Divine to emphasise provenance on-pack
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Divine: revamping brand

LONDON - Fairtrade chocolate Divine is to revamp its branding to highlight its heritage and evolution.

The overhaul follows last week's news that The Body Shop, which was acquired by L'Oreal in March, is to hand back its 14% stake in The Day Chocolate Company, which owns Divine. 

The rebrand will emphasise the story behind the brand, which was founded in 1998 by the Kuapa Kokoo cocoa farmers' co-operative in Ghana. The co-operative was gifted a 33% share of the company, which it retains. It will take on the share relinquished by The Body Shop.

The Day Chocolate Company has hired branding agency Williams Murray Hamm to handle the overhaul, which will be rolled out from January next year. 

The revamp will focus initially on core products before encompassing the entire 15-strong portfolio, including six chocolate bars, after-dinner mints and drinking chocolate. 

The range was originally supported by The Body Shop, Comic Relief, Christian Aid and Twin Trading, which still holds a 52.5% share.

The Day Chocolate Company will begin trading under the name Divine Chocolate Ltd by the end of the year. The chocolate company has a 4.53% share of the premium block-chocolate market, according to data gathered by Divine in October 2005, and had a turnover of £7.67m in the year ending September 2005.

A spokesman for Divine said: "We want to ensure the brand identity communicates its assets to a wide audience of chocolate lovers and conscientious consumers."

The Day Chocolate Company expects to turn over £9m in the year to September.

