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ABSTRACT

A COMPREHENSIVE STUDY OF ON-PREMISE BAKERY OPERATIONS
IN SUPER MARKETS

by Bruce E. Chapman

The purpose of this thesis wes to partially meet food retailers!
desire and need for information on installation and management of a
complete "hot" bakery plant and sales area on super market premises.

Since little has been written on the subject, most of the data
and information herein presented was secured through personal inter-
views with super market owners, bakery managers and engineers, and
representatives, both technical and sales, of ingredient and equip-
ment suppliers.

While this study shows by actusl operating statistics that an
on-premise bakery is profitable in some super markets with total
weekly sales of $20,000, no one csn guarantee that in every instance
it will produce desirable results. Success depends, to a large ex-
tent, on management's ability to harmoniously balance operating
facets covered in this thesis: financial analysis, equipment, layout
and construction, personnel, production and quality control, packag-
ing, displaying, advertising and promotion, future potentialities.
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To alleviate retailer concern as to equipment requirements and
initial investment, and to minimize equipment selection and installa-
tion errors, the essential pieces are described briefly and their
costs analyzed through itemized lists of equipment actually purchased
by three different size super market bakeries. Precautions to be
taken by those interested in used equipment are also noted.

This study shows that approximately 1200 square feet are needed
for a bakery with $2000 to $3000 weekly sales; approximately 2100
square feet for bakeries with sales of $L000 to $6000 weekly; 1100 to
1200 square feet for a minimum size bakery ($1000 per week), 500
square feet of this space are utilized for equipment, the balance for
walking, working and product movement. Five existing layouts are
pictured, with product flow lines to exemplify the variation of pro-
duction layout from market to market.

Since no resolute specifications could be found for beakery area
construction, basic recommendations with regard to floors, walls,
doors, lighting, temperature and humidity are presented, to improve
operating efficiency, general appearance and product quality.

The subject of personnel is covered in detail because of its
importance to success. The following phases are examined: determi-
nation of personnel needs; qualifications of a good bakery manager;
authority of the bakery manager; job descriptions for essential per-

sonnel; work scheduling, remuneration; sources of personnel; training.
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No attempt has been made to research the highly technical aspects
of production and quality control. Information on the following sub-
Jects was assembled, however, and is presented to give retailers suf-
ficient knowledge for management guidance: basic types of bakery
products; production scheduling; major ingredient needs; storage of
ingredients; sources of ingredients; ingredient purchasing; baking
formulas; freezing of bakery products; control of stales; government
regulations.

Opinions differ on whether bakery goods should be sold service
or self-gservice. Because of an indicated trend to self-gervice, how-
ever, considerable emphasis is given to types of avallable packaging
materials. Sources of materials, types of packages used, and pack-
aging methods are also discussed,

Research seems to indicate there are no uniform standards for
displaying bakery products, but principles of good display which are
applied by successful operators are presented, as well as a proven
method for measuring display effectiveness.

Operators promote their bakeries and products in various ways,
and some areas examined are: psychological attraction; individual-
iszsed products; tie-in displays; special promotions; pricing; adver-
tising.

In conclusion, the need for research on ingredient mixes, equip=
ment, packaging, displaying and records is indicated. It is also
noted that some forecasters predict that by 1965, 90% of all bakery
products will be sold in super markets.
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CHAPTER 1

INTRODUCTION

Purpose of Study

Early in the 1950's super market operators began to search in
earnest for weys to offset rising costs and diminishing gross profits,
brought on by increcased labor costs and stiff price competition. They
took action in many ways, Pricing policies and philosophies were ad-
justed and balanced with improved merchandising techniques to strenzth-
en profit patterns. Better work methods were utilized, and improved
labor saving devices and machines were installed in an effort to re-
duce labor costs., Shelf space was scientifically allocated, and new
products were added to replace slow movers only if they showed prom-
ise of profitable turnover.

Among food store innovations which promised good profit were
nonfood items, and these were added with varying degrees of success,
Failure in a nonfood venture was often attributed to retailer's lack
of knowledge about such merchandise and his reluctance to destroy the
food image on which he had built success,

To maintain a food image while increasing sales and profits,
super market operators have devoted more and nore attention to on-
premise manufacturing in both bakery and delicatessen. But even

these operations present a challenge, since they, too, are foreign



to the average retailer's background and experience. In spite of
apparent risks, on-premise manufacturing continues to appear in
super markets and, as a result, the need for up-to-date information
about such operations continues to grow.

The purpose of this thesis is to partially meet this industry
need by compiling much of the available inforwation concerning on-
premise bakery operations, so interested retailers may survey the
potentialities before deciding to undertake such a project.

Value of Study ta Retailers

In addition to aiding retailers considering installation of a
bakery, information offered here may be used by others for compari-
son to improve their present in-store baking programs.

Measure of value received will depend on individual desires,
operating philosophies, extent to which information is modified
and adjusted to personal whims, and motivating forces which guide
interested retailers,

To exemplify this variance in value expected or received, one
must understand why retailers currently devote so much attention to
on-premise bakery operations., Here are some of the more important

reasons given by progressive super market owners: 1/

1/ These comnents were made by food retailers contacted when

researching material for this thesis.



1. On2 wvay to meet price competiticn.

2, An opportunity to taks full advantasc of establislied
store traffic, especially early in the wcek,

2. A new source of profit, since most quality bakeryv go~ds
are impulse by nature and not normally "footballed".

4, A chance to serve customers better in a one-stop
shopping atmosphere.

5. A recal opportunity to build and maintain com.unity
prestige and a quality image.

6. A realistic endeavor to resch a happy combination of
higher earnings with increased volumc.

Definition of On-Premise Bakery

There are numerous types of bakery operations existing in nmodern
day super markets, Some of these are lecased departments over which
the food store owner exercises no manzgement or financial control,
Cthers offer the owner partial financial participation and liwmited
operational control. 'the type detailed here consists of a2 conplete
"hot'" bakery production plant and sales areca on the premises, with
sole manegement and financial control resting with the super market
owner,

5Scope of Stndv

e,

his thesis is designed to serve as a management decision guide,
It covers prezctical, znd useful data and information in the following
nz jor areas:

1. Financial Analysis

2. Bakery Equipment

3. Bakery Layout

4, Pakery Area Construction



5. Personinel Control and froyramuiing
G. Production and nuality Control

7. Darxery Packaging

8. Displey Principles and iethods

9. Advertising and Promotion
10, TFuture Potentialities and Research

This extensive coverage is not intended to replace experience,
experimentation, training, product development, reputation building,
or independent enthusiasm for success. In other words, it is imper-
ative that all information be supplemented by individual analysis,
since every successful super market enterprise is personalized by
adjustments to meet its own particular needs, circumstances, and
desires of its customers,

Nor 1is information presented herein to be construed as an argu-
ment to substantiate one type of bakery operation over another. In-
dividuals intercsted in comparative analysis should thoroughly inves-
tigate other systems before attempting an intelligent contrast.

Sourc:s nf Information for This Study

Knowledge imparted in this thesis was guthered from
numerous sources representing all segments of the bakery industry.
Host of the practical data was gathered through personal interviews
with super market owners, bakery managers, and bakery engineers in
various geographical areas, and all such information has been supple-
mented and substantiated by articles in bakery and super market trade
publications. 1In addition, technical and sales personnel representing
ingredient and equipment suppliers added greatly to the wealth of

informztion assembled on the following pages.



suenlesentary Saurces of Inforratinsn
2DppLe et _0-

Where limitations of prepared litcrature on any subject exist,
especially onc in an evolutionary state of developuent, it is ad-
visable to consult supplementary sourccs of up-to-date inlformation
prior to solidifying project plans.

Therefore, in addition to individually contacting the sanc
sources used in compiling information for this publication, food
retailers will f£ind it advantageous and profitable to survey local
conditions, iiistories of community '"hot'' bakery operations and a
study of local eating habits and consumer preferences, for exanmple,

can produce valuable data for constructive planning.



CHAPTLR II

CURRENT 3TATUS OF ON-PRIIIS5Z BAK&RY OP#RATIONS

The question most frequently asked by food retailers contemplat-
ing an on-premise bakery is whether it will prove to be as profitable
venture as it has been for some others, The answer to this question
is not a simple one because so many factors are involved, and a great
deal depends on what the retailer expects and is willing to do. When
he speaks of profit, does he think progressively in terms of total
store profit, or is he primarily concerned with the dollars and cents
that can be derived solely from the bakery operation? If his concept
of profit involves the entire store, hc considers the sales volune a
bzkery can create for all departments by attracting new custorers
and by increasing the number of visits all customers maxe to the
store each week,

Once the question has been analyzed, an answer can be given only
in terms of potential results. No one can guarantee that, in every
instance, an on-premise bakery will stimulate more traffic, increase
total store sales and gross profit, or satisfy any other motivating
force, Successful results depend on a harmonious balance between
Such factors as operating philosophy, policies, space, equipment,
layout, personnel, quality control, production efficiencies, paci-

aging, pricing, advertising and promotion.

-6 =
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Zach of these is covered in detail later, but a better under-
standiag of tiiem can be accomplished if a few basie oparatin
ures are known, ilere, for exauple, are actual figures to shiow what
effect an efficicntly operated bakery can have on total store gross
profit. 2/ Both of these stores are under the same top management
and operate in the same general murketing area.

TaBLZ 1 EFFECC OF BALERY ON GRRO35 PRUFLT

SU2ER FARKE S WITHOUT Bak-RY  SUPER MARIET WITH BAKERY

Department Sales Mix Gross Profit jales Mix OGross Profit
Grocery 55% 12,5% 53.0% 12,55
leat 22% 22,.0% 19.5% 22,0%
Produce 10% 32.0% 9.0% 32.,0%
Frozen [Foonds 4 21.0% 3.5k 21,0%
Honfoods 9% 35,0% 9,0% 35,0%
Bakery 0% 0 % 6.0% 66.0%
TOrAL 100% 13,9% 100 % 21.7%

Though many operators enthusiastically report that the addition
of their bakery has increased store traffic, with resultant increuase
in all departments, the writer knows of no concrete statistics to sub-
stantiate most of these claims. In most instances, when a bakery is
added other changes are made simultaneously which may affcct sales and
traffic, thus making it extremely difficult to pinpoint true causes
of results,

However, one case where reasonably accurate figurcs show the

efiect of adding a bakery is offered by Stepherson's Dig JStar iiarkets

2/ Statement by W. T. Dahl, Personal intervicw.



1

in Menmphis, Tennessee, 3/ ir, kenneth stepaerson renorts average
sale per custowmer was inecreased 75¢, from 33,35 to $4,6U, during the
first 17 weeks of operation., In addition, at the time of his report,

44% of the customers were buving bakery products, 74¢ was the averade

w

bakery sale per customer and bakery sales per square foot were 31.53,
compared with $3,65 per square foot for the entire store,

Another question often asked is what effect an in-store bakery
can have on total store sales early in the week. Again, this is dif-
ficult to answer without qualifications, It is not uncomnon to find
bakery sales distribution as high as 10 to 14% on lMonday, Tuesday and
Wednesday, because many housewives male a bakery purchase every day,
but the same is not necessarily true for other food lines. There are
reported instances where early in the week distribution has been sub-
stantially higher, but in most cases the increase was duc to special
pronotional efforts. Generally, experienced retailers agree that on-
premisc bakeries arc a tremendous ''drawing card" and are particularly
useful for creating carly in the week business, especially when ecfiec-
tively promoted.

On-premise bakery operating figures of common interest to food
retailers are:

Gross Profit

While gross profit usually falls between 60 and 70% of retail
sales, it can be controlled within this range to some degree by
prudent ingredient buying, restraining ingredient and finished prod-
uct waste, careful production schedules, and exercising sound promo-

tional and pricing policies,

3/ Statenent by Kenneth stepherson, Personal interviaow,



The type of items sold can zlso cffect gross profit. &4/ For cx-
aple, 1f large quaniities of breal, buns and sweet rolls arc produccd,
ingredient costs will be lower and, therefore, gross profit higher (ué
to 72..), because these products are made priuarily from flour, a less
exrensive ingredient, But if cakes and fancy pastries are featured
predominantly, gross profit will be lower (56 to (4.5) because of higher
ingredient costs, even thoush higher selling prices partially offset
the more expensive contents,

Cnce a definite gross pattern has beon established, it should re-
main constant. If it deviates without being enginecred or for no an-
parent reason, an experienced operator will check for increcased stale:,
spoilage, errors in pricing, dishonesty, and/or inventory ficures,

Sales llix (Distribution)

Sales mix figures can be misleading to an '"outsider' due to the
possible presence of other featured departments such as nonfoods and
liruver, or inclusion of commercial balkery sales with in-store baked
itens; but they are of real value to the operator since they indicate
departmental improvement or deterioration on a period to period basis.
Even though distribution figures are renorted in a wide range, from
3.3 to 9,31, they are one of the few performance ratings considered
waen comparing similar operctions.,

Reports show that sales mix will go up or down &s quality and
variety move likewise, At times sales mix can also reflect product
pricing policies. DBakery sal2s can be low when prices are out of
line with competition or when prices are higher than thc average

custormer can afford, 5/

4/ statement by T. R, rreer, Personal interview.

5/ Ibid.



léyor Costs

Wages paid bakery personnel vary with locality, as shown on
pages 74 and 75 but, as a rule, wage costs arc higher in urban areas
and somewhat lower in rural arcas. These variations are usually ro-
flected in retail prices, higher in urban arcas and lower in rural
areas, 6/

Total labor costs range from 30 to 40% of sales, but better
operators often split it between sales and production in order to
ascertain vhere excessive labor or lack of productivity occurs, When
divided into these categories, labor costs average 25 to 30% in pro-
duction and 5 to 9% in sales, depending on whether service or self-
service merchandising methods are used. 7/

lligh labor costs are often a direct result of poor manacement
and/or improper selection, evaluation and training of personnel. If,
for exanple, the bakery manager takes a lackadaisical attitude toward
his responsibilities and personnel working for him, or lacks nanage-
ment skill in general, he should be replaced, Then, too, sore indi-
viduals are more adept than others in baking, finishing, wrapsing,
displaving or meeting the public. ‘Therefore, inasmuch as any saving
in labor increases net profit, every employee should be evaluated on
the job to determine if replacement, further training, or trial in

another job i3 best,

g/ Ibid.

7/ Thomas R, Freer, '"Blueprint for On-the-Premise Dakery"
HARGUS BULLETIN, XLVI (April 1959), p, 08.
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Prelaging Tunply Costs

Packaging supply cost ficures kept by most operators usually
represent all material expenses other than basic ingredients, and
include such items as wrapnping f£ilms, boards, trays, boxes, burs,
and other miscellaneous paper and packaging items used throughout
the bakery department. Reported figures range from 1,35 of sales
in high volume service operations to 8.1% in nmedium volume bakeries
packaging 100% of goods produced. As a rule, this cost averaces
about G.5% where sales are 100 self-service, and 2 to 3% lower in
service bakeries, 13/

Regardless of whether service or self-scrvice, packaging supply
costs can be minimized in several ways. Care should be taken to buy
supplies in economical quantities from a competitive supplicr who
can deliver them as needed., Waste can be prevented if paciiaging
svecifications are drawn up for each item produced, if personnel is
trained to usec mat2rials in a frugal manner, if good storage facil-
ities are proviided, and if careful inventory controls are used to
insure suitable rotation,

Other Direct Expenses

In most instances, this figure is simply the difference between
total operating cxpenses and the aggregate of labor and supply costs.
Though operators sometimes disagree on what expenses are direct and
indirect, direct expenses usually include rent, depreciation, util-
ities, insurance, interest, laundry, repair and maintenance, adver-

tisinz and taxes, some of which are not controllable by the balery

manager,

13/ . hom.s R. Freer, Op. Cit.



une onerator budgets his other direct cxpenses as

follmus: _1_»’_&_/

TABLE 3 DIQECT EXPONG D RUDGET

Dent 2.0
Jepreciation 2.0%
I'tilities 1.0%
Insurance .60
Interest G
aundry S0
Repair & liaintenance B
Taxes 1.54
Ctrer (Advertising & Promotion) 1.4
10.0%

Contribution to Cwerhead (CP0)

sotie retailers operate their
overhcad accounting system, which
ment is evaluated on the basis of
pay for non-controllable expenses,

gross profit less

stores by the contribution to
fundaientally means eacih depart-
to

its contribution in dollars

In other words, CTO stands for

xpenses such as labor and packaging supplies,

wiiich are controllable by the bakery department manager.

dlere are some seclf explanatory operating figures submitted

by a retailer using the CIO concept.

In this particular case, they

show how important an on-premise bakery can be to a store's gross

profit picture. 15/

14,/ Statenent by George Goedert, Personal interview,

15/ W, T. Dahl, Op. Cit.

——
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___" Job CrQ BRNTONN BY DpE T oI
1 Period 2 i'eriod 3 Periol
5 llee'"s 4 teeks 4 tleelis Total
Groceries 512,901.43
ticat $7,694,93 35,840,822  $5,211,2>2 13,706.97
Irozen Food
& Produce 3,991.69 2,3829.04 4,753,.31 11,574,04
kery 3,042,47 2,511,061 2,592,54 8,146.42
Druzs 15,742,453
TG ZAL CCO DOLLARS $65,161.29
2LCOROLLABLE EXPENOES
AVIRAGE PER QUARTER 40,664,31
OVELLGE $24,496.98
BANERY G TING p2Or'TT (often called et Profit)

While this figure is somewhat misnamed since it does

not

Y% of
Total CT0

204

usually

indicate true profit as defined by most accountants, it is one many

operators use for comparison and internzl expense control purposcs,

One should never rely heavily on figurcs

thorough investigation is

determincs his bakery operating profit.

the figure is fairly

of cost factors have been zccounted for,

16/ Statement by Edwin A, Borrall,

of this naturce,

uvnless a
made to learn how they are determined,

The follouing profit and loss stutemert shows how one retailer

In this particular irnstance,

16/

Personal interview.

accurate becausc mora than th: average munber



T.DLE 6

PLRCEITTAGL D o = PROVTT AL Tos D500 0000 o DOFNRY DEEAR LY
TCTAL SALES 0,00

IIIGREDIEIT CCOY 25,29

GRO33 PROFIY 71.71

COITTROLLAZIE EXPUILES

Advertising 1.01

Promntion 1.41

Delivery .C3

Freicht .04

Fuel 24

Laundry .55

Water, Pcwer & Licht 1.10

Parking Lot liaintenance .17

Repairs .25

Labor 29.35

Supplies 7.04

Sundry .08

Payroll Taxes 1.69

Telephone .C6

Travel .06

Trading Stamps 1,32 44 ,5¢C
NON~CONTRCLLABLY LEXPENSES

Accounting .C7

Real Estate Taxes .26

Depreciaticn .02

Insurance 25

Interest .33

Janitor Jervice 1.55

Store Rent 1,22

Fixture lent 1.75

Taxes .21

Professional Jdervices .02 5,68
Total Omerating Expenses 50.18
Cperating Prefit 21.553

55 Diseount & Cormicssion Expense 6.52

3akery Cperating Profit 15,01%

Operating figures collected from 12 midwestern super maricts are
presente” in the followins (table 7, page 13) to promote a better
understanding of information in the balance of this thesis, It shculd
also be valuable as a guide to iwmproving existing operations, eval-

uating proc-ress and setting operational goals,
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While the amount of records kept by bakery operators may vary,
from practically nune to a vast quantity of compliczted torus oand fiz-
ures, investigation indicates that certain essential records can en-
hance the degree of success. Without gecod accounting and control
systems, little can be done to pinpoint problems, maxinrize pr fit, or
nmeasure effectiveness of changes in operating technicues, policies and
philosophies., ‘Therefore, better operators design record forus to fit
their individual needs in controlling inventory, cost of ingredients
and supplies, labor, production to meet customer demand, display for
maxinum sales, special orders, and quality.

Additional operating figures are given in appendix a.

liost bakery specialists and experienced operators agrec 320,000
to 325,C00 wecl:ly store volume is essential to support an on-premise

manufacturing operation, Their analysis is based on the feollowing

data:

Total Jtore Sales $20,000 weekly

Average DBakery Sales Mix 5%

Bakery Sales 1,000 weckly

Labor Cost (34 %) $340.00

Indredient Cost (33 %) 330,00

Supply Cost ( 6.5%) 65,00

Other Dircct Expenses (11.5%) 115.00 $ 850,00
Bakery Operating Profit $ 150.00 weekly
less Indirect Expenses (5%) 50,00
Net Profit $ 100.00 weekly
Average Investment $25,000

Yearly Return on Investuent 5,200 (20.8%)



These sane experts stress, however, that store volume alone will
not guarantee a {air return on investwent. They point out the im-
portance of sound operating policies and philosophies which, when com-
bined with volume prerequisites, can lead to success,

While operating policies and philosophies dilfer slightly between
stores, successful operators generally agree that initial emphasis
should always be placed on quality and variety at competitive prices,
Cnce the bakery is firmly established and sales have leveled off,
attention can then be given to improving operational efficiency.

Under no circumstances, however, should changes ever be made which

will degrade quality or diminish variety offered,



CLWPTER III

UIPLIINT

One inmportant key to an efficient bakery operation is proper
equipment., Many food retailers planning on-premise bakeries are

perplexed with the wvast array of available equipment and the mul-

tiple opinions offered on the subject., Further complicating the

situation are memories of past experiences in setting up other
unfamiliar departments and the potential costly mistakes that can
be caused by ignorance or lack of preliminary investigation,

To partially offset excessive confusion, to minimize initial
investment, and make certain fewer errors occur, some retailers
spenc considerable time studying equipment necds before deciding
on purchases, while others delegate this responsibility to key
bakery personnel who, because of training and experience, are often
well qualified to handle the job.

As a guide for those in the planning stage, a list of equip-
ment comuonly found in super market bakeries is given. Crouping is

by area, and brief comments are added tc promote clarity and under-
Standing. 17/

e ——

17/ Statements by O, L, Creen, Personal interview.

——
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STORAGE AREA

Skids and Pallets

Some type of movable platform is needed to facilitate
rotation, good sanitary conditions, and efficient handling
of bulky ingredients such as flour, sugar and shortening,
Best sanitary conditions can be maintained and adequate ven-
tilation is possible when platform is several inches above
floor level. Standard 338" x 52" flour pallets can be used
if space permits, or movable wooden skids can be constructed
by a local carpenter to fit available space. Two-wheeled
30" x 60" semi-live skids are popular, since they stack well
when not in use and can be loaded at delivery truck before
moving into storage with the aid of a two-wheeled jack,
sShelves

Wooden or easy-to-clean metal shelves for storage of
pie fruit, spices, paper suppliecs, and other light weight
ingredients should be constructed 18" to 24" in depth, Max-
imum space utilization will result when first shelf above
floor level is high enough to permit placenent of loaded
skids below it and tcp shelf is close to ceiling.

Handling Dquipnent

A two-wheeled hand truck provides for casy and efficient
handling of heavy items and lessens chance of personnel
injury.

Floor ilixers

Mixers, the ''pacesctter’ of the bakery, can be purchased



in a variety of sizes and types to accounmodate volume and
kinds of goods produced, For exanple, a 31200 weckly vol-
ume bakery producing a balanced assortment of items can,

in most instances, begin operating with one 80 quart verti-
cal floor mixer; but if heavy bread volume is anticipated,
a 140 quart size should be considered. A 140 quart mixer
can be adapted to use 80, 60, 40 and 30 quart bowls.

Regardless of what size mixer is installed, space should
be reserved to permit the addition of a second mixer as
volune grows,

As a general rule, an 30 quart vertical mixer is adequate
for mixing small quantities of bread and cake doughs, or is
often censidered satisfactory as a mate for a 140 quart machine.

Bakeries producing large quantities of yeast products some-
times use an Artofex type as a second mixer. Its two arus
simulate a hand folding or kneading action and, therefore, is
ideally suited for bread doughs but not for cake batters,

Bench ilixers

The ''chore boy" of a bakery is the 20 quart bench mixer,
Located on one end of the scaling bench, close to ingredient
containers, it can easily be put to use mixing most of the
icings and fillings, as well as small quantities of batter.

Scaling Pench

Most scaling benches are 3' x 10" in size, Work surface
can be constructed of steel, 2" maple, or hard plastic lam-
inated to plywood. DMaple top is best when cramped space nec-

essitates that the bench be used as an auxiliary nalie-up bench,

wiich is often the case in super markets.,



“pice and In-redient Storate Facilities

Galvanized metal drawer units placed on top and to the
rear of scaling bench can serve as storage containers for
spices and small quantities of other day to day ingredient
needs. ‘These units come in 6°', &', 10', 12' and 14' lenghts.

Easier to clean, less expensive steel shelving can sub-
stitute for drawer frame, provided uniform, eyve appealing
containers can be found to replace drawers,

Ingredient Bins

large rectangular storage bins on casters are available
for storage of bulky ingredients such as corn sugar, bread
flour, granulated sugar, salt, milk powder, powdered sugar,
pastry flour, cake flour, brown sugar and corn starch. They
come in threc major sizes - 120#, 1554 and 195#., Three small
and four large size bins can be conveniently rolled beneath
most 3' x 10' scaling benches. G5pace permitting, stock size
JNo. 3 cans (200# capacity) on casters can substitnte for, or
supplenent, recctangular bins.
Troughs

After bread dough has been mixed, it is usually placed in
a container and allowed to risc before final kneading, form-
ing and panninZ. Four foot steel trouchs on casters, de-
signed specifically for this purpose, hold bread dough from
two 80 quart mixer bowls. A 6' trough is needed to handle
dough from an Artofex type mixer.

gefrigerator

One refrigerator should be situated in mixing area for

storage of perishable ingredients such as yeast, eggs, butier,



and reconstituted dryv wmilk., The size 13 usually related to
delivery schelule and sales voluwe., A large new or use.l
household refrigerator may be useful.

Scale

All bakerices, regardless of size, need a scale for weigh-

ing ingredients prior to mixing. A simple balance scale i

(5]

adequate, but some experts say a 75# capacity dial type will
save time and facilitate accuracy.

3ink

Many unnecessary steps can be saved if mixing arca contailns
a sink to supp:iy water for mixing purposes. sink shoull be
larg: enouzh to allow f£illing of gallon or ten quart containers.

FAKE-UP ARSA

Make-up Bench

Experienced bakers recomaend 3" mapla top tables as make-
up benches, since other types will not stand up under the
harsh treatment and daily scraping. 4' x 12', 5' x 10' and
5' x 12' are sizes cowmonly found in super market bal:erices,
but may be cut any size to fit volume and space. .=quipment
experts agrec that regardless of bakery volume, make-up bench
should not be shorter than 10'; and if personnel arz to worlk
on both sides, the 5' width is necessary.

sheater-loulder

Essentially, the sheeter-moulder replaces the old style
rolling pin, Interchangeable pressure boards {(plates) permit
the basic machine to perform a number of functions, most iln-

portant of which are: rolling out pie dough, rolling out

and sheeting roll dough prior to cutting, and moulding Hrecad.



Besides increcsing productiviry over costly, laborious naud
nethods, the shecter-noulder coasisteatly praduces products
of uniforn size and shane.

Althouzgh most super market bakeries cannot afford them,
fully automatic accessories can be tied in with sorme tvpes
and sizes of sheeter-moulders to form a continuing straight
line production sctup which will sheet, roll in, cross roll,
form, fill, denosit cinnamon, apily eg: wash, water and oil,
size and cut, faster than 100 hands. Retailers investigating
equipnment needs should be cognizant of these accessories and

consider their future application,

Bun Divider-iounder

liost cost conscious operators would not attempt to cut
dough for bLuns by hand, when they can use a low cost (approx-
imately %500 36 part Lench bun divider, but they might con-
sider rounding cuts manually, rather than purchase a $1400
bun divider-rounder which will both cut and round.

Balance 3cale

To gain maximum productivity, each person working at a
make-up bench should have access to a 15# capacity balance
scale. lHowever, if tinis is not practical, at least one
should be placed on each side of the bench, if both sides
are used,

Pan Washing 3ink

Investment in pans can be minimized if washing facility
is designed to maintain a steady flow of cleun pans to malc-
up area, A double sink, required by most sanitation laws,

lncreases efficiency when one side is used for wasaing and



the other for rinsing. whencever possible, sinin should be

equipped with lever drainus to peruit pan drying in sinis well,

om0l W0 HOLDYNG AREA

Retarder

The retarder is simply a refrigerator operated at about
40° F. and about 90s humidity. It is used chicfly to rectard
dough fermentation between actual mixing and baking process.
It allows preparation of sweet yeast doughs and Danish (or
itens made up from these doughs) up to 72 hours in advance
of baking, thus giving flexibility in scheduling production,
oone bakers use retarders successfully to maintain freshness
of both iced and un-iced cakes for 24 to 43 hours prior to
selling.

rfrenzer

Fre:zer cabinets, which maintain a recommended air teun-
perature of 0° F,, are available in various sizes and types
to £it most any shop needs. 3Belore sclecting a freezer unit,
operators should thoroushly analyze operating conditiomns,
baking capacity and available personnel, then balance tiicse
factors against initial costs, <Care should be taken not to
underestimate size or capacity, for too often more freezer
space 15 necded than anticipated. This is especially true
1n super nariet bakeries where production wmust be geared to
meet Thursday, Friday and saturday sales peaks, Insufficient
freezer space can, to some extent, nullify benefits freczers
provide.,

Two trends of thought prevail regarding retarder and

freczer space requirenents. sowme bakery managers say tuey



necd equal awounts of both, wiile others plun up to twice as

nuch frezzer capacity,

N
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Jelection of an oven, thz heart of the bakery, should be
made carefully, with the aid of an expert, since Lt not only
represents the largest single item in total investment, vut
can radically influence the quality and quantity of goods
produced,

dumerous kinds and sizes arc manufactured, but direct and
seni-indirect gas fired revolving tray ovens are considered
most suitable, Twelve pan cabacity uniis are frequenily found
in bakeries doing less than $1500 weckly and as a second oven
in larger operations; however, some small bakeries install a
20 pan oven initially to perwuit a snooth expansion process.

Jince bread is usually bzked at 350° to 400”F., cakes at
3200 to 380° F,, and pies at 400° F,, whenever possinle, two
ovens should be purchased t> permit baking of two products at
one time. ilowever, it is often amazing how much product can
be run through one oven, with proper planning and good man-
agenent,

Proof Box

Every bakery must have a proof box, where temperature and
humidity are controlled for the lecavening process., he size
unit installed will depend on baking capacity. Generally,
most single oven bakeries, with either a 12 pan or 20 pan unit,
nzed one proof box large enough to hold one bread rack or two

bun racks, while dual oven operations may require a proof box



for cach oven, if naximun productivity is to be atiained.

Proof boites are available to wmeet almost all concelveble
circumstances, oselection should be mede carefully and, if
possiblae, with the guidance of a reliable equipment special-
ist.

Oven Damp Benci

This mobile bench, positioned adjacent to oven doors, plays
an essential part of the bakins process. Without its use as
an all purpose utility table, an oven man's efficiency would
be greatly handicapped. sSpace and volume will diciate the
size.
Bread Racks

Volume of bread produced and space available will deter-
mine the number of bread racks required for cooling and han-
dling purposes, GTvery shop should have at least one, but two
or more can often increase labor productiviiy and product
output.

Wing an? Pan Slide Racls

Standard wing racks are constructed to hold 36 18" x 28"
bun pans, while most pan slide racis have room for 20 puns,
liany bakers prefer wing racks because they better utilize
floor snace and vermit pan insertion from three sides. Nuaiber
purchased is governed by volume and space.

FIMLSIILNG ARCA

'

Finishing Table

This table, used primarily for icing and decorating, is

usually purchased or built to accoiuiodate volume and space,

-

ihe nature of its use makes it imperative that work surface



be constructed of casy-to-clean material, If table Ls to be
placed against a wall, it should not be cover three feet wide;
but it finishers are to work on both sides, it should be at

et in width,
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iligh cavacity gravity-feed slicers arc best suited to
self-service bakeries where a creater volune of bread is
sliced at on2 time imaediately before packazing. In service
type operations, where bread iz more often sliced as purchased,
less expensive push or spring-fed slicers are usable, sone
slicers are eqguipped with attached semi-automatic wrapping
table on which bread can be wrapped as it is sliced.

3ink

LIPS

A small sink should be close to finishing table so worker's
hands, mixing bowls, spatulas and other utensils can be washed
quickly, with little motion and tine loss.

GLNG ARFA

Packaging Table

lost packaging tables are custom built to £it space allo-
cated anl to conform to the packaging methods used. liowever,
standard size tables are manufactured which may mcet the neceds
of a particular oneration, If wrapvers are to work independ-
ently at individual tables, each tavle should be constructed
sno all tasks can be completed with minimum of effort and move-
ment, I{ tean wrapping is conteuplated, at any time, a long
tahle with several completely outfitted work stations is best.
Regardless of wrapping system used, tools and materials shoulid

always be located within easy reach, and work surface should



e

be about I8 hi~h for the aversse tren or,

s22linT oolc

Fers, if any, heat seals arz2 az'> -1 a hand iron on
bakery paclzates, but it is wise to h. ve at least one iron
available, for taclking loose film ends and for sealins odd

aped packaces. liost naciares can be sealed cosier and
faster with a hot plate flush with work surface. when se-
lecting hot plates, pov clese atcention to terperature range
and accurzcy ol hezt countrol, particularly when planninc use
of 3aran or Vitafiln,

Label Ifgyp}nter

Jone kind of label imprinter will be necded, unless pre-
vrinted labels are used., MNurerous types of imprinters ar>
leased or sold for use in super market bakeries, and retail-
ers should thoroughly investigate these machiines as a prelin-
inary planning step. I¥st label salesnen can supply informa-
tion on them and, in some instances, they are equipped to
demonstrate machines designed esrecially for their labels.,

lMiscellaneous Equipment

"hese three pieces of equipment are recormended for in-
creasing paclkaging productivity:

Rread loading unncl

Rag Cealer-Tape Dispencer

canual Dox sealer-Tape Dispenser

DISPLAY APRTA

See information on display fixtures on paZge 124,
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Gas Tired Caniv Stove

For cooliint icinnss, fillinas, candies, etc.

Stean Doiler

To nroduce steam for ovens, proof box and steam kettle.

Frver and Accessories

For doughnut production.

LPORTAINL HISCELLANEOUS BOUIRINT, 1TOULS Asin INCIDRMAL UGS its

Cae filler Ball bearing rolliing pins

Pastry bags Bench, sink and pastiry brushes
Can opcner 3" plain and doughnut cutters
Bench scrapers Glazed bal:ing screens - 18" x 26"
Oven mitts 13 1b. glazed bread pans -

Crimp loaf pans 5 pans strapped together

Wire e~¢g whinper 1 1b. glazed bread pans -

Cup care frames 5 pans strapped together

Wood pie pins Aluninum bun pans -

Fot and pan rack 16 gauge - 18" x 206"

Bisnarck pump filler Exhaust fan -

4" pastry wheels for oven heat removal

2'"" jarcer rastry wheels Wire doughnut proofing screens
Angel food calke pans Fcod grinder attachment

llarvann calke pans for bench mixer

24" sicves Ventilator hood and exhaust fan
Ingredient scoops for exhausting doughnut

Floor scraper frying odors, smoke, etc.

33" wood stirring paddle bouphnut fat filter and

Portatle can dollies cleaning supplies

Roun.l freasce hrushes Star and plain shaped pastry tubes
7" x 14" round cake pans Candy and douzh thermometers

8" x 14" round cake pans slicing, icing, palette and

9" x 13" round cake pans vienna knives
10" x 2 " round cake pans 1 gal., 2 qt., and 1 qt, weasures
12" x 2 " round cake pans 30" x 36" canvas cookie cloths
18" x 2¢" icins screens 31" steel hand mixing bowls

Cake decoratine tube set 12" stainless stecl bowls
3calloped and plain cutters with flared sides

MAJOR OPTIONAL EQUIPMENT

Pan Washer
Though expensive, it can increase large sihop efficiency

and minimize investment in pans. Small operations may wisely

reserve space and provide rough plunbing for future installation.



tean Roettle

This provis

es accurate heat control for cooking pie
fillings, custards, icings, etc,; hewever, the candy
stove can be used for the sanmne purpose, but requires more
supervision to prevent burning. liost bakeries with a
stean boiler also have a steam kettle,

ESUIPTRENT INVESTIIN

Although total investment will always vary relative to size,
volume and personal preferences, the followins chart is presented
to show approxinate total equipment costs for a bakery outfitted
for $1000 to 31500 weckly sales: 18/

TABLE 8 INVESTIREND BREAKDGWIT DY AREA

3UORAGE AREN $  20u,.00
VIXING AREA 5,000,900
UARE-UP ARBA 3,5u0,00
IITERIEDIATE HOLDING 3,500.00
LAKING AREA 7,200,00
FINISHING ADREA 1, 006,00
PACKAGINIG AREA 1,000.00
DISPLAY ARE 3, 000,00

$25,200,00

Plumbing and electrical costs, as well as frecight charges,

will add from 31000 to $3000 to this estimated total, de-

pending on locality,

To show how equipument requirements actually differ betwcen op-
erations, the followinz data was compiled from studies made in threc
midwestern super market bakeries, lote how cquipment size, quantity
and cost are directly related to volume and space. lteir numders cor-

resvond with circled mmbers on layouts,

12/ 3tatenent by T. R, Freer, Personal interviesw.
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TABLE

9

DASLC LoULTIOID ReinULl Lifls Wt

NN R T ey Tt T T e oty g
ASCRONDYATE Comy = ol 01 ey ]

Planned Capacity $1,200 per ucek

Nescrinption

pension

(&3]

DA

5B

20

pr.

lieavy duty semi-direct gas fire:
revolving tray oven, 4 trays

26" x 60", 12 bun pan capacity., All
motors, controls, safety devices and
items standard. 220 volt, 3 phase.

Steaming equipment in oven with
sump and trap.

Man to supervise installation, Pur-
chaser to furnish all necessary help
to install and to connect all gas,

electric and steam lines to the oven,

Proof box, All electric with auto-
matic controls and air conditioner,
Capacity one bread rack or two double
wing racks. 220 volt, single phase.

Dough retarder with 1/2 hp. conden-
sing unit, air cooled, 3 sections,
6 doors, Capacity 144 bun pans,
Motor: 220 wvolt, 60 cvcle single
phase.

Freezer with 1 hp. condensing unit,
alr cooled, 3 sections, 6 doors, 133
bun pan capacity. Motor: 220,203
volts, 50 cycle, single phase.

26" x 18" fryer with folding drain
board, safety pilotstat, aitomatic
thermostat, 3 screens, drain valve,
plain steel pot and all items
standard,

Doughnut frying and proofing screens,
size 17" x 25",

Detachable handles for screens,

19/ zander's 3Super larkest, Rantoul, Illinois.

$4,058, 00

169,00

450,00

1,424,00

1,125,00

1,727.00

3,15

$4,053.00

169,0u

450,00

1,424 ,00

1,125,00

1,727,00

456,00

105,00

6,30



10

11

14C

15

16

17

17A

17B

o

Donhnat neehine, column metuted on
frver with ona plain plunzer of
Douchnut pluncer of proper size.
Gas candy furnace with buruer only.
Oven and utility bench.
Roll-sheeter and moulder with motor
110 volts, 3 pressure plates for
moulding and all items standard.
110 qt. mixer with 3 hp, 203/220
volts, 60 cycle, 3 phase motor,
tiner, auxiliary drive for attach-
ment; 110 qt. bowl dough hook
(spiral), dolly truck; 36 gqt. bowl,

flat beater, wire whip, adapter ring,

20 gt. bench mixer with 20 qt. bowl,
beater, wire whip, lMotor: 110 volts.

36 part bench bun divider,
Stand for item 12,

Double tub sink, each tub
3" x 30" x 16" deep.

lever drains for above sink.
Maple table to»n 3' x 10' x 2",

3' x 10" table frame with bin guide
stops and adjustable legs.

Ingredient bins.
Ingredient bins,
Shelf unit 6' long,

Steel table with shelf under (for
icing and finishing).

Maple table top 5' x 10' x 3",
5>' x 10' frame adjustable legs.
Shelf under,

Tool drawers.

«

>

21(}': 8
58,00
70,00

Oh 00

810,00

2,124.00

600,00
313,00

25,65

190,25
17,00

112.9>

30.00

51,00

162,00
213,00
103,50

99,00

25,00

b

21Ut
58,00
706,00

G 00

2,124,000

66U, UU
315.,u0

25,65

190,25
34,00

112,95

97 .00
138,75
60.00

51,00

213,uu
103.5C
99,00

BRIV



12

19

21

slicer with 119 volt woior,
stani (lz2as flazher). S 4L 00

Double portable wing rack with
textolite she=~ls. 3 o0

18 pan slide racik with textolite

wieels. 63,00
Midget bread rack with eomposition

casters. 8o,y
lise. tools, pans, cutters, and

all incilental utensils - estimated.

(This item will vary with the number

and type of pans used,) 1,200,00

TOTAL

> A0G,ul

g, i)

P
[SYI =1V

LU LLO

1,200,00

$17,029,06
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Plannel Capacitvy 32,500 per .cak
init
“an, Descrintion Prica
1 lleavy duty seml-indirect gas fired

revolving tray owven, Y% trays, 26" x 96",
25 bun pan capacity, all motors, con-

trols, blowers, safety devices, and

all items standard. Voltage 220,
phase 3, cycles 60.

Steam injectors, valwves and traps.

35,978.00

177,00

lMan to supervise installation. Pur-
chaser to furnish all necessary helpn

to install oven and to connect all
fas, electric, and steam lines of
correct size to oven,

1 vrooi box complete with humidifier,

all electric control, and all itcms

standard. This item sihipped knocked

down. Any mechanic can build.

1 Doush retarder, with 1/2 hp. air
cooled conlensing unit, 3 sectinns,
6 doors, 144 bun pan capacity.
Motor: 220 volts, 60 cycle,
single phase.

1 Freezer, with 1-1/2 hp. air cooled

1,599,.00

1,125,00

condensing unit, 4 sections, 8 doors,

184 bun pan capacity. Motor: 220
volts, 60 cycle, single phase.

1 140 qt. mixer couplete with 140 qt.

2,327.00

bowl, dougn hook, bowl dolly, 80 qt.

bowl, flat beater, wire ship,
adapter ring, Motor: 5 hp., 220
volts, 3 phase,

1 Vertical mixer complete with 80 qt.
bowl, dough hook, beater, dolly
truck, 36 qt. bowl, flat beater,
wire whip, adapter ring. Motor:

2 hn., 220 volt, 3 phase.

20/ tekeel's Market, wheaton, Illinois

2,853,L0

1,989.00

&5'978.00

177.09

575,00

1,599,00

1,125,00

2,858,00

1,00, 00



~J

10

luA

108

11

11A

12

13

135A

14

144

14B

14C

&~ & o

Vertical bench mixer coanlete with
20 qt. bowl, beater, wire whip,
1/2 hp, 110 volt notor.
Sieeter-moulder, connlete witih 110
volt notor, variable spee.i drive
and 3 moulding pressure plates,
size 10", 12", 18",

36-part bun divider with stand.
Bun divider complete with motor,

3 pallets and all items standard.
liodel semi-automatic.

24" x 34" fryer arranged for
natural cas, complete with all
items standard, Plain stcel pot.

Proofing and frying screens,
size 23" x 33",

Detachable handles.,

Doughnut machine, column nounted on
fryer with one plain No., 7 plunger.

Doughnut pluncer sawe size as above
plain pluncer.

Candy stove with burner only.

Double tub sink, each tub
30" x 30" x 1¢6". L, H. drainbvoard.

lever waste drains.

Single tub sink, tub size
24" x 36" x 12", DNo drainboard.

lever waste.
laple table top 3' x 10' x 2'".

3' x 10' table frame with bin guides
and stops, adjustable legs.

Ingredient bins,
Insredient oins,

Inrredient bins,

61 shelf unit.

(AR

N
v
[en}
-

[on
o

1,400,00

673,00

210,66

8.U0

70.00

190,25

17.00

80.15
17.00

112,95

97 .50
27.75
3u.00

50.uV

51.00

cou, 00

095,00

5350460

400,00

ZIU.('()

55.00

70.00

190,25

W
~
C
(@]

Su.1b

17.00

225,90

195.00
133.75
125,090
120,00

51,00



15 1 taple table ton 5" x 12' ¢ 37, 255,060 = 255.0u
15A 1 5' x 12' tuble frame with

atjustable legs. 165,75 168,75
153 1 alf shelf under, &81.09 31,00
15C 2 Tool drawers, 22,50 45,00
16 1 Slicer-wrapper-scaler on stand. 690,00 697,00
17 1 Steel packaging table with 1 shell

12" clearance. 162,00 162,00
18 1 Oven and utility bench on casters, 66,50 65,50
19 2 Double portable wing racks with

textolite wheels. 80.50 161.00
20 4 138 pan slide racks with textolite

wheels., 68.50 274,00
21 1 Bread rack with composition casters., 127.75 127,75
22 1 30 gallon stainless steel steam

conker. 674 .00 074,00
23 1 6 hp. stean boiler with all items

standard. 958,00 955,00
24 3 Sheet pan trucks 5" rubber wheels. 42,00 120, uv
2> 1 Screen drain 90,00 90,00

idisc. Estimated price of all tonls,

cutters, pans and incidental uten-

sils. (ihis item will vary in

price denending on tyne of pan and

whether aluminum or tim.) 2,000,00 _2,000,u0

TUTAL $28,191.23
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TARLE 11

Flanrned Capacity 54,500 per Ueek

Nescrintion Price

1A

licavy duty seni-indireet gos fircd

revolving tray oven, 5 trays

26'" x 76", 20 bun pan capacity. All

motors, controls, tlowers, safety

devices and all items standard,

Voltage 220, phese 3, cvele 60, $5,396.00

3team injectors, valves and trap. 171,00

ian to sunervise installation. Pur-

citaser to furnish all necessarv help

to install oven and to connect all

grs, electric end stean lines of

correct size to cven(s), 350,00

lleavy duty scmi-indirccet gas fired

revelving tray oven, &4 trays

2¢" x 60", 12 bun pan capacity, all

moters, ccentrols, blowers, safecty

devices and all items standard, 4,052,00

Yroof boxes, couplete with humidi-
fier, manual control, and all items
standard. rhis ite. siipned knoclied
down. Any mechanic can build. 1,034,00
Dour:h retarder, with 3/4 hp. air

cooled condensing unit, 4 sections,

8 doors, 192 bun pan canocitv,

tiotor: 220 volts, 60 cycle,

sinzle phase. 1,

v
—
€]
o
o

Freezers, with 1 hp. air cooled con-
densing unit, 3 sections, 6 doors,
138 bun pan capacity. DMotor: 220
volts, 60U cycle, single phase.

—
N
o
~]
.
[®]
<

Small cooler for invredients conm-

plete with self contained condenser

and all itews standard. lotor:

110 volts, single phese, 419,95

=

/ Crower's 3uper larket, KElgin, Illinois

lxtension

25,300 00

171,40

2,003,uU

¥

1,515,0n

5,056 400

410,05



10

10A

11

11A

11B

12

12A

13

14

15

16

o

N

Vertical mixer complete with 87 gt.

bowl, dough hnoiz, beoter, delly
track, 49 gt. bowl, flat Leater,
wire whin, adanter ring, l!ntor:
2 hr,, 220 volt, 3 phzse,

Vertical bench mixer conplete with
20 gt. bowl, beater, wire whip,
1/2 hp.,, 110 volt motor,

Artofex mixer complete with 2 hp.
motor and bowl on dolly truck,
tiotor: 220 volts, 3 phase,

sheeter-moulder complete with 110
volt motor, variable sveed drive
and 3 mouldina pressure plates.

36-part bench divider with stand.

Bun divider comnlete with motor,

3 pallets, and all items standard.
iodel semi-automatic. llotor:

220 volt,

24" x 34" fryer arranged for
naturel gas, complete with all
iteiws standard plain steel pot.

Proofing and frying screens,
2T

size 23'"' x 353",

et..chable handles.

Dourhnut machine, colunn wounted on
fryer with one plain No. 7 plunger.

Douchnut plunger, same size as
above plain plunger.

Candy stove with burner only.

Double tub sink, each tub
30" x 30" x 16",

lever waste drains.

Single tub sink, tub size
12", No drainboard.

AN

24" x 36" x
lever wastce,

Single tub sink, tub size

24" x 3’)" x 12".

lever drain.

Doutle drainboard.

$2,001,00

600. 00

2,930,00

995.00

3338.00

21°.G¢6

53.00

98,00

219,00

17.00

86,00

17,00

31,70

S4, 122,00

COU L GO

2,53C,00

995,09

e el

332,00

673,00

210.00

53.00

96,00

219.00

534,00

8¢.,00

17,060



17

p—t
~i
.
e

17B

18

19

20

204

20R

20C

21

22

23

24

25

20

27

28

29

30

31

N O

risc.

tanle table ton 3' x 10" x 27,

''x 10" tobl

3 ]
guiies and stop
Incredient bins.
Incoredicnt
Ingredient bin.
Plain No., 3 stock cans on casters.
6' shelf unit.

tiaple table tops 5' x 12' x 3",

5' x 12' table frane
able legs,

with adjust-

1/2 shelf under.
Tool drawers.
Slicer-wrapper-sealer on stand.

Stainless stecel packaring tables
with 1 shelf.

Cven and utility bench on casters.

Double portable wing racks with
textolite wheels.,

20-18 pan slide racks with textolite

whecls.

Bread racks with cowmposition casters.

30 ral. stainless steel stean cooker.

6 hp. steau boiler complete with
all items standard.

shect pan truck 5" rubber wicel,

Finishing table constructed by
local carpenter.

3creen drain,

Estimated price of all tools, cutters,
(This
iten will vary in price depending on
tvne of pan and whether aluminum or

pans and incidental utensils.

tin. For retarding and freezing
aluminum is rececmmended. )
TOrAL

27.75
30,00
29,00
24,00

51.00

255,60

168.75
81,00
22.50

690,00

162,00

66,50

80.55

o

GG o550
127.75

674,00

42,00

250,00

90,00

3.000,00
—t e

Gisg !
30,00

RICPRVIV

51 3
DL ol

511,20

90.00

690,00

324 00U

GG LG50

ro
£
i
L ]

Ui
O

164,100

200,09

QC L 00

.



istakes are made ensily when purchasing equinuent. 411 too
often retailers fint, after putting a machine into overstion, that
it is too small or too large to handle the task for which it was
intended. Thercfore, before buying any equipment it is wise to
investigate thorouchly and, if possible, observe it in operation.
In any case, retailers should seek the advice of an exnert before
making a final decision, and beware of so-called "bargains', since,
as a general rule, one gets what he pavs for, Extra care and tiue
should be taken to eliminate costly mistakes and, whenever in doutt,
turn to good quality standard equipuent supplied by a rcliable firm,

When cettin~ started, be sure to buy the essential pieces of
equipment to insure an uninterrupted flow of quality products. Also,
be certain to select pieces which will permit a smooth expansion
prodraun, Always project future sales volume in the planning stage
an', if possible, be prepared to handle this volume with initial
equinnent. llhwever, if funds are low, reserve snace and provide
rourch plusbing and wiring so future installations can be made at
minimal cost.

liany bakery snecialists do not advise that usecd equipuent be
nurchased except in special circumstances or unless a low budget
nakes it necessaryv. They point out that success depends alniost
enitirely on a bakery's ability to offer fresh products daily and,
therefore, cannot afford work stoppage caused by faulty used cquip-
ment. If, however, circumstances and budget warrant purchasing used

equipment, certain precautions should be taken: 22/

22/ ¢, L. Green, Op. Cit.



- LT -

1. Contact manufacturer to ascortain if suare parts
are readily available,

2. Have equinment inspected by a reliable expert to
determrine true value and conlition,

3. lake a comnlete enst analysis, being certain to
include dismantiing, transportcotion and reassembling

charces,

5 easily

e

4, Check to determine if repair service
available,
Pariicular care should be exercised when buying used ovens,
proof bnxes, sheeter-moulders, mixers, scales and bread slicers,
since breakdown of any one of these can seriously affect nroduct

flow,



PAKTRY LATYOUT AND CONSIRUCTION

Basic bal.ery lavout will depend largely on the amcunt and chape
of space available, as well as anticipated sales volume. while num-
erous estimates arc available as to amount of snace rciuired, these
are of little wvalue apart from serving as a guide. For exanile,
tiiere are successful super rmarket bakeries operatins in scarcelv
enoursh snace for ecuilvment alone. Dut, as a general rule, prefit
can be increased and space requirements minimized with careful lavoutl.

The averave baliery production area varies from 1,200 to 2,400
square fect. Approximately 1,200 square fect is considered adczquate
for operations with 32,000 to $3,000 weekly bakery sales, while cloue
to 2,400 square fecet is recuired for bakeries with sales of 54,000 to
$6,000 per week. 23/

A study of existing plans shows that rcctangular lavouts are
tost acceptable to the averade overator, Lyperienced operators agree
that the best diiensions for a 1,200 square foot layout are 53" x 24°,

ani fer a 2,409 square foot area, 75' x 32', 24/

"}

2% T
2 L

itement by T. R, Freer, Personal intervicu.

'



T, ®. Freer, DircctHor of Baliery servicas £ Suser Valu Jtores
Ineorporated, has sct ninitum snace siandards by deteralicinm acgual
area needed for equipnent, working, waluing, and noveant of osroduci,
Zased on the data presented in table 12, he feels 1,170 to 1,200

~

square faet not only provides suffjiciznt space for a mininmum sicze
bakery, but also leaves room for future expansion that may require

additional equiprent.

TABLE 12 MINTMUL, 5PACE REQUIRE -EAT FOR BALURY

BASIC E.\TSEITQ_\‘L LOULP 1T CUY SICAT UP’\.C‘:‘ R R(II.;ZZL'L_'
Dourhnut Fryver 3' x 4° 12 sq. ft,
Gas Candy Furnace 1-1/2' x 1-1/2° 2 " "
Sink 7' x 2! 14 " "
Floor 'ixer 3' x &4 12 " "
3caling Bench 3'' x 10" 30 "
make-up Bench 4' x 12 s "
Sheeter-loulder 3'x 5 15 " "
Dun Divider 2' x 2" 4 "
retard Dox 3'x 6! 1z " "
Freczer 3' x 8" 246 " "
Proof Box 3*' x 3¢ 24 0 "
Oven 3' x 10° 30 " "
Cven Duap Dench 3' x 4°' 12 " "
2 Bread Racks 3" x 5-1/2" ea. 33 "
2 Bun 2acks 2-1/4"' x 4' ca, 20 v "
Ingredient 3torage 10' x 10° 100 " "
Bread Slicer 2' x 2-1/2" 50 "
Packaging Table 3' x 8 24 " "
Finishing Table 3* x 8 24 "

.
[ e}
[ad

Anbnrox. total space neceded for stationary equipt. 500 sq

3PACE REQUIRLD FUR WORKING,
WORS ARIPAS WALKING & PRODUCT MOV O

————— - = — ———— e

Doughnut and 3Sink 6' x 12° 72 sq. ft.
Scaling 6' x 12" 72 " o
take~up 10" x 20 200 " !
(ven 12 x 20" 240 "
Cooling 3' x 12 96 "

Approx. total space needed 630 s5q. It



-
o
t
1
o)

The total of these tuo ficures (enuiprenc an
2gquals 1,100 square feet., Ir, TFrecr states, "Anything less than
this will result In crowded working conlitions, thus tenling to
decrease pro uctivity and ceificiency.”

Labor is a major cost in baiking; therefors, in laving out a
bakery it is advisable to locate eauipment for a straigit-line
operation. '"Backtracking' or unnecesczary steps should be avoided.

The bakery manufacturing process starts at storage area., From
here, inredicnts are transferred as necded to the mixing area where
tiiey are individually weighed according to specific forwula, uixed
in large vertical-action floor iiixers, and nade ready for Lhe wale-
up areca. In make-up area, douch iz mechanically or nanually shaned
and panned or maninulated before passing to one or several of four
units:

1, Retard bomt, for temporary holding and later baking;
2, Freerzer, for holding over a londer period of tine;

)

3. DTProof fox, where yeast dough is perwitted to 'rise"

vefore baking:

4, Direct to oven for baking as in the case of cakes,

cookies and similar products,

From the oveun, baked goods move to an adjacent cooling area for
about 1% hours befores freezinz, finishing or wranping and final dis-
play, 1In the case of doughnuts and other deep fat fried products,
doughs move dirzctly from wniving to the fryer, aud on to finishing
and packaring before displaying.

To exemnlify lavout variation, five drawings of existing super
market bakery layouts are included. Product flow lines have been
included on each to show how itams move through the entire manufac-

turing process in one general direction, with little "backtracking”

and a wminimuim of unnecessary steps,
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FIGURE 7 BAKERY LAYOUT #l 28/
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28/ North Side Super Valu, Rochester, Mimnesota.
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Boubitiy

A There are no resolute specifications to £ollow in balery area
construction, bt attention given a few basic rnéovmendatinns can
improve operating efficiency and general apiecarance., 30/

Floors should be easy to clean and keen clean, It i1s imvortant
that they be suooth and level throughout, so carts can move frexly,
Floor drains are needed to rernit frecuent flushing., With concrete
floors, a good sealer will protect arainst acids and grease. ‘Though
more expensive, hard wood flooring has merit, since it 1s a noncon-
ductor of heat and when properly sealed, cuts down "gurwing' caused
by mixture of flour and moisture, Wood flonrs also minimize person-
nel fatigue, because they are easier to walk and stand on,

Walls should be covered with a smooth material which can be
cleaned easily. 1If painted, a good quality paint should be used to
permit frequent washing, and an attractive color selected that will
be easy on workers® eyes., When constructing a new building, consider
covering walls with comiercial glazed tile,

Doors should be wide enough for mobile equipment to pass throush
readily., One entrance should be at least 4' wide and 7-1/2" hizh to
allow large equipment to be moved in or out of the proluction area,
Metal plates on doors prevent unnccessary damage caused by mobile
equipment.

Lighting is important for gnod anpearance as well as cuality
control, Finished product color looks best under daylight; but since
natural lighting is not always possible, incandescent lights are

preferred over fluorescent,

30/ staterments by ¢, L, Green, Personal interview,



Teumerature and buwidlity chould be recrlated (or rersonnel
confort and quality maintenance. If too hich or too low, nroces-
sing will be alversely affected and nersonacl less productive, A
hizh temperature will cause veast dourh to ferment faster, but if
too low, veast action is slowed, thus affectinc vroosfing and babiing
tiie. Crust forms on unbaked dough, and baked items dry out, when
humidity is too low. Air movement should be minimized, for 1t
causes crusting and dehvdration. An ideal temperature for the

vroduction area is about 30° F., while humidity should ve held

between 60 and 75%.



CILAPTER V

BARERY PiRSOMNEL

Two basic methods may be used in deterinining nevsonnel needs
for on-pramise bakery operatinns. One requires decision on amount
that can be spent profitably for labor, while the other denends on
proluctivity of nersonnel. Actually these two svstems work together
as a team, bzlancing each other for desirable results,

"o establish the actual amount to be expended for personnel
needs, weckly bakery sales arc projected, then management decides
wihat percentage of sales Ls to be used for wages. Jimple mathematics
will give total amount allowable for lavor,

The productivity nethod involves two projections on nmanagement's
part -- weeltlv bakery sales, and sales per man-hour. “he mos: accu-
rate way to projecct sales per man-hour is to study and survey suner
market bakeries operating under conditions similar to those exnected
in the planned oneration,

A practiczal application of these two methods is shown below: 31/

Projected weelkly bakery sales $1,507,00

Labor cost allocation (35% of bakery sales)

Dollars that can be spent for labor (35% x 51,500.00) 525,00

Projected sales per man-hour 5.20
(estimated from survey of similar operations)

llours that can be spent tfor labor 239

21/ Staterent by T. R. Freer, Personal interviesr.



he nert step Is to deterainse howr 325,00 and 239 honrs can bhe
spent £or sufficilent labor to nrovide a smooth runnineg bakerv manu-
facturing and sales orranization. 1he following chart shows how
these dollars and hours can be maninulated to determine profitable

personnel needs: 32/

Total Hours Average

Personnel Hourly Wage _per Week wWeelkly Wagde
akery lranager salary 43 $125.0G0
Baker $1,87% 43 9U,00
Baker 1,874 43 9U 0O
Finisher & Decorator 1.64}% 40 65,00
2 Wranner-Displayers 1,20 380 120,00
Porter 1,00 28 _23.00
292 $513.00

It shonld be enphasized at this point that determination of nor-
sonnel needs is not always as simple as indicated here. wage rates,
individual ecapabilities, eauipient, production areca lavout and cus-
tonmer shopning habits, for ex~mple, are factors which may directly
influence personiicl requirements. Therefore, it is advisable for
managetient to use the above mcthods as guideposts, tihen follow up
with a thorough analysis of all local and physical conditions bafore
setting definite personnel patterns and policies.

Usually it is prefcrable to employ males for the heavier work
of mixing, make-up and baking. Fenale employces are used for finish-
ing, packaging, displaving and other lighter tasks, as they often have
more aptitude and sikill for this type of work, Too, they are fre-
quently available on a part-tine basis; and since hourly wage rates
are normally lower than for men, ther: is a poscible savings in

labor costs.

32/ Ibid.

——



supar Valu sStores, e, nake use of several baoncih markers ter
settine personael needs in bakery cperations, Thev recomend one
baler for every %500 worth of baked preduct zt retail, 't cpecity
that at least twe men are required for even the suallest full scale
bakery. liowever, this rulie does not anply to packaging or janitor
service, Therefore, on -uper Valu's basis, $2,000 weekly bakery
sales wculd require four male bakers and 13 to two female bakery
assistants. 33/

Tice iersonnel reslrements are budgeted within the fraievork
of projecced sales veliume and labor productivity, and are adjusted
for uncontrollable factors, munagement rust decide what jeb functions
are to be performed by cach individual in order to operate success-
fully. ©Cn the surfacec, it would appear relativelw casy to assisn
the varicus tasks, but experienced operators know tirat sound person-
nel manapenment hinces on the surervisery ability of the bakery
manacer,

A topnotch bakerv manazer might fit the following description: 34/

A superior cratt baker (souctimes called a bakery enigineer

or bakery chenist), with manacenent zbility, a ccoperative

attitude and super mariet exnerience who can build and main-

tain a quality imare by exnpressing his experience, skill and
personality in the wav he prepares, twists, fills, shanes,
bakes and merchandises a vuast arrav of bakery products.

Pakery managers fitting this ideal description are difficult to

find in most labor markets and almost impossible in some areas; but

33/ ibid.

34/ 1Ibid,




there is clear evidence in tie industry that when such an individual
is found, apnlication ¢f his abilities produces outstanding resulls.,

Decause of the scarcity of highly qualified surer market bakery
nansgers, experienced retailers have placed different values on the
more desirable characteristics, DMost agree that a manager's ability
to create and maintain quality is essential, However, sowmc think
manapecient capabilities should take precedence, bur these same re-
tailers often acknowledce that ability to manage bakery persomncl
and production requires initial sizill in producing quality products.
Essentially, therefore, the two characteristics misiht be considered
insenarable,

A cocperative attitude is usually nlaced next in order of im-
portance. IJts high rating is primarily a result of current trends
in super market maragement, which call for store image uniformity
and planned departimental contribution to a common vrofit goal for
the entire store,

lost retailers would consider themselves very fortunate to ac-
quire a bakery mansger with previcous super market experience, and
especially one adept in modern merchandising techniques. Althourh
these attributes are highly desirable, tley are not considered essen-
tial to success, since a retailer's past experience in other perish-
able departments usually qualifies him to advisc or supervise per-
sonnel inexperienced in these areas,

Mighly skilled bakerv tradesmen are often noted for their sensi-
tive termeramnents and eccentric attitudes, Althouch these characier-
istics are comionamony personnel in other industries, thev do cause

some concern among those intercsted or active in on-prenise bakerv

onerations. l!any retailers vho have dealt with this vroblem in the



past say that even tiwich these idiosvncrasies from tire to timc
cause preblens, nronexistent in other deoartoents, thev do have sowmce
beneficial value in the bakery arca, This value is exeumnlified by
the statement that it recuires an artistic tewperament to produce
an eye-anncaling high-quality bakerv product,

There are dificrent opinions in the industry relative to decree
of authority that should be granted to the balkery manzger. In soue
onerations he is e¢ivwen complete control over all bakery department
functions. In others he may be responsible for production only; and
in soue instances, the manager is accountable for all bakery arecas
excent tr mnt en! disnlav,

The amount of authority given an on-premise bakery manager
usually depends on his past cxneriencciand degree of participation
bv others in the store at managenent level, Hornally, bakery managers
who have had ccnsiderable exverience and are excentienally well qual-
ified otherwise, are given full authority over the bakery department,
provided the ovmer or store nanager does not find it advantacecous to
retain control over certain more faniliar non-technical bakery func-
tions.

Those retailers exercising authority in the bakery departnment
usually have good reuason. some of the more important reasons oflercd
are: 35/

1, A goodl taker has the know-how to produce a quality

product, but often lacks exnerience to effectively
cope with modern super narket merchandising tecnhiques.

35/ These recasons were given bv retailers incerviewed for
this thesis,



2. ince a hirh gualiry incne is so vital to on-prewise
bakery success, the manacer should saend his entire
time end efforts in the preductien arca where his
talents can bhest be utilized.

3. Bakery personrel turnover is often unavoidable
under normal conditions; but, as denand and cormnmeti-
tion for qualified bakers increase, the situation
will becone more critical. Active npariicination by
top management tends to make the bakery less wvulner-
able to personnel loss,

Jeveral bakery manadewent functions are frequently perforued by
storc owners or managers. Jn a nunber of operations they ncrotiate
contracts with suppliers for basic volure ingredients, such as egrs,
milk, shortenin<, flour, etec. In addition to controlling basic in-
gredient recuirements, top management is in ¢ position to seeit nrice
advantaces by consolidating purchases of bakery paper and paclhaging
supplies with similar needs of other departrients in the store. ‘ihese
buyins arrangeuents save the time a bakery manager would normally
spend with supplier representatives, and tend to assurc a more con-
stant cost level for raw ingredients and supnlies,.

suner market pricing metheds are considered complicated by many,
both inside and outside the food distribution industry. This condi-
tion is reacily apparent when one considers that sound retail £ood
pricing requires proper balancing and correlation betireen all depart-
ments in the store, as well as all comuodities within each denartuent.
In many efficient indenendent super market operations, top managerncnt
has sufficient record data to determine and assign departmental pross
profit goals for a particular accounting periced, while competent de-
partment heads, in turn, have the responsibility for setting indi-

vidual product prices to recach these goals, Bakery managers oiten

lack the knowledre and super market experience necessary to



effectively follow this procedure. Thereiore, in sone Lnstances,
store ouwncrs or mananers assume the bakerv denartment prlicing
function.

since pronotional policies are so closely associated with
mocern pricint methods, erd their sueccessful annlication is so de-
pendent uoon cooperation between all departwents, they too may fall
under the direct authority of top management. Retailers following
this course of action sav they are better able to choose specicls,
select tie-in items and determine special display locations that
fit the overall store thewme. llowever, these same retailers are
quick to point out that thev frequently seek the advice and counsel
of the bakery manager on such matters.

Most bakery wanagers have had little training or experience in
effective suner market methods of packaging and disnlaving, while
most owners or store managers have had considerable experience in
disnlaving and j;ackaging meat and produce items. As a result, sone
retailers assuiw this responsibility in the bakery department, at
least until the bakery manager fains adequate experience to assune
tie dnty,

Foo' store onerators differ in their opinions as to the velue
of written job descrintions for their emplovees. Sore have found
them very useful, while others have never coasidered thon praciical,
Howevar, those operators who malke the fullest use of job Jdeseriptions

annrly them for the following purposes: 36/

6/ statement by Robert 1. Tait, Personal interview.

W



1 Jelecting nersonne! for shecifiic inhrmg

2. GradinT emplovees on spocific jubo;

N
&~

. Censolidatine all job tasks for accownlizhment by
a minimum of rersonnel;

4. 3etting job tasks in writin< for emplovee edifica-

tion, thereby minimizing possibilitv of unfair
handlinc of ~rievances,

The purposze of presenting the folloving samnlz job descriptions
for bakery personnel is not to nrove any thesis or supnort any par-
ticular course of action. They are publishzd with the hope thot
they mav be uscful in snecific instances or as dgeneral backiround
rerzonnel knowledze, It is imnortant thot they be considered nurely
as guides for use in prenaring job descriptions to fit individual
needs,

JOR DESCRIPTING FOR BAIFRY MANAGPIR éz_/

1. Sunervise and coordinate all perscnnel and functions of the
bakery departaent,

2. Act as department personnel director by selecting, orientatinge
and trainin- all personnel,

3. Order all inrredients and supnlies, according to necds, keepinz
inventories at profitable miniunum,

4, DPlan and schedule bakery production,

5. Maintain sunerior sanitary conditions throuchout entire bakery
area,

6, Fstablish and maintain product quality standards,

37/ Ibid,
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Reec~maend <elln~” priges tn store mansenent,

Assist in anv masition when needed to maintain smooth
arnduat filoe,

Establish and supervise equipment maintenance prodram,
Surervisce dis»lays according to policies and practices as
determinad bv store management,

Work on develonment of new bakery itcms.

Advise top management regardin<

new equipment and chances
in physiecal facilities,

JOB DTICRIVTTON FOR BAXDRY FIRTIWT 33/

Act as bakery manager when he is absent,

eintain vroduet £low according to proluction schedule set
by manader,

Coeordinate all operations in mixine, make-up, baking and
finishinr areas,

Work closelv with bakery manager in determinineg bakery work
sciiedule,

Assist 1in anv arca wherz necda2d to maintain smooth product
€lexs,

llaintain superisr sanitary conditions in mixin~, make-un,
bakin~ and finishing area.

Ubserve all rules for best quality maintenance.

JOB DESCRIPUTTIOM FOR JOUDNEYTAN BAUER 39

Fellow pre-set schedule of production in mixing and makc-un arsa,
Receive all deliveries, checking count and quality -- rejecting

inferior aunlitw.




L

il

»

G.

4,

1%}
-

6,

“unrervise FIFO rotation of insredients,

Faintain rocord of insredients on nand and advise baksvy mana~er
of possidble shortaaes,

Observe all rules for best quality maintenance.

Faintain superior sanitary conditions in assignod work area,

JOB MISCRIPYITON FOR APPRENTTCE BAKER 40/

Follow pre-set schedule of production in douchnut production areo,
Help out when needed in make-up, finishing and baking areas.
Maintain adenuate quantities of bakery supnlies in specifically
designated locations within easy reach of users,

Follow trainingz nro<ram schedule as determined bv bakery manader,
Perform assigned tasks under equipment maintenance prograil and
record when tasks are comnleted,

laintain superjor sanitary conditions in assigned work area,

JOR NDRESCRIPTION FOR BAVTERY WRAPPER él/

Follow daily wranoine schedule set by bakery manager.
Wrap bakervy itcus accordins~ to standards established by bakery
manacger.

Price all packaded merchandise accuratelyv.
Maintain adcquate supplies of packa~ing materials within easy
reach at all wranning stations,
Keep wranning areas clean and neat, every item in its desig-
nated pl-ce,

Assist when nccessary in bakery displav aren,

40/1bid.

41/1bid,



1. Disnlay bakery aroducts acenrding to store nolicy =nt directions
raceived from bakery manader,

2, HMaintain FIFO rotation svstem and remove all merchandise iimiedi-
ately as it goes out of cade.

3. Make certain -11 nackagas are clearly price marked and labelaed,

4, maintain hichest depsree of cleanliness in displav area and in
personal z~pear=nce,

5. Bea courteous, helnful and diplomaticallv friendly with all
custoiers 2t all tines,

6. Disrlay onlv merchanlise vou would buy yourself!

JOB NISCRIPIIAN FOR PORTER 43/

1. Carefullr

follow all sanitation rules, cleanin< procedures an)
schedules set forth by bakery manaser. Hever leave schedulerd
wor undone without first repnrting reason to bakery manarer,
2. Immediately advise bakery manazer of all conditions adversely
affectin® sanitation control and product quality maintenance.
. Maintain a4 hich dewreec of nersonal cleanliness at all tines.
4, Observe all stnre policies regardin< customer contacts.
Todav 's hich labor costs demand that considerable attention te

diven to winimizineg the perscniel resuired to perform the various

n

first step in labor control is to clenrly de-

(551
o
(w2
L]
[
3
0
T
|5
Q
3
N
.
o

fine whzt jobs are to bx accomrlished. 0Nualified enployees can
then be selected for desicnated jobs and trained for hichest decree

of proficiency, These preliminary steps mavy be wasted if work and

42/ Ibid,

43/ 1bid,



prople are not ultimetely cocrdinated.

Jcheduling production and nersonnel would be relatively easy
but for other factors whicli cannot =21ways be controlled, Tor ex-
ample, department lavout may be such that two individuals are needed
to perform a job which, under ideal layout conditions, could be nar-
formed by one, Workers also vary in their capabilities, and fre-
quently have quirks which must be considered when conbining people
with jobhs,

(n-premise bakery manufacturing oderations have peculiarities
nonexistent in other denartments in suner markets, Much of the worl:
must be done at night to be ready for business the followiny dav,
and certaln bakery products require conditioning time beforc thay
can be finished. Some bakery items have extended shelf 1life, while
others must bz produced dailv for greatest custoumer satisfaction,
Accuratn nlanniny is required to prepare highly perishable itens
early in the week and hold them in semi or finished condition for
display during peak business periods later in the week, These and
many other morz technical factors require careful plannins and
schedulint in bakery operations.

The following sample work schedules are presented to show how
skilled baliery managers coordinate their perconnel with job functions

in tvpical super marlict bakerv manufecturing operatioens.
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A study of the sample work schedule in Table 13 will show how
carefully 21l important details have been covered, Driefly, some
of thcse details are as follows: 34/

1. DMost baking has been completed and many items have
had an opportunity to cool for finishing and paci:-
aging, prior to arrival of finisher and first
wrapoer.

2, Bakery manager regularly arrives before bakers leave,
to work out any production problens and to check com-
pletion of production schedule. lle is also on hand
most of the day to meet custowmers, handle special
orders, supervise semi-sikilled personnal, and plan
for the next day's business, Note he is also avail-

able at any tiuwe during operatinz periods,

3, Bakers cowe in earlier on Friday and saturday so more
finished goods will be available when heavy customer
traffic starts the £ollowing morning,

4, DBakers' lunch periods are staggercd so one of thzm
will be on duty at all times to control quality.

5. Finisher reports for work early enough to have goods
rcady for paclzaging and ultimate display by the time
store opens at 9:00 a. m. and works only half days
on slow traffic days -- Tuesday and Vednesday.

6. The hours for the two combination wrapoper-displayers
are stagrered so one will always be on hand early
for packaging and displaying prior to store opening.
The other comes to work later, to help with heavy
packacing duties in mid-morning, except on the low
volune days -- Tuesday and Wednesday -- when one
leaves as the other reports for work,

7. The porter comes to work when all others in bakery
production have finished their daily tasks and area
is cleared for complete cleanun. Friday and Saturday
porter reports at noon to wash extra pans used for
heavy production loads and to give entire bakery areca
a thorough cleaning at week's end.

44/ Statenent by illerman T. liekeel, Personal interview.
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\

12 Noon
8 :OO p.m.

L:00 a.m.
12 Ncon

6:00 a.m.
2:20 pem,

2:0C a.m.
11:00 a,.mr.

3:00 a.m.
-1z Noorn

2:00 a.m.
10:00 a.r.

7:30 el
2:3C pem,

B:0C a.m.
3:00 p.m,

8:00 a.m.
3:00 p.mw.

11:00 a.m.
L- p.m.

11:00 s.m,
6:00 p.m,

12 Noon
8:00 p.m.

L:0C a.m.
12 Noon

€:0C a.m.
2:30 p.m,



totice how personnel tiwing is coordinated with product flow
in this schedule (Table 14) which was designed for a super market
with approximately $6,000 weekly sales. T1he mixer reports for work
first to start mixing doughs for high volume items -- bread, rolls
and buns. The production foreman arrives one hour later to make
any needed adjustments in work planning before balance of crew cones
in; and as prepared dough builds up, is conditioned, and equipment
becomes available, full baker complement swings into action, Fin-
ishers, wrapoers and cleanup men come to work as nceded and in di-
rect relation to volume of product flowing throuzh the operation.
Most bakery personnel arrive for work one hour earlier on Friday and
Saturday to cope with increased sales volume on these days.

Some bakery managers attempt to set up complicated schedules
in their hzads, but better operators precparzs them on paper to relieve
their minds for essential creative thinling,

Wages for bakery production workers rank among the highest in
the food industry -- a factor which has a cautioning influence on
food retailers who are considering bakeries for their markets, Jus-
tifiably, these retailers are seriously concerned about the effect
paying these high wages would have on the balance of their employeas.
Those who have dealt with this problem, however, say it is over-
emphasized, Experienced retailers point up that good bakers are
skilled technicians whose background, training and ability call for
renuneration comparable to that of skilled tradesmen in other indus-
tries, and that profit producing bakers arec entitled to income on a
level with that received by well paid, experienced and efficient

meat, produce and grocery managers,



Jdages for bakery personnel vary over the country, with differences
related directly to local labor conditions,

The chart below indicates wages currently paid in several geograph-
ical areas by large commercial bakeries to bakers in the hizhest paid
category -- lixer-Oven llan, Since this caliber of baker is most desir-
able for hand shop operations, wages presented may be useful in esti-
mating tha scale a retailer might offer when sezliing conpetent balers
for his on-premise progran,

Tae two entries for the 3State of Georgia demonstrzte how wages
can vary betwecn areas in close proximity to each other. iligh labor
costs in areas like California arc usually offset by higher retail
prices, TFor example, bread sells for approximately 27¢ per pound in

California, while in Albany, new York, 19¢ is the going price.

CITY AND SIATE HOURLY WAGEZS FOR LII{LER-OVEN i}
* Los Angeles, California $3.223

Akron, vhio 2,52

Albany, New York 2,455

Atlanta, Georgia 2,25

Albany, Georgia 1.77

IMianeapolis, iiinaesota 2,69

Dallas, Texas 2,99

liew Yorlt City 2.575

lenphis, Tenncssee 2,195

* This figure reprasents hourly wace rate for a five day, 35 hour
weel. All other figures are for a five day, 40 hour weel.

less siilled bakers in the benchman and helper catagories can
often be hired at a lower cost and with satisfactory results. For
exanple, in the Minneapolis area, bakers of this caliber may be em-
ploved at a starting rate as low as $1.085 per hour, with a sched-
uled increase to $1,90 after five weeks on the job.,

Table 15 showingz actual wages paid to super market bakery per-
sonnel in major geographical areas should further clarify the remun-

eration factor.
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Some bakery managers are offered a monetary bonus in addition
to salary as incentive to produce more profitable rasults, but few
plans are exactly alike, Investigation shows, however, that two
basic bonus systems are most acceptable to top managenent.

Under one of these systems, the bakery manager is simply paid a
specific percentage of bakery sales, the exact amount usually varying
according to base salary and extent of responsibility and authority
given, Reports from retailers indicate that bonuses of this nature
fall in a range between 1/4 and 2% of bakery sales. Those using this
setup say it 1s important that store managenent control retail prices!

The other more widely used bonus system ties the bakery operation
more closelv to otier departients in the store by applying a '"contri-
bution to overhead' concept. In other words, this method is a team
effort, with the amount of bonus receivad by the bakery manager de-
pending not only on how adept he is in controlling CTO in his depart-
ment, but also on the ability of the store manager and other depart-
ment heads to do the same in their arcas,

Unions play an important role in the baking industry. In souc
areas they are stronger than in others, but regardless of strength,
investigation shows that where non-union super market bakers exist
they usually receive union scale, or above, and receive equal or
better fringe benefits than called for in most union contracts. ‘The
American Balkery and Confectionery Workers International Union AFL-CIO,
and Bakery and Confectionery Workers International Union are two
rivals who control the union element in the U. S. baking industry.

The big problem confronting many super market bakery operators

is that of finding suitable personnel., Operators in some areas have



had little trouble findin: cuclified pcople but, as a general rule,
the entire baking industry sulfers fron a lack of trcined workers,
and there secms to be a reluctance on the part of young men to enter
the baking field. 'The Anerican Bakers Assoclation says tiere are
over 10,000 openings in the baking industry each year.

One of the best sources of skilled bakery personncl is another
bakery. Large comiercial bakeries, for example, often employ bakers
well qualified for handl operations who for, some logical reason, can-
not progress beyond their station or who seek greater recognition for
their creative abilities., These bakers are frequently available and
usually f£it well in super market bakery programs., Good bakers may
also be acquired from small bake shops going out of business or mak-
ing personnel adjustuents, Then, too, there have been instances re-
ported where an entire production crew has been obtained through a
local baking establishuent that has ceased operations.

Bakery schools are continually graduating students who are look-
ing for positions where they can excell in their newly acquired trade.
3ince these young men can be a real asset to a growing organization,
sone food retailers have taken advantage of the output of these edu-
cational institutions by askingz that thev be informed when promising
graduates arc avallable,

Former bakers who have turned to other mcans of livelihond have
been knoun to accept bakery positions under certain conditions. Citea
retailers have found former highly skilled bukers living close by,
waiting for an opportunity, and villing to practice their trade in
the comiiunity.

Sone operctors have been fortunate in finding promising young



men within their organizations or in thelr warlketing area who are
looking for & chance to learn a trade, Given the proper type oricn-
tation anl trainiag on the jeb, they can develop into top cguality
bakers.,

Worien hold approximately 20% of the jobs in today's baking in-
dustry; and even though most of ther spteclalize as finishers or in
other skills light in nature, sowe are excellent bakers. Woimcn
bekers are mors frcquently found in the instituticnal field, but
they should nct be overlooked as potential super market bakers.

One of the best training grounds for skilled balkers is in the
small hand bakery, where close supcrvision is possible, and wiere
trainces have an opportunity to assist in carrving on a large part
of the baking operation. llowever, few f£ood store bakeries have male
any effort to set up any organized training program for their per-
sonncl,

Most formal training in baking science and technology is offercd
by the following accredited schools: 45/

—

l. The American Instituvte cf ZPaking, 400 East Ontario,
Chicago, Illinois, offers a 20 weel course in baking
science and technology, and special short courses
planned to meet specific needs of the industry. ‘these
courses are available to experienced bakers and men
from allied industries. In addition, ther: are
scholarships for proniising individuals who have not
had baking experience,

2, Arlincton State Collese, The DBaking Departrent,
srlington, fexas, This is a junior college that offers
a two-year course, stressing the practical side of
baking. Illirh school graduation preferred but not
required.

45/ anonyrous, There's a Future for You in the Balting lndustry,
smerican Bakers .issociation (1960), p. 21,
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3. [lerifa ‘tat~ Tniversity, bDeparticac of Laking dcience
and anagenent, rallahassce, Florida, oifers the only
compreiensive four year educational progra: of college
grade in Baking .science and ianagecuent in the country.
The course leads to a 3. . degree. liigh scheol grad-
uvates with satisfactory records arc elicible,

4, Oklahona sAgricultural and iechanical College, Clawlgee,
Oklahmi:a, offers a three seicster or 48 week course
and also two 16 week courses in cale and pastry, and
variety bread and roll production, Ilich school educa-
is not reauircd,

Willian lood Dunwoody Industrial Institute, The Baiting
Departuent, 818 wayzata Boulevard, riinneapolis, lilnne-
sota, oifers two 16 wee': courses, one in production

of bread and rolls, the other in production of cakes
and pastries, Complete high schcol education is not
required, but a minimu of six wonths' baking ex-
perience is desirable baciiiround.

v
.

In addition to these schools, therc are a number of local voca-
tional schools offerint courses in baking science and technclogy.

The followinz bakery operator training guide is presented to
help those inter«sted in setting up their own in-store training
progian.

DAKGRY OPERATOR TRAINING GUIDE &é/

I, Planning the Program

svery effective training program is planned in advance, lere
are planning steps in the order they should be carried out:

1. Jelect the trainer,

Usually tuc bakery manager is best qualified to assume
this task, Other person:el may be designated as in-
structors on specific subjects.

2, List all job functions in the bakery operation.

From this list, prepare job descriptions and decide what
jobs trainee needs to know -- skills recuired by a con-
petent baker,

46/ Anonymous, Cperator Training Cuide, The Procter and
Gamnble Company, Dakery .ervice (1960), pp. l-4,
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et job standards,

Peternmine how well each job must be perforaed,

4, Deteruine seouence of training.
Decide order of subject coverage, set time schedule for
each phase of training, and plan time for trailnece to
practice each required skill.

5, Prepare written training assignents.
Write short questionnaire assignunents for cach arca of
coverage to augment manual training procedures.

6, Asscmble training aids.
Search out, malie arrangenments for, ani use all pertinent
outside training aids, Tiliistrips, booklets, photo-
graphs, wodels an< other training materials are avail-
able from numerous sources,

7. Prepare trainin~ nanual.
Provide trainee with lowseleaf notebook containing out-
line notes on each phase of training. Jdupplenent notes
with worth while material from outside sources. ilake
certain manual is up-to-date and be sure it is in
usable form.

8. Review final plans ond naterials,
Discuss training plans and waterials with training
specialists and other interested parties. Grake con-
structive changes as they may be recorviended.

9. Adjust progran for trainee,
Fit training procedure to what trainee already knows --
experience and previous performaace.

e 5 -
Instructin
1. Orient the traince,

defore instruction begins, give trainee an overall
picture of his responsibilities. Discuss purpose of
training anl what resulcs are expected upon corpletion.
Outline training aids, schedule, and assigmnents. Is-
sue copy of training manual. Tour depart:ent, point-
ing out safety 2and sanitary practices, products rade
and equipient. Introducz to other ewmployees and ex-
plain relationship of bakery department to other de-
partments in the store, Familiarize traince wi:ih
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remmeration schedule, fringe benzafits and incentive
prograrn,

Procced vith instruction prazran,

Instruct trainee and allow sufficient tize to practice
duties and responsibilities as each is taucht. Cover
job onmerations, such as start-up, normal operation,
shiut-down, equipwment function and care, saupling, welgii-
ing and reporting;, record keeping, clean-up, etc. e
sure to explain why each step is perforued. Point out
operating control of quality, limits, taste, what to do
if product is out of limits. Pinpoint exact procedures
in case of fire, explosion, injury or equipuent failurc.
Clarify operating relations with other personnel and
departnents, xplain why highest quality must be wmain-
tained aad iaportance of following manufacturing stand-
ards, formula cards, sampling and rccording procedures
to maintain quality control. Bnphasize cost control
through equipment care and maintenance, preventing de-
gradings, reducing waste, controlling inventory and
proper use of utilities. Explain the theory behind
each process and equipment so traince learns to use
reasoning in operating steps,

Minimize guidance.

‘Towards the end of the training period, have trainee
take over entire job, with miniaum guidance from
trainer.

low-up

Check trainee's prosress,
e

Contsact traince regularly to evaluate knowledce and
siz111 zained. Deternine traince's progress by de-
tailed questioning. Asi why as well as what, when,

where and how. Observe and evaluate trainece as he

performs duties and check use of training materials
and infornation.

lale training revisions.

As nceded to fit traince, add to or revise training
material and adjust training tiwe.

1V, c¢naliiying

1.

Conduct final qualification analysis.

After training is completed and before trainee is allowed
independent action, determine his knowledge and level of



skill in each area. Arrance a mecting in a quiet
place. Put trainee at easc and explain purpose of
neetin;;., Determinc trainec's unlerstanding of each
phase of training by posing problem guestions and
why" questions. When possible, develop and give
job qualification tests.

2, Provide further training if necessary.

Arrange for additional assignment, or more training
time if traince does not measure up to standards,

3, Conduct job reviews,

At least once each year requalify all employees to
ascertain if they are maintaining standards.

Iuch has been covered about bakery personnel on the preceding
pages; and if this information is modified and applied for individ-
ual usefulness, it can be of real value to the super mariet on-
prenise bakery movement.

Perhaps the best way to sum up this personnel section would bhe
to quote an excerpt from a speech made by Kenneth 3tepherson of
Stepherson's Big 3tar Market, Memphis, Tennessee, at the 69th Annual
NARGUS Convention: 47/

"Finding trained bakery pecople is a real problem and should

not be minimized., Bakers are scarce and good ones more so.

For those staffing a necw bakery operation, there are a few

recomnendations I would make, First, ofler a top salary.

It stands to reason that you cannot attract a top man with-

out it. By putting a high price on the job the top man

will gravitate to it. Of those who apply, selcct the one

who is open minded and scewms most likely to adapt to super

market thinking. It is more important to have a man who

47/ Anonymious, "HARGUS Convention Report”, NARGUS BULLETIL,
Volune XLVI Ho, 7 (July 1959), p, 20.



will worl wita you, than onc who s had th2 iost experience
but is set in his trays., wWork with hin an? help him Jdevelop
in the diraction you want hin to go. When your top man is
set, help hin build a crew., Bulldin® a crecw takes time.

It is not (done quickly, It will be a good long while before
a crew cail be developed that will produce the consistent

quality, variecy and service you want, Be prepared to go

through this dcvelopment process,'



CHAPTER VI

PRODUCTION AND OUALITY CORNTRUOL

Types of Bakery Products

Py

Bakery products fall into threc general categeries. 48/

1. Feruecnted products which depend upon yeast for leaven-

ing or "lightness'". This group is subdivided into threc
products: bread, buns and sweet rolls, each of which
differs in richness or quality depending on sugar con-
tent, shortening and/or eggs. DBread is the least rich
of the three, followed by buns and then sweet rolls,

All are similar in that each nust at some time pass
through the proof box for raising before beaking.

2. Chemically leavened products which depend entirely on

baking powder for lightness. Cakes, cookies, muffins
and similar goods fall in this group which require
baking as soon as possible after panning.

3. hianipulated products which depend on the skill of the

baker as he develops a physical condition that raises

the dough to make it light and palatable. 1In this

48/ Statenent by T. R. lreer, Fersonal interview,



group are turnovers, pastry shells, pie deugh, and
sonc types of Danish pastry.

Batery Production Schedules

Production work schedules should be planned for each éav, as
well as for a full wecek ahead. An experienced bakery manager will
time mixing schedules to maintain a steady flow of mixed dough to
mare-up aress, Lach day's schedule begins with fermented doughs, as
one to two hours are needed between mixing and make-up, During this
vaiting period, chewically leavened products are usually mixed for
irnediate nuke-up. iixing must also be scheduled according to batch
size, which 1is governed by oven capacity.

Poor scheduling can result in "off-quality' if the bench man
has to process doughs that have stood too long and become ''sour' or
over-ferniented., Poor guality may also result when scheduling causes
product t> be held in the freezer for an extended period. Dest sched-
uling will be accomplished when freezer is cleared of goods at weeii-
end closing.

Heavy demand for baked goods late in the week requires that prod-
ucts be stoclpiled to assure week-end varicty in sufficient quantity,
A good manager will plan his schedule ahead, baking those products
that are adaptable to freezing or retarding, during slack periods
the £irst part cf the week.

Adequate movement record and actual experience go hand in hrnd
as essential requisites for setting most suitable production schedules.
Successful bzkery operators say there is no substitute for written
records that eclearly show how each standard stock iteun is selling,

how promoted goods are woving, and what effect they have on over-all



sales, OCnly through application of informection from such records
can a wanzfer coumpetently lay out his balilng schedules to meet
customer demand,

Poor sclieduling, cr complete lack of it, often results in higher

O
labor costs., Workers forced to "look" for things toc do while waiting
for doughs or products to reach their work areas are not as produc-
tive as those working stezdily on an assembly line basis. Managers
faced with soaring labor costs check frequently to determine if daily
production schedules are being prepared and carried out in every

detail,

Customer as Judge of Ouality

Customers are the best judge of quality. Initially Iirs., Consumer
judges quality baery merchandise by appéarance. I£ an itenm is ap-
pealing, she will buy it to please herself and her fawily. lowever,
if her opinion is altered upon tasting, she will be reluctant to buy
again., Jhe can usually be fooled only once. Repeal sales are built
on freshness, good workmanship and quality ingredients.

Baking Ingredients

Every experienced baker acknowledges that top quality ingred-
ients are necded to produce top quality finished products, but few
agree on the details of ingredient formulation. For exanmple, when
producing what appears to be identical items from z leyman's stand-
point, one baker might add a2 touch of lemon juice and mix ingredients
in a particular order, while another eqnall; competent baker will
follow a totally different mixing procedure, eliminate the leiion

juice, cut sugar content and still produce an equally acceptable

finished product.



Whiila thare ar: manv in~redients coumaonlv used by all bakeries,
flour, shortenin, zugar, egEs and nilk are the najor ones and .here-
for2 eonstitute the greatest portion of inredient eost and tonnace.
Yeast, soda, flavering, spices, fillings, pie fruits and other wis-
czllancous itcins naeke up the balance of ingredient inventery. llow-
ever, since eacit Lakery mansger has his own idea regarding exoct
foruulation, few bakeries carry identical ingredient stocks,

he follouvinz list of ingredients was compiled frow a physical
inventory taken in thz storage area of a midwestern super narket
bulkery, 1t is clz2ar evidence ol the vast array of ingzredients nezded
to manufacture a wide variety of bakery vroducts. 49/

SUPHR HARKEL DAKERY RAW MATHERIAL INVIIIIORY

AGAR MONARCI CRuAL
ALMOND PASTH EGGCS
MACAROON PASTH Frozen Mites
ACEKOTTA Frozen wholes
BAXING POWDER [rozen Yolks
RARING 50ODA shelil
B i Z0ATE OF 30DA EXLRACES & FLAVORS
BUITERSCOILCH FUDG:I BASE Almond Snulsion
ClLulE Anise 0il
Baker's Blaci: Walnut usitulsion
Grated Coconut Flavoring
Pizza Lenion mulsion
ClioCOLATE Lenon Juice
Chips Lemon Juice (Powder)
Coating tiaple
Liquor iint ZBrmulsion
CGCOA Orange Eaulsion
Cocoa Paste Urange Juice
Cocoa Powder Rose Baulsion
COCONUT Run Flavoring
Frozen Vanilla
Long ihread FLOUR..,CAKE & PASTRY
acaroon Cale
Shredled Cake Doughnut ilix
Whole Creclker teal
CREAM OF TARTAR Pastry

49/ Gromer's super idarket 42, £lgin, Illinois.



FLOUIL, . .BIIEAL VP
Bran
Cornme=al
1st Clear
Gluten
Porato Doughnut rix
Purpernickel
Rice
Rye
White
Whole Wheat
FLolR,, .MISCELLANEOUS
Oatneal
FOOD COLORS
Black
Blue
Caranel
Green
Orange
Pini:
Flaine Red
Poster Red
Raspberryv Red
Violet
Autumn Yellow
Golden Yellow
Leinon Yellow
FRUITS. . « CANIIED
Apples
Apricots
Apricot Pulp
Cherries
Cherries (Decr)
Cherries (iMarc)
Dates
Figs
Minceneat
Peaches
Pineapple
Pumpkin
Raisins
FRUITS,..FROZEN
Apples
Blucberries
Cherrics
Peaches
Rhubarb
Strawberries
FRUITS, ..DRIED
Currants
Dates
Firs
Raisias

- D -

FRUILS & PuuLs = CANLISD

Angelique
Cherry Pieces
Citron
Lemon Pecl
rixed [ruit
liixed Peel
Orange - Crusihed
Orange Peel
Pineapple Picces
GEIATIN
GiM ARABIC
ICINGS
Fondant - Chocolate
Fondant - laple
Fondant - wWnite
JALLS & JELLIES
Blackberry
Date
Fruit Pectin
Pineapple
Piping Jelly
Raspbarry
Strawberry
MILK
Cream
Fresh rillx
Powdered Buttermilk
Powdered iwlted
Powdered s5kim
Powdered Whole
Sweetened Condensed
NUT»
Almondls
Drazils
Blaci: Walnuts
Cashews
Filberts
Peanuts
Pecans
Pistachios
Walnuts
PEANLUT BUTLER
SALT
SEEDS
Caraway
Coriander
Poppy
sesane
SHORTELING
Butter
Cotton 3ead 0il
Frying Lard



SHu e InS (cont'd) STABLLI R
Lar.d REYS T
Liquid shortening SYRLLYS
Marsarine corn
Puff rastie Gluconse
Roll in lix Honey
Veogetable tialc
Vegetable - Hi-Ratio {olasses
SPICES TOPPI. G5
Allspice Birthday Canly
Cardaiion Chocolate vecoreties
Cinnamon xrunch
Cloves - Ground ton-Pareils
Cloves - thole silver vragees
Ginzer Y=EAS
tace bry
Hutie g Salt Rising
Spice Blend HISCELIANHIOUS
SUGAR (Jot otherwise classified)
Brown Corn Flakes
Corn Dry lcing Base
Granulated
Invert Jugar
Powdered

A rcliable industry source estimates that approxiuwately 65, of
the super market bakers presently wix their own swezet doughs from
basic ingredients, while the other 35., buy a fully preparad suect
dough mix, 50/ This same source estimates that in the futurc apirox-
Lwately 7005 of the bakers will use prepared mixes for sweet dough,
cake, cake douphnuts, veast raised doughnuts, Frenca douihnuts, and

pie crusts. Lstimates arc based on the followint assunptions:

1. As a general rule, basic formulas are not passed on to
vouncer bakers,

2. Young bakers are less reluctant to accept mixes than
are old-timers,

3. Quality of mixes is constantly beinz improved through
technology.

4, Incrcased labor costs have helped to crualize product
cost between doughs prepared from nixes and those for-
rulaced from basic ingredients.,

50/ Statewent by bonald Snvder, Personal interview.
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5. lost mixes are wildly flavored so bakers can add owvm
flavors for individualiiv,

Advocates of mixes say doush is the same, whether using prepared
nix or basic ingredients, and that quality competition can still be
maintained, since greatest quality differences are created in flavor-
ing, baking and finishing. For example, they state a distinct
flavor differential can be detected between two items froun the same
dough batch belied at different temperatures.

riost bakery ingredients are perishable and thercfere require
proper storage and sanitary conditions. Souwe of them attract insects,
or act as food for bacteria under certain conditions of tcmperature
and humidity. In addition, proper control of ingredient temper-ture
can help prevent quality problews due to warm batters,

The following storage conditions are best for bakery ingred-
ients: 51/

Flour and 3Suga

Store in skids or flats to facilitate adequate ventila-
tion around bags. Store in coolest part of bakery or stor-
age arca., Best storege temperature is 70° to 75° F. Best
hunidity is bLetween 65 and 70%.

Shortening

Safe temperature range is 60° to 80° F., with 70° to

75° F. being most desirable,

Milk and Egcs

Keep fresh milk and fresh egrs under 40° F. refrigera-

tion until necded, Keep frozen ecgs in frozen condition,

51/ Anonyrmous, Elininating Warn Weatlber Producticn Problens,
The rrocter and Ganble Cowpeany, Bakery service Builetin 24 (1950),

T, 1'3.
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hawing only when they are tec be used. ‘“hawed egcs should
be held in refrigerator to prevent f[lavor deteriorction
and spoilage. During warmer summer ronths, reconstituted
nonfat dry nilk solids should be cooled in refricerator to
help keep batter tcmperature down within best worlking
tolerance.

Yeast and Nutmeagi

Keep under refrigeration until needed.

As a general rule, ingredients not preserved by cauning or freez-
ing should be used within 10 to 18 days. Ingredients left in open
cans should be used as quicikly as possible, and all ineredients, re-
fardless of character, should be handled on a first in, first out,
basis. 52/

Bakery ingredients can be purchased from the following
sources: 53/

Bakerv Supply House

All necessary ingredients are usually available from
this single source. In addition to ingredients, bzkerv sup-
ply houses frequently offer valuable consulting service on
layout, quality control and sales promotion; and, in some
instances thcy act as bakery equipment jobbers. Some bakery
supply houses have bee: known to completely engineer, equip,
supply and arrange financing for an entire super market

bakery,

52/ Donald snyder, Op. cit.

53/ T. R, Freer, Op cit.



Ingredient winvfacturers

In adlition to supplying thelr own brands of ingredients,
many ncnufacturers of flour, shortening ard veast provide
technical information and wmanagerial assistance through their
sales representatives and bakery specialists., bBooklets, bro-
chures and bulletins published and distributed by soue in-
gredient manufacturers furnish excellent information and data
on a broad rznge of essential bakery subjects,

Grocerv iJarchouses

Soiwe cooperative, voluntary group and wholesale grocery
warehouses stock bakery ingredients for irmediate delivery
to retail stores with regular grocery orders. lost of them
stock only large volume items which can be combined with
other shinments {roxm manufacturers of consumer paclkaged goods.
Sugar, csalt, flour and shortening, for example, are ingred-
ients that can norinally be ordered from grocerv warehouses
without difiiculty,

As the nunber of on-premise bakeries increases, many
frocery warehouse operations will follow the lead taken by
Super Valu 3tores, Inc. In addition to offering expert
technical assistanée and a cowmplete line of bakery packaging
supplies, 3uper Valu stocks meny of th: major ingredients
used by the more than 50 bakeries in their nenbers' stores.
Ingredients used in swmaller quantities and not stocked can
be ordered on a special Super Valu form for direct siiipment
from the manufacturer to the ordering store.

All bakers acrec that quality deterioration can result when an



attenpt is nade to cheapen a product's ingrecdient conteni, witloul

a thorough understanding of the technical and chewmical factors in-
volved. One measure of a baker's knowledge is his ability to maintain
high quality standards at lowest possible ingrcdient cost. Coniinual
formula analysis can produce imoroved quality at a reduced ingredient
cost,

Ingrodient cost control is best maintained by combining sound
monagenent practices with paiktery technolosy. An ef.licient bakery
manager will keep accurate records of all ingrcdient costs and quan-~
tities used durinp a particular period. Adequate records will also
show formula cost for every item manufactured. Only through anplica-
tion of such records can ingredient inventory be held at a profitable
level,

Another way bakers kecep ingredient costs down is contracting to
buy 30, 60 or 90 day needs of large voluie ingredients such as flour,
ecgs, shortening and pecans. For example, a supplier might have a
single bag price of $17.75 per 100 pounds of cake doughnut flour, but
quote 517,00 per bag on orders for 5u00 pounds. I a bzker's records
show he uses 50 bags every 90 days, he would save 75¢ per bag by con-
tracting with a supplier to buy the entire quantity at one time and
have flour delivered as he needs it over the 90 day period. In
addition to this monetary cost reduction, saving would also be made
relative to interest on investment and cost of storage. These con-
tract arrangemnents are not usually binding on the buyer, but in most
instances where accurate records are kept contracts are fulfilled.
Contracts of this naturc guarantee prices over the agreenment period

and, therefore, allow bakers to meet their gross profit goals.



Incredient ccsts are also minimized when care is taken te
prouptly process ail invoices, to take advaniase of cash discount

terr:s., And there is no better way to lower intredient costs ithan

apolvin imcasures to prevent spoilage. Proper stock rotation, goed

sanitzry practices, and careful processing and baking procedures
all add ur to decressed cost of ingredients.

Foriulas for Balkerv Goods

Bakerv sales can be increased by displaying a wider variecty of
finished goods. Tuls basic merchandising rule causes bakers to con-
stantly seek fornmules for new and different products. Desides spend-
ing considerable time developing foruulas of their ovm, bakers acquire
them from ingredient suppliers, other bakers, bakery associations,
schools, and industrv trade journals.

tany bakers say product formulas are nurely tools cf thza baking
trade and that thcy should not be considered a guarantee of finished
product qualitv, The best formulas are useless unless tiey are con-
bined with the skill that only an exwverienced, welli-seasoned baker
can apvlv. liost foruulas need nodification to fit each individual
bakerv., Foruula alteration is easily acuileved throuch changes in
mixing and wake-up techninuve, fermentation tinme, baking temverzture,
and/or finishing wethod.

Freezing Bakery .'roducts

Although soile takery operators minimize the importancc of

frezzers in baziieries, others enthusiasticallv use them to produce: 54/

1, Completely finishrd bakery products that are held in

54/ statewent by Robert Wert, Person:l interview.



a frozen state for eventual sale in Jefrosited or
frozen form,

2. Tartia'ly corpleted bolery products that are balked ond

held frozen, and then finished after bringing to roon
tenperature,

3. Unbaed producis, such as Danish pastries or nies, which

are held in freezer until neecded.
sost of the advantages for freczing, at the present tiue, lie in
bakery production. 3Some of the reported advantages are: 22/
1., Eliwmination of shortages of varieties in baked goods
during heavy volune davs.
2, Reduction of nitht work and heavy weck-end schedules,
3, lMinimizing stalas. For example, on 'bad weather davs"
items can be held over by fre:zing in baked or unbaked

fornm,

ey
-

Standardization of batch sizes and use of larger, more
effective ones. Jnall batches, run particularly at
merdgency tines, are not only costly froa a tiue eleaecat
but often produce poor quality.

While many bakers utilize freezers to simplify production sched-
ules and nethods, there appears to be a growing interest in selling
frozen baked goods direct to the cousuner, The increasin nunber of
houwe freezers has stimulated interast in this market,

Certain bakery vroducis lend themselves to the freezing process

better than others. llere are a few nointers which mav be hel>ful in

55/ 1bid,



decidiny what to fre~ze: 56/

1., Ca'tes - Icings

e S

Cakes of all types, shortened, sponcte, angel
food, fruit, ete,, are dgenerally frozen in baked,
un-iced forw., Creaw iced cakes can be frozen in
finished form; however, fondants, fudges or marsi-
mallow icings are best applied to thawed cakes, since
tiiese icings do not seem to frecze well, Sowe bakers
report that fondant or fudge icings tend to "sweat"
or lose their gloss on defrosting, while marshmallow
types show evidence of breaking down in the freezing
process. Whipped cream and whipwed topning cakes
c~n be frozen, although there is a tendency for these
finishes to dry and crack unless cakes are wrapned to
prevent moisture loss.

Cookies may be frozen either baked or unbaked,

ries generally can be frozen either baked or un-
baked, with the excention of custard pies, which do
not seenm to lend themselves particularlv to low tem-
perature storage. An examvle of a freezer's use in
pie production is the baking and freczing of pumpkin

pies ahead of the Thanksgiving rush.

4o Sweet Yeast Dough and Danish

Bv and large the best success with sueet veast douch

56/ Ivid.



and Danish is to frecze unvaked pieces, usually in
made-up form. Frozen baked dinner rolls, swect tolls
and cofiee cakes seem to dry out excessively unless
wrapped. The handling of ¢rozen unbaked swecet veast

goods is quite similar to the usual method of retard-

ing, except that a longer time is necessary for frozen

dough to return to room tecuperature, either for make-
up or proofine,

5. Doughnuts

Fried cake dcughnuts can be frozen successfully,

Fried unglazed doughnuts can also be held in the
freczer., 1I. glazed veast raised douzhnuts are to be
frozen, the best glaze is the fomlant type, since
other glazes apnear to lose their gloss and flake off
excessively. Sugared yveast raised doughnuts can be
successfully frozen.

Frozen goods can be held in baked or unbaked stage in the

for threc or four days, with little danger of excessive drying

freczer

out.

If they are to remain in the freezer for longer periods, they should

be wrapped in moisture proof waterials to insure maximum freshness

when removed froa freezer, thawed, and placed on sale or finished

off, depending on how the baker is utilizing the freeczer.

There are scveral recommended wavs frozen baked goods can be

handled after removal from freezer units: 57/

1, Items may be allowed to thaw at room tenperature

57/ 1bid.
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betore pliacing them on sale. [aawing oseration
usually rejuires several hours,

2. ‘then dellivery systens are operatingi, frozen bakery
products cxsn be allowed to Jeilvost enroute, and de-
livery tinmes scheduled so merchandise will arrive at
custoilers' houes in a thawed condition.

3. ‘here spezd of defrosting is es-=ential, frozen iteus
can be placed in an oven operating at about 200° F,
for a f2u nminutes to accelerate the Jdefrosting process,
Products treated in this wmanner must still be given
some tiwe at room temperature to thoroughly defrost.

This przactice is not particularly recommended and
bakers using it should exercise great care, for even
under the best conditions some dehydration will result.

4, Unbaked frozen itews can be thawed, then baked in normal
way, fiaished off, and placed on sale,

5. Finisued itews can be sold in a frozen state to con-
su.ers who plan to re-store in hoae freeczers, or usc
within a relatively short tinmc. Ltenws handled in this
way should contain complete instructions on proper han-
dlinz for the housewife,

A baker can capitalize on the excellent advantages the freczer
offers, but should guard against instances in which it can be abused
to further his own prorfress, The flexibility of freczers invites
some abuses. For exaaple, it is poor praclice to freeze leit-over
baked gnods which have once been frozen. In addition, improper ro-

tation of frozen baked or unbaked items can lead to substaniard quality.



3ome bakers report resistance by morning trade to previously
defrosted frozen baked Zowds, Customers easily recornize the flavor-
ful aroma of freshly baked gonds and are reluctant to buv without
this psvchological iLnpulse. Afternoon trade is usually not so aware
of "oven freshness'’.

Control of Stales

Stales control is a subject on which opinions difier, Some
stores endeavor to maintain 2 certain perceniage of stale products
to> insure that display shelves are filled to capacity at all tiues
with a wide assortment of goods, while others seeic to miniuize thenm
to gain nmaximum gross profit on avery sale, Those who have studied
and correlated the effect of stales on sales report that sales are
highest when stzles fall between 24% and 45 of total bakery sales, 58/
Unfortunately, however, few operators kecp enough records to accurate-
ly substantiatec claiias for or against their stales policy.

Knowing the shelf life for every item produced not only will help
hold stales at a profitable lewvel, but will act as a guide to produc-
tion planning, as well 2s an aid to satisfying customers' desire for
freshness, A good baker will deteruinz tihe shelf life for each of
his own products, since he knows they will differ from similar fin-
ished goods produced by another baker with practically the same bak-
ing facilities,

The followinz chart was prepared by a super market bakery man-
ager to assist his display personnel in ordering daily needs .rom

production, 59/

55/ V. R, Freer, Op. cii,

59/ Herman T, Mekeel, Growmer's Juper iarkets, Elgin, Illincis.



BUOADS

Jewish

I IsrIns

R )
S I

PELAFRIOS PR

Fiilzo GOGoLS3

COCKTILES

TEA CAKES

PASTRIES

CAKLIS

FRULI' PIES

TASLE 16 RQUEC 16 <Lou) Sienl LI5S OF BA DY 20 iy
PAGAGED  UeaCRAGED
French, Vienna 1 day 1 dav
All White, sarlic, Barbecue,

Onion, iruit, vate Nut 2 davs 1-1} days
All Rye, Puipernickel, whole :hecat

Banana, hut, salt Rkising 3 days 2 days

4 dars 3 davs
I_31’N.:'L DINNER ROLLS
Ifard Rolls 1 day 1 day
Hamburger, Hot Dog, Butterwrust,
Parker House, Cloverleaf, iJotato,
30ft Sead Dinner Rolls 2 days 1-11 days
DANISH SWUET RULLS 2 days 1 day
2 days 2 davs
ROLLS 2 days 1 dav
Da 11 CoFUZE Cauls 3 days 1-14 days
RUGH Lk COINLE SN 2 davs 1 dav
2 days 2 days
Potato bo.-zhnuts, Long Johns, Jelly

3iszarks, Upen Face Bismarks, Fried

Cinnamon Rolls, Cake Crullers,

French ionchnuts, Apple Fritters 1 day 1 day

C KB DO['GZ!E!UK‘..‘-
Fovdcr;—fugar, Chocolate, Flain 1 day 1 day
(feturn all packages with broken coolies)
Any Joft Cookles, Date rilied Cookics,
Fig Filled Cooties 1 weck 1 week
T Petits Fours 2 davs 2 days
Fohenian iolatches 3 days 3> days
Date 3nack Erounies 4 days 4 days
lary Anns 1 week 1 weck
slices (Caherry # Apple, ete,),

Streudel (Apple or Cherry) 2 davs 2 davs
Turnovers 3 davs 3 days
Patty Shells, Cocktail 5Shells 1 week 1 week

FRENCH PASIRIES (if refrigerated 3 days 3 dayvs

FILL:D LUhES 3 days 3 days

TAll Cup Cakes 2 davs 1 day
Angel Food, Sponge Cake, Jelly lolls,

Chocolatze Rolls 3 davs 3 davs
All Other Cakes (Watch carefully) 3 days 2 davs
All Soft ries 2 dav 2 days
All Fruit Pies 3 davs 3 days

ITEMS TO BY REFRIGERATED
custard Bisnarks 1 day 1 day
Crean Puffs 2 davs 2 davs
Crean llorns, Zclairs, whipped Cream Itens 3 days 3 davs
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Paclaged bakerv goods are usually coded in soire icanner to indi-
cate to man~gewent and sales perconnel the day on which they were
baked. iethod of coding will vary between bzkeries, however, as well
as betwecen products within a bakery.

The type of prackage used for an item will often determine method
of coding, Dolyethvlene bags, for exemple, are frequently closed with
a different color pressure sensitive tape every day of the week. The
same tape may be used for coding and secvring boxed itews. Goods
overwrazpped wiih transparent film recuire a label on which can be
narized the daily code, cr label itself can be so situated on the pack-
age to designate day on which contents were baked. FEvery quality
minded baker kmows method of coding is not as important as the goal
of maintaining customer satisfaction,

Retailers dispcse of cstale bakery goods in several wayvs. Sowe
reduce them to half price or below and place in a location designated
for such items. BDut regardless of placement, care should be taken to
insure that custoimers can easily distinguish betwecn stale and fresh
products. Souetimes stales are donated or sold to institutions, ncedy
individuals, or employces, to prevent them from affecting fresh sales
or being misinterpreted by custorers.

Certain stale products can be converted into salable products.
White brcad, cakes, and other swect goods, for example, cau often be
ground up and mixed with fresh ingredients to produce itens lile
cookies or brownies. Tiie permitting, better bakers use their abil-
ity tec produce profit building, appetizing bakery products from

stales,



- Ju2 -

Gevernmenlbal Be~ulations

In most areas carcful consideration twust be fiven to state and
local laws which affcct manufacture end sale of bakery products,
These statutes are designed primarily to protect consumers against
receiving unhealchy, adulterated and/or short weight products from
unprincipled bakers who frequently produce products uncer adverse
sanitary conditions. Bakers interested in long range busincss tenure
welcone such ordinances and, in wmosi instances, do not find them dif-
ficult to ceomply with, Local zoning ordinances should alsoc be checied
as a preliminary step in bakery planning., Food retailers with estab-
lished reputations can usually petition to have zoning regulations
changed to perniit on-premise bakery manufacturing in their stores,

Most laws governing bakeries follow a2 definite pattcrn, but f{ew
are exactly alile. Tor this reason, it is wise for every operator to
check all state and local laws which may affect their operations, and
bakers wiho manufacture goods for sale across state lines should be
familiar with Federal statutes which covern their overacions., rLiany
retailers retain a competent attorney to study such laus,

it i1s advisable tha: each of the follouing agencies be consulted
before bakerv oneration begins: 60/

1. State and local Departments of llealth, or Food and
Drug officials;

2, Local zoning coumittees;
3. loczl and state weights and measures regula.ing bodics;:
4, 3State Departnent cf Agriculture;

5. Federal Focd and Drug Administration (if transportino
finishcd goods across state lines).

60/ Statement by Richard Gromer, lersonal interview.



CHAPTFR VIL

PACKAGING BAKERY PRONT'CTS

service or 3elf-3ervice

Opinions differ on whether bakery goods should be sold service
or self-service. Those who recomiend service sav there are advan-
tages which cannot be equalled in sclf-service merchandising., sowme
of these advaniages are: 61/

1. Customers are better able to seck answers from sales

personnecl who are alwayvs available;

2. lew items are more easilv intrecduced;

(V1)
.

Snall quaniities of individual items and mixture of

goonds are more quickly available to custouers;

4, Constant customer contact insures more complcte cus-
torer satisfaction (sclf-service can become impersonal);

5. Bakery sales can be greater, especially when sales
personnel are properly trailned;

6. Sales of profitable specilalty items arc higher when
censtantly pushed by sales personnel;

7. Stales are more easily controlled when personnel is

on hand to recommend purchase of slo moving itens;

61/ Computed from statements by all those interviewved.

- 103 -
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Sunply cost is lowver;
Greater individuality can be mrintained, and there
is less chance custoners wiil confuse goocs with

cormmercially pacikaged iteus.

Those who sell by selt-service report they, tco, have zdvantages

wiiich would nct bLe prevalent in service tvpe operztions. they point

out these advantages: 62/

~

Less sales space is needed for displays;

Investient is lower for display fixtures;

Sales labor expense is less because goods can be
vraphed on an assewbly-line basis, away from cus-
tomer interference;

3ales are greater, especially when goods are properly
packaged and displayed to meet needs and desires of
custoizers (sales increases of 20 to 25/ have been
reported on changing frow service to self-service); 03/
Increased shelf-1life on soime packaged goods helps in
plauning production to meet dewand, tnus reducing
stales;

More custoners can be waited on in 2 shorter tiue;
Sales per lineal foot of display are greater;

less time is needed to set up attractive displavs;

Nuality is wraintained over a longer period because

package keeps product fresher;

62/ Ibid.

63/ 3tatewent by Richard Gromer, rersonal intervier,
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10, Even though supvly cosls can increase S to 100,
with the change to self-service, it is usually
offset bv reduction in total labor cost; gi/

11, Self-service bakery fits well with self-service
meat and produce;

12, tore an? more customers, esnecially younger ones,
prefer self-service,.

Every food store operatbr can state advantages of his chosen
method of mercirandising, &nd some can also point out certain disad-
vantages which cannot be overlooked; but better operators see that
every advantage is fully exploited to produce profitable results.

Reports froi: on-prenise bakeries clearly show there are profit-
able operations merchandising poods bv both service and self-service
methods; but since every bakery is different in some degree, it is
difficult to accuratelv compare operating figures. Generally, sales
labor costs for self-service bzkeries fali between 5 and 7% and
average about 9% for service tyre operations, liowever, sales person-
nel in service bakeries usually perform duties in the production areca
during slack periods; and actually i accounting records were kept
properly, part of these costs would be charged to production. 65/

A rccent survey of 9¢8 bakeries, 473 of vhich were in super
markets, siows that 63 have bean successzfully converted into paclkased.
self-service units, This survey seeus to Iindicate a rapild moveueint

to seli-service., 66/

64/ Statenent by W, T. Dahl, Personal interview,
65/ statement by T. R. Freer, Personal interview,
66/

Statement by Merrill raughan, Bakery Packaging Council,
tersonal interview,
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Packadine Material

lany diflerent wmatarials are used Ln packasing bakery zowds,
Sone are used more oftan than othiers because their characteristics,
for one reason or another, better fit the needs and desires o users.,
For exarinla, transparent film used on bakery packades must have the
following attridbutes:

iaintain quality from place of packasing to point of

consuwption, Conposition of some products recuires that
nmoisture be prewvented from leaviny the pzckage, while other
goods become unsalable when moisture is permitted to entor,
Such producis should be wrapned in highly moisturepront
film, Items such as glazed doughnuts must be wrapped in
film which has medium moiscurznroofness, since glazing will
liquify if too much moisiture is retained in the pnackage.
Yet excnssive moisture loss will cause premature dehvdra-
tion of douchnuts themselves., Packages conizining itens
such as pouad cake, unfrosted cakes, rum tortes, jellv roll
and fruit cake must retain as umuch moisture as possible,
but crisp items such as ginger snaps must be wrapped to
keep moisture out to prevent theim from becoming sogrv.

Produce naximum shelf life for highest profits, Long-

est possible shelf 1ife for every product increases profiis,
because of fewer stales, and permits larger batches to be
baked at one time, thus increasinr production efficiency.
clean, lustrous packages, wihich will noi deteriorate in

apnearance while on display.
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Le econnuiical from a material cost staninoini, as
well as facilitate speed wrappin: to hold down labor
costs,

Prevent product weisht loss, so net weicht packaded

will be the same as net weight received by custouers.,

Prevent odor and flavor transfer between products,

Resist attac! from shortzning and oil content of

many products.

Remain pliable and clear, and not beecome brittle and

crack during reasonable storage period.

llave strength enough co prevent puncture and teariag

due to customer handling.,

Permit =nod label adhesion.

Several transparent packarcing f£ilas that arc currently being used
successfully for wrapping bakerv goods are listed in .\ppendix ''B8'",
Every operator should test, balance and judsge the assets of cach avail-
able filw before making a final decision on which on: produces the
best results f£or hin,

Labels used on balkery vackases cor .onlv rall iats '.rce fajor
categories: (1) pressure sensitive; (.) neat seal; (53) lasart <rease
proof. Each of these is available in either stock print or shecial
print form., 67/

Pressure sensitive labels, sonctices called sqli-cticking, are
Just what the nanc ilmplics. They stick to tha nacku~e with simple

finger pressure., Illeat seal labels require that hzai be applied to

67/ Anonymous, Super Market Prepackaging, Paramount raver

roducts Company, Form lin, 80-K (1959).55jﬁ2—16.



- 1¢8 -

activate adnesive backing before anplving to packare or filu., Ilnsert
grease proof labels are tasteless and cdorless onl are designed for
placement directly on the product before package Ls wrapped,

Stock print labels are described briefly as tnose which manufac-
turers design, print in basic colors, and have on hand for imaediate
delivery in relatively snall quantities to users who do not wisn to
have specially designed labels for their exclusive use., they are
usually available in a narrow range of sizes and shapves, and in some
instances are Laprinted with standard bakerv item names, 3Soue stock
print labels are also designed to pernit ''slug-in'' of store naue.

Special print labels can be ordercd in a wide range of stock
die-cut sizes and shapes, or, if buyer prefers a spacial dic, can be
made according to his own specifications. Users of these labels de-
terminc the color, design and copy that arnears on the finished label.
Label manufacturers require that special print labels be purchased in
minimua quancities of 25 to 50 thousand, with cost diminishing as
quantities increase. Wwhen large quantities are ordered, they soue-
times cost less per thousand than small quantities of stocik print
labels; but, of course, investument in label inventory is wmuch greater,

Special print labels produce certain advantages, nost important
of which are: 68/

An opportunity for institutional adwvertisiag. Bvery

package advertises the store when label efiectivelyv fea-
tures store nane, emblen, slogan and/or colors.

Builds customer confidence and preference. A quality

63/ Richard Gromer, Op. cit.
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desizn can go far toward building a quality inmage and
- clean, clear price uarking bullds custouer confidence.

uasv compliance with labeling laws. It is wise to

investigate local statutes before ordering. Label man-

ufacturers can usually advise buyers on state and

Federal requirements.

The type of label ordered is frecuentlv governed by the kind of
label imprincing maciin2 used. For example, sone nachines print all
copy wihich appears on the label and, tneretore, require blani labels,
Another type of machine prints only the item nawme and price, and in
this case a label is needed on whilch Store name is prinied.

kefer to Appendix "C" for a couplete list or packazing supplies
used in 6 miduestern super market bakeries.

Sources of Packaging raterial

Bakery packaging supplies can be purchased frow the following
sources:

Grocery i/holesalers 69/

Many of the more progressive voluntary and cooperative
groups and wholesale grocery warchouses stock packaging
supplies for use in sclf-service neat and produce dgpart-
ments. Such commonly stocked 1.es as less woisturenroof
produce cellophane, polvethylene and cellophane bans,
most boards and trays, pressure sensitive tane, and var-
ious types of bag closures, all can be apnlied to sone

defiree in bakery packaging, In an enmergency, moistureproof

69/ 1y R, Freer, Up. cit.



fresh meat cellovhan2 can also be used on proiucts re-
quiring moisture protection, without affectinsg quailiy.
As full scale bakeries become more nrevalent in
retail stores, nany grocery wiolesalers will expand
stocks of packaging supplies to include tuose useful on
bakery goods. Retallers operating on-nreiiise bakeries
should work closely with their atfiliatcd wholesalers

to develop a sound cest saving pacratineg supply program,

Paper Jobbers 70/

Local paper jobbers noruwally carry most of the bakery
packaging materials an operator will need, and better
paper jobbers' salesmen are trainsd to assist retailers
with their packaging probleas. ‘iiorking closciyv with a
reliable paper jobber can be beneficial when initiating
a bakery packaging programn.,

Distributors and Packacineg Supplv Specialists 71/

some manufacturers of packading material have fran-
chised local distributors to handle their products in
specifiec geographical areas. iwst of these distributore
specialize in supplying all material nceds and frequently

offer vzluable technical assistance and intoruetion

The larger wanufacturers of packaging materials exert

70/ Stateient by ll, E. Anderson, tersonal interview.

71/ Statement by Il R, McCleary, Personzl interview.

72/ B. C. Robbins, ierzonal interview.
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wost of their sales efforts with Targe voluvue buvers

in user, wheolesaler and distributer catedories, This
does not wean that manufacturers' salesmen or packaging
specialists are not availabie when necded, but it does
indicate that their main function is to sce thzt ade-
quate supplies are available to all at the lowest
possible cost,

Booklets, pamphlets and brochures prepared and pub-
lished by packaging material wmanufacturers contain a
wealth of constructive inforuwaiion. 3uch puvlications
are usucllv free to those who taxke time to write for
them,

Types of Packares

Every bakery operator must decide what type of pacliage best suits
eacli iten he plans to package. These factors should be considerzd
wiien selecting packages:

Adaptability to Iguipument

If wrapping machine is used, only certain tvves of
boxcs, travs, and/or filwms will work nronerlv at effi-
cient sneeds.,

Successful self-service merchandising depends, to a
sreat extent, on package anpesrance. loosely wrapped,
poorly sealed, puckered, wrinkled and unclean appearing
packages do not create impulse sales,

Custcrer Convenience

Surveys sihow modern custouers are willing to pay for



built-irn conveniencc., .ercian’lse pzcied in attrac-
tive contaliners csuitable for table use, affording
easier haadling, and havinT ra2-use value sell faster
and orften at preuiwx prices,

I'roduet Frotection

Customer handling and mass displayving are apt to
make packares unsightly and unappetizine, Seclect pro-
tective materials that insure freshiess and nrevent
product distortion until readv for use,

.o,
vl

Consumer 7init

Various package sizes are necded to accommodate
snall, wediun and large family needs, 3uall packages
prevail in cityv srecas which have more single pecople and
childless working couples. Larger packages are nceded
for srowing families in "suburbia’. {nowing customer
preferences will help kecep pacinzes large enouith to gain
maximum dollars from every sale,

Displav Ability

Jales space 1s precious 1in today's food stores, iiake
use of available space with stanard size packages which
stack prorerly with a minimuwm of efiort,

Visibility

Sales impact is improved, particularly when product
is attractive in its own right. Promote easv product
identification and increased sales with transparent

packages.



Identit-
LRt

Srecial »nrint labels, films and boxes serve as
rewinders of where quality is avaliable., “ie in
package design with edvertising for best results,

Fase of Handling

Todav's high laber costs make it imperative that
packages be selected with an eve on packaging produc-
tivity. Packages which lend themselves to improved
handling methods, spcedv price nmarking and ezsy dis-
playing sre labor savers,

Lconomv

Use of most expensive packaging material does not
always guarantee best packages. Management should
investigate all materials and sources, with econouy
in wind,

Four basic types of packages are comuonly used on bakery prod-
ucts, They are: 73/

Overwranned Trav_ or Roard

Items such as sweet rolls, cookies and muffins can-
not be econouically sold individuallyv packaged., They
must be grouped and held together in consumer accept-
able quantities on trays or boards, before being over-
wrapped with transparent film, Products like cinuamon
rolls, which are frequently baked as censumer units in
disposable aluminum trays, do nct require consolidation

but do need f£ilm overwrap,

73/ Richard Gromer, Cp cit.
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Pirect wra.
Products like French bread and date nut 1loaf,

which have built-in structural strength and rigidityv,

can be sold individually, covered only with trans-

parent fil:.:,

Dogs

Sliced and unsliced soit crust bread, haaburger

buns, and similar items can be merchandised etffec-

tively in polyethyiene or cellophane bags.

Boxes

Cakes and other extremely delicate items are

usually boxed to protect them against distortiocn and

danage while on display or in transit to customers'

hones.,

Better bakery operators know minor savinis can be effected in
packaging costs by standardizing to a minimum number of travs and
boards, and particularly by using proper sizes., They know, too, that
unsunervised or poorly trained personnel frequently use excessive
amounts of packaging materials, little realizing how this practice
affects costs, In an effort to reduce these cosis, and to standard-
ize packases, many bakery managers set up paclage specifications rLor
each item produced. Appendix '"D" shows a typical packaging specifi-
cation chart,

Packaging ietheds

Few self-service super umarcet bakeries have sufficient sales
volume to warrant investmen: in a wrapping wachine., To make even a

lower priced semi-automatic machine (apuroximately $3000) practical,



a bakery woulc nced to pacliage most i1tew:s in cvervrapoed travs, since
this machine would not effectivelv handle other kinds of pachkarces,
The more exnensive fullv automatic machines, similar to those found
in cormercial operations, are usually geared for mass production and,
therefore, would have little value in most super market bakeries. In
an effort to increase packaping productivity, many bakeries shcre uncat
or produce departient wrapping macirines durins early morning hours
when they are not normally in use.

Most packaged bakerv goods are wrap.ed manually, by two
methods: 74/

Individual Wrapping osystem

Under this svstem one person works along to couplete
the entire packaging pnrocess, from start to finish. Wrap-
ping station should be set up with Lools and wmaterials
within e2sy reach, and pecple opcrating such stations
should be properly trained to wrap in an expedient manner,
Intrained and poorly supervised personnel workinz at indi-
viduzl wranning stations otten seek their own pace, thus
tending to increase labor costs.

Tear Wrapning Svstem

This systein involves individuals working together as
a team, for greater productivity. Teaws can be made up
of two or more people, depeinding on number available, work
load, and space allocated for wrapping., When tnree indi-

viduals are teamed up, the first person ir line usually

74/ 1bid.
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scts the pace for the otlier two bv travin? or board-

ing &nd naking the first seal. Zecond in line finishes

the scalin? process before passing neckace to ths third

individual who prices and apnlies the label,

Many operators find it necessarv to use both of these systeus,
becruse not all products are suited for the teain systeuw, and work
locd may recuire that several difrferent producis be pacraged simul-
taneously. ilaxinum benefits from both svstems can be attained by
designing a long wrapping table, which will facilitate cuangfeover

to either system without causing confusion.






ClLAPTER VITL

DISPLAYING DAK:IZRY PRODUVCTS

Unlike groceries, meats and produce, little has been done
industry-wise to study, improve or develop super market displav tech-
niques for in-store baked products. As a result, there scems to be
no uniform display patterns, ideals or standards. Ic¢ has becn, and
still iz, largely a watter of personal opinion; iherefore, as indi-
viduals vary from store to store, so do displavs.

There are, however, certain principles of good disuvlay often
applied, sometimes unconsciouslv, to nroduce maximum sales and gross
profits. They are: 75/

Wide Variety

One of the rreatest advantages of being able to bake
in the store is that variety, onc vital kev to success,
can be centroiled frowm day to dav. 1In other words, itemsc
offered mav be auickly changed, expanded or contracted to
meet custonuer demand., Wide awake operztors know from ex-
perience that customers tire of the same cookies and cawnes,
and desire to see and purchase new and different produvcts

each time thev shop.

75/ These principles were cowpiled from stoatements made by
individuals interviewed,

- 117 -
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oy retallers start out with a small punher b Ltons
an? add a faw at a time for nositive frowth, done sav they
have little difficulty selecting enough itews, but it is not
a simnle matier to offer wide varietv and maintaiu waxitum
gross nrofit., It takes adeaguntz reacords, econstant custouner
anzlysis, and 7ood nroduction contrsl to provide a nrofitable
assortment of itens,

A good example nf variety crowth and diversificaticn is

rennrted by Gromer Suver Markets of Zlgin, Illinois, where the

NS

nunber displared went up f£rom 100 on oneniny day to 225 a.ter
one year of oneration. 76/

Todav, after two vears, Grower's regularly offers the
follmrin~g 301 diflerent products:

tvpes of bread

types of coffee cake

diiferent sweet rolls

6 sep~rate wuffin tvpes

5 varieties of cake

60 tvpes of pies and pastries

10 regular types of fried goods

10 variety ty»es of fried goods

30 difierznt cookies

15 different tea cakes, etc,

20 dairv case items (whipped and sour crean
products, eclairs, etc.)

5 freezer items (frozen pies, cakes, rnlls, nizza)

20 varieties of dinner rolls, buns, etc.

v
[ G B}

In addition, at different times during the yzar, 100
other srecialties, from peanut brittle to frozen spumone
cake, are offered. They also regularly take special orders
for weddinz ansl party cakes.

Adequate Space Location
—— e

It is good practice to give each item the amount of

76/ Statement by George Goedert, Personal interview,



space the sales warrant, This means Jivin: volume novers
such as white bread and hanburger buns more space than
slover moving itens like cakes, mufrins, tea cookies, etc,

Prover Product Location

liost operators know the "hot s»ots' -- the locations
in displavs vhere items sell faster. But everv store is
different, so each display needs to be treated individually,
Soiie stores obtain rapid turnover in che center portion of
displav, whiie the ends mav be ''slow niovinz' sections. Others
report an opposite view, but agree thuat wmore items can be sold
at the end first anproached by customer traffic,

Bread, most bakers adree, is the 'drawing card'" of tho
department. Therefore, it is morz often plsced in a stratedic
location to expnse wore custoners to all items as tuey search
out the bread.

A studyv made by UsvA in Boston shows the effect bread has
on customer flow, ZZ/ In this particular store, it was ob-
served that the number ol custoniers woving through thz zniire
departient was signiiicantly less than the nuanber enteriug
(sce drawing on page 120). 3. of all customers passed loca-
tion #1 while only 60% passed location .42, and only 427 passed
location #3. 7To induce more custoners to move through the
entire departnent, white bread was moved from location #1 to
#3, and other breads placed in a ribbon display above the
other itens, After this change, cake sales at location #2

increased, while bread sales rerained the sane.

77/ Hu~sh M, Swith, "tlow to Increase Custoilier Count™,

U3DA Bulletin, p. 7, October, 1960,
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Cleanliness

Profitable bakeries have lonc been noted for clean-

liness, and custowers exnecl them to reuwain so in food

ro

stores, ‘ihe job of keepinz floors, shelves, tables, price
tags and other display areas clean and neat at all tines is
not easv., It is time consumin- anld costlv, but essentilal

to success.,

rase of Shonning
e s 2.

As an aid to suwopping, like products snould be crouned
together, with all iteus easily accessible. Customers are
reluctant to reach owr obstacles to buy. One expert sug-
gests keeping self-service display neipgiit under o fect, with
the two top shelves adjustable and at a slant to nermit full
visibility of products., 74/

Freshness

Lxpensive disnlay space is wasted 1L filled with un-
salable or daunged products, Praectice first in, first out
rotation by pulling older items forward and placineg freshest
tn the rear.

selection

weli-tilled sielves and cases reflect good voluue., Eupty
spaces give left-over appearance to all merchandise remaininy

on displav.

Whenever nossible take advantage of color difierences

by contrastins thom to attract attention.

’

78/ SlLateuwent by T, R. Freer, rersonal interview.



Tishting

Fvery item on «dis>lav should be easilv seen. insuf-
ficient licht in a display nrea reduces sales, not over-
atine expenses. Sowc retailers inscall fluorescani tubss
under shelves to enhance appcarance of product below,
eromotion

Talking signs and meal planning sugrestions add wuch
to display etfectiwveness,
Price Tacs

Name cards and price tags are important. They must be
descriptive, accurate and easily read to give confidence

that prices are consistent with gquality.

tpasuring Displav Effectiveness

iuch can be learned from obscrvation as to what customers want
and will buy. The following is a siple systen, used by U3bA and
Adricultural FExneriment 3tation researchers, which can be annlied in
any store by inexperienced managers, to measure displayv eifective-
ness., 79/ Through the use of this technique, it is possible to de-
termine which locations and commodities are bypassed by the customer
and which draw the most truffic. Once display shortcowings are pin-
pointed, improved lavouts and item arrangements can be used to gain

maximum sales and profits.

79/ Statement by E, G, Oesterle, Personal interview,



‘tep 1@ Duolicate 1900 rous :liadrais of disrlay area
on legal sizz (81" x 14') poanor,
dten 2: Using the following code, plot shopplng tours
of 100 diftferent customers doring preselected
~ business periods (both heavy and light traffic
periods for best results).
X = tustomer buyling Ltem

0 = Customer handling item but not buyving

/ / = Shopping cart left unattendied
= Customcr pushing cart

--- = Customer walking without cart

SrvT R EORM Time 3:30 p. m,
Dav-pate: Thursdav - 3/16
Customer:  lan with small boy

XYZ MAUULT
DY DT50IAY ANLTYOLS

Display Rack

SwerFT Fruies l FASI AL S V) l CAKES
FRIFD GocD$ |0m'££ CokE PIES

VARIETY BRFADS I COOKIES
WHITE BREHD B

4

__< NCRMAL TRAFFIC Fhew



T

Sten 3: After 100 individual plottin~s hazve been tade,
transfer every third one (33) to a larger scale
drawing and observe heavy conccentration of lines
and marks to determine "hot" locations and de-
mand iteus,

Step 4: Adjust display, strategically locating fast mov-
ing products to exnose customers to all sections
of display. Place slow moving high profit items
ad jacent to "fast movers',

Step 5: After adjustments have been made, appraise the
new display, following steps 1 throuch 4 again,
Continue thiz procedure until plotting shows
entire department thorou~hly shepned.

5 .

Display Zquinment

Numerous types and styles of disnlay cascs, shelves and tables
are available for mercﬁandising bakery products, Utost presently in
on-preciilse operations are produced by companies specializing in manu-
facturing such fixtures, but some are custom built to meet a retailer’s
individual taste, need, space, disnplay technique or decorative theue.

In gencral, manufacturers and experienced food retailers agree thot
every store is different, or should be, to sowe degrece; hence it is
almost impossible to establish specific lavout and design standards
to suit every disnlay area. As a result, nost "realdy-nade' fictures
are available in various lengths and heights so they can be a:lapted

to any operation,



CiaP ol 1.

La)

ADVERTISING AWD PROGOTION

since rescarch indicates that nearly 70. of the custouers in the
average store shop the bakery departuent, regardless of its location,
management has a great deal of flexibility in positioning 1t witbin
the store, 22/ while no onz can say one location i3 alwavs best in
everv situation, many operators prefer the bakery displavy arca first
in thz shopning pattern, as close as possible to the entrance and
checkstands because: 81/
1, It acts as an ''idea creator'" [or other purchases in the
store;
2. It presents the best possible initial apoearance as
custon~rs enter;

It can be seen more easily frow outside;

w

1t adds to shopping conveniencc, since customers can

EGN
.

cone in to buy bakerv goods between regular shopping

trins;

€0/ Hugh M, 3wmith, "How to Increase Customer Count',
UsDA Bulletin, October, 1960, p. 5.

81/ 'These comaents were expressed by individuals interviewed.



., It is the only position remainiay whzn weats are
across the back of the store, produce following and
adjacent to meats, and frozen foeds last to preserve
product temperature;

6, Dlost bakery goods are purch:sed on Lmpulse and cus-
tonecrs react more favorably early in their shopping
trip.

Some retailers place the display last in the shonping pattern so:

1. Custowers will be 'drawn' past other merchandise;

2, Qustomers will not become distracted and spend too
much time ani money on bakery and less in other de-
partments;

3. Bakery purchases will supnlenent other vurchases;

4, Customers will leave the store with a good '"last
impression'';

5. Customers can place fragile merchandise on top of
other items in the shopping cart.

Promotins Bakerv Prolducts

Promotion-minied retailers take full advantage of the powerful
psvchological attraction of an on-premise bakerv by exposing to public
view the baking, finishing, decorating and packaging; and hiding beluind
partitions or walls the less eye-appealing mixing, make-up anl pan
washing, They also permit the aroma of freshly baked goods to spread
throughout the store, stinmulating customers to buy and leaving little
doubt that all products are actually baked on th: D>reialses,

Some operators arc changing from the midnight to 8 a, m, hours

waich most bakers have worked im the past, and now scihedule production



to becin between 4 and 6 a, w, &2 in this way, most ol the mixins

i most of the

and malke-up can be completed before the store onens, an
bakine and "out-of-oven' activity will occur during store hours when
customers can se2 the process, Frequent bakings can be uwside s» late
afternoon shoppers arz offered the same fresh product as wmrning cus-
tomers. Fully trainzd bakers will also be on hand to answer customn-
ers' questions and take special orders, iaployee morale is often im-
proved because working hours are more apnealing,

In addition to using the psychological approach, successful oper-
ators promote sales by wanufacturins their "own' itewms, entirely dif-
ferent from those of competitors., Usually these are given descriptive
names which customers soon learn and ask for, There seems almost no
limit to number of varieties and names that can be develoned by an
enterprising baker, Ideas for such items and how to promoie then
effectively are found in bakery trade magazincs and are available from
ingredient and packaging materials suppoliers,

Tie-in displays are frequently used to build bakery sales. Retail-
ers using this type of promotion for the first time are often surprisad
with the volume gained from such displays as white bread with jams and
jellies in the Zrocery department, rye bread with Swiss cheese in the
dairy departuent, sponge cake witi fruit in the produce or frozen food
department, and hot dog and hamburger buns at or near the meat counter.

Some have had phenomenal rosults from week-long promotion salcs
which feature a specific group of items like cakes, pies or cookiez,

In some instances such sales have become annual or semi-annus 1l events

82/ Statement by T. R. Treer, Ferscnal interview.



which custauers look forward to. for erample, cne stere established

1

a tuice-yerrly "Bakery Jromotion Leck' during which their cake decora-

tor werks in the sales area with a dewmonstrator, decorating cakes and

N

distributing samples to customers. 83/ Not only does this incrcase
sales and profits, but it provides opportunity te "show off™ new and
seasonal prnducts, and creaztes new interest in decorated calkes,

Here are just a few of the many additional ways retailers promote
in-store baked products:

Continual Samnling Prosram

Each day several items arc saispled in individuel size
pleces from attractive dishes, Custovers serve thenselves
as they wait for purchases to be wrapned or as they pass

through the department.

$nmecial Displavs

One or two items are featured every day on tables
either in the bakery area or in some other stratecgic lo-
cation in the store,

Product remations

On reguest of certain local organizations products

are donzted to build cownunity relations and faniliarize

potential customers with quality ofiered.

Conmiissions to Sales Personnel

A percentace of the selling price is given to sales
nersonnel vhe take advance orders for seasonal itemz,

remiums

An item like a ceramic cookie jar, closely associated

83/ Statement by W. T. Dahl, Personal interview.



with lakery, is soll at a low price vith tie prnrehbase

of five paclka‘cs cf cockies.

Celored Pictures cf Ircorated Coikes

—

Custonmers can select calie and decoratlion desired
for special occasions froa color slices,

Iniroductery Prices on New Items

Special prices are advertised, or coupons worh X"
cents offered, on newly created products.

Ccffee Bar Adjacent to Nisplay

Customers may join their friends at tables for a free
cup of coffee and bakery samples,

T™wWo for the Price of (ne

vne package of cookies free with the purchase of
another at recular price.

Mme Cent Sale

A package of seven sweet rolls sold for one cent more
than the regular package of six,

Econoity Size Packores

Ccokies offered at reduced price wien packaged in
threc and five pound bags.

Special Events Sales

Special items are orterced on holidays -- for examule,
cherry pie on Washington's birthday, hot cross buns during
Tent, pumpkin cookies on Halloween, etc.

Special Price on Certain Davs
e e — -

Whitc brcad is sold at a recduced price one arternoon

in the early part of each wecelk,



o

ricinT Talkerv Products

. —— i e ——me ="

Invesiication sbnwe that few coperators price uerchrndise by what
micht be called a scientific method. Uloc often little aitention is
given to such factors as turnover, preparation tiue, and the uncontrol-
lable waste inherent in bakery wanufacturing. prany simply follow the
wethod used by bakers for years -- that of nultiplying total ingred-
ient costs by 3 to pav for incredients, labor and othier exnenses, and
to provide a reasonable profit margin (they hooe:. ¢n tcp of that
firure, some bzkers add 3 to 10% extra profit, demencing on itews and
comnetition,

Some retzilers disregard coupetition entirely by setiing prices
just short of consuwer resistance, while stressing top cuality, eve
anpeal, wide variety, and absolute freshness, They are not usualily
concerned about adding a litcle more of an ingrcdient, or even adding
anoiher incredient, if the product can be inproved. Retailers with
this opersting philoscphy endeavor to make a betier product than coi~
peitition and frequentiy set the competitive pace in a comaunity -- not
with low prices but with top qualiityv.

{me succes:ful operator stressing guality over price says: ''Pres-
tice and recodnition are not developed automatically, They must be
built by products produced, and they can be measured onlv in terms of
custorer confidence, store traffic and sales.' 84/

There is a gcnuine desire on the part of most retailers to find
an imnroved nricinT method to maintain and maximize gross profit and
contribution to overhead in the face of growing competition. Pricing
is one facet of the on-premise bakery operation that will reauire

considerable attention in the future.

o4/ Ibid.



Advertisins Relierv Uroducts

An on-preinise bakerv ofrers the food retailer ideal advertising
opportunities, beczuse he has compliete control of quality, quantity
and varietyv of items it produces. In other worde, it is within his
power to completcly satisfy his customers' bakery needs without rely-
ing on individual beyond his direct supervision. This situation per-
mits him to advertise, witih full confidence, that he always offers
quality products, new and different from his compciitors, an important
key to effective consumer adwvertising.

Although advertising policies and techniques vary from store to
store, the most successful operators set up an organized plan in ad-
vance. There are no definite rules for developing the most effective

campaign, because too many wvariables must be considered. Some are:

1. Population in the area;

2. Established shopping zand buying habits of consumers;
3., Economic status of customers:

4, Seascnal and climatic conditions;

5. Competitive activity;

6, IMprchandising methads (service or self-gervice);
7. Retailer's status or acceptance in the comnmunity;
&. Media available;

9. DRetailer's ability to introduce new products;

10, Productive cavacity of bakery;
11, 3pecial services that can be offered profitablv.

Once these have been thoroughly studied and analyzed, tiie retalil-
er is betier able to determine his advertising objectives within bhis
budget.

Advertising budgets of retail bakers range from 3/4 of 1% to 2%
of egross sales, an averade being 1,5%. Food retailers, on the other
hand, usually conbine bakery advertising with store advertising and
can often eflectively advertise bakery products for approxiwately 1w

gross sales. Some advertisinz experts say, however, that operators



siiovld beware of "averaces'" and not fi~ure th~ buacet as a percentace
of past szles, They sucgest thnt advertising should cause sales, not
result Lrom sales, and that past figures should be used ouly as a
guide in planning schedules and expenditures., 85/

In the plannin~ stage, some retailers actually write down basic
ideas which they feel will heln achieve their objectives, even thaiich
they know wtlans must be subject to freccuent review and change. The
best plans are those built around sales gcoals which have been deter-
mined bv past experiences, ccipetition, business conditions, and ob-
jectives, Onez & broad plan is formulated, the retailer can tie in
specific iteus and services he plans to prounote -- b¥ montihs, holidavs,
special events, etc.

Retailers with successful experience in advertising bakery prod-
ucts recorriend that: 36/

1. Advertising messages be simple, persuasive, quick

to read and understané, and constitute one main
theme whenever pos:ible,

2. Beadlines should be short but not so short they fail
to get attention,

wi
)

Price advertising should be avoided, unless it promotes
a vnod "'value',

4, Stereotvne cony such as 'top quaiiiy" should be avoided.

S5e The bakery itself should be promoted to build prestire
and ¢ood will in the comnunity.

6. ew products should be featured frequently to bring in
new customers and increase the number of shopping trips
of reguiar customers.

§§/ Kenward L. Aikens, "A-B-C's of Advertising for the Retail

Baker', Bakery Industry, Vol, 115, No, 1450, p. 238,

86/ 1bid. p. 239.



7. Advertising schedules sh-:od be pl=nned 2t lesst a
aontl in advance,

3. All advertising should be develoned to creste interest
ond desire to bry, and tn oet resnoase throu~h positive
action on iche marL of the custonmer.

A number of media are used by bakerv operators to carry their
sales messafes to consumers., The most important are:
Newspaners
Most food retailers are thorouchly familiar with this
nriwary medium and the mass coverase it provides. Care
chould be taken, however, not to snead too large a pertion
of the bakeryv's advertisin~ budaet here,

Window 3ions

Thev hawve tremendous drawing nower when used to the best
advantage. Their wvalue is exceptional when heevy automobile
and font traffic passcs the store, Colorful windnw streamers
rnay be secured from some inrfredient and packaging materiol
suppliers,

Point-o0f-Sale Advrrtizcments

The mouent cusiowers are waking the ultimate buyinc
decision is often the best time to advertise, This is
also the time to create the impulse to buy the extra 1lteus
the custocwer had not planned on,

Cireulars and Direct i1l

These wedia permit the retaijler to direct his sales
message to the exact point ol greatest potential with a

minimum of wasted coveradge,



¢oonlunne
—— e e et e

The lmnortance oI the package in "advertisine' b-ler:
ot peint of szle and in eustoners' houes is growiag Jdaily,
as nore and more onerators turn to self-service merchan-
disint., Good packase appearance can do much to build
Lampilse sales, and a baker's trademark at the point of
conswuption will oiten atiract the consuner back to the
store, {onatant review of nackaging and labaling, with
the creative assistance of naper and nackaging suppliers,
will often nay off in increased sales, Package inserts
can also be used eifectively,

Jord of sonith

“atisfied ernlovzes and customers can do a most effec-

tive job of advertisine in the contwmnitv, Wise retailers

will cultivate thils "word of iwouth™ advertisiner.



CHAPTER X

CONCLISLON

the Nead for NDescarch

———— e —— . —

The inforuation and data assembled «nd nresented in this thesis
seems to indicate thzt osn-premise bakeries are still in an evolutina-
ary stage of developnent. This is apparent beecanse most of the ideas,
probleus, techniques, principles and philoséphies formerlv used ani
encounter~d bv retail bake shops simply have been transferred to the
super market with little, if any, modification.

Wiile most on-premilse bakery operators find nothing decrimental-
ly wrong with these older operacinz concepes under existing, coupeti-
tive marketing conditions, they do think, for ‘he wmost part, that
certain adjustments can and should be made in the future to bring thcu
more in line with the up-to-date merchandising anli production methods
witich have been developed {or other super market departments, There
is a general feecling among these onerators that as more and more
bakeries are installed in £onod stores the need for Liecse changes will
becoric more ~cute,

Thus, on-premisc bakery operaters are anxions to have res»arch

dona on the foll~r-ing me jor subjects: 87/

- - —

C7/ These comaients were expressed by operators interviewed.



in;redient mizes, while!s can be nsed eflec-

tively to mainiain a balery's individueality, are developed
for 211 basic doughs, the nced Lor hirhly sitille’, cuperienctd
balkers will be rininlized, waste can be reduced, lzbor cocts
can be lovered, training tiite can be cut, productivity will

increcose and wvaluable space will be conzerved.,

Taller Lovinnent

Labor costs and space requirements can be reduced and
nroductive canacity inecreased, if ecuilprnient can le redesicned

and manufactured to pernit assemblyv-line, continuocus nroces-

sirm without en‘angering quality and variety coflercd,

If jpackar,in, naterials can be Laproved to incrensze nrod-
uet shelf 1ifc, enhance pachkace appearance and facilitate
nore ex~edient uwrapting teebniques, nproduclion efficicuey
and sales could ve increased and laber costs reduced,

)

DI S‘ua\u_"l’f ana

— e e .

fricing
— e G

liore information is nccded relative to what products
sell best in what display locations, unler what conditions
and in what se-sons. In additlion, rctallers wvant to know
which itens heve the highest impulse value. From such in-
formation, they can improve production, prieing cnd displar,
Pecors

The matier of keeping accurate records is a field where

-

great inprovenent is necded. simnlified, uniform record

=
3

systen is needed to pernit operators to more casily pinpoint



tivencos of their Lowmreverent ol oris,

Wo qucstions renain vnanse

I
]
ry
e
=)
(¢]
<
a1

!
1=
o

SULCT Tiii-
ket operator nust ansver them for hingsell., ‘hey are: (1) 1s an on-
premise balwery profitable in cormvarison t- other items or denartients
wiiich nizkt Le occurving the space; an’ () Will it brild ctore vel-

une vhen present, or cost volume ien absent?

1=

e Tuture of On-Preovize Daler

(e

statistices showing exactly how many food stores nresently have
full scale on-pre:ise bakerv nrocrans are not avoilable. iicwever, if
the current interest exiiliited by food retailers over the couniry is
any criterion, the nuiber is large and rrowing ranidly. A good ex-
auple of recent exnansion in one ~corraphical area is broucht out in
figures from Juper Valu ltores, Inc. of ilopkins, i.innesota. Jthey show
that in 1950 only onc of thelr storzs hal a bakervy. In 1959 this nun-

ter had increased to 51, 3C of which were al’ed since 1957, ‘en wmere

‘£ has

r

were inctalled in 1940, and 3Suser Valu's baliery surervisory sta

e

been exnanded te handle a nlanincd 505 increzase in in-store baliing
S . ~
during 19¢1, 8&/

Juper marltet bakery de artnents have nrosres-ed £ar enoush and
are prolitcble enowh *o inlicate a tread. orme forecacsters predict
that 19¢5, 93% of all balery goods will be sold in suier marlets,

' Yy g !
While this ficure mav be over-optimistic, there is no doubt that super

(G

warlkets will soon be selling the bullt of the bakery goods. 82/

8C/ 3tateunent by T. 2, Freer, Personcl intervieu,

89/ statenent by . 2. stewart, fersonal interviess,
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APPEIDIX B

BAILERY PLCAGING FILD GUIDE 1/

—

Type & Code Desicgnation Recomiended Uses

Cellophane - 300 or 450 gaure

P3SD For preoducts requiring sanitary
packaging and little moisture
protection (hard rolls, some pies).

LSAD, LSAT, DSB, LSD, D5, LST  For pacikaging nroducts that
require a controlled rate of
noisture loss (glazed doughnuts).

IMSD-60, 15-1, 15T-51 Especially good [or wrapping
bread and items demanding zood
moistureproofness.

it 203, 15-3, LST-53 Designed for frozen balkery goods
requiring good moisture protection.

"N201, Utility "k, For wrapping goods where superior
"K'" seconds, 0{-511, R3-1 moisture protection and outstand-
ing appearance are desirced.

saran Wrap 7** - 50 gauge For pacitaging products that
require woisture retention,
soft appearance and feel,

Vitafilm*** - 1 nil, thickness For paci:aging products that
require moisture retention.
llighly resistant to grease
and oil.

* Dupont's registered tradenark
#* Dow Chemical trademari:
“** Goodyecar tradeiark

91/ This chart was sjecially prepared for this thesis by
“o I. du Pont de lemours and Coumpany, wWilmington, Delaware.
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PLC:LAGING SUPPLIES UsED IN SUD

R MARIET BAX

iype liaterial

CEYTOPHANE SHRUTS

(for overurapn»ning)

SATAN ROTLS

(For overwrapning)

BhAPDS (Chilte - ceat Lype)
{(base for overwrapped packages)

ALUITINUM CAKS PANS
{blong Cezkes, .wect
IFruit & l.oaf cCaiwes

¢

& banish nolls

ROUND ALUMINUM PANS - Full Curl Ren.
(for coflce caxes &
single layer cakes)

CAXLD TIP0LY3
(base for finished cale)

121'
13"
14"

16"
18"

20”

41'
4'0
AH
5"
5!0

ERIES 92/
slzes
x 12" 15" x 15"
x 15" 16" x 10"
X 14" 18" x 20"
20!' x 20'(
width
width
width
x 5" 6“ x 81!
x 7'0 7" x 9'!
x 9!1 8'1 X 10”
x 9" o"x 12"
x 16" 31 x 9v

8" x 5" x 1-1/4"
1-1/2 1b. capacity

6=-7/5"
7-1/4"
o
7-13/16"
g-1/2"
6" Dia.
7't Dia,
3" Dia,
9" Dia,

92/ This list was compiled to shou the

and pecikaging supplics available. All iteis

represented,

Dia.
Dia.
Dic,
Dia.,
Dia,

1-5/3" depth
tubed /ngel Food
1-3/3" depth
1-5/16" acpth
1-1/2" depth

1C" Dia.
12" via,
14" »Hiz,

16" ia.

large variety of paper
listed are not used in
everv o eration, and the slicht variation in sizes of some itens
results {rom the fact that numerous w.nufacturers' products arc
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FOLOTNG TRAY S (Lutonmatic Ovening)
Cup Caiwes

[

Juns-Flat

(6]

Buns-Vertical
Buns-Vertical
frowm & Jerve
Count Coney
Count Coney
Count Coney

Noo A oo

POLYETHYLZLIE BAGS (Mon-Terforated)
(for bread, buns & rolls)

CELTODILLTE BAGS

({oc bread, buns & rolls)

ALUNTHW P TILS

BLAGY BOTTOM PIR PLATES
(for better heat conduction
to climinate sogcy pie
bottons)

7-1/2" x 5" 1-1/2"
(2-1/2" a. cnds)
T=1/4" x 7=1/4" x 2=1/4"
(3-1/2" at ends)
9-3/4" x 3-7/3" x 1-1/2"
12=-1/4" x 3=-7/8'" x 1-1/2"
7-1/2" x 5" x 1-1/2"
11-1/2" % ¢(=1/4" x 1=-1/4"
8" x 6" x 2" (3-1/4" at ends)
11-1/2" x G=1/4" x 2=1/4"
(2-1/2" at ends)

5" x 4" x 15"

5" o 4" x 13"

5" x 3=-1/2" x 12"

5" x 5=1/2'" x 24"
5-1/2" x 3" x 12"
5-1/2" x 4=3/4" x 16"
6" x 3=1/2"x 17"

6" X 4' x 14m

8'""'x 3" x 15"

5" x 3-1/2" x 15" (non-perf,)
6" X 4'! x 12'. 1 "

6" x 4" x 16" " 14]

6" ¥ 4" b'd 1811 11} "

4t x 1-3/4" x 28"

(perf. for irench bread)
"x 2" x 20"
(perf, for hard crust rye)

w

3" shallow

38" medium

3" deep

8" decp (perf. bottom)
8" cheater plates

8" medium decp

9" shallow

9" pedium

9" deep

-
-

8" shallow

8" medium

8" cheater plates
38" medium decep

8" deep
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SLUMINITD TART PATED

20513 GILth and lithout vindow)
6 Count Caie Touchnuts-vertical
€ Count Caite vouganruts-Verticzl

12 Count Cake Doughnuts-Vertic:l

]

angel Food 35 Laver Cales

2 layer Calwes

2 laver Cakes

Decorated Calies

Tortes, llalf Calkes

Cup Cales, Coukies

Cooliies

ilorns, iclairs, Coolies

orrall ries, 4 Jarts

Browmies, 2 Tarts, Cooliies

iarge vies

8 Count Clazed Doughnuts-Vertical
6 Count Glazed Dboughnuts-Flat
4 Count Glazed Doughnuts-Flat

3n Dic., 1"
3-5/3" Dia, 15/1

depth
6" depth

3-11/16" Dbia. 2-5/32" depth

5-11/16" Dia. 1"

7' x 3" x 2-3/4"
9-7/8" x 2-3/4" x

derth

2-3/4"

8" x 4-1/4" x 2-9/1¢"

10-3/4" x 3-1/4" x
9-1/2" x 7-1/4" x
9-1/2" x 6=1/4" x
8" x 3" x 4

3=1/4" x °-1/4" x

6-1/2" x 6-1/2" x
6-3/4" x 6=3/4" x

7n X 7n X 41'

7-1/4" x 7-1/4" x
7-1/2" x 7-1/2" x
8-1/4" x 8=1/4" %
8-1/4" x 3=1/4" x
8-1/2" x 3=1/2" x

9'! p'e 9” X 5"
1()11 b'd 10" X 6”

12" x 12" x 6"
14" x 14" x 6"
16" x 16" x o

8" x 4" x 4"
8-1/2" x 4-1/4" x

(2] Tl [ae]
Ui
NN
)
"

o x 9" x 2-1/4"
9" x 0" x 2-3/4"
9" 3 9" x 3"

3-1/4"
1-1/2v
1-3/5"

An
3"
3-3/4"
3-1/4"
4-1/4"
4"

3-1/4"
4=1/4"

G4=1/4"

2-

/2n
/3"

)
)
—



TRAYS (White - teat 1ype) 5" x 3" x 1"
“(ior oversrarped paciiages) 5" x 5" x 1"
8" x 3-1/2" x 1"
S x 5-1/2"x 1"
10" x 3-1/2" x 1"
10" x 5" x 1"

9-3/4" x T=3/4" x 5/5"
10-1/2" x 4" = 5/3"
10-1/2" x 4" x 5/3"

8-1/2" x 6-1/2" x 1"

KRAFL WINDO LGS

Vienna 3rezd 5-1/2" x 16" x 5=1/4"
iiard Rolls 5-1/2" x 12" x 3=1/4"
[French PRread 4 x 25" x 3"

R\G CLOSURES Paper Covcred iire

(6 colors for ccding)
Paper Covered iiire -
with space for pricing
rlastic Clips -

with space for pricing
staples (stapler necded)

COLOREN PRESIURE 35-35ITIVE TAPE 1/4" x 60 yd.
(for closing bags and
securing lids ou boxes)

1 color for each opcrating day
(Red, Blue, Green, ¥Yellow,
Light plue, iicht Green)



ACeBIDIX 0

PACKAGING SPECLFLCATION: 93/

Every Item !ias an Assigned Paclag
Refer to This Chart hen in Houbt

Juan,
Iten per Pack, Type of Paclkage
BREAD
3. Dutter irust, Fruit, Rye
(?lain I Carawav), hole-"'hect, #1 Poly. Dag
sxi. outchy ifrust, Punpernicliel, 1 5" x &' x 15"
s, Home Utyle, calt Free and
Rising, Ralsin (uniced), Irotein
22 oz. Rye (Plain & Caraway), 1 +2 Poly. Bag
Rye (Black), sandwich 5" x 4" x 18"
1rish, Potato, Rye (Liupa) 1 #5 i'oly. Dag
g" x 3" x 15"
French 1 #1 Iraft Window Bag
Vienna 1 #2 Kraft Jindow Dag
L. Butter Krust, Lg. Done Style, #4 Poly. Dag
Lg. Dutchy Krust 1 5-1/2" x 4=3/4" x 16"
hanana, Boston Brown, i:atz hut, Direct wrap with
wt, Orange ut 1 moistureprool film
Rye (.salted .arty) 1 Direct wrap with
less molsture-
proof Eilm
Raisin (iced) 1 lirect wran L 30X #2

93/ Tuls chart actually used at Gromer super i.arhket,
Llgin, Illinois.
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tuan,

Itenm per Pack,
BULI5 & OIILER R2LLS
tlemburger (Large) 6
llamburger (5mz11) 12
R-5-0 8
llot Dog 6
llard Rolls, Yoppy seed liorns, .Jater (¢
Jotato 8
snow Flake 6

Butter krust, Cloverlcaf, Parlier ilouse 6

FRIED GOOwS

raple squares 0
Butter Creamr Crescents 4
Apnle Fritters, Bismarks,

Chseolate ioughnuts, Poiato Douglinuts 6
Cake Crullers, Cake Doughnuts,

French Crullers, Jugar Twicts 6
Frie? Cin.., Rolls, Glazed Noughnuts

Jelly DBerliners, Custard 3ticls,
Long Johns 4-0

o 7LET & DANTSIT ROLLS

Pecan Cups, precan Reolls, rfcecan Nists,
Almnond ‘lorns, Almond Braids, Chease,
Poppy Jseed, Cinn, Lnots, Krispies 46

FILL.ED) ROLiS

Apole, Cherry, Pineapple, Raspberry,
strawberry, rPrune, Apricot, Cus:tard,

Cinn, Raisin, nfutcerfly, Tig leaf,

Dear (Claw, bDole Jquare, Ieltaway,

Crange Coconut, kolatzke L4-G

OCTUE GATES

Almond jraid, Almond Pecan, Pecan,
Dutter Ring, Butterscotch, Cinnamon,
streusel 1

CALIDY

Peanut Trittle, Fudge

Catch .eight

‘tvpe of lYuckage

#1 Tray ¢ Cverwrap
w2 ray Overwrap
3 ‘fray vverwrap

#4 Tray Overvrap

<2 Kraft window Bag
#5 Polv. Bag

5" x 3-1/2" x 12"

45 poly. Dag

5" x 3-1/2" x 12"

DBoard & Uverwrap

£

(4

.
o

{J_t

#3 Box
+9 Dox

#11 Box

#10 or +11 Dox

Board & Overwrap

~

Board { Cverwrap

Board & Overwrap

pox to 3ize
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Suan.
ltem per Pacl. Type of Paclkage

FLLIE) CoRiFas Qe

Avle, Cherry, strowberry, runc,

Checse, Doppy sced, ineap;le,

Apricot, Raspberry, Fruit fan,

Cinn, Dutter, Raisin, [eucn, sour

Crean, southern tecan, Orange

Butter, Creair Filled, Filbert,

iringles, French, Walnut Raisin 1

PN

Board & Lverwrap

COCKIk S

Oatueal, Sugar, iflolasses, Raisin
Rocks, Ifruit Bars, Chocolate Bars,
Coconut Bars, Walnut Bars, ialt Fruit,
hate -wut, Peonut Butter, recan,

Cinnamon, Ginger 1-1-2 doz. Board & Overwrap

Ice Rox, DIutterscotch, Leuwon, date

Filled, 3®»ice, Chocolate Square,

Banana, Drowmies, Crange, Date

sncelis, Chocolate Chip, Dutter

broyps 6-8 Dox to Jlze

1I3CHLLALNTOUS PASTRIES

Crean llorns, Creaw Puffs, Crcam

Zlices, Eclairs, rfrench Pastries,

Petits vours, Czalke scuares, Turn-

overs, Jtrudel (1 per pkg.), 3-4-06
Patty shell, Coclitail shells, (except where
Tortes (1 mer pkg.) noted)

ok
e
t
(e

Box to ¢

CuES

ihite Butter, Gold, Choeolate
Fulge, anana, lemon irunch,

Orange Chiffon, Jpice, Carunel,

Durnt :sugar, Coconut, Cherry,

Fruit, Aloond, lialted .ilk, sponge, 1

Jelly Rolls, Chncolate Rolls, lazy 1/2 as

fazy, Cheese, Urange Blessom, Cup directed 3ox to iize
Cales, Crean Rolls, Pound, .Ange

Tood, iarble, Lenon Custard
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Aapola,

rin~apnle,
ilaspberry,
fruit
Dutch Chierry,

rIES = 3¢

ienon, chocolate,

Banana,

Cherry,

pDutch o

A

L

Custard,

strawberry, Punpicin

0.

#2

#16
B ] L'g.
412

71U

8-1/2" % 4-1/4" x

Size

N

7-1/2" x 7-1/2" x

3" x
o ox
‘:)H a{

6" x 2-1/3"
3" x 2"
9" x 2-3/0"

8-1/2" x 0-1/2" x
7-1/2" x 4-1/2" x
S=3/4" x 5=7/5" %
9-1/2" x 6-1/4" x

9-1/2" x 7-1/4"

16"
12.'
10"

RPlueberry,
Hlackberry, Riaubarb,
rarts,
ices, iince, Apricot,

serawberry

greaii,
Pecan, imipned Crenn, Chiffon,

DuX 53171

Ui
(WS}

Qeocit,

Butterscotch,
Coconut,

Quan.
per Paclk. Tyoe of Paclhadge
e e 2 —
1 Jox to JSize
1 S0 to slze

GUL Iy

4-1/4"
4=1/4"

he1/50
1-573"
2-1/8"

1-3/3"

1_1/2 "

e~

DECUIATED

Tortes, Iced Paisin NRread, Illalf Cakes

snall Calkes 7"

Cu» Cakes

omall pies, 4 Tarts

Large 2ies

Large Gules

Drownies, 2 [arts

ilorns, Cclairs

Lon:; Johns (%),
Calte nouzhnuts

Glazed bougnnuts, Lou: Johns (6)
Jisnarks

iced Doursihmuts

“e vy

~ v
Goain s BUaay

16" x 6
1": e x 6','
12" 5"

luu x 51!
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