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EDITOR'S NOTE

Douglas J. Peckenpaugh

Group Editorial Director
Contact Doug

A NATURAL APPROACH

When I travel—or throughout the always-lively and competitive greater Chicagoland grocery industry, my 

home market—I revel in visits to unfamiliar grocery and convenience stores. Instantly immersed, strolling 

the perimeter and aisles, eyes darting to end caps and standalone displays, I’m a true omnivore awash in 

the thrill of the hunt for something new and delicious.

Of course, we all have favorite foods, and select snack and bakery categories inevitably rise quickly to the 

top of my hit list. And cookies will always top them all. A properly designed and executed chocolate chip 

cookie is a wonder to behold.

I believe in the transformative power of cookies.

So when I �rst began to peruse the wealth of exclusive brand 

snacks available from ALDI, our 2021 Snack Producer of the 

Year, it should come as no surprise that I spent a 

disproportionate amount of time at �rst in the cookie aisle. The 

cookie category has a great level of snacking-fueled diversity 

these days, and ALDI is right in step with the trends with its 

Simply Nature Coconut Cashew Crisps—a seven-ingredient 

uber-crispy “little indulgence” delight. And the Simply Nature 

Grain Free Cookie Bites o�er a satisfying and unique take on a 

chewier, brownie-like, two-bite option. Add in that both 

products check a litany of shopper-demographic boxes like 

gluten-free, Paleo, vegan, and non-GMO, and I was hooked. I 

was also on my way toward discovering an outstanding range 

of snack products across the Simply Nature range, one that 

uni�es innovation, better-for-you, natural, organic, and 

a�ordability across a diverse network of ALDI buyers and 

supplier partners.

Courtesy of ALDI US

One of the wonderful aspects of Simply Nature is its alignment with ALDI’s notable commitments toward 

fostering sustainability. It’s a uni�ed vision that resonates with the devoted ranks of ALDI shoppers—a base 

that continues to grow as ALDI adds more stores. This year, ALDI is poised to add 100 more locations, 

bringing the grand total to over 2,100.

Good ideas, after all, love to grow. SF&WB
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SNAXPO 2021

SHOW PREVIEW

INSPIRE INNOVATION 

SNAXPO21 will o�er ample opportunity to catalyze snack industry R&D.

Douglas J. Peckenpaugh, Group Editorial Director

SNAXPO21, taking place August 22–24 at the Charlotte Convention Center in Charlotte, NC, will o�er 

multiple opportunities for snack industry leaders to explore emerging �avor innovations as part of the in-

person event’s broad scope of business opportunities. SNAXPO, produced by SNAC International, is the 

most-comprehensive event completely dedicated to the snack industry.

SNAXPO21 will gather together a global network of suppliers, producers, and emerging tastemakers from 

across the supply chain. The event will feature the latest in ingredients, technology, sanitation solutions, 

packaging, equipment, and more.

Attendees will have the opportunity to savor a full range of on-trend and emerging new �avors at the 

fourth annual Flavor Pavilion, sponsored by SNAC International and Snack Food & Wholesale Bakery. For 

2021, the Flavor Pavilion will feature separate sweet and savory categories. Attendees will vote for their 

favorite �avors, and two SNAXPO exhibitors will take home the coveted Flavor of the Year Award for each 

category. Some of the �avor pro�les on deck include options like mocha, chimichurri, funnel cake, 

wonton, and açaí. As of August 1, the following companies have committed to participating in the 

SNAXPO21 Flavor Pavilion:

Carolina Ingredients

Commercial Creamery

Elite Spice

Fuchs North America

Gamay Food Ingredients 

Kerry, Inc. 

Land O’Lakes

LifeSpice

MANE, Inc.

SNAXPO21 also o�ers a wide range of educational opportunities, including “Flavor Experimentation—a 

Key Growth Area for Snacks,” taking place Tuesday, August 24, 11:30 am to 12:15 pm ET. Presented by Lynn 

Dornblaser, director, innovation and insight, Mintel, the session will show how snack producers are looking 

to the future with a nod to the past, ful�lling consumer quests for nostalgia, creating new �avor 

combinations from old favorites, and exploring new international tastes.

For complete details on SNAXPO21 and to register, visit www.snaxpo.com. SF&WB
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COVER STORY

AFFORDABLE SIMPLICITY

ALDI, the 2021 ‘Snack Producer of the Year,’ brings 

a�ordable clean-label snacking to America.

Douglas J. Peckenpaugh, Group Editorial Director

Product purchase and consumption patterns in America point toward a desire for a�ordable simplicity in 

our foods. This has catalyzed ongoing product development e�orts to meet increasing consumer demand 

for natural and organic snacks. And e�orts to bring cleaner snacking options to more Americans �nd 

increased success when retailers can o�er such simpli�ed products at a�ordable price points.

This strategic alignment of product characteristics �ts neatly within the corporate framework at ALDI U.S., 

which has its headquarters in Batavia, IL. ALDI’s Simply Nature line of exclusive brand natural and organic 

foods is home to a great variety of unique and on-trend snacks, making clean-label snacking a possibility 

for most Americans. In recognition of this groundbreaking work on its Simply Nature line, along with other 

forward-thinking corporate initiatives that bring refreshing perspectives to today’s food industry, Snack 

Food & Wholesale Bakery is delighted to honor ALDI as its “Snack Producer of the Year” for 2021.

“We are very honored by this award and appreciate the recognition of our Simply Nature line,” says Joan 

Kavanaugh, vice president, national buying, ALDI U.S. “Simply Nature has grown quite a bit since it was �rst 

launched in 2014 when we saw a need for cleaner, healthier products at an a�ordable price point.”

Courtesy of ALDI U.S.

IN ITS CULTURE
In 1976, ALDI entered the U.S. retail grocery industry with a single store in Iowa City, IA. Additional store 

openings followed in quick succession, and the momentum hasn’t stopped. ALDI now has more than 2,100 

stores across 37 U.S. states, employing over 40,000 people—and more stores are added every year. In 

February 2021, ALDI announced that it would open approximately 100 new locations nationwide through 

the year, with a focus on Arizona, California, Florida, and the Northeast. ALDI is currently building a new 

regional headquarters and distribution center in Loxley, AL to serve expansion in that part of the country. In 

recent years, ALDI has invested more than $5 billion in a nationwide growth and remodel initiative to 

update existing stores and to open hundreds of new locations. By the end of 2022, ALDI is poised become 

the third-largest grocery retailer in the U.S. based on total store count.

The discount retailer is also expanding its e-commerce o�erings, including addition of Curbside Grocery 

Pickup service to 500 additional stores before the end of 2021, bringing the total number of curbside 

locations to more than 1,200 stores.

ALDI’s impressive growth demonstrates a strong resonance with U.S. consumers, and a big part of that 

attraction is its extensive work on exclusive brands. Roughly 90 percent of the groceries ALDI o�ers come 

from its diversi�ed lines of exclusive brands, a range of essential and unique foods carefully selected and 

curated by ALDI’s team of category buyers.

ALDI secures its exclusive brand products in high volumes. It also maintains a streamlined retail store 

concept. These e�orts allow the chain to set low price points for its brands—but not at the expense of 

quality, a rubric maintained since the company’s founding.

This approach keeps customers coming back. And ALDI backs its exclusive brand products with a “Twice 

as Nice Guarantee.” If a customer is not completely satis�ed with their purchase, they can always bring it 

back to the store where ALDI will replace the product and refund the customer’s money.

AT A GLANCE

Batavia, IL

Headquarters

www.aldi.us

Website

40,000+

Number of employees

Simply Nature Snack & Bakery Products

Chips, Popcorn, Pretzels, Pu�s, Crackers, Cookies, Beef Jerky, Nuts, 

Bars, Breads

ALDI U.S.

Company

PERFECTLY POISED
According to the 2021 “Food & Health Survey” from the International Food Information Council (IFIC), 

consumers perceive health di�erences even when two products have the same Nutrition Facts label. 

Speci�cally, when products have “chemical sounding ingredients,” products that are “all natural” have a 

healthier perception. Also, the survey reinforced that more than half of the U.S. population (58 percent) snack 

at least once per day.

In many ways, organic is the ultimate “clean label” for U.S. consumers, and organic is on the rise. During 2020, 

U.S. organic sales increased by a record 12.4 percent to $61.9 billion, according to the Organic Trade 

Association (OTA), Washington, D.C. OTA notes this is the �rst time total retail sales of organic food and non-

food products have surpassed the $60 billion mark, and the 2020 sales rate was more than twice the growth 

rate seen in 2019.

And while IFIC notes in its 2021 survey that taste is still the No. 1 consideration in�uencing product purchase, 

with 82 percent of consumers citing it as the most-important aspect, price follows next, with 66 percent 

ranking a product’s price as most important.

Americans want more natural and organic foods, but they seek a�ordable options. And that’s a perfect �t for 

ALDI.

Photo: Douglas J. Peckenpaugh

SIMPLY NATURE
The Simply Nature line made its debut at ALDI’s U.S. stores in 2014. Simply Nature features simple food 

products made with only non-GMO, all-natural, and/or organic ingredients. Buyers source products for the 

Simply Nature line that are free from a list of 125 forbidden arti�cial or synthetic ingredients. Available products 

through the years have included cereals, bars, pizza, breads, and a wide variety of everyday and innovative 

salty snacks. To ensure its exclusive brands like Simply Nature meet or exceed the taste and quality of 

prevailing national brands, ALDI conducts rigorous testing.

ALDI didn’t focus all of its clean-label e�orts on the Simply Nature line. The retailer followed the debut of 

Simply Nature with an announcement in 2015 that it was working to reformulate all of its exclusive-brand 

products to remove certi�ed synthetic colors, added monosodium glutamate (MSG), and partially 

hydrogenated oils (PHOs). ALDI also maintains a strong selection of other natural and organic foods at its 

stores.

These e�orts have garnered widespread attention. As of January 2021, more than 100 of its Simply Nature 

products have earned the Good Housekeeping Nutritionist Approved Emblem, a designation developed to 

help consumers lead healthier lives by empowering them to make informed food choices, according to the 

media outlet. The designation applies to foods designed with health-consciousness in mind—but also 

practicality.

Then in July 2020, ALDI announced that for the 10th consecutive year, it had earned the title of “Value Leader” 

in the ”Grocery Benchmark Study” from Market Force Information®, which surveys more than 10,000 U.S. 

shoppers about their grocery buying preferences. ALDI’s exclusive brands were also named the top choice for 

U.S. consumers for private label products.

Recent and regular Simply Nature items available at ALDI U.S. locations include:
Chips

Organic Tortilla Chips in Blue Corn and Multigrain varieties

Organic Yellow Corn Tortilla Chips

Black Bean Chips

Hint of Lime White Bean Chips

Sweet Potato Chips

Organic Popcorn

Grain Free Pretzels in Sea Salt and Roasted Garlic & Herb varieties

Organic White Cheddar Pu�s

Crackers

Peppercorn Brown Rice Crackers

Brown Rice Crackers in Roasted Red Pepper and Tomato & Basil Brown varieties

Cauli�ower Crackers in Sea Salt and Cheddar varieties

Cookies

Grain Free Cookie Bites in Chocolate Chip, Double Chocolate Chip, and Salted Caramel varieties

Coconut Cashew Crisps in Vanilla, Chocolate, and Sea Salt Caramel varieties

Organic Beef Jerky in Original, Peppered, and Teriyaki varieties

Nuts

Raw Cashews, Walnuts & Macadamia Nuts

Raw Almonds, Pecans & Pistachio Kernels

Organic Chewy Granola Bars in Chocolate Chip and Vanilla Chip varieties

Breads

Organic Graintastic Breads in 21 Whole Grain & Seed and Seedtastic Jam-Packed with Seeds varieties

Sprouted 7 Grain Bread in Regular and Low Sodium varieties

Photos: Douglas J. Peckenpaugh

“There are now more than 130 Simply Nature products available in ALDI stores every day, with additional 

products introduced on a seasonal basis,” says Kavanaugh. “From pantry staples such as cereal, fruit bars, 

and pasta sauce, and fresh items like bread, produce, and salad mixes, to newer items including 

cauli�ower tortilla chips and coconut cashew crisps, there is truly something for everyone.”

This great assortment of exclusive brand products is a testament to the ongoing e�orts of ALDI’s team of 

buyers and suppliers. “The incredible quality of this product line wouldn’t be possible without our amazing 

supplier partners,” says Kavanaugh. “We applaud them for their passion for innovation, and that pushes us 

to create new and exciting products, while still keeping our prices low.”

Photo: Douglas J. Peckenpaugh

CONTINUED MOMENTUM
Consumers who gravitate toward natural and organic foods often tend to have a higher level of concern for 

sustainability and the environment. Therefore, companies can build a stronger connection with those 

important consumer demographics through new sustainability initiatives.

In March 2021, ALDI announced a new sustainability plan designed to help protect natural resources and 

ecosystems, as well as promote human rights of workers and sustainable sourcing within supply chains, via a 

series of initiatives rolling out through 2030. The plan includes commitments to reduce greenhouse gas 

emissions, reduce food waste, reduce operational waste, improve packaging, and source responsibly, 

including:

Reducing greenhouse gas emissions by 26 percent by 2025 through a continued transition to solar and 

wind energy

Continued conversion to natural refrigerants in all store locations

Diverting 90 percent of operational waste by 2025

Reducing packaging materials by 15 percent and converting all ALDI exclusive-brand packaging to 

reusable, recyclable, or compostable materials by 2025

Striving to reduce food waste by 50 percent by 2030 through composting and food recovery initiatives

Expand sustainable sourcing of co�ee, while continuing to source cocoa and seafood

sustainably

Courtesy of ALDI US

This work builds on an already-strong environmental track record. To date, ALDI has out�tted solar panels 

at over 100 stores and 12 distribution centers across the U.S. The retailer plans to add solar arrays to 

warehouses in Alabama and Kansas, as well as to roughly 60 additional stores by the end of 2022. ALDI 

currently purchases enough renewable energy each year to power its 2,100+ stores, 25 warehouses, and 

o�ces. ALDI sources this power through Green-e, a global leader in clean energy and carbon o�set 

certi�cation.

Also, all ALDI warehouses and nearly 400 stores in the U.S. currently use natural refrigerants that reduce 

the environmental impact up to 4,000 times more as compared to common refrigerants.

ALDI currently has recycling e�orts in place for food, plastic �lm, corrugated cardboard, paper, metals, 

and other materials. In 2020, ALDI recycled nearly 300,000 tons of material.

For these e�orts and others, the U.S. Environmental Protection Agency recognized ALDI as a “Green Power 

Leadership” award winner in 2020.

ALDI has also already fully entered the mission to help combat food waste and food insecurity. In 2020, 

ALDI donated more than 29 million pounds of product to local food banks through its partnership with 

Feeding America, a network of 200 food banks across the country that feeds 40 million people at risk for 

hunger, including 12 million children and 7 million seniors.

These e�orts are emblematic of the forward-thinking corporate culture of ALDI, always staying slightly 

ahead of the curve. The Simply Nature exclusive brand arrived on the U.S. market at just the right time to 

help catalyze overall growth of the natural and organic food movement, and today the brand’s product 

assortment re�ects a number of emerging trends related to plant-based nutrition.

Of course, ALDI isn’t content with its past successes and always looks toward the future, with buyers and 

supply partners continually seeking the next big snack, baked good, or other innovative product for its 

loyal shopper base, continuing the successes celebrated over the past seven years since Simply Nature 

debuted. “I’m looking forward to seeing what the next seven years of Simply Nature brings,” says 

Kavanaugh.
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SALTY SNACKS

MARKET TRENDS

THE BOTTOM LINE

Salty snack sales increases

Hybrid or fusion snacks

Flavor experimentation

SALTY GOODNESS

During the pandemic, consumers turn to salty snacks for an 

at-home experience. 

Liz Parker, Managing Editor

Unsurprisingly, salty snacks experienced a slight increase in sales over 

the past year, as Americans stayed home during the pandemic. Chips, 

popcorn, pretzels, and tortilla chips are all easily available snacks to

munch on at home, especially during movie nights, and as a result the 

category experienced a small uptick.

MARKET DATA
According to IRI, Chicago, for the 52 weeks ending May 16, 2021, salty 

snacks overall did well. The category itself was up 6.1 percent, with 

total sales of $28.3 billion.

Source: IRI, Chicago, Total U.S. Multi-Outlet w/ C-Store (Supermarkets, Drugstores, Mass Market Retailers, Gas/C-

Stores, Military Commissaries and Select Club & Dollar Retail Chains), Latest 52 Weeks Ending May 16, 2021.

POPCORN/POPCORN OIL Dollar Sales Dollar Sales
% Change
Year Ago

Dollar Share Unit Sales Unit Sales %
Change Year

Ago

CATEGORY - READY TO EAT
POPCORN/CARAMEL CORN

$1,629,162,829 8.7% 100 $560,384,095 3.6%

Smartfoods Inc-Ready-To-Eat Popcorn/Caramel
Corn

$471,170,856 1.9% 28.92 $170,973,034 -1.3%

Skinnypop Popcorn Llc-Ready-To-Eat
Popcorn/Caramel Corn

$329,898,249 13.4% 20.25 $83,463,600 8.8%

Angies Artisan Treats Llc-Ready-To-Eat
Popcorn/Caramel Corn

$143,815,266 8.6% 8.83 $44,032,558 9.0%

Frito Lay-Ready-To-Eat Popcorn/Caramel Corn $133,226,617 61.3% 8.18 $57,450,863 40.5%

Private Label-Ready-To-Eat Popcorn/Caramel
Corn

$93,608,820 -7.7% 5.75 $39,884,352 -13.2%

CATEGORY - SS MICROWAVE POPCORN $884,552,155 2.7% 100 $265,702,400 -4.5%

Conagra Brands-SS Microwave Popcorn $459,020,953 12.6% 51.89 $129,568,022 5.8%

Snyders Lance Inc-SS Microwave Popcorn $187,957,938 -7.6% 21.25 $44,720,511 -17.8%

Private Label-SS Microwave Popcorn $114,739,397 -15.6% 12.97 $45,179,112 -17.7%

American Pop Corn Co-SS Microwave Popcorn $47,960,110 9.1% 5.42 $18,707,415 2.8%

Skinnypop Popcorn Llc-SS Microwave Popcorn $25,175,065 51.8% 2.85 $6,215,804 46.8%

The ready-to-eat popcorn/caramel corn category was up 8.7 percent, with total sales of $1.6 billion. 

Surprisingly, private label experienced a decrease of 7.7 percent, as perhaps consumers were reaching for 

comforting favorites like Frito-Lay brand (up 61.3 percent) or better-for-you varieties such as SkinnyPop 

(up 13.4 percent). 

Source: IRI, Chicago, Total U.S. Multi-Outlet w/ C-Store (Supermarkets, Drugstores, Mass Market Retailers, Gas/C-

Stores, Military Commissaries and Select Club & Dollar Retail Chains), Latest 52 Weeks Ending May 16, 2021.

1  / 2 ›

CHIPS Dollar Sales Dollar Sales
% Change
Year Ago

Dollar Share Unit Sales Unit Sales %
Change Year

Ago

SALTY SNACKS $28,358,892,664 6.1% $10,446,731,737 -0.3%

POTATO CHIPS $8,335,427,923 3.6% 100 $3,520,706,862 -2.1%

FRITO LAY-POTATO CHIPS $5,005,680,729 4.0% 60.05 $1,911,638,576 -1.1%

KELLOGG CO-POTATO CHIPS $1,039,646,277 10.8% 12.47 $551,197,355 4.0%

PRIVATE LABEL-POTATO CHIPS $568,497,918 -7.5% 6.82 $343,647,715 -11.1%

CAPE COD POTATO CHIP-POTATO CHIPS $319,845,464 0.7% 3.84 $99,878,922 -6.5%

UTZ QUALITY FOODS-POTATO CHIPS $313,298,387 6.2% 3.76 $130,087,387 0.5%

‹

The potato chips category was up 3.6 percent, with overall sales of $8.3 billion. The winner percentage-

wise was Baked Ru�es—although it had sales of only $63.5 million, it had a tremendous growth of 169.3 

percent.

Source: IRI, Chicago, Total U.S. Multi-Outlet w/ C-Store (Supermarkets, Drugstores, Mass Market Retailers, Gas/C-

Stores, Military Commissaries and Select Club & Dollar Retail Chains), Latest 52 Weeks Ending May 16, 2021.

SALTY SNACKS Dollar Sales Dollar Sales
% Change
Year Ago

Dollar Share Unit Sales Unit Sales %
Change Year

Ago

CATEGORY - TORTILLA CHIPS $6,285,082,023 5.1% 100 $2,310,923,481 0.8%

Frito Lay-Tortilla/Tostada Chips $4,389,969,582 3.1% 69.85 $1,567,335,642 -1.2%

Barcel Usa Llc-Tortilla/Tostada Chips $599,891,347 27.1% 9.54 $228,141,043 20.3%

Private Label-Tortilla/Tostada Chips $314,234,301 -6.4% 5 $174,275,855 -6.5%

Truco Ent-Tortilla/Tostada Chips $229,947,824 13.0% 3.66 $74,630,831 8.1%

Clearview Foods-Tortilla/Tostada Chips $109,683,379 14.6% 1.75 $34,663,268 9.9%

The tortilla/tostada chip category showed a modest increase of 5.1 percent overall, with $6.3 billion in 

sales. Barcel Takis, known for its spicy Takis brand snacks, brought in $70 million in sales and experienced 

319.1 percent in growth. 

Source: IRI, Chicago, Total U.S. Multi-Outlet w/ C-Store (Supermarkets, Drugstores, Mass Market Retailers, Gas/C-

Stores, Military Commissaries and Select Club & Dollar Retail Chains), Latest 52 Weeks Ending May 16, 2021.

PRETZELS Dollar Sales Dollar Sales
% Change
Year Ago

Dollar Share Unit Sales Unit Sales %
Change Year

Ago

SALTY SNACKS $28,358,892,664 6.1% $10,446,731,737 -0.3%

PRETZELS $1,427,871,508 6.0% 100 $484,859,547 -1.0%

SNYDERS LANCE INC-PRETZELS $515,084,687 4.5% 36.07 $171,089,743 2.6%

PRIVATE LABEL-PRETZELS $246,143,995 3.0% 17.24 $111,362,590 -4.6%

DOTS HOMESTYLE PRETZELS-PRETZELS $160,421,123 91.5% 11.23 $29,258,732 88.4%

UTZ QUALITY FOODS-PRETZELS $133,279,939 3.6% 9.33 $34,911,638 0.2%

FRITO LAY-PRETZELS $130,662,193 -13.5% 9.15 $44,525,059 -17.1%

OTHER SNACKS $1,627,321,948 0.1% $423,202,427 -4.2%

CHOCOLATE COVERED SALTED SNACK $329,009,710 6.5% 100 $103,487,901 2.8%

GENERAL MILLS INC-CHOCOLATE COVERED
SALTED SNACK

$77,533,145 12.1% 23.57 $26,632,919 12.2%

DEMETS CANDY CO-CHOCOLATE COVERED
SALTED SNACK

$72,780,131 9.5% 22.12 $24,911,535 3.2%

THE HERSHEY CO-CHOCOLATE COVERED SALTED
SNACK

$60,538,367 6.1% 18.4 $19,156,996 4.3%

PRIVATE LABEL-CHOCOLATE COVERED SALTED
SNACK

$32,183,810 0.7% 9.78 $9,900,552 -7.3%

CLEARVIEW FOODS-CHOCOLATE COVERED
SALTED SNACK

$20,369,961 38.0% 6.19 $4,916,383 27.6%

The hard pretzels category also had growth, with $1.4 billion in sales, a 6.0 percent uptick. Pretzel Baron 

had a large uptick in sales of about 172.8 percent, with $6 million in total sales. Quinn brand, formerly 

Quinn Snacks, had a 121.7 percent increase, with $3.7 million in sales.

DELICIOUS AND NUTRITIOUS
NEW PRODUCT DEVELOPMENT
“With consumer demand for more adventurous snacking 

experiences on the rise, we’ve seen hybrid snacks emerge as a 

key trend for food producers eager to appeal to the new 

‘curious consumer,’” says Teri Johnson, vice president-North 

America, tna solutions, Dallas. “Creating a hybrid snack can 

involve processing a traditional product to appear more like 

another—for example, popcorn snacks shaped to look like 

tortilla chips. Another example could be to combine two 

disparate products to further subvert shoppers’ expectations, 

as Walmart did with the launch of their exclusive ‘Crotilla,’ a 

croissant/tortilla crossover,” she says.

“These fusion snacks give producers an opportunity to re-

energize consumers with a product that’s routed in a familiar 

favorite, while o�ering something new. To help food 

producers capitalize on this demand, original equipment 

manufacturers need to provide snack brands with versatile, 

high-performance processing and packaging solutions that 

allow for experimentation with new production methods and 

snack formats,” Johnson recommends.
Courtesy of tna

Jordan Timm, food technical services and applications leader, Cargill Salt, Minneapolis, says that she 

continues to see increased interest from snack food customers around new product formats, including 

innovation in extruded snacks. “Plant-based proteins are also playing a larger role in the snack category. 

Still, this category is called salty snacks for a reason, and [Cargill] continues to bring innovations around 

that key ingredient. Earlier this year, we introduced Puri�ed Sea Salt Flour, which is a unique type of 

sodium chloride, sifted to the smallest and �nest granulations of sea salt crystals. This ultra-�ne cut 

adheres better to food, resulting in less fall-o�, less salt waste and a more consistent �avor—all critical 

factors in topical snack applications,” she says. 

In addition, the �ne particles also provide a faster salty �avor burst by increasing the rate of dissolution in 

the mouth. This increased perception of saltiness may enable a reduction in sodium and helps enhance 

other �avors, Timm mentions. Other bene�ts of the new Sea Salt Flour include enhanced blendability, 

which results in a more consistent distribution of �avor and color and minimizes pockets of salty bursts, 

she says.

“The powder-like product improves texture, too, as the ultra-�ne cut crystals deliver a smooth, even 

consistency for an undetected presence in food. Not only does Cargill Salt’s Sea Salt Flour deliver a 

superior performance, but it also has a compelling story. It’s harvested authentically with the power of the 

sun, wind, and time in at the company’s solar salt ponds in the San Francisco Bay. It’s also extremely pure, 

averaging about 99.9 percent NaCl,” adds Timm. 

Courtney LeDrew, senior marketing manager, Cargill, says that one of the big trends she’s been seeing in 

the salty snack space is around 100 percent plant-based formulation. “Brands are showcasing new 

ingredients, like mushrooms and okra, leveraging their better-for-you image to create crunchy, salty 

snacks. Building on the health and wellness theme, there’s clearly an opportunity for manufacturers to 

infuse their salty snacks with ingredients like pea protein to support consumers’ broader nutritional goals. 

However, as brands amp up the nutrition, it’s important that these snacks still deliver on consumers’ taste 

and texture expectations,” she notes.

“Many plant proteins bring along earthy o�-notes that can complicate formulation,” says LeDrew. “We 

advise developers to opt for products with a neutral �avor pro�le, like PURIS pea protein available from 

Cargill, which are better suited for these applications.”

Beyond protein, LeDrew says she’s beginning to see brands formulate products with other wellness-

oriented bene�ts, from mood enhancement to energy boosts, typically fueled by natural ca�eine sources. 

“While these bene�ts have traditional been associated with beverages, and to a lesser extent snack bars, 

they’re starting to appear in the salty snack space. The next iteration of salty snacks could well include 

postbiotics for immune support, plant sterols for heart health or choline for cognition.”

Another area of innovation in the salty snack space revolves around the product o�erings themselves, 

LeDrew comments. “We also expect to see a resurgence in product development around convenience 

and portability. COVID-19 kept consumers close to home, so brands slowed some of those development 

e�orts. Now as the pandemic recedes here in the U.S., look for heightened innovation in this space.”

Related to this, and as lingering fall-out from the pandemic, we may see sports venues and similar 

foodservice outlets continue to o�er packaged snacks as way to assuage COVID-inspired concerns about 

sanitation and food safety, LeDrew adds. “Salty snacks can really deliver on this need—o�ering a tasty treat 

that can easily be packaged to address consumers’ health and safety concerns.”

In the popcorn category, Chuck Lepley, founding partner, Opopop, Denver, says that microwave popcorn 

has basically remained the same since it was invented over 40 years ago—kernels are just put in a bag with 

a gooey mess of ingredients. “We saw the opportunity to not only create a better experience for 

consumers, but also to improve upon the �avor o�erings currently available in microwave popcorn. So 

we’re excited to shake up the category with the world’s �rst Flavor Wrapped Popcorn Kernels,” he says.

Courtesy of Opopop

In June 2021, Opopop released its Flavor Wrapped Popcorn Kernels. The “secret” to its taste is that each 

kernel is individually wrapped in �avoring and a mix of ingredients prior to popping. Flavor Wrapped 

Popcorn Kernels come in six �avors including reimagined classics such as Fancy Butter, and uniquely 

created experiences like Maui Heat and Vanilla Cake Pop. 

“We use a proprietary technique that’s similar to making chocolate-coated candy,” says Lepley. “It’s not 

only completely di�erent than anything else available, it has also allowed us to create evenly coated, 

amazing-tasting popcorn,” he says. 

“We have an exciting pipeline of new Flavor Wrapped Popcorn Kernels �avors as well as other completely 

new popcorn products. Some of them we’ll introduce in [autumn] and the holiday season, others will be 

coming out next year. We’re thrilled to be bringing a much-needed injection of new �avors and products 

to popcorn lovers. And we think they’ll love what we’ve got coming just as much as they’ve been loving 

Flavor Wrapped Popcorn Kernels and the accompanying �avors that we introduced this summer,” Lepley 

adds.

The combo of sweet and savory in the salty snacks category can’t be overlooked. Gretchen Hadden, 

marketing manager, Cargill Cocoa & Chocolate, says that while health and wellness is one trend evident in 

the category, there’s also a countermovement, doubling down on indulgence by pairing salty snacks with 

sweet �avors like chocolate. “In fact, in our recent proprietary research, ChocoLogic, consumers ranked 

chocolate paired with a salty �avor as their third favorite chocolate pairing out of eight choices—just 

behind caramel and peanut butter. Whether it is crunchy potato chips dipped in smooth dark chocolate or 

cane sugar-glazed popcorn, these salty-sweet combinations can yield highly satisfying snacks,” she says.

“Of course, there’s also a place for chocolate in the better-for-you space, as our ChocoLogic consumer 

survey clearly revealed,” says Hadden. “It found nearly seven in ten consumers associate chocolate with 

health bene�ts, a characterization even more prominent among consumers of dark chocolate. That 

suggests plenty of opportunity for trail mixes made with chocolate, nuts, seeds and dried fruit, or yogurt 

or protein-rich compound coatings for enrobing pretzels, nuts and more.”

“Consumers ranked chocolate 

paired with a salty �avor as their 

third favorite chocolate pairing out 

of eight choices—just behind 

caramel and peanut butter.”

— Gretchen Hadden, marketing manager, Cargill Cocoa & Chocolate

NEW EQUIPMENT
The continuing advancement of smart, connected technologies, and the integrated control opportunities 

they o�er, is delivering real bene�ts to snack producers looking to innovate, says Johnson. “With digitally-

enabled operating systems and sophisticated feedback controls, today’s processing and packaging 

equipment is more accurate, consistent and �exible than ever before. This gives snack brands the 

freedom to follow the latest trends, adapt recipes and pivot their operations, simply by adding a new pre-

set recipe into their frying, seasoning, or packaging solutions system,” she says. 

“And what’s more: These connected systems allow for seamless integration between line components, 

making it easy to add any [specialization] that equipment producers need to create the next snacking 

sensation,” says Johnson.

José Coelho, Americas business director, Clextral USA, Tampa, FL, says Clextral’s new Evolum+ Twin-

Screw Extrusion Flex Line lines o�er �exibility to run a wide variety of snack shapes and textures and 

ingredient formulations, from typical starchy corn bases to more elaborate formulations with proteins, 

�bers, and non-grain veggies. “Clextral’s new hygienic Evolum+ platform with extrusion, drying, and 

coating was designed to meet the growing market trends for high capacity production, e�ciency, process 

�exibility and quick product changeover,” he says.

“Our new high e�ciency dryer, Evolum+, has a built-in cleaning system to allow production to easily 

process both savory and sweet coated products,” says Coelho. “Our latest automation system, Fitsys+V3, is 

designed for operational and production e�ciency by enabling quick loading of new product formulations 

and required process conditions, plus automatic production start/stop, monitoring, and recording of 

process operations. We also o�er multiple ‘clip-on’ auxiliaries that are easily set in the production line to 

make co-�lled snacks, post-cutting for wavy snacks, sticks, croutons, and many more.”

The Evolum+ twin screw extruders’ geometry enables a large operating window for torque, power and 

screw speed, which gives manufacturers a high level of �exibility in the processing parameters, says Julie 

Prost, process engineer and test plant manager, Clextral USA. 

Courtesy of Clextral

“The extruders are modular and �tted with hydraulic barrel opening for quick screw and barrel 

recon�guration, and the ‘clip on’ ancillaries can be moved into position as needed,” says Prost. “Our 

extruders have proprietary Advanced Temperature Control ATC, a self-learning technology that provides 

absolute precision in temperature control in each barrel module. This control is very important when 

working with recipes with high levels of �ber, starch, and protein,” she notes. 

Prost says that clean-label protein ingredients are hot right now, and that Clextral is working with non-

traditional ingredients including sorghum, quinoa, and blue corn. The company has also had requests for 

dairy-free vegan �avors, and these �avors can be used in many ethnic and regional �avor pro�les, she 

expands. 

Ken Schwenger, president, Bakery Concepts International, LLC, Mechanicsburg, PA, says that since the 

company’s Rapidojet machine hit the market, several companies have developed their own, low-pressure 

versions. Since corn masa contains no gluten, Bakery Concepts International is able to run it as a 

continuous mixer.

Schwenger notes a prominent snacks company has been using Rapidojet for more than three years for 

this purpose. By eliminating their mixers, the company has seen the following bene�ts:

Courtesy of Bakery Concepts International, LLC

90 percent less mixing energy

80 percent less labor

Increased yield due to a stronger, more-homogeneous 

bond between dries and liquid 

No more mixers, mixing bowls, or hoist

Low maintenance costs—no gear box to replace or 

mixing tools to replace 

Bene�ts for sanitation and worker safety, as Rapidojet’s 

Mixing Chamber replaces the normal mixing bowl and 

features tool-less removal for cleaning

Continuous production

No lost batches due to scaling errors

EMERGING TRENDS
In the popcorn category, �avors like Butter and Cheese will always be popular, but consumers are also 

interested in trying new and exciting �avors, says Lepley.

“As a brand, you have to be able to satisfy both of those cravings and have a portfolio of o�erings for 

di�erent tastes, moods, and occasions. We’ve seen that adults love unique �avor combinations, like our 

Maui Heat �avor, which is a combination of sweet pineapple and spicy cayenne with smoked paprika. On 

the other hand, kids have been extremely enthusiastic about unique sweet �avors like our Vanilla Cake Pop 

�avor,” says Lepley. 

Coelho says plant protein-based snacks, grain-free, allergen-free, clean labels with limited ingredients, 

and natural colors and �avors are currently trending. In addition, snack ingredients that are now popular 

include plant-based protein available from many pulses such as fava beans, green peas, and chickpeas.

Prost adds that they have more requests for [snacks for] speci�c diets: keto, paleo, no carbs, grain-free, 

Non-GMO, gluten free, and ‘better for you snacks’ with speci�c claims related to protein and/or �ber 

content.

Johnson says that spicy snacks are particularly popular right now. “Research shows that more and more 

shoppers in the U.S. and Europe are either tentatively trying hot snacks for the �rst time, or increasing their 

usual spice level to replicate exciting culinary experiences they’ve enjoyed while on vacation.”

As demand rises up the Scoville scale—the system for measuring a chili pepper’s spice level—producers 

have a golden opportunity to create snack products with varying levels of spice, suited to a range of 

consumer preferences, Johnson predicts. “Success in this space hinges on accurately controlling the 

application of spices at the seasoning stage. This process is typically conducted by eye, sometimes 

leading to inconsistencies between batches, under- or over-seasoning. We help producers take a more 

recipe-focused approach to �avor application with solutions capable of automatically measuring the 

perfect amount of seasoning to ensure an even coating and a spice level that’s just right—every time.” 

SF&WB
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SUSTAINABILITY

REPORT

THE BOTTOM LINE

Consumers consider sustainability

Transparency is expected

Recyclable packaging is key

PLAYING THE LONG GAME

Companies cater to consumers’ preferences on packaging, including 

recyclable options.

Kimberly J. Decker, Contributing Writer

Lest anyone think that the pandemic pressed “pause” on 

campaigns for corporate sustainability, think again. If 

anything, COVID-19 reminded consumers—and the snack 

and bakery sectors—just how interconnected we are, 

whether we’re selecting suppliers, expanding production, or 

packing a protein bar into our gym bags.

Now, as the world resumes something resembling normal, there’s a good chance that attention to 

sustainability will only increase.

Just ask Sarah Testa, senior vice president, marketing and innovation, Flagstone Foods, Minneapolis. 

“Sustainability is now a critical part of the value equation, along with price and functionality,” she says. 

“Consumers are voting with their wallets and showing strong a�nity for products and brands that support 

the social and environmental causes they care about.”

All of which is reason enough for snack and bakery brands to examine how far they’ve come, and to 

strengthen their e�orts going forward.

CONSUMERS CARE
After all, brands play a role here. “Food production is a major climate-change contributor, with nearly a 

quarter of greenhouse gas emissions coming from food, land and agriculture use,” says Shauna Sadowski, 

vice president of sustainability, Simple Mills, Chicago. “So food companies have a lot of power to 

positively impact the planet.”

Courtesy of Flagstone Foods

As do global consumers, six in 10 of whom told HealthFocus International researchers in 2020 that 

environmental issues impact their selection of food products.

Further, the NYU Stern Center for Sustainable Business Sustainable Market Share Index calculated that 

though sustainably positioned products account for just 16 percent of the CPG market, they delivered 54 

percent of its growth from 2015 through 2020, growing 7.1 times faster than conventionally marketed products 

and 3.8 times faster than the CPG space overall.

“These trends continue and may have become more important during the pandemic, as consumers began to 

recognize the relationship between a healthy diet and long-term health for them and the planet,” says Inga 

Heinemann, head of corporate communications, Beneo, Manheim, Germany.

No wonder, adds Jamie Mavec, marketing manager, Cargill, Minneapolis, that “brands are taking note, 

responding with an uptick in global new-product launches that include an ethical environmental positioning.”

EVOLVING STANDARDS
While most of the action and awareness around those concerns come from Gen Z and Millennials, “it’s 

virtually impossible to escape the myriad sustainability messages associated with every brand’s 

communication,” notes Holly Adrian, senior marketing manager, Sensient Natural Ingredients, Turlock, CA.

Indeed, Testa says, “Millennials might lead the way on sustainability, but the greatest share of purchases 

actually comes from Gen Xers and boomers—so appeal truly is widespread.”

Just as widespread, though, are opinions as to what the concept actually means.

Courtesy of BENEO

As Sadowski points out, “Now that some consumers are growing more aware of and concerned about how 

the food system contributes to climate change, water scarcity, declining biodiversity and farmer livelihoods, 

their de�nition of sustainable is evolving to consider these factors, too.”

And don’t forget transparency: “Now more than ever,” she says, “consumers expect transparency. Leading-

edge shoppers want to know where their food comes from and how it’s grown.”

SAY IT PROUD
Thus, brands and the suppliers behind them are spilling the beans.

This hasn’t always been the case. “Although we’ve built our business on sustainable principles these past 30 

years,” Heinemann notes, “we only began communicating it to the wider world recently. Until that time, we felt 

that actions were more important than words.”

Such reticence is becoming a relic. “Leading companies have to emphasize how they’re addressing climate 

and other planetary challenges, whether through initiatives that address energy use, recyclable or 

compostable packaging, food-waste diversion and upcycling, biodiversity, or fair social and labor standards,” 

Sadowski declares.

Case in point: Sadowski trumpets Simple Mills’ support for regenerative practices like cover cropping, reduced 

tillage, diversi�ed crop rotation and the integration of animals into the crop ecosystem. The company also 

avoids using ingredients made from dominant monocrops—sugarcane, corn, rice, and wheat—in favor of 

perennials and other diverse crops.

“Brands are taking note, 

responding with an uptick in 

global new-product launches that 

include an ethical environmental 

positioning.”

— Jamie Mavec, marketing manager, Cargill

“Through our Direct Trade program,” Sadowski continues, “we o�er �nancial incentives that allow farmers the 

opportunity to break from traditional commodity markets and succeed on outcomes other than yield alone. 

And we establish direct grower relationships that deepen our connection to farming communities and 

improve traceability so we know where and how our ingredients got here and can share that with consumers.”

At Flagstone Foods, the company is “embracing sustainability in all aspects of our business, from sourcing to 

product assortment to packaging and manufacturing,” Testa says.

As for sourcing, their “Healthy Bees, Happy Snackers” initiative commits the company to sourcing almonds 

exclusively from bee-friendly farms by 2025. Noting that roughly 40 percent of the honeybee colonies that 

migrate to California for the annual almond bloom die o� from poor nutrition, pesticides, parasites or 

pathogens, Testa underscores the existential importance of dedicating acreage to forage, creating bee 

nesting sites and reducing pesticide use not only to these crucial pollinators’ survival, but to the industry’s, as 

well. “We see signi�cant demand for sustainable, traceable almonds as this topic becomes of increasing 

concern to consumers,” she says.

WRAP IT UP
On the packaging front, Flagstone Foods is working with suppliers to be among the �rst brands to test and 

commercialize a pioneering generation of recyclable �exible �lms, which consumers will be able to recycle 

through store drop-o� programs.

They won’t be the last. According to its “Packaging Sustainability – A Changing Landscape” report, PMMI, The 

Association for Packaging and Processing Technologies, Herndon, VA, predicts the value of the global 

sustainable packaging market to rise from an estimated $220 billion in 2018 to $280 billion by 2025, a CAGR of 

almost 6 percent. “Now that millennials are the largest demographic with the most considerable buying 

power,” adds Sean Riley, senior director of media and industry communications, “their penchant for packaging 

sustainability is creating even more of a global shift.”

That means that brands will soon have their pick of renewable choices to help close the packaging loop, 

including plant- and bio-based options. But not every choice will suit every brand.

“When evaluating these materials,” Riley advises, “the snack and baking industries need to consider a 

material’s limiting e�ect on machine �exibility and the potential for machine modi�cations.” And no matter how 

enticing a new material, it still needs to “remain in step” with a brand’s promise, he says.

Courtesy of ChemxWorks

BETTER EFFICIENCY, BETTER 
SANITATION
Numerous factors in baking industry production can 

contribute to less-e�cient operations. But industry suppliers 

continue to o�er solutions to help reclaim lost e�ciency and 

improve overall operational sustainability.

The D-CARBONATOR soak tank from ChemxWorks, San 

Diego, removes carbon, as well as fat, oil, and grease (FOG) 

from bakery equipment, including aluminum baking pans, 

hood �lters, baking racks, �oor mats, and more. The process 

uses heated water in combination with an eco-friendly and 

proprietary detergent, CarbonZyme.

“The D-CARBONATOR is unique and special because it cleans carbon buildup o� baking equipment very 

e�ectively and sanitizes equipment at the same time,” said Gary Shifren, Ph.D., president, ChemxWorks, in 

2019 after its D-CARBONATOR soak tank was recognized with a “Top Honors” designation as part of the 2019 

IBIE Best in Baking program. “Carbon buildup in the bakery industry is a major problem, since the carbon is a 

barrier to heat, causes uneven baking, slows down the baking process, and carbon �akes can adhere to the 

baked products.”

The D-CARBONATOR operates at a temperature of 185˚F (85˚C). Equipment removed from the unit is fully 

sanitized and bacteria-free. ChemxWorks notes the process saves on labor, utilities, water, equipment, and 

chemicals. The standalone unit plugs into a regular wall outlet, and no plumbing is required. The unit is 

available in sizes from 25 to 500 gal. The unique 500-gal. unit is large enough to clean a double baking rack 

and handle very large volumes of baking pans on a daily basis.

THE SOURCE OF SUSTAINABILITY
Packaging suppliers, and ingredient suppliers more broadly, can help brands navigate these options as they 

pursue their sustainability promises. In fact, they have to.

“It’s essential for manufacturers to partner with their suppliers to address sustainability,” Testa says, “as we’re 

part of one interconnected supply chain.”

And while some brands can forge one-on-one relationships with farmers, “very few of our customers touch 

farmers directly,” says Kate Clancy, senior sustainability manager at Cargill. “Because we sit at the intersection 

of farmers and food customers, we can �nd solutions that address our customers’ concerns.”

For example, Cargill joined with the PUR Project in Côte d’Ivoire to help cocoa farmers leverage agroforestry’s 

ability to regenerate the ecosystem and diversify farm incomes through fruit and timber sales. The company 

also o�ers customers the opportunity to invest in projects around cocoa-sector concerns like deforestation, 

gender inequality and child labor.

“As a �nal step,” Clancy says, “we connect brands to cocoa-farming communities through our CocoaWise 

digital portal, which provides access to data, information and storytelling around our sustainably sourced 

cocoa. This helps customers realize their environmental and social-welfare commitments, reinforces brand 

value and creates brand equity among consumers and stakeholders.”

Knowing that its snack and baking customers prioritize sustainable palm oil, Cargill also “dramatically 

increased” North American access to RSPO-segregated palm. The company is investing $3.5 million in forestry 

conservation in West Kalimantan, Indonesia, training local communities in basic business skills, harnessing 

natural resources, “and attracting sustainable ecotourism so that more than 700 villagers can improve their 

livelihoods and build a more sustainable future while conserving surrounding forests and waterways,” adds Tai 

Ullmann, Cargill’s sustainability manager.

Courtesy of Cargill-CocoaWise

And Cargill seeds its leaf-based stevia supply chain with sustainability, enforcing agricultural and 

manufacturing standards that minimize environmental impact while ensuring worker safety and welfare, says 

Andrew Ohmes, global product line manager for high intensity sweeteners. “Customers can trace every lot of 

our stevia back through the supply chain to the farmers and cooperatives that planted the crop,” he says.

While both leaf- and fermentation-derived stevia are proving to be sustainable sweeteners, cane sugar’s 

sustainability story hasn’t been nearly as palatable to conscious consumers.

Yet Native Organic Sugar, São Paulo, Brazil, aims to transform that perception and reality by demonstrating 

that large-scale sugarcane production can improve soil, water, and biodiversity while also increasing yields to 

supply the snack and baking industries.

According to Andrew Martino, category manager for sugar, Global Organics, Cambridge MA, the company has 

innovated a harvester that cuts green cane and deposits the nutrient-dense leaves back into the �elds to 

protect soil from sun damage and build a rich level of compost. In addition, low-pressure harvester tires avert 

soil compaction, and hand-weeding and targeted biological controls replace toxic pesticides and herbicides. 

Finally, tilling soils on six- to seven-year intervals also locks in carbon, improves soil’s water-holding capacity 

and generates yields that beat conventional farms’ by 25 percent, Martino says, “showing that organic can be 

grown at scale.”

Native Organic has even built its own impact-measurement tool to demonstrate to customers the precise 

payo� of purchasing its organic sugar over conventional alternatives, in terms of metric tons of pesticides, 

herbicides, insecticides, and synthetic fertilizers kept out of waterways and ecosystems, and metric tons of 

CO2 pulled out of the atmosphere rather than pumped into it.

BUILDING BETTER
Native Organic Sugar isn’t just transforming sugar production on the farm; it’s building sustainability into facility 

design, too.

The company’s São Paulo manufacturing plant produces its own electricity using sugarcane �ber, or bagasse. 

“High-e�ciency boilers combust the biomass completely, free from sulfur emissions,” Martino explains. “The 

boilers produce steam, which is converted to thermal, mechanical and electrical energy that drives a turbo 

generator to meet the plant’s electricity needs.”

The cogeneration system neutralizes greenhouse-gas emissions and produced enough electric energy in 

2020—215,000 MWh—to run a Brazilian city of 500,000, Martino says, proving that “signi�cant carbon savings 

are possible by sourcing cane sugar over beet,” even after accounting for transport from Brazil.

To help Beneo reach its goal of carbon neutrality by 2050, the company implemented a system for steam and 

electricity cogeneration, as well as multiple-e�ect evaporation stations that help recover energy.

“Over the years, we’ve already increased energy e�ciency in our factories by up to 50 percent,” Heinemann 

notes. “Additionally, with increased barge transport, we make 2,500 fewer truck trips each year while 

delivering the same amount of raw materials and ingredients to manufacturers.”

Ullmann notes that Cargill is reducing its carbon footprint across facilities via energy-e�cient equipment and 

LED lights, investing in green-energy projects and, “whenever possible, powering our facilities with green 

energy.” Renewable solar energy partially juices their cocoa and chocolate facility in Tema, Ghana, and the 

company’s House of Chocolate campus in Mouscron, Belgium, will tap geothermal energy to reduce its 

energy consumption, she says.

“In many ways, our clients are incorporating sustainability into the core design of their facilities,” adds Tony 

Moses, Ph.D., director, product innovation, CRB. For example, Colorado-based MycoTechnology, “a food-

ingredient company with snack and bakery applications,” worked with CRB to design and build structural and 

processing e�ciency into its new headquarters and production facilities, Moses says. That includes reusing 

process condensate, wash water and reverse-osmosis reject water to feed �uid coolers, potentially saving 

3,600 gallons of water per day, or 1.26 million per year when operating at peak production. In Colorado, where 

water is dear, “this sustainable solution is also a sustainable savings opportunity,” Moses notes.

And the baking industry itself has a positive sustainability story to share, according to the American Bakers 

Association (ABA), Washington, D.C.: of the 95 manufacturing plants that received the Environmental 

Protection Agency’s 2020 ENERGY STAR certi�cation, 44 were ABA member facilities, and every baking facility 

receiving the laurels held ABA membership.

Courtesy of EPA

THE LONG RUN
That leads Robb MacKie, ABA’s president and CEO, to declare, 

“Even during a pandemic, the baking industry is a leader in 

EPA’s ENERGY STAR program. ABA members, in particular, 

prove year after year that they’re dedicated to implementing 

energy-saving measures throughout their manufacturing 

process.”

But doing so is no mean feat, either in terms of e�ort or 

expense. Thus, Moses says, “It’s important to understand the 

long-term bene�ts and to balance them with the upfront 

spend. At times, it must be a hybrid approach; companies may 

not initially have the capital for sustainability investments. But 

they can incorporate them into a long-term capital plan.”

And it’s in the long run that they’ll pay o�. As Samantha “Sami” VanDrisse, corporate sustainability analyst, 

Sensient Technologies, Milwaukee, points out, “We’re a resource- and water-intensive company, so 

identifying and implementing opportunities to optimize resource use is critical and can have real cost 

savings.”

More importantly, it may save the supply chain. “Climate chain has the potential to increase our risk of 

market disruptions,” VanDrisse points out. “So integrating sustainability into it, the supply chain is simply 

building more resiliency into it.” As such, sustainability has long since transcended buzzword status. “It’s a 

tangible measure of a company’s long-term resilience and growth.” SF&WB
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DIVIDERS, DEPOSITORS, & ROUNDERS

PROCESSING

THE BOTTOM LINE

Manufacturers want automation, 

reliability, etc.

Single-serve packaging key due to 

pandemic

Integrated equipment

Snack food and wholesale bakery manufacturers in the 

market for dividers, depositors and rounders have a long 

list of considerations. These include automation, 

reliability, scalability, integration, �exibility, 

communication, customization, ease of maintenance 

and sanitation, and di�erent packaging capabilities, 

according to companies that produce such machines.

ROUND IT UP

Manufacturers have laundry list of features they want in their next 

dividers, depositors, and rounders equipment.

Ed Finkel, Contributing Writer

NEW PRIORITIES
Since the COVID-19 pandemic unfolded, automation probably has been the highest priority for customers of 

Naegele Bakery Systems, Alsip, IL, says Mike Philip, industrial sales manager. “You always want to save on 

labor,” he says. In the last year or so since the pandemic began, bakeries want to have fewer mixer operators 

feeding in the ingredients. “That’s seems to be huge right now, for the amount of money people are telling me 

they have to pay an operator to motivate them to come to work. People are looking to automate, where they 

would have thrown a few people at it in the past.”

Naegele, which distributes a pancake sandwich maker through a Japanese company called Masdac 

International, has seen greater demand for single-serving packages for foodservice applications, Philip says. 

“Foodservice locations are not wanting their workers to handle food or prepare it as much,” he says. “They’d 

rather give you something in a package on its own, to reduce the spread of any kind of infection.”

“And besides volume, the need for 

�exible equipment that can 

e�ciently produce a variety of 

di�erent products is also 

becoming more prioritized.”

— Patrick McGady, vice president of sales and 

marketing, Handtmann, Inc.

Courtesy of Hinds-Bock

Customers of Hinds-Bock, Bothell, WA, also have been focused 

on automation, according to Rod Gregg, executive vice president. 

“When looking at depositors in 2021, compared to the last 10 

years, they want a servo-driven depositor, with a servo motor 

driving the pistons back and forth, and they want automated vs. 

the traditional [machine],” he says. “The reason they want that is 

because it gives you better control over the speed of drawing 

product into and pulling it out of the depositor.”

Now owned by Middleby Corp., Elgin, IL, Hinds-Bock also �elds 

regular requests for integrated lines of equipment rather than 

those that are independently controlled, Gregg says. “If they have 

to change four or �ve pieces of equipment separately, it drives 

customers crazy,” he says. “They don’t want to have to make 

adjustments on 10 di�erent pieces of equipment.”

At a more granular level, Hinds-Bock has seen the need to produce a wider variety of depositor nozzles to 

handle di�erent types of products, such as gluten-free doughs, Gregg says. “You’ve got to have quite an 

arsenal of nozzles that can handle the di�erent viscosities of product, he says. “They’re very speci�c to the 

customer’s recipe.” Some need nozzles that rapidly shear o� sticky or stringy product “to break away any 

tailing,” he says. “That way it doesn’t stack up like soft icing.”  

Automation has remained a top trend, agrees Patrick McGady, vice president of sales and marketing, 

Handtmann, Inc., Lake Forest, IL. Reliability has taken on greater importance in the past year or so, he says, 

due to the consolidation of lines and renewed need for longer runs and multiple shifts to �ll demand for 

basic products. “This also means the added value of additional uptime from a clean design with simpler 

maintenance, shorter set-up/teardown and sanitation has become a higher priority,” he adds.

The ease of scalability to e�ciently adjust to a dramatically higher or lower volume also has become an 

important consideration as customer production requirements have shifted up and down, McGady says. 

“And besides volume, the need for �exible equipment that can e�ciently produce a variety of di�erent 

products is also becoming more prioritized,” he says.

In addition, customers are more likely to insist upon 

improved process monitoring, simpli�ed line control, 

and secure data communication, McGady says. 

“Improved control in these areas means a more e�cient 

operation that’s required to maintain an advantage in 

today’s competitive environment,” he says.

Finally, McGady says, customers want the ability to 

customize their dividers, depositors and rounders to 

meet special needs, or just to be able to integrate 

diverse or legacy systems. They view that as “a 

solutions partner capability that requires skillful food 

science, application and engineering teamwork, along 

with excellent project management skills and 

fabrication capabilities of the highest order,” he says.Courtesy of Handtmann

Courtesy of Naegele Bakery Systems

NEW AND IMPROVED
Naegele’s pancake sandwich line 

from Masdac, called the Dorayaki, 

creates handheld products with a 

�lling that feel almost like a pouch. 

These can be chocolate or regular 

pancakes that feature exterior 

patterns, brand logos, pictures, or 

names, Philip says. The machine can 

produce individual pancakes and 

pouches with one or two �llings. 

They can be shelf-stable, frozen for 

microwave or toaster-ready, and 

range in size from 2.5 to 4.5 inches, 

he says.

In Japan and elsewhere around the globe, the products tend to be available at retail, typically as single-

serving packs at a convenience store, Philip says, while in the U.S. and Canada, they’ve been gaining traction 

at foodservice. “They’re in schools and places like that, in other types of cafeterias,” he says.

To address customers’ desires for integrated equipment, Hinds-Bock has hired an automation engineer who’s 

speci�cally tasked with weaving together packages, Gregg says. “His job is to make sure those are linked into 

one central control panel, where if the customers want to adjust the line … all the equipment is integrated 

through one control system,” he says.

Hinds-Bock has been rolling out a variety of di�erent types of depositor nozzles to meet customer needs for 

customization in that area, Gregg says. One moves side-to-side horizontally to ensure that the product is 

sheared o� cleanly, for example, while another moves up and down for much that same purpose. “We’ve 

learned over the past three years that because so many bakeries are changing their formulas, and changing 

the recipes, we need to test their customers’ products,” he says. “We physically test the product and 

determine which type of nozzle works best for their recipe.” 

Handtmann has released a Rotary Dividing Solution for pizza and bread dough which “supports consistent 

dough quality with a short product path that creates less friction,” McGady says. The system’s rotary blade, 

adjustable for di�erent dough densities, is designed with an undercut function that guides each portion to an 

accurate placement on the conveyor belt. “The rotary blade and conveyor belt speeds are also controlled 

separately to optimize downstream processes, and a variety of inserts are available in customizable shapes 

and diameters,” he says.

The company also has introduced the DS 552 Depositing Solution, which provides gram-accurate spot or 

continuous depositing of pasty to viscous �llings on laminating lines, McGady says. Con�gurable between two 

and 24 lanes for portion sizes between �ve and 500 grams, the servo-driven �ow divider delivers up to 200 

cycles per minute, he says, while the valve-free dosing “requires no safety housing, [and] provides easy 

access to the modular system for simple nozzle and product changes, making thorough cleaning fast and 

increasing equipment availability.”

Finally, Handtmann has released two new divider models, the VF 820 and VF 828 S. These machines are 

precise and reliable, with an adjustable vane cell design with gram-accurate dividing, a product path a fraction 

of the length of traditional designs, and minimal product-to-surface friction, which maintains inclusion integrity 

and overall product quality, McGady says. 

“They also feature standard metal detectable non-metallic parts in food contact areas, a hygienic design with 

no microbial traps, fast-train external surfaces, and an option UVC ambient air sterilization system,” he says. 

Operators thus can con�dently “divide, deposit, �ll, form, or extrude product with almost no waste and no fear 

of underweights.” SF&WB
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EQUIPMENT BRIEFS
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Case erector

KPM  AN ALYTICS

Analyzers

Case turner
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Vibratory conveyors
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TE CHN O L O GY

Automatic wrapping solution

O RIO N  PACKAGIN G SYSTE M S

Large-volume depositor
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PRODUCT HANDLING

PACKAGING

THE BOTTOM LINE

Equipment to meet needs of producers 

and consumers

Robotics adding �exibility and simplicity

Flexible ways to �ll orders

The latest product handling equipment—cartoners, case 

erectors and packers, loaders and palletizers—are 

designed to meet the needs of bakery and snack 

producers as well as consumers in a fast-changing 

marketplace. These �exible systems can run a large 

array of SKUs and they feature quick-change 

capabilities. 

HANDLE WITH CARE

Secondary packaging equipment meets the needs of a fast-

changing marketplace.

Neal Lorenzi, Contributing Writer

As the consumer experience becomes more complex, bakery and snack producers are reimagining 

secondary packaging beyond the plain corrugated box, according to a recently released “Secondary 

Packaging Trends” white paper from PMMI, Herndon, VA. “The consumer packaged goods industry has 

recognized the need to evolve new methods and strategies for secondary packaging to compete in a 

more dynamic market space,” says Sean Riley, senior director, media and industry communications.

New packaging equipment is able to create more complicated carton types and innovative, shelf-ready 

displays. The incorporation of servo technology is driving the ability to construct more complicated types 

of cartons. “Bliss-style cases can be fed with robotic loaders, making corrugate handling easier. Also, a 

new generation of robotic case erectors allows for the erection of multiple size RSC (regular slotted 

container)-style cases,” says Dean Elkins, segment leader, handling, Yaskawa Motoman, Miamisburg, OH.

New case erectors can erect and seal display cases, which are transported to a place packer or robotic 

packer for product packing, according to Bryan Sinicrope, vice president marketing and integrator sales, 

A-B-C Packaging Machine Corp., Tarpon Springs, FL “This allows manufacturers to package in regular and 

display cases to serve di�erent market segments. A-B-C’s solution is applicable to a range of bakery and 

snack products, including bags and cartons.”

Courtesy of A-B-C Packaging

AFA Systems Ltd., Brampton, Ontario, 

recently designed a case packer that 

can run RSC and HSC (half slotted 

container) cases on the same machine. 

The company also completed a shelf-

ready display case packer for a snack 

food company. “The customer required 

a robust system with a small footprint 

to run their packages at over 100 ppm. 

The system also had to run a wide 

range of sizes. Fortunately, the 

continued development of robot 

technology, such as Delta 3 and two-

axis robots, has made these 

requirements easier to handle from an 

engineering design perspective,” says 

Eric Langen, vice president of sales 

and marketing. 
Courtesy of AFA Systems

Courtesy of SOMIC America

Many new, sophisticated carton designs help di�erentiate today’s bakery and snack items. When 

packaging products in these cartons, though, it is important to form and close the cartons around the 

product, according Peter Fox, senior vice president of sales for SOMIC America Inc., Wytheville, VA. 

“SOMIC accomplishes the formation and closing of complex cartons by capturing the product in a metal 

forming cassette. The blanks are formed around the cassette, which is followed by closing the carton. This 

process gives the producer more freedom in designing complex designs while eliminating worries about 

damaged products,” Fox says.

Courtesy of BluePrint Automation

ROBOTIC SYSTEMS
Robotics is a big part of these product handling systems because it adds �exibility and simplicity to the 

process. The current labor-shortage has made the use of robotics especially advantageous, according to 

Joel Wiskochil, sales manager, BluePrint Automation, South Chester�eld, VA. “Typically, a robotic system 

has a small footprint, can be high-speed, is very accurate, is safe to operate and is historically reliable. It 

also can work three shifts. Coupled with a vision system, it can pick and place un-oriented products from a 

belt and place them in many containers.”

Fox says the biggest advances are occurring with companies that develop their own robotic systems 

based on the speci�c needs of their cartoners and case packers. “With application-speci�c motion, the 

number of axis and movements are de�ned and built into the motion. With pre-packaged robotic arms, 

the OEM is actually building their system to accommodate the arm.”

Syntegon Packaging Technology, New Richmond, WI, has introduced a robotic pick-and-place platform 

that facilitates product handling, feeding and loading. Designed as a modular system, it allows individual 

con�guration of the robotic cells. Delta robots can be �exibly connected and, together with transport 

modules, seamlessly integrated into a system. “Together with our customers, we can automate single 

process steps consecutively and in line with their needs or budgets, following the principle 'build as you 

grow.' Moreover, the platform can be scaled to suit di�erent production capacities, while multiple cells can 

be connected,” says Janet Darnley, product manager.

Courtesy of Syntegon

Syntegon’s stainless steel robotic cells 

meet the IP65 protection class, which 

minimizes the risk of contamination for 

current and future hygiene 

requirements in the food industry. Also, 

tool-free changeover reduces 

downtime, allowing manufacturers to 

process di�erent products on the 

same line and to respond quickly to 

changing market demands, Darnley 

adds.

Schubert North America LLC, 

Charlotte, NC, o�ers pick & place 

robots featuring quick-change tools 

that process highly sensitive products. 

The machines can easily switch 

between plastic and cardboard trays. 

An almost unlimited number of 

formats with and without trays can be 

implemented and variable image 

processing monitors product quality in 

3D.

Courtesy of Schubert North America

Schubert North America recently introduced the T5 robot, which has a �fth axis that can pivot and tilt 

products. This is ideal for pastries that need to be placed vertically into a tray. “The additional arm movement 

opens up greater �exibility in the packaging process as well as the possibility of making di�cult sequences 

more e�cient and reliable. This guarantees product quality even in the case of more complex machine 

processes,” says Hartmut Sigel, chief executive o�cer.

AFA Systems has introduced the TP-RCP-TransPacktor Robotic Case Packer for use with tubs, canisters and 

bottles. Instead of the traditional way of case loading through gravity dropping or pick and place, the 

TransPacktor can erect the case and place it over the collated array of bottles. “The change-over process is 

simpli�ed because change parts are not required. This style of case packing also uses a small footprint 

because a separate case erector is not required,” Langen says. 

MORE INNOVATIONS
BluePrint Automation o�ers an array of secondary case packing systems as well as high-speed, vision-guided 

robotics. The company recently introduced Multi-Flavor Variety Pack Systems for the salty snack industry. 

“The systems sort products and convey them to vision-guided robots,” Wiskochil explains. 

“The robots then place products directly into cartons or into �ights, all while keeping an accurate count of 

various �avors. If products are placed in cartons, the cartons are closed and then packed into cases. If 

products are placed in �ights, they are collated and pushed into bags and then packed into cases. We have 

supplied systems with �avor quantities ranging from two to eight in one master package.”

Courtesy of Yaskawa Motoman

Equipped with food-grade grease and an IP67 rating, Yaskawa Motoman’s HC-series collaborative robots 

are easily deployed in case packing and palletizing applications. Flexible and easy to use, they are 

available with a 10- or 20-kg payload capacity, and 1,200- or 1,700-mm reach respectively. 

A-B-C Packaging Machine Corp. has introduced the 72AN Compact Low Level Palletizer, which is ideal for 

bakery and snack plants that have limited �oor space or a small budget, according to Sinicrope. “The 

machine occupies from 10 percent to 30 percent less �oor space than conventional low-level palletizers, 

depending on the accessories required, and o�ers �exibility for product feed and pallet con�guration.”

The DASS palletizer from Columbia 

Machine Inc., Vancouver, WA, o�ers 

gentle handling and package 

orientation to maximize the 

e�ectiveness of shelf-ready package 

designs. A servo control “bump turn” 

unit allows for better control and 

cushioning of package orientation, 

especially when a wide range of 

package sizes are run on a particular 

line. “Contract packagers have been 

able to take advantage of this new 

innovation,” says Ted Yeigh, sales 

director, Palletizer Division.
Courtesy of Columbia Machine

SOMIC America Inc. has introduced a high-speed, compact bar cartoner, which incorporates an infeed 

system that can accept 800 wrapped bars per minute. “The infeed re-orients the bars into a perfect row 90 

degrees to the infeed direction in preparation for group cartoning,” Fox explains. “In the next stage, the 

bars are picked and placed into four pre-erected cartons, followed by the closing of these cartons and 

then discharge for case packing.”

Looking ahead, Elkins predicts that the addition of machine vision and arti�cial intelligence to product 

handling equipment will o�er more �exible ways to pick and �ll orders in production and warehouse 

environments. “Batch orders will be more readily staged through high-level software, which will give 

manufacturing cues to the automation itself.”

Sinicrope foresees continued advances in automation software that will make machines more intuitive. 

“Also, machines will o�er more �exibility with less downtime for changeover, including automated 

changeover that can be completed from a control panel.” SF&WB
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INGREDIENT BRIEFS

DAWN  FO O DS

Brioche doughnut mixChlorella vulgaris powders

AL L M ICRO AL GAE

Caramel chocolate

PU RATO S  
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Baking enzyme
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Specialty vanilla products

TAHITIAN  GO L D CO .

Powdered sweetener

IN TE RN ATIO N AL  
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CLOUD KITCHENS

LOGISTICS

THE CLOUD KITCHEN 

OPPORTUNITY

Cloud kitchen technology brings new delivery-only, direct-to-

consumer opportunities to baking.

Douglas J. Peckenpaugh, Group Editorial Director

Cloud kitchens—also known as ghost kitchens—present an emerging market opportunity for the baking 

industry. Multiple segments that intersect with baking show potential, including direct-to-consumer 

bakery click-and-collect or delivery of fresh breads, sweet goods, desserts, and novel concepts like 

automated dessert carry-out via vending

Some cloud kitchen businesses lease available time slots throughout the week to other businesses 

serving their own market segments.

While each cloud kitchen will feature its own range of equipment required for baking, cooling, and 

possibly packaging—items familiar to any commercial bakery operation—it also requires an underpinning 

of technology to facilitate on-demand, internet-based ordering and ful�llment.

Melpomenem / iStock / Getty Images Plus via Getty Images

THE CONNECTED KITCHEN
“In a ghost kitchen setup, orders are coming from multiple channels, such as websites, social media apps, 

native apps, and third-party delivery providers,” says Chris Adams, vice president of strategy, Oracle Food and 

Beverage, Columbia, MD. “Trying to manage all of the orders, customers, and timeframes without the right 

technology in place would not only be chaos, but a customer service nightmare.” With an integrated point-of-

sale (POS) system, cloud kitchens can accept online orders and route them to the correct kitchen station, 

process payments, automatically account for inventory, and con�rm time and delivery of the order, he says.

Having a POS system that integrates with your online ordering system increases the e�ciency of the kitchen, 

since orders no longer require manual entry, notes Adams. “This saves time and reduces errors, leading to a 

reduction in labor costs, better pro�t margins, and overall improvement in customer satisfaction.”

In some fast-paced cloud kitchen environments, says Adams, order preparation time can be as quick as 10 

minutes, with delivery within 30 minutes. This makes an integrated kitchen display system (KDS) a necessity to 

help optimize order preparation. “As soon as the order is received, your POS routes the order to the correct 

KDS and associated prep station,” he says. “Kitchen sta� can view the order details and the order pickup time 

immediately, and can prepare the order accordingly. This enables teams to ensure promise times, and 

provides a feedback loop to the business on how accurate delivery times are based on order channel.”

Inventory management is also a must. “A smart POS system integrated with modern inventory management 

capabilities enables a business to track daily stock consumption,” says Adams. “Not only can these systems 

prompt the kitchen to order more stock when needed, but can also give transparency into regularly unused 

inventory, helping reduce waste and manage food costs.” Inventory is automatically updated once an order is 

placed, eliminating daily stock counts, he notes. “Processes can also be created to inform your online menus 

across all your channels if something is out of stock, automatically removing that item from you online menus

—reducing an internal headache and the risk of disappointing customers.”

“Trying to manage all of the orders, 

customers, and timeframes without 

the right technology in place would 

not only be chaos, but a customer 

service nightmare.”

— Chris Adams, vice president of strategy, Oracle 

Food and Beverage

While some bakery companies operating their own direct-store-delivery (DSD) �eet might opt to control 

their own cloud kitchen deliveries, others might opt to outsource delivery to companies like Uber Eats, 

DoorDash, and Deliveroo. Using an open-integration POS platform lets cloud kitchens easily connect to 

those delivery apps, notes Adams. “This also gives you �exibility and agility as a business to adapt to the 

changing needs and trends of customers, as popularity in new delivery apps change.”

For a look at established cloud kitchens currently in operation in major metropolitan markets in 

the U.S., see “Cloud kitchens take baking by storm,” on SnackandBakery.com.

LOGISTICS SNAPSHOT: The Oracle MICROS Simphony 

point-of-sale (POS) system, running on a secure cloud 

infrastructure, o�ers everything you need to run a restaurant, 

cloud kitchen, or virtual brand. It is easy to get operations 

started, and is scalable to adapt as your business grows.

Online ordering, which we o�er through our recent acquisition 

of GloriaFood, enables brands to set up a website at no cost 

and launch their cloud kitchen business. When they’re ready 

to start taking orders online, they can easily turn on that 

functionality. In addition to GloriaFood’s online ordering 

system, we have POS integrations with several online ordering 

partners and delivery aggregators.

Restaurant analytics and reporting comes with Simphony at no 

additional charge. You can customize your dashboards for 

speci�c users to better understand your cloud kitchen’s 

performance, or get insights on trends, forecasts, and 

opportunities from a desktop web browser or the InMotion 

mobile app.

Oracle MICROS Kitchen Display Systems (KDS) increases 

kitchen e�ciency, reduces errors, enhance food quality, and 

optimize speed of service. Having a dedicated KDS per station 

or concept with touchscreens, bump bars, and remote views 

allow kitchen sta� to easily prioritize food preparation and 

manage timing across multiple kitchen stations.

Additionally, an inventory system is recommended, 

particularly if a cloud kitchen is managing multiple brands 

from a single cloud kitchen. Simphony’s restaurant inventory 

management software helps cloud kitchens minimize waste 

by maintaining optimal stock levels. Using real-time 

forecasting data, you can optimize order timing and always 

know what’s left on the shelf to prevent over-portioning, 

waste, and theft, and to ensure your online menus re�ect what 

you can actually deliver in real-time.

COMPANY:

Oracle Food and Beverage
 

WEBSITE:

 www.oracle.com/industries/f
ood-beverage

TOP FEATURES:
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SEE AD

FOCKE
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BAKERY CONCEPTS
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www.IBIEducate.com
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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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