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DIVERSITY & INCLUSION MARKETING GOALS 
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Fully embed Diversity and Inclusion across all marketing, unified efforts to 
achieve Kellogg’s talent and retention goals,  evolve our go-to-market 

strategy to reflect today’s diverse consumers to unlock growth and foster 
and inspire an inclusive mindset within our internal teams.  

People Go-to-Market Industry & Partner 
Leadership  
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GO-TO-MARKET 
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D&I 
Marketing 
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Brand & 
Integrated 
Marketing

HR

Insights & 
Analytics 

Agency 
Partners
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D&I Media Composition  
Benchmarking 

Evolution of our Brand & 
Safety guidelines 

Meeting the Moment 
Webinar



INDUSTRY PLEDGES & LEADERSHIP 
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Commitment to Equality, 
Inclusion, and Systemic Change

KNA Racial Equity 
Commitments across Our 
People, Our Business and 

Our Community 



PARTNER LEADERSHIP 
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DURING THE PANDEMIC, WE HAVE SEEN STRONG CONSUMER 
REAPPRAISAL, WHILE CONTINUING TO SUPPORT OUR HEART & SOUL 
EFFORTS  



The ASK: Celebrate the beating heart of Kellogg’s 
(a message that transcends borders to the heroes on the front lines)

Harnessing our essence to express gratitude in a way only Kellogg 
can:

Heartfelt and 
Personal 

Born from our
values and humility

Rooted in our
Equity  

Leverages 70+ 
years of 

nostalgia & history  

Rooted in our 
Purpose 

A nourishing dose 
of optimism, when 

we need it most

Thanks our 
entire supply 

chain
Acknowledges the 
multiple partners 
working together

Global and 
family-oriented
Demonstrates our 
dedication while 
feeling familiar

However, we could not have achieved strong results without 
our front line workers



Thursday Friday Saturday Sunday Monday Tuesday Wednesday

7 days from ‘ask’ to ‘in market’…

BRIEF SCRIPT EXISTING 
FOOTAGE SHOOT HERO 

APPROVAL VERSIONS LIVE

OUR AGILE APPROACH



The IMPACT
In less than one week from launch…

Paid

51 million 
reach & impressions

50% 
weekly reach in TV, 
launch level weight

Owned

3 million 
reach & impressions

10%+
engagement on 
certain channels

Earned

5.8 million 
reach & impressions

66
articles of earned 
media coverage 



Focused Client + Agency Team Virtual War Room Mentality

VIRTUAL 
PRODUCTION

Power In The Network

The Impossible Is Possible Platform Partners = Creative 
Partners

Rooted in authentic brand 
purpose

THE LEARNINGS



CIIM: “Breakfast as Usual” Scored in Top Quartile  
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MAXIMIZING OUR LONG-TERM PARTNERSHIPS
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Kellogg’s has an authentic role in the cause



19



THANK YOU
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