Ferrero USA National Alignment
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SITUATION ACTION

In 2011, Ferrero U.S.A. Inc. &82eX HZXYTR UQFS KTW +JWWJIJWT NSHOZIJI

utilized over 40 regional team providing HQ and retail service in the conve -

brokers who collectively nience store channel, coverage in grocery to drive

lacked what was needed confection, an increased focus on the Nutella brand,

to take the business to FSI GIJXY NS HQFXX WJYFNQ J]JJHZYNTS

the next level. In addition, the complication of coordi - cutting-edge retail technology enabled quick execu -
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Ferrero’s already strong customer marketing function /

at both the national and market/channel level.
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and greatly hampered the ability to win on national

initiatives.

RESULTS
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pound rate (+13%) of three previous years (+6%). Nutella made the leap from cult to house -
hold brand in the spreads aisle, now making up over 8% of the category. In its latest year,
the company’s three core businesses continue to show tremendous growth:
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