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We Are A Company with a Heart and Soul.

Every day, Kellogg employees work together to fulfill our vision of enriching and delighting the world through foods and brands 
that matter. The reason they matter is that we don’t just make delicious, high-quality foods. We’re also focused on making a 

difference. That’s why we are dedicated to nourishing with our foods, feeding people in need and nurturing our planet,
all while living our founder’s values. 

Our Vision
Enrich and delight the world

through foods and brands that matter
Our Purpose

Nourishing families so they can flourish and thrive

A Diverse and Inclusive Community of Passionate People Making a Di�erence

Nourishing
with Our Foods

Feeding People
in Need

Nurturing
Our Planet

Living Our
Founder’s Values

Culture for Growth
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When W.K. Kellogg gave away virtually all his wealth to the Kellogg Foundation in 1930, he created 
a legacy that lives on today. Not only does one of the world’s largest charities bear his name, but his 
legacy – and his values – also live on in the heart and soul of our company.

A legacy like ours is empowering and inspiring. Mr. Kellogg instilled in us his commitment to serving 
others and it’s been part of our DNA ever since. We’ve always viewed Kellogg as much more than a 
business…we’re a company with a heart and soul, here to make positive contributions to society.

But it’s not enough to want to do good. We must hold each other accountable to passionately work to 
make a difference. That’s why we’re as dedicated to fighting hunger and feeding potential as we are to 
delivering business success. Nowhere is this more evident than our global commitment to create
3 billion Better Days by the end of 2025 as part of our Breakfasts for Better Days purpose platform. 

Together with our employees, customers, consumers and other partners, we’re donating 2.5 billion 
servings of food to people in need, making sure 2 million children start the day with healthy breakfasts 
and supporting farmers around the world who grow our ingredients. Through Breakfasts for Better 
Days, we’re continuing Mr. Kellogg’s legacy by addressing critical sustainability issues like food
insecurity, inequality and the dangers posed by climate change. 

Because the current and future challenges presented by climate change to our company and the 
world are significant, we’re engaging with world leaders at events like the COP21 and COP22 
meetings to learn more about how our global food company can make a difference. Our ambitious, 
science-based greenhouse gas reduction targets are one way we are doing so. Committing to
introducing climate smart agriculture practices to 500,000 farmers – many of them women
and smallholders in developing and emerging countries – is another.

These developing and emerging nations are especially important to Kellogg as we continue responsibly 
growing our business. We know that we can only support our corporate responsibility or Heart and 
Soul priorities if we also continue to succeed as a company. To ensure we do so, we are pursuing four 
key business strategies articulated in our 2020 Growth Plan:

M
essage from the CEO

“We recognize that our 
voice is stronger and actions 
more beneficial when we 
partner with others.”

Win in Breakfast
Be a Global 

Snacking 
Powerhouse

Double Our 
Emerging Market 

Business

Win Where the 
Shopper Shops

John Bryant
Chairman and Chief Executive Officer
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33,000
EMPLOYEES

2016 SALES:
US $13 BILLION

1,600
FOODS

LEADING
CEREAL COMPANY

2ND LARGEST
CRACKER, 
COOKIE 
& SNACK
PRODUCER

LEADING
NORTH AMERICAN 

FROZEN FOODS 
COMPANY

FOODS MADE IN

21 
COUNTRIES*

MARKETED IN

180
COUNTRIESA
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People have high expectations of food companies. They want to know where their 
food comes from and how it’s made. They also want assurances that companies 
share their values, including making sure there is enough food for everyone.

Kellogg is more than a company. It’s a diverse and inclusive community of pas-
sionate people making a difference by:

With this approach, we are confident that we will continue to grow our busi-
ness responsibly and sustainably. To ensure we do so, the Social Responsibility 
and Public Policy Committee of our Board of Directors oversees our corporate 
responsibility strategy. Our Senior Vice President (SVP) of Global Corporate 
Affairs, who reports to our Chairman and CEO, is responsible for successfully 
implementing the strategy. This involves regularly sharing information with and 
gaining input from the Board Committee and other senior executives.

Within our company, numerous leaders are accountable for achieving specific 
corporate responsibility goals, based on their roles, such as our Chief Sustainabil-
ity Officer, who reports to the SVP mentioned above. These leaders have annual 
performance goals tied to the company’s Corporate Responsibility metrics.

Nourishing With Our Foods

Feeding People In Need

Nurturing Our Planet

Living Our Founder’s Values

*In 2016, Kellogg acquired Parati, a leading Brazilian food group.











2016/2017 Corporate Responsibility Report    |    11

Nourishing
• WITH OUR FOODS •

Millions of families across the globe – including our own – count on Kellogg for great-tasting foods that meet their needs. And these needs vary 
greatly. That’s why we are constantly listening, learning and evolving, and why we’ll always offer a variety of foods with diverse ingredients. But 
no matter which of our foods people select, they always can count on us for delicious, high-quality products.

For example, we’re working to remove artificial colors and flavors from our Kellogg’s® branded cereals, a variety of Kellogg’s® branded snack bars, 
and Eggo® waffles, by the end of 2018. We’ve already completed our work with Eggo® and continue to make progress with our cereals and snack 
bars.













2016/2017 Corporate Responsibility Report    |    17

breakfast pioneer and leader for 110 years, we know 
how vital it is that children start their days with a full 
stomach, ready to learn and be active.

•	 Partnering with Food Bank of Russia, Kellogg pro-
vides a nutritious breakfast to about 600 children 
in 18 schools, every school day, across five regions 
of the country. In a recent study, 75 percent of 
school staff surveyed said the breakfast helps 
students be more engaged and 99 percent asked 
us to continue the program.

•	 The Kellogg Australia Breakfast Buddies program 
helps provide breakfast to the one in seven kids in 
Australia who otherwise go without by providing 
breakfasts to schools, outback and indigenous 
communities, sporting clubs and other community 
groups that serve children.

•	 Kellogg Spain now has more than 1,000 children 
participating in 15 breakfast clubs around the 
country.

1

2

3

4

5

Fighting Hunger, Feeding Potential

In a world where there are more people and increas-
ingly limited natural resources, we are working hard to 
help ensure that there is enough food for everyone. 

We’re fighting hunger every day, as well as feeding the 
potential of people who are creating solutions to these 
challenges for generations to come. 

* This work is addressed in the Nurturing Our Planet
section of this Report

Donating 2.5 billion servings of 
food to people in need

Expanding breakfast programs to 
reach 2 million children

Supporting 500,000 farmers with 
climate smart agriculture practices* 

Committing to 45,000 employee 
volunteer days

Engaging 300,000,000 people in 
the issue

5 Ways We Are
  Fighting Hunger,
	    Feeding Potential

Alleviating Hunger 

Millions of people worldwide enjoy our great-tasting 
foods. These foods also play an important role in our 
efforts to reduce hunger. By the end of 2025, we will 
donate 2.5 billion servings of food on six continents 
through hundreds of food banks and other programs. 
These donations help those in need, either due to 
short-term or chronic hunger, or natural disasters. 
Donations like these also go a long way toward re-
ducing food waste and achieving the United Nations 
Sustainable Development Goal #2 to achieve Zero 
Hunger and Goal #12.3 to reduce food waste and loss.

School Breakfast Programs 

We’re deeply concerned about reducing child hun-
ger and will reach 2 million children by starting and 
growing school breakfast programs in more than 25 
countries including Australia, Brazil, Canada, Colom-
bia, Egypt, Italy, the U.K., Russia, and South Africa. 
At the same time, we’re continuing to help expand 
U.S. school breakfast program participation. As the 

Breakfasts for

Better Days
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•	 Even in the U.S., where government-funded 
school breakfast programs are in place, reaching 
children through these programs is a challenge. 
Kids don’t want to be singled out as needing free 
breakfast and schools often lack the infrastruc-
ture to provide breakfast to all students. Kellogg 
U.S.’s partnerships with Action for Healthy Kids, 
Food Research and Action Center and Share Our 
Strength No Kid Hungry help provide resources 
to bring a much-needed breakfast to 63,000 
students through breakfast-in-the-classroom and 
grab-and-go models in 250 schools.

•	 In Colombia, Kellogg supports breakfast programs 
in nine cities, reaching 3,400 children in 55 
schools and other community settings.

•	 In Egypt, Kellogg Company Fund provided 
support for a kitchen and catering facilities at a 
primary school in Cairo. Previously unemployed 
mothers of children at the school were trained to 
cook breakfast for 600 students each school day.

Creating 3 billion Better Days for people around the 
world isn’t something we can do alone, so we’re work-
ing with our employees, customers, suppliers, partners 
and inviting others to join us.

Employee Volunteerism

We’re especially excited to see our employees 
around the world helping to reduce hunger through 
their volunteer efforts. Employee volunteerism is an 
essential part of Breakfasts For Better Days. It allows 
our employees to see the great work our partners do 
and provides tangible help our partners need to deliver 
services. 

On World Food Day 2016, thousands of Kellogg 
employees in nearly 30 countries stepped up to 
fight hunger in a big way – volunteering at local 
school breakfast programs and food banks, and 
organizing food collection drives that benefitted 
more than 55 food banks globally. 

Here’s just one example, although there are hundreds 
more. In Ireland, Kellogg volunteers donated break-
fasts to commuters in Dublin in exchange for dona-
tions to the CrossCare Food Bank. Over five days, 
the team raised awareness of hunger in Ireland and 
donations to help feed those in need.
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Engaging People In The Issue

We’re also partnering with people who enjoy our foods 
to actively fight hunger. Kellogg’s U.S. Give a Child a 
Breakfast campaign is donating up to US$1 million to 
No Kid Hungry to support school breakfast programs 
for specially marked boxes of Kellogg’s® breakfast 
cereals sold through the end of 2017. Kellogg Rus-
sia’s Lenten campaign similarly encouraged people to 
purchase Kellogg products to support donations to 
children in need. 

Breakfasts for Better Days is our signature cause plat-
form. We’ve found that by focusing our efforts and re-
sources on one priority – fighting hunger and feeding 
potential – we can make the biggest difference. And 
because we know that a strong food banking network 
plays a key role in this issue, we recently supported a 
project that facilitates the sharing of best practices 
with members of the European Food Bank Federation. 
This, and our ongoing support of the Global Food-
banking Network, help our partners operate effective-
ly and make a difference to as many people as possible. 

We also continue to support the U.S. United Way 
campaign in the communities where we have oper-
ations. In 2016, Kellogg and its employees pledged 
US$5.5 million, nearly half of that – US$2.6 million 
– to our Battle Creek, MI headquarters community. 
Since United Way is a key partner with us in the fight 
against hunger, 25 percent of our corporate match 
goes toward this purpose, in support of our Breakfasts 
for Better Days commitment.

We’ll report on our progress against these new
2025 commitments in future Corporate
Responsibility Reports.

“The truth is, 
you receive 
much more 
than you give.”

- Jose, Kellogg Spain
















