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Welcome at CSM Bakery Supplies

The World of Bakery



The leader in Bakery Supplies

Bakery Supplies leading in CSM  (85% of CSM Sales)

2.2 bln. sales – the largest Bakery Supply company in the World



Bakery Supplies
Major pillar in CSM’s Corporate Structure

Turnover 

�

1,1 bln

#1 in Europe

Turnover 

�

0,3 bln

#1 in the world

Turnover 

�

0,3 bln

#2 in Holland

Divest end 2006

Turnover 

�

1,1 bln

#2 in North 
America

Total Turnover 

�

2,8 bln



BAKERY SUPPLIES BAKERY SUPPLIES EUROPEEUROPE

Name Year Presently part of

Boehringer Eu 1998 BakeMark

EBSB Unilever Eu 2000 All

Besser Italy 2002 BM Italy

Carels NL 2002 Carels

FIMA Portugal 2002 BM Iberia

Caravan Brill UK 2003 BM UK

Hungary fats Unilever 2003 BM Hungary

Friso France/Belgium 2003 BM France

ReadibakeUK 2003 BM UK

BAKERY SUPPLIES BAKERY SUPPLIES NORTH AMERICANORTH AMERICA

Name Year Presently part of

Breddo 1985          American Ingredients
Patco 1988          American Ingredients
QA Products 1992
Westco 1992          BMUSA

Henry & Henry 1994          Brill
Kirkland & Rose 1995          BM Canada
Elf Atochem Flour 1995          American Ingredients

Orth 1996          Brill
Cahokia 1998          BMUSA
Federal Bakers 1999          Divested
Frank A. Serio 1999          BMUSA

Carpro 2003          Brill, Caravan

Camelot Desserts 2006

History Acquisitions
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GROWTH OF CSM’s 
BAKERY SUPPLIES DIVISIONS
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n Artisan
Bakers

Frozen 
Products
Suppliers

Industrial 
Bakers

Fast Food 
and Food 

Service
Operators

Super-
Markets

In-store + 
On the shelf

Harvesting

Milling/
Refining

Mixing/
Processing

Forming/
Baking Distribution Retail

Raw

Material

Consumers

The Bakery Value Chain

• Single specialty
ingredients

• concentrates

• mixes/fats/fillings/ 
icings

CSM Core

BMUSA

• BMUSA national 
distributor

• Besser, Italy



Fats
Yeast

Products and Clients

Basic Raw Material

Foodservice
End user

Bake-0ff

In-Store

Artisan
Bakery

Industrial
Bakery

Flour

Flavors

Emulsifiers

Enzymes

Crude frozen 
dough.

Products ready 
to be finished 
by bakery/ FS 
end user

Fillings/Coating
Improvers

(Pre) mixes:
•Bread
•Cakes
•Sponge
•Biscuits

Finished Products:

Artisans and 
Industrial Bread 
and Cake

Biscuits and 
Cookies

Frozen Savour

Bakery Pizza

Frozen Sweet 
Bakery 

Packaged 
chilled dough
Pre-proofed
Frozen dough 
products
Par-baked
Thaw and Sell

Specialty
Ingredients Bakery materials

Semi
Finished

Ready to
Bake/Thaw

Ready to
Eat (Heat)

Bakery Ingredients Bakery Products

= CSM BID manufactured = CSM BID distributed 



OUTLINE

� Market

� Growth

� BSNA – What Made It Work!

� BSEU steps taken, learning from NA

� Future Development



CSM Market Positions

growth2%growth10%Frozen Pastry

n/a0%growth3%Frozen Bread

n/a0%flat22%Fats

growth 30%flatIcings / Fillings

growth growth16%Pastry Ingredients

growth growth19%Bread Ingredients

growth 1%growth5%FoodService

growth 10%growth7%In-Store

slight growth  3%slight growth13%Industry

flat 25%flat19%Artisan

6%12%
Strong Market 

Positions

BSNA ($)
20.1 bln.

BSEU (

�

)
9.0 bln.MARKET SIZE

(excl. commodities)

12%



Competition

� Major players play in selected segments
� Dawn distribution/manufacturing model 5% NA

� Rich’s Foodservice (including deli), In-Store 4% NA

� Pillsbury Frozen and mixes 6% NA

� Ireks dry mixes, bread/pastry, regional player 2% EU

� Puratos international presence, mainly bread ingredients 4% EU

� Zeelandia dry mixes, bread/pastry, regional player 3% EU+

� Van de Moortele fats and frozen 3% EU

� IAWS Frozen 3% EU

� Mainly family owned focused regional companies

� Relatively stable market positions



Conclusion Market Position
CSM + Opportunities

� Strong profitable positions in Artisan (Europe) and In-Store (U.S.)

� Product leadership in many product areas

� Fats (Unipro, BakeMark)

� Mixes (Ulmer Spatz, Caravan)

� Specialty ingredients (AIC)

� Icings / Fillings (Brill, Carels)

� Frozen selected product group (donuts UK, Germany; cakes U.S.; 
cookies U.S.)

� CSM under-represented in FS and Frozen

� Fragmented Market consolidation opportunity



OUTLINE

� Market

� Growth

� BSNA – What Made It Work!

� BSEU steps taken, learning from NA

� Future Development



Key Consumer Trends

� Consumer Mega-Trends in the bakery 
market  

� Health/ Wellness – Obesity 

� Snacking/ Consumption on the Move

� Time Pressure

� Indulgence

� Individualization

� New Traditionalism

� All natural (bio)

Inspiration for consumer driven Innovations!



Key Customer Trends

� Shift between channels (differs per country)

� Changes in point of baking (more bundling) and point of 
sales (availability)

� Lack of baking skills and shift to convenience products

� Consolidation & concentration

Inspiration for customer driven Innovations !



Competitive Advantages CSM

� Global player, adopting trends across the ocean

� Scale advantage, ability to invest in R&D and spread cost

� Cost advantage, regional approach in supply chain, 
distribution and procurement

� Strong position in Artisan (EU) and In-Store (US)

� Strong financial position



Strategic choices for future growth
� Lead Artisanal channel, retail (US) channel

� Dedicated sales and services
� Broad product portfolio; incl. frozen convenience products
� Gain marketshare
� In US, strong position through BakeMark USA distribution network (bundling)

� Ingredients champion to industrial bakers
� Focus on innovative products
�
� Low cost position renew supply chain

· Selective Frozen Product leadership to Artisanal, In-Store & FS
· American pastry ; muffins, donuts, cookies 
· Pastry Snacks
· Dessert Cakes (CGI)
· Freezer to Oven product line for Foodservice (US)

· Leader in Customer Intimacy
· Partner for Artisanal baker in convenience, assortment, technical training, sales support
· Partner for Industry in solving technical problems.  Tailor made.
· Partner for In-store in solving skill issues, quality and category management
· Partner on Foodservice – assortment/menu item arrangement



Leader in Artisanal channel

� Very strong positions in Artisan

� Increase innovation / convenience levels

� Product shift higher convenience in bakery

� Health trends Omega-3, whole grain, e-numbers free

� Co-branding Milka

� Artisan type products (stone oven, In-stores US)

� Trend towards high-end convenience shops

� stable strong positions

� gain share

� US (independent donut shops) US

� slight decline in numbers

� value stabilizing

� gain share

� Germany

� Italy EU

� Iberia, France



Ingredients champion to industrial bakers
� Fats tailor made products, technical expertise

� Concentrated mixes for medium size bakeries

� Ingredients emulsifiers, stabilizers, enzymes (AIC)

� Innovative solutions:

� Removal or Reduction of Trans-Fat Solutions (AIC)

� Low carb ingredients (Caravan)

� Whole grain (good carb solutions)

Lower cost base

� Ingredients plants US optimized ’04-’06
� Lowest cost producer

� Add on volumes – growth and organic

� Fats reorganize supply chain

� Dry Mix Gerlenhofen, Kansas Avenue



Selective Frozen Product leadership: 
American Pastry

� Trends:
� React to the Indulging and globalisation trends

� Competitive advantage:
� Use of traditional American ingredients technology from BSNA
� Customize products to key accounts (FS)
� Highest quality (appearance and taste)
� CSM can service global customers (Starbucks)



Selective Frozen Product Leadership: 
Bread & Pastry Snacks

� Trends:
� Time Constraints. Traditional meal pattern disappear and consumer 

developing into the « Snacking » Society. 
� Healthy snacking

� Competitive advantage:
� Experience in Benelux (Molco, Unipro)
� Use “ Bread”  based ingredient technology to develop more healthy fast 

food solutions
� Co-Branding (Milka, Philadelphia)
� Assortment management)



Selective Frozen product leadership: 
Dessert Cakes

� Trends:
� Reduced availability of Bakery Skills in In-Store Bakeries
� Convenience. Frozen delivery and storage required for FS
� Variety in assortment

� Competitive advantage:
� Lowest cost after CGI acquisition synergies with Brill
� Strong sales force in both In-Store and FS (Brill)
� Key account management “ Own the In-Store Cake 

Program”



Selective Frozen product leadership:
Investing in future growth

Key investment projects:

� Bel - Aartselaar: Frozen Snacks / Pastry

� UK – Wirral: Glazed doughnut line

� Ger - Delmenhorst: New doughnut line

� Atlanta New cookie lines

� CGI Acquisition as of September 1 2006

� Total investment:  Euro = 100 Mio (2006/2007)



Leader in Customer Intimacy

· Partner for Artisanal baker in education, technical assistance and 
assortment planning (Bakery Academy – BM Germany)

· Partner for Industry in solving technical problems and new technical 
innovations

· Partner for In-store in solving skill issues, quality and category
management

· Partner for food-service in menu planning, declaration and planning 
of calories
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Category Review: Cake CategoryCategory Review: Cake Category

August 26, 2004

13

Cake Category Review 

Decision Tree : Why The Consumer BuysDecision Tree : Why The Consumer Buys

Usag e F o rm S iz e F lav o r Ic i n g  T yp e

S heets S witc h  P t

Rounds S w itc h  P t
S pec ia l O cc as ion

Cupc ake S witc h  P t

Chees ec ake S witc h P t

O ther S pec ial S w itc h P t

Chees ec ake S witc h P t

Carrot  Cak e S witc h P t

B ak ery  Cak es E veryday  Des serts Traditiona l S w itc h P t

Cupc ake S witc h  P t

A ngel F ood S witc h  P t

O ther E very day S witc h P t

S e lf Reward P rem ium S witc h P t

E very day S witc h P t

S easonal Holiday S w itc h  P t

S eas on S w itc h  P t

K os her S w itc h  P t

His pan ic S w itc h  P t

20

Cake Category Review Best & Worst 5 Selling WeeksBest & Worst 5 Selling Weeks
at Albertsons Corporateat Albertsons Corporate

Source: Albertsons POS Data Chain wide Dollar Sales

Best Selling Week

Worst Selling Week

78

Cake Category Review 

Quarterly Category ScorecardQuarterly Category Scorecard
Eastern Division Eastern Division 

Dollar Sales Trend Current Objectives
Divisional Category Dollar Sales Trend  6.0%
Corporate Category Dollar Sales Trend  -4.0%
Division Dollar Sales Trend Total Bakery -3.4%

Share of Category Sales
Share of ABS Total Store Sales 9.5%
Share of ABS Cake Sales 8.9%
ABS Category Development Index 94

Gross Margin % 
Divisional Category Total Gross Margin % 62.1%
Corporate Category Total Gross Margin % 63.2%

Item Productivity
Divisional Dollars/Store/Item/Week $15.12
Corporate Dollars/Store/Item/Week $14.49
Dollars/Store/Item/Week Productivity Index 104

Source: ABS POS Data Q1 2004 vs Q1 2003

Category Management



Case Plan-0-Gram



Xtreme Value Cookie Promotion



Foodservice Menu Development

Pumpkin Cheese Cake
Ingredients

Pumpkin Scoop N’ Bake, PC #53690
Scoop N Bake Cheesecake Batter, PC #52160
Caramel Fudge, PC #90021
Ice Cream
Mint leaves

Directions
Remove: Pumpkin Scoop N’ Bake and Cheese Cake 
batter from freezer and thaw in refrigerator.
Scoop: Cheese cake batter in mini Bundt® pans to fill ½
way.
Scoop: Pumpkin Scoop N’ Bake batter on top of cheese 
cake batter.
Bake: @ 375 F in a standard oven for 10-15 minutes or 
350 F for 10-12 minutes in a convection oven until golden 
and batter sets.
Cool: Until set.
Place: One mini Bundt® on plate and fill with caramel 
fudge topping.
Garnish: With ice cream, mint and more fudge caramel 
topping.

New Application Café



Market Strategies - CSM

Category leader Pastry
� Cakes -CGI
� FTO
� American products

Category leader NA
� Cakes – CGI
� Donuts (BSEU)

� N/A� Lead and consolidate
� Selected growth
� Focused product groups
� Leverage scale

Frozen
Bread
Pastry

Category leader
� Icings / fillings – Brill
� Pastry mixes,

ingredients

Category leader NA
� Icings / fillings – Brill

� Lead fats in EU
� Single Ingredient Product   

champion (AIC)
� Innovation (AIC)

� Lead and consolidate
Ingredients

Fats
Mixes

FoodserviceIn-StoreIndustryArtisanProduct



OUTLINE
� Market

� Growth

� BSNA – What Made It Work!

� BSEU steps taken, learning from NA

� Future Development



Negative Trend until 2004
CSM Bakery Supplies North America

Historical CSM OPCO©s
($000)
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Diagnoses

� Not clearly defined roles and responsibilities

Top down Division/CSM – OPCO 

+

Between OPCO’s Role of OPCO in portfolio

BSNA Problems

� Lack of synergies

� Destroying value

� Integrated distribution model did not work (value chain + market
conflicts)

� Carpro (Brill and Caravan) acquisition 2003 to be incorporated in
BSNA



Strategic Decisions: 
Taken and executed

� Solve Bleeders and reduce cost base

� Formation of BMUSA (BME + BMW) and closed/sold unprofitable 
branches

� Define Optimal Structure

� Move away from integrated distribution/manufacturing model

� Integrate and Reposition OPCO’s larger units with clear focus

� Integration of Brill, B&B, H&H

� Integration of Caravan and AIC

� Focus on leading and profitable segments

� Market mapping selection of growth areas



Strategic Decisions: 
Taken and under execution

� Use Scale, NA and Worldwide:

� Supply chain, closed 3 factories – target 6

� Logistics, 25 distribution centers 10 distribution centers

� Procurement, moving to centralized purchasing

� R&D, creating worldwide R&D organization…6 IC’s (2 US, 4 EU)

� Consolidate selective markets

� Acquisition (CGI)

� Expand in Latin America / Mexico

� Created CSM Mexicana



SUPPLY CHAIN
� Manufacturing Footprint

� Close 6 factories 3 executed, 1 (EGV) announced April 2006

� Regional product footprint

� Investment:  $24-26 million

West
Pop: 65M

Midwest
Pop: 65M

Southeast
Pop: 85M

Northeast
Pop: 70M

= Regional Manufacturing Facilities

Brill MR
Spartanburg

Lancaster

EGV

O.C.

AIC

Brill 
West

Seattle

Union 
City

Totowa

Regional Capabilities
Fillings

Dry Mix

Icings

Frozen

= Satellite Manufacturing Facilities

A&S

Bibb

Cake

Bake Mark
USA



LOGISTICS

Facilities – Current State

AIC
S. Holland, IL

Dolton, IL

AIC

Midwest Custom 
Processing

Baldwin, WI

AIC

N. Kansas City 
Office Stock

Kansas City, MO

QA
Pennsauken, NJ
Honey Brook, NJ

AIC
American Yeast
Baltimore, MD

AIC
Cincinnati, 

OH
Mason, OHAIC – DC &

Grandview Plant
Grandview, MO

AIC - KCK
Kansas City, KS

AIC
Williams Dist.

Dallas, TX

AIC - Law Warehouse
Commerce, CA

Bakemark
Houston, TX

Bakemark
R. Cordova, CA

Bakemark
Milwaukee, 

WI

QA – DSW
R. Cucamonga, CA

QA
Pac. Am. 

Svcs.
San Jose, CA

Bakemark
Pico Rivera, CA

Bakemark
Youngstown, 

OH

Bakemark
Union City, 

CA
Bakemark

Salt Lake City, 
UT

Bakemark
Las Vegas, 

NV

Bakemark
Reno, NV

Bakemark
Beaverton, 

OR

Bakemark

Seattle, WA
(2 facil it ies)

Bakemark
Phoenix, AZ

AIC
Int’l Group

Baytown, TX

Bakemark
Eden Prairie, 

MN

Bakemark
Fairf ield, OH

Bakemark
Carol Stream, 

IL
Bakemark

Burlington, 
NJ

Bakemark
Grand Prairie, TX

Bakemark
Denver, 

CO

Caravan
Totowa, NJ
Fairfield, NJ

E. Rutherford, NJRay Emericks -
Addison, IL

LMD
Grand Prair ie, 

TX

Service Craft
Buena Park, CA

Holman Dist.
Clackamas, OR

Bril l West
Pleasantview, 

UT

Bril l (All ied) & Buffalo
Cheektowaga, NY

Lancaster, NY

Bril l
Tucker, 

GA
(2 

facilit ies)

Bril l West
Ogden, UT

Bril l +
Dist. Svcs. Of Atlanta

Atlanta, GA

Brill
Belvidere, IL

Elk Grove Vlg., IL

Bril l
Oak Creek, WI
Milwaukee, WI

US Cold Storage
Smyrna, TN

Goggins
Shelbyvil le, 

TN
HC Bril l

Spartanburg, SC

Bril l
Wilmington, MA
Georgetown, MA

Americold 
Logistics

Ontario, CA

US Cold Storage
Dallas, TX

QA
Elk Grove Village, IL

AIC BakeMark Brill Caravan QAAIC BakeMark Brill Caravan QA

BSNA has major facility clusters in Southern California, the North-East, the 
greater Chicago region and in Texas

BSNA: 63 locations

� Logistics
� From 25 10 DC’s for BSNA total 

� Investment:  $10-15 million

10 DC Network based on 2006 manufacturing footprint

Reduction by approximately 20 distribution/warehousing locations

Structure:  10 centroids (of which 5 are BMUSA)



Key Performance Indicators BSNA

KPIs
2003 2004 2005 2006 P6YTD Target

Net Sales 3rd Party 1202.2 1295.3 1263.5 659.5
EBITA before exceptional items 64.0 77.2 85.4 42.6
EP -30.2 -19.5 -9.6 -0.7
ROS 5.3% 6.0% 6.8% 6.5% 8-10%
ROCE 7.5% 8.8% 9.9% 10.8% 11-13%



OUTLINE

� Market

� Growth

� BSNA – What Made It Work!

� BSEU steps taken, learning from NA

� Future Development



Negative Trend 2003-2005 
CSM Bakery Supplies Europe

Historical (in mil l ions of euros)

1,0861,040 1,068 1,105 1,128 1,149

55.8

65.186.2
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88.5

78.2
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600

900

1200
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30

60

90

120
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Diagnoses

� Not clearly defined roles and responsibilities

Top down Division/CSM – OPCO 

+

Between OPCO’s Role of OPCO in portfolio

BSEU Problems

� Lack of synergies

� No scale advantages taken, country approach

� Lack of innovation

� Destroying value



Strategic Decisions: 
Taken and executed

� Solve Bleeders and reduce cost base

� Various overhead cuts; Germany, UK, etc.

� Closure of 3 white crude bread factories in France

� Define Optimal Structure

� Integrated Portugal and Spain

� Sold non-strategic OPCO’s

� Sweden and Finland

� Jantje de Goede (NL)

� Procurement, moved to centralized purchasing



Strategic Decisions: 
Taken and under execution

� Use Scale, EU and Worldwide:

� Supply chain, defining European manufacturing strategy

� R&D, creating worldwide R&D organization

� IT, implement one SAP system

� Focus on leading and profitable segments

� Zero tolerance for non-profitable companies

� DLT, finding a structural solution

� Consolidate selective markets

� Acquisitions, only after structure is in place

� “Fit to acquire” principle + strategic fit



OUTLINE

� Market

� Growth

� BSNA – What Made It Work!

� BSEU steps taken, learning from NA

� Future Development



Ambitious (but achievable) Targets

5.6%5.9%4.7%BS Total

4.7%
6.5% 

3.5%
5.9%

ROS
BSEU
BSNA

6.3%
10.8%

4.3%
8.6%

ROCE
BSEU
BSNA

7.8%8.1%6.1%BS Total

1H 200620051 H 2005BS

� Do better with existing assets (Restructure – 3S savings BS 75 Mio)

� Grow in specific targeted segments via innovation and customer intimacy (global 
R&D and regional customer intimacy, funded by 50% of savings)

� Consolidation opportunities

� Restructuring clearly showed succes in NA, early succes in EU

� Organizational and cultural change; from static to dynamic

Why are we firmly committed to our targets:

11-13%

8-10%

2008 Target



Bakery Supplies

It is us:

and we believe in its success


