FROM THE
PANTRY

Ice cream sandwiches
up bakeries’ cool factor.

COULD IT
CATCH ON?

Sweet on Automation
Artificial intelligence could speed up production,
increase precision and make bakeries more profitable.
Food delivery via drones. Robots programmed to make
burgers. Highly automated restaurants staffed by screens
instead of people.
Sound like science fiction? It’s not. All of those artificial
intelligence-based possibilities currently exist or are in
development—and could someday become the norm in
the foodservice industry.
Because robots and other AI-fueled devices are highly
accurate and excel at repeatable processes, such as pouring
cupcake batter into tins, they can potentially aid in the
baking process and increase quality assurance, according
to Paul Deady, automotive segment manager for Stäubli in
North America, who currently executes solutions for food industry
and other clients at the robotics provider.
“Robotics help manufacturers of all types operate more efficiently
by increasing the availability, speed and quality of their processes,”
Deady says. “There are a number of indirect cost reductions as well,
such as recruitment costs for labor from reduced turnover.”
Because robotic automation reduces the chance for human
error—resulting in more high-quality items and less waste—
companies embracing AI may see a reduction in operating
expenses. The technology could also free up bakery labor to focus
on other tasks, like product innovation.
The use of robotics in foodservice is still relatively new; yet
the technology is poised to offer considerable value in the future,
ranging from enhanced sanitary conditions to quality control.
“Human beings are not as inherently clean as a machine that’s
purposely built for [a food] environment,” Deady says. “Quality is
assured, and you’ve got increased efficiencies; robots are able to
work without a break—there are tons of advantages.”
— Erin Brereton
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Whatever the combination—ice cream with cookies, gelato
with brioche, sherbet with donuts—one thing is clear: Ice
cream sandwiches have never been cooler.
“Portable, robust and indulgent, ice cream sandwiches
are well-suited to capitalize on the snacking trend,” says
Alex Beckett, global food and drink analyst at market
researcher Mintel.
Because you can’t make a sandwich without “bread,”
bakeries are perfectly posed to exploit the ice cream sandwich
surge—and claim a chunk of the $4.4 billion frozen novelties
market, which boasts profit margins of nearly 50 percent.
“The bakery sector has been a rich source of innovation
inspiration for ice cream companies. Not only for textured
pieces in or on top of the ice cream—like brownie chunks,
cake pieces and cookie crumbles—but also as the carb
element of the sandwich,” says Beckett.
Beyond combining nostalgia with indulgence, bakeries
should stick to a few best practices, says Claudia Sidoti, a
food consultant and recipe developer who advises Sweetery,
a New York City-based dessert truck.
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To successfully go wholesale,
bakeries have to budget for
more equipment and
higher labor and
transportation costs.
“Distribution is the hardest
piece of the puzzle,” says
Wendy Achatz, owner of
Achatz Handmade Pie Co. in
Michigan. To sustain growth
of partnerships with grocery
stores, Achatz bought two
refrigerated trucks. Solid planning
ensures bakeries can forecast
expenses, budget accordingly
and avoid unexpected costs.

