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New businesses take risks when 
introducing a new brand and/or 
entering a new market. Risks are 
essential to attaining financial gains 
and growth. However, taking calculated 
risks is more important. That’s where 
market research comes into the 
picture. Launching a brand or entering 
a new market requires high capital 
investment and accepting the risks that 
comes with it. However, just that won’t 
be enough to make the brand 
successful and achieve sustained 
growth and profitability.

Poixel's market research collects an extensive list of 
consumer data such as their buying habits, market 
size, purchasing cycle, and top competitors. Our 
market research reports cover critical aspects of the 
market to help businesses identify market gaps, 
equip them with the vital insights and knowledge to 
develop a strong brand and loyal consumer base.

Readers may benefit from the report by utilizing the 
provided research analytics with the goal to improve 
business performance and capture new 
opportunities. Re-evaluate your business models to 
make changes as necessary. Analyze competitors' 
strategies and decision-making processes to 
understand potential problems your product can 
fulfill. Study consumer behavior and market dynamics 
to learn developing market trends within your 
industry. 

At Poixel, our primary goal is to build authentic and 
credible data to support business strategies and 
develop new market opportunities. Our market 
research process begins by auditing the business 
and defining the research goals. Then, we conduct a 
secondary research, which includes collecting data 
from credible data sources, receiving inputs from the 
industry, and auditing competitor's strategies related 
to social media, online-selling, offline-selling, and 
offered product lines. Next, we proceed with the 
primary research, which involves market sampling, 
conducting in-field surveys, interviews, and online 
surveys to a random sample of the population and 
industry competitors. After which, we analyze the 
results and present our findings. With the market 
research process, Poixel aims to build credible 
market data that companies can rely on when making 
strategic decisions.

Despite having the required investment, new 
businesses lack the competitive insight of the market, 
competitors and consumers. Hence, they disappear 
from the market after just a few months. Without a 
good understanding of the industry, businesses can 
make the wrong strategic decisions such as investing 
in the wrong market at the wrong time, thus leaving 
no room for the new brand to survive and thrive. 
Some would also make increased investments in 
product acquisition and marketing without clear 
strategies and business goals. When it comes to 
market research, a common mistake that failed 
businesses end up making is they rely on gut feeling 
and/or outdated market research that does not count 
for the changing consumer behaviour in the current 
times. As a result, the strategic decisions are mixed 
with cognitive bias and misguided theories, avoiding 
the factual information on key market trends and 
behaviour, leading to bad business decisions.
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Kuwait’s market is especially lucrative 
for the industry since the societal 
culture promotes gatherings among 
friends & relatives during social events 
in the year. As a result, the sales of cakes 
and acts of giving gifts remains high, 
especially during major occasions such as 
that birthdays & mother’s day.

The cakes industry specifically has excellent potential 
for growth, with a calculated market value of 128 
million KWD overall, where 78 million KWD is 
dedicated towards the online channels. Furthermore, 
the gifts industry has increasing potential with 194 
million KWD in valuation, 110 million KWD going 
towards the online gifts selling industry. Potential 
clients range between 4 million KWD to 5 million KWD 
for both industries combined. Market Value of Cakes & Gifts

Industry in Kuwait, 2021
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I thank you for your interest in our market analysis on 
the cake and gifts industry. The report highlights key 
market trends in consumer behavior and aids 
decision-makers in developing credible products and 
services to offer the market. Readers may benefit from 
the report by utilizing the provided research analytics 
with the goal to improve business performance and 
capture new opportunities. Re-evaluate your business 
models to make changes as necessary. Analyze 
competitors' strategies and decision-making 
processes to understand potential problems your 
product can fulfill. Study consumer behavior and 
market dynamics to learn developing market trends 
within your industry.

Mohammad Al Marouf, Founder of Poixel 

31% of Kuwaitis prefer buying
gifts from online platforms

90% of individuals buy-side gifts
with cakes for special occasions.

20% of Non-Kuwaitis spend on an
average of 20-50 KWD on gifts



Market share: The percentage of a market controlled 
by a particular company or product. Poixel calculated 
the market share based upon the collected survey 
responses. Note, this is an approximate figure.

Purchasing Cycle: It's the process through which 
customers educate themselves and get closer to buying 
the product. Purchase cycle describes the steps 
involved in the purchasing process.

Online Marketing/Advertising:  Consists of Google and 
social media advertisements whereby the advert is 
marketed on Youtube, Instagram, Facebook, and social 
channels alike.

Offline Marketing/Advertising: Consists of outdoor 
advertisements through billboards, mall displays, and 
events.

Mapping Analysis: A competitor mapping tool is used 
to analyze an organization's competitors based on 
specific attributes to understand the competitive 
landscape. In this way, companies can structure their 
products and services to fill a new gap in the market. 

Brand Loyalty: Brand loyalty refers to consumers' 
positive associations with a product or brand. As 
evidenced by their repeat purchases, brand loyal 
customers are devoted to a product or service despite 
competitors' efforts to lure them away.

Glossary
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Social Events

In ranking order, the most popular social 
events consist of birthdays, weddings, 
mother's day, and graduation parties.

88.3% give cakes on birthdays while 54.5% 
of individuals buy a cake on mothers day.

31% of unmarried individuals buy gifts for 
mothers day, while 21% of married couples 
buy gifts for mothers day

Product Overview

Popular gifting items in ranking order 
consist of cake & sweets, flowers, and 
money.

Popular cakes include Chocolate cake, 
Vanilla cake, Cheesecake, Red Velvet 
Cake, Nutella Cake, and Oreo Cake.

Consumer Behaviour 

61% of Kuwaiti nationals buy gifts during 
social events, where 48% prefer cash 
discounts on their gifts. 

35% of Kuwaiti nationals prefer to attend 
more than ten events in a year, while 30% 
of Non-Kuwaitis attend less than ten 
events.

Un-married Kuwaiti nationals attend 3-5 
annual social events, while married 
couples attend above ten yearly events. 
Furthermore, people who attend more 
than ten social events are within the 30-41 
age group.

Average spending

Non-Kuwaitis prefer to spend an average 
of 10-50 KWD on gifts. In contrast, 
Kuwaitis like to spend an average of 
20-100 KWD on gift items.

The average price for cakes is 10-20 KWD 
for both Kuwaiti nationals and 
Non-Kuwaitis.
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Social Behaviour

31% of Kuwaiti nationals prefer buying gifts 
online, while 24% prefer not to. In contrast, 
29% of Non-Kuwaitis prefer not to use 
online platforms to purchase gifts.

56% of Kuwaiti nationals prefer to order 
cakes online, while 21% of Non-Kuwaitis 
prefer to order cakes online.

36% of Kuwaiti nationals feel comfortable 
sending gifts without being in person, while 
34% of Non-Kuwaitis prefer to give gifts in 
person rather than arrange a delivery.

Top Cake Retailers, 2021

33%
Market Share(%)

12%  

7%

6%

4%

38%

Mr. Baker
Fleur
LaBaguette
Opera
Sable
Others

Competitor Overview

Mr.Baker owns the highest market share 
in Kuwait. The brand receives both 
consumers who are earning between 
200-500 KWD and more than 3,000 KWD. 
Thus, the brand can cover the majority of 
the market. 29.5% of the brand's 
consumers are unmarried within the age 
group of 18-25.
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Industry Look Cake Market Gifts Market

Industry Type B2C - Business to Consumers

Primary Operations

Product and retail of bakery & gift items Market Players

Offline Market Size 128 million KWD 194 million KWD

Online Market Size 78 million KWD 110 million KWD

Potential Clients 2,047,175 3,102,750

Product Pricing 10-20 KWD 20-50 KWD

Popular Products Types
Chocolate, Vanilla, 
and Red Velvet

Flowers, Cake 
and Money 

Mr Baker

The cakes industry includes retailers who produce and sell cakes for immediate consumption. Other retailers offer unique products as gifts for special 
occasions. Poixel calculated the market size to demonstrate the potential revenue-generating capacity of the industry. Poixel calculated the number of 
potential consumers by setting demographic criteria to identify the target segment.



4.1. Purchasing Habits

The average annual expenditure on cakes is 10-20 
KWD. The average consumer buys cake and sweets 
2-4 times a year within the major social events, 
including birthdays, Mother's Day, Graduation parties, 
and Marriage Anniversaries. These events frequently 
occur throughout the year, making them the most 
profitable events for retailers. Furthermore, New Year 
accounts for the most purchases of cake and sweets, 
as 35% purchase 3-5 cakes around New Year.

4.2. Top products

As per Poixel's findings, the most purchased cake 
types are chocolate, vanilla, red velvet, and ice cream 
cakes. All of these flavors are equally preferred by the 
sample. However, new trends emerge, and 
preferences change. Despite changing trends, these 
are the most preferred cakes that most consumers 
buy for special occasions. 

Understanding the most popular social events where people give cake to 
each other will enable retailers to make dedicated products for the 
occasions.

Average pricing guides retailers on product pricing

Price Consumers are willing to pay
for Cakes
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At which social occasions do you
give a cake? 

In Ranked order

Birthdays 88%

Graduation Parties 41%

National Holiday 14%

Weddings 10%

Job Promotion 12%

Religious Events 6%

Newborn Baby 3%

Girgian 3%

Halloween 3%

Mother’s Day 52%

Valetine’s Day 13%

Anniversary 17%

< 10 KD

10-20 KD

20-50 KD

50-100KD

100-250 KD

10%

65%

19%

3%

3%



In Ranked order

4.2. Purchasing Criteria

77% decide which cake to buy based upon the outer 
look and feel of the cake. Moreover, for 74% of the 
sample, the price of the cake matters. Despite this, 
the top criteria for consumers are the taste of the 
cake (91%). As a result, brands need to offer 
beautifully designed cakes at competitive pricing to 
capture a larger audience. However, brands 
targeting a niche audience that values the design 
and taste of the cake over the price should design 
beautiful cakes that meet their needs. 
 

Types of cakes consumers prefer to
purchase as gifts 
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Design

77%

Packaging
36%

What do individuals look for when
purchasing a cake

Price
74%

Taste
91%

Size
48%

Number of times consumers buy cakes 
during the year

7%
5%

10%

8%

27%

17%

26%

Nutella Cake

Cheesecake

Red velvet

Ice cream cake

Chocolate

Vanilla

Other

40%

35%

12%

3%
10%

1-3 times

3-5 times

5-8 times

8-10 times

> 10 times

Willingness to buy cakes through online
apps & websites

64%

36%

Yes

No



4.1. Purchasing Habits

The average annual expenditure on gifts is 20-50 
KWD, slightly higher than cakes. 87% of individuals 
buy side gifts along with the main cake when visiting 
social events. Due to this, cake alone is not 
considered a gift item for social events, as more 
people prefer to give gifts. See Section titled "Key 
Success Factors" to learn how retailers can use this 
finding to their advantage.

4.2. Top products

The most popular gifts purchased by the average 
consumer are money, flowers, cake, and sweets. 
Money is the most popular gift, especially under 
Kuwait's social-cultural practices. Generally, it is given 
at weddings and religious events such as Eid. 
Furthermore, flowers can work on every special 
occasion, making it the most versatile gift of the rest. 

Average pricing guides retailers on product pricing

Comfortable price for consumer
comparison between cakes and gifts
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60 40 20 0 20 40

< 10 KD

10-20 KD

20-50 KD

50-100KD

100-250 KD

250-500 KD

500-1000 KD

> 1000 KD

10%

65%

21%

4%

1%

4%

23%

44%

16%

8%

2%

3%

Price of cake Price of gifts

Price Consumers are willing to pay
for Gifts

4%

23%

44%

16%

8%

2%
3%< 10 KD

10-20 KD

20-50 KD

50-100KD

100-250 KD

250-500 KD

500-1000 KD



4.2. Social Events

77.5% attend at least five social events in a year. 
Moreover, 64.2% of the sample prefer to buy gifts 
during the discount period, making sure to save on 
gifts as much as possible. Despite this, only 26.7% 
would prefer to send gifts without coming in person. 
People value giving gifts to their loved ones while 
being there with them. Also, 41.7% would like to buy 
gifts through online applications and websites, while 
the rest don't. In the majority, people prefer to buy 
gifts in person.
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Type of gifts people give

Cakes & Sweets 51%

Roses 50%

Electronic devices 22%

Accessories 28%

Clothes 25%

Money 64%

Luxury items 17%

E-messages 9%

Vouchers 15%

In Ranked order

Number of social events people 
participate in during the year

23%

23%
30%

24%

1-3 times

3-5 times

5-10 times

> 10 times

Giving gifts without being in person

27%

73%

Would give

Would not give

Willingness to buy gifts through online apps & 
websites

42%

58%
Would buy

Would not buy



The acts of giving gifts are followed and respected by 
Kuwaitis. Gifts are given on yearly events, such as 
Eid, Mother's Day, birthdays, and events alike. 
Hospitality and friendliness are very much ingrained in 
Arab culture. As part of Arab culture, it is also 
customary to receive and give gifts upon occasions. 
Regardless of how familiar a family is with their 
neighbor, it's tradition to exchange gifts on every 
religious occasion. Families will also bring gifts if they 
are invited to the home of another family.

From our research, we find that 88% give cakes 
during birthdays. Brands within the gifts and cake 
industry can use this finding for their benefit. The 
frequency of birthdays throughout the year is highest 
among the other social occasions, making it the most 
profitable opportunity for brands to capture through 
quality products. After birthdays, 52% buy cake for 
Mother's Day and 41% buy for Graduation 
ceremonies. Graduation ceremonies occur during the 
year's end, which makes people buy special cakes 
made for graduation. Mother's day is highly 
competitive as it occurs once every year.  

Furthermore, our research finds 23% participate in 
5-10 social events during the year—Kuwait's societal 
culture values gatherings of friends and family. As a 
result, 21% of Kuwaiti nationals participate in more 
than ten social events a year. 
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The online gifts market in Kuwait comprises 
well-known competitors such as Floward, Bleems, 
Talabat, and others alike, which provide an online 
platform to local gifts and flowers shops. 

Bleems operates in five countries in the MENA region, 
including Kuwait, Oman, Bahrain, Saudi Arabia, and 
the UAE.  From the company's website analytics, 
Poixel finds that platform has been receiving average 
traffic of 8,000 visitors every month from 2020 to the 
end of 2021 from Kuwait, the highest among other 
countries. The brand is 61% of its total traffic from 
Kuwait, while 11% comes from the USA.

Floward is an online flowers and gifts company 
operating in 9 countries, including Kuwait, Saudi 
Arabia, Oman, Qatar, Bahrain, UAE, United Kingdom, 
Jordan, and Egypt. 79% of the brand's web traffic 
comes from Saudi Arabia. Furthermore, the Floward 
app is ranked among the top 20s in the Google play 
store in Saudi Arabia*. Hence, a large consumer base 
is from Saudi Arabia, while only 8% is from Kuwait. 
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*https://www.appbrain.com/app/floward-same-day-flowers-gifts-delivery/com.q8.flowers.app
Poixel calculated the website traffic using SEMRUSH to measure the web traffic from 2020 till 2021

Website Traffic

Period of 2020-2021

0
May 20 Sept 20 Jan 21 Jun 21 Oct 21

1K

2K

3K

4K

5K

6K

7K

8K

9K

10K

11K

12K

13K

14K

15K

16K
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4.2. SAAS Platforms

Saas companies such as Zyda, Tapcom, and 
Shopify have become extremely popular since the 
start of 2021, as more brands started to enter the 
world of eCommerce. As part of a monthly 
subscription, these companies help brands set up 
eCommerce stores while also providing a delivery 
system across the country. Multiple retailers in 
Kuwait use SAAS platforms, mainly due to their 
cost-benefit and ease of use with social media 
platforms such as Instagram. 

4.2. Online Purchasing

Our in-field interviews find that online ordering of 
flowers is popular among females, where online 
purchasing activity has nearly doubled in the past 
two years. One reason why consumers prefer to 
purchase flowers and gifts alike online is because of 
the convenience. Consumers can easily pick flowers 
for special occasions and get them delivered at their 
preferred time. However, consumers prefer to buy it 
in-person instead of online for gifts such as 
perfumes, electronics, and luxury items. Despite 
that, consumers will purchase such items online if 
they have previously used them or experienced 
them. Hence, they trust the product is what they 
want before buying online.

4.2. Impact of COVID-19

Online sales for gift items dropped significantly, as 
evident from in-field and secondary research. Only 
within the start of 2021 did the sales for gifts start 
rising slowly, where it is the highest since 
2019-2020. Our in-field research found that gift 
shops and flower stores that relied on online sales 
suffered during COVID-19. Brands are hopeful of 
increasing online sales in the future due to 
consumers' adoption of online buying, which was 
primarily motivated by COVID-19.

Our previous two years were 
challenging for our business, and I 
believe it is due to the fear of COVID-19 
in public. Now our company is coming 
back on track.

Mr. Shoaib - Manager at Blossoms Flowers, 
Shuwaikh



SWOT Analysis

Mr. Baker has 22  retail outlets in the country, the 
highest among other brands. Furthermore, the 
products of Mr.Baker and Sable comparatively have 
a higher value for money. Moving on, Fleur has the 
highest product variety with special birthday cakes 
targeted towards children. Lazurd has less product 

Lazurd has less product assortment with cakes, 
chocolates, and flowers mainly targeted towards 
wedding occasions. Each brand introduces new 
cakes for special events. Thus product uniqueness 
changes for each brand. Furthermore, Mr.Baker has 
Talabat and their E-store as two online distribution 
channels. It is different for Lazurd, which has Talabat, 
BilBayt, Bleems, and their applications.
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Location measures the number of locations of the brand.
Poixel determined value for money by comparing a similar product with competitors to know the added value to consumers.
Product variety measured the number of products for a brand compared to competitors.
The uniqueness of a product measures how distinctive a product is compared to competitors.
Online distribution takes into account the brand's active online distribution channels.
Poixel measured the customer service as a mystery shopper, both offline and through telephonic conversations.

Mr Baker

Brand Location Value for
Money

Product
Variety

Product
Uniqueness

Online
Distribution

Customer
Service

9 8 7 8 4 9

7 7 8 7 6 8

8 8 8 8 6 8

4 6 9 8 8 9

2 6 5 7 9 6

Competitor SWOT Analysis 
Rating Scale to measure the performance of the brand in light of 6 characteristics. 
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4.1. Competitor Analysis

With 33% of the market share is owned by Mr.Baker. 
The brand can cater to various consumer segments, 
ranging from lower-income groups to higher-income 
groups. Additionally, La Baguette owns 7% of the 
market share, with similar products but a lower 
average price of 3,400 KWD. The market share of 
Sable is 4%, second only to La Baguette. The brand 
offers 62 products with an average price of 6,850 
KWD. Fleur holds a 12% market share and offers a 
wide range of products. The average price is 18,160 
KWD, which is higher than other brands. Lazurd has 
a low product assortment, focusing on niche 
consumers with focused products. Readers should 
not compare Lazurd's market share to other 
mentioned brands since the demographic is different.

Poixel calculated the average pricing by taking into account the retailers' products, not just limited to cakes. Market share is a percentage that reflects the market control that 
the retailer has in the country's industry.
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No. of Products: 85
Avg Price: 6.050 KWD

No. of Products: 82
Avg Price: 3.400 KWD

No. of Products: 62
Avg Price: 6.850 KWD

No. of Products: 165
Avg Price: 18.160 KWD

No. of Products: 23
Avg Price: 27.600 KWD

Mr Baker
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Luxury

Everyday

Youth Adult

Mr Baker

High Price

Low Price

Low 
Quality

High 
Quality

Mr Baker

Competitive mapping helps to understand the brand's target segment and the product type the retailer offers. With it, new brands can position them 
accordingly based upon the current competitive map of the industry. 

Luxury and Youth Competitive Analysis
The below analysis looks at how local brands are positioned based on product type and consumer type

Quality and Price Analysis
The below analysis looks at how local brands are positioned based on product quality and pricing



La Baguette

Product Category No. of
Products

Avg Price
(KWD) Product Category No. of

Products
Avg Price

(KWD)

Pasta 2 1.750

Warak Enab 2 4.000

Arabic Sweets 3 6.920

Coffee Sweets 2 10.180

Chocolate Sweets 3 11.500

Salads 4 1.310

Treats Box 6 6.830

Tea Cake 3 3.500

Sandwich 5 6.790

Organic Items 13 2.970

Cake 13 10.115

Gelato 29 6.180

Total 85 6.050

Frozen Products 3 2.150

Brioche 2 0.550

Gathering Savories 2 6.625

Pastries 9 0.260

Croissants 6 0.400

Gelato 24 4.950

Gathering Desserts 6 8.000

English Cake 5 1.600

Mini Desserts 15 0.730

Cakes 10 8.725

Total 82 6.050

Mr. Baker
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Product price analysis
Knowing the average prices of competitors can help brands craft a product assortment & price strategy for their market.
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Product Category No. of
Products

Avg Price
(KWD)

Packs 5 3.200

Flowers Bouquet 2 15.000

Teacher's Day 2 22.000

Love 4 23.000

Coffee Sweet 8 20.375

Healthy 11 7.950

Coffee 2 20.000

Mother's Day 4 20.500

Trifles 2 13.500

Cakes 6 12.160

Trio Cakes 11 20.450

Character Cakes 20 18.900

Rose & Cake 12 31.670

Cupcakes & Pops 13 17.540

Customized Cakes 46 20.670

Graduation 13 23.770

Total 165 18.160

Lazurd

Product Category No. of
Products

Avg Price
(KWD)

Flowers & Choco 3 27.600

Flowers With Fruits 1 19.000

Cakes 5 28.600

Total 82 25.060

Sable

Product Category No. of
Products

Avg Price
(KWD)

Big Cakes 3 27.600

Photo Print 1 19.000

Value Deals 5 28.600

Sweets & Delights 3 27.600

Cut Cakes 1 19.000

Trifles 5 28.600

Arabic Sweets 3 27.600

Savouries 1 19.000

Ice Cream 5 28.600

Total 82 25.060

Fleur’s Corner

Copyright © 2021 PoixelTM | All Rights 17Copyright © 2021 PoixelTM | All Rights 

Understanding the product assortment and pricing 
strategy is essential for those wishing to enter into the 
market. As per our research, we find that bakeries 
have a variety of products, not being limited to just 
simple cakes and sweets. Mr. Baker has a wide 
variety of gelato cakes. However, their chocolate 
ganache is really popular among consumers. La 
Baguette too has more of gelato cakes, while the 
favourites include vanilla and chocolate cakes. 
Fleur’s corner heavily focuses on customized cakes 
for special occasions such as graduation parties, 
mother’s day and birthdays. 

Lazurd has limited cakes selection, and focuses more 
towards flowers and chocolate gifts as their main 
selling point. Lastly, Sable too has special made 
cakes for birthdays and special occasions, while also 
having the essential flavours such as chocolate, 
vanilla and fruits.  



Peak Seasons

From our research, we find the peak seasons that 
consumers buy cake fall under February and 
September. The most celebrated social events 
included birthdays, weddings, mother's day, and 
graduation parties. Creating specialized cakes for 
such social occasions is a huge advantage and can 
lead to more sales. 

Online Channels

Brands can take advantage of the online market for 
cakes. As per Poixel's research, cakes account for 
the most online purchases by Kuwaiti nationals 
(56%). Moreover, 21% Non-Kuwaitis prefer to buy 
cake online. There is a slight difference between 
those who buy online and those who prefer 
purchasing offline regarding buying gifts online. 31% 
prefer online buying while 24% prefer offline 
channels. As a result, the online market is a potential 
avenue for new businesses to open doors to new 
customers.

Cake Designs

From our research, we find 77% see the exterior 
design of the cake when buying it for special 
occasions. Competing brands focus on cake 
designs; hence there isn't much competing power 
there. A potential opportunity for businesses is to 
offer custom-made cake designs which stand out 
from ordinary designs. It involves a niche market that 
has unique requirements. The average price for such 
cakes shall be ten times more than the average price 
of a normal cake.

Competitive Market 

Poixel rates the cake industry as highly competitive. 
Kuwait's market is comprised of many cake brands, 
both retail and home-based businesses. For a new 
brand to succeed, decision-makers must create a 
unique brand identity. Additionally, product offerings 
must incorporate new trends while maintaining 
existing best-sellers.

Changing Trends

The cakes and gifts industry is prone to rapidly 
developing trends, with social media playing a 
significant role. Consumers' tastes and wants change 
with new recipes, trending designs, and more. 
Hence, retailers must monitor such developments 
and be swift in creating a new product offering with 
the market's demand.

Summer Season

The summer season is the period when business 
revenue drops for mosts industries. The reason being 
that the period involves people traveling outside, 
leading to lower foot traffic than usual periods. 
Retailers must be able to optimize business 
resources accordingly to meet such challenges and 
ensure optimum survival.
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Customer service is essential in delivering a pleasant 
experience to the end consumer. When employees 
are satisfied and motivated, they deliver excellent 
customer service. Poixel recommends following a 
series of actions to ensure greater employee 
satisfaction:

Understand employee journey

Managers need to review the different stages in the 
business that the employee goes through. As a result, 
they can identify employee pain points and situations 
requiring employee feedback and action to achieve 
the desired outcome. It shall enable retailers to 
manage resources effectively, clearly define 
employee roles and achieve actual results daily.

Enhance internal communications

There is more to internal communication than simply 
disseminating company information. It should foster 
a sense of community, encourage working together 
for a common goal, and create a cohesive company 
culture. When employees have an increased sense of 
purpose, they become productive and act as brand 
advocates. To maintain a connection with employees 
and to gain their trust, retailers must use internal 
communication effectively.

Employee onboarding

Good onboarding demonstrates that a company 
cares about its staff. Managers need to inform 
newcomers of the company policies, ways of 
working, and the company's overall brand. 
Furthermore, they are equipping recruits with an 
experienced employee by helping them understand 
the ways of working and adapting quickly, thus 
increasing productivity. 

Having individual conversations

Management should conduct an open dialogue with 
employees to gain their insights into the working 
environment and build employee trust. Management 
can identify what keeps employees motivated to stay 
with the organization by understanding what works 
and what doesn't. Using this methodology also 
allows identifying global areas that need 
improvement and improves the internal talent 
pipeline.

Employee perks

Workplace wellness programs provide employees 
with rest and help them be more attentive and 
productive. Retailers should create a positive work 
environment, offering sufficient salaries and benefits 
such as free access to in-house food, childcare 
coverage, gym memberships, healthy snacks, and 
more. As a result, it influences productive behavior 
and increases consumer satisfaction. 

Survey employees

Retailers with multiple branches should survey their 
employees to understand their pain points and needs 
and improve the workplace. As the face of the 
organization, their feedback is critical to the 
management's efforts to improve the product 
experience and customer service. In addition, 
employees feel that their feedback matters and will 
be highly motivated to work for the organization.
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4.2. Business location

For bakeries, the business location matters. The best 
locations for bakeries are within malls, and busy 
streets where there is high foot traffic and the store 
appears prominently. Poor choice of location can 
have detrimental effects on the business.

4.2. Digital Marketing

Businesses must invest in digital marketing solutions 
to build brand awareness, build the credibility of their 
products and connect with the right target audience. 
Outdoor advertisements are seen as less effective in 
producing a good return on investment (ROI). Hence, 
digital channels such as the website and social media 
platforms are essential to growing the business's 
online presence. Most cake and gift buyers are 
between the ages of 30 and 40. Therefore, companies 
should develop targeted marketing campaigns.

4.2. Packaging

Our research finds that 36% of the sample view the 
cake's packaging when browsing for options. Hence, 
packaging plays a crucial role in influencing buyer 
decisions and speeding the purchase process. 
Retailers must create innovative and purposeful 
product packaging, one that not only looks pleasing 
but also solves holds the product securely.

4.2. Pricing
 
As per Poixel's research, 74% view the pricing when 
buying a cake for their special ones. We find the best 
price range consumers feel comfortable paying for a 
cake is between 10-20 KWD. Therefore, businesses 
must stay within this range to succeed at capturing 
sales from a larger demographic. 

4.2. Integrating cake and gifts

Our research shows that 87% of the sample buys side 
gifts along with the cake. Hence, businesses must 
offer product offerings that combine both the cake and 
gifts in one package. Possible combinations include 
cake and flowers, cake and electronic messages, and 
so on. The end consumer benefits from such offerings 
because they save their time and effort.

4.2. Product knowledge

A key trait of successful retailers is knowledge about 
the products, ingredients, best-selling products, and 
the developing trends. Business owners need to be 
aware of new trends within the cake-making industry 
to offer new products to the market quicker than 
competitors.
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About the Respondents

Poixel suveyed 138 individuals in Kuwait to ask about 
their behaviour and preferences. 42% of the sample 
were males and 58% were females. 59% of the 
sample consist of Kuwaitis while 41% consist of 
Non-Kuwaits. 67% of those surveyed held a 
bachelor’s degree, out of which 26% are making a 
monthly income between 1,000-2,000 KWD. The 
research was conducted on late 2019 in Kuwait’s 
market.

Poixel calculated all data percentages based upon the 
percentage of respondents who have attended social events or 
given gifts during special occasions

Age

Education 
Bachelors

Diploma

High School

10%

11%

68%

Masters

9%

200-500 KWD

Monthly Income

23%

500-1000 KWD 24%

1000-2000 KWD 24%

2%

22
%

22%

31
%

17%

7%< 18

18-24

24-35

35-41

41-50

50-56

Nationality

55%

45%
Kuwaiti national

Non-Kuwaiti

Gender

43%

57%Male

Female

Marriage

43%

48%

6%
3%

Unmarried

Married

Absolute

Widower

% of respondents who attend social events

63%

37%

Yes

No

1%



Poixel is a branding & marketing creative 
studio specialize in empowering the market 
with creative visuals & strategies that can 
attract the market demand, by building a 
credible portfolio based on extensive market 
research & data analysis, aiming to evolve a 
successful brand growth strategy towards a 
great relationship with ambitious people.

Build credible data to support your business 
strategy. Get in touch with us at 
www.poixel.com

Contact Us

Poixel Management Consulting Company 
(L.L.C), Registered in the Commercial 
Registry Department under the law of State of 
Kuwait under No. (424160).

Address: Floor 24, Crystal Tower, Ahmed Al 
Jaber Street, Sharq, State of Kuwait

T: +(965) 2297 0275
M: +(965) 9764 5457
info@poixel.com
www.poixel.com
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