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CORPORATE SOCIAL RESPONSIBILITY REPORT

Over the past year, the Ferrero Group continued to grow with an increase of 8% in sales, 

despite the ongoing difficult international situation, the slowdown in consumption of food 

products in some European markets, and the rise in prices of principal raw materials. The growth 

of the Group is attributed to the extraordinary dynamism in our expanding markets, particularly 

in Asia, the United States and Russia. We are also proud of the fact that consumers worldwide 

continue to love our brands.

In the same period, Ferrero enhanced its manufacturing capabilities by devoting a significant 

portion of investment, equivalent to 5.1% of sales, to technical developments in Italy, 

Germany, Poland, Canada and Russia. Furthermore, our CO2 emissions, resulting from our 

production activities, have decreased by more than 12% per unit of product, and primary energy 

consumption was cut by 15% compared to 2010. Reductions in water consumption exceeded 

7% per unit of product, and the waste recovery index of the production plants has exceeded 

90% during the reporting year.

Our Group, founded 70 years ago in Alba, has remained inextricably linked to its roots in Italy and 

Europe. However, we are seeing great changes in the world today, which have altered the economic 

equilibrium  and are also set to impact at a political, technological and cultural level. 

Tomorrow’s world will scarcely resemble today’s: five years ago, the European GDP accounted 

for 25% of the world’s wealth; it has now fallen to 20% and is expected to further decline during the 

Giovanni Ferrero, CEO Ferrero International
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next few years. The world of the future will therefore be less European. It will have Asia at its centre, 

the world population will be higher and younger, and wealth distribution will be completely different. 

Consequently, we shall communicate in a manner that is more and more global and integrated. New 

opportunities to be seized will arise. This is what we are working towards by opening three new 

production plants over the last three years, expanding beyond the borders of the European 

Union, into India, Mexico and Turkey. 

In parallel, our social responsibility strategy remains a priority and continues to grow. It is based on:

1. the Ferrero Foundation of Alba, which, under the loving guidance of my mother, Maria Franca, 

cares for our retired employees by continuing to make them feel part of the same large family, 

with cultural activities connected to its region;

2. the Ferrero Social Enterprises, longed for by my father, Michele, and my late beloved brother 

Pietro, are ever more active in India, South Africa and Cameroon;

3. the respect for human rights, which is instilled in our work and employment policy, and in 

particular, the fight against child labour;

4. the respect for consumers and their safety, which we pursue daily through continuous 

innovation, excellence in quality, freshness and the appeal of our products;

5. the sustainable sourcing of the raw materials we utilise; 

6. the protection of the environment, with the objective of constant reduction of energy and 

water consumption and the use of renewable sources;

7. the voluntary programme “Kinder+Sport”, supporting sports worldwide and fi ghting against 

a sedentary lifestyle and childhood obesity;

8. the fight against corruption and wrongdoing, everywhere and in all their manifestations. 

I want to conclude by assuring you that our model of growth remains imprinted with the same values 

and principles in which we have always believed, starting with the values of corporate social 

responsibility.

Happy reading!

July 2013

Giovanni Ferrero
Chief Executive Offi cer

Ferrero International
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OUR MODEL IS BASED ON FOUR PILLARS:

1. The products, which are manufactured with absolute respect for consumers and their safety, 

while maintaining continuous innovation, excellence in quality, unique production methods, 

freshness and exquisite appeal.

2. The Ferrero Foundation of Alba, which has a twofold purpose of caring for former Ferrero 

employees and promoting Alba and the Piedmont’s region’s cultural life and heritage.

3. The Ferrero Social Enterprises already active in India, South Africa and Cameroon, in order to, 

on the one hand, create new jobs, and on the other, implement projects and initiatives to promote 

education and health for children in the surrounding areas of the production plants.

4. “Kinder+Sport”, Ferrero’s educational programme that promotes active lifestyles for children 

and teenagers, in order to prevent and combat sedentary lifestyles, a major contributor to obesity 

among children and adults.

Furthermore, Ferrero’s activities a lways ensure the full protection of human rights, including the fi ght 

against chi ld labour, whi le a lso respecting the environment and tackling corruption and wrongdoing.
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FERRERO HAS ALWAYS 
HAD CORPORATE SOCIAL 
RESPONSIBILITY AT THE CORE 
OF ITS ACTIVITIES
The fi rst conference organised 

by Ferrero on social matters, 

entitled “The adaptation of man 

to work and industry”, was held 

in May 1961, when the concept 

of corporate social responsibility 

did not yet exist.

Covers of the fi rst, second and third conference 
on social issues, organised in Alba by 
the Centro Studi Sociali della P. FERRERO & C., 
in 1961, 1962, 1963.



OUR 
PRODUCTS1
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It is part of Ferrero’s Corporate Social 

Responsibility to offer consumers all over the 

world products that are always guaranteed 

to be high in quality and freshness, innovative 

and manufactured with carefully selected raw 

materials.

FERRERO GROUP:

TOTAL 
PRODUCTION 2010/11 2011/12 PRODUCTION 

INCREASE

In quintals 10,708,000 11,182,000 +4%

CONSOLIDATED NET 
TURNOVER

2010/11 2011/12 SALES 
INCREASE

€/000 7,218,024 7,795,451 +8%

GEOGRAPHICAL 
DISTRIBUTION OF 
THE CONSOLIDATED 
NET TURNOVER IN 
2011/12

ITALY
20%          

REST 
OF EUROPE

59%         

REST 
OF WORLD

21%

OUR PRODUCTS
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FUN FACTS ON FERRERO ROCHER
The number of Ferrero Rocher produced in just 
over two days would be suffi cient to cover the 
surface of the Great Pyramid of Cheops.

SOME FUN FACTS ON FERRERO

FUN FACTS ON HAZELNUTS
The amount of hazelnuts used 
by Ferrero during one and a half 
years could fi ll a basket as big 
as the arena in Verona, Italy.
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FUN FACTS ON KINDER
The weight of Kinder Chocolate 
bars produced in 1.4 months equals 
the weight of the Eiffel Tower.

FUN FACTS ON NUTELLA
A queue of Nutella jars produced in one year would cover 
the circumference of the Earth 1.7 times.
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Ferrero’s nutritional policy
In order to encourage consumers to lead a healthy lifestyle, a better education 
about nutrition is needed!

Further legislation or taxes on single ingredients or on indispensable food 
categories are counterproductive, as they are key elements of our eating 
habits.

Ferrero’s separately wrapped small portions
A balanced diet is the key ingredient to a healthy lifestyle.

For this reason, Ferrero offers food products that are of the highest quality, 
unique, fl avourful and available on the market in individual pre-wrapped 
portions, suitable as a treat between meals.

More than 65% of Ferrero’s total volume of products marketed worldwide is 
presented in portions weighing less than 25 grams and more than 80% are 
made available in portions weighing less than 45 grams.

“For Ferrero, the relationship with civil society, and in particular amongst 
consumers and our brands, is of such paramount importance that we take 
extreme care in providing the highest quality, the best communication and 
the greatest value.”

Giovanni Ferrero, May 2013 

GREAT BRANDS 
IN SMALL PORTIONS

Ferrero offers some of the most famous 
confectionery products in the world, while 
respecting the traditional craft.

Regarding nutrition, there are three paramount 
principles:

A Diversify your nutrition,

B Eat in moderate quantities,

C Engage in regular physical activity.
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More than 70% in volume of Ferrero’s products is presented in portions with less 
than 100 Kcal and more than 95% in portions with less than 150 Kcal.

PERCENTAGE BREAKDOWN 
OF FERRERO PRODUCTS* PER 
PORTION, IN GRAMS 

*   % in volume of the products 
marketed in the world, during 
the period 2011/12. 
Source internal to Ferrero

�   ≤5g �   5g - 15g �   15g - 25g

�   25g - 40g �   40g - 45g �   45g - 70g

�   >100ml & g 

2.6%

19.1%

0.5%

2.4%

10.8%

15.8%

48.8%

PERCENTAGE BREAKDOWN 
OF FERRERO PRODUCTS* 
PER PORTION, IN KCAL

*   % in volume of the products 
marketed in the world, during 
the period 2011/12.
Source internal to Ferrero

�   ≤10kcal �   10kcal - 100kcal

�   100kcal - 150kcal �   150kcal - 200kcal

�   >200kcal

Technical note:  the pie charts include all the Ferrero products marketed in the world during the commercial year 2011/12, 
except for 3% corresponding to the formats used for special occasions, the formats containing mixed 
products, or non-codified portions that are prepared only occasionally.

2.1%0.4%4.1%

23.6%

69.8%

FOR FURTHER INFORMATION ON THE NUTRITIONAL AND MARKETING/
ADVERTISING POLICY OF THE GROUP, PLEASE REFER TO THE INTEGRAL VERSION 
OF THE 2012 CSR REPORT, AVAILABLE ON THE INTERNET AT:  www.csr.ferrero.com
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QUALITY AND FRESHNESS

FERRERO DATA GATHERING ON QUALITY IS GLOBAL AND COORDINATED

WHAT IS OUR PRIMARY OBJECTIVE?

TO OFFER TO 
CONSUMERS, ALL 
OVER THE WORLD, 
PRODUCTS OF THE 
HIGHEST QUALITY 
AND FRESHNESS.

Ferrero plants are certifi ed by 
independent third party agencies for 
compliance with management systems 
standards on food safety

plants have been certifi ed 
FSSC 22000, which represents 
the highest level of certifi cation for 
food safety

16

13

4

90%  
of Ferrero plants use an integrated 
system for the management of 
data on quality

Ferrero plants have been certifi ed 
ISO 9001:2008 for their “Quality 
Management Systems Certifi cation”
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Walkerville in South Africa was the fi rst 
of the Ferrero Social Enterprises to 
achieve the ISO 9001:2008 certifi cation 
for its Quality Management System.  

The achievement of this objective 
opens the way to the future 
certifi cation of the other two Social 
Enterprises in India and Cameroon.

More than 400,000 taste tests 

are carried out annually throughout 
the Group, with a monthly average of 

33,900 tests and a panel of about 
1,700 tasters.
Taste tests are carried out weekly by 
those in charge of the production units; 
this is also in order to spread the “taste 
test culture” throughout the Group.

FOR FURTHER INFORMATION ON THE ABOVE THEMES, PLEASE REFER TO THE “QUALITY 
AND FRESHNESS” SECTION OF THE INTEGRAL VERSION OF THE 2012 CSR REPORT, 
AVAILABLE ON THE INTERNET AT:  www.csr.ferrero.com
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FERRERO VALUE CHAIN:

ALL STEPS IN THE VALUE CHAIN 

ARE EXPLAINED MORE IN DETAIL 

IN THE PRESENT COMPENDIUM AND IN THE COMPLETE VERSION 

 OF THE 2012 CSR REPORT.

ANIMAL WELFARE, SUSTAINABLE 
AND ETHICAL SOURCING 

QUALITY, 
TRACEABILITY 

AND SAFETY 

IN-HOUSE 
SEMIPROCESSED 

PRODUCTS 

PEOPLE, TRAINING 
AND THE LOCAL 

COMMUNITIES 

ENVIRONMENTAL 
PROTECTION AND 

SELF-PRODUCTION 
OF ENERGY INTEGRATED AND GREENER 

LOGISTICS 

THE “5 Rs” OF OUR 
PACKAGING: 
Remove, Reduce, Recycle, 
Reuse, Renew

RESPONSIBLE 
COMMUNICATION 

GREAT BRANDS 
IN SMALL PORTIONS 

OUR GOAL: MAKE THE 
CONSUMER HAPPY! 

RESPONSIBLE FOOTSTEPS!
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CAREFULLY SELECTED 
RAW MATERIALS

Milk
the supply is mostly sourced from Germany, 

Italy and France

Hazelnuts
principally come from Turkey and Italy

Sugar
the supply comes mostly from Europe

Coffee beans
primarily imported from 

Brazil and Costa Rica

Palm fruit
the oil is imported mostly from Malaysia and 

Papua New Guinea

Cocoa beans
mainly imported from Ivory Coast 

and Ghana

Eggs
mainly come 

from Europe



THE FERRERO 
FOUNDATION 
OF ALBA2

SHARING VALUES TO CREATE VALUE
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Architectural complex, which can meet the needs of  3,300 people

1,800  people have participated in

40  multidisciplinary activity groups in 2011/12

800  women and men visit the Foundation on a daily basis

2,000  medical consultations benefi ting Ferrero retirees

Collaboration with specialist medical institutions:

Foundation for Macular Deterioration in Genoa
The Institute for Research and Treatment of Cancer in Candiolo
The European Institute of Oncology in Milan
The National Institute for the Study and Treatment of Cancer in Naples
The Scientifi c Institute of the University of San Raffaele in Milan

THE FERRERO FOUNDATION OF ALBA

1983  founded as “Opera Sociale Ferrero”

1 9 9 1   offi cially recognised as a Foundation

2005    gold medal awarded to Mrs. Maria Franca Ferrero as President 
of the Foundation by the President of the Italian Republic 

Objective: improve the quality of life of retired employees

Experience one’s senior years as a source of new 
opportunities
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FOR FURTHER INFORMATION ON THE FERRERO FOUNDATION OF ALBA, PLEASE 
REFER TO THE INTEGRAL VERSION OF THE 2012 CSR REPORT, AVAILABLE ON THE 
INTERNET AT:  www.csr.ferrero.com

Company Nursery

•  discounted rates for employees

•  percentage of spaces available reserved 
for children from  the Municipality of Alba

•  cooperation with external psychology 
and pedagogy experts

including 6,000 children76 paintings 72,000 visitors      

nursery inauguration

children accommodated

2009

80

Cultural projects of 
Ferrero’s Foundation of Alba

MORE THAN TWICE ALBA’S POPULATION

ANTHOLOGICAL EXHIBITION “CARLO CARRÀ 1881-1966”
Under the High Patronage of the President of the Italian Republic

ACCESSIBLE 
FOR ALL



FERRERO SOCIAL 
ENTERPRISES

Ferrero Social 
Enterprise in 
South Africa

3

SHARING VALUES TO CREATE VALUE
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FERRERO SOCIAL ENTERPRISES

As at 31 August 2012

Ferrero Social Enterprises are actual “enterprises”, based on a strict business 
concept the aim of which is to generate profi t.

1 This data includes external and seasonal workers.

2 The minimum wage is represented from the annual gross minimum wage of the newly hired employees as operator of 
production. This data does not consider the salary for overtime pay, production bonuses or individual bonuses. When 
the figure is 1, this means there is parity between the legal minimum wage and the wage paid by Ferrero. For South 
Africa we need to consider that there is no local minimum wage and the agreement between Ferrero and the national 
trade union was taken as reference.

Creation of jobs Realisation of social and 
humanitarian projects and initiatives

DUAL MISSION

191 in Cameroon

+

1,886 in India

+

358 in South Africa

100%  of workers and 
employees hired locally2,4351 employees

EMPLOYMENT 
LEVELS OF SOCIAL 
ENTERPRISES ON 
31.08.2009 AND 
ON 31.08.2012

90

650

185191

1,886

358

Cameroon: +112% India: +190% South Africa: +94%

�   2009
�   2012

FEMALE 
EMPLOYMENT 
IN THE FERRERO 
SOCIAL 
ENTERPRISES 
ON 31.08.2012*

*This data does 
not include 
temporary 
and seasonal 
workers.

39 

671 

29 

152 

365 

83 

Cameroon: women 80% India: women 35% South Africa: women 74% 

�   men
�   women

2.65 

1.04 1 

0 

1 

2 

3 

Cameroon India South Africa 

RATIO OF BASIC SALARIES OF NEWLY 
HIRED WORKERS AND THE LEGAL MINIMUM 
IN 2011/122

=
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Social initiatives: 

“United Kinder of the World” 

Among the social projects supported by 

the Ferrero Social Enterprises we would like 

to focus on the complete restoration 
of the “Japie Greyling School”
(Daleside, Gauteng, South Africa) 

completed in July 2012.

The Project is part of the Programme called 

‘’94 + school projects for Madiba”, 

launched by the South African Ministry 

of Education to provide support in various 

forms to at least

94 South African schools and 
celebrate at the same time Nelson 
Mandela’s 94th birthday (Madiba).

Japie Greyling School is a medium-sized 

elementary and secondary school. 

Before its restoration it was attended by 

about 300 pupils. 

FOR FURTHER INFORMATION ON THE FERRERO SOCIAL ENTERPRISES, PLEASE REFER 
TO THE INTEGRAL VERSION OF THE 2012 CSR REPORT, AVAILABLE ON THE INTERNET 
AT: www.csr.ferrero.com

1,400  pupils

AFTER THE RESTORATION THE 

SCHOOL CAN ACCOMMODATE
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THE DECALOGUE OF KINDER+SPORT

Kinder+Sport, Ferrero’s educational pro-

gramme that promotes active lifestyles for 

children and teenagers, in order to prevent and 

combat sedentary lifestyles, a major contributor 

to obesity among children and adults.

I. STRATEGIC
Kinder+Sport is a project of high strategic 

and institutional value, designed to 

encourage the habit of an active lifestyle 

and to promote the practice of physical 

exercise amongst children and teenagers.

 

II. GLOBAL
The project Kinder+Sport is a synergistic 

global programme. For its proper 

diffusion, it must have the full support 

of sports institutions in the countries in 

which it operates at both the national and 

international level.

 

III. COHERENT
Kinder+Sport identifi es a specifi c project 

which exposes children to the importance 

of exercising and tackles their inclination 

to a sedentary lifestyle.

 

IV. EDUCATIONAL
Kinder+Sport has no generic philanthropic 

mission. Rather, it focuses on the physical 

education of young people, from pre-

schoolers to teenagers; thus it is open 

to everyone, without distinctions of any 

kind, in order to ease social inclusion and 

sociability through the practice of sports.

 

V. MULTIDISCIPLINARY
Kinder+Sport offers a wide range of 

sport activities, all accessible, nonviolent, 

without preclusion of gender and with the 

involvement of families. These activities 

aim to support the joyful growth of children. 

 

VI. LOCAL
Kinder+Sport projects must always be 

developed through partnerships with 

national and local sports institutions and/or 

with independent sports centres. All must 

be specialised, qualifi ed and effective in 

promoting sports, as they will be in charge 

of the organisation of the activities and of 

the relationship with participants.  

VII. VALUABLE
The Kinder+Sport project is supported by 

athletes capable of embodying positive 

values and being role models for children, 

thus providing testimonials and becoming 

“ambassadors” of the project.

 

VIII. NON-COMMERCIAL
The brand and the concept of Kinder+Sport 

cannot be used – for any reason – to market 

Kinder products nor can promotional 

activities of these products take place (i.e. 

collection of points or prizes).

IX. DISTINGUISHABLE
The Kinder+Sport project has a distinctive 

graphic branding, easily detectable, well 

defi ned and globally binding. Such a system 

has to be adopted in all communication 

activities. 

X. CLOSE TO PEOPLE
In order to comply with its institutional and 

educational criteria, communication of the 

Kinder+Sport project is mainly dependent 

on concrete actions and word-of-mouth 

from people involved in the activities. No 

advertisement investments are planned. It 

is highly recommended to pursue low-cost 

communication projects not focused on 

single events, but able to convey the posi-

tive value of sports.



31

SHARING VALUES TO CREATE VALUE - REPORT SUMMARY

KINDER+SPORT

Here are some internal statistics on the activities 

of Kinder+Sport, in 2011/12:

 » 20 countries are involved (in addition to 

several European countries: Brazil, China, 

Hong Kong, Mexico in pilot, Russia and 

Taiwan). 

 » 12 million children took part in the events.

 » More than 14 sports are practised includ-

ing: Volleyball, Basketball, Athletics, Golf, 

Sailing, Fencing, Tennis, Skiing, Water Polo, 

Orienteering and Swimming.

 » More than 30 champions gave their 
support to promote sporting events 

and an active lifestyle, including: Tomaš 

Dvorak (Decathlon), Ludmila Formanova 

(Athletics), Andrew Howe (Athletics), 

Josepha Idem (Canoeing), Alessia Trost 

and Josè Bencosme (Juvenile Athletics), 

Alessandra Sensini (Sailing), Valentina 

Vezzali (Fencing).

 » 20 national Federations sponsored, in-

cluding the Italian Federations of Volleyball, 

the Italian Foundation of Track and Field, the 

Spanish and Portuguese Athletics Federa-

tions, the Polish Volleyball Federation and 

the Belgian Tennis Federation.

 » 2 Olympic Committees (CONI – Italy, 

DOSB – Germany) are involved.

Furthermore, in 2011/12, Kinder+Sport helped 

fund various activities in the countries 

involved, including the activities detailed 

below:

 
 Collaboration with the Italian Federation of 

Volleyball: “1,2,3 Minivolley” and “Volley”, 

volleyball activities and tournaments in 

schools; and the organisation of “Summer 

Camps” and “Kinderiadi” events.

Kinder+Sport events
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 Collaboration with the Italian Athletics 

Federation: “K+S Cup” (Youth, Junior, 

and Adult National Championships) and 

student sports games.

 
 Collaboration with the Italian Fencing 

Federation: “fencing-at-school” project.

 
 Working with the Italian Tennis Federation: 

a national tournament involving children 

aged between 9 and 16.

 
 Collaboration with the Spanish and 

Portuguese Volleyball Federations: 

“Pequevoley” (Spain) and “Giravolei” 

(Portugal) educational programme with 

2,500 centres involved.

 
 Collaboration with the Federations of 

Athletics and Aquatic Sports in Spain 

and Portugal: an educational programme 

involving 600 centres in Spain and 3,000 

in Portugal in which Ferrero was the official 

Sponsor of the Federations and supporter 

of the sporting activities at the centres.

 
 Partnership with the German Olympic 

Committee DOSB: organisation of the “K+S 

Sportabzeichen – Tour”, with events in 10 

cities.

 
 “Kinderiada” event and “Teacher’s Project” 

in the Czech Republic and Slovakia: 

organisation of athletics competitions 

with 649 teams; kit donations for teachers 

including manual and tools to promote 

sports at high schools.

 
 Collaboration with the Volleyball Federation 

of Poland: promotion of the sport in primary 

schools and distribution of teaching tools 

and educational materials.

 
 Collaboration with the Tyrolean Ski 

Federation: “Regional Ski Schools” and 

sponsorship of the “Regional Kids Racing 

Series”.

 
 Collaboration with the Lugano School of 

Sailing: activities and sailing races with 

children.

 
 Collaboration with the Hungarian 

Water Polo Federation: sponsor for the 

development of events.

Kinder+Sport events



33

 
 Collaboration with the Belgian Tennis 

Federation “VTV & AFT Kids”: sport 

awareness programmes to teach tennis to 

children (VTV – recruitment), “Bienvenue 

au Club: Tennis Discovery Days” (AFT– 

Recruitment), “Kinder Tour: Tennis 

Competition” (AFT + VTV).

 
 “Youth Sport Games” in Croatia and “School 

League” in Slovenia: organisation of various 

summer sports events; organisation of the 

game “prison dodgeball” in schools.

 
 “Russian Winter Junior Sporting 

Competition” under the sponsorship 

of the Russian Athletics Federation 

(IAAF Programme of World Indoor 

Championships).

Our annual investment in Kinder+Sport, 
in connection with the said activities, 
amounts to 7.7 million Euros.

MONITORING THE RESULTS OF 
“KINDER + SPORT”

Since 2009, the Medical Sports Institute of 

Turin has been monitoring the effect of body 

mass index (BMI) reduction, in the medium 

to long term (5 years), in school aged children 

taking part in the Kinder+Sport Programme 

“1,2,3… Minivolley – Federazione Italiana 
Pallavolo - FIPAV e KINDER+SPORT”.

The FIPAV-KINDER+SPORT programme 

involved more than 2 million schoolchildren 

in Italy. In order to promote physical exercise 

in the context of the programme, more 

than 20,000 school kits were distributed, 

consisting of two mini-volley and volleyball 

fields, elastic nets and balls selected as 

appropriate for children. Our partners in 

this initiative were: the Italian Ministry of 

Education (MIUR), the Institute of Sports 

Medicine of Turin, the Italian Volleyball 

Federation, the Italian Olympic Committee 

(CONI) and various local institutions. 

The Institute of Sports Medicine’s research 

compared the data gathered from children 

in the final year of primary school (quinta 

elementare) with the data of the children in 

the first year of secondary school ( prima 

media), in order to compare those who had 

benefited from one year with those who 

had benefited from two years of sporting 

activities. The research will conclude by 

comparing the data gathered so far with data 

from elementary school children who did not 

take part in the Kinder +Sport programme.

The “1,2,3… Minivolley FIPAV e 

KINDER+SPORT” programme has reached 

the fourth consecutive year of research 

and 15 classes have been monitored in 

elementary schools (5 in the third year of 

elementary school, 5 in the fourth and 5 in 

the fifth year).

The data collected in 2012 confirms and 
builds upon the positive trend observed 
in 2011, indicating that the children taking 
part in the Kinder+Sport-FIPAV programme 
have better coordination and speed skills 
than children of the same age who were 
not involved. In particular, the monitoring of 

2012 was not limited to the evaluation of the 

BMI results but also incorporated skinfold 

measurements as a further medical test. 

Ferrero has dedicated 250,000 Euros to 
this research over the period 2009-2013. 
The complete results will be available in 
2016, related to the school year 2014/15.



THE FERRERO 
GROUP
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RAW MATERIALS
The total agricultural and packaging raw materials 
used by the Group in 2011/12 corresponds to 
1,389,005 metric tonnes.

ITALY Alba  1946
GERMANY Stadtallendorf 1956
FRANCE Villers-Écalles  1960
ITALY Pozzuolo Martesana  1965
AUSTRALIA Lithgow  1974
IRELAND Cork  1975
ECUADOR Quito 1975
ITALY Balvano 1985
ITALY S. Angelo dei Lombardi 1985
BELGIUM Arlon  1989
POLAND Belsk 1992
ARGENTINA La Pastora  1992
BRAZIL Poços de Caldas 1994
CANADA Brantford 2006
CAMEROON Yaoundé*  2006
INDIA Baramati* 2007
SOUTH AFRICA Walkerville* 2007
RUSSIA Vladimir 2009
MEXICO San José Iturbide 2013
TURKEY Manisa  2013

* Ferrero Social Enterprise

OUR 20 PRODUCTION 
PLANTS

CHILE 1991
ARGENTINA 1994
BULGARIA 1996
GEORGIA 2007
SOUTH AFRICA 2009
AUSTRALIA 2011

OUR 6 AGRICULTURAL 
COMPANIES

FERRERO AROUND THE WORLD

Headquarters and operational sites in 46 countries

ARGENTINA 
AUSTRALIA
AUSTRIA
BELGIUM
BRAZIL
CAMEROON
CANADA
CHINA
COLOMBIA
CROATIA
CZECH REPUBLIC
DENMARK

ECUADOR
FINLAND
FRANCE
GERMANY
GREECE
HONG KONG
HUNGARY
INDIA
IRELAND
ITALY
JAPAN
LUXEMBOURG

MEXICO
NORWAY
POLAND
PORTUGAL
PUERTO RICO
ROMANIA
RUSSIA
SINGAPORE
SLOVAKIA
SOUTH AFRICA
SOUTH KOREA
SPAIN

SRI LANKA
SWEDEN
SWITZERLAND
TAIWAN
THE NETHERLANDS
TURKEY
UKRAINE
UNITED ARAB 
EMIRATES 
UNITED KINGDOM
UNITED STATES

Ferrero products are present and commercialised, directly or through 
authorised distributors, in more than 160 countries belonging to the entire 
international community.
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THE CORPORATE GOVERNANCE 
OF THE GROUP 
 

The Group’s corporate structure and govern-

ance has evolved over time, alongside its global 

expansion. The key factors that distinguish the 

history and growth of the Ferrero Group are:

 » the continuity of a family owned business, 

 » the expansion into new markets, 

 » the opening of new production plants,

 » the constant innovation of products and 

their packaging,

 » the care for highest quality and freshness.

On 31 August 2012, the Group was comprised 

of 69 consolidated businesses and companies 

managed under Ferrero International S.A., a 

holding company based in Luxembourg (Rue de 

Trèves L-2632), and established under Luxem-

bourg law. The list of headquarters, operational 

sites, and production plants can be found in the 

previous section. 

Among the innovations that emerged during the 

reporting year was the decision to invest in: the 

expansion of the plant in Brazil, the completion 

of two new production plants in Turkey and Mex-

ico and the start of a partnership with the Group 

“Stelliferi” in the hazelnut supply chain.

Ferrero International has adopted a traditional 

model of corporate governance in which the 

Assembly and Board of Directors (BoD) play 

a central role. The Chairman of the BoD has a 

guiding role rather than an executive one. The 

BoD also includes members who do not belong 

to the Ferrero family, such as the Vice-President. 

The executive members, chosen according to 

their skills and competencies, are subject to 

continuous assessments based on merit.

The Board of Directors makes use of the “Group 
Leadership Team”, an executive committee 

established in 2011 composed of the heads of 

the principal corporate functions of the com-

pany, which plays a supporting role in deci-

sion-making and implementation of corporate 

strategies defi ned by the BoD.

In addition to the management committees, the 

Board has established “audit” committees 

made up of a majority of external and 

distinguished professionals, active both at the 

Group and local level in the companies controlled 

by the Group. These audit committees provide 

advice and recommendations to the BoD on 

internal control systems. Thanks to their support, 

the BoD defi nes the guidelines for strengthening 

the effectiveness of internal control systems, 

while also taking into consideration international 

best-practices. 

Ferrero International’s Audit Committee also 

monitors the process of preparation and audit 

of the individual and consolidated fi nancial 

statements. It also supervises the effectiveness 

and effi ciency of the external auditors’ activities 

and internal audit function.
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Concerning the operational organisation, the 

Ferrero Group directly coordinates all core 
procedures, namely:

 » research and development activities for 

products and their related procedures and 

production techniques, including toys;

 » conception of machinery and production 

plants of strategic importance (around 

50%);

 » production and transformation activities;

 » strategic marketing operations, institutional 

and development activities, as well as 

operational activities.

In addition, specifi c initiatives of vertical 

integration are under way:

 » In the hazelnut agricultural supply chain, 

in order to develop additional plantations 

owned by Ferrero and commercial 

partnerships, with the aim to meet part of 

the demand of the Group; 

 » The development of production activities 

and the commercialisation of energy, 

to partly cover the needs of the Group 

through investments in high efficiency 

generation plants or through renewable 

energy sources.

The following operations have been assigned to 

third parties:

 » special/promotional product packaging 

up to around 25-30% of the volume of the 

Group’s total production;

 » commercial or distribution activities 

in some countries and/or for specific 

products for about 10-15%;

 » some administrative-accounting services;

 » some IT services.

New Ferrero production plant in Turkey

New Ferrero production plant in Mexico



 ITALY
June 2013
RANKED FIRST BY UNIVERSUM
Thanks to the participation of 20,718 students 

surveyed from the 39 best Italian universities 

and business schools, Universum has revealed 

also this year’s “employer of choice” out of a 

total of 140 companies. Business students have 

attributed the fi rst position to Ferrero.

April 2013
REPUTATION INSTITUTE AWARD

The “Reputation Institute”, the world’s leading 

reputation management consultancy, compiled 

a global classifi cation of companies and awarded 

Ferrero with:

 » the highest “Corporate Social Respon-
sibility rate” in Italy, among more than 

100 companies, according to the following 

three parameters: governance, citizenship 

and workplace;

 » the second “best reputation rate”, 
according to the following seven para-

meters: products, workplace, governance, 

innovation, leadership, citizenship and 

performance.

May 2012  
BEST ITALIAN 
LEGAL 
DEPARTMENT 
During the ceremony for the “International 

General Counsels Awards 2012” organised 

by the “International Legal Alliance Summit & 

Awards (ILASA)”, Ferrero received a special 

mention for “Best Italian Legal Department”.

 

May 2012 
BEST  
EMPLOYER OF 
CHOICE AWARD  
Ferrero was confi rmed for the second 

consecutive year as “Best Employer of Choice” 

in Italy, according to a survey conducted among 

263 companies and 13,000 candidates. The 

recognition was given by the “Employer Branding 

Observatory” and the survey was commissioned 

by Monster Italia and Anthea Consulting.

 

March 2012
RANDSTAD AWARD 
The “Institute of Certifi ed 

Management Accountants 

(ICMA)” conducted a survey 

in 14 countries on the 

preferences of workers, aged between 18 and 

65. On the basis of the results, Ferrero received 

the “Randstad Award” for the most attractive 

company in Italy, thanks to 69% of workers’ 

favourable opinions mainly expressed by women. 
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March 2012
TASTE OF THE YEAR  
AWARD 
Ferrero Gran Soleil (Lemon, 

Mandarin and Coffee-

Cappuccino fl avours) recei-

ved the “Taste of the Year 

2012” award by “Tryp Network”, an independent 

association specialised in product evaluation 

processes. A panel of consumers evaluated 

the products on the basis of smell, consistency 

and taste.

 

FRANCE
July 2012 
ISO 26000 EVALUATION 
The “French Association for Standardization 

(AFNOR)” evaluated Ferrero’s social 

responsibility initiatives in France according 

to the requirements of the International 

Organization for Standardization (ISO) 26000 

guidelines. The evaluation attested to a 

“confirmed level of progress” for Ferrero. 

GERMANY
May 2013  
MERCURIO 
AWARD
The “Italian-German 

Economic Association Mercurio” that gathers, 

since 1988, institutions and companies with the 

aim of improving the relationships between Italy 

and Germany, has awarded Ferrero the “Award” 

as a special recognition for its corporate social 

responsibility.

June 2012
DAAB BEST PRACTICE 
AWARD
The “German Allergy and 

Asthma Association (DAAB)” 

awarded Ferrero with the 

“Best Practice Award” in the food sector, for 

its commitment to children and adults with 

allergies, asthma or neurodermatitis.

April 2012
INTER-GENERATION 
DIALOGUE AWARD 
Ferrero’s “Generation-

bridge” project, which 

encourages dialogue 

between generations, 

was evaluated by the 

German Federal Ministry of Education and 

Research. It was nominated as “Project of the 

month” in April 2012, by the Federal Project 

Bureau “Dialogue among Generations”.

POLAND
November 2012
PRODUCTS 
SAFETY  AND 
QUALITY AWARD  
The “Polish Research Centre for Certifi cation”, 

supported by the Polish Ministry of Economy, 

awarded Ferrero a prize for its contribution in 

promoting international quality standards and 

its utmost care for product safety.

41

SHARING VALUES TO CREATE VALUE - REPORT SUMMARY



September 2012
ENERGY EFFICIENCY 
LEADER AWARD 
Ferrero received the “Energy 

Effi ciency Leader Award” 

for its commitment and achievements in the 

manufacturing plant in Belsk for its energy 

and operational effi ciency activities and its 

sustainability and environmental stewardship 

initiatives. The recognition was given by “Trane”, 

a world leader in environmental and energy 

effi ciency services.

SPAIN
June 2013  
EMPRESAS SOCIALES 
Ferrero has received the 

“Empresas Sociales” award by 

the Fundación Mundo Ciudad 

that rewards companies that have realised 

actions and programmes in favour of Corporate 

Social Responsibility.

The prize was awarded to Ferrero for its 

humanitarian work in the Social Enterprises 

in India, Cameroon and South Africa. It is a 

recognition that rewards the commitment of the 

entrepreneurial Ferrero Family to improve and 

develop the living conditions in those countries.

AWARDS AND HONOURS 
FROM THE REST OF THE 
WORLD
AUSTRALIA
July 2012 
NEW SOUTH WALES 
GOVERNMENT’S SUSTAINABILITY 
ADVANTAGE PROGRAM  
Ferrero Australia was recognised by the “New 

South Wales Government’s Sustainability 

Advantage Program” for reaching the “Silver 

Partner Status”, which identifi es organisations 

that can demonstrate signifi cant environmental 

achievements.

BRAZIL
October 2011 
GLOBAL 
ASSOCIATION FOR 
MARKETING AND RETAIL AWARDS 
Ferrero received, from the “Global Association 

for Marketing at Retail (POPAI)”, two awards for 

Ferrero Rocher:

 » in the Gold Award category, for the cam-

paigns “Temporary Promotional Islands” 

and “Merchandising Ferrero Rocher, mes 

dos Sentimentos”;

 » in the Silver Award category, for the cam-

paign “Ilhas Ferrero Rocher Natal”.

CHINA
June 2013
“GOLD PANDA” AWARD
The “Gold Panda” Award   - 

that this year has reached its fourth edition - is 

the recognition that is given to Italian and Chinese 

companies that contribute to the strengthening 

of bilateral economic relations between Italy 

and China. The award is a collaboration between 

the Italian Chamber of Commerce in China and 

the “Italy China” Foundation with the support 

of the Italian Embassy in China, the Ministry of 

Foreign Affairs and the Ministry of Economic 

Development.

August 2012 
OUTSTANDING 
RECOGNITION FOR 
FOOD SAFETY 
CBN Media Group and 

Ecolab Inc., global service 

providers, awarded Ferrero as one of the “top 

100 most trusted brands present in China”, for its 

excellent product quality controls and its widely 

acclaimed corporate reputation. 
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March 2012
CONSUMPTION  
AND SAFETY 
AWARD 
Ferrero received the “2012 Consumption and 

Safety Award” for its active contribution to the 

“Consumer Care” annual campaign, developed 

by “Nanjing Consumer Association”.

MEXICO
April 2012
GUINNESS WORLD 
RECORDS
Ferrero achieved a Guinness 

World Record with the event 

“Kinder Generaciòn en 

Movimiento”, held in Mexico 

City on 29 April 2012. This 

was possible thanks to the 

participation of 1,601 parents and children in a 

single venue.

RUSSIA
November 2011
PRODUCT OF 
THE YEAR AWARD  
In Russia, Raffaello and Nutella 

won the “Product of the Year 

Award 2011” in their respective 

categories. These awards were 

given by the “Russian Trading 

Association” and the “Moscow International 

Business Association”, with the support of the 

Russian Chamber of Commerce and Industry.

UNITED ARAB 
EMIRATES
September 2012 

ASIAN CSR 
LEADERSHIP AWARD
Ferrero was awarded the 

“Asian CSR Leadership Award” 

by the “Asian Confederation 

of Business” under the “Local 

Community Development” category. The award 

recognises the commitment of the Group to 

enhance local communities in some of the most 

deprived areas of the world, through the enga-

gement of the Ferrero Social Enterprises.

UNITED STATES
October 2012 
NIAF AWARD 
On 13 October 

2012, the “National 

Italian American 

Foundation (NIAF)” 

honoured Mr. Giovanni Ferrero with a “Special 

Achievement Award in International Business” 

as recognition for his leadership at international 

level. NIAF is a non-profi t and non-partisan 

educational foundation, established in 1965 to 

promote Italian-American culture and heritage. 

It serves the Italian-American community and 

develops educational and youth programmes, 

including scholarships and grants.

 
June 2012 

“NUTELLA&GO!”
“Nutella&Go!” was named 

as one of the “40 Most 

Innovative New Products” by 

the “American Confectioners 

Association” during the Sweets & Snacks Expo 

held in Chicago.
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Italian
German
Indian
French
Polish
Brazilian
Russian
Georgian
Ecuadorian
Argentinian
Canadian
Chinese
South African
Belgian
Chilean
Turkish
Bulgarian
American
Australian
Mexican
Irish
Cameroonian
Spanish
Other
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32.3%

15.3%

8.4%

7.0%

5.6%

3.2%

2.5%

2.4%

1.9%

1.8%

1.8% 1.7%

1.7%
1.6%

1.5%
1.4%

1.2%

1.1%

1.0%

0.9%

0.8%

0.5%

0.8%

3.8%

NATIONALITIES 
OF THE GROUP AS 
AT 31.08.2012

97  nationalities in the Ferrero Group

FERRERO WOMEN AND MEN 
27.8%  of Ferrero employees from extra-European countries

27.8%

72.2%

27.5%

72.5%

THE  GROUP’S TOTAL 
WORKFORCE AS 
AT 31 AUGUST BY 
GEOGRAPHICAL AREA1

�   Europe

�   extra-Europe

2011 2012

1  Europe means the 27 EU countries.

2 The data includes the temporary workers of the Ferrero Social Enterprises. For the other countries, the analysis is 
in progress. The data published in the financial statement of Ferrero International as at 31 August 2012 refers to the 
Group’s average staff in 2011/12 which is equal to 22,298 people.

25,2702 Ferrero women and men of whom:

1,324   people employed in Ferrero’s agricultural 
companies

2,310  new staff members in the Group in 2011/12

2,435   people employed in the Ferrero Social 
Enterprises, of whom:

191
in Cameroon 

1,886
in India

358
in South Africa
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NATIONALITIES

31/08/2012

Total % Total workforce

Italian 8,152 32.3%

German 3,869 15.3%

Indian 2,118 8.4%

French 1,763 7.0%

Polish 1,414 5.6%

Brazilian 814 3.2%

Russian 635 2.5%

Georgian 594 2.4%

Ecuadorian 478 1.9%

Argentinian 456 1.8%

Canadian 452 1.8%

Chinese 428 1.7%

South African 428 1.7%

Belgian 395 1.6%

Chilean 371 1.5%

Turkish 344 1.4%

Bulgarian 312 1.2%

American 274 1.1%

Australian 257 1.0%

Mexican 233 0.9%

Irish 202 0.8%

Cameroonian 196 0.8%

Spanish 132 0.5%

Other 953 3.8%

Total 25,270 100%
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FERRERO WOMEN AND MEN

43.3%  women

820  senior managers of whom

89.4%  full-time contracts

78.1%  permanent contracts

Below are fi gures about Ferrero employees around the world as at 31 August 2012:

66%  locally hired in their country 

IN 2011/12 THERE HAVE 
BEEN NO STRIKE ACTIONS 
AGAINST THE COMPANY

NO FATAL OR SERIOUS
ACCIDENTS IN ANY 
FERRERO PLANTS/SITES
WERE REPORTED

21.9% employees younger than 30 years-old

17.3%   employees older than 50 years-old

RATIO OF BASIC 
STARTING WAGE 
OF WORKERS AND 
LEGAL MINIMUM WAGE 
IN 2011/12*

*The fi gure for basic wage 
represents the annual gross 
minimum starting wage of a 
production worker. 
It does not take into account 
overtime pay, production 
bonuses or individual 
bonuses. When the fi gure is 
1 this means there is parity 
between the legal minimum 
wage and the wage paid by 
Ferrero.

1.00 

Italy 

1.05 

France 

1.00 

Germany 

1.00 

Ireland 

1.03 

Poland

1.58 

Canada 

3.67 

Russia 

1.21 

Brazil
0.00

1.00

2.00

3.00

4.00
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In 2012, a formal token of gratitude was awarded to 225 staff members 
for 25 years of service in the Ferrero Group, to 168 staff members for 
30 years of service, to 74 staff members for 35 years and to 30 staff 
members for 40 years.

FOR MORE INFORMATION ON HUMAN RESOURCES OF THE FERRERO GROUP, 
PLEASE REFER TO THE INTEGRAL VERSION OF THE 2012 CSR REPORT, AVAILABLE 
ON THE INTERNET AT:  www.csr.ferrero.com

TRAINING AND DEVELOPMENT

The Ferrero Learning Lab has continued to centrally coordinate the institutional 
and managerial training programmes for Ferrero personnel, in three main areas of 
intervention:

 » Corporate University

 » Commercial Operations and Management Services

 » Industrial Operations



SUSTAINABLE 
AGRICULTURAL 
PRACTICES

The hazelnut 
tree fruit

SHARING VALUES TO CREATE VALUE
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SUSTAINABLE 
AGRICULTURAL PRACTICES
Ferrero has always preferred to establish direct, 

long-term commercial relationships with 

producers and suppliers of raw materials, based 

on dialogue and transparency.

As already stressed in previous CSR reports, the 

Ferrero Code of Business Conduct includes 

clear requirements concerning the excellent 

quality and freshness of raw materials and me-

ticulous compliance with the principles of ethics 

and sustainability (for the full text of the Code of 

Business Conduct, visit www.csr.ferrero.com).

The Code is complemented by a plan to be com-

municated and agreed upon by both internal 

and external third parties involved in the supply 

chain by the end of 2013. This Plan, known as the 

ABCDE Plan (A Business Code Dialogue En-
gagement), will further strengthen the Group’s 

relationships with raw material suppliers, and it 

needs to be implemented by the end of 2013.

Through the ABCDE Plan and other measures, 

Ferrero will promote a commitment to support 

good farming practices defi ned as: “the 

application of available knowledge to the 

utilisation of natural resources in a sustainable 

way for the production of safe, healthy food and 

non-food agricultural products in a humane 

manner, while achieving economic viability 

and social stability” (FAO, Good Agricultural 

Practices, June 2002).

OUR MAIN INGREDIENTS 

The fundamental parameters we apply in 

selecting our agricultural raw materials are: 

excellence in quality and full respect for 
human rights and sustainability.

This chapter highlights the initiatives carried out 

by Ferrero for each raw material, in line with the 

following goals:

RAW MATERIALS GOALS TIMEFRAME STATUS

MILK 30% from integrated supply chain 2012 Achieved

COFFEE 100% certified as sustainable 2013 Brought forward 2 years

EGGS
100% eggs from barn hens in respect of 

animal welfare
2014 On track

PALM OIL
100% certified as sustainable and 

segregated
2014 Brought forward 1 year

COCOA 100% certified as sustainable 2020 On track

HAZELNUTS
Implementation of the traceability plan 

for 100% of hazelnuts
2020 On track

CANE SUGAR 100% from sustainable sources 2020 New

SOY LECITHIN GMO free Already in place Already in place
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Cocoa

OBJECTIVE 100%   
sustainable certifi ed cocoa 
sourcing before 2020

FOR MORE INFORMATION ON THE STRATEGY OF THE FERRERO GROUP ON RAW 
MATERIAL SOURCING, PLEASE REFER TO THE INTEGRAL VERSION OF THE 2012 CSR 
REPORT, AVAILABLE ON THE INTERNET AT:  www.csr.ferrero.com

PERCENTAGE OF COCOA 
VERIFIED ON TOTAL VOLUME YEARS

STANDARDS & PROJECTS FOR 
DELIVERY OF VERIFICATION

COCOA PRODUCING 
COUNTRIES

20% 2011/2013

UTZ Certified, Rainforest Alliance, 

Certification Capacity Enhancement, 

Source Trust and others

Mainly from 

Ivory Coast, 

Ghana, 

Nigeria, 

Ecuador

40% 2013/2015

60% 2015/2017

80% 2017/2019

100% 2020

 150,000 metric tonnes per year sourced from Malaysia 
(primarily from the Malaysian Peninsula), Papua 
New Guinea and Brazil

OBJECTIVES  100%  sourcing of certifi ed segregated* sustainable palm 
oil by end 2014, of which

 50% already met in April 2013

Palm oil

* Segregated means that the palm oil is completely traceable from its use in the plant to the original plantations.

HazelnutsOBJECTIVE

100%    traceability before 2020 through the 
Ferrero Farming Values (FFV) Plan

The 4 pillars of the Plan are:
• ENSURE EXCELLENCE IN THE HAZELNUT SUPPLY CHAIN
• RESPECT AND MAKE SUPPLIERS RESPECT LABOUR CONDITIONS IN COMPLIANCE WITH NATIONAL 

AND INTERNATIONAL LAWS
• AVOID ANY USE OF CHILD LABOUR
• IMPLEMENT A WORK SAFETY SCHEME FOR FARMERS
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FERRERO AGRICULTURAL ENTERPRISES

99.6%  employees are locally hired

9,000  hectares of arable land

 

1,012  employees as at 31 August 2012 of whom

595 in Georgia

372 in Chile

34   in South Africa

9   in  Argentina 

2   in Australia

77%   employees are farmers

16%   women

Georgia - Ferrero partakes with USAID on the EPI project (Economic 
Prosperity Initiative) which involves:

2,000 farmers to be involved in training activities before 2014 of them

800 benefi ted from this programme in 2012 

For the cultivation of hazelnuts, Ferrero operates through 5 agricultural 
companies established over the years since 1991

Ferrero has decided to invest in these plantations 
in order to source hazelnuts that are:

• of excellent quality, always fresh, all over the 
world;

• also contra-cyclical to the Northern 
hemisphere cultivation.
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FOR MORE INFORMATION ON THE FERRERO AGRICULTURAL ENTERPRISES, PLEASE 
REFER TO THE INTEGRAL VERSION OF THE 2012 CSR REPORT, AVAILABLE ON THE 
INTERNET AT: www.csr.ferrero.com

THE CULTIVATION OF HAZELNUTS

The part that Ferrero plays in the development of the hazelnut industry is carried 
on according to a strategy that has been tried and tested over more than a 
decade in several countries of the world. It can be summarised as follows:

 » The purchase and management of pilot farms: the pilot farms, managed 
directly by Ferrero’s Hazelnuts Business Development (HBD), have the 
following three functions: 
1. experimentation: to ascertain the adaptability of different hazelnut varieties 

to the local agricultural weather conditions and to experiment with different 
agronomic techniques; 

2. demonstration: to incentivise and promote the cultivation of hazelnuts with 
local operators; 

3. production: to guarantee a significant part of the hazelnut harvest for Ferrero 
while still facilitating the sale of it at market prices.

 » The tree nursery: saplings of selected varieties grown in Ferrero/HBD’s 
nurseries are sold to local cultivators at a fair 
price1.  In addition to selling the saplings, 
Ferrero offers farmers technical 
assistance for cultivating their 
plantations.

 » Research and training: 
Ferrero collaborates with 
national and international 
research institutions on 
various matters relating to 
the technical management 
of the hazelnut plantations. 
In addition, there are training 
and publication sessions with 
farmers as part of international 
projects and with local training 
institutions.
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1 Which covers direct costs and standard structural costs.



MINIMISING 
ENVIRONMENTAL IMPACT

The hazelnut 
fl ower

SHARING VALUES TO CREATE VALUE
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MINIMISING ENVIRONMENTAL IMPACT
FERRERO PLANT CERTIFICATIONS

11 Ferrero plants are equipped with an Environmental Management System, 
certifi ed according to ISO 14001:2004. A certifi cation project of the 
Group is in progress, which requires a single certifi cate for Ferrero’s 
production system

2 plants have reached the ISO 50001:2011 certifi cation for the “Energy 
Management System”

AMONG THE OBJECTIVES DECLARED, IN 2011/12, WE HAVE 
REACHED IN ADVANCE THE FOLLOWING ONES

THE RESULTS CARRIED OUT BY THE GROUP

The energy 
consumption of the 
Ferrero plants has 
remained in line with 
previous years in terms 
of absolute value, 
while experiencing an 
increase in production

The water saved from 
our plants in recent 
years could fi ll the 
Arena of Verona eight 
times

Energy

the objective of 
consumption 
reduction per unit 
of product by 5%
compared to 2009 
(expected for 2020)

CO2 emissions reductions
reached in 2010 (almost 33,000 metric tonnes) 
is equal to the total emissions of about 14,000 cars 
in a year

Water

the objective of water 
consumption 
reduction per unit 
of product by 20%  
in comparison to 2009 
(expected for 2020)
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THE COMPLETION 
OF THE FOLLOWING OBJECTIVES IS UNDER WAY

*  In the reporting year we recorded a reduction of greenhouse gas 
emissions by 8% per tonne produced, compared to 2009

Energy self-production

•   By 2013/14: 75% of the electric energy 
of the European plants of the Group (Belgium, France, 
Germany, Ireland, Italy, Poland excluding Russia 
and Turkey) will be self-produced, with 25% from 
renewable sources 

•   By 2020: implementation of an energy action 
plan on a global level, compatible with the local 
situation of the existing and future plants

The percentage of waste recovery 
of the plants has reached more than  90%
this year

Transport and storage*

•   By 2020:  reduction 
by 30% of greenhouse 
gas emissions 
(equivalent metric tonnes of 
CO2) originating from transport 
and storage activities

Packaging

•   By 2020: use of materials 
coming from renewable 
sources in packaging 
(+10% compared to 2009) 

•   By 2014: 100% virgin paper 
and cardboard from 
certifi ed sustainable supply 



THE 10 CSR 
OBJECTIVES TO ACHIEVE

SHARING VALUES TO CREATE VALUE

BY 2020



62

GOALS STATUS

FOR HUMAN RIGHTS
1 Enhance the activities of the “Ferrero Foundation of 

Alba” and Ferrero’s “Social Enterprises”
Achieved 
and extended

2 Implement the Code of Business Conduct 

throughout the value chain (ABCDE Plan)
End of 2013

3 Promote internal initiatives to support  a “Culture of 
Diversity” Before 2015

  ON TRACK            SLIGHTLY REFORMULATED            BROUGHT FORWARD          

THE   10   CSR OBJECTIVES TO ACHIEVE BY 2020

GOALS STATUS

FOR THE ENVIRONMENT
4 Self-produced electricity as 75% of electric 

consumption of all European plants, 25% of which 
from renewable sources

Before 2013/14

Implementation of an action plan on energy 
at global level, according to local needs of existing 

and future plants

Before 2020

5 40% reduction of CO2 emissions due to operation 

activities (compared to 2007)
Before 2020

30% reduction of greenhouse gas emissions 

(tonnes of equivalent in CO2) due to transport and 

storage activities (compared to 2009)

Before 2020

6 20% reduction of water consumption per unit 
of production by 2020 (compared to 2009)

Achieved ahead 
of schedule

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

Before 2020

100% virgin paper and cardboard from a certifi ed 

sustainable supply chain
Before 2014
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GOALS STATUS

FOR RAW MATERIALS
8 100% cocoa certifi ed as sustainable Before 2020

100% coffee certifi ed as sustainable Brought forward to 
2013

100% palm oil certifi ed as sustainable 
and segregated

Brought forward to 
2014

100% cane sugar from sustainable sources Before 2020

Implementation of the traceability plan for

100% of hazelnuts Before 2020

9 100% eggs from barn hens, in respect of animal 

welfare
Before 2014

GOALS STATUS

FOR A HEALTHY LIFESTYLE
10 Continue to expand “Kinder+Sport”, 

our programme to support sports globally
Achieved 
and extended



Ferrero Rocher Event, Dubai

APPENDIX I - FOCUS ON FERRERO ROCHER

SHARING VALUES TO CREATE VALUE
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FERRERO ROCHER

1982  Ferrero Rocher was created

4  SECRETS TO SUCH SUCCESS

2013  sold on 5 continents

FERRERO ROCHER 
IS UNIQUE AND UNMATCHED

Ferrero Rocher is manufactured by highly skilled employees who take prodigious 

care in their craft. Each Rocher has within it a noble ingredient that is the 
whole hazelnut, and is covered with a rough layer of chopped hazelnuts bathed 

in the fi nest of milk chocolates. This means that each Rocher is uniquely different 

from the next.

ROCHER IS UNIQUE ALSO IN ITS PRESENTATION

Every Rocher is individually wrapped in a refi ned golden wrapper and enclosed in 
the familiar, transparent, and innovative box.

»  the sensory properties of the 
whole hazelnut and especially its fl avour;

»  the velvety creamy fi lling;

»  the crunchiness of the wafer;

»  the tasty texture of chopped hazelnuts 
on the outside, covered with the fi nest 
chocolate.
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FERRERO ROCHER’S RAW MATERIALS

4 plants produce Ferrero Rocher

ALBA (ITALY) 
BRANTFORD (CANADA)
STADTALLENDORF (GERMANY) 
POÇOS DE CALDAS (BRAZIL)

These Ferrero plants are all certifi ed by external, independent bodies, according 
to standards of quality and food safety management systems.
 

18,000  
annual tastes within Ferrero laboratories

 

70,657   

 metric tonnes of the freshest raw materials used 
for the production of Ferrero Rocher

 

100%    

of cocoa used in Ferrero Rocher, according to the required 
quantities of the fi ve principal markets, will be certifi ed as 
sustainable by 2012/131

1  This is an approximate calculation based on the volumes concerning the commercial year 2011/12, on the selling 
forecasts for 2012/13 and on volumes of certified raw materials purchased in 2012/13.
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FERRERO ROCHER’S PACKAGING

57.3% 
31.4% 

4.2% 
4.2% 2.9% 

RIGID PLASTIC 

PAPER AND CARDBOARD

ALUMINIUM 

WOOD

PLASTIC FILM 

» safeguard the fl avour and quality of an extremely complex 
and delicate product

» ensure protection against humidity and other external agents 
» provide adequate physical resistance to protect the product

20%  of recycled material in the total amount of packaging
 

FERRERO 
ROCHER’S 
PACKAGING 
WORLDWIDE IN 
2011/122

2 Percentage split by weight of the materials used worldwide in Ferrero Rocher’s packaging in 2011/12.

THE MAIN OBJECTIVES OF OUR PACKAGING:



APPENDIX II - FOCUS ON FERRERO IN GERMANY AND POLAND

Ferrero plant in 
Stadtallendorf, 
Germany

Ferrero plant in Belsk, Poland

SHARING VALUES TO CREATE VALUE
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FERRERO IN GERMANY

IN 2011/12, THE CONSOLIDATED NET SALES OF FERRERO 
GERMANY AMOUNTED TO 2.2 BILLION EUROS
Involvement of the main actors through the National Stakeholders Dialogues
In Berlin, Ferrero Germany is partaking in the German Initiative on Sustainable Co-

coa (GISCO), launched by the Federal Ministry of Food, Agriculture and Consumer 

Protection and the Federal Ministry for Economic Cooperation and Development, 

in order to improve life conditions in the cocoa producing countries.

This programme allows for the best possible balance between private 
and working life, through fl exible working hours, a remuneration and 
pension system, and provides both big and little daily advantages

FIVE STRATEGIC AREAS OF THE PRIMAVERA PROGRAMME

»  Talent Development
»  Benefi ts and initiatives for employees
»  Health and safety
»  Working Environment
»  Team work

1956  Ferrero starts its activities in Germany with fi ve employees

Today, Ferrero is the largest confectioner 

in Germany with 4,794 employees.  
Ferrero’s Business Unit is located in Frankfurt; 
the production plant in Stadtallendorf

KINDER+SPORT IN GERMANY
Ferrero Germany supports an active lifestyle by promoting movement 
and a balanced diet.  It is a national sponsor of the event Sports Badge Tour, 
which is home to 30,000 kids every year

“Kinder+Sport Basketball Academy”
launched in Berlin in October 2011 
Children and teenagers aged 7 to 15, attending Berlin schools, make up the 
target group
The initiative was developed and launched in conjunction with ALBA Berlin, 
the most famous and successful basketball association in Germany 
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SHARING VALUES TO CREATE VALUE - REPORT SUMMARY

2008  the Opera Sociale is founded 

2010 a wide communication programme was launched: 
“Mein Ferrero”

2012 a robust health programme was launched for mental wellbeing, 
physical activity and healthcare

Possibility for the employees to support activities for disabled people through 
the “Corporate Volunteering Programme” and the “Social Day”

Meeting place for more than 430 Ferrero employees
Solid example of an active and committed retirement, implementing the guiding 

values “Work, Create, Donate”

 
  ISO 9001:2008 SINCE 2012
 
 FSSC 22000:2010 SINCE 2012
 
 IFS VERSION 5 SINCE 2012
 
 COSTCO SINCE 2012
 
 KOSHER SINCE 2013
 
 SQMS MCDONALDS SINCE 2012
 
 MICROBIOLOGICAL LAB: ISO 17025/2005 SINCE 2012
 
 RSPO SUPPLY CHAIN CERTIFICATION STANDARD SINCE 2013

»  Certifi cation of the production site: ISO 14001:2008
Successful audit in 2013 for the ISO50001 certifi cation

MAIN GOALS ACHIEVED BY FERRERO IN GERMANY IN 2011/12 COMPARED 
TO THE PREVIOUS YEAR

»  Reduction of energy consumption per unit of product
»  Reduction of CO2 emissions
»  Reduction of water consumption and waste water discharge 

by tonne of products

QUALITY CERTIFICATIONS
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FERRERO IN POLAND

THIRD MOST IMPORTANT PLAYER IN THE 
CONFECTIONERY MARKET

1,332 direct employees as at 31/08/2012
 

More than 20 products marketed, such as Nutella, Tic Tac, Kinder 

Bueno and Kinder Surprise

Ferrero Poland had a turnover of 619 million euros in 2011/12

1992 Ferrero begins its activities in Poland

SEVERAL ACTIVITIES IMPLEMENTED TO SUPPORT 
WORKERS AND FAMILIES

»  participating in sports programmes
»  refunds for schoolbooks for the employees’ children
»  launch of the Intercultura Programme in 2013/14

INITIATIVES IMPLEMENTED TO PROMOTE HEALTH 
AND SAFETY IN THE WORKPLACE

»  training classes
»  co-operation with medical specialists
»  independent audits within the plant

1993 initial factory opened 
in Wilanow

1997 new factory opened 
in Belsk
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BELSK PLANT CERTIFICATIONS
»  ISO 14001 since October 2003
»  IFS since 2006
»  COSTCO since 2010

QUALITY MANAGEMENT SYSTEM WITH 
ISO CERTIFICATION 9001:2008

 

SUPPORTING A HEALTHY LIFESTYLE

2 energy cogeneration systems

MAIN GOALS ACHIEVED IN 2011/12 
COMPARED TO 2010/11

 
  ENERGY REDUCTION IN THE PRODUCTION AND DISTRIBUTION 
SYSTEM FOR COMPRESSED AIR 

 
 MONITORING FOR STABLE CO2 EMISSIONS
 
 REDUCTION OF WATER CONSUMPTION AND WASTE WATER 

DISCHARGE FOR EACH TONNE OF PRODUCTION

ENHANCING LOCAL COMMUNITIES
»  Cooperation with local schools and universities through participating in 

University Fairs and Workshops
»  Training of supply chain managers to deliver business cases and 

workshops in Universities by 2013/14

2008 introduction of 
“Kinder+Sport” in Poland 

for a total of 100,000 people involved

“Keep fi t!” project with the involvement of  

96 schools in Poland
Cooperation with the “Polish Volleyball 
Association” with the participation of 

32,547 young people in 2011/12
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The drafting of the 2012 report and this summary has been prepared by the CSR offi ce of the Ferrero 

Group (email: csr@ferrero.com). 

The integral version has been drafted in accordance with the A + level for the “Sustainability Reporting 

Guidelines” (version 3.1, 2011) and “Food Processing Sector Supplement”, both defi ned by the GRI 

(Global Reporting Initiative). The following references are also taken into account:

 »  “The Ten Principles” of the United Nations Global Compact (UNGC)
 »  ISO (International Standard Organization) 26000:2010 “Guidance on social responsibility”
 »  Organization for Economic Co-operation and Development (OECD) “Guidelines for Multinational 

Enterprises.”

A number of pages of this present compendium were dedicated to our major brands and our 
presence in certain countries. This year the focus concerns Ferrero Rocher and our presence in 
Germany and Poland.

The full version of the 2012 CSR report, published on the internet at www.csr.ferrero.com, has 
been externally assured by Deloitte ERS - Enterprise Risk Services S.r.l, which issued the “Report of 
Independent Assurance” on 9 July 2013.
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