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ABSTRACT 

The qualitative approach in trend analysis of chocolate confectionery emphasises comparative 

advantages of consumption in European countries relative to the global market.  Trend analysis 

in consumer behaviour toward less sugar confectionery extracts strengths, weakness, 

opportunities and threats relevant for the implementation of the RCA indicator for the 

consolidated period of six consecutive years, till 2017. From the United Nation Conference 

Trade and Development (UNCTAD) statistics, authors extract and interpret significant factors 

relevant for consumer demand in Western Europe. The trend analysis helps them to detect 

potential beneficiary outcomes as synergy toward product and price optimisation while 

entering eminent European markets. The factors such as quality of ingredients and product 

information relative to the geographical location are described without going into the details. 

The expanding of the RCA factor for Croatian chocolate confectionery as a link toward Western 

European countries accounts as a marker to the economic growth and development. Growth 

issues in the chocolate confectionery define conceptual strategies of individual preferences 

explained by historical data. They are important for determining variables such as uptrend, 

downtrend and sideways. In the final part, the authors are going summarise all useful findings 

related to the area of interest in studies and business. 

Keywords: Chocolate confectionery, UNCTAD, RCA, consumer demand, Western Europe 

 

1. TRENDLINE IN CHOCOLATE CONFECTIONERY INDUSTRY  

The authors' analysis shows increasing demand for cocoa products as the rise of sales and prices 

are following the trend in sugar reduction and reformulation of product content on a global 

level. The opinion and studies shown by policymakers in the World Health Organisation 

(WHO) support thesis that dark chocolate offers many benefits such as a beneficiary effect on 

cardiovascular health, cognitive abilities and blood flow. Moreover, it shows an opportunity to 

create an additional market niche for sugar-free or less-sugar products. This fact is helping 

producers and exporters to switch purchasing strategy toward the product with higher added 

value on the market (Pfoertsch & Chen, 2011) as the growth in the consumption of premium 

segment (as of dark chocolate) has a manifold effect on health benefits. On this basis, the nine 

European Union Countries implemented "sugar-tax" with the role of being a controlling 

mechanism for revenue gathering from "soda taxes". More important than ever, it is crucial to 

understand that boosting activities in product categories will help the industry to create a new 

marketplace for the consumers. The authors’ conclusion follows the argument and expectations 

in raising the market size and standards in policies in the chocolate confectionery market for 

4.3% via a compound annual growth rate (Fountain & Hütz-Adams, 2015). 
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Figure 1: Size of the chocolate confectionery market worldwide from 2017 to 2026 (in billion 

EUR) , Statista; Stratistics MRC; Research and Markets; 1 EUR= 1.10575 USD; 1 USD = 

0.904360 

 

Figure 1 follows the fact that healthier confectionery or sugar-free products will stimulate the 

pipeline for new segment or niches on the market. The spillover effect on premium products 

must outreach barriers regarding preferences, age gap and personal consumption. Regardless 

of a festive season, the demand should be determined by expected chocolate sale, cost of 

packaging and transportation cost. The Asia Pacific region (China and India) is an excellent 

example of the case. As the region, they have tremendous growth in confectionery while 

stimulating and encouraging the consumption of domestic indulgence products and narrowing 

per capita consumption of chocolate. The reference has a standpoint in Figure 2. 

 

Figure 2: Global chocolate confectionery market growth rate by region from 2013 to 2018 

Source: Barry Callebaut; Nielsen 
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Nowadays, the market size is not only attributable to the leading players in the industry (Jambor, 

Toth, & Koroshegyi, 2018). The increasing demand and growing popularity of dark and organic 

chocolates stimulate market growth. This conclusion follows from the fact that the average per 

capita consumption stood at 4kg per year while generating positive effect in personalising or 

discovering new ingredients which are known as "sensory engagement". (Technavio, 2019). 

These findings favourite sustainable farming practices with good water management.  

 

Figure 3: Market share of chocolate confectionery worldwide by region in 2019, Barry 

Callebaut; Euromonitor 

 

Moreover, the data from Figure 3 follows the fact that the overall European Chocolate market 

could grow up to USD 57 billion by 2024 (Mordorintelligence, 2019). The broad implication 

of the high volume of output presents the great concern around climate change and 

unsustainable farming practices which deliver alternatives accepted by the most eminent 

players in the industry, known as a bean-to-bar concept. The bean-to-bar concept of production, 

packaging, direct shipping and selling gives the best European producers the ability to control 

cost relative to the small number of producers via a superior offer of cocoa quality branding 

(Fountain & Hütz-Adams, 2015). Looking forward, German producers are flagship producers 

(1.3 mn tonnes per year), along with the Italian (0.7 mn tonnes), French (0.4 mn tonnes) and 

Dutch (0.4 mn tonnes). The conclusion from that follows the argument that European producers 

can control cost relative to the small number of producers via a superior offer of cocoa quality 

on the commodity markets. It is significant for achieving optimal results in the process of 

production, packaging, direct shipping and selling. The next chapters are following the relevant 

framework and literature in the field of global exports of chocolate confectionery. The purpose 

of the paper is to identify revealed comparative advantage of 15 countries relative to the 

industry trends and business agenda. The most important findings in the sphere of market 

consolidation via segmentation are analyzed in the discussion part. Final remarks are referring 

to opportunities, proposal and recommendations in the conclusion part. 

 

2. RCA FACTOR IN CHOCOLATE CONFECTIONERY INDUSTRY  

The chocolate confectionery industry is one of the most broadly accepted industries with the 

presence of numerous core players accounting for most of the market share. Key strategies 

adopted by chocolate producers in Europe supersedes all major external issues – growth rate, 

flexible labour legislative to restructure debt and relaxation in currency controls.  
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The market detects the new direction of the eminent players, which goes in favour of production 

and exports of dark chocolate confectionery. The exports competitiveness as a primary 

prerequisite for economics stability has a stronghold position via stable and predictable 

economics factors such as economic stability, trade agreements, industrial policy and 

production factors (Bezić, Cerović, & Galović, 2011). Therefore, the exporters have mission 

and strategy to stabilise and secure the economy from a drop in demand and the harmful effects 

of the global financial crisis (Bezić et al., 2011) This follows the conclusion that the distribution 

of the cocoa supply chain can be the relative infant compared to other food products. The 

diversification in transportation puts Western European economies at pole position while 

developing comparative advantage on the scale of the consumption via GDP capital growth in 

the sphere of market liberalisation, technology innovation, product imitation and financial 

optimisation (Asker, Farre-Mensa, & Ljungqvist, 2012). The industry values different 

indicators with the aim is to find profitable products that meet the requirements of a free market 

in terms of quality and price (Jambor et al., 2018). The visibly smaller share in total chocolate 

exports by EU member states like Belgium, Italy, Netherlands and Poland specialises its 

production and preferences for dark chocolate. When authors look forward, the cocoa supply 

chain creates the fastest-growing strategy for the most eminent producers in the EU food 

industry. The comprehensible expectation of international trade is an analytical approach based 

on the revealed comparative advantages factor (RCA) are defined and calculated according to 

Balassa (1964). From the standpoint of trade economics indices of the RCA can be used as a 

formal method of measuring the sector identity and intensity of a country’s comparative 

advantage and disadvantage in exports and international trade. The decomposition of the RCA 

states: 

 

 

• P is the set of full products (with i∈P) 

• 𝑋𝐴𝑖 is the country A’s exports of product i 

• 𝑋𝑊𝑖 is the worlds' exports of product i 

• 𝛴𝑗∈p 𝑋𝐴𝑗 is the country A’s total exports (of all products j in P)  

• 𝛴𝑗∈p 𝑋𝑤𝑗 are the worlds' total exports (of all products j in P)  

 

Despite the limitations with most familiar traditional theories of trade patterns in recent years 

(Richardson and Zhang, 2001), the significance of the revealed comparative advantages factor 

(RCA), uses clustering as a method for sector identity and intensity of a country’s comparative 

advantage and disadvantage. (Balassa, 1964; UNCTAD, 2019). From the historical standpoint, 

revealed comparative advantages factor index (RCA) measures bilateral trade, although 

sometimes is used as insight for the expansion of certain product that indicates market potential 

(UNCTAD, 2019). Considering a result greater than one, it indicates an advantage in exports 

while on the contrary, it presents a lack of exports of the specific goods. For this paper analysis 

authors’analyses branch of “Chocolate and other food preparations containing cocoa” from 

“Food and live animals” section Standard International Trade Classification (SITC Rev. 4). The 

value for discovering comparative advantages of a certain economy except for factors of 

manufacturing costs are covering the analysis in the results and discussion. 
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3. RESULTS  

The results showed by the authors’ represents the RCA index for six consecutive periods for 

the group of 15 countries: Belgium, Canada, Croatia, France, Germany, Italy, Mexico, 

Netherlands, Poland, Russian Federation, Spain, Turkey, United Arab Emirates, United 

Kingdom and United States of America.  

 

Table 1: The Biggest Chocolate Exporters by Country in 2017, retrieved from P.Mišević/ 

Trade Perspectives 2019, Business Model Innovations in domestic and international trade / 

Revealed comparative advantages of global chocolate industry, 295-296 page 

Country Exports in USD Share in total chocolate exports (%) 

Germany 5 billion 17 

Belgium 3.1 billion 10.5 

Italy 2.1 billion 7.10 

Netherlands 2 billion 6.90 

Poland 1.7 billion 6.00 

The United States of America 1.7 billion 5.70 

Canada 1.4 billion 4.90 

France 1.4 billion 4.90 

United Kingdom 964 million 3.30 

Switzerland 864 million 3.00 

Russia  632 million 2.20 

Mexico 612 million 2.10 

Spain 510 million 1.70 

Turkey 504 million 1.70 

United Arab Emirates 433 million 1.50 

 

By the result can be concluded that the above-listed the biggest chocolate exporters cover 

almost 79% of the overall chocolate exports. EU Member states like Belgium, Italy, 

Netherlands, Poland are following with visibly smaller share in total chocolate exports while 

specialising in the production toward high demand for bean-to-bar chocolate known as a bean-

to-bar concept. Others adapt to the chocolate eaters like millenials, by adding grains and cereals. 

For example, Germany, which represents 17% of the share, is more than ever connected to 

consumers habits like impulse buying and online orders. Taking mentioned into consideration, 

for the last six years, the top three fastest-growing chocolate producers like Poland, Italy and 

Canada, on average grow by 21.5%. Conversely, countries like Turkey, France and Russia 

Federation, on average, declined by 9.2%. The ongoing process of vertical integration of the 

cocoa supply chain challenges smaller companies to specializes in the production process of 

fewer segments to be easily absorbed by large operating companies in producing countries. 

Many multinational companies developed an expanding strategy for its cocoa supply chain and 

implemented the bean-to-bar concept of production for bulk markets. For instance, some 

producers develop private initiatives through investments in local infrastructure to attach 100% 

of its cocoa in confectionery traceable by 2025 (Laven, Pelders, & Koninklijk Instituut vor de 

Tropen., 2011). The author’s can explains booth (growth and decline in exports) by the trend 

analysis in the industry. Following Table 2 indicate revealed comparative advantages (RCA 

index) of 15 significant chocolate exporters (includes Croatia, without Switzerland). Six 

observed periods are from 2012 until 2017. 

 

 

 

Table following on the next page 
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Table 2: UNCTAD stat; Retrieved from P.Mišević/ Trade Perspectives 2019, Business Model 

Innovations in domestic and international trade / Revealed comparative advantages of global 

chocolate industry, 295-296 page 

Year 2012 2013 2014 2015 2016 2017 

Belgium 4,18 4,03 4,17 4,25 4,30 4,42 

Canada 1,69 1,66 1,68 2,08 2,22 2,20 

Croatia 2,93 3,22 4,09 4,89 4,76 5,15 

France 2,05 1,93 1,90 1,75 1,72 1,72 

Germany 2,14 2,17 2,21 2,07 1,97 2,08 

Italy 2,41 2,20 2,16 2,18 2,10 2,46 

Mexico 1,23 1,12 0,95 0,99 0,99 0,99 

Netherlands 2,20 2,18 2,22 2,21 2,31 2,33 

Poland 4,60 4,91 4,37 4,72 4,64 4,26 

Russian Federation 0,80 0,90 0,87 0,80 0,98 0,96 

Spain 0,95 0,91 0,98 1,01 0,91 0,87 

Turkey 2,36 2,53 2,44 2,07 1,66 1,83 

United Arab Emirates 0,96 0,89 0,86 1,29 1,26 0,86 

United Kingdom 1,28 1,16 1,22 1,16 1,24 1,27 

United States of America 0,67 0,69 0,68 0,68 0,65 0,67 

 

For the case of Belgium, Croatia and Poland, the upward trend shows traditionally high RCA 

factor with the flat volatility. Moreover, traditional habits in these countries are relevant for 

sales dynamics of non-generic brands, which is contrary to the general markets trend. Moving 

to the past perspective when the economic downturn was in full force, chocolate confectionery 

advanced better than the rest of the market (Euromonitor, 2019). The lack of comparative 

advantage which results in the indicator less than one present a pledge for the future. Possible 

development in the sphere of confectionery intermediation for international bulks could be an 

option. It is obvious to conclude that EU countries have a higher level of comparative 

advantages and export competitiveness than their competitors on a global scale. In the next 

chapter in the discussion part authors’ are going to refer to relevant facts for domestic 

confectionery and its possible adaption to the current trends in the industry. 

 

4. DISCUSSION 

The innovation in the implementation of new product lines refers to a promising aspect of 

growth in revenues and rising popularity toward its premiumization. For the last few years, 

there have been growing imbalances and bargaining power among manufacturers and retailers. 

Moreover, primal ingredients needed for preparing final products in the confectionery industry 

depend on categories of adhesives, foam stabilisers, glazing, moulding agents, sweeteners and 

texture stabilisers. The accessible volume of the categories mentioned above could eliminate 

price anomalies (i.e. price fluctuation of cocoa beans between USD 2000/ton and USD 

3000/ton) if market sentiment spurs the growth of CPI Index and disposable income (i.e. GDP 

per capita growth) (Fountain & Hütz-Adams, 2015). From the authors’ opinion segmentation 

via SWOT table (Table 3) is one way how to be active, rather than be reactive. 

 

 

 

 

 

Table following on the next page 
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Table 3: SWOT analysis of the top 15 promising markets from the authors’ opinion 
Country/Region Strengths Weaknesses Opportunities Threats 

Belgium Localized   

production 

Transportation cost, 

labour legislative 

EU regulation on 

cadmium in effect 

 

Other international 

bulks 

Canada Cross-border 

shopping 

Unique preferences, 

currency risk 

Fairtrade chocolate as 

a set of measures for 

other countries 

Insourcing costs 

Croatia Tradition in 
production 

Small market with 
non-diversified 

products 

Becoming an 
international  hub or 

bulk for global players 

Currency cost, 
Genric products in 

the Region 

France Sustainability which 

generates public-

private initiatives 

 

To much focus on 

premium products, 

production costs 

Fairtrade Chocolate as 

a set of measures for 

other countries 

Strong dependence 

on European trade 

hubs 

 

Germany Takes all initiative 

on the market 

Cost of 

premiumization 

EU regulation on 

cadmium in effect 

 

Insourcing costs 

Italy Tradition and 
competitive 

landscape in quality 

and tradition 

Cost of 
premiumization 

Focus on organics 
vegan offerings and 

sugar-free products 

Insourcing costs 

Mexico Strong base in 

production and 

labour force 

Unique preferences, 

currency risk 

Fairtrade chocolate and 

Free trade agreements 

as a set of measures for 

other countries 

International 

representativeness 

Netherlands Client-oriented with 

sugar-free offering 

Unique preferences 

and cost of 
premiumization 

Focus on innovative  

offerings and sugar-
free products 

Cost of the labour 

force and 
insourcing costs 

Poland Strong base in 

production and 

labour force 

Unique preferences, 

currency risk 

EU regulation on 

cadmium in effect 

 

Currency cost, 

Genric products in 

the surrounding 

Russian Federation Exposure to many 

smaller markets and 

tradition in the 

production 

Cost of 

premiumization 

Focus on an innovative 

way of manufacturing 

and offerings of sugar-

free products 

Currency cost, 

Genric products in 

the surrounding 

Spain Exposure to many 

big markets 

Cost of 

premiumization 

EU regulation on 

cadmium in effect 

Insourcing costs 

Turkey Strong base in 

production and 

labour force 

Cost of 

premiumization 

Focus on an innovative 

way of production and 

offerings of sugar-free 

products 

International 

representativeness 

United Arab 

Emirates 

Distribution 

channels and 

market position 

Unique preferences, 

currency risk 

Focus on an innovative 

way of production and 

offerings of sugar-free 
products 

Too many active 

vendors on the 

market 

United Kingdom Client-oriented with 

sugar-free offering 

Cost of 

premiumization 

EU regulation on 

cadmium in effect 

 

Insourcing costs 

United States of 

America 

The trendsetters in 

the industry 

Cost of 

premiumization 

Fairtrade chocolate and 

Free trade agreements 

as a set of measures for 

other countries 

Insourcing costs 

 

The results of the analysis provide evidence for an extremely competitive European chocolate 

market while providing opportunities for the higher cocoa quality seekers and content products 

for the markets like the United Kingdom, United States of America, Mexico and Russian 
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Federation. Top tier production hubs in most Western European countries allocated additional 

resources to lower its insourcing cost at the same as targeting its agenda of CAGR for 5%. The 

new pipelines as a product type (chocolate confectionery, gum products and sugar 

confectionery) are seeking for products which will provide health benefits at minimum cost. 

This has evolved significantly by EU regulation on cadmium in food Regulation (EC, No 

2006/1881). It should find a way how to hamper the volatile movement of raw materials and 

currencies while lacklustre growth owing to the side effects of sugar. The increasing health 

awareness could be a result of increasing size and value of the global chocolate market by EUR 

34 billion in six years period. The leading players in the industry could maintain a leading 

presence worldwide if they focused more on online than offline distribution channels. The 

European chocolate market is fused, with the important presence of the top ten global players, 

namely Mars, Ferrero Group. Monedelez International, Meiji Co, Nestle SA, Hershey Co., 

Chocoladenfabriken Lindt & Sprungul AG., Ezaki Glico Co., Haribo GmbH and Perfetti Van 

Melle (Mordorintelligence, 2019). Overall, the worldwide fitness determined consumers should 

shift preferences from traditional towards beneficial natural products. In that way, small 

markets with tradition could help multinational companies to spread their business activities to 

new segments, territories and brands. Croatia, with Kraš Inc., as a market leader in the section 

of biscuits and wafers, candy and cocoa products could be a reason for expanding activities 

towards less sugar products (Lazarevski, Kardaza, & Anastovska, 2013). The adaption to the 

new trends could be a promising mechanism in cost optimization and process digitalization in 

the case of Kraš Inc. In conclusion, the authors are going to summarize all-important findings 

for the topic of interest. 

 

5. CONCLUSION 

The chocolate confectionery market is characterized by the presence of well-established 

manufacturers who are focused on launching premium value-added products at a lower price 

range. Expansion of scope (Ramli, 2017), scale (Laven et al., 2011) and capabilities (Laven et 

al., 2011) is important for financial stability in the confectionery industry. At the same time, the 

increase of the long-term sources of cocoa contracts should be prioritized from the position of 

suppliers. Revenue focus in a cross-selling of less sugar products could enhance the vertical 

integration of international confectionery bulks. The efficiency of the growth in the market 

share and the market overall is reflected in creating an additional market niche for sugar-free 

or less-sugar products. More than ever before, it is a product of the technological innovation 

and adoption to consumer wish and willingness how they want to treat themselves. Kraš Inc., 

as a Croatian market leader in chocolate confectionery, should be an innovator of newly adapted 

concepts and success stories on the market. 
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