
B take two 23
bbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbbb

mumbai | SaTuRDaY , 26 JuLY 2025

India’s homegrown artisanal chocolate revolution is gaining ground

AbhilAshAOjhA
NewDelhi, 25 July

WhenManamChocolate opened its
boutique café and retail store in
NewDelhi’s EldecoCentre twoweeks
ago, it used it as anopportunity to
bring customers closer to the bean-to-
bar process. Through large screens
inside the store, it took visitors straight
to the farmsofAndhra Pradesh and
Telangana,where they couldwatch
the farmers harvest, ferment and
dry cacao.
Thebeans, cultivated over 3,000

acres of cacao farmsbyover 150
farmers, are the ones used to craft
Manam’s 300-plus products across
50 categories— fromrich chocolate
beverages to savoury bites.
This immersive approach to choc-

olate-making is emblematic of a quiet
but potent transformation in India’s
chocolatemarket. Indian craft choc-
olate brands are entering a sweet spot,
poweredby ablendof indigenous
cacao cultivation, premiumisation,
sustainable practices, and consumer
appetite for indulgent, health-con-
scious, and experiential products.
Thenumbers are telling.Manam,

which launched in 2021with an invest-
ment of just over ~80 lakh, is now
clocking a 125 per cent year-on-year
growth rate—a trend founderChait-
anyaMuppala expectswill continue
for at least thenext three years. “Our
endeavourwill be to focus on the
Delhi-National Capital Region for the
next 18-24months,” he says. “Weare
keen to expand to key cities like
Mumbai andBengaluru over thenext
two to three years.”
The company,whichhas a 10,000

sq ft retail store and a chocolate factory
inHyderabad, plans to replicate the
experience-led concept in other
metros, alongside smaller retail
formats and travel retail presence
at airports.
According tomarket research and

data analytics companyEuromonitor
International, India’s chocolate
market is expected to grow from
~15,512 crore in 2023 to ~23,700 crore
by 2027.Within this, the craft segment
remainsniche, but is scaling rapidly.
Most bean-to-bar brandshave
launchedwith investments in the
~3–5 crore range and are reporting
annual growth rates of 40 toupwards
of 100per cent.

Sourcecode
Key to this growth is the shift inhow
chocolates aremadeandmarketed.
LNitinChordia, founderofChen-

nai-basedKocoatrait, points to thepre-
miumisationof theproduct asamajor
driver: “Customisation, sustainability,
and transparencyaregivingcustomers,
especially those in their 20s tomid-50s,
reasons topick Indiancraft brandsover
mass-marketoptions.”
Kocoatrait,hesays,walks thetalk. Its

chocolatepackaging iscompletely free
ofplastic,madefromablendofcotton
wasteandcacaoshells.Customersare
encouragedtoreturnusedwrappers for
reuse,andgiftboxescomewithpaper
tapes insteadofplastic. “Wereduceour
carbonfootprintbyroughly30percent
comparedtoothers inthissegment,”
saysChordia.
Manam,meanwhile, adds scann-

ableQRcodeson itspackaging that
trace thebean’sorigin, the farmit came
from,andeven the farmers involved.
While sustainabilityhasbecomea

buzzwordacross industries, craft choc-
olatemakers areembedding itdeeply
intooperations.AkhilChandrasekhar
Grandhi, cofounderofBonFiction, a

three-year-oldchocolatebrand, speaks
about thedifferencebetweengenuine
commitmentandperformativebrand-
ing: “Greenwashing is a real threat. Sus-
tainability shouldbea foundational
pillar, not just amarketinghook.”
BonFictionuses cacaohusk tomake

teaandrepurposesotherwaste for
compostingat its factory inRajahmun-
dry,AndhraPradesh.

Amouthfulofflavours
The Indiancraft chocolate scene is also
definedby innovation inflavour. From
Pascati’s raspberryandhibiscusbar to
Mason&Co’s chilli cinnamon,brands
arepushingboundaries.
Manam, for example, offers curry-

leaf chocolate.BonFictionhas rose-pis-
tachiochocolate,whichevenwona
goldmedal at theAcademyofChoc-
olateAwards2024 forbean-to-barfla-
voureddarkchocolate.AndPaul&
Mikehasan idukki-cardamombar.
Theseunusual combinationsare
finding favourwithconsumerseager to

explore chocolates thatmarry Indian
ingredientswithglobalfinesse.
Pascati, whichhas been around for

nearly a decade, has seen adramatic
shift in scale. Fromprocessing 500kg
of cacao beans in its first year, the
companynowprocesses about 8
tonnes, says founderDevanshAshar.
The company’s year-on-year growth is
currently around 70per cent, driven
largely bydemand for gifting. Even
product pricinghasmovedupward
by 20per cent, reflecting growing
brand equity.
Thecompanyworksdirectlywith

farmers to train theminpost-harvest
processing, ensuring thatnopesticides
orchemicalsareused.The factory, too,
followsgreencleaningpracticesusing
hotwaterandneemoil.Pascati recently
gained furthervisibilityaspartof the
gifthamperontheeighthseasonof
KoffeewithKaran.
MahekSugandh,whorunsCacao

SpringsandTheBingeoutofNagpur,
says that customers todayareactively
seekingethical luxury. “It takesus three
to fourmonths tofinalise anewfla-
vour,” she says.Herbrandsuse ingredi-
ents sourced fromEurope, theUS, and
WestAfrica—blending themintobold
flavourpairings likeyuzu-lemonwith
coconut, cashewswithcaramel,Hima-
layanpinksaltwith lavender, and rose
withalmond.
Tomeetdemand,particularlyduring

thefestiveseason,Sugandhrecently
expandedher factoryto22,000sqft,
threetimes itsearliersize,andincreased
herworkforce toover220employees.
She’salsobroughtonboardseniorcon-
sultants fromglobalchocolatecom-
panies toguide innovation.
Eventssuchas theIndianCacaoand

CraftChocolateFestival,whichisheld in
Bengaluruandthefourtheditionof
whichreturns later thisyear,areadding
momentum.Muchlikewine-tasting
events, these immersiveexperiencesare
helpingconsumersappreciate the
nuanceandnarrativebehindeverybar
ofbean-to-barchocolate.
Whatwasonceacategorydomi-

natedby foreign imports andmass-pro-
ducedbars isnowastage for Indian
brands telling storiesofprovenance,
sustainability, and local ingenuity.With
giftingbecomingamoreelaborateand
thoughtful exercise, Indiancraft choc-
olatiers aregearingup for theirbiggest
festive seasonyet—not just todelight
palates, but to redefine indulgence.
vvvvvvvvvvvvvvvvvvvvvvvvv
Thewriter isaNewDelhi-based
independent journalist

Bean toboom

Cocoa chronicles
India’s chocolate market expectedn
to grow from

Indian craft chocolate brandsn
seeing 40% to upwards of 100%
year-on-year growth
Brands work directly with farmers,n
largely in Andhra Pradesh and
Telangana
Emphasis is on single-originn
Indian cacao, transparency,
and traceability
Focus is on local-meets-globaln
flavour combinations: Curry-leaf
chocolate (Manam), rose-pistachio
(Bon Fiction), raspberry & hibiscus
(Pascati), idukki-cardamom (Paul &
Mike), yuzu-lemonwith coconut
(Cacao Springs)

2023 ~ 15,512 cr

~ 23,700 cr2027
(Euromonitor)

According to L nitin chordiA,
founder of chennAi-bAsed
KocoAtrAi, customisAtion,
sustAinAbiLity, And
trAnspArency Are giving
customers, especiALLy those in
their 20s tomid-50s, reAsons
to picK indiAn crAft brAnds
overmAss-mArKet options


