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Patrick De Maeseneire stood down from his role as CEO at Barry Callebaut (BC). Andreas 
Jacobs was interim CEO during the transition from De Maeseneire to Juergen Steinemann, 
who officially started on August 1st, 2009. During this time, Cadbury’s (later Mondelēz) had 
entered into an agreement with BC. Unilever and Mexico’s Groupo Bimbo followed suit 
under Steinemann, further establishing BC’s position as the world’s largest B2B chocolate 
supplier. In 2012, Steinemann would acquire Petra Foods’ cocoa ingredients business, making 
BC the number one cocoa processor. 

Supported by the Board, thanks to Jacob’s influence, Steinemann embraced the idea of 
sustainability. As well as the existing three strategic  pillars of cost leadership, global reach 
and innovation, Steinemann added a fourth, sustainability. Under his leadership, BC furthered 
the Quality Partner Programme (QPP) and launched additional sustainability initiatives. 

Building on the QPP, in March 2012, BC launched “Cocoa Horizons” a CHF 40 million 
cocoa sustainability initiative to boost farm productivity, increase quality and improve 
farmer’s and their family’s livelihoods. Understanding the challenges of the countries where 
cocoa was sourced, Cocoa Horizons, would be completely transparent, able to identify funds 
and premiums paid in and report on the activities and outcomes from the money spent.  

Later in 2012, Steinemann gathered the key players from the industry together – the CEOs of 
the main competitors and FMCG customers – at a conference organised by BC called 
CHOCOVISION. Combined, the participants controlled over 80% of the world’s cocoa and 
chocolate production. Steinemann’s goal was that these eight or so people would together 
commit to action on Africa and sustainability. 

“Steinemann was very strong. It was fantastic because we recreated and 
revitalised the World Cocoa Foundation with it. We found a new President for the 
WCF. We launched the Cocoa Action Plan for the Ivory Coast. This was a $500 
million plan. It was a big change for Barry Callebaut. From huge scepticism in 
the sourcing department saying, ‘This is never going to fly. Nobody wants that 
stuff’, to ‘We have to accelerate. We have to reach out more’.” 

Andreas Jacobs, former Chairman, BC 

Chocovision would become a biennial conference, gathering the leading industry players and 
their suppliers to Davos to discuss sustainability and innovation in cocoa and chocolate across 
the world. 

In 2014, BC bought the Biolands Group. It had entered into a strategic partnership with the 
company in 2008, holding a 49% stake. Biolands had originated in Tanzania producing and 
selling 100% certified sustainable cocoa beans and then replicated the model in Sierra Leone 
and the Ivory Coast. BC further extended the model into Ghana.   

Steinemann stood down as CEO of BC in August 2015. Antoine de Saint-Affrique, previously 
President Unilever Foods and Member of its Group Executive Committee, succeeded 
Steinemann. His agenda was to further BC’s commitment to sustainability, with an initiative 
launched a year after he took over called “Forever Chocolate”. Forever Chocolate was about 
putting sustainability into everything that BC did that made sense from a business perspective. 
In other words, taking sustainability beyond CSR. It did mean making tough choices over 
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what initiative to focus on in order to deliver maximum impact. De Saint-Affrique knew that 
it would be impossible for BC solve the cocoa issue alone, but spurred-on by Jacobs, he 
committed the company to four bold sustainability targets to achieve by 2025. These 
included: 

• We will eradicate child labour from our supply chain. 

• We will lift more than 500,000 cocoa farmers out of poverty. 

• We will become carbon and forest positive. 

• We will have 100% sustainable ingredients in all of our products. 

 
There were no immediate answers or solutions to achieving the targets, but the thinking was 
that sustainable chocolate should become the norm. Half measures that promised a ‘90% 
reduction’ in child labour, or ‘90% increase’ increase in sustainable ingredients left open the 
question as to the other 10%. BC built on existing initiatives to try to strengthen partnership 
across the industry with customers and suppliers, as well as with individual farmers, farming 
communities, governments and NGOs. Premiums for the sale of sustainable Horizons cocoa 
and chocolate products were 100% invested in the cocoa Horizons Foundations, which funded 
initiatives to improve smallholder cocoa farmers’ livelihoods. Partnerships with the 
International Cocoa Initiative, Sustainable Trade Initiative and International Finance 
Corporation, addressed issues in the value chain. The company pushed the World Cocoa 
Foundation to establishing CocoaAction, which aligned initiatives of global chocolate 
producers to improve the livelihoods of cocoa farmers through partnering with governments, 
farmers and the industry.  

In 2016/17, Forever Chocolate projects enabled a +23% productivity increase for farmers 
receiving productivity packages. 36% of cocoa was sustainably sourced (an increase of +13% 
on the previous year) and 30% of non-cocoa ingredients (such as vegetable fats, emulsifier 
flavours, dairy ingredients, nuts, colourings, etc.). 157,000 farmers were trained in best 
practice agriculture methods. BC total sales that year were 1.9 million tonnes of chocolate, 
with sales revenues of CHF 6,805.2 million and an EBIT of CHF 488.2 million. 

By 2018, across BC, more than 700 were involved in sustainability in their work, with a 
corporate team of 10 (total employees lobally were approximately 11,000). Corporate 
sustainability included: sales and marketing to sell sustainable products to customers and 
consumers, partnerships as mentioned above, ensuring sourcing of sustainable raw materials 
and ahering to the plan of becoming carbon positive. A Farm Services Unit was launched to 
help farmers increase their productivity through training and coaching in the farm 
communities, developing seedlings and nurseries. The teams were growing year on year, 
expanded as customers were purchasing more sustainable cocoa.  

Sustainability had become part of the DNA of Barry Callebaut with employees proud of the 
leadership the company was taking on cocoa sustainability. They may not yet have the 
answers, but they were committed to completely achieving the Forever Chocolate goals. 
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