
“The Cake Boss” 



Born into a family of master bakers, Bartolo “Buddy” Valastro 
proved that he had a natural talent at an early age. In place of 
attending culinary school, countless hours were spent at Carlo’s 
City Hall Bake Shop where Buddy’s father taught him the old 
world secrets of baking.  Together the Valastros imagined that 
they would make Carlo’s a household name someday.  

 



Today Buddy is an accomplished master baker, cake decorator 
and star of three hit series on Discovery’s TLC: Cake Boss, 
Kitchen Boss, and The Next Great Baker.  Buddy has been 
featured in a variety of publications and TV shows including The 
New York Times, The Washington Post, The New York Post, USA 
Today, The Los Angeles Times, O The Oprah Magazine, Brides 
Magazine, Modern Bride,  The Oprah Winfrey Show, The Today 
Show, Rachael Ray, Good Morning America, Food Network 
Challenge, and more. 



In 2010, Free Press, an imprint of Simon & 
Schuster, Inc. published his first book, 
CAKE BOSS: The Stories and Recipes from 
Mia Famiglia.  In the book, Buddy shares 
his and his family’s inspiring, fascinating, 
and poignant life story along with recipes 
for the bakery's most popular treats. 

 

Buddy’s second book, Baking with the 
Cake Boss: 100 of Buddy’s Best Recipes and 
Decorating Secrets, published November 
2nd, 2011.  Baking with the Cake Boss is an 
education in the art of baking and 
decorating with 650 step-by-step 
instructional photos. 



Source: Nielsen, Galaxy Explorer (Live+SD) 

UNIQUE REACH: In the 1st quarter of 2011, Buddy’s shows (CAKE BOSS, 
CAKE BOSS: NEXT GREAT BAKER and KITCHEN BOSS reached 54.3 million 
total viewers – that’s 18.5% of the US TV audience.   

  Viewers % of US 

Total Viewers  54,300,000 18.5% 

W18-34  9,400,000 27.5% 

W18-49  17,500,000 26.5% 

W25-54  15,800,000 25.1% 



Season # of Telecasts Total Viewers* 

1 13 27,599,000 

2 19 34,314,000 

3 25 41,675,000 

4 30 43,350,000 

*For original broadcasts, only 

Source: Nielsen, Galaxy Explorer (Live+SD) 

  
Program # of TCs Median Age 
Extreme Couponing 26 32.6 
Cake Boss 12 33.3 
I Didnt Know I Was Pregnant 4 40.2 
19 Kids And Counting 10 40.9 
Long Island Medium 16 42.4 
Say Yes To The Dress: Atlanta 8 43.9 
Sister Wives 18 44 
Say Yes To The Dress 10 44.8 
Hoarding: Buried Alive 4 47.7 
Little Couple 8 48.1 

TLC 2011-12 PRIMETIME RANKER – MEDIAN AGE OF ORIGINAL 
PROGRAMS (ALL TELECASTS): CAKE BOSS draws a very appealing 
young audience to TLC.  In fact, CAKE BOSS, with a median age of 
33 years old, boasts the second youngest median age of the TLC 
original programs this season. Additionally, the median age for 
CAKE BOSS is nearly 8 years younger than the TLC primetime 
average (41.1 years old). 
 

CAKE BOSS SEASONAL TRENDS:  CAKE BOSS has become a 
significant work horse for TLC’s primetime schedule, with 
the number of telecasts increasing each season.  The 
number of total viewers has increased 57% from the first 
season to the fourth. 
 



Source: Nielsen, Galaxy Explorer (Live+SD) 

TOP 100 TELECASTS – 2011:  Episodes of CAKE BOSS and 
CAKE BOSS:NEXT GREAT BAKER hold the second-largest 
market share of TLC’s Top 100 telecasts. 
 

  
Program  # of TC’s % of Top 200 

Say Yes To The Dress  18 18% 

Cake Boss / Cake Boss: Next Great 
Baker 

16 16% 

Sister Wives  15 15% 

Extreme Couponing  11 11% 

Hoarding: Buried Alive  8 8% 

Toddlers & Tiaras  8 8% 

TOP 200 TELECASTS – 2009 TO 2011: During its four-
season run, CAKE BOSS has drawn some of TLC’s largest 
audiences.  In fact, CAKE BOSS and CAKE BOSS: NEXT GREAT 
BAKER represent 19% of the network’s top 200 most 
watched telecasts since January 2009; that’s more than 
almost all other programs (except JON & KATE PLUS 8).    
 

  
Program  # of TCs % of Top 200 

Jon & Kate Plus 8  50 25% 

Cake Boss / Cake Boss: Next 
Great Baker 

37 19% 

Little People, Big World  24 12% 

Sister Wives  19 10% 

Sarah Palin’s Alaska  10 5% 

Extreme Couponing  7 4% 



Source: Nielsen, Galaxy Explorer (Live+SD) 

NEXT GREAT BAKER SEASONAL TREND – RATINGS 
(ORIGINAL TELECASTS ONLY): In its first season, NEXT 
GREAT BAKER took over the Monday 9pm time slot.  
NEXT GREAT BAKER was up notably from the prior 4-
week average of the time slot programming. 

  
Demos 

NGB 
Rtg. / 000 

Prior 4-Wk Avg.  
Rtg. / 000  % Diff. 

Total Viewers 0.6 / 1,816 0.5 / 1,350 +35% 
A18-34 0.6 / 426 0.5 / 340 +25% 
A18-49 0.7 / 895 0.5 / 669 +34% 
A25-54 0.7 / 846 0.5 / 640 +32% 
W18-34 0.9 / 294 0.7 / 244 +20% 
W18-49 1.0 / 628 0.7 / 467 +34% 
W25-54 0.9 / 589 0.7 / 444 +33% 
M18-34 0.4 / 132 0.3 / 96 +38% 
M18-49 0.4 / 257 0.3 / 202 +32% 
M25-54 0.9 / 589 03 / 196 +31% 
A50+ 0.5 / 509 0.4 / 366 +39% 



INCOME ASSESSMENT:  During the 2010-11 
season, both CAKE BOSS and CAKE BOSS: 
NEXT GREAT BAKER delivered a slightly 
larger percentage of viewers from upper 
income households (i.e. those in homes with 
an annual income of $100K or more) than 
did the TLC Primetime average. For example, 
27% of CAKE BOSS viewers and 29% of 
NEXT GREAT BAKER viewers resided in 
$100K+/year households, versus 25% of 
TLC Primetime viewers.  KITCHEN BOSS 
aired outside of Primetime (in the 12:30pm 
and 5:30pm half hours), where TV viewing 
levels are much lower, so it’s not surprising 
that it draws a lower percentage of upper 
income viewers.   

VIEWERS $100K+ 
Program 

W18-34 W18-49 W25-54 W50+ 
Total 

Viewers 

CAKE BOSS  28% 30% 28% 17% 27% 

NEXT GREAT 
BAKER  

26% 31% 30% 18% 29% 

KITCHEN BOSS 25% 24% 23% 17% 23% 

TLC 2010-11 
Primetime Avg.  

25% 28% 27% 19% 25% 

BV vs. TLC +5.33% +1.19% 0.00% -8.77% +5.33% 

Source: Nielsen, Galaxy Explorer (Live+SD) 



SOCIAL MEDIA PRESENCE – CAKE BOSS VS. OTHER TLC 
SERIES:  CAKE BOSS far outpaces other marquee TLC 
series.  In fact, it has received an impressive 3.1 million 
“Likes” via Facebook – more than any other TLC show 
page.   

TLC PROGRAM FACEBOOK “LIKES” 

Cake Boss 3,183,911 
La Ink 2,626,071 

Kate Plus 8 984,873 

What Not To Wear 811,390 

Say Yes To The Dress 750,561 

19 Kids And Counting 341,520 

Extreme Couponing 311,902 

Ny Ink 237,036 

Toddler & Tiaras 213,767 

The Little Couple 168,321 

Dc Cupcakes 153,742 

Sister Wives 105,572 

My Strange Addiction 75,167 

Police Women 58,731 
Bbq Pitmasters 45,750 
Hoarding: Burried Alive 38,067 

SOCIAL MEDIA PRESENCE - BUDDY VS. OTHER NOTABLE 
CHEFS/BAKERS:  Buddy’s social media presence puts him in the 
middle of the pack among marquee chefs and bakers.  He reaches 
372K people via Facebook and Twitter combined.   

TALENT 
FACEBOOK 

FANS 
TWITTER 

FOLLOWERS 
TOTAL SOCIAL 

MEDIA PRESENCE 

Jamie Oliver 769,067 1,589,842 2,358,909 

Paula Deen 1,555,247 555,041 2,110,288 

Rachael Ray 709,801 371,157 1,080,958 

Giada De Laurentiis 207,091 425,180 632,271 

Bobby Flay 119,138 378,485 497,623 

Guy Fieri 59,599 435,203 494,802 

Buddy Valastro 211,244 161,610 372,854 

Tyler Florence 4,489 328,282 332,771 

Alton Brown 206,897 103,938 310,835 

Emeril Lagasse 32,530 258,432 290,962 

Mario Batali 41,450 176,813 218,263 

Michael Symon 47,198 66,048 113,246 

Sanrda Lee 38,090 10,056 48,146 

Duff Goldman 26,944 19,446 46,390 

Robert Irvine 14,821 19,266 34,087 

Anne Burrell 6,696 26,500 33,196 

Ina Garten 6,739 8,458 15,197 

Source: Facebook.com & Twitter.com 



Buddy’s awareness and appeal have built in the last two 
years thanks to his exposure on CAKE BOSS, NEXT GREAT 
BAKER and KITCHEN BOSS. 

Buddy Valastro  
E-Score 

Before 
CAKE BOSS 
(12/19/09) 

Current 
(9/22/11) Change 

Total 
Awareness 

7% 14% +7 pts 

Name 
Awareness 

1% 7% +6 pts 

Face 
Awareness 

13% 22% +9 pts 

Appeal 52% 66% +14 pts 

Buddy Valastro ranks 20th out of the 100 top “Lifestyle 
Hosts.”  He ranks 9th in appeal, outranking Emeril Lagasse, 
Paula Deen, Gordon Ramsay, Mario Batali, Anthony 
Bourdain, and Wolfgang Puck…among others. 

Host E-Score Awareness Appeal  
Emeril Lagasse 93 44 59 
Paula Deen 93 50 57 
Rachael Ray 93 56 53 
Guy Fieri 91 41 56 
Giada De Laurentiis 88 25 64 
Alton Brown 87 28 64 
Jeff Corwin 87 24 57 
Bobby Flay 87 37 54 
Wolfgang Puck 83 32 40 
Mario Batali 78 23 48 
Mike Holmes 77 16 64 
Gordon Ramsay 77 40 42 
Duff Goldman 75 16 64 
Andrew Zimmern 75 17 63 
Tyler Florence 73 14 58 
Jamie Oliver 72 15 60 
Robert Irvine 72 13 53 
Cat Cora 72 12 53 
Brian Boitano 72 21 41 
Anthony Bourdain 71 26 46 
Marc Summers 71 16 40 
Buddy Valastro 71 14 66 

BV Rank 20th 21st 9th 
Masaharu Morimoto 70 10 72 
Tom Colicchio 70 10 70 
Michael Symon 69 10 61 

Source: E-Poll 



Source: Simmons Experian, Spring 2011 NCS Adult Survey, 6 month 

SIMMONS CONSUMER CHARACTERISTICS 
ASSESSMENT:   CAKE BOSS’ Women 18-49 
viewers clearly enjoy baking but 
appreciate the convenience and time 
savings offered by dry cake mixes and 
baking mixes for muffins and cookies.  
These viewers are more likely than the 
average person to use these types of 
products and also heavily over-index on all 
three marquee brands – PILLSBURY, 
DUNCAN HINES and BETTY CROCKER.  
Their affinity for PILLSBURY’s Funfetti cake 
mix suggest that they like to have a little 
fun with their baking and might be more 
inclined to purchase kits that include easy 
to follow decorating elements.  
Additionally, they are also more likely than 
the average person to gravitate toward 
mixes that promise to deliver moist cakes. 

CAKE BOSS Viewers Love to Bake…but not from scratch 
W18-49 

Index 

Baking as an activity   

CAKE BOSS viewers are more likely than the average person to have baked 
for fun in the last year 

+98 

They are more likely to use dry cake mixes  +23 

They are more likely to have used 4-6 dry cake mix packages in the last 30 
days  

+138 

They are more likely to have used 2 baking mix packages in the last 30 days +66 

They are more likely to use baking mixes for cookies +89 

They are more likely to use baking mixes for muffins +51 

Of the 3 Marquee Dry Cake Mixes…   

CAKE BOSS viewers are more likely than the average person to use Pillsbury  +57 

They are more likely to use Duncan Hines +35 

They are more likely to use Betty Crocker +27 

Types of Dry Cake Mix Used Most…   

CAKE BOSS viewers are more likely than the average person to use Pillsbury 
Funfetti Cake  

+126 

They are more likely to use Pillsbury Moist Supreme Cakes  +48 

They are more likely to use Duncan Hines Moist Deluxe  +39 

They are more likely to use Betty Crocker Super Moist Cake  +29 

Types of Frosting Used Most…   

CAKE BOSS viewers are more likely than the average person to use Betty 
Crocker Whipped frosting  

+126 

They are more likely to use Duncan Hines Creamy Homestyle  +73 

They are more likely to use Betty Crocker Rich & Creamy  +45 

Types of Baking Mix Used Most…   

CAKE BOSS viewers are more likely than the average person to use Betty 
Crocker Baking mix  

+84 

They are more likely to use Pillsbury Baking mix  +82 

They are more likely to use Duncan Hines Baking mix  +76 

They are more likely to use Jiffy Baking mix  +36 

Read As: “CAKE BOSS’s W18-49 viewers are 98% more likely than the average person to have 
baked for fun in the last year.” 



Source: Simmons Experian, Spring 2011 NCS Adult Survey, 6 month Read As: “CAKE BOSS’s W18-49 viewers are 85% more likely than the average person to 
enjoy shopping even when they don’t make a purchase.” 

SIMMONS CONSUMER CHARACTERISTICS 
ASSESSMENT:   CAKE BOSS’ Women 18-
49 viewers are avid shoppers and are 
more content (than the average person) 
to do so even if they don’t make a 
purchase.  Additionally, they prefer to 
shop with others, whether it is with 
friends, family, their kids, etc.  It’s also 
worth noting that these CAKE BOSS 
viewers are more apt than the average 
person to buy things on the spur of the 
moment.  They also report that their 
children have a significant impact on the 
brands they purchase, more so than the 
average person, and they over-index at 
the marquee big box retailers (Target, 
Wal-Mart, K-Mart and Kohl’s).  

CAKE BOSS Viewers are Avid Shoppers… 
W18-49 
Index 

Shopping as an activity   

CAKE BOSS viewers are more likely than the average person to 
enjoy shopping even when they don’t make a purchase 

+85 

They are more likely to go shopping frequently  +81 

They are more likely to spend long periods of time browsing +95 

They are more likely to prefer to shop with their friends 110 

They are more likely to buy things on the spur of the moment +129 

They are more likely to really enjoy any kind of shopping +133 

They are more likely to shop with their family +21 

They are more likely to enjoy shopping with their children +26 

They are more likely to admit that their kids have a significant 
impact on the brands purchased 

+20 

Marquee Discount/Department Stores…   

CAKE BOSS viewers are more likely (than the average person) to 
have shopped at Kohl’s in the last 3 months 

+70 

They are more likely to have shopped at Target in the last 3 
months  

+46 

They are more likely to have shopped at Kmart in the last 3 
months  

+27 

They are more likely to have shopped at Wal-mart in the last 3 
months  

+11 

Supermarkets/Food Stores…   

CAKE BOSS viewers are more likely (than the average person) to 
have shopped at SuperTarget in the last 4 weeks 

+72 

They are more likely to have shopped at H.E.B. Pantry in the last 
4 weeks  

+69 

They are more likely to have shopped at Shoprite in the last 4 
weeks 

+50 

















 
 
 

Contact 
Jon Rosen, WME 

(212) 903 – 1594 
JCR@wmeentertainment.com 


