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About THIS REPORT conmnues

OUR VALUE CHAIN | We have also evaluated the boundaries of these material topics, identifying where the impacts of each occur in our value chain.

Research &

Development

Creating
great-tasting,
high-quality foods
that nourish and

delight families

Nourishing
With Our
Foods

Feeding
People In
Need

Nurturing
Our Planet

Sustainable agriculture

Living Our

Values

Agriculture Suppliers Manufacturing Marketing Distribution
Working with Purchasing & Packaging & Sales Storing and
farmers who ingredients Preparing and Creating delivering
plant, care for  for foods and packaging excitement for foods
and harvest materials for foogs and purchase of
crops packaging our foods

Food quality and safety

Health and well-being
Responsible

marketing
Transparency
Food loss and waste
Food security

Climate change

Food loss and waste

Natural resource conservation

Sustainable
agriculture
Business ethics and compliance

Diversity and inclusion

Human rights

Customers Consumers
Working with Enjoyindg our
retailers and oods

others to make
our foods
available

Health and well-being

Responsible marketing

Sustainable agriculture

Our GRI index provides additional information on economic, environmental and social topics, as well as topics specific to the food processing sector.

Helloggs

End of Life
Recyclin
y

or proper
disposing
of the
packaging
from our

foods

Food loss and waste

Natural
resource
conservation
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“WITH OUR FOODS;

\

\

Every day, millions of people in more than 180 countries invite us into their homes and to their tables. They trust Kellogg and our brands to

provide their families with great-tasting, high-quality foods. A key part of this trust is our company’s reputation for developing innovative,
delicious and nutritious foods.

Our founder, W.K. Kellogg, revolutionized the food industry by creating a better-for-you breakfast category. His grain-based, ready-to-eat
cereals provided families with accessible, affordable nutrition. Today, our portfolio has expanded considerably to include snacks and frozen
foods. These priorities, along with our company’s purpose of nourishing families so they can flourish and thrive, continue to energize our team to
meet the high expectations people have for our foods and company.

|
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David Acheson, M.D.,
Founder and CEO,
The Acheson Group

Dr. Acheson has more than
30 years of medical and food
safety experience. He is the
former Chief Medical Officer
for the U.S. Food and Drug
Administration. Prior to that,
he served in the same role at
the U.S. Food and Drug
Administration’s Center for

Food Safety.

Helloggs

Meet our Food Safety Advisory Board

James Atkinson, CEO,
Atkinson Consulting

Mr. Atkinson retired as Vice
President of Operations for
Kraft Foods. He understands
every aspect of food safe-

ty, beginning his career as

an hourly employee at the
company and working in a wide
variety of roles of increasing

responsibility for 34 years.

Larry Keener, President
and General Manager,

International Product Safety
Consultants (IPSC), Inc.

Mr. Keener has worked
extensively on the development
and implementation of food
safety, quality, sanitation and
regulatory compliance programs
for food companies around the
world. At IPSC, he focuses on
food safety and technology

solutions.

Getting an external point of view, especially around something as critically important as food safety, makes good sense. This is the purpose of our External
Food Safety Advisory Board. This group of four distinguished experts augment the work of our internal team, advising us on all matters of food safety.

Martin A. Philbert, Ph.D.,

Provost and Executive Vice
President for Academic Affairs,
University of Michigan

Dr. Philbert is also a professor

of toxicology in U of M’s School
of Public Health. His expertise

is in developing leading-edge
nanoplatforms to sense ions and
small molecules. He consults with
federal agencies on emerging
nanotechnologies, nanomedicine,

and health and safety.
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As a global food leader, we believe strongly in the important role our company and our foods play in fighting hunger and feeding potential.
Our passion for and commitment to this work comes to life in myriad ways through our Breakfasts for Better Days™ global signature cause
platform. These efforts integrate our nutrition hunger relief, sustainability and public policy work to address the critical worldwide issue of food
security. Together with our colleagues, customers, government leaders, partners and people who enjoy our foods, we are helping to make sure
there is enough food for everyone in a world with a growing population and increasingly limited natural resources. This work also supports our
commitment to the U.N. SDGs. In 2017, this work provided more than 637 million Better Days for people around the world.

|
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IN 2017, DONATED ~57o SERVINGS OF FOOD TO:

« FOOD BANKS

WE CREATED (e Bt M|LL|ON « BREAKFAST CLUBS

637 5 oo . DISASTER RELIEF
MILLION Lot I a0 e il ety *
G 586,772 anonursimion epucation

WORLD
"I15)d SUPPORTED FARMERS TO INCREASE

YIELDS, LIVELIHOODS
NEARLY AND CLIMATE RESILIENCY

ACHIEVED
EMPLOYEE AND RETIREE
7,45 VOLUNTEER DAYS
ENGAGED 66.7
MILLION PEOPLE
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Breakfasty
FOR BETTER DAYS

Since we launched Breakfasts for Better Days™ in
2013, Kellogg has provided more than two billion
servings of food to people in need. In October 2016,
we announced new commitments focused on creating
three billion Better Days for people around the world
by the end of 2025°. These commitments ladder up
to the U.N. SDGs, in particular Goal 2 to end hunger,

and include:

«  Donating 2.5 billion servings of food to people in
need, often in partnership with hundreds of food
banks, across six continents;

« Expanding feeding and nutrition education
programs so 2 million children can reach their
full potential;

Supporting 500,000 farmers, their families
and communities with climate-smart agriculture
practices to increase yields, improve climate
resiliency and reduce post-harvest food loss and
waste F;

+  Committing 45,000 Kellogg employee and
retiree volunteer days at local community food
banks, farms and breakfast programs; and,

«  Engaging 300 million people in our efforts to
address food security through promotions, online
engagement and social media participation.

OUR GOAL = CREATE THREE BILLION BETTER DAYS
BY THE END OF 2025

|
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PROVIDING SUPPORT
DURING DISASTERS

“When a crisis hits, we can count on Kellogg to
mobilize swiftly and to deliver quick and efficient
donations that are appropriate for our needs in the
early stages of a disaster. Kellogg is truly one of our
first responders.”

Patrick Crawford, Director of Disaster Services,

Feeding America

Unfortunately, 2017 saw multiple natural disasters,
from earthquakes in Mexico; to fires in the U.S,,
Canada and Korea; to hurricanes in the Caribbean
and the U.S,, including Puerto Rico; and mudslides
in Colombia. Kellogg provided millions of servings of

food and financial donations to support relief efforts.

NUTRITION EDUCATION

Ensuring that people have the food they need is one
part of the equation. Arming them with nutrition
information to take charge of their health is another.
Kellogg is providing people — especially young
people — with the information they need to fight the
interrelated issues of obesity and malnutrition.

When our Special K® brand learned that two
out of three young women are not getting the
nutrients they need to live life at full strengthg,
we knew we had to help. We forged a multi-
year global partnership with the United Nation’s
Foundation’s Girl Up™ and provided access to
nutrition

information w
to adolescent )

L { UNITED NATIONS
girls in 45 glr YN FOUNDATION

countries.

Our KNA Specialty Channels team piloted a
program with the Girl Scouts of Greater Chicago
and Northwest Indiana Council to reach young,
inner-city women who are not part of a traditional
Girl Scout troop. We provided a grant to help
build a curriculum around “STEAM” topics,
including science, technology, engineering, the
arts and mathematics. Kellogg volunteers led the
sessions and introduced these aspiring young

women to potential future careers.

I have a better understanding of nutrition and
how it affects my inner strength and sense of
self. As someone in recovery from an eating
disorder, it has totally changed how | view myself.
| understand now that nutrition fuels my strength
and allows me to be a better version of myself.

Gabriela, Girl Up participant
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Charitable DONATIONS

In the past five years, we have donated US$289.6 million.’

Product Donation (COGS) Cash Brand Philanthropy

2017

$55 o BYE $63.4
2016 5528
205 | S T T <77
2014 $40.4 $11.2 & $53.7
2013

361

(mpact we can haie
— et ey i lecal

oueh lthe world — i
iheugh oun food.
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SUPPORTING FARMERS, THEIR FAMILIES AND FARMING
COMMUNITIES ACROSS OUR VALUE CHAIN

SOURCING

Responsibly

CORN SUGAR CANE
WHEAT FRUITS
RICE PALM OIL
POTATOES VANILLA
SUGAR BEET COCOA

IMPROVING
More than 40

projects on- -the-
ground with farmers
around the world.

250,000

ACRES

in the U.S. positively
impacted with
sustainability programs.

Celebrating

10 YEARS

of partnership with
FARMERS

IN
COLOMBIA

_KRISPIS
who grow » 4\\
rice for g Sl

SUPPORTING

Farmers

Supported nearly

300,000

farmers including:

+ Nearly

20,000

smallholder farmers
in our direct

supply chain;

« More than

10,000

women smallholder

farmers and workers.

PROTECTING REDUCING

JMZAND UWater %Lad o(eOAA/AND

HEALTH UWaste

Co-chairing the
| somaen
ROWCROP | 'ACROSS THE
e VALUE CHAIN
3 NGOs and
9 MULTINATIONAL
COMPANIES

to improve soil health and
water quality in the U.S.
Upper Mississippi River Basin.

Participation in 5 Regional
Conservation Partnership
Programs (RCPP) with
USDA, securing $34 million

for U.S. farmers. CIMMYT

TECHNOSERV

Natural Heritage Initiative
is improving biodiversity and
pollinator health, starting in

. b ]
4 EU countries. WAGENINGEN
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