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Aarti Betigeri, Reporter: Building a business around a tempting range of tiny, handmade designs is a brave move into food fashion. But a pastry chef and a graphic designer have cooked up a company that's small and hopefully as perfectly formed as what's proving to be their biggest seller.

Kerrie Thornton, Co-Founder, Babycakes: We offer our Babycake which is our little tiny cupcake which is about 30 millimetres in diameter, it's very small, it's more like a petit fours, and that's really our signature cake.

Aarti Betigeri: Three years ago, twin sisters Kerrie and Linda Thornton decided to try their luck on their own launching 'Babycakes', specialising in cake making and custom-designed stationary.

Kerrie Thornton: We initially intended to do bespoke style of invitations, cakes and some styling, and probably in the last six months definitely we've developed a lot more of the wholesale side of our business, that side's grown incredibly.

We have a couple of major corporate clients; we've got an airline and also a bank. We also do some work with some training facilities and some really smaller owner operated businesses as well in the local area. We are also affiliated with some of the top restaurants in Melbourne which we're really excited about.

In terms of percentage of work for both sides, it's literally 50-50. We have obviously the wholesale side is very much the day to day, that really does take up most of our Monday to Friday business. Then actually after hours a lot of it is taken up with all the bespoke work, which includes a lot of stationary, styling. 

Aarti Betigeri: The sisters began the company with a business plan, a coach and a clear idea of what they wanted it to be. But they soon found starting up was no cakewalk.

Kerrie Thornton: This existing building was originally a cafe and with all our plans we actually found out down the track it didn't come with a food permit. So that literally was months and months of paperwork, to-ing and fro-ing from the planning division, and also had to interact with the Health Department. 

So it literally took us 12 months of paying rent on a premises we couldn't operate before we were actually able to open. We actually thought at one point we weren't going to be able to open up here at all. That was actually really devastating because the thought of not being able to fulfil your dream of actually starting your business more on a technicality.

But it's grown quite dramatically. So we've certainly exceeded the goals that we had. I think we would like to consolidate our wholesale division. We'll definitely need to expand in terms of production kitchen. I suppose we'd like to keep that in thirds, and the third one is the bespoke side because that's the creative side and that's what marks our business and gives the marketing perspective. 

Aarti Betigeri: That diversified approach will serve Babycakes well when cupcakes eventually fall out of favour with fashion-hungry customers.

Kerrie Thornton: Cupcakes in the last couple of years have become a real fashion item, I think particularly through television like Sex and the City. We're trying to make sure we grow all areas of our business not just the cake side, so that we do actually have further growth.

To stay on top you always have to look ahead and you always have to be ahead of the trends rather than following. So we certainly are trying to make sure the product we do sell is, is more reflective of modern style trends rather than following something that is the current fashion.

