
Northfield Cannon Dairy: Minnesota Nice Cream
Executive Summary
In Minnesota, there is a rising demand for goods that reflect their state in location, culture, and taste. 
This trend has not yet been quantitatively analyzed, however, the financial success of businesses like the 
Minnesota Trading Company and Vikre distillery, founded and run by Carleton alumnus Emily Vikre, 
reflect the pride Minnesotans have for their home state’s products. According to the National 
Association of Manufacturers, Minnesota’s manufacturing output increased from $29 billion in 2002 to 
$43.74 billion in 2013 with food, beverage, and tobacco being the third largest MN manufacturing 
sector. Locally produced food, beverage, and tobacco is now about 1.5% of the entire Minnesota 
market. Since the “Minnesota” brand is an emerging market, a product that effectively exploits this 
demand should see a greater potential for growth and customer appeal. My partner Beau Smit, and I, 
Rohan Mukherjee, have titled our company Northfield Cannon Dairy as inspired by our college-town and 
the adjacent river. We chose the brand name, Minnesota Nice Cream, to resonate with the 
Minnesotans’ craving for local, relatable goods-- a core element of the state’s shared identity.

Outside of Duluth, one would be hard pressed to find Minnesota made ice cream in their local co-
operative. Our company, seeks to enter this relatively uncompetitive market with locally made ice cream 
made with milk from Minnesota farms. By sourcing production and ingredients locally, we will be 
reducing our Carbon footprint. We also will be supporting local farmers who are often contracted to sell 
to one company like Agromark. By offering to buy their product, we will be expanding the often 
restricted market for these farmers, fundamentally intertwining our Minnesota network.

The artisanal ice cream will be of super premium quality with butterfat over 12% and air overrun around 
40%. Beyond flavor, a unique texture is our  goal; we seek a sensation on the palate which is not only 
melting but also has a consistent, chewy component so the flavor may be enjoyed for a longer time. The 
more gloopy texture is also like homemade and parlor ice cream, a favorite for Minnesotans, and will 
stand out from competing brands. Our business seeks not only to sell delicious ice cream but also a 
culture--a trend-- that appeals to the millennial youth of Minnesota. Our customers value local, quality 
ingredients, good humor, and a tight-knit community.

We also plan to feature a non-dairy ice cream branch of our company. The combination of dairy allergies 
and trend towards veganism will ensure our non-dairy ice cream has a market. Every year, according to 
the Minnesota Department of commerce, about 100,000 people migrate from other states into 
Minnesota, expecting to find goods which resemble what they buy in their home states. The migrant 
vegan consumers who have had exposure to non-dairy ice cream from coastal states will make up part 
of our consumer base. The main ingredient, coconut or soy milk, may not be local, but we can still 
produce this ice cream locally. Since there is only one company that sells locally made, non-dairy ice 
cream on a retail level in Minnesota, LUV Creamery, there is hardly any competition to enter this 
market.

Northfield Cannon Dairy is not only determined to fulfill the demand for a high quality frozen treat while 
the summer warms, but also to fulfill Minnesotans’ desire for a product that reflects their identity as a 
state. Our variety of flavors and relatable brands are inclusive and humorous. Our long-term vision with 
the Northfield Cannon Dairy firm is to enter the markets of other states, develop brands in accordance 
with those states’ identities, and sell locally crafted products at a franchise level. If the Minnesota 
market remains responsive towards our company and product, we may be successful in collaborating 
with local originally equipped manufacturers (OEMs) and dairy farms in other states. We can establish a 
cohesive company identity which works with communities to make and sell quality products. 



Proposal Body
Production
The ice cream enterprise, by nature, will be collaborative. We seek to partner with an originally 
equipped manufacturer (OEM) that has had experience in making ice cream and is willing to produce an 
original recipe for another firm. We would like to make our own ice cream but it would be a high-risk 
venture requiring a substantial initial investment in purchasing the required machinery with little 
guarantee of quality. Furthermore, our competitors would have much greater experience and depth of 
knowledge in production. Therefore, instead of working against the market, we will work with our skills: 
branding and marketing to young locals. The collaborative effort would allow us to both tailor the recipe 
in ways which allow our product to stand out in flavor and texture while focusing chiefly on our brand 
identity.  We will feature our partnership with the OEM on our pint designs. Outside companies will be 
interested in collaboration because it will be profitable to them and a way to advertise their business in 
communities where they do not sell.

The ideal Minnesota OEM will have the resources we are looking for to make the perfect ice cream: low 
air overrun, local milk from grassfed cows, a non-dairy branch, and willingness to co-operate in 
designing the texture. This texture will be akin to Turkish ice cream with extra thickness and a velvety 
feel. By utilizing local, natural guar bean gum to serve as the chief emulsifier and stabilizer, rather than 
egg yolk which most organic companies prefer, we will serve the unique chewy texture rather than the 
classic melt. Also, we will not accept high-fructose corn syrup in our product due to its poor reputation 
among our targeted consumers and its poor health and taste quality. Instead, we will use all natural 
cane sugar and perhaps maple syrup for our more unique flavors. Some initial flavors include Call Me 
Maple (maple vanilla), Yin Yang (chocolate-vanilla swirl), and Honey (a flavor name we have yet to 
confirm) along with two classics: Coffee and Vanilla.  Our atypical flavors, Honey and Call Me Maple, will 
be acquired through companies that produce these goods in Duluth, Minnesota: Lake Superior Honey 
Company and Wild Country Maple. Our alumni mentor, Emily Vikre, who lives in Duluth, has offered to 
connect us with these companies.

We have some general directions for how we would like the ice cream to be made, but we will also 
consult the company in detail for any additional recipe ideas, which will formulate the product we 
desire. Potentially, we are considering adding a health component to our ice cream like natural hemp 
seed protein. However, the health component to our ice cream vision is not yet confirmed as we have 
yet to find data on the health consciousness of Minnesota consumers.  Furthermore, this endeavor 
could alter the taste of our ice cream and our brand identity both of which we want solidified before 
experimenting. Ideally, we would expand our chain to producers in other states and start our own local-
based product lines there. However, another possibility is that we could eventually sell our brand, 
recipe, and chain to our OEM by appealing to a market with a greater potential for profit. 

Since USDA organic is a very expensive status to obtain, many smaller, local firms cannot afford to 
comply with all of the requirements to acquire the label. Since being local is our priority, we are willing 
to sacrifice the organic label for the Made in Minnesota and Minnesota Milk brands.  Possible OEM’s 
include Sweet Science Ice Cream in St. Paul and  Love Creamery in Duluth. We will reach out directly to 
each possible OEM to make sure we arrive at the best deal in terms of cost and quality We will have our 
sales pitch and our requirements for ice cream production ready before the meetings. Beau Smit, a 
Minnesota local, has connections to people and farms who may be willing to commit to our ice cream 
business.



Often, OEM’s which produce local ice cream with MN milk have connections to farms which provide 
them with the dairy for their goods. In these instances, we would not have to worry about finding a 
farm. However, if we would need to outsource our milk for our ice cream it should not be much of an 
obstacle since MN is the sixth largest dairy-producing state in the country according to the USDA. 
Possible farms include: Autumnwood Farms, Cedar Summit Dairy, and Fairbault Dairy Company among 
many others. Like the OEM’s, we will weigh the price and quality of the milk in choosing whom to buy 
from. Ideally, the farm would have grass-fed cows to increase the quality of our ice cream and to build 
advertise to our consumers. However, if the price for grass-fed cows’ milk is too steep or no MN farm 
we contact has it available, we will settle on milk from regular cows as long as its Grade A quality.  Our 
OEM should fit all of the standards above and generally follow the outline of ingredients and production 
below. With non-dairy ice cream production, we will simply have to change the ingredients from dairy 
milk to non-dairy milk (coconut, soy, etc.) while also increasing non-dairy fats to retain ice cream quality 
and texture.  See appendix for details on production.

Branding/Marketing
Our company logo and custom product design will be designed by a Carleton student. Our first and 
foremost priority is to deliver the Minnesota identity with our brand while advertising our local 
ingredients and production. Our logo, which will be on every ice cream pint, will reflect Minnesota’s 
nature and the good-humor of our product.  We will develop our website through Squarespace and 
social media including Facebook and Twitter. Our url will be minnesotanicecream.com as it is identifiable 
with the brand name for our primary product line. By our second production run, we plan to have a 
brand manager who focuses on our brand’s presence on the social media and on developing further the 
aesthetic designs of our product including any shifts in the way we present our pints. As of now, we have 
not yet developed our logo,  but have a general brand vision outlined below:

Local- Our ice cream’s flavor comes not only from rich ingredients but from the flavors of the local 
community.
Millennial- We are trendsetters in appealing broadly to the fashion of our generation.
Goofy/Fun- Above all, our brand is fun, it likes to dance.
Minnesota-  There is nothing sweeter than a pint of Minnesota Nice Cream! (see paragraph below)
Natural- Our dairy come directly from the fresh farms of Minnesota. You will only see wholesome, 
natural ingredients in ice cream. 
Brand Statement - What does Minnesota Nice mean? In the North Star State, where the winters are cold 
and crisp but the people are warm and inviting, it is easy to feel at home. These upper midwesterners 
care for the well-being of others as well as the natural beauty of the forests, lakes, and plains. We use 
ingredients directly from the homesteads of Minnesota to create our original recipe ice cream. From the 
farm to your spoon, we give you sweet, nice cream.

On the pints, we will write the following blurb: Our ice cream is more than just quality, it is Minnesota. 
The nascent local markets, the crisp, clear, lakes, the amiable crowd… this state is truly one of the mind 
and soul, free spirited  but deeply caring.  It is our honor to embody its flavor in our ingredients. Behold, 
the quintessential Minnesotan ice cream: nice in spirit, sweet in flavor, and exceptional in taste.

As we consult with brand experts and survey potential customers on what they would like to see in a 
brand, we will further solidify our brand identity, and work with our designer to reflect this identity in 



our product. At first, we strive for the micro-speciality brand that focuses on our local Minnesota 
identity and all natural ingredients. By narrowing our original brand, we present a simple, consistent 
identity to the customers instead of confusing them with a broader product line. Eventually, as we 
expand to non-dairy ice cream, we are considering emphasizing some of the healthier aspects of our ice 
cream, compared to other companies, including additional nutrient supplements like hemp seeds for 
protein. Though our brand is originally focused and will face more initial competitors, we will deepen it 
further in the direction of health and social consciousness as we grow.

Beyond electronic media, we will predominantly market through direct sales at the Minnesota State Fair 
and tastings at retail stores. We will elaborate these plans in more detail in the following sections. Also, 
we will contact local newspapers in the communities where we sell to release advertisements including 
our company logo. Additionally, we would launch a small press release or two to garner free media on 
newspaper advertisements. We rely largely on word of mouth from appreciative customers to let other 
people know about our product. Since we plan to initially sell at small stores which celebrate thier local 
identities, like co-operatives, attracting the loyalty of a few customers in a tight-knit community would 
be the best way to build rapport with other members of that community. It would not be wise to invest 
in releasing advertisements in more prominent newspapers as it may not reach our targeted consumers. 
Furthermore, such advertising could cost more to our company than it generates in profits from the 
resulting increase customers. As we expand our  company and deepen our brand identity, we could start 
advertising in larger media outlets, especially in Minneapolis. 

Sales
We will initially sell at small, intimate stores, especially co-operatives, in and around Minneapolis, 
including Northfield. Our pints will not be seen on the shelves of large, impersonal supermarkets, so we 
can present an initial cohesive brand identity that is community oriented. Customers at smaller stores 
would also be more willing to pay a higher price for a more relatable and higher quality product as 
opposed to customers at big box stores, who are more likely to be price motivated. If the co-operatives’ 
customers were looking for the most efficient price, they probably would shop at a supermarket where 
there are more options-- more competition-- instead of a small shop. Also, the small stores’ community-
oriented personality tends to attract locavores who would attach a greater value to the “Made in 
Minnesota” brand than other customers. Our local good is more of a luxury than the basic, airy ice 
cream that is popular in larger stores. Shoppers at small stores will, therefore, be most receptive to our 
product.

The small retailers’ predisposition towards flexibility and close partnerships, in comparison to larger 
stores, works in our favor. In the starting stage, flexibility is crucial in case there are delays in 
production, transportation, etc. or initial problems with licensing and documentations. Also, small stores 
are more receptive towards local companies that share their community values. By proudly displaying 
the ice cream of a fresh new start-up of local college students, stores show customers their dedication 
to their home state of Minnesota. They will convey to their customers an enterprising nature in 
featuring a product that is cool and relatable. Finally, it is in their profit to sell our ice cream as we offer 
a generous 25% margin per sale for a wholesale agreement. 

While most companies leave their product in the stores without directly connecting with the customers, 
we will encourage the customers to buy our product through taste testing and media thereby increasing 
the retailer's’ sales. There are also fewer obstructions to holding marketing efforts like tasting in small 
shops in comparison to larger stores. Since there are often only a handful of people running the shop, 



we will get more time directly communicating with them, which is conducive to close, valuable 
connections. Lastly, stores love when companies hold tasting sessions because it attracts more 
customers to the shop and encourages them to buy more goods at little or no expense to the store 
itself. These tastings will also give us an excuse to display our logo thereby advertising our product 
further

We would like to sell our ice cream in and around Northfield to test rural reception of our product and in 
Minneapolis to see how urban markets respond. We will start with a limited network of two rural and 
two urban store locations. The possible rural retailers include Just Food Co-op in Northfield and the 
River Country Co-op in Cannon Falls; the urban retailers include New Village Co-op and Wedge 
Community Co-op in Minneapolis. Eventually, we will adjust future distributions and expansion in 
accordance with the sales in each market. The initial community oriented approach is necessary to 
create the long-term customer and retailer loyalty which will lead our company to success. Before the 
summer ends, we plan to have at least one day of sales at the Minneapolis State Fair to generate hype  
around our product.

Storage/Transportation
The ice cream will be stored in a location between Minneapolis and Northfield on  large, neatly 
organized pallets. This way, the pints will be more accessible for tastings and distribution within our 
initial network. At initial distributions, we will need to deliver the pints ourselves as hiring transportation 
will be too expensive for our small scale sales. Furthermore, we can consolidate a stronger relationship 
with the retailers through more interaction if we deliver directly to them. As we start to grow more 
popular and orders increase, we may be able to join the distribution chain of our OEM or ask our 
retailers for the freezer truck service they believe to be most cost efficient. Once retailers trust our 
product and order in large quantities, the increased revenues should offset the costs of joining a 
distribution chain.

Executive Plan
$8,823.71 was enough to fund a similar ice cream venture in Vermont during the summer of 2014 with a 
total sale of 1276 pints and 20 three gallon tubs. This firm, co-founded by Rohan Mukherjee, was 
dissolved after the first line of production as each member left Vermont for college. Since the initial 
costs of our current enterprise are relatively low and profit margins on pints are roughly 11%,  $10,000 
will suffice in initially funding the venture. This is especially true since we will re-invest all profits from 
our first production run back into our company. Milk prices in Minnesota are also down from $25.91 last 
year to around $14 in the beginning of 2016. The low price of our product’s base ingredient will benefit 
our start-up as initial revenues will go towards covering the costs incurred in establishing our network, 
filing for trademarks and licenses, etc.. We can price ice cream more consistently over a long period of 
time as overhead costs decrease.  

Variable costs will include production, transportation, storage, and packaging of the ice cream along 
with maintenance of our website and other media. The summation of each variable component for 
producing roughly 1900 pints of ice cream should amount to about $6800, roughly $3.58 per pint. If we 
were to sell our pints at $4 each at 25% margins for the retail price of $4.99, the cost will be made up 
from revenue of wholesaling our pints directly to the retailers. The profit margin then adds up to 11.7% 
per pint, which will increase as we expand our production and scale of distribution. We will accomplish 
this expansion by reinvesting our profits to expand production. After 2 or 3 production lines, we will 



have broke even and will change focus to decreasing our marginal costs. With our profits, we will 
acquire the physical capital to decrease marginal costs. Our plan with Northfield Cannon Dairy is very 
long-term as we seek to eventually branch into other states and local markets. 

We will endow Carleton with a 10% share of our business for providing the initial funding while we keep 
the rest of the shares for forming the vision and doing the necessary groundwork required for our 
business to turn a profit. We believe 10% is a fair amount for Carleton’s investment as success in retail 
depends much less upon the initial investment as much as the branding and effort of the entrepreneurs. 
The value we create through our brand, network, and recipe is worth 90% of the company’s value 
altogether as it is responsible for the profit margins on our ice cream. We also recognize that Carleton is 
taking some risk in investing in a firm during its early stages, however, the relatively significant 
percentage should cover all of the risks involved. Lastly, Northfield Cannon Dairy, with the college’s 
permission, will market Carleton College on our pints, increasing its presence and relatability to 
Minnesotans.

Before June, we will have confirmed a recipe for our ice cream, founded an originally equipped 
manufacturer, and shortlisted retailers whom we believe would sell our ice cream. We also plan to have 
our storage and transportation system set up as the logistics for frozen goods can be quite complicated. 
It is crucial to have the ice cream in the right temperature as any melting and refreezing could severely 
impact the quality, especially in our niche, the texture. By having  our distribution and storage plan set 
up in the early stages of production, we may effectively tackle any obstacles to maintaining our 
inventory once the ice cream has been made. We would also need to confirm our flavors and brand 
imagery before having our ice cream made. This way, we can put any artwork and information on the 
pints before filling them with the ice cream. Finally,  we will have created but not yet completed the 
design of our online presence including the company website and Facebook accounts. Once summer 
begins, we will have our first batch ordered and ready to distribute among the Minnesota retailers along 
with the beginning of our first tasting sessions during the warm season.

By the end of the summer, we plan to have our first batch of ice cream on the shelves of retailers. Our 
ice cream should be produced in June with containers ordered in April. Since the company we are 
ordering our pints from, Mansfield Paper Company, gives half-off discounts for ordering containers 
early, we will both save on our costs and can enter the markets as customers begin to shop for ice cream 
during the warming weather. To develop a closer connection with retailers to whom we sell, we will 
deliver the ice cream ourselves over the summer and later open distribution to outside channels. In the 
past, small retailers have asked for roughly 30 pints per delivery; if we have four retailers, we would 
have wholesale sold 120 pints in one month. We will hype our product by holding tasting booths weekly 
in each retail store. In order to convince retailers to keep on buying our product, the majority of our 
time will be spent to ensure the effective sale of our ice cream. Nevertheless, we still recognize the 
importance of establishing our brand outside the store.

We plan to have our online presence fully updated and developed by the end of the summer. This 
includes the creation of our website and social media i.e. Facebook, Twitter, Instagram etc. Also, we 
would reach out to local media outlets to release advertisements and publicity about our company. We 
will confirm the design for our containers and flavor names before the production and release. Finally, 
at the end of summer, we plan to sell our ice cream at the Minnesota State Fair. People from all over 
Minnesota will be able to taste our ice cream and connect it to their statehood identity. The popular 
support that will arise from this event could be a tide of loyal customers eager to buy our ice cream well 
into the Fall.    



We are aware that this is an aggressive timeline, however, it has been done before. When Rohan co-
founded a similar company in Vermont, he and his friends conceived of the idea in March 2014. They 
had the brand completed, the ice cream produced and packaged, and placed on the shelves of five 
retailers by the end of May 2014. They also established their website, social media presence, and even 
held a few direct sales by June 2014. With hard work, networking, and readjusting past procedures for 
launching an ice cream firm, it is certainly possible to follow the timeline in this executive plan. Once we 
have summer break, we will have the time to focus closely on seeing our company’s plan followed 
through to the fullest degree.

Budget Justification

The expected starting cost, displayed in the chart below, for making ice cream is based on the costs of 
Rohan’s former business where the company produced 1876 pints. These costs may vary especially 
considering that Vermont’s milk prices were at a record high, in 2014, at $24 per 100 pounds, while 
Minnesota’s is currently at $14 per 100 pounds. While gasoline costed $3.46/gal in Vermont 2014, it 
now costs $1.89/gal in MN, keeping initial transportation costs low. 

We will need to put down $1200 to have Rohan stay in Minnesota over the Summer to work on the 
business which is included in the start-up cost. The rest of the cost will be covered out of his pocket as 
$1200 should be enough for the bare essentials. The other start-up costs are mostly legal filings 
including the trademark, GS1 memberships, and LLC. The majority of the money will be spent on paying 
the OEM for the production and then for the custom designed packaging material from the Mansfield 
Paper Company. The containers and ice cream production are the long-term costs of our business so we 
will need to secure more funds in the future to pay for later, larger production runs. Any money not 
invested in our first production run will be used to fund our following line of production. Below are the 
expected expenses, based on Rohan’s former ice cream company’s final quarterly report:

Product Item/Service Cost Startup Item/Service Startup Cost

Machine Room Rental $220.00 Website Domain $220

Lost Revenue $365.00 Company E-mail $20.61

Labor Cost $160.00
GS1 
membership+barcodes $252

Consultation $150.00 LLC filing $618

Bourban Vanilla $62.50 P.O. Box $64

Fudge $96.25 Trademark Name $325

Coffee flavor $49.00 Trademark Logo $325

Shrink Bags $56.08 Trademark Attorney $331.10

24- 3 Gal tub containers $72.00 Gasoline $240.91

Transportation $621.75 Sampling $38.51

Ice Cream Mix $1399.50 Company Logo T-Shirts $160



2500 Containers $1350 Food $500

3000 Ingredients Labels $460.53 Lodging $700

3000 Flavor Labels $259.36

2000 Uline Printing Labels $105

Storage $300

Total $5726.79 Total $3,795

By the the Summer, we will have already secured our OEM, storage, and retail distribution network. 
Rohan’s time will be focused on ensuring smoothness of production, confirming the original recipe, and 
establishing a stronger relationship with our producers. Beau Smit will focus on transporting the ice 
cream regularly and developing our retail network. He will also regularly update our financial accounts 
onto the company pro forma. While Rohan works on creating and maintaining Northfield Cannon Dairy’s 
online presence, Beau will reach out to local media outlets who would be willing to publish information 
and advertisements about our ice cream for little to no cost. Together, they will connect with the local 
Minnesotans through holding regular tastings in retail stores while selling to local restaurants to expand 
brand recognition. Finally, both will regularly keep in touch with key regulators and city council officials 
to ensure that the LLC filing process and ice cream production and distribution remain within the 
confines of the law.

Bios
Beau Smit is a Junior Economics major. Coursework such as Price Theory, Econometrics, 
Entrepreneurship and Innovation have helped build a strong theoretical foundation. Outside the 
classroom, he co-founded the Carleton Entrepreneurship Organization, participates in the Investment 
Group, and plays for the Varsity Basketball team. After spending the summer of 2015 studying 
economics at Cambridge University, Beau will need to take Spring term of 2016 off. This will provide 
ample time to develop the business. A native of White Bear Lake, MN, Beau reflects the culture of 
Minnesota. This gives him an upperhand in marketing and branding techniques that will appeal to the 
local crowd. 

Rohan Mukherjee is a Freshman at Carleton intending to major in Economics. By the end of his first 
term, he will have completed the Microeconomics of Development, Introduction to Finance, and 
Introduction to Psychology courses which establish a framework for marketing and product 
development. Besides classes, Rohan plays Jazz Piano in Carleton Jazz Ensemble and is a member of the 
Model United Nations team, representing the team at Harvard this February. He has also completed a 
two week research internship fat Barnegat Fund Management, a hedge fund in Hoboken, New Jersey. 
Before coming to Carleton, Rohan co-founded and was CFO of the ice cream company, Elm Lea LLC in 
Putney, Vermont, which he sold to The Putney School; he hopes to start a similar business in Minnesota.



Appendix

Production Details
The Ingredients
Milk fat (milk/cream/butter), milk solids (milk, cream, condensed milk, evaporated milk, dry milk, whey), 
sweetener (sugar, syrup), Stabilizers/emulsifiers (guar bean gum), flavors (chocolate, vanilla, maple, etc.)

The procedure
1. Blend Ice Cream mixture- The milk fat source, nonfat solids, stabilizers and emulsifiers are 

blended to ensure complete mixing of liquid and dry ingredients.
2. Pasteurize- Ice cream mix is pasteurized at 155°F (68.3°C) for 30 minutes or 175°F (79.4C) for 25 

sec. The conditions used to pasteurize ice cream mix are greater than those used for fluid milk 
because of increased viscosity from the higher fat, solids, and sweetener content, and the 
addition of egg yolks in custard products.

3. Homogenize- Ice cream mix is homogenized (2500 to 3000 psi) to decrease the milk fat globule 
size to form a better emulsion and contribute to a smoother, creamier ice cream. 
Homogenization also ensures that the emulsifiers and stabilizers are well blended and evenly 
distributed in the ice cream mix before it is frozen.

4. Age Mix- Ice cream mix is aged at 40°F (5°C) for at least 4 hours or overnight. Aging the mix cools 
it down before freezing, allows the milk fat to partially crystallize and the gives the proteins 
stabilizers time to hydrate. This improves the whipping properties of the mix.

5. Add Liquid Flavors- Liquid flavors (maple syrup/honey) are added before freezing to make sure 
mix flows properly through freezing equipment

6. Flash Freeze- The process involves freezing the mix and incorporating air. If possible, we will use 
liquid nitrogen in the cooling process to flash freeze the mixture and thereby instill a more 
viscous texture within the ice cream. Continuous freezers consist of a fixed barrel that has a 
blade inside that constantly scrapes the surface of freezing barrel. The ice cream mix is pumped 
from a bulk tank to the freezing barrel and the air is incorporated with another pump just before 
it enters the freezing barrel. The continuous freezing process is much faster than the batch 
freezing process.

7. Package- Immediately fill containers with ice cream after production to ensure quick transfer to 
freezer storage.

8. Harden- The ice cream is cooled as quickly as possible down to a holding temperature of less 
than -13°F(-25°C). The temperatures and times of cooling will depend on the type of storage 
freezer. Rapid cooling will promote quick freezing of water and create small ice crystals. Storage 
at -13°F(-25°C) will help to stabilize the ice crystals and maintain product quality.


