks.
• Assessment visits and topics are discussed and planned in
advance to suit the training and the business operations.
• Reviews are completed at the end of each visit to confirm
with all parties the progress made and the next steps.

How are the qualifications delivered is covered in the above table.
The difference between us and a college is we come to your place
of work to do the training. We may want to do some observations
which are covered on the shop floor. We may also want to take the
candidates off the shop floor for a certain amount of time during
the day to cover theory work with them. We have two types of units,
one’s an observational unit, done on the shop floor, and one’s a
knowledge unit, done in a classroom type environment. So they’re
getting the best of both worlds.

Jessica, one of the first candidates that we signed up at Birds, is
an absolute star. She completed her Level 2 earlier on this year
and then went straight to Level 3. She was originally a Birds shop
assistant in Matlock and is now the shop manageress. So the
progression that she’s made is phenomenal.
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Because of the progress that Jessica and other employees have
made, Birds have decided to make it prerequisite that all
employees do training, helping them to do their jobs better and to

You can see in the first slide the training area we cover, which is
important because the issues and challenges that bakers are
currently facing, whether you’re based in Inverness, Reading,
Dublin or Belfast, are exactly the same. You can also see in the
second slide that our training numbers have grown over the last
three years. From a total point of view, we qualified to City & Guilds
or SQA standards, 897 people in bakery qualifications in 2012/13.
We are six months into our current financial current year and we
will qualify over a thousand candidates this year. So in National
Bakery Training, Scottish Bakers have an extensive training
provision.

ultimately move through the management structure at Birds of
Derby. This is fantastic for us and really good for their employees.

What we are also doing with Birds, because we have now had the
second stage of intake of candidates achieving qualifications in
September, is planning a presentation ceremony in November for
successful candidates. This will include a tour of the bakery, since
many of the candidates have said to us, particularly those who
work in Birds’ shops, ‘we work for Birds but we have never been
round the bakery. So we have passed this on to Kevin and Mike
Holling and it is being resolved. So we are communicating with the
employees, mixing them with the employers and passing on the
comments that are coming through.

On-line Learning
I mentioned earlier that we are putting the paper based learning
materials that we use for training and assessing candidates for
qualifications together as an on-line learning programme, blending
together technology and the trainer. It will never replace the bakery
trainer but it will make our learning resources accessible to many
more people. It will be called the James Allan Online Bakery
Academy.
A Blended Model for Bakery Qualifications
• On-Line Learning Resources
• On-Line Exercises and Assessment
• On-Line Tracking of Training
• Trainer-Led Hands On Skills Development

This, for the first time, will be an on-line learning resource which is
linked to nationally recognised apprenticeships and nationally
recognised qualifications. We are working with a company in
Belfast called Aurion Learning. Their specialist Dr Maureen
Murphy, is converting our paper based learning materials into an
on-line learning system. What she looks at is what they call the
pedagogy of how people learn and how they are taught. We will
have a range of on-line learning methods that candidates can
access and the slides below show examples of them.

A few of the companies we work with are shown above and we are
getting new companies coming on board each day. I get two or
three emails a day from the National Apprenticeship Service asking
me to contact a bakery because they want to take on an apprentice
or they have an employee who wants to come on programme. So
our list of clients grows weekly. I’m going to hand back to Alan now.
Thank you very much.

Alan Clarke I just want to put up some statistics in the slides
below.

Candidates will be able to access topics that equate to each part
of the qualification they are doing. They can learn about
ingredients, production processes, and many other things, as can
be seen in the above slide. They can also access question papers
to test their knowledge and there will be videos of processes and
production techniques.
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Laura Al Azawee Looking at the training statistics over the last
three years, what contributed to an almost 50% reduction in
training in Northern Ireland?

Interactive graphics will allow the candidate to follow particular
activities, as shown in the above slide. We hope to have that ready
by the spring of next year.

Alan Clarke Changes in funding caused the reduction. The
Department for Employment and Learning in Northern Ireland has
cut adult funding by 50%. Last year you could get full funding to the
end of September and we got as many people registered as we
could. We have put 60 candidates through the qualifications at the
reduced funding level and they are currently just finishing the
training course. A new round of funding kicks in shortly and we
should get another 100 learners in Northern Ireland.

Going back to where we started and answering the question Why
Training Matters below.

Why Training Matters is because to survive, develop and prosper
Bakers must have people with the knowledge, skills and
experience to be at the top of their game in baking and at the top
of their game in business.

Why Training Matters
• Training Sets Standards
• Influences Culture
• Defining Normal Acceptable Behaviour
• Develops Competence & Confidence

Paul Turner Thank you very much again to both Alan and Karen
for that really interesting paper. Applause.

Session Chairman Paul Turner

I now introduce Graham Jones, who is presenting a paper on using
automation to reduce bakery distribution costs. I have known
Graham for some years and it gives me great pleasure to welcome
him to the conference as a speaker.

Quotes
Some famous quotes you may find interesting in the context of
training and management.

Using Automation to Reduce
Bakery Distribution Costs

“Education is simply the soul of a society as it passes from one
generation to another."
G K Chesterton, The Observer, 1924.

by Graham Jones, Logistics Planning limited

“Not everything that can be counted counts and not everything that
counts can be counted”
Albert Einstein

I have listed below the areas I’ll will be
covering in my presentation, starting with my
feelings for the baking industry and how I
have been involved in it.
•
Introduction
•
Allocation of cost
•
Paperless despatch systems
•
Ways of reducing despatch costs
•
Ingredient storage
•
Internal logistics
•
Vehicle operations

"Management means helping people to get the best out of
themselves, not organizing things."
Lauren Appley

In an industry where there’s so many family businesses, training
can be the soul of your bakery business as it passes from one
generation to another.
Thank you very much for your time.

Paul Turner Alan and Karen, thank you very much indeed for that
excellent paper; the passion is infectious, for sure. My takeaway
actually from all of that was ‘raise the profile of bakers’. That has
to be good. Can we have the first question please?

One of the things I feel about bakery is that all the investment
appears to be on the manufacturing side of the business and yet
the distribution of bakery products has got more difficult and
expensive over the last 20 - 30 years. Lots of developments on
bakery distribution have occurred around the world but they
haven’t been reflected in the UK.

Colin Lomax, Tadley Thanks Alan and Karen for an excellent
presentation. I have two questions, if I may. If a baker wants one
or more of his staff wants to get involved in your training, what does
he or she have to do? For the second question - you mentioned cofunding for 19-plus. Can you expand on that?

I’m passionate about food and in particular baking. My first job after
my engineering apprenticeship was as a diesel mechanic in the
Antarctic and every two weeks we had to make our own bread. If
I had spent some time taking an engine to bits then kneading bread
dough was a fantastic way to unwind. I really got enjoyment and
satisfaction out of producing bread for the rest of the team and
myself.

Karen Taylor First question: If the baker is a member of the Craft
Bakers Association (CBA) he can contact them with his
requirements and then Tina, Karen or Peter from the CBA will give
me information on the enquiry. I will then contact the baker directly
and take it from there. Alternatively the baker can go onto our
website www.nationalbakerytraining.org to learn more about the
training courses. Accessing the Training page of the website gives
my contact details.

Introduction
• Some bakery operations are easier to automate than others
• Start with potential for greatest ROI
• Use Activity Based Costing
• “Get your facts first, then you can distort them as much as
you like” Mark Twain

Second question: If the trainees are 16 to 18, the training is fully
funded by the Government. If they are over 18, 19-plus, the cost of
training is what they call co-funded. The Government provide 50%
of the funding required to deliver the qualification and we should
then be asking the employer to provide the other 50% of funding.
For the last 2 1/2 years we have not asked employers to provide
the other 50% of the funding required for a 19-plus taking a training
course. Unfortunately, due to an annual reduction in Government
funding for the qualifications, if we have a 19-plus on a training
course now, we have to ask the employer for a contribution to the
training costs. We only ask for £100 per 19-plus candidate towards
the cost of training, certification and registration with the awarding
body. Each candidate that we put on a training programme has to
be registered with City and Guilds to do the qualification and we
have to pay for each certificate that that candidate receives. Our
reason for the lower employer contribution is that they are allowing
us into their bakeries to take the candidates off production to train
them. So, in effect, you’re paying them to do the training with us
whilst they should be producing goods.
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Some bakery operations are easier
to automate than others. This is a
photograph I took when I was doing
a project for a Ukrainian company a
couple of years ago. They make
these magnificent cakes which
probably sell for a low price but they
are very labour intensive, with many
ladies producing them and a lady
with a big ledger watching what
everybody did and marking them off.
They could afford to sell them at a low price because the price of
bread in the country was controlled. What the owner of the bakery
was trying to do, and the reason I was there, was to try and
develop other products that weren’t price controlled so that they
could expand their business.

Drivers wages are usually high but there’s not a lot you can do
about them, other than, say, delivering every third day but that
doesn’t do a lot for your product! There are other things like
consolidation which will save some costs but the biggest savings
in a distribution chain can come from despatch operations if they
can be automated.

Activity based costing With any investment you have to make sure
you get an adequate return. The best way I have found for
measuring the potential return on an investment is activity based
costing. I was reminded of this when I was in a factory in
Birmingham this week, which wasn’t a bakery, when somebody
was specifying a machine for something that was totally outside
the realms of what normally happened. When we looked through
the data, they were asking for a very expensive modification for
something which would happen about twice a year. So I like the
Mark Twain quote: ‘if you get your facts first, then you can distort
them as much as you like afterwards.’

Dispatch areas are traditionally the high consumers of paper with
picking lists, checklists, with amendment lists, so there’s a good
opportunity in a despatch for saving money. We can’t take all the
paper out of the system because there are some statutory
requirements but we can try and take as much out of the business
as possible.

I would like to use as an example of efficient thinking, an
installation in a German bakery which has been running now for a
few years. They use multi-deck ovens with independent
temperature control on each deck, to allow a range of products to
be produced freshly at the same time. This is in comparison to
using the tunnel ovens that are common in the UK, that are more
limiting, being best for large runs of the same product. Each
finished baked product is put in specific baskets which are bar
coded and loaded into a lowerator so the despatch staff knows the
contents of every basket by using a handheld bacode scanner so
there is no paper to transfer between production and dispatch. You
also have a truly accurate yield. When the product is ready to be
allocated, a handheld scanner is used to check the contents. The
scanner displays what products have to be delivered to each shop.
So despatch staff assign products for the shops using their
barcode. They pick the orders and label them and they have full
traceability at this stage. The traceability doesn’t end at the bakery.
It can continue into the branch if you’re running a shops business
and you don’t want to be off-sale too soon , the system can be
used to track unsold goods out of the branch and you can track
your stales returning to the bakery. You can also track your
equipment coming back and see which shop is losing them. So
that’s an example of automation in a bakery without there needing
to be big tunnel ovens, inter-company transfers and massive
investment.

Of course, we need to know where the costs are and, it is important
that people and departments talk to each other. I have used the
I looked at the cost drivers for a despatch operation and
considered how we can automate some operations? Start with the
classic activity of the receipt of orders, I think at one time I had an
order office with about eight ladies in it and now most orders can
be just EDI’d [electronic data interchange] over with nobody
involved.

Getting product into the despatch from either the bakery or from
inter-company can be expensive. Again, going back to Ukraine
there they are terrified of people stealing bread and had armed
guards on each entrance to the bakery, there would be two people
counting all the bread and signing for it in production and two more
signing for it in despatch, and then they both type it into their own
computers. So it was impossible to get any idea of what the costs
were in the business.
Paper picking time
Then we go through
the other things:
order
picking
usually consumes
the
greatest
resource and that’s
when you start to
realise that, say, the
number of customer locations can put a tremendous cost into the
business. PC Data have done a lot of work on bakery dispatch
systems and their analysis of the time taken for paper picking has
got 43% of just finding the products and walking around allocating
it. I can remember my first Easter running a bakery. The nightshift
had put three hours’ worth of Hot Cross Buns down in the corner
of the dispatch and packed all sorts of other stuff in front of them
and we found them five days afterward!

above slide to indicate where costs can be incurred throughout a
business. I remember a national account manager asking me why
a private label loaf cost more than the branded loaf. I had to explain
that the private label loaf required a recipe change and different
packaging, and required tracking through the dispatch, and these
were the reasons for the price difference. However nine times out
of ten, bakery product buyers were expecting a private label
product to be cheaper than the branded product because the
branded product carries advertising costs! However these were
lower than the extra costs
involved in producing the
private label loaf.
When looking for ways of
saving costs the one area
with the potential for saving
money is order picking in
the dispatch. This slide
shows the items that can
make up distribution costs:
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So location and walking and looking for products has always been
close to my heart, and you see that picking is quite a small part of
the order, but it requires a tremendous amount of staff to do it. You
might have 20/25 people in the dispatch department in a big bakery

you’re putting them away. We use this a lot in fruit and vegetable
operations; we’ve just put two into Spain for a couple of
supermarkets out there; we’ve had one running in Belgium with
fruit and vegetables for eight or nine years. It’s also operating well
in big in dairies .

and even in a relatively small bakery because of the time windows,
you might have 10 - 12 people working in despatch. With paper
picking you also have the potential for error.

I was in a bakery recently and wherewe used to have what we
called 0-100 sheets with a hundred customers on them and you
could make any required amendments to the orders. However this
bakery had one piece of A4 paper with 300 lines on it and expected
despatch staff to pick orders. It was as much as most members of
staff could do to find the store they were picking for on the piece of
paper in time. So it’s not surprising that when you’re picking with
paper you get a lot of reading errors.

The problem that I have found with bakery in the UK is that very
few UK customers want to order a full basket of the product, so it’s
necessary to have a pick-face. In this particular bakery they are
feeding a pick-face from behind and then using lights to pick the
individual products. So a customer order can then be matched up
with the trays with the single items in it and, with the full baskets.
It’s not a particularly ergonomically designed pick-face but it is 10
or 12 years old and we can design systems much more efficiently
now.
Order picking by hand held scanner

Advantages
•
Paperless
•
Accurate
•
Inexpensive (even an iPhone App)
•
Pick by pick confirmation
Disadvantages
•
Products need barcodes
•
Requires a location reference
•
Needs to be “holstered”
If we don’t want robotics, then there’s a number of other options for
order picking in bakeries. Now everyone’s seen a handheld
scanner and indeed, I play around scanning the barcodes in with
an app on my iPhone to see where the product has been made.
So everyone can use barcode scanners; they’re very cheap. The
problem is when you’re order picking, you’ve probably got to hold
them in your hand. There are sophisticated scanners used in big
warehouses which you can put on a finger but for the rigours of a
bakery, you really need something pretty sturdy. You scan the
product to see what it is, put the scanner back in its holster and
then pick the products. So you’re back in the situation of
remembering what you had to pick.

Paper picking errors

Of course, it depends on how you’re picking as to what the route
to market can be. If you’re making, say, a trailer full of bread at a
time to go to a sandwich manufacturer or to a regional distribution
centre (RDC), you can use some robotic systems. If it’s less than
that, you can use things like barcode scanning, pick by voice, or
pick by light. Light is my favourite for bakery operations.

Options for different Routes to market
• No “one-size-fits-all” order picking solution
• Fully automated robotic system ideal for high volume full
basket order picking such as for consolidation
• Other options include
– Barcode scanning
– Pick by voice
– Pick by or put to light
A video was shown at this point

I just thought this video could be useful and a diagram of the
system is shown above. This is in a bakery in Finland, it’s been
there about ten years now but in this system, we’re putting all the
products away by robots. So you’ve got one guy who’s receiving a
stack of baskets and inputting them into the computer and then the
system knows the contents and location of each basket. This is
one of my all time bakery favourite operations because it’s such
an easy job, there is even a scale on the side of the conveyor so
they don’t have to count the baskets, and from here, the robots are
picking up a stack of bread, putting into a random location in the
warehouse and then picking the order, or they’re putting it onto a
pick-face for single items. Now in an ideal situation, you have the
order at the same time that you’re picking the product so you can
put away, say, 15 full baskets onto the floor and then use the same
robot to go round and pick up 15 single baskets and put it on an
outfeed conveyor so you’re picking products at the same time as

A lot of products don’t have barcodes of course. So you could get

into complicated technology by photo recognition but it really isn’t
worth it. You also need a location reference; it’s okay saying I have
got this product but you’ve got to know where to put it and you’ve
got to know where to find it. So, yes, barcode readers have got
some advantages in a bakery, but they’re not the total answer and,
indeed, if anyone’s ever run a shift in a warehouse where they’re
using scanners, as I did that in Liverpool a few years back, the
biggest thing was issuing the scanners out and making sure you
got them at the back end of the shift, and recording which person
had had the scanner for maintaining traceability.

Voice activated despatching

59

Advantages
• Paperless
• Pick by pick confirmation
• Hands free operation
• No need for operative to read a screen

Disadvantages
• Requires location reference

We can use light systems in ingredient
storage because once we’ve got data
into the system, if you think back to
what I was saying about the
dispatching systems, we’ve got
accurate data from production; it’s been
verified by the dispatch, it’s been
allocated, we know which store it’s
going to, so we’ve got the traceability

Another method is voice activated control
where the operator wears a headset and a
belt computer and is told to go to a location,
pick a product, move it to somewhere else.
Great for something in a warehouse or
again, like loading a freighter where you’re in
large quantities and you don’t have to acknowledge something,
but it still requires confirmation at each stage.

Another video was shown at this point

Pick by/put to light

Advantages
• Fast because
• Allows “thinking ahead”
• Hands free
• Accurate
• Clear but flexible locations
• Minimum training needs

Disadvantages
Initial costs can be higher than alternatives

up to that stage in the bakery. You take that data back or bring it
forward, depending on your point of view, you can start with your
ingredient storage and you can have one set of data going right
through the business, tracking the business. You can run it in the
bakery, checking your doughs, your dough temperatures. You can
build up a total traceability record for a product and you can put
stuff in quarantine. But also for internal logistics, stuff doesn’t have
to be stacked up in trolleys. You can put it in racks like this which
are clearly marked, so delicate cakes / sandwiches can be
assembled and then put into a roll container and sent out to the
shop.

Whereas this is an example of a pick by light system in a German
bakery, in this case nothing’s wrapped, although we have got this
system working in a lot of bakeries in this country With wrapped
and un-wrapped products

The benefit of light is that when the person comes to allocate the
product, they’re faced with a screen and they have to count how
many products that they have. So let’s say the order is 200 and
they have got 190, the first screen asks them whether that deficit
is going to be made up or not, and if it isn’t going to be made up,
the algorithm then makes the cut. So they don’t have to ring the
bakery manager up at 2am to say we’re 500 short, who should we
cut? That’s already been done when setting up the system. But
assuming you’ve got the right number of products, once you start
to allocate, it’s very straightforward. And when you get to the last
shop and you’ve got exactly the right number for that store and
you’re not short or you’re not over, then the probability is you’ve
picked the order correctly. So whilst the initial costs can be fairly
high, using lights are very fast and they also allowpeople to think
ahead; and this is Goodman Fielder bakery in Australia. So there’s
a bit of Australian picking.

Distribution

That’s covered the inside of the
bakery, but I’m also very
interested in the distribution costs
of getting the goods to the store.
The IGD reckon that HGV miles in
the UK have been cut by 204
million miles in the last five years;
in fact that was 2012 but when I looked on the Federation’s website
the other day, it says that we drive 130 million miles a year in the
UK delivering bread.

Another video was shown at this point
I’ll try and show what I mean by people thinking ahead. They have
acknowledged the product that they are allocating, but there’s a
lady that will go around and you can see her looking in advance.
She’ll look up the line, see what’s got to go into each shop and
then she might put one basket on and take a couple of loaves out.
I don’t advocate her picking style of grabbing the loaf and
squashing it but you see how fast it is? There’s no
acknowledgement, there’s no paperwork, there’s nothing to be
ticked off. if you watch people picking orders in a freezer, rather
than take their gloves off, they’ll allocated 20 products and then
write them all down. I couldn’t do it at my age but I don’t think a lot
of these can from the number of mistakes you get, but you see
how fast a light system can be in allocating products.

Vehicle operations – consolidation
•

IGD calculates 1 in 4 HGV miles in UK are from food and
grocery

•

Can UK bakers share their distribution more?

•

Efficient Consumer Response (ECR) claimed UK saved 204
million miles in 5 years (IGD2012)

Bread is delivered on a daily basis ... 130 million miles a year (The
Federation of Bakers)

Now it seems to me that there are some opportunities to take costs
out of the distribution circuit if we were to, say, share distribution.
We’ve now have a common basket in a lot of UK bakeries. So why
shouldn’t one vehicle deliver bread from a number of different
bakeries to a supermarket. It doesn’t have to be three or four
lorries going from different bakers all to the same store at the same
time. And once we’ve got things like a common basket and the
robotic system I was showing earlier on, you can consolidate
orders very accurately and very quickly and hopefully, reduce
some of those 130 million miles a year that we travel delivering
bread from the Federation bakeries in a year.
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So I just thought I’d try and demonstrate that bakery logistics
wasn’t just about trucks and sheds, but it goes back to the whole
supply chain from ingredients. If you’re buying your Black Sea what
this year, that might be how it started its journey once it had been

harvested. So thank you very much for your time. I have tried to
demonstrate how we could use automation to reduce distribution
costs. Thank you.

to £10m in just five years and that, as you can imagine, has
brought a lot of challenges, although it is a good problem to have.

We employ around 185 people, a hundred in our retail estate, and
85 at our bakery and head office, which covers manufacturing,
distribution, administration and all the head office roles. We have
14 of our own retail outlets, 80 convenience store units which I’ll
talk about shortly; and six snack delivery vehicles, which again I
shall go into shortly. We offer a catering and buffet service, not so
much for retail customers but for local businesses and we have 40
wholesale customers which range around small corner shops,
canteens, schools, that kind of thing.

Paul Turner Graham, thank you very much again for another
interesting presentation. Any questions? No? Since there no
questions please thank Graham in the usual way. Applause

Paul Turner Our final speaker for today’s conference is Andre
Sarafilovic. I met Andre for the first time just before lunch but I felt
as though I already knew him because his paper comes highly
recommended and he has been mentioned twice in other papers
during the course of today’s conference. So Andre if I could just
hand over the stage, thank you very much indeed.

We are famous locally and in an even wider area than that now, for
our award winning steak bridies. If you want to see our website, it
is www.steakbridie.com and you can Twitter us on @steakbridie.
Our morning roll was voted the best roll in Scotland in 2012 and
2013, which we are very proud of, and again I am going to cover
that in more detail later.

Maintaining Bakery innovation, Sales
and Quality
by Andre Sarafilovic, Stephens the Bakers

Good afternoon ladies and gentlemen. My
name is Andre Sarafilovic and I am the 2013
Scottish Baker of the Year! I would like to
thank Alan Clarke, the Chief Executive of
Scottish Bakers, who you heard from earlier
today, and his team at Bakers House, for
raising the profile of bakers in Scotland. I am
very proud to be Scottish Baker of the Year
and very proud of all the work that Alan and his team do. It really
is a fantastic story of achievement in a relatively short period of
time. Alan has had only three years in the job and he’s totally
transformed not just our association, but the customers’ perception
of what Scottish bakers, and indeed all bakers, are about.

I will start my presentation by showing you a video film on our
business. After that I will give an overview of the business and then
talk about some of the initiatives we have introduced at Stephens
the Bakers. Perhaps you will then see why the judges thought that
we were worthy of being Scottish Baker of the Year?

The above shows our sales profile and you will see that retail
accounts for 38% of our turnover; our convenience stores are 46%,
wholesale 9%; and Stephens Direct contributed 17%.

An excellent video on Stephen’s the Bakers was shown at this
point

For our sales mix: rolls 38% of turnover; savouries 34%;
confectionery 17%; fresh cream 8%; morning goods & celebration
cakes 2%, and bread, 1% - how embarrassing is that?

To be honest, I didn’t play that video just for your benefit. It gives
me a warm feeling inside when I see the various aspects of our
bakery, shops and products. The video was given to me by my
retail team on Monday night to bring to this presentation and it’s the
first time it’s been seen. I was not involved in any way in the
making of the video so I am very proud of what they produced.

However the bread market in Scotland for the craft baker was
destroyed years ago by the supermarkets and our customers no
longer think about coming to a baker’s shop to buy bread. Now
bread has become trendier and I was impressed with the excellent
range of bread samples we saw this morning in the
Matthews/Moul-Bie presentation; an example of what the craft
baker should be producing.

Who are Stephens the Bakers?
• Established in 1873
• Relocated to Dunfermline Business Park in 2008
• Turnover £10m
• 185 Employees
• 14 Retail Branches
• 80 Convenience Store Units
• 6 Snack Delivery Vehicles
• Catering & Buffet Service
• 40 Wholesale Customers
• Famous for our Award Winning Steak Bridies
• Our Morning Roll voted the best in Scotland 2012 & 2013
• 2013 Scottish Baker of the Year

So who are Stephens the Bakers? Hopefully the video that you’ve
just seen has given you a feel for what we are about, but let’s go
through some of the points here which are relevant. Established
1873, this year is our 140th birthday, so we are very proud of that.
We relocated to our current bakery in the Dunfermline Business
Park in 2008. It’s just less than 40,000 sq. feet, and we spent just
under £5 million on the site, which was custom built. I designed
the bakery myself, with a lot of help from friends in the industry
who were kind enough to let me visit their bakeries. I managed to
pick up some great ideas and hopefully incorporated the best of
what I saw into our site in Dunfermline. Our current turnover is
£10 million and when we moved to the Dunfermline Business Park
in 2008 we were doing just under £4 million! So we went from £4m

The National Craft Bakers’ Week is taking place this week and for
it we launched a range of new breads. I have been getting updates
from our Cloud system which indicate that they’re starting to sell
but it’s going to be a slow burn because we have to re-educate our
customers into buying bread from us. It’s a sad position but if you
look at our morning rolls sales, they’re 38% of our turnover!
Perhaps there’s been a switch from bread to rolls, so I shouldn’t
really complain.
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The Stephens Recipe for Success
For over 140 years Stephens has consistently adapted to change,
and we have significantly grown the business in the last 5 years.

So we use the Cloud technology throughout the business. Our
Area Managers, when they’re doing visits to the convenience
stores or our own shops, will log what they find, taking pictures if
necessary. The data is loaded to the Cloud and can be accessed
from the managers’ desks at any time they want to see the
information - we can track it, we can log it, fantastic. We also use
IPads,, soon to be the Tesco Tablets, in the bakery, because we
have removed virtually all paperwork from our quality system. In
the production area they can use Google Docs online and just go,
click-click-click, what temperature were the goods? etc. The
Technical Manager can see live, product and quality control
information. That technology is out there and it is so cheap it’s not
true. So we have always adopted new technology. Our Epos
system is now Cloud based, so we don’t have servers back at the
bakery trying to control the tills and we have live sales updates.
The sales staff on Stephens Direct vans, which I’ll speak about
shortly, all have iPads. They record each sale and I know where
each van is at any time and how many sales have been made at
that stop. So I can endorse that Cloud is very much the way
forward, certainly for our business.

How we have achieved this:
Being passionate about quality
•
•
Offering value for money
•
Accepted that we are where we are!
•
Continuous investment in the business and our people
•
Embrace new technology
•
Continually strengthening the Stephens brand
•
Identifying and exploiting niche markets
•
Strong financial controls

The Stephens’ recipe for success is what I was asked to speak
about. For over 140 years, Stephens has consistently adapted to
change and has significantly grown in the last five years. You will
notice that we relocated in 2008. That was November 2008, and I
am sure you don’t need to be reminded that something happened
to the economy right at the point in time that we moved premises.
So that kept us very focused and I think, in hindsight, maybe that
was the fright that we needed to make sure that we stayed
focused. We had a lot of bills to be paid when we moved so it was
not the time to take the foot off the gas.

Continually strengthening the Stephens’ brand. I’ll speak later
about how we have got our brand out into the marketplace and
about identifying and exploiting niche markets. I believe these
initiatives are responsible for our significant growth, not just since
our relocation but over the last ten years they have helped the
significant growth in our business, coupled with our strong financial
controls. Profit is not a dirty word. If you don’t make profit, you can’t
do any of the other bits. So we do have very tight controls in our
business financially and if it’s got a measurement on it, whether
that be a monetary or a numeric, we measure it and we manage
it. We think that’s a strength.

So how have we achieved our success? Being passionate about
quality, and I am going to come back to that, and offering value for
money. Alan Clarke said it earlier, ‘value for money is not the lowest
price’. Our customers are feeling the pinch so they want the best
value for every pound they spend. It is the experience when the
buy from Stephens; the quality of the product, the quality of the
service, to be respected as a customer and to be thanked for
spending their money in our shop when they can go to many other
places to spend that pound. That makes what we believe is, value
for money.

So I’d like to pick up on a couple of the points that I have raised so
far. One of them is about being passionate about quality. I believe
I am passionate about quality. I believe my team’s passionate
about quality. Everybody can decide what quality is but below an
advert that William Stephen put in the Dunfermline press 17th May
1873 in the week he started the business. It reads: William
*Stevens begs to intimate that he has commenced the Baking
Business ………… and trusts by keeping bread, etc., only of the
best quality, to merit a share of public support.”

I have told my team to accept that we are where we are with the
economy. A number of years ago I said ’let’s get this straight, the
economy is not going to get better, so cut your cloth accordingly,
do the best job you can, make a profit and be proud of what you’re
doing’. By the way, if I am wrong about the economy not
recovering; fantastic. We have nothing to worry about but too many
people I have spoken to have said, ‘when it gets better’. Well, I
would suggest that we trade on where we find ourselves right now
and not think too much about whether or not it’s going to be better
tomorrow!

Continuous investment in the business and in our people. We
are investing a lot in the business to cope with the growth in
turnover. We are currently experiencing a 43% increase in turnover
and we have outgrown our bakery. So in the next 12 months, and
we are already partway through that, we will spend over £1 million
on an extension to the bakery. New equipment and shop fits, which
again I’ll come onto shortly, have also to be covered.

* William, who originated from the highlands, changed his surname
to Stephen at some stage, because this was the spelling of it used
in lowland Scotland.

That’s the foundation that he started his business on. He asks
customers to ‘please shop with me and I will give you the best
possible quality that I can.’ When his advert was placed in the
newspaper, there were 17 bakery businesses in Dunfermline.
There’s now only one and perhaps it’s because it was founded on
the William Stephens basis of quality.
Embracing new technology I am a bit of a tech head myself and
was interested in the earlier presentation on Cloud technology. We
are big on Cloud technology and we have the exchange hosted
Office 365 and we use Cloud for most things now. All our Area
Managers and shops have iPads but have you heard about the
new Tesco Pad at £120? You can drop a Tesco Pad in a bucket of
egg and it won’t bring a tear to my eye but if you do that with an
iPad it certainly will!
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What does being passionate about quality mean? Well, we
constantly monitor quality. We do that with daily quality reports, so
all the departments have to score ever product on their IPad. They
have key categories and all the scores are compiled at head office
and each head of department head will have this information when
they start work the next morning. They can discuss any quality
issues raised on yesterday’s production with other managers, and
QC, put them on the whiteboards, do whatever is required to make
sure everyone involved focuses and understands any quality
problems. Then, because we’re using the Cloud system, if there
was a quality issue, for example, with our morning rolls, this will

finishing adds to the material and labour costs and is extra over
what we call competitors' normal morning rolls. Morning rolls now
accounts for 38% of our turnover, which is over 30,000 a day. It’s
a significant growth and that’s a lesson on focusing on quality.
That’s what my interpretation of quality is and it’s what the
customer perceives it to be. The customer is prepared to pay us
that kind of money for morning rolls because of their quality and
taste.

go down as a key product on quality check for the rest of the week.
So if the product quality fails for one day, or somebody makes a
report we have a few trained people commenting on our product
quality, that product will be under the microscope for the entire
week.

We have a quality standards check system throughout our retail
estate and the convenience stores that we call ‘Spotlight on
Standards’, although everyone knows it as SOS and I tell them it’s
Save our Sales! Spotlight on Standards are again done using the
tablet. As soon as the SOS assessor walks through the shop front
door he or she is scoring: is the sign clean? is the shop window
clean?; is the pavement outside clean? From there, right through
to product displays; availability; listening and monitoring the staff are they up-selling, are they being polite to the customers? All
these things are measured and recorded on Cloud, so we’re
getting that live feedback and we can measure it. Part of the bonus
scheme for our Retail Managers is based on SOS scoring. We like
to think that this keeps the focus on SOS and keeps our level of
service as high as it can be. We also use mystery shoppers to
measure quality and service. We haven’t got the mystery shoppers
on to the tablet yet but they go back home and e-mail us with
anything that needs to be highlighted in our quality system. If it’s a
service issue we would raise that with the necessary managers.

Niche Markets Identifying niche markets has probably been the
biggest growth factor in our business. I was very proud to be
President of Scottish Bakers in 2004/2005 and the following is an
extract from my installation speech: ‘I believe the craft baker can
only survive and grow by offering fresh, good quality products and
service that the large plant bakers and food producers cannot or
will not provide,’ That’s what we were trying to find; what’s different
and how can we do it?

Morning Rolls I mentioned earlier that morning rolls represents
38% of our turnover. We have sold traditional bulk fermented
morning rolls since 1993 and our morning roll has won the best
morning roll in Scotland in 2012 and 2013 but there is a story
behind this success.

I took over the reins of Stephens the Bakers in 1990 and when
assessing sales I discovered that a close competitor was typically
selling 500 morning rolls per shop per day and we were selling 50
to 60 and members of my own staff were buying the competitor’s
morning roll! I didn’t like that and we spent a lot of time trying to
copy the competitor’s roll. In fact rather than copying it, we ended
up with a better roll than our competitor, with a bit of focus and
attention to the quality of the product. We also switched to 100%
Canadian flour for the manufacture of our rolls and I believe we
are now the only baker in Scotland using 100% Canadian flour in
their morning rolls. There may be others but by volume, we are by
far the largest, using just less than 18 tonnes a week of Canadian
flour. The roll dough is bulk fermented, hand divided and moulded
and finished by hand. This is because you cannot machine process
a bulk fermented roll dough and retain product quality, so the
labour costs are high.

Where did the customers go? That’s what everybody was
asking; the high streets were dying. Our sales were stagnant and
we were reading about our bakery markets being down, with
questions on the future of retail baking and baking in general? Well
I looked at the situation and I believed, and still believe, that the
bakery sector is not in decline. In fact, it’s going the other way! All
that had happened was that our customers had moved in terms of
where they were buying products. They weren’t coming to us
because it wasn’t convenient to come to us because of where we
were located, but they still had an appetite for good quality bakery
product. So we had to find ways of getting our entire product range
into other markets, and that’s what we did, introducing year some
initiatives in 2000 – 2002. One of them was a convenience store
concept with a local supermarket, In his presentation Alan Clarke
talked about some bakers in Scotland, including us, who have
installed and are operating, their own bakery shops in the stores of
Scotmid, a large convenience store group in Scotland. This has
been a big sales growth area for the bakers involved. We started
this concept 15 years ago and therefore I like to think that we
pioneered it!

We pioneered it with a local supermarket/convenience store
company called David Sands, installing our own shops and brand
in their stores. Over 14 years we grew the business very well with
the David Sands company, having exclusivity with them and our
shops in all their 26 stores. Then one morning David Sands
telephoned me to say that he had just sold his business to the Coop. Sales through David Sands at that point represented 30% of
our turnover so I do remember not sleeping very well for a few
nights. David wished us well but since he had sold the business to
the Co-op, it was quite clear that the exclusivity deal didn’t stand
The Co-op management came to visit us on week two and
basically said that since they don’t sell loose bakery products in
their stores they would not be doing business with us. However
since it will take a year or so to re-fit the David Sands stores as
the Coop, we will continue to trade with you until then. Panic!

Producing fresh rolls seven days a week.
Our convenience stores demanded the supply of rolls on Sundays.
Most people in Scotland buy rolls and papers on Sunday and by
offering fresh rolls, our sales dramatically grew. In common with
many other bakers in Scotland, we didn't trade on Sundays, so that
was quite a shift for our business to focus on, making and
delivering rolls fresh on Sundays. We have no direct vans on the
road on Sundays and only two of our shops are trading but we now
sell more rolls on Sundays than on any other day of the week.
There’s a lesson there. It was my customers who forced me to
make rolls fresh on Sundays and you have to listen to your
customers,

I believe our bulk fermented hand-made morning roll has unique
qualities which allow us to retail them for 35p each, with the typical
retail price for a morning roll in Scotland being around 21p - I’ll
leave you to do the maths! Using 100% Canadian flour and hand
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So I went to the Co-op’s biggest competitor Scotmid and sold them
the concept of having our bakery shops in their stores, explaining
how it worked, the staff training we do, the statistics, projected
sales, and they came on board – fantastic. So I thought, when the
Co-op decide they do not want us any longer, we will get back the
lost turnover through Scotmid. Nine months into the Scotmid
programme, the Co-op go to see their Stephens bakery concept,
that’s outperforming every other store in the country, and decide to
retain our shops in their stores. This was a bit of a problem as we
were not expecting this boost in turnover.

fully temperature controlled to match our product requirements.

The Stephens Direct vans are used to sell our products to
customers in offices, schools, industrial estates and building sites.
Again these customers want our products but weren’t coming to
the high street to get them so we had to go to them. We started
Stephens Direct in 2002 and in nine months we had six vans on the
road, that’s how fast it was growing. As soon as the van hit an area,
the phone was red hot, ‘you’ve got to come to us.’
We still only have six vans because is a geographical limit to where
we can supply. If we go beyond that we start to lose quality and
spend more time driving and not selling but we might be able to
squeeze another Stephens Direct van in soon.
So that’s the two initiatives we took to the market which
significantly grew our business, Convenience Stores and Stephens
Direct.

In our partnership with convenience store, delivering the goods is
only the beginning! Wholesale bakers can turn up in their van, drop
the goods and go. However we’re a retail baker and have to
support our convenience store customers. We consider that he
member of the public buying our products is our customer, not the
convenience store. So we make sure we control the quality and
service to that customer, not the Co-op, not Scotmid, but us.

Dunfermline Football Club Another route to market we have is
with Dunfermline Football Club. For many years I tried to have our
famous steak bridies sold during Dunfermline FC games but I
couldn’t get the outside caterer responsible for the sales kiosks to
agree - ‘you’re too expensive and any unsold products would be
costly’ he said. Since this approach failed I had the idea of running
the kiosks myself as Stephens the Bakers. So I approached the
football club management and asked for the concession to run the
kiosks, using our staff and selling our products? We gained the
concession and we have now been running the sales kiosks at
Dunfermline Athletic for 15 years. It’s our staff and our branding, as
you can see in the picture, with the tops the sales staff wear getting
the message across: “a game of two halves with a Steak Bridie in
the middle!”

So what do we supply? The Stephens’ brand; our bakery retail
expertise – convenience store staff are good at stacking shelves
and bar-coding products but they don’t have the selling and skills
of retail baking, so we train them on how to handle and sell our
products; we provide the counters, a capital expenditure of about
£8,000 per store; we provide the point of sale material with our
brand on it; we allow them to use our branded packaging, which we
sell to them at cost. So convenience store customers buying our
products take them home in a Stephens’ bag or box.

The staff training covers three shifts, seven days, so we have a big
team of people doing training in-house and in the store. It is
important that the staff are trained to handle out products properly
since it they don’t, their customer and our reputation, suffers.

We offer full order processing so we have control of the ordering,
not the stores and we also offer 100% sale or return. So if they
don’t sell it, we bring it back but we’re controlling it, in the same
way we control returns in our own shops. If the convenience store
were carrying the waste the orders would suffer. We obviously do
not want too much waste but returns can be an investment in
creating future sales by ensuring the product is available when the
customer wants it. We also have the SOS quality checks I
discussed earlier, with any issues being fed back to the Area
Managers

Stephens Direct My wife Rona and I were in New York some
years ago and saw a catering sales van of the design in the above
picture and we had the idea that it would work for us. When we
came home we discovered there was a company selling them in
the UK to small sandwich producers in England for selling
sandwiches to factories and offices. In 2002 we purchased some
of these vans to start a Stephens Direct service to factories and
offices. The vans are custom built and fitted for our requirements.
It has a hot food section on the left for our hot savouries, bacon
rolls, soups, stovies, etc; the middle section is ambient for cakes
and a small amount of confectionery and crisps; and the right
section is chilled for sandwiches and fresh cream cakes. So it’s

What else are we doing to increase our share of the Market?
•
•
•
•
•
•
•
•
•
•
•
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New Product Development
Monthly meetings
Customer Focus Groups
Differentiate ourselves from the competition
Trading hours to suit new trends
Match product range with the time of day
Made to order filled rolls and sandwiches
On-Line ordering of celebration cakes and buffets
Shop Refits
Facelift every 3 years
Total refit every 9 years

New product development We have monthly meetings for our
product development to which we invite key people in from the
business: some retail managers, shop assistants, production staff,
customers, as well as some staff from our convenience stores
customers. We will talk about existing products, potential new
products and look at competitors’ products – are our products
better? If a competitor’s product is better can we improve our
product? An example of this was our custard slice. Sales of it were
dipping and we found that our custard slice was poor in relation to
a competitor’s custard slice. So we re-developed our custard slice
and it is now one of our top five selling lines. We have to be honest
and accept can’t be best at everything but we keep trying to be!

Shop facelifts and refits All our
shops get a facelift every three
years; which may be new floor
coverings, a general tidying up,
change of posters, new counters
if appropriate, etc. All our shops
also get a total refit every nine
years. Even with only our 14
shops, that’s quite a programme
of work and cost.

We also have customer focus group meetings in a coffee lounge
we have in Dunfermline. We have an open day or an open evening
in the coffee lounge and invite customers to come and try our new
products. The customers love it and some of the feedback can be
very useful. They also get to take some free samples home, so we
believe it is a good way of engaging with our customers.

Differentiate ourselves from our competitors Trading hours to
suit the new trends. We know eating on the move is there. We now
have shops that open at 5.30am; so that’s catching people ending
a shift or going to their work, leaving the house without breakfast.
So we’re selling bacon rolls, soup, you can have a steak bridie at
5.30am! It’s incredible just how early people are out on the road
nowadays and want to eat, so we have to match that with opening
times and product availability. If we don’t, they’re going to go
somewhere else.

Just to give an example of our refit
programme. Our High Street
shop, which had a traditional
bakers’ window and a nice shop interior and was trading well, was
coming up a refit. Greggs have a shop literally across the road from
our shop and they decided it was time to refit. This more or less
coincided with the time for our shop refit and many people thought
it was a knee jerk reaction to Greggs’ refit that we refitted very soon
afterwards but it was in our programme.

Match product availability with time of day So it’ll be bacon rolls
early morning, the lunchtime takeaway trade, sandwiches and
savouries, which is predominantly what we’re in within our own
retail shops, and then some of the take home larger items for
people to buy in the afternoon. However 92% of our sales are done
by 1.30pm in our retail shops. This is not the case with the
convenience store market, which has given us an ‘eight till late’ as
we call it purchasing window as we call it. It’s a different shopping
profile and we sell morning goods, oven scones, pancakes,
crumpets, in the convenience store sector in the afternoon
because that’s in the customers shopping basket to take home.
We’re selling to the ‘food on the go market’ in our retail shops but
the convenience store is a different market, and that is great for us
because it allows our whole product range to get to various
sections of the market.

The refitted shop is shown on the right, with our latest shop
concept of an automatic door and no shop window. This puts the
shop counters, display units and products directly in front of the
customer to see and buy. This has made a significant difference to
sales and we have now fitted, four shops with this concept and it
will roll on with future refits

When I tell people I’m investing a lot of money to give the shops a
facelift every 3 years and a full refit every 9 years the response is
usually ‘don’t you know the high street is in decline?’ It is probably
true that the high street is in decline, but this is why we adopt this
policy, because each time we do a facelift and particularly a refit,
we increase sales and customer count. We recently refitted two
shops in different towns and the increase in sales after the refit
was 18% for one shop and 19% for the other and customer count
increase was 12.5% and 14% respectively. That represents a
significant return on out shop refit investment of around £50,000.

Made to order filled rolls and sandwiches We don’t have premade sandwiches in our shops, they are all made to order. We call
it our salad bar and customers pick the fillings they want for their
sandwiches and we have been doing that for many, many years.
It does create queues of customers waiting for sandwiches and I
thought at one time, having watched the queues at Greggs, that we
have to get our queues to move quicker. So I had sandwiches
made up with various fillings and put in the chilled display cabinets
so they were readily available but the customers were ignoring
them and asking for sandwiches to be made up fresh with the
same fillings. I was telling customers, ‘no, that’s the same
sandwich in the display cabinet you can get it there.’ I tried it again
the second day and this chap pulled me aside and said, ‘look mate,
if I want a readymade sandwich in a packet off a shelf, I’ll just go
to the petrol station or Greggs. I am in here because I know what
I am getting when it is made up fresh!’ and that was my lesson.
The customer was right. So I quickly dropped that theory of
copying what Greggs were doing. The frustration I had was a
queue that didn’t appear to be moving fast but our customers were
telling us, that’s what we come for. So again we differentiated from
our competitors.

The montage of pictures below shows some of the newer things
that we’re doing in the shops. Making our special offers for
customers attractive; having nice posters on the walls; and using
pastel colours, which they tell me are the ‘in’ thing at present. We
have VDU screens in the shops, see one behind the counter to the
left of baskets, and the video you saw at the start of my talk was
commissioned for use in our shops. The salad bar I spoke of for
sandwiches is the centre counter unit and our new hot counter is
on the right.

Online ordering for celebration cakes We have only been doing
this for three months. Customers can select the cake they want
from a range of shapes, sizes and decoration which are illustrated
on this area of our website. They can also state what inscription
they want on the cake and select from which shop branch they
wish to collect the cake, stating the collection date, which requires
at least two days notice. This is now accounting for 10% of our
cake sales and they are additional sales, not switch sales from
shop orders. We haven’t advertised the facility yet since we are
testing it for three months to see what kind of errors occur because
online ordering, as you may know, can go pear-shaped. However
I am very pleased with the response we have had so far on it.

Online buffet for businesses ordering This is a business-tobusiness facility we introduced for offices. Since the Head Office of
Scottish Bakers is now in Dunfermline, they were our pioneers for
the service! As an account customer they can log in with a unique
log in name and password, place an order for sandwiches,
savouries, cakes, drinks, whatever, which may be required for a
meeting or special visit, and we’ll deliver the order to them at their
specified date and time. We now have several customers for this
service.
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What do Stephens look for when buying bakery ingredients?
• Solutions – Good technical support
• Concentrates rather than Complete Mixes
– Maintain our margin
– Allows us to stamp Stephens’ identity on the final product
• New Product Lines
If we get the above, then:
• We are VERY Brand loyal
• Price is no longer the deciding factor

existing customers to think, “I knew I was right in buying a BMW”.
So I like to think that our customers thinking “I have always liked
Stephens and their products”, and now they’re Scottish Baker of
the Year, so that’s why. So the impact on our customers and our
staff was good for our business. One interesting story from winning
Scottish Baker of the Year was that shortly afterwards a Scottish
Director and his assistant from Tesco literally walked into our
reception demanding to see me one day, having seen the media
reports on our victory and said that they would like us to start
supplying their stores in a fortnight! I unfortunately I had to turn
them down because we are too busy to be able supply Tesco but
never say never, and that enquiry was right out of the blue as a
result of being Scottish Baker of the Year. Our sales, as I have
talked about, have risen significantly year on year and being
Scottish Baker of the Year has helped them since receiving the
award. Stephens’ shop staff are loving the recognition it has given
them and the trophy is going round all our shops in turn. The hype
and media attention has tailed off a bit now but we’re going to keep
drip feeding it. Each shop gets the trophy for a full week and it is
set up on a pedestal and there are sales posters and banners
around the shop. The shop with the trophy has a special promotion
during week as a thank you to our customers, buy four and get one
free. I don’t normally discount but it is a thank you to the customers.

I am conscious that there are a number of bakery ingredient
suppliers in the in the audience today. So I thought you might be
interested in the factors above which we look for when buying
ingredients.

First of all we’re looking for solutions, product ideas and good
technical support. We use concentrates rather than complete
mixes since we need to maintain our margins and don’t want to
buy your flour, your egg, your oil, your sugar, etc in a complete mix.
We want your technology and expertise in producing concentrates
which then allow us to stamp Stephens’ identity on the final product
by using them with our ingredients, recipes and processes.

We like information coming back from the market on trends and
new products. We’re doing what we can in our local area on this
but you have a bigger picture of what’s going on in the world,
whether it is the cronuts and duffins that were talked about earlier,
or something else! So when you’re talking to us, tell us what’s
happening in the marketplace, since it may be of interest to our
business.
If we get the above level of service, we are very brand loyal and
stick with our supplier and guess what? Price is no longer the
deciding factor, which should be good news to you for your margins
since we’re no longer interested in the lowest price.

Paul Turner Many thanks Andre for a superb presentation.
Applause.

Thank you for listening ladies and gentlemen.

Paul Turner Andre, thank you very much indeed for your
presentation. All I can add is that it has more than lived up to our
already high expectations. We can take a couple of questions
before handing over to Sara for closing comments.

Colin Lomax I have just one quick one; do you get many
customers at Dunfermline football club? Laughter

Thank you again to all this afternoon’s speakers, it really is
appreciated. If I could just go through my three takeaways from
the presentations; we had raising the profile and training of bakers
from Alan and Karen; reducing distribution costs from Graham; and
passion, pride and quality in baking from Andre. Thank you all very
much.

Mike Bagshaw You talked about the high street and the
challenges of fewer customers, what do you make of the
emergence of coffee shops, such as five Costa Coffee shops in
every town centre? How do you deal with this and what’s your view
on it?

We will have a stand at the Foodex Exhibition at the NEC in March
and we hope to see you there. Full details will follow by post and
on our website. So thank you all very much indeed for coming and
have a good journey home.

Sara Autton I’d like to thank Paul and Mike Bagshaw for being our
Session Chairmen today; they’ve done a sterling job. My thanks
also to all our speakers; they have made it a very informative and
interesting conference.

Andre Sarafilovic I won’t tell you the figures but would you be
impressed if I told you that 80% of the people coming through the
turnstiles buy products from us? More laughter

Andre Sarafilovic We don’t deal with it since that is their market
and I won’t and can’t compete with them. We have one coffee
lounge left and we’re now using it for our customer focus groups.
That part of our business is in decline and we have no intention of
re-investing in it. We sell good quality coffee in our shops as a
takeaway item but it’s a small percentage of our sales.

I was interested in Greggs’ launching their Moments Coffee House
and I made a point of going to see it and I thought it was
impressive. However I don’t know if they are continuing to roll it
out. So for me, coffee shops don’t stack up financially for a craft
bakery business.

Richard Smith, East Midlands Very interested to understand your
criteria for the nine year programme on the refit. I presume you sat
down and thought long and hard about that. With the increased
sales results that you showed, it almost begs the question, is that
too long a period?

Andre Sarafilovic Well, it’s not really too long a period. You’ve got
to remember that the shops get a facelift every three years and
that also creates a sales increase, although it’s not as high as a
refit. The good thing about refits and a facelifts is that we’re
learning and evolving from them. So the 3 year facelift and 9 year
refit programme works for us.
Alan Clarke Has winning the 2013 Scottish Baker of the Year
competition had a direct impact on your business?

Andre Sarafilovic Yes, a huge impact and most importantly, on
the people who work for us. They are so proud of being part of the
Scottish Baker of the Year. The message awareness to customers
was also huge. We’re very well known in the town and I think back
to when BMW had their programme, ‘the ultimate driving machine.’
That wasn’t aimed at getting new customers but at getting their
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