
It is nearly impossible 
for bakeries to bake 
everything from scratch 
if they want to remain 
relevant and competitive. 
The range of products is 
simply too wide and the 
costs associated with 
baking on-site too high

Advances in technology have created 

processes that extend the shelf life of 

baked goods, enabling bakeries to carry 

a wider assortment of products, which 

can either be merchandised ‘naked’ or 

conveniently pre-packed in various pack-

sizes. Added to this is the ever-increasing 

use of par-baked products (partially baked 

at central facilities and then flash frozen 

for distribution) that not only reduce 

equipment and labour costs, but also 

reduces waste and most importantly 

provides bakeries with the ever-important 

smell of freshly baked bread to evoke the 

senses and drive sales. Baking-off products 

instead of scratch baking also makes 

it easier to quickly replenish stock and 

keep that freshly baked smell lingering 

throughout the day.

Supermarkets that have no or little 

scratch-baking equipment have been 

able to adopt these methodologies and 

practises, but those with existing scratch 

bakeries are struggling to evolve quickly.

Profit’s  
in the oven
Today’s retail market is a 

kaleidoscope of health trends, 

label claims, marketing strategies 

and more, all aimed to connect 

products to the right consumers. 

Bakers are finding success by 

offering a variety of products that 

attract not only health-minded 

shoppers, but also those craving 

classic indulgence.

Former Nielsen marketing guru Todd Hale 

said diversity in today’s world creates all 

new challenges and opportunities.

“We have never been more different than 

we are today in terms of our population,” 

he said. Brands have more capacity for 

innovation and the ability to target niche 

markets, and they invest in research to 

understand where new opportunities will 

arise.

“Brands that are better connected with 

population segments that are going to 

drive population growth in the future stand 

the best chance of finding success,” Hale 

said.

As with everything else in retail – 

consumers have come to expect a 

wider assortment of products than ever 

before. The bakery category certainly 

is no exception and this expectation is 

irrespective of retail format, target market 

or store location. Coupled with this is the 

ever-prevalent need for convenience in the 

retail space (from assortment to pack-size 

and 24/7 product availability).

According to David Botha, group-

marketing manager of Retsol Stores,  

a Durban based retail company and holding 

company for Corner Bakery and Equatorial 

Coffee Company, it is nearly impossible 

for bakeries to bake everything from 

scratch if they want to remain relevant 

and competitive. The range of products is 

simply too wide and the costs associated 

with baking on-site too high. Centralised 

baking facilities that distribute to retail 

stores are quickly becoming the new (and 

only) alternative for bakeries globally. 

“I think every supermarket brand knows 

that centralised baking is the best strategy 

but it’s not easy for the big players to shift 

their processes,” Botha says.

Another big trend that has changed the 

bakery landscape is the quest to consume 

healthier food.

People are certainly much more aware 

of the benefits of healthy eating than 

ever before. But are they actually eating 

healthier? 

“I think the majority of people don’t 

really know what it means to eat healthier 

and brands are certainly exploiting these 

misunderstandings in the way they present 

their so-called healthy options. Packaging 

design and naming conventions on 

products often create the perception 
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Consumers have come to expect a wider assortment of products  
and bakery category is no exception.



of health benefits, but delving into the 

ingredient details often proves otherwise,” 

he says.

That said, there are plenty of genuine 

healthy options available to consumers, 

including the massive gluten-free trend 

that continues to gain consumer adoption, 

but these products are often a lot 

more expensive than their “unhealthy” 

counterparts – which does limit the market, 

but does cater to those with the most 

spending power.

The opportunity for retailers is certainly 

evident and not having healthy options 

on-shelf can result in health-conscious 

customers choosing alternate options.

Bakeries these days  
are also on the forefront 
when it comes to offering 
food-to-go options for 
time-strapped customers 
looking for convenience 
meals

The pace of life just keeps getting faster 

and in many households both parents are 

working fulltime. Food-to-go now almost 

spans all categories and all retail formats. 

Convenience and forecourt stores are 

certainly still the easiest and quickest to

shop and Corner Bakery has become a 

favourite and trusted destination for a 

variety of on-the-go meal solutions.

Botha says The Corner Bakery Pie is the 

trusted go-to solution for customers on 

the move and the bedrock of its brand 

proposition. 

“We sell over one million pies each 

month and with branded products like our 

Big Shot Burger Pies, The Corner Bakery  

Big Five Pies and the amazing Pie Bites – 

we feel rather proud to serve the nation  

a premium quality product that stands out 

in size, taste appeal and price,” he says.

But, tasty as they may be, pies are not 

always the healthiest way to go.

Fresh sandwiches, wraps and muffins 

are good offerings when it comes to the 

health-conscious customer.
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Roll out a successful in-store bakery
Experts offer four tips to operating an in-store bakery for those 

working with limited resources and space, from starting simple and 

small to featuring a local bakery’s goods and using partially baked or 

frozen breads.

Skill, inventory and space. These are the secret ingredients to a successful in-store 

bakery—skill for creating recipes that bake into attractive, mouth-watering goods;  

a diverse inventory of products; and plenty of space for equipment.

But what if you’re working with limited resources and space? Below are a few tips 

from industry experts.

Keep it simple
Focus on low-skill goods or items that can be purchased frozen, then thawed, baked  

and finished. From-scratch cupcakes are a good option, as are many other quick desserts 

like brownies, cookies, muffins and pies, because none require advanced pastry skills  

or expensive bread-making equipment.

If you’re determined to offer fresh breads and pastries, par-baked and frozen breads 

are convincing substitutes if you can’t bake from scratch in-store.

Frozen breads have dramatically improved in the last decade so that the loss of 

moisture through freezing is almost non-existent. This shortcut also allows retailers  

to get around skill, large equipment and space issues while expanding inventory. 

Start from scratch
If you want to bake from scratch, it is important to hire the right people. You need early 

birds who want to bake and don’t need much supervision.

It is also best to start small with a range of high-quality products that you customers 

can trust. Stick to tried-and-tested recipes until you are ready to expand your range.

Feature a local bakery’s goods 
Store bakeries that feature the artisanal breads, pastries and quick breads (which don’t 

require yeast) from other bakeries are a big trend and another way to promote local 

goods in your store. 

Succeed with par-baked or frozen breads
Even if you have no baking experience, par-baked goods are no trouble to pull off.

Other trends in this category include gluten-free par-baked breads. However you 

develop your baked goods (scratch, artisanal or frozen), be sure to taste-test the finished 

product. Experts recommend you try a variety of bread preparation techniques to test 

for texture, taste and ingredient quality. After all, the best part of starting a new bakery  

is experiencing flavour, scent and enjoyment the way your customers will. 

In the end, every retailer wants his 

bakery to be profitable and attract more 

customers to his store. T

he priority strategy for any bakery should 

be not to loose customers, so the shopper 

experience and the delivery of consistent 

taste and quality must be at the forefront 

of all actions.

Adding new products and expanding 

range is important, but should be done 

without placing any undue risk on the core 

proposition that each individual bakery has 

become known for. Don’t launch anything 

new without testing it first – making sure 

customers like it. New products that fall 

short of expectations can erode trust in 

others (even if nothing has changed).

Trying to market a supermarket bakery to 

new shoppers is a challenge. Shoppers are 

loyal to their local bakery by virtue of the 

service they receive, the range, the bakers’ 

special touch and, of course, the price.

The easiest way to attract 
new shoppers is with 
aggressive pricing but the 
bakery category does not 
have much margin to play 
with, so this is not always 
a sustainable strategy. 
Using new and wider 
product ranges is another 
way to attract interest 
but may take time to get 
traction as most customers 
shop for what they know 
and trust
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If you want to bake from scratch, it is important to hire the right people.



We manufacture and supply  
quality industrial equipment at competitive prices

CAPE TOWN  
(HEAD OFFICE)
c/o Iscor and Oop Street
Bellville South
Tel: 021 951 2401
Fax:  021 951 2358

GAUTENG
Jan Smuts Park
Unit 2, Jones Street 
Jet Park, Johannesburg
Tel:  011 397 6061
Fax:  011 397 6275

KWAZULU-NATAL
Unit 5, Heron Park
80 Corobrick Road
Riverhorse Valley
Tel: 031 569 1517
Fax: 031 569 1477

Website: www.tombake.co.za

Keeping up with technology…
The new 

Touch  
Screen  
Control

•	 7-inch	Touch	Screen	LCD	Display
•	 Energy	Management	System	included
•	 Soft	start	features:
	 Prolongs	the	life	of	the	elements,	 
manages	energy	inflow	to	save	electricity

•	 Temperature	regulation	through	SSR 
exact temperature control within 1 degree

•	 All	Stainless	Steel	material	 
(Stainless	Steel	Alloy	Elements)

•	 Output:	360	Doughnuts	per	hour	 
(55	grams	per	doughnut)

•	 Power:	220V	–	Single	Phase	(5.5Kw)
•	 Dimensions:	1100mm	x	650mm	x	550mm
•	 Oil	drainage	outlet	for	cleaning	purposes
	 Dismanteling	for	cleaning	purposes	 
and	re-assembly

•	 Operating/Instruction	manual	included
•	 Quick	recovery	of	capital	outlay

Newly designed Doughnut Robot

•	 36	Programs
•	 Proudly	South	African	design
 Hardware and backup locally available
•	 Oven	footprint:	1680mm	x	1280	x	2470mm
•	 120	loaves	per	bake	or	 

540 hamburger rolls per bake  
(18	trays)



turnovers. You have to have slicers, as well, 

to help in preparing loaves and bagels.

Oven – Just as important is a commercial 

oven. Without it, baking would practically 

be non-existent. Make sure you know how 

many ovens you will need to get all your 

products done. Remember, you will be 

providing baked goods for a lot of people 

for a good number of hours.

STocKIng  
YoUR BAKERY
To be able to open up your very 

own bakery, you will need to own 

all the essential supplies to help 

make your baked goods. 

Shelving – One of the most important 

things you’ll want to have in your bakery 

is shelving. You need storage spaces where 

you can keep all your ingredients, other 

supplies, plates and utensils, and other 

items that you would like to put away.

Baking equipment – You, of course, need 

food prep and baking equipment. Among 

all those, the commercial mixer is of 

utmost importance, as well as your mixing 

accessories. Depending on your needs, you 

can choose between a stand or tabletop 

mixer. Next, you’ll need a machine that can 

help you crimp, fold, trim and seals dough. 

This is essential when making pastries and 

Utensils – Not the usual spoon, fork 

and knife, but dough cutters, flour sifters, 

spatulas, etc. Different baked goods make 

use of different things during preparation, 

so if you were to add something in your 

menu, make sure you have the right 

supplies.

Pans – A variety of pans are also available 

for different applications – pies, cakes, 

springforms, 

loaves, you name 

it! They’re used for 

prep, moving and 

display.

Donut fryer 

– Donuts are a 

popular treat, so 

why not add them 

to your list of 

products. To create 

these delicious 

treats, you need to 

get a good donut 

fryer. These will already include wire mesh 

donut screens with handles, as well as 

turner sticks.

Refrigerators – There are certain items 

that will need refrigerating, and you will 

also need to keep all your ingredients fresh. 

And to make things much easier for you 

and your employees, I recommend reach-in 

freezers or refrigerators.

Display cases – Presentation is key to 

attracting customers, so you’ll need the 

help of display cases so you can lay out 

all your baked goods for people to see. 

They come in different shapes and sizes, 

as well as self-service or attendant served 

orientations.
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