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I. INTRODUCTION
The Kellogg’s Company is the largest ready-to-eat cereal manufacturer in the world. Today, Kellogg’s produces more than 40 different cereals with plants in 19 countries, on six continents and markets its products in more than 180 countries. The company employs 15,657 people in its worldwide organization. The Company's cereal products are generally marketed under the Kellogg's name. Generally, the Company's products are marketed under trademarks, brand names and slogans it owns
From small beginnings in Battle Creek, Michigan the company has grown into a global organization with factories, distribution networks and markets worldwide. Its founders Dr John Harvey Kellogg and his brother William Keith Kellogg invented the cornflake in 1894 as a healthy breakfast alternative for Dr John’s patients at his sanatorium. Over 100 years later it remains the most popular breakfast cereal around the world.
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II. HISTORY
“Believe it or not, the world famous cereal flake arrived completely by accident. “

Kellogg’s founders Dr John Harvey Kellogg and William Keith Kellogg used to work for Dr John’s sanatorium and their role was to develop grain based foods that would be nutritious and palatable for patients.

They used to experiment with different production techniques and one day they decided to run boiled wheat dough through rollers which enabled them to produce thin sheets of wheat. They then decided to toast the sheets and grind them into meal and this is how they discovered wheat flakes. And one day in 1894 when an interruption of their laboratory activities left cooked wheat exposed to the air for more than a day and the brothers decided to run the wheat through the rollers despite the fact that it was no longer fresh, the rollers discharged a single flake for each wheat berry and cereal flakes were born.

In about 1898, William Kellogg directed experiments that led to the development of Corn Flakes. 
In 1902, William Kellogg announced to his brother that he was leaving to form his own company that would primarily produce and sell Kellogg's Corn Flakes breakfast cereal. Production of Kellogg's Corn Flakes cereal began there on April 1, 1906.

In 1924, Kellogg established the Kellogg’s Company of Great Britain. By the 1950s the parent in the US had begun to develop cereals appealing to younger tastes. Frosted Flakes hit the USA in 1952. In 1954 they arrived in the UK, as Frosties. 
By 1980s, the company had reached an all-time peak, commanding a staggering 40 per cent of the US ready-to-eat market from its cereal products alone.

III. KELLOGG’S IN INDIA
Kellogg’s India is a 100 per cent subsidiary of Kellogg’s Company, USA, and is the largest player in the Indian breakfast cereal market. Kellogg’s India has over 100 employees and has invested over US$ 30 million.
Kellogg's entered India with Cornflakes soon after liberalization in India i.e. the post 1991 reforms. It set up a wholly-owned subsidiary and invested in a Greenfield manufacturing plant for cereals at Tajola, near Mumbai in the state of Maharashtra. Kellogg's did get off to a good start but over the years their sales growth rates have plateaued. 

When Kellogg’s Company entered India, the per capita consumption of breakfast cereals was a low 2 gm per annum against 5 kg per annum globally. The Indian ready-to-eat-cereal market, clearly, posed several challenges:

· Cultural factors and eating habits – population not used to processed foods

· Easy availability of low-priced traditional breakfast

· Low awareness about processed foods and calorie requirements

· Price sensitive customers

· People tried the new cereals, and went back to what they were used to

Kellogg’s India has been steadily overcoming these and has contributed to the rapid growth of the breakfast cereal market in the country. It has been taking various initiatives to overcome the low awareness of breakfast cereals:

· Sustained brand-building through advertising and investment behind key brands.

· Introducing a limited edition Kellogg’s Chocos Spider Man 2 “web designed cereal” which is part of the global association between Kellogg ‘s Company and the movie Spider Man 2

· Conducting school contact programmes and having active interface with opinion leaders – CFTRI, the government, independent agencies etc.

· Adopting brand names that appeal to the Indian consumer such as ‘Shakti’, meaning power

· Using packaging as an effective marketing tool, for brand communication and on-shelf differentiation

· “Image building” through recycling and reusing, improving access to health and human services in local communities. Kellogg’s works with organizations and programs with proven results that improve lives around the country
So, Kellogg's introduced newer flavors – CHOCOS & FROSTIES - to keep the interest levels high. 
Around 1998, Kellogg's made a radical move - they entered the biscuits market, one of largest convenience food segments in India on the basis of volumes. Their cereals business would be a money-maker only in the longer term and they needed another growth area. The biscuits would be branded Chocos, thereby extending the brand umbrella. However, the biscuits business needed a completely new distribution chain and their intent, as I understand it, was to use this to push their cereals into new customer segments. 
The biscuits launch was followed by Cheez-It and Keebler in 2002. Unfortunately, these were unknown brands in India that needed investments to be nurtured. 
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After a few years spent trying to become more of a convenience-foods company, Kellogg's India decided to pull out of all their non-cereal businesses and concentrate on their core competency, cereals in 2003.
At present, many products of Kellogg’s are available in the market with its most recent product “Mueslix” which is a multigrain flakes.
Kellogg’s at present is in the growth stage in the Indian market whereas in UK and USA, it is nearing the end of its maturity period.

Product Life Cycle of Kellogg’s
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IV. RELAUNCH OF KELLOGG’S IN INDIA
With the era of globalization, all the companies tried to extend their reach as far as possible. But they did a mistake and assumed that if they have had success with one product in one market they can have equal success in another. All they believe they have to do is set up a Web site in the relevant language, run an ad campaign and set up a similar distribution network. What they forget to understand is that there is more to a country than its language, currency or gross domestic product. The cultural differences between, and often within, countries can greatly affect the chances of success for a brand.

Some product like cameras, consumer electronics, and many machine tools can be successful if extended to other countries without any change, but this Straight Extension will be a disaster in case of other product especially General Food. And a similar mistake was done by Kellogg’s in 1994.
Kellogg’s entered India with its premier product, Corn Flakes. However, the whole concept of eating breakfast cereal was a new one. Indeed, the most common way to start the day in India was with a bowl of hot vegetables. While this meant that Kellogg’s had few direct competitors it also meant that the company had to promote not only its product, but also the very idea of eating breakfast cereal in the first place.

The first sales figures were encouraging, and indicated that breakfast cereal consumption was on the rise. However, it soon became apparent that many people had bought Corn Flakes as a one-off, novelty purchase. Even if they liked the taste, the product was too expensive.

However, Kellogg’s remained unwilling to bow to price pressure and decided to launch other products in India, without doing any further research of the market.

Over the next few years Indian cereal buyers were introduced to Kellogg’s Wheat Flakes, Frosties, Rice Flakes, Honey Crunch, All Bran, Special K and Chocos Chocolate Puffs – none of which have managed to replicate the success they have encountered in the West.
The reason behind the failure of Kellogg’s was not the price but different food habit of Indian culture.

1. They take fresh and hot meal in the breakfast unlike the west.

2. They prefer sweet in their food.

3. Their inclination towards traditional food like idle-Vada, Parathas etc.

Kellogg’s even faced the direct competition from the unorganized sector which gives Indians traditional and cheap food. 

Kellogg’s banks heavily on the quality of its crispy flakes. But, we (Indians) have it with boiling milk, which makes them soggy, unlike in US where cornflakes are consumed with cold milk. Kellogg’s realized it very late and revamped its product according to hot milk.

But still, it is consumed by the upper middle and high classes only, and it will take time for Kellogg’s to make a place in Indian breakfast Table.
V.  THE MARKETING MIX - 4P’S
V.1 PRODUCT
V.1.1 PRODUCT VARIETY
Kellogg’s principal products are ready-to-eat cereals. Kellogg’s have launched a range of new and innovative products under the convenience foods label and have looked towards entrance into new markets.
The most known one is Kellogg’s Cornflakes. There are five variants of Kellogg’s cornflakes: Classic Cornflakes, Delicious Honey Crunch Cornflakes, Yummy Strawberry Cornflakes, Almond Cornflakes, and Mango cornflakes. 

Kellogg’s even introduced Rice Flakes and Wheat Flakes.
To target the kids market, Kellogg’s has introduced Chocos which is very successful. Two other product introduced are Froot loops and Frosties. 

Kellogg’s even tried to enter the Biscuit market with its launch of 6 flavors of Kellogg’s Biscuits- - Chocos, Glucose, Chocolate Cream, Badam, Pista and Cashew.

Cheez-It- baked cheese snack crackers, was also launched in three flavours - Cheese, Party Mix Onion Garlic and Party Mix Tangy Tomato.
Kellogg’s Cornflake variants like rice, basmati flakes and muesli have been phased out of the market.
PRODUCT MIX

	Cornflakes
	Biscuit
	Chocos
	Frosties
	Froot Loops
	Wheat Flakes
	Cheez-it

	Mango
	Cashew
	
	Turbo
	
	
	Cheese

	Classic


	Pista
	
	Chocolate
	
	
	Party mix onion garlic

	Delicious Honey Crunch
	Glucose
	
	
	
	
	Party mix tangy tomato

	Yummy strawberry
	Chocos
	
	
	
	
	

	Almond
	Badam 
	
	
	
	
	

	
	Chocolate Cream
	
	
	
	
	


V.1.2 QUALITY
Kellogg’s is always known for its quality and taste. Raw materials, processing, and packaging operations are continually checked to assure the production of cereal with consistent flavor, texture, purity, and nutrient content.
Kellogg’s competitive strategy is to differentiate its products from that of its competitors on the basis of quality and its policy of not making cereals for anyone else, backed by the slogan “If it doesn’t say Kellogg’s on the box, it isn’t Kellogg’s in the box”.
Quality Control Tests: Before raw materials are unloaded into storage silos or warehouses, they are carefully checked, making sure they are within specifications. Samples are collected at several steps through the production process and are evaluated. Quality control tests do not stop once cereals are in the package and on supermarket shelves. Packages are periodically collected from stores throughout the world and sent back to Kellogg Quality Assurance for thorough analyses. 

Kellogg’s customized its product according to the culture of the people.
1. Cornflakes, earlier, was prepared to eat with cold milk when introduced in India. But, we (Indians) have it with boiling milk, which makes them soggy, unlike in US where cornflakes are consumed with cold milk. Then the company revamped its product to have the same crispiness in hot milk.
2. Even when cornflakes was found less sweet by Indians, the company changed the ingredients to suit Indian who preferred slightly sweet content.

3. It has enhanced its focus on iron and calcium fortification with products like Iron Shakti (meaning iron power) and Calcium Shakti. It is known for its minerals and iron content which make it nutritious breakfast for kids.
PRODUCT MIXMAP
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V.1.3 PACKAGING AND LABELING
The package is the buyer’s first encounter with the product and is capable of turning the buyer on or off. For Kellogg’s, packaging is definitely a turn-on. All the Kellogg’s products in India come in cardboard box which is called secondary packages.
Every product package is designed to help maintain nutrient levels, freshness, and flavor; protect our products during handling, shipping and storage; identify the product; and provide important consumer information. Packages are made from various materials that are selected after extensive testing. Moisture and/or air permeability, the effect of aging and various storage conditions on product protection, and consumer acceptability are key factors in selecting packaging materials. As products are packaged on automated equipment, space is needed at the top of the package for proper sealing of the inner liner.

Kellogg’s distinctive logo-type helps in maintaining a recognisable identity even when the container’s configuration or graphic treatment requires modifications to suit local preferences.
Cornelius Rooster was designed by the Leo Burnett Advertising Agency specifically for the front of Kellogg’s Corn Flakes. Kellogg’s has introduced different cartoon character for its entire variant which is shown on the boxes. Like Tony the tiger for frosties, Toucan Sam for Froot loops, a bear for Chocos and many more. This makes the packaging attractive to kids and self-service.
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Kellogg’s Packaging plays a key selling role in today’s crowded retail environment -communicating a brand’s values and differentiating it on the shelf.

V.2 PRICE
The role of price in Kellogg’s marketing strategy depends mainly on the target market, the product and the distribution strategies. Kellogg’s analysis of the product mix, branding strategy, and product quality and features determines the effect of these factors on price strategy. The pricing strategy of Kellogg’s requires continuous attention because of changing external conditions, the actions of competitors such as Nestlé and own brand varieties, and the opportunities for gaining a competitive edge through pricing actions. 
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Price may be used to reinforce other activities in the marketing mix programme, e.g. the usually inflated price charged for Kellogg’s and the resulting association with product quality.
55 per cent of the price of a packet of Kellogg’s is allocated to marketing and profits, while 45 per cent is paid for all the ingredients, packaging, labor and capital costs associated with manufacturing and distributing the product. Kellogg’s uses this pricing strategy in all of its markets, showing that the pricing strategy is standardized.

Kellogg’s is primarily targeted towards relatively higher income families. In Kellogg’s case, price may be less important to the consumer than a distinctive product feature or a differentiated brand image.
	Product Name ↓ Wt. in gms. →
	100
	125
	250
	275
	300
	350
	425
	475
	500

	Kellogg’s
	
	
	
	
	
	
	
	
	

	· Chocos
	
	42
	80
	
	
	125
	
	
	

	· Frosties
	
	
	
	85
	
	
	
	
	

	· Wheat Flakes
	
	
	
	
	
	
	130
	
	

	· Froot Loops
	
	
	
	115
	
	
	
	
	

	· Corn Flakes
	30
	
	
	
	
	
	
	125
	

	· Almond Corn Flakes
	
	
	
	
	125
	
	
	
	

	· Strawberry Corn Flakes
	
	
	90
	
	
	
	
	
	

	· Mango Corn Flakes
	
	
	
	
	95
	
	
	
	

	· Mueslix
	
	
	
	
	
	160
	
	
	

	Mohun Meakin’s
	
	
	
	
	
	
	
	
	

	· Packet
	
	
	
	
	
	
	
	
	57

	· Box
	
	
	
	
	
	
	
	
	52

	Baggry’s
	
	
	
	
	
	
	
	
	50


The above table indicates that the prices of Kellogg’s products are much higher than its competitors. The competitors are local and do not spend heavily on advertising and packaging. Instead, they keep their prices low and give better margins to the dealers. This has helped these local competitors to challenge Kellogg’s market especially in semi-urban areas. Consumers have found generic cereals to be relatively similar in taste and much less expensive. By focusing on value, Kellogg’s hopes to convince customers that top quality can be depended on in Kellogg’s product.
Due to this, the sales of Kellogg’s products have not been as expected and the company has found it difficult to break-even over the years. One of its plants is working only at 20% of its capacity because of the lower than expected demand. So wherever necessary, Kellogg’s also goes for price discounts, e.g. the newly launched “Meuslix”, a fruit and raisin containing multi-grained flake is priced at Rs. 160 but as an introduction offer it is available at Rs. 120. The company also revealed that its strategy to reinvigorate sales would not rely solely on price-cutting. It will increase its advertising spend by about 40 percent.
                                                    PRICE MIX MAP
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V.3   PLACE
Kellogg’s India is a 100 per cent subsidiary of Kellogg’s Company, USA. There are a number of advantages and disadvantages for foreign direct investment in the form of wholly-owned subsidiaries:

Advantages: 

· the firm itself
· maximizing profit (“from using the host countries’ assets such as cheap materials and labor to lower the cost of production”)
· control; 

· rates of return (stemming from greater risk)
· distribution and transportation
· barriers to trade
· Government incentives

Disadvantages: 

· cost
· lead time (due to time taken to set up the operation)
· risk
· nationalistic preference
· exchange rate risk

Price sensitive customers necessitated a constant focus on cost reduction and supply chain efficiency enhancement in India. Kellogg’s India has taken several initiatives in this area:

· Localized the entire raw and packing material requirement, saving import duty. In addition it has adopted single sourcing strategy achieving scale efficiencies

· Located its manufacturing plant at Taloja, near Mumbai in the state of Maharashtra, which is the largest market for breakfast cereals in the country thereby optimizing transportation cost

· Set up a distribution network with storage hubs in all the key states of the country (18 clearing and forwarding agents) serving over 200 distributors providing a good reach
Globally, it is the plants in the countries with third-world economies that operate at the lowest cost, such as India, Mexico and Malaysia, and it has been suggested that, if Kellogg’s market share continues to fall, more production will be moved to these plants. This is possible due to the standardized production techniques used by Kellogg’s throughout the world.

V.3.1 RETAIL 
Primary placement for Kellogg’s products is still centered on grocery stores. This is one area in which Kellogg’s has had to adapt its strategy to accommodate cultural differences.

In India, grocery shopping is still concentrated around small local stores and markets. This has presented Kellogg’s marketing team with problems when trying to standardize promotional ideas for use in retail outlets.

V.3.2 DISTRIBUTION 

In countries such as the UK where Kellogg’s has production plants, occasionally during periods of high demand the three-stage distribution network is used with products being transported directly from the plant warehouse to some of the larger retailers; however, more often the four-stage network is used. The five-stage network is used when exporting directly into other countries without having to go overseas when it becomes necessary to use the six-stage network. In India, Kellogg’s uses a four-stage network for distribution.
The distribution of Kellogg’s products to retail outlets is summarized in the following figure: 

Distribution of Kellogg’s products
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V.4. PROMOTION

Kellogg’s has been in the Indian market for over a decade and claims to be the first player to make a concerted effort to create awareness and fuel growth in the category through innovation and communicating the nutrition values to Indian consumers. The company is the major leader in the cereal market with about 75 per cent share of the market share. Kellogg's is known all over the world for its innovative promotional campaigns.

Kellogg's entered India soon after liberalization in India, post the 1991 reforms. It set up a wholly-owned subsidiary and invested in a Greenfield manufacturing plant for
cereals. But the sales of its rice-based and wheat-based flakes did not rise. 
The reasons for this were: 
a) The price points were high to begin with, which did not position it in the snack mid-meal category.
b) The flakes did not gel with the Indian consumption pattern, thereby leading to misplaced positioning, confusing the consumer, and declining sales.

c) The Product was very different (sweet less), whereas Indians preferred slightly sweet content.
Gradually, the consumption patterns evolved, and Kellogg's customized its product portfolio to reposition itself. In 1996, it launched Chocos and Frosties pre- sweetenedflakes.

Another mistake that Kellogg's made was that it did not know its target segment well. So, it finally narrowed down its target segment to children. Even the offers to children did not have any "excitement" flavor in them. There was nothing exciting about the product. Hence, not many people bought the concept.

But when it introduced Chocos biscuits, it instantly connected with the younger consumers, earning a higher brand name. This was subsequently leveraged to reintroduce its core product - Wheat-based flakes, in different flavors.

Currently, Kellogg’s has introduced many products to cater to its target segment - children in the age-group of 3-12, ensuring higher brand recall.

V.4.1 Kellogg's caught in `Spider mania' 
KELLOGG'S India launched a limited edition pack of cereals shaped like a spider's web. This was done to coincide with the hype around Spider-Man 2, which the company has sponsored globally. 

This was the first time that there was a launch of a special, limited edition product built around the promotion of a movie. 

The Kellogg's Chocos-Spider-Man 2 promotion is part of the global association between Kellogg's and the latest edition of Spider-Man movies. Kellogg's also plans to leverage the partnership with Spider-Man 2 across more than 180 countries through local promotions and products. 

Kellogg's Chocos is largely positioned on the kids’ cereals market and is built on the core equity of providing them with a sense of fun and adventure. With the spider man promotional campaigns, the company brings the Spider-Man adventures through Chocos across India. With a unique web-shaped Kellogg's Chocos, special toy-box packaging and fun-filled giveaways, Kellogg’s promises to provide a fresh and refreshing experience to the consumers. The fun-filled giveaways are specially designed `Spidey-Signals' (projecting web-shaped or spider-shaped images) with the limited edition pack, and `Spidey Water Squirters' with every pack of Kellogg's Chocos, Chocos Planets & Stars and Corn Flakes in India. 

 Kellogg's has brought out theme-based food for the first time with the launch of Kellogg's Chocos Spider-Man 2 Cereal, which will be enriched with calcium. The packs will be available in the market for only a few weeks. Therefore it is a limited edition campaign from the company to be carried on for a few weeks.

This is the first time that such kind of movie promotion has been undertaken by Kellogg’s India. However, Kellogg’s partnership with the first Spider-Man movie was an incredible success globally. When introduced in 2002 with the first Spider-Man movie, Kellogg's Spider-Man cereal and Pop-Tarts sold out during their first run in the US.

Each pack also entitles the consumers to get 20 per cent off on Spider-Man movie DVDs/VCDs through coupons included in every pack. Besides, the whole promotion will be supported by TV advertising. This promotion was also carried out in various multiplexes and theme parks across Delhi, Mumbai and some other major cities.

V.4.2 TIE-UP WITH MOBILE2WIN 

Kellogg’s India has tied up with Mobile2Win to promote its Chocos brand. Targeted at kids in the age group 4-11 years, Kellogg’s has launched a mobile phone based contest. 
The contest revolves around "Rescue Chocos from Crafty Croc" - the menacing new villain, who threatens to steal Chocos from Chocos - the bear, the brand mascot of Kellogg’s. Kids can rescue Chocos by solving a crossword available on the back of Kellogg's Chocos packs and find out the name of this new friend who can rescue Chocos. After solving the crossword, kids can SMS the correct answer to 8558 that is the mobile2win short code.

The campaign is unique as it involves the kids in the brand story and empowers them to participate in the contest. Also, this is the first time in India, that an FMCG brand has used its packaging/on-pack visuals to add interactivity to an existing promotion. The contest can be entered online on www.chocos.co.in or responses can be sent via post. Special spidey signals can be won by the 1000 early bird participants across all three media.
V.4.3 KELLOGG’S IRON SHAKTI CAMPAIGN REPLACED BY    “BE-BIG SHAKTI” CAMPAIGN
The company has come out with a new promotional campaign. The “Iron Shakti' slogan which was adopted almost a year ago for its products, will be now known for a less tangible `Be-Big Shakti'. 

The reason for this is that with the increasing number of players latching on to the `Iron' led nutritional plank, the wholly owned subsidiary of the Michigan-based $7billion Kellogg Company - Kellogg India is looking beyond the clutter for afresh communication strategy. 

To begin with, `Be-Big Shakti' has replaced the `Iron Shakti' logo on product packs of all Kellogg’s breakfast cereals and biscuit brands. The company is also working on an advertising campaign in line with the new strategy. The `Be-Big Shakti' offers a nutrition continuum of the `Iron Shakti' campaign.

The introduction of the growth formulation labeled, `Be-Big Shakti ', according to the company, is a value addition opportunity. Accordingly, besides iron, Kellogg’s products have been enriched with calcium and zinc to provide a nutrition package. The latest product offering promises a stepwise benefit with iron, calcium and zinc to offer benefits that help growth in children. 

Although not much is known about the impact that the campaign has had on the sale of Kellogg products, `Iron Shakti' seems to have struck a chord with marketers across categories. Mid last year, HLL introduced its Iron fortified wheat flour under the Kissan Annapurna name followed by Cadbury India Limited's relaunch of its malt drink brand Bournvita with extra Iron. 

V.4.5 COCO PENCIL TOPPERS
Building on the Coco story, Kellogg's presented an all-new interactive campaign for kids. The Coco Pencil Toppers were available with every 375 g pack of Kellogg's Chocos and 350 g pack of Chocos Planet and Stars. The target segment for this campaign was kids in the age group of 5-12 years. This campaign was fairly successful and the company tried to make it an interactive endeavor by involving kids who could take part in a variety of its contests that have been put up on the Kellogg’s website. The first 10 lucky winners were featured on the Kellogg’s website as Coco's special detective gang. 

V.4.6 Kellogg's to bring out Chocos 'Star Wars Episode III' pack
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 Kellogg's has introduced a new Chocos Star Wars limited edition pack with the intention of giving the consumer an out of the world Star Wars experience. This has been another initiative of Kellogg’s to engage in a tie-up with a movie after the grand success of its Spiderman promotional campaign which was well received globally. 
‘
The promotion is part of the global association between Kellogg's and the season’s most eagerly awaited movie Star Wars Episode III. The partnership with Star Wars Episode III will be leveraged across most countries in the world through local promotions and products.

The limited edition pack food will be planet and star shaped keeping in line with the Star Wars theme. Creating the Star Wars adventure, Kellogg's will be giving away specially designed battery powered light up saber spoons that light up in two attractive blue and red colors with the limited edition pack and saber maze game with every pack of Kellogg's Chocos & Chocos Planet and Stars in India.
The limited edition Kellogg's Chocos Star Wars Episode III with the special toy box packaging, size 625 Gms was available for a limited period of time.

V.4.7 Kellogg's Cheez - It is here with Indian touch 
Kellogg India Ltd, wholly owned subsidiary of the Kellogg Company of the US, has recently soft-launched `Cheez-It', the world's largest selling cheese biscuit brand. 
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The new product is available in two variants and is said to have been suitably altered to cater to the Indian palate. Kellogg India has chosen to launch and test-market the premium brand of biscuits or as the company likes to call it `Baked Cheese Snack Crackers', in Tamil Nadu. 

The company has entrusted advertising and promotion for this range to Leo Burnett. According to an official release, Kellogg's India is counting on the Cheese Snackers range to add a new dimension to its business in the country. An aggressive campaign (TV, print and outdoors) is expected to roll out early next month. The new snack will first make its presence felt in Chennai. The range will then be gradually rolled out across the rest of the country. 

For test marketing purposes, Cheez-It biscuits are also only available at select departmental store outlets in the State. This is expected to enable Kellogg India to collate consumer data easily. The Cheez-It brand is expected to be promoted as a premium snack, but will continue to reflect Kellogg's legendary focus on nutrition. To this end, all the packs (single and multi-serve) of the biscuit will contain nutritional facts, a practice now being selectively adopted by other organized biscuit manufacturers. Considered the largest selling single cheese biscuit brand in the US, Cheez-It is probably the quickest launch of a newly acquired brand in India by the Kellogg Company. 

Kellogg India is already present in the biscuit segment with extensions of its popular Kellogg Chocos breakfast cereal brand. These brand extensions were basically intended to wean away customers from other health biscuit brands and also to provide more variations to its existing consumer base. 

However, with the launch of the Cheez-It brand, the company has now stepped into serious biscuit territory. Cheez-It is a broadly positioned snack, which is targeted at the youth as well as the adult consumer. Again, there are a number of brand extensions and variants of the Cheez-It brand available worldwide. 

The brand was acquired by the Kellogg Company in March 2001, along with a clutch of other brands such as Keebler, Murray and Carr's, from the Keebler Company, the second largest biscuit manufacturer in the world. 

V.4.8 Kellogg's launches the exciting 'EET and ERN' promotion in India 

Kellogg's has also launched an innovative promotion offer 'EET and ERN', which enables its young consumers to eat their favorite cereals and earn Eet&Ern$s that can be exchanged for fabulous gifts exclusively available in India only through this offer. 


The EET and ERN promotion has been a success in the United States and is expected to bring the same excitement to India. It stretches across all key brands of Kellogg's and will be valid for a period of seven months. There are many gifts to be exchanged and each is very unique since these are not available off the shelf in India and are imported especially by Kellogg's for its young consumers.
The unique concept of the promotion brings some really exciting gifts that can be redeemed for the Eet&Erns. Some of these gifts are:
· Spy Vision Glasses - "See in the dark" glasses for a night adventure, with adjustable headbands, impact-resistant lenses and a control switch.
· Tekno - A life sized robotic puppy with artificial intelligence, a computer brain and sensors, can walk, bark, fetch talk in English, & can be programmed to do even more.
· Inflatable Pool - A six feet wide, eight feet long and two feet deep inflatable pool.
· Water Talkies – These are Walkie Talkies that are designed to let kids have underwater meetings so they can send voices up to fifteen feet under water.
Kids can accumulate the Eet&Ern$s to total to 50 or 100 or 200 points and redeem them for exciting gifts. In addition, there are special Gold and Silver cards that some lucky consumers stand to find in the boxes, which coupled with Eet&Ern$s   $ 200, can be exchanged for the top gizmos.

VI. ANALYSIS OF THE CUSTOMER & DEALER SURVEYS
VI.1. METHODOLOGY
The primary survey was done by administering questionnaires to Dealers and Customers. The questionnaire was administered to a total of 108 Customers and 13 Dealers. The Questionnaires were designed to evaluate the effectiveness of the Promotion strategy of Kellogg’s including their Advertising and Sales Promotion campaigns especially with respect to creation of Brand awareness and Brand loyalty. Specimen copies of the Questionnaires used are attached in the Appendix for reference.

VI.2 CUSTOMER SURVEY – ANALYSIS & OBSERVATIONS
1. BRAND AWARENESS

The Brand awareness of customers when evaluated resulted in the finding that 100% of the respondents were aware of “BRAND KELLOGGS”. It can thus be inferred on this front the brand name Kellogg’s has registered well in the minds of the Indian consumer and they are able to recall the brand. Therefore Brand Awareness of Kellogg’s is excellent.  

2. MEDIUM OF AWARENESS  

Evaluation was done to find which medium was effective in terms of increasing Brand awareness. It was found that nearly two thirds or 66% of the respondents came to know about Kellogg’s through TV ads (refer Fig 1). The next most effective medium was by References or Word of mouth. This suggests that families, especially in the Indian context believe in word spread by mouth for decisions on purchase of Cereal flakes. This is very significant because not only does Recommendation by others not involve direct costs to the company but also it helps in creating significant awareness (to the extent of 17%). Word of mouth was followed by Print – ads as the next most effective medium.
3.  PRODUCT AWARENESS 
The awareness of customers regarding the variants of Kellogg’s cereal flakes was evaluated. 96% of the customers were aware about Kellogg’s Corn Flakes making it the most well known product of Kellogg’s (refer Fig 2) customers were aware about the “Chocos” product offering from Kellogg’s followed by the product “Frosties”. Rice Flakes was the least known product of Kellogg’s stable of products with only 14% of the respondents indicating awareness.

4. ADVERTISEMENT FREQUENCY AND EFFECTIVENESS

The respondents were asked to assess as to how frequent and effective the advertising of Kellogg’s Cornflakes was. The analysis revealed that 61% of the respondents felt Kellogg’s was not advertising frequently on media (refer Fig 3). The reason for the frequency for advertisements being low is that Kellogg’s is advertising their range of products targeting children and hence advertising only on channels like Pogo and Cartoon Network. The effectiveness of the advertisement was also found to be low since only 16 of the 54 respondents could recall anything particular to the Kellogg’s advertisement. 

5. BRAND PREFERENCE

When surveyed as to whether Kellogg’s was their preferred brand of Cereal Flakes, 67% of the respondents stated that Kellogg’s was their preferred brand (refer Fig 4). The various reasons as to why the other respondents did not prefer Kellogg’s was the High pricing of Kellogg’s and Brand loyalty to more trusted brands like Mohun Meakin’s cornflakes.

6. DECISION MAKER

The respondents were asked as to who was the decision maker in the family when it came to the purchase of Cereal Flakes. This was asked with the purpose of determining as to whom the Promotional strategies should be targeted at.  47% of the respondents stated that it is the mother in the houses who make the decision regarding purchase, followed by “42% of the respondents saying that it is the children in the family” who are the decision makers (Refer Fig 5). Therefore all the promotional strategies of Kellogg’s must be designed targeting the mother and the children in the family.

7. QUALITY OF PACKAGING

Evaluation of the Quality of Packaging of Kellogg’s Cereal Flakes was done by administering the Questionnaire.  55% of the respondents felt that the packaging of Kellogg’s was good (Refer Fig 6). 23% of the respondents evaluated the packaging to be excellent and 20% responded that it was satisfactory. It can thus be interpreted that on the whole the customers find the packaging of Kellogg’s to be attractive.

8.  EASE OF LOCATING
Kellogg’s scores high on the aspect of “Ease of location” of products in shops. 90% of the respondents said that it is very easy to locate the Kellogg’s range of products in a shop

(Refer Fig 7). Thus the high visibility of Kellogg’s in shops is helpful in increasing the probability of sales.

9.  AWARENESS OF PROMOTIONAL OFFERS

83% of the respondents said that they were not aware of promotional offers from Kellogg’s

(Refer Fig 8). Of the balance 17% who were aware of the promotional offers from Kellogg’s, few respondents said that promotional offers from Kellogg’s were very rare. Hence it is very clear that the very few Promotional offers are made by Kellogg’s. 
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VI.3 DEALERS SURVEY – ANALYSIS & OBSERVATIONS
1. BRANDS OF CEREAL FLAKES STOCKED
 The dealers were asked as to which all brands of cereal flakes they kept. All of them confirmed to be having Kellogg’s products in their shops as there were customers who preferred Kellogg’s only. However, most of them use to stock other local brands like Mohun’s, Golden Crunch, Baggry’s, etc.  Thus, one can infer that Kellogg’s has  fairly good demand in the market.
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2. MAXIMUM SELLING PRODUCT
There was a unanimous reply to this question that KELLOGG’S CORN FLAKES was the highest selling product of Kellogg’s in every shop. This goes to show that Kellogg’s as a brand has maximum recall with regards to its Corn Flakes category.

3. BRAND LOYALTY
When asked that whether customers of Kellogg’s switch over to another brand in case there is a stock – out, 38% of the dealers said that the customers NEVER did so. However, a significant 31% of the customers did not mind switching over to a different brand. An interesting observation was that 31% of the dealers said that they could not afford to RUN OUT OF STOCK. We can infer from this that there is a regular demand for Kellogg’s products and most of its customers are LOYAL to the brand. Their preferences do not change in case of unavailability of stock.
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4. INCENTIVES TO DEALERS
Most of the dealers were not happy with the policy of Kellogg’s towards its dealers. As many as 70% of them said, that the company gave NO INCENTIVES of any kind to them. A couple of them were of the view that they did not want to purchase in bulk from Kellogg’s. However, 30% of the dealers said that the company gave some discounts on the cartons but again it was very rare. The dealers say that all they enjoy is a mere 8% margin. Such a non-dealer friendly policy provokes them to not promote the Kellogg’s products. However, as mentioned above, they felt that due to high BRAND LOYALTY, the products of the company sell and that’s why they have to keep them.
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5. TYPES OF PROMOTIONAL OFFERS 
Most of the dealers who were interviewed were of the opinion that the promotional offers from Kellogg’s are very less. Off late the company hasn’t really come up with any promotional offer as such but in the past there have been some. 92% of the dealers said that Kellogg’s gives FREE GIFTS with their products which are generally toys for the kids. About 46% of the dealers say that Kellogg’s gives FREE SAMPLES of their products but again that’s very rare and moreover only when new products are launched. 38% of the dealers said that sometimes the company gives its posters to increase the awareness regarding a new product or a variant of an existing product. What can be inferred is that there are certain flaws in the promotional strategy of Kellogg’s which the company needs to address to increase its customers and hence, its market share.


6. EFFECT OF PROMOTIONAL CAMPAIGNS
An interesting observation was made in this regard that the although the promotional offers were not many, whenever there were any offer with Kellogg’s product, as many as 70% of the dealers felt that it did augment the demand and thus the sale of this product with kids being a primary source of influence on their parents to purchase Kellogg’s products. Thus it can be inferred that these offers did create a positive impact on the mind of the customer especially kids, which eventually lead to increase in sales of its products.

[image: image15.jpg]60+
551
50+
45
40

35+
30+
25+
20+
15

1o
05+
00+

BASE

1.Yes M2.Some effect M 3. No effect |





7. QUALITY OF PROMOTION
More than 3/4th of the dealers (See Fig) interviewed felt that the promotional campaigns of Kellogg’s were good and mostly effective (although very few).They were particularly talking about the TV ads of Kellogg’s which were a major contributor to effectively keeping the customers reminded of Kellogg’s. In general, it was observed that these ADS normally came when a cartoon or any programme popular amongst kids was being aired. One can infer that Kellogg’s has been targeting KIDS primarily through this kind of promotional strategy.


8. QUALITY OF PACKAGING
There was not really any difference of opinion regarding the quality of packaging of Kellogg’s. More than 90% of the dealers considered the packaging to be very good and in sync with the quality and brand of KELLOGGS, thus, meeting the expectations of customers. None of the dealers felt that Kellogg’s needs to work on its packaging as it was the fairly good. The figure below shows the dealer ratings regarding the packaging of Kellogg’s on a scale of 1 to 5. (From poor to excellent)
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VII. CRUNCH TIME FOR KELLOGG'S

In September 1994, the Kellogg’s Company set out to fight for a share of the Indian breakfast table. Years later, it is struggling to find answers to why consumers are not gorging on its cereals.
Kellogg’s has not been a rank failure in India. According to a report published by the Centre for Monitoring Indian Economy (CMIE) in August 2001, breakfast cereal volumes in the country have increased from 1,090 tonne in 1994-95 to 4,380 tonne in 1999-2000. And Kellogg’s enjoys a substantial 65 per cent share of the market.

Certainly, the four-fold jump in volumes in five years — in a food category that is not indigenous to the country — reinforces the fact that Kellogg’s has played a key role in creating this market. Kellogg’s India faces a dilemma in the sense that the challenge is to regain its initial momentum, but to do this; the company needs to splurge on advertising. But profitability is still a problem and its global parent may not be able to extend it much support.
The problem is that the past two years have seen volume growth tumble dramatically - from between 50 per cent and 70 per cent since launch (admittedly on a small base) to just 6 per cent in 1999-2000.With annual losses pegged at roughly Rs 11 crores, and its Taloja plant operating at 15 per cent capacity, Kellogg India is facing the crunch of a slowdown at an inopportune time.
This is because the global parent is also facing a slowdown in its key markets — in the US, UK and Australia-New Zealand. This means that the Rs 55-crore Indian outfit no longer has the luxury of its original 20-year target to make money and the US parent is unlikely to focus its energies on it in the immediate future. The signs of new pressures are already emerging. In Asia, the Malaysian and Chinese operations were recently closed. Thus, as a consultant puts it, Kellogg India’s “life support systems have been removed”.
But the question is how did Kellogg’s fritter away its initial successes? The answer to the question is that the company chose to enter an extraordinarily tough market. In foods, analysts say, the casualty rate has been as high as 80 per cent. With its breakfast cereals, Kellogg’s did not just need to address the usual issues of distribution, pricing and so on — it had to change ingrained eating habits.

The additional difficulty, a food industry expert point out, was that, “In each of the other countries, food habits were similar across its length and breadth. But in India, they change every 100 kilometers.”

The breakfast table was no different — “idli-dosa” was the staple of the south, “Dalia” and “parathas” in the north. Moreover, these were considered more substantial and filling than any crispy cereal. That was because Indians, typically, treat breakfast as a lunch-like meal.

Price was another barrier. When it entered the Rs 4-crore market in 1994, Kellogg’s cost nearly double the price of its sole domestic rival: Mohun Meakin’s Mohun’s brand of cereals. A 450 gm pack of Kellogg’s cost Rs 63; a 500 gm pack of Mohun’s cost Rs 33. When Kellogg’s introduced a 500 gm pack in 1996, it carried a sticker price of Rs 80.

Kellogg’s explained this premium to consumers as the price of offering an international quality product — the cornflakes were thicker and crisper than the local competition.

It chose to reinforce this claim by differentiating its product with some formidably expensive packaging, which, it claimed, kept its flakes extra crisp. Packaging accounted for 45 per cent of the product cost in the early days. Despite the predictions of the skeptics — the proposition proved reasonably credible. In 1995, Kellogg’s first full year of operation, the American food giant managed to gobble up a 60 per cent share — or Rs 9 crore (this on an investment of Rs 75 crore in Taloja). But this performance could not be strictly counted as a resounding success because the market remained abysmally small at an annual 1,000-odd tonne. In other words, Kellogg’s hadn’t managed to grow the market enough. One problem was that the proposition that encouraged high initial trials — the so-called international quality — turned out to be a hindrance to further purchases among India’s hyper-price-sensitive consumers.

The price-value equation also collapsed for a reason Kellogg’s should certainly have anticipated — Indian eating preferences. Kellogg’s flakes can stay crisp only if they are consumed with cold milk. But Indians are well-known to be finicky about cold milk (it’s mostly considered an antidote for acidity), and instead combined it with hot milk. As a result, Kellogg’s flakes turned soggy — just like the other cheaper variants. Another issue was the taste. For all its fortification with iron and other minerals, Kellogg’s cereal needed a dash of sugar to cut the blandness. But most Indians prefer a savoury rather than sweet breakfast. The other problem was that Kellogg’s didn’t research the reason for the initial high trials properly. Instead, encouraged by the successes, the company accelerated its roll-out plans to 60 cities.

The successes of the product in Mumbai market were partly illusory. The six large local distributors in Mumbai, who were responsible for covering retail outlets, including chemists, general stores, grocers and supermarkets in the city, were actually shipping stocks to other cities as well. In effect, then, Mumbai was being over-supplied.

So when Kellogg’s officially entered other new markets, the local distributors there took over leaving Mumbai distributors with idle stock. Now, Kellogg’s packs are bulky and take up a fair amount of retail space, so Mumbai retailers cut back their off-take, leaving the company with a slowdown in its key market. Kellogg’s problems were heightened by the fact that this was the phase when Mohan Meakin’s took advantage of its efforts by piggy- backing on a market Kellogg’s had created. Suddenly, Mohun’s spruced up its packaging and increased its availability on the retail shelves. Since it was cheaper, converts to a lighter breakfast tended to reach for Mohun’s instead of Kellogg’s.
VII.1 KELLOGG’S - LOSING ITS “CRISPNESS”
In 1996; Kellogg’s also realized that it needed to broad base its appeal. First, it decided to cut back on packaging so that it could improve margins. In the first year, Kellogg’s flakes came in laminated cartons. That is no longer the case. The thickness of the cardboard carton has also been reduced. Even then, it was clear that volumes were not growing fast enough. The problem was identified as one of reach — 75 per cent of Kellogg’s sales came from top retail outlets. 

So in 1998, Kellogg’s decided to expand its range (cornflakes and wheat-flakes) to chocolate-covered flakes, branded Choco-flakes. In that year, Kellogg’s also decided to make the brand even more affordable by diversifying into biscuits. Conceived specifically for the Indian market, the biscuits were priced at a competitive Rs 5 and Rs 10 for 50 gm and 100 gm packs respectively. The logic of the biscuit launch was that biscuits are easier to transport stock and occupy less shelf space. Also, since biscuits tend to move quickly off the shelves, Kellogg’s reckoned that this was a good way of keeping its relationship with the trade alive. 
In August of the same year, Kellogg’s also tried to indianise its offerings with a sub-brand of corn flakes called “Mazza” (Fun). Launched in three flavours — mango-elaichi, coconut-kesar and rose — a 60 gm pack retailed at Rs 9.50 and a 240 gm pack at Rs 36. 
Today, “Mazza” does not feature on Kellogg’s breakfast buffet. Consultants feel that the failure of “Mazza” was more to do with the taste of the products — they were too outlandish (mango and elaichi?). As for biscuits, retailers in Mumbai say they don’t sell much. 
Chocos-flake volumes are also said to be low — though the margins (40 per cent) are higher than those on corn flakes (25 per cent). (Biscuits and chocolate flakes were not the only occasions when Kellogg’s experimented with extensions and variants. In 1994, apart from corn flakes, it also had wheat flakes and Basmati flakes. Today, except for corn flakes and a minimal presence of wheat flakes, the Basmati variant has been erased from the menu.) 
All this took a toll on revenues. Under normal circumstances, this wouldn’t have been a major cause for concern. After all, it took 28 years for Kellogg’s to break even in Mexico and two decades to do so in Japan. But with the new pressures, Kellogg’s now has to grapple with the contradictory pulls of expanding volumes and holding costs. Advertising outlay has already become a casualty. After splurging nearly Rs 25 crore on advertising in the initial three years, spends have dwindled to Rs 3 crore to Rs 4 crore. This was after the company announced an outlay of Rs 8 crore for the current year. 
This, in turn, has resulted in sporadic efforts at advertising Kellogg’s. For instance, in 1999, under “Project Red Alert”, Kellogg’s fortified its cereal range. Called Iron Shakti to address the problems of iron deficiency in children, sales increased by 17 per cent, say company sources.  Yet, the campaign was discontinued because it “did boost the brand, but it was not enough to sustain it, as there were no significant new users,” says a company source.
Then again, in January this year, the company started outsourcing its marketing. This is something most multinationals did, but in Kellogg’s case many experienced sales people left and the new ones took time to learn the crucial issue of category building. But at Rs 37.60 crore from sales of 2,630 tonne of cereal in 1999-2000 (according to CMIE figures), these volumes are not big enough to sustain the company. Former employees and market observers unanimously believe that the company will only grow volumes in India if it invests in advertising and promotions, charges the right price, and has a compelling proposition to be put on the breakfast table. 
Today, Kellogg’s is trying to expand its market once again. In April 2001, the company started test marketing a fighter brand called Sunrich in Kolkata, a market that is considered a Mohun’s stronghold. Priced at Rs 65 for a 500 gram pack, these carry bag costs Rs 2.50 less than the similar-sized Mohun’s pack. 
And propelled by the “Iron Shakti” gains, the company has decided to focus on two brands cornflakes and Chocos and target children because food habits are less set among this age group. Earlier, its communication for basic cornflakes used to address mothers — who were affronted by the suggestion that the elaborate breakfast they prepared for their families was unhealthy. And cereals account for 80 per cent of the Kellogg’s India’s turnover. Of this, cornflakes alone notch up revenues of 40 per cent. 

But pricing remains a premium in its mainline products. This has seen Kellogg’s raise its price bar in the Indian market. It recently increased the price of its 475 gm cornflakes from Rs 90 to Rs 110, moves that could cause it problems unless its communication campaign works. Globally, Kellogg’s is sceptical of surpassing its 10 per cent growth in annual profits and claims that it will be less than half in the coming years. Already it has announced global layoffs. 
VII.2 Mohun Meakin’s plans cornflakes variants 

Though Mohun Meakin has been continuously enjoying major chunk of the corn flakes market in India but to increase its competitiveness it has decided to launch some variants to its existing range of plain corn flakes. This would enhance Mohun’s existing portfolio and would give a tough fight to Kellogg’s in the Indian market. Apart from Mohun's New Life cornflakes, the other brand marketed under the breakfast foods category is Mohun's Wheat Porridge.

Though the company is yet to finalize on what possible variants of Mohun's cornflakes it is likely to introduce, these could be in the form of flavour-coated cornflakes and crispies.  It would take anywhere between six to eight months of `waiting and watching', before MML would arrive at a final decision of what variants it would introduce. 

According to KSA Technopak, the total breakfast cereal market is estimated at approximately Rs 53 crore (not consumption-led, but off-take based figures). Mohun's claims 60 per cent share of the organized market and enjoys near-generic status within the category. For cornflakes, MML has a manufacturing base in Mohan Nagar, Ghaziabad, and claims a capacity in excess of 2,500 tonnes a year. While the homegrown Mohun's cornflakes have been on steady turf, the deep-pocketed Kellogg's has failed to generate volumes in the domestic market, primarily on account of premium pricing. Interestingly, it is Kellogg's and not Mohun’s that has made spirited attempts to grow the western breakfast foods market in India. 
But despite some heavy-duty advertising and large doses of concept selling on `healthy' breakfast eating habits, Kellogg's has not been able to make a dent in the breakfast cereals market. In addition to Mohun's and Kellogg's, the cornflakes market is categorised by several small, regional-level players. Meanwhile, Mr. Kapil Mohan, Managing Director, MML, told Business Line that the company could collaborate with multinational players to further promote its cornflakes brand.

VII.3 Godrej Foods to introduce breakfast cereal “Sofit” 
After Mohan Meakin’s and Kellogg’s, Godrej Foods Ltd is entering the health food breakfast cereal market with its Sofit brand. So far Godrej has been marketing only one product under this brand – Soya Milk in tetra packs.

Godrej will launch the 'Soya-based' breakfast cereal, which, it claims, offers the dual benefit of Soya and wheat, strengthening its positioning as a 'health food.' Multinational Kellogg's dominates the breakfast cereal market. 

Initially Sofit cereal will be launched in the North and Godrej plans to create a market share in the breakfast cereals market based on what it calls its affordable pricing policy.

The company plans to offer a 200gm pack of Sofit priced at Rs30 against Kellogg's Rs70.

US-based Kellogg's, Baggry's and Mohan's mainly dominate the Rs400-crore breakfast cereal market, which is growing at 10 per cent per annum. The segment, with products like cornflakes and “dalia” (wheat porridge) has been a laggard despite aggressive promotion campaigns by the American multinationals. 

The product will initially be launched in Delhi, Chandigarh and Ludhiana in the North as the region accounts for almost 40 per cent of the entire breakfast cereal market. The company plans to invest Rs2.5 crore to promote the brand in 2005, and is targeting to sell about 400 tonne in the first three months of the launch. 

VII.4 PERCEPTUAL MAP
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VIII. RECOMMENDATIONS
In order to stay competitive and stop the decline of its market share, Kellogg’s should take the following measures:

1. Kellogg’s needs to increase its target segment. Cereal flakes is a health food and easy to make. Through our survey, we got to know that most customers felt that beyond a certain age (12-14 years), their children stopped eating flakes as they perceive it to be a health food meant for kids. 

In this regard, Kellogg’s should increase their market segment catering from KIDS to YOUNG people like executives who are calorie conscious and have irregular meals. Having, cereal flakes as an option for breakfast may go down well with these people.

Kellogg’s needs to improve on its promotional strategy especially with regards to its new products like Cheese Biscuits, Froot Loops, etc. The following strategies can be adopted:

a) Cross Ruffing: With a packet of Corn Flakes or Chocos, it could give free small packs of Froot Loops or Cheese Biscuits to stimulate initial purchase.

b) Free Samples and Stalls: It could also distribute free samples and taste by putting up stalls at important markets and malls.

c) Free Coupons: It could also give coupons which would entitle the customers for a free trial pack. These coupons could also be given through newspapers or magazines or kids comics. This would form a part of advertising through Media.

3. Kellogg’s faces tough competition from local brands like Mohun’s and one of the main differentiating factor is the price of these local brands. What Kellogg’s can do to counter this is introduce a low price variant, Kellogg’s doesn’t have a good presence in the semi – urban markets and through its lower price variant, it can tap these markets.

This packaging need not be done in cardboard boxes instead polythene packing can be done and this reduction in costs can be transferred to the customers in the form of lower prices.

4. It could position its product as a healthy meal which can be eaten even in the evenings like MAGGI. This would enhance the usage of Cereal flakes.

5. Kellogg’s should work on its ad campaigns by airing ads not only channel targeted to KIDS. A sportsperson like Sania Mirza should be used to endorse the products of Kellogg’s especially when the YOUTH is being targeted and its image as a health drink for a bigger segment.

6. Kellogg’s needs to work on its relationship with the Dealers. They should be given proper incentives in the form of trade discounts, higher margins and free gifts which would encourage them to promote Kellogg’s and thus increase its sales and customer base.

7. As far as CHOCOS is concerned, it could use its brand image to introduce new products under the brand of CHOCOS. They can launch products like Health Drinks, chocolates.
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																																				TV Ads		Print Ads		Hoardings		Recommended By Others		Sales Promotion Campaigns		Corn Flakes		Wheat Flakes		Rice Flakes		Chocos		Frosties		Corn Flakes		Wheat Flakes		Rice Flakes		Chocos		Frosties								Mother		Father		Children

		1052511		220.227.148.162		1/22/06 8:11				15		1		ajmeranitin@gmail.com

		1052512		220.227.148.162		1/22/06 8:13				82		1																						yes		1						1														1		1				1		1		No		Yes				1				1		2		yes		Yes but very rare

		1052514		220.227.148.162		1/22/06 8:16				64		1																						yes		1																				1		1		1		1		1		no		yes				1		1		1		1		yes		no

		1052597		220.227.148.162		1/22/06 8:58				34		1																						yes								1														1						1		1		no		yes				1						1		yes		No

		1052624		220.227.148.162		1/22/06 9:12				104		1																						yes								1														1		1				1		1		no		yes				1				1		2		yes		no

		1052628		220.227.148.162		1/22/06 9:13				76		1																						yes								1														1						1				no		yes				1						1		yes		no

		1052665		220.227.148.162		1/22/06 9:31				955		1																						yes		1																				1		1				1		1		no		yes				1				1		2		yes		no

		1052690		220.227.148.162		1/22/06 9:42				298		1																						yes								1														1		1				1		1		no		yes				1		1		1		2		Yes		No

		1052702		220.227.148.162		1/22/06 9:47				277		1																						yes								1														1		1				1						yes								1		3		yes		yes

		1052703		220.227.148.162		1/22/06 9:48				872		1																						yes		1																				1		1		1		1		1		no		yes								1		2		yes		no

		1052707		220.227.148.162		1/22/06 9:49				57		1																						yes		1						1														1		1		1		1		1		no		yes								1		2		yes		no

		1052708		220.227.148.162		1/22/06 9:49				80		1																						yes		1																				1										no		yes								1		2		yes		yes

		1052710		220.227.148.162		1/22/06 9:51				80		1																						yes		1		1																								1		1		teddy bear		yes				1						3		yes		no

		1052715		220.227.148.162		1/22/06 9:52				69		1																						yes		1																				1						1				duck and hen		yes				1						2		yes		no

		1052720		220.227.148.162		1/22/06 9:54				273		1																						yes		1																				1						1		1		the mascot		I dont have flakes				1						2		yes		no

		1052722		220.227.148.162		1/22/06 9:55				105		1																						yes		1																				1		1				1				Iron and Energy		yes				1				1		2		yes		no

		1052724		220.227.148.162		1/22/06 9:55				70		1																						yes		1																				1						1		1		no		yes				1						3		yes		no

		1052726		220.227.148.162		1/22/06 9:56				44		1																						yes		1																				1										no		yes				1		1				2		yes		no

		1052727		220.227.148.162		1/22/06 9:57				59		1																						yes																						1										no		no				1						3		yes		no

		1052732		220.227.148.162		1/22/06 9:58				101		1																						yes										1												1										no		no				1						2		no		no

		1052734		220.227.148.162		1/22/06 9:59				45		1																						yes		1																				1						1				no		yes				1						2		yes		no

		1052735		220.227.148.162		1/22/06 9:59				132		1																						yes		1																				1		1				1				no		yes								1		2		yes		yes

		1052744		220.227.148.162		1/22/06 10:00				81		1																						yes		1																				1										no		no				1		1		1		2		no		no

		1052747		220.227.148.162		1/22/06 10:02				101		1																						yes		1				1																1										no		no				1						3		yes		no

		1052752		220.227.148.162		1/22/06 10:04				74		1																						yes										1												1										monkey		yes				1						2		yes		no

		1052753		220.227.148.162		1/22/06 10:05				53		1																						yes		1																				1						1				no		yes								1		2		yes		no

		1052754		220.227.148.162		1/22/06 10:06				55		1																						yes		1																				1						1				bear		yes				1						3		yes		yes

		1052756		220.227.148.162		1/22/06 10:07				69		1																						yes		1																				1						1				bear		no				1				1		4		yes		yes

		1052758		220.227.148.162		1/22/06 10:08				54		1																						yes		1																				1						1				More intelligence		yes								1		3		yes		no

		1052761		220.227.148.162		1/22/06 10:09				53		1																						yes		1																				1		1				1				no		yes				1						1		yes		no

		1052765		220.227.148.162		1/22/06 10:10				42		1																						yes		1																				1						1		1		no		no				1		1				2		yes		no

		1052767		220.227.148.162		1/22/06 10:11				46		1																						yes		1																				1										family		yes				1						1		yes		no

		1052769		220.227.148.162		1/22/06 10:11				38		1																						yes		1																				1										no		yes								1		3		yes		no

		1052770		220.227.148.162		1/22/06 10:12				47		1																						yes								1														1										no		yes								1		2		no		no

		1052773		220.227.148.162		1/22/06 10:13				32		1																						yes		1																				1										no		no				1						2		yes		no

		1052776		220.227.148.162		1/22/06 10:14				69		1																						yes		1																				1										hen		no										2		not aware		no

		1052780		220.227.148.162		1/22/06 10:15				263		1																						yes		1		1																		1		1				1		1		none		yes								1		2		yes		yes

		1052781		220.227.148.162		1/22/06 10:15				41		1																						yes		1																				1		1				1				no		no				1						3		yes		no

		1052782		220.227.148.162		1/22/06 10:16				46		1																						yes		1																				1						1		1		coco the monkey		yes								1		2		yes		yes

		1052783		220.227.148.162		1/22/06 10:17				36		1																						yes		1																				1		1		1		1		1		no		yes								1		2		yes		no

		1052787		220.227.148.162		1/22/06 10:18				58		1																						yes		1								1												1		1		1		1		1		hen		yes								1		3		yes		no

		1052788		220.227.148.162		1/22/06 10:18				29		1																						yes		1																				1										no		no								1		2		yes		no

		1052790		220.227.148.162		1/22/06 10:19				31		1																						yes		1																				1						1				no		yes						1				3		yes		no

		1052792		220.227.148.162		1/22/06 10:20				34		1																						yes		1																				1						1				no		yes								1		2		yes		no

		1052793		220.227.148.162		1/22/06 10:20				223		1																						yes		1																				1		1		1						baller - chocos		no								1		1		yes		no

		1052795		220.227.148.162		1/22/06 10:20				37		1																						yes		1		1																		1		1		1		1				no		no								1		1		yes		no

		1052796		220.227.148.162		1/22/06 10:21				35		1																						yes		1		1																		1						1		1		no		no								1		2		yes		no

		1052803		220.227.148.162		1/22/06 10:23				124		1																						yes		1																				1		1		1		1		1		no		no				1						2		yes		no

		1052809		220.227.148.162		1/22/06 10:24				50		1																						yes								1														1						1		1		Minerals		no						1				1		yes		no

		1052977		220.227.148.162		1/22/06 11:36				0		1																						yes		1																				1		1				1				its animated and chimpanzee in it		yes				1						2		yes		no

		1052987		220.227.148.162		1/22/06 11:43				175		1																						yes		1		1																		1						1		1		no		yes				1						1		yes		yes

		1052996		220.227.148.162		1/22/06 11:46				75		1																						yes		1						1														1						1		1		crispy flakes going in the milk		yes				1						1		yes		no

		1052998		220.227.148.162		1/22/06 11:47				78		1																						yes		1																				1						1		1		bear character		yes								1		1		yes		no

		1053000		220.227.148.162		1/22/06 11:49				79		1																						yes		1		1		1		1														1						1		1		no		no		1								1		yes		no





Q1

		Open Ended Text Data

		Q1

		<!-- Optional Instructions He

		Have you heard of Kelloggs?

		No.		Response ID		Data

						Have you heard of Kelloggs?

		1		1052511

		2		1052512		yes

		3		1052514		yes

		4		1052597		yes

		5		1052624		yes

		6		1052628		yes

		7		1052665		yes

		8		1052690		yes

		9		1052702		yes

		10		1052703		yes

		11		1052707		yes

		12		1052708		yes

		13		1052710		yes

		14		1052715		yes

		15		1052720		yes

		16		1052722		yes

		17		1052724		yes

		18		1052726		yes

		19		1052727		yes

		20		1052732		yes

		21		1052734		yes

		22		1052735		yes

		23		1052744		yes

		24		1052747		yes

		25		1052752		yes

		26		1052753		yes

		27		1052754		yes

		28		1052756		yes

		29		1052758		yes

		30		1052761		yes

		31		1052765		yes

		32		1052767		yes

		33		1052769		yes

		34		1052770		yes

		35		1052773		yes

		36		1052776		yes

		37		1052780		yes

		38		1052781		yes

		39		1052782		yes

		40		1052783		yes

		41		1052787		yes

		42		1052788		yes

		43		1052790		yes

		44		1052792		yes

		45		1052793		yes

		46		1052795		yes

		47		1052796		yes

		48		1052803		yes

		49		1052809		yes

		50		1052977		yes

		51		1052987		yes

		52		1052996		yes

		53		1052998		yes

		54		1053000		yes





Q2 - Q3

		Q2												Grouping / Filter Analysis

		How did you come to know about Kelloggs?

		TV Ads		43		66.15%

		Print Ads		6		9.23%

		Hoardings		2		3.08%

		Recommended By Others		11		16.92%

		Sales Promotion Campaigns		3		4.62%

		Total		65

		Mean		1.85

		Standard Dev.		1.34

		Variance		1.79

		Mean Percentile		83.08%

		Q3												Grouping / Filter Analysis

		Corn Flakes		0		0.00%

		Wheat Flakes		0		0.00%

		Rice Flakes		0		0.00%

		Chocos		0		0.00%

		Frosties		0		0.00%

		Total		0

		Mean		0.00

		Standard Dev.		0.00

		Variance		0.00

		Mean Percentile		120.00%

		Which all products of Kelloggs are you aware of?

		Corn Flakes		52		96.30%

		Wheat Flakes		19		35.19%

		Rice Flakes		8		14.81%

		Chocos		39		72.22%

		Frosties		23		42.59%

		Total		54

		Mean		2.73

		Standard Dev.		1.58

		Variance		2.48

		Mean Percentile		65.39%





Q2 - Q3
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Fig 2- PRODUCT AWARENESS



Q4

		Open Ended Text Data

		Q4

		Can you recall anything related with the advertisement of Kelloggs?

		No.		Response ID		Data

						Can you recall anything related with the advertisement of Kelloggs?

		1		1052511

		2		1052512		No

		3		1052514		no

		4		1052597		no

		5		1052624		no

		6		1052628		no

		7		1052665		no

		8		1052690		no

		9		1052702

		10		1052703		no

		11		1052707		no

		12		1052708		no

		13		1052710		teddy bear

		14		1052715		duck and hen

		15		1052720		the mascot

		16		1052722		Iron and Energy

		17		1052724		no

		18		1052726		no

		19		1052727		no

		20		1052732		no

		21		1052734		no

		22		1052735		no

		23		1052744		no

		24		1052747		no

		25		1052752		monkey

		26		1052753		no

		27		1052754		bear

		28		1052756		bear

		29		1052758		More intelligence

		30		1052761		no

		31		1052765		no

		32		1052767		family

		33		1052769		no

		34		1052770		no

		35		1052773		no

		36		1052776		hen

		37		1052780		none

		38		1052781		no

		39		1052782		coco the monkey

		40		1052783		no

		41		1052787		hen

		42		1052788		no

		43		1052790		no

		44		1052792		no

		45		1052793		baller - chocos

		46		1052795		no

		47		1052796		no

		48		1052803		no

		49		1052809		Minerals

		50		1052977		its animated and chimpanzee in it

		51		1052987		no

		52		1052996		crispy flakes going in the milk

		53		1052998		bear character

		54		1053000		no





Q5

		Open Ended Text Data

		Q5

		Is Kelloggs your preferred brand when purchasing cereal flakes?

		No.		Response ID		Data

						Is Kelloggs your preferred brand when purchasing cereal flakes?

		1		1052511

		2		1052512		Yes

		3		1052514		yes

		4		1052597		yes

		5		1052624		yes

		6		1052628		yes

		7		1052665		yes

		8		1052690		yes

		9		1052702		yes

		10		1052703		yes

		11		1052707		yes

		12		1052708		yes

		13		1052710		yes

		14		1052715		yes

		15		1052720		I dont have flakes

		16		1052722		yes

		17		1052724		yes

		18		1052726		yes

		19		1052727		no

		20		1052732		no

		21		1052734		yes

		22		1052735		yes

		23		1052744		no

		24		1052747		no

		25		1052752		yes

		26		1052753		yes

		27		1052754		yes

		28		1052756		no

		29		1052758		yes

		30		1052761		yes

		31		1052765		no

		32		1052767		yes

		33		1052769		yes

		34		1052770		yes

		35		1052773		no

		36		1052776		no

		37		1052780		yes

		38		1052781		no

		39		1052782		yes

		40		1052783		yes

		41		1052787		yes

		42		1052788		no

		43		1052790		yes

		44		1052792		yes

		45		1052793		no

		46		1052795		no

		47		1052796		no

		48		1052803		no

		49		1052809		no

		50		1052977		yes

		51		1052987		yes

		52		1052996		yes

		53		1052998		yes

		54		1053000		no





Q6 - Q7

		Q6												Grouping / Filter Analysis

		Who influences the decision to purchase cereal flakes?

				1		1.54%

		Mother		30		46.15%

		Father		7		10.77%

		Children		27		41.54%

		Total		65

		Mean		2.92

		Standard Dev.		0.97

		Variance		0.95

		Mean Percentile		51.92%

		Q7												Grouping / Filter Analysis

		What is your opinion regarding the packaging of Kelloggs products?

		Excellent		12		22.64%

		Good		29		54.72%

		Satisfactory		11		20.75%

		Below Average		1		1.89%

		Bad		0		0.00%

		Total		53

		Mean		2.02

		Standard Dev.		0.72

		Variance		0.52

		Mean Percentile		79.62%





Q8

		Open Ended Text Data

		Q8

		Can you easily locate Kelloggs products in a shop?

		No.		Response ID		Data

						Can you easily locate Kelloggs products in a shop?

		1		1052511

		2		1052512		yes

		3		1052514		yes

		4		1052597		yes

		5		1052624		yes

		6		1052628		yes

		7		1052665		yes

		8		1052690		Yes

		9		1052702		yes

		10		1052703		yes

		11		1052707		yes

		12		1052708		yes

		13		1052710		yes

		14		1052715		yes

		15		1052720		yes

		16		1052722		yes

		17		1052724		yes

		18		1052726		yes

		19		1052727		yes

		20		1052732		no

		21		1052734		yes

		22		1052735		yes

		23		1052744		no

		24		1052747		yes

		25		1052752		yes

		26		1052753		yes

		27		1052754		yes

		28		1052756		yes

		29		1052758		yes

		30		1052761		yes

		31		1052765		yes

		32		1052767		yes

		33		1052769		yes

		34		1052770		no

		35		1052773		yes

		36		1052776		not aware

		37		1052780		yes

		38		1052781		yes

		39		1052782		yes

		40		1052783		yes

		41		1052787		yes

		42		1052788		yes

		43		1052790		yes

		44		1052792		yes

		45		1052793		yes

		46		1052795		yes

		47		1052796		yes

		48		1052803		yes

		49		1052809		yes

		50		1052977		yes

		51		1052987		yes

		52		1052996		yes

		53		1052998		yes

		54		1053000		yes





Q9

		Open Ended Text Data

		Q9

		Are you aware of any promotional offers or free gifts along with Kelloggs products?

		No.		Response ID		Data

						Are you aware of any promotional offers or free gifts along with Kelloggs products?

		1		1052511

		2		1052512		Yes but very rare

		3		1052514		no

		4		1052597		No

		5		1052624		no

		6		1052628		no

		7		1052665		no

		8		1052690		No

		9		1052702		yes

		10		1052703		no

		11		1052707		no

		12		1052708		yes

		13		1052710		no

		14		1052715		no

		15		1052720		no

		16		1052722		no

		17		1052724		no

		18		1052726		no

		19		1052727		no

		20		1052732		no

		21		1052734		no

		22		1052735		yes

		23		1052744		no

		24		1052747		no

		25		1052752		no

		26		1052753		no

		27		1052754		yes

		28		1052756		yes

		29		1052758		no

		30		1052761		no

		31		1052765		no

		32		1052767		no

		33		1052769		no

		34		1052770		no

		35		1052773		no

		36		1052776		no

		37		1052780		yes

		38		1052781		no

		39		1052782		yes

		40		1052783		no

		41		1052787		no

		42		1052788		no

		43		1052790		no

		44		1052792		no

		45		1052793		no

		46		1052795		no

		47		1052796		no

		48		1052803		no

		49		1052809		no

		50		1052977		no

		51		1052987		yes

		52		1052996		no

		53		1052998		no

		54		1053000		no
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