Knowledge Zone

Creepy Halloween fare can be ghoulishly sweet for business, but could
bakers be missing a trick... or a treat? Andrew Don investigates

mma Thomas, zka blogger Miss
EClesehead. recently posted a mes-

sage on Twitter: “This cupcake
terrifies me.” &.click on the hypertext link
opens an image ola cale topped with cream
swirls and a clown’s head. Clowns might not
be everyone's idea of a Halloween' fright,
but the cupeake is a good example of
the kind of creativity thal Thomas believes
is needed.

However, her creativity could be a touch
extreme for some people’s.sensitivities. This
Halloween, she has created Edible Antopsy,
which she deseribes as the world’s most apa-
ternically eorvect cake on which a pathologist
will do an autopsy. Body parts will be oflered
lo the-audience to feast on.

The plan is to hold three or four per
formances, pessibly a1 a London attraction,
in an operating theatrestyle environment —
one at the epd of September and then

www bakeryvinfo.co.uk

around Hilloween. Even Thomas admits “IL
mrakes mie wantto gag.”

What her ideas illustrate is that anything
is possible when if comes to Halloween bak-
ery creations. "1 get-s0 uninspired when I go
into-shops and it is the samie old, same old. T
think it's laziness or practicalities. People are

Top and éhwe', cake hearts
and Sweeney Todd pies from
A Zombie Ate My Cupcake;

scared of it or it's fear of customer reaction.
People want different things. They could be
offering their customers more.”

She cites the London Dungeon, with its
exireme blood and gore and lots .of body
parts, as inspiradon. "That's what people
should start thinking. I iCs cake, anything's
acceptable.”

A greai source of ideas Is a book cailed A
Zombie Ate My Cuipeake! by baker and cake
designer Lily Vanilli. This book of “24 deli:
ciously weird cupcake recipes” includes
such fiendishly fresh ereations as Day of
the Dead Skulls, Monstrous Mummies,
and Blood-Stained Brains. “If Ozzy
Osbourne made cupcakes, these are the
gnes he'd want to bake,” reads the promo-
tipnal blurh,

Probably any balker conld make them, vet
vou will be hard-pushed to find fare like this
th-your local high streét
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Vanilli, who has cdiéréd for the likes of
Elton john and has sold bakery goods at
Harrods Food Hall, believes people are get-
ttng tired of spiders and pumpkins. which
she says. do not look thaf great and ave
NOoL SCAr'y.

Bhe says bakers can make more of
Halloween by being less caulious. “People
aren’t as scared by insects and blood and
gore and creepy things.as you might think
—~ leastof all kids."

However. North Yorkshire-based The. Tiny
Cake Company’s Angie Townsend believes
spiders, bals, pumpking and cats “are still up
there” as the favourites for decorations on
cupcakes. Townsend will start planning
Halloween designs around the beginning of
Seplember for her popup shop. New
additions will be Halloween-lhemed
cake pops. a cake tondant
dipped in chocolate and
decorated.

“There is always a
greal deal of competi-
tivnthwing Halloween. ..
Twaork on my own and work
hard against the supermar
kets and bigger bakeries to
get. my products scen,” says
Townsend.

Anya Dyson, Sainsbury’s seasonal and
celebration cake buyer, says brands and own-
label producis are becoming more
adventurous, with pack and product designs
in fine with customer demand. “Tradition is
core to the evenl, bul rew product develop-
ment is becoming more exciting.”

"Last year, a surprise success was the Mr
Kipling: Devil slice which was a.bright red
calour and used a bold pack design.

Dyson expects customers Lo continue buy-
ing individually wrapped cake bars fe hand

Halloween-themed cake pops
are new additions for this year
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out to trick -or treaters, as well as large
centre-piece calkes for increasingly popular
Halloween parties.

Small is beautiful

The Co-operative says novelty Jines suitable
for parties and trick-or-treaters, such as small
cakes, caupeakes and mini rells always sell
well. “We have some great spooky and creepy
cupcakes this year, which we're sure will be
a big hit with adults and children alike,” says

CSM devises
Halloween-themed
recipe series

Now the third-largest seasonal event
behind Easter and Christmas, Halloween
generates over £23m in UK bakery
sales. This makes 1t a retail opportunity
not 1o be ignored. Faliing on Monday 31
October this year, consiuners will plan
their celebrations to span the full
weekend, as well as the Monday; for
retailers this means three times the sales
opportunities. To help bakers create
enticing Hallowsen products, CSM
United Kingdom has developed a series
-of recipes, including Eyeball Cupcakes,
Coffin Brownies, Batty Biscuits'and
Cobweb Cupcakes {pictured left): These.
quick and simple-to-follow recipés using
'gasy to use’ cake mixes-and fudge icings
mean bakers can create a Halloween
‘display while saving valuable time. They
also allow for accurate budgeting for
price points and maximising profitability.
Coffin Brownies, for example, can be
made using a new and improved
Craigmiliar Chocolate Fudge Brownie
Mix. One benefit of the mix is that, when
baked, there is no crumbling or breaking,
making it easy to cut into coffin-shaped
portions and decorate with a chocolate
fudge icing such as Cragmillar Crembel.

Leah Willcock, tategory buyer. These
include The Co-operative Halloween Creepy
Mini Cup Cakes 9s and The Co-pperative
HaHeween Sphoky Mini Cup Cakes 9s, hoth
costing £2.

Willcock says Halloween is becoming
increasingly impor tant in its angual calendar
and it has doubled its own-brand bakery
offer this year in anticipation.

However, she strésses how importantitis
to offer value for mopey i the current
economic ciimate, so thai cystomers can
have fun despite reductions in their dispos-
able income. “Many of the products for
Halloween are greal pockei-monev pur-
chases,” she says.

Tesco reporis celebration cakes and
cookies sold “exceptionally well” last
Halloween and (raditional shapes and decora-
tions, such as pumpkins and creepy-crawlies,
cantinued (0 be popular.

However, Phil Davis, MD of Scarborough-
based Bakery Products. which trades as
Woodbiead the Baker, also believes people are
probably getiing lired of the likes of spiders
and pumpkins, “We've always strived 1o be
imovative with our Halloween selection and
have a bil of lun with the products, because 1
believe thal is-what consumers wanl.™ )]
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Make magic
with mixes

ADM’s Halloween recipe card this year
features easy-to-prepare formulations for
themed treats using its premixes:and
toppings, featuring.devils rock fudge cake,
witches' hats and toffee apple layer slice.
These also include a hot and spicy ginger
parkin, topped with vanilia-flavoured fudge
icing; ghasts and broomaticks made from
ADM bun mix; and midnight mint marble
slice-covered in ADM's green-coloured
fondant icing. mix:

Dawn Foods is encouraging bakers to
experiment with its flavoured cake mixes
and frostings to take advantage of
Halloween. Cake mixes include chocalate,
coffee, orange, lemon, strawberry or
toffee indulgence — and top with orange
{pictured), lemon. strawberry, toffes,
raspberry or chacotate frasting,
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He expects.a 5% uplift in overall sales as a
resull of Halloween and the business plans
to devete the whole of each store's
window displays to thé feslivities in the week
up to Halloween as well as a portion of the
counters,

Increasing popularity

Justine Noades, marketing director for
Millie's Cookies, cites evidence te show
Halloween is getting' increasingly popular.
“Last year. British consumers spent more
than £300m on Halloween and we understand
that, for one major supermarket: it has over-
taken Valentine's Day as the most Wicrative
calendar event for confectionery, party goods
antl costurnes.”

She 3ays the trick is to make the event
work harder than just thé one big night of
Halloween. “While miosL sales will naturally
fall in the final week prior to Halloween, it is
about ideniifying poteniial opportunities dur-
g the buikd-up. )

Noades says visual merchandising is key
combined with pointofsale. particularly for
retailers in busy locations where siand-out
ts important o attract cuslomers from pass-
ing footfall,

Jania Boyd, marketing manager of Maephie,
the premium ingredients company, tinks
Halloween is a great oppertunity for bakers w
liff their sales i the quicter months between
swmrper and Chidstmas. “Afier the-doom and
glooin of the recession has taken its: toll on
constuners. sakes of Halloween-themed food
productsshow no sign of a slowdown, replicat-
ing their call success in the UK.

Baoyd recorhmerids bakers prepare as carly
as possible. “It onlytakes alittle bif of creativ-
ity and effort to make vour window display
eye-catching and enticing.”

She says thal a witch’s hat and broomsiick
bought from. a juke shap and combined with
green, orange and black lissue paper can

Suitably themed cupcakes with

“After the doom and gloom
of the recession has taken
its toll on consumers, sales
of Halloween-themed food
broducts show no sign of a
slowdown, replicating their
cult suceess in the US”

prove to be effective and will last for years if y
stored correctly: }

(Getting the point of sale, promotions and
marketing vight iz key. Boyd says it i&
tmportant w keep the Halloween theme
strong and if possible, introduce special
Halloween deals such as “treats. nol trieks”,
or "sppoktucular deals” to encourage mulii-
ple buys of Halloween lines.

Whatever vou sell this yvear, whether tn
and tested pumpking or more extreme shud-
der-inducers, everyone agrees it is w J’ h
getling into.the spirit of things and l'n
your sales 1o another reaim.
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