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Ferrero Group

Confectioner’s opened by the Ferrero family in Alba, Italy – 1942. Plant opened by the Ferrero Group in Mexico – 2013.
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Ferrero Group It is part of Ferrero’s social responsibility to offer consumers all over the world 
innovative products of the highest quality and freshness, manufactured 
with the most carefully selected raw materials.

Total production

11,182,000

2011/2012 Production
increase2012/2013

11,198,000 0.14%in quintals

Consolidated
net turnover 

7,670,189

2011/2012* Sales
increase2012/2013

8,100,261 5.61%!/000

Geographical distribution
of consolidated

net turnover

18%

Italy Extra EuropeRest of Europe

59% 23%2012/2013

Average Group
workforce

22,298

Workforce
increase

22,831 2.39%n. of people

2011/2012 2012/2013

 *  The FY 2011/2012 data has been restated following a change in the representation of 
some of the Consolidated Income Statement elements applied by the Group starting 
from the FY 2012/2013; one of those elements is the reclassifying of some promotional 
costs, which has directly affected the net turnover.
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The Ferrero Group is present in 51 countries.

Argentina
Australia
Austria
Belgium
Brazil
Bulgaria
Cameroon
Canada
Chile

China
Colombia
Croatia
Czech Republic
Denmark
Dubai UAE
Ecuador
Finland
France

Georgia
Germany
Greece
Hong Kong
Hungary
India
Ireland
Italy
Japan

Kazakhstan
Luxembourg
Mexico
Monaco
Norway
Poland
Porto Rico
Portugal
Romania

Russia
Singapore
Slovakia
South Africa
South Korea
Spain
Sri Lanka
Sweden
Switzerland

Taiwan
The Netherlands
Turkey
Ukraine
United Kingdom
USA

Italy
Germany
France
Italy
Australia
Ireland
Ecuador
Italy
Italy
Belgium
Poland 
Argentina
Brazil
Canada
Cameroon
India
South Africa
Russia
Mexico
Turkey

Alba 
Stadtallendorf 
Villers-Ecalles 
Pozzuolo Martesana
Lithgow 
Cork 
Quito 
Balvano 
S. Angelo dei Lombardi 
Arlon 
Belsk 
La Pastora 
Poços de Caldas 
Brantford 
Yaoundé* 
Baramati* 
Walkerville* 
Vladimir 
S. José Iturbide 
Manisa 

1946
1956
1960
1965
1974
1975
1975
1985
1985
1989
1992
1992
1994
2006
2006
2007
2007
2009
2013
2013

Our 20 production plants

Ferrero products are present and sold, directly or through authorised retailers, in more than 
160 countries belonging the entire international community.  

Raw materials
The total volume of the agricultural and 
packaging raw materials used by the Group in 
FY 2012/2013 is 1,402,328 metric tons. 

* Ferrero’s Social Enterprise

Chile
Argentina
Georgia
South Africa
Australia

1991
1994
2007
2009
2011

Our 8 agricultural companies
for direct cultivation

for manufacturing
Bulgaria
Italy
Turkey

1996
2013
2013

Ferrero in the world
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The 10 targets to reach by 2020

In line Not in line

Enhance the activities of the Ferrero Foundation
and of the Ferrero Social Enterprises

Sharing the Code of Business Conduct throughout
the whole value chain (ABCDE plan) 

Promote internal initiatives to support
a “culture of diversity” 

Self-produced electricity totalling 75% of electrical
consumption of all European Plants from self-produced 
electricity, 25% of which from renewable sources

Implementation of a global action plan on energy,
according to local needs of existing and future plants,
aimed at reducing emissions

40% reduction of CO2 emissions from
production activities (compared to 2007)

30% reduction of greenhouse gas emissions
(tonnes of CO2 equivalents) from transport and
storage activities (compared to 2009) 

Use of packaging made from renewable sources
(+10% compared to 2009)

100% virgin paper and cardboard from a
certi!ed sustainable supply chain

100% cocoa certified as sustainable

100% coffee certified as sustainable 

100% palm oil certified as sustainable
and segregated 

100% refined cane sugar
from sustainable sources

Implementation of the traceability plan
for 100% of hazelnut 

100% eggs from barn hens,
 with respect for animal welfare

Ongoing support and expansion of our
“Kinder+Sport” programme, by extending it in
30 countries all over the world and moving
5 million children

1

2

3

4

5

6

For Human Rights References

Reached and 
updated

Reached

By 2015

By August 2014

By 2020

By 2020

By 2020

By 2020

By 2014

For the environment References

7

88

9

10

For raw materials References

For a healthy lifestyle References

By 2020

Reached

By 2014

By 2020

By 2020

By 2014

By August 2018

In line Not in line
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Furthermore, the Board has established the Audit Committee, operating 
at Group level. The Committee, mainly composed by professionals from 
outside the Group, provides advice and recommendations to the Board of 
Directors on the topic of internal control systems; with its help, the Board 
de!nes the address guidelines aimed at strengthening the effectiveness 
of the internal control system, also thanks to the constant reference to 
international best practices.

Another task of the Audit Committee is monitoring the creation and 
revision of the individual !nancial statement of the main company and 
of the consolidated Group !nancial statements; it also supervises the 
effectiveness and ef!ciency of the external auditors and of the internal 
control functions (internal audit).

Concerning the operational organisation, the Ferrero Group, from 
its headquarters in Luxembourg, directly coordinates all core 
procedures (i.e. the fundamental ones), namely:
•  research and development activities for products and their related 

procedures and production techniques, including toys;
• creation of plants/machinery of strategic importance; 
• production and transformation activities; 
•  strategic marketing, institutional, development and operational 

activities.

The speci!c initiatives of vertical integration which started in the past 
years are still ongoing, in particular:
•   in the agricultural supply chain for hazelnuts, with the goal of 

developing more directly-owned plantations and commercial 
partnerships, in order to satisfy part of the company’s demand;

•  in the development of energy production and commercialisation, 
aimed at partly covering the Group’s energy needs with investments 
in high-efficiency plants or renewable energy.

The following operations have been outsourced to third parties:
•  the packaging of promotional/particular products (about 25-30% of 

the production volume of the Group); 
•  Commercial/distributive activities in some countries and/or for 

speci!c products (about 10-15%); 
• some administrative/accounting services; 
• some IT services.

Corporate organisational structure and governance

The Group’s organisational structure and governance has evolved over 
time, alongside its global expansion. The key factors that distinguish the 
history and growth of the Ferrero Group are:
• the continuity of a family-owned business; 
• the expansion into new markets; 
• the opening of new production plants; 
• the constant innovation of the products and their packaging; 
• the care for highest quality and freshness.

As of 31 August 2013, the Group was composed of 73 consolidated 
companies, managed under Ferrero International S.A., a holding company 
based in Luxembourg, strategic and operative heart of the Group where  
more than 500 people are employed.

Amongst the updates from the new reporting year, it should be mentioned 
that the Ferrero Group, aiming to reinforce its raw material procurement 
division, has acquired 100% of the Stelliferi Group’s purchase, processing 
and commercialisation activities for natural hazelnuts of a high qualitative 
standard. The acquisition also formed a joint venture company with the 
same Group in the sector of the preparation and sale of roasted hazelnuts 
in various processing stages. 

Another key decision was the investment in building a new industrial plant in 
China, aimed at supporting the development of Ferrero products in that area.

Since 1998, Ferrero International has had a traditional model of “corporate 
governance”, with the Assembly and the Board of Directors (BoD) in a 
central role. The Chairman of the BoD has a guiding role rather than an 
executive one. The BoD also includes members who do not belong to the 
Ferrero family, such as the Vice-President of the Group.
The executive members, chosen according to their skills and competencies, 
are subject to ongoing assessments based on merit.

The Board of Directors makes use of the Group Leadership Team, an 
executive committee established in 2011 composed of the heads of the 
principal corporate functions of the company, which plays a supporting 
role in decision-making and implementation of corporate strategies 
de!ned by the BoD.
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The reference context

In order to determine and manage its social responsibility politics (CSR), 
the Group employs an of!ce with speci!c responsibilities in the CSR !eld 
(e-mail: csr@ferrero.com) reporting to the Vice-President of the Group.

Amongst the activities carried out in FY 2012/2013, it is worth mentioning 
Ferrero’s active participation in the work of the “Global Reporting 
Initiative” Organisation, including its participation in the work groups 
that drafted the new “Sustainability Reporting Guidelines - G4”. 

The Group has continued its re"ection process on the most relevant 
themes pertaining social responsibility (selected on the basis of its 
principles and values), involving the stakeholders and sharing goals and 
strategies. For the preparation of this CSR report, the Group’s numerous 
national contexts have been involved in updating the mapping of internal 
and external stakeholders (see the “stakeholder mapping” illustration 
below) and in the analysis of relevant materiality issues.

As already highlighted within the previous CSR reports, the central 
positioning of the consumer among Ferrero’s stakeholders is still evident 
in this !fth edition.

This “materiality matrix” illustrates the most relevant issues for both Ferrero 
and its stakeholders, namely including: Ferrero’s nutritional strategy, the 
defence of human rights, including child labour and the ethical sourcing 
raw materials, product safety, environmental sustainability, marketing and 
advertising strategies. These topics are covered throughout separate chapters 
of this report.

In the area of nutritional strategy, Ferrero created a scienti!c committee for 
nutrition, two years ago, chaired by the Vice President of the Group and 
composed of executives in the company areas involved with nutritional issues, 
from a technical, commercial, legislative and communicative point of view. 
The nutritional committee, working according to the strategic guidelines of the 
Group, holds monthly meetings to develop recommendations to the President 
and the CEO of the Group; it is consequently responsible for the coordination 
of operational decisions.

Regarding the different kinds of stakeholder involvement, the Ferrero Group 
actively participates to debates and work groups in the trade and industry 
associations it belongs to, in Europe and all over the world (see the list below). 
Moreover, the Group developed a structured dialogue with several NGOs active 
in the CSR !eld. The issues most often dealt with are nutrition, product safety, 
ethical and sustainable sourcing of raw materials, Ferrero’s environmental 
respect in production activities, marketing and advertising strategies and the 
Group’s CSR strategy.
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HighLow

Nutrition

Product safety

Environmental sustainability

Equality & Diversity

Animal
welfare

Human rights /
Child labour /

Raw material sourcing

Marketing Policy /
Advertising

Economic
performance

Local community
projects

Internal working
conditions

Relevance and potential impacts for Ferrero
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Materiality matrix
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Ferrero’s Added Value 

With “Added Value” we intend the economic value generated by the 
Ferrero Group. The “Net Added Value1” expresses the economic value 
generated in the reporting period, less depreciation and operating costs, 
which includes payments to suppliers (mainly purchases of raw materials 
and services).

As shown in the chart below, Ferrero’s “Net Added Value”, for the period 
considered in this CSR report, is distributed in different ways to various 
internal and external stakeholders.

The item “Human resources” includes all types of wage, bene!t and 
remuneration given in exchange of services developed by employees, 
including social and welfare expenses.

The item “Capital remuneration” includes the distribution of the net pro!t 
for the year and the interests paid.

The item “Public sector” represents the amount due to governments in 
terms of income taxes and other taxes directly connected to the company 
assets, excluding the taxes and other additional costs related to operating 
activities (duties and tax burden).

The item “Community” includes investments of fund in social programmes 
and partnerships with Universities and Research centers.

The item “Enterprise system” represents the economic value retained 
in the Group, calculated as the difference between economic value 
generated and economic value distributed.

1 In FY 2012/2013 the “Net Added Value” generated by the Ferrero Group amounted to 2,371 million Euro.

Added Value generated and distributed - 2012/2013

Depreciation 3,6%

Operating cost 
reclassified 

69,2%

Net Added Value 
27,2%

Human resources 56,3%

Capital remuneration 26%

Public sector 10,5%
Community 1,1%
Enterprise system 6,1%

Main associations and organisations in which Ferrero 
is active at international and European level

Organizations supporting corporate social responsibility

United Nations Global Compact (headquarters in New York) 
A strategic policy initiative for businesses that are committed to aligning 
their operations and strategies with 10 universally accepted principles in 
the areas of human rights, labour, environment and anti-corruption
(www.unglobalcompact.org).

Global Reporting Initiative – GRI (headquarters in Amsterdam)
A non-pro!t organisation that promotes economic, environmental and 
social sustainability by providing a comprehensive sustainability reporting 
framework (www.globalreporting.org).

CSR Europe (headquarters in Brussels)
A European business network for corporate social responsibility, founded 
in 1995, and composed of 70 companies and 37 national associations
(www.csreurope.org).

Trade and industry associations

AEF Advertising Educational Forum
A non-pro!t organisation providing information on the regulation of 
advertising at international level, with particular attention to children 
(www.aeforum.org).

AIM European Brands Association
An association bringing together the main EU brand industries (www.aim.be).

Bonsucro
An organisation that promotes the sustainability of the sugarcane sector 
through a metric-based certi!cation scheme (www.bonsucro.org).

CAOBISCO European Association of Chocolate, Biscuit & 
Confectionery Industries
An association that represents about 2,000 chocolate, biscuit and 
confectionery companies from the European Union (www.caobisco.eu).
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EUFIC European Food Information Council
A non-pro!t organisation supported by food beverage companies and 
by the European Commission, providing information and conducting 
research on food safety and quality (www.eu!c.org).

FOODDRINKEUROPE
The European Federation that promotes and represents the interests of 
the food and beverage sector (www.fooddrinkeurope.eu).

IFBA International Food & Beverage Alliance
An organisation composed of the world’s leading food and beverage 
companies, with the shared objective of promoting a balanced diet and 
healthy lifestyle (www.ifballiance.org).

TIE Toy Industries Europe
The organisation that represents the interests of toy manufacturers in the 
European Union (www.tietoy.org).

WFA World Federation of Advertisers
The global organisation of national associations and companies in the 
advertising sector (www.wfanet.org).

All of these organisations are based in Brussels, with the exceptions of 
Bonsucro, based in London, and IFBA, based in Geneva.

The assessment of potentially signi!cant impacts of the Ferrero sites on 
local communities is a key element of the Group’s strategy. Economic, 
social and environmental impacts are carefully monitored and Ferrero 
believes that enhancing local purchases is an important indicator of the 
Group’s long-term presence in the countries in which it operates.
Some chapters of this report include a thorough analysis of the Group’s 
impact on local communities, in particular “The Ferrero Foundation”, 
“Ferrero’s Social Enterprises”, “Sustainable agricultural practices” and 
“Minimising environmental impact”.

Compliance with laws and regulations

This reporting period saw no signi!cant sanctions for lack of compliance 
with laws and regulations. Moreover, there were no signi!cant penalties in 
the form of sanctions or !nes due to unful!lled environmental and social 
duties.

There were no signi!cant cases of nonconformity to regulations and 
voluntary codes regarding the impact of products on health and safety 
throughout their lifecycle and no signi!cant sanctions for breaching laws 
and/or regulations on the supply and use of products.
Similarly, there were no episodes of discriminatory practices involving key 
internal or external players and no cases of corruption and wrong-doing. 

An internal monitoring process is carried out in some of the Group’s 
companies in order to assess the potential risk of fraud and corruption, 
with the help of formative sessions on these subjects.
The Group’s current information systems do not allow for the extraction of 
detailed data about the training sessions on anti-corruption policies and 
procedures. The data will be available starting from FY 2014/2015.

Regarding the contributions from public administration, the income 
statement contributions and the grants related to assets, for FY 2012/2013, 
do not represent a signi!cant total value in the consolidated !nancial year.

Ferrero respects and protects the privacy of the personal data of all its 
employees, consumers, customers and other stakeholders, with the utmost 
accuracy and according to the laws in force in the jurisdictions where 
the Group operates. Safety is the Group’s main concern in the selection, 
de!nition and use of procedures (including IT procedures) for the processing 
of personal data and con!dential information, in order to protect the rights, 
the fundamental freedoms and the dignity of each individual.
For more information refer to the Group’s Code of Ethics (available online 
at www.ferrero.com).

Italy
France

Belgium
Poland
Canada
Russia
Turkey
Mexico

93.51%

88.60%

45.48%

76.13%

83.05%

95.84%

98.03%

52.10%

Countries
Spending on

locally-based suppliers

2  The values refer to purchases made by production plants from national suppliers, compared 
to the total value of the FY 2012/2013 purchases. Internal company purchases and centralised 
purchases (such as raw materials and packaging) are not included.

Below is an overview of the percentage of spending on locally-based 
suppliers, calculated over the total purchases made by major European 
production plants2:

Ferrero’s spending on locally-based suppliers 
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Furthermore, the Ferrero Group has agreed to implement and enforce 
the “Principles of Good Practices in vertical relations in the Food Supply 
Chain” (www.supplychaininitiative.eu), adopted by the “High Level Forum 
for a Better Functioning of the Food Supply Chain”.

The of!cial registration to the “Principles of Good Practices” is a further 
step forward towards enhancing the Ferrero Group’s commitments in 
promoting trust and continuity throughout the whole food supply chain.

In order to manage any alleged breaches of the Principles of Good Practice, 
the Ferrero Group has implemented a Dispute Management process 
with other EU companies who participate to this initiative, accepting to 
solve disputes by way of the options covered in the “Framework for the 
implementation of Principles of Good Practices” and promoting the use 
of cost-ef!cient means of dealing with disputes.

As published on the of!cial website of the Supply Chain Initiative, the 
Ferrero Group has designated a contact point (fairpractices@ferrero.com) 
for resolutions at Group level for all Ferrero companies operating within the EU. 

Finally, the Ferrero Code of Business Conduct has been reviewed and 
updated according to the Principles of Good Practices, and an e-learning 
training session has been addressed to Commercial, Procurement and 
Legal departments.

Ferrero’s sourcing policy, based on the Code of Business Conduct, complies with the company’s 
principles, with the Code of Ethics, with the “Internal Code for the Design and Production of Surprise 
Toys”, with the “Ethical, Social and Environmental Requirements for Suppliers of Kinder® Toys”, with 
international standard on systems management for food quality and food safety (ISO, IFS), for the 
sustainability of agricultural raw materials and various environmental standards (ISO and EMAS). 
In this reporting year, supplier audits have been carried out in the following areas: management of 
quality and food safety systems, speci!c certi!cations for agricultural raw materials, Ferrero codes 
for toys (for more details, see relevant chapters of this report). 

For further detail please refer to the “Sustainable agricultural practices” 
chapter. 

The ABCDE Plan
(A Business Code Dialogue Engagement)

Since 2011, the Ferrero Group implements the ABCDE plan (A Business 
Code Dialogue Engagement), aimed at sharing the Group’s Code of 
Business Conduct with all the stakeholders accross the value chain.

Based on the principles of Ferrero, the Code is compliant to the Group’s 
Ethical Code (both available via the Internet on www.ferrero.com) and 
de!nes Ferrero practices in the following !elds:

1. excellent product quality and safety;
2. human rights commitment;
3. environmental protection and sustainability;
4. workplace environment;
5. business integrity practices.

The diffusion of the Code of Business Conduct continued in FY 2012/2013 
through meetings with the Group’s key stakeholders, allowing everyone 
to share its principles and start a productive dialogue on speci!c issues; 
there were further meetings with the main suppliers of cocoa, hazelnuts, 
palm oil and eggs. Moreover, all new signed contracts will now include a 
contractual clause of Acknowledgement and Acceptance particularly in 
the areas of packaging, logistics and technical purchase of machinery, 
plants and raw materials.

Ferrero can, therefore, con!rm to have reached the target of sharing the 
Ferrero Code of Business Conduct along the whole value chain in 2013.

The external audit of the activities de!ned in the ABCDE Plan has been 
carried out by Deloitte.

The Ferrero Group has not stopped after reaching its target; working 
on the basis of the Code of Business Conduct, it has created speci!c 
veri!cation protocols for the sustainability of agricultural raw materials. 
In particular, the Ferrero Farming Values protocol for the production of 
hazelnuts, developed with the collaboration of SCS Global Services, the 
auditor for the veri!cation of the Ferrero supply chain.

At the same time, the Group is outlining a Ferrero Farming Values protocol for 
the milk supply chain, as part of the “Milk Supply Chain Partnership” project. 
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Awards and honours

July 2014 
Brands Award 2014: Retailer Award and Special Social Award
At the 2014 Brands Award, Nutella® was awarded the Retailer Award and the 
Social Special Award: “This year, Nutella celebrated its !fty year anniversary: 
it is a brand that has become a mainstay of Italian history and culture. The 
award con!rms the unvaried qualitative and familiar characteristics of this 
icon of Italian style in the food industry”.

June 2014
Conchiglia Award from Moige
The Italian Parents’ Movement (Moige) gave Ferrero the “Conchiglia Award” 
during the seventh edition of “One year of zapping, 2013-2014”. The trophy 
has been awarded to Kinder “for highlighting the beauty of the family in 
all the possible daily vicissitudes and for teaching the value of taking care 
of each other”.

June 2014
Confindustria Cuneo honours the Ferrero family
During the general assembly of industrial managers in Cuneo, held at the 
castle of Racconigi on Monday, June 16th, the Ferrero family was awarded 
a special recognition from Con!ndustria Cuneo. 
The family received a gold plaque with the engraving: “For the values, the 
entrepreneurial excellence and the social responsibility which were born 
in Alba and are now spread throughout the world”.

May 2014
Reputation Awards 2014
The “Reputation Institute”, the world leader in the evaluation of corporate 
reputation, put Ferrero in the second place in its yearly chart for Italy, for its 
“best reputation” according to the following seven parameters: products, 
work environment, governance, innovation, leadership, civil society and 
performance.

January 2014
Premio Primo Nebiolo - Piedmont Sportsman of the Year 2013 Award 
The regional committee of CONI for the Piedmont region awarded the 
Ferrero family with the “Primo Nebiolo – Piedmont Sportsman of the Year 
2013” Award, with the following mention: “A family of entrepreneurs who 
brought the excellence of Piedmont all over the world, but never lost their 

ITALY
strong bond to their home. A passion for their territory that has always been 
matched by their passion for sports, as proven by their support to talents, 
to major international events and to the work of the institutions in order 
to promote basic sports practices, but also by projects like Kinder+Sport, 
which help in advocating sports culture amongst young people”.

July 2013
“Integrated Communication and Marketing” Disney License Meeting 
Ferrero won the award “Integrated Communication and Marketing” at 
the Disney License Meeting, the event for companies which collaborate 
with Disney through licensed Disney characters. The projects which 
allowed Ferrero to stand out “for innovation, value and quality” in the 
‘Communication and Integrated Marketing’ category are related to the 
Kinder Maxi Surprise and Kinder Joy products. 
“Ferrero’s Web campaigns represent a brand new way of communicating 
to the reference target, which form a deep bond between producer and 
consumer, making its products unique and interesting”.

FRANCE

November 2013
Peace and Sport Awards 2013
Ferrero received the “Peace and Sport Awards 2013”. 
“Through its programme ‘Kinder® s’engage pour l’enfance’ and its 
partnership with the French non-pro!t organisation Secours Populaire 
Français, Ferrero gives children from less privileged situations the 
opportunity to participate to unforgettable sport experiences. This 
programme also offers educational support, help with homework and 
ongoing, year-round activities in a partner club”.

February 2013
Gran Prix ESSEC de la consommation responsable 
Ferrero received the “Grand Prix ESSEC” for the project ‘Kinder s’engage 
pour l’enfance’.
The !rst edition of the awards “Grand prix ESSEC des industries de 
consommation responsable” took place at the Ministére pour la Reprise 
d’Entreprise. 200 representatives of the industry and of large-scale 
distribution met in order to honour the best initiatives developed by 
corporate consumer goods manufacturers, who distinguished themselves 
for their superior commitment in the !eld of Corporate Social Responsibility 
(CSR) in France.
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GERMANY

April 2014
GBE Factory Award 2014
Ferrero won the GBE Award for its investments in renewable energies and 
for the wide range of measures aimed at reducing CO2 emissions. In the 
framework of the European GBE FACTORY (Green Blue Energy Factory), 
the GBE FACTORY Certi!cate is awarded to commercial and industrial 
enterprises that, like Ferrero, set the standards in the !eld of renewable 
energy sources.

September 2013
Product of the year 2013
The Tic Tac® Strawberry Mix "avour has been selected as Product of the Year 
2013; 7,000 consumers picked their favourite "avour in different categories, 
and voted for the brightly coloured, fruit-"avoured Tic Tacs in the Confectionery 
category. The main parameters for selection are quality, taste and ingredients.

November 2012
Packaging of the Year 
Once a year, the German Packaging Award puts the best and most 
innovative developments in the packaging sectors in the public eye. The 
Deutsche Verpackungs-Museum (German Packaging Museum) gave the 
transparent Tic Tac® box the title of “Packaging of the Year 2012.” The prise 
recognises both the design and the sustainable management of the brand. 
Tic Tacs arrived on the German market forty years ago; with their practical, 
small box that !ts even in the smallest pockets, they soon established 
themselves as a classic amongst hard candy.

September 2012
ECR – Award 2012
Ferrero received the ECR (Ef!cient Consumer Response) award by Global 
Standards One in the “company cooperation” category, which awards 
projects that stood out for their exemplary cooperation between companies, 
bene!ting industry, commerce, logistics and consumers. Ferrero’s winning 
project took place between 2009 and 2012, and was created to meet the 

growing needs of consumers, support retail partners and conquer a better 
position in a key market. The complexity of the project, its high level of 
competence, the partnership and its sustainable implementation in 2009-
2012 were all key factors for this 2012 award to Ferrero.

UNITED KINGDOM

January 2014
Best New Licensee, 2013 Licensee Awards – The Walt Disney Company 
UK & Ireland
The Walt Disney Company U.K. & Ireland awarded Ferrero UK in the 
category “Best New Licensee” at the 2013 Licensee Awards. 
The winners for each award category were selected by a jury of Disney 
senior managers, on the basis of consumer involvement, product innovation, 
cross-category approach and multi-channel communication.

April 2013
Great Taste Award 2013
The Ferrero Rocher Novelty Bunny won the prestigious Great Taste Award 
2013 for its “delicious presentation” and “smooth, creamy milk chocolate 
with the perfect melting point”.

AUSTRALIA

October 2013
Within its Sustainability Programme, the Government of New South 
Wales gave Ferrero the “Gold Partner Status”, an award that currently 
distinguished only six organisations which stand out for their excellent 
environmental performance and commitment to sustainability.
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January 2014
The Best Practing Award of 2013 Public Welfare - the China Public 
Welfare Committee of The China Charity Festival
Ferrero China was awarded “The Best CSR Practice of 2013” by the Public 
Welfare Committee of The China Charity Festival. “The Best CSR Practice 
of 2013” goes to the company who made the most remarkable contribution 
in bene!ting public welfare, judged by third parties from the media, charity 
organisations, industry associations etc. 

November 2013
Ferrero’s Kinder +Sport project is awarded at the China Awards 2013 
On the occasion of the “China Awards 2013” held at the Museo della 
Scienza e della Tecnologia in Milan, Ferrero was the only Group to receive 
recognition for its social responsibility, thanks to Shanghai Master Tennis, 
a Kinder+Sport project which inspires children to take up sports and 
lead a more healthy and active life. The event, organised by the Italy-
China Foundation and by Milano Finanza, gives yearly awards to Italian 
companies who capitalised most on the opportunities of the Chinese 
market, and vice versa.

RUSSIA

2012
Miglior prodotto dell’anno 2012
In Russia, Nutella® has been recon!rmed the category “Best product 
of the year for 2012”. The awards were given by the “Russian Trading 
Association” and by the “Moscow International Business Association”, 
supported by the National Chamber of Commerce and Industry.

CHINA

July 2014 
Golden Panda Award – Edition 2014 
This event, now in its !fth edition, is sponsored by the Italian Embassy 
in China, the Ministry of Foreign Affairs and the Ministry for Economic 
Development, and is promoted in collaboration with the Italy-China 
Foundation. The Award is given to the companies and entrepreneurs who 
contributed the most to developing and reinforcing the bilateral economic 
relationships between Italy and China.

June 2014
Most Influential Brand Award and Corporate Sociale Responsability 
Award - The 3rd China Finance Summit 2014
Ferrero was awarded the 2014 “Most In"uential Brand Award” and 
“Corporate Social Responsibility Award” during the 3rd China Finance 
Summit. 
“The Most In"uential Brand Award” goes to the company/brand which 
exerts the greater in"uence in the industry with its constant commitment 
to the local market, judged by a reviewing committee consisting of 
media, experts, etc. “The Corporate Social Responsibility Award” goes 
to the company with an outstanding CSR performance in relation to 
product quality management, environment protection, giving back to the 
community while achieving sustainable business growth, on the basis of 
the CSR report.

April 2014
BSI 2013 Excellence Award in Consumer Care
Ferrero was awarded the “Excellence Award in Consumer Care” by British 
Standards Institution (or BSI) at the Chinese Client Convention. The 
“Excellence Award in Consumer Care” goes to the company that provides 
outstanding after-sale services and fast responses to consumer requests. 
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