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Why Consumers Size Matters When it Comes to

Seek Out Sweet Baked Goods? Baked Goods?

Half of consumers (50 percent) prefer individual portion sizes.
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“Bigger isn’t better when it relates to portion sizes and sweet baked goods. More consumers will be more likely to indulge in their sweet craving if an item is smaller and in
an individual-sized portion.”

Top Ways to Drive Purchases of Sweet Baked Goods?

In addition, consumers indicate
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“Regardless if you are offering sweet baked goods as a value-added item or a special offer, it can’t hurt to offer some free
samples and to tout that your bakery items are baked fresh onsite.” G -
eneral Mills
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