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about kellogg company

With 2014 net sales of

$14.6
Billion

We are publicly traded (NYSE: K) and 
headquartered in Battle Creek, Michigan.
Kellogg Company manages its operations through 
eight operating segments based on product category 
and/or geography: U.S. Morning Foods; U.S. Snacks;  
U.S. Specialty; U.S. Frozen; Canada; Europe; Latin 
America; and Asia Pacific. 

To learn more visit www.kelloggcompany.com.

Kellogg is the world’s 
leading cereal company

largest producer of cookies,  
crackers and savory snacks

2ND

A leading  
north american  
frozen foods company

Kellogg’s®

Keebler®

MorningStar Farms®

Cheez-Its®

Pop-Tarts®

Kashi®

Pringles®

Eggo®

Bear Naked®

Nutri-Grain®

key brands

OVERVIEW
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our operations
1

Worldwide employees...................................................33,000

Number of countries where  
our products are marketed...............................................>180

Number of countries where  
our products are made............................................................ 19

Number of foods................................................................. 1,600

2014 net income attributable 
to Kellogg Company............................................ $632 million

2014 net sales..........................................................$14.6 billion

2014 shareholder return.................................................+10.3%

2014 diluted earnings per share......................................$1.75

2014 cash flow2.......................................................... $1.2 billion

2014 operating costs.............................................$13.6 billion

2014 capital expenditures...................................$582 million

2014 income taxes..................................................$187 million

2014 community investments..........................$53.7 million

manufacturing operations

1	 All data in this report are in U.S. dollars, unless otherwise noted.
2	Kellogg-defined cash flow is net cash provided by operating activities reduced  
	 by capital expenditures. The company uses this non-GAAP financial measure  
	 to inform management and investors of the amount of cash available for debt 		
	 repayment, dividend distribution, acquisition opportunities and share repurchases.

Countries with Kellogg manufacturing facilities

OVERVIEW
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our strategy

In November 2013, to help drive progress in all four 
areas of this business strategy, we announced Project K,  
a four-year efficiency and effectiveness program. 
Project K is expected to generate significant financial 
savings, which will then be reinvested in the business  
to help drive future growth. 

In 2014, as part of Project K, we worked to ensure that  
we are operating the right number of plants and 
production lines—in the right locations—to better meet 
our current and future production needs and the evolving 
needs of our customers. In North America, for example, 
we announced consolidations in both our cereal and 
snack networks, including the closure of several plants 
where we had excess capacity. At the same time, we 
opened a new Pringles plant in Kutno, Poland, and 
announced the construction of a new Pringles plant in 
Malaysia and a new cereal plant in India. 

Another key work stream of Project K has been our 
Global Business Services (GBS) initiative. GBS is helping 
Kellogg drive growth by simplifying work and innovating 
processes so that our Kellogg team worldwide can  
focus on making and selling great food. Through GBS, 
Kellogg has invested heavily in improved processes  
and ways of working, enabled by technology. Running 
our business more effectively and efficiently will deliver 
savings that allow Kellogg to improve gross margins and 
renew our position as a category growth leader.

Our corporate responsibility 
efforts can only thrive if our 
company thrives. On the business 
side, Kellogg Company is actively 
working to:

•	Win in breakfast
•	Become a global snacks leader
•	Expand frozen foods
•	Win in emerging markets

Several years ago, we conducted a comprehensive 
materiality analysis to identify our company’s key 
corporate responsibility issues. The analysis took into 
account areas of importance to both us and our 
stakeholders. We then organized these key issues  
into four categories, or pillars: Marketplace, Workplace, 
Environment and Community. The graphic on the 
following page illustrates where our key corporate 
responsibility issues arise in the various stages of our 
value chain. 

These issues and our four pillars have formed the basis 
of our corporate responsibility strategy and reporting. 
For this year’s report, we created a fifth section on 
Responsible Sourcing, which includes topics that span 
several of the other pillar areas. We have developed 
programs and initiatives to drive progress in each of the 
pillar areas, as described in this report. As discussed in 
the Environment section, for example, we developed four 
quantitative goals—for reducing normalized energy use, 
greenhouse gas (GHG) emissions, water use and waste  
to landfill by 2015—to help reduce the environmental 
impacts of our production facilities (see p. 61). 

We plan to update our materiality analysis and the 
graphic on the following page over the next two  
years as we prepare to report according to the Global 
Reporting Initiative’s new G4 standards.

OVERVIEW

our corporate responsibility strategy 
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corporate responsibility across the value chain

Addressing corporate responsibility strategically requires an understanding that the 
issues occur at multiple stages of our company’s value chain.

Marketplace 

Workplace

Environment

Community

Nutrition and Health

Key Elements Sourcing Manufacturing Transport Customer Consumer

Governance and Ethics

Diversity and Inclusion

Compensation and Benefits

Responsible Marketing

Packaging

Community Development

Employee Volunteerism

Consumer Information
and Labeling

Employee Learning  
and Development

Occupational Health  
and Safety

Sustainable Agriculture

Environmental Impact 
Reduction

Strategic Corporate 
Philanthropy

Product Quality
and Food Safety

Responsible Sourcing/
Supplier Diversity

Labor Statistics

OVERVIEW

OUR STRATEGY  »  CORPORATE RESPONSIBILITY ACROSS THE VALUE CHAIN
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Our 2020 Sustainability Commitments
Even as we continue to work toward our 2015 environmental goals, we recently announced a new set of  
2020 Sustainability Commitments, listed below and discussed in more detail in the Responsible Sourcing and 
Environment sections of this report. These new commitments represent our core values as a business, 
demonstrate the behaviors our consumers trust and expect, and reflect our desire to help communities and 
families thrive. 

To help guide us as we work to achieve the commitments, we have formed a new Sustainability 2020 
Governance Team. Made up of five senior executives and led by our Chief Sustainability Officer, the team will 
meet several times a year to assess progress toward the commitments, help inform strategic decisions and 
address any barriers to achieving progress.

Responsibly source, by 2020: 

•	Corn, wheat, rice, potatoes, sugar (beet and cane), 		
	 cocoa, palm oil, fruits (berries, raisins/sultanas) 		
	 and vanilla using a combination of certification and 		
	 documented continuous improvement  

•	Validate social compliance across all direct 
	 suppliers by 2015

Sustainable agriculture: 

Continue to help agricultural suppliers, millers  
and farmers to: 

•	Adapt and be resilient to climate change 

•	Optimize use of fertilizer inputs 

•	Estimate GHG emissions and measure  
	 continuous improvement 

•	Optimize water use and enhance watershed quality

•	 Improve soil health 

Smallholder farmers: 

•	 Identify the parts of our supply chain with  
	 smallholder farmers 

•	Build programs to help small-scale producers  
	 improve their livelihoods through agronomic  
	 practices and improved business skills 

Women farmers and workers: 

•	 Identify parts of our supply chain with a high 			 
	 prevalence of women farmers/workers 

•	Develop programs to provide resources and  
	 education that improve the livelihoods of  
	 women farmers/workers, their families and  
	 their communities 

Responsible Sourcing

Energy, by 2020:  

•	Expand use of low-carbon energy in our plants  
	 by 50% 

•	Reduce energy use and GHG emissions in our  
	 plants by an additional 15% (per metric tonne of  
	 food produced) from 2015 performance 

Water, by 2020: 

•	Support watershed quality 

•	 Implement water reuse projects in 25% of our plants 

•	Reduce water use in our plants by an additional  
	 15% (per metric tonne of food produced) from 
	 2015 performance 

Waste, by 2016: 

•	 Increase to 30% the number of our plants sending 		
	 zero waste to landfill 

Packaging: 

•	Maintain commitment to having 100% of our  
	 timber-based packaging from either recycled  
	 content or from certified sustainable sources  

•	Further implement resource-efficient packaging,  
	 as measured by improved performance for recycled 		
	 content, recyclability and food-to-package ratios 

Conserving Natural Resources

OVERVIEW

OUR STRATEGY  »  OUR 2020 SUSTAINABILITY COMMITMENTS
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key data summary

EMPLOYEE SAFETY

Energy Use  
(in gigajoules)

0 6.753.75 6.003.00 5.252.25 4.501.500.75

4.92–5.232015 Goal

2015 Goal

2015 Goal

2015 Goal

2014 5.70

2010 5.32

2013 5.84
2012 5.27
2011 5.38

GHG Emissions  
(in metric tonnes)

0 0.630.35 0.560.28 0.490.21 0.420.140.07

0.42–0.44
2014 0.48

2010 0.46

2013 0.49
2012 0.45
2011 0.46

environment 3

(data are per metric tonne of food produced)

Water Use   
(in cubic meters)

0 6.753.75 6.003.00 5.252.25 4.501.500.75

4.83–5.13
2014 5.33

2010 5.16

2013 5.39
2012 5.09
2011 5.13

Waste Sent  
to Landfill  
(in metric tonnes)

0 .0015 .0030 .0045 .0060 .0075 .0090 .0105 .0120 .0135

2014 .0080

2010 .0080

2013 .0090
2012 .0093
2011 .0092

.0085

Lost Time Incident Rate5

2013201220112010 2014

0.3
0.4
0.5
0.6
0.7
0.8
0.9

Total Recordable Incident Rate4

2013201220112010 2014

1.00
1.25
1.50

2.2

0.9

0.8

0.6

0.4

0.3

1.7

1.4

1.0 1.0

1.75
2.00
2.25
2.50

4	Total 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.

5	Lost time incident rate = (the total number of incidents that resulted in days away 		
	 from work x 200,000 hours)/total labor hours worked.

3	Our environmental data are for our global manufacturing facilities only. They do 		
	 not include our transportation fleet, offices or warehouses. The data for past years 	
	 have been adjusted slightly from our previous report, reflecting improvements in 		
	 our data gathering, tracking and auditing processes.

OVERVIEW

OUR STRATEGY  »  KEY DATA SUMMARY
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key data summary, continued

charitable contributions

nutrition6

Brand Philanthropy

2012

2014

$2.1 million

$2.1 million

2011

2013

$2.5 million

$2.6 million

2010

Cash Contributions

2012

2014

$11.1 million

$11.2 million

2011

2013

$11.6 million

$10.8 million

2010 $10.5 million

$2.9 million

2012

2014

$39.1 million

$40.4 million

2011

2013

$24.2 million

$47.6 million

2010 $18.5 millionIn-Kind Contributions

6	Data are an average of our six core markets, which represent the majority of our 		
	 worldwide sales. 

Percent of cereals with 10g or less 
of sugar per 30g serving

Percent of cereals with 150mg or less 
of sodium per 30g serving

Percent of sodium reduction in  
cereals (since 2007)

  

2007  /  77%

2014  /  84%

2020 goal  /  90%

  

2007  / 63%

2014  /  82%

2020 goal  /  85%

20142007

Baseline
year

2020 
goal

29%
30%

OVERVIEW

OUR STRATEGY  »  KEY DATA SUMMARY
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Our Food beliefs and commitments

1.	 We believe in the power of breakfast. 

2.	 We believe our grain-based breakfast provides a 	
	 superior start to your day.

3.	Because grains are at the heart of our breakfast 	
	 foods, we seek the very best grains, and we believe 	
	 the best grains are those that are sustainably grown 	
	 and responsibly sourced.

4.	We believe in providing great-tasting, high-quality 	
	 breakfast foods that delight families every morning.

5.	We are committed to contributing to a healthier 	
	 world through a journey of continually developing 	
	 better breakfast foods and encouraging a healthy 	
	 and active lifestyle.

These Food Beliefs, which are discussed further in the 
Marketplace section (p. 33), were developed to help 
reinforce the benefits of our Kellogg’s breakfast foods 
among consumers and to drive passion and advocacy 
for our foods among employees. Our implementation 
of the Food Beliefs includes a set of specific goals 	
for the increase of beneficial nutrients, such as protein 	
and fiber, and the reduction of sugar and sodium, in 
our cereal portfolio by 2020.

In early 2015, we announced our five 
Kellogg’s Global Breakfast Food Beliefs, 
which are as follows:

OVERVIEW

OUR STRATEGY  »  OUR FOOD BELIEFS AND COMMITMENTS






