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Chocolate confectionery dominates, but better growth elsewhere?
THE CHALLENGES FACING CHOCOLATE CONFECTIONERY
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Growth prospects and constraints
THE CHALLENGES FACING CHOCOLATE CONFECTIONERY
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Traditionally reliable markets faltering….
THE CHALLENGES FACING CHOCOLATE CONFECTIONERY
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Chocolate market in Middle East ripening?
THE CHALLENGES FACING CHOCOLATE CONFECTIONERY

UAE

Turkey

Saudi Arabia

http://www.euromonitor.com/


© Euromonitor International 9

Category characteristics…..
THE CHALLENGES FACING CHOCOLATE CONFECTIONERY
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Overcoming the lack of affordability challenge
THE CHALLENGES FACING CHOCOLATE CONFECTIONERY

Sugar confectionery vs. 
chocolate confectionery 

in China

Other categories 
continue to be mainstay 

of Chinese snacking

Until this is addressed, 
opportunity remains 

limited
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Cocoa price increases place pressure on unit prices
DIVERSIFYING TO ANSWER DEMAND
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Premium the name of the game in the West
DIVERSIFYING TO ANSWER DEMAND
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Premium private 

label products

Diverse 

flavours (eg. 

mint, chilli) 

Niche products 

(eg truffles) and 

manufacturers

Private Label stealing 
market share

Big companies to 
redevelop and/or 

acquire 

http://www.euromonitor.com/


© Euromonitor International 15

Mars: Extending the Snickers brand into the road less travelled
DIVERSIFYING TO ANSWER DEMAND

Conventional Snacks Snack Replacements

Rest of Packaged 

Food

Many chocolate confectionery brands have 

extended their brands into other snack 

categories such as snack bars and ice cream. 

Few, however, have ventured into dairy drinks 

or yoghurt. Snickers is perhaps the best case 

example in how far a brand can extend and 

has successfully leveraged it brand familiarity 

in snack replacement products.
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Sample strategies
A SUSTAINABLE FUTURE?

• Develop long-term outsourcing agreements and supply partnerships.
• Accelerate growth in Gourmet & Specialties Products business.

Expansion

• Continually improve current portfolio of products and recipes.
• Focus on health properties of the cocoa bean and develop products 

accordingly.
Innovation

• Improve operational efficiency, with a target of reducing 
manufacturing costs. Cost Leadership

• Increase focus on mid- and long-term sustainability of the cocoa 
supply chain, securing the volume and quality of cocoa for the 
company.

• Achieved through sustainability initiatives to improve farming 
practices, farmer education and farmer health.

Sustainable Cocoa
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The divergence of CSR and Packaging claims
A SUSTAINABLE FUTURE?
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What are consumers looking for?
A SUSTAINABLE FUTURE?
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The Future of Sustainability Claims?
A SUSTAINABLE FUTURE?

Consumers CSR
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What next for chocolate confectionery?
A SUSTAINABLE FUTURE?

Chocolate faces a tipping point

Greater competition from new snacks provides 
threat in the West

Chocolate will continue to have a limited audience in 
the Middle East and Asia

Sustainability strategy could be the difference between 
success and stagnation
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