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THE GROUP IN NUMBERS
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The Group in numbers

F
TOTAL PRODUCTION (quintals)

GEOGRAPHICAL DISTRIBUTION OF CONSOLIDATED 
NET TURNOVER FY 2014/2015

CONSOLIDATED NET TURNOVER (€/000)

AVERAGE GROUP WORKFORCE

errero's corporate social responsibility approach is largely focused on 
offering consumers around the world innovative products of the high-
est quality and freshness made using carefully selected raw materials.
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Ferrero around the World

ARGENTINA
AUSTRALIA
AUSTRIA
BELGIUM
BRAZIL
BULGARIA
CAMEROON
CANADA
CHILE

Ferrero products are present and sold, directly or through authorised retailers, in more than 170 
countries belonging to the entire international community.

CHINA
COLOMBIA
CROATIA
CZECH REPUBLIC
DENMARK
ECUADOR
FINLAND
FRANCE
GEORGIA

GERMANY
GREECE 
HONG KONG
HUNGARY
INDIA
IRELAND
ITALY
JAPAN
KAZAKHSTAN

LUXEMBOURG
MALAYSIA
MEXICO
MONACO
NETHERLANDS
NORWAY
POLAND
PORTUGAL
PUERTO RICO

ROMANIA
RUSSIA
SERBIA
SINGAPORE
SLOVAKIA
SOUTH AFRICA
SOUTH KOREA
SPAIN
SRI LANKA

SWEDEN
SWITZERLAND
TAIWAN
TURKEY
UAE
UKRAINE
UNITED KINGDOM
UNITED STATES

THE FERRERO GROUP IS PRESENT IN 53 COUNTRIES

Production Plant

Michele Ferrero Entrepreneurial Project
Ferrero Hazelnut Company
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FERRERO AROUND THE WORLD

During the FY 2014/2015 the Group used a total of 1,781,339 tonnes1 of 
agricultural raw materials and packaging raw materials.

*Michele Ferrero Entrepreneurial Project

6 AGRICULTURAL 
COMPANIES IN:

8 MANUFACTURING 
PLANTS IN:

ITALY
GERMANY
FRANCE
ITALY
AUSTRALIA
IRELAND
ECUADOR
ITALY
ITALY
BELGIUM
POLAND
ARGENTINA
BRAZIL
CANADA
CAMEROON
INDIA
SOUTH AFRICA
RUSSIA
MEXICO
TURKEY
CHINA
ENGLAND

CHILE
ARGENTINA
GEORGIA
SOUTH AFRICA
AUSTRALIA
SERBIA

CHILE
ITALY
TURKEY

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

1946
1956
1960
1965
1974
1975
1975
1985
1985
1989
1992
1992
1994
2006
2006
2007
2007
2009
2013
2013
2015
2015

1. The figure includes the volume 
of water used in the recipes of 
Ferrero products, raw materials 
for surprises and auxiliary 
materials for the production 
process.

AN EXTENSIVE AND CONSTANTLY INCREASING PRESENCE THAT ATTESTS TO THE QUALITY OF THE 
PRODUCTS, THE GROUP'S ABILITY TO ADAPT AND RESPOND QUICKLY TO THE NEEDS OF DIFFERENT 

MARKETS, AS WELL AS TO THE FACT THAT THE GROUP AND ITS PRODUCTS ARE IN TUNE WITH THE DAILY 
NEEDS OF CONSUMERS AROUND THE WORLD.

OUR 22 MANUFACTURING PLANTS

HCo - HAZELNUT COMPANY

RAW MATERIALS



FERRERO'S CORPORATE SOCIAL RESPONSIBILITY - THE GROUP

24

he Group's organizational structure and governance has evolved over 
time, in step with global expansion. The key factors that stand out in 
the Group's history and growth are: 

• the company is still family-owned; 
• continued expansion into new markets; 
• the opening of new production plants; 
• constant innovation of products and their packaging; 
• a focus on the highest quality and freshness.

Corporate Governance

As of 31st August 2015, the Group was composed of 78 consolidated com-
panies, managed under Ferrero International S.A., the parent company, 
a Luxembourgian company based in Luxembourg, the strategic and opera-
tional heart of the Group where more than 800 employees work. 

During the reporting year, the Ferrero Group completed the purchase of all 
equity interest in the Oltan Group, a market leader in the supply, processing 
and sale of hazelnuts and completed the acquisition of Thorntons Plc, an im-
portant British player operating in the chocolate confectionery industry.

Moreover, updates from FY 
2014/2015 include the completion of 
the new industrial plant in China to 
support the development of Ferrero 
products in that area.

Since 1998, Ferrero International has 
applied a traditional corporate gov-
ernance model, with the Sharehold-
ers' Meeting and the Board of Di-
rectors (BoD) in a central role. The 
Chairman of the BoD plays a guiding 
role, rather than an executive one. 
The BoD also has members who do 
not belong to the Ferrero family, in-
cluding the Vice President. The ex-
ecutive members of the BoD are ap-
pointed based on their qualifications 
and skills and subject to constant as-
sessment based on merit. 
The BoD makes use of the Group 
Leadership Team, an executive 
committee based and operating in 
Luxembourg. Established in 2011, it 

is made up of the heads of the main 
corporate functions of the company 
and plays a supporting role in deci-
sion making and implementation of 
corporate strategies defined by the 
BoD. 
The BoD has also created the Audit 
Committee, which operates at head 
office level. This committee, mainly 
composed of professionals from out-
side the Group, is there to provide 
advice and recommendations to the 
BoD on internal control systems. The 
Audit Committee is appointed by the 
Board of Directors and comprises at 
least five members, three of whom 
shall be independent non-executive 
directors. Two of the three inde-
pendent non-executive directors will 
have recent and relevant financial ex-
perience and possibly a Consumer 
Goods business knowledge. With its 
assistance the BoD sets the guide-
lines aimed at strengthening the 

T
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CORPORATE GOVERNANCE

effectiveness of the internal control 
system, including by means of con-
stant reference to international best 
practices. 

The Audit Committee role assigned 
by the BoD is to:

• provide oversight over Financial 
Reporting process;

• review Group's Performance with 
focus on the key drivers and initia-
tives/events in order to assess the 
risks and the impact on the Internal 
Controls system;

• assess the effectiveness of the 
Internal Control system based on the 
CoSO model (Internal Control-Inte-
grated Framework) by evaluating:

 - the governance, risk manage-
ment processes and controls 
implemented by management;

 - the effective functioning of 
Group Internal Audit (GIA) in 
providing independent quality 
assurance;

• recommend the appointment of 
the External Auditor, evaluate the 
performance, approve the audit fees 
and terms of engagement.

Furthermore the Governance, Risk 
and Compliance department has 
developed an initial internal control 
framework through which the func-
tions implement key risk manage-
ment and monitoring processes to 
mitigate operational business risks. 
This should provide a platform to en-
sure sustainable growth for the busi-
ness. This initial phase has continued 
to expand in recent years, covering 
the cross functional areas of risk to 
gradually become an integrated risk 
management system for the Group, 
combining the broad issues of gov-

ernance, enterprise risk management 
and corporate compliance, with a 
holistic approach, to support the 
Group’s strategic management.

Regarding the operating structure, 
the Ferrero Group coordinates all 
the core processes from its head of-
fice in Luxembourg, namely: 

• product research and develop-
ment and the related production 
processes and techniques, including 
the toys; 

• creation of plants/equipment of 
strategic importance; 

• production and transformation 
activities; 

• strategic marketing, institutional, 
development and operating activities. 

In addition, the specific vertical inte-
gration initiatives launched in the last 
few years remain in place, namely: 

• in the hazelnut agricultural sup-
ply chain, with the aim of creating 
more directly owned plantations and 
commercial partnerships in order to 
satisfy part of the Group's demands; 

• in developing energy produc-
tion and sales activities, in order to 
cover part of the Group's needs, by 
investing in high-efficiency plants or 
renewable energy. 

The following operations are out-
sourced: 

• packaging for promotional/spe-
cific products amounting to about 
25-30% of the Group's production 
volume; 

• commercial/distribution activities 
in certain countries and/or for specif-
ic products for about 10-15%; 

• certain administrative/account-
ing services; 

• some IT services.
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y “Added Value” we mean 
the economic value gen-
erated by the Group. The 

“Net Added Value2” in particular 
represents the economic value gen-
erated during the reporting period, 
net of depreciation and operating 
costs, which includes payments to 
suppliers (mainly for raw materials 
and services).

As illustrated in the chart below, Fer-
rero's Net Added Value for the pe-
riod considered in this CSR report 
is distributed in different ways to 
various internal and external stake-
holders.

The item "Human Resources" in-
cludes all types of salaries and wag-
es paid for work carried out by em-
ployees, including social and welfare 
contributions made by the Group.

Ferrero's Added Value

3.5%

70.6%

DEPRECIATION

OPERATING
COST

RECLASSIFIED

7.2%

57.7%

14.3%

HUMAN 
RESOURCES

CAPITAL
REMUNERATION

1.1%
COMMUNITY

PUBLIC
SECTOR

19.6%
ENTERPRISE
SYSTEM

25.9%

NET 
ADDED 
VALUE

The item "Capital Remuneration" 
includes the distribution of the net 
profit for the reporting year and the 
recognition of accrued interest.

The item "Public Sector" represents 
the amount the Group must pay to 
public bodies as corporation tax and 
other contributions directly connect-
ed to the company assets, with the 
exclusion of taxes and additional 
costs relating to operations (duties 
and customs fees).

The item "Community" includes do-
nations, gifts and investments in so-
cial projects and partnerships with 
universities and research centres.

Finally, the item "Enterprise Sys-
tem" represents the economic val-
ue retained in the Group, i.e. the 
difference between the generated 
economic value and the distributed 
economic value.

2. During FY 2014/2015 the 
“Net Added Value” genera-

ted by the Ferrero Group was 
€2,618 million.

ADDED VALUE GENERATED AND DISTRIBUTED - FY 2014/2015

B
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COMPLIANCE WITH LAWS AND REGULATIONS 

3. Employees who fall 
under the "blue collar" 
category are excluded.

he year in question saw no 
significant sanctions for 
failure to comply with laws 

and regulations. Or any significant 
penalties in the form of sanctions or 
fines for failure to respect environ-
mental or social obligations.

Moreover, there were no significant 
cases of failure to comply with regu-
lations and voluntary codes regard-
ing the impact of products on health 
and safety during their life cycle and 
no significant sanctions for failure to 
comply with laws and regulations re-
garding the supply and use of prod-
ucts. Similarly, there were no episodes 
of discriminatory practices involving 
key internal or external players, or any 
instances of corruption.

Internal risk monitoring for potential 
fraud and corruption risks is carried 
out in some Group companies in 
addition to training activities on the 
matter. Starting from FY 2016/2017, 
Ferrero will begin to provide a specif-
ic training course on anti-corruption 
policies and procedures worldwide. 

This course will be aimed at all em-
ployees3 of the Group. 

In relation to contributions from pub-
lic administration, the income state-
ment contributions and capital grants 
for FY 2014/2015 do not amount to a 
significant total value at the consoli-
dated financial statement level.

Ferrero respects and protects the 
privacy of the personal data of its 
employees, consumers, customers 
and other stakeholders with great 
accuracy and in line with the laws in 
force in the jurisdictions in which it 
operates.

The Group always puts safety first 
when selecting, defining and apply-
ing procedures, including IT proce-
dures, for the processing of personal 
data and confidential information, to 
protect the rights, fundamental free-
doms and the dignity of individuals. 
For more information, please see the 
Group’s Code of Ethics (available at 
www.ferrero.com).

Compliance with 
laws and regulations 

T
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Main European and international 
organisations and associations of 
which Ferrero is an active 
member

UNITED NATIONS GLOBAL COMPACT (headquarters in New York)
A political and strategic initiative for businesses that are committed to align-
ing their activities with the 10 universally accepted principles on human rights, 
labour, environment and combating corruption (www.unglobalcompact.org).

GLOBAL REPORTING INITIATIVE – GRI (headquarters in Amsterdam)
A non-profit organisation that promotes economic, environmental and social 
sustainability by providing a comprehensive framework of reporting param-
eters (www.globalreporting.org).

CSR EUROPE (headquarters in Brussels)
An organisation founded in 1995 to encourage and support corporate social 
responsibility. CSR Europe has 50 corporate members and 45 national part-
ner organisations. In total, the organisation connects over 10,000 companies  
(www.csreurope.org).

AEF - ADVERTISING EDUCATION FORUM
A non-profit organisation that provides information on advertising regula-
tions at an international level, with a particular focus on advertising aimed at 
children (www.aeforum.org).

AIM - EUROPEAN BRANDS ASSOCIATION
A European association that brings together brand manufacturers, for a to-
tal of 1,800 businesses in 21 countries, disseminating information and raising 
awareness of issues such as developing, distributing and marketing brands 
(www.aim.be).

CSR ORGANISATIONS 

TRADE AND INDUSTRY ASSOCIATIONS
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MAIN EUROPEAN AND INTERNATIONAL ORGANISATIONS 
AND ASSOCIATIONS OF WHICH FERRERO IS AN ACTIVE MEMBER

BONSUCRO
A non-profit organisation that fosters the sustainability of the cane sugar 
industry through its metric-based certification scheme. Today its members 
total over 400 in 32 different countries, representing all stages of the produc-
tion chain (www.bonsucro.org).

CAOBISCO - EUROPEAN ASSOCIATION OF CHOCOLATE, BISCUIT & 
CONFECTIONERY INDUSTRIES
An association that represents around 11,000 chocolate, biscuit and confec-
tionery companies in the European Union with the aim of creating an inno-
vative, modern and more sustainable chocolate, biscuit and confectionery 
industry (www.caobisco.eu).

EUFIC - EUROPEAN FOOD INFORMATION COUNCIL
A non-profit organisation supported by companies in the food and beverage 
industry and by the European Commission; it provides information on and 
carries out research into food safety and quality (www.eufic.org).

FDE - EUROPEAN FEDERATION OF FOOD & DRINK INDUSTRIES 
A European federation that promotes and represents the interests of the 
food and beverage industry (www.fooddrinkeurope.eu).

IFBA - INTERNATIONAL FOOD & BEVERAGE ALLIANCE
An organisation bringing together the world's leading companies in the food 
and beverage industry with the shared goal of promoting a balanced diet 
and healthy lifestyle for consumers (www.ifballiance.org).

CGF - THE CONSUMER GOODS FORUM
The Consumer Goods Forum is a global network that brings together ap-
proximately 400 distributors, manufacturers, service providers and other 
stakeholders from 70 countries in order to promote efficient business prac-
tices with a view to positive change (www.theconsumergoodsforum.com).

TIE - TOY INDUSTRIES EUROPE
An organisation that represents the interests of toy manufacturers in the Eu-
ropean Union and promotes the role of toys and the act of playing in chil-
dren's educational, physical and social development (www.tietoy.org).

WFA - WORLD FEDERATION OF ADVERTISERS
A global organisation uniting national associations and businesses in the ad-
vertising industry that today have a 90% market share of the advertising mar-
ket, promoting responsible and effective communication (www.wfanet.org).

The headquarters of all these organisations are located in Brussels, with the 
exception of Bonsucro, which is based in London.
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The ABCDE plan
ince 2011 the Ferrero Group 
has been implementing the 
ABCDE Plan (A Business 

Code Dialogue Engagement), aimed 
at sharing the Group's Code of 
Business Conduct with all stake-
holders in the value chain.
The code is based on the Ferrero 
principles, complies with the Group's 
Code of Ethics (both available at 
www.ferrero.com) and defines Fer-
rero practices in the following areas:

1. excellent product quality and 
safety;

2. commitment to protecting hu-
man rights;

3. environmental protection and 
sustainability;

4. guaranteeing standards in the 
workplace environment;

5. business integrity.

In 2013, the goal of sharing Fer-
rero's Code of Business Conduct 
with the entire value chain was 
achieved.

In addition, new contracts signed in FY 
2014/2015 reporting period include a 

clause on the acknowledgement and 
acceptance of the Code, with par-
ticular reference to contracts for the 
production of KINDER® surprises and 
manufacturing agreements.

However, the Ferrero Group hasn't 
stopped at merely reaching its ob-
jective. Using the Code of Business 
Conduct as a starting point, it has 
created specific verification protocols 
for the sustainability of agricultural 
raw materials; in particular the Ferrero 
Farming Values protocol for the field 
production of hazelnuts, developed in 
partnership with SCS Global Services, 
which provides the verification audits 
of Ferrero's supply chain. 
Following this example, a Ferrero 
Farming Values protocol has been de-
veloped for the milk supply chain as 
part of the “Milk Supply Chain Partner-
ship Project”. The goal of this project 
is to build partnerships with suppliers 
to develop and consolidate an action 
plan to achieve the standards defined 
by the Ferrero supply chain protocol. 
For further details, please see the 
chapter “F-ACTS:  Ferrero Agricultural 
Commitment To Sustainability”.

S

The Ferrero supply chain policy, based on the Code of Business Conduct, 
complies with the company's principles, the Code of Ethics, the Ferrero Code 
for toys Safety and Quality, the Ethical, Social and Environmental Require-
ments for Suppliers of KINDER® Toys, international standards for food qual-
ity and food safety management systems (ISO and IFS), specific verification 
protocols for the sustainability of agricultural raw materials and a number of 
environmental standards (ISO and EMAS). In FY 2014/2015, suppliers were 
audited in the following fields: food quality and food safety management 
systems, specific certifications for agricultural raw materials, Ferrero codes for 
the toys mentioned above (for more details, please see the relevant chapter 
of this report).
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THE ABCDE PLAN

Furthermore, since December 2013, Ferrero has been part of the Supply 
Chain Initiative, promoting the implementation of the Principles of Good 
Practices in Vertical Relations in the Food Supply Chain (www. supplychain-
initiative.eu). 

The Supply Chain Initiative was joint-
ly launched by seven European as-
sociations with the aim of increasing 
fairness in trade relations throughout 
the entire food supply chain. 
In January 2016, the promoters of the 
Supply Chain Initiative submitted the 
second annual report, that provides 
an overview of progress and achieve-
ments in the Supply Chain Initiative 

since its launch in September 2013. 
It also presents the results of the 
second annual survey of registered 
companies, the actions undertaken 
and implementation under the SCI 
(www.supplychaininitiative.eu/news/
sci-2nd-annual-report). Since joining 
the Supply Chain Initiative, Ferrero 
has not lodged any complaints, nor 
have any been lodged against it. 

B

Assessing the potentially significant impact of Ferrero plants on local 
communities is a key element to our strategy. We carefully monitor our 
economic, social and environmental impact and believe that utilizing local 
suppliers is an important indicator of how deeply we are committed to and 
involved in the communities where we operate.
The following chapters of this report contain a full analysis of the Group's 
impact on local communities, including, in particular, The Ferrero Foundation, 
Michele Ferrero Entrepreneurial Project, F-ACTS: Ferrero Agricultural 
Commitment To Sustainability and Minimising Environmental Impact.

Ferrero’s spending on 
locally-based suppliers

Italy* 96%

Germany*

France*

Belgium*

Poland*

Canada

Russia

Turkey*

Mexico

99%

89%

60%

90%

77%

98%

99%

97%

Australia*

Ireland

94%

71%

COUNTRIES SPENDING WITH LOCAL SUPPLIERS

TOTALE PRODUZIONE (quintali)

4. The values refer to spending 
by plants with national suppliers 
out of the total value of purcha-
ses for the period 2014/2015. 
Internal company purchases and 
central procurement (such as raw 
materials and packaging) are not 
included.

SPENDING ON LOCALLY-BASED SUPPLIERS IN MAIN COUNTRIES

elow are details of the percentages of purchases made from local 
suppliers, from total spending in the countries where the main pro-
duction plants are located4:

* The figure does not cover 
all Ferrero companies in the 
country, just the company that 
manages the plant.
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April 2016 
Reputation Institute

Ferrero is the first Italian company in terms of reputation according to the 
Global RepTrak® 100 conducted by the Reputation Institute, the world's lead-
ing research and advisory firm for corporate reputation, which revealed the 
100 most reputed companies in the world. The Ferrero Group ranked 18th 
in the world ranking and, with a score of 74.8, it ranked the top company in 
the food sector “top 100”.
Also, in Italy, according to the survey RepTrak® Italia 2016, Ferrero was con-
firmed, for the second consecutive year, the company with the highest rep-
utation, with a score of 85.8. Ferrero was also awarded the “Best CSR 2016”, 
confirming its efforts in terms of social responsibility, which is inherent to the 
company’s DNA.

October 2015 
Social Responsibility Award

The Ferrero Group received the “Social Respon-
sibility Award” at the “South Africa-Italy Business 
Excellence Awards”, organised by the Economic 
Department of the South African Consulate-Gen-

eral in Milan in collaboration with the Italian-South African Chamber of Com-
merce in Johannesburg. Ferrero won the prestigious award thanks to its 
commitment to the “Ferrero Social Enterprises” project.

March 2016 
NCA Lifetime Achievement Awards 

The National Confectioners Association, one of 
the oldest trade associations in the world, hon-
oured Michele Ferrero with the NCA Lifetime 

Achievement Awards during the Association’s 
State of the Industry Conference in Miami. The award, which has only been 
bestowed 15 times, recognizes an individual whose vision, hard work and 
dedication have resulted in a significant and long-lasting contribution to the 
confectionery industry, according to NCA.

Awards and Honours
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AWARDS AND HONOURS

April 2016 
Randstad Awards 

From the results of a survey conducted in Italy, 
on a sample of over 7,000 people aged between 
18 and 65 years, including employees, students 
and unemployed people, Ferrero was voted the 

most appealing employer by potential employees, with 76.5% of the votes, 
earning it first place.
Furthermore within this survey, Ferrero came first in four out of ten factors: 
job security, pleasant working environment, good work/life balance and 
corporate social responsibility.

April 2016 
Authentic Brands

The communications agency Cohn & Wolfe sub-
mitted a global study on the authenticity of brands 

perceived from the consumers’ point, in terms of honesty and transparency. 
Ferrero, in addition to being the only Italian company to appear in the glob-
al rankings, was named one of the authentic Italian brands. 

July 2016 
Ethic Panda Award

Ferrero China was awarded  the “2016 Ethic Panda 
Award”, for the 2nd time, for its persisting commit-
ment to social responsibility and for its outstand-
ing results achieved, such as the promotion of a 
healthy lifestyle in China through Kinder+Sport. 
This is the fourth consecutive year that Ferrero 
China has received an award at this ceremony.  


