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The potential of emerging markets
Consumers in emerging markets have discovered a taste 
for chocolate – and they’re not giving it up anytime soon. 
Chocolate consumption in emerging markets is growing at 
more than three times the rate of that in Europei with the 
chocolate markets of Asia-Pacific, Latin America, the Middle 
East and Africa predicted to grow more than 50% to $US48 
billion by 2019. By contrast, the forecast for Western Europe 
and North America is for growth of around 15%.i

The flourishing middle classes in China and India have driven 
significant growth in chocolate in both countries. China 
achieved 16% growth in its chocolate market between 2013 
and 2014, and India grew 18% over the same period. ii 

Chocolate sales in China have doubled in the past decade, yet 
despite this, per capita consumption is only around 1.2kg - 
vastly lower than the world’s leading chocolate-eating nation 
of Switzerland, where the average person will consume 12kg of 
chocolate each year.iii  It’s estimated that China’s middle class 
will reach 340 million by 2016, and given that this is larger than 
the population of Western Europe, it’s not hard to see that the 
purchasing power of this market is set to be enormous.iii 

With 30% of the population living on less than US$1 per day, 
India is more price-sensitive than China, and its per capita 
consumption is lower, at 0.7kg. However sales are skyrocketing, 
with expectations they will reach US$2.3 billion by 2017.iii 

An important part of this growth has been the increasing 
demand for high-end chocolates in these emerging markets. 
As the middle classes in China and India continue to flourish, 
so too will their appetite for premium offerings.

Zurich-based chocolate manufacturer Barry Callebaut moved 
closer to the action earlier this year, with the opening of its 
first Cocoa Application Centre in Asia Pacific.iv  Designed to 
drive future growth for its industrial customers, the state-
of-the-art facility in Malaysia is dedicated to innovation in 
response to changing consumer tastes. Peter Boone, Chief 
Innovation & Quality Officer of the Barry Callebaut Group, 
said, “With rising incomes in Asia Pacific, consumer taste is 
evolving; they are asking for more sophisticated flavours and 
colours. Cocoa, like no other ingredient, can give them this.”

Europe: the chocolate innovation hub
European consumers clearly embrace innovation, with Europe 
accounting for 45% of new chocolate product launches 
between 2008 and 2013iii and 51% between 2013 and 
2014.v  Innovation in this market is often very sophisticated, 
encompassing more than just new flavours. In a move 
designed to cost-effectively grow brand equity, in 2013 
Mondelez executed an innovative promotional campaign by 
cutting a single square out of 13 million of its Milka chocolate 
tablets and inviting consumers to have the “missing square” 
from their pack sent to a friend.iv  Meanwhile Barry Callebaut 
has collaborated with a wine-tasting expert to create chocolate 
origin tasting boxes, in the belief that chocolate can be 
marketed and experienced like wine. They may well be onto 
something, with chocolate tasting parties reportedly gaining 
popularity among Belgian consumers.iii

German manufacturer, Seidl Confiserie, has been innovating 
with chocolate for 25 years. The company boasts an impressive 
range of chocolate delicacies including pralines, truffles, 
chocolate-coated nuts, fruits and snacks as well as seasonal 
novelty chocolate for occasions such as Halloween. 

It seems Seidl Confiserie takes a holistic approach to 
innovation, with the product being just one component in 
the overall customer shopping experience. The company 
operates a café in Laaber, where customers can peruse the 
myriad chocolate temptations on offer, while enjoying great 
coffee and a unique interactive jungle experience, complete 
with life-size and life-like jungle animals, a “bear cave” and the 
“chocolate savannah”. Described as a “shopping experience 
for young and old”, the café brings the brand to life in a 
memorable and engaging way. 

A consistent tenet of Seidl Confiserie’s product development 
strategy for many years has been the use of macadamias. As 
Account Manager Thomas Müller explains, “We have around 
30 premium quality products that contain macadamias. We 
love using them because of their superior taste – the flavour 
is finer than that of other nuts and that’s why we use them.” 
According to Müller, the business often draws inspiration from 
pastry trends, and further innovation with macadamias is a 
possibility down the track.

In PART 1 of this series, we examined the trends and innovation platforms driving growth of the 
global chocolate category and spent time with a number of Australian chocolate manufacturers. 
In this second and final part, we round out the analysis with a look at emerging markets, share 
insights from Japanese and European manufacturers and gaze deep into the crystal ball to see 
what lies ahead for this dynamic category.

http://www.australian-macadamias.org/trade/en/news/item/137-how-sweet-it-is-the-wonderful-world-of-chocolate-innovation-part-1


PAGE 2

How sweet it is: the wonderful world of chocolate innovation - PART 2

So prolific is the macadamia range that the Seidl Confiserie 
Café has an entire wall dedicated to them. Products include 
an array of white, milk and dark chocolate macadamias, 
macadamia cinnamon gianduja, macadamia crunch clusters, 
macadamia cream cocoa, macadamia truffles and pralines and 
macadamia stevia chocolate. They also feature in their popular 
telegram chocolates – boxed chocolates with individual 
alphabet letters printed on them that consumers use to create 
a personalised message. 

The wall of macadamia products at the Seidl Confiserie Café  

Image: seidl-confiserie.de

Seidl Confiserie Telegram Chocolates  
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Milk chocolate macadamia truffles 

Image: seidl-confiserie.de

Numerous other European chocolate manufacturers have also 
experienced success by innovating with macadamias, including 
Spanish brands Blanxart and Pablo Garrigos, German brand 
Confiserie Coppeneur and in Holland, Choco Support. 

World-famous European chocolate brand Godiva also uses  
macadamias in several of its popular products.  

Its range includes macadamia  
mosaic chocolates, milk chocolate  
macadamia bars and in a more 
unique flavour pairing, the white 
chocolate pineapple macadamia, 
described in the company’s online 
boutique as “nutty macadamia 
cream and tangy pineapple blended  
with white chocolate ganache”.

It remains to be seen whether Europe will continue to 
dominate as the hotbed of chocolate innovation or whether 
the rapidly evolving tastes of consumers in emerging markets 
will herald a shift. Either way, it’s sure to be a fascinating race 
as manufacturers continue to push the boundaries in a bid for 
market share.

Meiji: 40 years of macadamia chocolate
Survival in the cut-throat world of Japanese chocolate 
confectionery is highly dependent on rapid and continual 
innovation. The pace is frenetic and consumers are fickle, 
meaning some products barely survive the month of their 
launch. It’s a market characterised by the wildest of flavour 
combinations, as manufacturers strive to stand out from the 
throng of competitive offerings. More recently, chocolate 
manufacturers have turned to ingredients with health 
benefits, such as premium nuts, granola, dried fruits and 
vitamins. These products are catering to the rising demand for 
functional chocolate, fuelled by increasingly health-conscious 
Japanese consumers.

By anyone’s standards, creating a product that remains 
popular for 40 years is no small achievement. However 
when set against this dynamic backdrop, the story of Meiji 
macadamia chocolate is even more impressive.

Meiji launched its first chocolate 
macadamia product in 1976, and 

macadamias have been part of 
the brand’s core and seasonal 
ranges ever since. Currently, 

there are four macadamia 
products in Meiji’s core range (Macadamia Chocolate, 

Macadamia Chocolate Black, Macadamia Chocolate Big Box 
and Macadamia Block Style), with a further two limited 
edition SKUs – Winter and White.

Meiji estimates that it currently holds a 10-15% share of the 
overall nut chocolate segment, however the brand dominates 
the macadamia chocolate segment, with market share of  
60-70%.

According to a Meiji spokesperson, the long-term success of 
the brand’s macadamia range lies in the superior combination 
that is macadamias and chocolate.  “Macadamias have that 
soft yet crunchy texture. They’re full of good fats and have a 
rich flavour. It’s this texture and flavour that matches so well 
with chocolate,” they said.

Godiva’s White Chocolate 
Pineapple Macadamia  
Image: Godiva.com
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It’s a flavour combination that seems to appeal to just about 
everyone, with Japanese consumers from their 20s through 
to senior citizens embracing Meiji’s macadamia products. 
Since 2013, Meiji has noted increased popularity among older 
consumers, due to an increasing interest in health. “Demand 
for simple, roasted nuts has increased and we have noticed 
this particularly among senior generations. Domestically, 
the proportion of older consumers is going to grow moving 
forward, so strengthening our offering for this market segment 
is something we’re keen to do,” says the representative.

When the subject of innovation is raised with Meiji, the 
conversation immediately moves beyond flavour. While flavour 
is important, the company says that an innovative mindset is 
needed across every function of the business. “Good taste, 
quality and a reliable product are at the core of the chocolate 
category’s expansion. But new ideas and technologies are 
needed at every point of the product development process 
including materials, ingredients, texture, form, price and 
packaging. Beyond product development, innovation is 
critical to logistics and sales, and it is our main mission as 

a manufacturer. There are many similar products in the 
confectionery category and the life cycle of each product 
is pretty short. So it’s essential that we pursue new ideas 
constantly, and remain open to new points of view in order to 
keep ahead of our competition.”

Meiji sees nuts continuing to play a role in the growth of its 
brand. Its spokesperson explains, “Over the past 10 years, the 
chocolate market has grown by up to 115%, and more growth 
is yet to come. Nuts taste delicious, especially with chocolate, 
and they also have good functional benefits, so we expect that 
the nut chocolate segment will grow and we plan to expand 
our use of nuts as an ingredient.”   

Right now though, Meiji is gearing up for the 40th anniversary 
of its macadamia chocolate in 2016, with a new sales  
and marketing campaign, and possibly a new product, in  
the pipeline.

WHAT: Heidi  
SummerVenture  
‘India’ Chocolate

WHERE: Romania

WHY: Heidi’s Summer-
Venture range offers 
chocolates inspired by 
flavours from different 
regions. Its ‘India’  
variant is a milk  
chocolate with  
‘authentic’ Indian 
ingredients like  
mango, cashew and 
cardamom.

WHAT: Green & Black’s 
Organic spiced chilli 
dark chocolate

WHERE: UK

WHY: The product 
claims to be made with 
seven spices including 
chili, ginger, cassia, 
star anise, cloves, pink 
pepper, and juniper 
berries, to “lead up to 
a lively burst of heat.”

WHAT: Hammond’s  
Pigs n’ Taters

WHERE: USA

WHY: Capitalising  
on the increasing  
popularity of meat 
flavours in snacks,  
Hammond’s Pigs n’ 
Taters contains “crispy 
bacon bits” and potato 
chips.

WHAT: Guinness 
Luxury Milk Chocolate 
Caramel Bar

WHERE: Ireland

WHY: The chocolate 
bar claims to have a 
“delicious caramel and 
Guinness flavoured 
centre”

WHAT: Brix Chocolate 
For Wine

WHERE: USA

WHY: Developed by  
Dr Nick Proia, a US-
based pulmonologist, 
Brix chocolate claims  
to be the first  
chocolate designed  
to complement wine.  
The range includes 
four products and 
claim to be specially 
blended to “enhance 
those nuances found in  
great wines, without 
confusing the palate.”

Source: Datamonitor Consumer, 2014

Five of the best chocolate innovations
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Looking ahead
So what does the future hold for the global chocolate 
industry? 

Hot-weather chocolate
Many of the big players are investing in the development 
of heat-resistant chocolate in a bid to grow their share of 
chocolate sales in warmer climates, particularly emerging 
markets where the infrastructure to keep chocolate cool is 
often lacking. Manufacturer Barry Callebaut has developed 
a way to make chocolate that remains solid at up to 38 
degrees Celsius (100.4 degrees Fahrenheit). Most ‘traditional’ 
chocolate would typically melt at about 4 degrees below this 
point.i Nestlé, Hershey, Mars and Mondelez are all believed 
to have similar projects in the pipeline, with melting points 
ranging from 38 to 50 degrees Celsius. While the biggest 
challenge in developing these products has been achieving 
a good taste profile, it appears it’s a hurdle that has been 
overcome, with Barry Callebaut claiming it’s ready to start 
selling its heat-resistant product and Nestlé predicting its 
offering will be market-ready within three years.i

New applications and customisation
Datamonitor believes continued growth lies in redefining 
occasions and customisation. By finding new applications for 
chocolate, it may be able to stretch beyond the sweet treat 
territory, into indulgent main meals (think chocolate noodles 
or pasta) and even beauty products and experiences.vii  

With food customisation growing in popularity, Datamonitor is 
predicting we will see vending machines that allow consumers 
to select their own toppings and flavour combinations for their 
chocolate and perhaps FMCG offerings akin to Soda Stream 
that enable in-home customisation.vii

3D chocolate printing
3D printing is being called a ‘third industrial revolution’ by 
Economist magazine and customisation could well be taken to 
a whole new level with the advent of 3D chocolate printers. 
Hershey has already dipped its toe in the chocolate ink, 
after unveiling its ‘Chocojet’ in late 2014, saying it will give 
consumers “nearly endless possibilities for personalising  
their chocolate”.viii  

Regardless of which trends rise to the top and dominate the 
chocolate landscape, the coming years for this category are 
set to be incredibly dynamic and fast-paced. Chocolate has 
stood the test of time yet it is well primed to cater to the 
growing and evolving demands of the modern consumer. Yes, 
it’s comfort food. However it has also become gift, luxury and 
excitement food and is fast becoming experience food and 
even health food. For manufacturers and consumers alike, it’s 
a category set for a rich, sweet future that will be followed 
with great interest.

For more information contact: Lynne Ziehlke, Australian Macadamia Society  

T +61 2 6622 4933  E lynne.ziehlke@macadamias.org
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