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The Next Hour of Fun:
Pure Chocolate Happiness
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Confectionery: An Advantaged Category

Source: IRI Builders

High impulse and frequency

High household penetration

Low private label presence

Responsive to merchandising

Recession resistant é as weõve seen

Seasonal destination
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#1

#3

#6

Our Brands Are Loved By Consumers

Source:  Harris Interactive Brand Equity Ranking
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And Provide Consistent Growth

U.S. CMG Annual Category Growth Rate

+2.8% +4.0%

Source: Nielsen/ IRI, Hershey custom database. FDMxC52-Weeks 1/2/10

+3.1%
+4.4%$15 bn +3.6%

ô05-ô09
CAGR
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Yet There Are Challenges

Category Management Unlocked Demand

Í
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Challenges For Our Shoppers Tooé..

Our aisle is often:

Hard to find

Difficult to shop 

At check-out our products are:

Competing for space

Impacted by technology
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Yet Challenges Can Hold Opportunities
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Our Shopper Marketing Journey

Collaborated with 

Retailers

ÅCollaborative 

Planning

ÅShopper Infused

Insights Collaboration Performance

Built the       

ôBrainõ

ÅConsumer

ÅShopper

ÅUnmet Demand

Created New 

Results

ÅMerchandising

ÅJoint marketing










