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Comment

R
esilience and adaptability are the driving forces behind the top global 
consumer trends in 2021. But this is also valid for technology 
manufacturers and frozen product segments. According to 
Euromonitor International, the pandemic created new trends, 
influenced or accelerated others, forever altering not only consumer 

behavior, that of processors and OEMs.  
Euromonitor adds that using less 
plastic was the top priority for 
consumers pre-COVID-19, followed 
by concerns over climate change. 
During the pandemic, public attention 
shifted from slower-moving 
environmental threats towards urgent 
social priorities. Consumers expected 
brands to protect the health and 
wellbeing of their workforce while also 
helping local communities. 
The health crisis profoundly impacted people’s needs and shopping habits. 
Higher empathy for brands with a strong sense of social responsibility became a 
permanent consumer demand. As companies prioritized people over profits, 
planet concerns were pushed to the back seat. However, 69% of professionals 
expect consumers to be more concerned about sustainability than they were 
before COVID-19. Moreover, consumers expect brands to act with purpose 
beyond the pandemic, with some protective measures like more flexibility in 
the workplace perceived as the new normal. 
To conclude, consumers are craving convenience and all that surrounds this 
factor, including one of the most important convenience-driven categories out 
there — frozen foods. As such, businesses are under pressure to rapidly adapt 
their operations to develop a resilient customer experience while maintaining 
convenience and this means that companies must preserve the swift and 
seamless shopping journey across all channels. 
 

Are you and your business ready for 2021’s new normal? n

By Dan Orehov, 
Managing Editor 

Consumers are 
craving convenience 

and all that 
surrounds this 

factor, including one of 
the most important 
convenience-driven 

categories out there – 
frozen foods.

”
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News

The Netherlands

PLMA POSTPONED 
TO 2022

Cibus 2021 is confirmed, as the 
International Food Exhibition, 20th 
edition will be the first show of the year 
entirely and exclusively dedicated to 
Made in Italy foods. The show will run 
either mid-June or the beginning of 
September, pending results of surveys in 
progress involving exhibitors and Italian 
and international buyers. 
“Two possibilities are coming out: either 
launch Cibus during the 3rd week of 
June — just before Vinitaly- or 1st week 
of September, i.e just before Salone del 

Mobile- Design Week. The final decision 
will obviously take the evolution of the 
pandemic and vaccination campaign into 
account. Fiere di Parma and 
Federalimentare, in agreement with ITA 
— Italian Trade Agency, together with the 
Italian agrifood main players will shortly 
cast the dice,” organizers say. 95% of the 
3000 companies who applied to Cibus 
2020, then canceled, have already 
confirmed their participa tion to Cibus 
2021. Also, the international buyers are 
giving a positive answer, so much so 
that an unprecedented budget of 
EUR3m is being dedicated to the 
incoming of top buyers. 

Alt-Meat innovator Redefine Meat 
recently conducted the largest-scale 
public blind-tasting of Alt-Meat products 
targeting meat-eaters. Alongside Israeli 
meat distributor Best Meister, the 
Redefine Meat launched a food truck 
concept named “There’s a new meat in 
town”. Following an overwhelming 
response from the public, Redefine 
Meat has formed a strategic partnership 
with Best Meister, who will distribute 
the company’s Alt-Meat products 
commercially to Israeli restaurants and 
high-end butchers in the first half of 
2021, according to a press release. 

Italy

REDEFINE MEAT SETS 
UP ALT-MEAT TASTING

Israel

BELGIUM

The Private Label Manufacturers Association 
has decided to postpone its “World of 
Private Label”, scheduled to be held in May. 
“In light of ongoing concerns and 
government restrictions related to COVID-
19, PLMA’s 2021 “World of Private Label” 
original dates of 18-19 May are no longer 
permissible. PLMA is therefore partnering 
with the RAI Exhibition Centre to establish 
show dates for later this year,” organizers 
announced through a press release. As such, 
additional details on the new show dates 
will be communicated shortly. “In the 
meantime, PLMA is looking forward to its 
‘Private Label Week’ Online Trade Show 
for the North American market, to be held 
February 1-5,” the statement reads.

TOMRA Food announced its new 
internal organization would be focused 
on two business areas — Fresh Food and 
Processed Food. According to the 
company, this change creates a powerful 
organization, which brings together the 
most extensive technology portfolio, the 
widest array of Research & 
Development skills, and the strongest 
global footprint in the sector. With the 
new organization, TOMRA Food 
announced the following appointments: 
•Ken Moynihan will take on the role 
of CEO of TOMRA Processed Food. 
Moynihan brings more than 15 years 
of experience in technology and 
executive leadership roles, most 
recently as the CEO of Compac, the 
fresh fruit sorting technology acquired 
by TOMRA in 2017. 

•Geoff Furniss will be CEO of 
TOMRA Fresh Food, a business area 
dedicated to turnkey packhouse 
solutions in fresh fruits and vegetables, 
such as apples, citrus, avocados, stone 
fruit, cherries and blueberries. This area 
will integrate BBC Technologies’ and 
Compac’s portfolios and expertise. 
Furniss has been working in technology 
for over 25 years with executive 
leadership roles in Ag Tech for the 
past 16 years. 

•Ashley Hunter, who has been 
leading the processed food segment, 
will retire on January 31, 2021, after a 
long career within the company. He 
successfully led the first stage of integra -
tion, which TOMRA Food is taking 
forward with this new organization. 

Michel Picandet, executive vice president 
and head of TOMRA Food, said: “I am 
confident that Ken and Geoff will 
successfully consolidate our leading 
position in the processed food sector 
and further grow our well-established 
business in the fresh food market. 
Compac and BBC Technologies are 
joining forces within the Fresh Business 
area built on strong partnerships that we 
will continue to develop. The new 
organization will allow us to build on our 
strengths, push the boundaries of 
innovation, and remain the global leader 
of choice for our customers. With an 
enhanced go-to-market approach, our 
new set-up will facilitate our efforts.”

CIBUS 2021 CONFIRMED 

TOMRA CREATES 
FRESH PROCESSED FOOD 
BUSINESS AREAS 

UK 

RETAILERS ISSUE 
SEAFOOD RECALL
Several supermarkets including Asda, 
Sainsbury’s, the Co-op, and Waitrose have 
issued urgent product recalls over chilled 
and frozen seafood products. As a result, 
the British Food Standards Agency issued 
the alert of possible contamination with 
salmonella, which can cause food poisoning. 
“The retailers are recalling the products. 
Point of sale notices will be displayed in all 
retail stores that are selling the products. 
The notices explain to customers why the 
products are being recalled and tell them 
what to do if they bought the product,” the 
FSA said. The products might be 
contaminated with salmonella, which usually 
causes symptoms that include fever, 
diarrhea, and abdominal cramps.



UK

Frozen baked goods expert Frank 
Dale showcased three new vegan 
additions to their range — Spring 
Vegetable & Mature Cheese Tart, 
Mini Chocolate & Raspberry Cakes, 
and Woodland Berry & Sable Crust 
Tart. The COVID-19 pandemic 
forced Frank Dale to establish a 
direct-to-consumer proposition, 
requiring the company to successfully 
pivot its operations to adapt to the 
changing commercial landscape. 
 “As a consumer brand, we feel it’s 
essential to cater for all dietary 
requirements. With the vegan sector 
rapidly increasing in popularity, we 
have increased our plant-based 
offering from three to six savory and 
sweet dishes. The reality is that vegan 
meals can be expensive as well as 
time-consuming to prepare from 
scratch at home, our newest products 
make it easy for our customers to 

enjoy the benefits of a vegan diet, 
delivering a selection of cost-
effective, convenient, and most 
importantly delicious solutions to 
suit a variety of eating occasions,” 
Managing Director Ed Miles said. 
Among the three products to 
join the Frank Dale vegan line-up 
include Vegan Spring Vegetable & 
Mature Cheese Tart — succulent 
broccoli, pea, and mint in a 

smooth British oat-based vegan 
custard, encased by a crispy stone-
baked British oat and pea flour pastry 
topped with tasty mature vegan 
cheese. Ideal for a quick and easy 
working-from-home lunch or light 
family supper. The RSP is GBP4.99 for 
a pack of two individual tarts. 
Another novelty is the Vegan 
Woodland Berry & Sable Crust Tart — 
a classic sable pastry case filled with a 
base of smooth vanilla vegan custard 
topped with cherries, blackberries, 
redcurrants, and blueberries. It has an 
RSP of GBP4.99 for a single tart with 
four servings. Last but not least, the 
Vegan Mini Chocolate & Raspberry 
Cakes are vegan chocolate and 
avocado sponges filled with tangy 
raspberry compote and a sweet 
plant-based cream drizzled with 
vibrant pink icing. The product has an 
RSP of GBP6.99 for a pack of 12. 

FRANK DALE EXTENDS 
VEGAN RANGE

UK

CENTRAL FOODS 
JOINS LACA
British frozen food distributor Central Foods 
has joined LACA, the professional body 
representing catering managers who 
provide school meals within the UK. The 
company has become an Associate 
Member of the organization, which was 
established in 1990 and includes public and 
private sector providers, client officers, 
dietitians, and individual schools, according 
to a press release. With over 300 local 
authorities, county, district councils, and 
London Boroughs represented in the 
membership, 80% of the catering service in 
schools is provided by LACA members. 
And with around three million lunches 
being served every day in 27,000 schools, 
the LACA network is the country’s largest 
provider of school catering.

US

VESTAR INVESTS IN 
SENSIBLE FOODS 
Vestar Capital Partners, a leading US private 
equity firm, has made a majority growth 
investment into Dr. Praeger’s Sensible 
Foods, a fast-growing brand specializing in 
plant-based frozen and refrigerated foods. 
Terms of the transaction were not 
disclosed. “We are extremely proud of the 
high growth better-for-you food brand our 
families have built,” Larry Praeger said. 
“When our fathers co-founded the 
company 25 years ago, they were truly 
innovators. In today’s competitive market, 
our partnership with Vestar will help 
provide the financial backing, industry 
relationships and category expertise to 
continue to build on our momentum.”

FPS Food Process Solutions, turn-key 
freezing and cooling equipment 
specialist, announces strategic senior 
appointments.  Jay Loy was promoted 
to general manager, US Operations in 
September 2020, having worked at FPS 
for almost five years. Loy takes on 
greater responsibilities for the US 
operations.  With expertise in capital 
equipment sales, industrial manufacturing 
and business development, he will lead 
strategic direction and implementation 
for the US region. Bryan Rideout is 
promoted to senior manager, Global 
Project Management effective January 

2021 based in Vancouver, Canada. 
Rideout joined FPS in 2018 as a 
project manager handling both North 
American and International projects. In 
2020, he was promoted to managing 
the project management teams at both 
FPS and CMP. Vir Singh was promoted 
to General Manager in May 2020, 
having only joined Total Solutions 
Limited (TSL) New Zealand as 
Business Development Manager in 
November 2019. 

Leading supplier of food processing 
equipment GEA has developed a 
package of information based on six key 
elements, with the aim of demystifying 
this multi-faceted process and 
highlighting the support GEA can 
provide to manufacturers. One of the 
challenges for food manufacturers is the 
increased consumer demand for a 
variety of clean label products, as well as 
fish and vegetarian options, and all at 
prices that consumers consider to be 
good value, according to GEA. Ensuring 
the highest possible quality products 
within budget limitations.

US

GEA DEVELOPS 
INFORMATION PACKAGE

Germany

FPS ANNOUNCES 
SENIOR APPOINTMENTS
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I
ntra-industry competitiveness is high 
and affects the market, however, 
consumer demand is impacted by 
quality and health concerns. The cake 
and pastry segments are on a rise 

with respect to the frozen bakery 
market. With the growing demand for 
premium and customized cakes, the 
overall cake market is also witnessing an 
increase in demand, according to 
research company Marketsandmarkets. 
The COVID-19 pandemic placed 
unprecedented stress on food supply 
chains, with bottlenecks in farm labor, 

processing, transport and logistics, and 
momentous shifts in demand. 
Additionally, the market was impacted 
due to the closure of foodservice 
channels in many countries. However, in 
the last quarter of 2020, food supply 
chains demonstrated remarkable 
resilience in the face of these stresses. 
 
RISING DEMAND 
FOR READY TO BAKE 
BAKERY PRODUCTS 
Bake-off bakery production has 
become one of the key targets for 

almost all industrial bakers in Europe. 
Scratch baking is labor-intensive and 
requires a long time. The industry is 
shifting from traditional baking to 
Bake-off technologies (BOT). Three 
key BOT are unfermented frozen 
dough (UFD), partially-baked frozen 
bread (PBF), and partially-baked 
unfrozen bread (PBUF). Frozen semi-
baked goods and ready-to-bake goods 
are also important product segments 
for the food industry, especially for 
hotels and the catering industry. Pre-
proofed frozen dough is also a 

The frozen bakery market is anticipated to record a CAGR of 5.6% 
during 2020 – 2025, and some of the key factors that have contributed 
to the growth are a rising preference toward convenience food and the 
popularity of specialty frozen bakery products. 

THE NEWS IS  
NOT THAT BAD 



convenient alternative to fresh-baked 
bread. Bakery products, like bread, 
rolls, and bagels are majorly served as 
ready-to-thaw products, while 
croissants and pastries are available in 
the ready-to-bake form. The global 
frozen bakery products market, based 
on distribution channel, has been 
segmented into artisan bakers, retail, 
and catering & industrial. Retail is 

expected to be the largest segment 
through the forecast period, whereas 
catering & industrial is projected to be 
the fastest growing segment. Certain 
factors pertaining to an increased 
interest in frozen bakery products 
impact the retail market dynamics 
significantly, while the catering & 

industrial channel is driven by the 
growing demand for frozen and par-
baked products from restaurants and 
other institutional food services. On 
the basis of technology, the frozen 
bakery products market is segmented 
into raw products, ready-to-bake, and 
ready baked & frozen. The ready 
baked & frozen segment is projected 
to highest CAGR, according to the 
research company. Factors such as 
wide scale of application, versatility, 
convenient products and quick to use 
continue to drive the ready baked 
& frozen segment. 
 
EUROPE HOLDS 
A SIGNIFICANT 
MARKET SHARE 
The European bakery industry leads 
the bakery market, and so does the 
frozen bakery industry. The Western 
European frozen bakery products 
markets are matured and saturated, as 
compared to the emerging markets of 
Eastern Europe, which are driving the 
sales of biscuits and bread, in 
particular, owing to the high demand 
for convenient food products. The 
European frozen bakery market is 
well-established in terms of the supply 
chain, product array, distribution 
channels, and consumer preferences. 
Innovation and new product 
developments are gaining prominence 
in the indulgence category, which 
includes cakes, pastries, and cookies. 
Co-operatives and industrial baking 
companies are dominant in the 
European frozen bakery market, 
especially due to their ability to 
produce high-quality and consistent 
part-baked products. 

MARKET PLAYERS ARE 
MORE COMPETITIVE 
Some of the most active companies in 
the frozen bakery market are 
ARYZTA AG, Europastry, 
Lantmannen Unibake International, 
and Dawn Food Products Inc., among 
others. The market is consolidated, 
with the major players holding the 
maximum share. The market consists 
of numerous players for industrial 
baking applications and foodservice 
channels and the players are focusing 
on extensively providing innovative 
and exotic flavors, while providing 
convenience in packaging and 
consumption. Furthermore, new 
companies are venturing into this 
segment with an aim to cater to the 
increasing demand from consumers as 
well as foodservice providers. Hence, 
availability of a wide range of products 
is likely to increase the popularity 
among consumers. For instance, 
Davars introduced its frozen bakery 
products under the brand name of 
Svenson’s. Its products include mousse 
shots, savory muffins, choco lava, pizza 
tarts, and marble brownies to name a 
few. The main aim of this brand was 
to provide ready-to-serve 
international and popular products to 
the consumers. n
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The market consists 
of numerous players 
for industrial baking 

applications and 
foodservice channels 

and the players are 
focusing on extensively 

providing innovative 
and exotic flavors.

”

2020’s 
last quarter 

demonstrated the 
resilience of food 

supply chains in the 
face of the pandemic.
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V
ariations in production 
capacity, the characteristics of 
different types of goods going 
through production, the 
facility’s footprint, the process 

in the manufacturing sequence, the 
ambient temperature and machinery 
placement: these are some of the 
factors that will play a role in 
determining what cooling technology 
works best, when, where, and how. 
“Every bakery has its own special 
conditions and requirements. Our job as 
a manufacturer is to offer each 
customer an individual solution, so that 
they can produce with our cooling 
systems the best possible quality 
products,” specialists at WACHTEL say. 
While spiral systems make sense for 
industrial productions, for handcrafted 
or semi-industrial bakeries it´s more 
flexible to work with shock-and storage 
freezer, also for economic reasons. On 
a spiral technology, one of the main 

benefits is coming from its established 
reputation in the bakery business. It is a 
reliable, easy to understand solution that 
excels where there are few change-
overs between products with different 
proofing, cooling, freezing time, and 
when there is no concern about 
cleaning and cross-contamination. 
 
COOL RISING 
A special case worth looking into is that 
of a start-up putting together its 
machinery line-up. Looking at the 
proofing, cooling and freezing 
technology needs, when starting from 
scratch, the German specialist will start 
by looking into the kinds of products 
that will be manufactured. “A good 
basic [piece of equipment] for a start-up 
is definitely our automatic proofer and 
retarder cooling box with COOL-
RISING®,” WACHTEL recommends, 
as “the best way to develop more taste, 
better crust, more aroma and a longer 

freshness/shelf life.” The temperature, 
the humidity and the air circulation are 
computer-controlled by the company’s 
IQ COOL control-panel.  
While it’s paramount that the products 
going through cooling systems have the 
exact characteristics aimed for, other 
aspects also factor in choosing, 
respectively working with and optimizing 
cooling equipment. They include timings 
and resource optimization, factors that 
all spell cost savings as production 
efficiency increases. To optimize the 
production of baking goods in quality, 
rationality and economically, is it 
indispensable to work with a good 
cooling system, tailored to the 
production. The wrong settings or 
circumstances can quickly harm the 
quality — and even safety — of the 
products. “If you are freezing already 
baked products, for example,  it´s very 
important to run through the 
temperature range from +7°C to -7°C 

Controlled cooling and freezing have requirements and solutions 
that are unique to each bakery. While there is no universal, one-stop-
shop technology to meet all production stages and needs when 
lowering temperatures, manufacturers will design the machine to 
meet the intended parameters precisely.

ALL THINGS 
COLD  
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very quickly. In this temperature range, 
the retrogradation is at the highest level. 
It means that the water stored in the 
satch is going out, released,” WACHTEL 
explains. For unbaked products, the goal 
is to preserve the moisture of the 
product’s surface. 
To maximize process efficiency for 
cooling and freezing operations, “you 
should always consider combining 
heat recovery with cooling units, in 
order to use the waste heat to 
produce warm water,” specialists 
from WACHTEL recommend. 
 
MANAGE THE COOLING 
& FREEZING AREA 
Handling systems are crucial support to 
cooling, proofing ad freezing. The 
demand for short production runs, with 
a wide variety of customizations, is also 
reflected in the cooling area of the 
baking plant. MECATHERM’s M-UB 
handling system, an alternative to classic 
spirals, provides creative solutions in this 
respect, allowing access to products 
between cooling and freezing, to 
personalize or slice them; it can also sync 
to handle quick stops in the packaging 
area for packaging changes, for example. 
This handling system enables all kinds of 
baking sheets, assemblies and peelboards 
to be transported, for the seamless 
transition of products to proofers, chillers 
and freezers, as it transports trays 
through the mechanization unit via a 
continuous loop. During the different 
stages, and particularly while the 
products are in the proofing chamber, 
the products must be handled gently to 
ensure that they’re of optimal quality. 
The elimination of all impact and friction 
guarantees uniform and gentle handling 

during all processing stages.  
“It is critical to guarantee a product’s 
positioning during these process 
phases. For proofed and frozen 
products, as an example, it's 
mandatory to keep spacing between 
products. These spaces are the "paths" 
for the air to circulate allowing proper 
thermal treatment of the products,” 
Jérémy Hogrel, Soft & Pastry sales 
support manager and M-UB 
Mechanization product manager, 
MECATHERM, recommends when 
operating such a handling system. If 
these spaces are too big or too small, 
the consequence is an irregular 
thermal treatment of the products, 
resulting in consistency loss. Keeping 
the products perfectly in place saves a 
huge amount of money when it comes 
to feeding packaging machines — and 
the vertical system does just that. 

HOW TO NAVIGATE  
CHALLENGES 
During cooling and freezing, products 
are not as sensitive as they are during 
proofing and baking. Nevertheless, 
products need to be kept in a good 
state throughout these process phases. 
“During the cooling phase, thermal 
treatment and moisture management 
are relevant points to watch to ensure 
an optimal process result, while 
preparing the products to advance 
toward the next steps, which can be 
slicing, injection, deep freezing - each 
with specific characteristics to be met,” 
Hogrel emphasizes. 
Another important aspect during these 
phases is hygiene; in a freezer, and, even 
more so, in a cooler, all the parameters 
create the ideal environment to ensure 
a very good proliferation of bacteria. 
Then, being aware of the risk of having 

If you are freezing 
already baked 
products, for 

example,  it´s very 
important to run 

through the 
temperature range 
from +7°C to -7°C 

very quickly. 
WACHTEL 

”
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superpositions in the cooling/freezing 
machine itself cannot be overstated, 
MECATHERM’s specialist adds: 
“Particularly a superposition of static or 
moving mechanics above products must 
be avoided. Wear parts and friction 
elements on the products are a daily 
concern of industrial bakers today; a 
good practice is to ensure a daily 
cleaning of the mechanization and 
surrounding enclosure.” 

The M-UB system incorporates the 
French specialist’s last innovations; it has 
been developed to meet these needs 
and stay relevant particularly for a highly 
versatile and dynamic market producing 
in industrial capacity. This system is 
adaptable and flexible, whatever the 
constraints imposed and the products 
to be transported, Hogrel illustrates: “All 
types of supports (peelboards, trays, 
pans, straps, etc.) can be transported 
through the M-UB, and the same 
mechanization technology can be used 
through all the steps of product 
realization processes, either by being in 
ambient air as for a cooler or a stacker, 
or in an air-conditioned enclosure for 
use as a proofer or freezer.” This vertical 
transport technology, consisting of an 
ascending and a descending stack, is 
carried out without top transfer thus 
ensuring perfect, smooth and delicate 
handling of the supports and products 
without shock. 
There is no friction (and therefore no 
contamination with metallic or plastic 
dust), no mechanical shock (product 
integrity is maintained even through the 
most sensitive stages like proofing, while 
guaranteeing a positioning of the 
products on the supports). 

Moreover, the M-UB system is designed 
for easy customization that would 
answer specific production 
requirements: “The pitch between levels 
is adapted to the products transported, 
the overall height of this vertical 
equipment is adjustable to fit in the tiny 
buildings as well as in cathedrals. The 
cherry on the cake is that, in case of a 
downstream stoppage, there is no need 
to stop the whole line; an extra capacity 

is there to save production, for 
example, sized to save one full oven,” 
he adds. 
The M-UB is also a maintenance-friendly 
structure: all electro-mechanical parts 
are accessible with feet on the floor, and 
most of the maintenance is prepared to 
be done without employing any tools. 
“Nevertheless, understanding [its 
operating principles] is a point, 
maintenance is an additional one, and 
giving to maintenance teams the 
possibility to ensure a good follow-up 
throughout the lifespan of the 
equipment is a real topic. This 
technology speaks for itself, equipped 
with its smart interface tools gives to 
each interlocutor oriented and relevant 
answers matching their needs and at the 
right moment, keeping in mind that 
information overflow is 
counterproductive,” Hogrel details. 

SPIRAL PERFORMANCE 
OPTIMIZATION 
JBT is also stepping up its sustainable 
design, hygiene and optimization 
technologies 
The company said food safety, 
performance and optimization are the 
key technologies in the latest spiral 
freezer to join JBT’s Frigoscandia brand, 
at the equipment’s launch in September. 
As a global technology equipment 

supplier to the food processing industry, 
JBT has launched its new Frigoscandia 
GYRoCOMPACT® 70 Spiral Freezer 
which, the company believes, is set to 
take food-focused freezing to the next 
level. At 700mm, the new freezer is 
more compact than any of its 
predecessors, yet offers up to 20% 
increased capacity. Designed to be both 
sustainable and hygienic with several 
new streamlined features to further 
eliminate food traps and maximize food 
safety, the new freezer joins the 
GYRoCOMPACT 700mm product line. 
The new freezer is also iOPS-ready to 
enable peak optimization.  
Customer feedback, combined with its 
pioneering of the self-stacking spiral belt, 
are what drives the development of the 
Frigoscandia brand, as Torbjörn Persson, 
JBTs director of Value Stream and 
Global Product Line, explained: 

During the cooling phase, thermal treatment and 
moisture management are relevant points to watch 

to ensure an optimal process result, while 
preparing the products to advance toward the next 
steps, which can include deep freezing - each with 

specific characteristics to be met. 
Jérémy Hogrel, Soft & Pastry sales support manager and M-UB 

Mechanization product manager, MECATHERM 

”
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“Customers continue to require 
increased food safety, combined with 
higher efficiency in uptime and capacity. 
Of course, most industrial freezers are 
quite large, so the need to have food-
safe freezers is really important when 
looking at a full food production line. 
One key factor is that the freezing 
process itself doesn´t limit the growth of 
bacteria on contaminated products, but 
only stops it momentarily. This is one 
reason why optimized hygienic design 
has always been our top priority. Floor 
joints, reduced overlapping surfaces, 
reduced visible threads and pop rivets 
are just some of the innovations.” 
 
MORE USES OF COLD: 
FREEZE-DRYING 
Another area involving ingredient 
processing that thrives in the cold is 
freeze-drying, at the end of which the 
finished product is unaltered nutritionally 
and remains 100% natural with only the 
water removed. Ingredients processed 
in this way allow product producers to 
create easy on-the-go flavors that are 
stable at room temperatures for many 
years. Any ingredient with a high water 
content responds well to freeze-drying, 
as the finished product retains all of the 
original flavor and nutritional value of 
the original product. As a result, it 
means freeze-dried ingredients are 
perfect to give a flavor boost to savory 
bakes such as breads, crackers, or bars, 
in addition to sweet bakes. 
Unlike other drying methods, freeze-
drying is a gentle process that takes 
place over a longer time. European 
Freeze Dry processes of freeze-dried 
ingredients for the commercial baking 
sector. Their specialists explained the 

subtleties of the process for us: “The 
freeze-drying process uses a deep 
vacuum under which neither ice nor 
water can exist. The pressure from the 
vacuum, with a controlled amount of 
heat applied, causes the ice to leave the 
product as a vapor trail, which is then 
captured on an ice condenser within 
the freeze drier, upon which the vapor 
forms again as ice. The process takes on 
average a day to complete, carried out 
in a set of ‘chambers’ which can be 
controlled at various temperatures and 
time schedules depending on specific 
product requirements. We approach 
each new ingredient with an individual 
approach, such as varying degrees of 
heat applied and differing lengths of time 
in the freeze dryer, to ensure that the 
final product retains the most flavor and 
nutritional goodness.” The process is not 
without challenges: without proper 
controls on the programming, the 
product can appear to collapse, for 

example. This does not impact the 
shelf-life but can make the product look 
less visually appealing. “All freeze driers 
are linked to monitoring stations to 
show any change in program controls, 
monitored 24/7. This means that any 
deviations in the program can be 
discovered and rectified,” European 
Freeze Dry reveals. 
Freeze-dried ingredients provide a wide 
range of solutions for bakeries, from 
supplying pizza ingredients such as 
mozzarella, caramelized onion, chicken 
and meat pieces, through to vegetables 
and vegan ingredients. “Similarly, our 
range of gourmet ingredients can 
elevate bakes to a new consumer, with 
our mulled apple pieces perfect for 
porridge pots or bars, while freeze-dried 
fruits such as strawberries can be the 
perfect flavor addition to sweet bakes 
such as cupcakes or sweet loaves,” the 
specialists at the company say. 
Rehydration is the logical step to using 
freeze-dried ingredients. “For some 
meals, this can be by simply adding 
some splashes of water to the 
ingredient, whereas others will naturally 
rehydrate when added to a final 
product — for example, the water 
content in a bread dough will naturally 
rehydrate the pieces of cheese or 
caramelized red onion that are added 
to it,” they explain. 
In conclusion, innovation is here for 
all of the cooling and freezing needs 
in the bakery; the more customized, 
the better. n

The pressure from 
the vacuum, with a 

controlled amount of 
heat applied, causes 
the ice to leave the 

product as a vapor trail, 
which is then captured 

on an ice condenser 
within the freeze drier, 
upon which the vapor 

forms again as ice.  
European Freeze Dry specialists 
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One key factor is 
that the freezing 

process itself 
doesn´t limit the 

growth of bacteria on 
contaminated products, 

but only stops it 
momentarily. This is 

one reason why 
optimized hygienic 

design has always been 
our top priority.  

Torbjörn Persson, director 
of Value Stream and Global 

Product Line, JBT
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I
n the growth-affected industry, there 
is a differentiated market 
development due to the effects of 
the COVID-19 pandemic: while in 
the food trade (LEH) and frozen 

home services there are significant 
increases in frozen food turnover and 
sales compared to the previous year, 
frozen food manufacturers and retailers 
who specialize in the out-of-home 
market (AHM) are suffering, under the 
loss of demand in the catering industry. 
 
FROZEN FOOD 
IS BOOMING IN 
THE GROCERY TRADE 
AND HOME SERVICES 
According to a forecast by the 
Deutsches Tiefkühlinstitut e.V. (dti) for 
the sale of frozen products in grocery 
stores and frozen home services last 
year, the market was expected to grow 
by 7.5% in 2020. In the first phase of the 
Corona crisis in particular, consumers 
avoided shopping aisles and at the same 
time liked to stock up on long-lasting 
food. The choice of products at home 
and delivery directly to the front door 
are convincing services of frozen food 
home services for many consumers in 
the Coronavirus period. These reasons 
initially led to clear double-digit growth 
rates in all frozen goods product groups, 
which are currently slowly declining. 
Sales of frozen potato products (+ 
16%), frozen vegetables / herbs (+ 
15%), frozen fish (+ 14%), frozen meals 
(+ 10%) and frozen baked goods (+ 9%). 

50 YEARS 
OF FROZEN PIZZA 
An absolute favorite from the freezer is 
celebrating its 50th birthday: frozen 
pizza, which one could buy in Germany 
in 1970 for the first time in grocery 
stores. Since then, the frozen pizza 
success story has not stopped, on the 
contrary: The product group is enjoying 
steady growth year after year and is the 
most popular frozen food category in 
the food trade, followed by frozen 
dishes and frozen vegetables. The most 
popular with consumers is the pizza 
salami, which is the undisputed number 
1 on the popularity chart for pizza types. 
Every German consumes an average of 
13 frozen pizzas per year. In the first half 
of 2020, sales of frozen pizza rose by 7%. 
 
GASTRONOMY SALES 
SUFFER FROM COVID-19 
RESTRICTIONS 
For the sale of frozen products in the 
out-of-home market, which has a share 
of over 50% of the total market, it is 
difficult to make a reliable forecast, as it 
is currently not foreseeable how the 
pandemic will affect gastronomy in the 
long-term. According to the industry 
association Dehoga and the market 
researchers of the npd group, the 
current occupancy rate in the catering 
industry is on average 70% - after a 
drop to 50% at the beginning of the 
lockdown - and is currently not 
recovering. On the contrary, in the cold 
season of the year a decline in the 

number of guests and expenses can be 
expected again. Frozen products can 
help many catering businesses to survive 
the corona phase economically, because 
they can be used depending on current 
needs, thus creating flexibility and cost-
effectiveness. Nevertheless, 2020 is likely 
to go down in history as the year in 
which TK sales in the out-of-home 
market collapsed for the first time. 
 
FROZEN TRENDS: 
MEAT ALTERNATIVES 
ARE BECOMING 
INCREASINGLY POPULAR 
The dti closely monitors the 
development of trends in the frozen 
food range and asks its member 
companies about them. The most 
important trends for the frozen product 
range are currently - shaped by the 
corona pandemic - the shelf life and 
stock purchases. Added to this is the 
desire of consumers to save work and 
time when shopping and cooking. 
Especially people who currently work 
from home and have to look after 
themselves and other household 
members need quick, tasty and simple 
solutions for their daily diet. The dti 
trend survey 2020 shows, compared to 
the previous year, that veggie and vegan 
will continue to gain in importance in 
the frozen product range. Regionality 
also plays an important role. In 
discussions with retailers, sustainability is 
and will continue to be a top topic for 
the further development of the frozen 
food ranges, as 82% of dti members 
confirm in an association survey. Also, 
desire for less packaging and the use of 
recyclable packaging material (35%) is 
also very important. But the 
reformulation of recipes (26%) and 
changed portion sizes (43%) are topics 

Sales are suffering from the catering current 
crisis - frozen pizza celebrates its 50th 
birthday. One's joy, the other's sorrow, this is 
how the situation in the German frozen food 
market can be described. 

THE RESILIENCE  
IN THE FACE 
OF ADVERSITY 
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in the supplier-customer discussions. In 
the catering sector, the desire for a 
traditional look for frozen products is 
still of great importance (56%). 
 
TALKING IN-DEPTH 
ABOUT FROZEN FOOD 
IN GERMANY 
The below interview with the president 
of the Frozen Food Institute showcases 
several key aspects pertaining to 
consumer behavior, perception and 
trade with the UK post-Brexit.  
 
• Can you give me an overview of your 

role and how you came to it? 
As managing director of the dti I have 
been representing the interests of the 
frozen food industry in Germany for 7 
years. As an association we have been 

successfully communicating with politics, 
media, consumers and sales partners on 
all aspects of frozen food for more than 
60 years. Before joining dti, I worked in 
the management of the economic-
political association of the food industry 
for many years.  
 
• What is the public perception of 

frozen food in Germany? 
We see a very high consumer 
acceptance of frozen products. The 
Corona crisis has reinforced this. This is 
due to the high quality of the food, the 
strong presence of brands, a high level 
of innovation in the sector and an 
increasingly attractive sales presentation 
in retail stores. A recent dti survey has 
shown that consumers appreciate 
above all the long shelf life of frozen 

products, their variety and the 
convenience aspect. Regarding to health 
and sustainability, the industry still has 
communication tasks to fulfil, as there 
are also numerous advantages here that 
consumers are not always aware of. 
 
• What marketing approaches have you 

found most successful in elevating the 
perception of frozen? 

As an association, we operate generic — 
not naming any brands or members. Our 
communication is scientifically based with 
clearly defined core messages that repre -
sent the entire frozen food category. We 
rely on classic PR communication and 
naturally use social media to reach all 
relevant target groups. Clear messages 
and the right mix of communication 
channels are crucial for success. 

Frozen is a 
mandatory category 
for the retailers. The 

growing demand 
also leads to increasing 

supply areas.

”

16% 
represents the sales 

growth of frozen foods 
in Germany last year. 

#
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• What do you think Germany’s trading 
relationship with the UK will look like 
after Brexit? 

Of course, we all hope for ongoing 
intensive economic relations between 
Europe and the UK after the Brexit. The 
negotiating partners on both sides are in 
demand to come to an agreement 
quickly. This agreement would be 
important for both sides, especially in 
these difficult economic times. A hard 
Brexit would put an unnecessary strain 
on the relations and make imports and 
exports more difficult. 
  
• How have your members been im -

pac ted by the coronavirus outbreak? 
Our members adapted very quickly and 
intensively to the Corona conditions. 
The hygiene regulations were intensified, 
production was never affected in the 
frozen food industry. The whole supply 
chain successfully met the challenges of 
the increased demand for frozen 
products this spring. Therefore, there 
were only a few occasional supply gaps 

in the freezers. On the other hand, our 
manufacturers and retailers, who 
produce for the out-of-home market, 
still have to cope with losses. The 
lockdown in spring has led to conside -
rable short-time work and lost sales. 
 
• What challenges and opportunities do 

you see in the coming years for the 
frozen food industry in Germany? 

The big challenge will be to create more 
sustainable food systems as described 
by the European Union in its Green 

Deal — Farm-to-Fork strategy. For the 
frozen food industry, the issues of 
energy efficiency and the use of natural 
refrigerants have always been of great 
importance. The reduction of CO2 
emissions in production, logistics and 
storage will continue to challenge us. 
On the consumer side, the important 
issues are healthy nutrition, nutritional 
labelling and sustainably produced food. 
Here frozen food can be a game 
changer, for example in terms of 
reducing food waste. 
 
• What NPDs are you excited about 

right now? 
The developments in vegetarian 
alternatives are very exciting and the 
large spectrum of new variants in the ice 
cream sector should be emphasized. 
 
• What will be the big trends in frozen 

for 2021? 
Sustainability and health are the decisive 
requirements from the consumers point 
of view. At the same time, however, 
nutrition should be simple and 
timesaving. The expansion of vegetarian 
offerings, including the expansion of the 
meat replacement product range, will 
be an important aspect. At the same 
time, climate protection and 
sustainability labelling will be addressed. 
Discussions about these topics are still in 
their infancy, but will gain momentum in 
the coming years. 

Our members 
adapted very 

quickly and 
intensively to the 

coronavirus conditions. 
The hygiene regulations 

were intensified, 
production was never 
affected in the frozen 

food industry.
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• Which categories are in 
growth/decline? 

Currently, all frozen product groups are 
increasing in turnover and sales. This 
applies to both ready meals and frozen 
pizzas as well as components for home 
cooking. Due to the COVID-19 crisis 
lot of demand was shifted to the food 
retailers because people had to stay at 
home. This has led to an increasing 
willingness to cook. Therefore, we have 
to wait and see how the market 
develops. Of course, we all hope for a 
quick recovery in the gastronomy 
sector, which in the last few years has 
led to a dynamic growth in demand, 
especially in the frozen food sector. 
 
• Are retailers actively encouraging sales 

of frozen food? 
Frozen is a mandatory category for the 
retailers. The growing demand also 
leads to increasing supply areas. Above 
all, however, it is important that 
retailers make the shopping 
environment more attractive so that 
more customers come to the frozen 
food department and stay there longer. 
As dti, we support this by awarding a 

prize for the best frozen food 
departments in retail stores and see 
very positive progress in recent years. 
 
• Have sustainability issues 

impacted sales? 
Sustainability has become very 
important and will be even more in the 
future. In the fish sector, for example, 
there is practically no supply without the 
MSC seal. This has become the 
standard. The demand for organic 
products is also increasing. The new 
national animal welfare seal will bring 
further movement into the mass 
market. Ultimately, companies will have 
to ensure greater sustainability in their 
own processes and products. This is a 
holistic, long-term project that we, as an 
association with scientific partners, 
support. For the dti, the focus lies on 
the climate balance of frozen food and 
food waste. 
 
• What’s the most unusual frozen 

product in the German market? 
It's probably a frozen burger patty 
made from buffalo worms and soy. 
That might appeal to younger 

customers, but per haps a glimpse into 
the meatless future.  
 
• A compostable menu tray for the 

frozen food section of Hofmann 
Menü-Manufaktur and the first fully 
recyclable paper bag for Frosta’s 
frozen food division were among the 
winners at the German Packaging 
Awards 2020. Is this focus on sustai -
na bility reflected across the industry? 

Sustainability is also of crucial 
importance in the packaging sector. A 
number of innovations (new materials, 
thinner materials) have already been 
introduced to the market in recent 
months. Further research and develop   -
ment are underway here. The decisive 
factors are solutions that reduce pack -
aging waste and that can be recycled, 
especially in closed-loop systems. n

7% 
was the increase for 
frozen pizza sales in 

Germany last year. 

#
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T
he past year has been an 
eventful one for the global 
pasta industry, to say the 
least. Prior to 2020, there 
were signs that consumption 

was starting to recover after pasta 
took a sizeable hit from the growing 
popularity of gluten-free and low-
carbohydrate diets. Consumer 
interest in the sector had been 
rekindled, for reasons such as the 
emergence of healthier forms of pasta 
(e.g., products made from legumes or 
ancient grains), as well as the rising 
demand for fresh pasta prepared in a 
more artisanal manner and the 
continued popularity of Italian cuisine 
across much of the globe, especially 
amongst younger consumers. The 
situation changed drastically in 2020 
as COVID-19 hit. Authorities 
throughout the world closed large 
sections of the foodservice industry, 
thereby severely reducing demand for 
pasta sold via restaurants, cafes, pubs, 
etc. On a more positive note, 
however, evidence suggests that 
pasta-based dishes were one of the 
main beneficiaries of the increased 
number of in-home meals.  

THE GLOBAL 
ECONOMIC SITUATION 
The performance of the pasta market 
within the next year or so is likely to 
be heavily influenced by how well the 
global economy recovers from the 
damage caused by COVID-19 and 
the lockdowns introduced throughout 
the world to curb its spread. As the 
global economy has contracted, job 
losses have caused unemployment 
levels to increase in parts of the 
world, a trend which has serious 
implications for consumer spending 
and business confidence. 
The IMF expects the global economy 
to recover during 2021 as vaccines to 
combat the virus become more widely 
available. It has forecast global 
economic growth of 5.5% for the 
present year, falling to 4.2% in 2022. It 
is worth noting, however, that the 
economic recovery is likely to be very 
uneven throughout the world, 
displaying significant variations 
according to country and region. The 
IMF expects the economy for the Euro 
area to grow by 4.2% in 2021, a figure 
which compares with 4.5% for the UK, 
5.1% for the US and 8.1% for China.  

THE IMPACT OF COVID-19 
Across much of the world, sales of 
dried pasta received a significant 
boost from COVID-19, a trend 
apparent in both western markets 
(e.g. the UK) and emerging 
economies such as India. Dried pasta 
was one of the items most likely to 
be stockpiled by consumers as the 
pandemic struck — this was chiefly 
because people viewed pasta-based 
meals as affordable, convenient, 
simple to cook and versatile. 
During the lockdown period 
in the spring of 2020, 
21% of UK consumers 
claimed to be 
preparing exotic 
pasta dishes 
more 

Rising retail sales helped the pasta market overcome reduced 
demand from the foodservice industry during 2020.

STOCKING 
UP WITH 
SPAGHETTI 

By Jonathan ThomasFrozen Pasta for Catering & Foodservice
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regularly, since they had more time to 
experiment with their cooking. A 
quarter of the UK population claimed 
to be eating more pasta during 
lockdown. Consumption of pasta 
increased by an estimated 40% during 
the first half of 2020 in markets such 
as the US, Canada, Ireland and 
Australia, while a 30% jump was 
witnessed in the UK, the Netherlands 
and Saudi Arabia. Other countries 
which experienced strong growth in 
pasta consumption during this time 
included France, China and South 
Korea. According to Kantar data, UK 
sales of dried pasta increased by 
more than 15% to GBP534m in the 
year ending September 2020. During 
this time, volume sales rose by more 
than 71 million packs. Some of the 
best performing varieties included 
spaghetti (up by almost 31%), dry 
fusilli (up by almost 28%), lasagne (up 
by more than 22%) and pasta shapes 
(up by 21.5%). This growth was 
accompanied by a rise in the sales 
of associated products, of 
which pasta sauces 

represents the best example. Within 
the UK market, value growth was 
more apparent within the branded 
sector, which increased by almost 
23% to GBP165m. Elsewhere, sales of 
own-label dried pasta rose by around 
12% to GBP369m. Branded suppliers 
appeared to be better equipped to 
deal with the surging levels of 
demand — sales of the Barilla brand, 
for example, grew by almost 52%, 
while a 32% increase was reported 
for Napolina. With demand for dried 
pasta remaining at high levels 
throughout much of the second 
quarter, a new premium brand 
named Le Stagioni d’Italia was 
launched in the UK during the spring 
of 2020, priced at GBP1.50 per pack. 
This brand places a strong emphasis 
upon its Italian provenance, while the 

range includes 
varieties such as 

fusilli, spaghetti, farfalle, 
penne, linguine and 

rigatoni. Evidence suggests 
that pasta was also one of the 

main beneficiaries of the pandemic 

elsewhere in the world. In the US, a 
2020 survey of 1,770 adults by Grain 
Foods Foundation found that 36% of 
respondents named pasta as a 
comforting food ideally suited to 
stressful times. During the pandemic, 
more US consumers have moved 
towards traditional and classic pasta-
based meals, examples of which 
included lasagne, spaghetti bolognaise, 
carbonara and fettucine alfredo. Prior 
to 2020, US consumers were more 
inclined to show greater interest in 
what might be termed ‘comfort foods 
with a twist’, whereby 
experimentation levels with pasta-
based dishes were higher.  
One trend which COVID-19 has 
accelerated in the UK market has 
been the move towards buying pasta 
directly from manufacturers, rather 
than via grocery retailers. This direct-
to-consumer (DTC) trend had 
already become apparent in certain 
industries prior to the arrival of the 
pandemic — one example from the 
food market is NatureBox, a US-
based company which supplies 
health-oriented snacks directly to 
consumers via a delivery model. 
Having food such as pasta delivered 
carries obvious implications for 
consumers who might have been 
forced by the virus to self-isolate, or 
for those keen to keep social 

interactions to a minimum. Within 
Europe, the UK appears to be 

one of the leaders in the 
DTC sector, for reasons 
such as its comparatively 

large and well-developed 
e-commerce industry and 

the fact that subscription boxes 

According to the 
most recent data 

from International 
Pasta Organization 

(IPO), approximately 16 
million tons of pasta 

were produced 
worldwide in 2019.
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were already proving popular. A 
leading UK supplier of pasta via the 
DTC route is Pasta Evangelists, a 
London-based company which offers 
consumers next-day delivery of 
restaurant-quality pasta (together with 
pasta sauce and garnishes). In addition 
to its DTC channel, Pasta Evangelists 
also supplies its products via Marks & 
Spencer, Ocado and Amazon. In 
2020, the company sold over 1 
million portions of pasta, during which 
time its sales rose by around 300% as 
more people switched to online 
grocery shopping. According to the 
company, its business also increased 
due to the shutdown of much of the 
UK foodservice industry, thereby 
opening up opportunities for suppliers 
such as Pasta Evangelists to provide 
restaurant-quality meals to consumers 
seeking to treat themselves in the 
home. The potential scope for further 
expansion was illustrated by Barilla’s 
decision early in 2021 to acquire a 
majority stake in Pasta Evangelists. 
This marked Barilla’s first entrance 
into the fresh pasta market. Another 
of the UK’s leading suppliers of DTC 
pasta is La Tua Pasta, which delivers 
artisanal fresh pasta to consumer. Its 
fresh pasta, which is hand made at its 
London premises, is supplied to 
consumers in formats such as supper 
boxes (i.e. combining pasta with meal 
items such as sauces and desserts) 
and a la carte. As Covid-19 struck the 
UK, La Tua Pasta was forced to look 

elsewhere to replace the revenue lost 
from the falling demand amongst its 
customers in the foodservice industry.  
 
GLOBAL PASTA MARKET – 
CONSUMPTION & TRENDS 
According to the most recent data 
from International Pasta Organization 
(IPO), approximately 16 million tons 
of pasta were produced worldwide in 
2019, the latest year for which 
information is available. This is almost 
double to the output at the turn of 
the millennium, when production was 
worth around 7 million tons. Italy is 
the industry’s world leader, in terms 
of both consumption and production 
of pasta. According to latest data 
from trade industry body Unione 
Italiana Food, Italian pasta production 
amounts to around 3.37 million tons 
per annum, of which more than 2.15 
million tons (i.e. almost 64% of total 

output) is exported. Italy’s EU 
neighbors accounted for over 62% of 
pasta exports in 2019, with much of 
the remainder destined for countries 
in Asia and the Americas. Other 
leading producers of pasta include the 
US, China, Brazil and Russia. Italy’s 
consumer base for pasta remains 
sizeable — at present, 90% of the 
population eats pasta regularly, while 
over a third (36%) claim to eat it 
every day. Consumption levels are 
believed to be heaviest in the central 
and southern parts of the country, 
where eating patterns remain more 
traditional. At just over 23 kg, per 
capita consumption of pasta in Italy is 
the highest in the world, ahead of 
Tunisia (16 kg), Venezuela (12 kg) 
and Greece (11.4 kg). At around 9 
kg, per capita consumption of pasta is 
also relatively high in the US, although 
this falls to 8 kg in both France and 
Germany and less than 4 kg in the 
UK. Despite the low per capita rate 
seen in the UK, over 70% of its 
consumers claim to eat pasta-based 
dishes at least once a week. 
Penetration of dried and fresh pasta 
in the US is estimated at around 90% 
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Since gluten is responsible for giving pasta its 
flexibility and chewy nature, some manufacturers 

of products made from legumes have been 
incorporating ingredients such as tapioca, pea 

protein and xanthan gum to compensate for any 
potential loss of texture.

”

25,000  
people in 24 

countries prefer 
Italian food.

#
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of the population. According to a 
2020 survey carried out by specialty 
pasta manufacturer Nuovo, 70% of 
US consumers eat dried pasta at least 
once every three months. This 
compares with 40% for dried flavored 
pasta (e.g., Mac & Cheese), 20% for 
frozen pasta and 18% for chilled/fresh 
pasta. One of the main drivers of 
growth in the US pasta market is the 
increasing popularity of the 
Mediterranean diet and its associated 
health benefits.  
Health concerns continue to shape 
the global pasta market. The fact that 
more people throughout the world 
are turning towards plant-based diets 
has increased demand for pasta made 
from legumes such as chickpeas, 
lentils and edamame. Since gluten is 
responsible for giving pasta its 
flexibility and chewy nature, some 
manufacturers of products 
made from legumes have 
been incorporating 
ingredients such as 
tapioca, pea 
protein and 
xanthan 

gum to compensate for any potential 
loss of texture. It is perhaps significant 
to note that Barilla now competes in 
the market for legume-based pasta, 
supplying varieties such as spaghetti, 
penne and rotini made from 
chickpeas and red lentils. These types 
of pasta have also benefited from the 
growth of the gluten-free foods 
market. This trend has also been 

reflected in the rising popularity of 
pasta made from ingredients such as 
brown rice, quinoa and ancient grains 
(e.g. buckwheat, spelt, millet, etc.) The 
Ronzoni range owned by New 
World Pasta of the US, for example, 
includes Ancient Grains thin spaghetti, 
which is promoted as 100% 
wholegrain and a good source of 
fibre. Also part of the Ronzoni range 
is SuperGreens, which is described as 
pasta enriched with extracts from five 
green vegetables, namely spinach, 
broccoli, kale, zucchini and parsley.  
 
ITALIAN CUISINE 
Italian cuisine remains well-
represented within the global 

23 
kg per capita 

consumption of pasta 
in Italy is the highest in 

the world.

#



www.frozenfoodeurope.com 25

foodservice industry — in the US, for 
example, it is the third most popular 
with consumers, trailing only Chinese 
and Mexican. Prior to COVID-19, it 
was also holding its own in 
European countries such as the UK, 
France and Germany, in the face of 
stiff competition from alternative 
cuisines from Asia and the Americas. 
Opportunities are likely to arise for 
manufacturers of frozen pasta 
products once the global 
foodservice industry returns to some 
form of normality, although the 
recent growth experienced by DTC 
channels and food delivery platforms 
is likely to increase demand for pasta 
freshly prepared on the premises.  

Italian cuisine emerged as the 
favorite in a 2019 YouGov survey, 
which canvassed the opinions of 
25,000 people in 24 countries. Italian 
cuisine was mentioned as a favorite 
by 84% of consumers, scoring 
especially highly in countries such as 
Italy, Spain, France, Sweden, 
Australia and the UK. A separate 
survey carried out in 2019 by 
Napolina found that younger age 
groups such as millennials are 
especially attracted to Italian cuisine. 
This is for reasons such as taste and 
its cosmopolitan nature, as well as 
the suitability of many Italian dishes 
for sharing with friends and family 
via social media posts. n

The performance of 
the pasta market 

within the next year 
or so is likely to be 

heavily influenced by 
how well the global 

economy recovers from 
the damage caused 

by COVID-19.
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Frozen Food Technology - Sorting

V
irto Group continues to grow 
and invest in projects to ensure 
the superior quality of its 
products — even in the difficult 
situation created by the 

COVID-19 pandemic. It has updated its 
deep-frozen vegetable sorting plant with 
eleven TOMRA Nimbus BSI+ sorters. 
They join the 22 TOMRA optical 
sorters already installed in different 
group factories, which include Helius, 
Genius, Blizzard, and Sentinel II models. 
The Nimbus BSI+ sorter, featuring 
Biometric Signature Identification 
technology (BSI), stands out for its high 
performance, the easy configuration 
when adding new programs, and its 
minimal false rejection rate (less than 
1%). TOMRA has proved that its 
technology is cutting edge and highly 
versatile with this installation. Although 
the Nimbus BSI+ had traditionally been 
used mainly for sorting dried fruits, once 
the TOMRA sales team understood 
VIRTO's needs, they thought it could 
achieve excellent results for them. Minor 
modifications were made to the chassis 
to fit the company's sorting lines in the 
adaptation process. A month-long 
validation process was completed, which 
evidenced the high added value of the 
BSI+ technology. The eleven Nimbus 
BSI+ machines' installation for the eight 
production lines (of which three double 
lines for more complex products) was 
carried out during July, August, and 
September of 2020. The eleven 
Nimbus BSI+ machines are dedicated to 
the final sorting process of deep-frozen 

vegetables and other mixed products 
that the company sells to supermarket 
chains. The company operates eight 
specialty centers in Murcia (El Raal, 
Santomera), Badajoz, Segovia, Zaragoza, 
La Rioja, and Navarre (Azagra, Cortes, 
Funes). It also has an international 
presence in the United Kingdom, 
France, Germany, the USA, Portugal, 
and Brazil. It offers a wide product range 
that extends beyond frozen vegetables 
to include pulses, fruits, vegetable mixes, 
rice, pasta, cereals, and other vegetable-
based dishes.  
 
NIMBUS BSI+: MAXIMUM 
EFFICIENCY, MINIMUM 
FALSE REJECTION 
In the words of Francisco Casas, in 
charge of sorting at Virto Group: 
"We've always had good machines, but 
we wanted to get close to 100% 
efficiency. With the BSI+ technology, we 
achieve good results with a simple to 
program machine that delivers minimal 
false rejection. TOMRA's BSI+ 
technology shows great potential — and 
we are only at the beginning, having just 
completed the installation. We have a 
way to fulfill the units' full potential, 
achieving the best possible performance 
with the lowest possible rejection rate. 
The reality is that the new TOMRA 
units can do some things that were 
complicated before we had them. 
These machines provide a better 
solution to our needs."  
José Antonio Baldero, Technical 
Manager at Virto Group, also explains 

why TOMRA was chosen: "Our main 
objective was to take a quantum leap in 
new technologies for foreign material 
sorting. More specifically, we wanted to 
be able to offer even better product 
quality to our customers. We opted for 
TOMRA because we saw that their 
BSI+ technology had greater potential 
and was more advanced than the 
competition's technology. When 
TOMRA loaned us a machine for 
testing, we saw that this was the 
technology that best suited our situation 
and specific needs — and this is true not 
only for the detection of foreign 
materials because with TOMRA's 
technology, we have expanded to other 
product specifications." 
Alejandro Palacios, Area Sales Manager 
at TOMRA Food for Spain and 
Portugal, states: "We did a lot of 
internal tests, and we saw that this 
technology worked very well with 
deep-frozen vegetables, so we agreed 
with VIRTO to conduct an on-site 
validation. At the beginning of 2020, we 
gave them a Nimbus BSI+, and they 
tested it for a month. We were able to 
confirm that this equipment did 
everything we thought it would and 
that it worked really well. It was an 
effective technology for detecting 
foreign bodies and foreign plant matter 
(even dangerous plants like 
jimsonweed). Also, there was minimal 
false rejection. TOMRA's BSI+ 
technology brings added value to the 
frozen vegetable sector, as it achieves 
what other machines cannot." 

Virto Group, the largest frozen vegetable company in Spain and one 
of the most important in Europe, has again put its trust in TOMRA. 
The company has updated its main plant in Azagra (Navarra) with 
eleven Nimbus BSI+ sorters. This frozen vegetable mixing, 
packaging, storage, and distribution center is one of the most 
technologically advanced in the industry.

VIRTO GROUP CHOOSES 
TOMRA ONCE AGAIN

By TOMRA Food  
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VERSATILE TECHNOLOGY 
AND TRACEABILITY  
The Nimbus BSI+ works by detecting 
objects' biometric characteristics and is 
capable of removing a large number of 
foreign bodies and unwanted plant 
matter. As Francisco Casas explains: "In 
our case, the difficulty lies in the 
enormous variety and quantity of 
products that we have. Each product 

has its specific characteristics and its 
unique origin: plant, animal, marine. The 
fact that we are not working with a 
single product means that we have to 
make changes in the programming 
continually. That's why the ease with 
which the Nimbus BSI+ can be 
configured is an advantage for us. Fine-
tuning all the programs will take a while, 
but we're already getting better results, 
especially with products that contain the 
more complex ingredient blends." 
"As for the potential of the BSI+ 
technology, when we were validating 
the machine, we were surprised by the 
fact that the Nimbus was delivering very 
similar results when working with a 
single product and with ingredient 
blends. While the machine's behavior is 
already good, I am convinced that the 
results in the next few months will be 
even better. Without a doubt, this 
technology gives us a competitive edge," 
says Alejandro Palacios.  
In addition to the advantages of the 
Nimbus BSI+, it is worth noting the 

further added value of TOMRA Insight. 
This cloud-based data platform unlocks 
valuable and innovative opportunities 
for users of TOMRA sorting machines. 
It turns the sorting process into a 
strategic management tool that allows 
users to make decisions based on real 
data collected from TOMRA units at 
every step of the value and production 
chain. With TOMRA Insight, the 
machine generates data throughout 
the process, which is stored in the 
cloud. "It is one of the greatest added 
values of BSI+ technology. Knowing 
what the machine is doing will be very 
important when optimizing 
performance. It enables us to make 
informed decisions, such as tracing the 
types of foreign materials that are 
being discarded and determining good 
and bad farming areas, whether we 
should expand in one or the other, 
etc. It is a very powerful tool for real-
time monitoring and decision-making 
to improve the business," assures José 
Antonio Baldero. 

GOOD COOPERATION 
IN DIFFICULT TIMES 
Despite the mobility difficulties due to 
the pandemic, TOMRA's team was 
present throughout the process and has 
followed the development of this 
exciting project very closely. The two 
companies have worked side by side in 
the installation and commissioning of the 
machines. "We have had the physical 
presence of TOMRA technicians, as the 
company sent us staff from their 
Belgium headquarters. We want to 
thank them for making this effort in such 
difficult times. When the mobility 
situation became more complicated, 
support was provided by TOMRA Food 
Spain, so there was no need to use 
remote assistance," states Francisco Casas.  
"The situation was complicated for both 
parties, but the support from TOMRA 
has been excellent. They have paid a lot 
of attention to the project, so it has 
been a success — even with the 
complexities arising from COVID-19," 
adds José Antonio Baldero. 
Alejandro Palacios concludes: "I would 
like to thank VIRTO for trusting 
TOMRA and its BSI+ technology. 
With them, we have proved the high 
level of efficiency in detecting plant 
matter and foreign bodies with a 
minimal false rejection rate. This 
increases the performance of deep-
frozen vegetable production lines. It 
was a successful collaboration. We 
have worked very well together 
throughout the validation process."n
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A
ccording to the latest data, 
in the UK, for example, 
research from Lamb 
Weston indicates that 40% 
of consumers favor chips as 

a side dish for main meals. Skin-on 
chips are the favorite, with more than 
60% of people claiming this was their 
preferred format when eating out. 
According to separate data from 
MCA Eating Out Panel, 56% of 
dinner occasions at the UK’s pubs 
feature chips, French fries or wedges 
as a side dish, with chunky, thick-cut 
varieties the most popular option. 
 
INTERNATIONAL 
MARKET TRENDS 
Global sales of French fries and chips 
are worth more than USD20bn at 
present, with the market growing by 
around 4% per annum. According to 
analyst Jonathan Thomas, the 
foodservice industry accounts for 80% 
of usage, with the remaining 20% sold 
via retail channels. The market 
continues to expand across much of 
the world, even though French fries 
have been linked with poor diets in 
some instances. Many of the market’s 
leading suppliers have reformulated 
their products to take account of 
health concerns — for example, 
hydrogenated oils and artificial 
additives have been removed, while 
some manufacturers have launched 
French fries containing lower fat 
levels. The market has also witnessed 
the emergence of products made 
from sweet potatoes, which contain 
fewer calories and have a higher fiber 
content than standard white varieties. 
North America remains a leading 

 
 

In Europe, the 
more northerly countries 

such as the UK, Germany 
and the Benelux nations 
remain amongst the leading 
consumers of French fries. 

HOW ARE 
THINGS 

SHAPING UP? 
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consumer of frozen French fries and 
other potato products, with 
consumption amounting to more 
than 5 million tons per annum. US 
consumers eat around 13 kg of 
French fries on a per capita basis, 
with 7% of the country’s potato crop 
used to produce French fries for 
McDonalds. According to data from 
Technomic, 64% of US consumers 
regularly order French fries as a 
lunchtime side dish, a figure which 
compares with 58% during dinner. US 
consumers are increasingly attracted 
to products marketed as ‘real’ and 
‘authentic.’ Further growth in 
European markets such as the UK is 
envisaged. The sector appears well-
placed to cater towards the growth in 
popularity of free-from diets, with 
suppliers such as McCain UK now 
including a gluten-free variety of its 
Home Chip. In most instances, chips 
and French fries are also permissible 
options for the growing number of 
vegan consumers. Elsewhere in the 
world, China continues to increase its 
share of the global market for frozen 
French fries. According to data from 
USDA, Chinese production of frozen 
French fries is forecast to increase by 
10% to 310,000 tons during 
2019/2020, following increased output 
of fresh potatoes. Domestic demand 
continues to increase, especially within 
the foodservice industry where 
greater levels of consumer 
urbanization and the ongoing spread 
of fast food restaurants have boosted 
the popularity of frozen French fries. 
Furthermore, sales are also 
experiencing strong growth via retail 
channels such as supermarkets and 
convenience stores. French fries 
account for 90% of all frozen potato 
products imported into China. 
However, the share taken by the US 
has fallen in recent years, due to trade 
tensions and the additional tariffs 
levied on US agricultural products by 
the Chinese authorities. At the same 
time, both Belgium and the 
Netherlands have increased their 

share of frozen French fries imported 
into China at the expense of the US — 
together with Turkey, these two 
countries currently account for around 
40% of imports. During 2019/2020, 
Chinese imports and exports are 
forecast to drop by 10%, to 129,000 
tonnes and 8,400 tonnes respectively.  
 
TRENDS FROM THE 
FOODSERVICE INDUSTRY 
Across much of the world, consumers 
eating French fries and chips via 
foodservice outlets are seeking out 
more novel and innovative servings. 
This has been especially evident in 
the large US market, where large 
sections of the population have 
increasingly been opting for so-called 
‘loaded’ fries. Not only do these 

address the growing consumer 
appetite for different eating tastes and 
experiences, but they also naturally 
lend themselves to images shared on 
social media websites. One successful 
operator in this field has been Taco 
Bell — its recent innovations have 
included Nacho Fries (which had a 
cheesy nacho topping) and 
Rattlesnake Fries, which comprised 
seasoned fries topped with nacho 
cheese, jalapeno sauce and pieces of 
steak. Other notable examples have 
included Budweiser Beer Cheese 
Fries from Hardee’s (which were 
topped with Budweiser beer cheese 
sauce and crumbled bacon) and 
Baconator Fries from Wendy’s, 
natural-cut skin-on fries topped with 
cheese sauce, shredded Cheddar and 
smoked bacon pieces. In nearby 
Canada, French fries are frequently 
consumed with poutine, which is 
described as a mixture of gravy and 
cheese curds. In recent years, the 
recipe for poutine has broadened to 
include sour cream, maple syrup, 
guacamole, etc. In a similar vein, the 
variety of ingredients used seems 
likely to widen as the market for 
‘loaded’ fries develops further, 
influenced partially by the ongoing 
spread of ethnic cuisine. Besides the 
usual staples of cheese and bacon, 
other possibilities include toppings 
based around BBQ, teriyaki or soy 
sauce, guacamole and spices such as 
paprika. Moving to the UK, fish and 
chips continue to represent a popular 

Consumers eating 
French fries and 

chips via foodservice 
outlets are seeking 

out more novel and 
innovative servings.
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form of takeaway food, with the 
result that sales of French fries 
remains very high via foodservice 
channels. Expenditure via fish and 
chip shops is worth an estimated 
£1.2bn per year, with 382 million 
portions served. It is believed that 
80% of UK consumers visit a fish and 
chip shop at least once in a typical 
year. In response to dietary and 
health concerns, the industry has 
recommended adopting a selection of 
standard portion sizes to address the 
wide variances which often exist 
across the country. According to 
research recently carried out by 
industry bodies Seafish and the 
Agriculture & Horticulture 
Development Board (AHDB), 44% of 
UK consumers feel that portion sizes 
are usually too big, while a third 
would potentially be interested in 
being offered a smaller portion. 
Thomas says that like their US 
counterparts, many UK consumers 
favor some form of accompaniment 
for their chips when eating out, with 
the range of choices now stretching 
beyond traditional sauces such as 
ketchup and mayonnaise. A Twitter 
poll carried out in 2019 on behalf of 
LADbible (which surveyed the 
opinions of over 16,000 respondents) 

found that curry sauce was 
the preferred form of topping 
amongst UK consumers, 
attracting 40% of the votes. This 
figure declined to 29% for gravy, 
28% for cheese and just 3% for 
mushy peas. These latest results 
appear to confirm the results of a 
YouGov survey carried out the 
previous year. This also found that 
curry sauce was the most popular 
accompaniment for fish and chips 
amongst the UK population, although 
some notable regional distinctions 
were evident. Two-thirds (66%) of 
people from Manchester regularly eat 
fish and chips with mushy peas, while 
29% did so with gravy. Elsewhere, 
while 43% of respondents from 
Birmingham routinely add curry sauce 
to fish and chips, this figure drops to 
around 6% for those in London. In a 
novel move, the London-based fish 
and chip supplier Poppies announced 
it was teaming up with two 
neighboring foodservice outlets in 
Spitalfields to create premium curry 
sauce accompaniments for its chips 
during March 2019. These were 
Gunpowder and Som Saa, which 
specialize in Indian and Thai cuisine 
respectively. The continued 
significance of chips as a component 

in meals eaten outside UK homes can 
be illustrated by the results of a 
McCain survey carried out in 2018. 
According to this research, 75% of 
people would be encouraged to 
purchase takeaway foods by the 
presence of hot, crispy chips. 
Furthermore, the Pub Trends Report 
2019 published by drinks company 
Fever-Tree ranked the availability of 
‘traditional’ British dishes such as fish 
and chips as the second most 
important consideration for UK 
consumers when eating in pubs. 
Chips may also derive some benefit 
from the growing presence in many 
UK cities of ‘food halls’, i.e. venues 
made up of local specialty 
restaurants and bars, all located 
under one roof. Although patrons of 
food halls appear to like the variety 
offered, many frequently opt for 
familiar favorites, a niche which chips 
could potentially fill. n

Global sales of 
French fries and 
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than USD20bn at 
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growing by around 4% 
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M
any different styles and sizes 
populate the market including 
crinkle, wedge, slab, frites, and 
traditional flat in various 
lengths. Other potato products 

include dices, shreds, slices, waffle (lattice) 
cuts, and mince cuts that make-up hash brown 

patties and tator tots. 
 
PROVIDING EQUIPMENT DIVERSITY 
The DiversaCut 2110A Dicer (DCA), by Urschel, 
is primarily the go-to machine for dices and 
crinkle french fries. The machine provides 
exacting cuts at high capacity. The DCA is 
manufactured for rugged production 
environments. Customers appreciate the long 
runtimes the machine delivers. Ease of use is 
another feature, noted by many processors. The 

DCA may be outfitted with either a 5 or 10 HP 
(3.7 or 7.5 kW) motor up to 90 hertz with 

supported heavy-duty components/gearing to obtain 
unsurpassed capacities.  Most potato processors will 

not need to run at such high speeds/capacities because 
the rest of the line may not be able to keep up with the 

product coming off of the Urschel machine, but this option 
is available for some of our leading, ‘super processors.’ For 

efficiency in terms of price point, small-to-medium processors 

By Dan Orehov Potato Cutting, Peeling, Slicing Technology
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MANUFACTURERS 
ADAPT TO THE CLIENTS’ 
REQUIREMENTS 
The most widely used 
cutting equipment 
in the frozen 
potato industry 
is primarily for 
strip cutting of 
French fries. 

Photo: Urschel
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may benefit from the DiversaCut 
Sprint® or Sprint 2® Dicers. Both 
offer smart, compact cutting zones for 
optimal dices and strips as lower cost 
alternatives for processors with one-, 
two-, or three-dimensional cutting 
options, along with many of the same 
added benefit built-ins as the larger 
volume DiversaCut 2110A. For 
slicing, shreds, strips, or lattice needs, 
processors rely on the Model CC and 
the Model CCL. Different cutting 
heads are available to produce 
different styles of products. 
Consistent, precision slices offer less 
waste. Any Model CC may be 
converted to a CCL lattice slicer by 
procuring a set of proper parts. After 
a slicer has been converted to a 
lattice slicer, it may be reconverted to 
a standard Model CC slicer. For 
mince and smaller cuts, Urschel 
delivers the Comitrol® Processor 
line. A multitude of heads are 
available to reduce potatoes. This line 
specializes in particle size reduction 
through the process of comminution, 
incorporating a gradual shearing 
process at high speeds. Moreover, 
The DiversaCut line provides one-, 
two-, or three-dimensional cutting to 
produce slices, strips, or dices. The 
close proximity of one cutting station 
to the next provides precise cutting. 
Potatoes delivered to a feed hopper 
enter a rotating impeller. Centrifugal 
force holds the product against the 
inside of the case. Impeller paddles 
carry the product past the slicing 
knife. An adjustable slice gate at the 
top of the case determines the slice 
thickness. Slices pass between the 
slicing knife and stripper plate, then 
enter the circular knives where they 
are cut into strips. The strips pass 
directly into the crosscut knives 
where the final cut is made. Strip cuts 
are produced by removing either the 
circular or the crosscut knife spindle. 
Slices are produced by removing both 
of these spindles. Shreds are 
produced with shredding discs in 
place of the crosscut knives. The 
Model CC Slicer provides a variety of 
slices, shreds, and strips. Potatoes are 
delivered to the feed hopper 
assembly and enter the rotating 
impeller.  Centrifugal force holds the 
product against the inner surfaces of 
the cutting head comprised of cutting 
stations. Product passes through 

cutting stations producing slices, 
shreds, or strips. The Model CCL 
produces unique lattice cuts with a 
striking and interesting appearance 
and mouth feel. Potatoes to be sliced 
are fed into a revolving impeller 
assembly. This assembly is made up 
of four potato holding tubes. As the 
impeller assembly rotates, the tubes 
are also caused to rotate. Potatoes in 
these tubes rotate on a vertical axis 
and at the same time on a radial axis. 
Centrifugal force causes the potatoes 
to be held tightly against the inside 
surface of the slicing head which is 
spherical in shape. This slicing head 
contains four crinkle knives. As the 

potato 
slides around 
inside the slicing head, it turns 
approximately one quarter turn 
between each crinkle knife. This 
causes the crinkles on each side of 
the slice to be at right angles with 
each other. 
“Urschel remained strong through 
2020. Of course, the foodservice 
industry, as a whole, did see a 
downturn. Overcoming obstacles 
during a rough COVID-19 time, 
Urschel was still successful with the 
introduction of five new machines. 
We feel that 2021 will show gradual 
growth as the foodservice industry 

continues to recover,” says Mike 
Jacko, VP of Applications & New 
Product Innovation at Urschel. 
 
THE ESSENCE 
OF HYDROCUTTING 
Hydrocutting equipment is the 
standard in frozen French fry 
processing, especially in high-capacity 
operations. Hydrocutters deliver 
product to the knife array through a 
high-speed water system. For 
instance, Vanmark’s full Lamina® 
hydrocutting system includes 
complimentary equipment such as 
return water tanks designed to hold 
adequate water for system operation, 
decelerators designed using CFD 
analysis to minimize product breakage 
after the knives, and a Distributor that 
can be used to either run two 
hydrocutting lines off of one pump 
simultaneously or act as a switcher to 
minimize downtime. 
“Vanmark has been a leader in 
hydrocutting equipment for decades. 
The largest French fry producers 
worldwide use hydrocutting as the 
standard because it offers high 
capacity and durable operation with 
minimal maintenance. We offer two 
solutions — our fully integrated skid 
system and our complete Lamina® 
system. Both solutions are extremely 

Overcoming 
obstacles during a 

rough COVID-19 
time, Urschel was 

still successful with the 
introduction of five new 
machines. We feel that 
2021 will show gradual 

growth as the 
foodservice industry 
continues to recover. 

 Mike Jacko, Urschel
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Vanmark has been a 
leader in hydrocutting 

equipment for 
decades. The largest 
French fry producers 

worldwide use 
hydrocutting as the 
standard, because it 

offers high capacity and 
durable operation with 
minimal maintenance. 
 Jack Grote, Vanmark/Grote
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dependable and easy-to-use for long 
production cycles and produce high 
quality cuts with little waste,” explains 
Jack Grote, Sales manager. He adds 
that Vanmark utilizes Computational 
Fluid Dynamics (CFD) software to 
predict water flow variables — from 
simple single-phase liquid (water in 
pipe) to multiphase and gas-solid 
(product in water) — empowering the 
company to design more efficient and 
better performing equipment, as well 
as validate the success of a customer’s 
system before manufacturing and 
installation. Grote also says that in 
general, processing equipment designs 
are changing in response to processor 
demands and regulatory updates, 
including improvements in flexibility; 
durability; sanitary design; safety; 
user-friendly changeouts, cleaning 
and maintenance; and water and 
waste reduction. 
“Our hydrocutters maximize product 
usage — reducing waste — through 
consistent, accurate alignment of the 
potato to the blades during cutting, 
the result of Computational Fluid 
Dynamics (CFD) software modeling. 
They are designed to allow for fast, 

toolless changeout of hydrotubes — 
used to accelerate and align product 
to the blades — and cutting heads, 
which allows processors to adapt 
their system’s operating parameters 
to match the specific product profile 
being run without causing significant 
downtime. The hydrocutters’ 
ergonomic design takes into 
consideration safety and sanitation 
requirements to minimize waste in 
terms of production times and 
resources,” ends Grote.  
 
A BROAD RANGE 
OF FOOD 
PROCESSING SYSTEMS 
The cutting stage is a critical step and 
a major differentiator for every 
potato processor. Whether they are 
a low-capacity, specialty-line 
processor, or have a high-capacity 
24/7 potato processing operation, 
good cutting equipment makes a big 
difference when it comes to 
producing high-quality potato 
products. A nearly endless range of 
different cut shapes and sizes will help 
your potato products to stand out 
and get consumer attention. On top 

of that, good cutting equipment will 
allow optimized line efficiency and 
overall yield maximization. 
“At FAM Stumabo, we have only one 
goal in mind: to help potato 
processors cut potatoes to perfection. 
Our combined knowledge and in-
house design and manufacturing of 
mechanical cutters, hydrocutter heads 
and precision blades allows us to 
offer industry-leading innovation 
when it comes to potato cutting in 
any cut shape and at any capacity. 
We offer an industry-leading range of 
precision blades and we take pride in 
meticulously designing durable blades 
dedicated for peeling and cutting 
potatoes. We think along with our 
customers and help them stand out 
with always the newest and most 
appealing cut shapes and quality,” 
FAM Stumabo experts explain.  
The company’s mechanical cutting 
equipment range features FAM’s 
Dorphy and Tridis machines. Dorphy 
is an entry-level dicer and chip/fry 
cutter (with capacities up to 2Mt/hr). 
The Tridis 180-240 family are cutting-
edge chip/fry cutters and dicers for 
medium- to high-capacity processing 
lines (up to 15Mt/hr). For specialty 
potato products, our Volantis and 
Centris slicing and shredding 
machines offer the highest cut quality 
for potato slices and shreds. 
Stumabo’s industry-leading expertise 
in precision blade design and 
manufacturing is also used to 
integrate only the best blades in 
FAM’s mechanical cutters. Stumabo’s 
solutions can help customers turn 
potatoes into (crinkle) wedges, crinkle 
steak fries, scoops, or other shapes.  
“Thanks to the innovations we have 
introduced in recent years, our 
customers need much less water to 
achieve the same quality for their 
product. This serves both our 
economic and environmental 
interests. Our products themselves 
are also sustainable. Due to the high 
quality of the materials, our machines 
have a longer life span. In addition, 
the machines have a very modular 
design, making it very easy to replace 
parts, which also contributes to a 
longer life. For potato processors, our 
high-quality precision blades and 
highly efficient cutting machines allow 
significant process optimizations 
related to energy and water 



consumption thanks to less starch loss and a more 
precise and constant cut quality,” FAM experts say.  
The company’s investment into virtual tools has 
allowed FAM to stay close and connect with customers 
for demonstrations, commissioning, training and remote 
service interventions. But even before COVID-19, at 
FAM Stumabo a strong knowledge-driven organization 
was built, with a unique set of online platforms to share 
their knowledge broadly with partners and customers. 
Industry 4.0 and related elements such as connectivity, 
remote control & service, big data etc. have been 
around and trending for quite a while. What 
COVID-19 did mostly is accelerate the acceptance and 
implementation across the food industry. So ‘Food 
Cutting 4.0’ is definitely here to stay as well. 
“For 2021 we continue to be positive. We believe that 
the food processing sector as a whole, and also the 
potato segment, will continue to be very resilient and 
eventually continue its pace of growth as soon as the 
COVID-19 situation improves. A growing population 
combined with changing diets in emerging countries 
and an increasing availability of money will continue to 
drive the potato processing industry into delivering 
high-quality food products, produced in the most 
efficient and sustainable way. At FAM Stumabo we plan 
to keep focusing on serving the potato industry with 
the most innovative cutting technology combined with 
our unique, in-depth application knowledge. More than 
ever, our goal is to help our customers maximize their 
process efficiency and overall yield,” conclude the 
company specialists. n

Our products themselves are also 
sustainable. Due to the high quality 
of the materials, our machines have 

a longer life span. In addition, the 
machines have a very modular design, 

making it very easy to replace parts, 
which also contributes to a longer life. 

 FAM/Stumabo experts

”
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Some claim that everything is becoming smart. 
Others are asking a little more carefully: How 
smart will our life become in the future? A third 
group is in the dark about what smart means at 
all, especially as related to professional kitchens. 
Some pioneers in the out-of-home market al-
ready found answers. They are out and about 
setting remarkable trends.

DIGITAL, 
LINKED-UP,  
TRAINABLE & 
INTERACTIVE 

Smart Digital Kitchens
By Dieter Mailänder, mailänder marketing
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O
n the one hand, one refers 
to a "smart" person as 
someone who is intelligent, 
cunning, and clever. On the 
other hand, an elegant 

person with a cultivated appearance is 
also considered smart. Car enthusiasts 
think of the smallest car made by 
Mercedes-Benz, when they hear this 
expression. In contrast, digitally affined 
people associate “smart” with TVs, 
homes, cars (which have little to do 
with Mercedes' Smart car), or cities. All 
of these examples are based entirely or 
partly on systems that 
•are linked-up, 
•learn independently, and 
•are able to interact with other systems. 
 
AN EXAMPLE: SMART TV 
With smart TVs, we see a development, 
which remind us of  smartphones. In the 
past, Televisions were devices, with 
which one was only able to receive a 
few stations. Today, users of a new TV 

gain the impression that they can indeed 
still look at television, but TV’s important 
function lies in offering them chargeable 
additional services. Therefore, they are 
sales tools for app-controlled services 
like pay TV, streaming services like 
Netflix, or voice assistances like Alexa. 
The users have to pay for their use 
and/or accept their advertising. With 
both, manufacturers of these devices 
and their partners generate revenues 
that are presumably significantly more 
interesting than the sales revenues of 
the hardware. 
 
INDUSTRIAL KITCHENS – 
SMART EQUIPMENT 
We don’t have a situation in 
commercial kitchens comparable with 
smart TVs. One still can’t stream any 
music with hot-air steamers, even 
though it can certainly work technically 
without a problem. Nevertheless, the 
devices are smart because they not only 
offer entirely different cooking func-

tions and programs but are 
programmed in such a way that 

they are able to collect 
certain facts and learn 

from them. For 
instance, these 

devices 
recognize 

how far along a product is cooked. 
They control the temperature, air 
moisture, etc. With mix loading they 
differentiate between various cooked 
goods. They store these parameters, 
which can be read out online on a 
linked PC. For example, they enable 
digitalized HAACP documentations in 
compliance with the requirements of 
supervisory authorities. 

INDUSTRIAL KITCHENS – 
SMART MANAGEMENT 
SYSTEMS 
Not infrequently do kitchen chefs 
manage their: 
• Selection of products for the 

use of goods 
• Purchase, supply chain & 

inventory management 
• Digitalization of 
   - article master data 
   - recipes and preparation instructions 
   - menu plans including declarations 
   - staff schedules 
• Preliminary and post calculations of all 

costs and revenues and, if applicable, 
invoicing of services like internal 
catering or supplying external 
customers, as well as 

• Hygiene, including documentation 
totally separated with Excel, Word, 
and similar individual programs. 

 
SYNERGY EFFECTS 
BY THE USE OF CENTRAL 
DATA HOSTING 
In a smart kitchen operation with one or 
several locations, either linked-up special 
programs solve these tasks or universal 
systems, “all-in-one”. For all solutions it is 
decisive that all data is being hosted 
centrally. Then, compared to 
decentralized solutions, those responsible 
can achieve interesting synergy effects in 

terms of efficiency, security, cost-
effectiveness, and other things. Ecological 
questions are gaining more and more 
importance right across Europe. 
Therefore, kitchen professionals demand 
increased frequently that information 
about sustainability (CO2 footprint, 
regional origin, animal welfare and other 
things) can be recorded too. 

There are apps, which recognize and analyze 
personality traits like age, mimic, posture, facial 

expression, etc. by means of algorithms, analyze 
them, and then beam corresponding proposals 

to a monitor.

”

Ecological questions 
are gaining more 

and more 
importance right 

across Europe. 
Therefore, kitchen 

professionals demand 
increased frequently 

that information about 
sustainability.
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MERCHANDISE 
MANAGEMENT PLATFORMS 
The effort in entering and editing data 
promptly to keep the database always 
up to date is already high today and 
will rise noticeably in the future, due 
to the significantly growing data 
volume. New technologies will help to 
process it, for example quantum 
computers. They will also be tackling 
the massive increase in volume as their 
current predecessors are processing 
today’s volumes — even in the out-of-
home market. This development could 
give a push to highly specialized 
operators of complex food 
management platforms. They cover all 
demands of profes sional kitchens 
named above. For a user fee, chefs 
can therefore out source extensive 
administrative tasks. Smart systems 
must be flexible. This is one of the 
learning effects of the recent past. Due 
to the danger of becoming infected 
with one of the coronaviruses, 
directors of company restaurants, 
nursing homes, or university cafeterias 
have established visiting shifts for their 
guests and residents to guarantee the 
required distances and an adequate 
room air. This requires longer serving 
times for the meals and, depending 
on the system, changes in the 
production of the food too. That’s 
why suppliers of kitchen management 
systems had to integrate new 
parameters into their software. 

BAKERY SHOPS, BAKERIES 
– SMART SALES PLANNING 
Hypermarkets often rent parts of their 
space to external partners such as 
operators of bakery shops. They are 
often bound by contract to maintain a 
certain merchandise presence up to 
shortly before closing time. That’s why 
products must be sold with price 
reductions, given back or thrown away 
almost daily. The World Wide Fund for 
Nature (WWF) estimates very carefully 
in a study from 2018 that in Germany 
alone bakery shops and bakeries dispose 
of up to a third of their daily production: 
over 600,000 tons. The other side of the 
coin is that in operations, which are not 
contractually bound, the staff reduces 
the stock prematurely. Thereby they 
don’t fully exploit their sales potential. In 
both cases, the quantities are not 
controlled in line with demand. This 
could succeed significantly better in the 
future with the help of a newly 
developed app. It analyzes the sales with 
the aid of data of electronic cash register 
systems and combines them with other 

influences relevant to sales such as 
weather forecasts. On this basis, it 
calculates the probable sales volume (we 
have introduced a roughly comparable 
system for community catering in the 
6/2020 issue of Frozen Food Europe).  
 
ADDRESSING OF 
CUSTOMER IN FRONT 
OF CAFETERIAS 
Many customers notice their market’s 
cafeterias without paying attention to 
their offers. If they could be approached 
in person outside the cafeteria or some 
other high-traffic area, they would 
choose to visit and enjoy a dish or 
decide to have a drink at the counter 
with a snack. There are apps, which 
recognize and analyze personality traits 
like age, mimic, posture, facial expression, 
etc. by means of algorithms, analyze 
them, and then beam corresponding 
proposals to a monitor. However, one 
has to be very careful that the course of 
action is compliant with data protection 
laws. Operations in the out-of-home 
market are a reservoir of large volumes 
of data. Only a few chefs still use this 
pool to develop their operations into a 
smart kitchen — extensively linked, 
completely digitalized, fully transparent, 
totally flexible, highly sustainable, and 
economically successful. However, some 
pioneers are already out and about with 
a lot of stamina, commit ment, know-
how, and capital. They are setting the 
trends — remarkable trends. n
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The effort in 
entering and editing 

data promptly to 
keep the data base 

always up to date is 
already high today and 

will rise noticeably in 
the future, due to the 
significantly growing 

data volume.
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By Dan OrehovTechnology – Packaging
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A
An example in this regard 
comes from QSR chain 
Burger King, which is 
offering its customers 
reusable packaging systems 

instead of single-use fast food 
packaging in selected cities. 
 
FROSTA DEVELOPS 
PAPER BAG 
At the beginning of 2020, frozen food 
manufacturer FRoSTA ushered in a 
new era of packaging by introducing 
frozen food packaging made out of 
paper: From now on, the plastic bags 
previously used for all of the 
company’s frozen food products are 
to be replaced by a bag designed 
especially for FRoSTA that is made 
out of 100 percent paper. For three 
years, experts have honed this unique 
power paper that protects contents 
without softening, even once the 
defrosting process sets in. This new 

frozen food packaging is neither 
bleached nor coated and is to 
gradually replace the current plastic 
bags from January 2020 onwards — 
around 40 million per year in total. 
The greatest challenge the company 
faced when developing the power 
paper was ensuring a consistent and 
high degree of product protection 
whilst at the same time preventing 
the paper from softening — no easy 
feat considering the constant 
presence of moisture and products 
that in part contain fats. The 
developers achieved this by using a 
purely physical process on the 
material mix. A patent has been filed 
for this unique method of making 
frozen food bags out of unbleached, 
FSC-certified paper, including the 
printing method that exclusively uses 
water-based colors. This frozen food 
packaging made out of paper, which 
can be recycled along with other 

waste paper, is not the first step 
FRoSTA has taken to become more 
sustainable. In as early as 2013, the 
company stopped using aluminum 
and, three years later, was honored 
with the German Packaging Award 
for its then innovative printing 
technology for flexible packaging. This 
technology used water-based colors 
as well as a 100 percent single-origin 
and thus recyclable foil made out of 
the monomaterial PP, which saved 
around 10% in plastic compared to 
conventional bags. 
 
BURGER KING INVESTS 
IN SUSTAINABILITY 
The Loop test project for fast food 
packaging is part of the sustainability 
strategy for this fast-food chain. 
Burger King has made a commitment: 
they are aiming to only use fast food 
packaging which comes from 
renewable, recycled, or certified 
sources by 2025 in order to reduce 
their carbon footprint consistently. 
Their waste management policy will 
also be improved: The restaurant 
chain will recycle 100% of all of its 
guest packaging in the US and 
Canada by 2025. From 2021, the 

An increasing number of frozen food 
manufacturers are adapting their long-term 
sustainability strategies and are working on 
new product development which is meant to 
reduce, among others, their carbon footprint. 

GOING GREEN  
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burger chain is offering their 
customers reusable packaging systems 
instead of single-use fast food 
packaging in selected cities. 
Whoppers, soft drinks and coffee can 
be purchased in reusable packaging, 
once a deposit is provided, within the 
scope of the “Restaurant Brands for 
Good” program in New York, 
Portland and Tokyo. Other brands, 
such as Kraft-Heinz, are also part of 
the pilot project with the TerraCycle 

Loop packaging service. This 
will enable closed loop 
circulation systems to be 
tested together, synergies 
will be exploited and 
specialist expertise and 
findings will be shared. As with 
all food packaging, food safety for 
the products will be of prime 
importance for fast food packaging 
too. Only tried and tested Loop 
cleaning systems are used for 
cleaning, disinfecting and storing the 
reusable containers and cups, in order 
to ensure optimal hygiene standards 
 
IGLO’S FISH IN SAUCE 
NOW COME IN 
HEAT-RESISTANT 
CARDBOARD TRAYS 
German food company iglo is 
celebrating its 50th anniversary by 
exclusively bringing its popular frozen 
fish to market in a tray that is 
completely free of PE-composite 
materials and aluminum. The heat-
resistant surface resembles baking 
parchment and is made out of more 
than 95 percent cardboard. It can be 
used to prepare foods in the oven, as 
usual, as well as in the microwave. In  

 
addition, this tray can be disposed of 
with other waste paper and is 
completely recyclable, unlike coated 
versions. According to company 
statements, switching to these trays 
means annual savings of around 250 
tons of aluminum and is the first 
step in iglo’s sustainability strategy: 
The company has announced that it 
aims to ensure that its entire 

packaging range is based on reusable 
paper by 2022. 
 
REUSABLE PACKAGING 
VIA AN APP 
In September 2020, the German 
supermarket chain REWE presented a 
digital solution for reusable packaging 
in the retail market. Together with 
the start-up VYTAL, the retail giant 
offers its customers in selected REWE 
supermarkets (primarily) a free 

reusable system for the 
salad bar. These rigid 

plastic bowls hold 1,250ml, 
are dishwasher safe and 
can be microwaved. This 
rental system functions 
entirely without a deposit, 

unlike the reusable bottle 
system. Instead, the user registers 
with the service provider via an app 
and receives an individual QR code. 
The customer scans the QR code at 
the serving station in the supermarket 
and can then take the bowl and fill it 
with salad. The customer has two 
weeks to return the bowl. If they 
bring back their bowl within 24 hours, 
they can give it back unwashed. 
However, it must be completely closed, 
completely emptied and have been 
given a quick clean. If the bowl is rented 
out for longer period, it must be 
cleaned with cold water. The process 
for returning it to the supermarket is 
similar to the serving process: Scan the 
code and place the bowl back in the 
return station. The app users can also 
hand the reusable packaging back in to 
other VYTAL partners, including 
restaurants that offer their guests the 
reusable bowls for takeaway meals. n

Burger King has 
made a commitment: 

they are aiming to 
only use fast food 

packaging which comes 
from renewable, recycled 

or certified sources 
by 2025 in order to 
reduce their carbon 

footprint consistently.
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T
he late seventeenth century is 
regarded as the starting date 
for ice cream’s European 
history and the existence 
during the eighteenth century 

of ice pails, special molds, serving cups 
and cookery books with ice cream 
recipes shows how ice cream had 
entered the dining culture of the elite. 
Ice cream found its way into the eating 
habits of other social groups in the 
nineteenth century with the product 
being sold in coffee houses, restaurants 
and on the streets. However, it was not 

until the invention of new freezing 
techniques and the mechanization of 
the ice cream industry that ice cream 
became an everyday commodity, with 
industrial production starting in Europe 
in the 1920’s. 
 
ICE CREAM INGREDIENTS 
According to the European Ice Cream 
Association (Euroglaces), there may be 
additional ingredients depending, of 
course, on the product being made.  
Typically, these could include chocolate, 
fruit, nuts, cereals and wafers. Milk 

proteins are a key ingredient of ice 
cream products. The protein in ice 
cream ensures small fat and air bubbles 
are produced. They give ice cream its 
creaminess. The protein also contributes 
to the flavor. Proteins in ice cream 
deliver about 2 to 12% of energy 
(average 8%) in the product. Sugar gives 
ice cream a sweet taste, but that is not 
its most important role. The sugar 
controls the amount of ice formed 
during the freezing of the product. This 
ensures that the ice cream is soft 
enough to scoop and eat. It also gives 

First referred to as “fruit ice” hundreds or even thousands of years 
ago, dairy ingredients such as milk and cream made their entry into 
the iced recipes, as late as in the seventeenth century, as illustrated 
in recipe booklets and culinary artefacts of that time. In that period, 
the name ‘cream ice’ was born to differentiate from the original non-
dairy version. In the twentieth century, this term changed into the 
more commonly used ‘ice cream’.

ICE CRYSTALS AND 
AIR BUBBLES HELP 
PRODUCE THE 
TASTIEST ICE CREAM 
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thickness to the product and makes it 
stable to heat shock (being in and out 
of the freezer). The sugar will help as 
well to release the flavor of the ice 
cream.  On average ice cream contains 
16 to 23 grams sugar per 100 g. This 
means around 11-16 grams in a typical 
serving. The sugar contributes up to 
50% of the energy in the product. Fat is 
an essential ingredient in ice cream as it 
provides structure, delivers flavor, boosts 
the creaminess and stabilizes the tiny air 
bubbles that influence the creaminess. 
Either dairy fat or vegetable fat can be 
used in ice creams. Typically, ice creams 
contain between 0 and 12 grams of 
total fat per 100 grams. Fat contributes 
from 0 to 45% of the total energy. For 
some products, stabilizers and 
emulsifiers are needed. Stabilizers are 
added to improve texture and prevent 
meltdown. They are usually vegetable 
gums. Emulsifiers are added to improve 
structural properties of the ice cream: to 
make it thicker and more resistant to 
melting. Emulsifiers are usually vegetable 
oils or egg products. No preservatives 
are needed, as the low temperatures at 
which ice cream is stored prevent the 
growth of any micro-organisms. 
Moreover, with regards to storing the 
products, once the ice cream product is 
packaged, it is good practice to store 
edible ices in factory cold stores at 
typically - 25°C. Ice cream should be 
kept cold with minimal temperature 
fluctuations throughout the cold chain, 
from factory cold store to retailer's cold 
store to store freezer, to prevent a 
decrease in product quality due to ice 
recrystallization and coarsening which 
gives the ice cream a grainy texture. The 
shopper should take care to prevent the 
purchased products from warming up 
during transportation to the home 

freezer.  Cool boxes or bags are a great 
help to keep the products cold. A core 
temperature lower than - 18°C is 
regarded as the good practice reference 
for consumer units. Ice and air are 
fundamental to giving ice cream its 
structure, affecting quality and stability. 
The smaller the ice crystals and air 
bubbles, the creamier is the ice cream. 
 
ICE CREAM TECHNOLOGY 
According to the above-mentioned 
European Ice Cream Association, firstly, 
the core ingredients (milk, sugar, dairy or 
vegetable fat, water and any minor 
components such as stabilizers) are 
mixed together and blended in a well 
stirred mixing tank. This first operation 
makes sure that a uniform mixture of 
the right ingredients in the correct 
proportions is created and that any 
powders used are properly hydrated. 
After mixing, the ice cream mix is 
pumped into a pasteurizer where it is 
heated rapidly to a predetermined 
temperature and held at this 
temperature for the appropriate length 
of time so that the microbiological 
quality of the final product can be 

guaranteed. After pasteurization, the mix 
is homogenized by forcing the mixture 
of oil and water through a narrow slit at 
high pressure which causes the oil 
droplets to break up and creates a very 
fine dispersion. Typically, the average oil 
droplet size generated is less than one 
thousandth of a millimeter and these 
small drops reduce the tendency of the 
oil and water phase to separate. After 
homogenization, the mix is cooled to a 
temperature of approximately +5 
degrees Celsius in a heat exchanger. 
After cooling, the mix is stored at this 
low temperature and aged, normally for 
a period of a few hours. It is essential 
that ageing is long enough to allow the 
millions of individual oil droplets to 
partially solidify and allow the proteins 
to coat the surface of the oil. At this 
stage, it is also possible to add any heat 
sensitive ingredients such as colors, 
flavors and fruit preparations. Finally, the 
ice cream mix is now ready for freezing!  
An ice cream freezer must aerate the 
mix, freeze it, and generate the 
characteristic texture of ice cream. Most 
commercial ice cream freezers operate 
in a similar way. The mix is pumped into 
a metal barrel which is surrounded by a 
very cold refrigerant. At the same time, 
a stream of air is introduced into the 
barrel. On the inside of the barrel, a 
“dasher” rotates at high speed and 
scrapes frozen mix from the barrel wall 
and mixes it back into the bulk of the 
mix. This ice formation, together with 
churning of the fat and breakup of the 
air stream into fine air bubbles 
transforms the liquid mix into ice cream. 
This freezing process has been fine-
tuned over many years and fully 
automated computer-controlled 
freezers capable of producing thousands 
of tubs an hour is available 
commercially. On exiting the ice cream 
freezer, the product can be filled directly 
into tubs or other packaging, combined 
with other ingredients such as nuts, 
sauces or chocolate or extruded into a 
variety of different shapes and formats. 
The final step in ice cream manufacture 
is the process of hardening, where the 
freezing of ice cream is completed. 
Here the products are passed through a 
tunnel which operates at temperatures 
around -30°C and are completely 
frozen. This final freezing step stabilizes 
the ice cream structure and ensures that 
the small ice crystals and air bubbles do 
not grow. 

Balanced diets are 
the result of 

conscious choices 
which are made 

possible through 
product offer as well as 

better consumer 
understanding of 

nutrition requirements 
and portion sizes.
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PRODUCT FORMULATION, 
INNOVATION AND 
CONSUMER INFORMATION 
Ice cream formulation and innovation 
are high on the agenda of Euroglaces’ 
members as one of their key 
responsibilities in relation to nutrition 
and health. There are several routes the 
European ice cream industry is following 
to reduce the intake of the “nutrients of 
concern” (energy, sugars, saturated fats) 
from ice creams, including 

l Reformulation of current products to 
reduce the “nutrients of concern”, 

l Reduction in the size of products 
wrapped individually and increase the 
availability of smaller pack sizes, for 
example mini versions, 

l Innovation: the development of new 
products with lower energy, sugars 
and/or saturated fat levels to be 
marketed alongside current products 
and increase the range of products 
available to consumers. 

In 2013 Euroglaces revised its Code for 
Edible Ices by decreasing the minimum 
dairy fat content for dairy ice cream 
from 8% to 5% to enable the 
development of products with a lower 
fat level. Euroglaces recommends that 
local ice cream codes and/or regulations 
follow this revised approach. Through its 
network, Euroglaces is committed to 
further encourage and support ice 
cream companies, particularly Small and 
Medium Enterprises, who sometimes 
face more difficulties to improve the 
nutritional quality of their products 
through product innovation and 
reformulation. To this end, in 2014 
Euroglaces provided members with 
recommendations and supporting tools 

which they can build on in achieving this. 
Many Euroglaces members have made 
significant innovation and reformulation 
efforts over the past decade to offer 
consumers a wider range of ice cream 
options with reduced sugars and/or 
saturated fat levels and in smaller 
portion sizes. In addition, in some 
countries such as Belgium, France and 
Italy the national ice cream industry 
associations have encouraged their 
members to commit to a reduction of 
the average levels of some nutrients of 
concern and some have taken a 
position on product 
formulation/reformulation. 
Lastly, when it comes to consumer 
information, Euroglaces believes that 
behavioral change is key to improve 
diets and lifestyle. Balanced diets are 
the result of conscious choices which 
are made possible through product 
offer as well as better consumer 
understanding of nutrition 
requirements and portion sizes. In 
2010 Euroglaces adopted a 
recommendation on an industry-wide 
typical portion size reference for 
nutritional purposes of 100 ml (or the 
equivalent in weight) for scooping 
products. This harmonized serving size 
for multi-serve products allows for fair 
and easy at-a-glance comparative 
nutrition information for consumers. In 
addition to the mandatory nutrition 
declaration, most of the ice cream 
manufacturers have voluntarily chosen 
to also provide energy information per 
portion on the front-of-pack of their 
products, including as a percentage of 
the reference intake. In addition to 
providing clear, fact-based nutritional 
information that enables consumers to 
make informed dietary choices, more 
and more ice cream companies also 
provide nutritional information via 
alternative communication channels 
such as company websites, smart-
phone applications, etc. n

Most ice creams 
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cereals and wafers, but 
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protein in ice cream 

ensures small fat and air 
bubbles are produced 

and they give ice cream 
its creaminess.
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Offenburg-based Hobart showcased its latest model of rack-type 
dishwasher, the PROFI CS, which is also the smallest model made by 
the German company. The machine comes in three sizes and is ideal for 
catering facilities where a hood-type dishwasher is no longer sufficient. 
The PROFI CS washes a maximum of 200 racks an hour and requires 
only about 1 liter of water per rack. One of the new features is the 
control panel, which is clearly organized to ensure simple and intuitive 
operation of the rack-type dishwasher. The transport speed is adjusted 
via the new Ecotronic control which has three different selection 
options. A temperature display is also included as standard. The new 
rack-type dishwasher will be available starting 1 February 2021.  

www.hobart-export.com

ERLENBACHER SHOWCASES 
COFFEE-INSPIRED CAKES
Together with a barista and coffee roaster, 
erlenbacher has developed four different flavors for 
an innovative product concept, which are precisely 
matched to coffee specialties. erlenbacher has 
showcased four cakes to accompany different coffee 
preparations — Chocolate Raspberry Cake, Apple 
Cassis Cake, Chocolate Salted Caramel Cake, and 
Banana Walnut Cake (vegan). According to the 
company, even during product development, care 
was taken to ensure that the Barista Cakes 
harmonize perfectly with various coffee specialties. 

www.erlenbacher.de

HOBART PRESENTS NEW RACK-TYPE DISHWASHER

New Products
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Beroni, the first UK frozen fresh pasta brand, was recently 
presented by Ebrofrost. Beroni pasta dough is freshly prepared by 
mixing French durum wheat semolina with water. The fresh 
dough is then shaped into its format before being cooked ‘al 
dente’ then immediately frozen to preserve its freshness. As 
Ebrofrost is a member, the British Frozen Food Federation (BFFF) 
Technical team has offered advice during the artwork stages to 
ensure the on-pack information was legally compliant. The Beroni 
pasta is available in penne, fusilli, and macaroni varieties. The 
products are now available at Waitrose.  

www.ebrofrost.com

EBROFROST LAUNCHES UK’S 
FIRST FROZEN FRESH PASTA 

Evoiki Zimi S.A. has been in the export business for more than 20 years and 
expands every year its geographical distribution. Under the brand names 
“Zimi Psahnon” and “Zimarika Psahnon” it exports to over 30 countries 
around the world, from Australia to America, all categories of products. Via 
exports, Evoiki Zimi came close to different cultures, with different flavors 
and quality characteristics. This is how the company is improving the 
production techniques and the desire to create new products. We are glad 
to present you our new product of our company, which are the traditional 
desserts that everyone of us has tasted it at least once in his life: Orange pie 
and Kataifi with ice cream. It is a unique ice cream combination recipe with natural mastic from Chios Island. Orange pie is s a 
combination of our famous crust fillo, baked and dipped in syrup and ice cream. Kataifi dessert is a combination of Zimi’s Psahnon 
kataifi dough baked and dipped in syrup with ice cream as well. There are ideal for all the moments and special events.  

www.evoiki-zimi.gr

ORANGE PIE & KATAIFI WITH KAIMAKI ICE CREAM
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The German frozen bakery expert Lantmännen 
Unibake is launching the new range of Mountain 
Buns. The bread rolls look like they are handmade, 
rustic on the outside and soft on the inside. The 
dome-shaped burger rolls are available in the 
flavors “Rustikal”, “Potato”, “Sesame”, “Whole 
Grain”, and “Brioche Style” and will hit the shelves 
in February. The bread rolls also have a compact 
size (4 inches/4.5 inches), which translates into an 
easy preparation in reliable portions, according to 
the company. 

www.lantmannen-unibake.com

LANTMÄNNEN UNIBAKE MOUNTAIN BUNS

The company created this selection of no added egg 
and dairy cookie dough chunks in order to respond to 
the increasing demand for treats suitable for a vegan 
diet. Just like the company’s existing flagship range of 
cookie dough, the individually-frozen chunks are perfect 
for adding to ice cream and other desserts. In addition 
to vegan diet-friendly products, protein-fortified cookie 
dough chunks have also been developed by Pecan 
Deluxe, suitable both as a raw stand-alone snack or 
delivering an extra protein kick to fortified ice cream.  

www.pecandeluxe.com

PECAN DELUXE INTRODUCES 
EGG & DAIRY-FREE COOKIE 
DOUGH CHUNKS

TYSON ADDS PLANT-BASED 
PATTY TO JIMMY DEAN RANGE
Tyson Foods is adding plant-based breakfast sandwiches to 
its Jimmy Dean product line. The largest US meat company 
recently launched its Jimmy Dean Plant-based Patty, Egg & 
Cheese Croissant Sandwich, featuring a plant-based patty 
made from soy protein, egg whites, and American Cheese. 
Tyson is also launching a Jimmy Dean Delights Plant-based 
Patty & Frittata Sandwich featuring a vegetable-based patty, 
the company’s proprietary blend, made with soy protein, 
black beans, brown rice, quinoa topped with a spinach and 
egg white frittata and cheese served on an English muffin. 
Both will be available at grocery stores nationwide this 
spring. It’s not the first time Jimmy Dean served up a meat 
alternative, according to Fox News. In 2019, it released a 
burger blended with meat and pea protein in addition to 
plant-based nuggets. 

www.tysonfoodservice.com

JUST EGG PARTNERS ROLLS OUT PREMIUM PRODUCTS
Just Egg maker Eat Just, Inc announced a partnership with Cuisine 
Solutions for a forthcoming US retail launch of the new product 
‘Just Egg Sous Vide bites’. Just Egg Sous Vide bites will be 
available starting March in the freezer section of select grocery 
stores in four flavors: America (roasted potato, dill, chives, red 
bell pepper and black pepper); India (curry, broccoli, cauliflower, 
coconut milk and lemongrass); Japan (portobello mushrooms, 
yams, togarashi, soy and tamari); and Mexico (roasted poblanos, 
chipotle chile powder, black beans, corn and lime). The Just Egg 
Sous Vide bites come fully cooked and frozen, and can be 
heated in either the oven, toaster oven, or microwave. 

www.ju.st
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