Zeitschrift: Helvetia : magazine of the Swiss Society of New Zealand
Herausgeber: Swiss Society of New Zealand

Band: 74 (2008)

Heft: [10]

Artikel: Luxury chocolate sales boom at Christmas
Autor: [s.n]

DOl: https://doi.org/10.5169/seals-943709

Nutzungsbedingungen

Die ETH-Bibliothek ist die Anbieterin der digitalisierten Zeitschriften auf E-Periodica. Sie besitzt keine
Urheberrechte an den Zeitschriften und ist nicht verantwortlich fur deren Inhalte. Die Rechte liegen in
der Regel bei den Herausgebern beziehungsweise den externen Rechteinhabern. Das Veroffentlichen
von Bildern in Print- und Online-Publikationen sowie auf Social Media-Kanalen oder Webseiten ist nur
mit vorheriger Genehmigung der Rechteinhaber erlaubt. Mehr erfahren

Conditions d'utilisation

L'ETH Library est le fournisseur des revues numérisées. Elle ne détient aucun droit d'auteur sur les
revues et n'est pas responsable de leur contenu. En regle générale, les droits sont détenus par les
éditeurs ou les détenteurs de droits externes. La reproduction d'images dans des publications
imprimées ou en ligne ainsi que sur des canaux de médias sociaux ou des sites web n'est autorisée
gu'avec l'accord préalable des détenteurs des droits. En savoir plus

Terms of use

The ETH Library is the provider of the digitised journals. It does not own any copyrights to the journals
and is not responsible for their content. The rights usually lie with the publishers or the external rights
holders. Publishing images in print and online publications, as well as on social media channels or
websites, is only permitted with the prior consent of the rights holders. Find out more

Download PDF: 20.02.2026

ETH-Bibliothek Zurich, E-Periodica, https://www.e-periodica.ch


https://doi.org/10.5169/seals-943709
https://www.e-periodica.ch/digbib/terms?lang=de
https://www.e-periodica.ch/digbib/terms?lang=fr
https://www.e-periodica.ch/digbib/terms?lang=en

CHRISTMAS

Christmas Cards

Christmas makes the greet-
ings card manufacturers very
merry indeed. In the late 1990s
the British purchased some 2’500
million cards annually. Of these
nearly 25% were for birthdays -
and almost 60% were for Christ-
mas.

The Christmas card has its
origin in the 18" and 19® cen-
tury. Tradesmen in the 18" cen-
tury sent New Year cards to their
customers, and during this pe-
riod oral Christmas greetings
were reinforced by letters. What
is generally taken to be the first
commercially produced Christ-
mas card dates from 1843 and
was the idea of Sir Henry Cole.
He approached a well-known art-
ist of the day whose design was
printed lithographically in black
and white before each copy was
hand-coloured. The central por-
tion of the card showed a family
enjoying food and drink, but the

fact that the children also
seemed to be drinking wine did
not go down well with the tem-
perance brigade. The two side
panels illustrated examples of
charitable acts, the giving of food
and clothing. There was no refer-
ence to the Nativity.

The invention of an envelope-
making machine and cheaper
printing techniques meant that
Christmas cards became much
less expensive - and much more
popular - so much so that a let-
ter to The Times in 1877 com-
plained of the delay to legitimate
correspondence by cartloads of
Christmas cards, and 1880 saw
the first plea to post Christmas
cards and parcels early.

A similar development took
place in America where Louis
Prang, a Bavarian-born lithogra-
pher, led the way. By the early
1880s he was producing over
5’000’°000 Christmas cards every
year.

Stale Biscuits

A rare biscuit tin with its 80
years old content was auctioned
off for over 20’000 Euros in Lon-
don. Experts had estimated it
would be sold for around 4’200
Euros. It was part of an auction
of dolls, teddybears and other
toys.

The tin is in the shape of a
sports car, with electric head-
lights, and was meant as a toy. It
was a present to a boy called
Ted. The biscuits in the shape of
numbers, letters and exotic ani-
mals are still in there.

from Basler Zeitung

Good old times

Do you get quite nostalgic
when you remember the Christ-
mases of your childhood? You
are not alone, as the following
quote shows: “Within the last
half century this annual time of
festivity has lost much of its
original mirth and hospitality.” -
as The Times reported in 1790!

Luxury chocolate sales boom at Christmas

Swiss chocolate makers were
reporting brisk trade in the run-
up to last Christmas, with many
customers opting for top-end of
the range products.

Dark chocolate and special
holiday recipe chocolates were
particularly popular. However,
not all countries that enjoy Swiss
chocolate show the same tastes
and trends.

"Sales are going well. Cham-
pagne truffles are very popular,
as well as our Christmas pack-
ages, which we decorate our-
selves," Madeleine Rubio-
Teuscher, of the Zurich-based
traditional chocolate makers
Teuscher, said in the week before
Christmas.

Teuscher is typical of Swiss
chocolate companies in that it
also has an international clien-
tele. It sends packages around
the world and attracts many

tourists to its shops across Zu-
rich.

Larger Swiss chocolate compa-
nies, such as Lindt & Springli
and Chocolat Frey, as well as re-
tailers Globus, Migros and Coop,
also said they were doing well.

Christmas is the most impor-
tant time for the premium choco-
late maker Lindt & Spriingli.

Dark chocolate was an overall
trend last year. Also doing well
were traditional hollow figures of
Father Christmas, snowmen and
the recent addition - the rein-
deer.

The United States in particular
had different tastes. Lindor balls
were popular during the Yuletide,
but not in the flavours known in
Europe - mint, strawberry and
even peanut butter were all fa-
vourites across the Atlantic.

Chocolat Frey, which belongs
to Migros and is a leader in the
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Swiss chocolate market, also re-
ported that premium brands
were selling well, especially
chocolates already packaged as
Christmas gifts.

Dark chocolate with a high
cocoa content has long been
flagged-up by industry watchers,
who have pointed to its more
healthy image and the fact that
chocolate can be differentiated
by using different beans.

Over 90’000 tonnes of choco-
late products (including imports
but excluding cocoa and choco-
late powder) were consumed in
Switzerland last year. Switzer-
land has an average per capita
consumption of 11.9kg, ranking
it first among the consumer
countries, but this figure also
includes the purchases of tour-
ists and those who drive over the
border just to buy Swiss choco-
late. swissinfo
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