
‹#›

C R A F T  C H O C O L A T E ,  S P E C I A L I T Y C O F F E E  A N D  
C H O C O L A T E  D J S

B E R L I N  A P R I L  2 0 1 8



‹#›‹#›

SPECIALITY COFFEE
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SIMILARITIES, DIFFERENCES AND OPPORTUNITIES … SPECIALITY 
COFFEE AND CRAFT CHOCOLATE

SOME SIMILARITIES

 Beans … fermentation, drying, roasting, 
harvests, micro-lots, etc.

 Direct trade, fair trade, environment, 
transparency, etc.

 Price premiums …
 … price erosion, commodification and Amazon 
 Need for advise and curation
 Importance of “immersive” experience (but 

relatively few chocolate makers can do this .. 
few cafes, etc.)

SOME DIFFERENCES

 Penetration (~1% versus 15%+?)
 Ingredient versus standalone product
 Planned purchase (and need) versus 

“unconscious”
 Out of home / in home (office) experience
 Barista/Roaster versus finished product
 Habits and upgrading
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UPGRADING VERSUS CREATING HABITS

With speciality coffee you upgrade your familiar 
“habit” (and need)
– Morning joe
– Visit to coffee store

Chocolate isn’t really a substitute for e.g., the 
sugar rush of mid-afternoon confectionery
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ECOMMERCE IS TRANSACTIONAL AND SEARCH DRIVEN
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AND INCREASINGLY A ONE HORSE RACE
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PRICE COMMODITISATION
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PRICE COMMODITISATION
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CURATED, BESPOKE PRODUCTS
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CHOCOLATE RETAIL
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WINE RETAILING

 42 seconds (super market)
 11 seconds (convenience store)
 Factors

– End cap offer
– What price
– What colour
– Have I heard of it?
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MUSIC, RADIO AND DJS
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CHOCOLATE PLAYLISTS – CREATED BY, AND SOLD BY, 
BARISTAS
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DECISION TREES AND SUPPORT
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SOME FINAL THOUGHTS

 Acquire the habit “out of house”

 Show the art and craft (barista …)

 Use the label to tell the story and show the difference

 Help the customer with advise and curation (chocolate DJs)

 Takeover an existing habit … hard to create new ones (but can be 

done … salted caramel)
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BACKUP SLIDES
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THE COFFEE SHOP EXPERIENCE
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SOME FINAL THOUGHTS
 Use the label to tell the story and show the difference

 Prices and margins (to grow)

 Think hard about the internet …. And for Amazon, think about curation, 

special skus and unique bundles

 Experiences 

– Try before you buy … tastes are acquired outside home first

– Show the art and craft the difference

 Help the customer with advise, curation and guidance (DJs)

 Takeover an existing habit … hard to create new ones (but can be done … 

salted caramel)
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COFFEE GRADING
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SOME COMPARISONS BETWEEN CRAFT COFFEE, BEER 
AND CHOCOLATE

 Price premium – pretty much the same
– Craft beer is (generally) 2-5x more than mass beer
– Speciality coffee is 3-10x more than instant coffee and 2-5x more than “mass 

beans”
– Craft chocolate is 3-7x more than supermarket bars (and can be less than 

“premium” mass bars)

 Occasion – very different?
– For craft beer and speciality coffee it’s the same “habit” that you upgrade

– Morning joe
– Visit to coffee store / Pub / Bar

– … craft chocolate isn’t really a substitute for the sugar rush of confectionery mid-
afternoon

 And it’s harder for consumers to identify craft chocolate



‹#›

MORE THAN SNACKING
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SOME SUGGESTIONS
 Labels

– Highlight craft’s uniqueness
– Learn from SCIA, Craft Beer

 Margins (to grow)

 Guidance (DJs)

 Think about the internet …. And for Amazon, think about curation, special skus and 
unique bundles

 Experiences 

– Try before you buy … and habits are acquired outside home first (coffee, wine, 
beer, tea, etc.)

– See the difference (hat tips to Zotter, Dandelion, PSC, etc.)

 Bean quality grading (makers and consumers deserve better..)

 Occasions  … where is our salted caramel moment?



‹#›‹#›

SOME SUGGESTIONS
SOME SIMILARITIES

 Beans … fermentation, drying 
and roasting

 Direct trade, fair trade, 
environment, etc.

 Price premiums …
 Price erosion, commodification 

and Amazon 
 Need for advise and curation
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