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*UK, 18+ only. 10:00 05.01.2026 – 16:59 30.04.2026. Purchase required. Internet, email & mobile required. Level 1 Prize Draw: Visit madetoshare.cadbury.co.uk, select your region, select your preferred prize category & the retailer you purchased from, enter your barcode & batch code found on pack, enter your details 
incl. your mobile number to receive the One Time Passcode and complete the verification steps. 1 entry per person per day. Max 10 entries per person over the Promotion Period. Level 1 Prizes: 4 x VIP Match Day Experience with selected Cadbury Partner Club for winner & 1 guest incl. travel, 1 x Overnight Stay at a participating 
Merlin Entertainment UK Theme Park for up to 4 people, 1 x Odeon My Limitless Plus memberships for 4 people, 1 x city break for 2 people incl. travel & accommodation, 1 x personal shopping experience for 2 people or 1 x home entertainment bundle. Level 1 winners drawn at random via 6 prize draws (1 per category) at 
the end of the promotion. Max 1 x Level 1 prize per person. Level 2 Instant Win: All valid entries are submitted into a winning moments promotion. Level 2 Prizes: 72 x pairs of matchday tickets for the 2025/26 football season for Participating Clubs, subject to availability and club terms of stadium entry, 300 x pairs of tickets 
to a participating Merlin Entertainment UK attraction, 215 x pairs of cinema tickets, 215 x £50 Hotels.com vouchers, 215 x £50 pre-paid Mastercards and 215 x £50 Netflix gi£ vouchers. Level 2 winners notified instantly on screen. Max 1 x Level 2 Prize per person. Proof of purchase may be required. Smartphone may be 
required to claim. All prizes are subject to applicable partner/provider rules/regulations/guidance. Visit madetoshare.cadbury.co.uk for full T&Cs, categories & prize details. Promoter: UK: Mondelez Europe Services GmbH – UK Branch, Sanderson Road, Uxbridge, UB8 1DH. Subject to availability. Retailers are free to set 
their own prices. 

Seasonal advice

L
ast year, Easter sales reached £9.2 billion, with 

higher average prices accounting for much of 

the growth1. However, customers’ spending 

habits are changing to weather the cost-of-living crisis. 

Seasonal confectionery sales continue to rise 4.2% 

year-on-year, but there is also an increase in the 

number of customers opting for a home-cooked meal 

and treating baking as a budget-friendly activity2. 

Ensure your store follows these shifting priorities and 

caters for popular spending categories.

Timed to perfection

Timing is crucial when it comes to stocking Easter 

confectionery, so the sooner you get your store ready 

for the early spenders, the more successful your sales 

will be.

Customers are becoming increasingly 

selective with what they buy, opting for 

Crack the code to 
successful sales

From confectionery to Sunday roasts, customers’ Easter 

spending habits are shifting. Here’s how you can stay ahead 

and push sales across the season

Around 50% of 

Easter confectionery 

sales take place before 

the start of March
(Source: Talysis, Convenience retailers see Easter 
sales growth driven by inflation, 24.04.25)
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Sources: 1Kantar, Retail Mother’s Day and Easter Viewpoint 
2025, 20.05.25; 2Talysis, convenience retailers see Easter sales 
growth driven by inflation, 24.04.25)
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small sharing and impulse packs, so focus your 

stock on bestsellers in this format rather than 

large gifting eggs. 

Cadbury Creme Egg and Mini Eggs were the 

standout favourites in 2025 and flavour variations 

of these, such as the White Creme Egg, Caramel 

Egg and Orange Mini Eggs, have also proven to 

be crowdpleasers3. 

New products are always a sales driver. 

Maltesers Mini Eggs, Galaxy Minstrels Mini Eggs, 

Oreo Creme Egg and Cadbury Biscoff filled egg 

are predicted to do well in the upcoming season. 

However, keep in mind that while NPD plays a 

significant role in introducing excitement and 

novelty, established SKUs drive the most sales, so 

don’t overorder on non-core products.

Customers will expect to see a range of gifting 

chocolate at various price points and small and 

medium shell eggs, but keep these to a minimum 

and the bestsellers. Easter is the second largest 

seasonal event after Christmas, so creating a 

spot-on seasonal range for your store is essential4.

(Sources: 5IRI, Market 
Advantage Total 
Market, 2022; 6Mintel 
Store, UK Easter 
Market Report, 2025)

Easter averaged +14% 

value growth and +2% 

volume growth since 2021
(Source: Nielsen: Independents: Easter Value & 
Volume, 2021-2025)

Easter is worth £727m, delivering 
15% value and 2% unit growth
(Source: Nielsen: Total Convenience: Valentine’s Day, Mother’s Day, and Easter 
– 3 Weeks Comparison, 2024 vs. 2025)

Follow Plan for 

Profit on Facebook 

and X for profit-
boosting tips.

Home baking

With more customers opting for home activities to 

reduce spending, baking is a more affordable way to 

keep children entertained. The Easter period has become 

a major occasion for home baking.

Prioritise stocking basic ingredients such as flour, 

margarine, eggs, cooking chocolate and decorations 

alongside piping bags and baking cases. You can also 

target your time-poor customers by offering ready-to-go 

cake mixes and pre-made icing.

Baking items can also be used in your spring 

merchandising. By placing products such as chocolate 

and cornflakes at the end of aisles, you can inspire 

Easter-themed baking sales to increase basket spend 

when customers pick up their everyday essentials.    

(Sources: 3Talysis, Easter sales growth, 24.04.25; 
4Nielsen: Total Convenience: Valentine’s Day, Mother’s 
Day, and Easter – 3 Weeks Comparison, 2024 vs. 2025)

A good start
With last-minute breakfast missions and 
at-home brunches popular over the 
Easter holidays, hot cross buns are a 

great sales driver, fitting neatly into these 
occasions. Consider offering innovative 

new flavours such as cinnamon or 
chocolate to catch those impulse 

spenders, alongside value formats to 

target the more price-sensitive shoppers. 
Consider fresh bread and pastries from a 

local supplier as these will be snapped up. 

Be sure to keep on top of stock planning 

and rotation to minimise waste as fresh 

bakery does have a shorter shelf life. 

Sunday roast 
Remember Easter isn’t just about chocolate and 

confectionery, it’s also one of the few occasions 

most families and friends come together to 

enjoy a traditional roast dinner, so preparing for 

this is essential. In 2021, 278 million roast 

dinners took place and the occasion only gets 

bigger year-on-year5. Therefore, roast dinner 

items should be part of your core Easter range.

However, there is a need to simplify hosting, 

with 44% of consumers finding it 
overwhelming6. If you can stock fresh and 

frozen items, including prepared vegetables, 

Yorkshire puddings and stuffing balls, you can 
make the occasion more enjoyable for your 

customers and improve Easter sales.

Click to read the Focus  
On Confectionery  
Spring Seasons guide

https://www.planforprofit.co.uk/focus-on.php
https://www.facebook.com/PlanforProfitRetail/
https://x.com/i/flow/login?redirect_after_login=%2Fplan_for_profit

