Europe
North America
Rest of the World

ANNUA REPORT 2023
MARKETS

K

P

Markets |

Lindt & Spriingli Group

.5.20...

Sales 2023

The Lindt & Spriingli Group once again recorded pleasing
double-digit organic growth to CHF 5.20 billion. All
geographical segments had significant growth, with Europe

maintaining its position as the

Once again, North America showed strong development
across all subsidiaries - including Russell Stover, which
celebrated its 100" anniversary in 2023. The “Rest of the

largest region by sales value.

World” growth markets segment also confirmed its
substantial future potential. The success is particularly
noteworthy in the Global Retail organization, where
significant growth was achieved in both physical and digital

Lindt Shops.

The financial year 2023 was — once again — very
challenging. While the effects of the Covid cri-
sis have largely faded into the background, the
ongoing war in Ukraine and the new geopolit-
ical trouble spots have led to stubborn inflation,
coupled with persistently depressed consumer
sentiment in many countries. The Swiss franc
also strengthened further against important cur-
rencies, which was reflected in the annual finan-
cial statements. On top of this, cocoa prices also
rose to historic highs due to the global shortage
of cocoa beans. Weather conditions and plant
diseases played a major role here. The procure-
ment measures introduced in the previous year
had a positive impact. Despite this challenging

environment, we achieved Group sales of
CHF 5.20 billion, which corresponds to organic
growth of 10.3%.

In all regions, the key franchise Lindor, the
largest brand in our range, continues to record
impressive sales figures and double-digit organic
growth. A visit from friends, family celebrations
at important seasonal events such as Easter and
Christmas, or the personal presentation of a small
thank-you gift are all occasions on which our ex-
quisite Lindor pralines in their exclusive gift pack-
aging are frequently favored. We have thus succeed-
ed a thousand times over in adding a unique, sweet
touch to a special moment and bringing a little joy
into the day-to-day lives of many consumers.
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Compared with the strong growth of previous
years, the Excellence line developed solidly with
an already strong market share in the category.
We continue to see the trend in several markets
in consumption of dark chocolate with a high co-
coa content.

Seasonal sales increased significantly. These
have been a driving force behind sales growth.
Both at Easter and at Christmas, our products -
from the Lindt Gold Bunny to the Lindor Truffle -
were in demand to delight friends and family with
something special. Sales across all distribution
channels developed very well. Sales in the Global
Retail area show that consumers value the person-
al contact, the wide selection of gifting options,
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and the brand experience in the exclusive Lindt
Shops. At the same time, the online channels are
also doing well.

Employees in procurement, production
and logistics made a significant contribution to
the success of the past year. Rising raw material
prices and inflation-related cost increases were
partially offset by gains in efficiency. The market
prices for cocoa beans have risen massively, mean-
ing that sales prices have had to be adapted. Our
results show that consumers have accepted price
increases for their favorite chocolate and have re-
mained loyal to our brands.
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Switzerland
Lindt & Spriingli (Schweiz) AG

million CHF

Sales including exports
462 (Global Travel Retail

& Distributors)

+13.6% growth
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The Swiss market, which also includes
business with travel retail customers
and distributors, increased its sales in
2023 by a strong 13.6% to CHF 462
million. This year-on-year growth is
attributable to price increases and the
recovery of tourism in Switzerland. We
are especially pleased about the contin-
ued interest in our world’s largest Lindt
Shop at the Lindt Home of Chocolate
in Kilchberg. We maintain the attrac-
tiveness of the shop with exclusive and
personalized, handmade products. Our
Swiss Premium Minis, the Napolitains,
reported the largest increase in sales of
all product groups. We see tourism as
a driver of growth and have drawn up
a comprehensive action plan with spe-
cific product development for tourists,
collaborations with key tourism part-
ners and physical availability in regions
and shops heavily frequented by tour-
ists.

In the Lindor key franchise, which con-
tinues to grow rapidly, the limited edi-
tion Cheesecake flavor was launched in
and became the most successful special
edition in the financial year. During
the Christmas business, we focused
on Lindor with the Lindt Christmas
tree activation at the Christmas mar-
ket in Zurich main station. The latest
addition to our Swiss portfolio, Lindt
Squares, was successfully showcased
throughout the entire year. A par-
ticular highlight was the sponsored
partnership at the Zurich festival Ziri
Fascht in July, which had a direct posi-
tive impact on sales. To develop the Ex-
cellence variant vanilla, we used an in-
novative flavor simulation in the Lindt
Home of Chocolate in Kilchberg. With
four different flavor combinations, we
engaged more than 1,500 international
visitors in the development process at
an early stage.

Germany

Chocoladefabriken
Lindt & Spriingli GmbH

78 6 million EUR
Sales

+7.0% growth

The German market achieved organic
sales growth of 7.0% to EUR 786 mil-
lion. Lindor Pralines once again made
the largest contribution to growth.
Lindt remains one of the most popu-
lar suppliers in the praline segment
in Germany. The trend continued -
consumers bought less for themselves
and more as gifts. This is particularly
noticeable in the retail channel, which
recorded dynamic growth. The Group’s
own shops have performed even bet-
ter. Consumers were once again in-
creasingly seeking a personal shopping
experience, resulting in an increase
in footfall. The new loyalty program
“MyLindt Rewards Club” helped to
strengthen customer loyalty to the
brand through attractive promotions.
The implementation was very success-

ful in the German market, with close
to 400,000 members signing up for
our loyalty program in the first year.
Once again, the chocolate market was
accelerated by limited editions. There
was a growing trend towards white
chocolate and flavors such as Cheese-
cake, Double Chocolate and Straw-
berry, to which we cater well with our
Lindor editions. Mobile commerce
and purchases through social media
are gaining in significance. We have
increased our presence on these chan-
nels and launched new 15-second and
6-second Christmas commercials on
YouTube and social media. The social
media campaign for Easter supported
our iconic Gold Bunny, which led to
double-digit growth - strengthening
its number-one position in the market.
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France
Lindt & Spriingli SAS

43 O million EUR
Sales

+5.3% growth
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In the French Market, Lindt & Spriingli
achieved sales of EUR 430 million, an
organic growth of 5.3%. In the finan-
cial year, Lindt further strengthened its
leading position in the chocolate bar
market and widened the gap to second
place. The Excellence line has the larg-
est market share in France. The launch
of the new Pailleté product range has
attracted new customers. The Excel-
lence Pailleté range, which includes
variations such as Pailleté Dentelle,
Pailleté Gaufrette and Pailleté éclats
de cacao, made it on to the list of top
20 innovations from the Nielsen mar-
ket research institute. Thanks to tar-

geted sales support in the retail trade,
Lindt & Spriingli recorded exceptional
Easter and Christmas business results,
and for Valentine’s Day, pralines, which
are often bought as gifts, were partic-
ularly popular. Appropriate advertis-
ing measures increased the visibility
of the brand on this occasion, which
directly translated into sales. Lindor
recorded double-digit growth which is
attributable to strong activation, espe-
cially during the Christmas season. The
launch of the new Salted Caramel vari-
ant has also boosted sales in this prod-
uct segment.

Italy

Lindt & Spriingli S.p.A.

3 07 million EUR
Sales

+11.1% growth

In the Italian market, Lindt & Spriingli
achieved sales of EUR307 mil-
lion, an organic growth of 11.1%.
This development was driven by a
number of factors. The merger of
Lindt & Spriingli Italy with Caffarel
in 2022 surpassed expectations in
2023 and continued to develop posi-
tively. Both brands Lindt and Caffarel
are now part of an integrated orga-
nization across all sales channels.
Lindt & Spriingli thus strengthened its
position in the premium segment and
grew in wholesale, traditional special-
ized trade and own retail shops. The
Retail network now comprises of 35
shops, with two shops newly opened.

The most important product remains
Lindor, which was particularly sought
after in high-quality gift packaging
both at Easter and Christmas. After
Lindor, Excellence, our chocolate with
a high cocoa content, shone with two
product innovations: Lindt Excellence
Cialda Friabile and Lindt Excellence
Wafer Croccante, once again enchant-
ing lovers of dark chocolate. Italy was
one of the first countries to launch the
newly developed crispy, creamy Lindt
Choco Wafer, to meet new consum-
er demands. Advertising was further
improved, contributing to the strong
growth of Lindt & Spriingli Italy.

LINDT & SPRUNGLI
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UK &
Ireland

Lindt & Spriingli (UK) Ltd.

294 million GBP
Sales

+10.0% growth
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In the United Kingdom and Ireland,
Lindt & Spriingli achieved sales of
GBP 294 million, an organic growth
of 10.0%. Despite the difficult cir-
cumstances due to high inflation in
the market and legislation restricting
the presentation of products with a
comparatively high fat, salt and sugar
content, the Lindt business developed
very well. Thanks to more shelf space,
we were able to increase the visibility
of our praline and seasonal categories
in grocery stores. Lindor remained the
most popular product here. The Lindt
Bars achieved strong growth, driven by
Excellence, which was able to defend its
position as market leader in the dark
chocolate segment. The introduction

of Swiss Classics as a chocolate bar also
contributed to the success. Business in
our own shops continued to develop
positively. Lindor was the most im-
portant growth driver in the UK and
Ireland, alongside a strong seasonal
business and an increasing demand
for high-quality gifts. In summer 2023,
Lindt & Spriingli UK was one of the
first subsidiaries to launch the crispy,
creamy Lindt Choco Wafer in three
variants to meet additional consumer
needs. The product range was extreme-
ly well received by both consumers and
retailers and was even named “Innova-
tion of the Year” by the trade magazine
“The Grocer” in the confectionery cat-

egory.

Spain
& Portugal

Lindt & Spriingli (Espana)
S.A.

’I ’I 2 million EUR
Sales

+10.7% growth

In the markets of Spain and Por-
tugal on the Iberian Peninsula,
Lindt & Spriingli generated sales of
EUR 112 million in 2023 and organic
sales growth of 10.7%, mainly thanks
to Lindor. In terms of chocolate bar
sales, the milk chocolate bars per-
formed well. Seasonal products also
contributed to the positive result, with
the highest growth rate among the
product groups. We have successfully
expanded our product portfolio with
the launch of Nuxor White. In Portugal
in particular, we were able to increase
our market share and raise our profile
through various marketing initiatives.
The most successful sales channel was
the Group’s own shops, which increased

volumes both organically with newly
launched products such as Lindor Salt-
ed Caramel and in terms of numbers,
with three new shops. Traditional retail
and various online channels also con-
tributed to the growth. For Spain and
Portugal, the Christmas business is still
the most important season of the year,
significantly more so than in other mar-
kets. This business was very successful
last year due to the sales of pralines. In
addition, Easter is a seasonal business
with increasing growth rates and poten-
tial. This is particularly true in Portu-
gal, where certain chocolate traditions
have only recently been established. The
Gold Bunny has become a very popular
product.

LINDT & SPRUNGLI
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Austria

In the Austrian market,
Lindt & Spriingli expanded with an
organic growth rate of 10.6%. Growth
was driven by the strong Easter busi-
ness focusing on the Lindt Gold Bunny
and Lindor. Supported by a promotion-
al program, Nuxor was also a relevant
growth driver. Added to this were prov-
en sales drivers such as chocolate bars,
where milk variants in particular were
very popular. Lindt&Spriingli con-
solidated its number one position in
Austria in the praline segment, number
two in chocolate bars and is the market
leader in seasonal business. In distribu-
tion channels, the picture was similar to
that in other European markets. Sales
grew most strongly in our own shops,
followed by online trading.

Nordic

The Nordic market region (Den-
mark, Sweden, Norway and Finland)
achieved organic sales growth of 7.3%,
led by Finland, Norway and Denmark.

ANNUAL REPORT 2023
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Rest of Europe

In Sweden, however, sales fell short
of expectations. Consumers suffered
from lower purchasing power as a re-
sult of the macroeconomic situation.
This impacted the sales volume of pre-
mium food products. Across product
lines, gifting items in Northern Europe
were the most attractive, and snacking
products also sold well. The Seasonal
businesses and the festive period ran
smoothly too, and thanks to the Gold
Bunny and the Teddy, Lindt was one of
the most popular brands.

Benelux

The Benelux market region, which
includes the three countries Bel-
gium, the Netherlands, and Luxem-
bourg, delivered an impressive growth
of 37.6%. This development was
achieved through a route-to-market
transition in Belgium and targeted in-
vestments in marketing and Lindts
own stores — both offline and online.
Lindt & Spriingli Benelux doubled its
own retail sales last year and opened

its largest store to date in Roermond
(NL) last September. While dark choc-
olates continue to be one of our most
important products in this market, it
was Lindor, in particular, that grew in
the financial year.

Central Eastern Europe

The Central Eastern Europe mar-
ket region (Poland, Czech Republic,
Slovakia, Hungary) increased its sales
organically by 20.4% last year, well
above the overall market. In this region,
Lindt & Spriingli grew both in the retail
segment and in its own retail business,
with e-shops in particular recording
significant sales growth. The market
launch of Lindor Strawberry con-
tributed to the growth of our praline
products. The Mango & Almond vari-
ant launched in the Excellence range
showed gratifying results.

LINDT & SPRUNGLI
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The “North America” segment grew organically by 11.0% to CHF 2.11 billion.
Growth is broadly based. All subsidiaries - including Russell Stover -
performed well and contributed to this result. With this, the segment has
outperformed the overall market and consolidated its position as market leader
in the premium segment. Our brands are enjoying increasing popularity with

consumers.

USA

Lindt & Spriingli
(USA) Inc.

4 million USD
Sales

+14.0% growth

In the USA, the world’s largest choco-
late market, Lindt & Spriingli grew by
14.0% to USD 804 million last year.
Lindor remains by far the most import-
ant product group in the USA and has
been expanded to include the Birthday
Cake and Oatmilk flavors. With the
non-dairy Lindor Oatmilk, a successful
addition to the range, we are tapping
into new customer segments in the
US market. The Excellence brand held
top position in the dark chocolate seg-
ment. This was achieved, among other
things, with a new TV advert specifical-
ly aimed at the US market for the first
time. The concept of dark chocolate is
not yet as well established in the US as
it is in Europe. It, therefore, needs to be
communicated to consumers in a dif-

ferent way. Milk chocolates in the Clas-
sic Recipe brand once again achieved
high sales in the US market. Overall,
Lindt & Spriingli USA grew its market
share and continued to deliver acceler-
ated growth in all seasons — Valentine’s
Day, Easter, and Christmas. In line with
our sales growth, we are increasing our
capacities in the United States, which
is why the production site in Stratham,
New Hampshire is currently being ex-
panded. The project is running accord-
ing to plan. Production is scheduled to
become fully operational in 2024 and
2025, which will significantly increase
the plant’s capacity. Thanks to high in-
vestments in automation, productivity
will be noticeably improved.

Ghirardelli
Chocolate
Company

81 2 million USD
Sales

+11.6% growth

Ghirardelli generated sales of USD 812
million in financial year 2023, which
corresponds to organic growth of
11.6%. All distribution channels con-
tributed, with Ghirardelli gaining mar-
ket share in both the confectionery
and baked goods segments thanks to
intensive advertising campaigns and
increased visibility at the point of sale.
The Ghirardelli Squares, as the most
important product group, gained great-

er visibility with the snack format and
developed very well thanks to advertis-
ing investments and the introduction
of new flavors. The Groups own stores
achieved impressive growth, driven
by good business performance at the
Chocolate Experience flagship store
on Ghirardelli Square in San Francisco
and new limited offers such as Pepper-
mint Bark Sundae and Caramel Apple
Sundae.

LINDT & SPRUNGLI
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Russell Stover
Chocolates

3 99 million USD
Sales

+5.8% growth
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Russell Stover increased sales by 5.8%
to USD 399 million. Following the suc-
cessful reorganization, the subsidiary
is back on the road to success and, as
in the previous year, recorded positive
sales growth. The Group expanded its
position in the praline segment and thus
once again achieved first place in Val-
entine’s Day business this year. Russell
Stover is also the market leader in the
sugar-free chocolate area. The launch of
the first sugar-free heart box was a great
success. A successful Easter business
was added as a second important season
alongside the Christmas business. Rus-

sell Stover, founded in 1923, celebrated
its 100" anniversary and, as a tradition-
al brand, has made many generations
happy with its products. To mark the
anniversary, Russell Stover broke the
Guinness World Record for the largest
box of pralines, filled with 5,616 pounds
of chocolate. Russell Stover has made
progress both on the market and inter-
nally in the company. Further invest-
ments in automation have improved the
placement of gift wrappers as well as the
quality and environmental sustainabili-
ty of our products.

29
@

Canada

Lindt & Spriingli (Canada) Inc.

4"4 million CAD
Sales

+10.1% growth

The Canadian market increased sales
by 10.1% to CAD 414 million. Growth
was mainly generated by the Lindor
and seasonal products categories, with
the Gold Bunny being the most popu-
lar chocolate figure in the market. The
Ghirardelli product range distributed
by Lindt Canada with the exclusive
Pick & Mix offer also performed well.
Lindor remains the most important in-
dividual brand in the entire chocolate
market. Excellence led the dark choco-

late category, although a trend towards
milk chocolate was also discernible in
Canada, to which we catered very well
with the Swiss Classic brand. In terms
of distribution channels, the Lindt
Shops stood out with the strongest
growth, with a new opening in Halifax,
followed by the retail trading business.
In addition, online channels, both own
channels and those of partners, have
continued to grow.

Mexico
Lindt & Spriingli de México,
S.A.deC.V.

Following excellent growth of 19.3% in
2022, the Mexican market saw an or-
ganic decline in sales of -2.2% in 2023.
This can be attributed to the termina-
tion of the collaboration with a major
distribution partner. The company

successfully expanded its market share,
with Lindor being the fastest growing
brand in the pralines segment, driven
by continuous investments in market-
ing both offline and online.

LINDT & SPRUNGLI
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The “Rest of the World” segment achieved sales of CHF 683 million with an
organic increase of 12.9%. Key growth opportunities, especially Brazil and
Japan, achieved double-digit growth rates. The business unit Global Travel
Retail benefited from the full recovery of international travel and achieved
double-digit growth, confirming our confidence in the potential of this area.

Australia

In the Australian market, which also
includes sales from New Zealand,
Lindt & Spriingli achieved organic
growth of 7.7%. As a result, the Lindt
brand improved its position to second
place in this market region. The three
key franchises, Lindor, Excellence,
and the Gold Bunny, accounted for the
largest share of total sales and growth
by far. Lindor is the leading brand of
pralines and has further increased its
market share. In the Excellence cate-
gory, we scored highly with the launch
of the limited edition Fig Intense and
our local TV advertisement ‘Mastery’
featuring our own Master Chocolatier
Thomas Schnetzler. The Gold Bun-
ny continued to triumph in season-
al items. However, the Lindt Koala
in particular - a local version of our
Teddy - was once again a resounding
success at Christmas. In the financial
year 2023, we launched the Crema Ge-
lata concept nationwide, an attractive
addition to our well-established bev-
erage offering. The offering includes
a high-quality product range of hot
and cold chocolate drinks, milkshake
options including the latest chocolate
launches, as well as a wide range of
coffees. Growth in sales was realized
across all channels, with the Group’s
own shops making the most signif-
icant gains. In Australia, Lindt can
be found even above the clouds. The
airline Qantas sweetens long hours
of flying for its passengers with Lindt
chocolate.

South Africa

Organic sales growth in the South
African market was 4.0%, primarily
from the key franchise Lindor. Lindt
was thus able to defend its position of
first place in the praline segment. The
launch of the new Lindor gift boxes
also contributed to growth. The South
African market grew across all chan-
nels, but particularly in the online busi-
ness, as Lindt products are distributed
via South Africa’s largest e-commerce
channel. Bricks-and-mortar retail was
expanded with the opening of the re-
vamped stores in Sandton and Cresta.

China

The Chinese market achieved organic
growth of 8.5%, outperforming the
stagnating Chinese chocolate market.
This success is primarily attributable
to Lindor, which was driven by in-
creased brand awareness and the ex-
pansion of sales channels both online
and offline. The focus was on social
media channels in particular. Partner-
ships in retail were intensified to en-
sure better visibility in the store. The
Chinese economy has recovered slow-
ly, following the easing of Covid mea-
sures. Although consumers are more
cautious when making purchasing de-
cisions, they are still looking for pre-
mium quality products that offer good
value for money. We continuously
gather consumer information to tailor
our offer to local needs. For example,
we are developing more options of gift
boxes for specific occasions in China.

Brazil

Brazil recorded organic sales growth
of 11.8%, driven by its own shops and,
even more significantly, by retail part-
ners. Lindt & Spriingli has similarly ex-
panded its own retail channel by open-
ing seven additional Lindt Shops, and
the e-commerce channel has been the
fastest-growing sales channel in Brazil
since the pandemic. Easter and Christ-
mas sales were again very positive, with
the success of the chocolate Panettone
and new product innovations such as
the Panettone Bites exceeding all ex-
pectations. The key franchise Lindor is
the leading product in Brazil. In order
to increase brand awareness, drive sales
and increase in-store presence, the ad-
vertising campaign has been consider-
ably scaled up. A significant step in this
regard is the first expansion of Lindor
advertising to regional TV stations, as
well as the broad-based campaigns on
social media.

Japan

The subsidiary in Japan achieved or-
ganic growth of 21.3% with its shops.
We opened nine new Lindt Shops and
thus increased our market penetra-
tion. We now cover all major regions of
Japan. In addition, online channels also
contributed to the growth. Japanese
consumers particularly appreciate in-
ternational brands offering them spe-
cial editions with local cultural roots.
With uniquely packaged products, we
have attracted both the enthusiasm
of local consumers andthe interest of

LINDT & SPRUNGLI
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tourists from all over the world. One
important product line is the Japan
Collection, which presents exquisite
Lindt products in a design inspired by
Japanese tradition. The launch of a new
Lindt & Spriingli praline gift box before
Christmas was met with great interest
in the media and among our custom-
ers.

Chile

The chocolate market in Chile is the
third largest in Latin America. The
premium segment is currently focused
on specialized chocolate shop chains,
which represents a major growth op-
portunity for Lindt&Spriingli, not
only for our own retail business but
also for the retail trade. In Chile, we
have been represented by distributors
and in duty-free shops for more than
20 years. In order to tap into the full
market potential and establish Lindt
as a leading premium brand, we have
established our own organization. This
allows us to maximize synergies with
the supply chain, the systems and the
employees. Over the course of 2024,
we are planning to open the first Lindt
shops in premium shopping centers in
Santiago de Chile and will take over
the retail business from our distribu-
tor.
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Global Travel
Retail and
Distributors

Global Travel Retail

The Travel Retail business, which is as-
signed to the Swiss market in organiza-
tional terms, has recovered fully from
the restrictions on travel in the past
financial year. The impressive organic
growth of 20.1% in the reporting pe-
riod was supported by all regions. The
renewed increase in per capita spend-
ing for each air passenger indicates that
consumers had a backlog of demand
that they covered with products such
as Lindor, Napolitains and Gold Bars.
The increased demand was supported
by the introduction of new products,
including smaller formats that appeal
to different target groups. Attractive
gift packaging, in particular custom-
izable offers, makes our chocolates a
popular souvenir for loved ones back
home. In addition, a newly launched
Lindor product format that is perfect
for in-flight enjoyment enjoyed great
popularity. Another newly launched
Lindor “Art of Gifting” product format
at London Heathrow airport and the

EXQUISITE cH OCOLATES
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new Salted Caramel flavor for Lindor,
Napolitains, and Gold Bar was also
very well received.

Distributors

We were able to maintain the pace of
growth seen in recent years, with an
increase of 14.4% in 2023. Our strate-
gy in the premium segment delivered
strong results in emerging markets
such as Bulgaria, Romania, India,
and South Korea. Lindor, our leading
brand, continued to drive growth and
achieved remarkable double-digit vol-
ume growth in all markets. It emerged
as the fastest-growing brand in many
countries, resulting in significant mar-
ket share gains across all monitored
markets. The premium chocolate seg-
ment demonstrated resilience despite
inflationary pressures, with season-
al sales rebounding. Middle Eastern
countries capitalized on Fid and Ra-
madan festivities, Asia Pacific excelled
during Valentine’s Day and Chinese
New Year, and Europe benefited from
Easter and Christmas sales. The recov-
ery from inflationary pressures in the
Latin American region was more grad-
ual, yet Lindt gained market shares
with Lindor across markets in the face
of category decline and strong curren-
cy volatility.
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Global Retail

The omni-channel strategy in the Global Retail organization led again to strong
growth. The premium shopping experience in our own brick-and-mortar shops
and online channels strengthens our customers’ loyalty in the long term. On this
basis, the Global Retail organization recorded impressive overall organic growth
of 16.5% in all markets and thus exceeded the Groups growth, as in previous

years. In addition, our retail trade presence plays a key role in continuously nur-
turing our brand equity.
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Europe
Paris, France

Following a two-month refurbishment, the Lindt
flagship shop, situated in the heart of Paris, wel-
comed customers back with its refreshed concept.

LINDT & SPRUNGLI
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The new Lindt Maitre Chocolat-
ier counter is the highlight of the
new shop in Paris.

The Global Retail organization shares its expertise in the area
of direct sales with all subsidiaries, exploits synergy effects,
and ensures a uniform appearance and premium shopping
experience across all its own channels.

Lindt & Spriingli currently operates around 520 of its
own Lindt, Ghirardelli, and Russell Stover chocolate shops
in 24 countries. In the reporting year, we expanded our
shop network, particularly in Japan, Brazil, and Europe. In
addition, there are 24 e-shops. A major theme that unites
both online and oftline channels is the consumer’s need for
a wide range of gift options with the choice of personal-
ization. Visitors to a Lindt Chocolate Shop are looking for
something special. Frequently, this might be gift packaging,
from a small, personal gesture to a large, impressive gift for
a special occasion. Shoppers are increasingly interested in
packaging that can be filled individually with chocolate
according to the recipient’s taste — this is the first form of
personalization. Personal greetings on gift ribbons also un-
derline the individuality of the gift. This abundance of offers
means that consumers think of Lindt, Ghirardelli, and Rus-
sell Stover shops all year round and not only at Easter and
Christmas when they want to give their loved ones a sweet
treat.

The online offering meets the needs of consumers who ap-
preciate buying their favorite Lindt chocolate from the com-
fort of their own homes at any time of the day. In addition,
the standardized technology platform and the cross-market
Global Retail team enable the Group to target the needs of
consumers even more precisely than before. To meet our on-
line growth ambitions, the “Lindt Digital Studios” plays an es-
sential role. This global hub for digital services supports mar-
kets in launching online activations at speed and high quality.
As a result, our online markets continued to grow in double
digits, in contrast to the market trend of a cooling down after
the Covid online boom.

The “MyLindt” loyalty program, which is valid both on-
line and offline, is the next logical step. This takes the Lindt
shopping experience to the next level, as we can expand our
customer focus with a high degree of accuracy using first-par-
ty data analysis. The program was first rolled out in Germany
in 2022 as a pilot project, with the UK added as a second mar-
ket in the reporting year. Consumers benefit not only from
price savings but also from exclusive offers and events for
members. The loyalty program, continued store expansion,
and the digitalization of processes will enable us to continue
the successful growth of the Global Retail organization in the
coming years.

LINDT & SPRUNGLI
MAITRE CHOCOLATIER SUISSE DEPUIS 1845
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you are faced

with the sweet challenge of choos-

In our Lindt Shops,

ing from countless delicacies. One

thing is certain:

you will leave the

LINDT & SPRUNGLI

MAITRE CHOCOLATIER SUISSE DEPUIS 1845

shop with a smile on your face and
bags full of our fine Lindt chocolate.
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Europe
Kilchberg, Switzerland

The chocolate creations handmade by the LINDT Maitre Chocolatiers are extremely popular. They also
decorate the chocolate bars with a personal message of your choice.
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Gifting Ideas

What could be a more delightful
gift than fine Lindt chocolate? The
individual packaging can be filled
with products from our wide
range and is guaranteed to suit the
recipient’s taste.

LINDT & SPRUNGLI
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