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About this report
he aim of this report is to illus-
trate the Ferrero Group's cor-
porate responsibility strategy 

and its global activities during Fiscal 
Year (FY) 2014/2015 (from September 
1, 2014 to August 31st, 2015). Along 
with the objectives set in previous re-
ports, the issues in this seventh edi-
tion have been selected via an inter-
nal materiality process based on their 
level of importance to the Ferrero 
Group and with the constant input of 
key stakeholders.

In this report, the Ferrero “Great 
Brands” focus is dedicated to Tic 
Tac®, whilst those related to the 
Group’s presence in the world are 
dedicated to Australia, United King-
dom and Ireland. Previous reports 
focus on other Ferrero products and  
other countries in which the Group 
operates, as well as the Group's 
presence at Expo Milan 2015. These 
reports are available online at www.
ferrerocsr.com.

This report was drafted by the Ferre-
ro Group's Institutional Affairs, Public 
Relations and Corporate Commu-
nications office (email: csr@ferrero.
com), in compliance with the “G4 
Sustainability Reporting Guidelines” 
(2013) and the “Food Processing 
Sector Disclosures” (2014), both pub-
lished by the Global Reporting Initia-
tive (GRI), according to the option “In 
accordance” – Core. 
This report was submitted for the 
GRI Content Index Service, and GRI 
confirmed the accuracy of the GRI 
G4 Content Index. 

The following points of reference 
were also taken into consideration:
• the “Ten Principles” of the Unit-
ed Nations Global Compact (UNGC);
• the ISO (International Standard 
Organisation) 26000:2010 “Guidance 
on social responsibility";
• the “Organisation for Economic 
Co-operation and Development (OECD) 
Guidelines for Multinational Enterprises”.
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METHODOLOGICAL PREMISE

During the reporting period:
• the construction of the new pro-

duction plant in China, inaugurated 
in September 2015, was completed;

• in February 2015 the purchase of 
all of the equity interest in the Oltan 
Group, a world leader in the supply, 
processing and sale of hazelnuts, was 
completed;

• in August 2015 the acquisition 
of Thorntons Plc, a leading English 
player in the confectionery manufac-
turing industry, was completed.

In regard to the economic data, the 
scope of reporting corresponds to that 
of Ferrero International's consolidated 
financial statement.

Regarding the qualitative and quanti-
tative data on social and environmen-
tal aspects, the following entities were 
excluded from the scope of reporting:

• the Stelliferi & Itavex Srl joint ven-
ture, which processes and sells toast-
ed hazelnuts at different stages of 
processing;

• the companies belonging to Ol-
tan Group and Thorntons Plc.
However, Ferrero Industrial Servic-
es G.E.I.E. and the Piera, Pietro and 
Giovanni Ferrero Foundation are in-
cluded1.

The independent review of this re-
port was carried out by Deloitte.

This social responsibility report is 
also available online at www.ferre-
rocsr.com, where the previous CSR 
reports, published in June 2010, 
June 2011, July 2012, July 2013, Oc-
tober 2014 and October 2015 are 
also available. Reports will continue 
to be published on an annual basis. 

1. The company Ferrero Indus-
trial Services G.E.I.E. and the 
non-profit organisation Piera, 
Pietro and Giovanni Ferrero 
Foundation are not included 
in Ferrero International's 
consolidated financial statement 
as they are deemed "related par-
ties" for the purposes of IAS 24.
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FERRERO'S CORPORATE SOCIAL RESPONSIBILITY

The solid values, passion and com-
mitment that have always guided the 
work of all Ferrero Group employees, 
in addition to the constant and re-
newed confidence of our customers, 
have allowed us to close succesfully 
FY 2014/2015, with a consolidated 
turnover of 9,542 million Euros, in-
dicating an increase of +13.4% com-
pared to the previous year.

This growth was the result of ex-
traordinary dynamism in Ferrero’s 
new markets, whose results are 
even more significant considering 
the international context and the 
persistent difficulties. Therefore 
the Group has met, and in some 
cases improved, its excellent sales 
results of previous years in Asia, 
the Middle East, the United States, 
Canada, Mexico and Australia. Ex-
cellent results were also achieved 
in the European markets such as 
the United Kingdom, Poland and 
Germany.

In FY 2014/2015, the Ferrero Group made new investments, accounting for 5.8% of its sales, in the ex-
pansion of its industrial and manufacturing activities, especially in Italy, China, Germany, Poland, India 
and Brazil. Ferrero currently has 22 production plants.

The Group has also continued to strengthen its presence in the hazelnut market, to guarantee and 
improve the quality of an essential raw ingredient and to ensure the exceptional taste of its products. 
Specifically, Ferrero completed the acquisition of the Oltan Group in Turkey, a leading operator in the 
hazelnut supply, processing and sales market. This acquisition reinforces our commitment to social 
responsibility in sustainable farming practices, which are already operational in Turkey thanks to a ded-
icated programme, the “Ferrero Farming Values” (FFV).

Furthermore, in August 2015, the Ferrero Group completed the acquisition of Thorntons Plc, a histor-
ical English company founded in 1911, operating in the United Kingdom in the production and mar-
keting of chocolate-based confectionery products. Ferrero and Thorntons is based on a strong family 
tradition and a vocation to delight their customers with top-quality confectionery products.

Another important result that strengthens our pride: as of 31st August 2015, the total number of Ferrero 
Group's internal and external collaborators reached 40,721 Women and Men.

Letter from the CEO
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LETTER FROM THE CEO

From May to October 2015, Ferrero Group also took part in Expo Milan 2015, bringing a glimpse of our 
philosophy to the universal exhibition, which is fully reflected in the event motto “Feeding the Planet, 
Energy for Life”. 

In fact, at the Expo, Ferrero also presented its values, its commitment to quality, its constant innovation, its 
transparent communication and the care for its people who have made and are part of the Group’s history. 

Being a global Group does not prevent us from acting locally, thus we maintain our strong bond with 
the people and territory in which we operate. This is demonstrated not only by our commitment to 
economic performance and by sharing value with an increasing number of people, but also by our deep 
sense of responsibility that translates into a specific focus on climate change mitigation: in September 
2014, the Ferrero Group, during the UN Climate Summit 2014, signed the New York Declaration on 
Forests, an agreement that defined the goal of halving deforestation by 2020 and stopping it perma-
nently by 2030. 

Beyond this, in the selection of our raw ingredients, we constantly reinforce our stringent criteria of ex-
cellence in quality, respect for human rights, environmental sustainability and animal wellbeing, which 
are imperative for us. Since November 2015, Ferrero has been a member of the Palm Oil Innovation 
Group (POIG); this represents a further step forward on its path to ensuring a sustainable palm oil sup-
ply chain. This engagement derives from the same innovative ambition that, in November 2013, led 
Ferrero to launch its Palm Oil Charter - in collaboration with its suppliers - to tackle the main causes 
of deforestation and to create a balance between safeguarding the environment, community needs, 
benefits and economic feasibility.

The Group continues to share its values in promoting active lifestyles in young people and their families 
through the global programme Kinder+Sport “Joy of moving”, which encourages the practice of sport 
and helps to spread the joy of moving among children from all over the World.

The Group continues to grow and expand and does so by devoting all attention and dedication to 
meeting consumer needs, maintaining excellent quality and freshness and doing our best to ensure 
that “Ferrero values”, or what we like to call the “Ferrero way of working”, are always applied.

Tradition and innovation are inherent to Ferrero’s DNA. If I had to find a metaphor, I’d say that tradition 
is like a bow. The further back we pull the string, the further forward we can fire the arrow of modernity, 
of vision, of innovation. The Ferrero Group has a strong, deep-rooted "culture of doing", thanks to the 
initiative of its people, which has created extraordinary Global Lovebrands, often becoming genera-
tional myths whilst always moving with the times.

Our strong sense of ethics, the basis of our entrepreneurial culture, is our value chain: each one of us 
works along a path lit by the passion, dedication and determination that we put into our products, from 
their creation to their dispatch and delivery to outlets where they bring light and warm to the hearts of 
consumers. The more we shine this light throughout the value chain, the more we are likely to secure a 
constant and unique place in the World.

Enjoy reading!

July 2016
Giovanni Ferrero 
Chief Executive Officer

Ferrero International
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Ferrero's social 
responsibility

errero has always been dedicated to taking on solid commit-
ments and paying the utmost attention to People and the Plan-
et, giving these precedence over its financial goals. This tendency 

is inherent to the company’s DNA and is symbolically represented in a letter 
that Michele Ferrero sent to company employees in 1957, when he took the 
leadership: 

I personally pledge to dedicate everything I do and all 
my intentions to our company, so that it may continue its 
journey in the same light that my father and 

my uncle gave it, assuring you that I will only feel satisfied 
once I am able, with concrete facts, to ensure you and your 
children a safe and peaceful future.

Michele Ferrero

For the Ferrero Group, the term cor-
porate social responsibility has al-
ways stood for caring for people and 
for the local area, namely employees 
and former employees, consumers, 
families and the local communities in 
which it operates. These principles of 
social responsibility guided Ferrero's 
first steps over 65 years ago in Alba 
and remain unchanged to this day. 

For Ferrero, the most important re-
port has never been its annual finan-
cial statement; it is in fact its social 
responsibility report which reflects 
the Group's respect for People 
and the Planet.

The Ferrero Group’s approach to 
sustainability is currently based on 
the company’s social responsibility 
strategy: “Sharing values to create 
value”. 

This strategy is implemented every 
day through our commitment to con-
sumers, which results in the highest 
quality products, innovation and 
transparent communication. For Fer-
rero, the creation of shared value is 
a practice that affects all stages of 
the supply chain: it goes from car-
ing for the people who have made 
and continue to make the history 
of the Group, the support of local 
communities, the promotion of ac-
tive lifestyles among youths and 
their families, all the way to its strong 
commitment to sustainable farming 
practices and safeguarding and pro-
tecting the environment.

We therefore confirm all of the com-
mitments of our corporate social 
responsibility strategy which is cur-
rently divided into two main subject 
areas: People and the Planet.

FERRERO'S CORPORATE SOCIAL RESPONSIBILITY
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FERRERO'S SOCIAL RESPONSIBILITY

PLANETPE
OPLE

For the purposes of determining and managing the Group’s policy in 
terms of corporate social responsibility (CSR), the Ferrero Group has an 
office which is specifically responsible for CSR (email: csr@ferrero.com) 
headed by the Group’s Vice President, Amb. Francesco Paolo Fulci.

At Ferrero, customer focus isn't just a value, it's something we put into prac-
tice every day, based on a sense of responsibility that goes beyond commer-
cial goals. This responsibility is made into reality through Ferrero's nutritional 
strategy, ongoing innovation, the quality and freshness of its products, food 
safety and responsible and transparent communication. In addition, Ferrero 
shows a constant interest in the lives of its current employees and former 
employees and people living in the communities in which it operates. This 
commitment is also demonstrated through the activities of the Ferrero Foun-
dation and the Michele Ferrero Entrepreneurial Project, active in Africa and 
Asia. The Group also continues its commitment to the promotion of active 
lifestyles by addressing young people and their families through the global 
Kinder+Sport “Joy of moving” programme.

Monitoring and improving the impact of its activities throughout the entire 
supply chain is a priority for the Ferrero Group, which it addresses by en-
suring that its main raw materials are responsibly sourced. In addition, the 
Group is committed to production that respects the environment, by mak-
ing use of the best technologies available, ensuring that the use of energy, 
materials and natural resources is efficient and by consuming water resourc-
es responsibly and reasonably. Acknowledging this responsibility, Ferrero is 
strongly committed to minimising its environmental impact, from raw materi-
als to production plants and logistics, along the entire value chain.

PEOPLE

PLANET
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By 2020
Increase of 5% in women 

managerial positions 
(compared to 31st August 2015)

SCOPE DESCRIPTION PROGRESS
FSSC 22000 food safety 
certification for all Group 

production sites
By 2016

Enhance the activities of the 
Ferrero Foundation and of the Michele 

Ferrero Entrepreneurial Project
Reached and 

renewed 

Commitment 
renewed until 

2018

Promote internal initiatives 
to support a 

"culture of diversity"

By August 
2018

Ongoing support and expansion of our 
Kinder+Sport programme by extend-
ing it in 30 countries all over the world 

and moving 5 million children

100% cocoa certified 
as sustainable By 2020

100% palm oil certified 
as sustainable and segregated

Reached in 
December 

2014

By 2020

By 2020

100% refined cane sugar 
from sustainable sources

Implementation of the traceability 
plan for 100% of hazelnuts

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

Reached in 
September 

2014

Self-produced electricity totalling 
70% (instead of 75%) of electrical 

consumption of all European plants, 
of which 18% (instead of 25%) 

from renewable sources

Partially met 
in September 

2014

Ferrero Group’s 
goals for 2020

FERRERO'S CORPORATE SOCIAL RESPONSIBILITY
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FERRERO GROUP'S GOALS FOR 2020

1. The term cardboard refers to 
materials with a density (mass 
per square metre) over 225 g/m2.

2. The term paper refers to ma-
terials with a density (mass per 
square metre) below 225 g/m2.

PEOPLE PLANET ON 
TRACK

NOT ON 
TRACK

NEW 
GOAL

SCOPE DESCRIPTION PROGRESS

By 2020

By 2020

Group ISO 50001 certification for the 
17 current production sites – 

excluding the plants of Michele Ferrero 
Entrepreneurial Project –  including 

power generation plants

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) By 2020

By 2020

30% reduction of greenhouse gas 
emissions (tonnes of CO2eq) from 
transport and storage activities 

(compared to 2009)

By 2020

Extended 
to 2017

Reached in 
December 

2014

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

100% virgin cardboard1 from certified 
sustainable supply chain

100% of virgin paper2 from certified 
sustainable supply chain

PEOPLE PLANET ON 
TRACK

NOT ON 
TRACK

NEW 
GOAL

SCOPE DESCRIPTION PROGRESS

By 2020

By 2020

Group ISO 50001 certification for the 
17 current production sites – 

excluding the plants of Michele Ferrero 
Entrepreneurial Project –  including 

power generation plants

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) By 2020

By 2020

30% reduction of greenhouse gas 
emissions (tonnes of CO2eq) from 
transport and storage activities 

(compared to 2009)

By 2020

Extended 
to 2017

Reached in 
December 

2014

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

100% virgin cardboard1 from certified 
sustainable supply chain

100% of virgin paper2 from certified 
sustainable supply chain

For further details regarding the progress of the Ferrero Group's goals for 
2020, please see the following chapters of this report.
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Ferrero Group’s 
Stakeholders and 
materiality analysis

n 2015, by applying the new 
G4 Sustainability Reporting 
Guidelines, the Group up-

dated the analysis of relevant sus-
tainability topics through an internal 
materiality process, involving stake-
holders and sharing goals and strat-
egies. 

Specifically, the materiality analy-
sis carried out for the preparation 
of this report aimed to identify and 
assess the importance of various 
sustainability topics that affect the 
Group’s ability to create value and 
those considered relevant by its 
stakeholders.

The starting point was the analy-
sis of the GRI G4 Sustainability Re-
porting Guidelines and other topics 
identified as potentially relevant to 
the Group and its stakeholders. 

Once these topics were identified 
they were assessed by the internal 
functions involved in the drafting of 
the Group’s CSR report. This assess-
ment was conducted through a ques-
tionnaire to measure the relevance 
of each issue according to both the 
relevance for the Ferrero Group 
and according to what emerged 
from the ongoing dialogue with the 
main stakeholders.  This quantita-
tive analysis was supplemented by 
a qualitative analysis which saw the 
involvement of a selection of Group 
managers who  defined the materi-
ality matrix described below.

In the matrix, the aspects that are 
most relevant to Ferrero Group and 
its stakeholders are placed in the top 
right-hand box and represent a stra-
tegic priority for the Group.

As in previous analyses, the impor-
tance of topics relating to the safety 
and quality of products and ingre-
dients, the Group's nutritional strat-
egy and to the promotion of active 
lifestyles has been confirmed; in ad-
dition to aspects concerning the re-
sponsible supply of raw ingredients, 
the respect and defence of human 
rights, the proper management of 
the supply chain and women em-
powerment. The importance of top-
ics such as compliance with laws and 
regulations, ethics in relations with 
business partners, the responsible 
management of relations with suppli-
ers and the application of a respon-
sible marketing and communica-
tion strategy were also highlighted. 
Special attention is also paid to the 
health and safety of employees, as 
well as to their wellbeing and devel-
opment. Environmental sustainability 
(climate change and greenhouse gas 
emissions, management of compre-
hensive water resources, sustainable 
packaging and respect for the nat-
ural ecosystem) completes the list 
of topics identified as the most rel-
evant, together with anti-fraud and 
anti-corruption policies, food waste, 
and development of local communi-
ties, corporate governance and eco-
nomic performance. 
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Economic 
performance

Business 
ethics

Corporate 
governance

Compliance 
with laws and 

regulationsResponsible supply 
chain management

Products and ingredients 
safety and quality

Responsible 
marketing

Employees wellbeing 
and development

Occupational 
health and safety

Active healthy 
living

Local community 
engagement and 
development

Human rights

Women’s 
empowerment
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RELEVANCE AND POTENTIAL IMPACTS FOR FERRERO

Climate change 
and greenhouse 

gas emissions

Sustainable 
packaging

Water 
management

Natural 
ecosystem

Animal 
welfare

Food 
waste

Anti-fraud and 
anti-corruption

Nutrition 
and Health

Responsible 
sourcing of 

raw materials

THE GROUP PLANETPEOPLE

MATERIALITY MATRIX

FERRERO GROUP'S STAKEHOLDERS AND MATERIALITY ANALYSIS
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Suppliers, Distributor and 
Retailers, Farmers

Suppliers, Distributors and 
Retailers, Farmers

Business ethics Ferrero Group

Corporate Governance Ferrero Group

Economic performance

Compliance with laws 
and regulations

Anti-fraud and anti-corruption

Nutrition & health 

Food waste

Products and ingredients 
safety and quality

Responsible marketing 

Employees wellbeing and 
development

Human rights

Active healthy living

Local community engagement 
and development

Women’s empowerment

Responsible sourcing of 
raw materials 

Animal welfare

Natural ecosystem

Climate change and 
greenhouse gas emissions

Sustainable packaging 

Water management 

Ferrero Group

Ferrero Group

Nutritional strategy 
and Products

Production plants and Products

Marketing, Communication 
and Media

Ferrero Group, Ferrero Foundation

Ferrero Group

Kinder+Sport

Purchases, Production plants, HCo, 
Kinder+Sport, Ferrero Foundation, 

Michele Ferrero Entrepreneurial 
Project 

Ferrero Group 

Purchases, HCo

Production plants and Products

Purchases

Production plants

Production plants, Warehouses Suppliers, Employees travels

Suppliers, Farmers, 
Local communities

Suppliers, NGOs

Suppliers, Distributors and Retailers, 
Farmers, Consumers

Suppliers, Farmers, NGOs

Farmers

NGOs, Institutions, Governments, 
Local communities

Suppliers, Distributors and Retailers, 
Consumers, Consumer associations 

and NGOs

Consumers, Consumer associations 
and NGOs, Institutions, Governments 

and Regulators

Suppliers, Distributors and Retailers, 
Consumers

Suppliers, Distributors and Retailers

Consumers, NGOs, 
Local communities

Suppliers, Farmers, NGOs

Occupational health and safety Production plants External collaborators, Suppliers

Trade Unions, Local Communities

Consumers

Packaging management, 
Production plants

Production plants, HCo Suppliers

Consumers, Suppliers

Ferrero Group

TOPICSSCOPE INTERNAL 
PERIMETER

EXTERNAL 
PERIMETER

IL GRUPPO IL PIANETALE PERSONE

Responsible supply chain 
management

Purchases Suppliers, Distributors and Retailers

The topics mentioned are consistently analysed in the relevant chapters of 
this report, through a qualitative description of the management approach 
(DMA, Disclosure on Management Approach) and specific performance indi-
cators. The coverage of this is shown in the summary table at the end of the 
report, compiled according to the form proposed by the GRI G4 guidelines.

For each of the 22 topics that emerged as material, in order to identify where 
the issue generates an impact and thus determining its relevance, was also 
defined and applied a perimeter. The impacts can in fact occur in entities 
within the perimeter of the organisation, outside of the organisation, or both.  

FERRERO'S CORPORATE SOCIAL RESPONSIBILITY
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FERRERO GROUP'S STAKEHOLDERS AND MATERIALITY ANALYSIS

MEDIA AND 
SOCIAL NETWORKS

INSTITUTIONS, 
GOVERNMENTS 

AND REGULATORS

CONSUMER 
ASSOCIATIONS 

AND NGOs

EMPLOYEES

TRADE UNIONS

SUPPLIERS

FARMERS

LOCAL 
COMMUNITIES

DISTRIBUTORS 
AND RETAILERS

TRADE AND 
INDUSTRY 

ASSOCIATIONS

CONSUMERS

STAKEHOLDER MAPPING

In regard to stakeholder involvement, the Ferrero Group actively participates 
in debates and in the work groups of trade and industry associations it be-
longs to at an international, European and national level (see list in the chap-
ter "The Ferrero Group"). In addition, the Group has developed a structured 
dialogue with some NGOs that also work in CSR.

As this is the first social responsibility report prepared according to the GRI 
G4 guidelines, the materiality analysis did not directly involve stakeholders 
outside of the Group. However, with a view to continuously improve its su-
stainability strategy, Ferrero, over the coming years, aims to update these 
analyses, by also involving external stakeholders. 

In conjunction with the materiality analysis, the mapping of internal and ex-
ternal stakeholders was also updated, confirming the centrality of the consu-
mer, who is therefore Ferrero’s first key stakeholder.
The stakeholders for which the following report is intended are therefore 
indicated in the following diagram:


