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Barry Callebaut Group – 3-Month Key Sales Figures, Fiscal Year 2020/21 

Resilient start to the year 

 Sales volume down –4.3%, improving chocolate performance (-1.8%) 
 Sales revenue of CHF 1,777.5 million, down –3.5% in local currencies (–11.2% in CHF) 
 Confident on mid-term guidance1 

Zurich/Switzerland, January 27, 2021 – Antoine de Saint-Affrique, CEO of the Barry Callebaut Group, 
said: “In the first quarter of the fiscal year, we are pleased to report resilient results in a still 
challenging environment. The overall improving chocolate performance and the continued 
recovery in Gourmet show that we keep building momentum quarter to quarter.” 
 
Group Key Sales Figures 
           

for the 3-month period ended November 30,        2020  2019 

    Change in %     

 
 

 
 

in local 
currencies  

in CHF 
   

 

           

Sales volume  Tonnes    (4.3%)  560,354  585,620 

Sales revenue  CHF m  (3.5%)  (11.2%)  1,777.5  2,000.8 
           

 
The Barry Callebaut Group, the world’s leading manufacturer of high-quality chocolate and cocoa 
products, reported – against a high prior-year comparison base – resilient sales volume of 
560,354 tonnes, which corresponds to a decline of –4.3% during the first three months of fiscal year 
2020/21 (ended November 30, 2020). Sales volume in the chocolate business continued to improve, 
with a slight decline of –1.8% to 447,704 tonnes, in line with the underlying global chocolate 
confectionery market2. The key growth drivers Outsourcing (+2.6%) and Emerging Markets (+4.7%, 
excluding Cocoa) contributed positively and Gourmet & Specialties continued to recover (–5.5%). 
Sales volume in Global Cocoa declined by –13.1% to 112,650 tonnes as a result of the continued focus 
on ‘smart growth’. Sales revenue in the first three months amounted to CHF 1,777.5 million, a 
decline of –3.5% in local currencies (–11.2% in CHF). 

Outlook – Confident to deliver on mid-term guidance 

Looking ahead, CEO Antoine de Saint-Affrique said: “In still volatile markets, we continue to find 
new ways of doing business and seize opportunities while maintaining strict cost discipline. We 
see a gradual recovery, supported by our consistent focus on ‘smart growth’, our broad customer 
footprint and our strong innovation pipeline. This makes us confident that we can deliver on our 
mid-term guidance.” 

Strategic milestones in the first three months of fiscal year 2020/21 

 Expansion: The Group deepened its presence in China in November 2020 with the 
inauguration of a CHOCOLATE ACADEMY™ Center in Shenzhen, the third in China and the 23rd 
globally. Through inspiration, education and personalized support, the CHOCOLATE 
ACADEMY™ Center in Shenzhen will strengthen the collaboration with artisans, pastry chefs, 
confectioners, bakers and caterers in South China.  

 
1 On average for the 3-year period 2020/21 to 2022/23: 5-7% volume growth and EBIT above volume growth in local currencies, 

barring any major unforeseeable events and based on the assumption of a gradual recovery from COVID-19 without major 
lockdown resurgence. 

2 Source: Nielsen, volume growth of –1.2% excluding e-commerce – 25 countries, September to November 2020, data subject to 
adjustment to match Barry Callebaut’s reporting period. Nielsen data only partially reflects the out-of-home and impulse 
consumption, which was heavily impacted by the lockdowns due to COVID-19. 
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In November 2020, La Morella Nuts opened a Global Center of Expertise for nuts in Reus, Spain. 
The Center aims to grow expertise in taste and texture, sourcing and sustainability, as well as 
application knowledge. Furthermore, La Morella Nuts announced further expansion in Europe, 
Asia Pacific as well as North America and introduced a specialty nut range for plant-based 
beverages, snacks and frozen treats targeting brands and artisans. Through this range, La 
Morella Nuts is tapping into the growing consumer demand for healthier indulgence and plant 
based products. 

 Sustainability: Barry Callebaut published in December 2020 its fourth Forever Chocolate 
progress report, detailing its achievements in making sustainable chocolate the norm by 2025. 
The Group achieved an –8.1% reduction in carbon emissions in fiscal year 2019/20, reducing its 
global carbon footprint (scope 1, 2 and 3) to 7.8 million tonnes CO2e (carbon dioxide 
equivalents). Barry Callebaut trained almost 100,000 cocoa farmers on child labor awareness 
and increased the number of farmers mapped with geographic and socio-economic data to 
over 180,000. It also distributed more than 2.0 million cocoa seedlings and 1.6 million shade 
trees. The full report can be accessed here.  
In November 2020, corporate and public leaders joined Barry Callebaut to sign the coconut 
industry’s first Sustainable Coconut Charter. The charter aims to improve farmer livelihoods, 
lessen the carbon footprint of coconut production and boost supply to meet rising global 
demand for coconut products.  
Furthermore, in November 2020, Barry Callebaut announced an industry first project that will 
convert cocoa by-products into biochar at one of its European factories. Biochar is similar to 
charcoal and can be used to produce energy, reduce waste and permanently store carbon. 
Using cocoa shells to produce biochar will help Barry Callebaut to achieve its Forever Chocolate 
target of becoming carbon positive by 2025.  
In December 2020, for the second year in a row, Barry Callebaut was awarded an A- by the 
Carbon Disclosure Project (CDP) for its 2019 efforts to reduce its carbon footprint. 

Regional/Segment performance 

Region EMEA2F – Resilient volume in light of renewed lockdowns  
Sales volume of Barry Callebaut in Region EMEA (Europe, Middle East and Africa) decreased by 
–6.7% to 251,554 tonnes. The volume development was resilient in light of the renewed lockdowns 
in major European markets3 at the end of the first quarter of the fiscal year. Food Manufacturers 
was impacted by lower seasonal activities, leading to a mid-single digit decline. Gourmet & 
Specialties’ volume continued to recover, in particular in Eastern Europe, resulting in an overall 
volume decline in the low teens. Sales revenue decreased by –4.6% in local currencies (–8.3% in 
CHF) to CHF 775.1 million. In preparation for the departure of the United Kingdom from the 
European Union, the Group took all the necessary steps to ensure continued high service levels for 
its customers in the UK. 

Region Americas3F – Positive momentum continues 
The positive momentum continued in Region Americas with sales volume increasing by +6.0% to 
162,070 tonnes, well ahead of the declining regional chocolate confectionery market3. Volume 
growth was supported by both Food Manufacturers and Gourmet. In particular in North America, 
large corporate accounts in Food Manufacturers grew by double-digits. Gourmet & Specialties’ 
overall volume growth returned to positive territory. Sales revenue increased by +5.2% in local 
currencies (–5.6% in CHF) to CHF 471.5 million. 

 
3 Source: Nielsen. The volume growth for the period September to November 2020 was: EMEA +0.4%, Americas –1.0%. Data is 

subject to adjustment to match Barry Callebaut’s reporting period. The underlying chocolate confectionery market growth 
according to Nielsen does not include e-commerce and only partially reflects the out-of-home and impulse consumption. 

https://www.barry-callebaut.com/en/forever-chocolate/sustainability-reporting/progress-report-201920
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Region Asia Pacific4F – Steady growth against high comparison base 
Against a high double-digit comparison base in prior year, Region Asia Pacific achieved steady 
growth with volume up +1.8% to 34,080 tonnes, significantly outpacing the regional chocolate 
confectionery market4. Growth in Food Manufacturers was mainly supported by corporate 
accounts. The integration of GKC Foods in Australia is on track and will strengthen the Group’s 
position in the industrial chocolate market and leverage its value-adding Gourmet & Specialties 
business in Australia and New Zealand. The opening of a CHOCOLATE ACADEMY™ Center in 
Shenzhen, China, will create further opportunities for Gourmet in the Region. Sales revenue 
increased by +1.4% in local currencies (–4.8% in CHF) to CHF 106.9 million. 

Global Cocoa – Focus on ‘smart growth’ 
Global Cocoa sales volume declined by –13.1% to 112,650 tonnes, against a high comparison base. 
Furthermore, the decline reflects the Group’s focus on ‘smart growth’, proactively balancing 
volume and profit and driving for a disciplined implementation of the ‘Living Income Differential’ 
(LID). The LID has been consistently applied to the Group’s bean purchases in Côte d’Ivoire and 
Ghana. Sales revenue decreased by –10.9% in local currencies (–22.0% in CHF) to CHF 424.0 million, 
partially due to lower cocoa bean prices. 

Price developments of key raw materials 
During the first three months of fiscal year 2020/21, terminal market5 prices for cocoa beans 
fluctuated between GBP 1,608 and GBP 1,869 per tonne and closed at GBP 1,869 per tonne on 
November 30, 2020. On average, cocoa bean prices decreased by –7.2% versus the prior-year 
quarter. The outlook for global bean supply and demand indicates a sizable surplus. 
World sugar prices increased on average by +14.3% on the back of increased demand from China 
and in the absence of Indian exports. Sugar prices in Europe decreased on average by –3.9% 
compared to the prior-year first quarter.  
Dairy prices decreased on average by –8.7% compared to the same prior-year quarter on the back 
of improved milk supply. The dairy market is still recovering from the sharp price decline caused by 
COVID-19 lockdowns in the third quarter 2019/20.  
 
  

 
4 Source: Nielsen. The volume growth in Asia Pacific was –12.2% for the period September to November 2020. Data is subject to 

adjustment to match Barry Callebaut’s reporting period. The underlying chocolate confectionery market growth according to 
Nielsen does not include e-commerce and only partially reflects the out-of-home and impulse consumption. 

5 Source: London terminal market prices for 2nd position, September to November 2020. Terminal market prices exclude Living 
Income Differential (LID) and country differentials. 
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Financial Calendar for Fiscal Year 2020/21 (September 1, 2020 to August 31, 2021): 

Half-Year Results 2020/21 April 22, 2021 

9-Month Key Sales Figures 2020/21 July 15, 2021 

Full-Year Results 2020/21  November 10, 2021 

Annual General Meeting 2020/21 December 8, 2021 

About Barry Callebaut Group (www.barry-callebaut.com): 
With annual sales of about CHF 6.9 billion (EUR 6.4 billion / USD 7.1 billion) in fiscal year 2019/20, the Zurich-
based Barry Callebaut Group is the world’s leading manufacturer of high-quality chocolate and cocoa 
products – from sourcing and processing cocoa beans to producing the finest chocolates, including chocolate 
fillings, decorations and compounds. The Group runs more than 60 production facilities worldwide and 
employs a diverse and dedicated global workforce of more than 12,000 people. 
The Barry Callebaut Group serves the entire food industry, from industrial food manufacturers to artisanal 
and professional users of chocolate, such as chocolatiers, pastry chefs, bakers, hotels, restaurants or caterers. 
The global brands catering to the specific needs of these Gourmet customers are Callebaut® and Cacao 
Barry®, Carma® and the decorations specialist Mona Lisa®. 
The Barry Callebaut Group is committed to make sustainable chocolate the norm by 2025 to help ensure 
future supplies of cocoa and improve farmer livelihoods. It supports the Cocoa Horizons Foundation in its goal 
to shape a sustainable cocoa and chocolate future. 

Follow the Barry Callebaut Group: 

 Twitter 

 LinkedIn 

 Facebook 

 YouTube 

 Flickr 

 

Contact 
for the media: 
Frank Keidel 
Head of Media Relations 
Barry Callebaut AG 
Phone: + 41 43 268 86 06 
frank_keidel@barry-callebaut.com 

for investors and financial analysts: 
Claudia Pedretti 
Head of Investor Relations 
Barry Callebaut AG 
Phone: +41 43 204 04 23 
claudia_pedretti@barry-callebaut.com 

https://www.barry-callebaut.com/en/group
https://www.callebaut.com/en-OC/homepage
https://www.cacao-barry.com/en-OC
https://www.cacao-barry.com/en-OC
https://www.barry-callebaut.com/en/artisans/carma
https://www.barry-callebaut.com/en/artisans/carma
https://www.barry-callebaut.com/en/artisans/mona-lisa
https://www.barry-callebaut.com/en/artisans/mona-lisa
https://www.cocoahorizons.org/
https://twitter.com/BarryCallebaut
https://www.linkedin.com/company/barry-callebaut-group
https://www.facebook.com/BarryCallebautGroup
https://www.youtube.com/c/BarrycallebautGroup
https://www.flickr.com/photos/barrycallebautgroup/sets/
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Group Key Sales Figures6 
           

for the 3-month period ended November 30,        2020  2019 

    Change in %     

 
 

 
 

in local 
currencies  

in CHF 
 

 
 

 

 
Key Figures           

Sales volume  Tonnes    (4.3%)  560,354  585,620 

Sales revenue  CHF m  (3.5%)  (11.2%)  1,777.5  2,000.8 

 
By Region           

EMEA           

Sales volume  Tonnes    (6.7%)  251,554  269,636 

Sales revenue  CHF m  (4.6%)  (8.3%)  775.1  845.6 

Americas           

Sales volume  Tonnes    6.0%  162,070  152,843 

Sales revenue  CHF m  5.2%  (5.6%)  471.5  499.4 

Asia Pacific           

Sales volume  Tonnes    1.8%  34,080  33,486 

Sales revenue  CHF m  1.4%  (4.8%)  106.9  112.3 

Global Cocoa           

Sales volume  Tonnes    (13.1%)  112,650  129,655 

Sales revenue  CHF m  (10.9%)  (22.0%)  424.0  543.5 

 
By Product Group  

 
 

 
 

 
 

 
 

 

Sales volume  Tonnes      560,354  585,620 

Cocoa Products  Tonnes    (13.1%)  112,650  129,655 

Food Manufacturers Products  Tonnes    (1.2%)  384,753  389,356⁶ 

Gourmet & Specialties Products  Tonnes    (5.5%)  62,951  66,609⁶ 

Sales revenue  CHF m      1,777.5  2,000.8 

Cocoa Products  CHF m  (10.9%)  (22.0%)  424.0  543.5 

Food Manufacturers Products  CHF m  0.4%  (5.8%)  1,072.4  1,139.0⁶ 

Gourmet & Specialties Products  CHF m  (4.9%)  (11.7%)  281.1  318.3⁶ 
           

 
  

 
6 Certain Gourmet & Specialties customers have been shifted to the Food Manufacturers product group to better serve them. 

The minor reallocation represented less than 1% of Gourmet & Specialties volume and sales revenues in fiscal year 2019/20. 
Please refer to Appendix on page 6 for full details. 
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Appendix: Reallocation between product groups7 
 
           

FY 2020/21   
 

Cocoa Products  Food Manufacturers 
Products 

 Gourmet & 
Specialties Products 

 Group 

Sales volume           

3-Month  Tonnes  112,650  384,753  62,951  560,354 

Half-Year  Tonnes  –  –  –  – 

9-Month  Tonnes  –  –  –  – 

Full-Year  Tonnes  –  –  –  – 

Sales revenue           

3-Month  CHF m  424.0  1,072.4  281.1  1,777.5 

Half-Year  CHF m  –  –  –  – 

9-Month  CHF m  –  –  –  – 

Full-Year  CHF m  –  –  –  – 

           

           

FY 2019/20   
 

Cocoa Products  Food Manufacturers 
Products 

 Gourmet & 
Specialties Products 

 Group 

Sales volume           

3-Month  Tonnes  129,655  389,356  66,609  585,620 

Half-Year  Tonnes  242,315  731,943  129,470  1,103,728 

9-Month  Tonnes  342,663  1,062,510  163,705  1,568,878 

Full-Year  Tonnes  457,386  1,429,549  209,047  2,095,982 

Sales revenue           

3-Month  CHF m  543.5  1,139.0  318.3  2,000.8 

Half-Year  CHF m  1,023.5  2,129.3  609.0  3,761.8 

9-Month  CHF m  1,406.2  3,076.7  757.3  5,240.2 

Full-Year  CHF m  1,817.6  4,118.6  956.9  6,893.1 
           

 

 
7 Certain Gourmet & Specialties customers have been shifted to the Food Manufacturers product group to better serve them. 

The minor reallocation represented less than 1% of Gourmet & Specialties volume and sales revenues in fiscal year 2019/20. The 
table shows quarterly adjusted numbers for 2019/20. 


