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Introduction
The case explores the hidden ethical complexity of international marketing decisions that relate to cocoa supply in the global chocolate market. Many companies such as Kraft Foods, Mars, Nestlé, Ferrero and Hershey now have to justify their corporate social responsibility in the supply of cocoa bean within the global chocolate market. The truth about sourcing of cocoa, which helps make your favourite guilty pleasure, may leave many consumers with a bitter aftertaste. 
The key points covered in this case study are:
· defining corporate social responsibility within an international marketing context 
· understanding the importance of ethical conduct within a global consumer market, and 
· evaluating the impact of the global socially conscious consumer from a corporate social responsibility (CSR) perspective. 
Industry overview 
Global chocolate market
The global chocolate and confectionary market in 2012 was worth an approximate US$117.6 billion and employed more than 350 000 people worldwide (IBISWorld 2012). Nearly 50% of the global chocolate and candy market share is dominated by a small number of companies, including Kraft Foods, Mars, Nestlé, Ferrero and Hershey. Consumers are very familiar with many of the chocolate brands of the world because this industry is truly global in nature. For example, Kraft Foods (14.5% of global market share (GMS)) with brands such as Cadbury, Dairy Milk, Halls, Trident, Green & Black’s, Clorets and Freddo; Mars (10.4% GMS) with brands such as Wrigley, Mars, Snickers, M&M’s, Skittles and Juicy Fruit; Nestlé (8.8% GMS) with brands such as Kit Kat, Wonka, Smarties, Life Savers and Minties; Ferrero (8% GMS) with brands such as Kinder, Ferrero Rocher, Raffaello, Nutella and Mon Cheri; and Hershey with an estimated 5.1% (GMS) of global market share. 
Europe has historically been the world centre for chocolate production with the largest candy and chocolate revenue markets, which are expected to rise to 55% of global production in 2012–13 ($US 60.1 billion). North America is the second largest region for chocolate production and accounts for 32.2% of global chocolate revenues. Australia takes a small proportion of this mass consumer market with $US3.1 billion. The Asian consumer market has been steadily growing with North Asia countries such as China, Taiwan, South Korea and Hong Kong having had large widespread growth due to economic prosperity and changing consumer trends that embrace Western consumer cultures such as chocolate consumption. These growing developing markets are now generating large market growth rates, with Asia recording significant increases in consumption. However, Europeans remain the champions of chocolate. The top five consumers markets for chocolate are: 
1. Switzerland: 10.05 kg per capita consumption per year.
2. United Kingdom: 9.97 kg per capita consumption per year.
3. Germany: 9.16 kg per capita consumption per year.
4. Belgium: 8.92 kg per capita consumption per year.
5. Norway: 8.76 kg per capita consumption per year.
However, more recently these companies have been criticised for their sourcing practices (see below the transcript from CNN 2012). Many of these very familiar brands that we love have been scorned for engaging in unethical slave labour practices in relation to the sourcing of cocoa. 
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Report by CNN 2012
For some time now the chocolate industry has had a dark secret. Chocolate is sweet, but there may be a bitter aftertaste. According to David McKenzie (CNN 2012a), ‘Everyone loves chocolate. But for thousands of people, chocolate is the reason for their enslavement’. 
The chocolate bar we eat is likely farmed in a West African cocoa plantation, and unfortunately often the people who harvest it are children. Many are slaves to a system that produces something almost all of us consume and enjoy. The CNN Freedom Project by David McKenzie (CNN 2012a) went into the heart of the Ivory Coast—the world’s largest cocoa producer—to investigate what’s happening to children working in the fields. “His work has resulted in a shocking, eye-opening documentary showing that despite all the promises the global chocolate industry made a decade ago, much of the trade remains unchanged. There are still child slaves harvesting cocoa, even though some have never even tasted chocolate and some don't even know what the word "chocolate" means”. In the documentary ‘Chocolate’s Child Slaves’, CNN discovers a human trafficking network and farmers using child labour for an industry offering low prices and little more than broken promises. The documentary first aired on Friday, 20 January 2012 on CNN International. You can watch an excerpt about Abdul, aged 10, who has been working in the fields for three years, at the link provided in the bibliography below. 
Are you now wondering about how this happened? Will you check your next chocolate bar purchase for a Fairtrade label? 
Thousands of children work in cocoa fields, some against their will, to produce the chocolate bars that many of us enjoy (see CNN 2012b, the chocolate explainer reference below, for further information regarding this). According to UNICEF, an estimated 200 000 children work on cocoa farms in the Ivory Coast alone. As suggested “it can be hard to find ethically produced cocoa, but the "fair trade" designation helps ensures that farmers receive a fair price and prohibits the use of slave and child labor” (http://thecnnfreedomproject.blogs.cnn.com/2012/01/19/ireport-challenge-fair-trade-chocolate-creations/) . Although it is difficult to find ethically produced cocoa, several companies are working to ensure farmers receive a fair price and prohibit the use of slave and child labour. For example, read this report: <http://ireport.cnn.com/topics/733442>.
There is no doubt that these major chocolate companies understand the negative brand reputation issues and are attempting to stamp out the unethical international cocoa supply chain. As stated by Cadbury in response to this report by CNN: ‘Cadbury takes the issue of child labour very seriously, and is wholly committed to eliminating it. Through our investment in the Cadbury Cocoa Partnership and our partnership with Fair-trade, our aim is to enable farmers to live and work in thriving cocoa communities for the long term.’ Nestlé UK also responded stating that ‘as part of Nestlé’s Cocoa Plan, Nestlé has committed £65 million over the next 10 years to address key economic, social and environmental issues faced by the farming communities that we work with. This builds on Nestlé’s initiatives to date including £35 million that Nestlé has invested in cocoa sustainability initiatives in the Ivory Coast over the last 15 years.’ 
All parties acknowledge that this is a complex and ongoing issue that has been very difficult to deal with. All parties are under no illusions that the issues must be addressed. However, chocolate companies have had some time to remedy the situation and bring about positive change into the unacceptable labour practices on cocoa farms in West Africa. You can read the full response in the BBC link in the bibliography list below. 
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The rise of the global socially conscious consumer 
Worldwide there has been a movement of socially aware consumers. It is not new that people around the world have championed for change where unethical practices have sparked a need for change. For example, ‘the socially conscious consumer’ has been identified in marketing publications for some time now (see Anderson and Cunningham 1972). In 2012 a Nielsen research report investigated ‘the global socially conscious consumer’, suggesting that 66% of consumers now think that companies should support the environment and are willing to reward companies for doing so. The report also suggests that these consumers are willing to pay more for socially responsible products/services and are more inclined to invest in a socially responsible company. These global consumers would prefer to buy products and services from companies that give back to the society. Cause marketing will not work with all of our customer segments. However, there is a sharper recourse for companies that are perceived to be negatively impacting the society. There is certainly a growing global trend whereby consumers are now more aware of companies that are not socially responsible. Not all causes are equal and not all countries perceive the cause to be of importance to their society. For example, consumers from Latin America, Middle East/Africa and Asia Pacific are reported to have a stronger willingness to pay extra for socially responsible products/services than those consumers from North America and Europe (Nielsen 2012). 

CSR 
Developing and maintaining corporate social responsibilities within the firm has been shown to lead to a better global brand and better global brand performances (Madden, Roth and Dillon 2012). That is, genuine corporate social responsibility (CSR) translates into positive product evaluations and purchase intentions and into customer satisfaction. Essentially, CSR assists the firm and international marketer in building a better, stronger brand (Hoeffler and Keller 2002). It is incumbent on companies to understand the complex set of assumptions consumers are making. Consumers want companies to give back to the society. Further, this consumer perception of corporate responsibility is somewhat void of geographical boundaries due to the internet. For example, what the company does in one country where CSR is considered appropriate may be perceived in another country as unethical. 
The internet disseminates information and potentially allows for a distortion of context, which in turn may in fact have a negative impact on the reputation of a brand globally. Due to the internet, there is an evolving ubiquity in global connection between socially aware consumers. Take for example the ‘Kony Invisible Children’ YouTube phenomenon in 2012 that saw more than 1 billion downloads of the video related to child slavery in the conflict regions of northern Uganda. You can view the video by searching YouTube for ‘Kony 2012’, or visiting the link in the bibliography below. Whether you agree or disagree with the premise of the video, the Kony YouTube example highlights the impact of the internet. This is due to enhanced mass global digital media including platforms like YouTube, Facebook and other virtual social media outlets where video sharing helps to accelerate a visual message.
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In 1911, Frank C. Mars made the first Mars candies in his Tacoma, Washington kitchen and established Mars’ first roots as a confectionery company. In the 1920s, Forrest E. Mars, Sr. joined his father in business and together they launched the MILKY WAY® bar. In 1932, Forrest, Sr. moved to the United Kingdom with a dream of building a business based on the philosophy of a “mutuality of benefits” for all stakeholders – this vision serves as the foundation of the Mars, Incorporated we are today. To learn more about our history click here.
Based in McLean, Virginia, Mars has net sales of more than $30 billion and six business segments including Petcare, Chocolate, Wrigley, Food, Drinks and Symbioscience. You can find out about our brands here.
More than 65,000 Associates worldwide are putting our Mars Principles in action every day to make a difference for people and the planet through our performance. Learn more in our Principles in Action Summary.
MARS Chocolate
Headquartered in Mount Olive, New Jersey, U.S., Mars Chocolate is one of the world's leading chocolate manufacturers and employs more than 13,000 people across 110 sites worldwide. Our iconic brands include M&M'S®, SNICKERS®, DOVE®, GALAXY®, MARS®, MILKY WAY® and TWIX®.
MARS Chocolate has more than 35 brands in our chocolate segment, and five — M&M’S®, MARS®, MILKY WAY®, SNICKERS®, and 3MUSKETEERS®— are more than 50 years old.
Being a market leader is as much about how we do things as it is about sales volumes. Mars Chocolate is committed to leading the industry in areas such as health and nutrition and sustainability. At the end of 2007, Mars became the first chocolate company to voluntarily stop advertising and marketing directly to children under age 12 worldwide. We are also the first global chocolate company to commit to annually sourcing all of our cocoa from certified sources by 2020. We currently have contracts in place to source 100,000 tonnes from each of the leading third-party cocoa certifiers — Rainforest Alliance and UTZ — by 2020.
http://www.mars.com/global/brands/chocolate.aspx


Student Action: 
1. You are the new international marketing manager for MARS Chocolate (see some of their brands below and visit the website). You have been given the task to market a new range of chocolate bars for the Chinese market. 
2. You have also been asked to evaluate the current state of play concerning the use of slave labour when developing this range of Chocolate bars. 
3. [bookmark: _GoBack]Assess the case and develop some recommendations for the approach you would take and why. That is, while considering the Cooperate Social Responsibility (CSR) issues.
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