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Find recipes for these  swirl madeleines at DawnFoods.com/ Recipes
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The holiday season is often the busiest time of year for bakers and for your customers. From 

traditional celebrations to impromptu parties and get-togethers, the last few months of the 

year are hectic, time-consuming and often stressful. 

At Dawn, we’re constantly developing solutions to help you get from harried to happy and 

keep your customers coming back to your bakery for all of their holiday sweet treats. As part 

of our ongoing research into the insights, trends and topics that matter to your customers, we 

uncovered the current consumer trend we call “Luxury Found.” 

Luxury Found highlights how our fast-paced lifestyles drive people to seek out small 

moments of indulgence. People want to feel rewarded with rich flavors, bold ingredients and 

special moments. As we move into the holiday season, your consumers will start to splurge a 

bit more, making now the perfect time to embrace this trend through your product offerings. 

Dawn is here to work with you and bring these new, deluxe products to life.

And as we look to January, Luxury Found becomes even more important. New Year’s 

resolutions often mean that people pay closer attention to their sweet indulgences. This 

makes the small yet highly impactful products you offer a welcome reward. Even the most 

diligent resolution setters are willing to have a bite of something amazing. 

Ready to think about what recipes you can revamp or introduce to your bakery case this 

winter? We’re here to help get the ideas flowing. We both have our favorite indulgent desserts 

and look forward to carving out time to enjoy them.

This holiday season, stamp out your stress and enjoy creating desserts your customers 

will crave. We hope you’re inspired and that the end of this year means great beginnings for 

the year to follow.

Embrace Luxury Found This Winter

Sincerely,  

Carrie Jones-Barber             Serhat Unsal 
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Sources: “Creating Crave on Instagram,” Instagram Business, Jan. 24, 2017; “Feeding Creativity: How Food Culture Is Shifting on Instagram,” Instagram Business, Oct. 24, 2017; “Science Has 
Spoken: Here’s Why Your Instagram Posts Don’t Get Engagement,” Crazy Egg; “11 Ways to Take a Better Food Photo on Instagram,” Sara Bonisteel, The New York Times, Oct. 18, 2016; “Why 
Instagram Stories Need to Be Part of Your Marketing Strategy,” Kaya Ismail, CMSWire, March 14, 2018; “How Often Should I Post to Instagram? Our Study Says Every Day,” David Christopher, 
Tailwind, March 22, 2018; “Instagram Report 2018,” Mention Solutions, 2018

MASTERING 
#FOODSTAGRAM
Create a beautiful, mouthwatering Instagram feed that spreads the word about your bakery and drives in-store visits.

ON THE 
RISE

2. The Post
• Identify bakery location for easy local search

• Spur intrigue with a question

• Clear calls to action that encourage users to do something 
speci�c, like visit the bakery

• Highlight special �avors, ingredients or textures 

• Build excitement and urgency

• Improve local searchability with location-speci�c hashtags

Posts with the 
highest engagement 

contain about 
5 hashtags

The textures 
and intricacies 

of a single 
dessert

 A mix of items 
in one shot to 
show product 

variety

Products with 
bakery-branded 

napkins 
and cups

Example Post: What to Capture

Logo: Readable, recognizable

Stories: Users click on the logo to view 
images and videos for 24 hours. Highlight 
new products, limited-time offers and 
special events.

Insights: Access info about your audience, 
like location and age

Pro�le: Short, informative and on-brand description with 
a link to your bakery’s website

1. The Profile

Posting daily vs. weekly
 can grow followers 

4x faster.  

Accounts with active 
stories tend to appear 
higher in search 

results.

80% of Instagram users 
follow a business.

Consistent 
branded style 

through lighting, filters, 
color saturation, props 

and backdrops



FOR THE SOCIAL MEDIA NEWBIE

Buffer’s top-rated customer service 
means you’ll get your questions 
answered via email, Twitter and Facebook 
Messenger—fast.

More to love:

• Manage social handles on the go with 
Buffer’s mobile app.

• Use the link-shortening feature to 
create cleaner, more concise posts.

Plans start at: Free for 3 accounts

FOR THE BAKER LOOKING TO MASTER METRICS

Track follower growth and post  
performance (think reach and shares) with 
Hootsuite’s analytics offering. 

Bonus features:

• Take advantage of free online  
courses to elevate your social  
media savvy. 

• Preschedule up to 30 posts at  
a time.

Plans start at: $29/mo. for 10 accounts

FOR THE PHOTOGRAPHY LOVER

MavSocial’s stock image library and photo-editing software 
help you craft beautiful, scroll-stopping shots.

More perks:

• Upload, store and manage all your digital assets—
from product images to behind-the-scenes videos— 
in the platform’s library.

• Easily manage a series of themed posts—updates 
about a contest or a new store opening, for example—
using MavSocial’s campaign-planning feature.

Plans start at: Free for 2 accounts

FROM THE 
PANTRY

TRENDSPOTTING

WELL-
EQUIPPED

— Jessica Boden

— Emelia Fredlick

Social Media Made Easy
Bakeries that use social media connect with their customers and boost sales, but setting aside time to post every 
day can be challenging. These free scheduling tools make managing your platforms a piece of cake.

January/February: 
Mint
Start the year on a fresh note 
by mixing mint into chocolate 
cheesecake, brownies and cookies. 

March/April: 
Rhubarb
Say hello to  
spring with the  
bright, tart vegetable 
in unique treats like 
cinnamon rhubarb 
muffins and rhubarb  
custard cakes. 

May/June:  
Strawberry
Alongside summer’s traditional strawberry shortcake, 
offer mashups like strawberry cheesecake donuts. 

July/August: 
Lemon

For standout portable picnic treats, 
try lemon-blueberry tartlets or ricotta- 

and lemon-stuffed donut holes.

September/October:  
Apple

Traditional baking  
varieties like Honeycrisp 

and Granny Smith find new  
life in pie fries, brioche 
pudding and apple pie 

cinnamon rolls.

A YEAR OF  
BAKERY  
FLAVORS

November/December:
Gingerbread

Take the holiday cookie to the next 
level with gingerbread cupcakes and 

white chocolate gingerbread bark.

GET INSPIRED WITH UNIQUE 
SPINS ON SEASONAL INGREDIENTS



DawnFoods.com    7

INNOVATION 
STATION
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— Ashley Greene Bernick 

Gingerbread 
Eggnog Donuts
Danielle Ramsey,  
Applications Consultant, 
Dawn Foods

5 pounds Dawn Exceptional® 
Majestic® Eggnog Donut Mix 
3 pounds Dawn Donut Glaze
5 pounds Dawn White 
Buttercreme Style Icing Base
7 1/2 ounces eggnog
2 1/2 ounces vanilla extract
1/4 ounce nutmeg
2 ounces cinnamon
Gingerbread men sprinkles 
(optional)

Mix eggnog donut mix and 
water according to bag 
directions.

Divide and form batter into 
50 2-ounce donuts. Fry donuts 
at 375 F until done, about 
1 minute per side. Remove 
donuts from fryer and glaze 
while still warm. 

Make the buttercreme: In 
the bowl of a standing mixer, 
combine icing base, eggnog, 
vanilla extract, nutmeg and 
cinnamon, and mix on low for 
3 minutes.

Once glazed donuts have 
cooled, pipe 1/2 ounce of the 
gingerbread buttercreme in 
the center of each. Sprinkle 
donuts with cinnamon and 
top with gingerbread men 
sprinkles, if desired.

Yields 50 donuts

BAKE 

INTO SWEETS
Winter Sips 

Apply peppermint 
buttercreme between 
layers of chocolate milk-
soaked joconde cake. 
Finish with chocolate glaze 
and mint leaf garnish.

Peppermint 
Hot Chocolate Cake

Peppermint 
Hot Chocolate 

Cake

Add instant coffee to 
chocolate chip bar batter, 
and bake. Top bars with 
cream cheese frosting 
and raspberry pie filling.

Raspberry 
Mocha

Chocolate 
Bars

Raspberry  
Mocha Bars

Add Irish cream to 
bread pudding. After 
baking, top with a sauce 
made from caramel, 
coffee, heavy cream and 
more Irish cream.Irish Cream

Bread 
Pudding

Irish Cream  
Bread Pudding

Eggnog Donuts Gingerbread 
Eggnog Donuts

Mix lemon juice and 
zest into yellow cake 
mix and bake cupcakes. 
Top them with whiskey-
honey buttercreme.Hot Toddy Cupcakes

Hot Toddy 
Cupcakes
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MIGHTYStory by Danielle Braff 
Photos by Deb Fletcher 

S
mall is trending in a big way.

Bakers are turning desserts 
ranging from apple pie to chocolate 
mousse cake into bite-size portions, 
and customers are smitten with their 
novelty. Mini desserts often pack 
intense, rich flavor, and their unique 

size and presentation lend them perfectly 
to social media stardom, which can boost a 
bakery’s brand exposure, traffic and sales. 

But the trend is about more than Instagram 
worthiness. Minis tap a growing consumer need: 
small luxuries that offer respite from the pressures 
of everyday life. People are busier than ever before; 
nonstop connectivity to work, family commit-
ments and extracurriculars often leave them in 
need of “me time”—a few minutes to unwind with 
a special, permissible treat. In particular, they’re 
seeking to reward themselves with premium ingre-
dients, sophisticated flavors and unique presenta-
tions—all of which mini desserts can provide.

In addition to tapping this Luxury Found 
trend, minis let bakeries get creative—and boost 
margins—with existing offerings and ingredients.

But before simply taking already-popular prod-
ucts and making them smaller, bakeries need to 
better understand the appeal of luxurious minis to 
market them effectively. They also need to identify 
which flavors and textures work best for smaller 
formats and crack their profitability formula.

Big Appetites for Tiny Desserts
Small dessert portions allow for “a measured, 
guilt-free indulgence,” says Michael Laiskonis, 
creative director at the Institute of Culinary 
Education in New York.

And offering variety can boost luxurious minis’ 
appeal. Bret Yonke, manager of consumer insights 
at research firm Technomic, recommends offering 
mini desserts in a mix-and-match style: “You’re 
sharing them, trying a bunch of them, so you don’t 
have the fear of missing out,” Yonke says.

Bite into the 
delicious profit 
potential of luxurious 
mini desserts.



Macaron tower, from top: gold lavender, red velvet rolled in 
peppermints, peanut butter chocolate decorated with dark 
chocolate and peanuts, and rose with white chocolate drizzle

In addition, giving people control over their dessert selection adds a level 
of customization, which today’s consumers increasingly expect and which can 
amplify the customer experience.

“Serving smaller portions in flights and assortments builds a sense of excite-
ment and anticipation, as well as keeping the palate engaged,” Laiskonis says.

He also notes that minis’ portability allows them to be enjoyed at essentially 
any time of day, and they make for a visually appealing dessert spread at special 
events like weddings. 

Turning Big Bakery Sellers into Small Sweets
Baking smaller desserts is more complex than simply taking the recipe for a 
cake, pastry or other full-size product and shrinking the portions, according to 
Anne Haerle, who specializes in concept development and culinary at Synergy 
Restaurant Consultants. 

“If you’re making an apple hand pie in a mini two-bite version, think through 
how big you’re chopping the apple, the ratio between the filling and the dough,” 
she says. “These still take a good amount of labor, even if they’re small.”

When choosing which existing offerings to downsize, a good place to start is 
with items that would only require ingredient ratios and bake times to be adjusted 
for smaller sizes, such as cookies, cream puffs and individual cream tarts.

To save time when developing new  recipes, Haerle recommends what she 
calls speed-scratching. By purchasing premade mini tart shells or chocolate 
containers that can be finished with fresh fillings, bakeries can save on labor 
and more easily determine mini ratios. 

Multifunctional silicone molds are also helpful for inspiring creativity and 
driving efficiency, Laiskonis says. “In the past, small portions often appeared 

Find recipes for the mini 
chocolate crunch cakes at DawnFoods.com/ Recipes

MINIS
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PACKAGE MAKES PERFECT
Three packaging considerations to bake into your formula for mini dessert success

cut from a larger whole, but modern molds 
allow for a small size with a more personal or 
individual feel,” he notes. 

Leftover ingredients and products are 
another cost-effective source of minis inspi-
ration. Nicole Guini, pastry chef at Chicago’s 
Blackbird, incorporates leftover trim from other 
desserts or repurposes scraps when making 
some smaller items. “The ends of our biscotti 
get pulverized and pressed into a mold to make 
a crust, or they get folded into a ganache to add 
texture,” Guini says. “One of our baby desserts 
involved a marshmallow that was piped on top 
of a sucre (sugar) cookie which had been simply 
rolled and cast with a cookie cutter.”

Other times, Guini places mini desserts on a 
sheet pan and portions them into squares, rather 
than triangles, to yield less waste. She’s done this 
with financiers (small almond cakes), which 
she casts on sheet pans and builds off instead of 
baking in molds, as well as with layered mousse 
cakes, pate de fruit (fruit paste) and cheesecake.

“We work with what we have, and in turn, it 
forces us to be creative and to think outside the 
box,” she says. 

Small Portions, Major Flavors
Beyond ingredient and structural performance, 
bakers need to ensure their minis pack enough 
flavor and texture. 

“The challenge is to maximize the impact 
of the flavors so they satisfy within a few bites,” 
Laiskonis says. 

One way to do this is through inventive 
combinations of complementary or contrasting 
ingredients. Free & Friendly Foods, a bakery in 
San Bruno, California, offers mini cupcake flavors 
like balsamic strawberry-filled and rose topped 
with edible flowers. To make these creations, the 
bakery uses specialty pans and tools designed 
for smaller-sized products, says owner Kathlena 
Rails. Bakers also prioritize high-quality ingre-

dients—even topping creations with edible gold 
foil—to ensure cupcakes make a big impression 
on customers in their sole bite.

No matter how unique your ingredients and 
flavors are, though, the final creation should 
be simple. “In terms of flavors, desserts that 
are overly complex don’t do as well in the mini 
format, as it’s easy for flavors to get lost or to over-
whelm the customer,” Rails says. “Beyond that, 
we have yet to see a particular flavor or texture 
not work well when scaled down.” 

Maximize Minis’ Profitability
While these desserts are by their very description 
“mini,” they shouldn’t have lower profit margins 
than their larger counterparts. In fact, if bakeries 
use more expensive ingredients and extra labor 
to bring these creations to life, they should price 

Size Packaging Accordingly
At Houston’s Petite Sweets, a bakery that specializes in mini desserts, products that aren’t very fragile, 
such as cake pops, go into small bags sealed with a curling ribbon. However, more delicate items, such 
as mini cupcakes, go into small individual boxes so they don’t get crushed. “Finding the box that’s the 
correct size is key,” says Manager Caitlin Spring.

Individualize Desserts
At Chicago’s Toni Patisserie & Cafe, most mini desserts are individually placed in small paper cups, 
which are then placed in a box with a doily. The bakery also offers gift packaging for special occasions, 
which helps position mini desserts as small luxuries. When Toni gets a large order of minis, “We have 
little individual wrappers, so when we mix the pastries, we can make sure they don’t touch,” says cake 
decorator and barista Natalie Orsic. And for catering trays, staff make the presentation as artistic as 
possible, alternating between different bars and minis to create a tableau of contrast and abundance. 

Use Multiple Layers of Packaging
Magnolia Bakery in New York sells mini cupcakes in dozens, and they’re arranged on plastic trays 
fitted specifically for mini cupcakes. Since the cupcakes can still move around slightly inside the box, 
staff put each plastic tray inside another box to prevent the cupcakes from shifting too much during 
transportation, says Angelique Ocasio, a customer service representative. 

5 pounds Dawn Baker’s Request  
White Cake Mix

9 1/2 ounces oil

4 pounds pears, peeled and sliced 

6 ounces bourbon

2 pounds red coating chocolate

2 pounds Dawn Exceptional® White 
Buttercreme Style Icing

385 toffee pieces (1inch-by-3/4 inch 
rectangles)

Prepare batter: In a large bowl, combine cake mix, oil and 3 pounds plus 2 ounces 
water and mix according to bag directions.

In a blender, puree pears and bourbon together. Mix puree into cake batter. Deposit 
3 1/2 pounds batter into a half-sheet pan. Reserve remaining batter for another use. 
Bake cake at 350 F for 45 minutes and let cool. 

Meanwhile, in a saucepan, melt chocolate. Using a decorating brush, create chocolate 
brushstrokes on parchment paper. Set chocolate pieces aside and let harden. 

Once the cake has cooled, use a 2-inch round ring to cut out 55 pieces. Using small tabs 
of buttercreme, apply approximately 7 toffee rectangles in a shingle pattern along each 
cake’s perimeter. Pipe roughly 1/3 ounce of  buttercreme onto each cake, and top with 3 
red chocolate brushstroke pieces each. 

Yields 55 cakes

them out carefully to ensure they’re profitable. 
Explaining the premium ingredients and 

processes that go into creating minis on menus 
can help establish their value. Presenting them 
on unique plates or high-quality parchment 
paper in display cases can also position them 
as luxurious, special treats. Decorative pack-
aging can further drive home the value of these 
desserts and make them portable.

Offering several flavors of similar minis 
can entice consumers to buy more than one, as 
can bundling them into price brackets. Yonke 
recommends letting customers pick three for $5 
or five for $8, depending on the market.

While luxurious minis may be small, the sky’s 
the limit in terms of profit, taste and delight. 

Danielle Braff is a freelance writer in Chicago.

Mini Pear and Bourbon Cakes   Danielle Ramsey, Applications Consultant, Dawn Foods



W
hen Crooked Tree Breadworks in Petoskey, 
Michigan, reached profitability in 2007, owner 
Greg Carpenter began thinking about the next 

phase of the business life cycle: expansion. 
He quickly realized that he needed to work out some 

operational kinks at the first location before he could open 
another—namely the high turnover that plagued the night 
shift. “Staffing those shifts was the biggest problem the 
bakery had,” he says. So he took a radical step: He elim-
inated the night shift as part of the bakery’s production 
schedule altogether. 

The move proved beneficial to both profitability and staff 
morale. The new schedule gave bakery employees time and 
resources to work on introducing new products. Employee 
turnover dropped and hiring got easier, too.

“When people don’t have to forgo daylight or quality 
time with their families, you get a higher quality of candi-
date and they stick around more,” Carpenter says.

Looking outside the box to find bakery talent.

TAKE 
THE

LEAD
By Kate Rockwood
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This openness to untraditional solutions 
makes a difference when confronting one of the 
baking industry’s biggest problems: finding and 
retaining skilled employees. In a 2017 survey 
from Cypress Research and Bake magazine, 58 
percent of retail bakery decision-makers named 
finding skilled labor a top challenge. 

Why is talent so hard to find? For one, the 
U.S. jobless rate is lower than it’s been in nearly 
50 years, and job hunters can afford to be picky. 
That means foodservice providers across the 
board—from bakeries to restaurants to grocery 
stores—are competing for the best employees. 

Attracting talent requires knowing exactly 
where to find candidates, and what they want. 
“We need to adapt to not just new customer 
needs, but new employee needs,” Carpenter says.

Where to Look for Bakery Employees
A tight labor market has long been a challenge 
for the baking industry, says Kent Van Amburg, 
executive director of the American Society of 
Baking (ASB). A 2016 industry study from 
the ASB and the American Bakers Association 
(ABA) offers four key recommendations for 
attracting future bakery rock stars: tap diverse 
talent pools (such as women and veterans); 
strengthen employee referral programs; 
embrace recruitment technology; and partner 
with local organizations and institutions.

Another great source for talent is good 
old-fashioned word of mouth. John Lupo, presi-
dent of the Retail Bakers of America (RBA) and 
owner of Grandma’s Bakery in White Bear Lake, 
Minnesota, recommends owners ask their top 
employees to reach out to friends. “Birds of a 
feather flock together,” he says.

When your top employees are invested in 
their work, they’re motivated to spread the word 
about career opportunities to their friends—
and that word of mouth is invaluable, Lupo says. 

That means not only talking to your senior 
bakers about upcoming openings, but to your 
apprentice and intern bakers as well. In fact, with 
skilled labor particularly hard to find, focusing 
efforts on recruiting and training industry 
newcomers can help build a strong team. 

“People gripe about millennials and [Gener-
ation] Z, but they’re not recognizing the 
strength younger workers have,” says Carpenter. 
“If you give them an expectation, and make sure 
it’s met, they’ll work really hard for us.”

Finding potential employees at a younger age 
can also secure a bakery’s future, according to 
Van Amburg. 

He notes that by connecting with students 
at local community colleges, trade schools and 
high schools, bakeries have a valuable opportu-
nity to identify entry-level and seasonal talent, 
as well as seed early interest in the baking 
industry as a long-term career.

What Matters to Talent 
According to the ASB and ABA study, another 
key obstacle to hiring and retaining employees 

is the schedule: Ninety percent of bakery 
industry executives said difficult working hours 
create a moderate or significant challenge in 
retaining employees. 

Carpenter’s best advice: “Make sure they have 
a life.” At Crooked Tree Breadworks, that meant 
revamping the schedule so employees weren’t 
always working late nights and weekends. 

At Grandma’s Bakery, it meant rethinking the 
approach to holidays. In the past, the bakery’s 
doors were open on every major holiday. But 
when Lupo examined the numbers, he realized 
that didn’t always make business sense. Now, the 
bakery is closed on Easter, Labor Day, Thanks-
giving and Memorial Day. Employees are happy 
to have more days off—and that positivity can 
buoy productivity around those holidays.

Millennial and Gen Z employees, in 
particular, often respond well to flexible  

4 Places to Look 
for Budding 
Bakery Talent

Community Colleges
Numerous community colleges 
offer associate degrees in culinary 
arts, some with a focus in baking. 
In addition to culinary training, 
students may be required to 
take courses such as business 
mathematics, recipe development or 
menu writing and could apply this 
knowledge to their future employer’s 
business. In addition, community 
college programs often require 
students to complete internships 
or get field experience, which your 
bakery may be able to provide. 

Vocational or 
Trade Schools
As part of vocational studies at a 
technical or trade school, students 
may work at student-run restaurants, 
supervise in-house catering or plan 
and execute high-end dinners. While 
some graduates of these programs 
pursue more training, others want to 
enter the job market immediately. 

Culinary Institutes
The time and investment required 
to study at a culinary institute 
means graduates emerge both 
well trained and deeply passionate 
about culinary arts. 

Apprenticeships
Offering apprenticeships for 
aspiring bakers can be a good 
way to find and test potential 
employees. By making your bakery 
a destination for bakers in training, 
you can be among the first to 
spot—and snag—new talent. 
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Carpenter pairs new Crooked Tree Bread-
works staff with more experienced bakers 
to help them learn the ropes and recognize 
the potential for a long tenure in the baking  
business. The partnership can also help them 
identify skills they’ll need for advancement.

At Metropolitan Bakery, new employees are 
immersed in a month of hands-on training. “I 
prefer when people make mistakes because they 
learn from those mistakes,” Harris says. “I really 
believe [that’s] the best way to train.”

And training and career development 
shouldn’t stop after onboarding. The RBA 
provides certifications for working bakers, 
and the ASB offers scholarships for bakers 
wanting to return to trade or technical school, 
or community college. 

When employees feel that their employer 
values them and that they provide value to 
the business, they’re encouraged to stay, Van 
Amburg says.

While these external skill-building programs 
also allow bakers to bring new knowledge back 
to their bakeries, ultimately, grooming the 
next generation of bakery leaders starts within 
the walls of the business. The right approach 
to employee retention differs by bakery, but 
owners can consider an employee recognition 
program, internal training opportunities and 
performance bonuses.

“The demand is there and these are good 
careers,” Van Amburg says. “It’s a family. It’s a 
great industry. Once people get in the industry, 
they stay in.” 

With the right approach to talent search, 
retention and development, bakeries can over-
come staffing woes, and equip their bakery for 
long-term success.

Kate Rockwood is a freelance food and business 
writer based in Chicago.

WE NEED TO ADAPT  
TO NOT JUST NEW 
CUSTOMER NEEDS, BUT 
NEW EMPLOYEE NEEDS.
— Greg Carpenter, owner, Crooked Tree Breadworks

schedules. In a 2018 Deloitte study, 55 percent 
of respondents in those age groups who were 
planning to stay with an employer for five or 
more years said they had more flexibility in 
when they worked. 

In addition to attractive work hours, 
community service is another way to pique 
the interest of potential employees. Millen-
nials now comprise the largest generation in 
the workforce, and a 2016 survey revealed 
that 76 percent of these individuals consider 
a company’s social responsibility before 
deciding where to work. This means initia-
tives like employee volunteer programs, 
product donations and food-waste diversion 
can be a boon for bakeries’ talent recruitment 
and retention efforts. 

Metropolitan Bakery in Philadelphia, for 
instance, has numerous partnerships with 

nonprofits that raise money to fight hunger or 
homelessness. “They [make the employees] feel 
like they’re not just working at a bakery, but 
working toward a larger goal,” says Director of 
Operations Jessie Harris. 

A bakery can even let employees share which 
causes they think the business should support—
and then give these workers a chance to hone 
their leadership skills by spearheading the 
initiative.

Turn Baking from a Job Into a Career 
There’s another key ingredient in boosting 
retention: Putting career paths front and center 
for new hires. “Employees who feel like they 
have a future in your company are employees 
who stay,” says Carpenter. “The time spent 
early on with employee training, we get back 
with profit.”
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Whether you 
need a food 
scientist to 
tweak recipes 
for longer shelf 

life, a developer to 
create your website or 
a number cruncher to 
strategically identify 
which products to ship, 
experts can help guide 
decision-making. If you 
can’t hire professionals 
with these skills, consider 
tapping your network of 
family and friends, as well 
as other bakery owners. 
Many, like Noonan, are 
willing to share their 
expertise. Suppliers 
are another helpful 
source for insight into 
product formulation 
and consumer trends, 
while private shipping 
suppliers may be 
able to share tips for 
mailing perishables.

“You’ve got a 
better cart retention 
rate when you 
give people all the 
information they need 

upfront,” says Noonan. Your 
website should provide 
comprehensive product 
details, clear pricing that 
outlines shipping fees 
and taxes, estimated 
shipping times and easy 
payment processing. “It’s 
all about getting customers 
to close the deal,” Noonan 
says. “Make your website 
simple and easy to navigate.” 
Partner that digital experience 
with excellent customer 
service: Respond to inquiries 
within 24 hours and consider 
implementing a refund or 
replacement policy if orders 
arrive in less-than-perfect 
condition. Working with 
a third-party e-commerce 
provider can help streamline 
these processes.

Right-sized, sturdy 
and affordable 
packaging is 
key to shipping 
products safely. 

Shipping companies, 
foodservice equipment 
makers and packaging 
manufacturers offer 
many options. Wicked 
Good Cupcakes, however, 
wanted an economical, 
eco-friendly solution for 
products that need to 
stay cool and decided to 
build its own coolers. The 
bakery uses corrugated 
boxes; surrounds jars with 
insulated, 100 percent 
biodegradable panels; and 
adds suede ice-pack bags 
to prevent the glass from 
sweating. This combination 
allows products to travel 
safely for three days. 

Wicked Good 
Cupcakes in Hanover, 
Massachusetts, sells 
cupcakes, cakes, 
pies and brownies 

shipped in glass Mason 
jars. Co-founder and CEO 
Tracey Noonan says these 
products maximize the cost-
benefit ratio of shipping: 
They're affordable for both 
the bakery and customers. 
Unlike delicate treats like 
cheesecake, these products 
don’t require dry ice or 
expedited shipping (which 
can be pricey), and the 
bakery can translate the 
cost savings to lower prices 
for customers. You may 
also consider pricing 
shippable items in 
bundles to encourage 
larger purchases. Pair 
items that require similar 
packaging, such as cookies 
and brownies.

5 STEPS  
TO ...

SHIPPING YOUR 
BAKED GOODS

— Lisa A. Beach

Provide a 
Seamless 
Ordering 
Process

Consult 
the Pros

Follow 
the Rules

Fine-Tune 
Your 
Packaging

Choose 
the Right 
Products 
to Ship

When it comes 
to product 
labeling, be 
vigilant about 
both federal 

and state regulations 
if you’re shipping 
across state lines. 
“There’s no fooling 
around with that—it’s 
a must,” Noonan says. 
The FDA requires that 
labels list ingredients, 
allergen warnings, net 
weight or quantity 
and more. Stay on 
top of evolving 
regulations by 
visiting the FDA’s 
website and talking 
to your suppliers. 

Ready to boost business with a menu 
of shippable treats? Follow these tips 

to keep your products intact and deliver 
deliciousness to customers near and far.

Ph
ot

o 
by

 E
lis

ab
et

h 
Cö

lfe
n/

St
oc

kF
oo

d





PISTACHIOS

FRESH 
THINKING

Ph
ot

o 
by

 P
ix

ab
ay

; S
ou

rc
es

: T
or

na
do

ug
h 

Al
li, 

Ba
ke

r b
y 

N
at

ur
e, 

Fo
od

 N
et

w
or

k 
M

ag
az

in
e

NUTTY GREEN AND 
VANILLA BEAN
Vanilla Bean Pistachio Cake: 
Bake two layers of vanilla bean cake 
and let cool. Assemble cake and ice 
layers with frosting made from butter, 
pistachio pudding, vanilla extract, 
powdered sugar and milk. Sprinkle 
cake with chopped pistachios. 

For more pistachio recipe inspiration, visitDawnFoods.com/ Recipes

GO NUTS FOR 
Give baked goods a flavorful makeover 
with this buttery and bright ingredient.

CHUNK OF  
HEAVEN COOKIES
Raspberry Pistachio 
Chocolate Chunk Cookies:  
Mix chocolate chunks, chopped 
pistachios and freeze-dried  
raspberries into cookie batter.  
Bake and top with sea salt. 

TERRIFICALLY  
TASTY TARTLETS
Pistachio Baklava Tartlets: 
Stir chopped pistachios, honey, 
sugar, lemon juice and zest, 
allspice and salt into melted 
butter until thick. Pour mixture 
into baked mini phyllo shells and 
sprinkle with grated chocolate. 

BUTTERCREME  
WITH A TWIST
Pistachio Buttercreme Icing: 
Mix pistachio paste and  
water into Dawn Exceptional®  
White Buttercreme Style Icing.  
Use buttercreme on cakes  
or cupcakes.


