




Welcome to Features, Kellogg Company’s annual publication highlighting our 
diversity and inclusion (D&I) efforts and accomplishments. 

In my first few days at Kellogg, I was immediately impressed with the level of diversity 
and inclusion here and the commitment to D&I conveyed as I met with employees 
around the globe.  From our Board of Directors to our Business/Employee Resource 
Groups (B/ERGs), it’s clear that D&I is of significant importance to the company, as it 
has always been for me. 

We’ve seen firsthand how a diverse, inclusive culture strengthens our workplace, 
marketplace and communities. D&I has been part of our company’s legacy, dating 
back to our founder, W.K. Kellogg, who was a pioneer in reaching across cultural 
boundaries. And D&I will fuel our future as well.  As you’ve already heard me say, it’s 
not just the right thing to do, it’s also the smart thing to do and a competitive 
advantage for our company.

The progress made under John Bryant’s leadership and supported by our Office of 
Diversity & Inclusion is extraordinary.  As we work to execute our strategy and build 
our categories and brands globally, we will need a workforce as diverse as our 
consumers, as well as a culture of inclusion and respect for others. This will drive 
business results through new insights and innovative ideas.

Our D&I efforts are worldwide – and worthwhile. I am privileged to join you in making 
our Kellogg world an even more diverse, inclusive, successful place. 

A message from

Our Chief
     Executive
               Officer



At Kellogg, a diverse and inclusive environment is inherent to our K Values. I’m 
proud of our culture of inclusion, which helps to ensure all employees feel included 
and respected. 

A workforce that is empowered to be our authentic “whole selves” enables us to do 
our best work, be more creative and achieve our full potential – which is good for all 
of us and good for our business.

This year, we worked toward many D&I goals, such as understanding bias in the 
workplace and how we can better manage it, raising cross-cultural awareness, 
building a more diverse supply chain via our supplier diversity efforts, and evolving 
our resource groups forward to officially becoming Business/Employee Resource 
Groups. 

As proud as we are of our progress, we know there is always more work to do. With 
your help, we will continue our global D&I efforts to ensure we’re an employer of 
choice for all and a company of choice for our customers and consumers.

Have feedback or an idea to share?  Drop us a line at 
diversity.inclusion@kellogg.com.

Thanks to all for your continued commitment to Diversity & Inclusion at Kellogg. 
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When Miriam O., Senior Talent 
Acquisition Advisor, first moved to 
the United States from her native 
Mexico at the age of 19, she did not find 
success alone. “I had great support from 
people helping me to learn English and 
get my first job,” said Miriam. It’s one of 
the reasons that the former Chicago 
resident is so involved with business 
employee resource groups, like HOLA! 
at Kellogg, and other community-based 
inclusion groups.

“I try to give back and to provide the 
support that was given to me when I 
came here,” she said.

Throughout her 10 years at Kellogg, 
Miriam has been involved in the growing 
Latino and Hispanic community at the 
company and is now co-chair of 
ChicagHOLA and, the local chapter of 
HOLA!.

Her work with HOLA! is not only about 
personal fulfillment, but also building up 
the entire company.

“I’m passionate about diversity and 
passionate about giving Latinos and 
Hispanics an opportunity because it is 
so good for the company,” she said. “It’s 
a huge opportunity for us. Latinos are 
the fastest growing minority in the US. 
The more representation we have, the 
more we will be able to capitalize on 
those markets.”

Miriam and other Research and 
Development leaders recently launched 
a Latino cohort within the R&D function 
with the aim of getting more people 
involved and building up the talent 
pipeline. The cohort now meets once a 
month to highlight the career paths of 
senior Latino employees, discuss 
various issues and find ways to support 
each other.

The cohort has been a great success so 
far, and has also allowed Miriam more 
personal contact with some of the 
employees she helped hire. “Knowing 
that, hey, you were looking for a job and 
– I didn’t do it alone – but I helped you 
get into the company,” she said. “It’s a 
part of my job that I absolutely adore.”

Francisco I. is proud to go to work 
every day. He not only serves as the 
Senior Manager of Finance (P&A) at 
Kellogg’s Latin America headquarters in 
Mexico, but has also been the co-chair 
of the K-Pride & Allies business 
employee resource group (B/ERG) since 
it launched in June, 2016. The group is 
focused on creating a culture of 
inclusion and acceptance of LGBTQ 
employees within Kellogg, and is working 
alongside other B/ERGs to advance 
diversity across the company.

“Being gay myself, it is something that I 
found amazing when I first heard about 
it,” he said of the K-Pride & Allies group. 
“I found it incredible that I was working 
for an organization where I am 
appreciated and where I can be fully 
myself.” Last year he marched with 
others from Kellogg in Mexico City’s 
Pride Parade, an unprecedented 
moment for him.

Francisco says that this open and 
accepting approach has not only been 
immensely rewarding on a personal 
level, but also drives business results by 
allowing employees to fully engage with 
their work, without the distraction of 
having to hide parts of their identity.

“We have to build an environment 
where no one feels they have to leave 
something of themselves at the door in 
order to contribute to the company,” he 
said. Since K-Pride & Allies was 
launched, he has seen discussions 
among colleagues about LGBTQ issues 
become more open and relaxed.

It’s important work for Francisco, both 
inside and outside of Kellogg office 
doors. Across Latin America, LGBTQ 
people still face serious issues of 
violence and discrimination. “We want to 
be a public forum within our community 
to send a message of diversity and 
inclusion,” he said.



Ben L., Talent & Diversity Director, 
understands the value that a mix of 
perspectives and personal 
backgrounds bring to a company. 
Since joining Kellogg in 2010 at the 
Manchester, U.K. office, Ben has worked 
to build a more diverse and 
well-rounded employee base and a 
more inclusive talent pipeline. 

As Talent & Diversity Director for 
Europe, one area of focus for Ben is 
gender balance across the region. In 
2014, he was involved in the U.K. launch 
of the Women of Kellogg (WOK), the first 
business employee resource group 
(B/ERG) outside of North America. There 
are currently plans under way to expand 
WOK to other European locations and a 
longer-term ambition to create 
additional B/ERGs with other 
diversity-focused objectives.  .

Ben also helped pioneer the Parenting 
Transition Coaching Program for KEU, 
which provides support to new parents 
through coaching sessions. The 
program teaches in-line managers and 
HR business partners how to better aid 
employees juggling new family priorities. 
As a new father, this initiative is 
particularly dear and near to his heart.   
While working to bring this benefit to the 
company, he has also leveraged it for 
himself.

“Having a diverse company culture 
serves as a strong competitive 
advantage and the more we can 
demonstrate this, the stronger we will 
be,” said Ben. “It is important that our 
employee base reflects our consumer 
and customer base, and we have to 
recognize the speed at which consumer 
and customer trends change, ensuring 
this is reflected and understood within 
our teams.”

While the world is moving fast, Ben and 
his team are also focused on long-term, 
lasting improvements in company 
culture. “Helping to drive better 
understanding, better appreciation and 
better awareness of diversity and 
inclusion requires time investment. 
Ensuring we rightly illustrate the priority 
of doing this – when there is so much 
going on – can be a challenge.”

Still, Ben and his team persist in looking 
for ways to push the diversity and 
inclusion agenda forward, whether it is 
through data-driven insights, B/ERGs, or 
stronger team resourcing. 

Yukari Inoue, Managing Director 
Japan and South Korea, learned 
about gender barriers at a young age.  
Unlike her male counterparts, she 
struggled to get employment letters 
after graduating college. After 30 years 
diligently working her way up 
multi-national companies, she learned 
how to “crack the glass ceiling” and is 
now dedicated to helping other women 
do the same. 

“The inclusion of women in senior 
leadership correlates to better business 
results,” said Yukari. “A diverse workforce 
that represents our consumers helps us 
to better meet their ever-changing 
needs.”

Kellogg has made significant strides over 
the last few years. Thirty-six percent of 
the company’s board of directors are 
female and the ratio of women on the 
Kellogg Japan leadership team has 
significantly improved. Currently, four 
women are part of the nine member 
team.

While there has been great progress, 
Yukari also points out there is much 
work to be done, especially in Asia, 
where strong cultural biases remain. 
According to the World Economic 
Forum, Japan ranked 101st out of 121 
countries in terms of gender equality. 

As the sponsor of Kellogg Asia Pacific’s 
Women of Kellogg (WOK) 
business/employee resource group, 
Inoue has helped the group work 
toward gender equality across the 
business. This year WOK launched two 
flagship programs, Wokmatch.com, – a 
mentoring program, and Life E-Coaching 
– an external coaching course for female 
leaders. WOK is also implementing 
unconscious bias training, new 
parenting toolkits and other support 
systems. 

“We need to inspire women to think 
differently and dream of a new future by 
providing role models, improve 
confidence through coaching and 
mentoring, and foster an inclusive 
corporate culture to accept failures,” she 
said. “All women have unique 
contributions to make and should be 
encouraged to succeed.”





This year marked the second time 
Kellogg Latin America marched in 
Mexico City’s annual Pride Parade, 
and the first year a Kellogg brand, 
Pringles, also participated. 

“We wanted to show that we are not shy 
anymore and that Kellogg is a proud ally 
of the LGBTQ community,” said Alberto 
O., Innovation Brand Manager and 
co-founder of the regional chapter of 
K-Pride & Allies, the LGBTQ-focused 
Business/Employee Resource Group. 

The team launched a Pringles activation 
at the June event, which included a 
rainbow-themed pre-parade digital 
campaign. The digital campaign’s hashtag 
– #CelebraTuSabor (or 
#CelebrateYourFlavor) – aimed to reflect 
and celebrate the individuality and 
diversity of perspectives within the 
LGBTQ community. At the parade, 
approximately 45 Kellogg employees and 
external aides helped to hand out 
sample Pringles products and wore 
branded t-shirts with supportive-LGBTQ 
messaging. 

Overall, the response was 
overwhelmingly positive. The campaign 
generated over 940,000 impressions and 
nearly 80 percent of posts were positive 
sentiments. There were some negative 
comments, but Alberto says that these 
differences in opinion are actually a sign 
of success. 

Between July 2015 and July 2016, 
Canada welcomed a record-breaking 
320,000 new Canadians to the 
country. That number is likely to rise, as 
immigration and refugee movements 
increase around the world. Chinese 
immigrants, along with Southeast 
Asians, make up the largest group of 
new arrivals to Canada.

For Kellogg Canada, a more diverse and 
inclusive consumer base that welcomes 
new immigrants is an important driver of 
growth. So, the Kellogg’s Masterbrand 
team set out in 2017 to give a special 
welcome to new Canadians.

First, Kellogg partnered with Welcome 
Pack Canada, a direct marketing 
program that distributes a free 
consumer and information package to 
new immigrants, reaching about 30,000 
newcomers with coupons and 
advertisements from a range of 
Canadian companies. 

The team also identified another unique 
opportunity in 2017, the “Year of the 
Rooster”, under the traditional Chinese 
calendar. 

To recognize the year, the team 
launched a special-edition Chinese New 
Year pack of Kellogg’s Corn Flakes cereal 
that used the brand’s iconic mascot, 
Cornelius the Rooster, in a stylized 
design referencing holiday traditions.  

The special-edition pack helped to raise 
household penetration for Kellogg’s 
Corn Flakes and won a design award for 
Best Brand Packaging at the Packaging 
and Consortium’s 2017 Canadian Lea-
dership Awards. 

“The Chinese Canadian community has 
made an immeasurable contribution to 
Canada,” said Lores T., Executive Spon-
sor of The Kellogg Canada Diversity & 
Inclusion Council. “The special-edition 
pack and our partnership with Welcome 
Pack Canada exemplifies our commit-
ment to welcoming new Canadians and 
helping nourish a great start for them 
and their families in Canada.”

“We knew we were taking a risk,” he said. 
“But that was the intention, to start a 
conversation.” The campaign brings 
some of the work KLA has done on 
LGBTQ equality internally to an external 
audience. Ultimately, these efforts are 
aimed at creating more diversity and 
inclusion within the organization and 
among its customer base.

“The work isn’t over yet,” said Alberto. 
“We still have a long way to go, but the 
most important learning from the cam-
paign was that we have to keep doing it.” 

The team is already planning to make 
next year’s event even bigger and better.







In many ways, the company’s 
diversity and inclusion efforts begin 
with the hiring process. As part of the 
new BOOM! Training in Kellogg Latin 
America (KLA), people managers take 
part in a Talent Acquisition module that 
includes diversity and inclusion 
education. Part of the module focuses 
on unconscious biases (positive and 
negative) that people hold and the effect 
on the hiring process.

The module was launched in August 
2017 by Nathalie G., KLA Talent 
Acquisition Manager, as part of a wider 
recruitment training, already reaching 
over 50 hiring managers.

The Talent Acquisition module’s 
unconscious bias training reviews the 
entire hiring process. “A manager’s 
biases can come out during the job 
interview, which is the foundation for the 
hiring decision,” said Nathalie. “But 
biases can also influence a decision 
during other parts of the process, 
including establishing the position’s 
requirements and screening candidates 
prior to an interview.”

This year Kellogg’s South Korea 
achieved an important milestone in 
its diversity efforts. For the first time, 
women now consist of half of executives 
and 40 percent of staff at the Seoul 
headquarters. This marks a significant 
improvement from 10 years ago, when 
there were no female executives. 
Recently, a female was appointed as an 
executive for the Finance Division, a rare 
occurrence in a field dominated by men 
in Korea. Over the past six years, three 
women were also appointed as the 
heads of the human resources, public 
relations and marketing divisions. 

Kellogg's HR policy to prioritize capability 
and leadership skills, apart from gender, 
is also being received positively. Kellogg 
Korea has a performance index, 
requiring leaders of each division to 
recruit and promote women at the 
same rate at which men are promoted. 

Managers are actively encouraged to 
support new parents through work-life 
balance programs like flex-time 
arrangements and early departure. In 
2017, Kellogg Korea also started an 
Unconscious Bias workshop for 
managers to examine unintentionally 
discriminatory behaviors. 

“Women need to be seen as colleagues 
who drive results for the organization, 
without subjecting them to 
discrimination and biases,” said Agnes 
C., Director of HR. “I hope that all of the 
members of our organization get to 
enjoy a great work environment and 
organizational culture.” 

Agnes, who became Kellogg Korea’s first 
female executive in 2011, sees strong 
organizational culture as an important 
gateway to building the next generation 
of female leaders. 

During the training, hiring managers 
learn specific examples of what 
unconscious bias looks like, whether it’s 
favoring a candidate based on where 
they live or went to school, or making 
assumptions about their abilities based 
on race, gender or age. 

The key, says Nathalie, is self-awareness. 
“We all have biases – it’s human nature 
to have them. You can never get rid of 
your biases, but you can mediate them,” 
she said. 

While the program is off to a strong 
start, Nathalie, who believes strongly in 
the power of diversity in strengthening 
teams, says there is still work to do on 
diversity and inclusion efforts in Latin 
America. “Gender balance has been a 
focus here in Latin America, and this will 
provide a blueprint for further 
commitment to other aspects of 
diversity. We are working on the 
inclusion part too, to make sure that 
people have what they need to flourish 
once they are here.”




