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Kellogg Company today released its sec-
ond global Corporate Responsibility
Report, a comprehensive accounting of
its strategies, key initiatives and future
direction in the environment, market-
place, workplace and community. 

“On what would have been our
founder’s 150th birthday, Kellogg
Company is proud to report on our con-
tinuing efforts to further W.K. Kellogg’s
legacy of building a stronger business
while doing the right thing for the envi-
ronment and society,” said David
Mackay, President and Chief Executive
Officer, Kellogg Company. 

Since its last report, Kellogg has
made good progress toward its environ-
mental goals by continuing to embed sus-
tainability practices into every aspect of
its business. Since 2005, the company
has decreased its energy use, greenhouse
gas emissions and water use per metric
tonne of food produced by 5.7, 8.9 and
7.4 percent, respectively, and decreased
total waste sent to landfill by 41.5 per-
cent per metric ton of food produced.

Important to this progress is the com-
pany’s focus on transportation-related
energy use and CO2 emissions. Kellogg
has decreased per-case fuel in its 

U.S.-operated truck fleet by 40 percent as
a result of designing more efficient routes,
restricting idling time and other efforts.
The company also recently increased the
amount of product on each truck to reduce
miles and save fuel. In addition, Kellogg
has worked with contract carriers to
reduce diesel fuel consumption by 39 per-
cent compared to 2005, or 10.9 million
gallons per year. Kellogg will continue to
focus on improvements in this area by
reducing the number of vehicles in its
fleet, continuing to drive fuel efficiencies
and other initiatives. 

Working with its partners and sup-
pliers to reduce their environmental
impact is also an important part of the
company’s corporate responsibility strat-
egy. Kellogg will continue to engage
with suppliers on this issue as a part of its
responsible sourcing framework, which
was launched in 2009 and is discussed in
detail in the report.

Along with these environmental
stewardship initiatives, Kellogg is also
making progress toward its other corpo-
rate responsibility goals and objectives. 

“Social responsibility has been a key
part of our heritage since Kellogg
Company’s founding more than a century

ago,” said Celeste Clark, Kellogg
Company’s Chief Sustainability Officer and
Senior Vice President, global nutrition and
corporate affairs. “We continue the commit-
ments of W.K. Kellogg by investing in our
communities and assisting those in need.”

Over the last 18 months, Kellogg has
shifted its community investment pro-
grams to focus even more strategically on
needs that best align with its objectives as
a global food company, specifically con-
centrating on nutrition (including malnu-
trition) and physical fitness.

A prime example of these initiatives
occurred in June 2009, when Kellogg
made the unprecedented donation of an
entire day’s worth of U.S. cereal produc-
tion—or 55 million servings—to Feeding
America, the nation’s largest hunger-relief
organization. The company also supports
the development and promotion of school-
based breakfast programs in the United
States, and sponsors breakfast clubs in a
number of countries where government-
sponsored breakfast programs do not exist.
In the UK alone, Kellogg supports break-
fast clubs serving more than one million
morning meals to young people every year.
These efforts will continue to be a priority.

Recognizing the importance of
breakfast to overall nutrition, Kellogg
also recently announced its decision to
add fiber to the majority of its ready-to-
eat cereals in the United States and
Canada—a nutrient that 90 percent of
people in these markets do not get
enough of in their diets. This initiative
follows other recent product renovations
to reduce sugar and sodium and remove

trans fats, and is part of the company’s
continuing journey to improve the nutri-
tion credentials of its foods. 

“We’re pleased with the progress
we’ve made and honored that our corpo-
rate responsibility efforts have been 
recognized by several prominent organi-
zations,” said Mackay. In March, Kellogg
was named one of the “100 Best
Corporate Citizens” by Corporate
Responsibility magazine and received the
United Way “Spirit of America” award,
the organization’s highest national honor,
recognizing corporations and their
employees for exceptional philanthropic
commitment and community involve-
ment. In September 2009, Newsweek
ranked Kellogg 115th in its “green rank-
ings” of the 500 largest U.S. companies.

Report, Executive Summary Available

The 2009 Kellogg Company Corporate
Responsibility Report and an Executive
Summary are available online at
www.kelloggcompany.com/cr. A printed
Executive Summary is available upon
request by e-mailing corporate
responsibility@kellogg.com. 

Kellogg Company’s Corporate
Responsibility Report uses the Global
Reporting Initiative (GRI) G3
Guidelines, which provide a recom-
mended framework and indicators for
reporting. Kellogg is reporting at a 
GRI-checked application level of “B.” 

For information on Kellogg Company’s
commitment to nutrition, visit www
.kelloggsnutrition.com.
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Through a unique partnership with an
industry expert in retailer POS data min-
ing, Premium has “cracked the code” on
delivering ROI for our clients’ merchan-
dising dollars. Premium is now able to
predict out-of-stocks and implement cor-
rective action before OOS occur.
Premium can also customize coverage
patterns to align with the greatest possi-
ble ROI rather than just approaching
locations with high volume. Our partners
no longer have to settle for “syndicated”
coverage and hope for a return on their
retail service investment.

3. “Visual Point of Purchase.”
Premium’s interactive sales and training

solution—“vPOP”—that both manufac-
turers and retailers can utilize to help store
customers get informative and helpful
answers to questions about their products
when the retail associates may not be
immediately available or cannot provide
the answers themselves. With “vPOP,”
store customers can access a live “product
expert” for immediate and real-time 
product/SKU-specific information.
Customers will learn more about your
products. This will certainly help your
customers gain confidence in complex or
unique selling scenarios which will ulti-
mately enhance product sales.

In addition to the three new services
mentioned above, Premium continues 
to offer our clients successful solutions

Premium Retail Services (Con’t. from p. 4) to common in-store problems by 
implementing the following:
• Continuity coverage.
• Dedicated teams.
• Promotion activation.
• New item speed-to-shelf.
• Resets.
• Fixture installations.
• Remodels/new store openings.
• Assisted selling.
• Associate training.
• Audits.

Many companies in our industry have been
forced into “syndicated” coverage programs
simply because they were unaware of alter-
native coverage models. Premium is intent
on providing best-in-class retail service.

Premium has an exceptional reporting sys-
tem and proven infrastructure that has
enabled us to grow and establish a reputa-
tion of being a service provider with the
highest integrity and client satisfaction. We
are proud to claim that we are at the fore-
front of most retailers’ and manufacturers’
short list of “must see” service providers.

For additional information on how
Premium Retail Services can help you
achieve your in-store objectives and posi-
tively impact your ROI, please contact
Pat Lockridge, Vice President of Business
Development at Premium Retail Services,
at 618 Spirit Drive, Chesterfield, MO
63005, call 501-442-8504 or e-mail
plockridge@premiumretail.com.

two fun-filled flavors—M&M’S Pretzel
Chocolate Candies and M&M’S Coconut
Chocolate Candies. Available this spring,
M&M’S Pretzel Chocolate Candies com-
bine sweet and salty in every bite-size
piece with a crunchy, salted pretzel cen-
ter covered in delicious M&M’S Brand
Milk Chocolate and coated in a colorful
candy shell. 

Based on strong sales last summer,
Mars moved limited-edition M&M’S
Coconut Chocolate Candies to a perma-
nent item in December 2009. Now con-
sumers’ taste buds can escape to a 

tropical paradise any time of the year.
M&M’S Coconut Chocolate Candies
feature signature M&M’S Brand Milk
Chocolate and are available in a special,
coconut-only blend of green, brown and
white crunchy candy shells.

TWIX®, MILKY WAY® and 3 MUS-
KETEERS® brands have each broadened
their offerings with innovative new items.
Back by popular demand to “bring the fla-
vor back,” TWIX Java Chocolate Cookie
Bars moved from limited-edition to per-
manent offering this spring. Coffee lovers
are enhancing their coffee breaks with a
great TWIX Brand twist featuring coffee-
flavored caramel paired with irresistible

Mars (Con’t. from p. 1) chocolate cookie and covered in delicious
TWIX Brand chocolate.  

The new MILKY WAY Simply
Caramel Bar gives consumers more of
what they crave about the MILKY WAY
Brand—rich, creamy caramel. With proven
success in Canada as the third fastest-grow-
ing bar, MILKY WAY Simply Caramel is
already experiencing successful sales and
increased popularity in the United States.
Lastly, 3 MUSKETEERS Truffle Crisp
Bars offer a unique twist on the brand con-
sumers love—a lighter, crispier way to
enjoy chocolate. At 170 calories, this deli-
cate treat features a whipped-up chocolate
truffle on a crisp layer.

Mars has been producing America’s
favorite snack foods since 1911 with the
goal of providing the best quality prod-
ucts made from real chocolate at the best
price point. By studying industry
research and consumer preferences, Mars
Chocolate North America consistently
produces innovative new items from the
brands consumers have grown to love
and trust. 

Visit Mars at space 240 for more
information.

1 National Confectionery Association
Shipment Data and Global Trade Atlas
Import/Export Data

OTC shopper. Every day’s sales at retail
are critical during the switch transition.
Missed on-shelf presence means lost rev-
enue. Shopper loyalty can also be jeop-
ardized, so it is imperative to get the
retail store to right. 

CDD: What are the keys to success for

manufacturers and retailers? 

AY: Retailers today have tried and
proven processes to prepare for an Rx to
OTC switch. Pro-active communication
and planning among all parties is an
absolute must in order to put the right
amount of product in the right place at
the right time and to address challenges
before they become problems. 

CROSSMARK (Con’t. from p. 1) CDD: Where can CROSSMARK provide
the most value in Rx to OTC switches? 

AY: CROSSMARK can add value in
developing and executing the appropriate
plan at store level, in essence getting the
individual stores to right. In a recent Rx to
OTC switch, CROSSMARK managed all
retail logistics, including merchandising,
coding and reporting. Our associates 

executed more than 20,000 hours in almost
35,000 stores during the first week of the
launch. Our client received instant report-
ing, allowing for real-time situational
assessment. Our client asked for better than
the best, and CROSSMARK delivered. 

For more information, call 469-814-
1434, e-mail alex.yakulis@crossmark
.com or visit www.crossmark.com.

working on it, and we know shoppers
will feel the same.” 

Consumers can find the new high-

definition lenticular greetings at partici-
pating drug chains, grocery stores and
super centers nationwide, as well as in
American Greetings and Carlton Cards
retail stores. For more information,

American Greetings (Con’t. from p. 10) including store locations in your area,
please visit them at www.corporate
.americangreetings.com. You can also 
follow them on Twitter at
www.twitter.com/amgreetings and on

Facebook at www.facebook.com/ 
americangreetings. 

For more information on the 
company, visit http://corporate.ameri
cangreetings.com.








