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1. Introduction & Overview of the Company
One of the most well-known and adored candy brands in the world is HARIBO. Hans Riegel Sr. established the business in Bonn, Germany, in 1920. HAns RIegel BOnn is the acronym for the name HARIBO. 
HARIBO started as a tiny family-run company. With just a rolling pin, a marble slab, and a copper kettle, Hans Riegel began creating confections in a tiny kitchen. Over time, HARIBO evolved from a small start-up to a major player in the confectionery industry, particularly for creating the recognizable Gummy Bear in 1922. Known as "Dancing Bears," these original gummy bears gained immense popularity very fast.
HARIBO is still a family-run private company that sells candies in over 100 countries and runs multiple production facilities across the globe. "Kids and adults love it so – the happy world of HARIBO" is their well-known tagline, which has been translated into numerous languages. 

2. Is the Product of HARIBO a Service or a Good? 
HARIBO does not provide services; it produces goods. 
Products that consumers can hold, touch, and eat are known as goods. 
Gummy bears, jelly candies, and licorice products are a few examples of HARIBO products. 
• Sour candies 
• Candy assortments for the seasons 
These are manufactured in large quantities in factories with the aid of packaging lines and machinery. HARIBO's business strategy is solely focused on product manufacturing; they do not provide services like entertainment, education, or transportation.

3. Does HARIBO Satisfy a Need or a Want?
HARIBO fulfills a desire rather than a necessity. 
• Needs: necessities for life (food, water, shelter). 
• Wants: items that people want for comfort, pleasure, or enjoyment. 
Candy is bought for pleasure, celebration, fun, or as a treat; it is not essential for survival. With their vibrant packaging, imaginative shapes, and delightful flavors, HARIBO products evoke feelings of joy and delight. Instead of emphasizing necessity, their marketing focuses on happiness, nostalgia, and fun for the whole family.

4. Factors of Production
Land, labor, capital, and enterprise are the four essential production factors needed by any business. 
Land All of the natural resources and actual locations that the company uses are referred to as land. 
For HARIBO, this consists of: • Production facilities and factory buildings 
• Distribution hubs and warehouses 
• The actual land on which plants are grown; • Ingredients like sugar, glucose, gelatin, fruit concentrates, and flavorings 
Numerous sizable factories are run by HARIBO in the US, UK, France, Belgium, Germany, and Turkey. 
Labor Labor includes all employees working for the company. HARIBO employs: • Production, packaging, and quality control workers in factories; • Engineers and machine operators; • Marketing and sales teams; • Logistics and supply-chain personnel; • Research and development teams; • Management and administrative personnel 
HARIBO employs thousands of people around the world to support its operations.
Capital
Tools, machinery, and other production-related equipment are referred to as capital. HARIBO makes use of: • Industrial gummy manufacturing equipment 
Kettles for heating and mixing; large-scale molding and shaping equipment 
• Company trucks, storage systems, IT systems, conveyor belts, and packaging equipment 
Every day, HARIBO produces millions of candies thanks to capital. 
The ability to combine land, labor, and capital is known as enterprise. 
Hans Riegel founded HARIBO by using his imagination to create new candy varieties, seeing a market niche, taking calculated financial risks, and creating branding and packaging plans. 
His spirit of entrepreneurship made it possible for HARIBO to expand into a multinational corporation.

5. The Entrepreneur & Their Characteristics
The founder of HARIBO, Hans Riegel Sr., exhibited a number of crucial entrepreneurial traits: 
• Creativity: created the first gummy bear, a previously unheard-of product. 
• Taking a chance: Launched a company with little funding. 
• Innovation: New flavors, textures, and shapes were added to the candy-making process. 
• Leadership: Turned the kitchen startup into a well-known brand. 
• Perseverance: Keeping up production growth in the face of obstacles and financial hardships. 
His perseverance and foresight were crucial to HARIBO's sustained success. 

6. Value Addition 
Adding value to a product means making it more valuable than the cost of its raw materials. 
HARIBO provides value in a number of ways: 
(1) Establishing a brand 
The name HARIBO is well-known throughout the world, which boosts its popularity and customer trust.
(2) Packaging
Colorful, attractive, and fun packaging encourages impulse buying and visual appeal.
(3) Haribo is marketed through happy and nostalgic ads, memorable taglines, and a robust social media presence. 
(4) Innovation in Flavor and Product 
HARIBO consistently develops new flavors, limited editions, shapes, and themed collections. 
(5) Strict Quality Assurance 
By guaranteeing client satisfaction, consistent taste, texture, and quality add value. 
Added Value Calculation (Example) 
A basic added value calculation looks like this, even though HARIBO does not release precise data: 
Selling Price minus Raw Material Cost = Added Value 
For illustration purposes, the following example is hypothetical: 
• Ingredient cost: €0.40 • Candy bag selling price: €1.50 
€1.10 is the added value. 
Labor, marketing, packaging, distribution, and profit are all covered by this added value.

7. Business Ownership
HARIBO is a family-owned business. 
The stock market does not offer it for public trading. The Riegel family has retained ownership over the years. 
This arrangement enables the business to: • Preserve decision-making authority 
• Preserve business plans and recipes. 
Prioritize long-term objectives over immediate shareholder pressure. 

8. Primary, secondary, or tertiary business activity? 
HARIBO works in the industry's secondary sector. 
Primary Sector: Raw material extraction (e.g., mining, farming). 
This is not where HARIBO operates. 
Manufacturing and processing in the secondary sector. 
HARIBO is a secondary activity that turns ingredients into finished candy. 
Service provision in the tertiary sector. 
The main services that HARIBO provides are not services. 
HARIBO is a manufacturing company in the secondary sector.

9. Size of Business 
HARIBO is a major global enterprise. 
This is demonstrated by multiple metrics: 
• Global reach: candy is sold in more than 100 countries; thousands of people work there; numerous factories: there are several production facilities in both Europe and the United States. 
• Strong brand recognition; high revenue, estimated at €1.7–2 billion per year 
HARIBO is categorized as a large enterprise based on all of these metrics. 

10. Organization of Businesses (Legal Structure) 
HARIBO is a Private Limited Company (LTD). 
This indicates that: • The Riegel family owns the shares privately; • The shares are not listed on a stock exchange; and • Limited liability safeguards the personal assets of family members. 
• Family members make all of the decisions. 
Stability and long-term strategic development are supported by this structure.

11. SMART Analysis of Business Objectives 
Typical HARIBO goals consist of: 
1. Profit By diversifying product lines, raise sales and revenue. 
2. Development 
Expand production capacity, open new factories, and penetrate new international markets. 
3. Client Contentment 
Deliver consistent, high-quality goods and entertaining experiences. 
4. Brand Development 
Release limited editions, collaborations, and seasonal goods. 
5. Ecological Responsibility 
Use more environmentally friendly materials, cut down on packaging waste, and boost energy efficiency. 
Are they SMART? 
Indeed, a lot of them are: 
Expanding the product line is specific; increasing distribution to ___ new countries is measurable; leveraging strong brand power is achievable; using current manufacturing capabilities is realistic; and setting annual production and sales targets is time-bound.

12. Motivation (Financial & Non-Financial Incentives, Unit 2) 
HARIBO employs a number of strategies to inspire staff members. 
Financial incentives, competitive pay, performance bonuses, overtime compensation, and benefits and allowances 
Non-monetary motivation; comfortable and safe working conditions; chances for professional development and training; employee appreciation initiatives; team-building exercises; job security and a happy workplace 
By boosting morale and productivity, these strategies assist HARIBO in upholding its high standards of quality.



In conclusion 
HARIBO, a world leader in confectionery production, was founded on the idea of a creative businessman. Strong branding, a wide range of products, effective manufacturing, driven staff, and a family-owned business model are all factors in HARIBO's ongoing success. The business produces goods that are enjoyed all over the world by satisfying consumer demands and utilizing the secondary manufacturing sector. Strategic business planning, added value strategies, and an emphasis on both financial and non-financial performance goals are the reasons behind its long-term success.

