
 
 
 
 
 
 
 

The Last Bite Wins: 
A Foodservice Operator’s Guide to  

Building a Profitable Dessert Program 
 
Greyston Bakery oƯers individually-wrapped brownies and blondies – the perfect 
turnkey dessert solution for your foodservice operation. It’s an easy, profitable and 
delicious dessert strategy – a surefire combination to satisfy your customers and staƯ. 

Dessert is the most overlooked profit center in fast casual and quick service dining. While operators focus 
relentlessly on sourcing protein, grains and produce, the category that most reliably converts a transactional 
meal into a memorable experience goes unfilled on many menus!  

Greyston Bakery changes that equation. Founded in 1982 with the mission to provide steady jobs to 
individuals who faced barriers to employment, Greyston Bakery produces the gold standard 
of commercially-baked premium brownies: handcrafted with a delightful chocolatey taste 
and fudgy texture, made from clean ingredients that are free from preservatives – brownies that taste and as 
close to homemade as any product on the market.  

Serving memorable desserts is the best way to leave a lasting impression on your customers, and Greyston 
Bakery brownies and blondies are the easiest, highest-impact dessert addition a fast casual or QSR chain 
can make today.  

Greyston Bakery Creates Memorable Dessert Occasions By:   

 Promoting Operational EƯiciency 
 Driving Incremental Revenue and Profitability  
 OƯering Classic Flavors and Custom Recipe Options 
 Leveraging the Mission-Driven Advantage  
 Meeting Today’s Dietary and Ingredient Preferences   
 Connecting to Dessert Trends for Restaurant Success  

 
“Irresistibly delicious! The snack size makes a perfect quick sweet treat.” 

Fran, Greyston Bakery Customer 
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Promoting Operational EƯiciency 
The Dessert Challenge   

Fast Casual Has a Dessert Challenge – restaurants like CAVA, Papa John’s, Chipotle, Shake Shack and Chick 
Fil-A have transformed the industry, as they’ve raised consumer expectations for food quality, convenience, 
ingredient transparency, and brand authenticity. Yet dessert has remained largely an afterthought. Many fast 
casual operators skip it entirely, citing operational complexity, waste, and labor concerns.  

This creates a genuine revenue leak. When a customer orders a meal at a fast casual or quick serve 
restaurant and wants something sweet to finish, they have two choices: add dessert from a competitor or go 
without. Either outcome costs the operator dollars, diminishes the dining experience and gives someone 
else credit for the last thing your customers remember about their meals.  

A Grab-and-Go Dessert Program That Easily Fits Into Your Operation   

Individually wrapped desserts placed at point-of-sale counters consistently outperform plated desserts in 
fast casual environments because they require no preparation, are easy to add to a takeout order, and 
naturally prompt impulse purchases. Greyston Bakery enables the operator to add a craveable dessert 
with zero extra labor or equipment needed.  Their products are shipped and stored frozen, with a 30-day 
ambient shelf life after thawing or 90 days in a refrigerated merchandising case. Waste is minimized at the 
restaurant level, with a simplified dessert supply chain with a ready-made dessert, and customer 
satisfaction is maximized.  

Greyston Bakery distributes through established foodservice channels and has the production capacity and 
freezer storage infrastructure to support chains from 50 locations to several thousand. Our supply 
chain expertise meshes with your procurement team for an unmatched level operational eƯiciency.   

 

Driving Incremental Revenue and Profitability  
The Upside of Using Desserts to Drive Revenue  

Consider a simplified model: a two-person order averages $30. Adding two individually wrapped 
Greyston Bakery brownies at $3 each adds $6 to that ticket, generating 20% high-margin incremental 
revenue on an order that requires no additional kitchen labor, no specialized equipment and no operational 
complexity. Make your dine-in or grab & go orders more profitable.  

Across 100 locations, with a conservative 30 dessert add-ons per location per day, that is $90 in daily 
incremental revenue per store and roughly $3.3 million in annual system-wide revenue from a single SKU. 
For foodservice operators, the math alone justifies the conversation.  

20% incremental revenue per check. Zero additional kitchen labor.  

Delivery and Takeout Are Where the Opportunity Accelerates  

The rise in third-party delivery and app ordering has made packaged desserts more valuable than 
ever. Research shows that Gen Z is drawn to quicker service models and items they can enjoy on-the-go, 
which is certainly a trend that applies across generations. Pre-packaged, individually wrapped brownies and 
blondies are a natural add-on for digital ordering flows. They arrive in perfect condition, require no special 
handling and photograph well, which matters in an era where customers order based on appetite appeal 
from a menu photo, and share their meal experiences on social media. Operators without a packaged 
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dessert option are systematically missing the upsell moment built into every digital checkout 
screen.  Brownies from Greyton Bakery are the perfect add-on dessert option for every meal.  

 

OƯering Classic Flavors and Custom Recipe Options 
Classic Flavors With a Tradition of Quality  

Greyston Bakery has been baking brownies for over 40 years. That singular focus is reflected in the 
product. These are not mass-produced, preservative-laden shelf-stable items. They are handcrafted in 
Greyston Bakery’s 23,000-square-foot artisan bakery in Yonkers, NY, using time-tested recipes that have 
earned a loyal following across millions of Ben & Jerry’s ice cream pints, foodservice accounts, and retail 
customers. The result is a brownie — and a blondie — that tastes like it just came out of the oven: rich, 
fudgy, and deeply satisfying, with a texture that holds its quality from frozen through thaw. Customers 
describe them as the best they’ve ever had. Foodservice operators describe them as the easiest menu 
decision they’ve made.  

Customization for Larger Volume Projects  

The Greyston Bakery R&D team, with credentials from the Culinary Institute of America and Cornell 
University’s Food Science program, is available to develop custom or co-branded programs tailored to a 
chain’s specific menu positioning, portion requirements or flavor preferences.  This includes custom flavor 
development, seasonal limited-time flavors, flavor collaboration, chain-exclusive portion sizes, co-branded 
packaging, and custom wrappers that carry your brand while Greyston Bakery handles every element of 
production.  We have the experience, creativity and know-how to work with your Menu Development and 
Culinary Innovation Teams to develop and provide you with the best brownie and blondie for your menu and 
customers. 

Whether a custom created flavor, or our existing Greyston Bakery flavors, our R&D, Production and Supply 
Chain teams have worked hard to earn your trust, to create and deliver the best brownie experience for you.  

 

Leveraging the Mission-Driven Advantage  
Why Social Enterprise Matters in Foodservice Partnerships  

Consumer attitudes toward brand purpose have shifted decisively. A 2023 survey found that 80% of young 
adults prefer to purchase from companies whose values align with their own. The fast casual segment, 
which skews toward younger, value-conscious consumers, is particularly sensitive to this dynamic.  

Greyston Bakery gives your brand an easy, authentic story to tell. Serving Greyston Bakery brownies 
means your dessert program is supporting inclusive employment, giving people a chance to rebuild their 
lives and provide for their family. That story is on the wrapper, on the website and increasingly something 
your guests will value, as they discover on their own through social media and word of mouth.  

Partners like CAVA and Whole Foods Market have already recognized this alignment. The B Corp 
certification, a globally recognized standard for social and environmental performance, gives skeptical 
procurement teams a credible third-party validation of Greyston Bakery’s mission commitments.  
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“Our mission is to create jobs and open doors for people,  
but what sets us apart is that we do it while crafting high quality products.” 

– Kevin McGahren, President and General Manager, Greyston Bakery 
 

Open Hiring and the Power of Purpose  

Greyston Bakery was founded in 1982 by Zen Buddhist teacher Bernie Glassman, who believed that 
business could be a direct instrument of social healing and empowerment. Glassman’s philosophy, which 
he called “Zen Peacemaking,” held that work itself was a path to dignity and that a community’s most 
marginalized members deserved access to it first. He started baking brownies out of a small kitchen not to 
build a bakery empire, but to create jobs for the people his community had given up on.  

That founding ethos became the Open Hiring model: anyone who walks through the door and wants to 
work puts their name put on a list, and when a job becomes available, they are called in to work, no 
questions asked. No background checks. No drug tests. NO resumes. No interviews. No barriers. Greyston 
Bakery hires people who have faced incarceration, homelessness, substance addiction, 
employment gaps or other challenges, and gives them a path to stable employment, skills development, 
above-market entry-level wages and company-paid medical benefits.  

What began as a local employment experiment has become a nationally recognized model. The bakery’s 
approach has been studied by business schools, covered by major media, and adopted by companies far 
beyond the food industry: proof that Glassman’s original conviction was right. Hiring without barriers is not 
just compassionate; it is good business. Greyston Bakery exists to produce a quality 
product and employing people who have been left out of the workforce –  every brownie sold supports this 
socially conscious way of doing business.  

The Yonkers bakery, designed by artist and architect Maya Lin, is itself a statement of purpose: a world-class 
production facility built intentionally in an underserved community, designed to anchor jobs and opportunity 
for generations.  

The Ben & Jerry’s Partnership  

For nearly four decades, Greyston Bakery has been a proven and valued supplier of the brownie 
inclusions for Ben & Jerry’s ice cream, one of the most trusted, beloved and socially-conscious consumer 
brands in the world. Ben & Jerry’s does not compromise on ingredient quality or supplier values. Their 
relationship with Greyston Bakery is a direct endorsement of both company’s shared social values 
with regards to human dignity, and to quality ingredients and products.  

For foodservice operators evaluating a new dessert supplier, the Ben & Jerry’s relationship is the equivalent 
of a Fortune 500 reference check. It answers questions positively about quality consistency, supply chain 
reliability, and mission authenticity before they’re even asked.  

Values Based and Supplier Diversity Considerations  

Procurement teams at major restaurant chains are increasingly evaluated on supplier diversity, ESG 
alignment and community impact metrics. Greyston Bakery checks multiple boxes simultaneously: a 
mission-driven B Corp, an inclusive Open Hiring employer, fairtrade ingredients and a long-standing anchor 
business in an underserved community.  

Adding Greyston Bakery to your supplier portfolio is a commercially sound decision that also advances the 
social impact goals of your organization.  
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Meeting Today’s Dietary and Ingredient Preferences   
Clean Ingredients for a Label-Conscious Market  

Today’s fast casual consumer reads labels. They want delicious and satisfying desserts, real food made 
from simple, recognizable ingredients, and they reward brands that deliver it. Greyston Bakery brownies and 
blondies are built on a foundation that meets that expectation:  

 Fairtrade cane sugar  
 Fairtrade cocoa  
 Non-GMO ingredients including vegetable oils  
 Kosher certified  
 Halal suitable  
 Vegan and gluten-free varieties available  

 
No artificial preservatives. A short ingredients list that doesn’t require a chemistry degree to decode. For 
procurement teams navigating values-based commitments, ingredient transparency requirements, dietary 
restrictions, and menu labeling regulations, Greyston Bakery’s clean label is an asset, not a liability.  

Vegan varieties are among the most requested in foodservice, reflecting a meaningful and sustained shift in 
consumer dietary preferences. OƯering a vegan brownie or blondie allows operators to serve the full range of 
their guest base without adding complexity.  

A Product Portfolio Built for Foodservice Flexibility  

Greyston Bakery’s product lineup is designed around the operational realities of multi-unit restaurant 
brands:  

 Individually wrapped single-serve brownies and blondies (1 oz to 3 oz) for easy counter display and 
digital add-ons  

 Tray brownies for operators who want to serve dessert as a plated option, in a simple wrapper or 
clamshells for take-out and delivery   

 Classic, vegan and gluten-free varieties to accommodate diverse guest needs  
 Custom flavors, packaging and co-branded programs available through Greyston Bakery’s in-house 

R&D team  
 For ice cream manufacturers, baked brownie and blondie inclusions that elevate frozen desserts  
 Certified high quality at commercial scale  

 
Greyston Bakery operates to the highest food safety standards in the industry. Annual SQF Level 3 
Certification conducted by NSF, USDA PEEPEV certification for EU export, HACCP compliance and 
Certified B Corp status since 2008 are not just marketing claims. They are third-party validated 
commitments that give procurement teams the assurance they need to onboard a new supplier with 
confidence.  

With two production lines capable of running 24 hours a day and current output exceeding 8 million 
pounds of brownies per year, Greyston Bakery has the capacity to scale with a growing chain.  We’ve got the 
production capabilities and expertise to meet the needs of your program. 
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Connecting to Dessert Trends for Restaurant Success  
Consumer Loyalty Is Won in the Details  

Restaurant loyalty research consistently shows that end-of-meal satisfaction has a disproportionate impact 
on overall experience ratings. The peak-end rule, a well-documented principle in behavioral economics, 
describes how people’s memories of an experience are shaped primarily by the most intense moment and 
the final moment. A great-tasting brownie or blondie at the end of a delicious meal can tip an average 
experience into a memorable one, and a memorable one into a repeat visit.  

For fast casual brands competing on experience and not just price, the dessert moment is a loyalty builder 
that most operators are leaving on the table (or oƯ the table…) 

The competitive risk of inaction is equally clear. A guest who leaves your restaurant without dessert is not 
simply a missed upsell; they are a guest whose last food memory of your brand is incomplete. If they stop at 
a competitor for something sweet on the way home, that brand or operator owns the ending. Loyalty is built 
on endings as much as beginnings, and the chain that consistently provides a great last bite will consistently 
be the one guests choose to return to.  

The Category Is Underserved  

Despite the explosive growth of fast casual dining over the past decade, the dessert category within the 
segment remains thin. A survey of the top 50 fast casual chains in the United States finds that fewer than a 
third oƯer a dedicated packaged dessert SKU at point of sale. This is not because consumer demand is 
absent. It is because no single supplier has made the proposition simple enough.  

Generations Trends  

The growth of takeout and oƯ-premise dining highlights that dessert could be an underutilized opportunity. 
Younger consumers, in particular, order takeout multiple times per week, yet dessert is often missing from 
the transaction. This creates a clear opportunity: portable, individually packaged desserts that are easy to 
add at checkout can significantly increase average order value while aligning perfectly with “treat yourself” 
behavior.   

Not all sweet snacks are the same.  A recent study shows that Gen Z and Millennials place a higher priority 
on balancing great taste with high-quality ingredients that support their lifestyle choices and that 73% of 
Gen Z respondents cited quality as a key influence in how they choose sweet snacks, compared to 50% of 
adults over 60.  

“Little Treats” and Chocolate Are On Trend  

Dessert is not just a final course—for some it’s a ritual of small indulgence. The rise of the “little treats” trend 
shows that consumers are choosing smaller, more frequent moments of reward that provides 
an uplifting experience especially if it is portion controlled. “Treat culture” is more than a marketing 
strategy.  It’s a way of satisfying customer needs for a small portioned, indulgent treat that feels special.   

One study shows that 65% of consumers prefer smaller portions rather than giving up on indulgence 
entirely.  For restaurant operators, this is an opportunity to provide this dessert add-on, whether 
the diner eats in, takes out or gets delivery.  Individually-wrapped snacks enables diners to eat their treat 
when and where they want. Chocolate desserts remain the driver of dessert purchases – diners crave its rich 
taste, emotional feelings of nostalgia, and flexibility with every meal.  Another study shows that 58% of Gen Z 
choose products that oƯer emotional comfort stress relief.  There’s no better way to satisfy 
your customers sweet tooth with the added benefits of portion control and a feel-good dessert than with 
Greyston Bakery brownies and blondies, available in sizes from 1oz to 3 oz.    
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Other trends include the increase in sales and online searches of sweet vegan chocolate treats (this 
increase in online searches is estimated at 130%), and the general increase in consumers who are 
flexitarian, who may not be exclusively vegan, but do enjoy vegan items as well.  This points to the having a 
variety of treats on your menu that address these trends and dietary preferences. 

Foodservice operators who treat dessert as a convenient, frequently ordered indulgence rather than a 
special-occasion splurge are best positioned to drive sales revenue, profitability and customer satisfaction.  

 

Next Step: The Path to Partnership  
Contact us today to discuss how our brownies and blondies fit profitably on your menu.  

A Flexible Engagement Model  

Greyston Bakery’s sales team is structured to support brands at any stage of the evaluation process. 
Whether you are ideating potential additions or changes to your dessert menu, running a regional pilot with 
30 locations or scoping a national rollout across 2,000 stores, the approach is the same: understand your 
menu positioning, portion requirements and customer profile, then design a program that fits.  

Greyston Bakery’s R&D team is available for custom product development, co-branding, and packaging 
design. The sales team can provide detailed case economics, margin modeling, and competitive 
benchmarking to support your internal business case.  

Get Started – What Partnership Looks Like  

 Initial consultation to understand your menu goals and operational requirements  
 Product sampling and flavor evaluation with your culinary team  
 Program design including SKU selection, portion sizing and packaging  
 Pilot launch with agreed performance metrics and reporting cadence  
 Scale planning with Greyston Bakery’s production and logistics teams  
 

Contact Greyston Bakery Foodservice Team  

Greyston Bakery’s foodservice business development team is ready to move quickly with qualified chain 
restaurant partners.  

Email: foodservice@greystonbakery.com  

Phone: 914.375.1510 (option 2)  

Online: greystonbakeryfoodservice.com  

Greyston Bakery has spent more than 40 years managing relationships, strengthening our supply 
chain, attaining certifications, building our R&D capabilities, meeting production requirements, satisfying 
our customers and carrying out our social mission .  We are your dessert partner that performs at every 
level – Contact us!   

 

GREYSTON BAKERY | 104 ALEXANDER STREET | YONKERS, NY 10701 | greystonbakeryfoodservice.com 
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