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Cakes 20%

Cookies 20%

Artisan bread 13%

Buns and rolls 13%

Danish 13%

Donuts 13%

Other sweetgoods 11%

Muffi ns 9%

Pan bread/commercial bread 9%

Snack cakes 9%

Croissants 7%

English muffi ns 4%

Bagels 2%

Pie 2%

Other 9%

Donuts 5%

Pie 5%

Artisan bread 2%

Bagels 2%

Pan bread/commercial bread 2%

Buns and rolls 0%

Cakes 0%

Cookies 0%

Croissants 0%

Danish 0%

English muffi ns 0%

Muffi ns 0%

Other sweetgoods 0%

Snack cakes 0%

Other 0%

(percentage of manufacturers adding items to 
product line; total exceeds 100% because multiple 
categories cited)

(percentage of manufacturers dropping items from 
product line; total exceeds 100% because multiple 
categories cited)

MANUFACTURERS CONTENT WITH PRODUCT MIX

Source: Baking Management Wholesale Bakery Industry Study, 2010

(percentage of operators predicting sales volume com-
pared to previous year)

(biggest challenges affecting business; percentage of 
manufacturers’ total exceeds 100% because multiple 
categories cited) 

(manufacturers’ top concerns in 2010)

BAKERS REMAIN 
OPTIMISTIC IN 
DOWN ECONOMY

IT’S THE ECONOMY, 
STUPID…

…AND GOVERNMENT/
REGULATIONS
A TOP CONCERN

Source: Baking Management Wholesale Bakery 
Industry Study, 2010

Source: Baking Management Wholesale Bakery 
Industry Study, 2010

Source: Baking Management Wholesale Bakery 
Industry Study, 2010

WHOLESALE 
BAKING INDUSTRYSTUDY

13% 
Sales volume 
to decrease13% 

Sales volume 
to remain the 
same

74% 
Sales volume 
to increase

ADDING TO PRODUCT LINE: DROPPING FROM PRODUCT LINE:

Not adding any items     33%

Not adding any items       33% Did not drop any products   88%
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81%

39% 37%

22%

17%

4% 7%

(biggest consumer factor driving business; per-
centage of manufacturers)

(percentage of manufacturers reporting biggest 
opportunity to drive business)

Source: Baking Management Wholesale Bakery Industry Study, 2010

0 5 10 15 20 25 30 35

31%   Consumer 
demand for quality 

13%   Health/wellness

13%   Private label

6%   New products

6%   Technology

18%   Other

13%
   Gain/loss of 
competition

0 5 10 15 20 25 30

28%   Consumer 
demand for value 

26%   New product introductions

23%
   Streamlining 
operations 

13%    Sustainability

4%    Health & nutrition

2%
    Achieving fl exibility for fast 
changeovers to accommodate 
multiple product lines

4%   Other

VALUE DRIVES CONSUMER PURCHASES BUT QUALITY IS 
SEEN AS BIGGEST OPPORTUNITY TO GROW BUSINESS
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SUPERMARKETS PRIMARY CUSTOMER

(percentage of manufacturers selling to market segments; total exceeds 100% because more than one 
category cited)

Source: Baking Management Wholesale Bakery Industry Study, 2010
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81%

51%

45% 43%

38%

32% 32% 30% 30%

23%

WHOLE GRAINS, WELLNESS TOP 
CONSUMER/CUSTOMER CONCERNS

(percentage of manufacturers reporting custom-
er requests; total exceeds 100% because multiple 
items cited)

(percentage of manufacturers reporting consumer 
health trends affecting business; total exceeds 
100% because multiple categories cited) 

Source: Baking Management Wholesale Bakery Industry Study, 2010
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55%   Products made 
with whole grains 

39%   Whole grains 

50%   More healthful 
products in general

34%   All-natural 
products 

30%    Simplifi ed
ingredient
statements

14%   Organic products

35%   Reduced sodium

33%   All natural

26%   Reduced sugar

22%   Gluten free

20%   Omega-3s

9%   Antioxidants

9%   Other

33%
   Simplifi ed ingredient 
statement

5%   Other

16%   Products made with 
locally sourced ingredients 

20%
   None of 
the above

WHOLESALE 
BAKING INDUSTRYSTUDY

AUTOMATION IS TOPS 
IN BOOSTING 
PRODUCTIVITY

Organization 12%

Communication systems 6%

Training 6%

Expansion 6%

New products 6%

Other 11%

(changes implemented in operations/facilities to 
increase productivity)

Automation/
adding new lines

53%

MAJORITY OF 
MANUFACTURERS 
STILL DELIVER 
FRESH PRODUCT
(format products sold; percentage of manufactur-
ers; total exceeds 100% because multiple methods 
cited)

Source: Baking Management Wholesale Bakery 
Industry Study, 2010

Source: Baking Management Wholesale Bakery 
Industry Study, 2010

Source: Baking Management Wholesale Bakery 
Industry Study, 2010
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73%

21%
14%

57%

(percentage of manufacturers reporting store 
brands’ effect on business)

40% 
No Change

18% 
A Little

20% 
A lot

22% 
Somewhat

PRIVATE LABEL 
SHOWING LITTLE EFFECT

PRODUCT REQUESTS: CONSUMER TRENDS:
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Muffi ns 40%

Cakes 38%

Artisan bread 34%

Danish 34%

Cookies 30%

Croissants 28%

Other sweetgoods 28%

Pie 28%

Snack cakes 26%

Bagels 23%

English muffi ns 23%

Donuts 21%

Other 21%

Cakes 20%

Artisan bread 17%

Pie 17%

Cookies 15%

Muffi ns 15%

Danish 7%

Donuts 7%

Bagels 5%

Croissants 5%

Other sweetgoods 5%

Snack cakes 2%

English muffi ns 0%

Other 12%

(most expensive aspect of running a bakery; percentage of manufacturers; 
total exceeds 100% because multiple categories cited)

Source: Baking Management Wholesale Bakery 
Industry Study, 2010

Source: Baking Management Wholesale Bakery 
Industry Study, 2010

BREADS STILL KING IN 
WHOLESALE BAKING

BREAD RECORDING 
GREATEST SALES GROWTH

(percentage of manufacturers currently 
offering product; total exceeds 100% 
because multiple categories cited) 

(percentage of manufacturers citing items with 
greatest sales growth in past year; total exceeds 
100% because multiple categories cited)

0 10 20 30 40 50 60

58% Labor costs

38%   Benefi ts including
 health insurance

22%   Ingredient and 
packaging supplies

22%   Shipping and 
transportation costs

18%   Capital investments for 
improvements on equipment

18%   Promotions

0%   Rent and real estate taxes

7%   Other

Source: Baking Management Wholesale Bakery Industry Study, 2010

WHOLESALE 
BAKING INDUSTRYSTUDY

Buns and rolls             47% Buns and rolls             22%

Pan bread/
commercial bread

Pan bread/
commercial bread

45% 22%

LABOR TOP EXPENSE

For more information, complete 
the Fast Fax on page 29.
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