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TIC TAC®

ic Tac® is much more than just candy, it is a way of hanging out to-
gether and sharing fresh and happy moments. It was introduced 
in 1969, the year of the Woodstock event and of the first man on the 

moon.
It is not by chance that Tic Tac® was created at a time of exciting innovation: 
in fact, at the time it was a truly rebellious and revolutionary product. It went 
against conventions of the time and was able to create a completely new 
category.

The original name was “refreshing mint”, but  consumers soon began playing 
with the “flip top” package, and identified the product with the character-
istic “tic” sound on opening the pack and “tac” sound on closing it. Hence, 
the original and onomatopoeic brand name: Tic Tac®.

Generation after generation, Tic Tac® has gained the favour and trust of 
millions of consumers all around World, who still today, after more than 40 
years, choose the freshness of these famous pills. Tic Tac® is now sold in 
more than 70 countries around the world and represents one of Ferrero’s 
most widespread brands. 

Tic Tac®’s success is based on the balance between refreshment (the most 
functional aspect, connected to the freshness of the pill from the menthol 
flavours) and enjoyment (Tic Tac® is fun, it represents a happy moment, 
through its surprising fruit flavours). This duality has enabled Tic Tac® to cre-
ate strong brand values that are recognized by the global consumer. 

New products were subsequently added to the classical Tic Tac® range, such 
as: Tic Tac® Breeze (the Tic Tac® sugar-free range), Tic Tac® Mixers (the first 

T

TIC TAC® TRIGGERS 
REFRESHING 
MOMENTS
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TIC TAC®

Tic Tac® pill which changes flavour as it melts in the mouth) a series of new, 
all-year-round and seasonal flavours, always conceived to respond to the 
modern consumer’s different and specific demands. 

Every year Tic Tac® produces 55 billion pills and this number is bound to 
rise!

EACH PERSON ON THE EARTH CONSUMES ABOUT 8 TIC TAC® A YEAR.

Every year more than 400 million people around 
the world decide to take a break choosing 

the playful freshness of Tic Tac®

By placing side by side all the Tic Tac®  boxes bought in 
the world in one year you can get the same 

distance of travelling  coast to coast from New York 
to Los Angeles for    times

By stacking all the packets of Tic Tac®  sold in one year
you could reach the height of about:

Tic Tac®  global annual 
consumption could fill 4 Olympic swimming pools 50 meters long

9
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The great classics, Mint and Orange, 
have made the history of Tic Tac®, 
but during the last years, many oth-
er mint and fruit flavours have been 
added with great success.

The new Tic Tac® flavours stem from 
a direct observation of global ten-
dencies and consumer preferences. 
On the basis of these indications, fil-
tered through the Tic Tac® core val-
ues, different concepts and flavours 
are created in the Soremartec labs in 
Alba, Italy.

Subsequently, different phases of 
qualitative and quantitative research 

Today Tic Tac® is produced and packaged in 9 plants: Alba (Italy), Cork (Ire-
land), Belsk Duży (Poland), Brantford (Canada), Quito (Ecuador), Poços de 
Caldas (Brazil), Walkerville (South Africa), Baramati (India), Lithgow (Australia).

It is the particular production process that makes Tic Tac® so unique.

Basic technology, commonly used in the pharmaceutical industry, is required 
for the production of a small pill. During the coating process, this pill, known 

TIC TAC® FLAVOURS

THE PRODUCTION’S FOUNDING PRINCIPLES

involving the consumer are conduct-
ed. This research entails the evalua-
tion of not only the flavour, but also 
of the whole product concept (col-
ours, graphics, packaging, name, 
communication…).

By always keeping the consum-
er at the centre of the innovation 
process, year after year, Ferrero has 
increased its consumer-orientated 
research, through qualitative, quan-
titative and behavioural analysis, 
aimed at gaining greater familiari-
ty with them and finding what they 
need and like. 
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All ingredients used in Tic Tac® products are meticulously selected and 
monitored from their production to their delivery to the plants and 
final use, respecting precise standards and quality control systems in trans-
port, conservation, and freshness. 
Tic Tac® standards are rigorous, they guarantee the highest quality and re-
spect Ferrero’s best practice policies. 

Sugar is an important ingredient in the production of Tic Tac® pills. 

Ferrero uses both beet and cane sugar. Beet sugar is supplied only by pro-
ducers of non GMO beets, whilst for cane sugar supplies an improvement 
project has been activated by the Group, with the aim of purchasing all its 

INGREDIENTS

Sugar 

to our technicians as “the soul”, the heart of the product, is coated with hun-
dreds of layers of sugar, alternated with aromatic layers, forming the crunchy 
outer layer and transforming the pill into a comfit. In the same way that the 
oyster turns sand grains into a pearl, the particular Tic Tac® production pro-
cess, which takes about 24 hours, transforms a simple pill into a unique and 
inimitable product.  

Tic Tac®’s peculiarity is the aroma that is released from the outside to the 
inside. It is the hundreds of layers which form the product that make such a 
small pill aromatically evolve in such a surprising fashion. The classic Mint, for 
example, consists of three different flavour sensations: vanilla on the outside, 
sweet mint on the inside, and a more intense mint flavour in the middle. 
Finally, the pills are meticulously selected.

TIC TAC®
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cane sugar from sustainable sources by 2020. At the end of 2016 we will 
reach the intermediate objective of 40% cane sugar from sustainable sources 
and 70% in 2018.

Maltodextrins, contained in the Tic 
Tac® core, are medium-long chained 
carbohydrates. They are obtained 
from cereal starch (such as corn, 
wheat and rice) or from tubers (pota-
toes or tapioca) and have a moderate 
sweetening effect, a good solubility 
and a good degree of absorption of 
the essential oils.

There is a tiny amount of fructose in the Tic Tac® core. It is a simple sugar, 
naturally contained in most fruits, in honey and in some vegetables such as 
carrots. It can also be found, in smaller doses, in beet sugar and cane sugar. 
Fructose is the sweetest natural sugar.

Tic Tac® contains a small quantity of other ingredients. 

• POWDERED FRUIT: the fruit used by Tic Tac® is carefully selected to 
guarantee qualitative and flavour standards. In the more important produc-
tion areas, the Group is supplied by selected producers with whom it has es-
tablished long-lasting relations over time, and who, through careful selection 
of the best fruits and dehydration processes, are able to reach the required 
standards.

• AROMAS: are used in minimum quantities and their purpose is to en-
hance particular flavours or scents and stabilize these over time. The Group’s 
technicians select the best aromatic blends to use in Tic Tac® pills through 
countless tests and patient work, which they share with the best flavouring 
experts in the world. To guarantee quality and food safety, accurate daily 
tests are carried out through sensorial analysis and modern analytic tech-
niques.
  

Maltodextrin

Fructose

Other ingredients

They are effective in the production 
of the pills, in particular due to their 
fluidity, compressibility and low hy-
groscopicity, i.e. the capacity to ab-
sorb water molecules.

They are very digestible and are a 
source of long-term energy. 
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• MINT ESSENTIAL OIL: is used for 
its aroma and freshness. The essential oil 
is extracted by distilling the mint. Mint 
is a strongly aromatic perennial plant, 
which grows largely across Europe, Asia 
and Africa. From this plant it is possi-
ble to obtain a very limpid, light yellow 
and very fluid essential oil with a strong 
and penetrating aroma, a very fine scent 
which leaves the characteristic sensation 
of freshness in the mouth. This ingredi-
ent was chosen by Tic Tac® for these par-
ticular qualities and characteristics. 

• GUM ARABIC: is a natural gum. Used in the food industry for decoration 
and to maintain a stable and intact appearance.

• CARNAUBA WAX: is a natural vegetable wax. It is used in Tic Tac® as a 
coating agent.

• CITRIC, MALIC, TARTARIC, ASCORBIC ACID:  Tic Tac® uses the first 
three elements to give acidity and the latter as an antioxidant.

• COLOURANTS: Tic Tac® respects all relevant regulations in force that 
vary from country to country. 

It should also be noted that Tic Tac® pills do not contain GMO ingredients, 
in accordance with the Ferrero Group strategy.
Finally, the nutritional information printed on the Tic Tac® package is 
clear and visible, in compliance with all local legislations.

According to the Ferrero Group policy, attention towards the consumer is 
not only a value but a daily practice, based on a sense of responsibility which 
goes beyond commercial aims. 
The dedication towards consumers has always been the precondition and 
foundation of the Group’s industrial policy. 

The "culture of tasting" has been developed in every production plant. 
The Tic Tac® quality department carries out constant controls during the 
entire production process, according to very specific procedures inspired by 
the most advanced practices of the sector.

THE CULTURE OF TASTING AND OF QUALITY

TIC TAC®
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MORE THAN 30,000 TIC TAC® TASTINGS WERE                                   
CARRIED OUT IN FY 2014/2015.

Moreover, in FY 2014/2015, Tic Tac® 

production included: 
• more than 3,000 tests and 

analyses1 on raw materials and 
more than 1,100 tests on aromatic 
blends;

• more than 15,000 controls2 on 
primary packaging, in addition to 
checking secondary packaging; 

• control of over 36 million pills, 
which include production line con-
trols (weight, composition, aesthetic 
flaws) and laboratory testing of chem-
ical-physical and microbiological pa-
rameters, as well as controlling over 
5 million boxes.

Ferrero defines and applies strict pa-
rameters of traceability, safety and 
quality for Tic Tac®, as for all its  prod-
ucts. The Ferrero plants, where Tic 
Tac® is made, have a Quality System 
certified by a third and independent 
party. 

All of the Tic Tac® industrial plants 
use raw materials and ingredients 
from various suppliers that are se-
lected and evaluated by the Group 
according to univocal parameters. 
During the acceptance phase, all 
the industrial plants apply a control 
plan defined at a central level by the 
Group’s Quality Management, based 
on a specific risk analysis. 

A further risk analysis is carried out 
in the production area, according 
to the implementation of specific 
HACCP plans, established by central 
guidelines, in order to guarantee the 
maximum safety of the products.

The complaints received in FY 
2014/2015 equate to 0.00274 per 
100 kg of Tic Tac® sold.

In addition to the stringent regulations of the different countries where Tic 
Tac® is produced and marketed, the brand has always been sensitive to the 
demands of its consumers, and if possible, tries to meet the requirements 
of the different local cultures and religions.  

For this reason, is some parts of the world, several Tic Tac® flavours are Ko-
sher and Halal certified.

In addition, Tic Tac® pills in the Mint, White Orange, Spearmint and Straw-
berry Mix flavours, are certified as “vegetarian” by The Vegetarian Society, 
because their production follows the standard guidelines in the production 

CERTIFICATIONS

All raw materials are tested through chemical-physical-organoleptic analysis, 
upon delivery, according to specific sampling plans which include a number 
of organoleptic tests, carried out also on a daily basis, by a panel of Tic Tac® 
production experts.

1. Including chemi-
cal-physical and micro-

biological tests.

2. Including or-
ganoleptic tests and 
detection of flaws.
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With the recent certification of the industrial plant in Poços de Caldas, ob-
tained in November 2015, seven of the nine plants producing Tic Tac®  have 
achieved the safety standards according to ISO 14001. By 2020, this cer-
tification will cover the whole Tic Tac® industrial production, and will be 
extended to both the plants in Baramati (India) and Walkerville (South Africa).

Considering the relevance of the emissions related to the use of energy, as 
well as to the consumption of resources, the Group has decided to extend 
ISO 50001 certification, by 2020, to a Group multi-site certification. For fur-
ther information and for the Group’s objectives on this aspect, please refer 
to the chapter titled “Minimizing Environmental Impact” of this CSR report.

REDUCING THE ENVIRONMENTAL FOOTPRINT 

of vegetarian products, as reported by the license agreement determined 
by the same body. 

Tic Tac® contains rice starch, but not gluten deriving from wheat, barley and 
spelt, and is thus suitable for celiac consumers.

In order to guarantee that Tic Tac® is suitable for celiacs, Ferrero applies a 
control plan on the raw materials and on the finished product, and constantly 
monitors the production process, the work environment, the equipment and 
the plants. All operators are adequately trained.

In some countries, Tic Tac® is included in a list of products for celiacs, pub-
lished by specific associations such as AIC (Italian Association for Celiacs) 
which requires compliance with specific parameters.

The industrial plants’ food safety management, where Tic Tac® is produced, 
are verified by an internal audit, and the industrial plants certified by FSSC 
22000, are verified by an external audit formed by excellent organizations 
(for further details please go to chapter “Quality and freshness” of this CSR 
report).

TIC TAC®
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The iconic Tic Tac® pack is a real evergreen.

Its main characteristics have not undergone aesthetic changes from the year 
of its launch to the present day.

Transparency is one of the most distinctive characteristics, allowing the con-
sumer to see the product inside the package. The “flip top” top allows the 
consumer to take an appropriate quantity of product, whilst also maintaining 
product freshness and protect it from external elements. The Tic Tac® pack 
is practical and pocket size to allow the consumer to experience freshness 
wherever and whenever.

Finally, even if the Tic Tac® logo has changed over the years, it has always 
been represented by a fresh mint leaf.

PACKAGING  

ICONIC PILL SHAPE

EASY TO SHARE FLIP TOP
OPENING

POCKETABILITY
LOGO

THE FLAVOUR JOURNEY

RATTLE
TRANSPARENCY

The "flip top" cap produces the classic 
sound "tic tac”, allowing to pick the right 

amount of product, for me or to share

The classic pack shape as iconic feature 
of Tic Tac®; pocketable and discreet, 

bring Tic Tac® freshness wherever

The unique pill oval shape of 
Tic Tac® is immediately recognizable

Stylised mint leaf as immediate 
symbol of freshness

"Oyster manufacturing" 1-2-3 effect

The "music" procuced by 
the shaking movement of Tic Tac® 

pills inside the pack

Product always visible through 
the transparent pack
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The Tic Tac® packaging department is divided into different sales units (for 
example: single products, multipack, etc.) which all have the main goal of 
guaranteeing the product’s quality and freshness. 

Below is a list of materials used for packaging the various products around 
the world.

The main material used for the Tic 
Tac® packaging is hard plastic, fol-
lowed by cardboard, generally used 
as a secondary material for trays and 
selling materials. A small amount of 
paper and flexible plastic is usually 
used for labels and sleevers used on 
some kinds of packaging and for the 
multipack film.

FINDING THE RIGHT BALANCE BETWEEN QUALITY, PROTECTION, 
SAFETY AND RESPECT FOR THE ENVIRONMENT IS A DAILY PLEDGE FOR 

FERRERO AND TIC TAC®. 

In order to guarantee the product’s 
excellence, recycled materials for 
primary packaging cannot be used. 
Recycled materials have been used, 
where possible, and not in direct 
contact with the product, in second-
ary celluloid packaging, such as trays 
or the plastic multipack. This has al-
lowed us to source 17% of all materi-
als from recycled material. 

TIC TAC® PACKAGING MATERIALS AT A GLOBAL LEVEL IN FY 2014/2015*

FLEXIBLE 
PLASTIC

HARD 
PLASTIC

3%

PAPER
67%

3%

CARDBOARD 27%

*Division % in weight of the used materials.

TIC TAC®
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During the past years, in accordance with the Group’s guidelines, several best 
practices in package design have been adopted such as the FY 2014/2015  
examples4 described below:

• R for Recycling
In the course of FY 2014/2015, a number of RPP plastic trays for multipack Tic 
Tac® were produced in the plant in Cork, using polypropylene Tic Tac® box 
scraps, saving 8 tonnes in a year. In the last three years, more than 26 tonnes 
of recycled material were used. This activity is part of the SPE (Scraps of the 
Packaging Evolution)5  global project, which aims to replace part of the virgin 
materials with recycled materials from the Group’s plants packaging waste.  
The replacement of support material for labels, usually made in silicon paper, 
with a PET film, has been tested with some success. This has enabled easier 
recycling and has reduced the support material’s total weight. The PET film 
is in fact 50% lighter than the standard materials and has led to the reduction 
of more than 60 tonnes of material.  

• R for Reduction and Renewability
In view of increasing the percentage of its renewable packaging, in line with 
the Group’s objective for 2020, Tic Tac®’s plastic polystyrene display has 
been replaced by a cardboard version, which has, in the past three years, 
contributed to the recycling objectives, by reducing 29 tonnes, as well as 
saving more than 21 tonnes of resources.  

The plastic Tic Tac® box, in its vari-
ous sizes, is undoubtedly one of the 
brand’s emblems. Today there are 
different kinds of boxes, designed 
according to the different country’s 

History of the Tic Tac® pack

requirements. In developing new 
packaging formats, such as the new 
Tic Tac® Breeze or the Tic Tac® Bot-
tlepack containing 200 mints, Tic 
Tac® continues to transpose the par-

In order to eliminate and reduce the 
negative effects on the environment 
caused by industrial production, Fer-
rero believes in a strong commit-
ment to designing the packaging 
of its products,  during the different 
development and project phases, ac-
cording to the so-called 5R Strategy3, 
which aims to optimize the main var-
iables that influence the overall envi-
ronmental packaging profile.

3. For the definition of the 
guidelines see the chapter 

titled “Minimizing Environ-
mental Impact” in this CSR 

report.
  

4. The values shown are an 
estimate calculated on annu-

al budgeted volumes.
 

5. For further examples 
regarding the Group’s project 

see the chapter titled “Min-
imizing Environmental 

Impact” in this CSR report.

The Eco Design
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ticular characteristics of its historical pack such as the transparent box and 
the “flip flop” lid.

Originally, the packs were made of polystyrene, mainly because of its techni-
cal properties and transparency. Ferrero however continuously examines the 
option of using new materials in order to guarantee environmental sustaina-
bility and improved product quality. 

For this reason, and according to the essential requirements of the European 
guidelines on packaging, the Group has tested different solutions regarding 
size, weight, volume and the material used for the Tic Tac® box. The first 
positive tests carried out in 2000 at the industrial plant in Alba, involving the 
substitution of polystyrene with polypropylene (PP), highlighted the materi-
al’s greater resistance and recyclability. Moreover, due to its flexibility, the 
thickness of the material has been reduced, making it lighter.

The Group then launched the new box, first in Europe and then in the rest 
of the World.

Considering the production volumes of FY 2014/2015, as a result of the chang-
es made in the last few years, we have saved more than 2,0006 tonnes of 
recycled material in the boxes containing 27, 33, 37, 60, 100 and 110 pills. 

INTERNO
Questo documento è proprietà del Gruppo Ferrero e il suo contenuto non può essere comunicato a terzi esterni senza autorizzazione scritta dell’autore del documento

Direzione
Packaging
Unit

33%
lighter

5,2 g

1969
2002

1975
2008

2006
2009

History of the Tic Tac pack

T1 box PP T1 box T100 box PP T100 box T60 box PP T60 box

3,5 g 12,2 g 6,8 g 7,3 g 5,8 g

44%
lighter

21%
lighter

TIC TAC®

6. The values shown are an 
estimate calculated on annu-
al budgeted volumes.
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TIC TAC® NEVER STOPS SURSPRISING YOU

Attention to innovation and building new strong, consumer relevant product 
concepts, results in new ideas for Tic Tac® new limited editions, a special 
range sold only for a limited amount of time. For the past few years, Tic Tac® 

has been surprising its consumers with a limited edition dedicated to specif-
ic moments of the year (for example the Epiphany or Halloween), or special 
events (for example sports events).

A virtuous example is the Minions series, from the Despicable Me movie 
saga that became popular in the summer of 2010, obtaining huge success 
(1.2 billion dollars in ticket sales). The results of the operation were excellent 
for Tic Tac® in terms of sales and awards: the Tic Tac® Minions limited edi-
tion won the NCA Award in the US - an award for the year’s most innovative 
product - and the LIMA Award in Germany for best licensed product, which 
helped Tic Tac® achieve sales records in several countries. The product was 
extremely successful in Australia, Canada and Poland even before the TV 
commercials were aired, and this forced Tic Tac® to work on an extra produc-
tion which risked stalling the whole production system.

The limited edition – “Tic Tac® minions”, a great 
success



266 267

Where does this incredible success come from? 

This success is rooted in the coherence between the Tic Tac® values and the 
characters: the Minions share the same shape of a Tic Tac®, they are cheerful, 
carefree and full of joy, like a Tic Tac®. Minions adore bananas and for the 
first time a Tic Tac® limited edition comes in a banana flavour; finally, thanks 
to the “write on pills” technology which prints in high definition using edible 
ink, the Tic Tac® pills now look like Stuart, Kevin and Bob, three of the most 
loved Minions. Furthermore the packaging (both the classic pocket size box 
and the 100 and 200 pills pack) is recognizable, because it faithfully repro-
duces the movie’s characters.

TIC TAC®

The Tic Tac “write on pills” technology:

The Tic Tac® “write on pills” technology is based on a high definition 
print of symbols, letters, numbers or small drawings directly onto the Tic 
Tac® pill. This technology enables a complete interaction between the 
product and the consumer, creating personalized messages and playing 
with the pills, whilst increasing familiarity with the brand.   

The first activity to have benefitted from the “write on pills” technol-
ogy was the Tic Tac® special edition dedicated to the Minions movie, 
but many other activities are scheduled, starting from 2016, which will 
evolve into a more detailed plan for 2020. They will not only use new, in-
teresting characters from movies or TV series, but will re-interpret major 
events and occasions “in a Tic Tac® style”, always with the same atten-
tion to detail and coherence. 
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Tic Tac® Breeze is Tic Tac®’s latest innovation and was created with the idea 
of diversifying the sugar-free products and at the same time broadening the 
offer in the herbal-mentholated segment.

Tic Tac® Breeze aspires to constantly offer of a new kind of freshness 
which goes beyond the most common and traditional association with mint. 
Because of its characteristics, Tic Tac® Breeze is able to create flavours of 
unexpected freshness, such as, aniseed and liquorice. The main ingredient is 
xylitol, a prestigious sweetener with high refreshing properties which, com-
bined with stevia leaves, forms the pill’s structure. The secret of the pill’s 
uniqueness is in the pill’s core, made with special crystallized herbs, i.e. micro 
xylitol crystals containing a blend of 16 balsamic herbs.  

Tic Tac® Breeze is available in the following flavours: Liquorice, Aniseed, Eu-
calyptus, Alpine Herbs.

Breeze
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The Tic Tac® brand has always been a pioneer in innovation, always studying 
new consumer trends and tastes.

In light of this, during the past years, in line with the Group’s 2020 objectives, 
the “Tic Tac® Feel Nature” initiative was launched to develop products 
and sustainable eco-friendly production processes, in line with the modern 
consumer’s demand for natural, quality ingredients. 

Tic Tac® is currently working on two fronts within this initiative: from one side 
on the origin of the packaging materials, both primary and secondary, from 
renewable sources (bio-plastic materials) and recycled ones (cardboard); 
from the other side on a preference for the most natural ingredients (colour-
ing agents, aromas, etc.).

In spite of the technological barriers and the difficulties connected to the 
product, Tic Tac® technicians and experts continue their research and de-
velopment with the aim of introducing to the market a product that reflects 
the work of an ambitious project, capable of generating value for both the 
consumer and the Ferrero Group. 

TIC TAC®

Continuos innovation - Looking to the future
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FERRERO IN AUSTRALIA
errero Australia was established in 1974, initially with a commercial 
office in Sydney followed shortly afterwards in 1977 with a manu-
facturing plant in the regional town of Lithgow, two hours west of 

Sydney producing NUTELLA® and Tic Tac®. The placement of the Ferrero 
plant in Lithgow has had a significantly positive impact on employment in 
the area: the plant, at 31st August 2015, offered employment to 108 people. 
The commercial office is situated in North Sydney, which was comprised of 
195 employees as of 31st August 2015, of which 99 were full-time employees. 
The business is supported by 91 part-time merchandisers who visit all key 
supermarkets. Like the country itself, Ferrero Australia is hugely diverse with 
a multicultural population representing 21 nationalities.

As well as having responsibility for Australia, the local team also closely sup-
ports the development of the Ferrero business in New Zealand, which is 
managed through an exclusive distributor based in Auckland. The most re-
cent addition to the Ferrero presence in Australia has been the creation of 
Agri Australis in 2011. The farm represents 2,600 hectares of land located 
six hours south-west of Sydney in the Riverina Region and will soon be the 
home to one million hazelnut trees, which by 2020 is estimated to yield close 
to 5,000 tonnes of hazelnuts in-shell each year.

F
FERRERO IN AUSTRALIA: THE BACKGROUND 
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FERRERO IN AUSTRALIA

FERRERO AUSTRALIA: THE COMMERCIAL DIVISION

In Australia, Ferrero has grown con-
tinuously since its inception with con-
sumers developing an increasingly 
strong affinity with the Ferrero 
brands. Starting with Tic Tac® and 
NUTELLA®, the Ferrero portfolio has 
evolved over time and now repre-
sents some of Australia’s most loved 
brands. 

In fact Australia has one of the high-
est per-capita consumption levels for 
Ferrero Rocher in the world despite 
being over 17,000 km from Italy and 
Christmas being at the start of the 
summer. Outside of pralines, KIND-
ER® Surprise, launched in 1993, is 
now the number one single confec-
tionery line in Australia and New Zea-
land while Tic Tac® and NUTELLA®, 

The principles, values and results of 
the Ferrero Group’s corporate social 
responsibility are a great source 
of pride for the Ferrero team in 
Australia and the local sustainabili-
ty actions that are aligned to these 
commitments are shared with our 
local stakeholders. This has resulted 
in acknowledgements, the most re-
cently Ferrero’s recognition by the 

New South Wales Government by 
winning the Medium to Large Busi-
ness Sustainability category at the 
2015 Green Globe Awards for en-
vironmental excellence, leadership 
and innovation; and also winning 
the New South Wales Infrastructure 
Project Innovation Award for the Bi-
oreactor wastewater treatment in FY 
2015/2016.
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both proudly made in Australia, are distributed in almost every store in the 
country. Whilst the Australian confectionery market is mature and relatively 
stable, Ferrero Australia is a dynamic business, growing by 63% since FY 
2010/2011 with net turnover for FY 2014/2015 close to 220 million Australian 
Dollars (151 million Euro) and sales of 160,000 quintals. Whilst Ferrero brands 
lead the categories in which they operate, there remains huge potential to 
further develop our brands in both Australia and New Zealand. 

Ferrero opened its manufacturing factory in 1977, at the chosen Lithgow, 
New South Wales location that is 150 km west of the city of Sydney. Lithgow 
is a regional town with a population of 13,000. Ferrero is one of the major 
employers in town, with a long-standing reputation of providing a safe and 
stable working environment. The plant is a single level facility sitting on a 
Ferrero owned parcel of land of approximately 70,000 square metres. The 
factory produces NUTELLA® and Tic Tac®, with the full production sent to 
the Australian, New Zealand and East Asian markets.
 
At Lithgow we:

• strive for continuous improvement and investment opportunities;
• comply with the requirements of Good Manufacturing Practices, ISO 

14000, ISO 9001, FSSC 22000 and the HACCP rules;
• strive to produce the highest quality product from the raw material to the 

finished goods;

FERRERO AT LITHGOW: THE INDUSTRIAL DIVISION
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LOCAL ACTIONS REFLECTING OUR 
GLOBAL PRINCIPLES

On behalf of Lithgow City Council, NSW Australia, I am extremely 
proud to have a progressive, reputable business in our Local Government 
Area like Ferrero.
Not only do Ferrero make the best chocolate and chocolate 

products in the world, they are a highly regarded business with an out-
standing reputation...

Mayor Maree Statham 
Lithgow City Council

• ensure the provision of a safe working environment for employees and 
contractors.

The Lithgow factory has a long standing relationship with contractors in 
the local area and has invested considerable time and effort in maintaining 
strong working partnerships with local businesses - something that is recog-
nised by the Local Authorities.

The Ferrero factory in Lithgow has demonstrated a long-standing high com-
mitment to quality.  It values the fact that all the rules relative to food safety, 
hygiene, workplace health and safety and the environment, not only need to 
be complied with, but must be exceeded by the factory.  The management 
systems supporting these goals are regularly reviewed for effectiveness and 
continual improvement. Lithgow’s commitment is demonstrated through the 
certification to ISO 9001 and HACCP since 1999, in quality and food safety 
management systems followed by FSSC 22000 since 2011 for food safety 
and ISO 14001, since 2010 for environmental management systems.

Only with the committed contribution of each employee is the Lithgow fac-
tory able to manufacture products of the highest quality.

Loyalty and Trust 

Consistent with the Ferrero Group’s 
commitment to corporate social re-
sponsibility, in Australia Ferrero has 
engaged with a wide range of sta-
keholders to share its corporate 
social responsibility values and 
our local achievements. 

Integrity and Sobriety

Ferrero has by invitation been a 
guest speaker at a number of New 
South Wales State Government ar-
ranged events focused on varying 
aspects of sustainability such as 
energy co-generation, waste mana-
gement and industry leadership. 
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Ferrero installed a bioreactor at the 
Lithgow factory to improve the ma-
nagement of the liquid trade waste. 
This is an above-ground bioreactor 
that provides microbes, the ideal 
oxygen rich environment in which to 
rapidly grow and multiply. 

The Lithgow factory’s environmental 
results and achievements are guided 
and aligned to our global commitmen-
ts. This includes reported reductions 
in electricity and water consumption, 
improved recovery of waste diverting 
it from landfill, and significant gre-
enhouse gas reductions driven by the 
self-generation of electricity.

Commercially, Ferrero Australia:
• is a signatory to the Responsible 

Children’s Marketing Initiative;
• has provided the details of energy 

and key nutrients per serve on the front 
label of its NUTELLA® and KINDER® 

products;
• supports the Australian confectionery industry’s “Be Treatwise” campaign 

to promote its local adherence to Ferrero’s Health and Nutrition principles. 

Passion for Quality, Research and Innovation

Respect and Responsibility

…Ferrero Australia is continually searching for strategic ways to improve 
resource productivity, has a history of embracing innovative technology, en-
gages early with new business models and is demonstrating real leadership 
by working collaboratively with its entire supply chain, extended business 

networks and local communities. They are a strong advocate for sustainable best practice.
We acknowledge Ferrero Australia as effective leaders in both thought 
and action, who share our dual commitment to protecting our natural 
environment and building a productive, sustainable and thriving New 
South Wales.

Tom Grosskopf, Director Metropolitan Branch, 
New South Wales Office of Environment and Heritage

The new Australian designed techno-
logy is comprised of a series of na-
no-ceramic membranes suspended 
vertically and are surrounded by air 
to create a series of "gills". Wastewa-
ter passes over the gills, enabling mi-
crobes to "eat" the nutrients out of 
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the water and "breathe" the air to grow and multiply. A batch process is run 
where the wastewater is transferred into a treatment tank and recycled until 
within the accepted criteria range.  An innovative solar heating solution, using 
evacuated tubes, was applied to the bioreactor to maintain its efficiency du-
ring the colder months.  

This innovative waste water treatment solution, the first for a food manu-
facturing company in the world to implement a full-sized water treatment 
solution of this type, has been recognised by environmental certificates from 
the National Banksia Foundation, the New South Wales Government’s Green 
Globes and was winner of the Australian Water Association’s Infrastructure 
Project Innovation New South Wales award.

Ferrero’s Lithgow facility has been 
recognised for its success in minimi-
sing its impact on the environment. 
Analysis of performance is based on 
the 5 years ending FY 2014/2015.

Electricity consumption: between FY 
2010/2011 (following the Ferrero Au-
stralia Environmental Management 
System being established and certi-
fied to ISO 14001) and FY 2014/2015, 
the Lithgow factory has consistently 
reduced Megawatt per hour consu-

ENVIRONMENTAL MANAGEMENT

mption per ton of product, with a total 
reduction of 29% over the period. This 
continuous improvement has been 
enabled through the implementation 
of a suite of initiatives such as the re-
placement of 2,400 fluorescent tubes 
with 1,200 LED lights, establishing 
economy cycles for air conditioning, 
the installation of a tri-generation 
plant (achieving efficiencies through 
providing cooling and steam), surveys 
of compressed air leakages, savings 
in compressed air through a change 
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in the fire sprinkler system from one based on compressed air to one based 
on water, and green weekend programs designed to build staff awareness and 
engagement. To date the tri-generation plant is currently self-generating 
close to 50% of the Lithgow factory’s productive electricity needs.
To better manage the energy requirements of Ferrero, as part of the Group, 
it is implementing the ISO 50001 standard for energy management sy-
stems. This management system is planned to be available for certification 
in FY 2017/2018.

Greenhouse gas emissions: as a result of the energy efficiency improvemen-
ts, Lithgow’s greenhouse gas emissions per ton of finished product have 
reduced by 41% since FY 2010/2011. 

Waste recovery: prior to 2006, the Lithgow factory was disposing most of 
its waste to landfill, which was considered standard practice in Australian 
industry. Since then, considerable efforts have been made to recover this 
waste.  Recognising the Groups average of 90% of waste recovered as a local 
target, the Lithgow factory has improved its performance to 85% during 
FY 2014/2015. This waste recovery was achieved through partnerships with 
waste management service providers, waste audits, the identification and 
separation of wastes on-site and staff engagement. 
Furthermore Ferrero Australia has been a signatory to the Australian 
Packaging Covenant since its establishment in 2011. In accordance with the 
Stewardship requirements of the Covenant, Ferrero has shared its environ-
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Packaging: the Australian Packaging Covenant (APC) requires its signatories 
to adopt Sustainable Design Criteria for product packaging. Ferrero Austra-
lia introduced this criteria into its local new product development process for 
Australian made products and point of sale material ensuring environmental 
requirements are considered and reviewed. The APC assessment of Ferrero 
Australia’s Report for 2015 stated: “This was a well-prepared report that met 
the requirements for all KPIs and demonstrated your commitment to packa-
ging sustainability”.
As part of a review of Australian made products under the APC, the plastics 
(polypropylene) in NUTELLA® caps was reduced in weight effective 1st Sep-
tember 2013 resulting in the saving of 74 tonnes of plastic to August 20157. 

7. The values shown are an 
estimate calculated on annual 
budgeted volumes.

mental commitments with its trade partners. In retail stores, all Commer-
cial field force are trained to dispose of packaging waste appropriately and 
behaviour is reinforced through their formal store reporting process.

Water consumption: Lithgow FY 2014/2015 factory’s water consumption 
(cubic meters per ton of finished product) has reduced by 24%. This was 
achieved through processing improvements in evaporative cooling for air 
conditioning, changes in vacuum transfer systems and the selected reuse 
of process water. During 2015, the Lithgow plant installed a 150,000 litres 
rainwater-harvesting scheme.

Compliance:  through the implementation of a series of initiatives under an 
Effluent Improvement Program – including the installation of the new biore-
actor in 2013, Lithgow factory has reduced the Biological Oxygen in its 
liquid trade waste by 97% since FY 2010/2011.
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The Lithgow factory sources 82% 
of its packaging8 in Australia being 
items such as jars, labels, and card-
board. The remaining 18% of packag-
ing includes resin from Asia used to 
produce in-house injection moulded 
products for Tic Tac® and NUTEL-
LA®, and foils and aluminium seals for 
NUTELLA® imported from Germany.

SOURCING

The Ferrero Group’s agricultural com-
mitment to sustainability is shared 
annually with its Australian stakehold-
ers. Ferrero’s progress on sustainable 
sourcing of ingredients such as palm 
oil, cocoa and cane sugar are of sig-
nificant interest and its achievements 
are acknowledged in the Australian 
and New Zealand markets.

…With Australia’s love for NUTELLA® being so strong, having Ferrero make 
public commitments, allowing our visitors to contact Ferrero and seeing the com-
mitments be followed through, has all been a very important journey not only for 
Ferrero but also for our zoo visitors and staff to be a part of and contribute to.

Ferrero has become a leader in sustainable practices and fair sourcing of ingredients, a story that 

LOGISTICS

The distribution of Ferrero products throughout the vast areas of Australia 
and New Zealand require meticulous planning and careful consideration to 
the environmental impacts of our warehouse and transportation activities.  
From Ferrero's estimate, the transport carriers travel over 6 million km over-
land every year with Ferrero products. 

The Supply Chain team at Ferrero works closely with its logistics partners, 
developing innovative warehouse and transport solutions that reduce freight 
miles and the associated carbon emissions, maintain Ferrero's commitment 
to the National Chain of Responsibility Legislation and have a positive in-
fluence on both workplace and road safety. 

Ferrero has implemented the following initiatives during the calendar year 
2015, focused on reducing our logistics footprint in Australia and New Zealand:

• Regional Distribution Centre in Victoria. Seasonal stock for Christmas 
promotions is imported directly to Melbourne from our overseas factories 
and distributed to customers in the southern states of Australia, saving close 
to 50,000 km in road freight.

• Seasonal promotional volumes for New Zealand are shipped direct from 
overseas factories to our Distributor in New Zealand. This avoids handling 
and processing through our warehouse operations in Australia and addition-
al road transport, reducing the need for approximately 650,000 km in 
sea freight and the saving of 10,000 km of road freight.

• NUTELLA® and Tic Tac® stocks are despatched direct from the Lithgow 
factory to New Zealand, avoiding processing and handling at the Sydney 
warehouse.

8. Value spend.
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Agri Australis Pty Ltd is a company 
within the Ferrero Group, founded in 
June 2011 and is located near the town 
of Narrandera (600 km from Sydney), 
in the south western Riverina region 
of the state of New South Wales. The 
aim of Agri Australis is to develop a 
large-scale demonstration farm which 
will showcase to farmers and possible 
investors the potential of future hazel-
nut cultivation and production in the 
region. The counter-seasonal supply 
from Australia will provide the pos-
sibility of accessing fresh hazelnuts 
all year round.

Agri Australis has worked with both 

AGRI AUSTRALIS

the New South Wales State and Au-
stralian Federal Governments to 
implement the plantation and was 
recognised by the Federal Govern-
ment with an award for its outstan-
ding contribution to the integrity of 
Australian biosecurity in 2013. The 
demonstration farm comprises 2,600 
hectares of agricultural land of which 
2,000 are suitable for the cultivation 
of hazelnuts and some conservation 
areas with native trees on the Mur-
rumbidgee River. The goal is to plant 
one million trees by the end of the 
FY 2016/2017, with the first harvest 
forecast for April 2018 and full pro-
duction by 2022.

gives us hope for a better future for orang-utans and all wildlife. Zoos Victoria 
would like to congratulate Ferrero Australia on their hard work and dedication 
in working towards a better future.

Anne Ward Chair, Zoos Victoria
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FERRERO AUSTRALIA’S SOCIAL INITIATIVES

Established in 1994, Brainwave helps 
children living with neurological con-
ditions by providing the support they 
need to improve their quality of life.  
A neurological condition can include 
epilepsy, brain cancer, autism, muscu-
lar dystrophy, strokes, childhood MS 
and acquired brain injuries.
Brainwave offers support in the ho-
spital, in the home and through family 
care events to over 800 children and 
their families across the states of New 
South Wales and Victoria. Ferrero pro-
vides products, staff volunteering and 
financial contributions to help children 
and families living with these debilita-
ting conditions, Australian employees 
of Ferrero contributed 168 hours of 
volunteering service to Brainwave’s 
events in FY 2014/2015.

Foodbank in Australia is a not-for-profit organisation that seeks and distri-
butes food and grocery industry donations to welfare agencies which feed 
the hungry. Food and grocery manufacturers, producers and growers deliver 
their donations to Foodbank warehouses, where the food is sorted and then 
collected and distributed by welfare agencies throughout Australia. Last year 
Foodbank provided 76% of Australia’s food relief in the form of 166,000 
meals each day. The food is used to prepare mass meals or for distribution 
in food parcels. It helps feed 2 million Australians each year, almost half of 
them children.

Brainwave Australia

Foodbank Australia

Brainwave’s long standing association is highly valued by its Board of Di-
rectors, its staff and particularly the families who engage 
with Ferrero volunteers at Brainwave events. On behalf of 
the children that Brainwave supports, thank you for your 

commitment to helping make a difference.
    

Caroline Scully, General Manager
Brainwave Australia
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Ferrero is committed to assisting 
Foodbank by not only donating our 
products (just over 50 tonnes in FY 
2014/2015 valued at 1.2 million Au-
stralian Dollars in social return9) to 
support food relief and natural disa-
ster assistance, but by also regularly 
providing teams of volunteers from 
our company to work in Foodbank 
warehouses and associated food 
relief programs across Australia of 
which 35 hours was provided in FY 
2014/2015.

9. Source: Ferrero report card 
FY 2014/2015 by Foodbank.
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Ferrero’s Australian management has presented at leading Australian univer-
sities promoting our company values. 

Sharing values to add value

For the last five years Ferrero Australia has been closely involved in the 
delivery of postgraduate CSR focused courses run by the UTS Business 
School. Working closely with faculty, Ferrero Australia management have 
shared the Ferrero CSR strategy with a broad range of students studying 

in the MBA, Indigenous and Not for Profit focussed Masters Degrees. The response from 
students has been universally positive and they have found the key take away messages 
from the Ferrero experience to be that for CSR achievements to be secured as: 

• a company need;
• a strategy with clearly set and achievable goals, 
• a commitment to incremental as well as eventual significant improvements –  real-

ising positive change is a journey not a destination;
• a commitment to CSR is deeply integrated and embedded with all parts of the or-

ganisation;
• and in particular, building a sustainable and socially responsible 

business is at the core of a company’s leaders' aspirations.

Bronwen Dalton
University of Technology Sydney Business School

HUMAN RESOURCES

Ferrero strongly believes in the importance of creating an engaging work-
place. Ferrero provides and supports an environment which allows its em-
ployees to take pride in their achievements with the knowledge that they are 
rewarded both financially with competitive pay and benefits, but also emo-
tionally through the celebration of major employee achievements.

At 31st August 2015, the ratio of women to men was 65% women and 35% 
men (inclusive of both the commercial division and plant direct employees). 
The ages of Ferrero employees range from 18 to 68 years. Additionally, at the 
Lithgow factory the ratio is 47% female and 53% male. The ages of Ferrero 
employees in Lithgow range from 18 to 65 and the average length of service 
in the Group is greater than nine years, covering full time, seasonal and ca-
sual employees.

Demographics of Ferrero Australia employees
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The Australian Business unit is com-
mitted to providing a competitive 
total compensation package to guar-
antee internal equity, reward perfor-
mance, and provide alignment to the 
business objectives and support mo-
tivation and retention. The total com-
pensation package is in the form of 
base salary, superannuation (pension 
plan), and car allowance (if applica-
ble), incentives and a comprehensive 
benefits package. 

In Australia, Ferrero seeks to provide a safe and secure work environment 
through the following initiatives:

• safety Committee Meetings are held once a month to enable consulta-
tion with employees and provide solutions to Workplace Health and Safety 
Issues;

• risk assessments are conducted to identify areas of improvement in the 
processes and procedures;

Compensation and Benefits

Workplace Health and Safety

At the Lithgow factory, Ferrero is 
committed to providing a competi-
tive total compensation package in 
the form of base pay, bonus incen-
tive (salary employees), and superan-
nuation plan. Blue Collar employees 
are covered by an Union Enterprise 
Agreement which is negotiated every 
two to four years, with the aim of pro-
viding a competitive hourly rate for 
Ferrero employees and maintaining a 
high level of productivity.
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• bi-Annual training is conducted 
in areas such as safety committee 
consultation, manual handling and 
risk identification;

• bi-Annual hearing tests are per-
formed on all employees and noise 
reduction programs are implemen-
ted;

• training is conducted in areas 
such as safety committee consulta-
tion, manual handling and risk iden-
tification;

• flu vaccinations are offered to of-
fice staff prior to the winter season to 
protect employees against influenza;

• commercial office employees 
have access to a Gym program and 
education sessions to maintain a fit-
ter, healthier lifestyle, reduce stress 
and improve energy levels.  Employe-
es taking up the offer are entitled to 
fitness program, small group training 
fitness workshops and group fitness 
classes and team workouts.

In Australia, Ferrero complies with all regulations pertaining to equal op-
portunities and people with different abilities, to provide for equal rights 
and opportunities without discrimination in the recruitment, employment, 
promotion and termination of employment of its employees. Ferrero is com-
mitted to ensuring a discrimination-free workplace in compliance with the 
Equal Employment Opportunity Act. 

Ferrero Australia as of 31st August 2015 has 21 nationalities working through-
out the organisation. In Australia, the Commercial office has organised Har-
mony/Multicultural day lunches to celebrate inclusiveness, respect and a 
sense of belonging for everyone. It is a day for all Ferrero employees to 
embrace our cultural diversity and to share what we have in common. The 
central theme for Harmony Day is that "everyone belongs", reinforcing the 
importance of inclusiveness to all Australians.

Equal rights and People with disabilities

Diversity and Inclusion - Harmony Day
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The Pulse team is a committee formed by employees from commercial divi-
sions who serve as a conduit to management to table employee initiatives 
and workplace improvements. The purpose of the Pulse Team is to ensure 
that Ferrero Australia a great place to work - creating personal and busi-
ness growth. 

Some of the initiatives run by the Pulse team include organising a Ferrero 
Family Day, Outdoor activities, Harmony Day and Lithgow factory tours.  

The Ferrero Lithgow Social Club is made up of an employee group with the 
aim of organising social events for Ferrero’s Lithgow-based employees. 
These events usually happen on an annual basis and may include lunches or 
dinners at local restaurants, children’s day trips or special day events.

The Pulse team

Employee Social Club
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Employees at Ferrero have an individual development plan to ensure they 
reach their professional goals.
Annually managers and employees plan activities that will aid their develop-
ment and assist them to reach their professional goals.  The plan can include 
training, mentoring, coaching and on-the-job learning.

Providing stimulating careers is important at Ferrero. The Career Path, 
provided only to commercial division, is a framework which allows employees 
to plan their career development through understanding the various career 
options available within Ferrero. The tool enables employees to: 

1.  know their strengths, development areas, and career aspirations; 
2. explore career opportunities available within Ferrero;
3. identify development actions in line with their aspirations.

Individual Development Plans

Career Path

ADDITIONAL COMPANY-PAID BENEFITS
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Ferrero Australia offers the Educational Assistance Program that is designed 
to provide eligible employees the opportunity for financial reimburse-
ment and study leave days for a specific courses/classes. 

The Employee Assistance Program is a confidential service available to all 
Ferrero full-time employees that allows them to speak with an expert con-
sultant to assist in the identification and resolution of personal matters. 

Managers/supervisors, employees and their families have quality access to 
assessment, crisis intervention, counselling, follow-up and referral, if neces-
sary. The program can help employees deal with stress, relationship issues, 
parenting and childcare, needs of an older relative and, health issues. No 
issue is too big or too small for the EAP. 

Every year the Lithgow factory hosts a Children’s Christmas Party. Through 
consultation with employees a Christmas present for all attending children, 
carnival rides, face painting and lunch for all attendees is organised.  The an-
nual Children’s Christmas Party is a valuable local event that all employees 
and their families look forward to every year.

Education Assistance Program 

Employee Assistance Program (EAP)

Children’s Christmas Party
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FERRERO IN THE UK 
AND IRELAND

errero operates in the United Kingdom and Ireland and is present 
with the following units:

• Ferrero UK, based in Greenford, which is responsible for marketing Fer-
rero products and brands to customers and consumers throughout the UK 
and Ireland, plus the Isle of Man and the Channel Islands.

• Ferrero Ireland, based in Cork, which manufactures Tic Tac® for the UK 
and Ireland and also exports to more than 40 other markets around the 
world.

At the end of August 2015, Ferrero also acquired Thorntons, the iconic Brit-
ish manufacturer and retailer of chocolate confectionery.  This acquisition 
added a factory and head office in Alfreton, Derbyshire, and more than 200 
shops located throughout the UK and Ireland.  
The process of integrating Thorntons into the Ferrero Group, in order to 
grow the business and its brands, is underway, but largely falls outside the 
time period of this report.  

Ferrero first came to the UK in 1966, 
and to Ireland in 1975, and has 
launched numerous brands which 
have fast become household fa-
vourites in these markets. These 
include NUTELLA®, Tic Tac®, KIND-
ER® Surprise, Ferrero Rocher, KIND-
ER® Chocolate, KINDER® Bueno, 
Raffaello and Ferrero Rocher Col-
lection.
Ferrero is one of the fastest 
growing confectionery business-
es in the UK – with a value growth 
of 24% in the market and adding 
nearly 50 million Pounds in value to 
the category in FY 2014/20159.

F
INTRODUCTION

PORTRAIT OF A BUSINESS

Growth is also rapid in Ireland, 
with a value growth of 21.3% in the 
market and adding nearly 3.5 million 
Euros in value to the category in FY 
2014/201510.

The acquisition of Thorntons an-
nounced in summer 2015 has made 
Ferrero the fourth largest confec-
tioner in the UK with 3,467 employ-
ees at 31st August 2015, an 18.8% 
value share of the boxed chocolate 
market and a 6.7% value share of 
the overall chocolate confectionery 
market11.

9. AC Nielsen total coverage, 
MAT to 11/7/15.

10. AC Nielsen (FY1415 we. 
23.04.16).

11. AC Nielsen Total Cover-
age MAT to 17/10/15.
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FERRERO IN THE UK

In FY 2014/2015, the Ferrero UK Ltd turnover was 249 million Pounds (332 
million Euros) and the Ferrero Ireland Ltd turnover was 55 million Euros. 
Around 52% of all UK households buy a Ferrero product every year, rising 
to 61% of households with children12. 

In Ireland, the market share is 4.6%, with 52% of households buying a Fer-
rero product every year, rising to 61% of households with children13.

12. Kantar Worldpanel online, 
52 week data to 16.08.15.

13. Kantar: MAT we 27.03.16.

14. Estimation based on an 
internal study conducted with 
regards to the FY 2013/2014.

15. AC Nielsen Scantrack, Sep-
tember 2012 to August 2014.

Ferrero UK was established in 1966 in the UK with an office in central London. 
NUTELLA® was advertised on television for the first time in 1967, with Tic Tac® 
following in 1970.

Increasing staff numbers led to several relocations of the market’s head office 
and in 2008, the business moved to office space in Watford, around 30 km 
from the capital. Over the following years, the business grew rapidly and a 
larger office was required to support the scale of operation.

As of 31st August 2015, Ferrero had 156 employees in the UK, and supported 
a further estimation of over 800 jobs in the wider economy14. For the two years 
2013-2015, Ferrero contributed 94% of all value growth in the UK confection-
ery market15.  

As a result of this growth and its strong commitment to the UK market, 2015 
saw Ferrero acquire a new, larger site with leading environmental credentials.

The new headquarters are situated in Greenford, in the London Borough of 
Ealing in the west of London and just a 20 minute drive from Heathrow Air-
port.  Ferrero is committed to working with the local council and community 
groups to support community activities.  For example, Ferrero supports Ealing 
Council in its work to encourage inward investment into the borough and the 
Kinder+Sport programme is active in local schools.

Building scale
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Further demonstrating the growth and strength of the UK business, in Au-
gust 2015 the Ferrero Group made its first-ever acquisition with the purchase 
of UK confectioner Thorntons.

Ferrero saw in Thorntons a highly complementary business, along with 
shared core values and a commitment to providing high quality, premi-
um confectionery products to customers. This cultural fit between the two 
companies provides a strong foundation for the next chapter in the history 
of the Thorntons brand.

Thorntons: a new chapter for Ferrero 

Greenford: a new home for Ferrero in the UK

With more than 5,000 square metres of floor space over an atrium and 
three office floors, Ferrero UK’s Greenford office provides the right envi-
ronment for the team and business to thrive in the UK.

The building incorporates an advanced glass layer which is highly en-
ergy efficient, keeping heat out in the summer and cold out in winter.  
The chillers installed in the building are among the most energy-efficient 
available, with a refrigerant that has no ozone-depleting potential and a 
design that emits very little noise.

All waste from the building is either recycled or used for energy: none 
goes to landfill.
For Ferrero staff, the office offers a serviced restaurant with hot and cold 
food, including a variety of attractive options which change on a daily basis.  

Although the building has a multi-storey car park with 150 spaces, staff 
are encouraged to cycle to work and adopt active lifestyles – shower 
facilities are provided.

Situated in a green landscape of more than 3 hectares, Greenford will 
give Ferrero the right environment to grow during this next key phase of 
development and will provide the right resources for the business.
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Thorntons: a family business with a focus on quality

The acquisition of Thorntons, a well-established UK confectioner, has 
brought together two companies founded on family values and with a 
shared commitment to quality.

Thorntons began with a small shop in Sheffield, opened by travelling 
confectioner Joseph William Thornton in October 1911 and run by his 
two sons Norman and Stanley. The company’s famous and hand-iced 
chocolate Easter eggs have been made since 1922, a tradition which the 
company has continued to this day, whilst the much-loved Special Tof-
fee has been on sale since 1925 and is still made with the same recipe.

In 1985 the chocolate factory at Thornton Park in Alfreton was opened 
by HM Queen Elizabeth II. The company head office and production 
facilities are still based at the site and are an important part of the local 
community.

In line with the company’s origins, Thorntons still sells products through 
a network of franchise and owned stores, cafes and an online shopping 
website. From the original Sheffield shop, Thorntons now has more than 
200 retail stores and a strong digital sales business.

Ferrero UK also has a longstanding relationship with Daventry, Northamp-
tonshire, where it established a distribution base in 2012.

Working in conjunction with the international logistics provider DHL, Ferrero 
has invested in a state-of-the-art packaging facility.

Effective waste management practices at the DHL warehouse reduce the 
impact of waste: in the FY 2014/2015, 445 tonnes of material were recycled 
and a further 294 tonnes of material were recovered, avoiding an estimated 
750 tonnes of CO2 in the process.

Furthermore, six dual-fuel vehicles are now in use, using LNG as well as die-
sel, with an estimated annual saving of 990 tonnes of CO2.

The DHL warehouse employs around 300 people, making it one of the larg-
est employers in the local area. Its location in the English Midlands allows 
Ferrero UK to ensure fresh products are efficiently distributed to retailers. 

Delivering freshness 
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Following the acquisition of Thor-
ntons, Ferrero staff in the UK num-
ber 3,467 employees at 31st August 
2015, based principally in two loca-
tions: the head office in Greenford 
and the Alfreton-based manufactu-
ring plant and offices.

The 156 employees of Ferrero UK 
Ltd as of 31st August 2015 have an 
average age of 36 and have been 
with the company on average 5 ye-
ars.  50% are women, 50% men.

Employees in the UK

Training is provided in both ge-
neral business and office-related 
matters - health and safety, food 
hygiene and IT - and on dedica-
ted professional skills appropriate 
to each job role.  There is a com-
prehensive approach to perfor-
mance evaluation and appraisal 
and a forward thinking attitude 
to talent management, intended 
to maximise each employee’s op-
portunity to contribute to the busi-
ness and to reach their own career 
goals.

16. Internal staff survey, 
July 2014.

Employee health and wellbeing in the UK

Ferrero aims to support and encourage all staff and their families to lead 
more active and balanced lifestyles. 

In the UK, a range of initiatives have been designed to inspire lifestyle 
change around the core elements of activity, health and family.

Employees are offered a health assessment and a session with a phys-
iotherapist, along with information about health, nutritional tips and 
advice, and visits by nutritionists to motivate staff.  There is a medical 
insurance scheme which rewards participation in healthy activities such 
as going to the gym or walking a certain number of steps per day.

In addition, Ferrero UK has enlisted Sally Gunnell, the former Olympic 
hurdling champion, as an ambassador. Using her expert knowledge, Sal-
ly has helped inform the design of the programme and has facilitated 
five-a-side football family days to help engage employees and their fam-
ilies in a fun way.

As a result, more than half (53%) of UK employees have said they find 
it relatively easy to adopt a healthier lifestyle and 43% are eating more 
healthily. Half (51%) feel more inspired to live a healthier lifestyle, and 
35% have become more active after engaging with the programme16. 
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FERRERO IN IRELAND

Ferrero has been present in Ireland since 1975, and the country plays an im-
portant role for the Ferrero Group. 

The Ferrero Ireland facility is based in the city of Cork, in the south of the 
Republic of Ireland.  Ferrero’s 13,000 square metre site sits on 37,000 square 
metres of land and was chosen for its strategic position with air, sea and road 
transport links; the wide availability of skilled personnel in Ireland; and its 
proximity to the UK market.

The factory was acquired by Ferrero in 1975 and has been extended twice: 
in 1980 to expand moulding activity, and 1995 in the manufacturing area.  It 
is a leading-edge Tic Tac® production facility, that demonstrates the Ferrero 
commitment to quality, best practice and continual improvement, exporting 
Tic Tac®s to other markets worldwide.

Ferrero Ireland Ltd employs 237 people in Cork as of 31st of August 2015, 37 
of whom are occupied in office-based roles. 

A leading-edge manufacturing site
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Tic Tac® manufactured in Cork

The Cork site produces 35% of the world’s supply of Tic Tac®. This rep-
resents 62 million Tic Tac® pills produced each and every day; a total of 
20 billion in a year.

In addition, the site also manufactures the plastic boxes and plastic caps 
in which Tic Tac® is sold – a total of 400 million boxes and caps each year. 

It takes around 24 hours to make a Tic Tac®, with timings varying slightly 
for individual flavours. The Cork site is the point of reference for in-
troducing new flavours to the Tic Tac® range and the plant currently 
produces several varieties, from classic Mint to Strawberry Fields and 
Cherry Passion.

With continuous investments in new technology, the factory is a highly 
advanced facility with state of the art manufacturing equipment and a 
highly skilled workforce. The site is the Tic Tac® “academy” for the Fer-
rero Group, and used as a training facility for colleagues in other plants 
around the world. Operators and technicians have also travelled to oth-
er Ferrero sites to support with new techniques and innovations.

Once packaged, over 97% of production from the Cork site is exported 
around the world. Tic Tac® is provided to more than 40 markets world-
wide, including the UK, Germany, France, Poland and even Italy.
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The Cork site has the ambition to 
reduce its environmental impact  
through local projects of impro-
vement and following the Group’s 
guidelines and objectives. Over the 
last five years Ferrero has invested 
an average of €5 million in Cork per 
year. Approximately 20% of these 
investments relate to projects that 
have a positive impact on the envi-
ronment. The most important ones 
include:

In March 2015 a high-efficiency co-
generation engine was installed, 
which produces 1,560 KW of electric 
energy, 679 KW of steam and 1,002 
KW of hot water. This allows for more 
efficient energy production and the 
Cork plant self-generates 75% of its 
electricity needs. Moreover, there 
are ongoing projects to utilise excess 
thermal energy, when overproduced, 
replacing the use of steam with hot 
water in the manufacturing process.  
In the last three years, five new, more 
efficient air conditioning units were 
installed, equipped with VSDs (Va-
riable Speed Drives) and operating 
in free-cooling. This investment led 
to savings of approximately 30% of 
energy consumption. 

Another significant project is the pro-
gressive replacement of fluorescent 
lights with LEDs. These lights consu-
me 50% less electricity, with impro-
ved lighting power, which results in 
a better workplace for our employe-
es. LEDs have a longer lifetime and, 
unlike fluorescent tubes, their waste 
has a significantly lower impact on 
the environment. Since the start of 
the project, 1,400 lights were repla-
ced, and we expect to change 100% 
of the fixtures by the end of next year. 

Environmental impact

Beginning in 2016, the Cork plant has 
been renewing its hydraulic injection 
moulding machines with electric al-
ternatives, which are more efficient 
and require less energy and main-
tenance. This new equipment is oil-
free, significantly reducing the envi-
ronmental impact in terms of waste.

During the years the plant has pro-
gressively substituted the chillers and 
it is now improving their efficiency to 
deliver cold water, substituting the 
pumps and installing variable speed 
drives to economize energy usage.
The plant has also been installing 
new de-humidifying units on coating 
air treatments, to reduce cycle times, 
improve efficiency and therefore de-
crease energy requirements.

To continuously improve energy ma-
nagement, Cork is implementing the 
ISO 50001 standards and has alrea-
dy gone through pre-audit, with the 
aim of being certified in 2016. This 
system will be integrated with the 
ISO 14001 system, implemented and 
certified from 2005.

As with all plants, good energy 
practices are applied and shared at a 
Group level. From Cork, these inclu-
ded “Green Weekends” and regu-
lar participation in the professional 
network of Energy Manager meetin-
gs.

Water is an important part of the 
production process to produce Tic 
Tac® and several actions have been 
introduced to reduce consumption, 
especially in terms of washing cycles. 
The plant now uses dry cleanings be-
fore washing, with additional steps to 
recover sugar syrup, and excess hot 
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water is used to increase temperatu-
re and therefore to cut down washing 
cycles. These measures have also im-
proved the quality of the waste water 
coming out of the plant.

The site has a well-established 
recycling programme. Plastic, car-
dboard and wooden pallets are se-
gregated and recycled. Waste water 
is concentrated and the resulting 
by-product is used for animal feed. 
To implement segregation and im-
prove waste management, employe-
es are trained on awareness and di-
ligence.

Several actions have been carried 
out with an eco-design perspecti-
ve17. Excess material used in moul-
ding the plastic caps for Tic Tac®, for 
example, is partly re-used within the 

same moulding process, including 
to fabricate polypropylene displays.  
This avoids additional waste and sa-
ves 8 tonnes of virgin material every 
year. A recent investment will allow 
the plant to replace some moulding 
equipment with more efficient ones, 
which will further reduce plastic 
scraps.  This will reduce the amount 
of waste produced, in line with the 
recommendations of European waste 
management guidelines. In addition, 
the backing material of labels has 
been changed from silicone paper to 
a PET film.  This action has improved 
the recycling process and has redu-
ced the amount of material used by 
more than 60 tonnes.  Even the thick-
ness of stretch-film was halved from 
22 μm to 11 μm in FY 2014/2015, whi-
ch led to a total saving of around 5 
tonnes per year.

17. The values shown are an 
estimate calculated on annual 

budgeted volumes.
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As of 31st of August 2015, the Ferrero Ireland Ltd's 237 staff benefit from a 
full, subsidised canteen on site with healthy options and free fruit, a wor-
kplace health and wellbeing programme, subsidised transport options and a 
“bike to work” scheme. They are also entitled to free annual medical checks, 
discounted private health insurance, a company doctor and private pension 
benefits, as well as a comprehensive retirement policy.

Training is provided in particular on health and safety, hygiene and IT skills.

Performance evaluations are completed annually with all the office and ma-
nagement workforce of the Group and staff have an opportunity to feed back 
to management during weekly governance meetings with Section Leaders.

At Christmas both employees and their children are hosted at parties, and all 
employees receive a festive product hamper.

The average employee at Ferrero Ireland has been part of the Ferrero Group 
for 11 years, and three employees have worked at the Cork site since its initial 
opening in 1975. The average age of employees is 41 years old, and employe-
es are split between 34% women and 66% men as of 31st of August 2015.

Employees in Ireland

In the UK and Ireland, Ferrero is focused on achieving progress for the com-
pany and the wider sector through partnerships with a variety of external 
organisations.
In the UK, Ferrero is an active member of the main trade associations repre-
senting the industry:

• Food and Drink Federation (FDF);
• ISBA - the voice of British advertisers.

Ferrero is a supporter of the MediaSmart programme, which provides educa-
tional resources for the teaching of media literacy in schools.
Ferrero in Ireland takes part in:

• Food and Drink Industry Ireland (FDII);
• Association of Advertisers in Ireland (AAI).

Ferrero aims to be a responsible voice in the community and a reliable par-
tner for everyone with whom it works.  

Working in partnership 
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KINDER+SPORT IN THE UK AND IRELAND

Across the UK and Ireland, sedentary lifestyles - particularly among children - 
are proving to be an increasing challenge. For example, only 18% of English 
children meet the recommended activity levels18. Coupled with rising obesity 
rates in both countries, it is essential that governments, industry and schools 
work together to educate children and families towards positive change.

That is why we are dedicated to becoming a leader in encouraging children 
to enjoy being active through our Kinder+Sport programme, which oper-
ates across UK and Ireland.

Kinder+Sport was established to both educate and inspire children about 
the importance of an active lifestyle and a balanced diet. Our UK programme 
was developed by experts and in close partnership with the Football League 
Trust (FLT), which represents all English football clubs in the Championship 
and in Leagues 1 and 2.

Together, supported by our shared values and ambition to get children ac-
tive, we have shaped a programme that aims to have a lasting, positive im-
pact on the activity levels of children in the UK.

At the end of the 2014/2015 school year, the Kinder+Sport programme 
has moved and engaged over 43,000 young people across the UK and 
Ireland.

18. Health Survey for 
England 2014.
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THE +SPORT MOVE AND LEARN PROJECT

The flagship initiative for Kinder+Sport 
in the UK is the +Sport Move and Le-
arn Project. This is a national, scho-
ols-based, educational programme 
which delivers education and aware-
ness about nutrition and diet in the clas-
sroom, combined with physical activity 
and sport outside the classroom.

The project is aimed at children aged 
9-10, and is delivered in partnership 
with the Football League Trust, and 
with football clubs and community tru-
sts across the UK and Ireland.

Over six consecutive weeks the chil-
dren spend 45 minutes in the classro-
om covering topics related to the body 
- including nutrition, hydration and the 
importance of exercise - and 45 mi-
nutes taking part in practical sessions 
made up of three sports - football, han-
dball and dodgeball. Each child has 
over 9 hours of teaching and coaching 

over the 6 week period.
In the 2014/2015 school year, we wor-
ked with a network of 11 football clubs 
to move 21,000 children in 350 schools 
through the +Sport project alone. With 
each child involved in the programme 
receiving 9 hours of support each, this 
amounts to a total of 190,000 hours 
of activity over the year.

Professional footballers from each lo-
cal team act as Ambassadors to help 
support and inspire children on the 
programme and, as part of the deli-
very, all participating schools are given 
a special opportunity to participate in 
penalty shoot-outs during half time on 
local match days.  The community tru-
sts also run community days and festi-
vals which are open to all participating 
children and their families. 
To boost its relevance and effective-
ness, the programme content was 
developed in line with the UK Govern-
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Feedback from teachers on the +Sport Move and Learn 
Project

“Excellent to promote all parts of nutrition alongside physical activity.”

“Fantastic opportunity for the children to engage in a sports activity 
and learn more about their health and the body.”

“The coach was brilliant. His knowledge of health and fitness was 
clearly evident. The practical activities were inspiring, engaging and 
included everyone.”

“It was great to be able to see the +Sport Move and Learn programme first 
hand and Burton Albion Community Trust doing what it does best - en-
gaging with young people in schools. Thanks to the support 
of Ferrero, this programme builds the right kind of men-

tality and will help ensure these kids grow up being healthy and knowing 
what’s good for them.

Andrew Griffiths MP (Burton, Conservative)

ment’s Eatwell plate, together with nutritional, educational and sporting exper-
ts. The learning outcomes are in line with the UK National Curriculum. 

Feedback from the programme has been overwhelmingly positive, with 100% of 
teachers saying they are confident that the children have a better understanding 
of the importance of nutrition after taking part in the Project. 99% of teachers 
also felt that children have a better understanding of the importance of physical 
activity following the sessions.
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In the school year 2015/2016, our network has grown to involve 18 football 
clubs in the UK and Ireland – including those near our local communities 
of Greenford, Alfreton and Cork. Through these partnerships, the project 
will move an estimated 31,600 children and facilitate 284,400 hours of 
activity.

Since 2014, Ferrero UK has partnered with the Football League Trust to be 
the official sponsor of the national tournaments for junior footballers, a pro-
gramme which reaches an estimated 22,000 children. 

The Kinder+Sport Kids Cup (for children under 11 years old) and the                  
Kinder+Sport Girls Cup (for girls under 13 years old) are held in partnership 
with 72 professional football clubs from across the UK, and culminate in exci-
ting finals played at the 90,000-capacity Wembley Stadium before the John-
stone’s Paint Trophy and Football League Play-Off Finals. 

The Kinder+Sport Kids Cup and Girls Cup
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Kinder+Sport in the UK also sponsored the Watford FC Community Sports & 
Education Trust Holiday Camps, which are open to children in the local area 
around the Ferrero UK Head Office. Over 3,000 children took part in week-long 
camps over the Easter and May holidays, learning new skills and participating 
in specialist training courses. More than 16 first team players from Watford FC 
visited the camps to encourage and inspire the children to be more active.

Separately, Kinder+Sport in the UK also partnered with The Steven Gerrard 
Foundation, established by the former England and Liverpool FC Captain, to 
support a week-long summer camp which moved 100 children and included 
visits from two current Liverpool FC first team players. 

Kinder+Sport Holiday Camps
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In the 2015/2016 school year, Kinder+Sport in the UK launched the first na-
tional schools futsal competition for under 16s, involving 4,500 children 
and extending the reach of the UK programme to encourage older children 
(aged 14-16) to appreciate the benefits of an active lifestyle.  All 72 clubs in 
the UK Football League took part in a national Futsal Cup competition with 
participating schools competing in regional and area heats, leading up to a 
grand Kinder+Sport Futsal Finals Festival.

Futsal

Engaging employees in Kinder+Sport

In line with the wider business, Ferrero in the UK and Ireland recognises 
the importance of engaging employees with Kinder+Sport initiatives, 
and extending the benefits to them and their families.

Employees are regularly updated about the +Sport Move and Learn pro-
gramme and the Kinder+Sport Kids Cup and Girls Cup, and are offered 
the chance to volunteer at match day penalty shoot-outs and tournament 
activities. All of our staff have the opportunity to gain a first-hand under-
standing of the positive impact which they - through Ferrero - make to 
local communities. 


