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Find recipes for these 

Fruity Kool-Aid Donuts 

at

DawnFoods.com/

Recipes

12
Exclusively       on

DawnFoods.com/Brown-Sugar-Q-A
Chicago’s Brown Sugar Bakery got early access to Dawn Foods’ Bakery 
Business Portal—a new app that helps bakers better manage their business. 
Visit us online to read our Q&A with owner Stephanie Hart.

bakeable
1: capable of being baked: packaging you bake in

2: fill, bake, and sell in one package 

www.novacartusa.com | 877.896.6682 
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Sincerely,  

Carrie Jones-Barber             Serhat Unsal 

CEO               CEO

Spring is one of our favorite times of year, as rising temperatures and 

blossoming � owers signal the end of winter and the warm summer months 

ahead. For bakers, spring means Mother’s Day treats and Easter sweets—

and an uptick in business. A� er the slower winter months, it’s the perfect 

time to explore new avenues of growth for the remainder of the year. 

At Dawn, each and every day we focus on partnering with you to help 

grow your bakery business, whether through our existing tools or new 

innovative product o� erings, to make your life easier. A� er nearly 100 years 

in the business, we know the many challenges you face—from labor and 

logistics to the changing consumer marketplace. 

� at’s why this year, we’re excited to bring you new o� erings that 

seamlessly support your business, simplify your processes and give you 

more time to do what you do best: bake! One such o� ering is our recently 

announced Bakery Business Portal that allows you to develop a virtual 

storefront where your customers can easily order your baked goods online. 

In addition, the Bakery Business Portal will allow you to conveniently 

order ingredients online from Dawn, track your orders, manage 

your inventory and more. 

As we continue to roll out new tools and resources, we 

enjoy partnering with you to ensure our services and 

o� erings are built for bakers by bakers. 

� roughout this issue, we explore additional 

ways to accelerate pro� tability at your bakery and 

achieve your business goals this year. We hope our 

commitment to providing your business industry-

leading tools and insights will inspire bakery 

success this spring and well into the future.

Helping Your Business 
Blossom This Spring

THE 
GOODS

DAWN FOODS ADVISORY BOARD

Chief Executive Of� cers
Carrie Jones-Barber & Serhat Unsal 

Chief Marketing Of� cer
Angie Goldberg

Vice President, 
Global Communications & Corporate Branding

Jonathan Aplin

Senior Manager, 
Digital & Content Marketing

Keely Siciliano

Marketing Content Manager
Jamie Dittenber

VOLUME 4, ISSUE 2 
Spring 2019

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, � llings and 
frozen dough, as well 
as par-baked 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.

PUBLISHING PARTNER

Publisher
James Meyers

EVP, Design
Doug Kelly

EVP, Chief Content 
Of� cer 
Kim Caviness

VP, Content 
Marla Clark

Content Manager
Ashley Greene Bernick

Editors
Emelia Fredlick
Chuck Ulie

Art Director
Liz Shields

Associate Program 
Manager
Margaret Dunn

Contributors
Lisa A. Beach
Erin Brereton
Kate Rockwood

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

Unless otherwise 
speci� ed, all 
correspondence sent to 
Batter Up is assumed for 
publication and becomes 
the copyright property 
of Dawn Foods.

batter up

3333 Sargent Road
Jackson, MI 49201

SEO defined: Search engine optimization is the practice of making your website 
easy for internet users to �nd via search engines such as Google, Yahoo and Bing.

of all website traf�c comes 
from searches.

of monthly search traf�c 
went through Google 
last year. 

7 in 10 
customers will visit a business or make a purchase based on 

information they found online.

1.2 trillion Google searches are conducted per year worldwide

What bakers need to know about search engine optimization and how to stay competitive online

51%
65%

A Google My Business
account helps you control 
how your bakery is 
displayed across all Google 
products and platforms, 
such as Google Maps. 

Crucial Business 
Information. Your 
website should clearly 
state your address, 
operating hours, phone 
number and any other 
contact information. 

Keywords are terms and phrases people use 
to �nd your bakery through search engines. 
Tools such as Google Ads help identify 
keywords (focus on 10 to 12 words), such as 
your business type and name, signature 
products and location, like “Sonya’s Bakery” 
and “best cookie bakery Detroit.”

Optimized Website Pages have 
been calibrated to reduce loading 
time. Also, include your major 
keywords both in content (like on 
your About and Menu pages) and 
in each page’s title tag and meta 
descriptions, which are the wording 
that appears in search results.

Social Pages. Claiming or 
creating your business’s 
Facebook page and having 
an active Instagram 
account can boost your 
bakery’s visibility online. 

Quality Content. If your website has 
a blog or news section, use it to 
regularly publish original content, like 
bakery event updates, new product 
details and your business’s history. And 
don’t forget to include pictures!

Good Design. Organized, 
intuitive navigation and a 
strong user experience boost 
SEO. Consider building your 
site through a vendor that 
offers well-designed, 
easy-to-use templates.

Sources: BrightEdge research, September 2017; “Local Businesses Bring in New Customers with Posts on Google,” Google, Dec. 14, 2017, Amir Fish; Internet Live Stats; 
“Search Engine Market Share,” NetMarketShare

ON 
THE RISE

THE BAKER’S
SEO TOOLBOX

GO ONLINE
For more information 
about the Digital 
Bakery Platform, 
please visit 
DawnFoods.com/
bakery-
business-portal
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For the second year in a row, Lochel’s Bakery was named 

Sweetest Bakery in America in 2018, earning 
industry cred and a grand prize of public 

relations and marketing support from 
Dawn Foods, as well as a trip to the 
Dawn Innovation Studio. Kathleen 
Lochel, who owns the Hatboro, 

Pennsylvania, bakery with her husband, 
Rob, shares their recipe for winning, as well 

as tips for bakery business success.

Batter Up: Congratulations on winning the Sweetest 
Bakery in America contest for the second consecutive 
year! To what do you attribute your success with the 
contest?
Kathleen Lochel: Mainly, interactions with the customers 
in the store. To get people in the door, we did things 
like Sample Saturdays. In June, we sampled strawberry 
shortcake. Once we got people in, we could tell them about 
the contest. We made sure our employees explained to 
customers how to vote by paper ballot or on the phone. We 
also told customers that because we’re a small business, we 
participate in the contest to grow and gain media attention. 

BU: How have winning the contest and your relationship 
with Dawn impacted your business?
Lochel: � e advertising that comes with winning this 
contest broadened our horizons regionally. Locally, it’s 
helped us too. Immediately a� er our win was announced, 
it brought in new faces. And we hope those new customers 
become lifetime customers. We’ve always had a good 
relationship with Dawn Foods. � at’s our main ingredient 
supplier.

BU: Lochel’s has existed since 1942, passing through three 
generations. How do you balance bakery traditions with 
evolving trends and consumer palates?
Lochel: I always say, “We’re a traditional bakery with a 
modern twist.” We have a great mix of traditional items 
that are third-generation recipes. But we have to change 
with the times to meet the current needs of customers. 
For example, we’re sticking with our traditional donuts 
but adding di� erent elements, because the more trendy 

customer is looking for things like that. We take our 
pumpkin donut, and instead of putting sugar on it, we’re 
using maple glaze. We also used to just have our traditional 
jelly donut, but now we’re topping it with peanut butter. 

BU: How do these gourmet donuts impact pro� tability?
Lochel: Adding a small, quality element can de� nitely 
turn pro� ts. I’ve been taught in my 13 years of owning the 
bakery that you can’t be afraid to charge what you have to 
charge. � e larger chains charge what’s needed. We small 
businesses also have to in order to maintain our quality.

BU: Spring is about fresh starts. Do you have any advice for 
bakeries testing new products this season? 
Lochel: In the spring, we’re adding fruit to items, whether 
it’s fresh fruit or pie � lling. We make strawberry or cherry 
donuts, for example, and top cheesecake and Boston cream 
cakes with fruit. Regardless of what bakers are adding or 
changing, presentation is the biggest thing. Fresh fruit 
makes desserts look really nice.

FROM THE 
PANTRY
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— Ashley Greene Bernick

— Emelia Fredlick

— Chuck Ulie

From 
Oven to 
Shelf
Novacart Paper Baking Molds:
Once your goods are done baking and 
cooling in these molds, they can also serve 
as your � nal presentation packaging. 

Tricks of 
   the Trade

Bakery advice from the winner of 
Dawn Foods’ Sweetest Bakery in America contest.

Visit SweetestBakeryinAmerica.com to learn more about Dawn’s contest!

BEST 
PRACTICE

BAKEABLE 
PACKAGING provides 
secure and presentable 
wrapping for your 
baked goods, and saves 
time for your staff (no 
need to wash pans!). 
Check out these three 
innovative approaches 
to oven-safe bakery 
packaging.

For 
Shipping-
Ready 
Baked Goods
iVEX Laminated Bakeable Trays: 
Laminated bakeable trays mean no need for baking 
sprays. The tray design also features a resealable 
opening, making portioning and storage easy. 

For 
Baking 
and Selling
Genpak Plastic Bakery Trays: 
These durable plastic trays and pans hold up well 
through all bakery prep and handling, and they’re 
available in a variety of shapes, sizes and colors.

WELL-
EQUIPPED

COMING CLEAN
BAKERIES ACROSS NORTH AMERICA EMBRACE
                THE RISE OF CLEANER-LABEL DESSERTS

TRENDSPOTTING

Bake, Then Take

DEWEY’S BAKERY
Winston-Salem, North Carolina

The key to extended shelf 
life for Dewey’s birthday 
cake, banana pudding 
and other cookies? 
Applesauce, which helps 
retain moisture while 
using less fat. 

SUGAR BOWL BAKERY
Hayward, California

Button cakes in varieties 
like tropical mango and 
Madagascar vanilla are free 
from arti� cial � avors and 
colors. Sugar Bowl has also 
transitioned its donuts and 
fritters to trans fat- and 
preservative-free recipes. 

MOUNTAIN RHINO DONUTS
Calgary, Alberta

The donut shop uses natural colorants 
like fruits and chocolates to achieve 

distinctive hues—think donuts that are 
matcha green or lemon-raspberry red.

CUPCAKE 
ROYALE
Seattle

Cupcake Royale 
partners with local 
farmers for dairy 
products made 
without arti� cial 
growth hormones, 
like the cheese 
for its roasted 
cherry goat 
cheese cupcake.

GLAZE ARTISAN DONUTS
West Caldwell and New Milford, New Jersey

In addition to natural food coloring, Glaze uses 
ingredients like cinnamon-honey simple syrup to 

add natural sweetness to unique donut � avors such 
as cannoli, Italian rainbow and pretzel mount.

IMMEDIATELY AFTER OUR WIN WAS ANNOUNCED, 
IT BROUGHT IN NEW FACES. AND WE HOPE THOSE 
NEW CUSTOMERS BECOME LIFETIME CUSTOMERS.
— Kathleen Lochel (center), co-owner, Lochel’s Bakery



TRADITIONAL 
DONUT

Story by Kate Rockwood 
Photos by Deb Fletcher 

The
A to Z 

of

GOURMET
DONUTS
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The annual “What’s Hot 2018 Culinary 
Forecast” from the National Restaurant 
Association lists donuts with nontraditional 
fillings on its short list of major emerging 
trends. Separate research conducted by 
YouGov found 82 percent of millennials and 
Gen Zers want to try new and unique donut 
flavors, with top picks being s’mores, mango, 
alcohol-inspired, breakfast cereal, bacon-
infused and peanut butter and jelly.

But that doesn’t mean traditional flavors or 
formats are on their way out. More than 50 
percent of donut lovers still prefer classics like 
chocolate, plain and old-fashioned.

In many instances, building off traditional 
flavors by mixing premium ingredients into 
donut batter or icing, or using them as a 
topping, can be an effective way for bakeries 
to balance consumers’ love for classics with 
the innovation of gourmet donuts. Suppliers 
can be a great resource for help identifying 
trending flavors and developing new recipes.

Another is social media, which Roberto 
Armanino, owner of PinkBox Doughnuts in 

C
hocolate-chipotle. Vanilla-Froot Loops. 
Blueberry-bourbon-basil. Salted-to� ee. 
� ese are just a handful of the adven-

turous gourmet donut � avors available at 
independent bakeries across North America 
these days. Once co� ee got fancy and cupcakes 
went crazy, it was only a matter of time before 
donuts became gourmet—and started raking in 
the dough.

*Assuming $0.89 as baseline  
  for traditional donut retail price

Gourmet Donuts 
Dollars and Sense

Production cost

Retail cost

Pro� t

GOURMET 
DONUT

See how using premium ingredients 
can jump-start profi t

Added pro� t per dozen gourmet donuts

Sell a dozen gourmet donuts
each day, for one year

Production cost
$0.30

Retail cost $1.10

Pro� t $0.80*

12 $9.60$0.80

365 $3,504 added pro� t$9.60

GOURMET

DawnFoods.com    9

Find the recipe for this peanut butter cayenne donut atDawnFoods.com/Recipes

Nevada, credits as a primary driver of the 
gourmet category. “People buy with their 
eyes,” he says.

For instance, a humble glazed donut 
doesn’t pop on Instagram the way a unicorn-
themed donut decorated with colorful 
sprinkles, edible glitter and frosting mounds 
shaped like a horn, eyes and ears will. 

“A lot of times we’ll do our flavor profiles 
based on the response we get on social media,” 
Armanino says. “To keep people’s attention, 
you have to keep creating new stuff.”

In addition to expecting ongoing donut 
innovation, consumers are comfortable 
paying premium prices for these unique 
creations, which can go for upward of $4 in 
some metropolitan markets. 

If bakers cost out ingredients and price 
strategically, gourmet donut offerings can be 
a major profit booster.

With these factors in mind, it’s time to start 
experimenting with premium ingredients you 
can use to mix in, ice, glaze, frost or top your 
donuts. 



Xocolatl. 
“Chocolate is king,” 
says Piedrahita. And 
a premium kind, like 
those sold by Atlanta’s 
small-batch confectioner 
Xocolatl, can up the 
price point of traditional 
favorites like chocolate 
old-fashioneds.10    BATTER UP  |  Spring 2019

Horchata. To forecast 
popular donut � avors, 
Armanino recommends 
bakery owners keep an eye on 
Starbucks, which launched 
the Horchata Almondmilk 
Frappuccino in 2017. Add 
horchata to cake donut mix, 
or to powdered sugar to 
make a glaze.

An alphabet of options to make standout donuts     that will attract a crowd.

Alcohol. Guinness, Kahlúa, 
whiskey, sangria and gin-� avored 
donuts are showing up everywhere. 
Fun fact: 21 percent of the group 
most interested in trying alcohol-
� avored donuts are parents. 

Bacon. Think beyond strips: 
Mojo Donuts in Miami gets its 
bacon extra crispy by cooking it, 
frying it, chopping it up and frying it 
again before using it to top donuts, 
according to owner Jimmy Piedrahita.

Cereal. Toppings straight out 
of childhood cereal bowls are big 
these days—like the Cap’n Crunch 
and Lucky Charms at California 
Donuts in Los Angeles, and the 
Fruity Pebbles at PinkBox (pictured). 

Dates. Middle Eastern 
� avors are on trend, 
according to the NRA 
forecast, and dates 
are a familiar, yet not 
overused, ingredient.

Espresso Cream. 
What’s better than 
coffee and donuts? 

Coffee in donuts, 
like the ones sold at 

Firecakes in Chicago.

Flaked Sea Salt. Equal parts 
visually pleasing (the large crystal 
� akes are gorgeous on top of 
donuts) and palate-pleasing when 
paired with chocolate, caramel or 
maple (salty meets sweet).

Lavender 
Sprinkles.
The grown-up 
version of rainbow 
sprinkles. Voodoo 
Doughnut, based in 
Portland, Oregon, pairs 
them with vanilla frosting and 
grape dust for its Grape Ape donut (pictured).

Rosemary. 
Adding fresh 
herbs to rolling 
sugar is an easy 
way to elevate 
traditional 
sugar donuts.

Ganache. 
Simple, yet so 
sophisticated.

Matcha. Matcha’s grassy 
green color looks stunning 
on donuts, especially when 

blended with cane sugar 
and a little salt to make a 

twinkly coating, like the one 
covering yeast donuts at 

Dough in New York.

Strawberry. 
Try the fresh route like 
The Donut Man in Los 
Angeles, which tosses 
strawberries in glaze 
before stuf� ng them 
into yeast donuts.

Zucchini. Go sweet by 
working the veggie into 

chocolate cake donuts or 
savory by pairing it with 

a cheese topping.

Toasted 
Coconut.
Tap into the market 
for the Girl Scouts’ 

second-best-selling cookie, the 
Samoa. Da Vinci’s Donuts, a 
regional chain in Georgia, piles 
generous amounts of toasted 
coconut, caramel and chocolate 
icing onto a cake donut.

Nutella.
Just say “Nutella” 
and ears perk up. 
At Stan’s Donuts 
in Chicago, 
customers � ock to 
the Chocolate Pockets with Nutella and 
Chocolate Pockets with Nutella & Banana 
(pictured), which are topped with white 
“N” piping to signal the popular ingredient.

Ube. The 
purple yam gives 
mixes, glazes and 
frostings a rich 
purple hue, making 
it a prime choice 
for a natural—
and social media-
friendly—pop 
of color.

Oreo 
Cookie 
Crumbs.
The king of cookie toppings 
isn’t just for kids. Trou de 
Beigne in Montreal pairs 
them with an elegant Lindt 
white chocolate drizzle on 
a chocolate cake donut. 

Ice Cream Flavors.
Ice cream donut 
sandwiches have cropped 
up across North America, 
but bakers are also 
channeling frozen dessert 
� avors in donuts without 
using actual ice cream. 
Think cake 
batter, rocky 
road and 
banana split. 

Vanilla. Vanilla 
is a secret weapon 
for custom donut 
creations since 
it pairs well with 
almost everything—
from fruit to 
nuts to candy.

Jalapeno. To soften 
jalapeno’s spiciness while 

preserving its � avor, 
Gourdough’s in Austin, 

Texas, turns it into a jelly 
that joins candied bacon 
and cream cheese atop a 

yeast donut called the Porky.

Peanut Butter.
Peanut butter is 

versatile: It can be 
mixed into donut batter 
or frosting and creates 
a delicious icing, � lling, 

glaze or drizzle. 

Whoppers.
Chop up malted 

milk balls for 
a topping 

that catches 
eyes and adds 

unique texture.

Key Lime. 
Whether it’s juice, 
mousse, custard or 
cream, Key lime is a 
unique, yet familiar, 
premium citrus � avor.

Quinoa. Gluten-free 
is now mainstream. 
Quinoa can be made 
into a � our used in 
donut batter or baked 
into granola for a 
crunchy, hearty topping.

Fruity Pebbles at PinkBox (pictured). 

into yeast donuts.

Yuzu Curd. Orange 
and lemon are expected, 

but their Japanese cousin, 
yuzu, stands out on a menu. 
Dough’s founder, Chef Fany 

Gerson, and collaborator 
Ivan Ramen created 
a tangy yuzu curd-
� lled yeast donut 

rolled in citrus 
sugar and topped 

with candied lemon 
peel (pictured). Ph
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Blue Moon Donuts
Danielle Ramsey, Applications Consultant, Dawn Foods

Ingredients: 
5 pounds Dawn Raised ADonut Mix 
1.3 ounces active dry yeast
1 pound Dawn Select Donut Glaze
5 ounces Blue Moon, plus more for 
pipettes
1 pound Dawn Exceptional Extra-Rich 
Flavor White Buttercreme Style Icing
36 candied orange peels

Directions: 

Make donut batter: In the bowl of 
standing mixer, mix donut mix, yeast 
and 2 pounds plus 4 ounces of water 
according to bag directions.

Make the glaze: In a separate bowl, mix 

glaze with 2 ounces of Blue Moon. 

Form 36 donuts and fry at 375 F until 
done, about 1 minute per side. Remove 
donuts from fryer and glaze while still 
warm. Let cool.

Make the buttercreme: In the bowl of 
a standing mixer, combine buttercreme 
with 3 ounces of Blue Moon, and mix 
on low for 3 minutes. 

Once glazed donuts have cooled, pipe 
2 ounces of the Blue Moon buttercreme 
in the center of each. Place a candied 
orange peel on top of each buttercreme 
mound.

Fill 36 mini pipettes with Blue Moon 
and insert into donuts, if desired. 

Yields 36 donuts
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By Erin Brereton

they can track likes and shares of LTO content, as 
well as encourage preorders.

Sugar Shack Donuts, which has 11 locations 
in Virginia and Washington, D.C., has o� ered 
a Harry Potter-themed donut—topped with 
butterbeer glaze, gold sprinkles and white choc-
olate wings, and featuring a Golden Snitch in the 
donut hole—multiple times since 2017, including 
July 31, in honor of the character’s birthday.

� e � rst installment of the LTO proved a 
success. � e product was so popular that to 
ensure a large number of consumers could try the 
donut, the bakery implemented a policy allowing 
only two donuts per in-store purchase, according 
to Sugar Shack General Manager Hailey Harris. 
� is, however, prompted complaints from 
parents with three or more children. 

Now, Sugar Shack gets ahead of the demand 
by posting about the Snitch donuts’ impending 
arrival on Facebook and Instagram at least a 
week in advance. 

“We tell people: ‘Make sure you preorder 
because we might not have estimated enough.’ 
But if we know we have 1,000 ordered for that 
day, we know we need to have supplies for those, 
and for extras to go in the case,” Harris says. “� at 
way, people can get orders in so they’re not disap-
pointed if we don’t have it when they come in.”

Anticipate Extra Production Needs
In addition to ingredient considerations, it’s crit-
ical to proactively map out all the labor required 
to e� ectively run an LTO.

When musician Chance � e Rapper pledged 
to donate $1 million to Chicago Public Schools 
in spring 2017, Alliance Bakery celebrated his 
philanthropy with iced Chance-themed cookies 
featuring the rapper’s iconic baseball hat and his 
silhouette re� ected over the Chicago skyline. 
Sales, which included a $1-per-cookie donation 
to a nonpro� t Chance created, escalated faster 
than owner and Executive Pastry Chef Peter Rios 
had expected.

To ensure the bakery could continue to meet 
product demand, Rios had to re-evaluate his 
approach to sta�  ng. 

“I only had one cookie decorator; the others 
were working on cakes,” Rios says. “I ended up 
having to pull two other decorators, plus another 
who used to help out with cookies, on board to 
meet demand.”

LTOs Can Inspire Menu Additions
Bakeries may � nd their LTOs are so popular that 
they deserve a permanent spot on the menu. 
� at was the case for FattyCakesNY, which 
launched a special LTO for 2017’s National 

Donut Day (the � rst Friday in June).
While the bakery specializes in cookie cakes, 

it decided to test a donut-centric creation. Using 
premade donuts from a store, the bakery created 
a donut cake made with bourbon-infused 
bacon, maple buttercream and cookie butter 
caramel sauce. 

Once the LTO was over, the bakery pulled 
the cake from its menu—but customers kept 
requesting it. To meet those requests, Fatty-
CakesNY had to purchase the donuts on a 
one-o�  basis, which wasn’t cost-e� ective. But 
the bakery also realized that customers were 
willing to pay more for this item than for a stan-
dard cake because it involved specialization, 
according to Grabin. So, her team decided to 
make the donut cake a permanent o� ering.

“We said, ‘It did really well and had a great 
response—let’s just keep the item on the menu,’” 
Grabin says. “Now we always have fresh donuts 

How limited-time offers can make new customers hungry for more.

3 Sources of 
LTO Inspiration
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From top: Sugar Shack Donuts’ golden snitch donut, 
FattyCakesNY’s maple-bacon donut cake, Alliance 
Bakery’s Chance The Rapper cookie, and Bougie's 
Donuts pineapple upside-down cake donut.

S pecial occasions like the summer 
holidays or Mother’s Day naturally 
draw customers to bakeries. But 
when it comes to bringing consumers 

into the store during less busy times, bakeries 
can experience a substantial boost from o� ering 
special items for a limited time frame. 

In fact, limited-time o� ers (LTOs) typically 
elevate immediate sales 10 percent, according to 
Bake. And they appeal to many consumers: Tech-
nomic data shows 48 percent have tried an LTO 
within the past month.  

LTOs create a sense of urgency, says Bernadette 
Shanahan-Haas, director of operations for the Retail 
Bakers of America. “People don’t want to miss out 
on what everyone else is doing. � ey think, ‘I’ve got 
to get in there and try it now, or it’ll be gone.’ ”

Heather Grabin, co-owner and publicist 
at FattyCakesNY in Fort Lauderdale, Florida, 
agrees. “People like having something you can’t 
get year-round,” she says. “� ey’re constantly 
looking to have that Instagrammable content.”

Capture Special Moments 
for LTO Success
While LTO inspiration can come from 
anywhere, many bakeries capitalize on seasonal 
� avors, like summer fruits or fall spices. To 
di� erentiate themselves from other eateries 
using seasonal � avors, bakeries can experiment 
with twists on traditions: items like straw-
berry cinnamon rolls in addition to strawberry 
shortcake, or pumpkin tru�  es in addition to 
pumpkin pie.

Another popular source of LTO inspiration is 
allidays—holidays that celebrate everything from 
food items to animals. � ink National Peanut 
Butter Cookie Day (June 12) and Dog Appreci-
ation Day (Aug. 26). 

To capitalize on National Tequila Day (July 
24) last year, Bougie’s Donuts in Sunset Valley, 
Texas, partnered with Austin-based Playa 
Real Tequila to o� er tequila-infused donuts. 
� ey created three varieties based on Playa 
Real’s mandarin, pineapple and silver tequilas: 
an orange creamsicle tequila donut, a pine-
apple upside-down cake donut and a tequila-

glazed donut topped with margarita salt, lime 
zest, a lime wedge and a cherry.

� e one-week LTO spiked sales and brand 
exposure, according to owner Ryan Brown. And 
much of that is thanks to social media: By teasing 
the details of the collaboration on its Facebook 
and Instagram pages and tagging Playa Real in 
posts, Bougie’s was able to reach both brands’ 
followers and build anticipation ahead of the 
product launch.

“Leveraging the network of another brand 
can be huge,” he says, “especially if your products 
don’t run in the same circles, but you can � nd 
synergies and commonalities.”

Promote, Promote, Promote
Social media is an easy choice for spreading the 
word about LTOs, because it o� ers the ability 
to share eye-catching visuals and pepper posts 
with keywords and hashtags that resonate with 
particular audiences.

In addition to drumming up excitement days 
ahead of the LTO launch, social can give bakeries 
an estimate of their production needs because 

Where to � nd ideas for an 
exciting new special

Allidays and Seasonal Events
Use a search engine to look up days that 
relate to your offerings—or could easily 
play off your offerings—like National 
Jelly-Filled Donut Day (June 8) or National 
Chocolate Milkshake Day (Sept. 12). And 
more well-known holidays can be just as 
lucrative: Cookie cake bakery FattyCakesNY 
in Fort Lauderdale, Florida, tries to keep a 
spot open in its lineup for holiday-themed 
items, such as a St. Patrick’s Day stout 
caramel whiskey buttercream cookie cake. 

Philanthropy
Partnerships with local nonpro� ts can 
generate LTOs that support charitable 
causes and foster goodwill in the 
community. For instance, Sugar Shack 
Donuts recently offered a honey lavender 
donut to help fundraise for Virginia Beach, 
Virginia-based Samaritan House, an anti-
domestic violence organization.

Current Events
Trending events can inspire LTOs. Federal 
Donuts in Philadelphia created donuts 
imbued with singer Prince’s iconic shade 
of purple for what would have been his 
60th birthday. Other sources of LTO dessert 
inspiration include televised events like the 
Oscars or the premiere of a popular show’s 
new season. 

in the kitchen, instead of having to make a 
special trip for a one-o� . On the production 
end, it just made more sense.”

With a little inspiration and a lot of planning 
for labor and promotion, bakeries can generate 
buzz and business with LTOs.

Erin Brereton is a freelance writer in Chicago.

on Special
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Document 
Your Ideas, 
Processes 
and Products

Keep dated 
records of 
product 
“blueprints,” 

or recipes, as well as notes 
you take while creating  
products, which can 
provide proof of concept. 
In addition, take photos 
of products, signage and 
your bakery’s interior. Bakers 
may consider contracts 
(such as con� dentiality and 
nondisclosure agreements) 
with employees, business 
partners and co-owners 
to protect special recipes 
or processes. Chou also 
suggests limiting access to 
proprietary information. For 
example, don’t share a secret 
recipe digitally. If your bakery 
has multiple locations, you 
may make the recipe in one 
kitchen and distribute the 
� nished product to others.

Avoid 
infringement 
(using 
intellectual 
property 

that’s already claimed 
and protected) by 
exploring existing 
patents and 
copyrights before 
making major 
branding decisions. 
“Just because you 
get a domain name 
or register something 
with the secretary of 
state does not mean 
you can use this 
name,” Chou says. 
While bakers can use 
market research to 
identify competitors, 
a lawyer can access 
special databases and 
review this information 
through a legal lens.

It’s a good 
idea to 
get expert 
guidance 
from a lawyer, 

preferably one with 
intellectual property 
and food experience. 
A lawyer can help 
you identify what 
assets to protect—
and how to best 
protect them, 
explains Rosaleen 
Chou, an attorney with 
Knobbe Martens in 
Irvine, California, who 
focuses on trademark 
and copyright 
protection. “Cost is 
always a concern, so 
at least cover the bare 
essentials of protecting 
your business name,” 
she says.

Per the U.S. 
Patent and 
Trademark Of� ce: 
A trademark
protects branding. 

Think your bakery’s name, 
logo and signature 
product names. A patent
protects inventions or 
innovative methods, 
covering machines, 
manufactured items and 
chemical compositions. 
A copyright protects 
original literary and 
artistic works, like website 
content, menu design 
and marketing materials. 
A trade secret is 
information that provides 
an economic advantage 
over competitors that 
don’t know or use 
this info. Think recipes, 
manufacturing processes, 
customer lists and 
marketing strategies.

5 STEPS 
TO ...

— Lisa A. Beach

Do Some 
Digging

Articulate 
Clear 
Ownership

Consider 
Legal 
Counsel

Understand 
Your Legal 
Options

Once you’ve 
taken the 
proper 
legal steps 
to protect 

your bakery brand 
and its assets, make 
sure you clearly 
communicate 
ownership to 
employees, 
vendors, suppliers, 
consumers and 
the media. Chou 
advises putting legal 
notices, such as the 
appropriate trademark 
symbol and copyright 
notice, on packaging, 
marketing materials 
and webpages.
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A little homework can go a long way toward protecting your bakery’s brand and products. 

MASTERING INTELLECTUAL PROPERTY

TUTORIALS • INSPIRATION • EDUCATION
Visit satinice.com for endless possibilities

Donuts…   cookies…   cupcakes…   cakepops…   macarons…
Enhance your baked goods with a touch of creativity, and increase your profits at the same time!

Ask your Dawn representative about our range of decorative icings and chocolate products.

Think Outside the Box!

TUTORIALS INSPIRATION EDUCATION

M
ADE IN AMERICA

HUDSON VALLEY, NY
Y,Y,Y N, NY

•  Fondant
•  Gum Paste
•  Modeling Chocolate
•  Covering Chocolate
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Visit

DawnFoods.com/Recipes

for the full Strawberry 

Cream Cheese Puff 

Pastry recipe

Add texture and 
tang to your 

bakery’s menu 
with cream cheese.

Add texture and 
tang to your 

bakery’s menu 
with cream cheese.

JAM PACKED
Blueberry Jam Cream Cheese Bars: Pulse oats into bar batter. Press half of the 
batter into baking pan, top with blueberry jam, and layer other half of batter on top. Cover  
bars with dollops of mixture made of cream cheese, sugar and vanilla.

PIECE OF MY HEART
Strawberry Cream Cheese Puff Pastries: Cut puff pastry sheets using a 3-inch 
heart-shaped cutter. Using a 2-inch heart-shaped cutter, remove the centers from half the 
hearts. Stack removed centers on remaining whole hearts. Bake pastries, then pipe cream 
cheese and strawberry � lling into the center of each.

WAKE UP SWEET
Carrot Cake Waf� es with Cream Cheese Icing: Whisk ground, toasted 
pecans, cinnamon and ginger into waf� e mix. Separately, mix wet ingredients and stir in 
sweetened shredded coconut and shredded carrots. Combine the wet and dry ingredients, 
and cook waf� es. Make icing with cream cheese, sugar, lemon juice, vanilla and salt. Spread 
icing over waf� es and dust with cinnamon.
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