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BY DEBBIE KWIATOSKI
Up until I sat down with Oliver Kita

recently, I never actually thought of an
addiction to chocolate in terms of the
trend towards “sustainability”  in all
things. But Kita, a chocolatier who runs a

global operation from a small
shop in Rhinebeck, explains how
even the smallest business person
can expand his financial footprint
on the landscape while decreases
his carbon footprint at exactly the
same time.

“My packaging, for example,”
said Kita, “uses something called
‘eco-fiber’. The ribbons are made
with 99 percent recycled material
already, and the whole packages
can be recycled, as well.”

The chocolates themselves are
crafted from a handful a basic
organic ingredients – no fillers,
gums, artificial colors or flavors –
and Kita uses Valrhona chocolate
for a base. Valrhona  is a Belgium
company whose cocoa beans
come mainly from South and
Central America. They are grown
sustainably , much like shade-
grown coffee, and is both organic
and vegan.

Although he has a steady stream of cus-
tomers stopping by to feed their habit,
these days, Kita notes that a growing
number of his sales come off his website,
www.oliverkita.com . This. Of course,
leads to the need for shipping the product.
To that end, Kita has packed his boxes
with things like chocolate-covered animal

crackers and chocolate-dipped marshmal-
lows.

“They are sustainable packing materials
…and they have been known to sustain
you along the way!” a friend of his
quipped.

Kita has also spent
much of the past few
years getting out to trade
shows, chocolate expos
and even chocolate-sat-
urated weekends at the
Mohonk Mountain
House, expanding his
brand and getting folks
to taste what real choco-
late, honestly construct-
ed actually tastes like. It
is nothing like a
Hershey bar, but neither
is its price. So, in a time
of high unemployment,
when people are flock-
ing to Wal-mart and the
like to try and save
money on just the
basics, how are hand-
made confections far-
ing?

“Chocolate has not
been immune to the
recession,” said Kita. “It
is still an affordable lit-
tle luxury – but I’ve

been very aware of the current market-
place.”

Many people, he noted, are still looking
to buy good things, they are just scaling
back a bit. To that end, Kita has been try-
ing to keep basic products in a more sus-
tainable price range – especially in the
valley. The general plan, he explained, is

to build his brand via online sales and
these personal appearances, while still try-
ing to maintain a local presence at local
price points. On December 6th, he will be
presenting at the World Chocolate Expo in
New York City and in Albany at the NYS
Museum.

“It’s about learning to market well,” he
explains, “learning to give a narrative
about what you are trying to accomplish,
learning to market products that are
unique…it’s the whole way of developing
your business that has to be finessed -
–especially now.”

This has included developing a blog for
his website – as well as making appear-
ances at places as widespread as the CBS
Morning Show…and the Rosendale
Pickle Festival.

Kita also tries to keep to his philosophy
of sustainability He is  part of
OnePercentForThePlanet.org, a group
that works towards the protection of the
environment, one percent at a time.
Through organization, Oliver Kita Fine
Chocolates supports the following non-
profits: Scenic Hudson, Clean Air-cool
Planet, Ocean Conservancy, Nature
Conservancy and, this holiday season, he
has also set up a project with the Queens
Galley in Kingston and some other local
food pantries. 

“I wanted to do something,” he
explained. “I could have just have given

them chocolate bars…but we got thinking
that we could have a bigger impact by
asking people to donate food to the
pantries in exchange for one of my choco-
late bars.”

The details are still being worked on
that one – but the project may be coming
soon to a food pantry in your community.

Eat chocolate – Save the world
(Or at least your little part of it)



Hudson Valley BUSINESS JOURNAL November 30, 2009 -23

BY THERESA KEEGAN 
Cautious. From malls to stand-alone

stores, the same word keeps cropping up
to describe this year’s holiday shopper. 

“It is all about price this season,” says
store owner Karen Clark Adin, “as long as
unemployment is at 10 percent and there’s
still a threat of people losing their jobs,

It’s beginning to feel a lot like Christmas (shopping)
they’re shopping carefully.” 

For the past decade her Uptown
Kingston shop, Bop to Tottom, has been
gauging consumer demands, and this year
it’s right in the middle of a nationwide
trend: People are making a conscious
effort to shop local. 

“Within the last year, year and a half,
people are really starting to embrace it,
because they’re starting to understand the
concept,” she says. Tax revenue is the fuel
that keeps local municipalities running,
and when it dips, so do services - or else
government looks elsewhere for money,
often increasing property taxes. 

“It’s finally registering with people,”
says Clark Adin. “They’re conscious of
the fact that local businesses are important
to the economic health of their communi-
ty.” 

She has a niche business that conscious-
ly does not compete with bigger stores. If
vendors sell to the larger stores, she won’t
carry the product, knowing she’ll be
undersold.

Instead, her focus on fun and funky
gifts, many for under $20, have created a
loyal following throughout the years and
the small store’s holiday lines are often
filled with friendly banter rather than
cranky consumers. 

“We are all about customer service,”
she says. 

It’s a message bigger stores are starting
to embrace, as they try and meet the

demands of cautious consumers. 
Wal-Mart has been promoting its con-

sumer-friendly lay-away option while
Kohl’s prides itself on ease of customer
returns, all traits that many smaller stores
have always offered. 

For big-ticket items, such as appliances
and entertainment centers,
Consumerreports.org says technology
may be a shopper’s best friend. 

It recently reviewed the benefits of
using your cell phone while shopping,
including looking up comparison-price
web sites while in the store, or even call-
ing Frucall (1-888-DO-FRUCALL)
which lets you enter a bar code number to
get the best prices. 

While the outcome of Black Friday’s
shop fest were not available at press time,
it’s evident companies were shifting from
putting all their emphasis on one-day
events. Macy’s offered a huge pre-black
Friday sales event nine days before the
actual one. Many chain stores are drawing
consumers in by offering bonus sales at
special hours and Facebook and Twitter
are reminding consumers about special
sales. Analysts say that with so many
options, consumers are educating them-
selves and avoiding impulse buying. 

“This holiday season will be a bit of a
dance between retailers and shoppers,”
Tracy Mullin, CEO and president of the
National Retail Federation said in a press
release, “with each group feeling the other

out to understand how things have
changed and how they must adapt.” The
agency predicts average holiday spending
will drop 3.2 percent, to $682.74 from last
year’s $705.01. 

At the Unitarian Universalist Church in
Kingston, spending will decrease all the
way to zero at the annual Buy Nothing
Day, an international day of exchanging
goods, but not money. 

“We hold this for a number of reasons,”
says coordinator Joanne Steele. “To gain
calm in the frantic Christmas shopping
time and (because) a lot of people can’t
afford to buy anything, especially this
year.” 

With a limit of taking two bags of
items, ranging from small appliances to
home goods, clothing and games, this
annual event, held over Thanksgiving
weekend has become popular with both
recipients and givers. 

“These are items that are too good for
the landfill,” says Steele, who explains the
church community has a “triage” on
donated goods before the event, to ensure
the items are useable and in good shape.
“They’re not brand new, but they’re very
good.”

The event, which began decades ago in
response to Black Friday, is gaining trac-
tion because of a focus on environmental-
ism says Steele. “Currently we consume
without responsibility. This is totally
recyclable.”

between them could be mended but does-
n’t see that happening in the near future.  

“I think that’s because money and busi-
ness changes people. There will never be a
time when I’m in business with my kids,
again. I’m never going to put myself in
that position,” he said. “Would I like to be
able to call them up and ask them to go
fishing this morning? Yes, I would.”

Teutul said that Paul Jr. Designs has
completed one project with Coleman. In
the American Chopper season premier, Jr.
heads to Coleman headquarters in Kansas
to unveil the first product by his new com-
pany – a camping grill. 

Mikey, who is supposed to be on the trip
with his brother is no where to be found
until Paul Jr. discovers that he has checked
himself into rehab. 

“The whole thing doesn’t work,” stated
Teutul of Paul Jr.’s future appearances on
the show. “You’re watching a show that’s
been on 7 years about motorcycles and ¾
of the show is about building motorcycles
and the interaction with the people in my
shop. Then you have Paul Jr. unveiling a
Coleman stove – it doesn’t jive. Do I think
that will come to an end? I honestly do.
Are you going to see that for the rest of the
season? Yes, you are. 

Teutul said his mission for Orange
County Choppers remains the same but he
is always looking for the next level, as he
has always done. He said the next step for
OCC is to go international, noting that
American Chopper is seen in 162 coun-
tries.

“We’re looking into areas such as Abu
Dhabi and Saudi Arabia,” he explained.
“There’s a possibility of opening another
store in Orlando and we just opened up a
co-branding with another company in
Kansas City. There will be three restau-
rants there and we’re going to do a restau-
rant here, as well.”

According to Teutul, OCC has a lot of
events in store for the public. He noted
motorcycle rides, charity rides, car shows,
free concerts, and the aforementioned
restaurant in the facility’s retail space. 

“Paul Jr. and Mikey’s absence is not
going to have any effect on us moving for-
ward with those plans,” Teutul expressed.
“I wish they were part of it, but in order
for them to be an effort needs to be seen.
They aren’t willing to do that and I am.”

Teutul said that, currently, Paul Jr. is a
20 percent owner of OCC, while Mikey
has no ownership in the business. He said
that Paul Jr.’s part ownership is temporary
and that he will buy his son out of the
company. 

“I like my weekends now. I have 100
bikes in my garage and I’ll spend the
whole day working on bikes. If it’s a nice
day outside, I’ll go for a ride on one of my
bikes or I’ll go fishing in my pond,”
Teutul stated. “I’m starting to appreciate
the things that I would never take the time
to do 90 percent of my life because I’m so
wrapped up in my business. I’m still
wrapped in my business, I come to OCC
seven days a week but I’m trying to learn
how to take some time for myself.”    

continued from  page 2

Orange County Choppers 


