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Forward Looking Statements 

This presentation contains statements that are forward -looking. These statements are made based upon current expectations that a re 

subject to risk and uncertainty because actual results may differ materially from those contained in the forward -looking stateme nts.  

You should not place undue reliance on the forward looking statements when deciding whether to buy, sell or hold the Companyõs 

securities.   Factors that could cause results to differ materially include, but are not limited to: issues or concerns relat ed to the quality 

and safety of our products, ingredients or packaging; changes in raw material and other costs; selling price increases, inclu ding volume 

declines associated with pricing elasticity; market demand for our new and existing products; increased marketplace competiti on;  

disruption to our supply chain; failure to successfully identify, execute and integrate acquisitions, divestitures and joint ventures; 

changes in governmental laws and regulations, including taxes; political, economic, and/or financial market conditions; risks  and 

uncertainties related to our international operations and related growth targets; disruptions, failures or security breaches of our 

information technology infrastructure; the impact of future developments related to the investigation by government regulator s of 

alleged pricing practices by members of the confectionery industry, including risks of subsequent litigation or further gover nment 

action; pension cost factors, such as actuarial assumptions, market performance and employee retirement decisions and funding  

requirements; the ability to implement our supply chain realignment initiatives within the anticipated timeframe in accordanc e with 

our cost estimates and our ability to achieve the expected ongoing annual savings from these initiatives; and such other matt ers as 

discussed in our Annual Report on Form 10 -K for 2011. All information in this presentation is as of June 25, 2012. The Company 

undertakes no duty to update any forward -looking statement to conform the statement to actual results or changes in the Company ôs 

expectations.  
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Key Messages 
ÁHersheyôs business model is fundamentally advantaged 

ÁWe are leveraging knowledge, intellectual capital, brand building  

and innovation capabilities around the world  

ÁWe are financially disciplined with resources to successfully  

compete globally  

ÁWell-positioned to capture the opportunities ahead  

ÁWe are focused on increasing shareholder valueé on our aspirational path 

to $10 billion in net sales  

 



Hershey, a global companyé 

Á$6.1 billion net sales in 2011  

Á~13,000 employees around 

the world  

ÁProducts available in over  

70 countries around the world  

ÁHershey products manufactured  

in 14 countries  



édelivering solid resultsé 

ÁKnowledge and intellectual capital is central to our success  

ÁPredictable and consistent net sales and earnings growth  

ÁU.S. business profitable for Hershey and retailers  

ÁStrong operating cash flow 

ÁDisciplined approach to global expansion  



édriven by knowledge & intellectual capital 

Integrated 

Business 

Management 

IBM 

Marketing  
Sales 

 

Customer 

Service 

Category 

Insights 
 

Innovation  

 

R&D 

 

Finance  



Building on our strengths in U.S.  
and key international markets  



Hershey 

Overview  



Key drivers of increased shareholder value 

ÁDeliver predictable, profitable and sustainable N. America business  

ÁExpand our geographical footprint in focus markets  

ÁCreate and expand a consumer-centric portfolio across  

key geographies 

ÁWin with talent & knowledge to create a capable,  

high performance culture  

ÁExecute with excellence  

 



Confectionery is large, growing globally  

*Source: Euromonitor, Hershey estimates 

 

+4.9%* 

2006-2011  

CAGR 

$160b 



U.S. confectionery is attractiveé 

$80b Snack Market Confectionery  
is the largest  
snack segment  

Snacking on  
trend with  
consumer  
behavior  

Salty  
Snacks 

26% 

Confectionery 
41% 

16% 
Cookies/ 
Crackers 

10% 
Breakfast 

Bars 

Meat Snacks 1% 

Bakery Snacks 6% 

Source: Data Monitor 2012 Projections, Hershey estimates 

 



éand has channel ubiquity 

Hershey % of Net 

Sales by Channel 

42% 

Specialty 
Channels 

Dollar  
Stores 

15  
C-stores 

33  
Mass 

Merchandisers 
10 

Drug 
Stores 

8  
Wholesale  

Clubs 

25 
Supermarkets 

5 

4 

Source: Hershey sales 

 



Leadership in U.S. Chocolateé 

Source: Nielsen/ IRI, Hershey custom database, xAOC+C 52-Weeks 12/31/11  

  xAOC+C data includes the following channels: Food, Drug, MassX, Convenience, Walmart , partial Dollar Store, partial Club, and Military store channels.  

43.2% 

5.9% 

30.8% 

4.3% 4.0% 
~1% 



Mars/  Wrigley Hershey Kraft  Nestle P/L R. Stover Lindt  

é and strong overall category positioné 

Source: Nielsen/ IRI, Hershey custom database  xAOC+C 52-Weeks 1/1/11  

  xAOC+C data includes the following channels: Food, Drug, MassX, Convenience, Walmart , partial Dollar Store, partial Club, and Military store channels.  

 

31% 

29% 

6% 
5% 

3% 2% 2% 

In the largest, most 

profitable market  

in the world  



éwith great purchasing dynamics 

Household penetration  

Impulse purchases 

Merchandising responsiveness 

Checkout conversion rate 

Source: IRI Builders 



Hershey Channel Growth 

Food +4.2% +0.2 pts 

Drug +12.2% +1.3 pts 

Mass x +5.7% +0.5 pts 

Convenience +11.1% +1.4 pts 

 

xAOC+C* +8.3% +0.9 pts 

% Chg 

2010 vs. 2011  

*xAOC+C data includes the following channels:  Food, Drug, MassX, Convenience, Walmart, partial Dollar Store, partial Club an d Military store channels.  

Source:  Nielsen, Hershey estimates as of yearðend 

Market  

Share Gain 



Consistent category growthé 

$12.4  

3.6% 5-yr  

CAGR  
$14.8  

FDMxCñCMG Retail Sales ($B) 

Source: Nielsen/ IRI, Hershey custom database estimates 



édriven by solid chocolate performance 

$6.5  

$8.0  

ChocolateñFDMxC Retail Sales ($B) 
4.2% 

5-yr CAGR 

Source: Nielsen/ IRI, Hershey custom database estimates 



Hershey has a portfolio of iconic brands  

The brands on this slide are registered trademarks® of The Hershey Company 



Hershey has a portfolio of iconic brands  
Global Brands 

The brands on this slide are registered trademarks® of The Hershey Company 



Hershey Tops Forbes Brand Rankings 

    Most Ethical Leadership 

    Honest and Trustworthy Brands 

#5 Overall Brand Ranking 

Source:  Forbes, October 2011 



Global footprint increasingé 

$1b 

Hershey International Net Sales % of Total Company 

9.8% 

13.8% 

14.6% 
15.6% 



Global footprint increasingé 

* Mexico, Brazil, China & India  

U.S. 
(~85%) 

The Hershey Company Net Sales 

Export &  
all other  

MBCI* U.S.  +6%  

MBCI* +26% 

Canada +1% 

Export & all other  +20% 

 

Total Hershey +7.2% 

% Chg 2011 vs. 2010  



éa big opportunity in emerging marketsé 
Chocolate & Non-Chocolate Candy 

2011 Estimated Retail Sales ($b) 

Non-Chocolate Candy 

Chocolate 
$6.3  

$1.5  
$0.7  

$1.0  

$4.3  

$15.3  

$9.2  
$10.3  

Source:  Euromonitor 



éand growing rapidly 
Chocolate & Non-Chocolate Candy 

2006ð2011 % CAGR 

6.3  

11.4  

27.0  

6.5  

10.0  9.1  

13.5  12.9  

Non-Chocolate Candy 

Chocolate 

Source:  Euromonitor 



Knowledge & Intellectual Capital drive resultsé 

IDP Activation 

Strategy 

Knowledge & Intellectual Capital  

Demand Chain 

Hershey 

Trip Mission 

Buyer 

Supply Chain 

Profitable Transaction  

Marketing 

Sales 

Logistics 

Manufacturing 

Hershey Customers 

The WHY 

The WHAT 

The HOW     



Talent and 
knowledge  

will continue to  
facilitate our  

growth  
objectives  

ÂExperienced management team  

 

ÂGlobal knowledge  

 

ÂProcesses in place to develop high 

potential employees  

 

ÂMatrix working environment enabling 

exposure to other functions and 

geographies 

émanaged by an experienced and proven 
management team 



ñDoing well, by doing goodò 

͊One is only happy in proportion as he 

makes others feel happy, and only as 

useful as he contributes his influences 

for the finer callings in life. ͋ 

-Milton S. Hershey  

 
Corporate Social Responsibilityéa 100 year legacy: 



Hersheyôs 2012 CSR Report 



 

 

Å Market Share 

Å Net Sales 

Å Margins 

Å EPS 

 

 

Our strategy is working  

ÂPredictable  

 

ÂConsistent  

 

ÂAchievable  



Revenue growth accelerated 
Net Sales YoY % Increase 

+7-9% 

+7.2% +7.0% 

+3.2% 
+3.8% 



A balanced approach 

ñHealthyò investment in brand building while growing EBIT margin  

Advertising-to-sales ratio 

EBIT margin* 

*Adjusted, excludes business realignment and impairment charges & NSRPE 



Strong EPS growth 

$3.11  

to $3.17  

Adjusted EPS-Diluted* 

$2.83  
$2.57  

$2.23  

$1.76  

*Adjusted, excludes business realignment and impairment charges & NSRPE 

+
1

0
%

 t
o

 +
1

2
% 



International  

Opportunities  



Confections is fragmented globallyé 

Source:  Euromonitor 2010 global market share ($ retail sales)  

Kraft  Mars/ 

Wrigley 
Ferrero Nestle Hershey Perfetti  

Van Melle 

Lindt  Lotte  

14.8% 

7.9% 

4.7% 
4.5% 

3.1% 
2.0% 1.8% 

14.1% 



Will accelerate growth via M&A, with an 
emphasis on focused geographies 



Robust global chocolate category growth  
Expected chocolate category size 2017 ($b) 

Brazil China India Mexico Eastern 
Europe 

Latin 
America 

Russia 

$10 

$1.4 

$9 
$10 

$3 

$13 

$3 

+9% +11% Est. CAGR 2011-2017 +21% +4% +7% +12% +8% 

Source: Euromonitor, Hershey estimates 



Non-chocolate candy, a large global category  
Expected NCC category size 2017 ($b) 

Brazil China India Mexico Eastern  
Europe 

Latin  
America 

Russia 

$7 

$3 $3 

$7 
$9 

$3 $2 

+6% +8% Est. CAGR 2011-2017 +16% +5% +6% +9% +3% 

Source: Euromonitor, Hershey estimates 



Outside U.S. & Canada net sales will continue 

to accelerate with profitability to follow  

Net Sales (organic)  ~$700m  $1.5b - $2.0b  

 

CAGR (organic)  ~20% 

 

M&A -- Additive  

 

Profitability  Build out/  Low/  

  Invest mode  Mid-teens % 

2012E 2017E 



Long-term  

Targets 



Long-term Net Sales Growth 

U.S. CMG Category 4%+ 

Hershey U.S. & Canada ~4% 

Hershey ROW ~20% 

Total Hershey  +5ð7% 

ÁLeveraging U.S. scale 

ÁExpect innovation to deliver  
at least a point of overall 
growth per year  

ÁContinued investment in  
international go -to-market  
capabilities  

ÁConsumer-centric driven  
innovation (globally)  

 

Expected  

YoY% Growth 



Long-term Adjusted Earnings Per Share 

Previous 

+6-8% 

As of 6/25/12  

+8-10% 



Cash Flow Priorities 

* Cap-ex for volume / capacity expansion and cost reduction  

#1 
M&A 

Opportunities  

#3 
Cap-ex * 

#4 
Sh. Buyback  

 and Debt 

Reduction 

#2 
Dividend  

Financial  
Flexibility  



Solid Shareholder Returns 
Total Shareholder Return (%) 

December 31, 2007 ð May 31, 2012 

HSY 

S&P Food Group 

S&P 500 

DJIA 



Hershey, a solid business investment 

ÁPredictable and consistent top -line growth  

ÁProfitable category for both manufacturers and retailers  

ÁStrong operating cash flows 

ÁSolid balance sheet 
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Michele Buck, SVP Chief Growth Officer  

Vision and Strategic Priorities  



Key messages 

ÁWe have built an advantaged business model proven to deliver 

sustainable growth 

ÁOur vision and 5 year plan will drive accelerated growth  

ÁWe will seize further US confectionery opportunity  

ÁOur brands and capabilities are transferable as we expand our 

geographic footprint and portfolio in a disciplined manner  

ÁWe will win with advantaged knowledge, investment and 

continued operational excellence  



Advantaged Business Model 

IDP Activation 

Strategy 

Knowledge &  
Intellectual Capital  

Demand Chain 

Consumer / Shopper Solutions 

Innovation 

Retail Execution 

Financial Discipline & Operating Excellence  

Brand Building 
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We have transformedé Consumer-Centric 



Consumers 
Hersheyôs  

Demand Landscape 

Shoppers 
Precision  

Shopper Landscape 

Brands 

Transformedé Insights 



Transformedé Advertising 

$108M 
2.2% of Net Sales ó06 

$414M 
6.8% of Net Sales ó11 



 

 

 

 

BRAND IDEA 

Genuine Chocolate 
Genuine Happiness 
Anytime Anywhere 

Transformedé Global Brands 

BULLõS EYE TARGET 

CONSUMER INSIGHT 

KEY BENEFIT 

BRAND VALUES 

BRAND ASSETS 

BRAND PERSONALITY REASON TO BELIEVE 



ONE-OFF ITEMS 

STRATEGIC 

PLATFORMS 

Transformedé Innovation 



Transformedé Customer Relationship 

VALUE ADDED, 

CONSULTATIVE 
TRANSACTIONAL 

CATEGORY GROWTH FOCUS 



2012 

EBIT Margin* 

Revenue 

YoY Revenue Growth and EBIT Margin* 

Model has demonstrated results 

+7-9% 

*Adjusted, excludes business realignment and impairment charges & NSRPE 
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Disciplined, Sustainable Growth  

HERSHEY  

VISION FOR  

GLOBAL GROWTH 
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CORE BUSINESS: Leadership in North America 

GLOBAL EXPANSION: Scale player in select global emerging markets 

BEYOND CHOCOLATE: Participate in on-trend consumer segments   

 

M&A 

 

Talent  

Consumer

/ shopper 

insights / 

knowledge  

 

 

Taste & 

nutrition 

science 
 
 

Disciplined, Sustainable Growth  

 

Go-to -

market  
Brands 

Hershey Vision 

DIFFERENTIATOR: Advantaged Knowledge & Insights 

 

Supply 

chain  



Hershey Vision ð Destination 
WHERE TO PLAY HOW TO WIN 

CORE CAPABILITIES 

Deliver Consumer  
and Shopper Solutions 
Through Insights and 
Knowledge  

North  
America  

GEOGRAPHIES 

#1 

CATEGORIES 

Confectionery                     
& Snacking 

Convenience  
Oriented  

 
 
BFY              Indulgence 

Snacking Continuum  

Emerging 
Markets Among 

the  

Top 3 
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Strong growth aspirations 

GROSS MARGIN 

~43% 

% REVENUE INTERNATIONAL 
(ex US/Canada) 

10% 25% 

REVENUE 

$6.5B 

TODAY        5 Year Goal 

+++ $10B 

2012 2017 
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5 Strategies translate Vision to Plan  

Deliver predictable, profitable & 
sustainable NA business  

Create and expand a consumer centric 
portfolio across key geographies  

Expand our geographical footprint in 
focus markets  

Win with talent and knowledge and create 
a capable, high performance culture  

Execute with excellence  

G
ro

w
th

 p
la

n
k
s

 
(o
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a

n
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&
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n

a
b
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F

u
e
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Create and expand a consumer centric 
portfolio across key geographies  

Expand our geographical footprint in 
focus markets  

Win with talent and knowledge and create  
a capable, high performance culture  

Execute with excellence  

Deliver predictable, profitable & 
sustainable NA business  ÁDrive advantaged business 

model 

ÁInvestment in Core, 

Disciplined Innovation, 

Retail excellence  

ÁMid Single Digit Growth 

Strategic highlights  
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Create and expand a consumer centric 
portfolio across key geographies  

Win with talent and knowledge and create  
a capable, high performance culture  

Execute with excellence  

Deliver predictable, profitable & 
sustainable NA business  

Strategic highlights  

Expand our geographical footprint in 
focus markets  

ÁFocused expansion with 

transferable, winning 

business model 

ÁBig Bet in China    

ÁM&A as enabler 
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Strategic highlights  

Create and expand a consumer centric 
portfolio across key geographies  

Expand our geographical footprint in 
focus markets  

Win with talent and knowledge and create  
a capable, high performance culture  

Execute with excellence  

Deliver predictable, profitable & 
sustainable NA business  Á5 global brands 

ÁTwo $2B Brands;  

One $1B Brand;  

One $500M Brand 

ÁSweets & Refreshment and 

Adjacencies accelerate  
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Create and expand a consumer centric 
portfolio across key geographies  

Expand our geographical footprint in 
focus markets  

Execute with excellence  

Strategic highlights  

Deliver predictable, profitable & 
sustainable NA business  

Win with talent and knowledge and create  
 a capable, high performance culture  

ÁGrow global talent  

ÁInvest in R&D, M&A,  

Go-to-market, and IDP 

capabilities  
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Create and expand a consumer centric 
portfolio across key geographies  

Expand our geographical footprint in 
focus markets  

Strategic highlights  

Execute with excellence  

Win with talent and knowledge and create  
a capable, high performance culture  

Deliver predictable, profitable & 
sustainable NA business  ÁGross margin expansion   

ÁInvestment in capital 

infrastructure  

ÁSupporting processes and 

aligned compensation 
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5 Strategies translate Vision to Plan  

Create and expand a consumer centric 
portfolio across key geographies  

Expand our geographical footprint in 
focus markets  

Win with talent and knowledge and create 
a capable, high performance culture  

Execute with excellence  

G
ro

w
th

 p
la

n
k
s
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a
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a
b

le
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Deliver predictable, profitable & 
sustainable NA business  F

u
e

l 



Mars/  Wrigley Hershey Kraft  Nestle P/L R. Stover Lindt  

Scale North America is foundation  

#1 Chocolate  

#2 in CMG 

31% 

29% 

6% 
5% 

3% 2% 2% 

Source: Nielsen/ IRI, Hershey custom database  xAOC+C 52-Weeks 1/1/11  

  xAOC+C data includes the following channels: Food, Drug, MassX, Convenience, Walmart , partial Dollar Store, partial Club, and Military store channels.  
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Invest in  

Brands 

Leverage 

Capability & Scale 

to Control Cost  

Build Scale,  

Realize Price  

          6% CAGR Margin Expansion Fuel $  

International Expansion  

Portfolio Expansion  

Capability Building  

Focused &  

Disciplined Expansion 

The ñVirtuous Cycleò 

Invest in  

Knowledge, Insights  

   & Capabilities  

North America sustainability funds growth  
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Advertising  

Innovation  

Seasons 

Balanced Growth Drivers  Fundamentals  

Consumer 

Core 

Customer 

Capability  

Built around a robust business model 

Distribution  

Merchandising  
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Expand replicable US business model globally 
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Deliver predictable, profitable & 
sustainable NA business  F

u
e

l 
5 Strategies translate Vision to Plan  

Create and expand a consumer centric 
portfolio across key geographies  

Win with talent and knowledge and create 
a capable, high performance culture  

Execute with excellence  

E
n

a
b

le
rs

 

Expand our geographical footprint in 
focus markets  

G
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w
th

 p
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k
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Source:  Euromonitor 2010 global market share ($ retail sales)  

Kraft  Mars/ 

Wrigley 
Ferrero Nestle Hershey Perfetti  

Van Melle 
Lindt  Lotte  

14.8% 

7.9% 

4.7% 
4.5% 

3.1% 
2.0% 1.8% 

14.1% 

Confections is fragmented globallyé 



Focus on high growth emerging markets 

ÁHigh GDP growth 4-10% 

Á    Middle Class 

Á2/3 of World Population  

ÁHigh Confectionary growth  5 -20%  



-3% 

-2% 

-1% 

0% 

1% 

2% 

3% 

4% 

5% 

6% 

7% 

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 

CMG 

Real GDP 

GDP vs. CMG Growth 
YoY % Change - World GDP & World CMG Retail Sales 

Source: IMF, Euromonitor 



Strong GDP Growth 

---  World Avg.  2011 ð 2016 CAGR 

3.8% 

Source: IMF 

East 



Rest of World  

 

India 

China 

Mexico 
Russia 

US 
W Europe 
Japan 

Increasing Wealth from Rising Middle Class 

Middle Class People (Million)  

Source:  Goldman Sachs òThe Expanding Middle: The Exploding World Middle Class and Falling Global Inequalityó 



Highly populous 

% of World Population - 2017 

Total 70%  

of World 

Population  

Source: IMF 
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ÁMarket 

attractiveness  

ÁConfectionery 

attractiveness  

Á Snack/Beverage 

attractiveness  

Prioritized by attractiveness & HSY ability to win  

Win Now 

Expand 

Participate  

H
ig

h
 

A
tt
ra

c
ti
v
e

n
e

s
s

 
L

o
w

e
r
 

Now Hershey Ability to Win  Future  

Á Existing market  

 position/talent  

Á Customer/   

 cost sharing 
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Roles and pacing key to profitable growth  
Win Now ð Scale to 

profitability  
Expand 

Participate for future 

growth  

Middle -East & 

North Africa  

Brazil  

South East 

Asia 

Contiguous 

North 

America  

China India  

Emerging West 

& S. Africa  

Eastern 

Europe 
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Leverage Density Strategy 

Pop. 

/GDP 

Drive 

Efficiency  
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Building momentum in Chinaé  

Distribution Density  

Advertising 

Portfolio  
Chengdu 

Beijing  

Guangzhou 

Shanghai 

#2 Hersheyôs Market 

 

6x-7x Revenue Growth  

Over Next 5 Years 
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China experience  

has been good 

2011 2010 2009 2008 2007 

ÁDisciplined media investment  

ÁMethodical and aggressive city expansion 

ÁBuilding blocks approach to planning  

Building a foundation  

in India  

2010 2011 2009 2008 2007 

ÁUnderinvestment in brand building  

ÁLack of differentiated portfolio  

ÁEntered with increasing sugar costs 

Leveraging learnings to win  
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Indexed to Current US Gross Margin 

Healthy margins allow for profitability  
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Investing in Infrastructure to support growth  

ÁLeverage local talent  

ÁCross-pollinate 

innovation between Asia 

and US 

ÁLocation: Shanghai 

Asia R&D and Innovation Center  
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Capacity expansion for international growth  

Mexico 

Brazil  

India  

China / Asia  

North America  

Additional Asia 

manufacturing 

facility  



Geographic Expansion will be key to growth  

RoW 

70% 

30% 

US/Canada 

50% 

50% 

2017 Goal Today 

Growth Contribution  



Role of Hershey M&A  

Grow 
internationally  

(especially in  
Win Now markets) 

Expand 

Portfolio  
Bolster the core  

US business 

M&A and Enabler 

Build Strength            Leverage Strength 
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éwith Financial flexibility to achieve 

2012 

EBITDA* ($m) 

Operating 

Cash Flow ($m) 

*Adjusted, excludes business realignment and impairment charges & NSRPE 



Disciplined approach to M&A opportunity  

Mexico 

Other  

L. America  

Brazil  
China 

Eastern 

Europe 

Total Confectionary  

Market Growth % 1 

Select Size of M&A 

Opportunities  

Approximate net sales($) of potential acquisition targets in billions  

Source: Hershey Estimates, Euromonitor                                                                      Note: Eastern Eur ope includes CIS states 1 Market growth rates are chocolate confectionary  market nominal 2011 -2016E CAGRs at year on year exchange rates  

4% 

0% 

8% 

12% 



M&A focus on geographical bolt-ons 

93 

Strategic Preference  

ÁAdjacencies 

ÁWhite spaces 

ÁAcquisitions,  

JVs and alliances 
ÁChocolate 

ÁSweets and 

Refreshment 

Confections  Snacks Distribution  
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Deliver predictable, profitable & 
sustainable NA business  F

u
e

l 
5 Strategies translate Vision to Plan  

Expand our geographical footprint in 
focus markets  

Win with talent and knowledge and create 
a capable, high performance culture  

Execute with excellence  

E
n

a
b

le
rs

 

Create and expand a consumer centric 
portfolio across key geographies  

G
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w
th
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Drive Core Brands 

Â Impulse Category 

Â Expandable Consumption 

Â Highly responsive 
to advertising   

Â Drives scale profitability  

Â International & Portfolio 
Expansion 

Advertising  as % NS 

7.0% 

High Single 

Digit  

Today 5 Yr Goal 

Top 

Quartile of 

Peer 

Group 
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Expand 5 Core brands globally 

The brands on this slide are registered trademarks® of The Hershey Company 
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Innovate around Core 
Chocolate  Sweets & Refreshment  

Hand to Mouth, Refreshment  Hand to Mouth, Better For You  

The brands on this slide are registered trademarks® of The Hershey Company 
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Sweets & 

Refreshment 

Capture untapped S&R opportunity  

Target Markets Hershey 

35% 

S&R  15% 

S&R  

Source: Euromonitor   

20 pt 
Opportunity  

The brands on this slide are registered trademarks® of The Hershey Company 
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Deliver predictable, profitable & 
sustainable NA business  F

u
e

l 
5 Strategies translate Vision to Plan  

Create and expand a consumer centric 
portfolio across key geographies  

Expand our geographical footprint in 
focus markets  

Execute with excellence  
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Win with talent and knowledge and create 
a capable, high performance culture  

E
n
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b
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US 

Organization structured for global growth  

100 

Asia 

Americas 

Choc 

SBU 

S&R 

SBU 
Â New structure implemented  

in 2011 

Â SBUs build and leverage 
Hersheyôs global brands 

Â COEs disseminate best 
practices around the world  
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Growing Global Talent  

40% 

ÁCritical positions  
filled with top talent  

28% 

Today* 5 Yr Goal 

+ 30% 

* Excludes manufacturing headcount 



Knowledge Agenda will be Differentiator  

IDP Activation 

Strategy 

Knowledge & Intellectual Capital  

Demand Chain 

Hershey 

Trip Mission 

Buyer 

Supply Chain 

Profitable Transaction  

Marketing 

Sales 

Logistics 

Manufacturing 

Hershey Customers 

The WHY 

The WHAT 

The HOW     



Advantaged Knowledge Tools ð Example 

Hersheyôs  
Demand 

Landscape 

Precision  
Shopper 

Landscape IDP 

Proprietary  

 Media Mix 

 Unmet Portfolio 

Demand 

Mind  

Modeling 

Palate  

Mapping 

Precision  

 Loyalty  

Trip  

Missions 
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IDP Capability applied to optimize formulas 

in geographic expansion  

ÁDrivers of Liking  

ÁPreferred bundle of benefits  

ÁProduct developed to local taste  

Palate Mapping 

0

2

4

6

8

10
Sweet

Cacao

Roast

Winey

Woody

Sour

Astringent

Resinous

Vanillin

Brown Spice

Cherry-artificial

Carbon

Bitter

Fennel

Flavor Profile of Scharffen Berger 
62% Cacao Dark Chocolate
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Advancing capabilities to deliver IDP globally  

Capability Ladders  

Knowledge  

Agenda 

Retail as a  

Competitive   

Advantage 

Category  

Advisor 

Shopper  

Trip Missions 

Building Sales  

Competency 

Planogram and  

Assortments 

Consumer   

Demand  

Landscape 

Distributor  &  

Wholesale  

Management 

Share of  

Shelf 

Insights Go-to -Market  Category Management  
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Deliver predictable, profitable & 
sustainable NA business  F

u
e

l 
5 Strategies translate Vision to Plan  

Create and expand a consumer centric 
portfolio across key geographies  

Expand our geographical footprint in 
focus markets  

Win with talent and knowledge and create 
a capable, high performance culture  

G
ro

w
th

 p
la

n
k
s

 
(o

rg
a

n
ic

 &
 v

ia
 M

&
A

)
 

E
n

a
b

le
rs

 

Execute with excellence  
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Integrated Business Processes central to success  

ÁGrowth from Innovation: 1+pts (ô08-õ11) 

ÁWMAPE : ~7pt improvement vs. õ09 

Á Inventory: ~ 20% improvement  vs.ô08 

ÁCase fill: 1+pt improvement vs. YAG 

ÁForecast Accuracy (NS):  

Improved to +/ - 1.5% 

Key Metric Targets  



 6/25/2012  

108 

Measure progress against 7 core capabilities  

Example  Metrics  

1+pts of Growth from Innovation 

30% Innovation from Tech platforms  

5 Scale Global Brands 

~65% Utilization  

~190k Distribution Points (US) 

100% Replicable PMO Capability  

80% Critical Roles w/ Top Talent  

Consumer/ shopper insights 

Taste & nutrition science  

Brands 

Supply Chain 

Go-to-market  

M&A 

Talent  
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North  

America  

Global 

Footprint  

Portfolio  

Expansion 

Talent  

& Knowledge  

Execute with  

 Excellence  

Focused Strategies and Initiatives  
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Strategic Initiatives  

S
 T

 R
 A
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 E

 G
 I

 E
 S 

Linked to 

Individual 

performance 

goals 
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Hershey will deliver predictable growth  

Strong North American Foundation  

with Replicable Business Model  

Aggressive, yet Disciplined Expansion  

Strong Top Line & Cost Management  

Deliver Bottom Line Performance  



J.P. Bilbrey  President & CEO     Hershey Overview  

Michele Buck  Senior Vice President,    Strategic Vision  
      Chief Growth Officer  
 
Mike Wege  Senior Vice President,    Commercial Expansion  
                  Chief Commercial Officer  
 
Jane Xu  General Manager,     China Update  
   Hershey China  

Dan Vucovich  Senior Vice President, U.S.   U.S. Strength  
 
Bert Alfonso  Executive Vice President, CFO   Building Shareholder Value  
                   & Chief Administrative Officer  
 
J.P. Bilbrey  President & CEO     Wrap-up 

 

Agenda 



Global Expansion through 

Commercial Excellence 

Mike Wege, Senior Vice President, Chief Commercial Officer  
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Commercial Leadership 

Strategic Business Units/ñSBUsò 

VGlobal Chocolate 

VGlobal Sweets & Refreshment 

 

 

Global Centers of Excellence 

VSelling & Customer 

VMarketing 

 

 



Key Messages 

ÁOur structure and integrated capabilities are delivering strategic goals and priorities  

ÁOur brands are strong and proven, and we have the capability to expand them globally  

ÁA disciplined, insights -based approach to innovation is delivering  

ÁWorld-class selling and customer capabilities are accelerating global growth  

ÁOur commercial model is working across focus countries with China advancing rapidly  

 

 



ñTransforming our commercial 

capabilities into a world -class, 

knowledge-driven organization of brand 

builders and category leadersé  



...who inspire consumers with  

uniquely compelling brand experiences, 

applications and category innovation  



...who partner with customers to  

expand category growth and profitability 

through industry -leading (IDP)  

expertise and tools 



...and who consistently deliver  

top tier financial performance  and 

shareholder value.ò 



Commercial Teams  

Knowledge/Insight -Driven 

Consumer-Centric 

Customer-Connected 

Financially Focused 

Solutions-Oriented 
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US 

Organization structured for global growth  

120 

Asia 

Americas 

Choc 

SBU 

S&R 

SBU 

$ 

$ 

$ 

$ 

$ 

$ 





Synchronized 18-month delivery (IBM)  



Synchronized 5-year business planning (IBP) 

IBP 
INTEGRATED BUSINESS 

PLANNING 

Strategic 

Plan 

Talent  

Plan 

Annual 

Plan 

Integrated  

Business 

Management (IBM) 

= 
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Deliver predictable, profitable & 
sustainable NA business  F

u
e

l 

Expand our geographical footprint in 
focus markets  

Win with talent and knowledge and create 
a capable, high performance culture  

Execute with excellence  
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Create and expand a consumer centric 
portfolio across key geographies  
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Key Strategies drive our 5-year plan 



Hershey has iconic brandsé 

The brands on this slide are registered trademarks® of The Hershey Company 
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é loved by consumers  

2012 Harris Poll ð U.S. All Categories 

3 
# 

1 
# 

6 
# 



Our brands are media responsiveé 



Our brands win at retail  



U.S. brands driving sustained growthé 

US Net Sales Growth  

Nine year 

average 3.9% 

2009 2010 2011 



é and expanded market share 

Hershey US CMG Share Change (pts) FDMxC 

Source: Nielsen/ IRI, Hershey custom database estimates 



Opportunity =  

Building our brands globally  

The brands on this slide are registered trademarks® of The Hershey Company 



Insights build ñDemand Landscapeò 

 
 

Hershey Demand Landscape 

(HDL) 
 

 

Consumer Insights 



Insights build ñDemand Landscapeò 

 
 

2012 UPDATE! 

(HDL) 
 

 

Consumer Insights 



 6/25/2012  

134 

Engaged Exploring 

Munchers 
Deal Seekers Loyal Indulgers 

Confection Loving 

Moderators 
Guilty Controllers  

Detached 

Occasionalists 

2012 Demand Landscape starts with  

ñWhoò is buying confection? 



Updated Need States drive the ñWhyò 

135 

More Emotional More Physical/Functional  



 Combining ñWhoò and ñWhyò togetheré 

Segments 

N
e

e
d

 
S

ta
te

s
 

Total Confection Demand Landscape  6 

5 

3 

2 

4 

Comfort  

Engaged 
Exploring 
Munchers 

Detached 
Occasionalists 

Loyal Indulgers  Deal Seekers 
Confection 

Loving 
Moderators  

 Guilty 
Controllers  

Social 
Confidence  

10 

8 

7 

9 
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édefines economic potential 

137 

Portfolio Choices 

$ Brand A 

$$$ Brand B 

(Relaunch) 

$ Brand D 

White Space 

White Space 

$$ Brand C 

$$ Brand E 



New 2012 segment landscapes  

will sharpen U.S. decisions Chocolate 2012  

Pending Pending Pending Pending Pending Pending 

6 

5 

3 

2 

4 

1 

Sweets 2012  

Pending Pending Pending Pending Pending Pending 

6 

5 

3 

2 

4 

1 

Segments 

N
e

e
d

 
S
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Total Confectionery 
2012 

6 

5 

3 

2 

4 

1 

Engaged 

Exploring 

Munchers 

Detached 

Occasionalists 

Loyal 

Indulgers  

Deal 

Seekers 

Confection 

Loving 

Moderators  

 Guilty 

Controllers  

Refreshment 2012  

Pending Pending Pending Pending Pending Pending 

6 

5 

3 

2 

4 

1 



Expanding advantaged understanding 
of consumer demand 

Chocolate  
Sweets &  

Refreshment  

U.S.                     2012 (update)  2012 

             China 2012 2012 

Mexico          2014 (update)  2012 

             Brazil  2012 TBD 



Global Tools: Brand Building Framework 

C 
CONNECTIONS 

B 
BRAND 

A 
AUDIENCE 



Global Tools: Global Brand Architecture  

 

 

 

 

BRAND PROMISE: 

A one-of-a-kind chocolate 
experience to savor and share 
everyday 

BULLõS EYE TARGET 

CONSUMER INSIGHT 

KEY BENEFIT 

BRAND VALUES 

BRAND ASSETS 

BRAND PERSONALITY REASON TO BELIEVE 


