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Mademoiselle Desserts



• Artisan Baker producing high quality cakes 

since 1983

• All products made from scratch – no mixes

• Proudly have 39 Great Taste Awards



• 160 Employees

• Dedicated Gluten Free Bakery

• Factory is BRC Grade A



• UK Sales £1.9bn

• +2.3% vs 2015

• Growth of £43m 

through small 

cakes

• NPD driving 

growth

Source - Kantar 12 months to July 16



Source: The Grocer Oct 16 

• Estimated split 

between retail 

and foodservice 

2:1

• Estimated sales 

of £1.3bn

• Biggest player 

Tesco

• Highest growth % 

Aldi and Lidl



Daytime 
Snacking

- Coffee Shops
- Sandwich 

Shops
- Department 

Stores
- Garden 

Centres

Casual Dining

- Pubs

- Restaurants

- Hotels

- QSR

Travel & 
Leisure

- Motorway 
Services

- Airlines
- Ferries/ 

Cruise 
Liners

- Leisure 
Parks

Wholesale & 
Foodservice

- National 
Wholesale

- Regional 
Wholesale

- Cash & Carry
- Contract 

Caterer’s

Cake Lead

Dessert Lead

Both

Key Category 
Opportunity:





- Top 3 chains have 76% of stores & turnover 



- Greggs up 95 in store numbers yoy
- Pret’s turnover per store significantly higher than everyone



Cakes, cookies and paninis are the most popular food items purchased 

alongside coffee, despite the prevailing health and wellness trend in the UK.









Vegan
Moving from fringe to 
mainstream.

Flavour
Home baking, bake off.
Salted Carmel continues to 
grow (23% YOY growth)
Superfoods grown by 74% 
since LY (Blueberries, Chia 
Seeds, quinoa featuring)
Traditional flavors are still a 
big thing with hybrids and 
nostalgic/traditional 
flavours

Seeds
Chia & quinoa increasing in 
popularity
Increased consumer 
interest in flavour, texture 
& health

Free From
Free from market estimated at 
£740m In 2016 (Kantar).
Gluten free still growing, dairy 
free set to increase.
55% of those consuming free 
from food do not have a medical 
problem but do so from choice 
(Mintel)

Happy Health
Balance, moderation, 
indulgent heath.
Sugar reduction is key.
Increased fibre and protein 
starting to feature.

Popularising the use of raw 
ingredients and grain 
alternatives

Clean
Consumers are expecting 
product to be free from 
additives and 
preservatives and made 
with natural ingredients.
Big interest in where food 
has come from.



£££



• Free From

• GF

• Health

• Category Fusion

• Quality NPD



• £740m in 2016 up 27% 

on 2015 (Kantar)

• GF makes up 60% of 

this

• Vegan sales flying 

with 500,000 people 

in the UK following 

a vegan diet

• Dairy free – rice, 

oat, soya, coconut 

replacement



• GF Market in the UK was £438m increasing by 

36% on 2015 (Kantar)

• HMC GF Sales:

➢ Approaching 20% of total sales

➢ CTG & Traybakes biggest category

• Growth continues through ‘lifestylers’ not 

coeliacs

• Continued complicated legislation making 

life difficult for shops & restaurants 



• New formats

• Portion control

• Reduced sugar

• GF & Vegan



Sketch Lecture Room – French/African Sticky Mango – Thai Malaysian

Established 

Restaurant 

Trend

Cross 

Category & 

Channel 

Sales 

Opportunity

Cookie Dough CheesecakeCinnamon Swirl






