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Introduction

“The market’s reliance on global cocoa supplies
leaves it susceptible to price fluctuations and
inflation, but despite that, the market is forecast to
continue growing. Investment in distribution, supply
and innovation is geared to not only grow the
consumer base, but also increase frequency of use
amongst occasional users.”

- Jean Manuel Goncalves, Senior Food Analyst

- What the impact of the disruption to the global cocoa
supply was in 2011, and what it means for the market
in the years to come?

- How the Specialist retailers are expanding their
presence in the market, and where their best
opportunities lie?

- How distribution challenges are creating innovative
routes to market, and how that will affect consumer’s
relationship with chocolate?

- What impact Sustainability will have on the market,
and how manufacturers can exploit consumer interest
in more sustainable products?

 What impact are healthier products having on the
market, and will this change?
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The report is split into five sections and an Appendix. The
Appendix has the full market size, segmentation, share data,
all consumer data tables (including demographics), brand and
company product data, all global new product data used in the
report, macroeconomic and country data. The five sections
tackle the major issues that are challenging and impacting the
market, and assess how the market will evolve over the next
five years.
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This market includes tablets, boxed chocolate, individually wrapped chocolate, snacks,
candy bars, bagged selflines, small eggs and other formats of chocolates

It does not include seasonal chocolates.
Market size is based on retail sales only. Industrial use of chocolate is not included.

Included in the analysis is consumer research conducted by APPM over the telephone,
surveying a representative sample of 1,300 consumers from all regions, income groups
and ages. The five regions covered are detailed in the following map, and the definitions
of social groups A-E are based on an estimate of individuals’ and urban families’
purchase power and education levels.
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Innovation - there are a number of references to new product launches, and launch
activity in general. All data and all images of products come from Mintel’s Global New
Products Database (GNPD).
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THE ISSUES

Brazilian chocolate brands feel the pressure of cocoa price increases
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Chocolate brands innovate to avoid passing on price rises

Figure 12: Purchase of chocolate confectionery, by social class, August 2011
What it means

SPECIALIST RETAILERS EDGE INTO THE MASS MARKET

Specialist stores cast their net wider
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Figure 15: Consumers who buy chocolate confectionery at specialist shops, by economic class, August
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What it means?
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Consumer behavior is dictated by location and income

Figure 21: Purchasing locations for chocolate (%), by region, August 2011
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Figure 22: Economic class (%), by region, 2010
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Figure 24: Frequency of eating chocolate (%), by social class, August 2011
Manufacturer investment attracted by market opportunity

Nestlé invests in distribution capability

Innovation tackles major heat problem

What it means
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Consumers not concerned about health
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Figure 26: Consumer who buy dark chocolate, by age and economic class, August 2011
Dark chocolate provides palatable solution

Figure 27: Dark chocolate launches, 2008-10

Figure 28: Launches of dark chocolate, by chocolate, 2008-11

‘Low in’ products remain uninspiring
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Figure 29: Percentage of csd new product launches with reduced fat/sugar or gluten-free claims,
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Figure 30: Launches of chocolate confectionery with low/no/reduced sugar, by company, 2008-11
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Portion-controlled chocolate is a different concept in Brazil
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Company action growing but consumer expectations are high
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Organic and fair trade products are limited despite consumer appeal
Fair trade yet to make impact in chocolate market

Figure 33: Consumers who are interested in natural, organic or fair trade chocolate confectionery, by
age, August 2011
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