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EXECUTIVE SUMMARY  

The global market for chocolate hit $81.1 billion in 2007, the latest available 

information.  The market increased 9.5% over 2006.   The U.S. is the world’s largest 

retail market for chocolate, having about a 20% market share.  U.S. retail chocolate 

sales topped $16 billion in 2008, a 1.5% increase over the prior year.  Over the past 

several years while the overall U.S. chocolate market saw relatively modest sales 

gains, certain market segments are thriving.  These segments include premium, 

organic, fair trade and most recently Rainforest Alliance certified chocolate. In 2007, 

premium chocolate sales were $3.0 billion, having grown 17.3% since the prior year 

and a healthy 200% since 2003.  To put the U.S. premium chocolate market in 

perspective, Ecuadorian chocolate exports, most of which could be considered 

premium, were under $1 million in 2007, according to the World Cocoa Foundation.   

By early 2008, the onset of the Great Recession put the brakes on most consumer 

spending patterns.  Chocolate sales were affected to a lesser extent.  Consumers have 

reacted by trading down to more value-oriented offering.  The recession has also 

triggered a shake-out among premium chocolate brands.  

Surviving in these economically challenging times requires creative marketing and 

sales strategies.  Among the recommendations presented are increasing consumer 

education, store-level product placement assistance and participation at key trade 

expos. 

Exporters recommended improving producer business best practices, upgrading bean 

quality, lowering the cost of Ecuadorian bean premiums and investigating a type of 

triple certification (sustainable, organic and fair trade) process. 
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METHODOLOGY AND SCOPE 
 

Methodology 

The data used for this report comes from primary and secondary sources.  Primary 

sources were utilized for the supply chain analysis section and consisted of surveys 

developed by Rainforest Alliance and completed in August 2009.   

Secondary sources were used to research general chocolate market trends.  Data on 

the global chocolate market came from the U.S. National Confectioners Association 

and Candy Industry Magazine, a leading U.S. trade publication.  U.S. retail chocolate 

market data was drawn from the Department of Commerce, Vreeland & Associates 

and Packaged Facts.  U.S. retail channel-level sales data was provided by IRI, 

ACNielsen and SPINS, all of whom derive their data from store product purchase 

scans.  Rainforest Alliance certified cocoa data was provided by that organization.  

Organic chocolate data came from the Organic Trade Association, Vreeland & 

Associates and SPINS. Fair trade cocoa data was provided by TransFairUSA, the U.S. 

licensee of fair trade certification.  

Document Scope 

This report is divided into four sections. The first section is an analysis of the size of 

and general market trends in the chocolate industry.  Market segment breakouts are 

provided for the U.S. premium and ethically produced (Rainforest Alliance certified 

cocoa, organic and fair trade) chocolate.  The second section critiques the supply 

chain for Rainforest Alliance certified Ecuadoran cocoa and is based upon buyer 

surveys.  Section three provides a high-level strategic marketing plan (trade 

mechanisms) to boost the sale of certified Ecuadoran beans.  The final section lays out 

an intervention plan to strengthen the Ecuador cocoa supply chain.  
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RETAIL CHOCOLATE MARKET TRENDS 
 

Overall Chocolate Market 

The global market for chocolate hit $81.1 billion in 2007, the latest available 

information, according to the U.S. National Confectioners Association.  The market 

increased 9.5% over 2006.   Over the past five years, this industry has grown an 

average of 7.9% CAGR1.  These sales represent 7.1 million metric tons of chocolate, 

an increase of 3.1% over 2006.  In other words, the value of chocolate sales grew 

three times over the quantity sold.  This situation was caused by rising retail prices --- 

in response to higher commodity and transportation costs --- and to greater demand 

for higher priced premium chocolate.  [Table 1] 

Western Europe was the leading chocolate consuming region, accounting for 35% of 

global chocolate sales by weight.  The regions with the greatest consumption 

increases, however, were the developing markets of Latin America (10.8%), Asia 

Pacific (6.3%) and Eastern Europe (6.1%).  An expanding middle class is driving up 

chocolate consumption, especially in China, India and Eastern Europe. 

Table 1: Chocolate Sales by Weight by Region, 2003 - 2007 

(Thousands metric tons) 

Region  2003  2004  2005  2006  2007  % CHG 

Western Europe  2,330 2,375 2,433 2,467 2,498  1.23% 

North America  1,674 1,682 1,770 1,839 1,844  0.28% 

Eastern Europe  935 1,022 1,098 1,162 1,232  6.07% 

Asia Pacific  493 512 540 576 612  6.30% 

Latin America  367 426 446 486 538  10.80% 

Middle East/Africa  250 258 271 286 301  5.36% 

Australasia  105 109 112 115 117  1.39% 

World  6,154 6,384 6,670 6,931 7,142  3.06% 
 Source: National Confectioners Association, World Confectionery Report & Export Handbook 

The U.S. is the world’s largest retail market for chocolate, having about a 20% market 

share.  U.K. and Germany are the next two largest chocolate consuming countries.  

These three countries account for 40% of global chocolate sales.  U.S. retail chocolate 

                                             
1 CAGR = compound annual growth rate. 
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sales topped $16 billion in 2008, a 1.5% increase over the prior year, according to 

U.S. Department of Commerce and Vreeland & Associates.  Chocolate sales have 

steadily increased almost every year for the past seven years.  Much of these increases 

have been caused by widely circulated reports on the health benefits of chocolate.  

Additionally, manufacturers significantly raised wholesale prices in 2004, 2007 and 

2008, while some also shrank the size of their products but not their prices.  Sales by 

quantity, in contrast, declined for the third straight year to 3,439 million pounds.  

[Figure 1; Figure 2] 

Mars (US$16.0 billion) is by far the company with the greatest sales of confectionery 

products, in part because of its purchase of Wrigley two years ago.  It is followed by 

Nestle (US$10.4 billion), Cadbury (US$8.6 billion), Ferrero Group (US$7.6) and 

Kraft Foods (US$5.2 billion).  [Table 2] 

Table 2: Top Ten Global Confectionery Companies, 2009 

 (US$ millions) 

Rank  Company  Headquarters  Net Sales 

1  Mars, Inc  McClean, VA, U.S.A. $              16,000

2  Nestlé  Vevey, Switzerland  $              10,361 

3  Cadbury PLC  London, England  $                8,613 

4  Ferrero Group  Senningerberg, Luxembourg  $                7,644 

5  Kraft Foods Corp.  Northfield, IL, U.S.A. $                5,189

6  Hershey Foods  Hershey, PA, U.S.A.  $                5,154 

7  Lindt & Sprüngli  Kilchberg, Switzerland  $                2,507 

8  Meiji Seika Kaisha Ltd. Tokyo, Japan $                2,354

9  August Storck KG  Berlin, Germany  $                1,726 

10  Ülker Group  Istanbul, Turkey  $                1,700 
 

Source: Candy Industry Magazine, The Top 100 Global Confectionery Companies 
Note: The list consists of those confectioners who manufacture chocolate. 
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Figure 1: U.S. Retail Chocolate Sales, Value & Quantity, 2004 – 2008 

 (US$ millions & thousands MT) 

 
Note: Value and quantity are based upon total apparent consumption 
Sources: Dept of Commerce, Confectionery Report 2008, and Vreeland & Associates 

 
 

Figure 2: U.S. Retail Chocolate Sales Growth, 2004 - 2008 

 (Percent Change) 

 
Note: Value and quantity are based upon total apparent consumption 
Sources: Dept of Commerce, Confectionery Report 2008 and Vreeland & Associates 
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Chocolate sales in the U.S. are dominated by Hershey and Mars, with the two 

companies controlling two-thirds of total dollar sales. Hershey accounts for 43% of 

these sales or US$2 billion.  Mars follows with a 24.8% market share, or US$1.1 

billion.  Nestlé claims third place with 8.0% of sales or US$363.6 million.  Russell 

Stover at fourth follows closely behind with a 7.3% share of sales or US$331.3 

million and Lindt is fifth (3.4% or US$154.4 million).   Private-label marketers are 

sixth with a 1.5% market share.  [Table 3] 

 

Table 3: Top 15 U.S. Chocolate Marketers by Market Share, 2002 - 2006 

($ millions and percent) 

Rank Marketer 2002 2003 2004 2005 2006 CAGR 

1 Hershey $1,727.7 $1,786.4 $1,891.3 $1,944.9 $1,962.8 2.6% 

2 Mars 1,066.8 1,128.4 1,120.4 1,094.0 1,131.8 1.9% 

3 Nestle 342.7 358.2 372.4 368.7 363.6 1.2% 

4 Russell Stover 335.3 335.0 379.2 355.3 331.3 -0.2% 

5 Lindt & Sprungli 47.6 62.5 77.5 110.2 154.4 26.5% 

6 Total  Private Label  37.8 45.1 51.2 68.4 69.6 13.0% 

7 Ferrero 55.9 53.1 54.5 58.7 66.1 3.4% 

8 R.M. Palmer 72.5 68.9 67.1 61.3 59.7 -3.8% 

9 Tootsie Roll 41.9 41.7 42.8 48.7 53.9 5.2% 

10 Kraft Foods 30.4 35.8 30.8 28.3 27.6 -1.9% 

11 Brach's 30.6 28.5 24.6 26.1 25.4 -3.7% 

12 Elmer Candy 21.9 17.5 19.0 19.4 20.6 -1.2% 

13 Fannie May 17.7 19.4 19.3 16.8 18.8 1.2% 

14 Storck 27.2 20.2 19.0 17.2 18.3 -7.7% 

15 World's Finest 15.2 14.9 16.8 17.6 17.1 2.4% 

  Other 168.4 195.6 201.6 170.1 168.6 0.0% 

  Total $4,153.1 $4,340.5 $4,500.4 $4,493.5 $4,563.8   
 
Source:  IRI and Packaged Facts, U.S. Market for Chocolate 2007 
 

Over the past several years while the overall U.S. chocolate market saw relatively 

modest sales gains sales, certain market segments are thriving.  These segments 

include premium, organic, fair trade and most recently Rainforest Alliance certified 

chocolate.  Each segment is described in detail below. 

Premium Chocolate Segment 

Premium chocolate is defined by the industry as chocolate selling for over $8/pound2.  

In 2007, premium chocolate sales were $3.0 billion, having grown 17.3% since the 

                                             
2 See Packaged Facts, Premium Chocolate in the U.S., for definitions of premium chocolate 
segments. 
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prior year and a healthy 200% since 2003, according to Packaged Facts.   And over 

this five-year period, the premium chocolate share of the total chocolate market more 

than doubled from 7% to 18%.  Conventional chocolate sales, in contrast, grew only 

0.7% over the prior year and 4% since 2003.    

Demand for premium chocolate has been driven by growing consumer interest in 

indulgent self-reward/self-gifting and by the positive health news about dark 

chocolate.  In fact, sales growth of dark chocolate parallel that of premium chocolate.  

Over the same five year period, dark chocolate sales grew 49%.  Packaged Facts 

estimates that by 2012, premium chocolate sales should approach $5.1 billion and 

account for 25% market share, up from 18% in 2007.  [Table 4] 

Table 4: Premium, Conventional & Total Chocolate Retail Sales, 2003 - 2007 

($US billions and percent) 

Segment 2003 2004 2005 2006 2007 
% Premium 7.0% 10.0% 13.0% 16.0% 18.0%
Premium $1.0 $1.4 $1.9 $2.5 $3.0
Conventional $13.0 $12.6 $12.6 $13.3 $13.5

Total $13.9 $14.0 $14.8 $15.8 $16.5
Source: Packaged Facts, Premium Chocolate in the U.S. 

Interest in single origin bars surged as consumers became more sophisticated about 

cocoa providence and genetics.  With fine flavored origin bean supplies being limited, 

premiums soared.  Ecuadorean bean premiums, for example, rose from $50 FOB in 

early 2006 to spike at $1,450 by mid-2007.  Additional chocolate market segments, 

such as organic, fair trade and sustainable production, also rose in popularity.   

By early 2008, the onset of the Great Recession put the brakes on most consumer 

spending patterns.  Chocolate sales were affected to a lesser extent, leading Cadbury 

CEO Todd Spitzer to opine that the chocolate industry is “recession resilient, rather 

than recession proof.”  Consumers have reacted by trading down to more value-

oriented offerings, an “indulgence on a dime instead of on a dollar” buying strategy.  

Trading down has been a boon for mass market premium, the entry level for premium 

chocolate that ranges in price from $8.00 to $16.00/pound.  For example, Hershey 

attributed a significant boost in net sales in its fourth quarter 2008 earnings to success 

with its Bliss brand.  Mars M&Ms Premiums are also doing well.  
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The recession has triggered a shake-out among premium chocolate brands. Hershey 

pared down its premium chocolate portfolio by discontinuing the Joseph Schmidt and 

Starbucks Chocolate brands.  Mars closed six of its fourteen upscale Ethel’s 

Chocolate Lounges.  Product lines have been pruned, especially for single origin and 

higher cocoa content bars.  New chocolate product development dropped 55% in first 

quarter 2009, as compared the same quarter in 2008, according to Mintel.  In 

response, Ecuadoran bean premiums had dropped back to about $50 FOB by mid-

2008. 

Surviving in these economically challenging times requires creative marketing and 

sales strategies.  Some larger premium chocolate makers are boosting distribution.  

Chuao, Theo and Vosges, for example, can now be found in many supermarkets.  A 

second marketing strategy is offering value-priced alternative products.  Theo rolled 

out a “classic” line using more traditional flavors and competitively priced at $3.99 

per 3oz bar, as compared with $5.00 for a 3oz origin bar.  Godiva is heavily 

advertising baskets of chocolate that cost less than $25, as a type of “luxury in small 

doses” strategy. “People are budgeting and they want to budget chocolate,” says 

Godiva’s Director of Sales and Marketing Rick Keller. (Quoted in Businessweek, 

“Following the Luxury Chocolate Lover”, March 25, 2009).   

A third strategy is adding benefits to the product.  Making a premium chocolate bar 

with ethically or environmentally produced ingredients is a way to hang a halo on a 

product.  Despite economic circumstances, consumers remain very loyal to brands 

that both reflect their ethics and tastes.  The challenge is to get out the word that there 

are responsibly produced premium chocolate alternatives.  To do this requires 

advertising, the fourth strategy.   

Part of Hershey’s sales success this past quarter was to significantly boost its 

advertizing budget.  Lindt plans to do the same to build market share and recover 

from a disastrous 2008.  Makers of ethically and environmentally produced premium 

chocolate, for their part, need to flag their sourcing efforts, as consumers are growing 

more sensitive to producer conditions, recommends a survey of U.K. consumers by 

IGD published in August 25, 2009. (Source: www.foodnavigator-

U.S.a.com/content/view/ print257397)  
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Rainforest Alliance Certified Chocolate Segment 

Today, roughly 1.5 million acres of farmland in over 20 countries are Rainforest 

Alliance certified.  Since 2004, 8,228 cocoa farms on 94,763 hectares have achieved 

Rainforest Alliance certification.  Certified cocoa farms are located in seven 

countries: Cote d'Ivoire, Ecuador, Dominican Republic, Peru, Colombia, Brazil and 

Costa Rica.  The Rainforest Alliance's cocoa program experienced a 272% increase in 

the sales of certified cocoa last year, from an estimated $4.5 million in 2007 to $16.75 

million in 2008.  [Figure 3] 

Initial demand for Rainforest certified cocoa came from mainstream chocolate 

makers, whose recipes rely heavily on Ivorian beans. But in an effort to diversify its 

portfolio with fine flavor beans to appeal to the specialty market, Rainforest Alliance 

certified growers in Ecuador, Peru and the Dominican Republic.   

The Rainforest Alliance seal can be found on products sold in grocery stores, mass 

market retailers, cafés, restaurants and offices in more than 40 countries.  As of July 

2009, there were 335 licensees, an increase of over 100% from the prior year and over 

500% from two years ago.  In the UK, consumer awareness of the Rainforest Alliance 

trademark rose from 12% to 44% in the last 18 months, prompting recognition of 

ethical marks, IPSOS, in April, 2009.  Retail sales in 2008 of all Rainforest Alliance 

certified products exceeded US$12 billion. 
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Figure 3: Rainforest Alliance Certified Cocoa Sales, 2005 - 2012 

(Thousand metric tons) 

 

 

 

 

 

 

 

 

 

Source: Rainforest Alliance 

Note: 2009 – 2012 are estimated 

Rainforest Alliance’s major mainstream chocolate buyers include Japan’s largest 

chocolate manufacturer Lotte --- who manufactures two bars with South American 

beans --- and Kraft Food’s Cote d’Or brand, to be sold throughout Europe.  In April 

2009, Mars committed by 2010 to using certified beans for its U.K. chocolate bar 

Galaxy and by 2020 for all its brands.  This commitment will require an estimated 

100,000 MT of certified beans annually.   

Specialty chocolate licensees include Belcolade in Belgium and Felchlin in 

Switzerland, both of whom process and sell high quality chocolate for a variety of 

American and British consumer brands.  In the United States, Newman’s Own 

Organics markets 17 unique chocolate confections made with Latin American beans.  

Profiles of some of these major cocoa buyers are located in Appendix 7.1. 

Most of the current demand for Rainforest Alliance certified cocoa is driven primarily 

by brand manufacturers.  However, some traders and processors are betting that 

demand will increase, and they are placing orders to gain new business from their 

competitors.  This is what North America’s largest chocolate manufacturer, Blommer 
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Chocolate, committed to doing in 2009.  There are a number of other such initiatives 

in the works.   

The overall market for sustainably-produced “green” products seems to be defying the 

recession.  In a 2009 study sponsored by the Grocery Manufacturers Association, 54% 

of shoppers interviewed consider sustainability to be one of their decision making 

factors.  One in five shoppers surveyed considers sustainability to be a dominant or 

primary decision-making factor in many merchandise categories.  An additional one 

in three shoppers was influenced by sustainability as a consideration.  And 22% of the 

shoppers surveyed actually purchased a green product during their shopping trip.  

“Although a third of shoppers have cut down on the number of premium foods they 

buy, only one in ten has cut back on ethical produce,” says CEO Justin King of U.K. 

retailer Sainsbury. (Quoted in Financial Times, “Why Corporate Responsibility is a 

Survivor,” April 21, 2009) 

Despite the recession, businesses are continuing to fund their corporate responsibility 

initiatives because they have found compelling business reasons. For Mars and 

Blommer, it is to assure future supplies of cocoa beans.  For Wal-Mart and other 

merchandisers, it is savings on packaging, which reduce transportation costs and shelf 

space.  

Given these public commitments from Mars and Blommer and many other 

confidential commitments to source Rainforest Alliance certified cocoa, the 

certification program is now well-positioned in the mainstream market.  Certified 

cocoa supplies are projected to grow strongly in order to meet this demand.  

Accordingly, Rainforest Alliance anticipates that certified cocoa sales will increase 

more than 200% between 2008 and 2012.  
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Organic Chocolate Segment 

U.S. organic chocolate sales were $119 million in 2006, up from $23 million in 2002, 

according to Vreeland & Associates.  During this five year period, organic chocolate 

sales grew 40% CAGR, as compared with conventional chocolate sales, which grew 

at 3.0% CAGR.  Organic chocolate’s penetration of total chocolate sales increased 

from 0.2% to 0.8%.   [Table ; Figure 4] 

Table 5: U.S. Organic Chocolate Sales, Growth and Market Share, 2002 - 2006 

($ millions and percent) 

Statistic 2002 2003 2004 2005 2006 CAGR
Sales $22.7 $29.4 $47.0 $72.7 $119.9  
Growth 13.5% 29.5% 59.9% 54.7% 64.9% 39.5%
Organic % of Total 0.2% 0.2% 0.3% 0.5% 0.8%  

 
Source: Vreeland Associates, The Organic Confectionery Market Report 2007 

 

In 2007 the top ten organic chocolate brands in descending order were Green & 

Black’s, Dagoba, Newman’s Own Organics, Equal Exchange, Rapunzel, Terra 

Nostra, Endangered Species, Bija, Sunspire and Thompson Brands.  Green & Black’s 

held eight of the top ten selling products in this channel.   

The recession has affected organic product sales, as it has for other specialty markets.  

Forty-five percent of shoppers have adjusted their shopping patterns to seek more 

value-oriented selections, according to a survey conducted this June by the internet 

marketing company Mambo Sprouts.  Of these shoppers, 67% are being more 

selective in their choices, 65% are buying organic products on sale, 50% are using 

more coupons and 48% are purchasing more private label/store brands. “For branded 

organic products, the challenge is to regain market share through brand building 

initiatives, such as layered promotions, education regarding brand values and coupons 

so that they are well positioned post-recession,” advises Mambo Sprouts CEO 

Matthew Saline.  (Source: Mambo Sprouts PRNewswire, June 18, 2009) 
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Figure 4: U.S. Organic Chocolate Sales and Growth Rates, 2002 - 2006 

(US$ millions and percent) 

 
 

Source: Packaged Facts U.S. Market for Chocolate 2007 

The organic food market faces several challenges, according to Mintel 2009 Organic 

Food Report.  Foremost is increased competition from natural and local foods, 

especially in the categories in which the benefits of organic are either unclear or can 

be topped by price.  The buy local movement has convinced many consumers that 

given a choice, buying local is better than buying organic.  Additionally, the pool of 

potential sales outlets is shrinking.  The popularity of natural/health food stores, 

traditionally the leading outlet for organic products, is waning.  The growth of a few 

mega-chains over neighborhood supermarkets results in purchasing decisions being 

controlled by fewer product buyers.  

Fair Trade Chocolate Segment 

In 2005, the largest importer of fair trade certified cocoa was the U.K. with a 40% 

market share.  Globally, the demand for such cocoa is heavily concentrated.  Three 

countries --- U.K., Germany and France --- account for 66% of world demand. 
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Table 6: Global Fair Trade Cocoa Consumption, 2000 - 2005 

(Metric Tons) 

Country 2000 2001 2002 2003 2004 2005 
% 
Share 

United Kingdom 317.2 426.6 550.6 903.0 1,626.0 2,238.0 39.7%
Germany 321.1 394.2 339.4 343.0 603.0 746.0 13.2%
France 0.0 0.0 32.6 227.0 398.0 723.0 12.8%
Austria 38.2 43.7 76.7 94.0 186.0 336.0 6.0%
Italy 151.5 194.7 162.8 346.0 296.0 329.0 5.8%
Switzerland 180.9 213.2 253.8 275.0 331.0 322.0 5.7%
U.S.A. 0.0 0.0 2.1 92.2 249.0 251.0 4.5%
Canada 0.0 0.7 42.7 54.0 118.0 231.0 4.1%
Netherlands 92.5 102.7 105.9 147.0 177.0 176.0 3.1%
Belgium 0.0 0.0 2.9 61.0 120.0 147.0 2.6%
Denmark 15.7 21.3 13.0 13.0 12.0 38.0 0.7%
Luxembourg 17.0 19.9 17.1 21.0 29.0 34.0 0.6%
Sweden 15.6 30.8 49.7 52.0 34.0 29.0 0.5%
Finland 2.9 4.9 6.5 9.0 11.0 15.0 0.3%
Ireland   0.0 0.0 5.7 9.0 15.0 0.3%
Norway 0.0 0.0 0.4 0.5 2.0 4.0 0.1%
Japan 0.0 0.0 0.0 0.0 0.0 3.0 0.1%

Total 1,152.6 1,452.7 1,656.2 2,643.4 4,201.0 5,637.0 100.0%
% Change 25.0% 26.0% 14.0% 60.0% 59.0% 35.0%   

Source: FLO 

 

Fair trade certified cocoa imported into the U.S. hit 1,745 metric tons in 2008, a 97% 

gain over the prior year.  Most of this cocoa (90%) was also certified organic, an 

indication of the degree these two segments are interrelated.  Fair trade certified beans 

were sourced from 17 coops based in nine countries.  These growers received 

$261,752 in premiums from supplying such beans, according to TransFair U.S.A.  

[Figure 5] 

Fair trade products are widely distributed in the U.S., being sold in natural and 

conventional supermarkets, drug stores and mass markets.  Sales of fair trade 

chocolate, cocoa and hot chocolate through natural and conventional FDM channels 

reached $11 million in 2008, based upon SPINS data.  Growth for this segment can be 

attributed to more licenses issued, wider distribution of product into mainstream 

markets and more new product introductions.  In short, greater supply stokes more 

demand.  “Our research has shown that (logically) consumers – especially specialty 

shoppers – will buy fair trade certified products, including chocolate – when it’s 
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available. It’s the ‘build it and they will come’ phenomenon”, says Elizabeth Bertani, 

TransFair U.S.A’s Director of Marketing.   

Figure 5: Certified Fair Trade & Organic Bean Imports, 2003 - 2008 

 (Metric Tons) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

Source: TransFair U.S.A 

 

The top five marketers whose product lines include some fair trade products are 

Endangered Species, Green & Black’s, Chocolove, Lake Champlain, Dagoba, and 

Equal Exchange.  Divine Chocolate, a relatively new entrant into the U.S. market, 

estimates its 2009 sales will top $3 million.  In early 2009 Cadbury pledged to source 

all its iconic Dairy Milk chocolate bars and cocoa for the U.K. and Ireland markets 

with fair trade certified cocoa, a deal worth potentially $320 million. 



 

REPORT ON OVERSEAS MARKET OPPORTUNITIES FOR ECUADORIAN COCOA 
 

18 
 

 

 

ECUADOREAN COCOA SUPPLY CHAIN ANALYSIS 
 

Introduction 

Information for this chapter came from two exporter surveys, two U.S. chocolate 

maker surveys and from Rainforest Alliance’s five years of experience working with 

the Ecuadoran cocoa industry. 

Ecuadorean Cocoa Market Strengths 

A Major Supplier of Fine Flavor Cocoa 

The International Cocoa Organization classifies 75% of Ecuador’s total cocoa export 

as fine flavor cocoa.  Consequently, it has considerable potential to supply beans for 

the rapidly expanding specialty chocolate market.  Currently there are three premium 

Rainforest Alliance certified single-origin Ecuadorian chocolate bars available in the 

international market: Vintage Plantations, Kallari and Cacaoyere.  One other premium 

chocolate manufacturer has recently committed to launching a single-origin 

Ecuadorian bar. 

 
Ecuadorean beans are also blended with bulk beans to create chocolate for the 

mainstream market.  For example, Kraft’s Back to Nature brand Chocolate Chunk 

Cookies and Chocolate Delight Granola uses Ecuadorian beans in combination with 

cocoa from Côte d’Ivoire.  As mainstream companies like Kraft and Mars begin to 

adopt certification across their chocolate portfolios, the demand for Ecuadorian beans 

will continue to grow. 

 

Ecuadorian Suppliers Generally Have Good Reputation 

The U.S. chocolate maker Amano reported that its experience with its Ecuadorean 

cacao supplier has been very positive.  “The people we have been working with [are] 

very dedicated to providing exactly the beans we desire.”  
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Ecuadorean Cocoa Market Weaknesses 

Management and Commercial Skills Need Improvement 

Certification must be coupled with improving management and commercial skills at 

the producer level.  The ability to communicate effectively and efficiently with 

exporters, and to meet demand in a timely way and to supply to specifications are 

critical to developing the Ecuadorian market in a manner that benefits the farmers and 

their families. 

 

Bean Quality Needs Improving 

Along with upgrading best business practices, emphasis must be placed on product 

quality.  The GTZ/Kraft public-private partnership in Ecuador demonstrated that 

certification alone is not enough to guarantee sustained access to premium markets.  

The project brought producer groups into certification, but not all of them were able 

to meet Kraft’s quality criteria.  Consequently, they were not able to sell their certified 

product and this situation resulted in a bean shortage which reduced sales. 

 

A U.S. chocolate maker, Wisconsin-based Ambrosius Chocolatier, commented that 

“while certification is good to have, it is no guarantee of quality…. Fermentation 

practices need to be improved.”   Amano expressed the concern that its cacao 

purchases could be co-mingled with CCN-51 beans.  

  

Geographical Challenges 

The significant variations in the geography, climate and infrastructure of Ecuador’s 

cocoa growing regions must be taken into consideration.  The Amazonian region 

producers that are part of the ICAA project have found it difficult to enter the 

international markets because of higher crop losses to pests and diseases, higher 

transportation costs to the exporters based in Guayaquil, and demand for their cocoa 

from Colombia, which is a net importer. 

 

High Cost of Certified Cocoa 

For potential buyers, one survey respondent noted that “demand for certified 

Ecuadorean cocoa is limited … because there are cheaper certified substitutes.”  For 
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potential growers, “the price benefit of certification only works if demand outstrips 

supply.” 

 

Need for Triple Certified Cocoa 

Interest in certified cocoa is growing in all consumer markets, particularly by 

“progressive people who are conscience of all areas of responsible business conduct,” 

wrote another respondent.  Consequently, these customers require organic, fair trade 

and Rainforest Alliance certifications.  

 

Certification Must Provide Value to Producers and Consumers 
One chocolatier noted: 
 

Certifications are actually a detriment to the entire bean purchasing experience, 
because: 
 
(1) The farmers have to pay to become certified and have to pay to maintain their 
annual certification.   
 
(2) Certifications raise the cost of the beans, but not necessarily what the farmer 
ultimately gets paid. 
 
(3) Typically the quality of the certified beans is inferior to non-certified beans 
since the producers of good quality beans are typically already getting paid the 
maximum amount/premium and whether it is certified organic, fair trade, etc. 
won’t demand a higher premium that what is already getting paid. 
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STRATEGIC MARKETING PLAN 
 

Introduction 

Due to the very limited amount of time available to research and complete this report, 

only a high-level strategic marketing plan could be developed.  Some of these 

recommendations were collected from experiences with marketing other sustainably 

produced or green.  

Consumer Education 

Consumers do not always understand the social and environmental benefits of green 

products and are often confused by the messages in the media.  One-third of shoppers 

surveyed who would buy green products indicated that they are not yet inspired to 

look for them.  A large number of shoppers remain unsure of what is green, and some 

are still unsure of the whole green movement. 

 

Rainforest Alliance needs to develop more marketing mechanisms that explain to 

consumers the benefits of its certified products.  These materials could include:  

 

 Designing colorful educational point-of-purchase placards; 

 Establishing tasting booths at stores and events;  

 Arranging for producers to speak at events; and  

 Offering half hour presentations at venues with the highest customer 

demographic clusters, such as at coffee houses and colleges. 

 

In-store communication strongly influences green purchasing. Some shoppers remain 

unsure of product quality; they assume sustainable products do not taste good or 

perform poorly.  So communicating brand and product attributes via in-store signage 

and product packaging drives shoppers to purchase.  

 

In short, manufacturers and retailers need to provide more coordinated 

communication and education about sustainability.  They need to make the business 

case for buying green to the shopper. 
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Store-level Product Placement Assistance 

Green products are getting lost in the store. Although 63% of shoppers surveyed 

looked for green products, only 47% actually found them. Location is important. 

Participation at Key Trade Expos 

Having a booth at select trade expos helps build brand awareness.  Suggested trade 

expos appropriate for showcasing Ecuadorean chocolate products are: Natural Product 

Expos in Anaheim (March) and Boston (September); the New York Chocolate Show 

(November); and Fancy Food Show in New York (June).  

 

 

INTERVENTION PLAN 

Introduction 

In order to take advantage of the growing demand for ethically (or sustainably) 

produced chocolate, the Sustainable Forests and Coasts project should focus on 

addressing the Ecuadorian cocoa market weaknesses identified in the Ecuador cocoa 

supply chain that are within the scope of the project.  Strengthening the Ecuador 

cocoa supply chain will work toward meeting Project Intermediate Result 2, Improved 

Local Income and KRA 2.1 Markets linked with environmentally responsible 

producers. 

Improve bean quality 

To improve cocoa bean quality, focus should be placed on improving the cocoa 

processing process of the two principal cocoa associations in the Galera San Francisco 

watershed, FONMSOEAM and ECOCACAO.  Conservacion y Desarrollo has 

significant experience in this area and should tailor their capacity building efforts and 

technical assistance toward not only the implementation of agricultural best 

management practices, but also improving fermentation and drying processes, and 

ensuring that the national and CCN51 varieties of cocoa are not mixed. 
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Improve association management and commercial skills 

In order for the two project cocoa producer associations to establish and sustain 

fruitful relationships with intermediaries, they need to be able to effectively 

communicate and negotiate with and meet the demand specifications of business 

partners. Consequently, each association should gain a better understanding of how 

the market works in order to effectively determine prices, develop commercialization 

strategies, etc. One key product that each association should develop and implement is 

a marketing plan. To achieve this, the project should hire a business development 

specialist to develop and carry out a series of trainings and workshops for the two 

project associations.   

Develop promotional materials 

Another activity that will contribute to connecting the project associations to the 

growing demand for ethically produced cocoa is to develop promotional materials 

detailing the environmental and socio-economic characteristics of the cocoa.  This 

will allow the project associations to better tap into ethical markets by differentiating 

their product from their competitors and marketing it as being environmentally 

produced.  Once the materials are produced, the information related to the existing 

Rainforest Alliance certified producers among the two project associations should be 

shared with the Rainforest Alliance marketing team so that it can be used to 

investigate interest by international buyers.  The associations should do the same with 

other potential international buyers and intermediaries.   

 

Promote environmentally friendly certification 

Considering the growing demand of ethically produced chocolate, once the project 

has made progress toward strengthening the supply chain by implementing the 

activities above, opportunities for tapping into the ethically produced supply chain 

should arise.  It will be important to analyze which certification seals promote the 

sustainable use of natural resources, to ensure that project producers continue to have 

an incentive for implementing agriculture best management practices.  Once the 

external demand reaches the project producers, opportunities should be sought out 

that allow intermediaries or exporters to assist the project associations in subsidizing 

the cost of the chosen certification.  The management and commercial related 
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activities mentioned above will be helpful in assisting the two associations in their 

negotiations.  This will work toward addressing the identified Ecuador cocoa market 

weakness of the high cost of certification. 

 

APPENDICES 

International Buyer Profiles  

Blommer Chocolate 

Key contact: Kip Walk, Director, Cocoa Program 

 

Blommer is the largest cocoa grinder in North America and the fifth largest in the 

world, processing nearly half of all cocoa in North America, distributing ingredients 

to the confectionary, baking and dairy industries.  Blommer is the largest buyer of 

Ecuadorian cocoa in the world, and began purchasing Rainforest Alliance certified 

cocoa from Ecuador in 2008. It increased its purchases significantly in 2009 to meet 

client demand, and has taken a leadership position in North America with a 

commitment, all the way through to the family leadership, to the Rainforest Alliance 

Certified program.  Blommer's Rainforest Alliance Certified cocoa and ingredient 

chocolate products are now available in its premium organic line and standard product 

offers are anticipated in 2010. 

 

Mars, Incorporated 

Key contacts: Alastair Child, Global Programs Manager; Andy Harner, Commercial 

Director 

 

Mars is one of the leading chocolate product manufacturers in the world, with 4.9 

percent market share of a chocolate market worth an estimated $68.1 billion (2005) at 

retail prices.  Mars is scheduled to launch its popular Galaxy chocolate bar in the U.K. 

with the Rainforest Alliance Certified seal in early 2010.  More significantly, the 

company has committed to buying its entire cocoa supply certified as sustainably 

produced by 2020, aiming to support enough farms achieving certification so that 

100,000 tons of Rainforest Alliance Certified cocoa would be available each year by 

2020. Mars has identified Ecuador as an important origin for future supplies. 
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Kraft Foods 

Key contacts: Udo Kagerbauer, Director Cocoa - Global Commodities; Steve 

Yucknut, Global Director of CSR 

 

Kraft is the fourth largest chocolate manufacturer in the world with a market share of 

an estimated 4 percent.  Kraft was the first mainstream chocolate company to make a 

commitment to buying Rainforest Alliance Certified cocoa, beginning in 2005 and 

building supply with six groups through a PPP project with GTZ 2006-08. It provided 

a market for all the certified cocoa in 2006 but in 2007 demand slowed due to 

Rainforest Alliance making the rules on using its Certification Seal more rigorously. 

There is not an immediate perspective of more Ecuadorian buying until stocks have 

reduced but Kraft is overall committed to growth in Rainforest Alliance certified 

chocolate and this should ensure some ongoing demand.   

 

Armajaro 

Key contact: Nicko Debenham, Director of Cocoa and Cocoa Sustainability 

Armajaro is a cocoa trader, with a joint venture with Petra Foods to process cocoa and 

supply liquor, butter and powder to the manufacturers. It is our main commercial 

partner in cocoa in Côte d’Ivoire and has a high level commitment to Rainforest 

Alliance certification. It has begun working in Ecuador in 2009, moving its former 

Ghana manager there to start up operations.  Armajaro is working to create new 

supply for future expected growth from Mars, Kraft and other companies and has 

taken important initiatives in traceability. We expect it to be a partner in Ecuador 

going forward.  

 

Theo Chocolate 

Key contact: Joseph Whinney, President 

Seattle-based Theo Chocolate pioneered the supply of organic cocoa beans into the 

United States in 1994.  The company is the America’s only organic, fair trade, bean-

to-bar artisan chocolate company.  Among the four single origin bars the company 

currently sells is a blended bar using Ghana, Ecuadorean and Panamanian beans.  
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TCHO 

Key contact: John Kehoe 

A former machine-vision-system developer for NASA’s space shuttle program, 

Timothy Childs founded several Internet and computer graphics start-ups before 

launching Cabaret Chocolates—a pioneer of single-origin chocolate distribution in 

mass markets—in 2004. Two years later, he started TCHO to further his vision of 

how Americans should buy chocolate. The company recently opened a manufacturing 

facility near Fisherman’s Wharf in San Francisco, but Childs’ plans extend beyond 

that. One of his new innovations is TCHOSource, a fair-trade program that builds 

Flavor Labs where cacao-bean producers around the world can make their own 

chocolate. The company just released its first organic chocolate bar.   

 

Guittard 

Key contact: Gary Guittard, President 

Founded in the 1850's during the California Gold Rush, Guittard Chocolate Company 

is the only major American chocolate company that remains family-owned. The 

company sells origin chocolate from Ecuador, Colombia, Venezuela and Madagascar 

mainly to other producers.   

 

Amano 

Key contact: Art Pollard, Chocolatier & Owner 

Amano is a well-regarded bean-to-bar artisan chocolate maker.  Its chocolate is 

sourced from Venezuela, Madagascar and Indonesia.   

Current or Potential International Buyers  

 TCHO (John Kehoe) 
 Guittard (Gary Guittard)  
 Vintage Chocolate (Pierrick Chouard) 
 Green & Blacks (don't have name) 
 Pronatec (David Yersin, Switzerland)  
 Theo (Joe Whinney)  
 Valrhona (Carolina Gavet),  
 Cargill (John Urbanski),  
 Equal Exchange (Rodney North) 
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Current or Potential Intermediaries 

 Transmar 
 Cofina 
 Amajaro 
 Ecuatoriano de Chocolate 
 Casa Luker del Ecuador 
 SKS Organic Farm 
 El Salinerito 
 MCCH 
 EXIMORE 
 Inmobilaria Guangala 
 Tulicorp 
 Confiteca 

 


