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Founded in 1959 by Milton and Esther Fried, Freed’s Bakery is a third-generation fami-

ly-owned bakery in Las Vegas. Serving up the most delicious breads, pastries and cakes, 

the bakery became hugely popular very quickly. A hit among locals and tourists alike, it 

has been voted ‘The Best of Las Vegas’ for over 35 years straight.

In 1980, Joni Fried took over the running of Freed’s Bakery from her parents. She pro-

pelled the business even further by building up its custom cake production arm. Vegas 

was the perfect location for this sort of innovation, what with its many parties and cele-

brations. Ranging from traditional to over-the-top, these specialized cakes have now 

gained international renown.

Over the decades the bakery has expanded its o�erings and opened up three new out-

lets. A special highlight in its history is being featured in The Food Network’s hit show 

‘Vegas Cakes’ which gave the world an inside look into the creation of some of their most 

unusual and exotic cake designs. Now into its seventh decade of existence, operations 

have been handed over to the third generation of Fried’s, with the bakery being run by 

Max Fried.

Apart from selling the most scrumptious sweets and creating the most unconventional 

cake designs, another distinguishing feature of

Their use of IT goes back to 1992, when Joni set up a website. This was very early days 

for websites in the Food and Beverage industry, particularly for a bakery. Joni was 

extremely astute in identifying an opportunity to sell wedding cakes on the internet and 

Max a�rms that their website proved a potent business platform through the 1990s and 

early 2000s.

Freed’s Bakery is its very early adoption of technology. 
Current owner, Max Jacobson-Fried  explains, “We’ve 
always tried to stay on the front-end of trends.”



The next tech-phase for Freed’s Bakery was the introduction of online ordering in 2014. 

This was an instant success with virtual orders pouring in over the next few years. Max 

attributes this boom to “the ease of business.” As he points out, customers want to be 

able to place orders on their terms. An online ordering system gives them the freedom to 

make selections at their convenience. It has also been advantageous to the bakery and 

Max elaborates, “We can be upfront about what the customer is ordering - we have a 

photo and we have descriptions. So everything’s right there.”

Giving customers the flexibility to order on their terms is a priority at Freed’s Bakery. So 

a patron can choose to visit the store or make a phone call or go online. When they 

opened their additional outlets, Max and the team explored ways to further expand 

ordering options and that is when they decided to install kiosks in their stores. They had 

noticed that some customers preferred to come into their shop and take a look around. 

asserts Max, adding, “what it’s done is o�er another avenue for customers to place their 

order.”

Yet, there were many of 
them who either did not 
want to or did not have 
the time to speak to a 
member of the sta�. The 
kiosk was the perfect 
solution for this - a client 
walks in, explores options 
and then places their 
order directly at the 
kiosk. “I would call the 
kiosks a real success,” 



The kiosk has been a definite boon during the pandemic. Under regular circumstances,

customers who came in would look around and then be escorted into the sales o�ce for

in-person tasting and to place their order. However, as a preventative measure, the 

bakery has temporarily stopped taking customers into their sales o�ce, requiring them 

to either phone in or order online. There are still a number of people who have questions 

and need to iron out details with a member of the sta�. In such a case, they come in, 

speak to whoever is on duty and, since there is no counter for advance ordering, they 

place their order through the kiosk. Max points out that the kiosks “are the only way a 
customer can come in and place an order at this time.”

When looking for the right type of kiosk, Max was focused on finding one that would fit 

their needs. Freed’s Bakery is not your run-of-the-mill cake shop or eatery. They provide 

custom cakes that people order in advance and are tailor-made in accordance with very 

specific instructions. They needed a kiosk that could factor in all the multiple variables in 

an order - dates, quantity, delivery location, flavour, writing, design, colour and so many 

other special considerations.

Applova proved to be just what they were looking for. “Applova was really the only one 
that I saw that was able to understand what it is that we were trying to accomplish,” 
Max describes, elaborating, “I am incredibly impressed that they were able to provide 
a system to do the things we asked. This is what I anticipated to be the biggest issue, 

because of the way we operated and because of what we needed.” Applova adapted the 

kiosk to match the requirements of Freed’s Bakery, including building in the facility to 

order in one outlet for delivery from another, something new for the kiosk provider.

For Max, Applova stood out because the hardware was straightforward and self-con-

tained, including a payment option. He was also particularly impressed by the way the 

Applova crew understood what they were looking for and how responsive they were to 

the bakery’s requests. “I would highly recommend it to someone who’s looking for a 
self-ordering kiosk, I think you should jump in,” he states.

Running a family business for three generations is no mean feat. It takes a lot of hard 

work, dedication, motivation, foresight, innovation and courage. The Frieds have done 

exceptionally well, overcoming challenges and continuing to prosper. While it is not 

possible to pin their success to just one factor, it is definitely possible to identify technol-

ogy as a vital part of their growth. As Max points out, technology plays a crucial role in 

enabling a customer to enjoy the ordering process. He attests, “We try to be where our 

customers are, whether they’re online or in-store. Whatever way they are trying to order, 

we’re trying to be there. That’s been helpful for our business.”



About Applova Inc.

Applova Inc., based in Silicon Valley, specializes in ordering & engagement technologies for 

restaurants and retail businesses. With a portfolio of self-order kiosks, online storefronts, and 

mobile order-ahead solutions, Applova empowers businesses to deliver exceptional customer 

experiences. Out of the box, solutions come integrated to payment gateways, POS terminals, and 

eCommerce platforms – with no coding required. With Applova, businesses can leverage new 

sales channels while driving new levels of customer engagement.
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