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Tribute to a visionary thinker
It is with great sadness that we report the passing away of the economist

Robin Murray, founder of Twin, and one of the original visionaries behind

the birth of Divine.

Divine exists because one person showed the courage, imagination, and

sheer bloody-mindedness to stand tall when it would have been easier to

duck. That person was Robin Murray.  When the concept of Divine was

first developed, and we were surrounded by doubters, Robin had none,

and insisted this was an idea whose time had come.  He has been proved

right, and Divine has grown and prospered, and become the global

example of doing business differently we see today. As a fitting legacy,

we aim to continue to be good custodians of his vision, and his focus on

people, over profit.
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“
Kuapa Kokoo received £190,000 Fairtrade premium and a £38,000

dividend, and £282,000 will be invested in Producer Support and

Development projects

Adapted from a tribute

by former Divine Chair,

Sandy Balfour.
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This is year one of our five-year strategy “Growing Business Differently”, and it 

has been a good start. The company experienced another strong year in 2016-

17. Our turnover reached £14 million, our highest to date, and sales grew by 17%. 

In the USA, sales passed the $10 million mark for the first time, with growth 

especially strong in the natural, speciality and grocery channels. Profit for the 

year was lower, but this was primarily due to exchange rate fluctuations, and 

after taking these into account operating profit increased. 

Wider economic developments, largely driven by Brexit, presented the UK food 

industry with significant challenges. This was mostly due to the fall of the pound 

against other currencies, as over half the UK’s food is imported. In line with most 

other food companies, we introduced a price increase, which the outlets we 

service largely accepted.     

Divine has demonstrated its resilience in this volatile economy, and we can 

attribute this to doing what we do best. We continue to innovate in the 

chocolate we produce – this year the new Tasting Set of mini bars we introduced 

became one of our top selling products. 

Our business success this year translates into significant benefits to farmers. 

Kuapa Kokoo benefits from four streams of income from Divine, and we are also 

delivering Fairtrade premium, and investing some of our Producer Support & 

Development fund (2% of our turnover) with other producers around the world. 

We used 953 tonnes of cocoa and 313 tonnes of sugar which in turn delivered 

£190,000 Fairtrade premium to Kuapa Kokoo and £19,000 to Kasinthula in 

Malawi. Kuapa Kokoo also received a £38,000 dividend, and £282,000 will be 

invested in Producer Support projects.  

We were sorry to see Michele Settle leave the Divine board after more than 

seven years of valued service. Michele’s marketing skills in her role as UK 

Campaign and Brands Director of Comic Relief have helped Divine to build new 

partnerships and open up new markets. She is replaced by David Croft, who is 

responsible for Diageo’s work on global environmental and social sustainability. 

David knows the fair trade chocolate business well, having previously worked 

at both Cadburys and the Co-operative Group. We also welcome to the board 

Cheryl Pinto, Values Led Sourcing Manager at Ben & Jerry’s.

Jamie Hartzell

“
Our turnover

reached £14

million, our

highest to date,

and sales grew

by 17%. In the

USA, sales

passed the $10

million mark for

the first time

Chair’s report
Divine prides itself in growing business differently. It is a global, farmer-owned

chocolate company that uses the amazing power of chocolate to delight and

engage. It brings people together to create dignified trading relations, empowering

both producers and consumers. By creating a supply chain that shares value more

equitably, we believe ours is an example of a viable model for how to secure the

sustainable future of cocoa and cocoa farming.
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Doing business differently
Divine Chocolate is committed to its responsibility to people and planet in the way

it does business. As an individual company, Divine’s mission drives this commitment,

and as a player in the world business arena, the company also strives to address the

Sustainable Development Goals – the specific targets set out by the UN aimed at

ending all forms of poverty, fighting inequalities and tackling climate change. All

nations, governments and companies have a responsibility to meet these goals, and

the UN’s targets are a catalyst to encourage us all to act.

The UN is monitoring progress

towards these goals, tracking

developments country by country

and has created an index showing

countries in order of their progress.

It is not clear, however, which

agents of change are working

hardest and having the most

impact. The world’s biggest

multinational companies now wield

more power than most countries,

but it is hard to track and measure

to what extent they are playing

their part.  Certainly, within the

chocolate industry, there are

wide-ranging claims of initiatives

to maximise sustainability, but it

is challenging to compare and

contrast them and to ascertain

which are making real progress

towards a sustainable future for

both people and the environment

on a global scale.

Is some form of independent 

certification the answer?  

Consumers are familiar with a 

number of schemes (a few of 

which, such as Fairtrade, are 

independently verified) which 

give them some of the assurance 

about provenance, fairness, 

safety and sustainability they are 

demanding. But knowing whether 

some of its products are certified 

in some way does not tell you 

about the commitments of a 

company as a whole.

Although Divine has long had 

a world-leading reputation as 

a catalyst for change, and for 

its innovative business model, 

we were interested in finding 

a framework which actually 

measures how well a whole 

company is performing in terms 

of its positive impacts. This is 

one of the reasons why Divine 

Chocolate applied to become a 

B Corp this year.  B Corporation 

is a worldwide movement, 

initiated in the USA in 2006, that 

is committed to using business 

as a force for good – there are 

now some 2,300 certified B 

Corps around the globe, from 

over 50 countries. To be certified 

as a B Corp entails submitting 

a thorough breakdown of all 

business operations under the 

headings Environment, Workers, 

Community, Governance and 

Customers. This detailed report 

is then assessed and given 

ratings under each heading, 

which are then made publicly 

available, and re-audited every 

two years. The rating system is 

not necessarily perfect, but we 

felt it was a significant move in 

the right direction, towards an 

accountable, transparent and 

comparable system of measuring 

companies’ social, environmental 

and economic responsibility. We 

look forward to building on our 

progress in all areas, and also 

to joining the B Corporation 

community to share learning and 

promote successes. g

“
...knowing whether 

some of its products 

are certified in 

some way does not 

tell you about the 

commitments of a 

company as a whole

Divine’s B Corp ratings
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Growing 
the business

This year our main focus, and one of our biggest campaigns to date, has been centred on

the importance of empowering women farmers in agricultural supply chains.

Empowering women

DIVINE CAMPAIGNS

Divine’s marketing is 

delivering our five-year 

strategy growth targets 

through a programme 

of exciting sampling 

opportunities and new 

product launches, as part 

of co-ordinated campaigns 

throughout the year.

By working with a variety of great 

partners, and combining delicious 

chocolate experiences with 

compelling stories about how we 

are doing business differently, we 

are constantly growing our reach, 

and engaging with new consumer 

groups around the world. Our 

teams in the UK and USA develop 

campaigns both for their

local markets, and also work

together to create international

impact. As well as growing our

consumer base, we have a good

track record of influencing all

our diverse key audiences, and

delivering support and content

for activists. g

Ensuring women have equal

opportunities, and training to be

able to maximise them, brings

many benefits. In particular, by

improving women’s incomes you

ensure that they not only benefit

individually, but they invest in their

families, and help build thriving

communities.

Divine is especially committed

to gender equality, and the very

personal relationship women

have with chocolate gives us a

great opportunity to spark a more

personal connection to women

cocoa farmers and the challenges

they face.

In the UK, the “Divine Women”

campaign had a broad scope which

targeted customers, suppliers,

partners and stakeholders, as well

as consumers.  Its programme

embraced Fairtrade Fortnight,

International Women’s Day and

Ghana Independence Day. We

boosted its reach through strong

partnerships with, for example,

Oxfam and Fairtrade Foundation,

who joined with us to tell stories

of women farmers around the

world, and with Waitrose where

we ran a product promotion.  A

combination of social media

engagement and alluring tasting
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opportunities worked to make the

link between the chocolate we

love to eat, and the women whose

cocoa crop it depends on. At

the heart of the campaign was a

limited-edition bar with dedicated

packaging highlighting women

on the wrapper, and a speaking

tour by two Kuapa farmers, Linda

Berchie and Victoria Boakyewaa.

We also published a special report

tracking the 20 years that Kuapa

Kokoo has been empowering

women with Divine and other

partners, and the impacts and

learning that have resulted.  We

hosted a conference to launch

the report with a panel of leading

experts contributing perspectives

from academic research, Oxfam,

M&S and DFID, and chaired by

cocoa researcher and author

Kristy Leissle. The conference

consolidated Divine’s leading

role in this field and highlighted

the importance of focusing on

women farmers for the sustainable

future of cocoa and other foods,

reported on what has been done

to date, and what is still to do. We

were delighted that Victoria and
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were also opportunities for

Divine’s customers and chocolate

lovers to meet Mercy face-to-face,

including at Ten Thousand Villages,

Busboys and Poets and the Black

Star Brewery Co-op, with chances

to sample both Divine bars, and

fabulous creations baked with

Divine. Like Linda and Victoria,

Mercy, who is a Kuapa Kokoo

women’s programme manager,

was an outstanding ambassador

for her co-op, and a powerful

spokesperson on behalf of women

farmers everywhere. g

Linda, who is an elected member

of Kuapa Kokoo’s National

Executive Committee, were

there to put the case for women

themselves.

While this programme was

running in the UK, Divine USA

joined the campaign on social

media, sharing content daily from

the Empowering Women Cocoa

Farmers report, and then following

up with its own farmer speaking

tour, featuring Mercy Zaah, another

woman member of Kuapa Kokoo.

Focusing on events in Washington

DC and Austin, Texas, a hard-

hitting programme was organised

which saw Mercy speaking at

forums and roundtables in front

of organisations including the

World Cocoa Federation, Fairtrade

America, Oxfam America, Winrock

International, the Bureau of

International Labor Affairs, as well

as the National Confectioners

Association, and Whole Foods

Market HQ in Austin, Texas. She

met with three US Senators and

one House Representative on

Capitol Hill. As in the UK, there

Our #DivineWomen campaign

reached 1m on Twitter, and

1.2m on Facebook, and during

the campaign 2,000 of our

special “EmpoweringWomen”

bars were sampled, 

and we sold

over 90,000.

Clockwise from top left: Linda Berchie meets Scotland’s First Minister Nicola Sturgeon; speakers panel at the Empowering

Women conference; Mercy Zaah speaking at Divine USA’s 10th anniversary; Mercy Zaah with the Divine team at Whole Foods

Market in Austin, Texas; Mercy Zaah outside The White House; Mayor of London Sadiq Khan meets Victoria Boakyewaa

#DivineWomen
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A campaign to launch the new Tasting Set,

to encourage discovery of Divine flavours,

including new tasting kits and presence

in bars, restaurants and at The Chocolate

Show. We collaborated with 180 partners, 

and reached 446,000 on Twitter, with 6.8m

impressions on Facebook and 16,700 entries

to our competition. 26,000 of the individual

mini bars were sampled, and over the period

we sold 31,956 sets.

Sharing Tastes Divine - #TasteDivine

Growing awareness, engagement and sales through the year...

A programme of events and promotions over

the whole year with key customer Whole

Foods Market, featuring price promotions,

demos, a wine and chocolate tasting event

and #FindDivine competition. Our peak

Facebook reach was 30,000, and over 600

people took part in tasting Divine with wine.

We reached over 700,000 in-store shoppers

during each week we ran our demos.

Whole Foods

A campaign around the new baking bars aiming 

to create a multiplier effect with partners, 

customers and Divine fans, and inspire and 

empower consumers to choose Fairtrade for 

their baking. 38 partners, including celebrity 

chefs, joined us to promote delicious Divine 

recipes, and we reached 205,000 on Twitter, 

with 245,735 impressions on Facebook with 

our posts. We sent out 490 bars so people 

could try out recipes, and sold 4,000.

#MakeSomethingDivine

Celebrating Co-op Month with promotions with

National Co-op Grocers nationwide, plus demos

and a sweepstake in partnership with dairy

farmer-owned Cabot Creamery Co-op. We

participated in the “Co-ops Grow Communities”

campaign in 130 National Co-op Grocers stores

and sold 24,000 products over the period – an

increase of 153% on the previous year. 112,700

visited our Facebook Sweepstake page with

23,500 entering the competition.

National Co-op Month

A campaign to drive awareness and purchase

of the best-selling and most widely available

Divine Christmas product. It included events,

videos of season’s greetings around the world

and 10 days of Divine giveaways. We worked

with 10 partners and achieved a fantastic 3m 

reach on Twitter, as well as 346,000 reach

on Facebook. We sent out 20 calendars for

review, and sold 107,880 during the run up to

December.

#DivineAdvent

We continued with our very popular “12 days

of Divine” giveaways promotion in the lead-up

to Christmas on Facebook. 8 different partner

brands joined in and we achieved 101,112 reach

on Facebook, and added 5,126 new email

addresses to our database.

12 days of Divine

06



Tasting Set

6 flavours, 6 farmer’s stories

Cappuccino bar

Tasty partnership with Cafédirect

Popcorn Egg

Innovative partnership with Joe & Seph’s

Advent calendar

Promoted with season’s greetings

from around the world

Export award

We were delighted to be presented 

with the SME Export Track 100 

Emerging Brand Award, sponsored 

by The Sunday Times.

In the UK we made great progress in the Foodservice

channel, particularly with our biggest customer

Brakes, and other big providers such as Bidfood and

DDC also performed well. It is great to see Divine

stocked in many cafes and canteens in institutions

and head offices – just a few of the many that we

added last year: Glasgow Science Centre, UCL,

University of Birmingham, South Bank Centre, Ernst

& Young, QE Olympic Park, Lloyds of London and

Morgan Stanley.

“Over the year we saw excellent growth 

with many of our main customers, 

especially in foodservice which means 

Divine is now stocked in many new 

corporate offices and outlets around 

the country. The popularity of our new 

products, such as the Tasting Set, and the 

Dark Chocolate with Pink Himalayan Salt 

bar, made a significant contribution to our 

sales success.”

Chris Noel, Sales Director, Divine UK

Divine Chocolate07

NEW BUSINESSNEW PRODUCTS

The Convenience channel is a key area of growth in

the UK grocery market, and we established a strong

relationship with BP which is growing quickly in this

space, and we saw continued growth in WHSmith

Travel. Both these customers particularly value the

point of difference offered by Divine, compared with

the more ubiquitous chocolate brands.

In a grocery market that continues to be largely

flat, we continued to grow with Waitrose, driven by

successful promotional activity on sharing bars, and

the listing of some of our boxed chocolates in the all-

year-round range for the first time.



64% of Divine’s

turnover was to non-

UK markets for the

year, including sales in

America and Canada

In the USA, sales in

the specialty retailers

grew by 29%, and in the

natural channel by 20%

helping to deliver overall

growth of 19%

Exports from Divine

UK grew by 4.8%, 

with strong growth in

Norway and Japan
and a new distributor

being appointed in

Turkey for the first time

 “2016-17 was a great year because we surpassed the $10 million mark in the US. Consumers 

are becoming more conscious about the companies they do business with and this will only 

aid in Divine Chocolate’s success. We don’t talk about social consciousness, we live it.”

Troy Pearley, VP of Sales, Divine USA
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We also concluded negotiations with the Co-op on

stocking our Divine-branded impulse bars (with the

benefit to be seen in the next financial year).

The new 12-bar Tasting Set accounted for half of

our growth with Oxfam, and we’re delighted this

new product is performing well with many of our

customers.  As well as making a great gift, it is a

good way for us to introduce new customers to our

core sharing bars range, and encourage them to

experiment with new flavours.

We delivered modest growth in a challenging

wholesale sector, with significant good performance

with Suma, and a new customer, House of Sarunds, 

also contributing strongly.

In the USA we had success with new and existing

companies resulting in a great year, which saw sales

income surpassing the $10 million mark. Walgreens

expanded our distribution to 1,100 stores with three of

the sharing bars, and Safeway expanded to 40 more

stores in the Pacific Northwest with six bars.  Over

the period, several of our key customers had special

displays including 250 Sprouts stores, all 500 Whole 

Food Markets stores, and Shoprite took 300 sharing

bar displays in two executions – all delivering good

growth figures. We gained new distribution at 50

Spartan Nash stores with three of the 100g bars.

Consumers and retailers across multiple channels

are more familiar with the Divine Chocolate

brand. Whole Foods Markets continue to grow in

Natural and we have expanded our distribution at

Natural Grocers, INFRA and NCG stores.  Existing

customers in Grocery, like Harris Teeter, Weis, Ahold, 

Hannaford, Foodtown and Kings, experienced

double-digit growth year over year. Consumers are

becoming more conscious about the companies

they do business with and this will only aid in Divine

Chocolate’s success. g

Annual Report 08
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GHANA

We have continued the work

we started last year supporting

an intensive programme in two

Kuapa districts in the Western

Region, where most of Ghana’s

cocoa is grown. The aim is

to make an impact on farmer

livelihoods by increasing the

yield and quality of the cocoa,

to support good governance so

everyone has a say and shares

benefits, and to ensure women’s

participation. The work has

been jointly funded by CORIP

(Cocoa Rehabilitation and

Intensification Programme).

Training Lead Farmers

Two Rural Service Centres in 

Dadieso and Wasa Akropong 

have been established. This 

year, the centres expanded their 

services beyond providing cost-

price fertilisers, pesticides, farm 

tools and equipment to include 

spraying and pruning services 

and cocoa seedlings, often 

directly delivered to the farm. An 

agricultural extension team of 90 

Lead Farmers (34 women) have 

been trained who are now training 

others in good agricultural 

practices. The Lead Farmer has a 

book which the farmers sign 

once they have visited the farm 

and been trained. To date, the 

Lead Farmers have trained 462 

other farmers (162 women) in the 

two districts. g

Land rights and ownership

Many smallholder farming families

around the world do not hold

formal rights to their land, which

means they often lack access to

the technical and financial services

they need to improve their

livelihoods. Divine has supported

Landmapp, a mobile platform

to provide rural communities

with affordable land rights

documentation, helping farmers

to establish their land rights and

preventing possible disputes.

Mapping the land also provides

useful data to the co-op, enabling

Kuapa Kokoo to deliver improved

services to its members. To date,

1,807 farms have been mapped in

the two districts of Dadieso and

Wasa Akropong with 1,062 farmers

choosing to purchase land titles. g

Empowering farmers
Over and above the income and profit Divine is delivering to cocoa farmers, we

invest 2% of our annual turnover directly in farmer projects geared particularly

towards gender equality, securing land rights, improving farming techniques and

organisation governance. The projects are run in association with Divine’s partner

Twin, and funding often goes beyond Kuapa Kokoo and is shared amongst other

smallholder Fairtrade farmer groups elsewhere in Africa, and in other countries in

our supply chain.
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The threat from galamsey

Galamsey is the local name given to

illegal mining activity in Ghana.

Ghana is the second biggest gold

producer in Africa and the Government

licenses both large and small-scale

mining across the country. However,

there is a growing problem from un-

licensed and unregulated mining which

is losing the country income, spawning

crime and violence, and having a

serious impact on the cocoa industry, as

well as on the environment and health.

Cocoa farmers with very low incomes

are being exploited by foreign

nationals, as the farmers find it hard

to resist short term gains from selling

their land for mining. This leaves less

land available for cocoa cultivation and

large areas stripped of forest and other

vegetation, while heavy metals such

as mercury and arsenic, used in these

illegal extraction sites, then poison

local land and water sources. The

problem of widespread illegal mining is

acknowledged but as yet there are no

comprehensive measures to counter

it by the Government, and right now

galamsey is potentially a greater threat

to people and the environment in

Ghana than climate change.

Tenant farming scheme

On many smallholder cocoa 

farms, it is not just members of 

close and extended family that 

help with the work, but often 

the case that a tenant will be 

engaged to work all or part of 

a farm, especially when farmers 

own multiple small plots some of 

which are a long distance away.  

These working relationships are 

generally arranged with informal 

agreements which are not 

standardised and which can lead 

to disputes over expectations 

and benefits.  

To help formalise these arrangements, and clarify the relationship

between farmer-owner and tenant, Divine funded a pilot

programme, in liaison with farmers and tenants themselves,

to establish a written contract which covers all aspects of the

relationship such as the division of income between farmer, tenant,

and required inputs. 130 agreements were initially made across 23

communities and, after having meetings to sensitise farmers to the

aims of the initiative, the roll-out is now happening across all 62

communities in the two districts in which we are working. These

tenancy agreements, along with the establishment of labour rights

committees, allows both tenants and members of Kuapa Kokoo to

deal with any disputes or concerns. These committees have both

member and tenant representation.

The evaluation of the pilot at the end of 2016 indicated that

both members and tenants, despite initial reluctance, found the

formalisation of their arrangements to be reassuring. They found

it helped to secure reliable labour for the members for a defined

period of time, and to provide tenants with a clear understanding

of what was expected of them, as well as an opportunity for them

to receive training and improve productivity. Roll-out to further

districts is now planned. g

“With the tenancy agreement in place now, I know 

what is expected of me so I do my work well. The 

roles each party has to play have been stated in the 

agreement which has made working together easier. I 

feel more secured now. I know the farm owner cannot 

just take the farm from me. We cannot make changes 

to the contract until the time stated in it elapses. 

Changes can only be made in the new agreement”

Tenant farmer, Yeboahkrom, 2017
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UGANDA

With funding from Divine, Twin has been

supporting Rwenzori Farmers Co-operative

Union (RFCU) in diversifying their Fairtrade

organic business.

Five of its 14 primary co-operatives representing 634

farmers produce cocoa alongside vanilla. A further

two containers of cocoa (25 metric tonnes) of cocoa,

generating $5,000 in Fairtrade Premium, was sold in

2016-17.

Training farmers in good agricultural practices,

including farm hygiene and management, tree planting,

water management and cocoa agronomy, using

the demonstration plots previously established, has

continued. Over the year, 232 farmers (including 90

women) received training. Following the development

of a gender strategy last year, 14 staff were trained on

gender mainstreaming and have worked with members

to develop Gender Action Learning Strategies (GALS)

to promote the more equitable benefit from cocoa and

other crops by women and men, thereby achieving

more sustainable farming households. This, along with

training on governance and leadership, has resulted in

an increase in women’s participation in meetings and

leadership roles. g

“The season is progressing very well. 

We had good rains, and the replanted 

hectares are looking fantastic; the 

majority of the planted cane shot up. And 

our bulk water supply is also far much 

better as compared to last year.” 

Charles Chavi, Trust Administrator at KCGA

MALAWI

Divine sources its Fairtrade sugar, paying a 

$60 Fairtrade Premium per tonne, from the 

762 farmer members of the Kasinthula Cane 

Growers Association (KCGA) in the south of 

Malawi. Last year we reported how extreme 

weather conditions had a significant impact 

on Malawi’s sugar production during the 

2015-16 season.

Kasinthula members were badly affected by serious

flooding followed by drought. Crops were ruined,

their local river changed its course, and vital irrigation

machinery failed.  Divine has helped fund new plant

stocks to help the farmers of Kasinthula replant

90 hectares of sugar cane which has helped them

recover and rebuild their yield from an average of 54

metric tonnes per hectare to 75 metric tonnes per

hectare in the replanted areas. Kasinthula has used its

own funds to replant a further 69 hectares. g

Gender Action Learning Strategies

Gender Action Learning Strategies or GALS

(created by Linda Mayoux of the GameChange

Network) is a community-led participatory

methodology aimed at developing new

visions for relationships between women

and men as equals. It has proved an effective

complementary approach to enable Producer

Organisations to engage with more members

and achieve their goals.

The GALS toolkit only uses drawing and

images so the approach is accessible to all

members in the community. Initially, several

GALS Champions are trained by a facilitator

to use the tools to enable households to

recognise gender inequalities in decisions

about how limited finances are spent. They are

helped to formulate a vision, negotiate their

needs, and find solutions for how they plan

together in a more equitable way. At home, the

Champions are expected to use the tools with

their own family members to gain experience

and, with support from monitoring visits, share

the tools with neighbours and the community.
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PAKISTAN

Divine is currently working with Tropical

Wholefoods to source Fairtrade cherries and

almonds from the 2,475 farmers (2,039 men

and 436 women) of the Mountain Area Fruit

Farmers Association (MonAFFA) located across

three districts of Giglit-Baltistan, Pakistan.

Tropical Wholefoods is working with these farmers 

to help develop their farms and diversify. Divine 

has committed a small grant from the Producer 

Support & Development fund to help support a 

project to increase quantity and quality of yield 

by buying new high quality stock fruit trees. 

MonAFFA’s democratically elected board (the 

Producer Executive Body) consulted and assessed 

the needs of the Fairtrade village groups and then 

used the grant from Divine to invest in a selection 

of cherry, almond and walnut seedlings, which were 

distributed to members. g

Farmers engaged in Divine’s PS&D pilot projects this year

Ghana Kuapa Kokoo (Dadieso And Wasa Akropong) 2,922

Malawi Kasinthula Cane Growers Association (KCGA) 762

Uganda Rwenzori Farmers Cooperative Union (RFCU) 1,568

Pakistan Mountain Area Fruit Farmers Associatoin (MonAFFA) 1,832

MonAFFA member

Zerat Begum chose to

have six new almond

trees and hopes to get

as much as 20kg of

almonds from each tree.

Trading Visions is the UK educational charity set up by Divine to

amplify the voices of small-scale producers.

A big focus for 2016 was the Kuapa Kids Tour, featuring a series of

Fairtrade Schools Conferences, organised in association with Fairtrade

Foundation. Esther Awusi (16) and Samuel Awuni (15) visited the UK

from Ghana as Kuapa Kokoo ambassadors and spoke to students

from 75 schools.  Partners including Scottish Fair Trade Forum, Bala

Sport, Liberation Foods, The Co-op, Shared Interest, Fairandfunky and

the Eden Project all helped ensure over 950 people heard Esther and

Samuel’s stories first-hand, and thousands more online.

TRADING VISIONS

“We have seen changes in our lives 

recently. We are illiterate but we are 

sending our grandchildren to English 

schools. We are planting new crops 

of potatoes and new trees bring 

more income.”

Zerat Begum

Samuel Awuni tells UK school children about life on a cocoa farm
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Protecting the environment
Divine is committed to continuously monitoring our supply chain and office practice,

and finding opportunities to reduce our environmental impact.

• In the office we ensure that everything that

can be recycled is recycled, we buy recycled

and recyclable office supplies, and buy from

suppliers who are equally committed to reducing

environmental impact. No business journeys are

made by air within the UK.

• We regularly review our product packaging and

make every effort to employ recyclable materials,

minimise packaging and reduce waste, while still

ensuring our packaging is secure, and appealing

and distinctive on shelf.

• We do not use airfreight for any product transport,

and wherever possible find opportunities to

reduce or consolidate shipments to increase

efficiency and reduce “chocolate miles”.

•  Our product ingredients are constantly under

review to ensure the lowest environmental

impact. We do not use soya or palm oil in any of

our chocolate.

• We do not use GM ingredients in any of our 

products.

• We liaise with our partners along the supply

chain to identify environmental challenges and

encourage improvements where appropriate.

We are delighted that our main manufacturing

partner Weinrich has made far-reaching changes

to improve the sustainability of its operations (see

opposite), and our UK logistics provider Harrison

Solway has been making changes too. Solway

says “We only operate the most modern vehicles

installed with ‘AdBlue’ technology in Euro5 and Euro6

engines which are fitted with sophisticated exhaust

systems manufactured and designed to minimise the

production of nitrogen oxide and dioxide and the

release of harmful particles into the environment.”

This year…

• We have increased our minimum orders for

seasonal orders for the USA in order to make up

full containers that Divine US can pick up directly

from the manufacturer, thereby reducing the

need to ship US products to the UK first.

• We successfully applied the Vegan Society

approval across a number of product lines. g
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to improve the sustainability of its operations (see
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says “We only operate the most modern vehicles

installed with ‘AdBlue’ technology in Euro5 and Euro6

engines which are fitted with sophisticated exhaust
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full containers that Divine US can pick up directly

from the manufacturer, thereby reducing the

need to ship US products to the UK first.

• We successfully applied the Vegan Society

approval across a number of product lines. g
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Recycled

3.6 tonnes of

material

Recycled

63% of total

waste

Saved

4 tonnes of

CO2

Saved

31 trees

Converted

2.2 tonnes of material

to 950 KWH energy

A DEDICATED PARTNER

Divine has worked with Weinrich, a family-owned chocolate factory in Germany, as its main

manufacturer right from the start. It has been a dedicated and supportive partner, making its

own commitments to our farmer owners at Kuapa Kokoo, and has always done its utmost to

help us deliver attractive commercial proposals to our key customers. Over the last year Kuapa’s

National Executive was invited to visit the factory, and Weinrich has been consolidating its

environmental sustainability.

DIVINE SAVINGS

100% certified cocoa

Majority of packaging from recycled

or renewable materials and/or FSC

sources

69% of energy used for electricity from

renewable energy sources

Currently aiming for 100% renewable energy

by building a thermal power station on site

Committed to offsetting 100% of carbon

emissions each year

Employed an energy manager and

sustainability manager
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Divine is still a relatively small company, based in London and Washington DC, which

punches way above its weight. Our achievements to date would not have been possible

without visionary and supportive leadership, and patient values-led investors. Equally

important is recruiting and nurturing a dynamic team which is passionate about working

at Divine, and motivated by its mission and its impact. As the company grows, it

becomes ever more important to ensure we have a Board that brings together a useful

mix of experience, insight and influence, and that we proactively manage a positive

working experience for everyone, giving all the members of the team reason to feel

rewarded, appreciated and part of the company’s success.

“I’m not just selling chocolate. I’m able to be part of a 

force for positive change and I’m able to see the results 

as I’ve had the opportunity to visit the Kuapa Kokoo 

farmers in Ghana who own the Divine company. I can see 

for myself the difference the four income streams from 

Divine are making. I love being a part of that.”

Troy Pearley, VP of Sales, Divine USA

Building the team
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GOVERNANCE

Good company governance should

serve the purpose of ensuring the

company stays on mission, and is

transparent and accountable in all its

operations. Divine has always used its

mission as its guiding principle, and

the Board has fulfilled its responsibility

to continually debate and ensure

that every proposed development

and business strategy will deliver the

greatest impact.

We have major stakeholders on our Board, 

including two representatives from Kuapa 

Kokoo, but it is also our responsibility to 

identify and invite independents to join who 

can bring a useful mix of experience and 

insight to planning our business future.

Divine has long been recognised for its 

innovative business model and impact on the 

lives of cocoa farmers with a series of social 

enterprise awards and acclaim from consumer 

organisations, NGOs and academics.  

Our new B Corp certification gives us a 

framework to track progress and plan how 

to improve in all areas of our operations and 

supply chain – ensuring we can be as proud 

of how we treat our staff and suppliers, 

and our minimisation of our environmental 

impact, as we are of the work we have 

done with farmers. Ultimately, we want to 

be equally known for creating decent jobs, 

dealing properly with our suppliers, and 

giving consumers genuine choices. We are 

also pleased that the B Corp certification is 

a move towards making the business even 

more publicly transparent, showing how we 

rate alongside other B Corps, and how we are 

improving year-on-year. 

16

WORKING AT DIVINE

Working at Divine is many things –

stimulating, challenging, sociable and fun,

and sometimes frenetic, frustrating and

tiring. We have big, exciting and audacious

goals and to achieve them the team has

to be supported to perform to the best of

their ability, they need to get the most out

of co-operating and teamwork, and to be

appreciated for the amazing things they

have achieved so far.

We have regular team meetings, as well as

departmental meetings, including joint meetings

between the US and UK, and both offices are 

completely open-plan so there is continuous 

communication and access to advice and guidance.

We have always encouraged everyone to 

contribute ideas to our marketing plans, new 

product development, and also to how we work as 

a company. This year we have formalised this by 

establishing a staff committee to ensure the staff 

voice is heard.   

We have appointed our first HR Manager and with 

her help we have introduced a number of new staff 

benefits. We now have a company-wide bonus 

scheme, as well as a staff loyalty scheme which 

offers additional days of holiday. There are also a 

range of “salary sacrifice” opportunities which offer 

preferable finance on child care vouchers, bikes, 

loans for season tickets and charitable giving. g

OUR VALUES

  Respect

  Teamwork

Ownership

Creativity
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Looking forward
Back in 1998, Divine had a vision to create a chocolate brand that would improve

the livelihood of cocoa farmers by creating delicious products that excite and

engage chocolate lovers.

This year our turnover was more

than £14 million and we have

established the brand in some of

the most valuable markets in the

world. We have demonstrated

what ‘doing business differently’

looks like for the farmers that own

us, our investors, our employees,

our partners and all the people

who love our chocolate.

We are beginning to see a shift

in the expectations of business in

the 21st century. There has been

a move from a narrow focus on

shareholder value and growth, to

looking at the long-term impact

business has on a wider range of

stakeholders, the community and

the environment.  These changes

are partly due to the scale and

urgency of the problems facing

the world, but also because

companies are under a lot more

scrutiny.  Millennials, and to some

extent the rest of us, have ever

growing access to information and

expect more from the companies

we buy from (and work for).

We all have a big part to play in

changing the business landscape

– we have more power than we

realise.  The word “consumers”

implies people who live just to

buy things – and some companies

may well prefer to see us this

way.  But people are starting to

see themselves more as citizens,

demanding transparency and

accountability from companies,

and being prepared to act if they

don’t deliver.

Growing inequality continues to

be the biggest single challenge

facing the world today. In 2017

Oxfam reported that right now

eight men together own the

same wealth as 50% of the

world’s population. Addressing

this fundamental issue must

force some radical changes in

how business works.  Current

new thinking in economics,

proposing more regenerative

and distributive models, are an

exciting step towards making this

happen, and Divine is an example

of this in action.

Divine’s growth this year, and our

20th anniversary coming up in

2018, are testament to the fact

that new, more equitable business

models can have staying power

and achieve scale, even in the most

competitive and economically

challenging of environments.

Over the year ahead we will be

investing in improving our systems

and processes, and making our

branding communicate even more

powerfully, to ensure we are able to

deliver on our promise. We remain

focused on empowering people,

both farmers and citizens, to use

their individual and collective

power to shape the world they

want to live in.

“
There has been 

a move from a 

narrow focus on 

shareholder value 

and growth, to 

looking at the 

long-term impact 

business has on 

a wider range of 

stakeholders, the 

community and the 

environment. 

Sophi Tranchell
Group CEO
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Summary financial highlights
Profit and Loss Account for the 12 months ending 30 June 2017

Divine GrDivine Group Toup Turnournovverer

CCosost of salest of sales

GrGrososs prs profitofit

AAdminisdministrtraativtive ee expensesxpenses

Other operOther operaating incting incomeome

GGains/(Lains/(Losossesses) fr) from futurom futuree

fforworwarard ed exxchange cchange controntractsacts

OperOperaating prting profitofit

IntIntereresest pat payyableable

IntIntereresest rt receceiveivableable

FFororeign Exeign Exchange Mochange Movvementement

on Inon Invvesestmentstments

PrProfit Befofit Beforore Te Taxax

TTaxaxaationtion

Net prNet profitofit

Other COther Compromprehensivehensive Ince Incomeome

TTotal Cotal Compromprehensivehensive Ince Incomeome

These summary financial

highlights for the year

ended June 2017 have

been prepared under

FRS102. They do not

constitute statutory

financial statements for

the periods ended 30 June

2016 and 30 June 2017.

The reports of the auditor 

on the statutory financial 

statements for the above 

periods were unqualified. 

The statutory accounts 

for the 12 months ended 

30 June 2017 have been 

delivered to the Registrar 

of Companies in the UK.

For further information, 

the full Directors’ Report 

and the full statutory 

accounts containing the 

audit report for the period 

ended 30 June 2017 

should be consulted.

PrProducoducer support (£000ser support (£000s) ) 

PrProducoducer dividend & inter dividend & intereresest (£000st (£000s) ) 

FFairtrairtrade social prade social premium (emium (ccococoa) ($000soa) ($000s) ) 

FFairtrairtrade social prade social premium (emium (sugar) ($000ssugar) ($000s) ) 

TTonnes of Fonnes of Fairtrairtrade cade cococoa beans used oa beans used 

TTonnes of Fonnes of Fairtrairtrade sugar used ade sugar used 

TTonnes of Fonnes of Fairtrairtrade almonds used ade almonds used 

TTonnes of Fonnes of Fairtrairtrade mangoes used ade mangoes used 

12 months

to June 17

£000s

12 months

to June 16

£000s

14,14,090977

(8,998)(8,998)

5,5,099099

(4,6(4,691)91)

99

(151)(151)

266266

(68)(68)

22

00

200200

(21)(21)

117979

3939

218218

12,12,062062

(7(7,82,824)4)

4,2384,238

(3,8(3,8771)1)

1717

220303

558787

(7(76)6)

22

00

513513

(7(70)0)

443443

110707

550550

282282

3838

190190

1919

953953

313313

5.85.8

22.1.1

242411

6969

117676

1818

882882

330707

66.1.1

2.62.6

K
u

a
p

a
 f

a
rm

e
rs

 K
o

n
u

 N
o

rm
a
 a

n
d

 E
li
z
a
b

e
th

 A
sa

n
te

w
a
a
 i
n

 Y
e

b
o

a
h

k
ro

m

Impact indicators
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Sophi Tranchell

David Upton

A BIG THANK YA BIG THANK YOU

To all the staff, board and 

members of Kuapa Kokoo.

To our Divine Chocolateers

Erik Houlihan-Jong, David 

Greenwood-Haigh and

Gloria Lilley

To the creative people who 

make Divine look as good as it 

tastes: Big Mallet, Chocolate 

Films, GHP Design, Spinnaker, 

Hillary Moore, Ian Tuttle, 

Kalory Ltd, Lucy Parissi, 

Stephen Bond & Stephen

Waterhouse.

To our temporary interns and 

volunteers at Divine: Seb Sear, 

Ben Freeburn & Zeme Davey

Ross.
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