
OVERVIEW

Welcome to Kellogg Company’s 2011 Corporate Responsibility Report. 

This report, which covers calendar year 2011, is intended to provide information useful to our stakeholders, including our 
consumers, employees, customers, investors, business partners, community members, and governmental and nongovernmental 
organizations. We use our report to inform stakeholders about our performance – both where it is strong and where 
opportunities exist for continued progress.

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) and our various regional websites around the world. The 
report received extensive internal review by subject matter experts and our Executive Leadership Team, which is composed of 
our top executives. A brief executive summary is available for download at 
www.kelloggcorporateresponsibility.com/executivesummary.

For this report, we used the Global Reporting Initiative (GRI) G3 Guidelines for the food sector, which provide a recommended 
framework and indicators for reporting. We are reporting at a GRI-checked application level of “B.” 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 2012, Kellogg 
Company will make a one-time donation of $5 to the Global FoodBanking Network – up to $10,000. We made a similar donation 
in 2011, thanks to the feedback of readers of our 2010 report. 

WELCOME
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EXECUTIVE MESSAGE FROM JOHN BRYANT

At Kellogg, we’re committed to building a strong company and well-loved brands, while doing 
what’s right for our environment and for society. Corporate Responsibility (CR) is part of our 
essence, instilled more than a century ago by our company’s founder. W.K. Kellogg was a man 
who aspired to improve physical and emotional well-being with the foods he made and through 
his philanthropic generosity.

We’re continuing W.K. Kellogg’s journey and building upon his commitments. Today’s consumers 
are increasingly aligning their personal values with the brands they buy and the companies 
they support. Health and well-being are taking on new urgency as the rates of obesity and 
diabetes rise, and there’s a growing interest in a return to simple foods. At the same time, a 
burgeoning world population is pushing us all to think more creatively about how to feed 
the planet of our future. Around the globe, concerns about efficient uses of environmental 
resources, including fossil fuels and water, are escalating; the cost and availability of these 
resources, meanwhile, pose risks for an agricultural-based company like ours.

We’re addressing these and other challenges through a broad suite of CR programs and initiatives that are described throughout 
this report. We’re also working to more clearly articulate our CR strategies and provide greater transparency – and more valuable 
information – through our reporting and through social media and other communications vehicles. Such openness is important 
for companies in the food industry, since consumers are more interested than ever in where their food comes from and how it was 
produced.

In early 2012, we articulated a new company vision: to enrich and delight the world through foods and brands that matter. We also 
crafted a statement of purpose: nourishing families so they can flourish and thrive. The goals embedded in these statements have 
always been at the heart of our company, but the refreshed language is helping us to clarify our aspirations and illuminate the 
role we can play in support of our consumers, customers and communities. Our CR strategy fits nicely with our vision and purpose. 
We’re pushing boundaries to develop products in a more sustainable way – a way that delivers shared results for our consumers, 
for our employees, for our planet and for our broader communities, as well as for our investors.

At Kellogg, we see our company as more than just food and products. We believe we have a broader mandate. Our vision – which 
was inspired by our founder – speaks to our relationship with consumers.

We play an important role in improving consumer health by innovating new products and enhancing the nutrition credentials of 
beloved favorites. Around the world, we have been steadily and consistently reducing the sugar, sodium and fats in our foods, while 
increasing fiber, whole grains and nutrients to respond to consumers’ nutrient needs. 

Consumers are seeking out products with fewer ingredients and are asking for ingredient statements that are easier to understand. 
And we’re delivering; many of our cereals, for example, have five or fewer ingredients (not including added vitamins and minerals). 
We also have been working to make our packaging labels more visible and better understood. 

Our customers – grocery stores, retail chains and foodservice suppliers – are looking to companies like ours to help them advance 
their own sustainability commitments, programs and strategies. In particular, they are focused on social issues (such as consumer 
health and wellness and hunger relief) and environmental improvements (in particular waste reductions, packaging improvements, 
energy efficiency and sustainable agriculture). This represents an important opportunity for our company. After all, sustainability 
isn’t just about what our one company can do; it’s about the aggregated improvements that occur when companies work together 
to drive change.

For the most part, external rankings firms and the media have a positive view of our company. We don’t take these ratings lightly, 
and we certainly don’t take them for granted. We know that some of the key issues for our industry – from our role in supporting 
changes in consumer health to how we market our products to children – are also reputation drivers for our company, if we 
continue to manage these decisions responsibly.
 
That’s just one of the many reasons why we have been investing in and integrating CR into our overall corporate strategies to 
deliver stronger business value for our shareholders, our communities, our employees and other stakeholders. Doing so will make 
our business operations more sustainable for the future. 

This past year, we increased our investments in our manufacturing plants. We expanded our training and development programs, 
and significantly enhanced our internal quality and food safety auditing programs.
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We also have redoubled our people safety efforts in our North American region, and these efforts are already showing 
results. Our people safety performance has improved significantly as we pursue our ultimate target of zero injuries and 
illnesses. Companywide, our Total Recordable Incident rate decreased 23 percent in 2011, and our Lost Time Incident 
rate decreased 11 percent. In 2011, we made the decision to directly tie people safety performance to compensation 
for a broad range of employees, beginning in 2012. (As part of this change, we’re also specifically tying diversity and 
inclusion performance and food safety performance to compensation for our senior leaders.) Also, we recently launched 
new wellness programs in three of our U.S. plants and organized our first-ever National Kellogg Wellness Day in the U.S. 
in November.

In the environmental arena, we continued to work toward our 2015 performance goals for energy use, greenhouse gas 
(GHG) emissions and water use, and seven of our plants have achieved zero waste to landfill. We remain on track to 
meet our GHG and water goals, but we are lagging slightly behind on our energy use and waste goals. Water, of course, 
is pivotal for the crops that eventually go into our products. This past year, we assessed our water-related risks and 
opportunities to help us better understand issues relating to water availability and quality in our areas of operation.

We are responding to consumers who are increasingly interested in the origins of their food and how food is grown. We 
are reaching back into our supply chain and working with growers more closely than ever before to engage with them on 
issues related to agricultural sustainability.

In our fourth key CR area of supporting our communities, we continued our work this past year with programs that 
provide food for those in need – especially children. Our donations of products and cash are helping to fill large gaps for 
people struggling in a difficult global economy.

This year’s report also includes discussions of two “cross-pillar” topics – sustainable agriculture and the benefits of 
breakfast. These two topics span several of our core pillars of marketplace, workplace, environment and community.

We are pleased to report on our corporate responsibility efforts over 2011. And we welcome your thoughts on how 
we might do even better. In fact, for every person who submits feedback on this report, we’ll donate $5 to the Global 
FoodBanking Network, up to $10,000. That means readers of this report can join with us toward fulfilling our purpose: 
nourishing families so they can flourish and thrive.

John Bryant
President and Chief Executive Officer
April 2012

EXECUTIVE MESSAGE FROM JOHN BRYANT, CONT.
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COMPANY PROFILE

With 2011 sales of more than $13 billion,1 Kellogg Company is the world’s leading producer of cereal and a leading producer 
of snacks and frozen foods. In early 2012, Kellogg entered into an agreement to acquire Procter & Gamble’s Pringles® business. 
Pringles® is an excellent strategic fit for Kellogg as it significantly advances the company’s goal of building a global snacks 
business on par with our global cereal business. The companies expect to complete the transaction in the summer of 2012, 
pending necessary regulatory approvals, so Pringles® is not addressed in this report.
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We are a publicly traded company headquartered in the U.S. in Battle 
Creek, Michigan. We operate through four business units: Kellogg 
North America, Europe, Latin America and Asia Pacific. To learn more 
about our company, visit www.kelloggcompany.com.

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 2011. However, in late 2011, we entered into an 
agreement to sell our China operations, Zhenghang, to Munchy Food Industries. Because the sale did not take place 
until 2012, we do not cover it in this report.

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. 
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VISION AND PURPOSE

In 2011, we updated our company’s vision (i.e., what we aspire to) and our purpose (i.e., the role we play in society) to 
better reflect our aspirations and define our company’s position within the global marketplace. We created the new vision 
and purpose to make sure that our organization is moving together toward a clear destination. At the same time, we 
also created a new Employer Brand to express what it means to work at Kellogg and show prospective talent what our 
company is all about.

At Kellogg, we believe that every day comes with new possibilities. It’s a belief that has guided us from our start, rooted in 
our founder’s dedication to people and their well-being. That dedication continues to inspire us as a company, propelling 
us forward as we strive to create foods and brands that matter. 

Our vision to “enrich” isn’t just about nutrition. It’s about how we can deliver products from a more environmentally 
friendly standpoint. It’s about how we can improve consumers’ experience through our packaging – through simpler 
graphics and easy-to-understand labels. And it’s also about how we can contribute to our communities.

Our purpose reflects our aim to do more than just nourish people. We want to help our consumers flourish and thrive. 
We keep pace with our customers’ and consumers’ wants and needs so we can deliver more than what’s expected. Our 
purpose defines why we exist as a company, the role we play in the world and how we deliver on our vision. That vision – 
to enrich and delight the world through foods and brands that matter – reflects the values upon which we were founded, 
but finds fresh meaning as our business evolves.

Our corporate responsibility strategy is integrally connected to our vision and purpose. As a global company, we strive to 
provide the best foods, while enhancing and supporting the communities in which we work and the planet on which we all 
live. We want to fuel better days and better lives for all of our customers and consumers.

Our Vision

Our Purpose

To enrich and delight the world through 
foods and brands that matter

Nourishing families so they can flourish and thrive
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CORPORATE RESPONSIBILITY STRATEGY

Our company’s global Corporate Responsibility (CR) strategy helps guide our decisions across the four “pillars” that we 
have identified as most pivotal to our business. We have articulated our ambition (see graphic below) for each pillar – 
Marketplace, Workplace, Environment and Community – and are striving to further integrate CR concepts and actions 
into our business value. We believe that increased transparency will lead to increased trust – and improved reputation 
among all of our important stakeholders. 

Indeed, we recognize that companies with strong environmental, social and governance systems and practices financially 
outperform their peers. We also are keenly aware that retailers are driving sustainability through their supply chains, 
expecting food company suppliers to meet environmental and social goals. Our consumers’ values have been changing, 
too, over time, and we’re working to communicate that our company’s CR values are in alignment.

Our CR strategy was clearly outlined in 2008 when we employed a comprehensive materiality analysis1 to define the 
most important areas for both our company and our stakeholders and help us group them into categories. These pillars 
(Marketplace, Workplace, Environment and Community) continue to shape our work, and form the structure of this report. 

As our CR strategies have become more operationalized, we have also been focused on driving change and leveraging our 
strengths in critical subjects that span several of our pillars. For this report, for example, we focus in particular on our 
work tied to the Benefits of Breakfast and Sustainable Agriculture, each of which crosses the Marketplace, Environment 
and Community pillars. 

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 consumers by providing food products 
that they can integrate as part of a balanced diet and that 
meet their varying taste requirements. We will continue 
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.

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 practices 
that align with our business needs for the procurement 
of our ingredients, ensuring required quality, traceability, 
nutritional content and continuity of supply.

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 performance, and expect 
our suppliers to uphold the same labor standards that 
we expect of our own operations. 

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. 

1. Materiality is a familiar concept in financial accounting that has recently 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 responsibility issues qualitatively along three parameters: level of societal 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 stakeholders’ expectations for our actions.
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CR GOVERNANCE AND MANAGEMENT

We have a corporate responsibility (CR) governance structure that outlines accountability for driving progress toward our 
CR strategy. This structure weaves the management of our material issues into our mainstream business processes.

Our Board of Directors has a Social Responsibility and Public Policy Committee composed of five independent director 
members. The committee, which has been in existence since 1979, met twice in 2011 and oversees all aspects of our 
CR approach. Other committees of the Board address CR issues as well. For example, the Audit Committee reviews 
environmental performance and the Manufacturing Committee reviews health and safety performance. The Board as a 
whole addresses many of the key issues discussed in this report, including those related to health and nutrition.
 
In 2011, we appointed a new chief sustainability officer. She reports to our senior vice president of Supply Chain, who 
in turn reports to President and CEO John Bryant. (At Kellogg, the term “Supply Chain” refers to our manufacturing 
operations.) Our corporate responsibility strategy has been fully integrated into our business, with subject-matter experts 
for each material area who report on progress to the heads of their business units.

Kellogg Company’s cross-functional Emerging Issues Team helps keep our Executive Leadership Team abreast of 
emerging health, nutrition and food safety issues that have the potential to adversely impact our consumers or our 
business. In addition, each Kellogg 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.
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AWARDS AND RECOGNITIONS

In addition to the awards Kellogg has received in specific pillar areas – which are discussed elsewhere in this report – we 
are pleased to have been recognized by a number of leading organizations and publications for our overall corporate 
responsibility efforts, as well as for the strength of our company and our brands. Recent recognitions include the following:

Roberts Environmental Center (REC) Pacific Sustainability Index: Our Corporate Responsibility Report received 
an “A” rating for 2011 from the REC, an environmental research institute at Claremont McKenna College that has been 
analyzing corporate sustainability reporting for more than a decade. Corporate responsibility reports from a variety 
of industries are awarded a letter grade each year in the REC’s annual index that examines companies on their intent, 
reporting and performance in two categories: social and environmental initiatives. Along with an “A” rating, Kellogg 
ranked third in the Food, Food Production and Beverages sector.

Reputation Institute: Kellogg ranked 20th on a list of 100 of the World’s Most Reputable Companies. Reputation 
Institute’s 2011 study provides an assessment of the global reputations of the companies that are most liked, trusted and 
respected by more than 48,000 consumers in 15 countries. 

Boston College Center for Corporate Citizenship 2011 CSR Top 50 Index: Kellogg ranked 4th on the 2011 CSR Top 
50 Index. The Index ranks companies using three dimensions of data from Reputation Institute’s 2011 Global Pulse Study 
of how consumers view companies. These include citizenship, governance and workplace. Reputation Institute previously 
ranked Kellogg the 20th most reputable company in the world (see ranking above).

Fortune Magazine: Kellogg ranked 5th among global consumer food products companies on the publication’s 2011 list 
of “World’s Most Admired Companies.”

Maclean’s (Canada): Kellogg was included on the magazine’s list of the top 50 socially responsible corporations in 
Canada. In particular, Maclean’s took note of our “Share Your Breakfast” program, an initiative aimed at helping to 
provide 1 million breakfasts in schools in the 2011-2012 school year, in addition to our company’s industry-leading 
policy to cover 100 percent of our current palm oil use through the purchase of “GreenPalm” certificates.

Reader’s Digest (Canada): For the second year in a row, in 2011 Kellogg’s was voted Canada’s “Most Trusted Brand of 
Breakfast Cereal” in a survey conducted on behalf of Reader’s Digest Canada. 

Merit Award for Social Responsibility 2011: Kellogg Latin America Headquarters in Querétaro, Mexico, received 
this prestigious award from the Querétaro State Sustainable Development Secretariat. The award, which recognizes 
economic, social and environmental excellence, is granted to one company annually.
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CORPORATE RESPONSIBILITY ACROSS THE  VALUE CHAIN

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. 

ENVIRONMENT
Environmental Impact Reduction

Packaging

Sustainable Agriculture

MARKETPLACE

SOURCING MANUFACTURINGKEY ELEMENTS TRANSPORT CUSTOMER CONSUMER

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
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COMMITMENT TO INTEGRITY

Kellogg is committed to maintaining an ethical performance culture. Our company’s K ValuesTM and Global Code of Ethics direct 
our daily operations. The K Values guide our approach to business and our various stakeholders, while the Code of Ethics guides 
the business practices of all employees worldwide. Together, they provide clear, practical guidance as to what is permissible and 
what is prohibited while aiming to help all Kellogg employees act with integrity, accountability, passion, humility and respect.

Created more than a decade ago, the K Values are more than just a plaque on the wall or words on a website. They are part of 
the daily vernacular at Kellogg. Kellogg employees at every level of the organization take the K Values seriously, and we refer to 
them regularly in our work. Our K Values are fundamentally linked with our organizational culture.

Kellogg is committed to an ethical and transparent supply chain that utilizes responsible sourcing. Our global Supplier Code of 
Conduct requires our suppliers to promote sound business practices within their business operations and expressly prohibits 
corrupt business practices. One aspect of our responsible sourcing commitment is a zero-tolerance position against forced 
labor, including slavery and human trafficking. In addition to incorporating our global Supplier Code of Conduct into our 
contracts, we incorporate responsible sourcing training opportunities within our supplier events.

At Kellogg, we strive for continuous improvement and look for meaningful and impactful ways to communicate the importance 
of ethics and compliance. The K Values have been incorporated into our employee performance reviews. All employees with 
access to company computers are required to complete an online training course that takes them step-by-step through our 
Global Code of Ethics. We proactively provide targeted training on topics ranging from the Foreign Corrupt Practices Act and 
the U.K. Bribery Act to eliminating forced labor in the supply chain. In the U.S., for example, we use electronic billboards and 
ethics posters in our manufacturing facilities to reinforce compliance issues for those working within our plants.

We maintain both a hotline, called the Ethics Alert Line, and a web-based reporting tool for our employees, so they can raise 
ethics questions and concerns confidentially and anonymously. Senior management provides significant oversight into our 
ethics and compliance program, and a cross-functional team of senior leaders oversees investigations and has input into 
certain discipline decisions to help ensure consistency. Our Corporate Governance Guidelines, Global Code of Ethics and 
additional information about our governance systems are available at www.kelloggcompany.com. For information on our 
Global Supplier Code of Conduct, see the Marketplace section of this report. 

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.
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STAKEHOLDER ENGAGEMENT

We regularly engage with a variety of stakeholders on issues ranging from nutrition and labeling to climate change and 
sustainable agriculture. We focus in particular on engaging with stakeholders around areas tied to our most material 
issues, such as health and nutrition, product marketing, workplace culture, sustainable agriculture and community 
development.

For example, we’re involved in an industrywide initiative that seeks to drive systematic change in the palm oil industry. 
Although we are a minor user of palm oil, we are deeply concerned about the detrimental environmental impacts of palm 
oil production. For more information on our work in this area, see the Sustainable Agriculture section of this report. We’re 
also working with growers of the key ingredients in our foods to help improve the sustainability of our products.

We also engage with our workforce through periodic surveys to help us understand our employees’ perspectives on a 
range of topics. See the Workplace section for more details on our Global Opinion Survey, conducted in the spring of 2011. 
Additional examples appear within the pillar sections of this report.
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“I’m very excited to be part of the Kellogg Breakfast Council, which is made up of a diverse group of 
participants outside Kellogg – including a pediatrician, an academic, nutritionists and researchers 
– all of whom are focused on the intersection of breakfast, nutrition and health. I’ve participated 
in advisory councils for other groups, but this one has been the most impressive to date. That’s 
largely because Kellogg seems truly interested in hearing what each council member has to say. 
Kellogg executives don’t want cheerleading. They’ve been encouraging us to challenge them and to 
help the company understand the role it can play in improving consumer health.

The U.S. breakfast survey that Kellogg Company conducted in 2011 showed that only a third of Americans eat breakfast in the 
mornings. We’ve got some significant health issues in our country, and I’m not naïve enough to think that breakfast is the solution 
to all of them. But it’s certainly a great start on a number of fronts. 

Breakfast is a missing meal for most Americans,1 and a missed opportunity. The 2010 Dietary Guidelines for Americans identified 
four nutrients of concern that consumers – both adults and children – don’t get enough of: calcium, vitamin D, potassium and 
dietary fiber. A healthy breakfast can go a long way toward filling those gaps.

In the current nutrition environment, global food manufacturers face plenty of challenges, particularly around issues tied to weight 
management and health. On the one hand, malnutrition and food security issues – even starvation – are truly critical in some parts 
of the world. On the other hand, we have growing global health problems, such as diabetes, heart disease and cancer, that are linked 
to nutrition. Chronic diseases are by no means the sole responsibility of food manufacturers, but food companies are going to have 
to join the conversation and think about how they can contribute to solutions. For example, should food companies work to reduce 
the amount of added sugar in their products? Yes. But the more we learn about diabetes, the more we recognize that it’s not just 
about sugar consumption. Both diabetes prevention and treatment involve energy balance. In many cases, the problem comes down 
to too much food consumed and not enough activity to burn the calories.

Food manufacturers like Kellogg need to continue to find tasty ways to increase fiber while moderating sodium and sugar. I say 
“tasty” for a very important reason. People eat because of taste. When it comes to food choices, taste overrides nutrition, taste 
overrides economics, and taste certainly overrides health. It’s a real balancing act to create products that have the taste and the 
texture that consumers want – while keeping their health top of mind. 

With its tremendous capacity for innovation and renovation, Kellogg can do wonderful things with products that bring balance 
to consumers’ diets. But that alone won’t solve one of the biggest problems we have in America. The fact is that people simply eat 
too much food – all day long. As a sponsor of the 2012 Olympics, Kellogg can help to spread the message about the importance 
of energy balance. We can’t all eat like Olympic athletes, of course, but Kellogg can help to connect the messages of activity and 
nutrition for a global audience.”

1. Kellogg’s 2011 “Breakfast in America” survey of 14,000 Americans

DAYLE HAYES, M.S., R.D.  
REGISTERED DIETITIAN AND MEMBER OF  
THE KELLOGG BREAKFAST COUNCIL

External Perspectives: Marketplace Perspective

12



OVERVIEW

“The MBDA is the only U.S. federal agency created specifically to foster the growth and global 
competitiveness of minority-owned businesses in America. We perform our mission by funding a 
nationwide network of more than 40 business development centers and by actively coordinating 
with and leveraging resources from the public and private sectors. The ultimate goal: helping 
minority business owners create jobs, impact local economies and compete successfully in 
domestic and global marketplaces.

In 2008, we introduced the prestigious CEO Leadership Circle of Excellence Award to formally acknowledge those corporations that 
set the tone for world-class accomplishments in corporate diversity and minority business development. At the MBDA, we believe 
the single biggest factor in a successful corporate diversity strategy is a chief executive’s commitment. Award-winning companies 
are chosen based on their leadership and their organization’s outstanding accomplishments in fostering a diverse management 
team, creating diverse vendor relationships and contributing to overall community relations efforts. The financial performance of 
the company is another key factor taken into consideration.

We selected Kellogg as one of our 2011 winners, because the company’s supplier diversity program is unequivocally best in 
class, and it’s evident that diversity initiatives across the company are supported from the top down. Through their hard work 
and dedication, Kellogg employees have created a powerhouse program that exemplifies CEO John Bryant’s commitment to 
diversity and inclusion. Our organization has witnessed first-hand Kellogg Company’s active pursuit of collaboration and strategic 
partnerships with the minority business community. It’s abundantly clear that Kellogg goes above and beyond the status quo to 
fully incorporate innovation and diversity into its global supply chain.

John Bryant’s leadership and his committed team have already accomplished a tremendous amount in the promotion of diversity 
and inclusion, both within and outside the company. To take it to even greater levels, Kellogg should continue to collaborate with a 
broad spectrum of diverse suppliers, especially as the company further expands into emerging world markets.” 

ERIC DOBYNE  
CHICAGO REGIONAL DIRECTOR,  
U.S. DEPARTMENT OF COMMERCE  
MINORITY BUSINESS DEVELOPMENT AGENCY (MBDA)

External Perspectives: Workplace Perspective
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“Sustainable agriculture is not just a corporate responsibility issue; it’s a sourcing issue. That 
is, food companies depend on safe and reliable supplies of agricultural raw materials in order 
to make their products. Water shortages, climate change and labor issues are just some of the 
concerns that have the potential to affect supplies of raw materials. So, companies need to work 
with the farmers who grow their food ingredients, to help address the potential risks.

A decade ago, concerns about sourcing brought together several large, global food companies 
to create the Sustainable Agriculture Initiative (SAI) Platform. The idea was to develop a pre-
competitive network of individuals from the food industry to talk about how to make high-quality 

agricultural supplies more sustainable over the long term. 

Many of the world’s biggest food companies are now members. Kellogg, which joined in 2009, has been very committed to learning 
from the initiative and to applying those learnings back at the company. 

At SAI, we don’t do public relations or advocacy work. Nor do we tell our member companies what to do. Instead, we serve as a 
center of expertise, providing information and tools so companies can make informed decisions for themselves. We have six working 
groups – on arable crops/vegetables, beef, coffee, dairy, and fruit, and then one cross-cutting group that focuses on agricultural 
water use. 
	
One of our primary accomplishments thus far has been to develop and publish sustainable agriculture principles and practices for 
those key crops. It took a lot of talking to get all of our members to agree on each set of principles and practices, which take into 
account environmental, economic and social concerns. Having agreed-upon standards for how to grow each crop sustainably is 
essential, because it allows companies to communicate an aligned set of expectations to their suppliers. It’s not helpful to anyone if 
each of our member companies goes to their suppliers with an entirely different set of demands.

It’s my personal view that companies that put sustainable agriculture and sustainable sourcing high on their agenda – and have a 
bold strategy for carrying that agenda out – can help to drive good decision-making and even innovation in their value chains.” 

PETER-ERIK YWEMA 
GENERAL MANAGER 
SUSTAINABLE AGRICULTURE INITIATIVE PLATFORM

External Perspectives: Environment Perspective
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OVERVIEW

“Kellogg’s commitment to the mission of the American Red Cross is truly outstanding, and I can’t 
thank the corporation and its employees enough for the incredible ways they are helping people in 
need all around the world. Kellogg has been a longstanding partner, supporting our organization 
through corporate gifts, employee funds, blood drives and product donations.

In 2011 alone, Kellogg gave more than $500,000 to the American Red Cross in response to both 
the earthquake in Japan and the storms that struck the southern portion of the United States. This 

support was in addition to the Keebler® “Be A Good Cookie” partnership, in which Kellogg is donating more than 12 million cookies 
over two years to support our Blood Services operations. The generous donation means Keebler® is now the official cookie served at 
every Red Cross blood collection operation in the United States, and we couldn’t be more proud.

In short, blood collection is about saving lives. Every two seconds, someone in the United States needs a blood transfusion, whether 
it’s for a car accident victim, premature baby or a cancer patient. The Red Cross provides about 40 percent of the U.S. blood supply, 
and about 80 percent of that supply comes from blood drives held at local business and organizations, including Kellogg. 

It’s vitally important to help ensure that blood donors have positive experiences while giving blood so they will return often and 
keep on donating. We have received wonderful feedback from our donors about the Keebler® cookies. What’s more, these cookie 
donations will save the Red Cross nearly $2 million annually, allowing us to put more resources into other areas of our mission.

Besides blood collection, we typically respond to about 70,000 disasters globally each year. We teach more than 9 million people 
life-saving skills a year as well as support programs for our military and veterans and their families.

In these tough economic times when we’re facing a stagnant economy, rising costs and “donor fatigue,” we depend on corporate 
support from Kellogg and others to help us comfort those in need when disaster strikes. Thanks to Kellogg Company’s generous 
donations and strategic partnership, we are well-positioned to continue to fulfill our humanitarian mission with speed and 
excellence.”

GAIL MCGOVERN  
PRESIDENT AND CEO
AMERICAN RED CROSS

External Perspectives: Community Perspective
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OVERVIEW

SUMMARY OF KEY DATA

ENVIRONMENT2007 2008 2009 2010 2011

Water Use (in cubic meters)

Energy Use (in gigajoules)

5.48 5.26 5.12

5.44 5.41 XXXX5.38 5.29 5.28

Greenhouse Gas Emissions 
(in metric tonnes)

.49.50 .48 .47 .47

Waste to Landfill (in metric tonnes).016 .013 XX.010 .008 .009

5.58 5.07

CONTRIBUTIONS

Cash Contributions 

In-Kind Contributions 

$7.8 $9.6 $11.6

$25.0 $26.7 XXXX$24.5 $18.5 $24.2

Brand Philanthropy $4.0 $3.8 $4.2 $2.9 $2.5

$9.5 $10.5

WORKPLACE SAFETY
Total Recordable Incident Rate1

Lost Time Incident Rate2

3.4 2.4 1.7

1.2 1.1 .9 .9 .8

2.5 2.2

(data are per metric tonne of food produced)

(data are in millions of dollars)

1. Total Recordable Incident Rate = (the total number of recordable cases x 200,000 hours)/total labor hours worked. In this formula and the one for Lost Time Incident Rate, the 200,000 hours represents 
the equivalent of 100 employees working 40 hours per week, 50 weeks per year, and provides the standard base for the incidence rates.

2. Lost Time Incident Rate = (the total number of incidents that resulted in days away from work x 200,000 hours)/total labor hours worked. Also, note that our previous report mistakenly listed the data 
for 2009 as 96; it was in fact .92, which rounds down to .9.
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Wholesome. Nutritious. Great tasting. Top quality. These are just some of the hallmarks of the products we’re 
proud to make for consumers in 180 countries around the world. 

As a food industry leader in a global marketplace, we’re always looking for new ways to satisfy a broad 
diversity of tastes across a broad suite of products that range from high-fiber cereals to more indulgent cookies 
and snacks. We continuously strive to improve the nutritional value of our products. Whether we are reducing 
ingredients that consumers want less of (such as sodium and sugars) or increasing nutrients that they want 
more of (such as fiber and whole grains), we stay true to our primary objective: producing great-tasting foods 
that people love, while manufacturing, marketing and selling them safely and responsibly.

MARKETPLACE
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MARKETPLACE

Introduced our first 
gluten-free cereal – Rice 
Krispies® Gluten Free – in 
response to an increasing 
number of requests from 
consumers with celiac disease 
and gluten sensitivity.

In France, committed to 
improve the nutritional 
profiles of 20 of our products 
sold in that country by 2014, 
as part of a government 
pledge program. 

Signed a U.K. 
government-sponsored 
pledge to continue the 
reduction of sodium 
levels in our foods by 
the end of 2012.

Launched more than 30 
reformulated or new 
products for use in school 
meals in the U.S. to meet 
new U.S. Department of 
Agriculture guidelines for 
childhood nutrition. 

Hosted a number of 
nutrition-related seminars 
for dietitians, nutritionists 
and other health 
professionals in Canada.

Began to transition our 
products to the new 
industry standard 
front-of-pack labeling 
system known as “Facts 
Up Front” in the U.S. 

In Australia, committed 
to a 15 percent sodium 
reduction by 2013 in 
our cereals that exceed 
400 mg of sodium per 
100 grams. 

Informed U.S. consumers 
of an online interactive 
program, called Together 
Counts, developed by the 
Healthy Weight 
Commitment Foundation 
(a coalition of food 
companies and other 
stakeholders) to inspire 
active and healthy living.

Completed implementation 
of our global Supplier Code 
of Conduct with our direct 
suppliers and further 
embedded it into our 
relationships with our 
indirect suppliers.

Began supplementing 
cereals in the majority 
of our European 
markets with vitamin 
D to address a critical 
consumer health need.

Since our previous Corporate Responsibility Report was issued in April 2011, we have continued to push forward in areas 
related to nutrition, responsible marketing and labeling, food safety and responsible sourcing, all of which are discussed in 
greater detail in this Marketplace section. For example, we:

MARKETPLACE PROGRESS
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MARKETPLACE RECOGNITIONS

Interbrand Annual Top 100 Global Brands: Kellogg’s ranked #34 in Interbrand’s respected annual ranking of the Top 100 
Global Brands for 2011. The report is based on Interbrand’s proprietary methodology that analyzes three aspects of brand 
value including the financial performance of the branded products or services; the role of the brand in the purchase decision 
process; and the strength of the brand to continue to secure earnings for a company. Kellogg’s also ranked #36 on Interbrand’s 
list of Best Global Green Brands for 2011.

Forbes’ Top Brands: Kellogg’s was rated the #7 top brand in an online survey of 2,500 U.S. adults conducted by Forbes 
magazine in 2011. The survey asked consumers to rank 100 brands identified by the publication based on financial metrics such 
as revenue, earnings growth, advertising spend and shareowner return. Consumers were then asked to rate these 100 brands 
against 12 attributes including transparent communications, honesty, ethical behavior, high standards and innovation.

Corporate ONE Award, given by the Michigan Minority Supplier Development Council in recognition of companies with 
strong supplier diversity programs.

Most Trusted Brand Award, named by Reader’s Digest readers in Canada, Germany, Finland, Austria, Sweden, Switzerland, 
The Netherlands, Belgium and France.

“Fruit and Veggies Role Model” by the U.S. Produce for Better Health Foundation, given to organizations whose efforts to 
increase fruit and vegetable consumption provide a significant step toward improving the health of Americans.

MARKETPLACE
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NUTRITION AND HEALTH

Good nutrition and simple grains lie at the heart of our company, our products and our heritage. We were founded by 
a visionary, W.K. Kellogg, who aspired to make “quality products for a healthier world.” More than a century later, our 
commitment to his legacy lives on. At the same time, we’re responding to consumer preferences and improved scientific 
understanding by continuing on our long-term journey to enhance the nutrition delivered through our foods.

Here at Kellogg, we have an opportunity to respond to growing consumer interest in well-being, simplicity and authenticity. 
Many of our foods are minimally processed, rich in nutrients and simple to produce – including cereals, such as Mini-
Wheats®, Mini Max Original®, Rice Krispies® and Corn Flakes®, that have five or fewer ingredients (not including vitamins and 
minerals). 

We are delivering on our commitments to consumers by improving existing products and developing new ones that can 
contribute to a healthy diet and lifestyle. We seek to help individuals and families fit all foods responsibly into their diets.  

Responsibly reducing sodium, sugars and fats, in response to consumer concerns, continues to be a primary focus area for 
us. Since 2007, for example, we have reduced the average amount of sodium per serving in our ready-to-eat cereals in our 
core markets1 by 16 percent.

Reducing sodium is a particularly complex process because salt plays many important roles in food. Beyond contributing to 
taste, it can also impact product texture. We have been successful over the long term in reducing sodium and will continue 
to pursue further reductions that maintain the best balance of great taste and nutrition, which our consumers expect. 

Each Kellogg product is tailored to the specific markets in which we do business. Since each of our core markets is different, 
there is no one-size-fits-all template for reformulating a product across all global regions. Reformulating a product requires 
a delicate balance to maintain the same great flavors (and textures) that consumers know and love, without compromising 
on quality. Indeed, this is one of the biggest challenges for a company like ours: A product with all of the right nutrients won’t 
do any good if people won’t eat it.

As we look for innovative ways to continually enhance the nutritional profiles of our foods, we’re constantly exploring 
emerging technologies that can enable us to reduce sodium and sugar to even lower levels in the future. Our work in the 
nutrition and health arena is consumer-focused and science-supported. We closely monitor the latest science and actively 
support new research to understand how our company can positively contribute to consumer health and wellness. When we 
reformulate an existing product, we use science as our guide. 

In addition to carefully monitoring science and public health trends, we also listen closely to our consumers. One notable 
effort was our work to remove high-fructose corn syrup (HFCS) from all of our cereals sold in the U.S. by the end of 2011. We 
also removed HFCS from Rice Krispies Treats® in 2011, and Nutri-Grain Bars® will be reformulated to remove HFCS in 2012. 
Although the science supports no difference between the way the body absorbs HFCS and other sugars, our consumers asked 
us to remove HFCS – and we listened. We removed HFCS from Kellogg’s cereals to address consumer perceptions, rather 
than a scientifically based recommendation. HFCS is not used in other markets globally. 
 
We have made substantial strides over the last few years in responsibly reducing the sugar, sodium and fats in our products. 
But equally important are our efforts to increase nutrients that are important for good health, such as fiber, vitamin D, 
calcium and iron.

1. Our core markets are the U.S., Canada, Mexico, the U.K., France and Australia.

MARKETPLACE
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WALMART HEALTHIER FOOD INITIATIVE

GLUTEN-FREE

MARKETPLACE

Walmart, the largest grocer in the U.S., announced a new initiative in 2011 to provide its customers with healthier and more 
affordable food choices. One key element of the company’s commitment was a pledge to reformulate thousands of packaged 
food items sold in Walmart stores by 2015. This promise includes reducing sodium by 25 percent, reducing added sugars by 
10 percent and removing all remaining industrially produced trans fats.

Kellogg shares Walmart’s commitment to health and nutrition, and we’re doing our part to help Walmart achieve its goals. 
In recent years we have improved hundreds of Kellogg products globally by reducing sugar and sodium and removing trans 
fats. Specifically in the U.S., we’ve reduced sugar in our top-selling kids’ cereals by approximately 20 percent, or 2 to 3 grams 
per serving. 

In addition, more than 97 percent of our products now have zero grams of trans fats per serving. About 90 percent of our 
cereals, and 80 percent of our products overall, have no partially hydrogenated vegetable oil. We continue to seek ways to 
further reduce partially hydrogenated oils in the remaining 5 percent of our products.

In 2011, we launched our first 
gluten-free cereal in the U.S. – Rice 
Krispies® Gluten Free – in response 
to an increasing number of requests 
from consumers with celiac disease 
and gluten sensitivity. The new recipe 
eliminates barley malt – the source 
of gluten in the original formula – 
and is made with whole–grain brown 
rice. A gluten-free version launched 
in Canada in early 2012. 
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FIBER AND WHOLE GRAINS

At Kellogg, we have long understood the important role fiber plays in overall health and wellness, and we are committed to 
helping consumers increase the fiber in their diets through foods they already eat and enjoy.1 We produce more ready-to-
eat cereals (such as Raisin Bran®, Mini-Wheats®, and Froot Loops®) that provide a good source of fiber2 (3 grams) and one-half 
serving of whole grains (8 grams) than any other food company in the U.S.3 In fact, in 2010 alone Kellogg’s cereals provided 
more than 12 billion good servings of fiber and more than 8 billion servings of whole grains.

We are continuing to boost the fiber content in many of our products. For example, in 2011 we introduced Eggo FiberPlus™ 
waffles, which provide 35 percent of the recommended daily value of fiber per serving. We also are focused on increasing the 
fiber content in many of our snack foods, to help consumers increase their fiber intake beyond just breakfast foods. Recent 
efforts include All-Bran® cereal bars sold in Canada (providing 16 percent of recommended fiber intake per bar) and FiberPlus® 
cereal bars sold in the U.S (providing 35 percent of recommended fiber intake per serving). We have also reformulated our 
Special K® Protein Meal and Nutri-Grain® bars to provide our consumers with a good source of fiber. 

Recent research found that a majority of prospective studies comparing the effects of bran, fiber and whole grains on the risk 
of heart disease showed that bran and fiber intake were more protective against heart disease than whole grain intake.4 This 
systematic literature review, which was supported by a Kellogg grant, examined the main components of whole grains to better 
understand their impacts on heart health, type 2 diabetes and body weight. Released in spring 2011, the study added to the 
growing body of science that supports the benefits of bran. The bran component is the outer layer of the grain that contains 
fiber, antioxidants, B vitamins, phytochemicals, and minerals such as iron, copper, zinc and magnesium. 

Our company has been helping to educate consumers about the difference between whole grains and fibers for some time. 
Our key message: Just because a food is made from whole grains doesn’t mean it’s a good source of fiber. The terms “fiber” and 
“whole grain” are often used interchangeably; but whole grain is an ingredient, whereas fiber is a nutrient of which nine out of 
10 people in the U.S., Canada and elsewhere don’t get enough in their diets.5

We encourage consumers to check the fiber content of their whole-grain food choices to ensure they are getting at least 3 
grams of fiber per serving, a recommendation that is supported in the U.S. by the federal government’s 2010 Dietary Guidelines 
for Americans.

Our grain-based products are not only good for consumers; they also have a low environmental impact compared to many 
other foods. Grains are extremely efficient in terms of land, water and labor. When it comes to feeding a world population of 7 
billion (and growing), they offer a great source of nutrition in return for a relatively low expenditure of natural resources.

The terms “fiber” and “whole grain” are often 
used interchangeably; but whole grain is 
an ingredient, whereas fiber is a nutrient 
of which nine out of 10 people in the U.S, 
Canada and elsewhere don’t get enough in 
their diets.5

1. Source: News release: April 19 2011, New Research Suggests Fiber-Rich Bran May Be Key Contributor to the 
Health Benefits of Whole Grains.

2. The U.S. Food and Drug Administration (FDA) defines a “good” source of fiber as containing 3 grams or more 
per serving, or at least 10 percent of the recommended daily value. An “excellent” source is at least 5 grams, or 20 
percent of the recommended daily value. 

3. Based on a Kellogg audit of national breakfast cereals in June 2011. The data was drawn from label, website and 
a syndicated database and includes nationally distributed ready-to-eat cereals from Kellogg’s, General Mills, Post, 
Quaker and Malt-O-Meal.

4. Lu Qi, Susan Cho, George Fahey, In Kim, and David Klurfeld. 2011. A comparison of the literature on the 
association between intakes of bran, cereal fiber, and whole grains and risk and biomarkers of heart disease FASEB 
J  25:971.4.

5. Moshfegh, A. et al. 2005. What We Eat in America, NHANES 2001-2002: Usual Nutrient Intake from Food 
Compared to Dietary Reference Intakes. U.S. Department of Agriculture, Agricultural Research Service.

MARKETPLACE
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A LONGSTANDING COMMITMENT TO FIBER
Our company’s commitment to fiber dates back nearly a century with the introduction of Bran Flakes® in 1915, followed by 
All-Bran® one year later. All-Bran® contains wheat bran, which, according to the Institute of Medicine, is considered the best 
fiber to promote regularity.

The wheat bran fiber contained in our All-Bran® products can play an important part in digestive and heart health. For a 
healthy diet, adults should get 25 to 38 grams of fiber a day (depending on gender and age). In many markets around the 
world, one serving of All-Bran® cereal a day can provide up to half the daily recommended value of fiber. 

BETTER-FOR-YOU KIDS’ CEREAL: MINI MAX
In 2011, we introduced our first new children’s cereal brand in the U.K. market in more than 20 years, 
as part of our ongoing effort to produce better-for-you cereals that appeal to consumer tastes.

Mini Max, similar to Mini-Wheats sold in the U.S. and Canada, is a lightly frosted shredded wheat 
cereal that is high in fiber, low in salt, low in saturated fats, and a source of iron and vitamins B 
and D. The balance of nutrients means the cereal passes the U.K.’s strict regulations for what can be 
legally advertised to children. Available in original and chocolate flavors, Mini Max is made primarily 
from grain grown on farms in East Anglia and Northamptonshire, England, demonstrating our 
commitment to using local ingredients whenever possible. (For more on our grain-related work, see 
the Sustainable Agriculture section of this report.)

We’re building on our company’s legacy by increasing 
fiber, whole grains, vitamins and minerals in products 
served to millions of children in school meals in the U.S. 
In 2011, we launched more than 30 reformulated or new 
Kellogg products – including versions of Frosted Flakes®, 
Elf Grahams®, Scooby-Doo Graham Cracker Sticks® and Rice 
Krispies®  – so that they now meet new U.S. Department of 
Agriculture guidelines for childhood nutrition. 

ADDING FIBER

MARKETPLACE
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VITAMIN D

1. Survey of 120 pediatric dietitians (members of the British Dietetic Association) 

MARKETPLACE

In the United Kingdom, pediatricians are seeing a growing number of cases of rickets, a softening of the bones associated with 
vitamin D deficiency. New research1 we conducted in 2011 showed that 82 percent of 120 pediatric dietitians surveyed had 
seen an increase in cases of rickets in the last five years, and 46 percent had seen cases in the last year. Unlike in the U.S., milk 
in the U.K. is not fortified with vitamin D.  

High rates of rickets in children were common in the U.K. before the 1930s, but food fortification, sun exposure and 
supplementation policies led to a dramatic decline. Currently, there isn’t a recommended daily nutritional intake of the vitamin 
for children over age 5 in the U.K. because it is assumed they will get enough from sunlight. However, children are spending 
less time outside due to a combination of more sedentary lifestyles and parental concerns over sun exposure.

To help counter the problem, we are now fortifying our kid-focused cereal brands in the U.K. with the recommended daily 
requirements of vitamin D. Our children’s cereals can be found in 82 percent of households in the U.K. So by adding vitamin D 
to these cereals, we will be able to make a sizeable impact in elevating levels of this important nutrient. We are supplementing 
the cereals on a rolling basis and expect to complete our entire kids’ cereal portfolio for the U.K. market by the end of 2012. We 
are rolling out the vitamin D fortification program to most of our other European markets, too.
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VEGETARIAN OPTIONS

The food we eat – growing, producing and 
importing it – has a massive impact on 
the planet, from the Cerrado savannah in 
Brazil to the forests of Borneo.… But you 
can help the environment by eating more 
fruit, vegetables and cereals – and less 
meat and processed food. And, of course, 
that’s better for you too.

World Wildlife Fund’s 2011 “Livewell” Report

MARKETPLACE

Our company may be best known among many consumers for our top-selling cereals and snacks. But in the U.S., 
vegetarians and those looking for meatless alternatives also know us well for our meatless meals. For decades, our 
Morningstar Farms®, Gardenburger® and Worthington® brands have been offering creative meatless solutions that 
inspire people to eat well. Many of our soy- and veggie-based burgers, for example, contain anywhere from 50 to 
70 percent less fat than the equivalent serving of regular ground beef.

Worthington® brands dates back to 1939. Over the decades, it led the way 
to new vegetarian products, including the world’s first vegetarian hot dog. 
In the 1960s, it was the first company to bring frozen vegetarian food into 
supermarkets. Kellogg acquired Worthington Foods in 1999 and is proud to 
carry on the tradition of healthy meatless meals.

In January 2012, MorningStar Farms® kicked off a new initiative to support 
the global Meatless Monday campaign, which encourages people to reduce 
meat consumption by 15 percent to improve their personal health and 
the health of the planet. Going meatless once a week can help individuals 
achieve their nutrition goals, such as lowering saturated fat and cholesterol 
intakes, and reduce the risk of many chronic preventable diseases. It can 
also help reduce one’s carbon footprint and save precious resources, such as 
fresh water and fossil fuel. 

Many consumers who eat meat want to eat less of it. Kellogg is committed to 
providing options through our vegetarian product lines.
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NUTRITION EDUCATION

We believe in the importance of consumer nutrition literacy, so we are pleased to provide education materials to help 
consumers make informed food choices for themselves and their families. We do this through on-pack labeling initiatives as 
well as through our websites and by engaging with consumer groups and health care professionals. In Australia, we have 
undertaken several initiatives (together with a nongovernmental organization called The Gut Foundation) to communicate the 
importance of dietary fiber in promoting regularity, especially among children. 

In Canada, Kellogg supports the Nutrition Facts Education Campaign, a collaboration between Health Canada and Food and 
Consumer Products of Canada, an industry trade group. The goal is to help Canadians better understand and use nutrition 
labels and make informed purchasing choices. We also host many scientific programs and seminars throughout the year 
geared toward dietitians, nutritionists and other health professionals, particularly around the importance of breakfast and the 
benefits of fiber.

We have an ongoing commitment to working with health care professionals, too, and over the years we have developed scores 
of communications materials and education programs for dietitians, nutritionists and others who can impart the importance 
of good nutrition habits, such as eating a healthy breakfast.

In the U.S., we’re partners with the nonprofit School Nutrition Foundation for its “Webinar Wednesdays” series, which offers 
continuing education to some 55,000 school nutritionists. We also coordinate and sponsor activities at the School Nutrition 
Association’s annual Child Nutrition Industry Conference and participate in state meetings, presenting on topics such as 
vegetarian nutrition and the benefits of breakfast. A program in Canada called “Mission Nutrition” encourages parents and 
teachers to promote active and healthy lifestyles through a series of curriculum-based resources for students in kindergarten 
through eighth grade.

In the Netherlands, we hosted an event in September 2011 called “Going for the Grain” that gathered health and nutrition 
professionals, policymakers and scientists to discuss the latest research on grain and fiber in relation to cereals. In Australia, 
we joined forces with the Dietitians Association of Australia on an education campaign that tied cereal fiber intake to a 
reduced risk of developing type 2 diabetes. 

In Mexico, Kellogg Company’s nutrition team developed “Nutriéndote +”  (“Nurturing You More”), a digital program that seeks 
to educate employees – and especially our sales force – around issues of food and nutrition. The program includes a special 
module to help salespeople better understand the nutrition credentials of the products we sell across Latin America.

Also in Mexico, the Kellogg’s® Nutrition & Health Institute (Instituto de Nutrición y Salud) celebrated its 5th anniversary. The 
Institute provides scholarships, offers symposiums and awards grants for nutrition research. 

SUPPORTING THE WIC PROGRAM

In the U.S., the Special Supplemental Program for Women and Children (known as WIC) is a federally 
funded and state-administered program that aims to improve the health of low-income pregnant women, 
infants and young children through health referrals, education and nutritious foods. Participants receive 
a monthly voucher that they use to purchase approved foods, including cereals, which can contribute to 
improved diet and health.

Kellogg is proud to offer 14 cereals that meet WIC nutrition criteria. As part of our continued commitment 
to WIC consumers, we are continually looking for opportunities to reformulate our existing products to 
meet the nutrition standards and introduce new products into the marketplace. In 2011, for example, 
we launched two new WIC-approved cereals; an additional WIC-approved cereal is expected to come 
out in 2012. We also focused on developing nutrition tools, recipes and materials, in English and Spanish, to help low-
income families in the U.S. adopt healthy nutrition habits and encourage greater consumption of affordable fruits and 
vegetables. These resources have been distributed to more than 1 million families through WIC clinics, pediatricians’ 
offices and retailers.

MARKETPLACE
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OBESITY

MARKETPLACE

At Kellogg, we’re very concerned about the growing global problem of obesity, and we’re working on a variety of fronts to be a 
part of the solution – from portion-control packages to consumer education to participation in industry groups. Obesity is a 
complex problem that is focused around balancing “calories in” with “calories out.” We remain committed to helping consumers 
balance the calorie equation by educating them about dietary choices. In addition, we also offer 100-calorie packs of many of 
our most popular snacks (such as Cheez-It® crackers and Chips Deluxe® Chocolate Chip cookies), as well as wholesome snack bars 
and frozen entrees in portion-controlled sizes.

In the U.S., we’re a proud member of the Healthy Weight Commitment Foundation (HWCF), a coalition of 160-plus retailers, food 
and beverage manufacturers and nongovernmental organizations working to reduce rates of obesity (and childhood obesity 
in particular). Together, HWCF member companies have pledged to remove 1.5 trillion calories from coalition members’ U.S. 
products by the end of 2015 (using 2008 products as a baseline). 

Kellogg works to promote an online interactive program as part of the HWCF’s Together Counts program, which was designed 
to inspire active and healthy living. We have been showcasing the program on our Kellogg company websites and through 
Facebook to encourage families to pledge to exercise and eat one meal together each day. 

The principle behind the Together Counts program is “energy balance,” or the concept of balancing calories consumed with 
calories burned. Together Counts utilizes a web-based digital platform that combines the most advanced social networking and 
social gaming theories, yet is simple and easy to use. Kind of like Facebook with a twist, families can create a “team profile” and 
log the meals and events they share together. The goal is to help families strike a healthy balance at mealtime, and to have some 
fun while doing so.

In France, Kellogg is continuing its support of a public-private partnership designed to prevent childhood obesity. Kellogg 
provides funding to the group, which was recently renamed “Vivons en Forme” (or, “Live in Form”) and is helping to promote the 
initiative across the country through advertising and education campaigns. 

In Asia, we’re working with Food Industry Asia (a trade association group) to sponsor a systematic literature review to 
understand the drivers of obesity in Thailand. We hope to repeat that review in other Asian countries and use the learnings when 
looking toward future product innovations and reformulations in that region.
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