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I
magine a shopping bot, if 

you will. It interacts with 

kids on Snapchat, letting 

them buy the candy they 

see in a friend’s post just by searching for 

the image. 

It’s not some crazy futuristic predic-

tion — it’s the kind of thing that’s already 

happening. And it has the potential to 

have a huge impact on the economy.

“Artificial intelligence will deliver 

added economic output of about $13 

trillion by 2030 and boost global GDP by 

1.2 percent a year,” according to a new 

McKinsey Global Institute’s September 

2018 report “Modeling the Impact of AI 

on the World Economy.”

The McKinsey Global Institute 

looked at five broad categories of AI: 

computer vision, natural language, 

virtual assistants, robotic process 

automation and advanced machine 

learning. Companies will likely use 

these tools to varying degrees, it says. 

“By 2030, the average simulation 

shows that some 70 percent of companies 

might have adopted at least one type of 

AI technology but that less than half will 

have fully absorbed the five categories,” 

the report says. 

And indeed, that Snapchat scenario 

isn’t even farfetched, so much as it’s 

already happening. 

The social media network recently 

partnered with Amazon to allow users 

to search for products via its image-

recognition software.

“Users can use Snapchat’s camera to 

scan a physical object or barcode, which 

brings up a card showing that item and 

similar ones along with their title, price, 

thumbnail image, average review score 

and Prime availability. When they tap on 

one, they’ll be sent to Amazon’s app or 

site to buy it,” TechCrunch explains. 

AI also could help companies create 

the perfect candy bar. Last year, Google 

used AI to find the perfect chocolate 

chip cookie recipe, according to 

Business Insider. 

“Using artificial intelligence and a 

technique called ‘Bayesian Optimisation,’ 

the team spent two months trying to 

design the perfect chocolate chip cookie,” 

the article explains. “The team gave a 

computer a series of ingredients, without 

any other information, and told it to 

simply bake a cookie.”

It took 59 batches, but eventually it 

got it. Granted, Business Insider actually 

baked the recipe and it wasn’t impressed. 

But that doesn’t mean that type of 

technology isn’t useful. 

McKinsey warns against 

underestimating AI. 

“It would be a misjudgment to 

interpret this ‘slow burn’ pattern of 

impact as proof that the effect of AI will 

be limited,” the report says. “The size of 

benefits for those who move early into 

these technologies will build up in later 

years at the expense of firms with limited 

or no adoption.”

It’s likely only time mixed with 

creativity will truly show us how useful AI 

can be in the confectionery industry. But 

it probably won’t hurt to friend some bots 

on Snapchat in the meantime.  

Opening Shots  //  Editorial Column

The future of candy 
is actually artificial... 
intelligence

By Crystal Lindell
EDITOR-IN-CHIEF 

Crystal Lindell
EDITOR-IN-CHIEF 
lindellc@bnpmedia.com

How AI will help brands predict product successes, 

interact with customers and boost sales. 
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News & Analysis  //  Breaking Industry Developments

Atkinson to relaunch Chick-O-Stick 
with natural colors, new packaging

By Alyse Thompson  // ASSOCIATE EDITOR

A
tkinson Candy Co. 

plans to unveil an 

updated version of 

the classic Chick-O-

Stick during Sweets & Snacks Expo, set 

for May 21-23 in Chicago. 

The updated Chick-O-Stick will 

be made with simple ingredients and 

without artificial colors or flavors, 

maintaining the taste and crunch 

consumers love. The new Chick-

O-Stick will also feature refreshed 

Updated peanut butter treat to be revealed at Sweets & Snacks Expo.

By Alyse Thompson  // ASSOCIATE EDITOR

Packaged Facts predicts non-chocolate 

candy sales to generate $11 billion in 2018.

T
he U.S. non-chocolate 

candy market is poised 

to reach $12.42 billion 

in 2023, according to a 

new report from Packaged Facts.

The research firm projected the non-

chocolate candy market would grow by 

a compound annual growth rate of 2.6 

percent over the next five years. Sales of 

non-chocolate candy are expected to hit 

almost $11 billion in 2018.

Packaged Facts noted these totals rep-

resent about half of projected chocolate 

sales, which are pegged to top $23 billion 

in 2018 and $26 billion in 2023.

“Candy marketers will continue to 

develop fun and flavorful products, 

with an even greater focus from the 

non-chocolate side of the candy aisle on 

novel product experiences,” the report’s 

executive summary reads. “Taste is the 

biggest driver of choice, followed by 

texture, and consumers continue to seek 

out products that offer these experiences, 

whether classic and nostalgic or new.”

Packaged Facts also cited the ongoing 

shift toward “better-for-you” sweets that 

are organic, natural or made without 

GMOs, high fructose corn syrup and 

artificial colors and flavors.

“Non-chocolate candy is about indul-

gence and a sugar rush, and dispropor-

tionately appeals to children and younger 

adults,” the report reads. “For the not-so-

young at heart, some focus will be placed 

on creation of better-for you candies that 

feature nutritious ingredients or inclusions 

such at nuts, seeds, botanicals, and fruit.”

In terms of shopping channels, super-

centers and mass discount centers led 

the way in 2017 with 23 percent of non-

chocolate candy sales, representing $2.45 

billion. Convenience stores followed with 

21 percent of non-chocolate candy sales, 

representing $2.23 billion. Grocery stores 

took third with 19 percent of non-choco-

late sales, generating $2.02 billion.

Packaged Facts also pointed to how 

changes in checkout line configurations 

and increasing popularity of online 

shopping can affect candy sales.

“Industry research on candy pur-

chases shows that 80 percent of volume is 

purchased on impulse,” the report reads. 

“Even if the check-out lane can be overrat-

ed as candy buying territory, the prolifera-

tion of self-checkout lanes at supermarkets 

cuts out the front-end holding pen where 

consumers are lined up next to categories 

of high-margin impulse purchases, espe-

cially candy, gum and magazines. 

“Although online sales for candy are 

relatively small, they could increase with 

the advent of online grocery shopping, 

which allows consumers to receive candy 

and other foods without having to browse 

store shelves.” 

Non-chocolate candy sales 
to hit $12.42 billion in 2023

Sales of non-chocolate candy are expected to hit
almost $11 billion in 2018.
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By Alyse Thompson  // ASSOCIATE EDITOR

A
merican Licorice Co. has unveiled a new pack-

aging design for its Sour Punch product line. 

Introducing a brighter, more modern look, 

the packaging refresh arrives on the heels of 

the recently announced brand purpose, “Embrace Your Punch.” 

This is a message about self-love and appreciating the differ-

ences in others with the goal of encouraging mutual respect and 

spreading kindness. The message: “Love what makes you unique, 

appreciate what makes others different” appears each package.

Working alongside the branding and design experts at 

Kaleidoscope, the new packaging was an inclusive process that 

enlisted a panel of Sour Punch consumers to weigh in on the 

creative elements. 

“Kaleidoscope is thrilled to have partnered with American 

Licorice to refresh the Sour Punch package design,” said Scott 

Lucas, executive director, client services, at Kaleidoscope. “The 

goal was to ensure the solution remained true to its valuable 

equities but also delivered a new and 'PUN-CHI' design system 

that stood out on shelves and enticed consumers of all ages.”

The new packaging will be available in stores and online 

beginning February 2019, phasing out current packaging later 

in 2019. 

In recent years the sour candy market has continued 

to gain momentum. As an industry leader and one of the 

first companies to enter the space nearly 30 years ago, Sour 

Punch sought a creative outlet to expand on the brand’s 

purpose while also remaining close to its roots as a founding 

supplier of sour candy.  

 “The Sour Punch brand has undergone an exciting packaging 

refresh which will be on shelves soon,” said Kristi Shafer, vice 

president of marketing at American Licorice Co. “As part of the 

process, we consulted sour candy fans to find out where the brand 

should go. We confirmed the strength of some of our brand assets 

such as our PUN-CHI character, lightning boltz and green accents, 

so those remain as part of the new design. Equally important 

was 'testing' the brand purpose messaging on the package. This 

was a game changer as we realized people want and need brands 

that inspire, and that is what we are trying to do at ALC. We are so 

excited to roll this out in the coming months!” 

American Licorice Co.  
updates Sour Punch packaging

branding to introduce the candy to the 

next generation of consumers. 

Since their inception in the early 

1940s, Chick-O-Sticks have featured 

fresh roasted peanut butter and toasted 

coconut made daily onsite at Atkinson’s 

factory in Lufkin, Texas, but artificial red 

and blue coloring will be removed in 

favor of natural turmeric and vegetable 

juice concentrate-derived colors. The 

formulation contains no hydrogenated 

oils or artificial preservatives.  

“We want to make candies that con-

sumers can feel good about,” says Presi-

dent Eric Atkinson. “This isn’t a radical 

change in formulation, but a small 

tweak that will resonate with today’s 

ingredient-conscious consumers.”

The packaging and logo is undergo-

ing a makeover that is intended to speak 

to the simplicity, wholesomeness and 

heritage of the product. 

“There are brand elements that 

are essential to the Chick-O-Stick, and 

those won’t be going away, but we are 

making some changes to bring a younger 

demographic along,” says John Leipold, 

vice president, sales and marketing. 

Introducing a brighter, more modern look, the new Sour Punch packaging 

refresh arrives on the heels of the recently announced brand purpose, 

“Embrace Your Punch.”

Each package features message of self-love, kindness.
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Chocolate maker is up from last year’s 36%, looking 

to produce 100% sustainable cocoa by 2025.

B
arry Callebaut now produces 44 percent 

of its cocoa and 44 percent of its other 

ingredients sustainably.  

That’s according to the chocolate maker’s 

Forever Chocolate Progress Report for fiscal year 2017-2018.

“With now 44 percent of our ingredients coming from 

sustainable sources we are well on track to make sustainable 

chocolate the norm by 2025,” said Antoine de Saint-Affrique, 

ceo of the Barry Callebaut Group. “Through our sourcing, 

processing and sales, we are driving change, supporting cocoa 

farming communities and driving the uptake of sustainably 

sourced chocolate.” 

Forever Chocolate is based on four ambitious targets, to 

be achieved by 2025, that address the largest sustainability 

challenges in the chocolate supply chain.

• Lift more than 500,000 cocoa farmers out of poverty

• Eradicate child labor from its supply chain

• Become carbon and forest positive

• Have 100 percent sustainable ingredients in all its products

Sustainable chocolate

Of all the agricultural raw materials Barry Callebaut sourced, 

44 percent were sustainably sourced in 2017/18. The group 

sourced 44 percent of cocoa beans through sustainability 

programs, compared to 36 percent the previous year.

This percentage includes the group’s Cocoa Horizons 

program, as well as its customers’ own programs and external 

certification such as UTZ Certified, Rainforest Alliance, 

Fairtrade and Organic. 

Furthermore, Barry Callebaut sourced 44 percent of its non-

cocoa agricultural raw materials sustainably, up from 30 percent 

the previous year. 

Lift more than 500,000 cocoa farmers out of poverty

In order to lift more than 500,000 farmers out of poverty, Barry 

Callebaut announced that it is building data sets with detailed 

location, agronomic, economic and social survey data on the 

cocoa farms in its supply chain. And more than 130,000 farms 

have already been mapped. 

These unique data sets allow Barry Callebaut to ensure that 

the mapped cocoa farms are not located in protected forest 

areas. In addition, they allow the group to create tailor-made 

sustainability programs to help address the key issues of the 

mapped cocoa farming communities.

As part of its work with farmers, the group distributed over 

2.1 million young cocoa seedlings, as well as close to 400,000 

shade trees.

In 2017/18, 12,395 farmers (+113 percent) in Côte d’Ivoire, 

Ghana, Cameroon, Tanzania, Brazil and Indonesia participated 

in Barry Callebaut’s Farm Services business and received coach-

ing and other inputs such as tools and seedlings or support to 

access finance. 

Furthermore, the group supported cocoa farmers in replant-

ing 281 hectares (+60 percent) with young cocoa trees, as well 

as other crops that provide shade, and help cocoa farmers to 

diversify their income.

Eradicating child labor

With the support of ICI, Barry Callebaut continues to 

implement monitoring and remediation systems designed to 

eradicate child labor. 

This includes on-the-ground household and farm visits 

to survey practices concerning child employment and 

education in cocoa farming communities. These surveys 

identify children performing hazardous tasks and allow well-

founded estimates of the prevalence of the worst forms of 

child labor to be made. 

In 2017/18, the group conducted monitoring and reme-

diation in 21 farmer groups covering 12,018 farmers in Côte 

d’Ivoire and Ghana. Barry Callebaut established that in 2017/18 

12 percent of the farmer groups it directly sources from in Côte 

d’Ivoire and Ghana have systems in place to prevent, monitor 

Barry Callebaut report reveals company 
sources 44% of its ingredients sustainably

Barry Callebaut now produces 44 percent of its cocoa and 44 percent of its 

other ingredients sustainably.
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and remediate child labor, up from 3.2 

percent in the previous year.

The monitoring uncovered 4,230 cases 

of the worst forms of child labor, in all cases 

children working on their family’s farm. 

This increase is the result of the cover-

age of a broader range of farmer groups. 

All the cases of worst forms of child labor 

the Group found are being remediated.

Carbon and forest positive

In order to become carbon positive, 

Barry Callebaut does not only look at 

the carbon footprint created by its own 

operations, and energy use, but also 

takes into account the carbon footprint 

of the entire supply chain, including the 

production and processing of all raw 

materials and related land use changes.

The carbon footprint of the group’s 

supply chain from farm to customer 

was 9.1 million tonnes CO2e in 2017/18. 

This is an increase of 4.6 percent, mostly 

due to an increase in the production of 

chocolate and cocoa products. 

The CO2e intensity per tonne of 

average product slightly decreased to 4.45 

tonnes (-1.5 percent) in 2017/18, due to 

energy-saving measures in its factories 

and transport operations. Of the Group’s 

factories, 14 out of 59 (24 percent) are now 

running on 100 percent renewable energy.

Barry Callebaut has created a heat 

map to provide an overview of the geo-

graphical footprint of the raw materials 

the group sources which are at risk of 

causing deforestation and require addi-

tional safeguard measures, in addition to 

the safeguards provided by certification. 

On the basis of this heat map, Barry 

Callebaut is assessing which additional 

safeguard measures, such as farm 

mapping, have to be put in place to be 

able to guarantee that the commodities 

are free from deforestation. 

By Alyse Thompson  // ASSOCIATE EDITOR

D
riven by consumer 

demand for more 

unique, interactive 

experiences, confec-

tionery and snack product launches have 

grown globally by 17 percent over the last 

five years, Innova Market Insights reports.

The research firm also notes one in 

four global consumers increased their 

consumption of confectionery items 

over the past year because there is more 

variety and novelty available.

Consumer curiosity to discover 

something new and different is leading 

to more unusual and bolder flavors and 

blends, surprise textures and a greater 

focus on visual appeal in the sweets and 

snacks arena. 

Heightened sensory delivery is also 

being increasingly combined with an 

element of the unexpected. As such, 

Innova Market Insights reports seeing 

activity in areas such as unusual colors, 

popping candy, hot and spicy options, 

cooling effects and more interactive, 

personalized packaging.  

Snacking is no longer the optional 

extra, but the definitive occasion. 

Companies are focusing their new 

product development on trends such as 

bite-site formats and on-the-go options. 

There is a 20 percent growth in new snack 

launches with “bite-site” claim.  

The three leading drivers of choice in 

snacks and confectionery remain flavor, 

cost and indulgence, with health consider-

ations being lower down the pecking order 

in this segment. Confectionery remains an 

affordable everyday treat that is success-

fully building on opportunities around 

premiumization, sharing and gifting.

“In the light of rising health awareness, 

consumers are not necessarily reducing 

confectionery consumption levels,” Lu 

Ann Williams, director of innovation at 

Innova Market Insights, notes.  

Even the move to plant-based 

eating has been seen in confectionery 

and snacks as brands “green up” their 

portfolios to attract consumers who want 

to add more plant-based options to their 

diets. Both categories are seeing more 

plant-based ingredients and flavors, 

with vegan-friendly positioning also 

increasingly in evidence.  

The use of vegan-friendly claims for 

global confectionery and snacks NPD 

rose an average of 27 percent annually 

from 2014-2018, according to Innova 

Market Insights data. These launches now 

account for 6.6 percent of new launches 

in 2018, which is slightly higher than the 

6.2 percent penetration level for food and 

drinks launches as a whole. 

Bold flavors, unique experiences drive 
confectionery, snack product launches

The three leading drivers of choice in snacks and 

confectionery remain flavor, cost and indulgence, 

with health considerations being lower down the 

pecking order in this segment, according to Innova 

Market Insights. 

Innova Market Insights reports 17 percent growth in product launches.

(cont. from previous page)
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By Crystal Lindell  // EDITOR

Mini meals, online shopping, and brand loyalty are among 

the trends to watch for in the coming year.

I
nspiring impulse shopping 

online, offering mini meals 

and creating better search 

results are all crucial to 

confectionery success in 2019 — at least 

according to Hershey. 

The company recently released its 

year-end review of the biggest snacks retail 

trends and insights, titled Experience and 

Convenience in a Shopper’s World. And 

the company has offered eight insights to 

learn from as candymakers enter 2019. 

1. Mini meals for modern times 

On average, U.S. consumers snack 25 

times each week, creating ample op-

portunity for all types of snacks — from 

treats to fuel — in their lives. 

Various factors determine snack-

ing occasions, including time of day, a 

person’s mood and who they’re with. 

But typically, snackers seek either fuel 

or treats. Early in the day, snackers tend 

to seek fuel and satiation. They find it in 

nuts and seeds, trail mix, protein bars 

and meat snacks. As the day moves on, 

snacks are more often treats — small 

rewards that help people connect and 

unwind. This eating occasion may call for 

chocolate, sweet and salty snack mixes or 

ready-to-eat popcorn.

2. Candy, mints and gum lead the 

pack  

Consumers are snacking more than ever 

and the variety of snacks is increasing daily. 

Nevertheless, the candy, mint and 

gum (CMG) category remains the most 

frequently eaten and largest snack 

segment in the U.S. The old adage, “See 

candy, buy candy, eat candy,” remains 

relevant today. 

CMG has the second shortest 

purchase cycle of any type of snack at 

approximately 10 days. This speaks to 

the enduring power of top CMG brands. 

In fact, the top 10 confectionery brands 

have remained unchanged for the past 

six years. 

3. Seamless shopping anytime, 

anywhere 

With smartphone penetration hitting 87 

percent of U.S. homes, nearly all consum-

ers are carrying stores in their pockets. 

While some still think about in-store 

shopping as separate from the store in 

the palm of our hands, consumers move 

seamlessly — and mostly subconsciously — 

between mobile, online and in-store shop-

ping. They only really take notice when the 

experience is sub-par. Simplifying the way 

shoppers navigate this new ecosystem is es-

sential to retail success. As a result, physical 

displays that complement the online look 

and feel and vice versa — particularly with 

seasonal displays — are successful.  

4. Digital visits are the first trip 

As people shop in-store, they are looking 

at their phones, price-checking or read-

ing product reviews. In fact, digital is the 

new front door to your store. According 

to an IRI Consumer Connect Survey, 76 

percent of all shopping trips begin online. 

Digital visits to retailer websites are 

preceding and exceeding physical visits. 

Meanwhile, once in-store, 58 percent of 

consumers are actually using a device to 

shop the digital shelf while in the physi-

cal environment.

5. Search is essential

In the same way powerful brands, effective 

packaging and merchandising are foot-

stopping in the aisle, successful content is 

thumb-stopping on the digital shelf. Most 

effective are visuals that communicate 

quickly and clearly, such as package de-

signs that pop on a 5-inch screen and can 

grab attention from 30 feet away. 

With digital and physical visits over-

lapping, it’s important that the digital and 

physical experiences reflect each other.

6. Impulse is alive and well 

Today’s digital conveniences are allow-

ing consumers to be more impulsive 

than ever before. Using data in a well-

developed holistic shopping ecosystem 

provides the opportunity to capture con-

sumers’ impulses in-store and online. 

One of those ways is to convert un-

planned purchases in-store into planned 

purchases online. For instance, one week, 

a loyalty card carrying shopper buys a 

chocolate bar at checkout. The following 

week she goes online to order groceries 

for home delivery. At virtual checkout, the 

retailer may offer a chocolate bar multi-

pack as a suggested purchase, discounted 

special or free sample. 

7. Check out the choices 

The checkout is the final impression a 

shopper has of the store experience, and 

it has an outsized impact on satisfaction 

and loyalty. 

The way to impress is by offering con-

venience, as well as the right merchandis-

ing and assortment. In studying this area 

of the store, we’ve found that people want 

an array of snacking choices at checkout 

— from healthy fuel to treats. But their 

purchase decisions show that they vote 

with their wallets more often for indulgent 

snacks than satiating snacks. In fact, 53 

percent of shoppers are looking for a treat 

at checkout. Striking the right balance of 

items in each lane is the best approach. 

 8. Data gets bigger, knowledge 

gets deeper 

 As the average U.S. consumer moves 

throughout their day, they leave behind a 

treasure-trove of data that indicates what 

they like — and in turn what they dislike. 

The volume of data can be overwhelm-

ing, but making sense of it and putting 

it into action leads to better decisions 

about how to orient shopping experienc-

es, services and fulfillment models. 

Hershey offers 8 insights to take into 2019



Our Harry Potter™ line is a blockbuster that keeps expanding. The collection features new 

packaging plus exciting new items ranging from Chocolate Wands, Chocolate Creatures and 

Chocolate Crests to magical Gummi Creatures. Be sure your aisles are stocked with these magical 

items that are guaranteed to delight Harry Potter fans of all ages.

Contact us today  •  800-323-9380  •  JellyBelly.com
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 Candy Industry Magazine, along with the chair-

man and members of the Kettle Committee, will 

present the 74th Kettle Awards at a gala reception 

on May 21, 2019, during the Sweets & Snacks 

Expo in Chicago.

The event will be held from 6 to 7:30 p.m. in 

the main dining room of the Union League Club 

of Chicago, 65 W. Jackson Blvd.

Each of the nominees for this illustrious 

award were nominated based on their 

accomplishments, activities and contributions to 

the confectionery industry in 2018 as determined 

by the criteria set up for the Kettle Award in 1945. 

The criteria require superior achievement in the 

following areas:

We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...We re quest ...
T H E  P L E A S U R E  O F  Y O U R  C O M PA N Y  F O R  T H E  7 4 T H . . .

 • Sales and Marketing

 • Education and Personnel Training

 • Energy and Environmental Contributions

 • Quality Advancement

 • Government Relations

 • Public Relations

 • Administrative and Financial Techniques

 • Production and Plant Improvement

 • Research and Product Development

 Mark your calendar to attend this gala event on May 21! 

Questions? Call Publisher Chris Luke at 908.917.4171

Jim Bourne 
President 

Hilliard’s Chocolate Systems 

275 East Center Street 

W. Bridgewater, MA 02379 

508.587.3666 

jbourne@hilliardschocolate.com

Elizabeth Clair (Vice Chairman)
National Confectionery Sales Manager

Barry Callebaut USA LLC

50 Woodside Plaza #103

Redwood City, CA  94061

312.859.7049 (cell)

Elizabeth_Clair@barry-callebaut.com

Katherine Clark  
Vice President of Sales

Capol LLC

707 Lake Cook Rd., Suite 320

Northbrook, IL 60015

224.545.5097; cell: 847.509.2750

clark@capol-llc.com

Bill Copeland 
President 

Professional Image

aspecialtybox.com 

12437 East 60th Street 

Tulsa, OK 74146 

Tel: 918.629.6084 

bcopeland@calvertco.com 

Ray Cote 
President 

American Chocolate Mould Co., Inc. 

1401 Church Street, Suite 5 

Bohemia, NY 11716 

631.589.5080 

rcote1225@aol.com

Robert Dono
National Sales Manager – Confectionery

Robert Bosch GmbH

5 Deacon Dr.

Mercerville, N.J. 08619

609.587.4879

Robert.Dono@Bosch.com

Scott Funk
Senior Sales Executive - Midwest

The Blommer Chocolate Co.

4277 West Shore Court

Westerville, Ohio  43082

 216.533.6711  

sfunk@blommer.com

Tim Galloway
Chairman & CEO

The Galloway Co. 

601 S. Commercial St., 

Neenah WI 54956  

920.886.2303

TimGalloway@GallowayCompany.com

Jim Greenberg 
Co-President 

Union Confectionery Machinery Co. 

105 Stroll Rock Common

Fairfi eld, CT 06824

cell: 203.913.9656 

jim@unionmachinery.com 

James H. Heinz 
President & CEO 

Bell Flavors & Fragrances, Inc. 

500 Academy Drive 

Northbrook, IL 60062 

847.291.8300 

jheinz@bellff.com 

Ali (McDaniel) Hill
Director, Brand Strategy and Business 

Development

Golden Peanut and Tree Nuts

100 North Point Center East, Suite 400

Alpharetta, Georgia 30022

770.752.8160

ali.hill@goldenpeanut.com 

Kathy Koszuta
Packaging Graphics & Tradeshow Specialist

Cargill Cocoa & Chocolate North America

12500 W Carmen Ave / Milwaukee 

WI 53225

414.358.5732

kathy_koszuta@cargill.com

Dominik Ladner
Director of Sales 

Buhler (Canada) Inc., Consumer Foods

7270 Woodbine Avenue, Suite 202

Markham, Ontario  L3R 4B9 Canada

905.754.8386

dominik.ladner@buhlergroup.com 

Denise Lansing (Secretary)
Account Sales Manager

Clasen Quality Chocolate

5126 West Terrace Drive

Madison, WI 53718

262.402.3339 (cell)

denise.lansing@cqc.com 

David Madison (Chairman)
Director of Sales

Carle & Montanari-OPM USA, Inc.

625-107 Hutton Street

Raleigh, NC  27606

919.664.7401

David.Madison@carle-montanari.com 

Patrick Murnane
Executive Vice President

Murnance Cos.

607 Northwest Ave, Northlake, IL 60164 

708.449.1200

PJMurnane@murnanecompanies.com

Roderick Oringer
V.P. – Sales & Marketing

Rice & Co.

11500 Roosevelt Blvd.

Building D

Philadelphia, PA  19116-3080

215.673.7423; cell: 215.805.6953

roringer@iriceco.com

Brad Smith
Account Executive - Sales

Utah Paperbox

920 S 700 W,

Salt Lake City, UT 84104

801.363.0093

brad_smith@upbslc.com

Joni Stern 
President 

Stern Ingredients 

1030 N. State St. 10BC

Chicago, IL 60610

773.472-0301

773.251.8488

joni@sterningredients.com 

Dennis Tagarelli
V.P. – Sales & Marketing

AarhusKarlshamn USA Inc. 

499 Thornall St.,

Edison, NJ 08837

973.344.1300

dennis.tagarelli@aak.com 

Maryann Walburn
Sales Manager

Rovema North America

4366 Shackleford Road, Suite A

Norcross, GA 30093

201.912.4082

Maryann.Walburn@rovema-na.com

BNP Media Representatives 

Crystal Lindell 
Editor 

Candy Industry Magazine 

155 Pfi ngsten Road, Suite 205 

Deerfi eld, IL 60015 

847.405.4004 

lindellc@bnpmedia.com 

Chris Luke
Publisher

Candy Industry Magazine

155 Pfi ngsten Road, Suite 205

Deerfi eld, IL 60015

908.917.4171 

lukec@bnpmedia.com
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Rick Brindle
V. P. of industry development, 
Mondelēz International, East 
Hanover, N.J.

Since 2012, Rick Brindle has led 

Mondelēz International’s U.S. 

Industry Development practice. In 

this capacity, he works closely with 

industry infl uencers across most major 

retailing segments within Mondelēz 

International’s demand chain. 

Brindle’s Business Development 

leadership assignments have spanned 

the grocery, club, mass merchandiser 

and e-commerce retail segments. 

He has held business development 

leadership responsibility for such 

retailers and wholesalers as Walmart, 

Supervalu, Safeway, Costco, Giant 

Foods, PeaPod, FreshDirect.com and 

Amazon.com, to name a few.  

As one of the industry’s more 

enduring veterans in online grocery 

retailing, Brindle developed and led 

Nabisco’s Global eSales efforts since 

1997. At one point, the Nabisco Global 

eSales team worked with more than 60 

online retailers across globe. Brindle 

continued in this role until his most 

recent assignment. 

In 2006, Consumer Goods 

Technology Magazine recognized 

Brindle as one of the “CPG Industry’s 

20 Top Visionaries.”  In 2017, he 

was honored to be inducted into 

the National Confectionary Sales 

Associations’ “Candy Hall of Fame.” 

Brindle has been in the 

packaged goods industry since 

1977. During his career, he has held 

leadership positions within Mondelēz 

International, Kraft Foods, Nabisco, 

Procter & Gamble and Safeway Food 

Stores. He and his wife, Dee, have 

been married for 35 years, have 

three adult children and reside in 

Chesterfi eld, VA.

Ted Cohen
President of Hillside Candy, 
Hillside, N.J.

Ted Cohen has devoted his entire 

working career to the candy business, 

but he originally intended to be part 

of the third generation in his family’s 

industrial uniform business started 

by his grandfather in 1928.  Raised in 

New Jersey, Cohen spent his summers 

and vacations driving truck routes 

and learning the uniform business. He 

graduated from Boston University with a 

BS/BA in business management.  

Upon graduation, Cohen joined 

Myron Fisher as the second full-time 

employee in a small operation produc-

ing a sugar-based hard candy product. 

And in 1983, he and Fisher developed 

a sugar-free hard candy that led to 

the founding of the GoLightly and 

GoOrganic brands.

Cohen also has lobbied in front of an 

FDA panel for proper ingredients state-

ments for the sugar-free industry. And 

he, along with Michael Rainy, founded 

the CMC (Candy Marketing Coalition). 

He also helped found the International 

Steering Committee for the NCA.

He was instrumental in developing 

the Young Executives Group for the 

NCWA and served on its board for many 

years. Cohen also helped found the 

Broker Advisory Committee for the NCA 

and served as a mentor for the YPN. 

Additionally, he has served on the NCA 

Board for several years.  

Cohen also launched a Community 

Service day for Hillside Candy and 

served as an advisor for the local bank 

Union Center National Bank. 

Ted enjoys golf, bridge, trap and 

skeet shooting, cooking and loves to 

travel the world as often as possible 

with his wife, Lisa Shapiro. Ted and 

Lisa are very proud of their two sons, 

Jordan and Justin.

Joe Dutra
CEO, Kimmie Candy, 
Reno, Nev.

Born in 1952 in Sacramento, Joe Dutra 

grew up on his 2,000-acre family farm. 

In 1975, after graduating with honors 

from Cal Poly San Luis Obispo with 

a bachelor’s degree in plant and soil 

science, Joe began farming with his 

brother. However, the family farm went 

out of business in 1983, and that same 

year Dutra took on the role of senior 

agronomist for the HADCO Project, 

one of the largest farms Saudi Arabi 

— a position he held for four years. 

He eventually moved back to the 

U.S. and in 1987, Dutra started Westec, 

an agricultural consulting business 

that he continues to operate today. 

In 1999, a friend introduced Dutra 

to a candy that was being made in 

Korea — candy-coated, chocolate-

covered sunfl ower seeds. And that led 

to him starting Kimmie Candy in 2000.   

In 2008 Dutra relocated the 

manufacturing operation of Kimmie 

Candy to Reno. 

Kimmie had experienced growth 

with not only coast-to-coast sales in 

the United States but also Canada, 

Mexico, and the Philippines.

Dutra also is an active member 

of the National Federation of 

Independent Business, and on the 

Board of Trustees of the NCA. He 

also donates hundreds of pounds 

of candy every year for numerous 

events around the area, and he 

volunteers time for such organizations 

as Northern Nevada HOPES. In May 

2016, Kimmie Candy also received a 

Presidential E-Award for excellence 

in exporting. And in July 2017 Kimmie 

Candy was honored to represent the 

state of Nevada at the fi rst Made in 

America Expo at the White House in 

Washington D.C.

Tony Jacobs
President, Topps Confectionery 
Brands, New York, N.Y.

Tony Jacobs is the President of Ba-

zooka Candy Brands (BCB), a division 

of The Topps Company, where he has 

been since March 2013.  

In his role, Jacobs leads a 

worldwide team of more than 200 

members in all aspects of marketing, 

product development, sales, fi nance 

and operations for well-known brands 

such as Bazooka, Ring Pop, Juicy 

Drop, Baby Bottle Pop, and Push Pop. 

Under his leadership, BCB has risen 

to become the No. 8 non-chocolate 

candy company in the U.S., and the 

leader in novelty candy products. 

He has also overseen rapid growth 

in international markets, including 

Europe, the Middle East, South Korea, 

Japan, and Brazil.  

Jacobs also has served on the 

Board of the National Confectioners 

Association since 2014, and he is 

Chairman of CandyPAC, the NCA’s 

Political Action Committee.

Prior to joining Topps, Jacobs was 

with the Dr Pepper Snapple Group, 

where he held a number of roles 

culminating in Senior Vice President of 

Marketing. Prior to that he worked in 

brand management roles at Unilever 

in the Home and Personal Care Divi-

sion, and at Nabisco in the Life Savers 

Candy Division. He started his career 

in Washington D.C., working for the 

U.S. Chamber of Commerce.

Jacobs also serves on the Board 

of Good Culture.

Jacobs grew up in New Jersey, 

and has a B.A. in political science 

from The George Washington 

University and an M.B.A. from The 

University of Virginia’s Darden School 

of Business. He currently resides in 

Hoboken, N.J.
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New Products // Coming soon

Doughlish cookie dough
Taste of Nature Inc., Santa Monica, Calif.

(310) 396-4433

Building on the popularity of unbaked cookie dough as 

a treat, Doughlish is raw, shelf-stable and made without 

eggs. Packaged in a 4.5-oz. container with a spoon in the 

lid, Doughlish cookie dough has a nine-month shelf life 

and doesn’t require refrigeration.

Ingredients: Heat treated wheat flour, brown sugar, palm 

oil, semi-sweet chocolate chips (sugar, chocolate liquor, 

cocoa butter, dextrose, soy lecithin, artificial vanillin), 

sugar, vegetable glycerin, tapioca syrup, molasses, palm 

kernel oil, natural and artificial flavors, salt, gum arabic, 

sunflower lecithin, xanthan gum.

S.R.P.: $3.99

M&M’S chocolate bars
Mars Wrigley Confectionery, Hackettstown, N.J.

(800) 627-7852

These chocolate bars feature smooth milk chocolate with whole 

M&M’S Minis visible throughout a large, moulded and shareable bar 

format. Mars Wrigley spent two years testing dozens of fl avors and 11 

different formats before deciding on a recipe that ensures each piece 

includes the ideal ratio of chocolate and M&M’S Minis candies.

They’re available nationwide in fi ve fl avor varieties: Peanut (3.9 

oz.), Milk Chocolate (4 oz.), Crispy (3.8 oz.), Almond (3.9 oz.) and 

Crispy Mint (3.8 oz.).

Ingredients (Peanut): Milk chocolate (sugar, cocoa butter, skim 

milk, chocolate, milkfat, lactose, soy lecithin, PGPR, artifi cial fl a-

vor), M&M’S Minis milk chocolate candies [milk chocolate (sugar, 

chocolate, skim milk, cocoa butter, lactose, milkfat, soy lecithin, 

salt, artifi cial and natural fl avors), sugar, coloring (includes Blue 

1 lake, Red 40, Yellow 6, Yellow 5, Blue 1, Red 40 lake, Yellow 6 lake, 

Yellow 5 lake, Blue 2 lake, Blue 2), corn syrup, dextrin, cornstarch, 

carnauba wax], peanuts (peanuts, palm oil).

S.R.P.: $1.85

Hershey Lava Cake Kisses
The Hershey Co., Hershey, Pa.

(800) 468-1714

Hershey has introduced a new Kisses product 

specifi cally for the Valentine’s Day season, Lava 

Cake Kisses. This indulgent treat features a dark 

chocolate exterior and an oozing chocolate 

center. These new Kisses are perfect to enjoy 

on a special date night or simply to share with 

friends and family. 

Ingredients: Sugar, chocolate, corn syrup, 

cocoa butter, invert syrup, sorbitol, cocoa 

processed with alkali, milk fat, dairy butter 

(milk), skim milk, contains 2 percent or less 

of: lecithin (soy), disodium phosphate, baking 

soda, natural flavor and artificial flavor.

S.R.P.: 7 oz. bags, $3.19; 9 oz. bags, $3.79
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Editor’s Choice

Forgotten Love Valentine’s 
Day collection
Norman Love Confections, Fort Myers, Fla.

(239) 561-7215

Available from Feb. 1 through Valentine’s Day, 

this limited-edition collection includes new and 

returning fl avors. The 10-piece, heart-shaped 

box includes: 

• Chinese Five Spice: Freshly ground cinna-

mon, anise, fennel, pepper and cloves marry 

beautifully in milk chocolate. 

• Cinnamon Roll: A white chocolate ganache 

with ground cinnamon cookies is topped 

with fondant and a milk chocolate shell. 

• Crème Catalan: Orange, lemon and vanilla 

are delicately infused into a white chocolate 

ganache with a sprinkle of cinnamon in a 

dark chocolate shell. 

• Cupcake: A sweet blend of buttery, bourbon 

vanilla and silky white chocolate, all encased 

in a white chocolate shell. 

• Florida Orange: Orange and white choco-

late are enrobed in a dark chocolate shell. 

• Kahlua: Coffee-fl avored liqueur is combined 

with milk chocolate ganache and encased in 

a milk chocolate shell.

• Passion: Passion fruit and dark chocolate are 

combined to create a rich, creamy ganache, 

covered in a dark chocolate shell. 

• Pink Lemonade: French white chocolate is 

layered with tart lemon and a hint of sweet 

strawberry, covered in white chocolate. 

• New York Cheesecake: New York cheesecake 

is blended into a smooth white chocolate 

ganache and enrobed in white chocolate. 

• Vanilla Rum: Dark chocolate and aged rum 

pair with an infusion of Tahitian vanilla 

beans in a dark chocolate shell. 

Ingredients: N/A

S.R.P.: $28

— Alyse Thompson, associate editor

Dunkin’ Donuts Coffee Thins
Tierra Nueva, Miami, Fla.

(786) 364-4444

Coffee Thins are rich, creamy treats made from Dunkin’s specially 

roasted coffee beans. Using a proprietary process, whole coffee beans 

are transformed into a silky-smooth square combined with natural 

ingredients. Sold individually and in 12-ct. bags, consumers can 

choose from two delicious fl avors: Original Blend and Caramel. Ad-

ditional fl avors are also in development.

Ingredients: Coffee mass (cocoa butter, Dunkin’ Donuts coffee), 

sugar, milk, whey, lactose, maltodextrin, sunfl ower lecithin, natural 

fl avors, salt.

S.R.P. (12-ct. bag): $7.49

Carino wafer rolls
Edward & Sons Trading Co., Carpinteria, Calif.

(805) 684-8500

Carino wafer rolls are crisp, rolled wafers filled with cocoa 

or cocoa hazelnut cream. These elegant wafer rolls are 

crafted from wholesome, kosher ingredients and are free 

from dairy and gluten. Carino wafer rolls are also vegan 

and Non-GMO Project Verified.

Ingredients (Hazelnut): Organic cane sugar, coconut 

oil, potato starch, rice fl our, cocoa powder, potato fi ber, 

hazelnut, soy lecithin, guar gum, natural hazelnut fl avor, salt. 

S.R.P. (3.5 oz.): $3.79
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New Products // Coming soon

For more new products, visit candyindustry.com/newproducts. 
And, to submit your new product information, visit 
candyindustry.com/newproductform.

Elvis PEZ-ley dispensers
IT’SUGAR, Deerfield Beach, Fla.

(877) 385-0833

IT’SUGAR’s Elvis PEZ-ley collection features 

of two different dispenser designs – a 1960s 

Elvis and a 1970s Elvis. Both dispensers are 

boxed in retro-style packaging and include 

three PEZ candy refi lls in Lemon, Grape and 

Strawberry fl avors.

Ingredients: N/A

S.R.P.: $4.99

Marvel Fanimation Fans
CandyRific, Louisville, Ky.

(877) 385-0833

CandyRifi c is using brand-new technology that 

allows consumers to have an animated LED 

show right in their hand. The image displayed 

on the Marvel Avengers changes as the fan spins 

and the light behind it fl ashes. Each fan comes 

with 0.53 oz. of assorted fruit fl avored dextrose 

candies made with natural fl avors and colors.

Ingredients: N/A

S.R.P.: $5.99   

good! snacks plant-based protein bars
gt Brands, Walnut, Calif.

(415) 762-0600

good! snacks protein bars are made from a blend of fava and brown rice proteins that 

give the bars a soft, creamy center. Each bar has 15 grams of protein and 11 grams 

of benefi cial fi ber. With 10 grams or less of sugar, each bar is free of dairy, soy and 

gluten. They’re available in six fl avors: Choc P.B., Cookie, Choc. Mint, Lemon, P.B. 

and Blueberry.

Ingredients (Lemon): Good Greens Protein Blend (fava bean protein, brown rice 

protein), isomalto-oligosaccharides, tapioca syrup, cane sugar, roasted almonds, 

palm kernel oil, almond butter, natural fl avors, vegetable glycerin, sunfl ower 

lecithin, high oleic sunfl ower oil, salt, citric acid, peanut butter.

S.R.P. (12-ct. box): $24.99
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Sweet Talk  // Editorial Column
By Alyse Thompson
ASSOCIATE EDITOR

Alyse Thompson
ASSOCIATE EDITOR

thompsona@bnpmedia.com

C
onsumers are educated about food now more than 

ever, thanks to smartphone technology, improved 

labeling and growing awareness of changing dietary 

requirements and restrictions.

But that still might not be enough, according to a recent 

survey by London-based food search engine developer Spoon 

Guru. The survey revealed that 76 percent of its 2,000 U.S. 

respondents have unintentionally consumed food restricted 

from their diet.

More than half of respondents cited being served the wrong 

food by waitstaff in bars and restaurants, while 37 percent listed 

poor food labeling as the second most common reason for 

purchasing incorrect products.

Spoon Guru also found that a third of survey respondents ac-

cidentally purchase food that does not meet their dietary require-

ments weekly. Of that group, half attributed it to poor labeling.

Vegans had it the worst, with 45 percent saying they struggle the 

most with vague or non-existent ingredients labeling when trying 

to find the right food. Furthermore, respondents between the ages 

25 and 44 who have some form of exclusion diet experience the 

most difficulty while shopping for food online or at supermarkets.

“With an increase of U.S. consumers adopting exclusion diets, 

whether due to an allergy or intolerance or simply just a lifestyle 

choice, there is a clear need to make food discovery much more 

inclusive,” said Markus Stripf, ceo and co-founder of Spoon Guru. 

“The study found there is overwhelming support (86 percent) for 

the idea that retailers should go above and beyond the current 

regulations to improve ingredient clarity, and the general feeling 

among U.S. consumers is for on-trade and off-trade retailers to 

take more accountability where food labeling is concerned.”

It’s no secret that consumers seeking food without certain 

allergens, animal products, pesticide use or GMOs are at a 

disadvantage when it comes to finding items that meet their 

needs. And, in the case of allergens, a mistake could have serious 

and damaging effects.

Fortunately, product variety and transparency has gotten 

better over the last decade, and it will continue to improve as 

more manufacturers move into the space and adopt measures to 

make information available. Candy manufacturers included.

Nonetheless, data from IRI, a Chicago-based research firm, 

show consumers are able to find and buy these specialized 

products. Non-GMO Project Verified chocolate brought it $85.5 

million in 2017, while Non-GMO Project Verified non-chocolate 

products generated almost $31 million.

Additionally, sales of USDA certified organic chocolate 

topped $68 million in 2017, up more than 15 percent. 

Meanwhile sales of organic non-chocolate products surpassed 

$33 million. Gluten-free confectionery products brought it 

more than $350 million in 2017.

And while several retail chains have opened to specifically 

cater to consumers seeking natural products — Whole Foods, 

Fresh Market and Sprouts, to name a few — more and more 

mainstream grocery chains are carrying vegan, organic, non-

GMO and allergen-free items.

In terms of labeling, packaging technology is already advanc-

ing to promote transparency in ingredients. There’s the Smart-

Label program, which allows shoppers to scan a QR code and 

learn more about what appears in the product. As of June, 28,000 

products appeared in the database, and more are being added.

And there’s also Spoon Guru. Launched in 2015, the group 

developed an app that allows consumers to create profiles based 

on specific dietary tags and scan product barcodes to see if it 

matches their requirements. 

“While there are a lot of learnings and discussions to be had 

about how to make food discovery and shopping accessible, 

the great news is that more and more food businesses like 

restaurants and retailers are open to using smart technology 

as a platform to cater for people who have specific dietary 

requirements,” Stripf said.

Anything to make life a little easier — and a little sweeter. 

Product variety, transparency can 
help consumers meet dietary needs
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J
ean-Paul Burrus graduated college in 1973 and 

officially started work in the family business 

in 1980 — but his career in the confectionery 

sector really started decades before that. 

“As you can imagine, my career in the chocolate 

industry didn’t start in 1973 ... or officially in 1980, but directly 

when I was born,” he says. “However, every year before 1980 I 

was considered a volunteer — but I think this is a tradition in 

the family companies.”

These days Burrus, who is president of the France-based 

Salpa, is on the other end of the work spectrum, partially retired 

and sharing his passion for chocolate with his team.

“What is retired? It is to do what you want to do, when you want 

to do it,” Burrus says. And that’s exactly what he does. But just like 

before, he’s still working for the family business, managing things, 

spending time with customers, and visiting SALPA cocoa fields in 

Ecuador as well as its hazelnut fields in the south of France.  

Burrus recently was named as the winner of the European 

Candy Kettle Club, which was founded the same year Burrus 

graduated college, 1973. It was created by Don Gussow, founder 

of the American Candy Kettle Association as well as Candy 

Industry Magazine, in cooperation with Guy Urbain, an eminent 

Parisian confectioner. 

The yearly award honors “a company representative from 

the European confectionery industry who has excelled in 

the confectionery, chocolate and biscuit industry in re-

search and development, innovation in product quality and 

production techniques and outstanding marketing and sales 

implementation, as well as a unique contribution to the 

industry’s progress.”

“The European Candy Kettle that I have known since its 

creation in 1973 by Don Gusow and Guy Urbain, who is an 

iconic figure in the chocolate industry in France and who 

was close to my father, who was equally passionate about 

chocolate,” Burrus says. “Every year, I was impressed by the 

curriculum of the award laureate and I would never have 

imagined to become a laureate one day.”

He says it was a great honor to receive the ECKC Award. 

“This distinction goes right to my heart and will be an un-

forgettable memory in my professional career,” Burrus says. 

He represents the third-generation working in the 

confectionery business. Specifically, the Burrus family 

has been in the chocolate business since 1912, acquiring 

chocolate brands Yves Thuriès, Schaal, Côte de France and 

Marquise de Sevigne. Burrus also personally extended the 

product range, acquiring Belco, which specializes in green 

Cover Story  //  Salpa

Salpa’s Jean-Paul Burrus receives 

the European Candy Kettle Club 

award for running the France-

based company with passion 

and diligence.

By Crystal Lindell // EDITOR Chocolate bars created at the Schaal factory feature a variety of inclusions. 

TRÈS 

BIEN!
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coffee, and creating the brand Comptoir Français de Thé, 

which specializes in tea.

As the ECKC website explains, “SALPA (Société Alsacienne 

de Participations Agro- alimentaires) is a holding company 

born from the 1997 merger of the Compagnie Française de 

Chocolaterie et de Confiserie (CFCC) and the Chocolat et 

Confiserie de Luxe (CCL), two companies initially founded 

by Paul Burrus, inspired purchaser of the chocolate brands 

Schaal, Salavin and Marquise de Sévigné. As pioneers of 

chocolate, the Burrus family has been passing on innovation 

and expertise for three generations since 1912.”

The company’s products are distributed in gourmet shops 

across France and abroad, as well as in a network of 70 stores.

And they are known for their specialty creations. One 

of their new items is a Kougelhopf sugar-coated chocolate, 

which features Kougelhopf-breaded ganache, with ginger-

bread flavors and either milk or dark chocolate. They also 

recently introduced a Marc Champagne truffle, a 70 percent 

natural ganache and Goji berry chocolate, as well as a Fruity 

duo orange cinnamon ganache. 

Burrus is famous for overseeing as much of the supply 

chain as possible — running both cocoa fields and a hazel-

nut farm. And 100 percent of the cocoa used to create the 

Yves Thuriès chocolate is sourced from those cocoa fields. 

“We control all of process until the final step in gift boxes 

with a bow in our own Yves Thuriès and Marquise de Sevigné 

boutiques,” Burrus says. 

Salpa’s hazelnut farm, which is in France, is called 

Pépinière des noisetiers de Guyenne and also has a vineyard 

attached. As a result, Burrus is also in the wine business. He 

purchased the hazelnut farm in 2001, as one of the first steps 

to controlling more of the confectionery-making business.

Meanwhile, he purchased the cocoa fields in Ecuador in 

2014 and now they own 540 hectares of cocoa trees in the 

South American country, and it has become the group’s pri-

mary cocoa source. 

Since owning the cocoa fields, the company has invested 

in the modernization of the plantations, improving 

mechanical processes, the working conditions and 

constructing buildings.

The production process

It’s Salpa’s two chocolate factories that are the focus though. 

“Schaal” is located in Geispolsheim, France and considered the 

Almonds are placed as the finishing touch on chocolate at the Schaal factory. 

One of the specialties in the factory is the praline production. 
The pralines, which are made with hazelnut or almonds with 
sugar, is produced in house in copper cauldrons that give it an 
authentic taste.

The Schaal factory also has 
production capabilities to make 
small, personalized batches, 
with a minimum production of 
just 500 kg.

The main chocolate factory includes 10 marbling 
turbines for chocolate and sugar coating. 
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main chocolate factory, while “Excellence”, 

Yves Thuri•s factory, is located in the south 

of France and focuses more on artisan 

creations and chocolate bars.

And the ECKC event was held at the 

Schaal Chocolatier factory, which has 

seen massive improvements recently. 

In fact, Salpa has invested nearly 13 

million Euros to modernize the historic 

site and has introduced a fully auto-

mated logistics center with a capacity 

of 6,800 pallets.

Salpa’s Cedric Bourcier, quality 

manager, says the room is used to store 

raw materials, packaging materials and 

finished products, but all of them are 

completely segregated. And it’s entirely 

automated, which means there’s no 

need for any human interaction. 

Burrus says the factory is 147 years 

old and it has only changed owners 

once during that time. 

“This factory is striving for 

excellence of production of chocolate 

dedicated to the most demanding 

professional, pastry chefs, chocolate 

makers,” Burrus says. 

As it is the site where most of 

the chocolate is produced, the 

15,000-square-meter, IFS-certified 

factory sits on the company’s main 

campus, which also includes the 

company’s tea factory, as well as a 

restaurant and a chocolate museum.  

It is located on the French side of 

the French-German border, and thus 

Salpa and Burrus have seamlessly 

blended both the passion and creativity 

the French are known for with the 

diligence and precision the Germans 

are famous for. 

“With his team of 700 people in 

development, production and logistics, 

he manages to produce over 1,200 

products,” the ECKC website explains. 

The chocolate factory there runs 

two eight-hour shifts, five days a week 

and produces about 2,300 tons of 

The 15,000-square-meter, IFS-
certified Schaal factory sits on 
the company’s main campus 
in Geispolsheim, France and 
the site also includes the 
company’s tea factory, as 
well as a restaurant and a 
chocolate museum.

The packaging line is automated, featuring blue robot 
arms that can package 300 pieces in an hour. The 
company can even package different shapes by using 
a different hand for the various pieces, creating the 
assorted boxes of chocolates.

Salpa recently automated it logistics center, which has a capacity 
of 6,800 pallets. The room is used to store raw materials, 
packaging materials and finished products, but all of them are 
completely segregated. And it entirely automated, which means 
there’s no need for any human interaction.

The Yves Thuriès line includes milk chocolate coconut bites, dark chocolate fig bites and dark chocolate pretzel bites. 
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chocolate a year, which is shipped 

to boutiques and stores all over the 

country and the world.

One of the specialties in the factory 

is the praline production. The pra-

lines, which are made with hazelnut 

or almonds with sugar, is produced in 

house in copper cauldrons that give it 

an authentic taste.

The smell of the nuts and the sugar 

fills the air, and the three copper 

cauldrons are heated to 180°C for 15 

minutes for each batch. The pralines 

are then cooled on long tables before 

being broken down to be used in some 

of the chocolates made at the factory.

But the main attraction is the 

chocolate. The factory produces four 

ranges of products, including choco-

lates, moulds, marbling and snacking. 

In total it features five moulding 

lines, four coating lines, five packing 

lines and six chocolate product lines. 

It also has 10 marbling turbines for 

chocolate and sugar coating. 

The factory is able to produce 600 

different types of chocolates, with 40-

50 new products a year, and they also 

are able to create small, personalized 

batches, with a minimum production 

of just 500 kg.

The packaging line is automated, 

featuring blue robot arms that can 

package 500 chocolates per minute. 

The company can even package differ-

ent shapes by using a different hand 

for the various pieces, creating the 

assorted boxes of chocolates.

And after they are boxed, they are 

sent off to spark joy in chocolate lov-

ers across the world — which includes 

everyone, according to Burrus. He 

says he views the world through one 

statistic: 90 percent of people like 

chocolate and the 10 percent who say 

they don’t are liars. 

“I owe this passion about choco-

late to my father and my mother, but 

also to the complicity I shared with 

all my colleagues at Schaal factory 

who always allowed me to find a huge 

pleasure in my job,” he says. “The 

main feature of Schaal factory is the 

deep and emotional attachment of the 

employees to the company.” The Yves Thuriès line Blond chocolate-coated almonds and Speculoos-cookies coated almonds. 

Gold leaf is applied to chocolates at the Schaal 
factory. 

Jean-Paul Burrus, who recently won the European 
Candy Kettle Club Award, poses at his company’s 
cocoa fields in Ecuador. 
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European Candy Kettle Club Reception  //  Salpa’s Jean-Paul Burrus

Une magnifique soirée — 
A magnificant evening!

T
he European Candy 

Kettle Club recently 

honored Salpa’s Jean-

Paul Burrus. Visit-

ing the French-based company meant 

staying in Strasbourg, France, which is 

right near the French-German border. 

As such, both cultures influence not just 

the city’s architecture, but also Salpa’s 

approach to business. 

The company, which makes candy 

and tea, among other things, perfectly 

blends the creative and passionate 

approach to life that the French proudly 

exhibit, with the practical and business-

focused approach the Germans are 

known for. It’s a perfect approach that is 

guaranteed to propel the company long 

into the future. 

Salpa’s Jean-Paul 

Burrus hosts the 

European Candy 

Kettle Club in France.

Jean-Paul Burrus accepts the European Candy Kettle Club 
award along with his family and closest friends. 

The European Kettle Club Committee members pose 
for a quick photo before the main dinner. 

Attendees had the chance to take a boat tour of 
Strasbourg, France, which was full of architecture 
influenced by both German and French cultures. 

A band greeted attendees at the dinner hosted on 
by Jean-Paul Burrus on Saturday night, which was 
held on the Salpa campus. 

Dinner included a ballotine of guinea fowl stuffed 
with ceps, grumbereknepfles, vegetables from the 
market and sauce with chanterelles.

Dinner was hosted on the Salpa campus and 
included a beautifully decorated event space.  

The European Candy Kettle Club stayed in 
Strasbourg, France during the event, taking in the 
sights and the culture, including the cathedral of 
Notre-Dame in the city center.
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T
he phrase “Sweet Home 

Chicago” will soon 

have new meaning for 

Ferrara Candy Co.

The 111-year-old candy company is 

moving its headquarters from the city’s 

western suburbs to the long-vacant Old 

Main Post Offi ce building on Van Buren 

Street this year. Ferrara will occupy 

77,000 sq. ft. in the nine-story building, 

located just west of the Chicago River.

Lauded by Chicago Mayor Rahm 

Emanuel, the move allows Ferrara to 

return to roots. Salvatore Ferrara founded 

the company in 1908, selling candy-coated 

almonds from his bakery in Chicago’s 

Little Italy neighborhood.

Sarah Kittel, Ferrara’s head of 

corporate communications, said the Old 

Post Offi ce, vacant since 1997, serves as 

an ideal “blank canvas” for recreating 

Ferrara’s headquarters.

“It allows us to really plan and design a 

more fl uid and creative environment that 

we believe will stand for and represent 

the brand, the culture and community we 

continue to cultivate at Ferrara,” she said.

Owner 601W Cos., a New York City-

based real estate company, is spending 

more than $800 million to renovate the 

space, The Chicago Tribune reported. 

Planned amenities include a food court, 

fi tness center and rooftop park — all of 

which are drawing excitement from Fer-

rara’s employees, Kittel said.

“The Old Post Offi ce itself is something 

of an institution,” she said. “It is quite 

literally, as many people say, the gateway 

to Chicago. It’s close to thoroughfares and 

transportation hubs. Over time, in work-

ing with the developers and understand-

ing what’s in store for this space, we know 

that it will house numerous amenities that 

our employees can take advantage of.”

Ferrara began exploring the possibility 

of moving from Oak Brook Terrace in early 

2018, announcing its intent to move in 

June. The company, alongside Chicago 

leadership, announced selection of the 

Old Post Offi ce in December.

Before deciding on the Old Post 

Offi ce, Kittel noted, Ferrara undertook 

a variety of methods to solicit employee 

input, including one-on-one discussions, 

cultural workshops, immersive 

observations and surveys.

“We wanted to make sure that we cast 

a wide net to gather as much feedback as 

we could to help guide the design of this 

space,” she said. “Overwhelmingly, what 

we heard is that they want the space to be 

really fun and dynamic. After all, we are a 

candy company.”

Access to high-quality talent in all 

fi elds was another of Ferrara’s main con-

cerns. And Chicago, according to Emanu-

el, has led the country in corporate reloca-

tions for the last fi ve years, also leading the 

country in food industry job growth.

“In order to be the No. 1 player in 

non-chocolate confection, we need 

world-class talent. Chicago offers some 

of the best talent pools in the country,” 

Kittel said.

While the design process has been 

underway, construction is set for early 

2019. Ferrara will move 400 employees 

into the space by late summer. Facilities 

in Maywood, Bolingbrook, Franklin Park 

and Bloomington will not be affected.

Ferrero Group acquired Ferrara 

Candy Co. in October 2017, not 

long before acquiring Nestlé’s U.S. 

confectionery business. Support from the 

international company, combined with 

the complementary nature of the former 

Nestlé brands, allows Ferrara and Ferrero 

to grow hand-in-hand, Kittel said.

“We’re very fortunate to be backed 

by Ferrero and its robust ecosystem of 

capabilities,” she said. “We certainly 

are the benefi ciaries of an ownership 

structure that is uncompromisingly 

dedicated to quality and innovation. We 

know that together we are looking to 

build powerful, resonant brands through 

strong, long-term growth orientation.” 

‘Sweet’ Home Chicago

One-on-One  //  Sarah Kittel, head of corporate communications, Ferrara Candy Co.

Ferrara Candy Co. set to move headquarters 

into Chicago’s long-vacant Old Main Post 

Offi ce building by late summer.

By Alyse Thompson // ASSOCIATE EDITOR

Proposed design plans for the reception area of 
Ferrara Candy Co.’s new headquarters in Chicago.

Among the amenities planned for the redesigned 
Old Main Post Offi ce are a food court, a fi tness 
center and a rooftop park.
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W
ine and 

chocolate 

pairing is a 

delicate art form 

that even amateurs are able to enjoy in the 

comfort of their own home if they know 

what they’re looking for. 

Below are some pairing notes from 

Nick Gauger, food technologist, Cargill 

Cocoa & Chocolate, as well as some 

advice on pairing wine and chocolate.

Pairing Advice:

What is the number one piece of 

advice you’d give for pairing wine 

and chocolate?

Chocolates have a bold and 

persistent fl avor, so it’s best 

to choose strongly fl avored 

wines that can stand up to 

them. It makes it a little more 

challenging to fi nd a pair 

that truly complements each 

other without some contrasting 

fl avors, but when you do, it can 

be especially rewarding.

Are there any tasting tips or guidance 

you’d like to share?

Preparation

First, try to choose an environment 

without distractions in order to get the 

most out of your tasting. Prepare by 

cleansing your palate with something 

neutral such as filtered water or plain 

crackers. Be mindful of avoiding any 

strong food or beverages leading up 

to your tasting so as to mitigate any 

sensory interference. Make sure that 

your beverages are at the proper 

serving temperature.

Tasting

When you’re ready to taste, the most 

important thing to do is to taste 

consciously. Take note of all the aromas 

and fl avors that you become aware of. 

First, take a sip of the beverage. Take 

note of what you perceive. Then, try a 

bite of the chocolate and do the same. 

Then, combine the two. Take a small 

bite of the chocolate followed closely 

by the beverage. What fl avors are you 

tasting? Are they what you expected? 

Have you noticed any new fl avors that 

weren’t present when you tasted the 

beverage and the chocolate individually? 

And most importantly, do you enjoy the 

combination?  

Cargill’s Nick Gauger 

offers expert advice 

for finding just the 

right wine and 

chocolate pairings.

Wine & Confections Paring //  Peter’s Chocolate

Pairing Peter’s 
Chocolate 
with the 
perfect wines



W W W . C A N D Y I N D U S T R Y . C O M  February 2019  CANDY INDUSTRY  25    

Peter’s Original White is a white chocolate with a creamy milk fl avor with subtle 
chocolate notes. Original White offers enough sweetness to support the other 
fl avors without being overwhelming.

When paired with an Oaked California Chardonnay, like the one from 
Woodbridge pictured here, the subtle chocolate from the Original White is 
brought to the forefront and the vanilla notes of both combine to be greater 
than the sum of their parts. The milkiness of the chocolate moves to the 
background. The sweetness of the chocolate and the acidity of the wine tame 
each other so that neither is as dominant as they are separately.

Recommended Wine Pairings:

Peter’s Original White and 
Oaked California Chardonnay

Peter’s Broc is a Milk Chocolate that’s milky with strong caramel notes and 
moderate chocolate fl avor, coupled with hints of roast in the background. 

An intense dark caramel and molasses fl avor derived from the Broc and 
the 10 Year Tawny Port, like the Graham’s wine pictured here, respectively 
come forward when the two are paired together. The cooked sugar fl avors 
complement each other, creating a sweet synergy. The pairing is rounded out 
by notes of plum, chocolate and toast — derived from the chocolate roasting 
process and barrel aged port.

Peter’s Broc and 
10 Year Tawny Port

Peter’s Cambra is Dark Chocolate that features a bittersweet chocolate with 
72 percent cocoa solids, blended with European-style low roast liquor and 
aged to produce a mellow, balanced fl avor, made with vanilla.

Red wine and dark chocolate, albeit a common pairing, can be complex 
due to the bitterness of both parties. In this instance, such as with the Fences 
wine pictured here, the natural acidities of both members of this pairing play 
well together. Black cherry layers on chocolate and the two are supported by 
tobacco and roast fl avors.

Peter’s Cambra and 
Oregon Cabernet Sauvignon

While Cargill offers a wide variety of fine cocoa 

and chocolate products, for this tasting 

we utilized Cargill’s premium and historic Peter’s Chocolate brand.
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C
otton candy has sweetened 

festivals for more than a 

century, but consumers don’t 

have to wait for summertime 

to get their spun-sugar fi x anymore.

“For the longest time, you really 

couldn’t get cotton candy but at the 

fair and carnival,” said Eric Basaker, 

director of sales for wholesaler and 

private label manufacturer Dandy 

Cotton Candy. “Now, because of the 

different packaging methods, you can 

still find that fresh cotton candy all 

over the place.”

And at a good price, noted Scott 

Samet, president and co-founder of 

Taste of Nature, Inc.

“When consumers buy it freshly 

spun at a carnival or a circus, it’s 

usually dramatically higher than it is 

at retail,” he said. “There is a pricing 

advantage for retailers offering it at 

lower prices than consumers would 

find it at freshly spun locations.”

At fairs, carnivals, theme parks, 

arenas and other attractions, 

traditional Pink Vanilla and Blue 

Raspberry flavors reign. The same goes 

for big box stores, grocery chains and 

discount retailers, but more and more, 

retailers are seeking innovative cotton 

candy products that build on nostalgia 

and the simple formula of sugar, color 

and flavor.

“That’s what people know and trust 

when it comes to kids,” Basaker said of 

the classic pink and blue varieties, but 

“with the Millennial generation, we’re 

seeing a lot of different, interesting 

fl avors that are being requested.”

Basaker cited Matcha Green Tea and 

Pineapple as recently launched fl avors, 

and when Candy Industry spoke to 

Basaker in January, Corona, Calif.-based 

Dandy Cotton Candy was producing 

Mango Chile and Horchata varieties for 

a customer.

“When it comes to the Millennial 

market, anything goes — the crazier 

the better, but those are more for the 

boutique places,” he said.

Taste of Nature also understands 

the value of fl avor innovation. In 

addition to the classic Pink Vanilla and 

Blue Raspberry, the Santa Monica, 

Calif.-based company offers Cherry, 

Grape and Tropical varieties, featuring 

Watermelon, Banana and Pineapple 

Coconut fl avors, under its Swirlz brand.

Partnering with licensors 

can also bring new consumers 

to the cotton candy category. 

In early 2018, the Santa 

Monica, Calif.-based com-

pany launched Dr. Pepper

cotton candy, replicating 

the fl avor of the cult-

classic soft drink.

“We have been able 

to bring those consum-

ers into our product, and 

they have responded very 

favorably,” Samet said.

The company has 

also introduced cotton 

candy under a Hawai-

ian Punch license in the 

drink’s signature fl avor: 

Fruit Juicy Red.

“When licenses 

match the product, 

With the simple formula of sugar, color and flavoring, 

cotton candy offers the perfect base for innovation.

Industry Trends  //  Cotton Candy

By Alyse Thompson // ASSOCIATE EDITOR

Spun with fun

“with the Millennial generation, we’re 

seeing a lot of different, interesting 

fl avors that are being requested.”

Partnering with licensors 

can also bring new consumers 

to the cotton candy category. 

Partnering with licensors 

can also bring new consumers 

to the cotton candy category. 

Monica, Calif.-based com-
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that fl avor profi le tends to be a differen-

tiating factor and can drive consumers 

to purchase,” Samet said.

And not unlike other confection-

ery categories, some consumers seek a 

cleaned up version of the century-old 

treat. In 2016, Taste of Nature launched an 

organic and GMO-free variety of Swirlz.

“Cotton candy will never be consid-

ered a healthy treat,” Samet said. “You 

take out chemicals and artifi cial 

fl avors and use organic sugar 

to create and spin an organic 

cotton candy, which is 

another differentiator that 

we’ve been able to offer.”

Developing seasonal 

variations has also helped 

consumers keep cotton candy in 

mind outside of typical consumption 

occasions. Taste of Nature has 

developed a Stars and Stripes 

variety — featuring Cherry and 

Blue Raspberry fl avors — for 

patriotic holidays. And for Easter, 

the company offers Bunnytail Lane

cotton candy in the shape of a carrot.

Samet noted consumers are willing 

to buy it any time of year — they just 

need to have it available.

“It wasn’t a consumer demand func-

tion,” he said. “It was getting retailers 

to devote the proper amount of space 

to that item. Once they did, I think it 

proved itself.”

Dandy Cotton Candy hasn’t been 

afraid to take advantage of seasonal 

opportunities, either. The company 

launched Hot Chocolate cotton candy 

last year, but it has also introduced 

Candy Apple and Peppermint.

“Every year we get new requests, 

and we’re always working on the back 

end coming up with new seasonal 

flavors,” Basaker said.

Taste is only one part of the 

equation, however. Cotton candy also 

has to look appealing, especially if 

there aren’t rides or games nearby. 

Basaker said Dandy Cotton Candy has 

received customer requests for swirled 

colors and edible glitter, particularly 

with shaped glitter pieces. 

Nonetheless, not all colors spark the 

same consumer responses, especially 

among children. Purple is a winner, 

Basaker said, as is green. But yellow 

and orange? Not so much.

“Those are the two colors that are the 

least (popular),” Basaker said. “We’ve 

done a Banana that’s pink, and it moves 

far better than a yellow Banana because 

children base it off of color more.”

No matter what color it is, packaging 

plays a central role in keeping the spun 

sugar as fresh as possible for as long as 

possible. For its Swirlz brand, Taste of 

Nature opts for mylar bags to protect 

the cotton candy from air, light and 

moisture for nine months.

Meanwhile, Basaker said resealable 

buckets, which also extend shelf life 

up to nine months, have gained in 

popularity over the last decade.

“That has blown up huge over the last 

few years because you still get the same-

freshness as the cotton candy on a cone 

but it won’t get squished,” he said.

Whether it’s on a cone or in a bucket 

— or pink or blue — cotton candy is a 

simple treat spun with fun.

“At the end of the day, it’s just 

spun sugar, but it’s a nostalgic thing,” 

Basaker said. “It’s an inexpensive way 

to relive your childhood.” 

“We’ve done a 
Banana that’s 
pink, and it 
moves far better 
than a yellow 
Banana because 
children base it 
off of color more.

”— Eric Basaker, director of sales 

for wholesaler and private label 

manufacturer Dandy Cotton Candy

fl avors and use organic sugar 

to create and spin an organic 

cotton candy, which is 

Developing seasonal 

variations has also helped 

consumers keep cotton candy in 

mind outside of typical consumption 

occasions. Taste of Nature has 

developed a Stars and Stripes 

variety — featuring Cherry and 

Blue Raspberry fl avors — for 

patriotic holidays. And for Easter, 

the company offers 

cotton candy in the shape of a carrot.

Samet noted consumers are willing 

to buy it any time of year — they just 

need to have it available.

“It wasn’t a consumer demand func-

tion,” he said. “It was getting retailers 

to devote the proper amount of space 

to that item. Once they did, I think it 

proved itself.”

Dandy Cotton Candy hasn’t been 

afraid to take advantage of seasonal 
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T
hey create the halo ef-

fect, demand premium 

prices and set trends — 

inclusions may just be 

the secret to the prefect chocolate. 

And nuts are still the star of the show. 

“Nuts are a classic inclusion, and to 

this day, they continue to be used in some 

of the most beloved chocolate confec-

tions, including turtles and clusters,” says 

Gretchen Hadden, marketing manager, 

Cargill Cocoa & Chocolate. “We see a 

plethora of nut types used across chocolate 

confectionery, including pecans, pista-

chios and peanuts. However, hazelnut and 

almond continue to be used most promi-

nently across new product launches.”

Nuts also help create candymakers cre-

ate more premium items, Hadden explains. 

“Often, this is achieved by either 

pairing nuts with other sophisticated 

ingredients, such as sea salt or high cacao 

chocolate, or ‘romanticizing’ the process 

used on the nuts, be that chopped, toasted 

or roasted,” she says. 

And consumers are willing to pay 

more for items that are perceived to offer 

premium ingredients. A recent Nielsen 

report found that one-quarter of global 

respondents were very willing to pay a 

premium for products that make specific 

health claims, such as all-natural or 

high-protein, says Jeff Smith, director 

of marketing, Blue Diamond Almonds 

Global Ingredients Division. 

And almonds specifically have main-

tained their premium status over the years. 

“Due to their versatility and many 

nutritional benefits, almonds are well-

established as a premium inclusion, finding 

popularity in sweet treats around the world. 

Whether used as a coating, topping or 

within a nut-filled center, almonds can help 

augment texture, crunch, flavor, visual ap-

peal and nutritional content for a variety of 

confectionery formulations,” Smith says.

Inclusions can also help create contrast 

— between both flavors and textures. 

“The juxtaposition of sweet and savory 

continues to be a popular inclusion trend, 

as consumers seek new and original flavor 

experiences,” Smith says. “Mouthfeel has 

also been shown to play an important role 

in consumers’ shopping decisions, and 

manufacturers are experimenting with 

contrasting textures in their candy and 

confection formulations.”  

For example, a hard and crunchy inclu-

sion like almonds can complement softer 

textures, such as that of fudge or other 

chewy candies, he adds. 

The bean-to-bar chocolate move-

ment also has paved the way for creativity 

through inclusions, with seemingly noth-

ing off limits, Hadden says. 

“Beyond nuts, chocolatiers 

are exploring a variety of creative 

approaches using inclusions to deliver 

a crunchy experience, including 

pretzel pieces and bread crumbs,” she 

says. “We’re seeing inclusions used to 

create an artisan, rustic aesthetic such 

as chocolate bars studded perfectly 

imperfect with cocoa nibs, dried fruit 

and espresso beans, or dusted with 

spices, sea salt and more.”

Inclusions also are being used to create 

more enticing seasonal offerings — rang-

ing from crunchy peppermint inclusions 

during the holidays and s’mores during 

the summertime. 

“Chocolatiers are truly artists, and 

inclusions have become an exciting tool to 

deliver endless creativity,” Hadden says. 

How to add inclusions to chocolates

But how should chocolatiers go about 

actually adding the inclusions? 

The flavor profile and intensity of an 

inclusion are the first thing to consider, 

and they can help candy makers choose 

the right chocolate or compound coating.  

“For example, if a center is a subtle fruit 

flavor, perhaps a milk chocolate coating or 

lower cacao coating may work best so as not 

to overpower the flavor of the inclusion,” 

says Thomas Jablonowski, senior technical 

services manager, Cargill Cocoa & Choco-

late. “Conversely, if the center has a strong 

flavor such as mint, it may be able to handle 

a more robust flavored coating, such as a 

high cacao dark chocolate.”

The next issue is maintaining the in-

tegrity of the inclusion’s flavor and texture 

in the candy.  For this, it’s important to 

consider the type of inclusion being used 

and the filling. 

“For example, if you are using 

a water-based center with a dry, 

crispy, starch-based inclusion, coat 

the inclusion with a water barrier to 

Ingredient Technology  //  Inclusions

Pecans, pistachios and peanuts: 
How inclusions are shaping the 
confectionery industry
By Crystal Lindell // EDITOR
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maintain its crispiness,” Jablonowski 

says. “This prevents the inclusion from 

becoming soft due to water migration 

from other ingredients in the product.”

Another issue that comes up is prevent-

ing fat migration when adding inclusions. 

“Colder temperatures slow fat 

migration, so proper storage and 

temperature control during shipping and 

handling is important,” Jablonowski says. 

“In addition, a thicker layer of chocolate 

or compound coating can provide more 

of barrier to migration than a thinner 

layer. In some instances, double coatings 

are used.”

 Other tips to prevent fat migration are 

related to the inclusions themselves. 

“In some instances, you might consider 

a barrier coating around the inclusion, such 

as a compound coating. If the inclusions 

are coated in a barrier first that can slow 

fat migration,” Jablonowski says. “Also, 

consider minimizing the oil content in the 

inclusions. For example, if working with nut 

inclusions, you could use dry-roasted nuts 

instead of oil-roasted nuts.”

Chocolate viscosity, which measures 

the thickness and flow of liquid chocolate, 

is another consideration when mould-

ing or enrobing chocolate or compound 

confections. A higher viscosity chocolate 

will be thicker in liquid form, whereas a 

lower viscosity chocolate will be thinner 

and have more flowability. 

“You should select chocolate with a 

viscosity that is adequate to fully coat the 

piece, including any edges or crevices that 

may be caused by inclusions,” Jablonowski 

says. “If you are aiming to create an indul-

gent chocolate turtle or cluster, a medium 

thickness viscosity chocolate is often best. 

Conversely, if you are seeking to create a 

truffle with a thin shell and opt for a lower 

viscosity to achieve this, be sure to consider 

the possibility of oil migration and corre-

sponding specifications such as shelf life.”

When candy makers get it just right, 

though, the results are worth the work.   
Inclusions can add a premium feel to a chocolate 
bar and also inspire a halo effect. 

Get Social. Connect With Us!

Find us on Facebook, Twitter, Google+, LinkedIn and YouTube!

Like •  Follow • Add to Circles • Join • Subscribe

candyindustry.com/connect

It’s now easier than ever to stay up to date 

with the latest news and information.
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Brands
Dollar Sales

(in millions)

Dollar Sales
% Chg. Vs. Yr. Ago

Dollar Share
of Type

Unit Sales
(in millions)

1 Jolly Rancher $126.38 1.5 21.62 53

2 Werther's Original $90.47 0.1 15.47 44

3 Life Savers $45.64 -1.1 7.81 25

4 Charms Blow Pop $43.78 5.7 7.49 51

5 Private Label $40.20 -0.7 6.88 42

Total, including brands not shown: $584.67 1.4 100 403

Source: IRI, a Chicago-based market research fi rm (info@iriworldwide.com).  

Hard candy
Latest 52 weeks ending Dec. 2, 2018

Source: Koelnmesse 

GmbH

Number of countries 

exhibitors were expected 

to represent at ISM in 

Cologne, Germany.

Genesee Candy Land launches OINKS 
brand for bacon chocolate products
Colorado-based wholesale 

manufacturer Genesee Candy 

Land has launched the OINKS

brand for its signature chocolate-

covered bacon products. 

The rebranding includes new 

packaging for bacon strips, bacon 

bites and the newest addition 

to the lineup, chocolate bacon 

truffles. In recognition of National 

Bacon Day on Dec. 30, 2018, 

these items became available at 

convenience store retailers. The 

individual strips of chocolate-

covered bacon retail from $2.49 

to $2.99

Since 2015, Genesee Candy 

Land has been producing goods 

for wholesale and is the only food 

manufacturer in the United States 

to receive USDA certification 

to sell full slices of extra thick-

cut applewood-smoked bacon 

enrobed in dark chocolate. 

Peeps maker Just Born Quality 

Confections will open its factory to 

consumers for the first time through a 

partnership with United Way and the 

launch of a nationwide sweepstakes. 

The Peeps Helping Peeps Sweepstakes 

grand prize includes a trip for four to 

experience a behind-the-scenes tour at 

Just Born’s facility in Bethlehem, Pa. To 

enter, Peeps encouraged fans to make a 

donation of $5 or more to United Way of 

the Greater Lehigh Valley, which would 

support community schools. 

“Although we’ve had many requests 

and lots of fans show up at our doors 

over the years, the Peeps factory has 

never been open to the public,” said Matt 

Pye, Just Born senior v.p. of sales and 

marketing. “We couldn’t think of a better 

reason to open our doors for the fi rst 

time ever than by teaming up with our 

local United Way to help give back to the 

community that Peeps calls home.”

The Peeps Helping Peeps 

Sweepstakes is open now through 

April 8. The grand prize winner will 

be announced at United Way’s Day of 

Caring event on April 18. 

Just Born invites Peeps fans inside 
Pennsylvania factory for United Way campaign

73
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Rosemont, Illinois

UPGRADE YOUR EDUCATION 
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¨

Platinum Gold Bronze

The Food Safety Summit is offering 8 Certificate/Certification courses 

including 3 NEW courses in 2019. All courses include breakfast, 

lunch and breaks, books/training material and certificate.

NEW COURSES IN 2019

   IA Conducting Vulnerability Assessments Course 
This course will provide participants with the information and skills necessary to conduct  

a vulnerability assessment that considers the three fundamental elements outlined in the IA rule. 

   Produce Safety Alliance Growing Training 
This course is for fruit and vegetable growers and others interested in learning about produce safety,  

the FSMA Produce Safety Rule, Good Agricultural Practices (GAPs), and co-management of natural  

resources and food safety. 

   Seafood HACCP 
This standard “live” 2.5 day Alliance training course is for the supply chain of the seafood processors 

including food distribution warehouses and those companies that make, transport or stores seafood. 

 COURSES RETURNING IN 2019
• Certified in Comprehensive Food Safety (CCFS)

• Foreign Supplier Verification

• HACCP Training

• Professional Food Safety Auditor Training

• Preventative Controls for Human Foods

REGISTER BY 3/31
FOR BEST VALUE!
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Call Jon (954) 649-7857

Heavily built
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http://envoyequipment.com/filson.html

shane@envoyequipment.com • 470.315.0014
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The Confectionery Equipment 
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ON-SITE service available FULL rebuild facility

* Process Improvements

* Troubleshooting    * Many References

* I Stand Behind my Work

* No Unsatisfied Customer

Scott Swisher LLC
Web:  www.scottswisherLLC.com
Email: sswisher337@yahoo.com

Direct:  614.607.0295

Buying Selling Refurbishing

Servicing Confectionery and Bakery Equipment

SERVICES

Introducing the Model 530
Chocolate Temper Meter

New 
Internal
Printout

www.tricor-systems.com  
847-742-5542      800-575-0161

TRICOR’s Chocolate Temper Meters 
are the world standard for 

chocolate temper measurement

www.candyindustry.com/classifieds

Advertise in Candy Industry’s

CLASSIFIED NETWORK

Selling or Buying Equipment?

WASHERS & DRYERS
For Chocolate Molds & Plaques

Candy Forms & Pallets

KUHL CORP. - PO BOX 26

FLEMINGTON, NJ 08822-0026

Tel: 908-782-5696 Fax: 908-782-2751

SUPPLIES
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S
ince its inception in 1995, 

Sugar Plum Chocolates 

has been a champion 

in the chocolate and 

confectionery industry, building not only 

a brand but a legacy. 

Frann Edley began the candy business 

with her son Neil in Kingston, Pennsylva-

nia, with a mission to give the world a little 

sweetness — one bite at a time.  

For more than 20 years, the company’s 

handmade chocolates, gourmet nuts and 

other confections have been enjoyed by 

thousands of satisfied customers in more 

than 10 countries. 

The mother-and-son team have 

been able to grow the company from 

a small online business into a full-

fledged factory by becoming a major 

wholesale contributor with products 

being sold at numerous food locations, 

high-end department stores, retail 

stores and local shops both nationally 

and internationally. 

“Our vision has always revolved 

around being a creative, independent, 

female-owned business,” the company 

says. “Our focus is to help make a dif-

ference in the lives of people by offering 

high quality and safe products that can 

be used for employee recognition, client 

appreciation, weddings, and numerous 

other events that touch our daily lives.”

Not only does the company strive to 

use only the best ingredients available, 

but its entire line of gourmet and cus-

tomizable nuts are free of any oils, fats 

and dairy. Sugar Plum also has a variety 

of healthy sweetening options available 

upon request. And the manufacturing 

facility, located in Forty Fort, Pennsyl-

vania, is SQF Level II Certified, Organic 

Certified, Kosher, OU Dairy and Pareve. 

With the demand for quality chocolate 

increasing and gourmet snack food 

becoming significantly more popular year 

after year, this is only the beginning for 

Sugar Plum Chocolates.

Frann Edley recently took some time to 

discuss her dream collaboration, the best 

advice she’s ever received and what excites 

her most about her job.  

If you were stranded on a deserted island with only 

one kind of candy, what would it be?

Chocolate La-Di-Da’s

What’s the last cool thing you saw online?

A villa in Tuscany

When you were little, what did you want 

to be when you grew up?

Always wanted to be an entrepreneur

What issues concern you most about the 

confectionery industry and why?

Creativity, packaging and taste to balance

What’s the last book you’ve read?

Lus and Lily

What is your pet peeve?

Perfection

If given the chance to choose anyone, with 

whom would you like to collaborate?

Ina Garten, Barefoot Contessa

What’s the best piece of advice you’ve 

ever received?

Treat people the way you want to be treated.

What excites you most about your job?

The excitement of creating new products, watching the 

development process, then seeing the reaction of the 

customers. 

The Sugar Plum Chocolates 
fairy and her son

Candy Wrapper //  Sugar Plum Chocolates

Sugar Plum Chocolates 
sells chocolate-covered 
potato chips, as well 
gourmet nuts.

Frann Edley, who along 
with her son Neil, 
started Sugar Plum 
Chocolates in 1995.
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Processing and Packaging Machinery

Since 1912
Four Generations

Jim@unionmachinery.com

www.unionmachinery.com
718.585.0200

Sell Us Your Used Equipment

New Tinsley Design

Chocolate Tanks
 from 100 to 10,000 lb Sizes

New National Equipment

Lab Stainless Steel Coating Pans

New Tinsley Design

Belt Coaters for Chocolates

New XPack Miniwrapper 180 

Multistyle Chocolate
Foil & Twist Wrapper

High Speed Chocolate Bar Wrapper
with foil from a roll
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Our new Candy ConesTM feature classic ice cream flavors made from the highest quality 

mellocreme. Each is shaped just like the real thing and combines the taste of a waffle flavored 

cone with one of five delicious flavors on top. Available in Grab & GoTM bags, as well as bulk, 

they are perfect additions for your party and snacking sets. 

Contact us today  •  800-323-9380  •  JellyBelly.com

Kosher Certified

They All Scream For 
Our Ice Cream

Mint Chip French
Vanilla

Strawberry Orange
Sherbet
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