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Getting to Know Chocolate Consumers
NC /

= A 360-degree look at the world of chocolate
= Third edition
= Market and consumer insights

- = Help optimize category engagement
‘ 210analytics = Support renewed sales growth in 2025

ALWAYS A TREAT

= Consumer survey
=  August 2024

((«(C‘ ircana " 1,595 consumers
W ’ = Sales and panel overlay by Circana

and Euromonitor

= Expanded MULO+ with convenience universe
BARRY (()) CALLEBAUT for Circana overlay

= Made possible by Barry Callebaut
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STUDY HIGHLIGHTS

CATEGORY PERFORMANCE

Representing 56% of all confectionery sales,
chocolate is the largest confectionery segment. All
three big confectionery pillars (chocolate, candy, and
gum & mints) are experiencing dollar growth. Since
2021, chocolate dollar growth has been driven by
inflation, with units and volume down year-over-year.
Chocolate dollar sales are expected to continue to
grow during the next five years, reaching $37.6 billion
in sales across all outlets in the U.S. by 2029.

THE MARKETPLACE

More than three-quarters of Americans are enjoying
the same amount or a bit more chocolate than last
year. Among the one-quarter of Americans who have
reduced their chocolate consumption, some cite the
cost of chocolate itself is a common reason, though
even more consumers point to the cost of life in
general. Two-thirds of consumers have made one or
more changes to their purchases to mitigate
chocolate price increases: one-third buy what is on
sale, 28% buy chocolate less often, and 22% buy a
little less. Others (17%) do the opposite and buy larger
pack sizes to save over time.

HABITS AND PREFERENCES

Most consumers purchase mainstream chocolate
items, but they rarely buy it exclusively. Milk chocolate
maintains its top position as Americans’ preferred

chocolate, with 40% of consumers liking milk
chocolate the most. Dark and a bit of everything battle
for second, whereas white chocolate remains in the
mid-single digits. Most consumers enjoy chocolate
one to two times per week.

OCCASIONS

Total chocolate sales patterns were very similar
across the big holidays, except for Easter. Easter 2024
experienced an increase in dollars, units, and volume
when compared to 2023. The other three holidays
grew dollar sales, but experienced declines in units
and volume. Gifting is a big growth opportunity for
chocolate, especially for the premium and fine/artisan
chocolate segments. The frequency of gifting
chocolate rises along with income.

SHOPPING

The 2021 study reflected pandemic shopping patterns
with consumers making fewer trips to purchase
groceries and chocolate. In 2024, several channels are
climbing back, including specialty chocolate shops,
farmers’ markets, and festivals. Consumers who
mostly (though not exclusively) consume fine
chocolate far under index for drug and convenience
stores, as well as vending. They far over index for
specialty stores, farmers’ markets, and festivals.

PRODUCTION & NUTRITION CLAIMS

Driven by younger consumers, cacao sourcing is
starting to have a greater influence on chocolate
purchases, up from 16% in 2018 to 28% of consumers
today. Sustainability, including environmental and
social responsibility, is important to upwards of half
the population. Portion size variety is appreciated by
two-thirds of consumers, and seven in 10 consumers
believe it is easy to find calorie information on
chocolate items.

FINE/ARTISAN

Across all chocolate consumers, fine or artisan
chocolate evokes an image of quality, but expensive
chocolate. Core fine chocolate consumers are more
likely to see fine chocolate as worth the splurge
versus expensive, are environmentally- and socially-
engaged consumers, and shop many different venues
to find what they are looking for.
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Chocolate is the largest confectionery category

ConfeCtlonery sales latest 52 weeks Chocolate, non-chocolate candy and gum/mints

B Dollars B Units Volume experienced dollar sales increases, but volume declines.

r CHOCOLATE GUM & MINTS
‘ ‘ $21.4B $4.5B
. 56% of total sales 12%

5.3%

1.5%

1.5% -1.4%
_2 40
-3.2% 2.4% -3.2%

-4.9%

Source: Circana, MULO+ with Convenience, Total US, 52 weeks ending 8/11/2024 | Chocolate/non-chocolate candy volume sales reflect pounds; gum/mints reflect a volume equivalent based on pieces
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Consumers purchase across chocolate segments

Fine chocolate consumption is stable despite pressure on finances

Types of chocolate consumed
(check all that apply | % of consumers)

o

Mainstream

(Survey examples: Hershey’s, Snickers
and Baby Ruth)

2021: 83%
2018: 90%

Most consumers purchase mainstream chocolate
items, but they rarely buy them exclusively. For instance,
71% of mainstream chocolate consumers cross over
into other segments, especially premium chocolate.

Premium

(Survey examples: Lindt, Ghirardelli
and Ferrero)

2021:67%
2018: 70%

Fine/artisan

(Survey definition: hand-made chocolate
truffles or bean-to-bar chocolate)

2021: 29%
2018: 27%
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Milk chocolate maintains its top
position as Americans’ preferred

Milk chocolate is the popular choice [ursikumiimess

liking milk chocolate the most. Dark

Up a little from the 2018 and 2021 studies and a bit of everything battle for

second, whereas white chocolate
remains in the mid-single digits.

Chocolate preference (like the most)
% of consumers

Milk Dark White Any and all

} I I I
37% in 2021 30% in 2021 5% in 2021 28% in 2021
37% in 2018 31% in 2018 5% in 2018 27% in 2018
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Consumers understand the role of chocolate

Most consumers enjoy chocolate one to two times per week. Only 12%
of the population consumes chocolate daily, whereas 11% only partake
a few times a year.

72%

of Americans feel that chocolate belongs
In a happy, balanced lifestyle

Gen/Z
Millennials

Gen X
Boomers
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Getting to Know Chocolate Consumers 2024

Download your copy of the study:
= NCA members: www.CandyUSA.com/ChocolateConsumers
= Checkoutthe full report, as well as ready-to-use infographics

For questions or comments:
= Lynn Wylie: lynn.wylie@CandyUSA.com
= Anne-Marie Roerink: aroerink@210analytics.com
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Discover Accent ™ by Barry Callebaut...

A contemporary line of chocolates expertly crafted to meet the
c c e n standards of passionate confectioners like you. Accent™ offers
a range of flavors and functionality for your confection needs

BARRY (()) CALLEBAUT today and tomorrow.

OUR PROMISE with EACH BATCH
OUR QUALITY
g * COMMITMENT
IR + . For top quality you can trust, each and
,//-' H '-\\ 4 every batch is evaluated by Barry Callebaut’s
sensory panel BEFORE it is released for delivery.
We ensure product consistency for you.

+

Same Taste Designed for  Sustainable
Confectioners Cocoa

Select Quality Distinct Flavor
Ingredients Profiles Every Time

www.barry-callebaut.com
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