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Our value chain, from the cocoa farmer to the chocolate-based consumer products,
is far too complex for any one player to manage on its own! The supply chain
management efforts of the many participants are disjointed and diverse and, hence,
not efficient.

That is why there is a need for better alignment between all stakeholders in
the supply chain, including farmer organizations and certification bodies, and for
more efficient knowledge transfer and sharing. In the midterm this will be decisive
for cocoa supply and the success of all players.

One of our biggest challenges starts right at the beginning of the global supply
chain for cocoa and chocolate products — in the origin countries. In order to secure
future cocoa volumes as well as improve cocoa quality to meet the ever growing
demand for chocolate worldwide, we must improve the livelihoods of smallholder
farmers in the cocoa growing countries, which are often among the poorest of the
world.

Further along the supply chain we see even more challenges: in today’s cocoa
market rules and regulations, the persisting high volatility of raw material prices
and foreign exchange rates, the political instability in the cocoa growing regions
and the increasing global interdependence of markets, international regulations
and requirements for food quality and safety, shorter innovation cycles and — once
again — a challenging economic environment.

These challenges have made it abundantly clear to us that we must all join
forces to bring about lasting change for the better.

This publication is dedicated to all stakeholders who are willing to work together
along the fascinating chain from cocoa to chocolate-based products with the

passion these one-of-a-kind products of nature deserve.

Enjoy reading our Journal!

“None of us can do 1t

alone

Juergen Steinemann
CEO




Creating
sustainable value

long-term
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Massimo Garavaglia, President Western
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“We share the same values and
principles as our partners.

N

This is an important starting
point when charting a long

Jjourney together.”

Europe and member of the Executive
Committee of Barry Callebaut

by Raphael Wermuth

Reflections with Massimo
Garavaglia on Barry Callebaut’s
long-term partnership and
outsourcing model.

Mr. Garavaglia, you were
involved in most of the major
long-term parmership agree-
ments Barry Callebaut closed
in the recent past. What are
the main reasons why food
manufacturers enter a long-
term partnership with Barry
Callebaut?

We are able to offer our cus-
tomers an attractive package,
starting with ensuring the avail-
ability of cocoa up to the timely
delivery of their chocolate needs
in the required high quality at
the specified location. Our long-
term partners also appreciate
having access to our pipeline of
innovations and many of them
can concentrate more on their
branding and marketing activi-
ties thanks to the partnership
with Barry Callebaut.

What are the main obstacles
that must be overcome when
negotiating with a customer in-
terested in doing longer-term
business with Barry Callebaut?
A commitment to a long-
term business relationship is
never a “quick win.” It takes
months, sometimes even years,
of negotiations. When you put
part of your production process
in somebody else’s hands, a high
degree of mutual trust is needed.

How do you convince a
customer to become a long-
term business partner of
Barry Callebaut?

I think the most convincing
argument is the way Barry
Callebaut does its business: We
share the same values and prin-
ciples as our partners. This is an
important starting point when
charting a long journey togeth-
er. Moreover, Barry Callebaut’s
well-balanced geographical foot-
print combined with its strong
presence in emerging markets is
a compelling argument: Wher-

ever they need our support, we
are very close to them. In ad-
dition, with our sustainability
programs we offer our business
partners an important element
for meeting the expectations of
their clients and end-consumers.
Last but not least, we guarantee
food safety and meet highest
production standards.

What makes the business
model for Barry Callebaut
attractive?

Barry Callebaut is fully ded-
icated to cocoa and chocolate.
As a specialist, we can achieve
important economies of scale,
both in terms of production
costs as well as in R&D. For us,
this is an important element in
maintaining our leadership po-
sition. As cost leader, we are
able to offer our products to our
customers at competitive price
levels. As innovation leader,
we can provide them with the
chocolate of tomorrow already
today. ®

CIS

e N
On September 9, 2010, Barry
Callebaut became the key
global cocoa and industrial
chocolate supplier of Kraft
Foods Inc., the world’s second
largest food company, under
a long-term global master
product agreement.

What was Kraft’s
main motivation for
entering this long-term
partnership with
Barry Callebaut?

“This is a good example
of how strategic relation-
ships with key suppliers
drive incremental value.
This agreement leverages
our scale and lowers
costs while maintaining
high levels of product

quality.”
Kraft Foods Inc.
N )




Beyond
BRIC

Where are the chocolate
confectionery markets of
the future?

by Jorn Wagenbach

Expected growth of chocolate
confectionery consumption until 2015
Source: Euromonitor
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Why do consumers in some countries like Switzerland or Germany eat up to 13 kilograms
of chocolate per year while in other countries yearly consumption adds up to only a few
grams on average? Is this because of climate? Tradition? Geopolitical history? Trade
lanes? Food patterns? Demographics like the size and income of the respective middle
class?

Actually it is a mixture of all factors mentioned above. If we look at how rapidly choc-
olate confectionery consumption in Brazil, Russia, India and China developed in the past
few years, we might also have a look at some of the so-called Next 11 countries said to
have a high potential of becoming, along with the BRICs, the world’s fastest growing
major economies in the 21st century.

Five of these countries — Turkey, Mexico, Indonesia, Egypt and South Korea — are
already onour list of major emerging chocolate markets, which includes some surprising
names like Poland, Argentina or Ukraine. @



Jorn Wagenbach, Head
Corporate Communications
& CSR, and Alessia Baccala,
intern at Barry Callebaut’s
communication department,
spoke with Dirk Poelman,
Chief Operations Officer.

At Barry Callebaut you have

a dedicated team focusing on
new ways of making your
products. Could you tell us
how this team is structured
and where the main focus lies?

Our process and technolo-
gy development team consists
of 15 people. Seven of them are
working in the regions to sup-
port production and to imple-
ment best practices in their
respective region. The other
eight work in our centers of ex-
cellence for cocoa in Louviers/
France and for chocolate in
Wieze/Belgium. Main focus, of
course, is to develop new ways
of making our products.

Our target is to increase the
output of existing machines
and lines. By doing so, we can
reduce both the investment
costs and the operational costs

per tonne for existing and new
plants. The team works very
closely with our engineering
specialists.

There is also a special focus
on reducing energy consump-
tion per tonne, in line with our
Corporate Social Responsibility
objectives.

Less energy consumption
means reducing your CO,
Jootprint. Can you provide
some specific examples?

Actually there are plenty of
them. Take the installation of
new bean breakers, for in-
stance. They can reduce energy
consumption during the roast-
ing process by 20 to 25% per
tonne by eliminating the mi-
cronizer, the preheater for the
beans. This also means less
equipment and less mainte-
nance.

Another example is high-
speed chocolate refiners. While
conching affects the character-
istic taste, smell and texture of
the chocolate, refining reduces
the size of the different compo-
nents of the chocolate. By ad-

Reduction of energy
consumption by

35%

justing our refiners, we can
speed up the refining process
and, consequently, increase the
output per machine by more
than 30% while maintaining
the same particle size. This new
way of working has a positive
impact on energy consumption
per tonne during the refining
process, which is obviously
reduced.

You mentioned conching -
any new technical
developments there?

I am glad you asked — actu-
ally we have developed a con-
tinuous conching process that
gives us a great advantage: We
can triple the output of the
conche and still achieve the
same product quality. Improve-
ments to the traditional conch-
ing process have been tested

and implemented at different
sites. Progress was mainly made
in two areas: reduction of ener-
gy consumption by 35% per
tonne and improved conching
efficiency because of better air
flows in the conche, resulting in
shorter conching times and im-
proved cocoa butter yield. This
technology is based on stand-
ard conches that were reengi-
neered in-house. Further devel-
opments are under way to
make this continuous conche
even more efficient. But what is
true for any chocolate maker is
also true for us: When it comes
to the details of the conching
process and, especially, break-
throughs on the innovation
front, we all become very secre-
tive ... ®

With about 40 production facili-
ties around the world processing
cocoa and producing chocolate,
meeting the demands from

Food Manufacturers to Artisans
customers alike, continual process
and technology development
improvements are of crucial
importance for Barry Callebaut.






With a few exceptions, the trend in cocoa
production worldwide appears to be
either modest gain or alarming decline.
At the risk of creating a run on
chocolate, let’s start with the real burning
question. Will we run out of cocoa?
We’re not going to run out of cocoa to-
morrow, but we do need to take the world-
wide production figures seriously. We need
to keep working to better understand
what’s behind the low productivity, partic-
ularly in Cote d’Ivoire, and, where we can,
take the steps necessary to try to turn the
situation around. Our experience tells us
that while we need to continue to focus on
proven activities like farmer training and
strengthening farmer organizations, we
also have to invest in targeted research
activities and innovations that could con-
tribute to improving farmer livelihoods.

How is Barry Callebaut different from
other companies in the sector that

are faced with the same cocoa supply
challenges?

Cocoa is the defining ingredient in
chocolate — not sugar or milk powder or
flavors. Cocoa is what makes chocolate
special. Barry Callebaut is all about cocoa
and chocolate. Cocoa is our defining raw
material; without it, we don’t have choco-
late and we don’t have a business. There-
fore, it’s an imperative, not an option, for

us to work towards ensuring there is cocoa
today and tomorrow.

Other crops, like rubber, are in high
demand and are also easier to grow than
cocoa. Is cocoa farming still a viable
option for smallholders?

Cocoa is a great crop for smallholder
farmers! It’s also a great crop to help lift
people out of poverty and improve liveli-
hoods. The barriers to entry are low, and
it’s not easy to mechanize or industrialize.
I believe each farmer can succeed with
cocoa farming, based on the amount of
effort he or she is willing to put into
making farms as productive as possible.

Farmer training is a key area of focus
Jfor Barry Callebaut’s sustainability
activities, yet many cocoa farmers have
been growing cocoa for years. Why is
training actually needed?

Like in many rural agricultural com-
munities, most cocoa farmers probably do
learn how to grow cocoa from their
parents or grandparents or other family
members. The challenge we face is not
necessarily telling farmers what they need
to do, but convincing them to do what they
know. Our approach is very closely linked
with our guiding principle of putting farm-
ers first. When cocoa farmers wake up in
the morning, how do we convince them to
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choose to invest their energy in cocoa
farming as opposed to other activities?
We’d like to encourage farmers to be pro-
active and to take the steps to improve the
productivity of their farms. While farmers
may have experience with good agricul-
tural practices, they may not have experi-
ence dealing with some of today’s most
pressing problems, such as poor soil fertil-
ity, land erosion, infestations of insects or
devastating crop diseases. So there’s real
value in bringing small groups of farmers
together with experts to discuss problems
and solutions. In addition, field training
sessions are a good opportunity to raise
awareness about the issue of child labor
and the importance of education. And, ba-
sic business training can provide the skills
necessary to run a farm like a profit-mak-
ing enterprise, which we believe will in-
spire young people to consider farming as
a profession.

Even when farmers do know the best
way to grow cocoa, they may have lost
their motivation to do so if, for example,
the economic incentive has disappeared.
How are we addressing that?

Through the Farmer Field School
activities organized with cooperatives par-
ticipating in our Quality Partner Program
in Cote d’Ivoire, we emphasize the impor-
tance of good agricultural practices and






sound post-harvest management practices.
Through the implementation of what we
call Yield Enhancement Services, or YES,
we are aiming to increase cocoa farm pro-
ductivity from an average of 400kg/ha to
800kg/ha. And, at the same time, we are
also working to restore the incentive.
When farmer members deliver quality co-
coa — that is, well fermented, well dried
cocoa, free of foreign matter — to their
QPP coop, they’ll receive a higher price.
Another example is Biolands in Tanzania.
Biolands uses a farmer-centric business
model that is based on mutual trust and
respect. Farmers agree to deliver cocoa
grown according to organic principles, and
Biolands guarantees fair and transparent
prices and accurate weighing, terms that
historically could not be taken for granted
in rural agricultural communities.

Many development programs today
place a big emphasis on gender issues.
What role do women play in cocoa
Jarming, and how is Barry Callebaut
including women in its sustainability
activities?

Women contribute not only on the
family cocoa farm, but may also have a
small business activity to supplement the
family income from cocoa. In addition,

women in rural agricultural communi-
ties traditionally take on most of the re-
sponsibility for ensuring the health and
education of their children. We have put
an increased focus on engaging women
in our cocoa sustainability initiatives.
I'm convinced women will be key driv-
ers of change, and of changing attitudes,
especially as new educational and train-
ing opportunities are made increasingly
available.

Barry Callebaut has launched its sixth
Winning Together global initiative for
employees, this one focused on Cameroon.
What do you see as the value of this
initiative in terms of Barry Callebaut’s
sustainability strategy?

The Winning Together initiatives, like
the name implies, bring employees togeth-
er for a shared purpose. The fact that the
initiatives are linked to CSR projects in
cocoa farming communities means that all
employees around the world, in all job lev-
els and functions, have the opportunity to
learn more about cocoa — how it’s grown,
the farmers who grow it and the work
we're doing to contribute to improving
livelihoods. The more our colleagues un-
derstand about cocoa, the better. It’s the
heart of our business.®

Barry Callebaut’s Cocoa
Sustainability Strategy

Empowering cocoa farmers to increase
incomes and improve family livelihoods
Contributing to ensure future supplies of
cocoa is imperative because without cocoa
there is no chocolate. We work with cocoa
farmers to improve crop yields and quality,
thereby helping to increase farmer incomes
and improve family livelihoods. Farmers can
earn more through higher yields and better
quality; Barry Callebaut benefits by having
sufficient quantities of quality cocoa grown
in a responsible manner, to meet consum-
ers’increasing demand for chocolate.

Quality Partner

Program

Barry Callebaut es-

tablished its Quality
Partner Program (QPP) for cocoa farmer co-
operatives in Cote d’lvoire in 2005. The pro-
gram focuses on quality farms, quality cocoa
and improved quality of life for cocoa farm-
ers and their families. The goals of QPP are:

« To raise cocoa farmer incomes by provid-
ing better market access and training to
increase yields and improve quality

To enable cooperatives to better serve
their farmer members by providing
business training and financing support

« To further advance farm productivity
and increase income by providing coop-
eratives and farmers with access to new
technologies and research developments,
such as improved plant materials and
post-harvest processing methods

In 2010, the Quality Partner Program was
launched in Cameroon, the fourth largest
cocoa producer. Cocoa farmers in Cameroon
face similar challenges as those in Cote
d’lvoire, and the new program is building
on that experience while retaining the core
focus on quality.

Biolands
Biolands has been working
,k with farmers in the Mbeya
) region in Tanzania for more
5/0/414(/5 thin 10 years to produce
high-quality, fully-traceable
certified cocoa. More than 20,000 farmers
are registered in the program. A GPS tracking
application ensures that each bag of cocoa
can be traced to the famer who produced it.
Biolands offers farmers training, technical
advice, supplies of seedlings and pruning
equipment, and has sponsored the plant-
ing of more than one million cocoa trees as
well as diverse shade trees. Barry Callebaut
acquired a 49% stake in Biolands in 2008,
and, based on the success of the program
in Tanzania, supported the expansion of
Biolands’ farmer-centric business model to
West Africa. The new cocoa production en-
terprises established in Sierra Leone in 2008
and in Céte d’lvoire in 2009 have together
registered more than 50,000 farmers.






Callebaut’ Callehat was

1850 by Euge-

100 ye arS nius Callebaut
as a brewery in Wieze,

¢¢ e in the heart of Belgium.
Of FlneSt In 1911, it began produc-
ing chocolate bars, and

in 1925 chocolate couver-

B elgian tures. Callebaut is one of

the rare chocolate makers
99 that still selects, roasts and
ChOCOlate grinds its own cocoa beans.
Whats more, Callebaut®
Finest Belgian Chocolate
is the only brand whose chocolate
couvertures are processed entirely in
Belgium, from the bean to the cho-
colate. Over the years, Callebaut® has
become the preferred partner for creating chocolate and
chocolate-related delicacies for skilled professionals active
in the confectionery, pastry, restaurant and catering commu-
nities. The Callebaut® range offers a huge choice of choco-
lates: Think of fillings, decorations, choco-
late mousse powder, sauces and toppings...
All sealed with the Callebaut® guarantee
of superior and consistent qual-
ity. Today, Callebaut® Finest Bel-
gian Chocolate is one of the two
global Gourmet brands of Barry
Callebaut — a proud and respected
premium-quality chocolate brand
with a successful 100-year history.

by Raphael Wermuth



What makes Callebaut®
special for you?
Callebaut® offers a
comprehensive product
portfolio. No matter

the application, I can
count on reliable
Callebaut® products and
it’s always a pleasure

to work together with
the people behind the
Callebaut® brand.

Why have you chosen

to work with Callebaut®
chocolate?

Mainly for two reasons:
First, the consistently high
quality of all Callebaut®
chocolates. Secondly, there
are never any delivery
problems with Callebaut®
chocolate — and for me,
running my own business,
this 1s very important,
because I cannot disap-
point my customers.

How could we make
Callebaut® chocolate
even better?

My customers are increas-
ingly asking for organic,
Fairtrade or UTZ certi-
fied chocolates. If I had

a wish, I would wish that
Callebaut® would add
more certified chocolates
to their current range.

S

A
HITH,

ARTHUR TUYTEL

OWNER OF ARTHUR TUYTEL CHOCOLATIER/PATISSIER
ALBLASSERDAM THE NETHERLANDS



® Having started

Cacao Barry up a business

with tea and
The partner of g/ Gt

novator with

O
a passion for choco-
late, travelled to Africa

in 1842 to seek out a

selection of cocoa beans
I e I l ‘ that would enable him
to create his very first

CONNOoISSeur’s choco-

ChOCOlate Crafts— late. A milestone in the

o company’s long his-
Imein S11nce 1842 tory of sourcing cocoa
beans in origin coun-
by Raphael Wermuth tries and mastering the
processing of cocoa was
reached in the 1920s, when Barry opened its
first production facilities in Cameroon and Cote
d’Ivoire. Around the same time, the Barry fam-
ily built a factory in Meulan, France, that still
remains one of Cacao Barry®s most important
production facilities. Today, chocolatiers, confec-
tioners, master bakers and pastry chefs all over
the world choose the Cacao Barry® brand because of its perfect
finesse and superior taste and tex-
ture. The French brand offers a wide
range of high-quality cocoa products,
chocolate coatings, fillings, decorating
products, and moulds. After
the merger with the Belgium
company Callebaut, in 1996,
Cacao Barry® is now one
of the two global Gourmet
brands of Barry Callebaut.
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What makes Cacao
Barry® special for you?
The strengths of Cacao
Barry® are manifold. I like
most that the brand keeps
providing a tiptop custom-
er service, is coming up
with innovative products
with pure origin roots and
is promoting platforms
like the World Chocolate
Masters.

Why have you chosen to
work with Cacao Barry®
chocolate?

One reason was to have
the opportunity to de-
velop our own chocolate.
For this, I am very grate-
ful for the support of the
commercial representa-
tive from Cacao Barry®,
Thierry Charrette. Thanks
to his listening to us and
patience, we were able
to create an exceptional
chocolate which will
delight our customers, |
am sure!

How could we make
Cacao Barry® chocolate
even better?

Most of all, I see a tremen-
dous growth opportunity
for Cacao Barry® to win
new interest and custom-
ers with making the per-
sonalized service of its Or
Noir Lab more known.

LAURENT JEANNIN

PASTRY CHEF
LE BRISTOL PARIS/ FRANCE



Carma

The tradi}ion of

Swiss

premium
quality—
since 1931 _Exmm

OWNERS OF CONFISERIE BACHMANN

LUCERNE/ SWITZERLAND

m

by Raphael Wermuth

Carma® was founded

by the Zurich entre-

preneur Carl Maentler

in 1931 with the aim to
bring to market high-quality and
ready-to-use products for pastry
chefs. For 80 years now, Carma®
has been recognized as a reference

brand in the pastry and confectionery sector as

well as in the Swiss gastronomy and hotel indus-

try. Today, Carma® is Barry

Callebaut’s Swiss Gourmet

chocolate brand, appreciated

by a wide customer base both

in Switzerland and abroad.
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Corsssce

THE SWISS PARTNER FOR YOUR DESSERTS

What makes Carma®
special for you?

Top quality is a must today.
It’s the people that make
the difference. Carma®
does a lot for its customers.
We appreciate this very
much!

Why have you chosen

to work with Carma®
chocolate?

As a leading pastry shop
in the heart of Switzerland,
we want to use the best
products on the market
and work with the best
partner. Carma® and the
people behind it help us
to achieve our ambitious
goals.

How could we make
Carma® chocolate

even better?

If you stop getting better,
you’ll stop being good.
Both Confiserie Bach-
mann and the team of
Carma® share this belief!



From

mbetter

good

Roderick Parayno
in the U.S.

Continuous improvement
in efficiency meets cost leadership

Norimasa Kushida
inJapan

by Jorn Wagenbach

Take a look at Roderick
Parayno in the U.S.,Stephane
Bizard in France, and Nori-
masa Kushida in Japan -
what do they have in com-
mon? Okay, they all work for
Barry Callebaut. But there is
more. Although thousands of
kilometers apart from each
other, they are all applying
the same methods to reach
a common goal: increasing
production output without
increasing capacity. The re-
sults so far? The additional
output generated ranges be-
tween 15% and 55%!

This has much to do with
setups, workflows and plan-
ning, of course. But the real
strength of the program is its
focus on people and their
desire and ability to get from
good to better. Roderick

Parayno, Continuous Im-
provement Manager U.S,, ex-
plains: “What we implement-
ed is unique because it does
more than just give instruc-
tions. It creates a better way
of working, ensuring both
the committed involvement
of all members of staff and
the sustainability of results
obtained.”

The project started by
clarifying the roles and re-
sponsibilities within each site
and developing precise and
specific performance indica-
tors for all departments and
every level within a depart-
ment. Dedicated training
prepared staff to analyze and
address performance issues,
resulting in rapid improve-
ments of the operational
results. Daily production re-
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Stephane Bizard

in France

sults and root causes for inef-
ficiencies are now published
in all production areas and
explained to all operators.
“Improvement measures are
communicated and imple-
mented more quickly,” says
Stephane Bizard, Supply
Chain Louviers.

Operational changes on
and off the shop floor quick-
ly became visible. A vital
cultural and behavioral tran-
sition was also taking place,
boosted by training sessions
and coaching. In the words of
Norimasa Kushida, Produc-
tion Manager at Tsukaguchi:
“Our continuous improve-
ment program has advanced
inter-departmental commu-
nication between produc-
tion, supply chain, quality as-
surance and maintenance. It

has built a platform for un-
derstanding and challenging
ourselves.”

Very soon the three col-
leagues will have some more
fellow workers to chat with
about continuous improve-
ment successes: A second
wave of the program covers
Barry Callebaut locations
in Belgium and Malaysia
and further roll-outs are
planned for Eastern Europe
and Africa. ®

Active in a capital-intensive
business, Barry Callebaut has

to ensure that performance of
all of its production facitities is
high and constantly improved.
Growing customer expectations
confirm the need to maintain
cost leadership in the sector.
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In October 2010, Barry Calle-
baut launched the first no sug-
ar added chocolate with Stevia
extract produced on industrial
scale that does not cause any
side effects, making it safe for all
to enjoy. This particular inno-
vative chocolate will be retailed
exclusively by renowned Bel-
gian chocolate maker Cavalier.
In an interview, Felix Verdegem,
the owner of Cavalier, explains
why he is extremely excited

About Cavalier
Cavalier has been
exclusively devel-
oping, producing
and distributing
chocolate products
with no added
sugar since 1996.
The company is the
only manufacturer
in the world dedi-
cated exclusively to
healthy, sugar-free
chocolate. Cavalier
sells its products in

more than 45 coun-

tries. For more
information:
www.cavalier.be.

about this latest innovation.

by Raphael Wermuth

Your company is specialized in
chocolates with no added sugar. What
was your motivation for starting

this particular business?

Our family has a long heritage in the
food business, starting with my grand-
father. When founding Cavalier fifteen
years ago, we identified two prerequisites
for being successful: First, we wanted to
offer high quality products. Secondly, with
diabetes and obesity on the rise, we were
convinced that there is a huge, unexplored
market for indulgent, healthy chocolate
products.

Usually, your products are based on
maltitol. Why are you now launching
chocolates sweetened with Stevia
extract?

Maltitol is actually an excellent sugar
replacer with a great taste, but we noticed
that some customers still perceive it as
something artificial — when in fact it origi-
nates from a natural source. Furthermore,
chocolate products containing more than
10% maltitol need a warning on the pack-
aging, since it may have a laxative effect.
In contrast, Stevia extract is viewed
as a natural sweetener without having a
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Felix Verdegem, owner of the Belgian
chocolate maker Cavalier

laxative effect. That is why I decided to
ask Barry Callebaut for support in devel-
oping a chocolate sweetened with Stevia
extract.

Are sugar substitutes like Stevia extract
just a means of reducing the overall
amount of calories in chocolate?

Calorie reduction was and is still not
my initial motivation for using Stevia ex-
tract in chocolate. The main issue is that
we all consume too much sugar: World-
wide, the average daily intake of sugar is
2.5 times the amount recommended by



the World Health Organisation (WHO).
Therefore, our focus is on substituting the
sugar while keeping the healthy ingredi-
ents in chocolate that are naturally found
in cocoa.

Why have you chosen to work together
with Barry Callebaut to develop your
new chocolate?

As a businessman, I like to work in
proven partnerships. Cavalier has a long-
standing, successful business relationship
with Barry Callebaut. Besides, I realized
that the potential partner for developing
the Stevia chocolate I had in mind needed
to be very experienced and knowledge-
able in working with fibres — I knew this
would be a key issue to solve. And with
Barry Callebaut I found the right partner
with these specific Research and Develop-
ment skills.

What type of new chocolates will you
now offer?

Cavalier will offer a comprehensive
portfolio of chocolate products with Stevia
extract. We have created tablets, bars as well
as a comprehensive range of pralines, from
low budget up to finest premium pralines.

When and where will you start selling
your new chocolates?

Currently, there is no chocolate with
Stevia extract from Cavalier on the shelves
in Europe due to differing national legis-
lation. However, this is changing as we
speak. The product itself — in milk and
dark variety — is ready for launch. As soon
as Stevia extract receives EU regulatory
approval, we will start selling our products
in Europe. I expect this to happen by the
beginning of December 2011. We have al-
ready begun to sell Cavalier chocolates
with Stevia extract in the U.S.
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Barry Callebaut’s chocolate
with Stevia extract — and other
sugar-reduced chocolates

The Stevia plant is cultivated
throughout Asia and South America,
where it has been used as a food
ingredient for more than 200 years.
Nowadays, it is also cultivated

in Japan, Korea, and China. When
refined, natural Stevia extract

has between 100 and 400 times
the sweetness of ordinary sugar
—but no calories. This makes it an
ideal sweetener for people seeking
a healthier lifestyle.

Barry Callebaut has offered
chocolate sweetened with Stevia
extract since 2011. After first
launching a dark variation, the
company has now expanded
its portfolio with a milk variation.
In addition, a white chocolate
with Stevia extract is currently in
the late stages of development
and will be launched soon.

Barry Callebaut has also mar-
keted other sugar-reduced and
low-calorie chocolates using differ-
ent sweetener solutions since 2006.
In addition, the company developed
a specially processed chocolate
sweetened with isomaltulose that
prevents dental caries and is
certified by the “Toothfriendly”
organization and endorsed by
dentists.
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Look after your health
in the most delicious way
possible

by Jorn Wagenbach

Forget about the pills and anti-aging creams and
indulge in what scientists found to be the ideal
way to stay healthy and happy ever after!
Never before has our planet contained
such a large percentage of older people. The
Population Division of the United Nations
states that “The older population is grow-
ing at a considerably faster rate than that
of the world’s total population. In abso-
lute terms, the number of older persons
has tripled over the last 50 years and will

has positive effects on a whole range of bodily
functions, including the maintenance of healthy
blood pressure levels, more vein elasticity,
and better blood flow. These improvements
are generally associated with better cardio-
vascular health. What a delicious way to
look after your well-being!

But there is more. Independent clini-
cal studies have revealed that eating choc-
olate rich in flavanols can significantly
help to protect your skin from the harm-

more than triple again over the next
50 years. In relative terms, the percent-
age of older persons is projected to
more than double worldwide over the
next half century.”

No wonder that international con-
sumer surveys show that also choco-
late lovers are increasingly seeking in-
dulgence that additionally offers
clinically proven functional health ben-
efits, or, in other words: an anti-aging
chocolate with positive effects on both body and
mind. Does that sound appealing to you, too?

While the nutritional potency of cocoa has been
exploited in traditional medicines for centuries, it is
only relatively recently that the numerous health ben-
efits of this remarkable fruit have been attributed to
the large variety and unmatched abundance of the
flavanols, a sub-class of polyphenols (also known as
antioxidants), within the cocoa bean.

Most of these cocoa flavanols are normally de-
stroyed during the conventional chocolate-making
process. By creating more careful processing techniques,
Barry Callebaut has succeeded in preserving most of
the natural flavanols from bean to chocolate. Recent
studies demonstrate that chocolate rich in flavanols

Barry Callebaut has succeeded in creating a special pro-
cess, called ACTICOA™, that combines the divine taste of
cocoa and chocolate with its health-promoting properties
by preserving up to 80% of the flavanol content of raw
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ful effects of ultraviolet radiation. They
demonstrate that regular consumption
of specially produced chocolate with
preserved high cocoa flavanol levels
can more than double the resistance of
the skin to UV light and additionally
increase the hydration and elasticity of
your skin. The authors of the studies
state that the effects are most likely to
be caused by the anti-inflammatory ac-
tivity of the cocoa flavanols and their ca-
pability to increase blood circulation in the skin.
These results are comparable with those achieved by
leading cosmetics products. The difference, however,is
that the effect after eating chocolate comes from “with-
in” and is consequently observed over the whole body.
And it get’s even better. Cocoa is also a natural
source of mood-lifting components which may be-
come an alternative to existing anti-depressant
agents! Consumers already know that chocolate is a
delicious treat that keeps their spirits high. It has now
been shown that there are also components in cocoa
which have a mood-lifting effect.
Of course, a balanced and varied diet and a healthy life-
style may also add to the positive effects of eating choco-
late rich in flavanols... ®

cocoa. ACTICOA™ chocolate is one of the richest natural
sources of cocoa flavanols. At present, around 30 products
containing ACTICOA™ cocoa or chocolate are sold in more
than 10 countries around the world.
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by Rahel Lehmann

Differentiating
chocolate creations

Barry Callebaut operates four
decorations factories in
Europe that serve demanding
customers around the world.
Decorations such as chocolate
pencils, blossoms, vermicelli,
pearls, flakes, shavings, rolls,
cups and plaquettes, moulds
or transfer sheets turn

any chocolate creation into

a veritable piece of art.
Barry Callebaut offers over
6,000 different decorations

to our various customers —
from the small, high-end
confectioner, baker or pastry
chef to the large industrial
customer. This is the widest
assortment offered by any
chocolate producer world-
wide. Our innovation team

is constantly developing new
decorations that allow our
customers to continuously
make the difference and
surprise their own customers.
Take transfer sheets: They
allow chocolate to speak. They
are the ideal tool for per-
sonalizing confectionery and
pastry products and giving
them a premium touch. ®

Thousands

of innovative decorations







by Tamara Frey

The core of some of the most indulgent choco-
late delights is often overlooked. Hidden inside
the dessert pieces, chocolate bars, bakery pro-
ducts or other sweet treats we indulge in is a
huge variety of creamy, crispy, crunchy, chocola-
ty, nutty, fruity or other

fillings. Inclusions are

also an important ingre- Inner

dient — smaller in volu-

me, but big in value for S ace
many sweet treats. Both

inclusions and fillings

can add an extra dimen- Inclusions and

sion of taste, texture ﬁllmgs — we care

and variety to virtually .1 1+ 76 inside
any application, from

confectionery to ice cream to bakery products.

The attractive market for fillings and inclu-
sions continues to grow. Barry Callebaut offers
the widest range of new and unique filling and
inclusion solutions of any chocolate manufactu-
rer, to the delight of customers and consumers
around the world.

Barry Callebaut’s research and develop-
ment teams focus on and anticipate major mar-
ket trends and devote particular attention to
health-related issues, also in fillings. Recently,
Barry Callebaut presented some innovative and
healthier confectionery ingredients low in sat-
urated or hydrogenated fats and it has almost
completely eliminated the use of trans-fatty
acids in its products. Another way of answering
the healthier snacking trend is by switching from
fat- to water-based filling products. Despite the
technical nature of these developments, the
foremost goal is not to compromise on func-
tionality or taste. We all enjoy a bite of some-
thing sweet, don’t we?

Fillings add a variety of creamy, nutty,
crunchy, chocolaty, airy, fruity, crispy and
many other cores to our breakfast bites,
dessert pieces, pralines, Easter eggs and
countless products enjoyed by millions
around the world.

Health plays a big role: Barry Callebaut

pays particular attention to health-related

issues when developing fillings and inclu-

sions. Examples of the healthy solutions

it offers are:

- Aerated and water-based fillings for lower calories

- Reduction or elimination of trans-fatty acids,
saturated and hydrogenated fats

- Fruit-based fillings and coatings

Inclusions can tantalize our senses by
changing the texture, taste, color, shapé or
size of the purest product.

Not only “in from the cold,” but also
“into the cold’” — Barry Callebaut’s
ChocMelts™ inclusions-are made from
100% pure.chocolate.
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by Raphael Wermuth

Steven Retzlaff,
what is the
Global Sourc-
ing & Cocoa
business?

Barry Calle-
baut’s  Global
Sourcing & Co-
coa business is
a separate op-
erating segment
like a Region.
The segment is
responsible  for
the global procurement of our high-quali-
ty raw materials, such as cocoa, sugar and
dairy products and it is the global cocoa
production unit for semi-finished products,
such as cocoa liquor, cocoa butter, and co-
coa powder. Global Sourcing & Cocoa has
sourcing teams in Africa, Asia, Europe as
well as North and South America. In total,
the segment employs 1,600 colleagues.

The three interview partners:

(from left to right).

Roman Miiggler, cocoa sourcing is obvi-
ously a complex business — why is that?
Indeed, it is. Cocoa is a commodity and
buying and selling activities take place in a
constantly changing environment — cocoa

Roman Miiggler, Steven Retzlaff and Massimo Selmo

~ Sourcing
core mgredients

Understanding and success-

fully navigating the complex raw

prices go up and
down depending
on the prevailing
market  forces.
Cocoa availabil-
ity can also vary
significantly due
to various fac-
tors. To manage
this  complex-
ity, we have a
team of 12 cocoa
specialists  who
work alongside
our local sourcing teams in Cote d’Ivoire,
Ghana, Cameroon, Sierra Leone, Tanza-
nia, Brazil, Ecuador and Malaysia as well
as with local partners in Nigeria, Indone-
sia and most of the other cocoa produc-
ing countries. We study the correlation of
different events and the

resulting effect on price

in order to secure the

necessary supply of co-

coa, at the right time, in

the required quality and

at competitive market

prices.

26

material markets

Massimo Selmo, you are responsible for
sourcing all non-cocoa raw materials.
What else is needed in order to produce
chocolate?

Our team of around 40 sourcing spe-
cialists procures ingredients such as dairy
products, sugar, oils and fats. To give you
an idea of the volumes, the amount of milk
we buy is equivalent to the annual milk
production of 200,000 cows. The 3.3 mil-
lion tonnes of sugar beets we buy are culti-
vated on an area of land the size of 30,000
football fields. My team also takes care of
purchasing technical machinery and spare
parts, packaging material as well as energy
like electricity and gas.

Are both your teams doing this centrally
out of Barry Callebaut’s head office in
Zurich?

M. Selmo: We are or-
ganized as one team with
three main presences
in Zurich, Chicago and
Kuala Lumpur as well as
smaller, local presences
in emerging markets
such as Russia, Brazil
and China. This way we



While the finished chocolate is the sweet finale, the
story of Barry Callebaut chocolate begins with
sourcing. Specialized teams buy all the raw materials
needed to produce the company’s own cocoa and
chocolate products in order to serve its customers
best. We interviewed Steven Retzlaff, President
of Barry Callebaut’s Global Sourcing & Cocoa
business, along with Roman Miiggler, Vice President
of Cocoa Procurement, and Massimo Selmo, Head of
Purchasing, to understand better how this is done and

what the main challenges are.

are very close to our internal and exter-
nal customers and can serve them around
the clock with quick reaction times. At the
same time, this setup is also necessary be-
cause agricultural products such as sugar
and dairy products are not traded globally
but sold on local physical markets which
are often protected by import quotas and
tariffs.

R. Miiggler: As a team, we secure along

with our local sourcing organization about
15% of the global cocoa
crop in order to satisfy
the company’s needs.
From an organizational
standpoint, we do this
with a hub team in Zu-
rich, while leveraging a
regional approach with
local points of contact for
customer and supplier
proximity.

What are the main responsibilities of the
purchasing team?

S. Retzlaff: First and foremost, we have
to ensure the right quality and quantity of
raw material at the right time and at a very
competitive market price. Additionally,

our purchasing teams support the Regions
and their customers by providing market
intelligence and tailor-made solutions for
special raw material requirements.

The recent past was marked by increasing
raw material prices and high volatility
on the respective markets. Are there other
risks you have to cope with?
R. Miiggler: Wildly fluctuating prices
are certainly an issue we have to deal with.
We also face supply risks.
For example, with the
rising popularity of cars
in emerging markets, we
face a situation where
cocoa is competing with
other crops like rubber
for manufacturing car
tires. Besides that, there
is the quality risk. Which
is why, for example, we intensified our ef-
forts to move up the cocoa supply chain
and get closer to the farmer. Direct sourc-
ing is the most effective way of managing
our supply and quality risks.
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What instruments do you have at hand to
manage the different market risks?

S. Retzlaff: In order to cope with the
seasonal supply and demand for raw ma-
terials, Barry Callebaut applies a variety
of sourcing strategies and best practices
to manage inherent market risks. These
include diversification of origin countries,
vendor assessment, price hedging of physi-
cal cocoa through futures market transac-
tions, physical forward contracts as well as
arbitrage management.

How did the export ban in Céte d’Ivoire
in early 2011 influence the daily work of
the cocoa trading team?

R. Miiggler: During our long-standing
presence of more than 50 years in this
country, we have experienced a variety of
crises, but we had never been confronted
with a de facto export ban in Cote d’Ivoire.
However, since we closely monitored and
constantly evaluated developments as they
unfolded, we anticipated a deterioration of
the overall situation in the country. By pre-
paring alternative scenarios and adjusting
our contingency plan we managed to over-
come the tight cocoa supply situation. ®
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A cocoa bean takes a long and fascinating journey en route to becoming a precious ingredient
for delicious chocolate. There are few foodstuffs with such a rich and intriguing history as cocoa
and chocolate. Just like coffee, we inherited the cocoa bean from the pre-Columbian cultures in
Latin America. When Hernando Cortés first imported cocoa to Europe and Europeans learned
how to make a chocolate drink with it, it caused quite a stir: divine to some, heretical to others.
Even today, cocoa and chocolate still exude an aura of mystery, luxury and pleasure.

Let us introduce you to the journey of the cocoa bean from an origin country to the four
corners of the world.
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by Petra Heid

Looking at the development of supply
and demand in the cocoa and chocolate
industry, it’s clear that cocoa production
will have to step up to keep up with the
growing appetite for chocolate in markets
around the world. Consumers in emerg-
ing economies such as the BRIC countries
Brazil, Russia, India and China and coun-
tries in the Middle East, for example, are
developing a taste for chocolate. While
this trend is welcome news for the cocoa
and chocolate industry, it also underscores
the need for significant and sustainable in-
creases in cocoa production.

How to achieve this goal is a topic of
intense debate among experts. While the
systematic use of chemical inputs has long
been regarded as a viable solution, another
approach called “dynamic agroforestry”
is currently also being explored. Dynamic
agroforestry focuses on mixed crop farm-
ing. The aim is to grow cocoa with a variety
of other plants that enable the cocoa trees
to thrive.

Cocoa production practices

For decades, increases in cocoa production
were achieved mainly through the conver-
sion of tropical rainforest areas into cocoa
plantations. Decreased soil fertility and
sharp increases in plant diseases and pests
in some cocoa growing regions — conditions
observed after 20 some years of production
— were countered by increasingly intense
usage of chemical fertilizers and pesticides.
Yet plant diseases are still a major prob-
lem, especially in West Africa and Asia.
Moreover, it is now common knowledge
that the large-scale clearing of tropical
rainforest has played a key role in climate
change. An expansion of cocoa farmland at
the expense of the few remaining tropical
rainforests would be irresponsible in to-
day’s world. The greatest challenge facing
the cocoa industry is thus to ensure that it
can continue to source its key raw material,

cocoa, in the quantity and quality required.
And this will only be possible through the
implementation of good agricultural prac-
tices on existing cocoa farms.

Lessons from Malaysia...

In order to fully understand the complexity
of the problem, let’s take a look at how co-
coa cultivation has developed in Malaysia
over the past 30 years.

As a country characterized by large-
scale plantations, it was relatively easy to
boost Malaysia’s cocoa production volume
rapidly within just a few years through
cultivation programs, and cheap loans and
subsidies supported by the World Bank.
High prices on the global market during
the 1970s and early 1980s motivated both
the government and investors to expand
cocoa farmland, even in less-than-ideal lo-
cations, to force a monoculture approach
and to maximize yields through the use of
chemical fertilizers and pesticides. In do-
ing so, the country succeeded in boosting
its cocoa production from 35,000 tonnes in
1980 to 241,000 tonnes in 1990. Malaysia
was the fourth largest cocoa-producing na-
tion after Ghana (295 tonnes), Brazil (362
tonnes) and Cote d’Ivoire (704 tonnes).
Cocoa had thus advanced to become Ma-
laysia’s third-most important export.

At the end of the 1980s, exploding
cocoa production was about to catapult
Malaysia to the top of the list of the world’s
largest cocoa-producing countries. But
then in 2000, the annual harvest fell back
to 35,000 tonnes. The fall in cocoa produc-
tion was just as swift as its rise. What had
happened?

Malaysia’s initially extremely high
yields of two tonnes per hectare, achieved
through the high-level usage of fertilizers
and pesticides, could no longer be main-
tained. This was primarily the result of
escalating soil depletion despite the use
of fertilizers, as well as the fact that dis-
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The growing

agpetzte for
chocolate

underscores
the need for
significant
and sustain-
able increases
In cocoa
production.

eases and pests had become increasingly
resistant to certain pesticides. The uncon-
trolled increase in these pests and diseases
coincided with a period of falling prices on
the global market. Oversupply, plus higher
production costs made cocoa production
unprofitable and triggered the gradual re-
placement of cocoa trees by rubber trees
and oil palms.

... and other cocoa growing regions

The Brazil cocoa sector was devastated
by an outbreak of another plant disease,
witches’ broom, which triggered a similar
crisis. In the early 1990s, cocoa produc-
tion in Brazil plummeted from more than
400,000 tonnes to less than 150,000 tonnes
within a decade. This had a dramatic eco-
nomic and social impact on the entire
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cocoa cultivation region in the state of
Bahia.

Over the course of the past two de-
cades, Indonesia has advanced to become
the world’s third-largest producer of co-
coa with an annual production volume of
800,000 tonnes in 2009. One cause for con-
cern is that the same cultivation techniques
are in use there which ultimately led to the
collapse of cocoa production in Malaysia.

Cote d’Ivoire and Ghana, which to-
gether produce half of the world’s total
cocoa harvest, are also struggling with the
problems of decreasing soil fertility as well
as increasing rates of disease and pests.
These conditions are causing relatively low
or even decreasing yields per hectare on
smallholder cocoa farms. In addition, vari-
ous plant diseases, such as swollen shoot,
are appearing with increasing frequency
in certain regions. Containment of this dis-
ease requires the complete destruction of
infected cocoa plants, which in turn severe-
ly threatens the cocoa farmers’ livelihoods.

Barry
Callebaut
has decided
to address
these new
challenges
and take
action.

Barry Callebaut’s Research &
Development activities in cocoa

Barry Callebaut has decided to address
these new challenges and take action. Dy-
namic agroforestry is one of the approaches
being studied by the company’s Research
& Development team. Even though it is a
niche approach, dynamic agroforestry has
demonstrated some promising results by
boosting production and improving soil
fertility on cocoa plantations in several
Latin American countries.

Barry Callebaut’s agricultural research
draws on the experience and expertise
of international specialists who, through
many years of cultivation experiments
and consultation with about 1,000 cocoa
producers in Latin America, have success-
fully developed innovative cocoa produc-
tion systems and implemented these in
the day-to-day operations of small-scale
farmers. Building on these experiences, an
initial scientifically-conducted cultivation
farm trial was implemented in Malaysia
in 2011 in collaboration with the Research
Institute of Organic Agriculture (FiBL),
Switzerland, and the Bolivian consultancy
ECOTOP. The results of this multi-year
experiment will subsequently be used to
help develop new strategies for increasing
cocoa production.

What is special about this cocoa
production system?
The cocoa tree comes from the Amazon
rainforest and the rainforest regions of
Central America. It grows there naturally in
the shade of a large number of very differ-
ent trees. According to the latest research,
ideal conditions for cocoa tree growth and
production should be based on the condi-
tions found in their natural habitats.
Dynamic agroforestry is based on the
concept that high productivity can only be
achieved in agricultural ecosystems if they
have a high energy flow or, in other words,
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if many plants can grow within one system
and carbon can be accumulated as an en-
ergy source. As soon as the living plants die,
microorganisms transform these into min-
eral nutrients which can then be absorbed
by the living plants. The more biomass a
system produces, the higher its energy flow,
the more intense its water and nutrient cy-
cles, the more nutrients are available to liv-
ing plants, and the higher its productivity
and soil fertility.

The challenge of this system lies in com-
bining as many plants as possible in such a
way that they do not compete against the
cocoa plants, but rather develop a positive
growth dynamic and allow the cocoa plants
to produce at optimum levels. An impor-
tant benefit is that a highly-productive, di-
versified cocoa ecosystem is also extremely
stable against pests and diseases.

Targeted measures also produce eco-
nomically profitable yields: Farm revenues
are higher than production costs over the
long term with minimal use of fertilizers
and pesticides. Farmers are always inter-
ested to reduce external inputs, especially
if this means stable high yields plus lower
external input costs. In addition to cocoa,
the farmer families can harvest numerous
other agricultural products, such as various
fruits and root crops, and wood.

Another increasingly important advan-
tage of the dynamic agroforestry approach
is that it is better adapted to ever more
frequent climate fluctuations and could
even reduce such fluctuations at a regional
level. If dynamic agroforestry proves to
be successful not only on a small scale but
also on a large scale, and under a variety
of different agronomic and cultural condi-
tions, this could be a real milestone toward
sustainable cocoa cultivation. e



Quality
martters

Ensuring quality from the
source: the cocoa bean

Customers choose Barry Callebaut for
quality. Tough prerequisite programs

and controls by our Quality Assurance
departments all over the world ensure that
all our ingredients and products meet the

highest quality standards.

by Rahel Lehmann

Maintaining quality at a global
level is a complex undertaking,
and the key to success. This is
especially true for the chocolate
industry, where assuring consis-
tent quality remains a challenge.
For a chocolate manufacturer,
quality assurance starts with
the cocoa bean. Being present
in origin countries, not only for
the sourcing of beans but also
for production of semi-finished

products such as cocoa powder,
butter and liquor, gives Barry
Callebaut a competitive advan-
tage and additional control over
quality.

Take Africa, from where
we source most of our cocoa.
Here, our local teams ensure
that the beans we buy under-
go very strict quality checks. In
each of our four African facto-
ries in Cameroon, Cote d’Ivoire
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Strict quality checks in the country of origin
ensure that the beans we process meet the highest

quality standards.

and Ghana, there is a Quality
Assurance team that makes
certain all cocoa products meet
our quality standards. They
ensure that the products meet
customer and technical spe-
cifications, that they have the
right color, microbiology, fat
content, and moisture, that they
are properly packaged and do-
cumented, taste good and most
importantly... are safe to eat. ®

Barry Callebaut’s quality assurance
system strives to continuously im-
prove our quality levels. It complies
with numerous standards, including
Good Manufacturing Practices
(GMP) guidelines and British Retail
Consortium (BRC) certification,

a global standard for food safety.
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A closer look at...



.. the
female
side

of chocolate art

by Raphael Wermuth

Looking at the sheer numbers, one
could easily get the impression
that the world of chocolate artisans
is a purely man’s world. Far from
it! We would like to introduce you
to four passionate women who
easily rival their male professional
colleagues. They are all masters

of their craft with impressive
artisanal skills and a long list of
achievements, not to mention a
deep passion for chocolate.

The four female chocolate artisans are all mem-
bers of the Barry Callebaut Ambassadors Club.
At the end of May 2011, they had an opportu-
nity to take part in a visit to a cocoa origin coun-
try — for the first time for some of them. Together
with more than 100 colleagues, they became ac-
quainted with the Brazilian cocoa production
and the local processing of Barry Callebaut at
its cocoa factory in Ilhéus. An exclusive gour-
met chocolate demonstration at the Caesar Sao
Paulo International Airport Hotel marked the
crowning climax for the Barry Callebaut Am-
bassador chefs from Europe, the U.S., Canada,
Asia and Oceania.
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Kirsten is the director
of Savour Chocolate
& Patisserie School
in Melbourne (AUS),
the first school in
Asia-Pacific focused
solely on chocolate
and pastries. Kirsten
is one of Australia’s
most celebrated and
internationally respect-
ed pastry chefs. She is a former member of the
Australian Pastry Team and has been trained
by the world’s leading pastry chefs and choco-
latiers. In July 2004, she represented Australia
at the 2004 World Pastry Championships in
Las Vegas, where she was recognized as the
best in the world for her handmade chocolates.
Kirsten also won a gold medal at the Pastry
Olympics in Germany in 2004 and numerous
national awards in Australia.

What fascinates you
about chocolate?

I love its versatility; there
is no other food product
that is not only incredible
to eat but an amazing me-
dium for artistry. Choco-
late can also have so many
different tastes and flavor
profiles, depending not
only on the manufacturer
but also on the farming
processes and environ-
mental factors.

What was the greatest
experience in your
professional career?

My greatest experience
would be competing

for Australia in both the
Pastry Olympics and

the World Pastry Team
Championships. The
competitions themselves
were exhilarating and

so was the time I spent
beforehand sharpening
my skills as a pastry chef.
1 did both competitions in
the same year, which was
quite demanding, but still
an amazing experience.
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Renata Arassirois the
chef chocolatier and
owner of the high-
flying shop Renata
Arassiro Chocolates
in Sao Paulo —just re-
cently distinguished
as the best chocolate
shop in town by a
gourmet magazine. In her line of chocolates
she processes typical Brazilian products such
as local fruits or cachaga, the most popular
distilled alcoholic beverage in Brazil made
from fermented sugarcane. Renata’s unique
chocolates are available at the best hotels in
Sao Paulo and the city’s most elegant gourmet
market. Renata gave up a career in engineer-
ing for her love of chocolate 12 years ago and
companies all over the country turn to her for
advice in creating chocolate specialties.

What fascinates you
about chocolate?
Everything about choco-
late fascinates me! I love
the way it inspires and
challenges you to use all
five senses to create one
unique experience of
indulgency. Transforming
liquid chocolate into a
beautiful, shiny piece of
delicious chocolate is
wonderful and fascinating!

What was your greatest
experience in your
professional career?
Three things come to
mind: The first was my de-
cision to give up my solid
career in textile engineer-
ing and enter the choco-
late world. Secondly, the
honor of being the first
and so far only Callebaut®
ambassador in Brazil. Last
but not least, opening my
own chocolate shop, of
which I'm very proud.



Marianne is a pastry
chef who won her first
award by complet-
ing her apprenticeship
with the highest score
| <] ever achieved by a
| o pastry apprentice in
Denmark. Marianne

'5 is the owner of Sweet
NDCORI Valentine in Copen-
T+ 1T hagen, a boutique

'S “" chocolate shop in the

! heart of the capital

of D¢ In 1992 and 1996, she was the

winne Danish national chocolate com-
petiti she has also shone on the inter-

natior : Marianne was the first place
winne nternational chocolate competi-
tion i urt in 1995 and won the bronze

meda Nordic Championship in Oslo in
1994.
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Estella is the founder
and manager of Es-
tella Master Class in
Pastry & Chocolate,
the leading culinary
school in Israel. Estel-
la is a graduate (cum
laude) of the pas-
try making track at the Cordon Bleu School
in Paris. She deepened her studies at various
schools and companies in France, Germany
and England. Estella’s rich professional ex-
perience includes pastry making at the pres-
tigious Dan Hotels. She was the first to teach
advanced chocolate techniques to profession-
als in Israel. Estella recently launched her own
TV show on the Israeli Culinary Channel. She
gives lectures nationwide and in the U.S. and
develops chocolate and pastry products for
leading chocolate and pas :
in her home count

What was your greatest
tbout chocolate? experience in your
Chocolate is a very unique professional career?
material that engages all My greatest experience
your senses. One cannot ~ was discovering and
be indifferent to choco- understanding the ama

late. Everywhere you§ ing process of how tk
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COMPANY HISTORY

Barry Callebaut, headquartered in Switzer-
land, resulted from the merger between Belgian
chocolate producer Callebaut and French
chocolate maker Cacao Barry in 1996. The
merger combined Cacao Barry’s know-how
in procurement and initial processing of
cocoa beans with Callebaut’s extensive expe-
rience in producing and marketing chocolate
products. Since 1998, Barry Callebaut has
been listed on the SIX Swiss Exchange.
Today, the company is a fully integrated
chocolate company with a global presence. It
provides comprehensive chocolate solutions
to the entire food industry. Barry Callebaut
is present in 27 countries, currently operates
40 production facilities, employs around 6,000
people and generated sales of about CHF 4.6

billion in fiscal year 2010/11.

1999
Acquisition of Carma AG in
Switzerland

2002
Acquisition of the Stollwerck
Group in Germany

2003
Acquisition of Dutch Group
Graverboom BV. (including Luijckx
BV.)

Acquisition of Brach’s Confections
Holding, Inc.in the U.S.

2004
Acquisition of the vending mix
business of AM Foods in Sweden

2005
Opening of a chocolate factory in
California, U.S.

2007
Opening of a chocolate factory in
Chekhov, Russia

Divestment of Brach’s Confections
Holding, Inc.
Signing of major outsourcing

contracts with Nestl¢, Hershey and
Cadbury

Acquisition of a cocoa factory in
Pennsylvania, U.S.

2008

Opening of a chocolate factory in
Suzhou, China

Acquisition of a 49% stake in
Biolands, Tanzania

Acquisition of a 60% stake in KLK
Cocoa in Malaysia

Opening of a sales office and
Chocolate Academy in Mumbai,
India

Opening of Chocolate Academies
in Suzhou, China; Zundert, The
Netherlands; Chekhov, Russia and
Chicago, US.

Acquisition of IBC, specialist in
decorations in Kortrijk-Heule,
Belgium

Outsourcing agreement with
Morinaga in Japan and start of
production in new factory

2009
Opening of a chocolate factory in
Monterrey, Mexico

Sale of Van Houten Singapore
Consumer business to Hershey’s

Distribution agreement signed
with Bunge Alimentos in Brazil

Acquisition of Danish vending mix
company Eurogran

Acquisition of Spanish chocolate
maker Chocovic, S.A.

2010
Opening of a chocolate factory in
Extrema, Brazil

Signing of a major outsourcing
contract with Kraft Foods Inc.

20m
Acquisition of remaining 40%
stake in Barry Callebaut Malaysia
Sdn Bhd, formerly KLK Cocoa

Signing of a long-term out-
sourcing agreement with Choc-
olates Turin, Mexico

Sale of European Consumer
Products business to Belgian
Baronie Group




BARRY
CALLEBAUT
IN NUMBERS

FOR FISCAL YEAR
2010/1

NUMBER
OF EMPLOYEES

5972

NUMBER
OF FACTORIES

40

NUMBER OF
INDUSTRIAL FOOD
MANUFACTURERS
WE ARE SERVING

6,000

NUMBER PERCENTAGE
OF RECIPES OF DIRECT COCOA
SOURCING
2:0 O O 61 4)
NUMBER OF NUMBER OF
R&D PROJECTS CHOCOLATE
AMBASSADORS

1,018

155

TONNES OF COCOA
SOURCED WITH
QPP COOPERATIVES

59,303

CO,-REDUCTION

0.8%

NUMBER OF PRO-
FESSIONALS PER
YEAR TRAINED

AT OUR CHOCOLATE
ACADEMIES

26,000

Barry Callebaut is the
world’s leading manu-
facturer of high-quality
cocoa and chocolate.
The company serves

the entire food industry,
focusing on industrial
food manufacturers,
artisans and professional
users of chocolate.









