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Sweetemng the
,...Chocola__te Pot -

CHOCOLATE PRODUCTS ARE
offering more ways than ever
to connect with a wealth of
on-trend consumer demands.
Taste is still tops, of course, but
chocolate makers are sweeten-
ing the pot by wooing shoppers
with sensory delights that

can also tout attributes like

fair trade, sustainable, clean
label, plant-based, less sugar,
healthy, premium, and more.

And chocolate consumers
around the world know what they
want: 83% agree that chocolate
needs to be “tasty and good for
me,” 67% say they want to know
more about where their chocolate
comes from and what is in it, and
75% are looking to try new and
exciting chocolate experiences,
according to a 2019 proprietary
study from Barry Callebaut.

“We see two big growth
drivers for chocolate confec-
tionery globally, which are
also accelerating in the United
States, ‘intense indulgence’
and ‘mindful indulgence,” says
Charlotte Green, manager,
market segment develop-
ment at Barry Callebaut.

Fortune Business Insights
reports that globally, the cocoa
and chocolate market should
jump from a projected $48.3
billion in 2022 to $67.9 billion
by 2029, a compound annual
growth rate (CAGR) of almost
5%. In the United States, “choc-
olate sales increased 9.4% in
the latest 52 weeks to reach
$17.2 billion, per IRI data,” says
Heidi Liu, product line man-
ager at Blommer Chocolate Co.

Plant-based is one of the hot-
test product development areas
for chocolate, and it’s expected
to become a $1.4 billion global
market by 2028, according to
Grand View Research. Product
availability for milk chocolate
alternatives is struggling to keep
up with demand, but major choc-
olate players are cooking up new
offerings. Mars has rolled out
its CO2COA “animal free dairy”
chocolate bar, Hershey is test-
ing oat milk bars in Classic Dark
and Extra Creamy Almond & Sea
Salt flavors, and Cargill Cocoa
& Chocolate unveiled its new
ExtraVeganZa vegan chocolate
ingredient in Europe in 2021.

32%

Percentage of U.S. consumers
who say vegan or plant-based
chocolate confectionery or
chocolate candy is something
they seek out to purchase

Source: Barry Callebaut proprietary study, 2022

www.iftorg | Food Technology 63



Chocolate
Typecasting

Consumers who prefer:

@ Milk chocolate

@ Dark chocolate
White chocolate

® No preference

Source: Cargill
Chocologic, 2021
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Chocolate Throughout History

1500s BCE:
The Olmec
Indians in
southern
Mexico are
thought to have
first domesti-
cated cocoa
beans from
cacao trees,
which had
been grow-
ing in the wild
for thousands
of years.

1200s: In
Mesoamerica,
the Maya
introduce
cacau—an
unsweetened
drink made
with ground

cocoa beans—

to the Aztecs
as the two
great civiliza-
tions begin
their trading
relationship.

1528: Explorer
Herndn Cortés
returns to
Spain from the
New World
and is thought
to have

given King
Charles
V cocoa

beans and
tools to make
chocolatl.
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1657: The
first chocolate
shop opens
in London,
England.
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Chocolate

drinks expand
around the

Percentage of U.S.
shoppers who

believe chocolate has
health benefits

Source: Cargill ChocoLogic, 2021

Rx Chocolate
Chocolate is a perfect fit for the
growing number of consumers crav-
ing healthy, functional sweet treats.
For example, results published ear-
lier this year from COSMOS, the first
large-scale trial to test cardiovascular
benefits of cocoa flavanols, suggest
that long-term use may help reduce
cardiovascular risk, including a 27%
reduction in cardiovascular death.
Nearly 70% of consumers already
believe chocolate has health benefits,
according to Cargill’'s 2021 Chocologic
research. “[Consumers] are also look-
ing for new, healthier versions of
chocolate, whether they be reduced
or no-sugar, plant-based, increased
cocoa percentage, or added protein,”
says Drew Brandell-Mayers, product
manager-chocolate at Puratos USA.
Ingredients that help reduce sugar
or allergens, such as allulose and oat
milk, are increasing among new choc-
olate confectioneries launched during

2020-2022, according to Mintel GNPD.

1828:
Dutchman C.J.
Van Houten
invents the

cocoa press
to make cocoa
powder.

1700s:

world.
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% Percentage of global consumets who. *

Caramel # want to know more aboutwhere theirs.,
Peanut butter ' chocolate'comes from and what isiin it
Sa Ity '.‘=. Source: Barry Callebaut proprietary study, 2019 y et
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Fru Ity Top Reasons for Eating Chocolate
Coffee/espresso Treat myself

SEEEE EEEEEE HEEEEE -

Satisfy a craving

To indulge
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Source: Barry Callebaut proprietary consumer survey, 2021

$46.6 billion

Global chocolate and cocoa
market size in 2021

Source: Cargill ChocolLogic, 2021

Source: Fortune Business Insights

1847: J.S. Fry & 1876: A Swiss 1937: The U.S. 1986: Valrhona 2017: Barry
Sons, a British chocolatier military com-  unveils the first Callebaut
chocolate maker, mixes dried . missions the single-origin debuts ruby
produces a milk powder  «. h.‘ ; development  chocolate bar, chocolate, a
concoction of with chocolate £ of D ration a 70% cacao pink confec-
cocoa butter, to makethe  1930: Nestlé chocolate product pro- tion made
cocoa powder, & . firstmilk creates the bars to boost duced with from the Ruby
and sugar that chocolate. first white troops’ energy only South cocoa bean.
becomes the chocolate. and morale. American
first mass- ‘ beans.

2019: WholeFruit
chocolate made

from 100% cacao

fruitis unveiled by
Barry Callebaut.

produced
chocolate bar.
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Chocolate Glossary

Bittersweet*—chocolate liquor (not
less than 35% by weight) and nutri-
tive carbohydrate sweetener(s)

Cacao/Cacao bean—raw, unprocessed seed
from which cocoa and chocolate are made

Cacao fruit—pod-shaped fruit that
produces approximately 35—50 seeds sur-
rounded by a sweet pulp; also Cocoa fruit

Cacao nib*—small piece of cured, cleaned,
dried, and cracked cacao beans with
the shell removed; also Cocoa nib

Cacao powder—bitter powder milled from
cacao beans processed at low temperatures

Cacao pulp—soft, sweet substance that
surrounds cacao beans in cacao fruit

Chocolate liquor*—solid or semiplas-
tic ingredient made by finely grinding
cacao nibs; also Unsweetened

Cocoa/Cocoa powder—highly con-
centrated, processed powder made
from paste of cocoa beans

Cocoa bean—dried, fully fermented seed
of Theobroma cacao; three main vari-
eties are Criollo, Forastero, Trinitario

Cocoa butter—pale-yellow fat
extracted from cocoa beans

Dark—chocolate liquor and nutri-
tive carbohydrate sweetener(s)

Dutch processed cocoa—cocoa solids
treated with an alkalizing agent to reduce
natural acidity, making the cocoa darker
and less bitter; also Alkalized cocoa

Milk chocolate*—chocolate liquor (not
less than 10% by weight), dairy ingredi-
ent(s), and nutritive carbohydrate(s)

Ruby chocolate—naturally pink-col-
ored chocolate with fruity taste
made from Ruby cocoa beans

Semisweet*—chocolate liquor (not
less than 35% by weight) and nutri-
tive carbohydrate sweetener(s)

Single-origin—made from cocoa
beans from a single source, such as
a plantation, country, or region

Sweet*—chocolate liquor (not
less than 15% by weight) and nutri-
tive carbohydrate sweetener(s)

White chocolate*—mixed and ground
cacao fat, dairy ingredient(s), and
nutritive carbohydrate sweeten-

er(s) free of coloring material

* Code of Federal Regulations Part 163 —
Cacao Products; last amended 9/15/2022

Percentage of U.S. consumers
who say they purchased chocolate

candy in the past three months

Source: Top Chocolate Trends 2022 North America, Barry Callebaut

Sweet Sustainability

More than 1in 2 U.S. consumers are willing to pay

a little more for chocolate with a “sustainable”

claim, according to Barry Callebaut data. Chocolate

companies continue to be in the forefront of environ-

mentally friendly innovation:

« Barry Callebaut’s WholeFruit Chocolate includes
both beans and pulp from the cacao fruit, using
parts of the fruit normally discarded as waste.

« U.S. startup California Cultured is developing
cocoa nibs cultured from cacao plant stem cells,
while Planet A Foods in Germany is fermenting and
roasting oats to produce new Nocoa, a cocoa-free
cocoa butter.

« Cargill has partnered with vertical farming pioneer
AeroFarms to research indoor growing technologies
that enable more climate-resilient cacao tree farming
practices.

Elizabeth Brewster is a freelance writer based in Evanston, Ill. (lib500@comcast.net).
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