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Cleaner Is Sweeter
Your consumers want the best of both worlds:
DELICIOUS TASTE and RECOGNIZABLE INGREDIENTS

68%

OF GLOBAL CONSUMERS
WANT TO RECOGNIZE EVERY
INGREDIENT ON A LABEL

57%

WILL PAY MORE FOR FOODS
WITHOUT ARTIFICIAL COLORS,
FLAVORS OR PRESERVATIVES

Dawn Foods is committed to creating
great-tasting products that people
feel great about eating—and that
bakers love using.

Get more information about our new line
of Bakers Truth™ Mixes and Bases
and start baking clean.
DAWNFOODS.COM/PRODUCTS/BAKERSTRUTH

Sources: Food Business News, June 2015; Dawn Food Products Proprietary Product Development Research
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Dawn started simply as a donut shop with a great product. Since then, we’ve made a lot of
changes; we’ve innovated new products and production methods, and we’ve become a global
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company. Through all of that change, our commitment to living our values has been at the
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heart of Dawn. And we believe it’s fueled our growth.
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Our values are central to who we are. It’s our values that make our culture unique. We take
steps every day to live them, and inspire everyone at Dawn to do the same. Our core values are
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passion, integrity, relationships, progress and optimism.
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We talk about them often in companywide meetings and during day-to-day work across

Contributors
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Erin Brereton
Monica Ginsburg
Kate Rockwood

the world. But talking is only part of the story. One example of our values coming together
in action is the work done by our technical services team. These experts help our customers
learn to use products, understand how to best tweak equipment, launch new products of their

Please write us at:
Batter Up magazine
Imagination
600 W. Fulton St.
Suite 600
Chicago, IL 60661

own, properly price offerings and even open new locations. We’re humbled by their passion
for supporting our customers.
Every business, from a single-location donut shop to a rapidly growing bakery brand,
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Batter Up is assumed for
publication and becomes
the copyright property of
Dawn Foods.

can benefit from examining what it believes, clearly defining its values and ensuring that
all employees live them every day. We wouldn’t be where we are today without every single

Batter Up is the ultimate
business resource for
artisanal bakers, featuring
actionable advice for
meeting the bottom line,
inspiring ideas for wowing
customers and guidance
on harnessing the latest
trends in the bakery
industry. Issued quarterly
and hand-delivered to
readers, the magazine is
a Dawn Foods publication
produced by Imagination,
600 W. Fulton St., Suite
600, Chicago, IL 60661;
(312) 887-1000.
All rights reserved. ©
Dawn Foods is a
third-generation family
business passionately
committed to creating
life’s sweet moments.
Dawn Foods offers
artisanal bakers,
foodservice leaders,
baked goods
manufacturers and
in-store bakeries across
the globe a complete
selection of innovative
products—including
mixes, bases, icings,
glazes, fillings and frozen
dough, as well as parbaked and fully baked
products—and access
to a network of bakery
distribution centers.
Headquartered in
Jackson, Michigan,
Dawn Foods employs
nearly 5,000 people in 57
locations worldwide and
operates in 105 countries.

person’s conscious commitment to living our core values every day.

Carrie Jones-Barber,

Serhat Unsal,

CEO

CEO
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Sincerely,
3333 Sargent Road
Jackson, MI 49201

ON THE
RISE

DELIGHT WITH
DAIRY ALTERNATIVES
Consumer interest in dairy alternatives is here to stay.
Learn how to tailor your bakery’s offerings.

The Future Looks Good for Dairy Alternatives.

Why Are People Passing on Milk?

The U.S. accounted for

Contributing factors to the decline in dairy sales:

29% OF GLOBAL SALES
of lactose-free food in 2015.

8%

Health
awareness

increase in value
of the global
lactose-free
market in 2015

Veganism
rates

Lactose
intolerance and
dairy allergies

The U.S. milk market experienced a

$1 BILLION
loss from 2010 to 2015.

Work Around Dairy in 3 Ways:
Swap Milk
for Soy Milk

Use Dairy-Free
Time-Savers

Bring Eggs
Into Play

Soy milk is widely
available and high
in protein, which
makes it perform
similarly to cow’s
milk in baked goods.

Consider premade,
non-dairy
whipped topping
for an easy, tasty
icing for cakes
and cupcakes.

Use whole eggs,
egg whites and
yolks to control volume,
flavor, tenderness and
protein in dairy-free
baked goods.

Try your hand at baking without cow’s milk.
Check out By the Way Bakery’s recipe for fudge brownie cookies.
Visit DawnFoods.com/fudge-brownie-cookies.
Sources: “Lactose-free Product Sales in the United States from 2012 to 2017,” Statista, 2016; “So Delicious:
Dairy-Free is One of the Biggest Growth Opportunities in the Food Market Right Now,” Elaine Watson,
Foodnavigator, July 2014; “Focus On Allergens: A Matter of Trust,” International Deli Dairy Bakery Association, 2016

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

Photos by iStock

Is the
baking
industry
ready for a
technology
revolution?
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THE

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.

THE WHOLE
Crunch the
Numbers
BEST
PRACTICE

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.

QUALITY COUNTS: “Ice cream

INNOVATION
STATION

sandwiches are pretty simple, so it’s all
about the ingredients,” Sidoti says. At its
three Chicago stores, Snow Dragon Shavery
& Yogurt serves ice cream sandwiches
made with French macarons in flavors like
green tea and cookies and cream.

CHILL THRILL

TEXTURE IS PARAMOUNT: “If the
cookie is too hard and the ice cream is too
cold, it’s hard to eat. You have to find the
right texture cookie or cake and the right
texture and temperature ice cream,” Sidoti
says. Preparing the sandwiches to order gives
bakeries more control over temperature and
allows guests to create custom treats.
CREATIVITY IS KING: “If you’re a little

creative and like experimenting, the sky’s
the limit,” says Sidoti, citing the example
of savory ice cream sandwiches made with
crackers instead of cookies. In 2014, for
instance, a pop-up ice cream parlor in London
served a savory sandwich made with blue
cheese ice cream and cream crackers.
STAY COOL: Bakeries serving made-to-

order ice cream sandwiches may want to
invest in an ice cream freezer. Another option
is wrapping pre-made sandwiches in plastic
and storing them in a conventional freezer.
— Matt Alderton

SHEBANG

Going wholesale boosts sales and brand recognition, but it comes with
new challenges. Learn from been-there-aced-that wholesale veterans.

Scout Good
Partners

Streamline
Deliveries

Block
Bottlenecks

Read the
Fine Print

Move
Wisely

Sonia Chang has wholesaled granola to the L.A.
Arboretum’s Peacock Cafe, as
well as local coffee shops and
restaurants. The owner of
My Sweet Cupcakes bakery
and Chef Sonia’s California, a
cottage food operation, both
in Southern California, says,
“Start with the places
you already patronize.
You know the owners and
what they sell, and they
might be more likely to talk
with you since you
support them.”

Wholesale orders fluctuate
as much as retail sales. Achatz
says pie sales in January
may be 10 percent of her
November and December
totals. However, deliveries
require the same amount of
gas, car maintenance and
driver pay. To ensure each
drop-off breaks even, Achatz
set a minimum order of $125.
Clustering deliveries also
helps. “I can do five deliveries
in one area on Monday and
three in the next area on
Wednesday.”

Closely monitor processes to
pinpoint and eliminate
potential slowdowns.
Achatz worked backward
—from distribution to
packaging to production.
“Our bakers can bake 80
pies at a time, with one hand
tied behind their backs,” she
says. “But we only have one
production line for gluing
together boxes. We were
making a pile of pies and
they weren’t going anywhere,
because we could only box
one pie at a time.”

Some stores expect
bakers to buy back unsold
product. Bakeries that
agree to buybacks should
have input into how
products are stocked
and displayed, Achatz
says. Those that decline
may need to be flexible to
secure partnerships.

When bakeries outgrow
their retail locations, many
mistakenly move to larger
retail spaces. Rent for an
industrial location
can be one-fifth that of a
retail space, Achatz says.
Delivering from industrial
spaces can be easier, too.
— Kate Rockwood

IX IT U

IX IT U

Want quality,
consistency, lower
costs and more
time for creativity?
Incorporate

MIXES

into your
baking arsenal.

By Kate Rockwood
Photography by Tyllie Barbosa

A

mong the many cake flavors sold at
Sapienza Bake Shop, devil’s food was
never a personal favorite for Paul
Sapienza. It wasn’t that he didn’t like the
flavor—the other cakes sold at his parents’ bakery
in Elmont, New York, just seemed more special. So
when he took over the bakery in 1973, he decided
to tackle the lackluster devil’s food cake recipe
head-on. “We tried all different kinds of tweaks and
recipes,” he says. “Then, one day we decided to try a
mix. And, lo and behold, it was great.”
While the new cake made his own taste buds
dance, he worried the revamped recipe would irk
customers. The opposite turned out to be true:
Customers loved the new cake’s flavor, and orders
have since edged up. “Everyone liked it more,” he
says. “We decided: If the mix is working, why try
to reinvent the wheel?”
Many independent bakers—strapped for time
and facing high labor costs, food waste and slim
margins—have found themselves asking the
same question.
Using premeasured ingredients ensures
consistency, controls labor costs and frees up
owners to spend more time on the parts of the
business they love, Sapienza says. And mixes can
accomplish all that without sacrificing taste or
customer satisfaction.
“I get that people like the idea of a 100 percent
scratch bakery, but the reality is that cake mixes
save you steps and eliminate scaling errors,” says
Beth Fahey, co-owner of Creative Cakes in Tinley
Park, Illinois.
Fahey makes her chocolate, chiffon, apple
and pumpkin cakes from scratch, but she finds
mixes produce the best yellow, red velvet and
carrot cake results. She says consistency is her top
DawnFoods.com
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priority and notes that certain scratch recipes are
notoriously tricky, so mixes can save the day.

Cut Costs, Stay Consistent
Along with ensuring consistent flavors and
textures, using top-notch mixes can help bakeries
from a variety of cost control perspectives. First, it
helps rein in inventory. “Some of a baker’s product
offerings include very unique ingredients, and it
can be cost-prohibitive to store all of them,” says
Kevin Mooi, bakery director at Bud’s Best Cookies
in Hoover, Alabama. That’s especially true of rare
spices with short shelf lives, he says.
The more consistent a bakery can be with
process, the better and more professional the
quality of the result, according to Mooi, who's
been working in bakeries for 45 years. “Finding
the right mix for the right recipe removes all the
measuring headaches,” he says.
A more consistent product also means less
food waste because bakery staff isn’t throwing out
batches of burned cookies or a cake that didn’t
set the way it should have. And judicious use of
mixes can also reduce labor costs. Fahey, who
employs one overnight baker to prepare buckets
of dry ingredients, says she would have to hire
a second person—and pay a second salary—if
Creative Cakes stopped using mixes.

ANYWHERE YOU CAN
SAVE LABOR WITHOUT
COMPROMISING THE
QUALITY IS A HUGE
WIN. MIXES ARE
REALLY A NO-BRAINER.
— Beth Fahey, co-owner of Creative Cakes

For bakeries unsure about the benefits of mixes,
crunch the numbers, Fahey advises. Determine
how long it takes to prescale scratch dry ingredients
the night before, and factor in a margin of error
(because someone will inevitably forget to add the
baking soda). The answer will be pretty clear.
“Labor is 48 percent of our expenses,” Fahey
says of Creative Cakes. “Anywhere you can save
labor without compromising the quality is a huge
win. Mixes are really a no-brainer.”
Mooi agrees, saying there are many upsides to
using mixes for smaller bakeries, especially considering the industry’s high turnover and the costs of
constantly training new staff. “With an unskilled
10
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workforce that turns over quickly, mixes make
training easier and the food safety safer,” he says.

Making the Mix Your Own
Maintaining consistency and quality is paramount at any bakery. That’s why many veteran
bakers try several mixes before selecting one and
why they make the mix-versus-scratch decision
on a recipe-by-recipe basis.
In addition, using mixes doesn’t mean bakers
can’t still put their whole heart into their products.
Fahey says she handles her mix cakes as carefully
as any handmade treat. That means baking them
in a revolving oven, so they’re browned slowly
and evenly, and wrapping the cake layers in saran
wrap as soon as they cool down before popping
them in the freezer to lock in moisture. “Those
tactics have far more effect on the final product
than mix versus scratch,” she says.
The real key to successfully using mixes, then,
is identifying what sets the bakery apart—and
ensuring bakers focus most of their time on
those differentiators. Fahey funnels the time
she saves with mixes into creating her famous
Italian meringue buttercream frosting. “It’s a very
persnickety icing to make, and a lot of people
don’t want to go to the time and expense, but
that’s where we’re different from most bakeries,”
she says. “It’s how we make sure we’re special.”
Along with cutting costs and ensuring
consistency, mixes afford bakeries the time
and resources to get creative and truly focus on
perfecting their competitive edge.
Kate Rockwood is a freelance food and business
writer based in Chicago.

Summer Mixer
From a simple raspberry-tinged white cake to an
intricate banana bourbon layer cake, nothing says
summer like baked goods made with fresh fruit.
Here’s how to combine mixes with the season’s
best to create the tastiest cakes:

1. DOT THE INSIDE
Measure ¼ cup cocoa powder (for chocolate cakes)
or flour (for all other types). Coat the fruit pieces
lightly on all sides. Doing so helps them grab the
batter and prevents the fruit color from bleeding into
the mix. When adding the dusted fruit to the mix,
be gentle. Fold the fruit into the cake batter until it’s
evenly distributed, but be careful not to overmix.

2. PLAY WITH COLOR
To turn white cake a pleasing shade of pink, crush
fresh raspberries with a fork, strain them and stir
into the cake mix after you’ve mixed in all other
ingredients. The more berries you incorporate, the
more intense the flavor; fewer will yield a pastel hue.
For a marbled effect, divide batter into two bowls.
Stir crushed berries into one. Using two spoons,
ladle the white and pink batters into the cake pan
side by side, then swirl a toothpick through them.

3. LAYER IN FRUIT
Strawberries, blackberries and other summer
produce will maintain the freshest texture if they’re
incorporated after baking. But that doesn’t have
to mean only decorating the top. Try baking and
cooling the mix cake, then slicing it horizontally.
Place the fruit between the layers, and finish with
a generous coating of buttercream icing.

THE

MEAL
DEAL
For some bakeries,
breakfast, lunch or dinner
service can help attract
a whole new clientele.

Photo by iStock

By Erin Brereton

DawnFoods.com
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What to Expect When Expanding
In 2007, Pastry Chef Peter Rios, owner of Alliance Bakery in Chicago, decided to start serving
sandwiches and salads after noticing a number of
patrons were spending several hours studying or
working at the bakery.
“Realistically, our savory program is a small
part of our business, but the way I see it, it’s a
customer service we provide,” Rios says. “If they
come in for coffee and a pastry and later are still
here, there’s an option to have a sandwich.”
Although adding meal service can potentially
increase profitability, the ingredients, manpower
and other components needed to produce breakfast, lunch and dinner dishes can be expensive.
12
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“Make a plan,” Wood says. “Really try and understand what is missing in the local marketplace,
and see if things can be made to fill those needs.”
If a bakery is contemplating offering heartier
fare, the following elements can help make meal
service a success:
EQUIPMENT: Bakeries may require additional
tools to produce different kinds of goods, so be
prepared to invest in additional equipment. For
example, Rios bought a $600 table slicer to cut
sandwich meat and invested in colored cutting
boards. “Once you start handling raw chicken
breast for a salad, you don’t want that touching
any other cutting boards you’re working with,”
he says.
STAFF: Along with new equipment, a bakery
expanding to meal service may also need to
add to its staff or change schedules to maintain
smooth operations and service. To accommodate
neighborhood customers looking for a quick
lunch spot, North Bakery in Providence, Rhode
Island, added a rotating three-sandwich menu a
year after it opened in 2014.
Last spring, to capture some of the overflow

from its nearby sister restaurant, North, the
bakery started serving cocktails and small plate
dishes in the evening from Thursday to Sunday.
“We thought, ‘We have another restaurant
right down the road, and this place isn’t being
used during nighttime; how can we get people
waiting at the restaurant to give us business?’”
says Head Baker Courtney Cleaver. The additional hours meant the bakery needed more food
prep time, so it staggered employee schedules.
“We have a pretty much separate staff, as far as
bakers and savory people,” Cleaver says. “We had
to make some changes to be here earlier or later.”
The bakery has treated its evening shift as a
test to see how popular—and potentially profitable—expanded hours could be. “Keeping an eye
on how much we’re spending is always a factor,”
Cleaver says. “There’s been no real loss; hopefully,
we’ll see a gain in the next few months.”
PROMOTION: For neighborhood businesses like
North Bakery that cater to local customers, the
news of extended hours spread quickly.
“When people see the lights are on at 7 or 8,
they poke their heads in,” Cleaver says.
Social media also helps. Preston, who used

Photo by iStock

Shortly after opening Wild West Bakery &
Espresso in Eagle, Idaho, Naomi Preston began
offering muffins and scones baked in-house.
Within a year of investing in a half-size convection oven and 12-quart tabletop mixer to make
the goods, the resulting increase in business paid
for both.
Encouraged by her clientele’s reaction, Preston
began serving other dishes. “We added a couple
of breakfast and lunch items; typically things
baristas could make,” she says. “It started small,
and I gradually added more complex items and
full-time cooks.”
The kitchen’s range of offerings eventually
became so substantial that Preston changed the
business’s name to Wild West Eatery & Cantina.
The menu now includes lunch and summer
dinner service, featuring items like burgers and
fish tacos alongside baked goods like cakes and
sticky buns. “We doubled our customer base
when we added meals,” Preston says.
Because combined bakery/cafes offer the
opportunity for additional business, they’ve
become a growing trend in recent years,
according to bakery consultant Brian Wood, who
also owns Starter Bakery, a wholesale operation
in Oakland, California.

direct mail, magazine and newspaper advertising when Wild West opened 22 years ago, says
she now invests in Facebook advertising, which
allows businesses to select which users will see
ads for the bakery in their newsfeeds.
“It’s more targeted,” she says. “So your money
is better spent because you’re really going after
people in your town or the ones who liked your
[Facebook] page.”

Expansion Checklist
Before growing your bakery into a restaurant, make sure you have the following elements in place:

1 The Right Tools:

What you’ll need depends on the
menu, according to bakery consultant Brian Wood.
“You can get a sandwich prep table for a couple
thousand dollars, which will greatly add to the
efficiency of a sandwich program,” Wood says.
“To serve fried chicken, you’ll need a fryer.”

2 Appropriate Cutlery:

“You’ve got to get plates,
flatware—the whole deal,” says Naomi Preston,
owner of Wild West Eatery & Cantina in Eagle, Idaho.
The exact number of knives, plates and more will
vary depending on each establishment.

3 Sourcing Options:

Work with suppliers to secure
extra inventory necessary for expanded day parts,
especially if the bakery will need vastly different
ingredients than what it uses for baked goods.

4 Market Knowledge:

To accurately price menu
items, check out what other local restaurants
are charging for similar dishes. “You have to look
at food costs and the competition,” Preston says.
“What are things going for in your town?”

5 A Serving Plan:

Will the bakery make items
to order or prepare them ahead of time? To
maintain its focus on baked goods, Alliance Bakery
in Chicago doesn’t customize its lunch fare. “We
have to prepare almost like you would in a graband-go deli situation,” says owner Peter Rios.

6 Health and Safety Protocols:

Bakeries should check
their local legislation to confirm whether they’ll
need to adopt new operations or equipment. Alliance
didn’t need additional processes or inspections to start
serving sandwiches. “Doing a lot of desserts, we were
already working with egg yolks and cheeses,” Rios
says. “They’re held to the same standards as meat.”

7 Ready-to-Go Attitude:

Meal programs can take
time to turn a profit, or they can be an instant hit.
“Lunch started popping off really quickly because
regulars were coming and found they could now
stay for lunch,” says Head Baker Courtney Cleaver at
North Bakery in Providence, Rhode Island. Monitoring
sales and being able to shift offerings accordingly
will help minimize unnecessary costs.

INGREDIENTS: Determining ingredient amounts
and how many products the bakery should
prepare can be difficult at first. Starting with
small orders and thinking about how to get the
most of out of ingredients worked for Rios.
To avoid overbuying and waste, when introducing his sandwich program Rios decided to
use uncut meat portions, instead of presliced cold
cuts. “If it’s a whole piece, it lasts longer because
there’s less exposure to air—once you get it sliced
and packaged, you’ve got about four to six days
to consume it,” he says. “A whole piece, covered
every day, will give you about a week and a half.
We can get 100 sandwiches or more out of it.”
The eatery initially only produced small sandwich quantities—sometimes three or four. Rios
figured they could make more if needed.
“Ironing out what people like and tend to buy
more often can be challenging because we’re not
a sandwich shop,” he says. “We want to create the
savory portion and move back to our core business, which is pastries, cakes and desserts.”

The Best Cuisine Call
For bakeries testing out meal-based menu items,
Wood advises progressively amping up. “You
have to be careful balancing the range of options
you have and being able to manage their production,” he says. “Starting out too big can be potentially overwhelming. It’s always easier to add
things than to take things away.”
If growth is gradual, and the bakery’s
customer base truly is hungry for more substantial fare, serving meals alongside an array of fresh
cupcakes, donuts and other baked goods can help
expose the business to an entirely new crowd.
“Not everyone wants a muffin—maybe
someone wants a slice of quiche or a panini and a
bowl of soup,” Wood says. “You’re going to attract
customers who are looking for different options.”
Erin Brereton is a freelance writer in Chicago.
DawnFoods.com
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From Waste to WIN

5 STEPS
TO ...

Put leftover ingredients and products to work.

From scraps of dough to surplus produce, repurposing ingredients can lead to new menu items and save
time and money. At Dough, a bakery and ice cream shop in Tampa, Florida, finding creative uses for leftovers
has helped cut monthly expenses roughly 12 percent, according to General Manager Tina Contes. Unsold
brownies are cut and mixed into ice cream, sauces are used to sweeten coffee drinks and donut frosting, and
donut holes are fried into apple fritters. Here are FIVE MORE WAYS to turn leftovers into new offerings:

1

5

Pick Up the Pieces

Upgrade with
a Fresh Twist

Cake scraps take on new life at Sensational
Cakes… and More! in Solon, Ohio.
After custom cakes are shaped, owner
Deb Rogers thinks: cake pops. She
combines scraps with leftover icing
or ganache and adds in leftover crushed
cookies if she needs to adjust the dough’s
consistency. She then transforms hardened
fondant by moistening it with water to
make edible “glue” used to attach
dragees and smaller fondant
pieces to larger items.

4

2

Cater to
a New
Customer
Base

3

Southern France Patisserie in Chicago specializes
in croissants, tartes, bite-sized eclairs and
gateaux, most of which are out of reach for
customers with a gluten allergy or intolerance.
To serve these customers, Chef-owner Amanda
Tommey Terbush uses leftover egg whites to make the cake
portion of entremet, a traditional French mousse cake, and
macarons, both naturally gluten-free desserts. She keeps the
menu fresh with a rotating lineup of seasonal fruit fillings,
chocolates and dried fruits. “This gives our gluten-free
customers choices they might not find elsewhere,” she says.

Sweeten up customers’ orders
with leftovers reimagined as
samples to introduce them to
more of the bakery’s capabilities and lay the foundation for
loyalty. At Sensational Cakes…
and More!, Rogers packages
extra cupcakes and cake pops
in pickup orders as surprise
treats. If she has an extra
filling ingredient, like chocolate
ganache or raspberry buttercream, she offers to incorporate
it into orders without charging
a premium. “It’s a great way to
build goodwill and share more
of what you can do,” she says.
— Monica Ginsburg
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Boost Customer
Loyalty

Take a Risk
At Dough, an unclaimed vanilla
Funfetti cake with vanilla
buttercream frosting was mixed
with milk and cream. The result,
It’s Your Birthday ice cream,
became the shop’s top-selling
flavor. Elizabeth Fleming,
co-owner of Cuppies & Joe in
Oklahoma City, took a similar
chance when faced with an extra
pumpkin one holiday season.
One of the bakers used it to
create pumpkin twists, a puff
pastry dessert that soon became
a popular seasonal addition.

It’s not only leftover baked goods
that can do double duty—bakeries
can avoid the costs of wasting
raw ingredients, too. When The
Cookie Cups, a Minneapolis bakery
that sells cookies in the shape
of mini cupcakes, has surplus
blueberries and strawberries—
usually reserved for batters—the
bakery adds them to frosting.
“Our customers comment on the
fresh taste, and it makes us stand
out from our competitors,” says
owner Nicole Bandklayder.

TRANSFORM ORDINARY
TO EXTRAORDINARY
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FRESH
THINKING

ADD A SURPRISE
TO CUPCAKES:
Spread a tablespoon
of lemon curd between
a lemon cupcake and
white frosting.

Summer
Squeeze
When life gives you lemons, bake!
GET CREATIVE
WITH BREAKFAST:
Add lemon zest and juice to melted
butter, sugar and evaporated milk
to make lemon buttercream syrup
for pancakes and waffles.

GO SAVORY:
Top an egg-based
lemon tart with
pesto and double
cream infused
with fresh thyme,
lemon zest and juice.

EMBRACE THE MASHUP TREND:
Fill lemon cheesecake donuts with
lemon curd and mascarpone cheese.
Make a glaze by whipping together
mascarpone, powdered sugar and
vanilla extract, and then mix in milk.
Spoon the glaze over the donuts,
then top with lemon zest mixed with
granulated sugar and more lemon curd.
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