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2014 AUTUMN CONFERENCE

Global bakery market overview

Mike Bagshaw, BSB Chairman

I’m also going to start off with a brief overview of what’s going on
in the global bakery markets and first off, to test your eyesight and
your awareness this morning, a very complicated graph (slide 1)
but I’ll try and explain a bit of this for you.

Welcome to our Autumn Conference and I
am sure we can look forward to some
excellent presentations. I am very proud to
have been elected BSB Chairman at the
AGM last night and will do by very best to
carry on the good work of Sara and
previous Chairmen. I thanked Sara last
night for the tremendous work she has
done and the success she had as
Chairman over the last two and a half year
and I do so again this morning, (Applause).

I would like to welcome our special guests,
David Smart, President of the CBA, Neil
Woods, President of ABST, Martyn Leek,
Editor of the British Baker, and David Bentley, Master of the
Worshipful Company of Bakers, who was oue after dinner speaker
last night, welcome to you all. (Applause).
I would also like to congratulate BSB member Robin Jones of the
Village Bakery, Coedpoeth on winning the BIA Bakery
Manufacturer of the Year.
We have three new members attending
today, James Cooper, Ken Laidlaw and
Russell Wheeler. Welcome to you and I am
sure you will find your membership of the
BSB very rewarding.

This really shows you were the global market is going and what’s
happening in terms of consumption of bakery products. In this
case, this is just bread and bread products but if you look at sweet
bakery, it’s a very, very similar picture and I should point out this is
purely packaged retail bread products, but what we’re showing
here is up on this scale here, per capita consumption. So the level
of consumption per person in the population and on the bottom
scale, we have growth that we forecast over the next five years
and immediately you see markets like the UK, quite high
consumption but low predicted growth. Similar situation with the
US which is already in the negative growth prediction here and
Germany, which is here as well. So established packaged bread
markets struggling for growth is one of the key messages from this.
This is value growth. You look at volume – I’m sure you know that
volume in packaged bread in the UK is under severe pressure. If
you look at the volume forecast, it’s mostly negative for the
developed packaged bread markets. On the other end of the scale,
you’ve got markets like China, Vietnam, Turkey, Indoensia, mostly
South-East Asian markets where there’s huge levels of growth
being forecasted. We’ve seen huge levels of growth over the last
couple of years. So this is where globally the market is going.
We’re seeing a lot of activity around local bakery chains developing
in those countries; examples here Paris Baguette owned by a
South Korean company, BreakTalk which is a Singapore based
company who are very active in China. These are exposing local
consumers to Western style bakery products but with a local twist.
Very active chain development of bakery stores in Asia in particular
and at some point in time, I would expect those type of chains to
start to come into the West as well. We’re seeing some
development of Western chains in Asia as well; so bakeries like
Paul. There’s that movement as well and certainly these big chains
from Asia at some point may look to come into the West as well.
So let’s just give you some perspective about where the global
market is going and, increasingly, we’ll see the big major bakery
companies focus more and more, in particular, on Asia.

I will now ask Paul Turner, who was elected
BSB Vice Chairman at the AGM yesterday,
to read the Society’s creed.
Paul Turner, pictured right, read the Creed

Many thanks Paul. Our Session Chairmen
for today are Martyn Leek, who is covering the afternoon sessions,
and Sara Autton, our Immediate Past Chairman, is covering the
morning sessions, and I am pleased to now hand over to Sara.
Sara Autton, Session Chairman I am
delighted to introduce Chris Brockman as
our first speaker and I can say that he is
back speaking to us by popular demand!
Chris gave a superb presentation on
Innovation and Consumer Trends in the
Global Bakery Market at the 2013 autumn
conference and his 2014 presentation will
be a follow-up on that but with a more indepth look at some of his findings. Please
welcome Chris to the stage.

Innovation and Consumer Trends in the
Global Bakery Market by Chris Brockman,
Research Manager, Mintel Food & Drink,
EMEA Region

Good morning everyone. I’m going to look
at some of the innovation and consumer
trends which are playing out in the global
bakery market. This will include three of the
themes I covered last year but no apologies
for that because they are the dominant
themes in the industry – health and
wellness,
final
engagement
with
consumers, and snacking. They’re the big
three things I see playing out globally and the content is very
different from last year - new data, new consumer research and
new innovation as well.
•

Global bakery market overview

•

The Fun Factor: more needed

•

•

Health and Wellness: a key influence
Snacking: the growth opportunity

3

One of the key things to point out about the industry globally (slide
2), is that it’s still a hugely fragmented market sector, probably
more so than any other food industry. If you take the leading player
globally, Grupo Bimbo, about €10 billion sales, it’s number one in
the US, it’s strong in Canada, it’s strong in Mexico it’s homeland
and in many other Latin American countries, it has a presence in
Spain, being reunited with the Bimbo brand in Spain a couple of
years ago. But elsewhere, it’s largely absent. It’s not a big global
player. It has a small presence in China which is starting to
develop. It’s a very niche player in that market. So not really a
globally dominant player that you would expect to see in other
sectors. Number two in the world is Yamazaki Baking; purely really
a Japanese player. It has a small presence in the US as well but
what we would say largely is a regional bakery player. Aryzta is a
bit more globally orientated because it is very active in Europe and

Going back to innovation, (slide 5) what’s happening in terms of
health claims in new launches. I’ve broken into three categories.
The one on the left is what I would call ‘no nasties’ – so this is trying
to take out additives and preservatives. This is positioning products
as organic, this is gluten free which is one of the strongest growth
areas, certainly in terms of launch activity and, increasingly, GMO
free is becoming an issue as well. Generally, all those types of
claims are very strong in bakery. This definition here, bakery is
bread, cakes, sweet, savoury, biscuits and baking mixes, so it’s a
slightly wider definition. Generally, ‘no nasties’ is a big trend. It’s
where a lot of activity is and it’s where a lot of growth is coming in
terms of claims on new launches. Another key growth area is the
area of added health so wholegrain, high fibre, very, very important
for bakery products. It’s a positive driver for consumption that
consumers are interested in. I talked a bit about high protein last
year and it was quite a nascent trend last year. Over the last 12
months, we’ve seen that develop quite strongly. Still, in terms of
launch activity very, very small, 0.4% of bakery products in Europe
are promoted on a high protein platform. So tiny but interesting. I
think there’s some real potential there. Minus – so apart from low
sugar which is largely driven by the sugar concerns we’re seeing,
particularly in sweet bakery, generally minus claims; so low fat, low
sodium. Yes, they’re important but they’re not appealing for
consumers and we’re seeing those types of claims being
suppressed in new launch activity. It’s not a driver for consumption.
It may be an industry focus but it’s not something which is going to
necessarily attract as many consumers as added health benefits or
low ‘nasties’ in particular would do.

North America as a whole; very acquisitive but focused on
speciality bakery products and not the same focus as the other
two.

In terms of innovation, still slide 2, if you take the top seven bakery
companies, they only account for 8% share in 2013 of all launches
of bread and sweet bakery. So it just shows you how fragmented
this industry is and what opportunities there are for consolidation
in the next couple of years globally, particularly when big players
start to move into some of the emerging markets. 61% of all
launches of bread and sweet bakery last year were spread across
hundreds and hundreds of bakery companies. So a really
fragmented industry.

Taking it back to Europe (slides 3 & 4), if we look at what’s
happening to innovation in Europe, bakery is the largest food and
drinks sector in terms of launch activity. It has a 12% share of all
food and drink launches and that’s been maintained for about the
last five years. Interestingly, when you break it down in Europe by
country, the UK a couple of years ago was number one. It’s lost
that position, it’s now fifth in Europe behind Spain, Germany,
France and Italy. So clearly something has happened there over
the last couple of years where the UK has slipped back a bit. Some
of the other European countries are starting to become a bit more
active in their innovation and certainly if you’re looking for new
ideas, new concepts, there’s a lot going on in continental European
markets to learn from. Certainly a lot of activity in some of the
smaller markets as well like Poland and some of the Eastern
European markets are starting to become a bit more active as well.

Health & Wellness
So let’s just set the scene for you in terms of what’s happening
globally. I will now go onto one of the key themes that I’m seeing
in innovation which is the health and wellness trend, and how that’s
playing out, particularly in the UK market. Why is health important?
When we asked consumers about their opinions of bakery
products or what they looked for in bakery products, health really
comes through as one of the dominant trends:
•

34% of UK consumers believe cakes and cake bars are too
high in fat and sugar

•

48% of UK consumers believe sliced bread contains too
many artificial preservatives

•

48% of UK consumers believe bread is not an option for
those trying to lose weight

So real health concerns about buying mainstream bakery products.
So, therefore, there’s a lot of potential to turn these opinions
around to increase consumption.
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So going back to fibre (slide 6), we saw fibre there as a real strong
claim in launch activity and certainly we’ve seen some interesting
products come into the marketplace and still a lot of potential and
development around high fibre white breads. So the latest being
Kingsmill’s Great White which is selling in the last 14 weeks we’ve
been tracking it at a pretty good rate, 3.5 million; so clearly a strong
performance there. But also applies to cakes as well. We’re seeing
more and more cakes come in with a high fibre message as well.
This example is from Italy; it’s an All-bran cake which obviously is
promoting fibre content and it’s the best-selling new cake in Italy
this year. Not at the same sort of levels we’re seeing in the
Kingsmill example but a fairly decent return for quite a niche
product, and certainly one which is potentially appealing to more
and more consumers. A third of UK consumers are interested in
trying baked goods that contain more fibre; that’s a consumer
research finding from this year. Certainly there’s precedence here.
I probably talked about Fibre One last year, but Fibre One cakes
in the US have been hugely successful over the last couple of

comfort zone but certainly, as we’ve seen, it is a positioning that
can work. The thing about protein is consumers in the UK don’t
need more protein. They have enough in their diet. There’s no
issue about absence of protein in diets in the UK, but UK
consumers have a very positive view of protein; it’s good. 63%
believe protein can help you feel fuller for longer. 54% think high
protein foods can help them manage their weight. Now we know
people who have issues around weight management aren’t looking
to bread as a solution. This is a way to counteract that. As I’ve said,
44%, almost half, interested in trying a high protein bread. So
really, really big numbers there. There’s massive numbers in terms
of consumer research and that are suggesting a lot of potential for
high protein positioning in bread.

years. There are some precedence as to how high fibre products
will work very well in the marketplace.

One area (slide 7) that we haven’t seen a lot of activity on so far
is fortification. So talking about functional health benefits like heart
health, digestive health, even looking at bone health, even beauty
benefits which a couple of years ago would have been really out
there but it’s now becoming a bit more seen in the European
markets and very established in Asia. Certainly anything that can
help more consumers be convinced of the health benefits of bread
in particular is going to help drive consumption because
consumers, as we know, have real issues around health in baked
goods. So some interesting launches we’ve seen over the last year
of companies positioning functional health benefits in a
mainstream bread product. This one in Chile, this is a bread
particularly for women, fortified with calcium and vitamin D,
primarily for bone health. Interesting idea. I think in an environment
where volume consumption growth is difficult to achieve, can we
start looking at maybe segmenting the market a bit more by
demographics? Is there potential for bread for women? Obviously
we have the Burgen brand in the UK but is there more potential
for that kind of segmentation? Certainly the health benefits that
women and men are looking for tend to vary quite a lot and
certainly with an ageing population, as we have in the UK, things
like heart health, digestive health, bone health are very, very
important for that ageing population as well. I think this is the real
strong opportunity to develop more. We haven’t seen a lot of
activity around it so far but certainly that functional health
positioning could be one to watch. It’s very, very risky. If we take
segmenting the market and targeting very specific demographics,
there’s a good chance of failure and there is a good chance of
failure in functional fortification of products in general, but I think
increasingly, we’ll see more and more of this type of activity.

I think also there’s a better job to be done around promoting carbs
(slide 11) as well and the energy giving properties of carbs. A
couple of examples here in the US market; they’ve tried to do that.
This product talks about complex carbs for energy. This one talks
about carbs for energy, brain and nervous system health. Carbs
have a very, very bad press. Can that be turned around? Can
bread be promoted as a source of energy, as a positive? Yes, there
is the low carb option but also can you embrace carbs as a positive
message for health as well?
Other areas of addressing weight concerns in particular and big
developments in the UK over the last year or so, is Thins (slide
12). Warburtons have been active in this area for quite a while, but
are now coming out with more variety of flavour with their Deli
Thins range. Kingsmill came out with Bagel Thins recently. So quite
a lot of activity in Europe and the UK market as a whole in format
and flavour varieties - it’s still a new area of exploration. In the US
and North America, Thins are already well established. Just from
Grupo Bimbo brands alone, $260 million sales have been achieved
through their Thins products. Interestingly, in Canada, Dempster’s
brand is moving Thins into sliced bread and tortillas. You would
have thought tortillas were quite thin already but it’s more thin as
a positioning around low calorie. So it’s not to say the thickness of
the product, it’s Thins as a low calories solution. So there are
certainly still some avenues to go down in terms of exploring Thins
in the UK market I think.

High protein is one of the strong trends we’re seeing in the last
year or so (slide 8), particularly combined with low carbs. The low
carb/high protein is a real strong area of interest for consumers
because we know carb consciousness is what is dragging bread
consumption down. We know that consumers cut back on carbs.
They’re watching their weight. They don’t think of bread as a
solution when they’re watching their weight. So anything that can
counteract that message is going to have appeal and we’re seeing
around the world quite a number, still very small as we’ve seen, of
new products coming out in the high protein low carb positioning.
This Hi-Lo brand in the UK I think demonstrates very effectively
that positioning. It’s sold in I think two hundred Sainsbury’s stores
now. This wraps product in the US was voted the best bakery
product of last year. So some interesting launches, a lot of activity
and then research that we run in the UK and across Europe shows
about half of Europeans interested in trying high protein bread, but
as we’ve seen less than 1% of all launches are promoted on a high
protein platform; so a bit of a mismatch there potentially. There’s
certainly a lot more to be done I think in high protein low carb
positioning.

I did mention vegetable fortification last year. We’ve seen it develop
(slide 13) from sliced bread into bagels into wraps. The Canadian
market is very developed here. Vegetable bread and vegetable
fortification is a really strong trend. Again in the research we’ve
run, it’s very appealing for consumers. So again around half in
most markets are interested in trying vegetable fortified or fruit and
vegetable fortified bread and baked goods. So certainly a way of
appealing in a positive way to the health mindfulness of
consumers. It kind of puts bread and bakery products into more of
a savoury positioning maybe where we’re seeing some activity
from things like savoury rolls and moving into that territory as well.
I read in the British Baker online a couple of days ago that Nicholas
and Harris under the Cranks brand, is doing a line of vegetable
breads being launched later this month in the UK.

Some examples of real strong success (slide 9) as well. This is a
protein bread in Germany. Launched about two years ago, average
weekly sales of €123,000 which is a pretty decent return for what
is again quite a specialist niche brand, and this is its performance.
This is its performance over time, this is the last two years of the
launch and this is the benchmark of all launches in that period and
their sales performance. So you’re talking about something which
is selling seven / eight times the level of what most launches in the
general market are achieving. So that is an outstanding success for
a high protein bread in a large market such as Germany.

What about taking this further (slide 10), positioning bread as a
sports nutrition product? It sounds a bit far-fetched maybe but other
everyday staples, such as milk for example, have done exactly
that. Milk has gone into that sports nutrition positioning. High
protein milks are everywhere now. In the US they’re promoting milk
as a sports drink and the Got Milk campaign, if you look at the
recent positioning of that, it’s all about milk as a sports nutrition
product. It’s maybe something to explore and we’ve certainly seen
some launches – fitness protein bread here, a sports bread, again
another sports bread. These are mainly in Scandinavia where
there’s been a high protein low carb trend for a lot longer than in
the UK. Some brands starting to explore this and I think there is
some mileage here. It’s maybe taking bread out of its natural

Grains and seeds (slide 14), are still very appealing for consumers
and are selling very well. Examples of some of the launches over
the last couple of years featuring grains and seeds, in Spain and
Germany, achieving a decent rate of sales. Ancient grains in
particular are doing well and are very appealing for consumers. So
still a very buoyant area of the market.
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I could do a whole presentation on gluten free (slide 15) since it
remains a very strong growth market. I don’t think there’s really
any other sectors delivering the same kind of growth that you’re
getting in gluten free at the moment. It is seeing some signs of slow
down in the UK but we’ve just released a new report in the US,
gluten free bread is up by almost 100% in sales terms over the last
two years. It’s starting to move as a global trend. So in Australia,
for example, gluten free bread is very strong at the moment.
Genius have moved into Australia and it’s very strong in the
European market and in Spain and France at the moment. It’s
showing no real signs of diminishing. It’s still a very, very strong
growth sector. What we’re seeing in terms of innovation is much
more around building the health profile of gluten free, building extra
health benefits to give consumers reasons to buy gluten free. A
good example here from Dr Schar in Germany; this is a bread
which has a whole list of health benefits because it’s got added

Embrace diet trends - There is much more mileage in the glutenfree trend (especially in new markets/segments). Low carb (linked
to high protein) is making a comeback but there is also potential to
promote the importance of carbs and bakery as a source of energy
and healthy nutrients.

fibre, because it’s got those ancient grains and seeds, it’s talking
about being high protein, it’s talking about rich in vitamins and
minerals. You’ve got a whole list of health claims in addition to
being gluten free and that’s where the market is going, giving
consumers extra reasons to buy gluten free. New demographics is
quite interesting – a lot of activity in promoting gluten free to
children. Now in bakery that’s mainly limited to biscuits and we’ve
seen a lot of activity on that front. Certainly I think if we want to
move gluten free forward, again there is ways of looking at different
demographics to target and the big change has been in the variety
of products. Udi’s I think was a big game changer in the UK market
and it’s brought in a very indulgent positioning. It’s brought in
variety of product and it’s brought in a lot of focus on snacks in
particular, and that’s three really strong areas for gluten free going
forward. Gluten free is kind of the tip of the iceberg I think in terms
of further special diet options.

THE FUN FACTOR
The second section I want to cover is looking at fun and
engagement and this is a real strong area of opportunity I think
again for bakery products, and I start off with the fact that
consumers consider sliced white bread to be boring. 6% consider
it to be fun, 25% consider it bland. Those are pretty damning
figures if you’re in that market. Flip that around and it’s almost the
reverse (slide 17) bagels, wraps, crumpets are the fun products,
the engaging products and that’s reflected in sales. What’s the big
growth area in the UK? It’s speciality bread, it’s bagels, it’s wraps,
it’s alternative bread formats. So no surprise there.

We’re seeing consumers more and more interested in
personalising their diets; whether that be online through online
tools or through buying into special diet options. Certainly there’s
a number of things coming through which could shape the market
in the next couple of years. Diabetes is one particular aspect of
health which I think we could see more activity around. This is an
interesting launch (slide 16) and experiment I think more than
anything, in Spain from Leche Pascual, a DiaBalance range of
products for diabetics, including bakery products. With the growth
of the diabetic population in Europe, you can expect maybe more
focus on products specially formulated for diabetics. We track it as
a claim, seen on 0.3% of global food and drink innovation in the last
couple of years; so hardly there at all. This is probably a bit more
faddish but certainly the Paleo Diet was a big trend last year and
several brands have come into the market on promoting a Paleo
bread or bakery products. The Paleo Diet is obviously not good for
bread because it’s all about avoiding wheat, avoiding grain based
foods. So an interesting example of embracing quite a negative
diet craze for bakery and embracing that concept to promote baked
goods.

Where’s the market going (slide 18)? Well, very much flat bread
orientated. Consumers are looking for sandwich alternatives and
we’re seeing strong growth in flat breads introductions in the
marketplace; this is levels of innovation and this is only the first
nine months of 2014 so it’s going to be higher. Consumers are
interested in trying different types of bread. A very, very high level
of interest in trying new varieties of bread. What’s next? Certainly
I think ethnic street food inspired products could be on the agenda.
That’s one of the big food trends at the moment. So Mediterranean,
Middle Eastern cuisine opportunities I think are potentially there to
explore in the coming years as well.

Hybrid experimentation (slide 19) has really gone mainstream
now. We’re seeing a huge amount of activity around hybrid
formats; so from the cronuts, very active in the Asian market now.
But also other things like we’ve seen a cookie pancake from
Warburtons recently. So still a lot to be done around hybrids
experimentation; a lot of scope there to play around with bakery
products. Still very engaging for consumers.

So just to sum up this section:

Less minus - Reducing fat, sugar (especially) and salt will
continue to be a focus, as well as offering more natural and freefrom options. But there are limitations as to what can be done
without compromising taste.

More plus - Much more motivating to consumers are positive
health attributes and high fibre/wholegrain, high protein, fruit/veg
content and enhanced vitamin/mineral content are all of high
relevance to the bakery sector.
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Flavour – I did touch on flavour last year. Certainly flavour (slide
20) has very much moved on this year, particularly with Hovis in the
UK, a mainstream brand coming out with quite an innovative range
of flavoured bread and certainly there’s a lot of potential there to
explore further. Chocolate and sweet flavoured profiles still coming
into the market and even hot and spicy. Hot and spicy is probably
the strongest flavour trend in food and drink as a whole and
certainly you may think that doesn’t have a place in bakery
products, we’re seeing a few experiments in terms of hot and spicy
flavours in breads which is quite an interesting area to explore I
think. Certainly expanding flavour choices can help position bread
in different consumption occasions. It makes it more of a snack. It

because of competition from breakfast biscuits, from breakfast
drinks, from cereal bars. That’s really squeezing the opportunity
for bakery products in the breakfast occasion. Also our research
shows that a large proportion of consumers also think that other
breakfast options, such as cereals, breakfast bars are healthier
than bread or baked goods. There’s a real problem there for bakery
brands in the breakfast occasion. So no surprise you’re seeing
brands like Hovis moving to breakfast biscuits. Nutella, which is a
breakfast spread, going into an on-the-go bread snack. Other
brands going into on-the-go formats. This is a Fruit ‘N Fibre
breakfast bun that talks about not requiring any butter, spreads or
toasting – basically you just take it and eat it. This is a bread in
France from Jacquette designed to be just rolled up to take on-thego. So some interesting examples of on-the-go positioning of bread
to try and compete better in that breakfast occasion in particular.

can make it more of a dessert if it’s sweet flavours. It can make it
move into different areas where it hasn’t necessarily competed
before and when you’re talking about consumption under pressure,
that’s a big plus.

Seasonal limited editions (slide 21). These are all interesting ways
to vary the offer as well and engage with consumers. A quarter of
consumers in the UK interested in flavours tailored to the seasons
or to special occasions and you see a lot of that in limited edition
products. So Swirl is a Pepperidge Farm brand in the US – very
active in terms of limited editions because it’s obviously based
around Halloween October time. This is a festive Christmas bread
range which is coloured, so it comes in vibrant yellow and orange
– quite an interesting, very eye-catching, engaging product. Again
colour being used here. So some ways of varying the offer, just
simply through limited edition, even colour, even seasonal varieties
of product.

This I think is a really, really interesting example (slide 26) of how
to position bakery products better as a snack. This is from Barilla
in Italy and look at the sales – this is three products, almost €10
million in 19 weeks since launch. So you’re talking about over a
year, that’s a €30 million brand which is from such a simple idea.
This is focaccia individually wrapped in different flavours, but that
works really well in Italy. I can see that working really, really well in
the UK and it’s such a simple idea but it’s all about taking it on-thego, it’s a snacking product.

Then you’ve got the move towards more premium products (slide
22). We’re seeing a lot of activity on this front. I know we’re talking
about artisan products in the next paper but certainly building more
premium indicators, particularly through ingredients, into bakery
products, is a strong trend. Some examples here – you’ve got
brioche with some really interesting ingredients and flavour profiles
in the French market. Mega with a ciabatta which is all about
Mediterranean flavours and ingredients. Gourmet soda bread
toast. Building some of those gourmet profiles and flavours into
products is a good way of getting consumers to upgrade; and it is
all about upgrading consumers because we’re not talking about
growth in volume, we’re talking about growth potentially driven
through value gains. So upgrading consumers in their choice of
bakery products should really be a strong focus. So just to sum
what this section means;

We’ve seen in the UK a number of the bakery brands trying to
move into bag snacks. Warburtons have struggled in this area but
that hasn’t stopped Kingsmill and Hovis (slide 27) trying to position
in this area as well. Certainly I think this is an interesting route to
go. There is a lot of competition for that type of environment but I
think it’s trying to position bakery products as a snack for different
consumption occasions. I think this image sums up very well.

Authentic gourmet - There is opportunity for more gourmet,
authentic, “street-food inspired” and area-specific bread offerings.
Premiumising of products though named ingredients and sources
continues to be a strong trend.

Moving to the afternoon and evening snacking occasion will be an
interesting proposition because most consumers don’t eat bakery
products at that time of the day. Certainly toasted breads in
Europe; long life toasted bread snacks is a really strong area of
innovation as well. We’re seeing a lot of products (slide 28) come
out in different types of flavours; so flavoured varieties is a strong
area of interest here and this interesting example is looking at how
difficult it is maybe to eat croissants or brioche when you’re in a
rush, looking for an on-the-go solution. These are toasted products
which are designed to be easier to spread; so much more easy
and convenient for the consumer, particularly when they’re in a
rush in the morning because of the morning occasion. So certainly
some interesting areas there.

New flavours and formats in demand - Millennials especially are
much more experimental in their tastes and are open to new
flavors and formats. Expect more development in hotter/spicier
flavours and also sweet/savoury combinations, as well as more
hybridised formats.

Limited editions and co-brands - Achieving stand-out shelf
appeal and ‘fun’ credentials with limited editions, seasonal lines
and co-branded products is another way to engage consumers.

SNACKING – GROWTH OPPORTUNITY
So finally, snacking (slide 23). Really strong growth opportunity
and on-the-go bakery products in particular is where a lot of the
activity is happening in the marketplace globally. This is tracking
the ‘on-the-go’ claim, we track products by claim on our database
so we can see how many products are making an on-the-go claim,
i.e. take it with you or consume on the move and again, strong
growth 2014, this is only nine months so it’s going to be a lot higher
this year. Where are those launches happening? A lot of them are
happening in the US but Japan is really the market to watch here.
The Japanese market in particular is hugely innovative for snack
type bakery products; just some examples here. This is a hybrid
snack, this is one product individually wrapped. You see a lot of
flavoured buns and that kind of thing in individual wrapping in
Japan. If you’re looking for inspiration around individually wrapped
on-the-go snack products, I suggest you look at Japan because
that’s where there’s some real activity happening. (slide 24) 24%
of UK consumers interested in this type of proposition. 35%
interested in more savoury bread rolls with baked in fillings such as
cheese. Some interesting maybe inspiration from Latin America
there. I’ve talked before about the potential of new varieties of
ethnic bakery products. Certainly things like the Pan de Queso,
which is cheese buns in Latin America. A lot of interest around Latin
America at the moment with the recent Brazil World Cup and the
Olympics coming up. You can see some of these concepts might
work in the West. Certainly if you’re looking for inspiration for new
ideas, I’d suggest Japan for individually wrapped and Latin
America for new types of products.

Breakfast (slide 25) is very much moving to that snack positioning
and traditional bakery products really struggle in that environment

I think if you want to move bakery products into a snack occasion,
combination opportunities are something to be explored (slide 29).
If you stick a wrap or a bakery product in with a dip, suddenly it’s
a snack that you can take on-the-go and just simply sometimes
through packaging with another product, it becomes a more
fulfilling snack that consumers are interested in. So a lot of
opportunity I think to be explored in bakery snacks and dips
together. Also in co-branding; if you put, as we’ve seen in a number
of different sectors, two brands together, it can be quite an
appealing concept for consumers in the snacking environment
because again it has that powerful on the shelf appeal. So just to
sum up this section

Snack Occasions Grow - Increased snacking activity, especially
the snacking habits of millennials, is shifting the established ways
of eating. Segmenting the market in terms of snack occasions (e.g.
morning fuel to keep hunger at bay, afternoon treats etc.) and
attributes sought for these occasions will continue to be required.

Format and packaging - Changing format and pack type can
place bakery products into a snacking occasion – minis/bites and
convenient packaging options suit snacking needs. The Mulino
Bianco Focacelle single-serve snack range will likely influence
similar innovation from other brands.

On-the-go becoming key - Whilst bakery products are often
eaten as a snack, their on-the-go use is less developed. But
tapping into the on-the-go philosophy is still possible. Toast/rusk
products are especially well placed to compete with other on-thego breakfast foods.
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So three areas - health, fun and snacking, are what I see as the big
drivers in bakery. The same as last year and probably next year will
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beauty drink and failed. I think we’re getting to the positioning now
where some of these concepts maybe should be relooked at and
potentially have traction now in the marketplace whereas 20/30
years ago, it was too early. We’re seeing a bit more activity on that
front. I think there aren’t any stand out successes but I think it’s
probably time to start exploring it again. Vitamin E, for example, is
well known for promoting skin health. Some of the vitamins have
FDA-approved health claims for things like skin health; so you stick
those into your formulation, you can make a beauty claim.

be the same, with lots of things happening within that. The trends
are moving on at different rates but they are really strong drivers
that you can potentially use to try and increase sales and increase
consumption of bakery products. Thank you very much.

Sara Autton Thank you, Chris. That was an amazing amount of
information to put into that small amount of time and I’ve learned
a new word – snackification! I have just one question: have you
any idea why there should be such big growth in South East Asia
for bread?

Sara Autton Thank you for an excellent presentation Chris.
(Applause)

Chris Brockman It’s coming from a very low starting position since
many consumers in those markets weren’t eating bread as a
regular product, so it’s coming from a low base. It’s the fact that
consumers in those markets are being more exposed to a Western
style diet; that’s happening across the food sector. So it’s rising up
from that kind of low base, so that’s why you’ve got high levels of
growth. They’re very acceptable to Western style bakery products
but there is still quite a local twist to many of the products. If you
go to one of the bakery stores in China, you’ll see some standard
Western style products but also you see some very Chinese
orientated products, like pork floss buns and things like that. But
the parallels between Asia and Europe are becoming less distinct.
We’re seeing a strong influence from Asia in Europe in terms of
flavour and cuisines but also likewise – the two areas are growing
quite rapidly now.

I am now pleased to Introduce Dean Arbel and at the same time
update our programme leaflet, because the Bread Factory now use
10 mother doughs and not 7 as stated in the programme! As an
aficionado of sourdough this is good news to me. One of the things
Dean claims for his success is the fact that he loves bread, in
particular bread made by the Bread Factory!

High Quality Artisan Bakery Products
by Dean Arbel, MD, The Bread Factory

In thinking about what would you like to
hear today, I see you as customers and I
see the world as customers and I’ll talk
about three areas; networking, and we had
that at the dinner last night and you’ll have
it throughout today; knowledge and Chris
has just given us a lot in his talk, so a tick
there; and the third one is inspiration - just
pause in the middle of our busy life to think
about things and to be inspired. So I’ll try to
touch on these today and I hope I do it
successfully.

Question: Jim Brown, Cumbernauld When you give the
percentage of people who thought bread was fattening and
thought cakes had too much sugar in them, what area of the
country was the survey carried out in and how many people would
have been in the survey?

Chris Brockman All our surveys are done online. The sample
varies but normally about 2,000 / 3,000 people – a representative
sample across the board. The figures I’m showing are agreement
with statements; so if 45% of the people agree with the statement,
then you’ve got maybe 20/30% which are don’t know and the
others don’t agree. So 45%, anything above 30/40% is a very, very
significant number because you’ve got two other blocks of
numbers as well which I’m not showing. So when I’m talking about
something that’s got 65% or 64% agreement, that’s something to
really take notice of because that’s the vast majority of people. But
it’s a representative sample but it is a sample. I should point out we
run consumer surveys every year in bakery sectors; so we can
track a lot of these questions over time. I’m not showing the
tracking necessarily but we can do that if anyone’s interested.

I’ll also talk about listening – listening to needs. I think it’s not by
chance that we have two ears and only one mouth. We need to
listen more!

Our customers come first – everything we do should add
value to them
We listen to our customers:
1. Our Internal Customers
i. Leadership
ii. Learning and development
iii. Happy People culture
iv. Empowering people to make a difference
v. Strong teams with mutual goals and targets
2. Our External Customers
i. Artisan but professional – meeting their immediate needs
ii. Artisan but professional – going the extra mile

Question - David Wright, Ponders End You mentioned bread as a
potential aid to beauty which caught my attention. Could you just
expand on that a little because I’ve not heard of it before?

Chris Brockman Beauty, food and drink is still very, very
undeveloped in Europe. There’s potential to use ingredients;
various vitamins. Things like collagen have been used in Asia, not
in bakery products. There are a lot of potential activities and hooks
to use as ingredients to promote some kind of beauty benefit and
it’s very well established in Asia, particularly in Japan. Consumers
– you are what you eat. So if you are able to put ingredients into
products that promotes skin health or hair quality or some aspect
of beauty, then that’s potentially quite attractive to a target
consumer.

There’s been a lot of activity over the years in this area and a lot
of failure. Some big companies are putting big resources into this;
Nestle, Danone’s tried a beauty yoghurt before. Nestle’s tried a
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The Bread Factory was chosen by Lord Young and Sir Terry Leahy
to be part of a very distinguished group of companies called
Accelerate 250. They are the 250 fastest growing companies in
the UK. We go to a conference in Liverpool once a year, the
second one was last June, and there was a sales presentation
about how you present your company. The speaker asked ‘who
goes into a sales meeting and spends ten minutes talking about his
company and when was it founded and how many employees it
has?’ I had to put my hand up and many of us do that. We talk
about ourselves and we don’t listen enough to our customers!

When I joined the company four years ago the main thing that I did
is to listen. I listened to our customers internally, to our employees,
to our external customers and that’s what I’ll talk about today.
Before I start with that, I just wanted to put things a bit in
perspective. So I’m standing here saying we’re a part of 250 fastest
growing companies and we’re doing well but let’s also remember
that we are a very, very small part of the industry.

highest night ever and we produced 144,000 units, all made my
hand. We deliver to 1,500 customers daily with 48 routes that go
into London, delivery vehicles leaving the bakery at around 4.00am
and coming back at around 9.00am. That’s the time window that
we have delivering into London. We do have some additional
deliveries in the afternoon to supply our customers.
Our customers are varied. We started with the Michelin star
restaurants and the five star hotels and luckily, we’re still very much
in that area but thanks to a smart understanding of the market,
we’ve been able to add customers such as Waitrose and we have
Aja Somal here today who represents Waitrose and Carluccios - 87
sites across the UK. We supply the airline industry, first in business
class, contract caterers are a big business for us and many delis
and cafes. We still supply restaurants that will contact us and say
‘we want £15 a day worth of bread, will you be willing to supply?
We say, yes, we will be willing to supply!

I mentioned the split between internal customers and external
customers. So internal customers. I started asking people ‘what is
it you want’? I didn’t mention that I made a career through listening.
Before I came to the Bread Factory I was a business consultant
and I used to meet the CEO or whoever was hiring me, it could be
the Head of Marketing, Head of HR, and they’d say how can you
solve our problems? These are a list of our problems. I said, give
me a few weeks and what I did is I went and I started to speak with
people. I started with the senior management and then I’d go also
to the managers and then to the employees, the operators who
were depending on the business and I’d just listen and write down,
and then I’d go home and I’d look at all my notes and I’d create this
presentation, go back to the CEO or whoever’s relevant and I’d
present that presentation. They’d say, wow, perfect and I had all
the answers of what they need to know and what they need to do
based on listening to their needs.

We’re talking about a £4 billion business in the UK and the artisan
craft part of the business is only 5% of that. In London we believe
it’s around 3% of that and we are a small part of that. So just to put
things into perspective, we need to remember that, even though it’s
a very fast growing area. I’ll talk a little bit about the Bread Factory
now. Our products are all made to order every day and we don’t
use any preservative or additives and that’s probably one of the
reasons we see the growth because our customers do appreciate
that. We see our products as healthy. Even though we don’t add
any protein or additives we still think our products are healthy
because we make them the way they were made 2,000 years ago.
We do not change anything about the methods that are used to
make our products.

So I used the same method here in the Bread Factory and the first
thing I heard was 'we’re not sure who we are and where we’re
going, what are we doing'? So we went to a very quiet area with the
managers and created our vision, mission and values. There are
so many business books talking about vision and how important it
is and it’s almost chewed up, but it is important. It is important to
have a direction and where are you going and knowing where do
you want to go and internally communicate that, to have people
on board to do that. That helped us. So we decided on five values;
on passion, on people and service and innovation and quality,
because quality’s at the heart of what we do; and that helped us to
communicate and to lead who we are and I’ll talk about a few
examples later.
Another very important thing is to have an understanding that part
of where you’re going is to deliver on that, so we have strategy
days. I take my senior management away for two days at the
beginning of the year and we say what are we going to achieve?
Where we are going? Then every quarter we sit down and we say
have we achieved what we decided to achieve? We sit down and
each one has to present and identify the gaps, if there are any
gaps, etc.

So that’s on the leadership. The next thing that I understood is do
you want to grow? So much research is done on what makes
employees happy and we, as business managers, love to hear that
it’s not money and money usually comes I think fourth or fifth. So
what is it? We came to the conclusion that what it is for people to
grow and to learn is to go outside their comfort zone, and I really
see that in our business. When people are pushed outside their
comfort zone, they gain more knowledge, they’re able to do more,
they feel happier. So we focused on that and we did quite a few
things in that area, from leadership courses – I was a bit surprised
but in the business that I joined, people were amazing bakers but
we forget that the fact that they’re bakers doesn’t mean that they
know everything. It doesn’t mean that they know how to manage
people and if they have a team of ten people, someone needs to
teach them how to do that, when to give feedback, how to give the
feedback. We in the past year did four leadership courses within
our business. I forgot to mention we have today 475 employees,
because all the products are made by hand and every time we
grow we need to get more staff!

What makes us unique is:
- We have over 1500 customers
- We deliver to 1170 individual places every day
- We produce by hand an average of 85,000 products each
night
- We have 813 product lines
- Top quality products made every night to order
- We serve 16 GAILs shops
- We have 53 vans

The Bread Factory, we believe, is the largest artisan bakery in the
UK, serving hand-made products to the most discerning chefs,
national groups and independent customers every day of the year.
We use 600 different ingredients and last Thursday we had our
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So leadership courses – we also teach some of our employees
English. Robin Jones and I talked yesterday about talent and how
do you get talent into our business? It’s not that simple and I feel
sometimes that the craft baking is a dying world! Many of our
employees come from Poland, Hungary and now from Romania.
Their English isn’t perfect but they can bake and they have some
experience. So we teach them English and they’re very surprised,
because they come to work, clock in, they’re paid per hour and we
pay someone to teach them English. We also have something
called the Bread Academy, where we teach them baking in terms
of the way we do things, including the sour doughs and the mother
doughs we use. Recently, as part of the Bread Academy course,
we sent our bakers to Rennes and they saw the fields where one
of our suppliers of flour grows wheat and went to Paris the milling
and testing of our flour. Marriages is a great partner of ours and we
send our bakers to see the flour milling process. This is a change
for them because they’re not used to being treated in this way and
that we are interested in their advancement. That’s a very
important message to get across to our bakers and it makes a
difference.

know that I came from business but they see the growth and they
see that they can make more money and they see that that
combination can work well together. I think it makes a difference.

So one of the things we do is measurement and they’re used to
being measured on quality – quality complaints – but also on their
efficiency, etc. One of the things I’m obsessed with is customer
complaints. I think a customer complaint is gold. If you have a
customer saying something about the business, you need to
analyse it internally, understand what happened and why the
customer is feeling this way. So currently all of my senior
management, and it goes also to the next level, have in their KPIs
(Key Performance Indicators) and their bonus schemes, the value
of credits that we give our customers based on complaints and
every month we measure it, and that includes our HR Manager
and she has nothing to do with the credits, but she gets it, she
understands why. If she has it in her focus, then it impacts the way
everyone thinks.

Strong teams – there’s a very nice book called the Five
Dysfunctions of a Team and why teams don’t work well together,
especially in senior management. You sometimes put marketing
inside with HR with production and sales and all these people, they
don’t work well together. Within their team, they may work well
together but cross-functional they don’t get it and I think it’s a big
challenge to try to get all these people together and work well
together. So this book, it talks about a pyramid and about what you
need. You need trust and you need the ability to be in a conflict
and a few other things, but one of the things is also mutual goals
to have for a team; it’s really important.

Happy people culture We like to celebrate. Luckily, we have had
quite a few reasons to celebrate in the past year. I’m jumping
ahead but a small story about a celebration that we had was
Waitrose. We’ve been supplying Waitrose for a few years now
under our own brand Gail’s and the bakers here will know that it’s
much easier supplying under your own brand as opposed to under
their own brand. So they came to see us and we said 'let’s do
something together'. We wanted to do an on-the-go snack; a bit
like Chris was talking about, as that is a growing trend. But then
they said it has to be a Waitrose own label product and we said
okay, so come in and tell us can we do it? We had one of their
technical people come in and he said you cannot become an own
label approved supplier because you do not meet our supplier
criteria. I said give us a chance to meet it and they came back after
two months to audit - we failed! I was very disappointed and
thought, how complicated can it be to become approved? We
invested more money and time to address the things we failed on
and passed the next audit and became an approved supplier of
own label products to Waitrose. This is doing very well and we’re
doing quite a few things with Waitrose. But you need to celebrate
success so I sent flowers to all of the people who were involved in
gaining the Waitrose business and there were quite a few people.
I’m sure their families opened the door and said 'why are we
getting flowers'? Because you helped us achieve something. We
went to have dinner in a nice restaurant and celebrated. So we do
celebrations; we do barbeques, we do twice a year parties. I think
it’s important to celebrate.

So that’s the internal world and what we did internally with our
employees as our customers. Now I’ll talk a bit about our external
customers because that really changed our business. There’s
something in the business world called the value chain and
everything should add value to the customer and basically should
go back to, when you drink coffee in the morning, is that adding
value to the customer? Yes, because you’ll wake up and you’ll do
a better job but there is a business school, a way of thinking that
says that’s how you have to think. Everything that you do has to
add value to the customer. We took that on and we started asking
our customers - what is it that you want? What is it that you need?
I want to also mention another nice sentence said by Peter
Drucker, who was an American management guru, and he said
‘customer service is not what you put in the service, it’s what the
customer gets out of the service.’ It took me a long time to
introduce that to our business because I think many of our bakers
will say "but I did that. I worked here, I stayed and I worked 15
hours and the customer’s still not happy" and I keep telling them,
"I understand but it’s all about what the customer gets at the end,
and that’s what we need to understand and that’s how we need to
work". So we listened to them and we came up with a slogan called
Artisan but Professional, and yes, the product has to be made the
way it was made 2,000 years ago and that’s what we believe in.
We let our mother doughs sit and we feed them and we take care
of them. But it doesn’t mean that everything around that can’t be
professional and can’t be state of the art - packing, food safety,
customer service, logistics, etc.

The next thing is empowering people to make a difference. I
read the Harvard Business Review, it comes out every month and
three months ago they talked about what makes employees happy
and one of them was 'to make a difference'. So, money yes but if
I can propose something to the business and then the business
does that, that makes me proud, makes me happy and we
sometimes forget as business managers that for us, it’s the day to
day. Yes, we can decide something and then that happens but for
an employee in customer care or for a baker to create a new
product and then that product is launched, that’s three months of
motivation you just got without any money.

So we try to do that and one good example is our Social
Committee. We have a large Sri Lankan community working with
us in the bakery, and we used to do tennis days and someone
came to me and said, “you know you do these tennis days - no
one plays tennis. You guys, the managers, play tennis but we like
cricket not tennis” and we had never thought about that. It made us
think, we decided to create a Social Committee. It has a budget
and the members decide what social events we have for our staff.
The Social Committee is another easy way to not pay people any
more but really get a lot out of them and get them to impact the
business. So for the last party we had cricket and football and no
more tennis!

A strong team with mutual goals and targets What I didn’t mention
about the business is I’m not a baker. I came from the business
world. We have our bakers and we’re all about quality, so how does
that work together? I think there’s a mutual respect. The bakers
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were not receiving the products on time and in full was huge, and
I was shocked. Customers told me ‘we don’t get everything we
order and we don’t get it in on time.’ In our industry, if the chefs
preparing food for a conference in HSBC or in Credit Suisse don’t
have their pastries in the morning, that’s a big, big problem. So we
decided to create systems internally that would ensure we
delivered on time and in full. How did we do it?

One of the things that they talked about is having a full product
range and we have three bakeries. We have a bread bakery, 55%
of the business comes from bread; 25% comes from the pastry
world, the croissant; and the last one comes from cake bakery
where we make our own cakes. When we go to customers in
London, they can get the whole range. So, for example, I don’t
know how many of you heard about the Perfectionist Café? The
Perfectionist Café is a new café in T2 set up by Heston Blumenthal,
who we’ve been serving for a while across the Fat Duck, Dinner by
Heston, and they came to us and they started working with us.
They needed a range of pastries and bread and cakes, and I’m
very happy to tell you that today we’re supplying them with all of
our three product ranges. So that is what the customers wanted.
The Mandarin Oriental hotel came to us and said that they only
wanted one bakery supplier, maximum two that can supply
everything they require. So now we have a full supply solution
across many, many years and that created a competitive
advantage. So if you take Carluccio’s, for example, Carluccio’s will
take our bread, our pastries and our cakes. So then if they think of
leaving us – I hope they never do that – then it makes it a bit more
complicated to change. So that’s about the full solution.

So what we do now, and I brought it into the business, it didn’t
come from our customers, is to have on-time reports. So every
morning 7.00am I’ll see in my inbox an on-time report for
Carluccio’s. Out of the 87 deliveries we may have one that was
late because there was a traffic problem – so we have an
explanation for the delay. The new system stopped us having late
deliveries for that group. We do it for Bill’s and for quite a few other
customers. That got into the minds of our drivers how important
being on time is for our customers.

Toolbox Another thing we did was a customer order packing-fordelivery system called Toolbox. I don’t know if anyone here has
heard about Toolbox? I know that McGhees Bakery in Glasgow is
looking at it and others are in the industry. So I said to the
salesman ‘give me a discount and I’ll be the first one in the UK to
use it’. Toolbox is a customer order packing-for-delivery system.
Basically they give you tools to pack your products efficiently for
delivery to customers. As I mentioned, we have a large range of
products going in to a large number of customers. So that’s a great
challenge to ensure each customer gets correct products and
number of products he has ordered.

Bespoke products The next one is bespoke products. I keep
hearing in my business, why should we listen to one customer?
You only make 100 a day, 120 a day or 50 a day. I said - if the
customer is willing to pay for the product and we’re able to make
money out of it, then there’s no reason not to do it just because it’s
complex. So we decided to embrace complexity and customers
come to us because of this. We’re not stupid, we won’t make three
of something but if a customer comes with enough quantity per
day that makes a mix, then we’ll make the product. We’ll price it
accordingly. We have a smart costing system that lets us put in the
number of products we can sell, and it will tell us what selling price
we will have to charge to achieve a particular profit margin. Then
we go back to the customer with the price, and sometimes it’s a
crazy high price but the Michelin Star restaurants don’t care that a
roll comes up at, say, £1.25, because they can charge their
customers for it and say it is made especially for my restaurant to
my recipe, with my imagination and my new product development
skills. So that’s another thing that we do quite a bit. We have an
NPD team that meets once a week and it includes purchasing
because they need to do sourcing; it includes sales, production,
food safety. That is a very important team in our business that
didn’t exist two years ago.

We used to do delivery notes manually with pieces of paper. I had
drivers coming to me saying, for example, ‘can you read what’s on
the Dorchester delivery note because I can’t?’ They would be
picking and packing the order and saying ‘Is that the rolls on the
sheet? Yes, I think it’s the rolls.’

So now we changed everything in our order picking packing area.
The system will only print a delivery label once the correct product
and number of products for each order has been packed into the
delivery tray or box. It will then print the label and it will say for
example, the Dorchester Hotel, account number XYZ, and list the
list the name and number of products. This has reduced the
number of complaints of short and incorrect deliveries and
therefore the number of credits that have to be raised. So my
management is happy because their bonuses are going up but
also our customers are happier. That’s stupid money to waste
when your customer ordered ten of something and you sent nine
of it. He’s disappointed, you didn’t get the money because you
have to credit him and everyone is unhappy. So solving the
problem was based on listening to our customers.

Artisan quality while overcoming operational challenges – so one
of the problems that we had is that people want our products but
usually our products come in small bakeries that don’t deliver very
well or their IT systems, they don’t even know IT well enough to link
the systems, etc. So we invested in those solutions and Carluccio’s
is a good example, but the same with Giraffe and I think today we’ll
hear a talk about bakery software. So there are many software
programs used outside our world of baking but that are in our
industry, such as Fourth Hospitality. So we get our orders from
Carluccio’s, from Giraffe and from Jamie’s Italian automatically
every day that go into our system and link into our system.

We deliver to Carluccio’s in Glasgow using a third party that is
willing to take our bread there. We have a special bake at a
particular time of day and they pick it up. They charge a huge
amount of money for every drop but if you cost it correctly, have
enough quantity and charge enough, you can make it work. Now
it’s true that we have a high volume low value short shelf life
product, but it can work and that’s how we’re working currently.

Young’s, we do beer bread for them. So they came to us for trials
and our bakers really liked that afternoon because we were tasting
beer. Now we get beer as an ingredient and the first month, we ran
a gap analysis on the ingredients and someone came to me and
said this is the amount of beer used this month, which was
excessive. We found that the bakers were helping themselves to
beer throughout the day, and you have to manage that. We now
developed beer bread that goes into Young’s and they love it and
it’s very successful. We created garibaldi biscuits for Bill’s. We work
with a range of customers to create new products for them.

Full and on-time deliveries This is a basic requirement, right?
We need to have our products delivered to customers in full and on
time but when I joined the company the number of customers who
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Food safety I don’t know how everyone here feels about food
safety but when I came in it was something I tried to avoid. My
Technical Manager had Quality and Food Safety meetings every
two weeks and I always had excuses for not attending. I just
wanted him to get our BRC accreditation sorted and I thought Food
Safety was a pain. That’s also what the bakers thought and I am
not sure if they got this attitude from me or I got it from them! The
change in my approach to Food Safety is linked to the Waitrose

that and they get excited and it is exciting. The other thing that it
did is that they know what they want and they call you every day.
Many of our customers wouldn’t. So the bread is a bit different
today. These guys will call you every day. They have the time.
That’s what they’re supposed to do. They’re focused on the quality
and that helps us deliver the quality for their products. I like it for
many reasons. One, when you have the high end customers, other
customers know that they’re in safe hands dealing with you. Two,
it pushes our bakers to produce products of consistent quality.
Three, it inspires people.

story, when I started understanding the importance of food safety.
I remember telling the Technical Manager let’s go for Waitrose, as
long as everything we do is smart and makes sense we should get
the business. Then he came to me with all the Food Safety
requirements Waitrose had for their suppliers and I saw that most
of the things do make sense. We are dealing with food. We need
to be in a food safe environment. It makes sense.

I read some research that was done in Japan, where there are a
large number of multi story bicycle parks. While the bicycles are
parked people put advertising leaflets on them and when the
owners of the bikes return most of the leaflets are thrown on the
floor and make the place look a mess. The owners of a particular
bicycle park, which was a fairly dirty and unattractive place,
counted how many of the leaflets were thrown away by the owners
of the bicycles. They then cleaned up the bicycle park, making it
clean, shiny and attractive. When they again counted the leaflets
that were thrown away they found it was 30 times less than when
the bicycle park was dirty! The cyclists were less likely to mess up
the clean and bright bicycle park by throwing away the leaflets!
This made me think that if people work in a clean and attractive
environment, what impact would this have on how they act? So we
had to do a change. We had to do a big culture change. We had
to take champions from within. Artisan bakers don’t necessarily
think about these things and you don’t want to risk the DNA of the
company. You don’t want people to start thinking only about the
process and the traceability in the system etc, so you need to
manage that balance. But if you take the good factors of food
safety, you can upgrade your business the way people treat each
other, their work and the equipment they’re using.

So one of the things we did internally is we re-structured our sales
teams. When I joined and I had chats with the sales guys, I said
how do you do account management and what’s the difference
between sales and account management and new business? And
that’s not a new debate that I made up. In any company, they think
about it a lot. What is the difference and how do you work that out?
I knew that the right way to do it is to split them into two different
teams and that’s what we did. We have a sales team that is in
charge of new business and there is a team that is in charge of
account managing existing customers. How did I create a business
case for that? By giving them sales targets. Account managers
have to deliver growth for their customers and the things that these
guys are doing is just amazing. For example they created a
stronger relationship with the Dorchester Hotel and talked to them
about cookies. So for afternoon tea in the Dorchester you can have
our mini cookies. That’s business we didn’t have before and now
they’re happier with us. We’re doing the cookies and the bread –
great. That has been proving itself to be amazing.

The same with new business sales. In the bakery industry, I am
surprised that many businesses don’t invest in this. It’s the baker,
so you see the Head Baker coming to a business meeting and
trying to sell his bread and also going back to see the production
and I know it is a matter of resources, so it is complicated because
this adds costs to the business. But it does prove itself. When
you’re out there and trying to get new business, it makes a
difference and if you’re then following up with good account
managers and in trying to listen to your customers’ needs, you will
get a better result.

We now have seven days a week customer service. Our Customer
Care Manager told me a little while ago, “we are getting lots of
messages from customers over the weekend and we cannot deal
with them”. So I told him we should put another person in there to
deal with the messages at the weekend. If the customers need us
on the weekend let’s be there for them. Today we have a team of
two people every weekend receiving complaints or problems from
customers. Customers such as chefs can be really stressed when
they call and you need to be there to solve their problems.

The last team is the Customer Care team. We receive today an
average of 600 calls every day. Again people tell me you’re crazy
but we have 14 people answering the phones. Chefs can be calling
in to change their order - I want 2 loaves tomorrow instead of 2; I
want to add three more croissants to tomorrow’s order, etc. It would
be so much easier if we were to tell them to give us a standing
order and that’s it. But changing the order is important for them,
because they’re measured by wastage, and do not want products
they cannot use, or be short of products their customers want. We
launched an online way to order and that didn’t work, because the
chefs really want to talk to us about their orders. That’s the chefs
currently in London, that’s what they need. So we kept that and
again as long as it’s linked also to your financial thinking and
making a profit, then it should work.

Quality How do you maintain quality is a big question, especially
over so many SKUs that we have, because people tell me in Gail’s,
who are the same company, how did that faulty product go through
all your quality control checks? I told them because we don’t test
and eat a thousand lines of products every day. We can’t. Dinner
by Heston, who came fifth in the world recently, and are based in
the Mandarin Oriental, make their full menu and taste it all, before
every service. I found that out because they would call us every
day and say, for example, the bread is a bit over-proved today, its
two centimetres longer than normal. I said how does it work? They
said that’s how we assure that our quality is up to standard for
every meal we serve.

We can’t do that so I found a different way. I told our Sales Director,
your target is to maintain the 15% of our customers that are high
end. High end means Michelin Star restaurants, five star hotels or
similar. What that has done to the business is two things. One, it
made the inspiration stay in the business. We have chefs – Heston
Blumenthal came to see us a month and a half ago, people see

Open door policy – that’s an interesting one. I don’t know how
you feel about having that. From meeting at this conference, Robin
Jones of the Village Bakery and I decided to visit each other’s
bakeries, so networking. I did that with a few other bakeries and I
call our competitors in London and they are really shocked. I say
shall we have coffee and I believe in open door policy. Why?
Because each one of us is different and if I am known as strong in
new product development and let’s say even if you stole my
recipes and you made the same products, but tomorrow I have a
machine that makes a new product and another one and another
one. So you can copy those but you can’t keep on copying. That’s
a decision you have to take. It’s a brave one because sometimes
it can come against you and you feel a bit violated, and it does
happen. But that was our decision. So, for example, we had the
Baxter Storey chefs come to our business and they had to make
their own bread. The number one bread I told them we will launch
and we launched their bread, the Baxter Storey bread.
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We did it with the School of Artisan Food – I don’t know if you guys
know that place, it’s an amazing place. They came to us and they
said can you donate money for the bakers that come to our
programme? Because the amount of money that bakers are asked
to pay for courses at the school are very high. I told them none of

Using Chicory Inulin to Achieve Fibre and Protein
Enrichment for Bakery Products!

our bakers would ever think of coming and paying that money for
a full time course and not working throughout that year, even
though it’s amazing course. So you have to be rich in order to go
to do the course!

by Alexander Goethals and Mary
Descamps, Cosucra

But then I said but we don’t like donating money, just directly giving
you money for our scholarship but what we’re willing to do is get
your bakers to develop a new artisan bread. We’ll create a
competition, we’ll judge the winning bread and then we will
produce commercially and we will give you a percentage of the
sales value. That’s what we’re doing. They came up with five
breads. Our bakers went to the Artisan School and judged the
breads and they were amazing. We’ll hopefully launch one or more
of the breads in the next few months.

On behalf of both of us, I would
like to thank the British Society of
Baking for inviting us here to give
this presentation on the use of
inulin and pea protein for the
enrichment of fibre and protein in
bakery products. Cosucra is a
family-owned company and were the first company in the world to
industrially produce inulin from chicory roots. We produce natural
healthy food ingredients from two vegetables: chicory root, from
which we extract inulin and oligofructoses; and peas, from which
we extract pea proteins and pea fibre. We obtain supplies from the
French Cooperatives but also from the UK. So both vegetables
could be used in bakery applications for sugar reduction and fibre
and protein enrichment. Slide 1

So the last thing is analysing, listening to and acting on complaints.
So we get daily reports on all the complaints from our customers.
Then there is a daily log that is sent to staff supervisors. The
delivery driver that the complaint relates to will be interviewed by
his supervisor on why, for example, the delivery was late, or was
short, or whatever, and take action accordingly and hopefully the
complaint won’t happen again. That makes a big difference
because before we did that, we could have the same problem for
a week. Then the customer thinks you don’t care about his
complaints.

When you reduce sugar or enrich fibre in a product, you want to
make a health claim. Sugar for example is being demonised at
present, so it’s a matter of how we communicate this health claim
on the packaging. So the question is, is it possible to develop a
new healthier product with a balanced taste as good as the existing
product without compromising with the indulgence? So this is the
question we have to keep in mind when we work on health claims
with natural food ingredients. Now Mary will give you more
information on inulin and oligofructoses.

We have daily, weekly and monthly meetings looking at all our
complaints, trying to understand what is causing them and if there
are complaint trends. We changed our packaging of cookies for
Carluccio’s because they were breaking in the packs and we saw
that through the complaints. You don’t notice that if you don’t
analyse the data and display it in an organised manner. So that’s
a big thing that really helped our business.

Mary Descamps As Alexander has already explained, inulin
comes from the chicory root. It stores carbohydrates like sugar
beet does, and has soluble dietary fibre, and we’ll explain why a
little bit later on. The chicory roots are locally sourced, because
they are all coming from the North of France and Belgium. They
are GMO free and they can have a clean label for that reason.

The Results
•

Seeing growth of over 20% every year for the last 4 years.

•

Improved sales and relationships with large customers such
as Waitrose (three new projects), Restaurant Associates,
Firmdale Group (new bread range for all hotels) and The Fat
Duck Group. Winning new customers every month including
contracts with large national retailers.

•

•

Prestigious customers remain at our target of 15% of all of
our customers

In Slide 2 you can see the molecules that can be extracted from
the chicory. The Beta 21 link is resistant to human enzymes, and
that makes them fibres which are not digested in the intestinal tract.
Legally, they are defined to have 2 kilocalories per gram of energy.
This is the polymers that we can extract from the chicory using hot
water, as is done for sugar beet. So the chain link ranges from 2
fructose units to 60 and we can separate the long chain and the
short chains. So you have the long chain inulin, which is extracted
by precipitation and the rest is oligofructose, and it can be
produced in the liquid form or as a powder. The characteristics of
inulin and oligofructose are shown in slide 3 and their
characteristics are described below.

Well spread customer base in all segments to reduce risk.

Prestigious customers – they are still 15% of our customers. We
have improved sales and relationships with large customers such
as Waitrose. We have three new projects at present and January,
hopefully, we’ll see something new in Waitrose but we can’t talk
about it now.

Key attributes of inulin/oligofructose for baked goods
• Inulin / oligofructose in powder :
• Bland flavour profile, neutral to slightly sweet :
– No off-taste -> will not be tasted in the final product
– In case of strong sugar reduction, the addition of high
intensive sweeteners might be required
• White free-flowing powder :
– Has good dispersion and low hygroscopic properties.
Nevertheless, blend it with other dry ingredients (flour,
sugar…) to avoid any problem of lumps

Restaurant Associates – I don’t know if you have heard of them
but we are doing more and more with them. Now we’re taking the
Gail’s brand into their lunch areas and doing a small concession.
The Firmdale Group, a new bread range for all the hotels. Thank
you.

Sara Autton That was superb Dean, thank you very much. Since
we are over-running by 10 minutes can I suggest that if you have
any questions for Dean you speak to him over the coffee break.
Can we now give Dean a well deserved round of applause?
(Applause)

You can use a high concentration of the above in a lot of products
without affecting the colour. For example make white high-fibre
bread the crumb of which is as white as standard white bread.
Slide 4 shows native inulin at 5% in water compared to wheat bran
at 2.5% in water and you can see clearly the difference in colour.

Our next speakers are Alexander Goethals and Mary Descamps of
Cosucra. Alexander is Key Account Manager and has worked with
bakery companies around the world promoting the benefits and
developing the use of chicory fibre, Inulin and Oligofructose in
bakery products. Mary is R & D Application Manager and supports
global market research focussed on identified trends such as sugar
reduction, free-from ingredients and protein and fibre enrichment
for bakery products.
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Slide 5 Inulin and oligofructose are widely used for fibre
enrichment and sugar reduction as stated earlier. The long chain
inulin can mimic the function of fat and can therefore be used as a
partial or total fat replacement in some products. However for
bakery applications we mainly use the short chain inulin,
oligofructose, to act as a bulking agent and not for fat replacement.
This is because there needs to be a lot of free water in the product
to achieve the fat replacement affect with long chain inulin and this
is not the case in most bakery products.

We will now continue with the pea protein isolates. Pea protein is
extracted from the yellow pea slide 6. The difference between the
yellow pea and the green pea that you are used to eating is that
they are harvested at maturity. They are dried after harvesting
which allows us to process the peas all around the year. Peas
normally contain 25% of protein and this what we want to extract.
The pea also contains a very low amount of fat, maximum 2%, and
this means that we can have a natural process to extract the
protein compared to, for example, soya protein. You have to
remove the fat from soya before extracting the protein and use
organic solvent and so on. So we have a more clean process in
comparison. The peas do not contain cholesterol and therefore can
be used for products that are cholesterol free.

–

Nice bread development

See also slide 8

I explained that we have also a pea protein with a low affinity for
water. That means that we can have a very good dough texture
without the addition of too much water compared to other proteins
on the market that require a lot of water to hydrate them. In the
end you may have too much water in the dough, making it difficult
to bake it and the quality could be lower. So pea protein is used for
protein enrichment, it also has a clean label and it is gluten free. So
it can be used for gluten free applications in bread, cakes and
cookies, and also for dairy free and egg free products.

Alexander Goethals The question now is, if you have health
claims, how can you sell or communicate a health claim or a health
message, see table below and slide 9.

Yellow peas also are a sustainable crop slide 7. It’s a spring crop,
and that’s why it doesn’t need a lot of water for its production
because, as you know in our countries, there’s enough rain for that
kind of production. They do not need nitrogen fertilisers because
peas have the ability to absorb nitrogen from the air. The peas we
use are from the north of France so it’s also local sourcing. The
table below shows the range of applications for pea protein.

Enrichment / Sugar reduction / Protein enrichment
How to communicate and “sell” this Health message?
• Bread: pre - packed - Communication on the packaging
• Individually packed portions: muffins, cakes, brioches,
flapjacks

An extended range of proteins for various applications
– Highly soluble pea proteins for :
• beverages
• glazing agent – for brioche and croissants
– Pea proteins with low water affinity for :
• baked goods
• cereal bars…

High Fibre White Bread Slide 9 Using inulin you are able to
produce a white bread with the fibre content of whole-wheat bread
without changing the colour and the texture of the bread. You are
also adding naturalness since it is from the chicory root. So you
can put it on the ingredient list as chicory - you’re not adding
additive or more gluten to develop the dough. Now Mary will
continue with the project of double fibre bread.

Key attributes of pea protein for baked goods
– High protein content (86 to 88% on d.b.)
– Slight leguminous taste, generally not detected in final
application :
– Can be used up to 20% in baked goods without affecting
dramatically the final taste
– Cream to yellowish powder
– Low affinity for water :
– Good dough texture without addition of excessive water

Mary Descamps Slide 10 shows a recipe for wholegrain bread
and a recipe for a double fibre bread, using inulin and pea fibre to
increase the fibre content. All these products were easily blended
with the flour and there is nothing special in terms of processing.
The only thing that you have to be aware of is that when making
bread with inulin you should reduce the amount of water in your
recipe.

Bread: pre-packed - Communication on the packaging
• Focus on fibre enrichment
• Breads with higher fibre content than a whole wheat bread.
» Double fibre bread- without making the bread more compact
» insoluble fibres are decreasing the volume of a loaf bread /
» Soluble fibres like inulin have no influence on the volume
» Naturalness: maintaining volume without additives and/or
more gluten

All the pea proteins have high protein content and that’s why
they’re used for protein enrichment, mainly in high protein bread,
in low carb bread and so on. Pea proteins have a slightly
leguminous taste if mixed with water and tasted, but no big
difference in flavour is found when up to 20% of pea protein is in
the product recipe.
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“Double fibre” bread
• Comments
• When making bread with inulin, water content of the recipe
must generally be adapted (reduced with native inulin)
• With insoluble fibres, water content has to be increased
(depending on the water holding capacity of the fibre)
 Optimisation of the water content must be done for all recipes

Another thing about inulin, I think we haven’t mentioned this, since
this year there’s a new recommendation of the FSA that nondigestible carbohydrates, like inulin, could have a positive impact
on the reduction of postprandial glycaemic responses. It’s a new
claim, it’s a very complicated claim but it will come and it will
encourage companies to use more kinds of oligofructose to reduce
the sugar content and still have a positive claim to the market.

Alexander Goethals Now we have some application studies on
specific nutrition, slide 11. So where we are using pea protein for
protein enrichment, this could be used as well as low carb
applications, as gluten free applications, but most of all as well in
protein enriched breads. So these are also added value breads
that you can find already in the markets.

Another thing is that the Government, for example, is encouraging
companies to follow the traffic light rating system and also to have
healthier products in the market, and also retail is working on those
trends because they developed also a range of products for kids
that are healthier compared to reference products. Here, we have
some examples of sugar reduced cakes where oligofructose has
been used to reduce the sugar content.

Here, slides 14 & 15, are some examples of individual packed
portions of snacks, sweet snacks, where there is a trend to reduce
the sugar content. How could we create a snack for kids?
Companies, for example big brands like Disney, work on cobranding with companies who produce biscuits or cakes, but they
try to agree on the nutritional specification with those companies
that those products should contain less sugar, less salt, more fibres
and less fat. So this is for sure a trend and we feel that for snacks
for kids those companies, they want to have a better corporate
image so that’s why they work on healthier products.

Legally to make an ‘increased fibre’ claim you have to add more
than 30% fibre compared to the standard bread in order to have
the claim ‘ increased fibre.’ It’s high fibre bread also because we
have more than 6% of fibres in the final product and we have also
balanced enrichment. As I explained, we have now one third of the
fibres that are soluble, and it’s recommended for nutritional
reasons to have a minimum of one third of soluble fibres in your
bread. This was not the case in the control bread which was
wholegrain bread .

Mary Descamps Here, slide 12, we had also a recipe that we
have made in our lab for high protein bread and in this case, we
have increased the protein content through a combination of gluten
and pea protein. We also need gluten in order to have a good
development of the network because we are adding a lot of protein.
and the particularity of this product is that we have used the special
product for baked goods with a low water affinity, and that means
that we had a moderate increase of the water content - we have
increased the water content compared to our reference bread but
not so much. At the end, the dough texture was really good. We
can have a normal process for rounding, for dividing and so on.
The dough development was good, and the crumb texture was
also excellent.

Mary Descamps Slides 16 and 17 There’s a different strategy in
order to reduce the sugar in that kind of product. So if you want to
remove all the sugar from the recipe, in this case you can use inulin
or oligofructose instead of the sugar but, as I explained before, you
have to combine it with intensive sweeteners and polyol in order to
restore the sweet taste. In the end, depending on the sugar in the
final recipe, you can claim that it’s no added sugar, sugar free if
you have less than 0.5% gram of sugar per 100g of product, or low
sugar if you have maximum 5% of sugar in your product. Another
strategy is to reduce the amount of sugar and to have sugar
reduced claims, so that means that you have to reach 30%
reduction compared to the reference product, and in this case, you
will combine the inulin with the residual sugar and you do not need
to add any more intensive sweeteners, it is not allowed, but you
would have a slight reduction of the sweet taste. But it’s still
acceptable for most of the time, and sometimes also by using
some flavours, you can enhance the sweet taste. There are also
other strategies in order to improve the final taste, I will explain it
a little bit later on. For example here, if you are looking for cakes,
if you remember we have different products depending on the
chain length, so the solubility will be higher for the shortest chain,
and if you are looking in batter and cakes, that means that if you’re
working with native inulin, for example, with longer chain length,
you will have a firmer dough texture and softness in the case would
be reduced. That means that if you’re looking for that kind of
product, it’s really better to use short chain liquid or powder form
to have the perfect final product. Slide 18 gives the characteristics
in cakes for inulin and oligofructose.
Sugar-reduced chocolate chip muffins
• Comments
• An excellent development of the cake is achieved and final
texture is very soft
• Reduction of sweetness is not significant:
• Intensive sweeteners are not allowed (and not necessary)
• The use of chocolate drops improves the perception of
sweetness
• Maillard reactions may occur

High protein bread
• Comments
• Development time with pea protein may be longer
• An excellent development of the bread is achieved and final
texture is very close to standard bread
• A slight vegetable taste may be detected

Slide 13 gives nutrition information on the final product. You can
see here that we have 33% protein and that means that we have
more than 50% of the energy being provided by the protein. So
this is typically a bread which is recommended for high-protein
diets, for weight management, for sport foods, but we can also
have such developments for low carb bread, because we have a
lot of protein and reduced carbohydrate. What’s important also for
that kind of product is that we can claim that it contributes to the
maintenance of muscle mass and bones. So that means that you
can promote this kind of product for elderly people, and also for
people who are doing sport. These claims are accepted by the
FSA.

Alexander Goethals Thank you Mary, so now we’ll have a short
presentation on sugar reduction. I will not talk that much about it
because I know that Gary Tucker will talk about this in the
afternoon. The individual packed portions with brioches, cakes,
cereal bars and flapjacks, they could be a snack on the road, and
that has already been mentioned this morning as well, or to replace
breakfast. But mainly it should be attractive also for kids, so parents
should be able to buy this product without feeling guilty. This is also
one of the challenges, how can we create a product that’s still
attractive for children and parents are still willing to buy it.

Brioche/Croissants/ cakes/ cereal bars/ flapjacks: individually
packed portions
• As a snack « on the road » / to replace breakfast
• Also For kids
• Parents should buy this without feeling guilty.
• EFSA recommendation: non-digestible carbohydrates and a
reduction of post-prandial glycaemic responses

In this case, the removing of reducing sugars from the recipe is
recommended (e.g. lactose, fructose, skimmed milk powder…)
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Here, you have a recipe slide 19, where we have reduced the
sugar content of the muffins. So it’s muffins containing chocolate
drops, so we have reduced 30% of the sugar content on the whole
product without changing the amount of chocolate drops, and we
have had some liquid oligofructose and we have reduced slightly
the water, because in the syrups we had some water . Finally we
have a sugar reduction, 30% less sugar compared to the
reference, and we have increased the content of the final product,
and that means that we have a more balanced nutritional profile,
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Specialized Bakery Software Packages

slide 20. The only thing I have to mention now is that the reduction
of the sweetness was not significant because, in fact as we have
used some chocolate drops, it really improved the sensation of
sweetness. So this is something that could be used easily in order
to improve the final taste profile of that kind of product.

by Jane Tyler, MD, RedBlack Software
Good Morning. I’m a computer programmer
and software developer by training, which I
have been doing for some 25 years but I
spend most of my time now running the
business. So I don’t get my hands dirty but
I do understand how computer geeks think,
because I spend a lot of time translating
between the geeks in the office and our
bakery clients. So I can reassure all of you
that I won’t be talking technical, and that
everything will be very accessible, even to
those of you that aren’t very IT literate. I
only have two PowerPoint slides as well. I hope to give you a better
idea of what bakery software is, what it can do for a bakery
business, and hopefully even those of you who are not bakers will
have some new ideas to take back to your own businesses about
how your systems could be moved forward.

Something which is also very interesting with liquid oligofructose is
that the texture is really soft, moist, and you would have a really
nice mouth feel at the end. Other possible development in cakes
with oligofructose is fibre enrichment, sugar reduction, and I
explained before fat reduction can also be done with liquid
oligofructose because it’s the best product from our range to do it
in that kind of product.
Conclusions
• Use of inulin/ oligofructose in Bread and cakes can achieve
protein and fibre enrichment and sugar reduction
• Also has applications in biscuits, brioches, flapjacks and
brownies…

Cosucra will be pleased to support you and to give you the help
where needed, so feel free to ask us questions. Thank you very
much.

Why do bakers need software? It’s very simple really and Dean
touched on it earlier. These days it is essential to have good IT
systems in order to run a successful and efficient business. We all
know it’s extremely challenging trying to run craft bakery
businesses. They have a wide range of short shelf-life products,
short order lead times lead times and everything’s made to order,
the products are very complex. Dean spoke about embracing
complexity and that is what craft bakers do very much. Just to give
one example of the complexity from one of our clients, who is
based in London and is a high-end artisan baker. I looked at their
data from a couple of days ago and they are producing 404
different products per night, albeit some of them sliced breads but
still 404 different products, which are delivered to 300 customers
during the day. They use 86 different mixes and sub-mixes. It
seems almost unbelievable but that’s what the data said. So that
is an example of why bakers need software. You must have some
number crunching computer power to help deal with those types of
problems, and that’s what I’m going to talk about now.

Sara Autton Thank you very much, that was very interesting
indeed. I’m expecting a huge explosion of new product
development on the market for snackification and all of that, and
on-the-go products, so it’s all sounding very interesting. I have one
question before I open it to the floor. When you were talking about
use pea protein in bread for enrichment of the bread, does the
addition of a pea protein have any effect on the staling rate of the
bread?
Mary Descamps We didn’t do the shelf life test on the bread but
on the gluten free bread with pea protein the staling rate that was
decreased. I can also mention that in bread products the water will
be held a little bit more compared to normal bread to give a
reduced staling rate.

Jim Brown, Cumbernauld I always thought that dietary fibre had
to be made up of indigestible particles such as bran to give health
benefits, particularly when it’s passing through the gut and ending
up as the stools we pass when we go to the toilet. So how does
soluble fibre affect the digestion system, the production of stools
and general health?

So what is bakery software? Bakery software is type of business
management system that most of you will have in your
organisations already, but it’s a business management system
that’s designed for bakeries. It addresses the specific challenges
that bakers face. So I will now talk you through the diagram on my
first slide, which represents the key business areas that bakery
software will cover and I will start with production planning.

Alexander Goethals Here we are talking about prebiotics. Until
2011 it was allowed to use the health claim ‘inulin is a prebiotic’
but since 2012 the FSA has not allowed companies any more to
use those kinds of claims. But for sure it is proven that inulin has
a positive impact on the digestive system, and has a positive
impact on the lactobacillus and the bifid bacteria in the intestines.
In Europe, it’s not possible anymore to use that claim for inulin as
a prebiotic but in the United States and Asian countries it is still
allowed to use the claim.
Mary Descamps The soluble fibres won’t be digested in the
intestinal tract but they will be fermented. That’s why they have a
positive effect in terms of the development of good flora, the
prebiotic flora, and it will not increase the stool. So it’s completely
different to insoluble fibre, which will hold the water and pass
through the gut.
Sarah Autton Many thanks for the ‘below the belt’ question Jim!
Since there are no more questions it leaves me to say thanks to
Mary and Alexander for an excellent presentation. (Applause)

I am pleased to now welcome Jane Tyler of RedBlack, who will talk
about Software Systems for bakeries, something her company has
specialised in for the last 15 years. Later in her talk she will also
debunk a few myths about business computing and look at the
potential impact on businesses of the rapid development and
adoption of the Smartphone.
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Production planning The core traditional functionality of a bakery
software package is to take orders from the customer, combine
them with recipes, and produce all the production paperwork, all
the information that’s needed by the bakery to do their job. For
example, it will produce production summaries, so that’s the
production totals for each product from the collated orders. It will
produce the number of batches that are required for each dough
mix and the size of those batches, and that information can either
be printed out as what we might call a mixed sheet or a prep sheet,
or it can be transmitted into the weighing systems electronically,
so operatives in the ingredient dispensary can just work from a
screen when they’re weighing up the ingredients for each batch of
products.

Packing sheets The system will also produce packing sheets.
The traditional packing sheet layout is what’s called a production
array, with product names along the top and customers’ names, or
the baker’s shops, down the side. All the information required for
picking and packing orders for each customer is on the packing
sheet. You can also send this information to a system like Toolbox,
where the picking of the products required for each order is done
automatically.

next Wednesday delivery to the shop. However it can also be
designed to automatically add a percentage increase, defined by
the baker, to the average figure. So if the average croissant sales
for Wednesday is 40, it can add 10% to increase it to 44. So what
this means is it naturally drives the sales upwards for those
products that are selling well but keep the orders down and hence
the waste down for products which are not selling well. This system
is in place in several bakeries and has a very positive effect on
profitability. So that’s covered challenge number one - knowing
how much to produce.

Delivery notes Once the product has been made, the system will
produce delivery notes and it will print them out in a great big batch
by round.

Data Handling Challenge number two is the cost of handling the
vast amount of data that comes into a bakery, such as orders from
shops and wholesale customers, and entering the data into a
system. Many bakeries have a team of usually ladies in their office
keying in large quantities of product requirement data obtained
from the shops and that is a tangible cost to the business. They
need to enter for example, product code and quantity for a wide
range of products for what can be a wide range of shops and other
outlets and while most of the ladies do it very quickly, it is time
consuming work. With the availability of modern bakery software
there is no need to enter sales requirement data manually. Good
modern bakery software enables the data to be entered remotely.
So you’re moving away from everything being done in the office to
the point where other people in the business - shop managers, ,
maybe even wholesale sales reps, enter sales order data into the
system, and that will reduce the workload in the office.

Invoicing When it comes to invoicing customers can produce
what’s called a weekly invoice, with a list of the quantity and price
of each product delivered per day of the week and with an invoice
total at the bottom.

The above type of bakery software has been available since the
1980s so a lot of bakers have a variety of software packages that
have this functionality. Today however the scope of bakery
software has increased considerably and the best packages on
the market will have increased functionality, such as raw material
purchasing: calculating what is required, raising purchase orders,
bringing the goods into stock, matching the supplier’s invoice with
the delivery note, etc. The advantage incorporating purchasing into
the bakery software package is that if your ingredient prices
change, your recipe costs are kept up-to-date. You might also use
the software within stores for stocktaking and for stock control.

I mentioned the tangible cost of administration staff. There’s also
an intangible cost associated with this and that is the information
not being available to make decisions. The problem is that the
office is often a bottleneck. Because of the quantity of data office
staff is dealing with, often full information on sales requirements
for the next day is not in the system when required. You need the
information to make decisions, such as what production schedule
and delivery runs are required for the following day. You can’t make
those decisions until the office staff have keyed in all the product
requirements. So how would bakery software help with this?

The final thing you need to be looking for in a bakery software
package is linked to and compatible with, other systems in the
bakery, such as: the ingredient weighing system; the accounts
packages; to the EPoS system; and to the labelling system. They
should all work seamlessly together in an ideal world.

I do not have time to go into all the detail of what a bakery software
package can do for a business. Therefore I have selected four
specific challenges that bakers face and will explain how bakery
software could help the them address these challenges:

As I mentioned earlier, it’s all about remote data entry, such as
getting the shop managers for example to key the data directly into
the bakery software system. As a real life example, we have a
client in Scotland with 60 shops which now have a piece of bakery
software incorporated into their tills – shop tills are PCs nowadays!
Previously each shop manager filled out a stock order form for the
next day which was taken back to the office by the van driver to be
keyed in to the system by the office staff. Now the shop managers
simply enter the order on the till, which is automatically transmitted
straight to bakery software which decides production requirements.
Similarly they can key in their waste quantities, their stocktake
quantities, and so on. The two main benefits to the bakery from
introducing this system were: it freed up a lot of time in the office
for staff to do more worthwhile things than keying in lots of
numbers and it may have reduced the number of office staff
required; and the production team got visibility of the orders much
earlier than using manual system, and could fully organise the
production staff, recipes, quantities and production requirements
for the next shift under less pressure.

Production Quantities The first one is about knowing how much
to produce and that challenge is different depending on whether
you’re a wholesale bakery or a retail baker. If you’re a wholesale
baker, the problem is that you might be getting orders at short
notice and you may have to start producing before you’ve got the
final orders in place. We have a client in the Midlands that deals
with Aldi and they get their orders at maybe 11pm by fax, believe
it or not, and they have to start dispatching the orders at 4am, so
they have to produce from a forecast of what the orders will be. So
what the software can do is give them a reasonably accurate
forecast based on the history of what they’ve been delivering over
a certain period, but then when the actual orders come in, you
would simply tell the bakers how much more they need to make,
or perhaps how much they’ve overproduced, if you’re unlucky.

For retail bakers the challenge of knowing how much to produce is
I think a lot harder, because if you’re retail operation or maybe a
sale or return van delivery operation, you have to estimate how
much product to put in each shop or van every trading day of the
week. You have to estimate the product quantities required while
maximising your sales and minimising your waste. If you get it
wrong, you either upset customers by not having the products they
want, or you overstock and your waste figures go above budget.

The third challenge in a bakery is controlling waste. There are
many causes of bakery waste but I am going to focus on waste
caused by overproduction, where the overproduction is due to the
way that part-batches are handled. Imagine, using a manual
system, the bakery production manager has worked out that he
need 3.2 batches of white dough to fulfil customer orders for the
next day. The dough mixer can’t handle 0.2 of a mix so what
happens in real life is that the bakers will round up to the nearest
half batch or a full batch mix, and this creates overproduction and
hence waste. There’s a simple solution to this within bakery
software. When it calculates the number of batches required for
each product according to the orders received, it applies something
called ‘average the last two batches’. Therefore for the above
situation, it would create production recipes for two full batches
and for two 0.6 batches. So you get exactly the 3.2 batches
required and no overproduction. That’s just one example of waste
reduction.

How can bakery software help with this? The answer is ‘sales
based ordering’, also known as predictive ordering. So sales based
ordering is kind of what it says on the tin, it’s taking the sales
history in the business and turning that into orders, and hence into
production quantities. I’m going to give you an example to explain
how this works.

Imagine that the system has to work out how many croissants to
make for a bakery’s high street shop next Wednesday? What
happens is when the shop finishes trading each Wednesday the
software will take and store the sales from the EPoS system, (the
till), and to calculate croissants for the next Wednesday the
software will look at the sales of croissants for the last six
Wednesdays. It drop the highest and lowest sales figures to get
rid of any anomalies and then take the average of the remaining
four Wednesdays to give the quantity of croissants required for the
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The fourth challenge is the cost of complying with food legislation.
This is currently very topical because FIR legislation comes into

The above is done by enabling a smooth flow of information from
the bakery software through to the EPoS system. The same goes
for your product labelling system. You shouldn’t have to type in
new label information into the equipment; it should transfer
automatically from the bakery software to the labelling system.
Product specification should also be produced and updated
automatically from the bakery software.

force on the 13th December 2014 and affects the labelling of
packaged and non-packaged foods. One requirement of FIR that
affects businesses that supply non-packaged foods is:

From 13 December 2014, all food businesses (eg restaurants,
takeaways, bakeries and delicatessens) must declare any of 14
identified allergenic ingredients which are used in non-prepacked
or loose foods that are sold or provided.

In relation to the above, I wonder if it might be possible at some
time to have an on-line library from which bakers could access
nutritional and allergen information from ingredient suppliers on
their products. The online library ingredients data bank could even
be linked to the baker’s own software systems. This is a bit of a
vision of mine and we are talking to people about trying to make it
happen.

The above is particularly hard for craft bakers to comply because
of range and complexity of the products they make and supply. It
also affects innovation because every time you create a new
product you will have to do an allergen profile for it. I called in to
see a bakery with 50 shops yesterday, which is not one of our
current clients, and talked to the technical team about FIR. They
said that a lady from their team had spent a year manually
assessing the allergens that are in all the products they supply
from their product specifications. So quite a task, although taking
a year to do is seems hard to believe. However she now has a very
nice folder with the allergens for every product documented. That’s
clearly been quite a substantial cost to the business and its going
to need to be maintained, with the allergen profile for new products
added to it. They will also have to supply their shops with all the
allergen information.

You might think, after all I’ve said, why on earth don’t all bakers
have bakery software, which is certainly not the case? There quite
a few packages out there being used by bakers, some of them a
bit old and out of date now. There are a few that are a bit more upto-date.

I went to see a company yesterday who have a system they bought
in the 1970s and it’s still going. It’s one of those green screen
systems and I think everybody’s terrified of touching it because
they rely on it so heavily. There are some really old workhorses
out there that are chuntering along still, and many more modern
ones as well of course, but many bakeries still operate completely
manually. I visited a fantastic business recently which produces
beautiful pasties, the best I’ve ever tasted and it’s really profitable.
However they operate with five manual order books, writing down
every order when it’s rung in. They then write down all the
instructions for the bakers, hand write their delivery notes, hand
write their invoices, and they still make profit! They’re trying to grow
the business so they really ought to be looking at a bakery software
system – although I would say wouldn’t I, since that’s my
business?

So what could bakery software do to assist with profiling the
allergen information for bakery products? It’s fairly simply really.
Bakery software contains a list of all the ingredients used by the
specific bakery using it, for all their production recipes and for
product label ingredient lists. By specifying the ingredients in the
system which are allergens: cereals containing gluten, declare
wheat flour, rye, barley, oats; eggs – declare eggs, cheese declare cheese, milk – declare milk powder, soybeans – declare
soya flour; nuts – declare almonds, walnuts ; seeds – declare
sesame seeds. Just do that once for each allergen ingredient and
the system can calculate the allergen profile for each finished
product through its recipe. By inputting nutritional information for
each ingredient into the system, see below, it can also provide
nutritional specifications for each product.

Where are things going bakery software wise and what should you
be looking at when considering a system? I’ve got some things I
want to get across to you that holds true for both suppliers and
customers.

Remote data entry Look for systems which enable your wholesale
clients, your shop managers, your van drivers, whoever, to enter
orders remotely.

Mobility You must nowadays be looking at systems that can be
used on a tablet or on a smartphone. I don’t know if you’ve seen
the stats for smartphones but it’s something like 72% of phone
users in the UK have one of these, and it is predicted rise to 92%
I think in 2016. So that means the vast majority of us are walking
around with a very powerful computer in our pockets or handbags.
We need to take advantage of that.
Responsive design This is a buzzword to use with your IT people!
It means that the bakery software you are considering will work on
a PC, on a tablet and on a smartphone, and it automatically detects
where it is and displays accordingly. So that’s quite a useful
buzzword to use.

Following on from the above I think you will find the slide below
interesting!

The above demonstrates that nutritional and allergen information
on ingredients can be obtained from the manufacturer, the
wholesaler, laboratory analysis and *McCance & Widdowson for
input into the bakery software. This then allows the bakery software
to produce ingredient, allergen and nutritional information which
can be used for product labelling, specifications, bakery shops’
EPoS system for customer information, and if applicable, for the
bakery’s website. * As many of you will know, McCance &
Widdowson is an database containing extensive nutritional and
allergen information on a wide range of ingredients and finished
products.
A good bakery software system should be able to supply the above
information. We believe that it should be an open system available
to everybody who needs it within the company using it. For a
retailer baker that means that if a customer asks, for example what
a cheese and onion pasty contains, the shop assistant will be able
to go on to the till, press ‘cheese and onion pasty’ and the
ingredient list, allergen profile and nutritional specification will be
displayed.

Smartphones I’m sure that it’s just round the corner now that
these will be used within bakeries for doing stock takes, placing
purchase orders, and viewing KPIs.

Application Programming Interface (API) Another little bit of
jargon for you to use with your IT people but an API allows two
separate software systems to be joined together seamlessly. This
will save the cost of expensive bespoke interfaces to be built,
which can be risky and some of you may have problems with them
in the past.
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Cloud I am loath to mention Cloud in the presence in the audience
of a distinguished owner of a very success bakery business who
has rejected Cloud in favour of having all the data and systems
used in his business stored on his own servers and under his own
control! So I’m not going to get into the arguments about Cloud
based or not Cloud based systems but just give you the thought
that maybe it’s worth looking at hybrid systems. A hybrid system is
one where your most business critical stuff is still on the server in
your office, with some of the less critical applications stored and

hot cross buns for Good Friday. They looked at their system for
the previous year and they put the same number of hot cross buns
for the same date. However they did not take into account that
Easter is a moveable date so they ended up with only six dozen hot
cross buns available for sale on one particular Good Friday instead
of having the 60 dozen they should have had! So just a note of
caution that Easter is moveable. Thank you very much indeed
Jane that was very interesting. (Applause)

operated from the Cloud. It is a way to perhaps gradually move
your organisation in the direction of using Cloud computing.

Service and people. Whichever company you choose to work with
for software, make sure they understands bakery, because there’s
a heck of a learning curve doing it from scratch. As mentioned at
the start of my presentation, I have been involved in bakery
software for 16 years and I learn something new every time I visit
a client. Thank you very much.

Mike Bagshaw, BSB Chairman Welcome back for the afternoon
sessions and I hope you enjoyed your lunch. Our presentations
this morning were all excellent and I have no doubt this excellence
will continue this afternoon. I am pleased to introduce Martyn Leek
as Session Chairman for the afternoon.

Sara Autton Thank you for talking to us about IT Jane. The geeks
shall inherit the earth and its all geek to me; those are my two IT
jokes. All fascinating stuff and I don’t need to ask a question
because you’ve explained it all so well. Does anyone have a
question for Jane?

Martyn Leek, Session Chairman Thank you to the British Society
of Baking for inviting me here today; it’s a great pleasure. Just to
agree with Mike, I thought the papers this morning were excellent.
The passion on display in the baking industry continues to blow
me away. First up we’ve got Dr Gary
Tucker from Campden BRI with a paper
on sugar. Now this morning I checked
on our website www.bakeryinfo.co.uk at
the amount of stories that have had
sugar in the headline so far this year in
comparison to 2013. There were seven
in 2013 and we’re on 24 stories in 2014,
so I think that shows you where it is on
the health agenda. So Gary’s going to
be talking about sugar functionality in
bakery products; how it can be replaced
and other ingredients if a reduced sugar
product is required. So over to you,
Gary.

Richard Ball, Colchester Very interesting, I like the production
targets. Could you tell me whether it’s linked to productivity and
staff scheduling, is there a system that brings the two together?

Jane Tyler I am not aware of a system that does that. Ours doesn’t
anyway, not at the moment.

Richard Ball, Colchester It’s something I looked at in a previous
company I worked for. if you’ve got the targets, you need to
produce them into batches and then you need to line staff up to
make them, and that’s going to affect the speed in which they go
through the production area. Is there any sort of aim to work on
that?

Jane Tyler Something like that would be a bespoke requirement,
and the key to it would be being very clear about exactly what you
want and then asking a company to build it for you. We haven’t got
it on our development plan at the moment because we’ve got a
huge amount on with all the allergens and nutritional things, but it
sounds very interesting. I always think the best way to do it is to get
it on a spreadsheet, since if you can express it on a spreadsheet,
it can then at best control costs and then move it into a software
package. We don’t do it at the moment, sorry.

The Sugar Debate!
by Gary Tucker, Head of the Baking & Cereal Processing,
Campden BRI

Robin Jones, Wrexham. You mentioned Toolbox in you talk. Do
have you an integrated system for use with Toolbox?

I’m going to be talking about sugar, both
from some of the issues that you would
have seen raised in the media but also
because I represent the technical side
from the baking perspective - what
sugar does in baked goods and what we
can do about reducing it.

Jane Tyler We’ve talked to them and we have a bakery client in the
Fife area of Scotland considering integrating Toolbox with their
bakery software system at some point. So we know how to
integrate our system with Toolbox. We’ve also linked our software
to Euphorium Bakery’s automated picking and packing system.

Robin Jones, Wrexham Was that an in-house picking and packing
system?

So I’ll cover a number of areas.

Jane Tyler Yes, that’s an in-house one, not Toolbox. We know
what to do but we haven’t done it yet in the case of Toolbox.

•

Controversy with sugar

•

Sugar alternatives

•

Dean Arbel, London Just two comments and then my question.
Our bakery software is a bespoke system and we integrated it with
Toolbox and it worked fine, so can be done. With regard to the
earlier question on calculating the number of staff required to
produce the sales order, Fourth Hospitality have a system for this
which we use. They have a HR model in which you put in the sales
orders and it can translate the number of people you need to
produce the products.

•

Functionality of sugar
The future

To show you something of Campden BRI, the slide below shows
our site, the circled areas being where the research bakeries are
situated.

Finally my question: your projection of a retail environment, I
understand in a worst case scenario, you make a few more and
then you sell it on? What would be the formula for a similar
projection on the wholesales side?

Jane Tyler Just looking at the sales history really for a particular
period but it needs to be flexible. So you might want to look over
the last four weeks / six weeks and take an average of that period
or you might want to look at last Christmas and compare the
figures from the previous Christmas. The system is flexible, that
you can choose the time period you’re looking at to work out that
and you can add a percentage. It’s the same as the sales based
ordering , it’s the same function as that, that you need to be able
to add an uplift on to the average that you calculated. I’m not sure
if that answers your question but we can talk about it later if you
need more information
Sara Autton I have an anecdote concerning a retailer who made
a big error one year when they were trying to estimate the sales of
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The next slide indicates the balance of work in the baking and
cereal processing departments that we do. It is probably relevant
to the year before last when about half the work was private client
work, or most done under NDAs, with training and research about
a quarter each. Last year we had a stellar year in terms of contract
work and this green segment for private clients went up to probably
about 75% and hence, the other two reduced. We are not allowed
to talk about the private work since quite naturally it’s confidential.

Controversy with sugar
In October 2013, the Mexican Senate approved a $1 MXN per litre
tax (around $0.08 US) on sodas together with a tax of 5% on junkfood.
• Will it work?
• Is it an income generator or a serious effort to reduce
obesity?

•
•

Obesity: decreases satiety, excess is converted to fat
Dental: sugars feed bacteria which cause tooth decay

Above are the three main health issues that I’ve picked out with
sugar and I think it’s fair to say these are reasonably well proven.

.The ‘facts’ below are taken from a book called Suicide by Sugar
written by a couple of Americans. One has a PhD but it’s not a
medical one. There are 143 facts in the book they claim result from
consuming sugar - all bad! The following is a selection but I doubt
that there is any medical or scientific research to support their
claims!

So that’s what the situation is in Mexico. I know some of the US
states have tried something similar but I don’t think there’s anything
current in the US. So that’s an interesting approach but I think it’s
very important that, before we go into some of the other facts
whether right or wrong about sugar, we look at some of the correct
facts about sugar.

Interesting sugar facts! (out of the 143 quoted)
Extracted from: Suicide by Sugar, Nancy Appleton PhD & G.N.
Jacobs

Some Facts
• Glucose is the body’s main source of energy from
carbohydrates and sugars
• Glycemic index (GI) used to monitor glucose levels
• Sucrose contains one molecule of glucose bonded to one
molecule of fructose
• High fructose corn syrup is a mixture of glucose and fructose
made from corn starch, and has created bad press about
sugar

•
•
•
•
•
•
•
•
•
•
•
•

I put the last point in because high fructose corn syrup has created
a lot of bad publicity, particularly in the US, because it’s a very
convenient form of sugar, it’s a very economical form of sugar and
it’s used a lot in food manufacture in the US and there is a lot of
bad press about excess consumption of high fructose corn syrup
which can lead to obesity and diabetes.

•
•
•

Sugar can cause premature aging
Sugar can lead to alcoholism
Sugar can cause arthritis
Sugar can cause haemorrhoids
Sugar causes food allergies
Sugar can lead to eczema in children
Sugar can impair the structure of DNA
Sugar can lead to chromium deficiency
Sugar causes copper deficiency
Sugar can make tendons more brittle
Sugar can cause myopia (nearsightedness).
Sugar intake is associated with the development of
Parkinson’s disease
Sugar can contribute to Alzheimer’s disease
Sugar intake is associated with the development of
Parkinson’s disease
Sugar can cause epileptic seizures

I found these quite entertaining. They do have the three from the
previous page, thankfully, so they do have the proven ones, but
books like this and Google searches, will give you a lot of really
quite scary ‘facts’ about sugar!

So what’s the proper situation then? What should we do? Well, you
may be aware that the Food Standards Agency came up with their
Eat Well Plate a number of years ago.

Glycemic Index (GI)
• GI indicates the food's effect on a person's blood glucose
level. Typically ranges between 50 and 100, where 100
represents pure glucose.
• Useful for understanding how the body breaks down
carbohydrates to glucose.
• High GI equals rapid glucose release, low GI slower release.
• Best to have a balance between high/slow energy release –
carbs/sugars
• (GI is not perfect)

Carbohydrates are incredibly important in the diet and I do find it
very frustrating when I hear about dietary fads, such as a low carb
diet. We still need energy on a low carb diet so it comes from
protein, which is expensive and gets broken down in a different
way in the body. There really isn’t anything wrong with having
carbohydrates in your diet and the most important thing is to have
a balanced diet.

Health Issues with Sugar
• Diabetes: glucose (sugar) levels in the blood become high
because the body is unable to convert it to energy or store it
(type 2 linked with obesity)

It makes perfect sense to have a balanced diet – percentages of
fruit, vegetables, carbohydrates, meat, fish and eggs or a protein
source if you’re vegetarian, together with dairy foods or some
substitute for those if you’re lactose intolerant. The key thing about
Eat Well Plate is that it’s balanced. That is very, very important.
We can now look at the the calorific value of categories of food
ingredients and this is where we start to think now about the
reformulation of recipes to reduce the calorie intake.
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So from the Government guidelines, we should be taking in 19%
of our diet as sugars. Some health campaigners in September
were recommending we should cut our sugar intake to 3% which
is very low, around 19g. If you’re a sports person or have in general
an active lifestyle, you would not have enough energy with 3%
sugar. You have to lead quite a sedentary lifestyle in order to
survive on 3% sugar.

The recommended diet for men is made up of 8.7% protein, 47.6%
carbohydrate, 19% sugars, 15.1% fat, 4.8% saturates, 3.8% fibre
and 1% of salt. Let’s look at some products and I’ve put the same
GDA percentages, the percentage for men and women being very
similar as you’d expect. The data is for a wholemeal loaf and a
Madeira cake.

Fats and oils contain the highest amount of energy at 9 kilocalories
per gram. Ethanol is next at 7 kilocalories per gram, even though
it’s a carbohydrate but in a form that gives a higher energy rating.
Proteins and carbohydrates, are the same 4 kilocalories per gram.
So swapping carbohydrate for protein in a food doesn’t make it
less calorific. It just changes the food groups that the body is going
to absorb. Then the polyols and some of the sweeteners come in
at 2.4 kilocalories per gram. The value for fibre depends on the
specific fibre material but they all tend to be around 2 to 2.4. So you
can reduce the calorific value of the food by putting in a fibre
material, which itself in a carbohydrate but in an indigestible form.
I put in water and air at 0 calories each because the baking industry
uses them a lot. One of the aspects that makes bakery quite
unique is that a lot of bakery products are about creating a cellular
structure in the product using a method of aeration, air is an
important part of many bakery products.

Wholemeal bread One of the first things that struck me is that the
GDA levels of protein in wholemeal bread are quite similar and
carbohydrate to wholemeal bread is also quite similar. !9% sugar
is recommended and wholemeal bread’s only has 4.1% so you
could say that’s good or you could argue it’s not enough, it
depends which way you want to argue it. Wholemeal bread is very
good for saturates and has more fibre than the GDA as a
percentage. It has less salt than the GDA and that was taking one
brand completely at random.

Madeira cake The calories are 386 per 100gm, so clearly more
than bread. Protein is a little bit lower. Carbohydrate is higher,
primarily because the sugars are high, 34% sugar. So compare
that with the recommended level of 19%, cake, as you’d expect, is
going to be higher. Fat is almost spot on, which I thought was quite
interesting because you would assume the cake would be high in
fat but it is in line with the GDA. Fibre is quite low but recipe
changes you can make increase fibre, as discussed in the
presentation this morning. Finally salt is quite low. So it is the
carbohydrate and sugar we need to target to make cakes more in
line with the GDA.

Above are guideline daily amounts for women, men and children
for calories, protein, carbohydrate, fat, saturates, fibre and salt. If
we just take the column for men in the above table, the
recommendation is 120gs of sugar per day. For interest, the high
ratio cake I have with me has 80gs of sugar in it, so I would not
recommend you eating the whole cake! Let’s turn those to
percentages and we can now start to compare them against some
food products.
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The Functionality of sugar (in Cakes)
1. Flavour
2. Bulking agent
3. Stabilises and controls batter viscosity
4. Influences the setting temperature of cakes during baking
5. Colour/flavour (Caramelisation and Maillard reaction)
6. Humectant (preservative)
7. Softens the texture

This is where it gets very interesting because, as you can see from
the above list, sugar is highly functional in the production of cakes.
If you take some sugar out of a can of baked beans they just
become less sweet and it does not affect other properties of the
baked beans. However if you take sugar out of a cake recipe you
have to make other changes to compensate for the loss of its
functional properties.
Role in flavour
• Sucrose is often referred to as sugar
• Sugars give sweetness (obvious statement but important)
• Sweetness can mask bitterness
• Natural sugars are blends that give complex flavours (e.g.
Honey)

Bulking Agent Sugar’s role as a bulking agent is a property that’s
often forgotten but it is important and we’ve got a replace that when
we’re reformulating to give a low sugar product. So the sugar taken
out has to be replaced with materials which physically take up a
volume allows air bubbles to be retained in the cake batter.

•

Extends the mould-free shelf life (MFSL) of bakery products,
see graph below.
• Sucrose has an equivalent of 1.0
7 Role as texture softening agent
• Sucrose binds water within its structure
• Water is one of the best texture softening materials (fat being
another!)
• Water is also zero calorie
• Keeps products soft over shelf life

Role as a bulking agent
• Sugars take up volume in a product
• Have to replace this when formulating low sugar products
e.g. a 30% reduced sugar cake would be about 30% smaller
Role in stabilising and controlling batter viscosity
• Sucrose dissolves in the aqueous phase of a batter
• It controls the batter viscosity
• This stabilises the foam by preventing the air bubbles from
coalescing
• Allows the starch granules to be suspended
• Air bubbles generate uniform baked cake volume

The last of these properties that I could think of was its role as a
texture softening agent. Water is a remarkably good softening
agent for bakery products. Sugar binds it, it keeps it into the
structure, it helps to stop it from disappearing. It keeps the product
soft. Another really good texture softening agent is fat. So we could
add a bit more fat into our products to keep the texture but I don’t
think we really want to do that.

Stabilises and controls batter viscosity Another important factor
is that sugar will dissolve in water and forms a high viscosity
material. For example honey and golden syrup are high viscosity
materials that trap air bubbles if stirred and that’s effectively what
sugar does in a cake batter. It increases the viscosity of the batter,
allowing air to get entrained during mixing. So sugar helps control
the batter viscosity and its aeration.

So those are my seven really important aspects of sugar. If you
want to reformulate to reduce or replace sugar in a bakery product,
we have to address all of those seven properties and here are
some of the alternative ingredients. They’re not always the ones
we want to use but they are the alternatives at our disposal.

Role in influencing the setting temperature of cakes during
baking
• Creates a competition for water
• This raises the starch gelatinisation temperature, by affecting
protein and starch hydration
• Both effects cause sucrose to behave as a crumb tenderiser
• Allows longer for the gases to expand and contribute to
higher volume and softer texture
Role in colour and flavour development
•

Caramelisation
>150°C, sugars break down to highly reactive compounds,
these polymerise into dark brown substances we know as
caramel.
• Maillard Reaction
>105°C, reaction between reducing sugars and amino acids,
forming highly reactive products that polymerise into yellowbrown compounds
Colour/flavour (Caramelisation and Maillard reaction) There are
two reactions during baking which create the crust colour of cakes,
caramelization and Maillard. Carmamelization takes place as the
water is driven off during baking and the batter temperature rises.
At about 120˚C the yellow colours start to form, which go to redyellow, then brown, and if you bake the cake too much, it’s black!
The Maillard starts at a lower temperature, about 105˚C, and is a
reaction reducing sugars in the batter and a particular amino acid,
which gives the cake crust a very desirable brown colouration.

Role as humectant
• Sucrose binds water, preventing microorganisms using it for
metabolism
• Reduces the Water Activity (aw)

I tried to get an understanding of the use of artificial sweeteners in
cakes from our legislation team. Cakes come into the EU category
Fine Bakery Wares for the purpose of legislation. Some intense
sweeteners are permitted in this category but only for fine bakery
wares which are for “special nutritional uses”. So currently in
the UK you can’t use artificial sweeteners in cakes, even if the
sugar has been reduced in them.

Bulking agent, we’ve got the polyols. Batter viscosity control, we
can do it with gums and gels, they will all give us thickening in the
batter. You might not want to put them in but we can do it. Another
material that attracts water and delays the setting of the starch is
salt but we do not want to increase the salt. Glycerine is a powerful
humectant that will compete with the starch for water and will
improve the mould free shelf life.
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Colour, we can deal with using reducing sugars which brown
quicker than sucrose during baking.

I think this sugar debate probably is going to rumble on for quite a
lot more time. Fat has been done to death, dare I say it, by various
governments. They don’t seem so concerned about fat and trans
fats. They’re largely under control. Salt has also been hammered
quite a lot. It’s still going, we’re still in the throes of the salt debate
but I think sugar has probably got a fair distance more to go. So it’s
an interesting one for the bakery sector, being that sugar is so
important for the sweet and bakery goods. I think it is good practice
to understand what sugar does in specific products and try and
understand how reductions can be made.

I forgot to say at the start, that I’m a chemical engineer and I’m
really at home when I’ve got equations and graphs and the like.
So this is an unusual presentation for me to give. So I had to get
in a little bit of engineering to finish.

Energy (calorie) balance

1st law of thermodynamics (the law of conservation of energy):

Energy can be neither created nor destroyed but can change
forms, and can flow from one place to another.

So there are solutions in which we can use materials that will give
us that colour, that we would otherwise have got with sucrose.

I’m just going to pick out a couple of these – the flavour and the
sweetness. There are lots of sugar like materials here from lactose
through the polyols, sucrose and fructose to the high intensity
sweeteners, and they all have a relative sweetness scale with
sucrose at 1. So if we wanted to take sucrose out, fructose is in
there as an alternative. It’s 1.7 times as sweet as sucrose,
therefore we don’t need as much of it in order to get that same
sweetness level. It’s a possibility. So that’s sweetness.

So a very basic equation: Eat less and Exercise more =
Accumulate less. But carry on eating cake. It’s an indulgent product
not intended to be part of a staple diet. It is indulgent so you have
small amounts and you enjoy it. That’s just about it.

Martyn Leek Brilliant, thank you very much for that, Gary. I’ve got
lots questions but I’m conscious of time so I will open it up to the
floor for a couple instead.

For mould free shelf life, we’ve again got a sucrose equivalent.
With sucrose at 1, the reference value, fructose – since I picked
fructose out from the sweetness – is 1.4 times as effective as
sucrose. So it is an advantage. You can use fructose. Then you’ve
got a question, do you want to be adding fructose, of which the
normal source is high fructose corn syrup. It’s got bad publicity. Is
that what we want?

Sylvia Macdonald, Croydon Gary, you said something about
diabetes reducing sugar in cakes designed for people with
diabetes. Could you give me more information on this since didn’t
quite follow it.

Gary Tucker That was a comment about Fine Bakery Wares and
when I was having the discussion with our legislation person, I said
to him that means if I’m a food manufacturer and I’m making a
product for the diabetic market, if I want to make it low sugar, can
I then use artificial sweeteners? Because that to me seemed to fall
into the definition of fine baker wares. His comment was no, you
can’t because the advice coming from the British Diabetic
Association is that you don’t need to have low sugar products for
diabetics, it’s about control.

Down the bottom we’ve got glycerol or glycerine at 4, salt at 11.
They’re very powerful humectants, so they have a big benefit in
terms of mould free shelf life control, so they’re very good.

So there are alternatives. So what are the disadvantages of sugar
replacers?

Disadvantages of sugar replacers
• Most are not natural products (sugar is clean label)
• Sugar has many functions so more than one material is
required for its replacement (ingredient lists get longer)
• Some have side effects
• Manufacturing cost increases
• Product texture and flavour will be different
• Calorie content can sometimes increase

It almost goes back to my equation of input – output –
accumulation. It’s more about controlling the diet rather than trying
to make products that are low sugar and recognising that, in order
to get the glycaemic index to the right level, sugars are important
but so are the carbohydrates. So that was the point.

Jim Brown, Cumbernauld Excellent presentation Gary. This is a
comment rather than a question. We had an overnight visitor a few
weeks ago who was on a healthy eating diet - counting calories,
carefully choosing what she eats, etc, and looking very well for it!
However she told me “I’ve stopped adding sugar to anything I
make, I use honey instead since it is a natural sugar”. When I said
this would not help from diet or health points of view she wouldn’t
believe me. So how can you win?

The last comment is quite an interesting one – the calorie content
sometimes goes up if you reduce the sugar and one of the reasons
for that is that proportionately the fat goes up. Take the sugar out
and by proportion, there’s more fat in the product. Fat has a higher
calorific value than sugar, it’s over twice as much. So if you have
a look at the labels of some low sugar products, quite a lot of them
are higher calorie which to me just seems daft.

The future?
• Sugar debate has not finished yet
• There is some truth in some of the issues
• Some bakery products are high sugar and could be open to
bad press
• Efforts are needed to reformulate low sugar bakery products
– it is not easy
• Cake, biscuits and patisserie are indulgent foods
• Cake, biscuits and patisserie are indulgent foods
• A balanced diet is essential

Gary Tucker Honey is sugar and water. It’s just different forms of
sugar, with many other chemicals added in there as well. I think
there’s something like 80 different chemicals in honey but it’s
sugar. It’s amazing what some people think.
Martyn Leek Just one final quick question, do you think we’ll ever
see any kind of Government led legislation when it comes to sugar,
for example a tax?
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Gary Tucker I’ll be very surprised if they go down the tax route
because that’s been considered by a number of US States and
they’ve all ruled it out. I’ve got a feeling one State might have tried
it and then gave up very quickly. I can’t see a tax. I suppose we
could get into a same situation as with salt when there could be
voluntary guidelines. Not a great term, is it, voluntary guidelines

 Health and nutrition concern
• Salt intake, low carb, Free-from

that thou shalt apply. That’s I think probably the strongest route the
Government dare go down.

Martyn Leek Many thanks for an excellent presentation Gary.
Applause

 Overall bakery structure is changing
• Decreasing number of artisan bakeries
• Development of the retail sector offer
• Discounters growth
• Bakery chains and coffee shops development

Our next speaker is Stephanie Brillouet, who will bring us up to
date with what is happening bakery wise on mainland Europe in
terms of ingredients, product range, innovation and production.
Stephanie is passionate about food and consumer attitudes and
has worked in marketing and category management for various
European food manufacturers for the last 18 years and is currently
Head of Marketing for Delifrance UK

We are still seeing the impact of the recent economic crisis. This
has forced consumers to change the way they have been shopping
and the type of products they have been buying. After some years
of decline we have seen a growth in more basic or staple
categories. At the same time there was a slowdown in sales of
more luxurious categories. However, categories like chocolate or
more premium ranges were never really in decline as consumers
made the decision to tap in both ends of the market. And premium
categories have also regain momentum.

The European Bakery Scene

Stephanie Brillouet, Head of Marketing, Delifrance UK

This is what I will take you through this afternoon:
• give a very brief introduction to
Delifrance to show you what we
do as a business and why I am
well placed to share with you
some information about the
European bakery market. My
presentation
has
similar
messages to Chris’ presentation
from this morning. However I have
concentrated more on the ISB and
bakery market, which is what we
know most about at Delifrance, rather than the pre-packed
market, to give you a different insight.
• go through some brief macro economic trends
• discuss the main distribution channels
• present some key trends which help us at Delifrance to
shape our business and could give you some ideas for your
own business.

Snacking categories, which quite often had a price premium, were
always in growth due to changes in eating habits, with more people
eating on the go or away from home.

The changes in raw materials and the pressure on cost have also
reshaped the baking industry. As more European manufacturers
are looking for more efficiency in production, buying and transport
we are seeing an ongoing consolidation of the baking industry with
groups divesting from their bakery operations like Barilla or groups
reorganising their business, like Lantmannen Unibake.
Consumer demand is also evolving due to their increasing health
and nutrition concern. We are seeing a reduction in salt especially
for bread products across most European countries, an increase in
demand for low carb or gluten free products especially in the UK
and the Scandinavian countries.

Finally the overall bakery structure is changing. Across Europe
there has been a decrease in the number of artisan bakeries even
in countries like France and Italy where artisan bakeries account
for c. 40% of bakery products sold. This is often driven by price
and competition pressure. However, as I will show you later there
might still be some opportunities for development.

Delifrance UK slide 1 is part of the Delifrance Group which is part
of the NutriXo group. As a business we are part of an international
network mainly based in Europe. We have a great expertise in
milling through our Grands Moulins de Paris business and we are
expert in French style bakery products. As you can see most of our
factories are based on the Continent but we have two in the UK.

The development of the retail sector and its offer has had a huge
impact on how and where baking products are purchased. This
might not be as apparent in the UK where retailers have a huge
share of the baking products distribution but it has impacted
countries like France, Italy and Spain for example.

We produce products in four categories: Bread; Viennoiserie;
Savoury; Patisserie

Bread slide 2 is one of our core business area and we mainly
produce ready to bake breads. We also have some thaw and serve
products for business which do not have any baking facilities. We
produce 3 sizes of breads: Small breads; Sandwich breads, such
as half baguettes; and Bread to share, from baguettes to paves

The more recent increased baking activities of the discounters is
also starting to have an impact on the overall European distribution
channels. We have seen in several countries discounter chains
installing ovens and ISB facilities in their stores in order to provide
their consumers with freshly baked breads and pastries at very
enticing prices

Viennoiserie Our second most important product range (slide 3)
is French pastry, our viennoiserie range.

There has also been a development in bakery chains and coffee
shops where consumers can buy on the go and snacking products
or buy a drink and something to eat on a special offer deal.

We segment the category in 3 areas: Classic French style
viennoiserie – croissants, pains au chocolat and pains aux raisins:
Filled viennoiserie – this could be chocolate filled croissant or
pastry filled with custard or fruits fillings; and the more indulgent
Viennoiserie, such as lattice, whirlwind and twists.

I would like to go through (slide 6) the distribution of bakery
products in the EU. Bakery products are bought by consumers
through 5 different channels:

French patisserie Slide 4 We sell a large range of French
patisserie like eclairs, tartes, macaroons…

Artisan bakeries are most prominent in Greece and Turkey
(where their number is high and fairly static) and in France, Italy,
Belgium and Spain where they represent between 30 and 40% of
total sales but are declining. At a total European level they
represent 22% of the total sales and are declining.

Savoury fillings Slide 5 We also sell puff pastries with savoury
fillings. This is a growing part of our business due to the increase
of eating on the go and snacking.
Macro economic trends
 Impact of the economic crisis
• Growth of more basic /staple categories
• Slow down of more luxurious categories but regaining
momentum
• Growth of snacking lead categories

 Raw material prices & cost pressures
• European manufacturers looking for more efficiency leading
to continuing consolidation of the bakery industry

Retailers represent 43% of total sales and are increasing. This is
mainly driven by countries like Ireland, The Netherlands, Denmark,
Finland, Sweden and the UK.

Catering The third largest segment of the pie is the catering
channel which is nearly as big as artisan bakeries with a 21%
share and growing driven by growth of on the go eating and
snacking. As an example over 39% of bakery products are sold
through this channel in Germany.
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Other retail is mainly small grocery stores selling bakery products.
This sector is static and depends highly on the countries. For
example the number of smaller stores is quite high in the Eastern
European countries but the volume of bakery products sold
through them is in decline but in other countries like the UK
convenience stores sector is growing.

use technology to help consumers navigate the store or find
specific products by using apps supplied by the stores.

Slide 8 These are a few examples of French, Swiss and German
in-store bakeries. As you can see the set up is not really different
from the ISB we have in the UK. However, depending on the
country the product offering will be different – more patisserie and
pastries in France, more regional breads in Switzerland and
Germany.

Bakery chains The last sector, bakery chains, is in growth and is
most prominent in Germany, Austria and The Netherlands and I
will talk about these a bit later in my presentation.

Slide 9 The discounters have seen an increase in the sales of
freshly baked products in the main retailers and have decided to
capitalise on the opportunity. In several EU countries discounter
chains like Lidl for example, have been adding in-store ovens and
ISB facilities in their stores and communicating their freshly bread
offer across Europe. They are able to sell good quality products at
a lower retail price (quite often 30 to 50% below current market
prices). Ranges are also been developed to add depth and choice
for consumers. These are a few examples in Denmark and in the
UK.

I would like now to share a few points on some of the channels
starting with the major retailers.

Retail landscape is constantly evolving
 Refreshing of larger store formats (supermarkets &
hypermarkets)
 Growth of discounters
 Regained growth of premium offering
 Growth of online sales and click & collect
 Convenience channel evolution

As I said earlier, the artisan bakery segment is declining. However
I would like to share with you a few examples which can show you
that artisan bakeries can work and illustrate that it is not all doom
and gloom in the artisan bakery world.

Across Europe the retail landscape is constantly evolving. As the
retailing segment is becoming more and more competitive retailers
are trying to find ways to better answer consumer needs. One of
their strategies has been to refresh their larger store formats. In
this country the Tesco store in Watford would be a good example
but this is happening across Europe.

Slide 10 shows the apparent a rise of the designer bakery around
Europe.

Slide 11 shows very modern ways to display breads and pastries
in Copenhagen and Vienna. Very clean and light.

We have already alluded to the growth of the discounters as well
as the regained growth of the premium food offering. One other
aspect of the retailing world which is growing is online sales as well
as click & collect. The UK is quite a precursor in this area but this
channel is also growing strongly in other EU countries like France.
And as explained before the convenience channel is growing but
also evolving with bigger retailers increasing their share in this
sector forcing the smaller players to evolve and relooking at their
business and their strategy to be able to survive and we can see
that in their bakery offer.

Slide 12 gives more artisanal examples in Barcelona, Greece and
Italy.

Successful bakeries across Europe are either attracting their
clientele via light and enticing space where consumers can try their
amazing breads, sandwiches or pastries, or via their very specific
product ranges – organic across all products, signature sourdough,
specific products that can’t be found anywhere else. I was recently
in Paris touring some artisan bakeries and visited a bakery called
Pains et Gourmandises (14e), where the products were made
using organic ingredients, had geographical origins and the bakerowner was more than happy to explain about his products and
philosophy. Not surprisingly his bakery was busy with products
flying off his shelves due to his passion and beautiful products.

I would like to illustrate the first 2 points with a few examples, slides

Slide 7 As I said the retailers have to make their larger formats
work harder as they are seeing a decrease in visits from
consumers. They are working hard at creating destinations to drive
footfall. It could be a better bakery, a restaurant and added
services. They are making their store space work harder by
increasing the space dedicated to promotions. I have recently seen
a huge croissant promotional display in a French retailer really
driving consumers to the bakery category. They are also starting to
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Slide 13 The bakery chain segment is in growth throughout Europe
and bakery chains are fairly successful. They position themselves
quite often as artisanal bakeries whilst driving high volumes. Their
positioning is quite often contested, especially in countries like

France. Their bread is made on site but it is not always the case as
sometimes it comes from a small central industrial bakery. The rest
of their range is quite often outsourced or produced industrially.
They are able to run aggressive promotions to attract customers to
their shops. They have targeted prices often lower than the prices
in individual true artisanal bakeries. And they have a highly
targeted range of products with high selling lines and a level of
quality which answer their customer needs. They are located in
retails parks or just outside towns on high traffic roads and in urban
areas.

trends with consumers looking for gluten free products, or products
with more balanced carbs. Sugar and salt reduction are also 2
topics which are not going away as we saw from some of
presentation today. Consumers are also looking for more natural
products with natural flavours, wild ingredients like herbs and
vegetables inclusion especially for Heritage vegetables like
beetroots, tomatoes, etc. Demand for more healthy perceived
cuisine is still growing especially Mediterranean products like flat
breads or bread with olive oil or Scandinavian breads which are
perceived more healthy due to the types of flour used.

Slide 19 Convenience is also a key trend with a growth of ‘on the
go’ food. With more bakeries offering sandwiches and an increase
in demand for hand held products. There is also growth in
mainland Europe for bake at home bakery products and for specific
packaging for the ‘on the go food’, ideally with recycling
credentials.

Now let’s look at trends and firstly looking at Indulgence and
premiumisation, slide 14. As shown earlier, there is an increase
demand for more rustic artisanal bread with consumers looking for
big sharing breads, darker colour breads, natural burst of the crust,
not too perfect… Consumers are also more interested in
understanding about fermentation, sourdough, wild yeasts.

Slide 20 New retail access points are growing, like this self service
baguette machine in France.

We have seen some classic revisited to deliver old favourites but
in a more premium way – increase in the number of burger
restaurants not just here but also across the channel with
restaurants using more premium breads to present the meat. The
same is now happening to hot dogs rolls. The baguette sandwich
is also evolving – more artisanal breads are used or breads with
inclusions.

From an ingredient point of view, slide 21, we are looking at
ancient grains and more seeds being used in and on products.
Some are a bit more mainstream than others… spelt, quinoa but
there are also chia, Teff, Farro coming to Europe. These grains are
quite often used in South America, Asia and Africa but rarely in
Europe. Most of them also have a perceived health benefit.

There is also a trend in more premium desserts with some
Japanese influence. I recently visited a couple of French bakeries
who had Japanese pastry chefs making the desserts not French
ones! There is still a demand for mini format desserts in restaurants
which gives the dinners the opportunity to taste more than one
desserts without feeling too guilty! After the cup cakes, we had the
macaroons and now we are seeing a growing trend in éclair across
Europe but what could be next?

Provenance is also a key trend as well as wild flowers, forgotten
herbs like sorrel or heritage vegetables like beetroot or tomatoes.
From a flavour point of view, we are seeing an increase in products
with BBQ, smoked flavours. Again more natural flavours - emon,
rose and violet are regarded as key flavours for next year…
From a cuisine point of view, hybrid cuisines are a big trend – chefs
mixing ingredients and flavours from Asia and South America for
example. Sweet and savoury ingredients/flavours mixed The big
influencers are Japan and Scandinavia while the new kids on the
block are middle eastern, Brazilian and Peruvian cuisines.

Slide 15 These are few excellent product examples I recently saw
in Europe, including one on the Great British Bake Off!

Slide 16 With shops entirely dedicated to éclairs, or eclairs moving
into ice cream or being sold as sandwiches. Harrods have just
announced their new range of savoury eclairs as well!

Thank you very much.

Martyn Leek, Session Chairman
Thank you Stephanie for an excellent appraisal of the European
bakery scene. Due to the time restraints if you have any questions
for Stephanie can you put them to her at over coffee at the end of
the afternoon sessions. Please show your appreciation for her
presentation. (Applause)

Slide 17 Last but not least there, is still a huge potential for hybrid
products such as the cronut and we now also have the crookie,
the duffin, townie, the muffle and the macanut! These are what they
look like… some being more appetising than others. It is quite often
about being a bit more creative and taking a few risks with shapes
and flavours and adding value.

Slide 18 Wellthy is the second trend. It is a mix of wellness and
healthy. As explained earlier free from or reduce is a growing
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I am now pleased to introduce our final speaker Greg Woodhead,
NPD Manager for Bakels since 2012. He graduated with a BSc in

Food Science from Leeds University and started his career with
Bakehouse (later Lantmännen Unibake) where he worked for
seven years. A key area of Greg Woodhead’s work is to keep up
to date with emerging technologies and innovations and he is
passionate about using these new technologies to help solve
challenges facing the baking industry

The Challenges Ahead for Bakers
by Greg Woodhead, NPD Manager, Bakels
Thank you very much for inviting me
here to talk about the challenges ahead
for bakers and it’s a very broad topic.
Being an NPD manager and a food
scientist, I will be doing it on the basis of
ingredient technology.

The reduction in the level of salt in bread over the last couple of
years is a prime example of the nudge theory. The industry reduces
salt in bakery products and consumers eat them and reduce their
salt intake without changing anything in their diet. They have been
nudged in the salt reduction direction.

The Government is now thinking 'it’s worked with salt, down from
12gms to 9gms a day, with the target 6gms per day, so we’re
heading in the right direction. Can we do this with other aspects of
the diet?'

The first challenge is to consider how
the baking industry and individual
bakeries, can help consumers choose a
healthier lifestyle? We’ve heard a lot of
today about obesity, diabetes and other
health problems, as well as sugar and
saturated fat reduction. We also heard
about reformulating products to increase
dietary fibre and protein and what does and doesn’t appeal to
consumers. So there’s a huge amount to consider. From my
perspective I’m looking at where are we are being pushed, for
various reasons, into changing things in the industry. The
government bodies that deal with the food industry have a new
buzz saying which is the 'nudge theory'.

So the government wants to give us a gentle nudge in the right
direction on the changes they want.
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My thoughts on this are: 'is it ethical, and does it work in the long
term'? The consumer is not making an educated choice on
reducing salt in the diet or learning how to eat less salt by
amending their diet, or the way they cook food, or how much salt
they add to food at the dinner table. It is being done behind the
scenes by the industry. So when you start talking about reducing
the much more challenging nutrients in food it becomes more
difficult to achieve. As I said earlier, we have heard today about
reducing sugar and saturated fat in bakery products to make them
more 'healthy', which is in fact difficult to achieve while retaining
quality and taste. However if the consumers are not making a
decision on how to reduce these nutrients in their diet and we’re
doing it all for them, are we solving the problem?

Burger buns also have a high shortening level. To reduce their
saturated fat content, the shortening in the above products can be
replaced with high performance softeners, like emulsifier- or
enzyme-based crumb softeners, or with rapeseed oil.

There are some questions to be asked over whether it can work;
which brings us on to using a holistic approach. It’s commonly
recognised and in fact the Greek philosopher, Plato said a very
long time ago ‘the cure of the part should not be attempted without

Saturated fat reduction Standard bread shortenings contain
around 50% saturated fat as a result of their high palm oil content.
Rapeseed oil, by comparison, is only 6% saturated fat.

One solution we have been working on to improve crumb softness
as products are reformulated is a high sugar tolerant amylase
enzyme. Standard amylase does not work well in high sugar
doughs of around 7% sugar on flour weight. It is usually a
component of multipurpose bread and bun improvers and when
these are used in high sugar level dough they are less effective
compared with their use in standard dough. Using a high sugar
tolerant amylase in such improvers will provide better softness in
high sugar products than the current generation of amylases. So
the quality of high sugar level bun goods, burger buns and Brioche
will benefit from the inclusion of a new high sugar tolerant amylase
in their recipe. Improved soft crumb shelf life can therefore be
achieved by using a sugar tolerant amylase based improver
compared to a standard amylase based improver.

the cure of the whole.’ So we have a part to play in product
reformulation but there’s a lot more that needs to be done around
that. Gary questioned the need for a low GI diet in his paper and
it’s currently quite a topical thing for my company since one of our
biggest selling products is a low GI multi-seed bread mix, although
most bakers sell it as a very tasty multi seed bread, rather than for
its low GI properties. In any case the low GI claim is now under
question with the EFSA legislation. So can you still claim that a
particular bread variety is low GI? No, because it is no longer a
legal health claim.

Palm Oil Many types of shortenings contain palm oil but there are
lots of questions over the use of palm oil which I will come to
shortly. However we need shortenings with firmer setting
characteristics for many products and can’t use hydrogenated fats
for these purposes anymore because of the problem of trans-fatty
acids. Palm is the only vegetable derived oil that that is
commercially viable for the production of the hard fat we require.
This also includes pastry margarines for puff pastry and other
laminated products, such as Danish pastries and croissants.

So there are currently some big questions over making claims that
products are good for the consumer in terms of having a healthy
diet? How do you communicate this to them in a world where all
claims have to be legal by the EFSA legislation? So there’s a big
question there and I guess I don’t have the answer to it. Perhaps
educate consumers so they can make healthier choices, change
their diet and exercise more; and we can reformulate some bakery
products to make them healthier. So that’s a sort of Utopian vision
and we are probably a long way from achieving it!

So why is sustainability a problem with palm oil? It’s to do with
deforestation, mainly in Indonesia and Malaysia but also in most of
the tropical world. Rainforests are being cut down to make way for
palm oil plantations and it is destroying the habitat of many
species. There’s a lot of pressure from consumer groups and
environmental pressure groups and sustainable palm oil
production is now seen as an important corporate social
responsibility standard.

So how can we further reduce the salt and saturated fat in our
products? So we have the 2017 salt targets in the table below:

The above reductions will be challenging, resulting in sticky bread
dough that is difficult to handle, particularly on automatic bread
plants. How can we do it? There are developments taking place in
enzyme technology which will help to resolve the sticky dough
problem. However there’s also the problem of reduced bread
flavour that comes with reducing the salt level and if consumers
don't like the reduced salt breads they may buy less of it! So how
do you make the bread products still taste good but achieve the
reduced salt level? This can be done by the addition of a portion
of sour dough to your recipe, either one made by yourself or one
of the many commercial sourdough products on the market.

Sustainability There are four grades of sustainability and many
of you will have heard of the first level system – the Green Palm
Certificates. This system has now largely been superseded by
more robust certification systems.

Mass balance is a system where a certain amount of sustainable
palm is fed into the normal supply chain by audited growers.
Certified Sustainable Palm Oil and Conventional Palm Oil are
combined in the same supply chain. At the point of consumption,
mass balance compliant users buy a certain amount of palm and
the level of mass balance palm oil which is grown and the amount
which is used is supposed to tally up.

It should be said at this stage that the above salt reductions are
voluntary targets. However if you are supplying large retailers and
supermarkets, you will have no choice but to meet them. If you are
a craft bakery supplying your own shops, you may decide to
maintain your current salt level and therefore the flavour of your
bread, perhaps giving you an edge against bread sold by large
retailers. It’s just a thought; I’m not advocating anything!

Fully segregated palm oil is where there has to be a completely
different supply chain: different storage tanks on the ships,
completely different silos, completely different lines from the
refineries. There’s an awful lot of infrastructure that needs to be
put in place until there is full availability of palm oil derived from a
fully segregated supply chain.

Saturated Fat Reduction
• Replacing shortening or butter with high performance
softeners can dramatically reduce saturated fats in enriched
dough
• Replacing shortening with rapeseed oil and softeners in
breads can also help reduce saturated fat

Shortening is widely used in bread at 1 - 2% on flour weight,
particularly in craft bakeries, to help give a softer crumb. It is also
used at much higher levels in bun dough and in enriched
fermented goods such as brioche, which may also contain butter.
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The final and highest level is Identity Preserved palm which is
where Palm Oil from a particular named origin is supplied via a
segregated supply chain. There is little demand for this high level
of traceability currently.

By the end of 2014, everybody wants to have mass balance or fully
segregated palm oil and many of them are going for fully
segregated. It’s a huge challenge and there’s a big question over
whether the industry will be ready; and that’s because it doesn’t
just affect palm. It affects all the ingredients which that are
produced from palm. So beta carotene colour – much of it comes
from palm. Emulsifiers – a lot of them come from palm. So you
have to find fully segregated versions of these bespoke and
technical ingredients. The other big question is whether we can
rely on the sustainable palm supply chain. Palm comes from
Indonesia and Malaysia and other parts of the developing world.
I’m sure it is all very well controlled and audited but all it needs is
one mistake to be found by the media and the whole lot could lose
credibility.
Palm Removal
• Palm will always be a tropical oil
• Using more locally grown oils is both more sustainable,
easier to regulate and administer and is healthier
• Emulsifier Production
• Crystalliser Technology

We’re trying to look at how we can remove palm from shortenings
and other products. Palm will always come from tropical regions of
the world which are a long way from Western Europe. So it would
be better to use oils from locally grown sources which would be
both more sustainable and easier to regulate. Can we use them for
emulsifiers in place of palm? There’s a work or research work
being done by the emulsifier suppliers on how to achieve this using
technologies which can adjust the fat crystal structure of liquid oil
and produce a more solid product. I have a bit of a demonstration
here.

Greg then demonstrated the use of a ‘crystalliser’ additive to turn
liquid sunflower oil into a solid state.

Could this solid state sunflower oil be used for the production of
caramel or as a base for the production of shortenings? There are
a lot of possibilities for this technology, which could lead to palmfree alternatives to the current products ingredients produced from
palm oil.

Clean label The description ‘clean label’ refers to products which
have been produced either with no E number ingredients, or with
a few E number ingredients which are acceptable to consumers.
Many consumers are averse to E number ingredients on product
labels, despite that fact that they have been fully tested and passed
as safe for use in foodstuffs but re-education of consumers a very
big task. However not all E numbers are considered ‘dirty’ label,
such as citric acid, ascorbic acid, pectin and lecithin, which are all
quite natural ingredients.

While emulsifiers are very good and functional ingredients, they
don’t sound good on the ingredient declaration label and are
usually omitted from clean label products? The solution to
replacing their functionality in the production of bakery products
lies in the use of enzyme technology. The full scope of enzyme
technology is a relatively new addition to the bakers’ toolkit. They’re
all proteins. They’re isolated and extracted from bacteria or fungi
and in nature, they’re basically nature’s methods for controlling
reactions. They’re catalysts which means they don’t get used up in
the reactions. For example the maltase enzyme splits maltose into
two glucose molecules but the maltase is not changed and can
continue splitting other units of maltose. So the same thing
happens with starch. You put amylases into our bread dough and
it acts upon the starch molecules preventing staling and delivering
a softer crumb for longer.

Function of enzymes
Amylase – improves bread oven spring and can extend the bread
shelf life
Hemicellulase – breaks down hemicelluloses to allow a more even
gluten network to be formed.

Protease – give a more extensible gluten structure in the dough
which is useful for products which have to flow during proof, such
as burger buns, but care in the level of addition is required to
prevent too much flow.

Glucose oxidase – produces reactions in the dough which improve
dough development

Lipase – lipase enzymes react with flour lipids and added fats to
form emulsifiers which can replace having to add data esters and
GMS to give improved volume and bread structure, and at the
same giving a cleaner product label

Protein engineered enzymes One of the questions coming along
for bakers is all about whether we want to use protein engineered
enzymes in our products. At the moment we don’t really use them
at Bakels but we’re starting to look at using them. There’s some
really, really clever things that can go on. They’re very highly
functional and there has been rulings by the European Union that
protein engineered enzymes don’t actually have any genetically
modified DNA in the product; so therefore, you don’t have to
declare that any GMO have been used in the manufacture of your
products. But is it misleading for people? That’s the question
bakers have to ask themselves.
How can bakers deliver free from?
• New ingredient technologies are available to produce
allergen free products which have characteristics of the
products
• ‘No’ Peanut Butter Cookie

One picture below of how an enzyme can benefit a final product,
which in the case was using a particular hemicellulose. The
problem was that the cuts on the buns below were closing again
during proving and baking. We solved it by adding this particular
hemicellulase enzyme to their improver and the cuts stayed open!
So enzymes, despite being added in minute amounts, can have
an amazing effect on your products.

The growth in the gluten free market has been mentioned a few
times today and it is both a potential threat and an opportunity for
bakers. How do bakers capitalise upon gluten free?

I won’t go through the figures in the slide above because they’ve
been done earlier by Chris from Mintel. My own information’s from
Mintel so he can do it better than I can. But gluten free is growing,
and has a lot of Media Focus, see below. If more and more people
are consuming gluten free products, then they’re not buying
products from you. So how do bakers sell products to coeliacs or
people who want a wheat free diet as a lifestyle choice? One
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Gordon Poulson, Oxfordshire You talked about replacing E-number
functional ingredients with enzymes. Is there not a danger that this
will encourage the authorities to ask for enzymes to be included on
the product label?

Greg Woodhead Under the FIR legislation, enzymes will have to
be labelled if they continue to play a function in the final product
after it has been produced. However, in bakery products enzymes
play a function in the production process and up to the early stages
of baking, but all enzyme activity is halted when they reach a high
enough temperature to kill (denature) them. Therefore they can be
considered processing aids and do not have to be labelled. There
is a danger that, at some stage, the focus will turn to the labelling
of enzymes in bakery products but I think there’s quite still some
time to go before it happens. If enzymes were taken away as a
production tool because they had to be included in the label, then
bakers would have to compromise on product quality if a clean
label was required!

potential way of doing it is you sell them a gluten free home baking
pack. We have developed one and we’re not the only ones doing
it. So your customer can buy the gluten free home baking pack
from you and at the same time buy non gluten free products for
the rest of the family who are not on gluten free diets. Just a
thought!

Christopher Freeman, Crouch End You mentioned rape seed oil
causing problems in doughs. Can you explain what and how?

Greg Woodhead It was a throwaway comment and I should have
elaborated on it. If you use too much rape seed oil you end up with
very soft and slack dough which is hard to bring together and
process. Whereas if you use shortening, the hard fat fraction of it
helps with the formation of an even structured dough. Rapeseed
oil, however, doesn’t necessarily help form that even gluten
network as it is not necessarily acting at the right time in the mixing
bowl.

How can bakers deliver free from?
• New ingredient technologies are available to produce
allergen free products which have characteristics of the
products
• ‘No’ Peanut Butter Cookie

Christopher Freeman, Crouch End We use sunflower in our white
bread dough because I wanted to stop using non-hydrogenated
vegetable fat because it doesn’t sound terribly good on the product
label. Sunflower oil works alright in white bread but not in
wholemeal bread, where you get a serious loss of volume. Rape
seed oil works in our bun doughs but it is almost the same price as
extra virgin olive oil.

Allergens Then there’s another idea. This is about products which
contain allergens. Currently if you want to buy a peanut cookie or
peanut butter anything, it’s really hard to do. Nutella, croissants –
you can’t find people to do them because they operate nut free
factories. So there are now flavours which don’t actually contain
any of the allergens.

Greg Woodhead These ingredients can work in different recipes.
You can always optimise a recipe to make rape seed oil work and
our bakers and my technical team certainly have been doing that
in some products. But if you just take the shortening out your
normal bread recipe and replace it with rape seed oil or sunflower
oil, it might work or it might not work - it depends on your recipe.

We’ve been doing some work with peanut butter cookies and this
is a peanut butter flavour cookie. It tastes just like peanut butter
and it’s using soya pieces in it which have the texture and
appearance of peanuts. So actually it’s a really, really good
replacement. It’s something new that you can do without having to
introduce peanut allergens all into your bakeries. It’s the same
thing for Nutella flavoured fillings. We’ve got a hazelnut free Nutella
flavoured filling which is really good and it just means you don’t
have to worry about nut allergens inside your factories.

Another thing we have found when substituting shortening with
rape seed oil is that your soft crumb shelf life reduces, which
surprised us since we thought it would increase!. We believe it’s
something to do with the crystallization of solid fat in the product
gives you a longer softer crumb shelf life.

Martyn Leek Please show your appreciation for an excellent
presentation. (Applause) I will now hand you back to Chairman
Mike Bagshaw.

I suppose that’s everything from me. I’ve whizzed through a lot
because I was quite conscious of time but are there any questions
from anyone?

Mike Bagshaw From last night and today, I believe we have had
a very interesting, informative and enjoyable conference. My
thanks to Sara and Martyn, who have done great jobs as Session
Chairmen and to Paul Weston for handling the microphone for the
questions and answers. Thanks also to the BSB committee for the
work they do in choosing topics and speakers for the conference
and particularly to Jim and Sharon for organising the programmes
and booking forms and making sure everything goes well on the
day. (Applause) Our thanks to all our speakers for the time they
have spent preparing their papers to give us the benefit of their
knowledge and for their excellent presentations today. They have
been wide ranging and we have all learned a lot from them.
(Applause) Finally my thanks to you for attending the conference
and have a good journey home.

Martyn Leek Excellent presentation Greg. Do we have any
questions for Greg?

Laura Alazzawa, Oxfordshire Regarding your last comment on nut
free flavours and profiles, how do you think retailers will respond
to trying to position a product without the nuts, or whatever it may
be, actually being in it.

Greg Woodhead It’s because of some discussions with retailers
that we started looking at this idea. There’s a big growth in products
containing peanuts and peanut butter. There’s a lot of consumer
demand for it but it’s something that’s not really catered for by
bakery product suppliers because of them wanting to operate nut
free factories. So this was why we started looking into trying to
find an alternative way of producing the products. There are
questions over how the retailer would sell a nut flavoured product
that does not contain nuts. How do you make sure that customer
know for certain that it doesn’t contain the allergen?

Also how do you get across the fact that it’s a natural flavour and
that it can be natural if it’s not produced from peanuts? So it’s an
interesting technology that produces something new to offer but
there are probably some hurdles to be overcome before you see
nut-free but nut flavoured products on shelf.
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