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WELCOME

Welcome to Kellogg Company’s 2010 Corporate Responsibility Report. 

This report, which covers calendar year 2010, is intended to provide information useful to our stakeholders, 
including our consumers, employees, customers, investors, business partners, community members, and 
governmental and nongovernmental organizations. 
 
This report discusses Kellogg Company’s wholly and majority-owned operations and complements other 
information about Kellogg available on our company website (www.kelloggcompany.com), our nutrition 
website (www.kelloggsnutrition.com) and our various regional websites around the world. The report re-
ceived extensive internal review by subject-matter experts and our Executive Leadership Team, composed 
of our top executives.
 
For this report, we used the Global Reporting Initiative (GRI) G3 Guidelines, which provide a recommended 
framework and indicators for reporting. We are reporting at a GRI-checked application level of “B.” A GRI 
Index, which details the indicators covered and their locations in this report, is included online, at www.
kelloggcompany.com/CR. (The text of the online and print versions of the report are otherwise identical.) 
More information on the G3 Guidelines and application levels is available at www.globalreporting.org.
 
We welcome feedback at corporateresponsibility@kellogg.com. For every person who submits feedback 
in 2011, Kellogg Company will make a one-time donation of $5 to the Global FoodBanking Network—up 
to $10,000.   



EXECUTIVE MESSAGE 

As Kellogg Company’s chief executive officer, I’m pleased 
to introduce our third-annual global Corporate Responsibility 
Report. 
 
I was elected to this position in December 2010 and began 
serving in January 2011, following a difficult year for Kellogg. 
The global recession has challenged our business, as it has 
many of our food industry peers. Yet we continue working to 
enhance our corporate responsibility efforts, and our com-
mitments to our customers, our employees, our communities 
and the natural environment remain strong. We know this is 
the right thing to do for all of our stakeholders.
 
Corporate responsibility has been a vital part of our heritage, 
dating back more than a century to our founder, W.K. Kel-
logg, who had a strong commitment to nutrition, health and 
quality. His legacy still informs and inspires us in all we do, 
from the products we make to our community investments. 
 
The food industry continues to face ever-greater social chal-
lenges, such as feeding a growing population, battling world 
hunger, improving nutrition and addressing the obesity epi-
demic. These have been historically—and will continue to 
be—key concerns for Kellogg.
 
Such social challenges are linked to global environmental 
challenges, which remain key concerns for Kellogg as well. 
For example, we’re more aggressively addressing the issue 
of water, and its important links to environmental and social 
problems ranging from climate change to public health.
 
New projects we have undertaken in recent years are help-
ing to make Kellogg an even better company—and an even 
better corporate citizen—and we’re seeing good outcomes 
from recent investments in each of our four pillar areas: mar-
ketplace, environment, workplace and community.
 
For example, we have been working to improve the nutri-
tion credentials of our food. Indeed, the single biggest so-
cietal impact we can have as a company is to make food 

that tastes great and contributes to a healthier diet. Over the last few 
years, we have focused more resources on renovating products to 
improve their nutritional value. 
 
In the environmental arena, we are making good progress toward our 
2015 environmental performance goals, particularly our waste reduc-
tion goal. We made solid strides this past year toward our energy use, 
greenhouse gas emission and water use goals as well, and launched 
a global water risk assessment process. 
 
We continue to work to make our company an employer of choice 
through programs like Feeling Gr-r-reat™, which encourages health 
and wellness among our workforce, and through enhanced employee 
safety initiatives. 
 
Another important area for us is employee diversity and inclusion. 
This year’s report highlights our recent success with a program de-
signed to increase the number of women in our manufacturing opera-
tions. But while we are making progress, we realize we have a long 
way to go when it comes to diversity, particularly at senior levels of 
the organization. On the whole, we are not as representative of our 
consumer base as we would like to be.
 
We strive to make a significant difference in the communities 
where we live and work, particularly through our food donation 
programs, our physical fitness outreach and our work with the 
United Way and other charitable organizations. The W.K. Kellogg  
Foundation (www.wkkf.org) also continues our founder’s legacy in its 
support of children, families and communities.
 
We see corporate responsibility only growing in importance as we 
continue to work more collaboratively with customers, consumers, 
investors and other stakeholders to develop innovative solutions to 
important societal concerns. Corporate responsibility is a continuous 
journey for our company and one to which we are fully committed.  

John A. Bryant
President

Chief Executive Officer
April 2011

W.K. Kellogg put his signature on every package of cereal 
to express his personal pledge to quality and nutrition.



KELLOGG CORPORATE  
RESPONSIBILITY 2010 ACTIVITIES AT A 
GLANCE

 
Kellogg Company is committed to building a stronger busi-
ness while acting responsibly toward our customers and 
consumers, our employees, our communities and the envi-
ronment. Our third-annual Corporate Responsibility Report 
includes a comprehensive update of the company’s progress 
and performance in four key areas: marketplace, workplace, 
environment and community. The boxes at right highlight key 
activities and achievements in 2010 in each of these corpo-
rate responsibility pillar areas.

Reduced sugar and sodium and 
continued to increase fiber in many 
products globally.

Participated in the Healthy Weight 
Commitment Foundation (a coalition of 
100+ food companies and other stakehold-
ers), which pledged to collectively remove 
1.5 trillion calories from members’ products 
in the United States by the end of 2015.

Partnered with other U.S. food companies 
on a uniform, fact-based, front-of-pack 
nutrition labeling system.

Further embedded our 
Global Supplier Code 
of Conduct into our 
supplier relationships.

Reduced waste sent to landfill by 20 percent (per metric tonne of food 
produced) since 2009, our baseline year. This represents a 51 percent 
decrease since we began tracking reductions in waste to landfill in 2005. 

Became one of the first 
companies worldwide to 
submit water use data to Water 
Disclosure, a new global data 
repository.

Launched a 
global water risk 
assessment 
process.

Significantly increased the 
size of our North American 
corporate safety staff.

Were named one of the “2011 Best Places 
to Work for LGBT Equality” by the 
Human Rights Campaign, the leading 
lesbian, gay, bisexual and transgender 
(LGBT) civil rights organization in the U.S.

Were included on the lists of: 
World’s Most Admired Companies—Fortune ranked 
Kellogg 5th in the global consumer food products industry.
America’s Most Reputable Companies—Forbes ranked 
Kellogg 5th overall (ranking released in 2011). 

Garnered the United Way’s 
prestigious “Spirit of 
America” award for our 
philanthropic efforts.

80
CALORIES TOTAL FAT

2% DV 6% DV

SODIUM
80mg1g
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1 Data in this company profile and throughout the report are in U.S. dollars, unless otherwise noted.
2 There were no significant changes to our operations during 2010.
3 Kellogg-defined cash flow is net cash provided by operating activities reduced by capital expenditures. The company uses this non-GAAP 
financial measure to inform management and investors on the amount of cash available for debt repayment, dividend distribution, acquisition 
opportunities and share repurchases.

To learn more about our company, visit www.kellogg
company.com. Information on our U.S. brands can be found 
at www.kelloggs.com. In addition, our company’s various re-
gional websites provide information on our global operations 
and brands sold outside the U.S. For links to our global sites, 
see www.kelloggcompany.com.

COMPANY PROFILE 1

With 2010 sales of more than $12 billion, Kellogg Company 
is the world’s leading producer of cereal and a leading pro-
ducer of convenience foods, including cookies, crackers, 
toaster pastries, cereal bars, frozen waffles and vegetable-
based meat alternatives. 

KELLOGG COMPANY OPERATIONS 2

Kellogg is a publicly traded company headquartered in Battle 
Creek, Michigan. Kellogg products are manufactured in 18 
countries and marketed in 180 countries around the world. 
Kellogg Company operates through four business units: Kel-
logg North America, Europe, Latin America and Asia Pacific.

APPROXIMATE EMPLOYEE NUMBERS BY REGION

2,500
7,000

4,000
17,500

31,000

North America

Latin America

Europe

Asia Pacific  

Total

Countries where our 
products are marketed

Countries where our 
products are manufactured

Manufacturing facilities

180

18

50+

2010 Net Sales

2010 Net Income Attributable to  
Kellogg Company

2010 Shareholder Return

2010 Cash Flow 3

2010 Diluted Earnings Per Share

2010 Operating Costs

2010 Capital Expenditures

2010 Income Taxes

2010 Community Investments

$12.4 
billion

$1.2
billion

-1%

$3.30
$534

million

$10.407
billion

$474
million

$502
million

$31.9
million



STRATEGY, MANAGEMENT AND  
ENGAGEMENT

4 Materiality is a familiar concept in financial accounting that has re-
cently been applied to corporate responsibility as a way to focus 
a company’s efforts on those issues that pose the most significant 
risks and opportunities. The materiality analysis ranked corporate re-
sponsibility issues qualitatively along three parameters: level of soci-
etal interest and concern, impact on Kellogg (based on financial and 
reputational impact) and level of control. The issues deemed most 
material are those that are of high societal concern and impact on 
Kellogg, and over which the company has some degree of control. 
For these issues, we seek to understand the risks and opportunities 
they pose for our company, our role in addressing them and stake-
holders’ expectations for our actions.

CORPORATE RESPONSIBILITY STRATEGY

We have a comprehensive, global corporate responsibility 
strategy to help guide our decisions in light of ever-changing 
environmental, social and economic conditions. 
 
The strategy, which we first developed in 2008 to consolidate 
our many existing efforts in these areas, aligns with our vision, 
mission and statement of purpose, which can be found  
at www.kelloggcompany.com. The strategy identified our 
major corporate responsibility issues based on a materiality 
analysis that defined the most important areas for both our 
company and our stakeholders.4 The material issues were 
grouped into four pillar areas—marketplace, workplace, 
environment and community. These areas continue to form 
the structure for this report and serve as the basis for the 
further development and implementation of our strategy.

Across the corporate responsibility pillars, we have created 
new programs and continued to engage with groups both 
within and outside our industry on key issues such as obesity 
and nutrition. Examples of these initiatives can be found 
throughout this report.
 
We are also driving progress toward our environment pillar 
goals. We recognize setting goals and metrics in other pillars 
remains an opportunity.

We have articulated our ambitions for each of our pillars, as follows: 

MARKETPLACE AMBITION

We will continue to be a trusted provider of 
great-tasting, safe and high-quality products and 
contribute to the health and nutrition of our con-
sumers by providing food products that they can 
integrate as part of a balanced diet and that meet 
their varying taste requirements. We will contin-
ue to advance our efforts as a leader in creating 
ethical and responsible marketing standards and 
ensure that our consumers have access to the 
information necessary to make informed choices.

WORKPLACE AMBITION

Kellogg will support a talented and dedicated 
workforce and foster a work environment that 
values diversity and inclusion and aims to reflect 
the diversity of our consumer demographics. 
We will remain competitive in our compensation 
policies, lead our sector in health and safety per-
formance, and expect our suppliers to uphold 
the same labor standards that we expect of our 
own operations. 

ENVIRONMENT AMBITION

Protecting and conserving natural resources is 
key to our mission of sustainable growth. We will 
target reductions in the environmental footprint 
of our products and cost savings throughout our 
value chain. We will aim to increase the recycled 
content of our packaging and use materials that 
can be recycled. We will continue to build our 
understanding of sustainable agriculture prac-
tices that align with our business needs for the 
procurement of our ingredients, ensuring required 
quality, traceability, nutritional content and conti-
nuity of supply.

COMMUNITY AMBITION

Contributing to the communities in which we 
operate will remain an important element of our 
corporate responsibility strategy. We will seek to 
concentrate on nutrition (including malnutrition) 
and physical fitness through product donations 
for the hungry, as well as programs that educate 
children and parents about good nutrition and 
help families stay active. 



ENVIRONMENT

Environmental Impact Reduction

Packaging

Sustainable Agriculture

MARKETPLACE

Sourcing ManufacturingKey Elements Transport Customer Consumer

Addressing corporate responsibility issues strategically requires an understanding that the issues occur at multiple stages of 
our company’s value chain, and consequently must be managed across organizational boundaries. 

CORPORATE RESPONSIBILITY ACROSS THE VALUE CHAIN

Nutrition & Health

Responsible Marketing

Consumer Information & Labeling

Product Quality & Food Safety

Responsible Sourcing/Supplier Diversity

WORKPLACE

Governance & Ethics

Employee Learning & Development

Diversity & Inclusion

Compensation & Benefits

Occupational Health & Safety

Labor Statistics

COMMUNITY

Strategic Corporate Philanthropy

Community Development

Employee Volunteerism



CORPORATE RESPONSIBILITY GOVERNANCE  
AND MANAGEMENT
 
We have a corporate responsibility governance structure 
that outlines accountability for driving progress toward our 
corporate responsibility strategy. This structure integrates 
the management of our material issues into our mainstream 
business processes.
 
At the Board of Directors level, we have a Social Responsibil-
ity Committee composed of four members, all of whom are 
independent. The committee, which has been in existence 
since 1979, met twice in 2010 and oversees all aspects of 
our corporate responsibility approach. Other committees of 
the Board address corporate responsibility issues as well. 
For example, the Audit Committee reviews environmental 
performance. The Board as a whole also addresses key 
issues discussed in this report, including many relating to 
health and nutrition. 
 
At the senior executive level, our chief sustainability officer 
reports directly to the chief executive officer. Our corporate 
responsibility strategy has been fully integrated into our busi-
ness, with subject-matter experts for each pillar area who 
report on progress to the heads of their business units. 
 

Kellogg Company’s cross-functional Emerging Issues Team 
meets regularly with our Executive Leadership Team and 
helps us keep abreast of emerging health, nutrition and 
food safety issues that have the potential to adversely im-
pact our consumers or our business. In addition, each Kel-
logg Company region has a cross-functional Crisis Incident 
Management Team that assesses and manages incidents 
with a potential for high impact on our business, such as 
natural disasters, business interruptions, product recalls and  
health pandemics.
 
ETHICAL CONDUCT
 
Kellogg Company requires of its employees ethical conduct 
and a commitment to compliance with all applicable laws, 
company policies and our K Values™. The K Values™ shape 
our culture, serve as our social contract and guide the way 
we run our business. 
 
The most important factor in creating and reinforcing such 
a culture is the commitment of corporate leadership, par-
ticularly at the Board and senior management levels. Kellogg 
employees at all levels take the K Values™ seriously, and 
we refer to them regularly in our work. Most of our new em-
ployees take part in an orientation program — customized to 
each location — that includes training in the K Values™. This 
ensures that all employees understand what those values 
are and how to put them into practice. In addition, employee 
performance reviews take into account employees’ adher-
ence to and demonstration of the K Values™.

At Kellogg Company, we act with integrity and 
show respect. We are all accountable. We are 
passionate about our business, our brands and 
our food. We have the humility and hunger to 
learn. We strive for simplicity. We love success. 


