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COVER STORY

Hostess Brands, the 2022 ‘Bakery of the Year,’

continues to position itself for growth.

Douglas J. Peckenpaugh, Group Editorial Director

Hostess Brands is synonymous with snack cakes. Its iconic products date back over a century. The

Hostess CupCake, with its signature squiggle, debuted in 1919, and Twinkies followed in 1930, with a string

of snack cake and sweet goods innovations ensuing across the decades, including Donettes (1940), Sno

Balls (1947), Ding Dongs (1967), Ho Hos (1967), and Zingers (1970s).

These are the nostalgic treats of America’s collective youth—and young at heart. Their apparent simplicity

belies the sophisticated spark of innovation at each product’s core. These treats endure and set the

standard for their respective categories. And they bring delicious moments of pure joy.

Since its rebirth in 2013, Hostess Brands, Inc., with headquarters in Lenexa, KS, has progressively gained

market share through organic category growth, and built its business through strategic acquisitions.

Hostess is a clear global leader in snack cakes and sweet goods. Now, the company has implemented a

range of corporate initiatives related to sustainability, workforce development, and workplace safety that

will position it for continued success into the coming century.

For this combined century of innovation and forward-thinking business acumen, Snack Food &

Wholesale Bakery is pleased to honor Hostess Brands as its 2022 “Bakery of the Year.”
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ONGOING INNOVATION

Product innovation has driven business forward at Hostess Brands through the years. In addition to the

aforementioned brands, the company’s bakery snack lineup includes Fruit Pies, Jumbo Donettes, Mini

Mu�ns, Mega Mu�n, Cinnamon Roll, Jumbo Honey Bun, Co�ee Cakes, Danishes, and Mu�’n Stix.

This innovation at Hostess Brands is ongoing. Recent bakery snack R&D has included:

Hostess Cr!spy Minis, launched in 2021, crunchy, crispy, poppable snacks that feature two layers of

creamy �lling between crisp wafers, packaged in a resealable, stand-up pouch, available in Cookies

and Crème, Strawberries and Crème, and now Mint Chocolate

Hostess Baby Bundts, released in 2021, are individually wrapped mini Bundt cakes in Lemon Drizzle,

Cinnamon Swirl, and Strawberry Cheesecake

Hostess Boost Jumbo Donettes, released in 2022, contain 50-70 mg of ca�eine each (slightly less

than one cup of co�ee), available in Chocolate Mocha and Caramel Macchiato

Hostess Devil’s Food Jumbo Honey Bun, released in 2022, glazed and made with real cocoa

Hostess Bouncers, poppable, bite-sized snack cakes with a creamy �lling in three varieties: Cinnamon

Donettes, Glazed Chocolate Ding Dongs, and Glazed Twinkies (rollout will begin in fall 2022)

Courtesy of Hostess Brands

Voortman cookies, a brand that dates back to 1951, joined the Hostess Brands lineup after the acquisition

of that business in late 2019. Voortman o�ers regular and sugar-free wafers and cookies in a wide range of

�avors. The cookies range includes Chocolate Chip, Shortbread, Fudge Striped Oatmeal, Almond Crunch,

Coconut, Oatmeal Raisin, Oatmeal Chocolate Chip, Oatmeal Cranberry Flaxseed, and Windmill cookies.

Voortman wafers include Vanilla, Strawberry, Chocolate, Orange Crème, Banana, Chocolate & Raspberry,

Lemon, Key Lime, Peanut Butter, and Raspberry.

Recent Voortman innovations have included:

Voortman Sugar Free Mini Cookies, introduced in 2022, snackable, poppable cookies in Vanilla

Shortbread and Iced Oatmeal

Voortman Raspberry Lemonade and Tropical Fruit Flavored Wafers, introduced in 2022, LTO

o�erings made with real raspberries, lemons, pineapple, and coconut

Courtesy of Hostess Brands

Other LTO wafers have included Pumpkin Spice and S’mores �avors.

Hostess Soft White Hot Dog Buns and Hostess Classic Wheat bread comprise the company’s fresh bread

o�erings.

Annual sales at the company are very strong, with adjusted net revenue growth of 11.6% for �scal 2021. The

company also saw point-of-sale (POS) growth of 14.4% in the sweet baked goods category during 2021.

Other highlights from �scal 2021 included:

Launched Baby Bundts, the No. 1 new product launch in the sweet baked goods category in 2021

(Nielsen)

Installation of a new cake production line

Announced plans in early 2022 to build a state-of-the-art bakery in Arkadelphia, AR

Released second “Corporate Responsibility Report”

Courtesy of Hostess Brands

In August, when announcing second-quarter 2022 results, CEO Andy Callahan reported that Hostess

Brands posted its 10th straight quarter of double-digit growth, with 17% organic net revenue growth:

Net revenue of $340.5 million increased 16.8% from the same period last year, as higher prices and

favorable product mix accounted for 13.8% of the quarterly growth, with remaining growth attributed

to higher volume

Raised full year 2022 net revenue guidance to at least 15% growth

Sweet Baked Goods point-of-sale (POS) increased 15.6%, maintaining its share of category dollar sales

at 21.7%

Voortman branded POS grew 25.0%, and its share of the cookie category increased by 20 basis points,

driven in part by sales momentum of sugar-free cookies

Over the past year, according to IRI, Chicago, for the 52 weeks ending March 20, 2022, Hostess Brands saw

category gains across the board, and in many cases, is the category leader. Selected highlights include:

Full-size doughnuts, up 24.1% to $559.5 million

“Bar and �nger” snack cakes, up 7.6% to $299.4 million

Snack cupcakes, up 10.3% to $270.0 million

Angel food, Bundt, and sponge cakes, up 31.3% to $191.8 million

Voortman cookies, up 20.8% to $159.4 million

Sweet rolls, up 37.2% to $100.9 million

Co�ee and crumb cakes, up 15.4% to $89.8 million

Danish, up 18.7% to $51.6 million

Mini mu�ns, up $107.4% to $37.3 million

Individual and snack pies, up 10.4% to $37.0 million

“All other” snack cakes, up 38.5% to $18.2 million

Pastries, up 73.3% to $10.1 million

CLIMATE ACTION

As part of a larger e�ort to drive its business forward and position itself for continued success, Hostess

Brands developed a Climate Action Plan in 2021, with  the goal of reducing greenhouse gas emissions, as

well as energy and water usage.

“It’s really our �rst step of transparency,” says Callahan. “We’re making great progress, and have reduced

water by 25%, energy by 14%, and greenhouse gases by 19%.” These advancements have come over the

past two years. The company will �nalize this plan over the next two years.

Hostess Brands has also conducted a detailed review of its packaging to identify opportunities to further

reduce its carbon footprint and has also made strides in its use of recycled packaging materials.

This work is ongoing. “It takes time to accomplish, but if you plan up front, then we can organize our

activities to have the largest impact.”

Publicizing these moves not only connects Hostess fans to this important work, but also connects the

company’s employees to its purpose. “It’s also good for business.” Reduced energy use saves money and

has a positive impact on the environment.

GOING STATE-OF-THE-ART

Hostess Brands purchased a previously developed, brown�eld site in Arkadelphia, AR, in February 2022

and is in the process of converting an existing idle factory into a state-of-the-art, sustainable, energy-

smart bakery. The company notes the facility will become its most-sustainable facility to date. The bakery

is expected to be operational in the second half of 2023 and will reportedly unlock 20% additional

capacity within the Hostess Brand network. (Snack Food & Wholesale Bakery will provide an update on

this new bakery once it opens in 2023.)

“We’re really excited about the Arkadelphia bakery,” says Callahan. “It’s going to be our �fth bakery in our

network, and we’re able to design it from a sustainably responsibility path. We bought a brown�eld site,

which means we had an existing infrastructure in place that we’re able to then customize for the speci�c

needs of our baking operation, so it reduces capital expenditures.”

“We put all of our capital expenditures through a �lter to learn how it will impact the employee experience

and the impact on the environment. The Arkadelphia project is going through that same process on a

large scale, and our design-build partners are helping us look at each decision and �ltering it through a

‘choice model’ that indicates its impact.”

Mathematical choice modeling can help companies predict outcomes, including economic and

environmental, of potential business decisions.

“That will have the most-positive impact in our sustainability journey,” says Callahan. Predictive choice

modeling can help bakeries manage water usage, or the decision to use of electricity vs. gas for the ovens.

It can also factor into the facility layout design—and the eventual quality of the work experience for team

members. “When consider your teammates at the beginning, good things will happen for a company,” he

says. “It’s an exciting and motivating experience for our team.”

WORKFORCE IMPROVEMENTS

Hostess Brands has implemented several new programs designed to attract, develop, and retain a quality

workforce, including “thank you” bonuses for its front-line bakery and distribution center employees,

roundtable employee discussions, and the introduction of diversity, equity, inclusion, and belonging

programs.

In August, in the wake of announcing its strong growth to date in �scal 2022, Hostess Brands awarded

bonuses to each of its nearly 2,000 bakery and warehouse employees up to $1,000 in recognition of their

hard work and dedication over the past several months. This is the second “thank you” bonus Hostess

Brands has given to its frontline employees in 2022.

Since 2019, Hostess has also maintained signi�cantly lower safety incident rates compared to industry

averages, a testament to its strong training programs.

Courtesy of Hostess Brands

Then COVID-19 presented a range of unprecedented challenges. “I remember shutting down a bakery

early in the pandemic because we had some cases,” says Callahan. “It just wasn’t worth the risk to the

employees.” This sensitive time dictated increased employee engagement. “We listened more to our

employees, and we took concrete actions to improve the experience for them in a really di�cult

environment. We had demand go up, and we had overtime go up for some employees, which was good,

because they’re providing for their families. We’ve given several bonuses to the team. They continued to

be able to get the satisfaction of serving a community that really needed it.”

Hostess is also looking at production schedules and testing new models, including �exible work

schedules, in one of the bakeries to see if the company and build more stability into the workforce. The

company has recently increased its supervisor training and is onboarding of all of its teams with mentors.

Callahan also notes that Hostess Brands understands the value of a diverse workforce. “We want to be

representative of our communities.” While this diversity includes ethnic and gender diversity, it also takes

special considerations into account. “Forbes named us as one of the top employers for veterans in 2021,”

he says. “Forbes also named us as one of the best midsize companies to work for in 2022. A lot of this is all

about putting employees �rst. But there is always more we can do.”

Courtesy of Hostess Brands

Callahan notes Hostess Brands has world-class safety scores within its employee base. “I’m very proud of

the safety progress,” he says. “Our total recordable incident rate is less than half of the industry average,

and goes down every year.”

Operating a bakery business is a lesson in risk management. “My post-college career in �ight school in the

Navy taught about the balance of taking risk and being safe,” says Callahan. “One of the keys I learned in

the Navy is there’s no such thing as a small violation of a safety incident because small violations add to

one another, and it’s usually a chain of events that are broken that create a safety problem. And there’s

nothing more sacred than keeping your team safe.”

One best practice Callahan learned in the Navy is to read the safety record before walking onto a plane—

read what happened on the plane. “That’s what we do every morning at the bakeries. If something

happened on a piece of equipment, we learn if it was a close call, if there was a violation, how we

communicated, how we informed it,” he says. “It doesn’t matter how small, because big incidents can

happen from small issues. So it starts with making safety a priority—keeping your team �rst, sharing best

practices, and making sure there’s no such thing as a little safety violation. And it shows in our numbers.”
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NEW PRODUCTS

Organic breakfast bread

DAVE 'S KIL L E R BRE AD

Brioche-style sweet rolls

CAN YO N  BAKE HO U SE

Hearth-baked keto breads

TO U FAYAN  BAKE RIE S

Carb-positive, carbon-negative breads

SE A &  FL O U R
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CHOCOLATE

INGREDIENTS

THE BOTTOM LINE

Consumers crave chocolate
Associating chocolate with
health bene�ts
Searching for indulgences

PREMIUM EXPERIENCES

Consumers look for healthier chocolate products, while still

indulging.

Joyce Friedberg, Contributing Writer

In 2021, chocolate grew to $16.7 billion in sales, based on IRI data

ending December 26, 2021. The confectionery category includes

chocolate, non-chocolate, gum, and mints. Chocolate sales

improved in dollars, units, and volume, recording an increase in

dollar sales of 9.2% for the 52-week period.

People love chocolate, as con�rmed by Cargill’s proprietary ChocoLogic survey, designed to better

understand consumers’ preferences, motivations, and attitudes about chocolate. The survey found only 3%

of consumers avoid chocolate. More than half (52%) of Americans �nd chocolate gets them through a

tough day. Those perceptions, combined with more at-home snacking occasions, help explain why one in

three shoppers report increasing chocolate consumption during the pandemic, shares Gretchen Hadden,

marketing manager, Cargill Cocoa & Chocolate – North America.

The study also found nearly 7 in 10 people associate chocolate with health bene�ts, a characterization

even more prominent among consumers of dark chocolate. Perhaps, unsurprisingly, the survey found this

perception is a key purchase driver for dark chocolate, with 25% of consumers choosing it because they

believe it’s healthier.

AN INDULGENT EXPERIENCE
Consumers also look to chocolate for indulgence. Chocolate is one of the �rst places they look to

indulge, with 65% of U.S. consumers agreeing that chocolate is their favorite indulgence, and 70% of U.S.

consumers choose chocolate for their celebrations, according to research by Barry Callebaut.

Hadden notes one of the big trends they are tracking in the snack and bakery space is over-the-top

indulgence, and nothing delivers indulgence like chocolate and cocoa ingredients.

Cargill o�ers several chocolate ingredients that can help create an indulgent experience. The Gerkens

Duchess cocoa powder, speci�cally designed for baked goods, delivers a complete sensory experience.

To dial up the chocolate �avor even more, the company o�ers Wilbur Duet, which functions like a cocoa

powder, but includes ground chocolate liquor for a more intense chocolate �avor experience.

Another approach to make a moment of indulgence more memorable is to “incorporate exotic or unique

ingredients within the product. For example, simply adding red beetroot powder and Lapsang Souchong

Tea within a dark chocolate tru�e not only provides a �avor not often experienced, but takes their

tastebuds on a global exploration,” explains Dale Williams, technical manager at Chaucer Foods, Hull, UK.

ADDED HEALTH AND WELLNESS BENEFITS
Drew Brandell-Mayers, product manager, chocolate, Puratos, notes the company is seeing a signi�cant

move towards health and well-being products.

“Consumers are increasingly seeing chocolate as healthy, with nearly 50% of consumers saying so. Not

only do they see chocolate as inherently healthy, they are looking for new, healthier versions of chocolate,

whether they  have reduced or no sugar, are plant-based, or have increased cocoa percentage, or added

protein.”

The company seized this opportunity and will be introducing a Plant Based Milk Alike Chocolate in 2023.

“The truly indulgent, no-compromise Plant Based Milk Alike Chocolate from Belcolade, real Belgian

chocolate, is a patent-pending, plant-based milk alternative that delivers on a truly indulgent and creamy

texture you’d expect from a milk chocolate, while having no dairy, nut, or soy allergens. It has a �ne cocoa

�avor with nutty notes,” he says. Some of the bene�ts of the product are better taste and a range of claims

including sustainable, made with Belgian chocolate, plant-based, and dairy-free. The product can be used

in plant-based desserts such as tru�es and bars, and is great for enrobing and panning.

Heidi Liu, product line manager, Blommer, noted that “according to 2021 U.S. Consumer Snacking survey

by FMCG Gurus, sugar content is ranked No. 1 when consumers are considering a snacking product such

as confectionery and cookies. CPG brands are heavily investing in low- and reduced-sugar new product

launches to meet this consumer need. According to Mintel GNPD, 15.9% of snacks and 8% of bakery

products launched during the past three years have low-sugar/reduced-sugar as top claim, surpassing

other health and wellness claims such as sugar-free, vegan, and GMO-free.”

The company’s commitment to health and wellness drove its latest Discovery line innovation. “Blommer

Chocolate Company and DouxMatok, a food tech company spearheading sugar reduction with its sugar-

based reduction solution, Incredo Sugar, have a strategic commercial partnership to produce and sell a

game-changing portfolio of chocolate products with signi�cantly less sugar. Together, the companies

have developed a breakthrough in chocolate applications,” shares Bo Kim, food scientist, innovation at

Blommer. 

Incredo sugar is made from real cane sugar. “The proprietary technology improves the e�ciency of

sucrose delivery to the sweet taste receptors which results in not needing as much sugar or a high

intensity sweetener to get the same sweet sensation that consumers desire. The chocolate is then made

from real sugar that in e�ect is up to 1.5 times as sweet as regular sugar,” notes Jenna Derhammer,

innovation manager, Blommer.

This �rst product introduced was chocolate-�avored chips that are ideal for bakery and snack

applications. The company has expanded the line to include additional coatings that can support

applications across a broader range of products including panning, enrobing, and molding intended for

confectionery and snack applications. The bene�t of this new technology and resulting chocolate is that it

has all the positive �avor attributes of a full-sugared chocolate, but at a reduction of 30–50% sugar

declaration for the consumer label.

Global Organics has added a new product to its portfolio. Agostoni has always been a market leader with

very high-quality organic chocolate. It is now producing luscious dark chocolate chips sweetened with

coconut sugar.

Courtesy of Global Organics

“These organic dark chocolate chips have no added dairy or dairy substitutes, lower sugar content than

milk chocolate, and coconut sugar is low glycemic (GI 35). They have no added emulsi�ers, soy lecithin, or

vanilla letting the dark chocolate notes shine on their own. The dark chocolate �avor is fruity (red fruits),

with an extra molasses/fruity note from the coconut sugar,” explains Cathy Fichtner, cocoa & chocolate

category manager at Global Organics. The organic dark (48% cocoa level) chocolate chips can be used in

any baking or bar application, are suitable for paleo, keto, and low-carb diets, and are available as both

organic and organic fair trade certi�ed.

Tate & Lyle o�ers ingredient solutions that can help with reduced sugar or no added sugar chocolate

ingredients for baked goods.

“DOLCIA PRIMA Allulose can be used at up to 25% to signi�cantly reduce sugar. It has a caloric content of

0.4 kcal/g and does not label as sugar on the nutrition facts panel. Because it is a nutritive sweetener, the

standard of identity can be maintained when using allulose to make great tasting, better-for-you

chocolate ingredients. For no sugar added applications, ingredients such as PROMITOR Soluble Corn

Fiber can be used in combination with high potency sweeteners such as TASTEVA Stevia or SPLENDA

Sucralose to make great tasting no sugar added chocolate with added �ber,” shares Susan Butler, senior

technical category manager, nutrition, bakery, & confectionery, food & beverage solutions, Tate & Lyle.

“The standard of identity can be

maintained when using allulose to
make great tasting, better-for-you

chocolate ingredients.”

— Susan Butler, senior technical category manager,

nutrition, bakery, & confectionery, food & beverage

solutions, Tate & Lyle

When using an ingredient such as PROMITOR Soluble Corn Fiber or high intensity sweeteners, it will

impact the standard of identity so words or descriptors such as “chocolatey” will need to be used.

SOURCING, SUPPLY CHAIN, AND SUSTAINABILITY
Fichtner notes seeing strong consumer demand for certi�ed products such as organic, fair trade, non-

GMO. “Consumers are increasingly interested in the details. We are seeing questions about where the

cocoa is grown and under what conditions—is it shade, how are the farmers accounting for carbon, how

are they rebuilding/regenerating soil, how do we know there is no child labor? It seems as though today’s

consumers have learned the basics and are now seeking out cocoa and chocolate that they know is

grown in a way that doesn’t contribute to climate change and supports their own values. We have been

sharing details about the cocoa cooperatives and their practices and seeing this information appearing in

our customer’s Instagram and other social media postings.”

Brandell-Mayers shares the company’s commitment towards sustainability. “Sustainability is the

cornerstone of our chocolate sourcing and messaging strategy. We aim for a fully sustainable cacao

supply chain, with our proprietary Cacao-Trace program at the very center. Our Cacao-Trace program

ensures better �avor and taste through expert fermentation and gives back $0.05 per pound to the Cacao-

Trace cocoa farmers in addition to a premium price for the beans. The program not only creates better

tasting chocolate and better livelihoods for our farmers, but it enables our customers to communicate

their commitment to sustainability.”

“Through Cargill’s Promise Solutions, customers can purchase cocoa sourced directly from our known

and trusted farmer organizations. For customers who wish to go further, we provide an avenue for brands

to invest in the cocoa-growing communities where we source our cocoa. This could be in the form of

sponsoring a shade planting tree initiative or contributing to women’s economic empowerment program.

By doing this, our customers can help secure a more thriving cocoa sector for generations to come and

directly support initiatives that align with their brand promise. As a �nal step, we connect brands to the

farming communities that provide their cocoa through our CocoaWise digital customer portal, which

provide unprecedented access to data, information, and stories about the communities that supply their

cocoa,” shares Hadden.

Blommer has a long tradition and dedicated e�ort to protect natural resources, eliminate child labor, and

lift farmers out of poverty through its sustainability programs. Alongside improved nutrition and clean-

label ingredients, another highlight of the Discovery products is that they are all made with non-GMO and

sustainably sourced ingredients.

Puratos is seeing record demand for chocolate, along with continued challenges of labor and container

shortage, a volatile raw materials market and record pricing, and not enough capacity industry-wide. The

company is working to bring more capacity online to help alleviate the capacity constraint, including

building a new Belcolade (real Belgian chocolate) plant in Belgium and signi�cantly increasing capacity at

its domestic plant in Kenosha, WI.

Chocolate is an ingredient that will continue to delight consumers, whether they are looking for an

indulgent experience or a better-for-you treat. SF&WB

SNACKANDBAKERY.COM SEPTEMBER

2022

https://www.snackandbakery.com/


WWW.SNACKANDBAKERY.COM/PODCAST

LISTEN AND SUBSCRIBE ON YOUR FAVORITE PODCAST PLAYER OR VISIT OUR
WEBSITE:

 

• Category and supply-chain

innovation

• Regenerative growing practices
• New products

I N N OVAT I O N  &  S U P P LY

CH A I N

Better-for-you
products

GUEST

CLICK PLAY TO LISTEN NOW

Kristy Lewis, 

Chief  visionary o�cer, chairwoman of  the board,

Quinn Snacks

0:000:00 / 0:00/ 0:00

• Package design class

• Functions of packaging

• Industry trends

PACKAGING

Design insights

GUEST

Tom Newmaster, 

Partner, FORCEpkg, instructor at Pennsylvania

College of  Art & Design

0:000:00 / 0:00/ 0:00

CLICK PLAY TO LISTEN NOW

Download

• Program origins

• Expansion of program

• Focus on exhibitors

BEST IN BAKING PROGRAM

IBIE 2022

GUEST

Dave Watson,

Food, bakery, and snacks engineering SME,

The Austin Co.

0:000:00 / 0:00/ 0:00

CLICK PLAY TO LISTEN NOW

https://www.snackandbakery.com/media/podcasts/13311
http://www.snackandbakery.com/podcast
https://www.snackandbakery.com/media/podcasts/13311
https://www.snackandbakery.com/media/podcasts/13311
https://dts.podtrac.com/redirect.mp3/www.snackandbakery.com/ext/resources/Podcasts/SFWB-Ingrained-Insights_IBIE.mp3?1660830148
https://www.snackandbakery.com/media/podcasts/13311
http://snackandbakery.com/contact












OVENS AND PROOFERS

PROCESSING

THE BOTTOM LINE

Companies aim for energy-

e�cient ovens, proofers

Green energy trends

Interest in automation

Energy e�ciency, automation, and ensuring a robust return-on-

investment have been top-of-mind for snack food and wholesale

bakery companies in the market for ovens and proofers, according

to companies that make those machines, who say sales have been

strong.

ENERGY EFFICIENT

Snack and bakery companies search for sustainable ovens and

proofers.

Ed Finkel, Contributing Writer

ENERGY EFFICIENCY

AMF Bakery Systems, Richmond, Virginia, is constantly queried about making its ovens and proofers more

energy e�cient, including converting gas ovens to electric, says Philip Domeniucci, baking system

specialist. While AMF can do that, or provide a hybrid electric-gas unit, there are several considerations.

“I’ll put an oven on the moon for you if you give me enough money,” he says. “Designing it is one thing,

making it work is another. It’s possible, but we need to take a look at the bigger picture. Where am I going

to get the electricity, who’s going to sell it to me, and how is it going to get delivered to me? In the state of

Texas, authorities are asking people to turn down the air conditioning during peak hours. While the bakery

may be the last industry to shut it o� before a regional hospital, at the end of the day, if there’s not enough

power, you can’t run the oven.”

Along the same lines, AMF has been following the trend toward using green hydrogen to heat ovens,

relying on renewable energy sources such as solar and wind, Domeniucci says. “You can take that energy

from electrolyzed water and create hydrogen and oxygen,” he says. “You take the hydrogen, compress it,

and store it, and deliver it by truck. AMF has developed a hydrogen burner that can be retro�t into most

direct-�red ovens. You can run it as a hydrogen burner or a gas burner, or run it as a blend.”

AMF planned to do its �rst in-plant testing of this technology at the end of August, Domeniucci adds. “The

real holdup has been getting the materials we needed for the burner,” he says.

AUTOMATION

While automation has been on the rise in the snack and bakery industries, certain segments have moved

along more quickly than others, Domeniucci says. “If we talk about strictly high speed, hamburger buns, or

white bread, that’s already very automated,” he says. “With a smaller wholesale baker, making 40 di�erent

products, it become more di�cult.”

The pandemic and labor shortages have accelerated the movement toward automation across the board,

including within ovens and proofers, says Jerry Barnes, vice president in the North Carolina engineering

o�ce at The Babb Group, Raleigh, North Carolina.

“We’re �nding that end users are looking for ways to automate as much as possible,” he says. “An oven is

fairly automated already, but in the rest of the bakery, we’re seeing a lot of interest in applying automation

and areas the typically you’d have had teams of people.”

Customers of Clextral, Firminy, France, have been asking more questions about automation as well, says

Gilles Maller, vice president, sales and international. “First of all, they want a very easy interface for

operators so they can understand what’s going on, and systems which can be con�gured very easily,” he

says. “Our customers are asking not only that we add precise controls, but also data acquisition—of

temperature, recirculation of air, extraction, drying time, all the data they need to optimize their

operations.”

CALCULATING ROI

The ability to pull data is critical to calculating return on investment, Domeniucci says. “When someone’s

running 18 hours or 20 hours a day nonstop, you can pull a lot of data out of there and �nd trends that

increase e�ciencies,” he says. “Being able to monitor and track energy usage has become very important,

especially relative to the cost of the dough being produced. All the new ovens we build have that

capability.”

When AMF installed two new pizza ovens for a customer in Italy last year, the company guaranteed a 10%

reduction in energy and negotiated a bonus if the energy reduction was greater than 12%, Domeniucci

says. The customer was very happy to pay that bonus when the reduction exceeded 15%, he says.

“Europeans are more �exible than Americans,” he observes. “Americans don’t want anybody mousing

around in their bakery. Very few places are willing to let you put in an Internet connection, strictly because

of security. We’ve come up with a number of possibilities to get around that and ease a customer’s fear

about somebody hacking into his plant.”

The Babb Group likes to be involved at the early stages of the production line and the process to analyze

the requirements of the line from an equipment perspective, Barnes says.

“And then, we either iteratively work with the end-user on the layout for the line, showing where we can

eliminate the need for personnel and automate as much as possible, with a clear eye toward, how many

people does it take to run this bakery line? How much can we reduce the sta�ng requirements? How

much can we increase up time?” he says. “We assist plants that are struggling with retaining and hiring

quality maintenance engineers, bakery personnel and other experts. How do we diagnose situations,

minimize downtime, and increase uptime?”

To help determine ROI, Clextral holds thorough discussions with customers about what products they are

planning to dry, Maller says. “We need to understand moisture in, moisture out. We also have discussions

about the medium of drying—do they want to have electrical or gas dryers?” he says. “From one country or

place to another, it might be very di�erent. On top of optimizing the drying cycle, we make sure they’re as

e�cient as possible—we need to look at gas, electric; with some we use steam. That’s a very important

point, as well as looking at the footprint of the factories of our customers.”

SALES LIFTS

The Babb Group has seen greater demand overall, Barnes says. “Especially because the industry we serve

was one that consumers turned to during the lockdown stage of the pandemic, and those habits have

persisted coming out of the pandemic,” he says. “A lot of users, they don’t always know, two years out,

which products will take o� in the marketplace. What we’ve tried to do with our ovens is create a highly

�exible baking platform. … If market needs change it can be repurposed fairly easily and straightforwardly.”

Clextral also has seen an uptick in orders in the past two years, Maller says, as its high-capacity, modular,

hygienic Evolum Plus dryer hit the market. “We did not have in-house, larger dryers for the snack industry

with those features,” he says. “This enabled us to tap into the market for large extrusion lines, large snack

lines. It’s been a real success, especially in North America.”

Domeniucci has a di�cult time saying whether AMF has seen an increase in orders, per se, but he knows

the company is “busy like hell” building ovens. “When you talk about selling an oven, somebody doesn’t

wake up that morning and say, ‘I better order an oven this week.’ Usually those are multiyear processes,” he

says. “Those are not easy sales or easy buys. They take a lot of preparation and a lot of engineering,

especially today.” SF&WB

AMF Bakery Systems has developed Sustainable Oven Service (SOS) smart oven technology, a remote

monitoring system that connects through a separate internet connection embedded in the equipment

itself.

“For the �rst 30 days [after installation], we just monitor your operation,” Domeniucci says. “What do you do

with it every day? How does it run? It allows us to look at the e�ciency of the operation. Then we call you

up and say, ‘How about we come down for two hours on Monday afternoon?’”

The system can analyze aspects of the process like how cold product coming into the oven is responding

to high temperature so the operators can �ne-tune it, why there’s a 45-minute gap at 1 a.m. between two

dough runs, and how much energy costs in a given week, month, or year, Domeniucci says. “The

Sustainable Oven Service monitors the oven to give the customer important feedback on how the oven

operates and what he can do to make it operate better,” he says.

COMPANY:

AMF Bakery Systems

FEATURED PRODUCT:

SOS Smart Oven Technology

The Babb Group will unveil its updated hybrid tunnel oven, called the Clean Bake Oven, at IBIE, Barnes

says. It’s capable of running both gas and electric and switching back and forth. “It allows low risk of entry

for customers because their existing process does not have to be modi�ed,” he says. “You have a lot of

corporate stakeholders that are demanding everybody pay attention to sustainability objectives, and zero-

free carbon emissions. There are a lot of sustainability departments at major companies.”

While the corporate o�ce and C-level executives want those objectives met, the plant team wants to

make sure they can produce the same day-to-day quality level, which The Babb Group was mindful of,

Barnes says. “We wanted to satisfy both ends of the spectrum from the end-user standpoint,” he says. “It

can be used for all snack and bakery products that you can bake in a tunnel oven.”

COMPANY:

The Babb Group

FEATURED PRODUCT:

BABBCO Clean Bake Oven

The Evolum Plus from Clextral upgraded the company’s relatively simple dryer to one that’s  higher

capacity, modular, and hygienic, Maller says. The company designed it initially for the breakfast cereal

industry, “which is extremely challenging,” he says. “It’s a very sticky product that you need to dry very

well.”

That sector is also among the most stringent in terms of wanting hygienic design, which Clextral provided

through use of stainless steel, full washdown, and automatic belt cleaning, Maller says. And the

modularity enables it to handle widely varying weights, from 500 kilograms to two or three tonnes.

“On top of that, for drying e�ciency, we worked with an institute that specializes in air�ow and heat

treatment, people we have been working with for a very long time,” he says. “As it’s a dryer, it’s potentially

dangerous—so we embedded lots of safety devices, like �re detection, gas management, a safety burner,

and safety switches. These were key to the design of the dryer.”

COMPANY:

Clextral

FEATURED PRODUCT:

Evolum Plus
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SECONDARY PACKAGING EQUIPMENT

PACKAGING

THE BOTTOM LINE

Meets growing demand for single-

serve portions

Accommodates sustainable and

case-ready packaging

Robotic systems provide �exibility

Bakery and snack plants are moving away from

manual cartoning and case packing to automated

equipment. Driving forces behind automating these

functions or upgrading equipment include the need

to overcome labor shortages; meet growing demand

for single-serve portions; adopt �exible machines

that can address changing, and sometimes divergent,

consumer preferences; accommodate sustainable

and case-ready packaging; and ensure food safety.

PACK IT UP

Equipment helps snack and bakery producers overcome labor

shortages.

Neal Lorenzi, Contributing Writer

In a growing number of bakery and snack plants, pick-and-place robotic systems are being installed to

provide the �exibility needed to handle an expanding array of products, package sizes and packaging

materials. “These robots can handle lightweight products precisely, reducing the risk of damage to

products with delicate packaging associated with sustainability trends,” notes the 2022 State of the

Industry, US Packaging Machinery Report, published in July 2022 by PMMI, Reston, VA.

“Today’s robotic systems are more a�ordable, especially with the newest generation of highly �exible,

cost-e�cient cobots,” says Jorge Izquierdo, vice president, market development, PMMI. “Although the

focus behind adoption has been the ability to work alongside human operators, many manufacturers are

discovering the greatest bene�ts of cobots are their �exibility and modularity. Reprogramming is fast and

easy, and their smaller size makes them well-suited for frequent adjustment and redeployment. Higher

payload capacities are encouraging usage for end-of-the-line tasks, particularly at small- and medium-

size enterprises.”

The current labor shortage is fueling demand for more automation in secondary packaging, “We are

receiving 35 percent more orders now than we were two years ago,” says Masatoshi Inui, vice president of

sales at PMI KYOTO Packaging Systems, Elk Grove Village, IL. “Due to labor shortages resulting in soaring

labor costs, we anticipate that the demand for automation in the packaging world will increase on a global

scale during the next few years.” SF&WB

Delkor Systems Inc., St. Paul, MN, has developed the

LSP line of vision-based, robotic case packers, backed

by the inverted Fanuc M-10 robot which acts as a human

arm. “This 5-axis robot allows product to be picked and

placed in numerous orientations,” says Dan Altman, vice

president, sales and marketing. “By tilting the case

conveyor, products can be loaded standing up or laying

�at into any number of package styles.”

The LSP line of vision-based case packers is used for

�exible products, including stand-up pouches, pillow

packs, doy pouches, rigid containers, and thermoformed

products. Salty snack pouches such as pretzels and

chips, �ow-wrapped goods such as energy bars, and

clamshell trays of doughnuts are all being packaged on

the LSP line.

Delkor Systems plans to introduce a case former that

can produce all of the new case styles at high speeds,

according to Altman. “Trays, brown box shippers, retail

ready cases, and club store trays will be formed on this

system at high speeds. A high capacity corrugate

magazine will allow for twice the corrugated material in

the magazine than traditional case formers.”

COMPANY:

Delkor Systems Inc.

Brenton, a ProMach Product Brand, Alexandria, MN, has

introduced the RT1000 Top Load Case Packer, which is

geared toward customers that have been hand packing

and now realize they need to streamline the output of

their production lines. “Those customers �nd that the

automation of robotic top loader and sealer can quickly

and accurately keep up with demand,” says Brian Guzek,

regional sales manager. The company also has updated

its M2000 Side Load Case Packer so that it’s easier for

one operator to run with little training.

“We’re seeing a variety of tasty treats in cartons or

�exible pouches,” Guzek adds. “From chips and pork

rinds in �exible pouches to small sweet baked items in

cartons, bakery and snack producers are �nding that

using an automated solution accommodates the product,

packages it e�ciently and keeps it intact for shipping.”

COMPANY:

Brenton, a ProMach Product Brand

BluePrint Automation (BPA), South Chester�eld, VA,

o�ers the Spider 100v robotic stacking system, which is

being used in new ways such as product accumulation,

nesting and de-nesting, according to Jason Hogue,

southeast sales manager. The company’s stacking and

loading solution forms stacks of product and loads them

into horizontal form/�ll/seal machines, including

continuously moving �ow wrapper chain infeeds or

indexing thermoform machines.

“By utilizing a DELTA style robot with a high-speed

platform for pick-and-place, the system is able to load

product into a continuously moving tray conveyor,”

Hogue says. “It accepts product from integrated bulk

feeding processes, or other methods of product

delivery.” An integrated vision option sends product

position-and-orientation information to the robot as well

as inspection results for size and shape. Wash-down

capability for direct food contact applications includes an

easily cleanable vacuum system.

COMPANY:

BluePrint Automation (BPA)

JLS Automation, York, PA, has introduced a robotic carton

closer and upgraded its Peregrine® cartoning solution with

two di�erent options for carton transport and handling,

according to Craig Souser, president and CEO. “The

Peregrine is a high-speed, vision-guided robotic top-load

cartoning system that o�ers high sanitary standards. With a

footprint one-third the size of traditional top- and end-load

cartoners, it places carton forming, loading and closing

inline, which saves valuable �oor space for food producers.”

The Peregrine’s high-speed JLS TRAK and positive carton

transport (PCT) system eliminate problematic hando�s and

the need for any other conveyors to move cartons away

from the former to accumulate, or manage, the loading

process. Cartons are kept in-line, without turns—from

forming to loading, all the way to robotic closing.

COMPANY:

JLS Automation

R.A Jones, Covington, KY, has introduced the IndeCart 3

transfer for grouping cracker slugs before they are

packaged into cartons using the Criterion CL-240 mid-

speed cartoner. The �rst installation was used for

graham crackers with the capability of running two, three

or four slugs per carton for a given SKU, according to

Bob Burkhardt, product portfolio manager–cartoning,

robotics and pouching. “The transfer utilizes B&R

SuperTrak technology to receive a single stream of

cracker slugs at speeds up to 140 per minute. Easily

changeable tooling carried by the transfer carts can

accommodate various product shapes and sizes.”

While automated changeover between product sizes

has been desired by customers for many years, the

willingness to invest in the technology integration has

historically been low, Burkhardt adds. “Many companies

are now seeing new value propositions with optional

upgrades such as the Acc-U-Change Plus push-button

changeover, which is available on R.A Jones machines.”

COMPANY:

R.A Jones

PMI KYOTO Packaging Systems, Elk Grove Village, IL,

has added robotics to its secondary packaging

machinery, which allows for gentle product handling.

“For example, when working with a cereal cartoning

machine, our equipment can receive the bags of cereal

straight from the customer’s vertical form/�ll/seal

system and adjust their positioning with a simple

shuttering technique,” Inui explains. “With 3,000 collation

and loading techniques in our arsenal, which we can

control via motion control, our equipment can handle

fragile products with ease, precision and attention to

detail.”

COMPANY:

PMI KYOTO Packaging Systems

Cama North America, Bu�alo Grove, IL, o�ers cartoning,

case packing, tray packing and robotic loading systems

that are used for products such as bars, cookies,

crackers, baking mixes, and pastries in a variety of

packaging formats, such as bags, packets, ow wraps,

trays, cases, cartons, and rigid containers.

“Our robotic systems help automate the packaging of a

variety of packs,” says Billy Goodman, managing director,

who notes that Cama manufactures Delta-style robots

with carbon �ber arms, which are suitable for fast, smart

product handling. “The Tria�ex robot, for example, can

be equipped with an integral vision system. The robot

can sort and pick loose products on a production line

and position them into a container or onto a conveyor in

a preset pattern.”

Looking ahead, Cama North America will continue to

advance its Industry 4.0 technology, which includes an

Augmented Reality Machine Assistant, to help maximize

operator e�ciency and reduce production downtime.

Goodman says Industry 4.0 is an important tool that will

help operators of secondary packaging equipment

improve their skills and increase production.

COMPANY:

Cama North America
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BUYER'S GUIDE

PREMIUM SPONSORSHIPS

Buyer's Guide Premium Sponsorships

Below are the premium listings from our buyers guide. For the complete list of companies and products,

go to www.snackandbakery.com/buyersguide
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