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Honorary Chairman

Dr. Rudolph R. Sprüngli

Board of Directors Term expires
Spring

Ernst Tanner 2002

Chairman and CEO

Dr. Kurt Widmer 2004

Dr. Rudolf K. Sprüngli 2004

Dr. Franz Peter Oesch 2003

Dr. Peter F. Baumberger 2003

Dott. Antonio Bulgheroni 2002

Auditors 

Arthur Andersen AG

Group Management

Ernst Tanner

Chairman of the Board

and CEO 

Uwe Sommer

Director 

Marketing/Sales 

Country responsibilities 

Hansjürg Klingler

Director 

Duty Free

Country responsibilities 

Rudolf Müller

Director 

Manufacturing/Engineering 

Dr. Dieter Weisskopf

Director 

Finance/Administration

Purchasing 

Lindt & Sprüngli (International) AG Share capital: CHF 0.2 million
Kilchberg, Switzerland Participation: 100 %

Chocoladefabriken Share capital: CHF 10 million
Lindt & Sprüngli (Schweiz) AG Participation: 100 %
Kilchberg, Switzerland

Chocoladefabriken Share capital: EURO 15.5 million
Lindt & Sprüngli GmbH Participation: 100 %
Aachen, Germany

Lindt & Sprüngli SA Share capital: EURO 13.0 million
Paris, France Participation: 100 %

Lindt & Sprüngli SpA Share capital: EURO 5.2 million
Induno Olona, Italy Participation: 100 %

Lindt & Sprüngli (Austria) Ges.m.b.H. Share capital: EURO 4.5 million
Vienna, Austria Participation: 100 %

Lindt & Sprüngli (USA) Inc. Share capital: USD 1 million
Stratham NH, USA Participation: 100 %

Lindt & Sprüngli (UK) Ltd. Share capital: GBP 1.5 million
West Drayton, Great Britain Participation: 100 %

Lindt & Sprüngli (Canada) Inc. Share capital: CAD 2.8 million
Toronto, Canada Participation: 100 %

Lindt y Sprüngli (España) SA Share capital: EURO 3 million
Barcelona, Spain Participation: 100 %

Lindt & Sprüngli (Poland) Sp. z o.o. Share capital: PLZ 0.336 million
Warsaw, Poland Participation: 100 %

Lindt & Sprüngli (Asia-Pacific) Ltd. Share capital: HKD 0.5 million
Hong Kong, China Participation: 100 %

Lindt & Sprüngli (Australia) Pty. Ltd. Share capital: AUD 1 million
Sydney, Australia Participation: 100 %

Caffarel SpA Share capital: EURO 2.2 million
Luserna S. Giovanni, Italy Participation: 100 %

Ghirardelli Chocolate Company Share capital: USD 0.1 million
San Leandro CA, USA Participation: 100 %

Lindt & Sprüngli Financière AG Share capital: CHF 5 million
Kilchberg, Switzerland Participation: 100 %

Lindt & Sprüngli (Finance) Ltd. Share capital: EURO 0.05 million
Tortola, British Virgin Islands Participation: 100 %

The Lindt & Sprüngli Group

Chocoladefabriken

Lindt & Sprüngli AG

Kilchberg, Switzerland

Share capital: CHF 14 000 000

PC capital: CHF 7 757 750
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2001 2000 CHANGE IN %

INCOME STATEMENT

Consolidated sales CHF million 1 590.8 1 536.9 3.5

EBITDA CHF million 230.8 215.4 7.1

in % of consolidated sales % 14.5 14.0

EBIT CHF million 158.4 143.8 10.2

in % of consolidated sales % 10.0 9.4

Net income CHF million 91.5 76.2 20.1

in % of consolidated sales % 5.8 5.0

Cash flow CHF million 175.2 144.2 21.5

in % of consolidated sales % 11.0 9.4

BALANCE SHEET

Total assets CHF million 1 500.2 1 469.3 2.1

Current assets CHF million 915.0 877.4 4.3

in % of total assets % 61.0 59.7

Fixed assets CHF million 585.2 591.9 - 1.1

in % of total assets % 39.0 40.3

Long-term liabilities CHF million 386.1 458.7 - 15.8

in % of total assets % 25.7 31.2

Shareholders’ equity CHF million 538.6 497.9 8.2

in % of total assets % 35.9 33.9

Investments in fixed assets CHF million 72.2 73.6 - 1.9

in % of cash flow % 41.2 51.0

EMPLOYEES 

Average number of employees 6 068 5 871 3.4

Sales per employee 1 000 CHF 262.2 261.8 0.2

DATA PER SHARE 

Net income per share/10 PC CHF 421 350 20.1

Cash flow per share/10 PC CHF 805 663 21.5

Dividend per share/10 PC 1) CHF 90 80 12.5

Payout ratio % 21.4 22.8

Shareholders’ equity per share/10 PC CHF 2 475 2 288 8.2

Price registered share 31.12. CHF 9 400 9 650 - 2.6

Price participation certificate 31.12. CHF 930 930 0.0

Market capitalization 31.12. CHF million 2 037.5 2 072.5 - 1.7

1) Proposal of the Board of Directors

Key Financial Data of the Lindt & Sprüngli Group
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After the opening of the first boutiques, it soon

became apparent where the best sites with par-

ticularly high customer frequencies, and there-

fore substantial sales potential, were located. 

In light of that data, the criteria for determining

the boutique sites were further refined. The

renewed concept involved a move away from

predominantly rural and suburban structures 

to well-frequented sites in city-centers with a

high population density. The strength of the

LINDT brand on the US market had to be fur-

ther consolidated and the premium argument

advanced. To improve the consumer’s perception

of the brand image, focused energies and a 

uniform and concentrated market presence were

imperative. 

Focus on the family

To succeed in the US, allowances must also be

made for American purchasing habits and

leisure activities, which in part differ substan-

tially from their European counterparts. The

attractively designed malls are more than just

shopping centers. They are also meeting places

where families, couples, and singles spend part

of their leisure time. People stroll, eat, stop for 

a drink after work, or meet for coffee and cake

in the mall. Around this leisure environment, 

the mall naturally also satisfies its central pur-

pose: here, visitors find a dense concentration 

of shops offering everything they might wish 

to buy – from sports outlets to garden centers,

from jewelry stores to pet shops, to footwear,

clothing, gift boutiques, furniture and interior

decoration retailers, delicatessen shops, and

service providers of all kinds. For LINDT this 

is an ideal environment to present its products 

to a broad public with high purchasing power.

Lindt & Sprüngli decided to open its own 

boutiques in the best malls and in the most fre-

quented galleries of these malls. 
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Consumer habits have changed greatly in the

US in recent years. Well-educated middle-class

consumers who have high purchasing power are

discovering premium food products and increas-

ingly put the emphasis on quality rather than

quantity. In the past, products of select origin,

such as European bread, Italian coffee, freshly

pressed olive oil, French cheese, selected wine,

and premium chocolate were reserved for an

elite; in comparison, today a broad sector of the

population is taking a real interest in genuine

food quality and is willing to pay a higher price

for it. Lindt & Sprüngli is taking advantage of

this trend. On the US premium chocolate mar-

ket, LINDT has now become a clear trendsetter

and is setting the standard in chocolate culture.

At the same time, clear differentiation from

GhirardelIi is being promoted in order to give

the market two attractive alternatives.

Experiencing innovation

Intensive attention of the product assortment is

an essential part of the secret of success. It soon

became apparent that consumers who come 

to LINDT boutiques are looking for an exclu-

sive shopping experience. That wish has been

satisfied in the first instance through a broader

and more specific product range than in mass

retailing. In addition, seasonal and daily offer-

ings and creations tailored to public holidays

and family events with the appropriate packag-

ing, round off the assortment. Individual wishes

must also be satisfied. For example, gifts are

expensively packaged and decorated on request.

Today, LINDT boutiques offer gift variations for

every conceivable event and also take account 

of specific local features. 

Despite the personalization, all our products

have one thing in common: they are always 

recognizable as LINDT creations of exceptional

quality. This does much to create customer loy-

alty and enhance brand image.
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Immersion into the world of LINDT

With the LINDT boutique concept, Lindt &

Sprüngli has found a way of combining tradi-

tion, history, and premium quality to create a

convincing presence. Shopping at LINDT

should become a comprehensive and sensual

experience. When entering a LINDT boutique,

customers are warmly welcomed in an atmos-

phere of tradition and history. Consumers 

must feel that they are stepping into a very 

special world. Carefully selected furniture, sub-

dued lighting, parquet flooring, and pictures

which document the long-standing tradition of

the company make an excellent impression and 

perfectly reflect the innovative strength and
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diversity of the LINDT assortment. On the US

premium market, for example, the popular 

LINDOR balls have become musts for connois-

seurs and chocolate lovers and already account

for a substantial part of the overall LINDOR

sales by the group. To promote this trend still

further, an extensive print campaign is being

organized for the first time in the US to adver-

tise LINDT and LINDOR.

LINDT has now become the foremost Swiss 

traditional chocolate brand in the US, which in

turn has become the biggest market for the

Lindt & Sprüngli Group. And there is plenty 

of potential left. Today LINDT boutiques can 

be found in most urban and tourist centers of

the US East Coast. In the past 4 years, the 

successful LINDT boutique concept has been

extended from New England through Virginia,

the Carolinas, and down into Georgia to Florida. 

The expansion is continuing. By the year 2005, 

we aim to have around 150 boutiques in all. 

To provide the necessary capacities, Lindt &

Sprüngli has already made substantial invest-

ments in production, warehousing, and dis-

tribution and is now acknowledged as a global

leader in the premium chocolate market.


