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O O Presently, the industrial competition degree of China’ s chocolate market is low, and the
competing products are comparatively less and accordingly it has a great development potential. The top
20 heavyweight chocolate enterprises in the world have all entered into China, and the variety of
imported chocolate brands of chocolates made by joint ventures reaches more than 70; the continuously
entering of imported chocolate brands accelerates the ineternationized competition and evolution
progress of China’ s chocolate market. The importing quantity of China’ s chocolate foods from 2006
to 2007 showed a rising trend; the importing quantity of chocolate in China in 2006 was 15,547,134 kg,
while that in 2007 was 17,432,027 kg, being increased by 12.12% year on year. On the other hand, China
' sexporting quantity was also increasing every year, the exporting quantity of China’ s chocolate in

2006 was 18,659,013 kg, while that in 2007 was 21,348,669 kg, which was increased by 14.41% than 2006.

O O The competing chocolate enterprises in China have been differentiated into three camps: the first
camp is the foreign-funded brands represented by Dove, Cadbury Schweppes, Hersheys, Ferrero Rocher,
etc., which occupy the overwhelming portion of top grade chocolate market; the second camp is the joint
venture brands represented by Le-Conte and Caesarwave, which dominate the middle grade chocolate
market; the third camp is the domestic brands of China represented by Shanghai Shenfeng and Golden
Monkey Group, which take over the major portions of low grade chocolate market. The sales trends of
imported brands and joint venture brands show a powerful momentum of growth, while the domestic
brands have a poor performance: whether in the brand promotion and advertisement of high end market
or the product launch, market relationship or sales promotions of low end market, and whether in the
market share or product popularity, the imported and joint venture brands all occupy the prominent
positions. Regarding domestic brands, except that Le-Conte cholocate ranks in the top three, and
Shenfeng and Caesarwave cut a figure, all other brands perfom poorly. The current annual consumption
amount of chocolate in China is about RMB3 billion, with an average consumption of 40-70g per capita;
the total market of about USD 350 million seems large, but in fact it possesses only 0.5% of the world
market. The annual chocolate consumption per capita in Europe is more than 7kg, and that in South
Korea and Japan is about 2kg, and it is estimated that the future chocolate market in China will witness an

annual growth rate of 10-15%. So China’ s chocolate market has a great development potential.
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