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Russell Stover Candies, Inc.

Mars, Incorporated

Ferrero SpA/Ferrero USA
Chocoladefabriken Lindt & Spr&uuml;ngli A.G.
Nestle USA, Inc.

Alpine Confections, Inc. (Fannie May)

Kraft Foods International

Hershey Foods Corporation

Other Manufacturers

Ethel M Chocolates Inc. (subsidiary of Mars)
See's Candies, Inc.

Godiva Chocolatier, Inc. (Campbell Soup Company)
Scharffen Berger Chocolate Maker

Lake Champlain Chocolates

Fran's Chocolates, Ltd.

Joseph Schmidt Confections, Inc.

Neuhaus Group

Teuscher Chocolates of Switzerland

Seattle Chocolates

Gertrude Hawke Chocolates
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