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TOUR WITH
T TASTCS

WINE R WITH ICING

The Food Page only seems to
be cupcake obsessed this week,
but when life gives me baked
goods with scrumptious icing,

I say, “Thanks, life.” The Santa
Barbara Adventure Company
(884-UJAVE, sbadventureco.
com) has realized not everyone
is after a white-knuckled,
paragliding, rock-climbing thrill.
Some of us prefer life a bit
sugared, and so they developed
the Cupcake Tasting Tour
as one more sideways way
to sidle through Santa Ynez
wine country. For there's wine
tasting as part of the package,
sure, and a lovely luncheon
picnic, but there's also a stop
at €njoy Cupakes in Solvang
(1661 Mission Dr., 451-0284,
enjoycupcakes.com), where
those on tour will taste six mini
cupcakes, including two very
much of the region: Pomegranate
Mango Chardonnay and
Chocolate Blackberry Syrah.
The tour is available Thursday-
Sunday. For a limited time, the
price per person is only $125,
and for that, you get wine
tasting fees at three locations,
cupcake tasting, shuttle service,
deli lunch, and a knowledgeable
guide. — GY
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Kiddo Puts SU@Z@

on Rids’ Treats

by Genﬁ.g.g Yatchisin

espite her all-natural, mostly local, organic prod-
uct, Beth Bailey, the Santa Barbara woman behind
Kiddo, has a secret. “There are a lot of adults having
them,” she laughed. “It’s a lot of fun when an adult
asks, ‘Can I buy it for myself?’ I reply, ‘Of course you can We
have kids in mind, but its more like string cheese — originally
meant for kids, but it's so convenient parents eat them, too”

What Bailey has on the market is the Kiddo Squeezie, a
handy, 2.5-ounce (that is, safe for airplane travel) foil-ish packet
that looks like a cross between an IV bag and astronaut food.
While the packets, once emptied, are returnable, it's what is
inside that counts — either Wild Blueberry Apple or Super
Sweet Potatoes. “Kids want to eat healthy, so give them healthy
snacks — they'll eat them,” Bailey insisted. “A treat can be
healthy, too, and fruits and vegetables are a key to a long and
healthy life”

Bailey makes sure her products are seriously good; the
sweet potato is 72-percent sweet potato, for instance. She joked,
“Most veggie snacks in the grocery store, it's like they throw
veggie dust on them.” Even the things she does to increase the
nutritional content are as natural as can be, to the point that she
goes outside the U.S. for only one ingredient: acerola fruit. “It’s
a cherry from Brazil, and you can use it instead of ascorbic acid
to increase the Vitamin C," she said. “That way it's from a fruit
and not a factory” Thanks to the acerola addition, the blue-
berry flavor provides 70 percent of an adult’s daily requirement
of Vitamin C; the sweet potato provides 9o percent.

It’'s not that Bailey, a mother of two who admits to having
“made my own baby food” and “having taught all my friends to
doit, too,” had a particular aha moment that made her decide
she needed to save children from their bad eating habits one
Squeezie at a time. “New parents are very intense with their
baby’s food, and then their kids grow out of the baby-food
phase into what I call the cracker phase,” she said. “And then
when you get to the lunchbox phase, it’s all bad. Parents want to
do what's good for their children, but they don't have the time
to go to the farmers’ market, buy broccoli, steam it, pack it up”

Though Bailey does grow her own tomatoes and is raising
three chickens, she explained, “I'm trying to reach people who

an'l quite into it. Those kids eating Cheetos every night, 'm

trying to reach them. It’s going to take a lot of stepping stones.”
Bailey herself has taken many steps to becoming a healthy
snack creator. It’s not like she studied nutrition in school —she
has an engineering degree and an MBA, and she worked for
Procter & Gamble. “My love of food started as a kid in Cincin-
nati, when I wanted to own a restaurant and my parents had

an organic garden in the backyard,” she explained. “But these
products aren't made in my kitchen. They're made in a produc-
tion environment and are put together so they’ll be shelf stable.”

The original product development, however, did take place
in Bailey’s home. “I made it up,” she said. “The flavors are what
my kids liked, what my friends’ kids liked. I even had children
taste them from a cup because the packaging is fun. It was
about a year of going through different recipes.” More flavors
will be on the horizon, although Bailey is currently a bit stuck
in development. “I really want to do something green [as in
vegetable], and that’s really hard," she said. “I can make it so the
adults like it and the kids don't, or it's good for the kids and too
sweet for adults””

Bailey is sweet on Whole Foods Market and Lazy Acres,
which both took to selling Kiddo quickly. “Because of my bac
ground with an MBA, I did lots of homework;” she stressed. “1
had a UPC code; I had organic certification. It's a huge, huge
pain, but when I walked in the door, I had all that done.” She
cold-called John Jurey, Whole Foods' original team leader
(who has already moved on to Austin, Texas), met him in
the parking lot before the store opened, and she had a buyer.
“When they say they support local businesses, they support
local businesses,” she confirmed. Lazy Acres was equally
accepting, to the point of trying to figure out how well Kiddo
sold based on what shelf height the product sat on.

“I get parents telling me ‘T try to keep my kids to one a day,”
Bailey said with obvious glee. “We need to make sure Santa
Barbara loves it and learn what works. Only then can we gear

up and expand.”

4 7 Let your kids put the squeeze on some
*F°F Hiddo by buying the product at Whole

Foods Market (3761 State St.), Lazy Acres (302 Meigs

Rd.), and other outlets. See kiddofood.com.
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