Better Days,

Brighter Tomorrows
2012 Corporate Responsibility Report

Welcome

Kellogg Company’s corporate responsibility efforts aim to help create even better days and brighter tomorrows for our
consumers, employees, customers, communities and the environment.

This 2012 Corporate Responsibility Report documents our continuing global progress in four key performance areas, or
pillars: Marketplace, Workplace, Environment and Community. It also addresses the topic of Hunger Relief, which cuts
across all of these areas. The Overview includes a message from our president and CEO, as well as information about
company governance, our business strategy, our corporate responsibility strategy, stakeholder engagement and more.

We welcome your feedback on our reporting at corporateresponsibility@kellogg.com. As we have done in previous
years, we will make a one-time $5 donation to the Global Foodbanking Network for every person who sends feedback
through Nov. 1, 2013, on this report, up to $10,000 total.

See the Our Commitments page to read about Kellogg Company’s public commitments on the following topics:

- Operating an ethical company - Continuously improving the - Helping to decrease greenhouse

. Sourcing responsibly sustainability of our packaging gas emissions from refrigeration

. Environmental progress in - Helping to end deforgstation globally - Responsible product marketing
our own operations byp'fliﬁ%?flbly sourcing: - Nutrition education

- Promoting sustainable agriculture -Forest and paper products - Reducing hunger
-Soy

Overview

At Kellogg Company, we know that corporate responsibility is essential to our current and future success as a business.
That's why we have created strategies, governance structures, corporate policies, commitment statements and codes
of conduct that help to embed corporate responsibility into our everyday operations. And, we regularly engage with a
broad array of stakeholders to gain insights into the ideas and opinions of people outside of our company.
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OVERVIEW

Executive Message

At Kellogg Company, we are guided by our unwavering belief in even better days and brighter
tomorrows. And we have been since our company was founded, more than 100 years ago.

Back then, Kellogg Company was a small, family-owned business selling just one product -
Kellogg’s Corn Flakes®.

Today we are a large public company selling a broad array of cereals, snacks and frozen foods

in 180 countries around the world. In May 2012 we grew even larger with our acquisition of the
Pringles business from Procter & Gamble. And in September, we continued to expand our global
footprint with our announcement of a joint venture in China with Wilmar International Limited.

This change in our scale and scope did not happen overnight. Instead, it's been a steady process
of long-term sustainable growth - an evolution focused not only on the bottom line, but on build-
ing our business in a way that benefits our consumers, employees, customers, the communities
in which we operate, the environment and society as a whole. From the outset, for example, one
of the primary drivers behind founder WK. Kellogg's business was to help shift American eating
habits away from heavy, fat-laden breakfasts to lighter, healthier and more grain-based meals.

Our Vision today - to enrich and delight the world through foods and brands that matter - builds
on this legacy. So too does our Purpose - nourishing families so they can flourish and thrive. Even
our focus on grains has not changed, as most of our products today are still grain-based and full

of important nutrients.

As from the beginning, we remain focused on responsible business leadership, offering foods that delight, making a
difference in our communities, and delivering long-term, sustainable growth. Guided by our corporate K Values™, we are
seeking to drive solid business results while holding ourselves to high expectations. To do this, we have integrated the
principles and practices of corporate responsibility into our everyday work. This Corporate Responsibility Report - our
fifth - describes our efforts and results in 2012.

Along this journey, we have found what many others know too - that corporate responsibility and growth are not mutu-
ally exclusive. In fact, the aspects of corporate responsibility - such as nutrition, employee wellness, workplace diversity,
environmental performance, sustainable agriculture and philanthropy, to name just a few - can and do help to support
our company’s continued success.

We see tremendous opportunity for advancement in the health and wellness space, for example, and we expanded

our product offerings in this area in 2012, as discussed in the Marketplace section of this report. Our Special K® foods,
which fit in this category, are delighting our consumers and have been doing very well. And we have boosted production
capacity for our vegetarian MorningStar Farms® frozen food offerings, which have terrific nutrition and environmental
benefits, especially when compared to their meat-based counterparts.

Nutrition enhancements to existing products also help us succeed in the marketplace. Enhancements such as adding
fiber, whole grains or protein to a product are good for our consumers and good for our business, as demonstrated by
increased sales. With all of our products, from our kitchen to yours, we take pride in making nourishing, enjoyable foods
that are sourced, produced and marketed responsibly.Through our philanthropic work - which is detailed in the
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OVERVIEW

Executive Message, cont.

Community section and the special Hunger Relief section of this report - and inspired by our founder, we strive to make
a difference in our communities around the world. In early 2013, driven by our belief in the power of breakfast, we
unveiled a more targeted social responsibility strategy that emphasizes hunger relief and complements our business as
a food company. Because one in eight people around the world face food insecurity, we will provide 1 billion servings of
cereal and snacks - more than half of which are breakfast - to children and families who need it most by the end of 2016.

We believe in the power of breakfast and are committed to expanding our support of breakfast clubs that provide morning
meals and important nutrition to schoolchildren. We also actively partner with food banks in communities around the
world and provide important food donations to those impacted by disasters. In total, we provided $13 million in cash and
$39 million in food to nonprofit organizations during 2012. While the business value of charitable giving may be hard

to quantify, it builds on the legacy of our founder and forms an essential part of our identity as a company. And like so
much of our corporate responsibility work, it's also simply the right thing to do.

As discussed in the Workplace section, in 2012 we broadened the reach of our Feeling Gr-r-reat™ health management
program for employees in the U.S., primarily in an effort to better engage our sales and distribution employees, who are
spread out around the country. Programs like this benefit our employees and their families, but they also benefit our
business, since healthy, active workers help curb the company’s rising health care expenses.

We also put an intense focus in the past year on bolstering our workplace safety performance, and we've seen terrific
results. In fact, more than 100 Kellogg locations globally (manufacturing sites as well as sales and administrative office
locations) had a Total Recordable Incident Rate (TRIR) under 1.0, which is outstanding. Companywide, our TRIR decreased
19 percent in 2012 compared to 2011. It's essential to provide a culture and work environment that keeps our employees
safe and healthy; low injury rates also help morale and decrease workers’ compensation-related costs.

Given the changing demographics of our consumer base, the diversity of our workforce is an important driver of our
ability to understand and meet the needs of consumers for decades to come. Our workforce, and particularly our leader-
ship, is not yet as diverse as we hope it will become. But we are working hard to improve that, and a number of external
organizations have recognized us for our efforts. This year, for instance, we were named for the first time to
DiversityInc’s list of Top 50 Companies for Diversity.

In the environmental arena, it's self-evident that reducing energy use, water use and waste is good for the environment
and also reduces costs in the long term. We have made good progress toward our 2015 goals for water use and waste to
landfill. In the areas of energy use and greenhouse gas emissions, we have more work to do. Some of our facilities have
made excellent strides in all areas; our plant in Rome, Georgia, for instance, has reduced water use and energy use (per
metric tonne of food produced) by 80 percent and 23 percent, respectively, since 2005. See the Environment section for
detail on our efforts in these areas.
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Executive Message, cont.

We are also engaging more regularly with the farmers who grow grains for our suppliers, as discussed in the
Sustainable Agriculture section. In Nebraska, for example, we've been working with corn farmers for four years now,
helping them to measure and analyze their farm inputs (e.g., water use and fertilizer use), so they can identify best
practices that will reduce their environmental footprint and improve their efficiency. We're also working with rice
growers in Louisiana and Spain, among others. We consider this work to be an essential investment in our long-term
future (and the health of the planet), because to operate successfully for another century, we need a continuous, steady

supply of high-quality grains. Helping to promote sustainable agricultural practices today will help ensure that the
growers, and the grains they nurture, are there tomorrow.

We know we have an extraordinarily bright future ahead. And we have an opportunity - an obligation, even - to increase

our positive impacts on society and the environment and enable our people to progress and improve, even as we also
work to grow our business.

In short, we welcome the chance to continue to help create better days and brighter tomorrows for everyone we touch.

John Bryant
President and Chief Executive Officer
April 2013
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Company Profile

With 2012 sales of more than $14 billion,! Kellogg Company is the world’s leading producer of cereal, second-largest

producer of cookies and crackers and - through the May 2012 acquisition of Pringles - second-largest savory snacks

company. In addition, Kellogg is a leading producer of frozen foods. We are a publicly traded company headquartered
in the U.S. in Battle Creek, Michigan. We operate through four regions: North America, Europe, Latin America and Asia
Pacific. To learn more about our company, visit www.kelloggcompany.com.

KELLOGG COMPANY OPERATIONS NUMBER OF EMPLOYEES
Worldwide employees Approx. 31,000 BY REGION
Countries where our products are marketed 180+
iR e p L B 1§
i ﬁii'f'd'c't'ﬁfiirié'fd’éii{ﬁéé ................................................................ s
20L2metsales . $1b2 billion
.2012 net income attributable to Kellogg Company $961 million
.2012 shareholderreturn 131%...
2012 diluted earnings per share $2.67
2012 cashflow? . $12 billion
2012 operating costs $12.6 billion
2012 capitai expenditures 8533 million
2012 income taxes $363 million = 8
i ﬁ'éafﬁfﬁﬁr‘{i't'y' e $255 mitiion”” : &

COUNTRIES WITH KELLOGG MANUFACTURING OPERATIONS

!Data in this company profile and throughout the report are in U.S. dollars, unless otherwise noted.

2Kellogg-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 of the amount of cash available for debt repayment, dividend distribution, acquisition opportunities
and share repurchases.
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Business Strategy

Our Vision as a company is to enrich and delight the world through
foods and brands that matter. And our Purpose is to nourish families
so they can flourish and thrive.

Our strategy for fulfilling this Vision and Purpose is straightfor-
ward: We want to continue to be the global leader in cereal. We
want to be a global player in snacks. We want to be a regional
leaderin frozen foods. And, we want to expand further into emer-
ging markets.

In 2012 we took significant steps to move from being a global

cereal company and a U.S. snacks company to being a global

cereal and a global snacks company. In May 2012 we finalized the

purchase of Pringles from Procter & Gamble.! This $2.695 billion acquisition nearly tripled the size of our international
snacks business and makes us the world’'s second-largest savory snacks company. Even more important, it gives us a
strong foundation for further snacks growth in international markets.

Then in September, Kellogg and Wilmar International Limited announced a joint venture for the manufacture, sale and
distribution of cereal and snacks in China. Wilmar is one of the largest agribusiness and consumer food businesses in
China, and the joint venture positions us well for growth in this important market. The joint venture is headquartered
in Shanghai.

In 2012 we also focused on:

- growing our health- and wellness-related food offerings;

- leveraging our brand to provide the benefits of cereal in other forms (e.g., breakfast bars and drinks);

- accelerating the growth of our U.S. frozen food business;

- brand building (i.e, advertising and consumer promotions), especially in key growth markets in Asia Pacific and
Latin America; and

- innovating new products.

In the area of innovation, we launched a number of new products, including Krave® cereal (which launched in the U.S.
and Mexico after previously debuting in Europe), Special K® Protein Plus cereal (in the U.S.), Special K® popcorn chips (in
the US., Canada, the UK, and Mexico) and Kellogg’s Corn Flakes Porridge® (in South Africa), to name just a few.

We feel strongly that corporate responsibility is critical to the bottom-line success of our business strategy. Decreasing
energy use, water use and waste are the right things to do for the environment, but they also save us money. By promoting
sustainable agriculture, we are helping to ensure that we will have sufficient supplies of the high-quality food ingredients
we need, at a reasonable cost, going forward. Our continuing focus on advances in nutrition science, and health and
wellness, ensures that our product portfolio stays abreast of consumer needs and tastes. Given the changing demo-
graphics of our consumer base, the diversity of our workforce is an important driver of our ability to understand and
meet the needs of consumers for decades to come. This report contains numerous other examples of the importance of
corporate responsibility to our business.

Please visit the Investor Relations section of our corporate website for more about our business strategy.

*Because the Pringles acquisition took place mid-year, the environmental and workplace safety data in this report do not include Pringles locations.
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Corporate Responsibility
Strategy and Governance

Our company'’s global corporate responsibility strategy organizes our key issues into four categories, or pillars:
Marketplace, Workplace, Environment and Community. The ambition statements noted below drive our activities and
progress in these four pillars, which also form the structure for our reporting. We used a comprehensive materiality
analysis to identify the issues that fall under each of these pillars; the analysis took into account areas of importance
to us and our stakeholders.

MARKETPLACE AMBITION ENVIRONMENT 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.

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.

COMMUNITY AMBITION WORKPLACE AMBITION

Because we believe in the power of breakfast to feed
better days and better lives, Kellogg is focusing its global
charitable giving efforts on providing breakfasts to those
who need it most. We are pledging to provide 1 billion
servings? of cereal and snacks, more than half of which
are breakfast, to children and families in need by the

end of 2016 through our global Breakfasts for

Better Days™ initiative.

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.

1A serving is approximately 1 ounce.

Another important aspect of our corporate responsibility strategy is our publicly stated goals and commitments.
The Our Commitments page lists these and provides links to relevant sections of the report where they are discussed
in more detail.

Our corporate responsibility strategy has been fully integrated into our business; subject-matter experts for each
material area report on progress to the heads of their business units, who, in turn, report up through to a committee of
our Board of Directors. In the past two years we have increased incentives for our executives to drive progress in certain
corporate responsibility-related areas, as noted below. And in 2012, we worked with our brand leadership teams to help
better leverage our corporate responsibility activities in the brands’ engagements with consumers. One result of this
was our webpage and videos about the origins of the simple grains that form the basis of our foods.
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Corporate Responsibility
Strategy and Governance, cont.

Specific metrics relating to food safety, workplace safety, and diversity and inclusion are now included in our executives’
bonus plan incentives. In addition, progress toward environmental goals is linked to remuneration for many executives’
via their personal development plans.

Accountability for corporate responsibility starts at the top of our organization. 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 2012 and oversees all aspects of our corporate responsibility approach.
Other committees of the Board address responsibility-related 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 important issues discussed in this report, including those related to health and nutrition.

Kellogg Company'’s cross-functional, global Emerging Technical Issues Team helps keep company leaders abreast of
health, nutrition and food safety issues that have the potential to adversely impact our consumers or our business.

In addition, in each Kellogg Company region a cross-functional Regional Incident Management Team assesses and
manages incidents with a potential for high impact on our business, such as natural disasters, business interruptions,
product recalls and health pandemics. We also have a global Corporate Incident Management Team to rapidly address
pan-regional concerns.

We have in place an environmental, health and safety (EHS) strategy, the goal of which is to have zero injuries and ill-
nesses and minimize negative impacts on the planet and the communities where we live, work and source. The strategy
sets forth four “strategic imperatives” for our EHS work: personal ownership and accountability; unwavering leadership;
intolerance of unsafe behaviors and conditions, and of actions that harm the environment; and sustained, continuous
improvement in our EHS culture and performance. Detailed aspects of the strategy address corporate culture, manage-
ment infrastructure and operating programs.

Our business units track and report EHS performance monthly using our EHS management system called Kellogg Cares
About People & Planet, or K-CAPP. K-CAPP standardizes auditing, compliance management, incident management and
reporting at all Kellogg sites globally. It is fully aligned with ISO 14001 and OHSAS 18001, the widely recognized global
standards for EHS management. Four of our facilities are also ISO 14001 certified.

We conduct regular EHS audits at Kellogg facilities to ensure compliance with Kellogg policies and procedures and gov-
ernment regulations. Formal, third-party audits are conducted at each manufacturing plant every two to three years. In
the intervening years, we conduct internal self-assessments. In 2012, third-party audits were conducted at 21 Kellogg
manufacturing plants around the globe (out of 50+).
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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.

KEY ELEMENTS SOURCING MANUFACTURING TRANSPORT CUSTOMER CONSUMER

MARKETPLACE
Nutrition & Health ! !-

Responsible Marketing

Consumer Information & Labeling
Product Quality & Food Safety !
Responsible Sourcing | Supplier Diversity !’

Ly
w4y
ey
uuuy

WORKPLACE .
Governance & Ethics &

Employee Learning & Development

(e
(e

Diversity & Inclusion
Compensation & Benefits

Occupational Health & Safety

e
(oo

Labor Statistics

ENVIRONMENT

Environmental Impact Reduction

Qe
Qe

Packaging

A 3 3
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A 3 3

Sustainable Agriculture

COMMUNITY

Strategic Corporate Philanthropy

Community Development

BBD

BBB
»
BB

BBD

Employee Volunteerism
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2012 Awards and Recognitions

We are pleased to have been recognized by a number of leading organizations and publications in 2012 for our corpo-
rate responsibility efforts, as well as for the strength of our company and our brands. (See the Diversity Recognitions
page and the Brand Philanthropy page for additional awards specific to those topic areas.)

- Forbes - World’'s 100 “Most Reputable Companies”

- Forbes - World's 100 “Most Powerful Brands”

- Forbes - World’'s 100 “Most Innovative Companies”

- Forbes - America’s “Most Reputable Companies”

- Fortune - “World's Most Admired Companies”

- Ethisphere Institute - “World’s Most Ethical Companies”

- Interbrand - Annual “Best 100 Global Brands”

- Canadian Business Magazine - “World’'s Most Reputable Companies”

- Corporate Responsibility Magazine - “100 Best Corporate Citizens List”

- Newsweek - 2012 “Green Rankings” (both the U.S. and global lists)

- Reader’s Digest (Canada) - “Most Trusted Cereal Brand”

- Maclean’s (Canada) - “50 Most Socially Responsible Companies”

- Marketing Magazine (Canada)- “Best Corporate Reputations in Canada”
- Great Place to Work Institute (Ireland) - “Best Large Workplaces”

- Great Place to Work Institute (Spain) - “Best Companies with 100-250 Employees”
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Our Commitments

Kellogg Company is devoted to producing great-tasting foods that people love, and to operating all aspects of our busi-
ness safely and responsibly. This report highlights our efforts in a variety of key areas of our business, such as nutrition,
supplier and workplace diversity, workplace safety, employee engagement and philanthropy, among many others.

In addition to our ongoing work in these essential areas, we have made specific commitments regarding several aspects
of corporate responsibility and sustainability, as follows:

Operating an Ethical Company
We are committed to operating in accordance with our K Values™ and our Global Code of Ethics, as discussed on the
Living Our Values page.

Sourcing Responsibly

We are committed to maintaining an ethical and transparent supply chain free of forced labor, including slavery and
human trafficking. This commitment is discussed on our corporate website, as well as in the Responsible Sourcing and
Labor Standards sections of this report.

Environmental Progress in Our Own Operations

We have set environmental goals to reduce our energy use, greenhouse gas emissions and water use (per metric tonne
of food produced) by 15 to 20 percent from 2005 to 2015, and to decrease waste sent to landfill (per metric tonne of food
produced) by 20 percent from 2009 to 2015. (We set this waste goal after achieving an initial 41.5 percent reduction in
this waste metric from 2005 to 2009.) The Environment section of this report describes our progress toward these goals.

Promoting Sustainable Agriculture

As a responsible food company, we know that our most significant environmental impacts occur in our agricultural
supply chain. We are thus committed to helping minimize the environmental impacts of agricultural production, assisting
the agricultural sector in being more sustainable, and promoting and supporting sustainable growing practices. The
Sustainable Agriculture section details some of our specific efforts.

Continuously Improving the Sustainability of Our Packaging

We are committed to ensuring that our packaging is effective in protecting our foods while minimizing the materials
used. We utilize a sustainable packaging framework that focuses on improving performance in three key areas: the
package-to-food ratio, percent recycled material content and percent materials that are commonly recoverable. See
the Sustainable Packaging section for information on our recent efforts.

Helping to End Deforestation Globally

The Consumer Goods Forum (CGF) pledged in late 2010 to mobilize its collective resources to help achieve zero net
deforestation by 2020. As a member of the CGF, we support this commitment. In particular, we are taking the following
actions on commodities we purchase that are or can be sourced from areas of tropical deforestation:

« Palm Oil: Although Kellogg is not a large buyer of palm oil, we have been committed to responsibly sourcing
palm oil since 2009. In fact, all of the palm oil we use today is 100 percent sourced through a combination of
GreenPalm certificates, mass balance and segregated supply. Kellogg is a member of the Roundtable on Sus-
tainable Palm Oil, a multi-stakeholder organization, and 100 percent of the palm oil we use comes from sup-
pliers who are also members of the Roundtable on Sustainable Palm Oil. We are committed to the protection
of forests, biodiversity and peat lands, to minimizing the carbon footprint of our palm oil supply chain, and to
respecting human rights including no forced or child labor, slavery or human trafficking. We will continue to
work with our suppliers to achieve 100 percent traceable sources of palm oil that are economically viable,
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Our Commitments, cont.

environmentally appropriate and socially beneficial, and meet the above commitments.
See the Palm Oil page for more information.

Forest and Paper Products: The first cereal box we produced more than 100 years ago was made using recycled
cardboard, and we remain committed to the sustainable use of forest products. In 2012, 84 percent of our food
cartons globally were made from recycled fiber content, and 48 percent of the corrugated material we use
globally to transport our products are made from recycled content. Of the forest product-based packaging
material we use that is not recycled, more than 99 percent is made from certified sustainably grown virgin fiber.
This material is certified either through the Sustainable Forestry Initiative or the Forest Stewardship Council.
We are committed to having 100 percent of our virgin stock certified sustainably grown by the end of 2013.

« Soy: We do not purchase soy products from tropical deforested regions. Instead, we purchase soy almost
exclusively from the U.S, with some supply for our Latin American operations sourced from Argentina.
We remain committed to this sourcing strategy to ensure our soy is not from deforested lands.

Helping to Decrease Greenhouse Gas Emissions from Refrigeration

CGF members also pledged in 2010 to take action regarding refrigerants, which are a significant and growing source
of greenhouse gas emissions and are extremely more potent than carbon dioxide. We are thus committed to the use of
sustainable refrigerants. Kellogg Company’s six frozen foods manufacturing plants, all of which are in the U.S., use
ammonia in their large-scale refrigeration systems. Ammonia is a natural refrigerant and is not a greenhouse gas.

Responsible Product Marketing

We are committed to the responsible marketing and communication of our products to help shoppers make informed
choices about the foods they enjoy. Our Worldwide Marketing and Communication Guidelines provide a consistent global
framework for responsible marketing practices. Also, we abide by numerous voluntary pledges in countries around the
world regarding the nutrition composition of foods that are responsibly marketed to children. Since Jan. 1, 2009, we
have not marketed to children under age 12 those products that do not meet our Kellogg Global Nutrient Criteria. Kellogg
does not market any products to children under 6 years old.

Nutrition Education

We are committed to educating consumers about nutrition, enabling them to make informed choices that meet their
dietary needs. These concepts are core to our Kellogg Company Nutrition Policy, which we review annually to ensure
we communicate nutrition information with transparency and openness. Also, in 2012 we launched a new website for
health care professionals, www.kelloggsnutrition.com, to give health care professionals across the world access to the
latest research, information and tools.

Reducing Hunger

We have committed to providing 1 billion cereal and snack servings! - more than half of which are breakfasts - to
children and families in need around the world by the end of 2016. This commitment is part of our new corporate
philanthropy initiative, launched in early 2013 and called Breakfasts for Better Days™.

*A serving is approximately 1 ounce.
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Living Our Values

Kellogg Company is committed to conducting its operations in a legal, ethical and responsible manner. Our K Values™
guide our approach to business and engagement with our stakeholders, while our Global Code of Ethics guides the
business practices of all employees worldwide. Together, they provide clear, practical guidance, while aiming to help
all Kellogg employees act with integrity, accountability, passion, humility and respect.

The K Values are incorporated into our employee performance reviews. And, 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 UK.
Bribery Act to eliminating forced labor in the supply chain. In the U.S., we use electronic billboards and posters in our
manufacturing facilities to communicate about ethics and compliance issues with employees working in our plants.

We understand it is important for all employees to feel they have a safe and confidential way to share any ethical con-
cerns. We maintain both a hotline, called the Ethics Alert Line, and a web-based reporting tool, so that employees 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, our Global
Code of Ethics and additional information about our governance systems are available on our website.

We are also committed to an ethical and transparent supply chain that utilizes responsible sourcing. Our global
Supplier Code of Conduct requires our suppliers to promote ethical business practices within their own operations and
expressly prohibits corrupt business practices. In addition to incorporating our Supplier Code of Conduct into our con-
tracts, we include responsible sourcing training opportunities in our supplier events. For information on our Supplier
Code of Conduct, as well as our efforts to develop shared audits with others in our industry, see the Marketplace section
of this report.

In 2013 we plan to update and reissue our Global Code of Ethics and our Supplier Code of Conduct; we will discuss the
new versions in our next report.

- 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

As a global, publicly owned company, we understand the importance of listening to and communicating with the broad
array of stakeholders interested in how we conduct our business. In fact, we regularly engage with stakeholders on a
wide range of issues. The table below lists our key categories of stakeholders and the primary ways in which we engage
and communicate with them. The right-hand column includes links to pages elsewhere in this report that contain
specific, related examples.

One key stakeholder engagement mechanism not mentioned in the table is this Corporate Responsibility Report. The
report was written for a wide range of interested stakeholders. And, we value feedback on it. For the past several years
we have offered incentives for providing feedback: For every person who submitted a comment about the report, Kellogg
made a one-time donation of $5 to The Global FoodBanking Network - up to $10,000 in a given year.

Also, we would like to mention one important industry coalition in which we are involved that is not discussed elsewhere
in this report - The Sustainability Consortium. In 2009 Kellogg was one of the founding members of The Sustainability
Consortium, which is a network of leading companies seeking to promote sustainability throughout the product lifecycle
of consumer goods. Specifically, the Consortium uses collaborative processes to drive scientific research and develop
standards and information technology tools to enhance the ability to understand and address the environmental, social
and economic implications of products. Kellogg sits on the Consortium’s Food, Beverage and Agriculture Sector Working
Group.

Mechanisms for Engagement Sections of This Report

Stakeholder Type and Communication with Examples
Employees - K Connect, our global company intranet Employee Engagement
- Global Opinion Surveys Diversity and Inclusion
- “Town hall” meetings Employee Safety
- Employee Resource Groups Labor Standards
- Diversity Councils Employee Initiatives
- Safety committees Living Our Values
- Union representation
- GoGreen teams
- Anonymous hotline and web-based
reporting tool for ethics or
compliance concerns
Consumers - Advertising, marketing and promotions Responsible Product Marketing

(e.g., the new Kellogg Family Rewards™ promotion)

- Labeling

- Corporate website and regional websites

- Nutrition website

- Press releases

- Daily interactions with our Consumer Affairs
employees (phone number, email and postal
address listed on websites)
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Stakeholder Engagement, cont.

Stakeholder Type

Mechanisms for Engagement
and Communication

Sections of This Report
with Examples

Dietitians and
Health Care Professionals

- Professional conferences

- Nutrition website

- Published summaries of key research

- Kellogg's Nutrition and Health Institute
in Mexico (Instituto de Nutricién y Salud)

Nutrition Education
The Benefits of Breakfast Cereal

Customers

- Working group of fellow suppliers
to a major customer

- Joint philanthropic initiatives

- Coalitions and partnerships
(e.g., the Consumer Goods Forum)

Agriculture Partnerships
Hunger Relief
Community

Our Commitments

Suppliers

- Supplier Code of Conduct

- Food Safety Summits

- Audits

- Supplier diversity program

- Partnerships with and assistance
to grain growers and millers

Our Commitments
Responsible Sourcing

Product Safety and Quality
Supplier Diversity

Our Work with Grain Breeders
and Growers

Industry

- Trade association memberships
- Industry forums, partnerships and
coalitions formed to address specific
topics, including, for example:
+ Consumer Goods Forum
+ The Sustainability Consortium
+ Global Environmental Management Initiative
(GEMI)
+ Carbon Disclosure Project (CDP)
+ American Institute for Packaging
and the Environment (AMERIPEN)
+ Sustainable Packaging Coalition
+ AIM-PROGRESS
+ Supplier Ethical Data Exchange (SEDEX)
+ Roundtable for Sustainable Palm Oil
+ World Cocoa Foundation
+ Field to Market
+ Sustainable Agriculture Initiative
+ Ontario Cereal Industry Research Council
+ Heartland Plant Initiative
(In addition, see the Industry Participation
page for a list of industry groups that focus
specifically on food safety.)

9
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Our Commitments

Industry Participation

Obesity and Weight Management
Product Safety and Quality
Responsible Sourcing

Our Waste Performance
Sustainable Packaging
Agriculture Partnerships

Palm Oil
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Stakeholder Engagement, cont.

Stakeholder Type

Mechanisms for Engagement
and Communication

Sections of This Report
with Examples

Investors

- Annual report

- Annual shareholders meeting
- Quarterly earnings calls

- “Investor days”

- Daily interactions via our Investor Relations

function
- Investor section of corporate website

Overview

Nongovernmental
Organizations

- Membership in multi-stakeholder
committees and dialogues, including,
for example:

+ Roundtable on Sustainable Palm Oil
+ World Cocoa Foundation

+ Carbon Disclosure Project (CDP)

+ Field to Market

+ Sustainable Rice Platform

- Participation in conferences

- Informal discussions on specific topics of
interest

- Philanthropic donations

- Submission of environmental risk
assessments and data to public
clearinghouses

Obesity and Weight Management
Diversity and Inclusion
Environmental Management

Water-Related Risks and
Opportunities

Climate Change Risks and
Opportunities

Sustainable Packaging
Agriculture Partnerships
Palm Oil

- Employee volunteer activities
- Partnerships with nonprofits
(e.g., the United Way) and customers

Employee Initiatives
Community
Hunger Relief

Governments

- Engagement with local, state and federal
governments (engagement varies based
on entity)

- Provision of expertise to regulators

- Advocacy, through our Government
Relations function

- Compliance with all relevant laws and
regulations

- Contribution to a broad array of policies
important to doing business as a
responsible company

9
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Responsible Product Marketing
Industry Pledges
Environmental Management
Transportation Initiatives

Climate Change Risks
and Opportunities

Product Safety and Quality
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Marketplace Perspective

Terry Bolin, M.D.

Founding President

&

Katherine Collings

Research Dietitian

The Gut Foundation, Australia

“The not-for-profit Gut Foundation is dedicated to

the treatment and prevention of gastrointestinal

diseases, ranging from colon cancer to irritable

bowel syndrome. As the leading authority on these

topics in Australia, one of our primary missions is
to educate the public about good digestive health. We focus especially on the need for people of all ages to adopt diets
with more natural fiber.

Fiber is critical to good digestive health, yet many people don't understand where fiber comes from. They think eating
more fruits and vegetables will take care of things, and yet that may not be enough. Cereals and grains often contain
more fiber. And unless you have a high-fiber cereal breakfast, you are unlikely to achieve a high-fiber daily intake.

Our organization has had an affiliation with Kellogg for many years, and that relationship has become stronger within
the last year or two. Kellogg has enabled us to carry out surveys of children and their parents about the incidence of
digestive problems so that we can plan some interventions for improvement. One survey we conducted found an alarm-
ingly high prevalence of diarrhea, constipation and bowel pain among children - as high as 40 percent, or three times
the expected rate.

Recently, we have been engaged in a pilot study on fiber intake in young children to see if we could improve their diges-
tive health by adding a high fiber cereal - Kellogg's® Sultana Bran - to their diets. We're now looking to expand the study
into a much broader cohort of children.

Breakfast is a habitual meal, and we tend to form views from an early age about what we like to eat in the morning.
Indeed, many people eat a similar thing for breakfast day in and day out. If we can teach young children about the

importance of fiber, they're more likely to make good choices when they grow up.

Kellogg and other food companies have come a long way in terms of their nutritious food offerings - in particular
high-fiber Kellogg's® All-Bran® and Kellogg's® Sultana Bran products.

Our organization’s main goal is promoting health, and we would like to see food companies do more to promote products
with fiber in them.”

9
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Workplace Perspective

Captain Paul Ryan (U.S. Navy, Retired)

State Chairman for Michigan

Employer Support of the Guard and Reserve
U.S. Department of Defense

“Employer Support of the Guard and Reserve (ESGR) is an agency of the U.S. Department
of Defense (DoD). We're a largely volunteer organization, with about 4,800 volunteers
nationwide. Each state has its own committee. Our Michigan ESGR committee supports
19,000 currently serving Guard members and Reservists and their 7,000 employers.

The ESGR was founded in 1972 around the same time the military draft ended in the U.S.
The DoD realized that military Reservists and National Guard members would likely be
called upon to serve more frequently - as they indeed have been, especially in the last
two decades. The ESGR was established to help create a culture in which military service
is valued and supported by every civilian employer in the United States.

We recognize that many people make sacrifices when a Guard member or Reservist deploys - including, for example,
employers who must hire temporary staff and co-workers who must pick up extra shifts. That's why our motto - and our
guiding principle - is ‘We All Serve.’ At the same time, most people recognize that when a Reservist or Guard member
returns from a dangerous deployment, the last thing they should have to worry about is whether they still have a job
back home.

Over the years we have carried out our mission in three primary ways. First, we recognize the outstanding support that
many civilian employers, like Kellogg Company, already provide to their Guard and Reserve employees. Second, we
work to educate both employers and Guard and Reserve employees about their rights and responsibilities under the law
(including, for instance, that an employee’s job be available to him or her after deployment ends). And third, we help to
resolve any conflicts that arise between employers and employees through an informal mediation processes.

Since 2010, we've taken on a fourth task - acting as a bridge between prospective employers and anyone with military
experience. This broadening of our mission occurred in light of some startling statistics, including high unemployment
rates for veterans, especially younger veterans.

| got to know Kellogg Company last summer when a Marine Corps Reservist who works at the Battle Creek plant nom-
inated his supervisor for the ESGR’s Patriot Award, which honors individuals and companies who support employees
serving in the Guard and Reserve. In this case, the Reservist noted the ways in which his supervisor, and Kellogg, went
truly above and beyond - for example, by sending him care packages when he was deployed, providing a cash bonus
upon his return, maintaining his health insurance coverage, and so forth.

The award presentation ceremony was a profoundly moving and rewarding experience for me. It took place at the
Battle Creek plant, and there must have been 120 people in the room, including Kellogg Company’s CEO and other
senior executives. It was great to see the high level of mutual respect there - between management and hourly plant
workers, and between people with no military experience and veterans. This speaks highly of the Kellogg corporate
culture and is a wonderful example of Kellogg's corporate citizenship.”
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Environment Perspective

Dave McLaughlin
Vice President, Agriculture
World Wildlife Fund

‘At World Wildlife Fund (WWF), our mission is to conserve nature. And what drives us is
this question: In 2050, when we have a global population of more than 9 billion with
increased prosperity and consumption worldwide, how will we meet society’s demands
for fuel and food, as well as for fiber (i.e, for textile, tissue and paper products), and still
leave room for nature?

Business has to be at the table to help answer that question. They have to be part of the
solution, because they can be a real force for good. Just look at the Consumer Goods
Forum and their members’ public commitment to eliminate deforestation from their
supply chains by 2020. That's a great example of what can be done.

At WWEF, we're helping companies gain better visibility into where their agricultural commodities come from and the

associated environmental and social risks. Through WWF’s Supply Risk Analysis, we help companies evaluate 30 broad
risk categories, from carbon emissions to depletion of biodiversity to labor rights and water use, identifying the biggest
environmental impacts through their sourcing of commodities in specific areas, which helps prioritize areas for action.

We've seen a lot of volatility in the price of commodities in the past five years. This has been due to drought, climate
change, trade policy, high demand (for biofuels as well as food) and crop failure. Due to outsourcing and the widespread
use of commodity traders, most companies have not had relationships with the growers of their agricultural ingredients.
That's starting to change.

With grain commodities, the key issue is water conservation. We have a global drought going on. In the U.S., people are
having trouble floating boats on the Mississippi River, and two of the Great Lakes are at their lowest levels of all time.
This presents a concern for any company that depends on agriculture for its raw ingredients.

Over the past couple of years, WWF has worked with Kellogg to complete two supply-chain risk assessments, one with
Kashi and another with Kellogg Europe. In each case, Kellogg brought in external stakeholders to sit down with their
team to identify potential concerns in their respective supply chains. WWF provided input and assessed the environ-
mental and social risks to their commodity supply chains.

Identifying risks is only the start of the process. Kellogg now has additional opportunities to advance sustainable agri-
culture by continuing to purchase certified sustainable products and engage with suppliers to improve the sustainability
of how commodities are grown.

This involves re-thinking procurement - developing true partnerships with growers and engaging in long-term contracts,
for instance. It also might involve designing sustainability into products from the outset, so that they have smaller envi-
ronmental footprints.

There is no single ‘best practice’ for companies to adopt. Innovation is required, and it will take time. But | fully

encourage Kellogg and all companies to continue to make these issues a priority, as the challenges facing agriculture
pose material risks to every business. On the upside, they also present a huge opportunity with big potential benefits.”
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Community Perspective

Rob Bisceglie
Chief Executive Officer
Action for Healthy Kids

“| spent many years working for nonprofit organizations that focused on international devel-
opment work. When | joined Action for Healthy Kids (AFHK) about six years ago, | liked to think
of myself as an informed citizen. But once | immersed myself here, | couldn’t believe what |
learned about the magnitude of the problems of hunger, malnutrition and poor health in America.

Some 33.5 million adults and 16.7 million kids often go hungry in this country. That's a shocking
statistic. The numbers make sense, when taken in the context of a nearly 8 percent unemploy-
ment rate. But that doesn't make them any less startling.

Hunger in America may be different from hunger in developing nations, but it's not necessarily
less complex. Of course, some countries have specific hunger problems that are exacerbated by other issues, such as war
or famine. But here in the U.S, when it comes to feeding our children and families, we face some of the most challenging
problems you could imagine.

It seems so easy and straightforward - that a healthy diet and physical activity can improve individual health. But that's
not always a realistic option for American families. Hunger can be found everywhere, from inner-city neighborhoods to
rural communities. And you can’t point to just one factor that’s the source of the problem.

Malnutrition and obesity are two sides of the same coin - they both may relate to a lack of healthy eating. Together they
represent the public health challenge of our lifetime. We as a country have to understand that obesity is very much
intertwined with hunger.

One of the best ways to help children succeed is by feeding them a healthy breakfast. The latest research shows that kids
who eat breakfast have better school attendance and higher school achievement.

And yet, we know that less than half the children who participate in the U.S. government’s free- and reduced-lunch pro-
grams also participate in school breakfast programs. That doesn't mean these kids aren’t hungry in the morning.

There are many obstacles for children to get breakfast before school. In some cases, schools haven't established breakfast
programs because they don’t have the staff to run them. In other cases, children can't get to school early enough to take
advantage of programs that do exist. In the Chicago suburb I live in, for example, my school doesn’t have a breakfast
program because there isn't a tremendous need, though the need has grown in recent years. But even if only 5 percent
of kids in my area need breakfast, that's 5 percent of kids who are going to school hungry.

With funding from Kellogg, AFHK awards grants to schools to help them set up or expand breakfast programs to take
advantage of the national School Breakfast Program, an extraordinarily valuable federal resource for hungry kids.
Although these grants are modest - they range between $2,000 and $5,000 - they reap terrific results. On average, the
programs we fund see a 40 percent growth rate of kids participating in breakfasts in the first year. Since the program’s
inception, in fact, we have helped schools serve hungry kids an additional 8.5 million breakfasts.

Food companies have a clear role to play in helping to solve our country’s malnutrition and obesity epidemics. One
thing | would encourage is for them to keep making kid-friendly and healthy foods - foods that kids find appealing. The
other thing they can do is to advocate for organizations like ours and encourage people to get involved by joining our
40,000-member volunteer network or taking our “Every Kid Healthy” pledge. Every American has a role to play in
combating this epidemic, and there are simple things each of us can do today that make a difference.”
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Summary of Key Data

ENVIRONMENT

(data are per metric tonne of food produced)

5.60 5.28 5.12 5.07 5.09 Water Use (in cubic meters)

Energy Use (in gigajoules)

Greenhouse Gas Emissions
(in metric tonnes)

014 .010 .008 .009 .009 Woaste to Landfill (in metric tonnes)

CHARITABLE CONTRIBUTIONS

(data are in millions of dollars)

$9.5 $9.6 $10.5 $116 $11.1 Cash Contributions
$26.7  $24. 5 $18.5 $24.2 ] $39.1 In-Kind Contributions

*Our environmental data are for our global manufacturing facilities only. They do not include our transportation fleet, offices or warehouses. The data
for all years have been adjusted to remove our Navigable Foods business in China, which we divested in 2012. Also, the data do not include the
Pringles plants, which we acquired mid-2012.

?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.

3Lost Time Incident Rate = (the total number of incidents that resulted in days away from work x 200,000 hours)/total labor hours worked.
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As a global food company, we have one overarching purpose: to nourish families so they can flourish and thrive.

From our selection of breakfast foods, frozen meals and snacks, we cater to a broad array of dietary needs and taste
preferences. We also keep abreast of advances in nutrition science to determine how our company can help contribute
to health and wellness. Each day, we aim to produce great-tasting foods that people love, while manufacturing,
marketing and selling them safely and responsibly.

Marketplace Highlights

Nutrition and Health
We launched a variety of new products
to address consumer health needs.

(€ [] [] )

Responsible Product Marketing
We kicked off two marketing campaigns
designed to motivate children to stay

fit and strong.
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Marketplace Highlights, cont.

Consumer Information and Labeling

We continued rolling out new “Facts Up Front”
product labeling in the U.S. to provide
consumer-friendly nutrition information on
the front of product packages.

Product Safety and Quality
We tied food safety performance to
the compensation of our senior leaders.

Responsible Sourcing I
We are working within our industry ‘ M ﬂ/
to develop a standard supplier S

code of conduct.

Case Study: Reformulating

PROTEIN Special K® Protein Plus
We launched an improved version of
Special K® Protein Plus to make it more

relevant for today’s consumers.
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Nutrition and Health

Our founder, WK. Kellogg, left his company a century-old legacy that still guides us today: the desire to make “quality
products for a healthier world.” We continue to look for ways to drive innovation and further enhance the nutrition
value of our products.

We believe that all foods have a place in the diet - with balance and moderation. We're also committed to educating
consumers about nutrition, enabling them to make informed choices that meet their dietary needs. These concepts are
core to our Kellogg Company Nutrition Policy, which we review annually to ensure we communicate nutrition informa-
tion with transparency and openness.

We are committed to further improving existing products (and developing new ones) by increasing the nutrition
elements that are essential to good health - fiber, whole grains, protein, vitamins and minerals, to name some of our
primary efforts. We also have emphasized responsibly reducing sodium, sugars and fats across our product portfolio,
and we're proud of our successes to date. We're putting particular focus on creating new foods that offer nutrition,
convenience and great taste - attributes for which we've always been known. Our core brands address many health
needs, from digestive health to weight management, from heart health to kids' growth and development.

We introduced many new and updated products in 2012 and early 2013 that respond to consumer nutrition needs.

protein, including cereal, breakfast
shakes, flatbread breakfast sandwiches
and several snacks, such as granola bars-
all developed for consumers looking to
manage their weight.

@ A suite of Special K° foods with

In the U.S,, many varieties of

Rice Krispies®and Mini Wheats®
with 2X* the folic acid (50% of the
daily value) a nutrient essential
during pregnancy.

*as compared to previous formulas

Two new kid-focused cereals

for our U.S. market: Scooby Doo®,

a cereal that is a good source of
fiber (3 grams) with 27 grams
whole grains and 6 grams of sugar
per serving; and Cinnamon Jacks®,
also a good source of fiber with

10 grams of sugar and 12 grams
whole grains.
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Nutrition and Health, cont.

Several “on-the-go” products designed
for those who don't have time for a
sit-down morning meal. These include
breakfast shakes, with protein and fiber,
in the U.S. and Australia; our European
Nutri-Grain® Breakfast Biscuits, made
with whole grains; and in the U.S. frozen
food aisle, our handheld Eggo® Wafflers®,
an on-the-go breakfast with no fork,
plate or syrup required.

Two additions to the Eggo®
waffle lineup in the U.S. -

one with added protein

(8 grams in a two-waffle serving)
and another with 50%

less fat than the original.

In Ireland, several household-favorite
cereals fortified with vitamin D.

This addition of vitamin D builds on an
initiative we began in the UK.in 2011

in response to a rise in childhood cases
of rickets, a bone disorder resulting from
vitamin D deficiency.

A new range of our popular All-Bran®
products, including All-Bran Golden Crunch
and All-Bran Chocolate Crunch in several
European countries and All-Bran Apple
Crunch in Mexico and Colombia; each of

the new products delivers 6 grams of fiber
per serving. In India, our new All-Bran Wheat

o & & Flakes deliver 5 grams of fiber per serving.
Y S 87
QU
I / / o‘,‘: In Canada, Rice Krispies® Brown Rice
L Gluten Free cereal in response to requests
Gluten-Free from consumers with celiac disease and
gluten sensitivity. This built upon the

/ / / / / 2011 U.S. launch of gluten-free Rice Krispies®.

A reformulated version of Kellogg's Honey Loops®
in India that includes four varieties of grain, up
from three. Multi-grain products are becoming
increasingly popular with many of our

global consumers.
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Product Enhancements Around the World

We apply the latest in food and nutrition science to continue to enhance our foods and make a positive impact on
consumers’ healthy lifestyles. See the map below for some of our recent initiatives.

In Europe, we lowered sodium in Rice
Krispies® and Kellogg’s Corn Flakes® by 30
percent. This reduction also lowered
sodium in five other popular cereals that
use these two cereals as a base.

We expanded our popular Special K®
Cracker Chips to the U.K., Canada and
Mexico to provide consumers with new

options for healthier snacking.

In India, we reduced the sodium in Kellogg’s Corn
Flakes® from 950 milligrams (mgs) to 767 mgs

+ per 100 grams of cereal - a reduction of nearly
il Canada 20 percent.
-

-

Qe
P | Key Regions!

In Australia, we lowered the sodium in

Rice Bubbles® and Kellogg's Corn Flakes® by

20 percent - eight months ahead of our >
targeted date. Overall in Australia, we

We have reduced the amount of S
have cut sodium in our cereals by up to

v

sodium in our ready-to-eat cereals in
our key regions? by 18 percent
between 2007 and 2012.

59 percent since 1997.

Heart-Healthy Label

Eating well, being physically active and maintaining a healthy weight are key
strategies for managing cardiovascular disease - the leading cause of death
in the US. In 2012, we added a Heart Healthy Selection® logo to eight varieties
of US. heart-healthy cereals that are a good source of fiber, including Kellogg's

Raisin Bran®, All Bran®, Smart Start® and FiberPlus®. We also brought to market
the new Kellogg’s Raisin Bran Cinnamon Almond® to give consumers another way
to enjoy a heart-healthy breakfast. Eating more fiber-rich grain foods can help
manage the risk for heart disease.?

10ur key regions are the U.S,, Canada, Mexico, the UK., France and Australia.

2De Moura FF, Lewis KD, Falk MC Applying the FDA definition of whole grains to the evidence for cardiovascular disease health claims. J Nutr. 2009
Nov;139(11):2220S-6S. [doi: 10.3945/jn.109.112383]
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Smart Snacking

Snacking can play an important part in any healthy diet. Kellogg offers a
broad range of great-tasting snack foods to meet consumer needs - from
portion-controlled packages to help consumers snack sensibly to cereal bars
that can supplement a diet with fiber and important nutrients. Our Special K@
brand, for example, is focused on developing “smart”

snacks for those managing their weight.

Our North American wholesome snacks category, which includes Special K®,
Nutri-Grain® and Fiber Plus®, has been growing in popularity, and we're
pushing hard to create new products in this area. In fact, nearly half of our
wholesome snacks purchased by consumers in 2011 were not on the market
in 2007.

We're expanding our global reach in snacks, thanks largely due to our recent

acquisition of Pringles and our introduction of Special K® cracker chips in sev-

eral global markets. The Pringles acquisition gives our company access to a new range of technologies, including ones
that Pringles developed to reduce sodium, without compromising on taste. We will be exploring how we can apply these
technologies to other Kellogg products.

In addition, the Pringles acquisition expands our access to global markets, giving our company an entry to selling other
Kellogg products, including wholesome snacks.
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Fiber and Whole Grains

At Kellogg, we understand the important role of fiber in overall health and wellness, and we are committed to helping
consumers increase fiber in their diets through foods they already eat and enjoy.

In the U.S, we produce more ready-to-eat cereals (such as Kellogg’s Raisin Bran®, Mini-Wheats® and Froot Loops®) that
provide a good source of fiber! (3 grams per labeled serving) and one-half serving of whole grains (8 grams) than any
other food company.?

Adiet high in fiber has been proven to benefit overall digestive and heart health,® yet very few meet fiber recommendations.”

Few of us meet fiber recommendations.

With so much positive information about the benefits of consuming sufficient fiber, it is concerning to see
that most people - including adults and children - do not get enough of this important nutrient. 567891011

US.-1in10 Ireland - 2in 10
® [ N )

Canada -1in10 Australia-1in2
o ®

Mexico -2in10 France-1in4
[ N ) ®

UK.-2in10
( N

The U.S. Food and Drug Administration (FDA) defines a “good” source of fiber as containing 3 grams or more per labeled 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.

2Based on a Kellogg audit of national breakfast cereals in October 2012. 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.

3Institute of Medicine: Dietary Reference Intakes for Energy, Carbohydrate, Fiber, Fat, Fatty Acids, Cholesterol, Protein, and Amino Acids
(Macronutrients). National Academy Press, Washington DC. (CHD p362-3, Digestive Health: p370-1); U.S. Department of Agriculture and U.S.
Department of Health and Human Services. Dietary Guidelines for Americans, 2010. 7th Edition, Washington, DC: U.S. Government Printing Office,
December 2010.

“Kellogg data on file; NHANES 2007-2008

*Mosfegh A, Goldman J, Cleveland L (2005). What We Eat in America, NHANES 2001-2002. Usual Nutrient Intake from Foods as Compared

to Dietary Reference Intakes.

5Statistics Canada, Canadian Community Health Survey, Cycle 2.2, Nutrition. 2004.

7Encuesta Nacional de Salud y Nutricion (ENSANUT) 2006 Instituto Nacional de Salud Publica, MexicoENNS 2006.

8Australian National Children’s Nutrition and Physical Activity Survey (2007).

°Etude nationale nutrition santé (ENNS), 2006. Situation nutritionnelle en France en 2006 selon les indicateurs d'objectif et les reperes du Programme
national nutrition sante (PNNS).

10Buttriss JL & Stokes CS. (2008) Dietary fibre and health: an overview. British Nutrition Foundation Nutrition Bulletin. 33:186-200.

HReport on: Food and Nutrient intakes, Physical Measurements, Physical Activity Patterns and Food Choice Motives. Irish Universities Nutrition
Alliance (Report date March 2011).
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Fiber and Whole Grains, cont.

And what about whole grains? Whole grains are good for
you and, whenever possible, it is important to select foods
with whole grains that are also a good source of fiber. Whole
grains can vary in their dietary fiber content, with some
whole-grain foods containing very little fiber. In some mar-
kets, a product’s label will state its overall fiber content.

Also, not all fibers are created equal, with different fibers pro-
viding different benefits. Wheat bran is considered the most
effective form of fiber for improving digestive health, includ-
ing regularity.*?

Our company has been helping to educate consumers about
the difference between fiber and whole grains for some time.
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 labeled serving, a recommendation that
is supported in the U.S. by the federal government’s 2010
Dietary Guidelines for Americans.

Start Simple, Start Right:
The Simplicity of Grains

For more than a century, Kellogg Company has helped con-
sumers start the day off right - with cereals created from the
goodness of simple grains. Each cereal recipe starts with rice,
wheat, corn or other grains.

The fact is, most ready-to-eat cereals are minimally pro-
cessed foods, and making cereal is not all that different from
baking at home. Take Kellogg's Corn Flakes® as an example.
First, we cook corn grits with malt flavor, salt, sugar and vita-
mins and minerals. After drying and resting the cooked grits,
we roll them out and toast them into crunchy flakes. That's it.

And through our efforts in sustainable agriculture, we are
also beginning to more closely work with many of the farmers
who nurture our grains from seed to harvest. The pride and
agricultural practices of these family-owned farms contribute
to the quality of our foods. Meet some of our U.S. growers in
the video links on our website.

12Stevenson L, Phillips F, O'Sullivan K, Walton J. Wheat bran: its composition
and benefits to health, a European perspective. 2012 Int J Food Sci Nutr.
63(8): 1001-1013; O'Sullivan, K. The Superior Benefits of Wheat Bran Fibre
in Digestive Health 2012. European Gastroenterology & Hepatology Review,
2012;8(2):90-3; Institute of Medicine: Dietary Reference Intakes for Energy,
Carbohydrate, Fiber, Fat, Fatty Acids, Cholesterol, Protein, and Amino Acids
(Macronutrients). National Academy Press, Washington DC. (p371).
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The Benefits of Breakfast Cereal

Most people know that breakfast is the most important meal of the day. Myriad studies show that kids who eat breakfast
get more fiber, calcium, vitamin A, vitamin C, riboflavin, zinc and iron compared to kids who skip breakfast.? Adults who
eat breakfast also get more of these nutrients, consuming less fat and cholesterol than those who don’t.?

And a cereal breakfast ranks among the best choices for the first meal of the day, provid-
ing the nutrients that many of us - especially children - might otherwise miss.*#* Each
serving of kids’' favorite Kellogg's® cereals with milk provides protein and four nutrients
that most kids in the U.S. don't get enough of: fiber, calcium, vitamin D and potassium.®
Plus, cereal is also lower in sodium and sugar than many popular breakfast options.” For
example, sugar in cereals - including kids’ cereals - contributes just 4 percent of daily
sugar intake in the U.S8 In addition, regular cereal eaters, including those who eat kids’
cereals, tend to have lower body mass indexes (BMIs) and are less likely to be overweight
than those who eat cereal less frequently.®

Despite the fact that cereal has been a breakfast table mainstay for more than a century, there continues to be miscon-
ceptions and confusion about its nutrition value. That's why we work to educate health care professionals, as well as
consumers, about the benefits of breakfast cereal. We have made available a global research compendium that highlights
the many advantages of cereal. “Cereal: The Complete Story” offers a wealth of science-based information regarding the
role that eating cereal can play in maintaining healthy weight, boosting nutrient intake and providing a breakfast that is
lower in calories, fat, sodium and sugar when compared to other common breakfast choices.?® Cereal is also a good way
to feed the world; it uses fewer resources per calorie to produce than other foods, such as meat or cheese.

We also share information in various regions and markets to inform consumers about the benefits of a cereal breakfast.
In Canada, for example, we launched in 2012 our first-ever educational awareness campaign about the benefits of a
cereal breakfast, targeted specifically at Chinese Canadians, one of the largest ethnic groups in Canada. A custom
Chinese-language website includes detailed information on the nutrition benefits of cereal and tips on healthy eating
from a registered dietitian.

In Australia, an independent study released in 2012 revealed that children who ate a breakfast of cereal and milk per-
formed better academically than those who consumed other options, such as toast or fruit, or who consumed nothing
at all12 The research, from University of Sydney Professor Jenny O'Deq, prompted Kellogg and the supermarket chain
Woolworths to embark on a month-long “Breakfast Crusade” to remind families about the importance of a nutritious
breakfast. See the Hunger Relief section of this website for more details.

*Kellogg data on file; NHANES 2003-2006, kids 6-17 years old; Deshmukh-Taskar PR, Nicklas TA, O'Neil CE, Keast, DR, Radcliffe, JD, and Cho S. The
Relationship of Breakfast Skipping and Type of Breakfast Consumption with Nutrient Intake and Weight Status in Children and Adolescents: The
National Health and Nutrition Examination Survey 1999-2006. 2010. JADA. 110:869-878.

2Timlin MT, Pereira MA. Breakfast frequency and quality in the etiology of adult obesity and chronic diseases. Nutr Rev. 2007;65:268-281.

3Cho S, Dietrich M, Brown CJ, Clark CA, Block G. The effect of breakfast on total daily energy intake and body mass intake: results from the Third Na
tional Health and Nutrition Examination Survey (NHANES II1). J Am Coll Nutr. 2003;22:296-302.

“Matthews R. Importance of breakfast to cognitive performance and health. Perspectives in Applied Nutrition, 1996;3(3):204-212.

5U.S. Department of Agriculture and U.S. Department of Health and Human Services. Dietary Guidelines for Americans, 2010. 7th Edition, Washington
DC: U.S. Government Printing Office, December 2010.

%Kellogg data on file; NHANES 2003-2006.

’U.S. Department of Agriculture, Agricultural Research Service. 2009. USDA National Nutrient Database for Standard Reference, Release 22. Nutrient
Data Laboratory Home Page, http:/lwww.ars.usda.gov/nutrientdata.

8U.S. Department of Agriculture and U.S. Department of Health and Human Services. Dietary Guidelines for Americans, 2010. 7th Edition, Washington,
DC: U.S. Government Printing Office, December 2010..

°Barton BA, Eldridge AL, Thompson D, Affenito SG, Striegel-Moore RH, Franko DL, Albertson AM, Crockett SJ. The relationship of breakfast and cereal
consumption to nutrient intake and body mass index: the National Heart, Lung, and Blood Institute Growth and Health Study.J Am Diet Assoc.
2005;105(9):1383-9

10U.S. Department of Agriculture, Agricultural Research Service. 2009. USDA National Nutrient Database for Standard Reference, Release 22. Nutrient
Data Laboratory Home Page,

HSee, for example, U.N. Food and Agriculture Organization. (2006). Livestock’s Long Shadow: Environmental Issues and Options (Rome: FAQ); Eshel, G,
and Martin, PA. (2006). Diet, energy, and global warming. Earth Interactions, vol. 10; Mcdiarmid, J et al. (2011). Livewell: A Balance of Healthy and
Sustainable Food Choices. (Surrey, UK: World Wide Fund for Nature).

20’Deaq, JA. & Mugridge, A. (2012) Nutritional quality of breakfast and physical activity independently predict the literacy and numeracy scores of
children after adjusting for socioeconomic status. Health Education Research. doi:10.1093/her/cys069
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The Benefits of Breakfast Cereal, cont.

A serving of Kellogg's® cereals contains 4 to 12 grams of sugar, whereas a glass of orange juice
has 21 grams and fruit-flavored yogurt has more than 40 grams.

Sugar per Serving

2-10g

Kellogg's®
Special K® family
of products w
orange juice I 0u1§es) g
Kellogg's®
Rice Krispies® Kellogg's®

Froot Loops® or

Kellogg's® Apple Jacks® fruit yogurt

*U.S. Nutrition Facts
**USDA National Nutrient Database for Standard Research
Source: Kellogg data on file, NHANES 2001-2006, subjects 6-12 years.

INTAKE OF NUTRIENTS AT BREAKFAST (6-11 years old)
National Health and Nutrition Examination Survey (NHANES) 2009-2010
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Meatless Options

Our MorningStar Farms®, Gardenburger® and Worthington®
brands offer nutritious solutions that inspire people to eat
well. The majority of our products have at least 25 percent
less fat than their meat counterparts. Our products are
designed for vegetarians and for individuals who choose

to limit the amount of meat they consume. In 2012, we
launched several new products, including vegetarian hot dogs,
to give consumers even more options for healthy eating.

The Worthington® brand dates back to 1939. Over the
decades, it led the way to new vegetarian products. In the
1960s, it was the first company to bring frozen vegetar-
ian food into supermarkets. Kellogg acquired Worthing-
ton Foods in 1999 and is proud to carry on the tradition

of healthy meatless meals. Going meatless once a week,
through participation in initiatives such as “Meatless Monday,”
can help individuals achieve their nutrition goals.

9
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Nutrition Education

Kellogg plays a role in helping consumers make informed food choices for
themselves and their families. We do this through on-pack labeling and
website content and by providing additional information - such as fiber
tracking tools and helpful fact sheets - for consumer groups and heath care
professionals.

In 2012, we launched a new global website for health care professionals,
www.kelloggsnutrition.com, to provide access to the latest research, in-
formation and tools. Kellogg has teams of experts - including registered
dietitians, regulatory and labeling experts, and food and nutrition scientists -
who create resources for consumers. These teams also assist in new product
development, provide nutrient and ingredient information for packaging,
support and conduct scientific research, and host continuing education
programs and symposia for health care professionals, among other work.
Kellogg also regularly participates in academic conferences that help inform
our efforts.

The following are just some of the many programs we supported or spon-
sored for health care professionals, nutrition scientists and others in 2012:

- In Sydney, Australia, we reinforced the importance of fiber for children at
the 16th International Congress of Dietetics. Our company sponsored a
number of presentations and hosted breakfast symposia at this gathering
of the world’s leading dietitians, nutritionists and nutrition science
researchers.

- Also in Australia, we remained active partners in a national consumer
education campaign (co-sponsored with a nongovernmental organization
called The Gut Foundation) on the importance of dietary fiber in promoting
regularity, especially among children.

- At a conference organized by the Society for Nutrition Education and

Choose Kellogg’s MyBowl™

In 2011, the U.S. Department of
Agriculture (USDA) introduced
MyPlate to help people follow the
nutrition recommendations of
the 2010 Dietary Guidelines for
Americans. Kellogg developed
MyBowl™, an interactive edu-
cational tool for meals typical-

ly served in a bowl, including
breakfast cereals, to complement
USDA's MyPlate. Kellogg's MyBow(™
offers simple visual cues to help

people get the most nutrition
from their bowl-based meals.

Behavior in Washington, D.C,, we participated with other industry leaders in a discussion on sugar, sodium and fiber.
The forum brought together nutrition leaders who provide nutrition guidance and advice for families, health

professionals, students and policy makers.

- In Canada, we again hosted the Kellogg Nutrition Symposium, an annual half-day scientific program presented in
conjunction with the Dietitians of Canada Annual Conference. Since 1999, this symposium has presented research

and practical information from leading Canadian and international experts.

- Our Canadian nutrition team also continued to publish quarterly, research-based newsletters for health professionals

and others interested in learning more about nutrition.

- In Mexico, members of the Kellogg’'s Nutrition and Health Institute (Instituto de Nutricién y Salud, or INSK) presented
at the XXV Anniversary Symposium of the Mexican Association of Nutrition, discussing with 400 health professionals

the relevance of wheat bran to digestive health.
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Nutrition Education, cont.

- In Brussels, Belgium, we launched the “Breakfast is Best” campaign in April at the first European Breakfast Day. The
event brought together key European policy makers, industry representatives, nongovernmental organizations, media
and other health supporters to promote the health benefits of breakfast. As part of the campaign, a “Make Time for
Breakfast Pledge” was initiated, calling on policy makers to work to encourage regular breakfast eating across Europe.
The campaign is a multi-stakeholder group representing teachers, physicians, dietitians, and the European Breakfast
Cereal Association, of which Kellogg is an active member.

- In South Africa, our Kellogg's Corn Flakes® nutrition education campaign trained nearly 600 health care professionals
with the aim of improving knowledge of healthy eating among patients at primary health care clinics.

We also sponsor education programs for consumers, including the following:

- In Mexico, the INSK launched an iPhone application to give consumers a tool to make better decisions about their food
and health. The app counts calories and provides recommendations for food choices, water consumption and physical
activities. In the first days after its November 2012 launch, the app ranked among the Top 50 in Mexico and No. 1 in the
health and shape category.

- In Canada, the Mission Nutrition® program provides teachers with creative, easy-to-use, curriculum-based resources to
teach students from kindergarten to grade 8 about healthy eating, active living and positive self-esteem. It also includes
information and activities to help families adopt healthy lifestyle behaviors at home.

- Inthe U.S,, our Nutrition team offers several types of support for schools. This includes providing products that meet U.S.
Department of Agriculture’s School Meal regulations for nutrition; supporting School Nutrition Professionals with
relevant tools, programs and education; and being Patron members of the School Nutrition Association. Qur “build a
better plate” program teaches schoolchildren about MyPlate, which helps individuals follow nutrition recommendations
of the 2010 U.S. Dietary Guidelines. The program has been implemented at more than 800 schools.

- Inthe UK. in 2012, we brought together a group of external, independent nutrition experts and education specialists to
collate and disseminate food and nutrition guidelines for school breakfast clubs.

For additional educational efforts, please see the Hunger Relief section.
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Olympic Sponsorship

From great starts come great things. That's one
of the messages we helped to deliver as an official
sponsor of the 2012 U.S. Olympic and Paralympic
teams. We were proud to partner with U.S. ath-
letes who believe - as we do - that the power of
breakfast is crucial to a great start. Team
Kellogg's included Olympic medalists Rebecca
Soni (swimming), Kerri Walsh (beach volleyball)
and Jordyn Wieber (gymnastics).

We teamed up with the United States Olympic Committee (USOC) to create a video series that featured nutrition guidance
from USOC dietitian Alicia Kendig and Olympic swimming champion and Team Kellogg's athlete Summer Sanders.

In addition to highlighting the benefits of breakfast, our partnership supports elite U.S. athletes by providing food for
fuel and access to the training and support they need to compete.
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Obesity and Weight Management

At Kellogg, we work on a variety of fronts to contribute solutions to the global obesity epidemic - from portion-
control packages to consumer education to participation in industry groups. From the products we develop, to the
nutrition information we provide, to the organizations we support worldwide, we are committed to helping consum-
ers balance the “calorie in/calorie out” equation by helping to educate them about dietary choices and physical activity.
In addition, we offer 100-calorie packs of many of our most popular snacks, as well as wholesome snack bars and
frozen entrees in portion-controlled sizes.

We continue to identify innovative ways to address the concerns of obesity around the world. In addition to reformu-
lating many of our existing products and introducing new items, Kellogg has worked with the World Health Organi-
zation (WHO) as well as with numerous countries in which we operate to encourage healthier dietary choices.

For example, in 2008 Kellogg was a founding member of the International Food and Bev-
erage Alliance (IFBA), which subsequently made global commitments in support of the
WHO's Global Strategy on Diet, Physical Activity and Health. For more information on
our work with IFBA, see the Responsible Product Marketing section of this report.

In the U.S, we're proud to be a member of the Healthy Weight Commitment Foundation
(HWCF), a coalition of 200-plus retailers, food and beverage manufacturers and non-
governmental 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 tool developed by 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 web-
sites 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 con-
sumed 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, fami-
lies 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.

Since 2010, Kellogg in France has supported a public/private partnership designed to prevent childhood obesity.
Kellogg provides funding to a nonprofit organization that was recently renamed “Vivons en Forme” (or, “Live in
Form?”), and is helping to promote the initiative across the country through education campaigns.

Kellogg Company also participates in research and literature reviews on dietary topics, including obesity. Recently,
our nutrition science team and Purdue University published a review article on the benefits of adequate fiber intake
among children and the relation to obesity, diabetes and constipation.!

* Kranz, S. M Brauchla, J.L. Slavin, and K.B. Miller. What Do We Know About Dietary Fiber Intake in Children and Health? The Effects of Fiber Intake on
Constipation, Obesity, and Diabetes in Children. Adv. Nutr. 3: 47-53,2012; doi:10.3945/an.111.001362.
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Responsible Product Marketing

Kellogg is committed to the responsible marketing and communication of our products to help shoppers make
informed choices about the foods they enjoy. Our Worldwide Marketing and Communication Guidelines (WWMCGs)
provide a consistent global framework for responsible marketing practices, including our advertising and marketing
approach for digital and traditional mediq, in-school activities, licensed characters, contests and promotions. The
WWMCGs also include rules related to privacy protection, e-commerce and other media. We regularly evaluate the
guidelines to make sure they remain relevant and appropriate.

Since Jan. 1, 2009, we have not advertised to children under age 12 those products that do not meet our Kellogg
Global Nutrient Criteria (KGNC). We developed these internal standards based on scientific literature, setting upper
per-serving thresholds for calories, fats, sodium and sugar. These thresholds allow no more than:

200 calories

2 grams of saturated fat and O grams of trans fat
230 milligrams of sodium?

12 grams of sugar

Kellogg does not market any products to children under 6 years old.

In the U.S,, we will adhere to the revised guidelines from the Better Business Bureau'’s Children’s Food and Beverage
Advertising Initiative (CFBAI), a voluntary self-regulatory program. The CFBAI's pledge, slated to take effect Dec. 31,
2013, aims to shift the mix of foods advertised to children under age 12 toward healthier dietary choices. These new
criteria will provide more transparent and consistent marketing guidelines across categories and companies. We
will adopt CFBAI criteria in the U.S. when they exceed our own internal Kellogg standards. We'l continue to follow
our own KGNC standards when they are more stringent than the revised CFBAI's guidelines.

As a founding member, Kellogg also participates in the International Food and Beverage Alliance (IFBA) commitments
regarding marketing to children under 12 years of age. IFBAs global policy provides criteria for advertising and
marketing communications that are paid for, or controlled by, IFBA companies in countries where they market their
products. In 2011, IFBA companies - including Kellogg - strengthened their commitment to responsible marketing by:

- Extending the policy to television programs where 35 percent or more of the audience is under 12 years of age.
(The previous policy called for restrictions when those under age 12 represented 50 percent of the audience.)

- Applying the policy to all marketing communications on company-owned and third-party websites.

IFBA's global marketing policy is designed to reduce the impact on children of the marketing of foods that are high in
fats, sugars or salt, and to increase children’s exposure to foods and beverages compatible with a balanced diet and
an active, healthy lifestyle.

We also have joined in country-specific pledges around marketing. In late 2012, we joined with our peer companies
in the European Union to strengthen a regional pledge that began in 2009. Like the CFBAI pledge, the EU Pledge tar-
gets advertising to children under 12 toward those products that meet specific nutrition criteria based on scientific
evidence and both national and international dietary guidelines. The EU Pledge also limits communication in

1For EggoTM frozen waffles/products, the maximum allowable level of sodium under the KGNC is 20 percent DV (460mg), since these products are
typically served as entrees/main dishes and approximately 50 of the sodium is attributed to the leavening agent necessary to the functionality

and form of the food.
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Responsible Product Marketing, cont.

primary schools, unless requested or agreed to by school administration. The updated pledge takes our work to the
next level, with consistent criteria across companies and categories. Together, EU Pledge member companies ac-
count for more than 80 percent of the food and beverage advertising spending in the EU. For more information,

visit www.eu-pledge.eu.

We also recently signed on to Singapore’s Responsible Advertising to Children Pledge, along with 13 other leading
food and beverage companies. The pledge mirrors the commitments made by IFBA members. And in Australia, we're
on track to meet our commitment through the Food and Health Dialogue - a joint government/industry public health
initiative - to reduce sodium by 15 percent in ready-to-eat cereals that exceed 400 milligrams of sodium per 100
grams of cereal by the end of 2013.

We believe that responsible marketing and advertising can promote healthy messages to families and their children.
Take, for example, two U.S. 2012 marketing campaigns designed to motivate children to stay fit and strong - one
through a Frosted Mini-Wheats® partnership with Disney and the other from the Frosted Flakes® “Show Your Stripes”
campaign.

The Living Experience

In Canada, Kellogg joined with Concerned Children’s Advertisers (CCA) to develop a first-of-its-kind online,
interactive game that used kids’ daily exercise as the energy source for playing. Participating children were
equipped with a digital pedometer that tracked and uploaded their every step. The children then created an
online avatar that used their “banked steps” to travel within a virtual world. A built-in timer limited game
play to 20 minutes per day.

The goal of the project, called “The Living Experience,” was to examine whether gaming - a favorite pastime
among young people — can be used as a motivator to change sedentary behavior and measurably increase

physical activity levels. Approximately 250 children in 10 communities across Canada participated in a pilot
project in the spring of 2012. The pilot included a research component conducted by two researchers from
the University of Toronto's department of physical education and health.

The results of the pilot were encouraging, especially among girls. Sixty-nine percent of girls falling in the
lowest step count category moved up at least one category during game play, logging an increase in daily
step counts ranging from 1,000 to more than 11,000. The findings pointed to a need to recognize differences
between what motivates girls versus boys. The CCA will evaluate such issues in greater detail in a second
pilot, planned for the spring of 2013.

Kellogg Canada is a founding member and longtime supporter of CCA.
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Industry Pledges

We have committed to national self-regulatory pledges in 50 countries. Though these national pledge programs
share many similarities, the individual nature of each brings local attention to commitments Kellogg has made on
our own and through industry associations such as the International Food and Beverage Alliance.

Pledge Programs Worldwide
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Consumer Information and Labeling

Our food packaging serves an important role in informing consumers
about the product, its nutrition composition and its ingredients. As early Environmental Labeling
as the 1930s, we were displaying nutrition information on our boxes.
And, we pioneered front-of-pack Guideline Daily Amounts (GDAs) label-
ing, which give consumers specifics on calories, fiber, fats, sugars and
other nutrients in our foods.

We have established guidelines for en-
vironmental claims to help ensure that
our product communications are not
misleading to the public. As with our
nutrition claims, environmental claims
must be documented and science- or
data-based. For example, Kellogg only
allows packaging-reduction claims by
weight, which is tangible and measur-
able. When making these claims, we do
not make comparisons to the number
of trees or gallons of fuel saved, as
these are difficult to substantiate with
validated data. See the Environment
section for more information on our
packaging reductions and industry
commitments.

Kellogg supports a fact-based approach to nutrition labeling as set out
in the principles adopted by the International Food and Beverage Alli-
ance in November 2010. These principles provide that nutrition infor-
mation be objective, fact- and science-based, emphasize the importance
of the overall diet, and encourage physical activity. Fact-based systems,
which provide meaningful and understandable nutrition information on
overall diet, allow consumers to make the dietary decisions that meet
their individual nutritional needs.

In the U.S. in 2012, the food industry began rolling out Facts Up Front,
a simple and easy-to-use labeling system that displays key nutrition
information straight from the Nutrition Facts Panel right up front to
help consumers make more informed decisions about the foods they
buy. Facts Up Front labels display how many calories and how much
saturated fat, sodium and sugar is in each serving. At the end of 2012,
nearly all of our Kellogg-branded ready-to-eat cereals and about 25
percent of our snack bars had Facts Up Front labels. Visit www.factsup-
front.org to learn more about this labeling system.

We also use the front of packages to flag for consumers the benefits of
certain products, such as ones that are high or higher in fiber or that are
heart-healthy options.
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Product Safety and Quality

Our reputation in the marketplace is dependent upon the safety and
quality of the 1,600-plus products we make. We have comprehensive
programs and processes designed to ensure that our products comply
with government regulations and our own strict quality and safety

Food Safety Programs?

standards. We take a proactive approach to food safety and quality, At Kellogg, our quality and food safety

with commitments that start at the very top of our organization. programs include:

In 2012, food safety was one of our four operational priorities, along - Food protection systems based

with people safety, customer service and financial excellence. on Hazard Analysis Critical Control
Points (HACCP), an internationally

Our biggest food safety efforts in the U.S. in 2012 were tied to the recognized food safety manage-

landmark Food Safety Modernization Act (FSMA). Although the law was ment system with robust prerequi-

signed in 2011, specific regulations and guidance had not been pub- site programs that ensure we meet

lished as of late 2012. (In early 2013, the U.S. Food and Drug Administra- a variety of standards, including

tion, or FDA, released for public comment two proposed rules for imple- employee Good Manufacturing

mentation of the FSMA) In preparation for the release of the FSMA Practices, chemical control, utilities

requirements, we pulled together a cross-functional Kellogg team, and waste management, allergen

including more than 30 key leaders from quality, food safety, operations management, traceability, and

and legal, to develop our new Kellogg Food Safety Plan (K-FSP). K-FSP, documentation and record control,

which is founded on the comprehensive Hazard Analysis Critical Con- among many others.

trol Points (HACCP) food safety system, integrates all of our food safety

programs into one plan. The goal was to integrate and upgrade our - Third-party Global Food Safety

programs so they would be both ahead of, and in alignment with, FSMA Initiative certifications

requirements. We believe our Kellogg Food Safety Plan now goes above

and beyond the industry standard. - Systems for sourcing

We also voluntarily participate in the Global Food Safety Initiative (GFSI), - Co-manufacturing plant audits

a set of industry standards designed to improve food-safety manage-
ment systems across the supply chain. All of our manufacturing plants
and our contract manufacturing facilities are GFSl-certified. In addition,
we require GFSI certification (or an equivalent Kellogg internal audit)
for all ingredient suppliers.

2012
In addition, we draw on the expertise of our Kellogg Food Safety Advisory g 917 %\U%%"e"
Board, comprised of five external subject matter experts who provide Pm‘:g‘t\;
advice and counsel on food safety and food defense on an ongoing and 134 SR

as-needed basis. Advisory board members include Dr. David Acheson,
Leavitt Partners; James Atkinson, Atkinson Consulting; Martin Philbert,
University of Michigan School of Public Health; Larry Keener, Interna-

2011 )
@729

tional Product Safety Consultants, Inc.; and Stephen Taylor, Food Allergy 66 Lo

N Supplier Audits
Research and Resource Program, Department of Food Science and

Technology, University of Nebraska-Lincoln.

* Qur 2011 report incorrectly stated the
............................................................................................................ number of suppller audits as the total to
1ln 2012, we voluntarily recalled certain packages of Mini-Wheats® in the U.S. and Canada date, which included several months of 2010

due to the possible, but unlikely, presence of flexible metal mesh from a faulty manufac- data. The correct number is included above.
turing part. There were no reports of any injuries associated with these products.
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Product Safety and Quality, cont.

Among our other important food safety efforts in 2012, we:

- Enhanced our operational controls around allergens, updating our policies and procedures and conducting training
sessions at each plant to raise awareness of the importance of allergen controls. We also conducted audits to verify
adherence to our new policies.

- Continued to invest in significant structural upgrades, including floors, roofs and drains, at many of our facilities to
support food safety infrastructure. We have a food safety review process for capital expenditures to identify and
prioritize the projects that can have the biggest impact on improving food safety.

- Continued to expand our auditing programs for our ingredient suppliers, particularly those that provide us with micro-
biologically-sensitive, high-risk ingredients, such as nuts and seeds, dried fruits and vegetables, and dairy products.

- Began auditing our packaging suppliers to ensure that they are using appropriate food safety and quality systems. In
2012, we conducted 917 supplier audits overall - 134 of them related to packaging - around the world.

- Formally tied food safety to the compensation of our senior leaders. We are measuring food safety performance in
two ways: though audits of our manufacturing facilities and through assessments of food safety training programs
for employees.

- Continued to advance sanitation programs at all plants and reinforced our efforts through hands-on workshops and
training for employees and contracted sanitation personnel.

- Hosted 85 representatives from more than 50 of our suppliers for our fourth-annual Partners in Food Safety Summit.
The focus of our 2012 meeting was around the FSMA and our expectations for our supplier companies. We also
co-hosted the Michigan Food Safety Alliance meeting, with more than 100 participants from industry, academia and
regulatory agencies.

Keeping an Eye on the Future

Our Global Scientific Affairs Department was created in 2011 to track emerging food safety and regulatory issues
and evaluate their potential significance to our company. The department’s objective is to identify, understand and
influence evolving food safety and technical regulatory issues to ensure that we are producing safe foods and pro-
tecting our brands. The department experts in toxicology, microbiology and food science focus on potential issues
that may impact our company.

An example of the type of work the team is involved with is acrylamide. Acrylamide is not added to food. It is natu-
rally present in a wide range of products and has been present in the human diet for as long as people have been
baking, roasting, toasting or frying foods. It is important to note that acrylamide levels found in breakfast cereals
are low compared to levels found in other foods.

We, along with other industry and academic partners, have been working to develop methods that mitigate acryl-
amide formation in the cooking process, even though the presence of acrylamide in our cereals is relatively low.
We will continue to proactively work with international regulators on mitigation strategies, and we will collabo-
rate with them and the food industry on the development and implementation of effective reduction efforts.

Our Global Scientific Affairs and Emerging Technical Issues teams actively monitor scientific research and regula-
tions to ensure we protect our consumers, our brands and our reputation.

9.
W 2012 Corporate Responsibility Report 42




MARKETPLACE

Industry Participation

We are a member of or an active participant in a number of key industry groups that focus on food
safety and quality, including:

- Allergen Bureau (Australia)

- American Frozen Food Institute

- Anaphylaxis Campaign (U.K.)

- Association of Food and Drug Officials (U.S))

- Australia Food and Grocery Council (Health, Nutrition and Scientific Affairs Committee)
- Campden BRI (U.K)

- Canadian Association of Importers and Exporters (Food Committee)
- Consumer Goods Council of South Africa

- Consumer Goods Forum

- European Cereal Trade Association

- European Snacks Association

- Federation of Indian Chambers of Commerce and Industry

- Food Allergy and Anaphylaxis Network (U.S)

- Food Allergy Research and Resource Program (U.S)

- Food and Consumer Products Canada

- Food and Drink Federation (Europe)

- Global Food Protection Institute/International Food Protection Training Institute
- Grocery Manufacturers Association (U.S.)

- Institute of Food Technology

- International Association for Food Protection

- International Food and Beverage Alliance

- International Food Information Council

- International Life Sciences Institute

- Joint Institute for Food Safety and Applied Nutrition

- Leatherhead Food Research (U.K.)

- Michigan Food Safety Alliance

- Roundtable on Sustainable Palm Oil

- Snack, Nut and Crisp Manufacturers Association (U.K)

- Toxicology Forum

- UK. Association of Cereal Food Manufacturers

- University of Georgia Center for Food Safety

- University of Toronto Program in Food Safety, Nutrition and Regulatory Affairs
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Responsible Sourcing

As a responsible business, Kellogg Company takes great care in the sourcing and procurement of our ingredients and
materials. We are committed to an ethical and transparent supply chain free of forced labor, including slavery and
human trafficking.. We believe it is our duty to raise awareness and educate our internal and external stakeholders
on this important issue and to take appropriate steps to verify that slavery and human trafficking do not exist within
our operations or within our global supply chain.

Our approach around responsible sourcing has been evolving, with an initial focus on “premiums” - the small gifts
and prizes that we distribute through mail-in promotions and store giveaways - that has since been expanded into a
code for all other global suppliers. Today, we're continuing to look for ways to improve our procurement procedures
through cross-industry collaboration.

Our responsible sourcing framework began to take shape in 2005. That's when we conducted an internal assessment
and determined that the manufacturers of premiums were our highest-risk supplier group because of the greater
potential for human rights violations in the countries where many of these premiums are produced. So, starting in
2006, we began conducting annual third-party and company audits, both announced and unannounced, for all high-
risk premium producers.

The Kellogg Premium Social Accountability (KPSA) program we ultimately created provides guidance and code of
conduct expectations for all premium suppliers - and for their suppliers and contractors, too. The KPSA principles
compel safe and fair treatment of all premium supplier employees and set expectations that suppliers will protect
the environment while respecting cultural, ethnic and philosophical differences of individuals within the countries
of operation. The principles also require legal compliance to local or country-specific regulations on social account-
ability, such as minimum wage and age requirements.

We work in partnership with our suppliers to encourage further improvement. We share the results of any third-
party audits and expect a full corrective action plan within 14 days.

In 2009, we expanded our responsible sourcing approach to all global suppliers - not just premium suppliers -
developing and deploying our global Kellogg Company Supplier Code of Conduct (the “Supplier Code”). The code
includes a Responsible Sourcing Framework, which sets expectations for supplier companies around fair labor
practices, business integrity, controls, and criteria around environmental, health and safety issues.

“We expect suppliers to treat their employees with fairness, respect and dignity and to promote a
work environment that is free of harassment, forced labor, corporal punishment or other forms of
physical coercion.”

- Kellogg Company Supplier Code of Conduct

We reserve the right to terminate relationships with any supplier whose business conduct is inconsistent with our
Supplier Code. Virtually all of our direct! suppliers have signed our Supplier Code, which is embedded into new or
revised contracts that we sign with each supplier. We have also embedded the Supplier Code into contracts with our
key indirect suppliers, focusing on those that are most critical to our business.
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Responsible Sourcing, cont.

In 2012, we continued our engagement with AIM-PROGRESS, a forum for global consumer goods companies that
are committed to responsible sourcing, to develop standard supplier code of conduct provisions. Since many of the
forum’s member companies use the same suppliers, using common responsible sourcing provisions should reduce
the administrative and operational burden on suppliers to comply.

As we push for continued improvement, we also are conducting a set of new internal risk assessments to pinpoint
those commodities and countries that are at highest risk for violations of working conditions or human rights. We

continue to align our work around supplier auditing and will continue to report more on our approach in future
Corporate Responsibility Reports.

SIX PILLARS OF SOCIAL ACCOUNTABILITY

ellogg holds our ingredient suppliers to six minimum accountability
Etandards:

KPSA MINIMUM COMPLIANCE STANDARD

A\t a minimum, Kellogg premium suppliers and vendors in higher-ris
ountries must meet the following compliance standards.

1Direct suppliers include our co-manufacturing plants and providers of raw materials, ingredients and packaging materials. All other suppliers
are indirect.
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Supplier Diversity

Our supplier diversity program in the U.S. aims to strengthen our communities, providing business opportunities for
diverse companies. Our consumers are very diverse. To understand their needs - and to succeed in the marketplace -
it's important that we reflect that diversity in our supplier base. When our suppliers succeed, we succeed.

Launched more than 20 years ago, our supplier diversity program supports more than 200 supplier companies
owned by women, people of color, disabled individuals, service-disabled veterans, and individuals from the LGBT
(lesbian, gay, bisexual, transgendered) community. We aim to have a diverse group of businesses that supply directly
to our company (what we call our “first-tier” suppliers). And, we want our suppliers to use diverse companies in their
own supply chains (our “second-tier” suppliers).

Over the last two years, we have been taking a hard look at the companies within our database of diverse suppliers to
be sure that they are properly certified and that they themselves are using certified diverse suppliers when reporting
their second-tier information. We learned through this process that some of our smaller suppliers were not properly

certified.

As a result, we have been working with our suppliers to encourage them to obtain the correct certifications. And,
today, we believe that more than 95 percent of our first-tier supply base has been properly credentialed, and we
continue to improve each year. We now have an automated process to alert our first-tier suppliers when their cer-
tifications expire. In 2011, we stopped reporting our second-tier supplier diversity numbers because we could not
verify the accuracy of the data being provided to us. We are working

Su‘p‘p [ier Diversity with our first-tier suppliers to drive a more robust supplier diversity
process into their own supply base.

e $296 miltion We have been increasing our annual diverse supplier spending in

pLER $321 million recent years, with an aim of a 10 percent increase year over year.

For 2012, we spent $380 million, or 6.95 percent of our total spending,
on diverse suppliers - our 14th consecutive year of supplier diversity
growth. By comparison,in 1999, our spending among first-tier suppliers
was just $49 million.

plxli} $333 million

pIhl $353 million

plxbl $380 million
Each year, we hold a supplier diversity breakfast at our headquarters
Monev spent amona first-tier sunoliers  to acknowledge the contributions of diverse suppliers to our company.

MILLION DOLLAR CLUB 2012

(first-tier suppliers only)

7

companies in Million Dollar Club companies in Platinum Club companies in Diamond Club
(businesses with which we spend (businesses with which we spend (businesses with which we spend
$1 million a year or more) $10 million a year or more) $25 million a year or more)

9
W 2012 Corporate Responsibility Report

L6



MARKETPLACE

Case Study: Reformulating Special K® Protein Plus

Special K® Protein Plus has been part of our Special K® product line since 2006. But
the weight-manager-friendly cereal had a challenge. Consumers seemed eager
enough to buy it for its protein content. But once they tasted it, few purchased it
again.

The big reason? Taste. Designed for the consumer interested in a higher-protein
diet, the cereal boasted high-fiber, protein-rich flakes that resulted in a chalky
texture.

The cereal, which was initially launched as Special K® Low Carb in 2004 before

being renamed in 2006, did have a small but loyal following. We saw an oppor-

tunity to reformulate the product and open it up to a much greater number of

consumers hungry for more protein in their diets. In the spring of 2011, we kicked
off a product reformulation project aimed at improving the cereal’s taste and meeting the needs of a wider range of
consumers.

“This was one of the most challenging projects I've ever worked on,” says Karl M.* part of the Morning Foods innova-
tion team and one of the project leaders. “There’s a reason there aren'’t a lot of high-protein cereals on the market. It
is incredibly hard to manufacture a great-tasting, high-protein flake.”

The explanations are many. For example, while there are a variety of protein sources available, not all of them work
wellin a cereal flake and can result in a fragile flake prone to breakage during transportation. It took numerous iter-
ations before the team landed on a formula with an optimal blend of protein sources.

Kellogg launched the new and improved Special K® Protein Plus in July of 2012 to phenomenal results. Sales from
each month are consistently higher than they were in the previous year. Health and wellness products are an
important part of our portfolio, and we expect the upward Special K® Protein Plus sales trend to continue in 2013.

Although there isn’'t a protein deficit in most U.S. diets, many Americans are looking to protein to help them reach
their weight management goals, says Stacey K., a registered dietitian with the Special K@ product line. Protein-rich
foods can help bridge the gap between meals and help consumers stay satisfied longer.

“This product was is all about finding ways to deliver tasty protein to consumers,” Karl says. “A high-protein cereal

that no one eats doesn’t do anyone any good. What this project allowed us to do was take an existing item and make
it more relevant for today’s consumers. We couldn’t be more excited about the results.”

1To protect the privacy of our non-executive employees, this report uses first names and last initials only.
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Kellogg Company is made up of great people. Our employees around the world are committed to the company and
to each other, and they work hard to ensure our continued success. Our K Values™, which are lived each day and felt
throughout the organization, form the basis of our corporate culture and help to foster community among our employees.

Workplace Highlights

Employee Engagement

Our 2012 Global Opinion Survey revealed that

we have made excellent progress in communicating
a compelling Vision, Purpose, business strategy and
employer brand to our employees.

Employee Safety

In 2012, more than 100 Kellogg locations globally
had a Total Recordable Incident Rate below 1.0.
This excellent performance is a testament to the
commitment of all our employees.

S
&
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Diversity and Inclusion

In 2012, for the first time, Kellogg was named
by DiversityInc as one of the Top 50 Companies
for Diversity.
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Workplace Highlights, cont.

Labor Standards
We remain committed to maintaining high labor
standards at all our facilities around the world.

Talent Management

In Latin America and Asia we launched Leadership
Essentials, a year-long training program tailored
to the manufacturing environment.

Employee Well-Being

We worked hard to more fully engage our U.S.-based
sales and distribution employees in our Feeling
Gr-r-reat™ health management program.

Case Study: Pulling Together

During a Natural Disaster

We gave a WK. Kellogg Values Award - the highest
honor in our company - to the Takasaki (Japan) facility’s
Procurement and Production teams for their “above
and beyond” contributions after the massive earthquake
and tsunami in that country in 2011.
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Employee Engagement

At Kellogg, we want to hear employees’ ideas and concerns, ensure all employees feel valued, and provide them with
the information they need to do their jobs well. We collect feedback from employees in a variety of ways, including
through our company intranet, “town hall” meetings, Employee Resource Groups and companywide opinion surveys.

We launched our first truly global intranet- K Connect - in 2012, and it has significantly strengthened our efforts
to create a cohesive, unified team among our employees, who are spread out across the globe. K Connect replaced
several separate, regional internal websites. Now all Kellogg employees with access to computers can stay better
informed about our activities in all of our regions. On K Connect, employees can read, watch and listen to Kellogg
news more easily, find company policies and procedures, and use an enhanced search feature for employee and
company information. The system also enables social media-like interactions, the option to “like” and “share”
specific pages and news items, and the ability to collaborate more easily across geographies.

Also in 2012, we completed another Global Opinion Survey of employees. We wanted to get feedback on a wide range
of topics, as well as assess our progress on several priority areas that arose out of the survey we conducted in 2011.
In the 2011 survey, we learned that we needed to make clearer connections between employees’ work and the com-
pany’s Vision and Purpose, increase our efforts to engage with manufacturing plant employees and help employees
better achieve work/life effectiveness. In response we implemented several initiatives, including, for example:

- refreshing our company Vision and Purpose and communicating it to employees,
- implementing a new development program for plant managers and supervisors, and
- providing employees with work/life effectiveness approaches and solutions.

We received more than 22,000 responses to our 2012 survey, for a 75 percent response rate. (This response rate is
the same as we saw in our 2011 survey and is typical for a company the size of Kellogg.) The results showed that we
have been successful in communicating a compelling Vision, Purpose and strategy. In addition, we were pleased to
see improvements in job satisfaction and positive company perceptions among manufacturing employees, which
had been a particular area of focus for us. In fact, on more than 20 items in this year’s survey, the responses revealed
significant improvement compared to last year among these employees.

In addition, the 2012 survey told us that work/life effectiveness remains a challenge, and we need to do more in this
area. We also heard that employees desire better relationships with their supervisors - that there are opportunities
to improve two-way communication. And, learning and development options need to be more easily accessible.

In light of these opportunities, senior management developed a plan for improvement that focuses on work/life effec-
tiveness, manager effectiveness and manufacturing excellence. In the area of manager effectiveness, for example, we
implemented a new Manager as Communicator resource, refreshed our business leadership model and are devel-
oping a new manager evaluation tool, among other initiatives. (See the Talent Management page for more on these
initiatives.)
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Employee Engagement, cont.

Integrating Pringles Employees

On May 31, 2012, we finalized the purchase of Pringles from Procter & Gamble - the second-largest acquisition
in our company’s 108-year history. That day, approximately 1,700 Pringles employees joined Kellogg Company.
But we began welcoming these employees to Kellogg several months before that, when we first announced the
acquisition in February 2012.

Our people have always been our greatest asset, and the individuals affected by this acquisition warranted
special attention. There was much to be done, from sharing Kellogg Company’s culture and values to managing
the practical details of setting up payroll, benefits and technology for each new person. To make sure informa-
tion was readily available, Kellogg created a password-protected website for Pringles employees, where we
regularly posted updates and information guides about our transition activities. Kellogg leaders also visited
Pringles sites around the world to engage face-to-face with Pringles employees. And, our Human Resources
and Information Technology teams held in-depth “onboarding” events in all regions.

We celebrated together on May 31 with a spirit of fun and promise. Our senior leadership team welcomed our
new employees through a variety of audio and written messages, as well as “town hall” events at all key
Pringles locations. Across 72 global Kellogg locations, we shared Kellogg's® and Pringles® products and marked
the occasion with banners, t-shirts and posters. Across all sites, employees captured candid moments on video,
and we collected these clips into a Day One celebration video that commemorates this special day in Kellogg
history.

|
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Employee Safety

Employee safety has always been a core value at Kellogg. We want all Kellogg employees to work in safe and secure
environments and to return home safely each day. To fulfill this vision, we are developing world-class safety programes,
with an ultimate companywide goal of zero injuries and occupational illnesses.

Around the world, each Kellogg manufacturing plant, warehouse distribution center and office has its own safety
improvement goals, and these facilities track and report their performance monthly using our environmental, health
and safety (EHS) management system called Kellogg Cares About People & Planet, or K-CAPP

Beginning in 2012, people safety was added as a performance measure in our annual bonus plan program for peo-
ple managers and executives, in order to help us continue to build our culture of safety performance and deliver on
our safety goals.

We continue to engage employees at all levels in safety discussions through safety committees. We have site-level
safety committees at every manufacturing location, as well as country and business unit safety committees and a
Global Executive Safety Committee, chaired by Kellogg Company President and CEO John Bryant.

The progress we have made in recent years has been due to a variety of programs and efforts. Our recent work to
strengthen the company’s manufacturing operations, for example, included “people safety” as one of four key priori-
ties (along with food safety, customer service and financial excellence).

We also delivered EHS training programs throughout the year to further develop capabilities on everything from
ladder safety and proper lifting techniques to electrical hazards and vehicle-backing procedures. In Australia, for
instance, we launched a new training program in June 2012 to address manual handling issues - i.e, lifting, bending
and reaching. As a result of this program and other initiatives, we saw fewer of these types of injuries in Australia in
the second half of 2012.

We have worked hard to ensure that our product distribution staff - who often work in our customers’ retail loca-
tions - can do their jobs safely. One improvement we have been implementing at certain customer locations in the
U.S. for example, is storing back stock on rolling carts rather than high shelves. The carts, which are unique to
Kellogg, eliminate the safety risks involved with using ladders or machinery to retrieve the product. More than
7,000 of these carts are now in use.

The Safety 7

Launched in 2012, our “Safety 7" initiative was developed to
continue building a strong safety culture at Kellogg. Our business
leaders focus on these priority areas when they visit our manu-
facturing plants. While the Safety 7 in no way represent all of our
risks or areas of regulatory requirement, they are key priorities
because they align with other critical efforts (such as food safe-
ty), are an area in which we have experienced incident trends, or
represent areas of higher risk in our operations.

Employee Practices
Facilities and Maintenance
Housekeeping Hazards

Hazardous Energy
Working at Heights
Chemical Use
Hand Safety

!As mentioned in previous reports, we traditionally worked toward a 15 percent improvement each year in our overall safety metrics. In 2012 we
shifted to a different model, whereby each location has its own goal, as determined by its past performance. For example, locations that have a Total
Recordable Incident Rate (TRIR) below 1 have a target to stay below 1; locations with a TRIR between 1 and 1.99 have a target of 10 percent year-
over-year improvement; and locations with a TRIR between 2 and 2.99 have a target of 20 percent year-over-year improvement, etc.
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Employee Safety Performance

We achieved significant safety progress in 2012 - progress that reflects the enthusiasm and hard work of our team
members at Kellogg locations around the globe.

Companywide, our Total Recordable Incident Rate (TRIR) decreased 19 percent in 2012 compared to 2011; it was
down 45 percent compared to 2008. Our Lost Time Incident Rate decreased 23 percent in 2012 compared to 2011;
it was down 44 percent compared to 2008.

In addition, more than 100 Kellogg locations globally (manufacturing sites as well as sales and administrative office
locations) had a TRIR under 1.0 in 2012. We are very proud of this accomplishment; it is a tribute to the leadership
and commitment of all of our employees.

And, many of our facilities have maintained this kind of performance for a long time. As of year-end 2012, for exam-
ple, our Zanesville plant in Ohio had gone 2,266 days (i.e, more than 6 years) without a lost-time incident.

Similarly, our Charlotte bakery in North Caroling, as of year-end 2012, had gone 1,302 days since their last lost-time
safety incident and 714 days since their last recordable incident. The Charlotte facility has also perfected the art

of celebrating their safety successes; for example, they lead “safety marches” through the plant and host employee
appreciation events to mark safety milestones. These types of celebrations help to build teamwork and ensure that
employees stay motivated about safety.

11
2
24 55 09 09
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2008 2009 2010 2011 2008 2009 2010 2011
TOTAL RECORDABLE LOST TIME
INCIDENT RATE!? INCIDENT RATE?

1Total Recordable Incident Rate = (the total number of recordable cases x 200,000 hours)/total
labor hours worked. In this formula and the one below 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.

2Lost Time Incident Rate = (the total number of incidents that resulted in days away from work
x 200,000 hours)/total labor hours worked.
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Employee Safety Performance, cont.
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Diversity and Inclusion

To ensure our success in the marketplace, it is essential that we understand
our consumers - who they are and what they like and value. To do that well,
we need a workforce that mirrors the diversity of our consumers. We also
want a corporate culture in which all employees feel included and valued at
work and inspired to do their best. We see both diversity and inclusion as key
drivers of business success, and we are working to accelerate our progress
toward a more diverse and inclusive workforce.

We hold our leaders accountable for diversity and inclusion performance and

provide good visibility into their progress by including diversity and inclusion

in their annual performance evaluations. In addition, all people managers have individual performance development
plan objectives relating to diversity.

To foster diversity at the highest levels of our company, we hold a worldwide talent review across our organization
each year. This process includes a review of diversity metrics. As an outcome of this succession planning, we make sure
we have the right training, development and mentoring programs in place so that candidates of all backgrounds are
prepared for future career progression.

In the U.S,, our seven Employee Resource Groups (ERGs) offer one way for employees to engage with each other and
with Kellogg. The ERG for veterans - K Vets & Supporters - was launched in 2012 to honor military service and
strengthen the company’s ability to effectively recruit and “onboard” veterans (see p. 57). In 2013, our ERG for female
employees, called Women of Kellogg, is looking to expand engagement with their Kellogg colleagues in Canada. We
also have 13 permanent Diversity and Inclusion (D&l) Councils - 12 in the U.S. and one in Canada - which work to
foster D&l in particular functional areas of the company.
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Diversity and Inclusion, cont.

In 2012 we formed a new Latino Engagement Council (separate from our Latino ERG). This group brings together indi-
viduals from an array of functions - Marketing, Sales, Human Resources, Supplier Diversity, etc. - to develop recom-
mendations for how to better engage with Latinos in our workplace and in the marketplace. Going forward, we hope to
set up similar Engagement Councils for other demographic groups of growing influence.

Also in 2012, Kellogg's Corporate Citizenship Fund provided $100,000 in grants to a number of nonprofit organiza-
tions that promote diversity and inclusion, including the following:

- Casa Central, a social services agency focused on improving the lives of Latinos in the Midwest
- National Council of La Raza, the largest Hispanic civil rights and advocacy organization in the United States

- National Urban League, a civil rights organization dedicated to elevating the standard of living in historically
underserved urban communities

- Organization of Chinese Americans, a national group dedicated to advancing the social, political and economic
well-being of Asian Pacific Americans

- Parents, Families and Friends of Lesbians and Gays (PFLAG), a nonprofit group promoting the health and well-being
of lesbian, gay, bisexual and transgender persons and their families and friends, through support, education and

advocacy

- Wounded Warrior Project, a nonprofit providing programs and services to injured service members as they
transition to civilian life

In addition, we gave $75,000 to the National Association for the Advancement of Colored People (NAACP) for the tenth
Kellogg’'s NAACP Law Fellows Program.

For more information on Kellogg Company’s diversity efforts, see our diversity and inclusion report, called Features,
at www.kelloggdiversityandinclusion.com.
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Diversity and Inclusion, cont.

Our Commitment to Veterans

In 2011 and early 2012, Trevor H., a Marine Reservist from Battle Creek, Michigan, was deployed to Afghanistan,
leaving his wife, family and job at Kellogg’s Battle Creek plant behind. After his assignment, he returned home
safely to a new baby and to Kellogg Company teammates eagerly awaiting his arrival.

Because of the support provided by Kellogg before, during and after his tour of duty, Trevor nominated his su-
pervisor and Kellogg Company to receive a Patriot Award, which recognizes individuals and organizations that
provide extraordinary support and cooperation to citizens who serve in the military. The award was bestowed
by the Employer Support of the Guard and Reserve (ESGR), an agency of the U.S. Department of Defense, at a
ceremony in August 2012.

We were honored to receive this recognition, as we have a long-standing tradition of valuing and supporting
military veterans. Most recently, this support was manifested in the establishment of the K Vets & Supporters ERG.

K Vets & Supporters was founded by two employees who know firsthand the many positive qualities and useful
skills that military veterans can bring to a civilian employer. Jason S, who works in Sales at Kellogg, graduated
from West Point Military Academy in 1994 and served in the U.S. Army until 2000. Greg M., who works in our
International Snacks function, served in the U.S. Navy from 1985 to 1991 and then was a reservist until 2006.

“Veterans have great planning and organizational skills, good communication skills, the ability to properly define
goals and motivate others to achieve those goals, and the ability to stay calm under pressure,” said Jason. Greg
added: “Veterans also have great discipline, a commitment to diversity and inclusion and a desire to win." He said
he hoped the K Vets & Supporters ERG would increase employees’ understanding of the military and help dispel
stereotypes about veterans being rigid or strict.

Like all ERGs, K Vets & Supporters is open to all Kellogg employees, though it primarily seeks to honor and sup-
port the almost 800 current U.S. employees who have self-identified as service veterans. While the ERG currently
operates only in the U.S, the plan is to expand it globally to celebrate and recognize Kellogg employees who have

served in the military in their own regions.

This new ERG complements our other efforts to support veterans, such as our donations to the Wounded
Warrior Project and our purchase of goods and services from companies owned by disabled veterans.

1To protect the privacy of our non-executive employees, this report uses first names and last initials only.
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Diversity Recognitions and Data

We're proud of our efforts to create a diverse and inclusive corporate culture, and we have been honored by numer-
ous outside organizations. In bestowing Kellogg with the special award “Top Companies for Diversity - Management
Progress,” Diversitylnc noted our inclusion of diversity among our leaders’ bonus plan metrics, our active Employee

Resource Groups and our strong supplier diversity program, among other accomplishments.

Diversitylnc 2012 Top 50 Companies for Diversity
and Top Companies for Diversity - Management Progress

Human Rights Campaign Employer Support of the
Corporate Equality Index Guard and Reserve
100% Score Patriot Award

9
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Diversity Recognitions and Data, cont.

Kellogg Board of Directors

9 MEN

4 WOMEN

11 CAUCASIAN 1 HISPANIC 1 AFRICAN-AMERICAN
o000 o ]

(XN N
o000
Global Leadership Team

7 AMERICANS

4L EUROPEANS

1 AUSTRALIAN -

1 CANADIAN - 10 MEN

1 LATIN AMERICAN - 5 WOMEN
1 ASIAN -

U.S. WORKFORCE

65% MEN 35% WOMEN

699% CAUCASIAN 31% PEOPLE OF COLOR
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Labor Standards

We respect the laws of the locations in which we operate. And, we continue
to maintain high labor standards at all our facilities around the world and to
uphold and protect the basic human rights of our workers. We do not tolerate
child labor or forced labor, and we have not identified any Kellogg-owned
operations at which there is a risk for these types of problems.

We regularly audit our manufacturing and distribution facilities to ensure
compliance with government regulations and Kellogg policies relating to
employment practices. We also occasionally contract for external audits (in areas
such as the administration of benefits and payroll) to confirm our compliance.

We carry our commitment to high labor standards through to our suppliers through our global Supplier Code of
Conduct. This Code requires suppliers to treat their employees with fairness, respect and dignity and to promote a
work environment that is free of harassment, discrimination, child labor, forced labor, corporal punishment or other
forms of physical coercion. For more on this topic, see the Responsible Sourcing page of this report, as well as our
corporate website.

Collective Bargaining

About 25 percent of Kellogg Company’s North American workforce is represented by unions. During 2012, we
negotiated 26 collective bargaining agreements covering approximately 3,000 workers.
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Talent Management

All companies face the challenge of matching the right person to the right job and then developing the talents and
capabilities of those employees so they can simultaneously grow in their careers and help grow the business.

In 2012, Kellogg embarked on a project to transform our global recruiting capability - to improve the way we attract,
select and onboard talent across all Kellogg locations. We have implemented a consistent recruiting and onboarding
approach that leverages advancements in applicant tracking technology, social medigq, direct sourcing and recruit-
ing analytics. We also refreshed all interview training and selection guides for hiring managers, simplified the online
application for internal applicants, and introduced a new global assessment tool for external candidates. In addition,
in the U.S. recruiting was moved back in-house, such that all hiring for salaried, professional roles is now managed by
a dedicated Kellogg Recruiting team.

As part of this project, we also took the opportunity to enhance
our global employer brand - allowing us to better showcase
Kellogg as an employer of choice both internally and externally. A
key component of this was the launch of the new Kellogg Careers
website, in tandem with the rebranding of all recruitment materi-
als and recruiting-focused social media sites.

By the end of 2013, all of our global regions will have implement-
ed these significant recruitment changes.

We are already experiencing benefits from these enhancements,

including reducing the time and cost needed to hire new employees and better consistency in our recruiting and
sourcing strategies. The new approach is also achieving high satisfaction ratings from managers about the quality of
hires and service levels. And, the rebranded careers website has seen a 122 percent increase in visitors. Finally, we are
pleased to have increased the percent of positions filled by internal Kellogg employees, showing that we truly value
Kellogg experience and are promoting a “grow from within” culture.

Also in 2012, we continued to build a cohesive leadership team through our Global Learning & Insights Community
(GLIC). Established in 2011, this coalition of 150 senior leaders from across Kellogg seeks to strengthen our ability to
share knowledge, gain insights, build capabilities and drive greater alignment around goals and priorities company-
wide. GLIC members gather each year to discuss and align on key issues that will help Kellogg to achieve its Vision of
enriching and delighting the world through foods and brands that matter. In 2012, GLIC members discussed our busi-
ness strategy, emerging markets, cutting-edge innovation and consumer dynamics, among other topics.

As planned, we also launched Great Start, our new global onboarding program, in 2012. Great Start incorporates all
that is necessary for an employee to get off to a strong start at Kellogg, including everything from our history to our
brands to our Talent Management practices - all delivered by our own leaders. To accompany the live experience all
employees receive, we are also unveiling an online global onboarding portal that will allow employees to access the
information they need to begin their career journey at Kellogg.
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Talent Management, cont.

And, we unveiled a new success model for Kellogg employees, called K Power to Grow. This model outlines the
behaviors necessary to achieve our Vision and bring our strategy to life. As this is being rolled out on a phased basis
beginning in 2013, we'll provide more information in our 2013 report.

Finally, in response to our 2012 Global Opinion Survey results we developed tools to help our employees balance their
work and life. Our new work/life tools, web portal and employee and manager resource center launched in January
2013 and will provide valuable information and resources to our employees.

Also in response to the Global Opinion Survey, we developed and implemented Manager as Communicator, a special
online portal designed to help busy Kellogg people managers become stronger, more confident communicators. The
Manager as Communicator site features a mix of information, resources and easy-to-use tools that managers can put
to use every day in communicating with their teams. The site is updated regularly.

As reported last year, we introduced a Supervisor Success program in 2011 in our manufacturing plants. More than
75 percent of all U.S.-based Kellogg plant managers and supervisors completed this program in 2011 and 2012. The
program covers an array of management, leadership and employee development skills, tailored to the plant
environment. In 2012, we renamed the program Leadership Essentials and rolled it out in Latin America and Asia.
Leadership Essentials will enable plant managers and supervisors to continue to broaden their skills, and will engage
them more directly in the success of the company.
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Employee Well-Being

Kellogg was founded on a strong belief in the importance of nutrition and exercise in promoting well-being, and over
a century later, that belief remains at the heart of our business. We encourage our employees to bring that heritage to
life every day by balancing the “calories in/calories out” equation.

The health and wellness of employees is important to Kellogg not only because it benefits our employees as individu-
als, but because it benefits us as a business. A healthy, active lifestyle can help to curb rising health care expenses, for
instance.

Our wellness and benefit program offerings vary by country, so that we can meet employee needs in each location
while complementing (but not duplicating) services and coverage offered by government-run programs. In the U.S,, our
Feeling Gr-r-reat™ health management program focuses on prevention, fitness and wellness. Through this program,
our U.S. employees can get flu shots, undergo health screenings and health risk assessments, and participate in health
challenges and weight-loss programs, among other things.

This year in the U.S., we put an intense focus on getting our sales and distribution employees - who work all over the
country - more engaged in our Feeling Gr-r-reat program. For the first time, for example, we offered onsite biometric
health screenings to our distribution employees in 20 U.S. locations. Overall, almost 11,500 U.S. employees participated
in our onsite health screenings in 2012, which is the highest annual participation since the program’s introduction.

We have also set up a Feeling Gr-r-reat Ambassadors Network, made up of more than 100 employees who are passionate
about health and wellness. These employees are helping to spread the word and encourage their peers to take part in
Kellogg Company'’s Feeling Gr-r-reat programs.

In Canada, health and wellness initiatives include the
Creekbank K Club, the London Health Centre and an
employee gym membership reimbursement policy.
The initiatives offered to Canadian employees include
fitness classes and challenges, personal fitness
assessments, health screenings, flu shots, nutrition
campaigns, wellness-related “lunch and learns” and
a sponsored Weight Watchers® program.

In Australia, our employees participate in a unique

initiative called “R U OK? Day.” This national program

is aimed at inspiring people to regularly ask each

other how they are doing and to provide support In September, our Feeling Gr-r-reat team sponsored National

and encouragement when needed. Kellogg Australia Kellogg Wellness Day, and Kellogg offices around the U.S.

also offers an Employee Assistance Program - a free celebrated this day in different ways. At our headquarters in

voluntary and confidential counseling service for em- Battle Creek, Michigan, for instance, we held a group walk and
. . . set up a fruit and water snack break for employees.

ployees facing personal challenges. A similar service

is available to our U.S. employees.
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Employee Well-Being, cont.

Encouraging Strong Starts

As an extension of Kellogg Company’s sponsorship of the U.S. Olympic and Paralympic

Teams, Kellogg employees in the U.S. were invited to submit an essay describing their or a
family member’s athletic potential and how a strong start to the day - including good nutrition
- is important to pursuing that potential. Winners received a prize and internal recognition.
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Case Study: Pulling Together
During a Natural Disaster

After the catastrophic earthquake (and subsequent tsunami and
nuclear reactor meltdowns) that devastated Japan in March
2011, Kellogg Company responded in the best way we knew how
- by donating a total of $500,000 in food and funds to humani-
tarian organizations operating in the hardest-hit areas.

At the same time, our employees in Takasaki, Japan, had to
address the earthquake’s impact on our manufacturing facility
there. Getting the plant back up and running was not just import-
ant to our business - it was critical for the people of Japan, who
needed food, especially shelf-stable products such as cereal.

While our plant’s problems were minor compared to what some Left to right: Hisashi S. (Production Control Manager),

in the country were facing, they were not insignificant. In fact, it Hidetaka 0. (Production Manager), Hitoshi |. (ER & Admin
. Manager), Mineo I. (Purchasing Manager)*

required a tremendous amount of teamwork and hard work to

get the plant operational.

In 2012, Kellogg Company gave a W.K. Kellogg Values Award to the Takasaki facility’'s Procurement and Production
teams, for their “above and beyond” contributions during this crisis. The W.K. Kellogg Values Award is our company’s
highest honor. Named for our founder, the award recognizes employees who consistently model our K Values™ while
making significant contributions to our business results.

“All of the Takasaki employees demonstrated enormous respect and care for one another - and for the business -
during this period of adversity,” said Masumi S,, Kellogg Company’s supply chain director for the region.? “They also
really showed a passion for ensuring that the business carried on successfully, which was no small matter.”

Takasaki is an inland city in the Gunma Province of central Japan. Despite being more than 300 miles from the epi-
center, our facility there sustained some earthquake damage, including broken windows, compromised water- and
air-supply pipes and cracks in the ceiling and walls, among other problems. The quake occurred on a Friday, and by
Saturday - a day when the plant was typically closed - numerous employees and contractors were onsite to survey
the facility and begin repairs. It was soon determined that the plant did not sustain any severe structural damage,
and all necessary fixes were completed in less than a week.

But several additional challenges quickly arose. First, the plant’s inventory of cereal box liners typically came from
supplier companies in eastern Japan - companies that were wiped out by the earthquake and tsunami. The Kellogg
plant's Procurement team acted quickly and found an alternative supplier in Korea, and then worked tenaciously
to arrange an airlift of the new liners. Then, the Production team tackled the task of adjusting and recalibrating the
packing machines so that they would work properly with the new (and slightly different) liners.

To protect the privacy of our non-executive employees, this report uses first names and last initials only.
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Case Study: Pulling Together
During a Natural Disaster, cont.

The second challenge was the availability of electricity. Due to the Fukushima power plant shutdown, the Japanese
government had to ration power, which for the Kellogg facility in Takasaki meant going four hours without electrici-
ty each day (in two separate two-hour stints). This affected all of the plant’s employees, as it meant altering produc-
tion schedules from regular shifts five days a week to shorter (but more numerous) shifts seven days a week.

“The Production employees accepted these new arrangements without complaint,” said Hidetaka O, the plant’s pro-
duction manager. “They said, ‘We will do whatever we have to do, no matter the situation.’ It was amazing.”

The third and final challenge involved protecting against possible radiation in incoming ingredients and packaging
materials due to the reactor meltdowns. The radiation levels of all incoming materials and ingredients were carefully
tested, and the atmosphere in the plant was also continuously tested., No radiation was discovered.

In the face of these difficult circumstances, the Takasaki team performed admirably. Production schedule meetings
were held every day, to discuss in real time how to allocate materials, labor and electricity to best advantage. And,
no safety incidents were reported during this period. Ultimately, production levels were restored to normal within
just one month, with no loss of quality in the finished product.

“The plant employees’ positive, can-do spirit, quick actions in finding solutions, and passion for the business made
them great role models -and highly deserving of the W.K.Kellogg Values Award,” said Masumi.“They truly inspired us.”
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ENVIRONMENT

It is widely agreed that humankind is using the Earth’s natural resources faster than they can regenerate, and that
everyone - including companies in every industry as well as consumers worldwide - needs to play a part in building a
more environmentally sustainable society. This section describes Kellogg Company’s efforts to minimize our environ-

mental footprint and develop more sustainable solutions.
Water Use

Our Manchester, U.K, plant reduced its water
use by 26% in 2012, in part by installing a
reverse-osmosis system that enables treated
“gray water” to be used for cooling.

Energy Use and GHG Emissions

Seven of our U.S. bakeries once again earned the
U.S. Environmental Protection Agency’s Energy
Star certification.
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Environment Highlights

Environmental Management

In 2012, our European business completed
a social and environmental sustainability
assessment for our entire value chain, to
better understand risks and set priorities.




